
 

 

 Universidade de Aveiro  
2002 

Departamento de Economia, Gestão e Engenharia 
Industrial 

ELISABETH 
KASTENHOLZ 
 

The Role and Marketing Implications of Destination 
Images on Tourist Behavior: The case of Northern 
Portugal 

 Dissertação apresentada à Universidade de Aveiro para cumprimento dos 
requisitos necessários à obtenção do grau de Doutor em Turismo, realizada 
sob a orientação científica do Prof. Dr. Gordon Paul do Departamento de 
Marketing da University of Central Florida 

 �



 

 

  
 

 
 
 

 
 

o júri   
 

presidente Prof. Dr. António M. de Brito Ferrari Almeida  
Professor Catedrático da Universidade de Aveiro 

  
 

 Prof. Dr. Henrique Manuel Morais Diz  
Professor Catedrático da Universidade de Aveiro 

  
 

 Profª. Drª. Minoo Farhangmehr 
Professora Catedrática da Escola de Economia e Gestão do Departamento de Gestão e 
Administração Pública da Universidade do Minho 

  
 

 Prof. Dr. João Albino Matos da Silva  
Professor Catedrático da Faculdade de Economia da Universidade do Algarve  

  
 

 Prof. Dr. Paulo Miguel Rasquinho Ferreira Rita 
Professor Associado do Instituto Superior de Ciências Socias do Trabalho e da Empresa 

  
 

 Prof. Dr. Carlos Costa 
Professor Auxiliar da Universidade de Aveiro 

  
 

 Prof. Dr. Gordon Paul 
Professor Emeritus da University of Central Florida 

 �



 

 

  

  
 

Agradecimentos 
 I am sincerely grateful to Professor Gordon Paul for his expert guidance, 

encouragement and unfailing kindness. His contributions to successful 
completion of my doctoral work were decisive.  

I wish to acknowledge the ISEE/ Universidade do Porto and CCRN for the 
financial and logistical support these institutions granted me during my 
investigation, which enabled me to realize a most ambitious project. I am also 
indebted to the Universidade de Aveiro, which granted me conditions for 
developing and executing the research program. The support and advice 
conceded particularly by Professor Carlos Costa, Universidade de Aveiro, 
Professor Rui Guimarães, Universidade do Porto, and Dr. José Portugal, 
CCRN, are worth of mention. 

I extend my gratitude to Professor Duane Davis, University of Central Florida, 
Professora Margarida Cardoso, ISCTE, and Professor Raymond Fisk, 
University of New Orleans, for their useful advise about methodology and 
analysis at different stages of the research process.  

The extensive empirical research project was only possible thanks to the 
assistance of several students and research cooperators, to whom I wish to 
express my thankfulness. A particular thanks goes to Dra. Eva Milheiros, Dra. 
Aurea Rodrigues and Dra. Adriana Corfu for their regular and professional 
cooperation. 

The kind support provided for the realization of the survey by institutions like 
TURIHAB, several Tourism Boards and LEADER associations in North 
Portugal, as well as numerous accommodation units, the Archeological Park of 
the Côa Valley and some museums, has to be stressed. 

This dissertation culminates a most memorable learning experience. I am most 
grateful for the love, understanding and support I received from my husband, 
Paulo, and my family both in Portugal and Germany, throughout this long and 
most involving period of studies. Special thanks go to the many colleagues at 
the Departamento de Economia, Gestão e Engenharia Industrial, Universidade 
de Aveiro, and to all my friends, who encouraged me and cheered me up along 
the way.  
 

 





 

 

  
 
 
 
 
 
 
 
 
 
 

  
 

resumo 
 
 

O presente trabalho de investigação analisa o conceito, a medição, a estrutura e 
o papel da imagem do destino no âmbito do turismo em áreas rurais. Assume-se 
uma perspectiva de marketing, especificamente de comportamento de 
consumidor, ao centrar a análise nas percepções e avaliações feitas pelos 
turistas que visitam áreas rurais do Norte de Portugal por motivos de férias. 
Uma revisão bibliográfica permite a compreensão da especificidade do turismo 
enquanto campo de aplicação da análise de imagens, discutindo neste contexto a 
realidade do turismo rural e reflectindo sobre a natureza do marketing de 
destinos. Também o conceito de imagem é aprofundado, sendo a discussão da 
imagem do destino apresentada com maior pormenor, considerando definições, 
medição da imagem, a sua estrutura e formação, os seus efeitos no 
comportamento do turista e o seu papel no contexto do marketing de destinos. 
Com base nestas reflexões, uma série de hipóteses são sugeridas, as quais são 
testadas na parte empírica da tese através de uma análise de imagem do Norte 
de Portugal enquanto destino turístico rural. Esta análise baseia-se 
principalmente em dados obtidos através de um inquérito realizado ao longo de 
um ano em áreas rurais no Norte de Portugal. O inquérito obteve 2280 respostas 
válidas, contendo dados sócio-demográficos, relativos ao comportamento 
turístico, às motivações, percepções e avaliações do destino e ao provável 
comportamento do turista no futuro. 
Para além da descrição do conteúdo da imagem do destino, a sua estrutura é 
analisada, considerando as componentes afectivas, cognitivas, de imaginário e 
holísticas. As componentes afectivas e cognitivas são identificadas via Análise de 
Componentes Principais. As componentes são integradas num modelo desde a 
imagem cognitiva passando pela imagem afectiva à imagem holística, baseado 
numa Path Analysis. 
A congruência entre imagem do destino e auto-imagem do turista é considerada 
enquanto componente afectiva. O papel moderador do tipo turístico psicográfico 
para a relevância desta congruência no âmbito da imagem afectiva e no contexto 
do comportamento futuro também é alvo de análise. 
Um conjunto de variáveis caracterizando o turista, o contexto da viagem e o 
destino são analisadas enquanto eventuais (co-)determinantes da imagem do 
destino. Para este efeito testes não-paramétricos são efectuados, considerando 
simultaneamente efeitos de interacção. Uma ordem aproximada de importância 
das variáveis independentes enquanto determinantes da imagem do destino é 
sugerida. Os efeitos singulares das variáveis independentes em dimensões de 
imagem particulares são ainda discutidos. 
Finalmente, a relação entre imagem de destino e o provável comportamento 
turístico futuro é analisada, confirmando-se uma correlação positiva, 
particularmente no que diz respeito à recomendação do destino.  
Com base nestes resultados, que são comparados com dados obtidos noutros 
estudos, são sugeridas uma série de implicações para o marketing de destinos, 
assim como algumas recomendações para investigações futuras. 
 

 





 

 

 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 
 
 
 

 
 

abstract 
 

The present research work studies the concept, assessment, structure and role 
of destination image in the context of tourism in rural areas. The perspective is 
one of marketing, specifically consumer behavior, focusing on tourists’ 
perceptions and evaluations made of the visited rural areas in North Portugal.  
A literature review helps understand the particularity of tourism, especially rural 
tourism, and reflects on the corresponding nature of destination marketing. Also 
the construct image is discussed. This is based on a literature review of diverse 
scientific approaches. The discussion of destination image in tourism and 
leisure research includes definitions, image assessment, image structure and 
formation, impacts of image on tourist behavior and its role in destination 
marketing.  
Based on this background discussion, a series of hypotheses are advanced. 
These are tested in the empirical part of the thesis using an image analysis of 
North Portugal as a rural tourist destination. This analysis relies mainly on data 
obtained from a one-year-long survey undertaken in North Portugal. The survey 
yielded 2280 valid responses, which contained data on socio-demographics, 
travel behavior, motivations, destination perceptions, evaluations and probable 
future travel behavior. 
In addition to describing the content of destination image, its structure is 
analyzed, with affective, cognitive, imagery and holistic components considered 
as main image elements. Affective and cognitive components are identified via 
Principal Components Analysis. Relationships between components are 
presented in a path-analytical model ranging from cognitive over affective 
towards holistic destination image. ������� � �
	�� � ��
� ����� ��������������
� � �

is considered as an affective component of 
destination image. The moderating role of � � �����
�
� ����	 � ��� � � ��	
!���� ���"� � � �  for the 
relevance of # ����� � �
	$� � ��
� ���%� ��&�����������
� � � in the context of affective image and of 
probable future travel behavior is another issue of analysis. 
A series of tourist, travel-context and destination-specific variables are further 
analyzed as eventual (co-)determinants of these destination images. For this 
purpose, non-parametric tests are undertaken. Simultaneously first-order 
interaction of all suggested eventual (co-)determinants are considered. An 
approximate rank order of importance is established and also single effects of 
independent variables on particular image dimensions are detected and 
discussed. 
Finally, the relationship between destination image and probable (self-reported) 
future travel behavior is analyzed and a positive correlation confirmed, 
particularly in the context of recommendation of the destination.  
From these results, which are compared to those obtained in other destination 
image studies, a series of implications on destination marketing are suggested, 
as well as recommendations for future destination image research advanced. 
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&KDSWHU�,��,QWURGXFWLRQ�
&KDSWHU�,����,QWHUHVW�DQG�6FRSH�RI�WKH�7KHVLV�

Destination image has been suggested as a major factor determining destination choice and 

acknowledged as a relevant construct when analyzing success and ways of improving destination 

marketing. The present research work studies the FRQFHSW�� DVVHVVPHQW� DQG� UROH� RI� GHVWLQDWLRQ�
LPDJH in the context of WRXULVP�LQ�UXUDO�DUHDV. The perspective is one of PDUNHWLQJ, specifically 

FRQVXPHU�EHKDYLRU, focusing on the perceptions and evaluations made by tourists of the visited 

rural destination in 1RUWK�3RUWXJDO. This GHVWLQDWLRQ� LPDJH is further analyzed in relation to the 

tourists’  socio-demographic characteristics, their needs and desires and their past and intentional 

future travel behavior. Of particular interest in this context are the eventual differences existing in 

destination images according to tourist-specific variables, but also due to different sub-regions 

visited as well as seasons of the year in which the holiday takes place. The assumptions to be tested 

are, whether or not, and to which extent, destination image depends on personal characteristics, 

motivations and travel context as well as on past experience, or rather on UHDO�ZRUOG or VWLPXOXV�
differences, marked by geography and climate. There may be relatively more consensual 

components of the image of� UXUDO� 1RUWKHUQ� 3RUWXJDO. Also the impact of destination image on 

intentional future destination-related travel behavior (repeated choice and recommendation) will be 

analyzed. The study should help understanding the constitution, some of the (co-) determinants as 

well as the role of destination image in destination-relevant future tourist behavior and thereby 

make explicit the importance of destination image in destination marketing. 

The field of application of this image-study is the rural tourism market of North Portugal. The 

tourist destination as a “ SURGXFW”  as well as its “ FRQVXPSWLRQ”  has particular characteristics, and so 

does the “ UXUDO�WRXULVW�GHVWLQDWLRQ” . Specific motivations, behavioral patterns, time-space relations, 

and symbolic meanings are related to it. The role of place and people in the tourist experience calls 

for an integrated, societal perspective of destination marketing. This is the more urging, the more 

the “ product”  is derived from its particular environment, the weaker the structure of the host 

community and the stronger the pressure of tourist flows. These conditions have to be considered in 

rural destination marketing, and the results gained from the presented image-analyses will have to 

be integrated in this particular reality, closely linked to developmental issues. Evidently, also the 

particular geo-political, social and economic context must be taken into account.  

Whether the conclusions derived from the diverse analyses of the tourist market in rural areas in 

North Portugal will be generalizable is a valid question. It is suggested that some of the conclusions 

should be, whereas others might be specific to rural tourism or to North Portugal. 
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The study aims at a series of contributions in the fields of marketing and tourism. Some JHQHUDO�
FRQWULEXWLRQV of this study in the domain of PDUNHWLQJ��particularly FRQVXPHU�EHKDYLRU should be: 

¾ a clarification of the structure of “ LPDJH´ and relations between image components 

considering a specific image object, and in this context 

¾ the eventual confirmation of the WKUHH�FRPSRQHQW� WKHRU\� and the KLHUDUFK\� RI� HIIHFWV�
PRGHO; 
¾ the eventual confirmation of VHOI�FRQJUXLW\�WKHRU\ with a specific image object. 

*HQHUDO� FRQWULEXWLRQV of this research project in the domain of WRXULVP� PDUNHWLQJ�� more 

specifically FRQVXPHU�EHKDYLRU� LQ� WRXULVP�and WRXULVW� GHVWLQDWLRQ�PDUNHWLQJ� are suggested for 

the following fields: 

¾ a clarification of the concept of “ GHVWLQDWLRQ�LPDJH” ; 

¾ the development of valid and reliable forms of its assessment;  

¾ the assessment of some relevant determinants of destination image and of its role in 

(intentional) future tourist behavior; 

¾ the role of “ GHVWLQDWLRQ�VHOI�FRQJUXLW\´ in the domain of destination image research;  

¾ the eventual moderating role of “ SV\FKR�JUDSKLF�WUDYHOHU�W\SH”  in the context of destination 

image formation and behavioral consequences.  

In the domain of UXUDO�WRXULVP the following contributions are aimed at: 

¾ the identification of specific image contents, which may validate the assumptions and 

findings presented in rural tourism literature; 

¾ the development of valid and reliable forms of destination-image assessment in the context 

of rural tourism; 

¾ the identification of specific characteristics of the “ UXUDO�WRXULVW”  and his/ her motivations, 

which may validate the assumptions and findings presented in rural tourism literature and 

previous rural tourism studies. 

As far as WRXULVP�LQ�UXUDO�DUHDV�LQ�1RUWK�3RUWXJDO is concerned, this study aims at helping: 

¾ assess the image of North Portugal as a rural tourist destination; 

¾ identify the effective market of this destination, its profile, motivations and behavior 

patterns; 
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¾ provide one basis for a rural tourist destination marketing strategy, which should be 

completed by the integration of further political, geographic, economic, cultural and social 

data and the involvement of the main actors of rural tourism in North Portugal. The 

importance of this study lies in the fact that it is the first large-scale image-study undertaken in 

rural areas in North Portugal, which confers particular practical relevance to its results for the 

strategic marketing planning process in this region.  

The Portuguese tourism market is mainly concentrated on the Algarve’ s “ sun and beach product”  

(5DPRV��6DOD]DU�	�*RPHV, 2000). Spatial and temporal concentration of tourism in Portugal has 

led to quality and environmental problems, making a more balanced spread of tourism desirable. 

However, the development of a distinct, differentiated image of Portugal as a holiday destination 

would require the inclusion of other attractions, particularly taking advantage of the richness in 

cultural, historical, geographical and natural diversity existing in this relatively small country. In 

this context, rural tourism, especially in the country’ s interior, which suffers from rural exodus and 

shortcomings in economic development, would be a welcoming means of diversification and also a 

potential developmental tool for these areas. As resources are scarce, they have to be optimally 

allocated, implying the need for a sound destination marketing strategy. This strategy should not 

only be based on secondary, mainly quantitative data and fuzzy perceptions and misperceptions of 

those responsible for investment decisions. A sound analysis of relevant data, permitting an 

understanding of tourist profiles, travel behaviors, motivations and perceptions, obtained from the 

visitors themselves as the main source of marketing information, is strategically most important. In 

this context, the present research is suggested as a significant contribution to the destination 

marketing of North Portugal. 

Of a broader nature is the relevance of this study in rural tourism research, confronting results with 

those of other regions and discussing generalizability.  

Finally, in the context of destination-image-studies, the image content is compared with that 

identified in other studies, specific issues concerning its assessment are discussed based on a one-

year-long survey experience, and its (co-) determinants and role in tourist behavior are confronted 

with results from other studies. It is hoped that this will shed light onto the process of image-

formation and its relation to other tourist-, travel-, destination- and season-specific variables. 

Innovative approaches are, in this context, the analysis of the importance of “ GHVWLQDWLRQ�VHOI�
FRQJUXLW\”  and of the moderating role of Plog’ s “ SV\FKR�JUDSKLF� WRXULVW� W\SHV” . Other innovative 

aspects of this research work lie in the analysis of complex, tourist-, destination- and context-

dependent and interacting impacts of a series of independent variables on image, as well as the 

particular combination of quantitative and qualitative techniques used to assess destination image. 
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,����6WUXFWXUH�RI�WKH�7KHVLV�
This thesis is basically divided in WZR� SDUWV. The� ILUVW� SDUW is dedicated to a reflection on the 

FRQFHSWXDO� IUDPHZRUN of the central constructs studied. This refers basically to two major 

domains, namely “ WRXULVP”  and “ LPDJH” . In the first domain, the most important issues discussed 

are “ WRXULVP´� ³UXUDO� WRXULVP´ and “ GHVWLQDWLRQ� PDUNHWLQJ” , explaining the specificity of the 

product class under study. The second domain prepares an understanding of the main construct of 

this thesis: “ GHVWLQDWLRQ�LPDJH” . First the “ LPDJH”  construct is highlighted from the point of view of 

diverse sciences and distinguishing it from other related constructs. Second “GHVWLQDWLRQ�LPDJH”  is 

focused on, in terms of definitions and research approaches, showing its determinants and role in 

tourist behavior and destination marketing, as suggested by previous studies.  

Based on this conceptual discussion and evidence from related studies, a series of hypotheses are 

developed and presented, which will be tested with data obtained in the empirical part of this 

investigation. The VHFRQG�SDUW presents this empirical component of the study. It first discusses 

PHWKRGRORJLFDO�LVVXHV��presenting methods and techniques used for image-assessment and analysis, 

directed at the specific hypotheses to be tested. Next, results of SULPDU\� GDWD FROOHFWLRQ� DQG�
DQDO\VLV�of a survey undertaken in rural areas in North Portugal will be presented. 

Finally, results are summarized and integrated in the initial conceptual framework, pointing further 

at limitations and possible implications of results for destination marketing.   

$�PRUH�GHWDLOHG�SUHVHQWDWLRQ�RI�WKH�VWUXFWXUH�RI�WKH�WKHVLV�IROORZV��SUHVHQWLQJ�WKH�WRSLFV�RI�HDFK�
FKDSWHU�DQG�UHIHUULQJ�WR�WKH�PHWKRGRORJ\�XVHG��
In order to understand the research topic, it is necessary to first�define and discuss some general 

FRQFHSWV�UHODWHG�WR�WRXULVP. This will assist in a better comprehension of the tourism market and 

phenomenon as well as of its components, origins, determinants and evolution. It will be done in 

FKDSWHU�� based on a�OLWHUDWXUH�UHYLHZ���
5XUDO�WRXULVP will be studied in detail in FKDSWHU��� The approach taken will be to find a�GHILQLWLRQ 

analyzing in this context concepts related to “ UXUDOLW\” � followed by a discussion of the GLYHUVH�
IRUPV�RI�UXUDO�WRXULVP�LQ�(XURSH� Finally the development of this form of tourism in�3RUWXJDO will 

be discussed. This analysis will be done based on a variety of OLWHUDWXUH, some LQWHUYLHZV�ZLWK�
VSHFLDOLVWV� RQ� WKH� WRSLF� respective OHJLVODWLRQ�� VWDWLVWLFDO� GDWD�and RWKHU� GRFXPHQWV and VWXGLHV�
already undertaken on this theme. This chapter will be concluded by a brief FRPSDUDWLYH�DQDO\VLV 
of tourism in rural areas in Portugal and Europe. 

This tourism-related conceptual part will be completed by an RYHUYLHZ�RI�PDUNHWLQJ�DSSURDFKHV�LQ�
WRXULVP in FKDSWHU��, particularly in the context of the WRXULVW�GHVWLQDWLRQ�  
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&KDSWHU�� is dedicated to the “ LPDJH�FRQVWUXFW” . First diverse scientific approaches on the concept 

are presented, with a particular emphasis on marketing. It is further distinguished from other related 

concepts. /LWHUDWXUH� IURP�YDULRXV� VFLHQWLILF� EDFNJURXQGV, discussing both theory and empirical 

findings, is the foundation of this chapter. 

&KDSWHU� � concludes the conceptual background discussion by treating the concept “GHVWLQDWLRQ�
LPDJH”  in detail. Diverse approaches on definition, assessment and analysis are presented. Also 

results of a series of studies undertaken in the field are discussed and presented in a framework that 

considers the domains of image formation and change, image determinants, the role of image in 

tourist behavior and destination marketing. This discussion is based on OLWHUDWXUH� DQG� VWXGLHV�
undertaken in the domain of destination image and destination marketing. 

The preceding five chapters should provide a solid background reflection on the “SURGXFW�FODVV”  

under analysis, suggesting a specific marketing approach, as well as on the main construct 

“ GHVWLQDWLRQ�LPDJH” , thus justifying hypotheses to be tested in order to contribute to this particular 

field of interest.  

The VHFRQG�SDUW�refers to the empirical part of the investigation, discussing both methodology and 

concrete findings. Also hypotheses are tested in this part. 

&KDSWHU�� introduces the empirical study of this dissertation. It makes the link between theory and 

empirical study, presenting hypotheses and proposals of testing them through a particular research 

design. The most relevant methodological issues considered in this context refer to 

operationalization of central constructs, type of data collected, the way of its collection, instruments 

used, sampling procedures, validity and reliability of collected data and ways of its analysis to test 

predefined hypotheses. Also results of a series of pre-tests leading to refinement of the research 

approach are presented here.    

In FKDSWHU� �� first some available secondary data on WRXULVP� LQ� UXUDO� 1RUWKHUQ� 3RUWXJDO is 

presented, as well as the main characteristics of this tourist destination, without going into much 

detail, though. This chapter should develop an understanding of the concrete object of the image 

study. In its second part, the rural tourist market, its profile, behaviors, motives and perceptions, as 

resulting from the empirical part of this thesis, is analyzed. That is, UHVXOWV� RI� SULPDU\� GDWD�
FROOHFWLRQ�are presented, discussing first the success of the research design in terms of response 

rates and closeness to representation. Apart from descriptive analysis, cluster-analysis is used to 

identify WRXULVW�VHJPHQWV, using a benefit-segmentation approach. ,PDJHV�RI�UXUDO�1RUWK�3RUWXJDO�
will be first identified in an aggregated manner and LPDJH�VWUXFWXUHV�revealed via IDFWRU�DQDO\VLV.   
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&KDSWHU�� is dedicated to hypothesis testing, using a series of statistical devices. First, hypotheses 

related to LPDJH� VWUXFWXUH, particularly to the eventual relevance of the WKUHH�FRPSRQHQW�WKHRU\ 

and the role of GHVWLQDWLRQ�VHOI�FRQJUXLW\ are tested. Then, image differences due to specific tourist, 

travel- and stimulus variables, eventually indicating (co-) GHWHUPLQDQWV�RI�GHVWLQDWLRQ�LPDJH, are 

analyzed. Finally, the FRUUHODWLRQ�RI�LPDJH�FRPSRQHQWV�ZLWK LQWHQWLRQDO�IXWXUH�WUDYHO�EHKDYLRU is 

tested. Also validity and reliability of approaches is discussed.  

In FKDSWHU��� finally, UHVXOWV�DUH�GLVFXVVHG�DQG� LQWHJUDWHG� LQ� WKH� LQLWLDO�FRQFHSWXDO� IUDPHZRUN, 

discussing their importance for consumer behavior and marketing theory as related to tourism. 

Additionally, general LPSOLFDWLRQV� RI� UHVXOWV� RQ� GHVWLQDWLRQ� PDUNHWLQJ� will be outlined, 

considering also OLPLWDWLRQV�RI�DQDO\VLV� This leads to UHFRPPHQGDWLRQV�IRU�IXWXUH�UHVHDUFK� in the 

context of destination image research, in general, as well as concerning rural tourism and North 

Portugal, in particular. The final conclusions aim at completing the picture traced in this thesis, 

joining the most important results of diverse analyses and evaluating critically the extent to which 

objectives were achieved. 
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3$57�,��5(9,(:�2)�/,7(5$785(��
The main concepts being studied are presented in this part of the dissertation, as well as a short 

overview of the most important research findings in the corresponding domains. The two most 

relevant areas of research have been identified as those related to the ³WRXULVP”  phenomenon and 

to the “ LPDJH� FRQVWUXFW” . The main perspective assumed is that of PDUNHWLQJ� particularly 

FRQVXPHU� EHKDYLRU� However, other approaches related to the issues under study will be 

considered, from the fields of psychology, sociology, economics, general management sciences, 

and geography. This is especially appropriate for a study of tourist destination images, where a 

wide range of aspects have to be considered as interdependent and interacting in the formation and 

effects of the analyzed image.  

The assumption is that both the subjective image as an individual and eventually shared, behavior-

relevant mental representation, and the image-object, found in reality and shaped by a range of 

conditions, are of interest and should be combined to further the understanding of a specific image. 

It is not the objective of this thesis to analyze the geographic, socio-cultural and economic situation 

of a particular geographical area in detail. However, it is considered useful to understand the 

“ product category”  named “ rural tourism” , and its integration in the larger tourism market. In this 

context, first tourism-related issues will be discussed, second the image-construct, and third these 

reflections will be combined in the construct “ GHVWLQDWLRQ�LPDJH” .  

 
 
 
 

 
 
 
 

)LJ���0DLQ�FRQVWUXFWV�GLVFXVVHG�LQ�WKH�WKHRUHWLFDO�SDUW���

In the empirical part of the thesis, the specific rural region, which is the focus of the studied 

destination image, will be briefly characterized. However, the main emphasis will be given to the 

analysis of the mental constructs developed around that destination, their content, structure and 

determinants. Also consequences for future tourist behavior and implications on destination 

marketing are important issues. The theoretical background provided conceptually introduces the 

studied domains and prepares the development of hypotheses suggested to enhance them. 

�5XUDO��7RXULVP ,PDJH�

��5XUDO�7RXULVW��'HVWLQDWLRQ�,PDJH�
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3$57�,������7285,60�
&KDSWHU����7RXULVP��7RXULVP�3URGXFWV��7RXULVW�'HVWLQDWLRQV�DQG�WKH�7RXULVW�

This part of the thesis will GHILQH the concept and reflect on the HVVHQFH� RI� WRXULVP� and its 

LPSRUWDQFH for contemporaneous society. The focus will be upon the concepts “ WRXULVP�SURGXFW´��
³WRXULVP�LQGXVWU\´ and ³WRXULVW�GHVWLQDWLRQ´. Special attention will be given to the WRXULVW, his/ her 

motivations and behavior as the main element of the tourism system. �

&KDSWHU������(YROXWLRQ�DQG�5ROH�RI�7RXULVP�

)URP� WKH�HDUOLHVW�DJHV�SHRSOH� WUDYHO� In the beginning, this was principally to escape danger or 

driven by hunger. War and trade made people move as well as religion. The “*UDQGH�7RXU” I  is 

usually cited as the RULJLQ�RI�PRGHUQ�WRXULVP. Its main purpose was educational, serving curiosity, 

linked to social status, furthering well-being and not being a matter of survival or a sacrifice, as 

was traveling before. However, this tour was only available to the aristocracy.  

,QGXVWULDOL]DWLRQ� LQFUHDVHG� LQFRPH�� OHLVXUH� WLPH� DYDLODEOH and� LPSURYHG� WHFKQRORJ\, making 

leisure travel accessible for a growing number of people. This was linked with an evolution of 

democracy, social rights, shared wealth and general access to well-being in the more developed 

countries. Initially, a JURZLQJ�QHHG�IRU� OHLVXUH� due to bad working and living conditions and an 

increasing QHHG�WR�HVFDSH were the major driving forces. Organized leisure tourism can be traced 

back to Thomas Cook’ s “ railway package tours”  to the seaside in the 19th century. The steamship 

provided a more sophisticated product for the wealthy. However, the origins of modern PDVV�
WRXULVP are usually attributed to the decade after World War II, with the increase of private car 

ownership, improvement of the road system and the development of the airline industry. 

Increasing demand for international tourism stimulated the development of the “ WRXULVP�LQGXVWU\” , 

its internationalization and vertical integration. The combination of diverse elements of supply in 

one package, cheaper than the sum of each product, made tourism more accessible for the masses. 

In addition, growing competition from similar tourist destinations pushed prices down. Apart from 

the trend of mass tourism, reflected by a corresponding trend towards standardized, 

undifferentiated and low-cost supply, there is a significant tendency towards GLYHUVLILFDWLRQ� RI�
LQWHUHVWV��PDUNHWV and SURGXFWV visible. Nowadays, tourism is thought of as an almost EDVLF�QHHG 

in the richest part of the developed world, where it helps people to achieve a higher degree of self-

fulfillment and psychological balance.  

                                                           
1´«WKDW�FXVWRP�RI�WKH�(QJOLVK�ZHDOWK\�FODVVHV�ZKHUHE\�\RXQJ�PHQ�ZHUH�GLVSDWFKHG�RQ�H[WHQVLYH�FLUFXLWV�RI�
FRQWLQHQWDO�(XURSH� WR� ILQLVK� WKHLU�HGXFDWLRQ�� ,WV�URRWV� LQFOXGH�WKH�*UHHN�WHUP� IRU�D� WRRO�XVHG�WR�GHVFULEH�D�
FLUFOH��UHIOHFWHG�LQ�WKH�HVVHQWLDO�IHDWXUH�RI�WRXULVP��UHWXUQLQJ�WR�WKH�SRLQW�RI�GHSDUWXUH´ (/HLSHU, 1979: 391). 
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Tourism is also an�LPSRUWDQW�VRFLR�FXOWXUDO�SKHQRPHQRQ for both tourist generating and receiving 

countries. Most authors concentrate on the effects of tourism on the KRVW�FRPPXQLW\, where “ WKH�
PRVW� GUDPDWLF� FKDQJHV´� take place (/HLSHU�� 1979). Others discuss the negative DFFXOWXUDWLRQ 

HIIHFWV, FRPPHUFLDOL]DWLRQ�RI� ORFDO�FXOWXUH, “ VWDJHG�DXWKHQWLFLW\”  (0DF&DQQHOO� 1973), as well as 

the destruction of community and family structures, religion, traditions, increase of criminality, 

prostitution, drug consumption, etc. Possible positive impacts are increased knowledge and 

understanding of other cultures, heritage valorization and conservation, inter-cultural 

communication, mutual learning and spread of development and progress. According to ,8272’ s2 

Conference of Rome in 1963 tourism should ideally be a “3DVVSRUW�WR�3HDFH” . The type of impacts 

depend on cultural and socio-economic differences between hosts and guests, as well as on the type 

of tourism, enhancing communication or rather the intensification of stereotypes.  

Tourism may also be considered an HFRQRPLF�GHYHORSPHQW�WRRO. As a SHUVRQQHO�LQWHQVLYH branch it 

is likely to create HPSOR\PHQW��Positive effects on LQFRPH exist for both investors and workers in 

the industry. 0XOWLSOLHU�HIIHFWV occur due to tourist consumption, investments in infrastructures and 

the buying power created by the supplementary income. As an H[SRUWDWLRQ�EUDQFK international 

tourism brings in foreign exchange. However, there are QHJDWLYH� HIIHFWV of OHDNLQJ�RXW through 

importation and GHSHQGHQFH� RQ� IRUHLJQ� WRXU� RSHUDWRUV, LPSRUWHG� LQIODWLRQ, VHDVRQDOLW\ and 

QHJDWLYH�H[WHUQDOLWLHV (e.g. caused by congestion). Strategic planning is needed, aiming at a better 

negotiation position and a spatially and temporally more balanced demand. There are considerable 

differences in regional and national share of the tourism market (:77&, 2001). The economically 

more developed countries generate more tourism, whereas others essentially receive tourists. It 

appears that a minimum level of development and security is further necessary to attract tourists. 

This may explain the relative unimportance of Africa, parts of Asia, the Middle East and South 

America as both tourism generating and tourist receiving areas.  

Finally, tourism has HQYLURQPHQWDO� LPSDFWV� These are partially positive, as natural resources 

constitute main attractions, which accordingly receive special conservationist attention. But the 

massive movement of tourists, their spatial concentration in fragile ecosystems and the 

infrastructures needed for tourism activities put a high pressure on the environment of destination 

and transit areas. 

                                                           
2 IUOTO (International Union of Official Tourism Organizations) was the predecessor of WTO, the :RUOG�
7RXULVP�2UJDQL]DWLRQ. The latter, created in 1974, is the leading international organization in the field of 
travel and tourism. It serves as a global forum for tourism policy issues and a practical source of tourism 
know-how. WTO’s membership includes 139 countries and territories and more than 350 Affiliate Members 
representing local government, tourism associations and private sector companies, including airlines, hotel 
groups and tour operators. WTO is an inter-governmental body entrusted by the United Nations towards the 
promotion and development of tourism. Through tourism, WTO aims to stimulate economic growth and job 
creation, provide incentives for protecting the environment and heritage of destinations, and promote peace 
and understanding among all the nations of the world. (www.world-tourism.org/, 2001).  
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The� importance of tourism becomes manifest in many fields, with both positive and negative 

impacts3. The overall outcome for the destination, the tourist and the “ LQGXVWU\”  largely depends on 

the planning and management skills of those organizing the activity. This requires in turn an 

understanding of all actors and factors involved in tourism “ SURGXFWLRQ”  and “ FRQVXPSWLRQ” .  

&KDSWHU������7RXULVP�DV�D�&RQFHSW�

Tourism can be considered an omnipresent phenomenon in modern society, but its definition is far 

from consensual. People typically think of tourism as “ holidays”  focusing on the pleasure motive, 

but neglecting other forms of travel, such as business tourism, religious, educational and health 

tourism. Apart from that, the concept is generally used more often in connection with international 

and not so much domestic tourism (ideas, called “ WRXULVP�P\WKV”  by� &RRSHU, 1993: 1-2). The 

popular usage of the term is quite different from technical and conceptual definitions, which were 

developed especially during the second half of the last century. Nevertheless, there is QR�JHQHUDO�
DJUHHPHQW of business people and academics on the best definition of the phenomenon. The only 

often mentioned consensus exists about the origin of the word (“*UDQG�7RXU´��see footnote nº1). 

The difficulty of definition may be attributed to different approaches used by diverse agents 

involved in tourism (/HLSHU��1979: 391). Thus, EXVLQHVVHV�have traditionally focused on only the 

fragment of the market they are operating in (for example: the hotel business). *RYHUQPHQWV play 

diverse roles, approaching tourism sometimes as a tool of economic development or trying to 

regulate the phenomenon in order to limit negative externalities. They also look at it as a social 

right of their populations, enhancing well-being, health and efficiency of the work force 

(.ULSSHQGRUI, 1987). $FDGHPLFV have specialized in particular perspectives, such as the ³EXVLQHVV�
HQWHUSULVH� DQG� HFRQRPLF� GHYHORSPHQW� FDPS”  and the “ LPSDFW� DQG� H[WHUQDOLWLHV� FDPS”  (%XFN, 

1978: 110, as cited by /HLSHU, 1979)4. Rejecting the disciplinary status of tourism,�7ULEH� (1997) 

suggests that it is rather a field of study (see also &RRSHU� 1993: 1), where numerous disciplines 

may be applied in a synergetic manner. He suggests the distinction between the EXVLQHVV�UHODWHG 

and the QRQ�EXVLQHVV� UHODWHG� fields of study�� The conceptual suggestions forwarded by :72 

(1999) distinguish between GHPDQG�EDVHG and VXSSO\�EDVHG definitions. A KROLVWLF� and V\VWHPLF�
approach of the phenomenon is nowadays claimed more often, realizing the overlapping and 

interdependent nature of these perspectives and the multifaceted nature of tourism (e.g. (FKWQHU�	�
-DPDO��1997).  

                                                           
3 For a detailed discussion of  economic, social and environmental impacts see 0DWKLHVRQ�	�:DOO�(1982). 
4-DIDUL� 	� 5LWFKLH (1981) identified five main academic disciplines in tourism research: economics, 
sociology, psychology, geography and anthropology. (FKWQHU� 	� -DPDO� (1997) further referred to 
“ organizational and strategy research”  and “ marketing and consumer research” . 
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Looking in further detail at some definitions, “ FRQFHSWXDO”  and ³WHFKQLFDO´ definitions are treated 

separately. Conceptual definitions describe the theoretical framework of tourism research, whereas 

technical definitions provide instruments for data collection and research. 

7HFKQLFDO� GHILQLWLRQV have become necessary with the attempt of governments and the tourism 

industry to monitor size and characteristics of the market and obtain comparable data (:72, 

1999). The League of Nations Statistical Committee launched the first operational definition in 

1937. It referred to an LQWHUQDWLRQDO�WRXULVW as one, who “ YLVLWV�D�FRXQWU\�RWKHU�WKDQ�WKDW�LQ�ZKLFK�
KH�KDELWXDOO\� OLYHV� IRU�D�SHULRG�RI�DW� OHDVW����KRXUV´ (cited by /HLSHU� 1979: 393). In 1963 the 

8QLWHG� 1DWLRQV completed this definition assigning it to “ YLVLWRUV´� engaging in the described 

activity�� ³IRU� DQ\� UHDVRQ� RWKHU� WKDQ� IROORZLQJ� DQ� RFFXSDWLRQ� UHPXQHUDWHG� IURP� ZLWKLQ� WKH�
FRXQWU\�YLVLWHG´��distinguishing between (,8272� 1963, cited by /HLSHU, 1979): 

���WRXULVWV��temporary visitors, staying at least 24 hours, with one of the following purposes: 

a) leisure (recreation, holiday, health, study, religion, and sport) 

b) business, family, mission, meeting  

���H[FXUVLRQLVWV��temporary visitors staying less than 24 hours  

The more recent 81��:72 (1993) recommendations for tourism statistics further specify that the 

tourist’ s SHULRG�RI�FRQWLQXRXV�VWD\�PXVW�QRW�H[FHHG�D�\HDU� Further, “ LQWHUQDWLRQDO´ and “ LQWHUQDO´ 

visitors are distinguished. The first reside in a country other than the visited. The second travel 

inside their country of residence and are also often referred to as the “ GRPHVWLF�PDUNHW´ J �  
&RQFHSWXDO�GHILQLWLRQV�emerged when researchers started investigating the tourism phenomenon as 

a specific field of study from different angles. These are as varied as the underlying disciplines, 

from which they are derived. Only some of the most referred to will be presented. 

(FRQRPLF� GHILQLWLRQV focus on the economic scope of tourism, referring to an “ LQGXVWU\����
�LQYROYLQJ��D�ZLGH�FURVV�VHFWLRQ�RI�FRPSRQHQW�DFWLYLWLHV�LQFOXGLQJ�WKH�SURYLVLRQ�RI�WUDQVSRUWDWLRQ��
DFFRPPRGDWLRQ�� UHFUHDWLRQ�� IRRG�DQG� UHODWHG� VHUYLFHV”  ($XVWUDOLDQ�'HSDUWPHQW�RI�7RXULVP�	�
5HFUHDWLRQ, 1975, cited by /HLSHU� 1979) 6. *HRJUDSK\ focuses on the spatial elements of the 

“ WRXULVP� HQYLURQPHQW´, consisting of tourist generating regions, transit regions and tourist 

destinations (e.g. *XQQ, 1972).�From the point of view of DQWKURSRORJ\ tourism can be understood 

as “ D�PRGHUQ�IRUP�RI�DFFXOWXUDWLRQ´(1XQH]��1978: 207-208, cited by &ULFN, 1996). Others focus 

on the VRFLR�SV\FKRORJLFDO dimension of tourism. 3HDUFH (1993: 873) for example defends that 

                                                           
5 This terminology is also used in the context of nationality groups, especially if both variables correspond 
largely, as is the case of the Portuguese tourist market and in particular of the present empirical study.  
6 In order to analyze, monitor and compare the economic impact of tourism, a series of technical definitions 
concerning tourist consumption and the economic activities involved in tourism supply are additionally 
provided by the 7RXULVP�6DWHOOLWH�$FFRXQW�(:72��1999).  
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“ WRXULVP� LV� HVVHQWLDOO\� D� VRFLDO� SV\FKRORJLFDO� SKHQRPHQRQ«�LQYROYLQJ�� SHRSOH¶V� H[SHULHQFHV� LQ�
QHZ� VHWWLQJV� LQ� WKH� FRPSDQ\�RI�RWKHUV´ K � %R\HU� (1972, cited by� -RDTXLP, 1994: 17-18) defines 

tourism as an ´DFW�RI�PRELOLW\��DLPLQJ�DW�VDWLVI\LQJ��LQ�WKH�FRQWH[W�RI�OHLVXUH��D�FXOWXUDO�QHHG�RI�WKH�
LQGXVWULDOL]HG�FLYLOL]DWLRQ�´ This author integrates tourism in the “P\WKLFDO�FRQVXPSWLRQ´�of�PDVV�
FXOWXUH� reflected by the suggestive images of mass media.�This perspective locates tourism in the 

OHLVXUH�domain, which according to 'XPD]HGLHU (1962) is likely to be the determinant force of 

human life in future modern society, leading to VHOI�DVVHUWLRQ and -IXOILOOPHQW� as exposed in his 

controversial book�³9HUV�XQH�&LYLOLVDWLRQ�GX�/RLVLU´� This view would only be valid for leisure-

motivated travel, though. .ULSSHQGRUI�(1987), on the other hand, believes that (mass) tourism is a 

means of HVFDSH from a civilization where self-actualization is not achievable for most, thus 

helping to maintain a society that is anything but one of OHLVXUH.  

The frontiers between leisure and tourism must be stressed in this context. /HLVXUH can be 

understood, in a limited sense, as the time available after having fulfilled all daily obligations, such 

as work, shopping, housekeeping, etc. In a broader sense, it can be considered a philosophy of life 

marked by voluntarism, auto-determination, enjoyment, pleasure, and ideally self-fulfillment, 

which can be present in daily obligations and absent in the so-called “ IUHH�WLPH” . Usually WRXULVP, 

with the exception of business and “ involuntary”  health-tourism, is a SDUW�RI�OHLVXUH in the sense of 

free time and is associated with the mentioned attitude of life. Obviously not all leisure is tourism, 

as most takes place DW�KRPH or in the immediate�VXUURXQGLQJV, given the WLPH�FRQVWUDLQWV during 

the working day and week8. 

³+ROLVWLF�GHILQLWLRQV´ of tourism attempt to embrace the essence of the concept, considering all its 

facets. One of the first and best-known holistic approaches is one by +XQ]LNHU�	�.UDSI (1942), 

who defined tourism as: ³«�WKH�VXP�RI�WKH�SKHQRPHQD�DQG�UHODWLRQVKLSV�DULVLQJ�IURP�WKH�WUDYHO�
DQG� VWD\� RI� QRQ�UHVLGHQWV�� LQ� VR� IDU� DV� WKH\� GR� QRW� OHDG� WR� SHUPDQHQW� UHVLGHQFH� DQG� DUH� QRW�
FRQQHFWHG� WR� DQ\� HDUQLQJ� DFWLYLW\´� (in: +ROORZD\, 1995: 1). This definition has later been 

criticized as too vague. *XQQ�(1972, as cited by /HLSHU, 1979) uses the term ³V\VWHP�RI�WRXULVP�
HQYLURQPHQW´��made up of ILYH�FRPSRQHQWV��

1. SHRSOH...with the GHVLUH�and DELOLW\�WR�SDUWLFLSDWH�  
2. DWWUDFWLRQV...offering activities for XVHU�SDUWLFLSDWLRQ; 

3. VHUYLFHV and IDFLOLWLHV...for users VXSSRUWLQJ�the activities;  
4. WUDQVSRUWDWLRQ���moving people to and from destinations;  

5. and LQIRUPDWLRQ�and GLUHFWLRQ...assisting users in knowing, finding and enjoying. 

                                                           
7 In his review of socio-psychological research in tourism 3HDUFH (1993: 873-883) points at the study of 
attitude, social dynamics within tour parties, social status, cognitive information processing, tourist 
motivation, satisfaction and stress, also linked to HQYLURQPHQWDO�SV\FKRORJ\� 
8 for a discussion of the meaning of “ leisure”  see also 7RUNLOGVHQ (1992) 
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He further distinguishes between PDUNHW� VLGH� (the first point) and VXSSO\� VLGH (the following), 

including SURPRWLRQ in the last point (*XQQ, 1988a: 15). This definition has the advantage of being 

a systemic approach.9 But it does not refer to the environment, as expected from an “ open system” , 

and disposes of some redundant elements. 

/HLSHU (1979) proposes a system based on the elements:� WRXULVWV�� JHRJUDSKLFDO� components��
LQGXVWU\�and LQWHUDFWLRQ�ZLWK�EURDGHU�HQYLURQPHQWV. He suggests the following definition (/HLSHU��
1979: 404): ³WKH� V\VWHP� LQYROYLQJ� WKH�GLVFUHWLRQDU\� WUDYHO�DQG� WHPSRUDU\� VWD\�RI� SHUVRQV�DZD\�
IURP�WKHLU�XVXDO�SODFH�RI�UHVLGHQFH�IRU�RQH�RU�PRUH�QLJKWV��H[FHSWLQJ�WRXUV�PDGH�IRU�WKH�SULPDU\�
SXUSRVH�RI�HDUQLQJ�UHPXQHUDWLRQ� IURP�SRLQWV�RQ�URXWH��7KH�HOHPHQWV�RI�WKH�V\VWHP�DUH�WRXULVWV��
JHQHUDWLQJ�UHJLRQV��WUDQVLW�URXWHV��GHVWLQDWLRQ�UHJLRQV�DQG�D�WRXULVW�LQGXVWU\��7KHVH�ILYH�HOHPHQWV�
DUH�DUUDQJHG�LQ�VSDWLDO�DQG�IXQFWLRQDO�FRQQHFWLRQV��+DYLQJ�WKH�FKDUDFWHULVWLFV�RI�DQ�RSHQ�V\VWHP��
WKH� RUJDQL]DWLRQ� RI� WKH� ILYH� HOHPHQWV� RSHUDWHV�ZLWKLQ� EURDGHU� HQYLURQPHQWV�� SK\VLFDO�� FXOWXUDO��
VRFLDO��HFRQRPLF��SROLWLFDO��WHFKQRORJLFDO�ZLWK�ZKLFK�LW�LQWHUDFWV.”  �
The author of this thesis shares Gunn’ s and Leiper’ s view of D�KROLVWLF�� V\VWHPLF�GHILQLWLRQ as a 

WKHRUHWLFDO�EDFNJURXQG. Also the more operational WHFKQLFDO�GHILQLWLRQV are relevant in this study, 

as they are the basis of many available statistics and serve to define the population of primary data 

collection. The PDUNHWLQJ� SHUVSHFWLYH� of this thesis implies a focus on the� WRXULVW, his profile, 

demand, needs and desires, although other elements cannot be neglected as WRXULVW� VDWLVIDFWLRQ�
GHSHQGV�RQ the functioning of the ZKROH�V\VWHP. A more detailed reflection on the basic elements 

of the WRXULVP�V\VWHP� namely the�WRXULVW��the WRXULVP�SURGXFW��GHVWLQDWLRQ�and LQGXVWU\�follows. 

&KDSWHU������7KH�7RXULVP�3URGXFW�

3URGXFWV� are defined as� ³SDFNDJHV� RI� REMHFWV� RU� SURFHVVHV�ZKLFK� SURGXFH� YDOXH� IRU� WKH� FOLHQW”  

(3D\QH, 1993: 7). They may consist of or include physical objects and/ or services. A possible 

definition of a tourism product would be “ DQ\WKLQJ�WKDW�D�WRXULVW�FRQVXPHV” . One may also affirm 

that it is “ZKDW�WKH�WRXULVP�V\VWHP�SURGXFHV�WR�VDWLVI\�WRXULVWV¶�QHHGV” . There are several features, 

which distinguish the tourism product from other products. 

First, many authors refer to the fact that the tourism product consists mainly of VHUYLFHV, which 

3D\QH (1993: 6) defines as activities with ³���DQ�HOHPHQW�RI�LQWDQJLELOLW\��LQYROYLQJ�DQ�LQWHUDFWLRQ�
ZLWK� FXVWRPHUV� RU� ZLWK� SURSHUW\� LQ� WKHLU� SRVVHVVLRQ�� �QRW� UHVXOWLQJ� LQ����� D� WUDQVIHUHQFH� RI�
SURSHUW\������EHLQJ�HYHQWXDOO\��DVVRFLDWHG�ZLWK�D�SK\VLFDO�SURGXFW�´�
�
                                                           
9 in the sense of a “ VHW� RI� HOHPHQWV� VWDQGLQJ� LQ� LQWHUUHODWLRQ� DPRQJ� WKHPVHOYHV� DQG� WKH� HQYLURQPHQW”  
(%HUWDODQII\, 1972, as cited by /HLSHU��1979: 395) 
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The following features FKDUDFWHUL]H�D VHUYLFH (e.g. )LVN��*URYH�	�-RKQ, 2000: 6-8): 

1. LQWDQJLELOLW\�� i.e. it cannot be touched and consequently evaluated in terms of physical 
attributes, which turns the purchase more uncertain and risky; 

2. VLPXOWDQHLW\� RU� LQVHSDUDELOLW\�� that is the fact that production and consumption occur 
simultaneously, meaning generally, that the consumer has to move to the place of production 
and that the service consists of a performance-experience with an instantaneous nature. Its 
quality is unique to each consumer and depends on circumstantial factors, the performance of 
the service deliverer and his/ her interaction with the client, which is closely related to…  

3. YDULDELOLW\� RU� KHWHURJHQHLW\�� that is the varying nature of the service, depending on many 
situational factors, turning its quality control difficult, its purchase uncertain and risky; 

4. SHULVKDELOLW\� meaning that services cannot be stocked and are lost forever, if not sold at the 
moment they could be consumed, implying a larger business risk for service providers. 

Consequently, services imply higher levels of uncertainty and risk than physical products, both for 

the client and the service provider. They are very much dependent on situation and personal 

interaction10. That is why quality guarantees, well trained, competent and empathetic service 

providers, an appealing environment and standards play an important role. The WRXULVP�SURGXFW�
implies an even greater risk, as it assumes a high value for most people11, involves relatively high 

expenditures and is purchased with temporal and spatial distance. Moreover, it is appreciated as a 

global, idealized experience, in which environmental aspects and empathy of service providers, 

local residents and other tourists are fundamental12. Specific features of this product are: 

• It constitutes a JOREDO� product, consisting of a FRPSOH[� H[SHULHQFH� and integrating other 
products, not only offered by the tourism industry, including also non-commercialized items, 
such as landscape, culture, climate and hospitality. The� TXDOLW\ of this complex tourism 
product is evaluated at all stages of consumption, compared with initial expectations. 

• It has a SURORQJHG� WHPSRUDO� VLJQLILFDQFH, being “ consumable”  not only at the destination. 
Some authors say that this experience commences with the planning process, information 
seeking and decision-making as an enjoyable anticipation of the holiday (/LHEPDQ�3DULQHOOR, 
1993, )ULGJHQ��1984). This experience is prolonged after travel through souvenirs, photos and 
transmission of the experience.  

• There is typically a VSDWLDO�DQG�WHPSRUDO�GLVWDQFH between the act of purchase and consuming/ 
producing. Apart from the impossibility to appreciate the product and the “ site of production/ 
consumption”  in advance, there is a visualization problem, increasing the perceived risk of 
purchase (6HLW]�	�0H\HU��1995).  

                                                           
10*URYH�	�)LVN (1983, 1992) have introduced in this context the metaphor of a VHUYLFHV�WKHDWUH�IUDPHZRUN��
comprising the same theatrical elements as a stage production: actors, an audience, a setting, a front-stage, a 
back-stage and a performance ()LVN��*URYH�	�-RKQ, 2000: 21-23). 
11*UDEXUQ (1989) refers to holidays as a VDFUHG� phase in a person’ s life, contrasting with a profane, 
routinized everyday life. He views tourism as a PRGHUQ�SLOJULPDJH. 
12 *URYH�	�)LVN (1997) revealed the importance of the presence of and interaction with other tourists for 
satisfaction using the FULWLFDO�LQFLGHQW�WHFKQLTXH�on tourists visiting Florida’ s Disneyland. 
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• Related to this is the fact that tourism products are not transportable, being WRXULVWV�
WUDQVSRUWHG� WR� WKH� SODFH of holiday, the “GHVWLQDWLRQ” , which is simultaneously the site of 
production/ consumption and the prime attraction (6HLW]�	�0H\HU��1995).  �

• It is often said that “ VHOOLQJ�KROLGD\V�LV�OLNH�VHOOLQJ GUHDPV”  (+ROORZD\, 1995), which stresses 
the intangible character of the tourism product, as well as the importance it assumes in a 
person’ s life, associated to a relatively KLJK�GHJUHH�RI�H[SHFWDWLRQ and therefore ULVN��

• The products’  consumption implies a KLJK�GHJUHH�RI�LQYROYHPHQW of its FRQVXPHU�as well as 
its SURGXFHU��being the social interaction an important feature of the tourist experience.�

• Tourism products are FRQVXPHG�LQ�SXEOLF and represent a relative OX[XU\�(depending on the 
tourist generating society and on the product consumed). This implies a higher level of peer 
pressure (+R\HU�	�0DF,QQLV, 1997: 394-395)��/X[XU\�RU�QRQ�HVVHQWLDO�SURGXFWV are further 
more subject to SULFH�VHQVLWLYLW\�or even suppression�of demand in times of recession.�

• (QYLURQPHQWDO� HOHPHQWV are also fundamental ingredients of the tourist experience, as the 
tourism product is very much based on a “SODFH�SURGXFW” .�

For all these reasons providing tourism products is a ULVN\�EXVLQHVV� Quality guarantees are difficult 

to grant. High expectations and changing needs have to be met and production is typically lost, if 

demand is not sufficient. This emphasizes the importance of “PDQDJHPHQW� RI� GHPDQG´� Other 

specific requirements are linked with the fact that the destination’ s population, culture and 

environment are included in the product. This implies the need for an LQWHJUDWHG�³SURGXFWLRQ´��
PDQDJHPHQW��PDUNHWLQJ�DQG�SODQQLQJ, avoiding negative impacts of any one part of the system on 

the others. Further, significant HFRQRPLF��VRFLR�FXOWXUDO�DQG�HQYLURQPHQWDO�LPSDFWV of tourism on 

the host community require a high sense of VRFLHWDO�UHVSRQVLELOLW\�amongst all involved.�
One may distinguish “ WKH� JOREDO� WRXULVP� SURGXFW”  from several separate “ WRXULVP� SURGXFWV´� 
which are elements integrated in the first, according to different functions and businesses. There are 

numerous ways of FODVVLI\LQJ tourism products. They may be analyzed as separate functional 

offerings (transportation, accommodation, food & beverage, attractions and information) or as 

diverse types of JOREDO� WRXULVP� SURGXFWV in the sense of WRXULVW� H[SHULHQFHV. 0F,QWRVK� 	�
*RHOGQHU (1990) suggest a broad classification of tourism products according to underlying 

motivations, namely physical, cultural, interpersonal and status/ prestige motives. One may also 

distinguish between ³DFWLYH´ and ³SDVVLYH”  tourism products (0DUWLQ� 	� 0DVRQ� 1987). 

Frequently, activities and interests pursued during the holidays are used as a basis for classification. 

New specialties appear constantly and there is a high rate of overlapping, as increasingly diverse 

interests are pursued in one holiday13. Further, tourism products may be distinguished according to: 

• the number of participants in a trip;�
• the mode of transport or type of accommodation used;�
• the duration of stay (week-end or short-break, main or second holiday);�
                                                           
13 For example the special sport tourism form “ VNL�KROLGD\V”  is often combined with an interest in “ getting a 
tan” , “ healthy life style” , “ fun”  and “ socializing” . 
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• the mode of organization of the trip (“ full”  or partial package, self-organized);�
• the market segment served (socio-demographically determined);�
• the quality/ price level (luxury, medium, budget) �
• the geographical scope of the product (domestic, regional or international tourism);�
• the destination category and activities typically linked to it (beach, mountain, rural tourism).�

&KDSWHU������7KH�7RXULVW�'HVWLQDWLRQ�
³1RW� WKH� GHVLUH� RI� DOLPHQWDWLRQ� RU� WKH� QHHG� WR� VOHHS� DUH� FDXVDO� WR� WRXULVW� FRQVXPSWLRQ�� EXW� WKH�
GHPDQG�RI�WKH�GHVWLQDWLRQ�RU�HOVH�RI�LWV�IHDWXUHV�DV�D�ZKROH´�(6HLW]�	�0H\HU, 1995: 11). 

/DZV� (1995: 23-24) stresses the lack of agreement on the definition of the term “ GHVWLQDWLRQ” , 

being sometimes used interchangeably with resort, region or just a hotel complex. This author 

suggests a W\SRORJ\� RI� WRXULVW� GHVWLQDWLRQV, ranging from “ FDSLWDO� FLWLHV” , over “ GHYHORSHG�
WUDGLWLRQDO�FHQWHUV” , and “ WRXULVW�FHQWHUV”  to “SXUSRVH�EXLOW�UHVRUWV” . Frequently tourist destinations 

are defined by public entities, based on administrative reasons rather than on an understanding of 

visitors’  perceptions14. An increase in “ FR�RSHUDWLYH�YHQWXUHV�EHWZHHQ�QHLJKERULQJ�FLWLHV��UHJLRQV�
RU�FRXQWULHV�«�DLPLQJ�DW��UHJLRQDO�RU� LQWHUQDWLRQDO�«LWLQHUDULHV´�(/DZV� 1995: 25-26) does not 

substantially improve the situation, as the approach is still supply-side-oriented. More reasonable 

seems /XQGEHUJ¶V�(1990) definition of a destination as “ DQ\�JHRJUDSKLFDO�XQLW�WKDW�FDQ�EH�YLHZHG�
DV�KDYLQJ�D�FRPPRQ� LPDJH´� This may be influenced and largely determined by the supply-side 

and intermediaries, through corresponding offerings and promotion, but takes also into account a 

series of not controllable factors determining tourists’  destination image.  

$VKZRUWK�	�9RRJGW�(1990: 6-9) suggest that destinations could be treated as products. “7KH\�DUH�
ORJLFDOO\� WKH� SRLQW� RI� FRQVXPSWLRQ� RI� WKH� FRPSOH[� RI� DFWLYLWLHV� WKDW� FRPSULVHV� WKH� WRXULVP�
H[SHULHQFH�DQG�DUH�XOWLPDWHO\�ZKDW�LV�VROG�E\�WKH�SODFH�SURPRWLRQ�DJHQFLHV�RQ�WKH�WRXULVW�PDUNHW´� 
with the particularity� that ³WKH�SODFH� LV� ERWK� WKH�SURGXFW� DQG� WKH�FRQWDLQHU�RI� DQ�DVVHPEODJH�RI�
SURGXFWV´�� These authors point at the following intrinsic qualities of such a “ SODFH�SURGXFW”  

($VKZRUWK�	�9RRJGW��1994: 6-9): 

1. the SUREOHP� RI� LWV� GHILQLWLRQ� RU� GHOLQHDWLRQ, which can be attempted by a more or less 
³LQFRPSOHWH� LQYHQWRU\� RI� IDFLOLWLHV�� VHUYLFHV� RU� ORFDWLRQV«� ZKLFK� WRJHWKHU� HQFRPSDVV� WKH�
KROLGD\�PDNHU¶V�FRQVXPSWLRQ�DW� WKDW�SODFH”  or by “ D�VHW�RI�DWWULEXWHV�RU�TXDOLWLHV�UHODWLQJ�WR�
WKH�SODFH�DV�D�ZKROH�DV�SHUFHLYHG�E\�HLWKHU�SURGXFHUV�RU�FRQVXPHUV” 15;  

2. its nature as a “ SDFNDJHG�VHOHFWLRQ” , XQLTXH to each consumer, with the particularity that “ WKH�
WRXULVP�SODFH�SURGXFW�EHLQJ�VROG�LV�OLNHO\�WR�EH�GLIIHUHQW�WKDQ�WKDW�ZKLFK�LV�EHLQJ�ERXJKW” ; 

                                                           
14 “'HVWLQDWLRQV�DUH�XVXDOO\� LGHQWLILHG�DQG�UHVRXUFHG� LQ� WHUPV�RI�H[LVWLQJ�DGPLQLVWUDWLYH� ERXQGDULHV�ZKLFK�
KDYH� WKHLU� UDWLRQDOH� LQ� DQFLHQW� ODQG�KROGLQJ� SDWWHUQV�� WKH� XQGHUO\LQJ� JHRORJ\� RI� WKH� DUHD� RU� DFFLGHQWV� RI�
SROLWLFDO�KLVWRU\��UDWKHU�WKDQ�PRGHUQ�SHUFHSWLRQV�DQG�XVH�RI�WKH�DUHD�E\�WRXULVWV´�(/DZV� 1995: 25).��
15 0LOO�	�0RUULVRQ� (1992: 263) use the term ´GHVWLQDWLRQ�PL[´� to stress the multi-faceted and composed 
character of a destination. 
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3. the VSDWLDO� VFDOH characteristic to the place and its integration in a “ VHULHV� RI� QHVWLQJ�
KLHUDUFKLHV", with the specificity that “ WKH�VFDOH�VHOHFWHG�IRU�VHOOLQJ�E\�WKH�SURGXFHU�PD\�QRW�EH�
WKH�VFDOH�WKDW�LV�EHLQJ�SXUFKDVHG�E\�WKH�FRQVXPHU´� 

4. the fact that the destination is PXOWL�VROG� being sold as different tourism products, and to 
different tourist segments simultaneously, as well as to non-tourists (e.g. residents, shoppers, 
investors etc.): “ LWV�FRQVXPSWLRQ�E\�DQ\�RQH�FXVWRPHU�GRHV�QRW� OLPLW�LWV�SRVVLEOH�FRQVXPSWLRQ�
E\�RWKHUV�«DW�OHDVW«XQWLO�FRQIOLFW�EHWZHHQ�FXVWRPHUV�RFFXUV�«��DV��VSDFH�LV�ILQLWH«´� which 
makes capacity considerations indispensable. 

In this context, /R]DWR�*LRWDUW� (1987) suggests a distinction of diverse geographical spaces/ 

environments, in which tourism takes place. He distinguishes broadly RSHQ�DQG�SRO\YDOHQW tourism 

spaces from VSHFLDOL]HG and LQWHUPHGLDWH spaces. The second category includes tourist destinations 

highly specialized in one form of tourism (beach, thermal, sportive, cultural), whereas the first 

category includes GHVWLQDWLRQV�ZLWK�PRUH�SRO\YDOHQW� FKDUDFWHULVWLFV. In this class he created the 

categories “ urban non-beach”  and ³JUHHQ´ GHVWLQDWLRQV� In the last group he further distinguishes 

between ³SRO\YDOHQW� DJUR�WRXULVW� GHVWLQDWLRQV”  and ³UXUEDQ� �QRW� SUHGRPLQDQWO\� DJUR�WRXULVW��
GHVWLQDWLRQV (simultaneously serving tourism and leisure demand)” .  

Also the HYROXWLRQDU\�SURFHVV that distinguishes the development of tourism at a destination needs 

to be taken into account16. This invalidates rigid classifications of the mentioned type, although 

some categories are unlikely to change over time, associated with the main geographical resources 

present (sea, lake, river, mountains, etc.). Nevertheless, destinations may change from polyvalent to 

specialized or inversely by developing the structure of their offerings and thereby the nature of 

their tourism product (in terms of community involvement, resident- tourist interaction, type of 

tourist attracted, duration of stay, etc.).  

&KDSWHU������7KH�³7RXULVP�,QGXVWU\´��
Tourism products are offered by a complex supply “ machinery” , some denominate as ³WRXULVP�
LQGXVWU\´� whereas others are reluctant to use the term (e.g. %DSWLVWD, 1997). Here, the term 

“ industry”  does not actually refer to the strict notion of the “ VHFRQGDU\ HFRQRPLF�VHFWRU´� although 

some of its definitional concepts may be applicable17. The�SUHGRPLQDQW� LQWDQJLEOH�QDWXUH of the 

tourism product is often referred to as a reason for classifying the branch as primarily belonging to 

the ³VHUYLFH� VHFWRU´� It can thus be argued that the tourism supply system should be rather 

considered a FRPSOH[�VHUYLFH�SUHYDLOLQJ�V\VWHP�RI�VXSSO\��LQFOXGLQJ�UHVRXUFHV ZLWKRXW�SULFH�DQG 

                                                           
16 For a more detailed discussion see %XWOHU� (1980), who suggested one of the mostly cited models of the 
hypothetical “ destination life cycle” , and others, as discussed by 3HDUFH (1989: 10 -24). 
17 “ Industry”  in this sense would be the�³VHFWRU�RI�HFRQRP\�WUDQVIRUPLQJ�UDZ�RU�LQWHUPHGLDWH�PDWHULDOV�LQWR�
SK\VLFDO�SURGXFWV´�'79�/H[LNRQ� 1972). Thus, it could be stated that the objective of the tourism branch is 
one of combining different, more or less tangible products and resources into one tourism product/ 
experience, often transforming the original, separate products to fit in the special global offering. 
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EH\RQG�FRPPHUFLDOL]DWLRQ. Nevertheless, the FRPSOH[LW\�RI�EUDQFKHV�LQYROYHG�LQ�WKH�³SURGXFWLRQ�
SURFHVV´ and the WUDQVIRUPLQJ�QDWXUH of a combination of numerous elements into one product 

may justify the term “ industry” . It is also often used in the sense of an HFRQRPLF�EUDQFK of some 

importance and referring to its LQGXVWU\�OLNH�RUJDQL]DWLRQ�DQG�SURGXFWLRQ�IRU�D�PDVV�PDUNHW�  
*XQQ� (1993: 41-42) points out that three sectors are involved in this offering, namely private 

enterprises, non-profit organizations and the public sector, marked by systemic interdependencies. 

Her supply-side model emphasizes the dynamic relationship existing between the five main 

components, with change in any element influencing all the others. 

     $775$&7,216�
�

6(59,&(6� � � � � � 75$163257$7,21�
�
�

�352027,21� � �,1)250$7,21� � �

)LJ���*XQQ¶V�PRGHO�RI�WKH�WRXULVP�VXSSO\�V\VWHP�
Source: *XQQ� 1993: 41 

According to +ROORZD\�(1995: 57) many businesses in this system offer simultaneously products to 

non-tourists, with different degrees of tourist demand throughout the year, making classification of 

tourism businesses difficult: ” ,QHYLWDEO\��ZKDW�RQH�GHFLGHV�WR�LQFOXGH�XQGHU�D�GHILQLWLRQ�RI�WRXULVP�
LQGXVWU\� PXVW� EH� WR� VRPH� H[WHQW� DUELWUDU\�´ L1M �This author analyzes the supply system from the 

perspective of a FKDLQ�RI�GLVWULEXWLRQ or PDUNHWLQJ�FKDQQHO��which consists of (private and public) 

“ SURGXFHUV´�of�³WUDQVSRUW��DFFRPPRGDWLRQ�DQG�DWWUDFWLRQV´��These producers may sell via a chain 

of ZKROHVDOHUV and UHWDLOHUV to the�HQG�FRQVXPHUV��eventually shortening this chain by “ jumping”  

one or the other element of the chain. Wholesalers (tour operators) combining individual offerings 

into complex packages and retailers (travel agents) participate in the “ production process” , when 

the tourism product is considered in its broad sense as an experience starting with a dream and 

realized through a complex combination of resources, environments and situations. Integration in 

the tourism industry is increasing, helping to join the elements in order to create a coherent, more 

controllable and competitive tourism product ()ULGJHQ� 1991: 186). 

Considering supply at the destination, &RRSHU� (1993: 86) and )ULGJHQ� (1991: 184) distinguish 

between “ LQIUDVWUXFWXUH´ and “ VXSHUVWUXFWXUH´��According to &RRSHU (1993: 86) the first category 

includes “DOO�IRUPV�RI�FRQVWUXFWLRQ�DERYH�DQG�EHORZ�JURXQG�QHHGHG�E\�DQ�LQKDELWHG�DUHD�����LQ�WKH�
                                                           
18 This turns the evaluation of the economic impact of and dependence on tourism on the macro level 
difficult. :72 aims at a solution of this problem through the 7RXULVP�6DWHOOLWH�$FFRXQW�(:72��1999).   
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IRUP� RI� WUDQVSRUWDWLRQ� �URDG�� UDLOZD\�� DLUSRUW�� SDUNLQJ��� XWLOLWLHV� �HOHFWULFLW\�� ZDWHU��
FRPPXQLFDWLRQV��DQG�RWKHU�VHUYLFHV��KHDOWK�FDUH�DQG�VHFXULW\������QRUPDOO\�VKDUHG�E\�UHVLGHQWV�DQG�
YLVLWRUV�DOLNH�´�He qualifies “ VXSHUVWUXFWXUH�����DV��WKH�SURILW�JHQHUDWLQJ�HOHPHQW�RI�WKH�GHVWLQDWLRQ��
�LQFOXGLQJ��DFFRPPRGDWLRQ��EXLOW�DWWUDFWLRQV�DQG�UHWDLOLQJ�VHUYLFHV�´ Both are needed for modern 

tourism, being the first mostly provided by the public, the second by the private sector. Generally 

only the second is considered when analyzing “ tourism industry” . %DSWLVWD� (1990: 126) 

distinguishes further between “ EDVLF�� SULPDU\�� RULJLQDO� VXSSO\” � and “ VHFRQGDU\�� GHULYDWLYH�
VXSSO\” . “3ULPDU\�VXSSO\«��FRQVWLWXWHV�����WKH�IXQGDPHQWDO�UHDVRQ�IRU�WKH�LGHQWLILFDWLRQ�RI�WRXULVP�
YRFDWLRQ”  (e.g. climate, landscape, heritage). On the basis of this� “ WKH� VHFRQGDU\� VXSSO\� �LV�
FRQFHLYHG�”  19� It is interesting to notice that most SULPDU\� UHVRXUFHV are not primarily offered 

commercially, include “ JRRGV� ZLWKRXW� SULFH´ and are therefore subject to a high pressure of 

demand without the intervening regulation of the market20. On the other hand, they constitute the 

basic attraction, which is increasingly acknowledged by the tourism industry. This has led to a 

growing concern about conservation of SULPDU\� UHVRXUFHV�� Apart from that, SULPDU\� VXSSO\ 

frequently includes a combination of different resources and even VHFRQGDU\� UHVRXUFHV� (such as 

lodging units) can achieve the quality of a SULPDU\�UHVRXUFH�(e.g. attracting through uniqueness). 

This makes an integrative approach necessary. The conceptual distinction between SULPDU\ and 

VHFRQGDU\� UHVRXUFHV is important, though, for understanding the role and function of each 

component inside the system and should be considered in tourism and destination marketing. 

As a conclusion, the use of the term “ industry”  may oversimplify a complex phenomenon and lead 

to erroneous market approaches, as suggested by *XQQ (1993: 5-6). She argues: “ WKHUH� LV� D�
SUHYDLOLQJ�PLVFRQFHSWLRQ� WKDW� WRXULVP� LV� DQ� LQGXVWU\�� ,QVWHDG� LW� LV� DQ� DJJORPHUDWLRQ� RI� ODQG�
GHYHORSPHQW� DQG� SURJUDPV� GHVLJQHG� WR� PHHW� WKH� QHHGV� RI� WUDYHOHUV�� 7KLV� DJJORPHUDWLRQ� KDV�
HQYLURQPHQWDO�DQG� VRFLDO�DV�ZHOO�DV�HFRQRPLF� LPSOLFDWLRQV�� ,W� LV�PDGH�XS�RI�PRUH� WKDQ�RQO\�D�
EXVLQHVV�VHFWRU�����0DQ\�RI�WRGD\¶V�WRXULVP�SUREOHPV�FDQ�EH�DWWULEXWHG�WR�D�EXVLQHVV�RQO\�VFRSH�RI�
FRQFHUQ�´��
 

                                                                                                                                                                                
 
19 A comparison could be drawn with +HU]EHUJ’ s (1979, 1991) motivational theory of “ K\JLHQLF”  and 
“PRWLYDWLRQDO´ aspects, which was originally proposed for the domain of job motivation and satisfaction. The 
assumption of general motivational dimensions is possible. According to this theory, the lack of “ K\JLHQLF�
DVSHFWV´ leads to dissatisfaction, but their pure existence does not motivate. On the other hand, “PRWLYDWLRQDO�
DVSHFWV”  are able to motivate human action. %DSWLVWD¶s “ SULPDU\� UHVRXUFHV´ would correspond to 
+HU]EHUJ’ s ³PRWLYDWLRQDO´, the “ VHFRQGDU\�UHVRXUFHV´�WR�+HU]EHUJ’ s “ K\JLHQLF�DVSHFWV” . N.O

 In this context :RHKOHU (1993: 214) speaks of a “ failure of the market” , not being able to co-ordinate 
demand and supply. He further discusses the “ UHDGLQHVV� RI� WRXULVWV� WR� LQWHUQDOL]H� H[WHUQDO� FRVWV� LQ�
HQYLURQPHQWDOO\�VXVWDLQDEOH� WRXULVP�RIIHULQJV” , which he proved to exist to a certain extent in the German 
market. He argued that this should be considered by the supply side by marketing a higher overall quality 
product, tourists are ready to pay for. For a more profound discussion see :RHKOHU�	�6DUHW]NL (1999). 
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A careful use of the term “ WRXULVP�LQGXVWU\”  seems appropriate, considering the systemic nature of 

an experience occurring at a destination, which is at the core of the product, requiring a complex, 

integrated “ supply-machinery” , which alone is incapable of satisfying the consumer’ s needs. 

&KDSWHU������7KH�7RXULVW�
From a marketing perspective the tourist is viewed as the�SULQFLSDO�HOHPHQW�RI�WKH�WRXULVP�V\VWHP��
Without tourists there would be no tourism and by understanding their needs one can understand, 

foresee and direct tourism development. In this sub-chapter tourist motivation and other 

determinants of tourist behavior will be discussed. 

Contradictory motivations drive the tourist: “:LWK� WKH� DGYHQW�RI� WZHQWLHWK� FHQWXU\�PDVV� WRXULVP��
SHUKDSV�WKH�PRVW�DFFXUDWH�GHILQLWLRQ�RI�D�WRXULVW�LV�VRPHRQH�ZKR�WUDYHOV�WR�VHH�VRPHWKLQJ�GLIIHUHQW�
DQG�WKHQ�FRPSODLQV�ZKHQ�KH��VKH�ILQGV�WKLQJV�DUH�QRW�WKH�VDPH” �(+ROORZD\� 1995: 3). 

Many tourists do not want to be classified as such, as “ WKH�WHUP�©WRXULVWª�LV�LQFUHDVLQJO\�XVHG�DV�D�
GHULVLYH� ODEHO� IRU� VRPHRQH� ZKR� VHHPV� FRQWHQW� ZLWK� KLV� REYLRXVO\� LQDXWKHQWLF� H[SHULHQFHV”  

(0DF&DQQHOO��1976: 94). According to )XVVHOO� (1980: cited by &ULFN, 1996: 16) the tourist is a�
³IDQWDVLVW�WHPSRUDULO\�HTXLSSHG�ZLWK�SRZHU” , who whishes to explore the world, whereas tourism 

merely provides a “ZRUOG� GLVFRYHUHG� �RU� HYHQ� FUHDWHG�� E\� HQWUHSUHQHXUV�� SDFNDJHG� DQG� WKHQ�
PDUNHWHG.” � Apart from stressing the paradoxical nature of the tourism phenomenon, these 

statements also reflect the unclear social representations -³DPELYDOHQFH��VZHHSLQJ�JHQHUDOL]DWLRQV��

PRQ,S T%UWV,XYT%U1ZYV UWV7T%Q�[R\]Q�PRU^X7[RUWQ,S \_X7[R`5Q�T
demand (dream of)

demand (need)

a�b c%de�f)gih�j'kWlhm'n o�k/pqh�r�sWb tvuxwzy'j'r�tvn sz{�b y,n o'k/|Wh�y�n k.}�n�hm'n o'k2pqh�r�sWb tvu�~{t n kWu
Note: Red lines- commercial relationships

Variables marked in red – components of the tourism industry
Black lines: combination of tourism products

Green lines- expectations

���%wzg�f%�%����2~'�������/�/~� y'��n r�sWk.��|1rl n r�sWk.�|1l b uY��n kW�

~��2�����%�/f%�%��%�/~����%���/�2~� ��|.|Wh�uYu7h�j'��n b h�y��sWk1t n ��r'sW��y�n tz��m ��|.b l b n b k1t �

p2���%�
���6�q�/f�p/����~

pq�/f%�����f������%p2~

p2�����%w^~�p2~

pq�/f���~�6���%pqf�p�w^���� n h����sWj't6j�k1t n b y���n b h�y��

sell

combine

sell

sell

sell
sell

 



CHAPTER 2. TOURISM, TOURISM PRODUCTS, TOURIST DESTINATIONS AND THE TOURIST 

 

 21 

DQG�VWHUHRW\SHV´ - that still abound about tourism, and which even bias scientific investigation in 

the field (&ULFN��1996: 15-21).  

From a pragmatic standpoint, this study is based on the before-mentioned technical definition of a 

tourist, with a focus on those who travel with at least some leisure motivation. The tourist may be 

viewed as an active KROLGD\PDNHU, him/ herself largely responsible for his/ her experiences and 

eventually resulting satisfaction (5\DQ� 1994). In this context, the tourist’ s QHHGV�DQG�PRWLYDWLRQV, 
being causal to behavior, perception and satisfaction, are important issues of analysis. 

Many authors have reflected on tourists’  QHHGV�DQG�PRWLYDWLRQV� Although there might be specific 

motives for certain tourism forms, there is evidence for the existence of general motives driving the 

phenomenon. 0RWLYDWRUV�may be classified and hierarchized, but most authors acknowledge that 

tourism motivation generally results from a combination of diverse partially interdependent 

motivators, which may be more or less conscious and more or less complementary or contradictory. 

Some frequently used classifications of tourist motivation are: 

• SK\VLFDO�PRWLYDWRUV: physical rest and relaxation, sports, health, reduction of tension through 
physical activity (0F,QWRVK�	�*RHOGQHU,�1990) 

• physical and psychological UHFRYHU\�IURP�VWUHVV and PRQRWRQ\��6FKPLGKDXVHU� 1989: 571) 

• VHOI�UHZDUG�� VHOI�LQGXOJHQFH �6FKPLGKDXVHU� 1989: 571), “KDYLQJ� IXQ´�and� ³FRQVSLFLRXV�
VSHQGLQJ´��&ULFN,�1996: 33)  

• LQWHUSHUVRQDO�� VRFLDO� PRWLYDWRUV� new contacts or revitalizing of old ones (0F,QWRVK� 	�
*RHOGQHU��1990; )ULGJHQ� 1991: 57) 

• VWDWXV�DQG�SUHVWLJH�PRWLYDWRUV� personal development, desire for recognition and attention 
from others (0F,QWRVK�	�*RHOGQHU��1990; )ULGJHQ� 1991: 57) 

• FRPSDULVRQ� apart from the mentioned status/ prestige motive, motives related to challenge 
and adventure ()ULGJHQ� 1991: 57) 

• FXOWXUDO�PRWLYDWRUV� interest in all kind of cultural manifestations (0F,QWRVK�	�*RHOGQHU��
1990) and education 

• “ TXHVW� IRU� WKH� DXWKHQWLF”  as a reaction towards the artificial (“ staged” ), anonymous and 
sacrilized modern world (0DF&DQQHOO,�1973), as ³VDFUHG�TXHVW´, similar to “ SLOJULPDJH”  
(%RRUVWLQ� 1972) and leading to real “ UH�FUHDWLRQ”  (*UDEXUQ� 1983: 9-33) 

• QRYHOW\� exploration, stimulation/ arousal and curiosity ()ULGJHQ� 1991: 57), ZLGHQLQJ�
KRUL]RQV, satisfying curiosity and self-realization (6FKPLGKDXVHU, 1989: 571) 

• “ HJR�HQKDQFHPHQW”  ('DQQ� 1977) 

• HVFDSH: get away (from stress, from others, from norms, from “ ordinary social reality” ) 
()ULGJHQ� 1991: 57; &URPSWRQ��1979a: 417) 

• FRPSHQVDWLRQ�IRU�GHILFLWV�LQ�HYHU\GD\�OLIH in a working performance society, namely: social 
deficits, climatic deficits, deficits in movement and activity, in closeness to nature, in 
experience and change, in enjoyment, luxury and prestige, in freedom �6FKPLGKDXVHU� 
1989: 571; .ULSSHQGRUI, 1987), FRPSHQVDWLRQ�IRU�³DQRPLH”  ('DQQ, 1977) 
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One can find some contradictions, but also redundancy in these classifications. Some motivations 

may reflect the same underlying needs, whereas others integrate diverse basic needs. Moreover, 

most tourists would refer to a number of the mentioned motivators, making tourism a quite 

complex “ QHHG��ZDQW�VDWLVILHU”  (0LOO�	�0RUULVRQ��1992: 17). 

In this context, :LWW�	�:ULJKW�(1992) discuss the role of H[SHFWDQF\�WKHRU\ for tourist motivation, 

referring to�9URRP�V� PRGHO� (1964). This model suggests that the attractiveness of an outcome 

depends on the conjoint attractiveness of sub- or integrated results, valued by each sub-result’ s 

instrumentality. Applied to tourist motivation, the overall attractiveness of a holiday would depend 

on the attractiveness or ³YDOHQFHV”  of different holiday attributes and the instrumentality of the 

holiday for providing positively valued attributes and avoiding those negatively valued. The model 

includes not only personal motives related to diverse holiday attributes (“ EHQHILWV�VRXJKW” ), but also 

considers the perceived capacity of a particular holiday to satisfy these motives. This combination 

results in an overall motivation directed towards a specific holiday choice.  

Trying to associate tourism motivators with basic underlying needs, many authors refer to 

0DVORZ¶V� (1943) pyramid. This represents a hierarchy ranging from physiological needs, over 

safety needs, to the need of belonging and love, esteem and finally self-actualization. It is argued 

that the most basic needs, especially the first two, which might also be considered “ GHILFLHQF\�RU�
WHQVLRQ� UHGXFLQJ� PRWLYHV” , must be satisfied (at least to a certain extent) until the higher or 

³LQGXFWLYH�DQG�DURXVDO�VHHNLQJ”  ones motivate human behavior. The two intellectual needs, which 

were added to the list later (the need to acquire knowledge and aesthetics), are also important in 

much of modern tourism. Despite some deficiencies of the theory, it is still considered a valid 

reference and convenient abstraction used in most psychological approaches to human behavior. In 

the domain of tourism, 0LOO�	�0RUULVRQ (1992: 20) list several travel motives, which might be 

associated with each level of needs (e.g. “ relaxation”  being connected with “ physiological needs” ).  

'DQQ (1977) distinguishes between “SXVK”  and ³SXOO´ motives, being the first generated from 

within the person and making the person want to travel, the second by external stimuli attracting a 

person to a particular destination. According to ,VR�$KROD�(1984, cited by 0DQQHOO�	�,VR�$KROD, 

1987) there are two main types of push and pull factors: personal and interpersonal. 
����� ���z��������� ��2���/�%���� (�/� ¡��

¢ ��£ �/���v��� ����� ���z����v��¤���� ���������2���2� �z��¤1��� ���������/������ �%¥��^� ����¦§���%¤�� ���%¥��z���/��¦¨����¤1�

¢ �£��2���z�������������2���2�%���%¥/�z� �2��¦©���%¤��
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CHAPTER 2. TOURISM, TOURISM PRODUCTS, TOURIST DESTINATIONS AND THE TOURIST 

 

 23 

3XVK�PRWLYHV correspond to FRPSHQVDWLRQ and HVFDSH needs21. The relationship between SXVK and 

SXOO�IDFWRUV may be explained as follows: “3XOO�IDFWRUV�«HPHUJH�DV�D�UHVXOW�RI�WKH�µDWWUDFWLYHQHVV¶�
RI�D�GHVWLQDWLRQ«'HVWLQDWLRQ�DWWULEXWHV�«�UHVSRQG�WR�DQG�UHLQIRUFH�SXVK�IDFWRUV�RI�PRWLYDWLRQV�´ 

3XOO� IDFWRUV� DUH� OLQNHG� WR� GHVWLQDWLRQ� LPDJH� as “ IRU� D� GHVWLQDWLRQ� DWWULEXWH� WR� PHDQLQJIXOO\�
UHVSRQG�WR�DQG�UHLQIRUFH�WKH�PRWLYDWLRQ�WR�WUDYHO��LW�PXVW�EH�SHUFHLYHG�DQG�YDOXHG�E\�WKH�WRXULVWV”  

(%UD\OH\��1990, cited by 8\VDO�	�+DJDQ��1993: 801). Similarly, *RRVVHQV (2000: 302) explains 

that “SXVK�DQG�SXOO�IDFWRUV�RI�WRXULVW�EHKDYLRU�DUH�WZR�VLGHV�RI�WKH�VDPH�PRWLYDWLRQDO�FRLQ´.  

0D\R�	�-DUYLV� (1981, cited by�8\VDO�	�+DJDQ��1993: 803) suggest that ³ZHOO�DGMXVWHG�SHRSOH�
QHHG�D�PL[WXUH�RI�FRQVLVWHQF\�DQG�FRPSOH[LW\�LQ�WKHLU�OLYHV´. This may be linked to the need of a 

balance between IDPLOLDULW\�DQG�QRYHOW\, as suggested by &RKHQ (1972, see *LOEHUW, 1993: 24-25). 

Others refer to DFWLYDWLRQ�WKHRU\ (.URHEHU�5LHO� 1992), defending that people need specific levels 

of activation (KRPHRVWDVLV�. These assumptions may explain different combinations and degrees of 

intensity of simultaneously present tourist motivations. 

From this brief review it is clear that multiple motivators should be considered, and that a 

combination, further dependent on specific individual conditions, causes travel behavior. Some 

authors, though, have suggested a general motivational pattern for tourism.  

According to %RRUVWLQ (1964: 77-117), for example, the tourist is looking for a “ SVHXGR�HYHQW´��
providing ³PHUH�SOHDVXUH´�through a�“ WULYLDO��VXSHUILFLDO��IULYRORXV�SXUVXLW�RI�YLFDULRXV��FRQWULYHG�
H[SHULHQFHV´(&RKHQ� 1996: 90). On the other hand, 0DF&DQQHOO (1973: 593) believes, tourism 

represents an ³HDUQHVW�TXHVW�IRU�WKH�DXWKHQWLF��WKH�SLOJULPDJH�RI�PRGHUQ�PDQ´���
.ULSSHQGRUI�(1987) stresses the role of the SXVK motives, claiming that most tourists would stay at 

home, if their home environment and daily life were more attractive and permitted VHOI�
DFWXDOL]DWLRQ. Tourism is viewed as a markedly self-oriented activity. Later .ULSSHQGRUI (1989) 

defends the evolution towards a “ QHZ�WRXULVW´� thanks to the humanization of work and daily life, 

better education and higher sensibility towards environment and culture. This tourist would be 

driven by SXOO�motives, interested in the destination and cause fewer negative impacts. That is, this 

author suggests the evolution of a general motivational pattern from SXVK to SXOO motives. 

Any universal validity of these motivational patterns is debatable, as “ GLIIHUHQW�NLQGV�RI�SHRSOH�PD\�
GHVLUH�GLIIHUHQW�PRGHV�RI� WRXULVW�H[SHULHQFHV��KHQFH�WKH� WRXULVW�GRHV�QRW�H[LVW�DV�D� W\SH”  (&RKHQ, 

1996: 91).� Some authors suggest a W\SRORJ\� RI� WRXULVWV� ZLWK� GLIIHUHQW� EDVLF� PRWLYHV. These 

typologies are frequently based on the study of personality and lifestyle. 3HUVRQDOLW\, that is a 

                                                           
21 &URPSWRQ (1979a) identifies seven SXVK motives: escape, exploration of self, relaxation, prestige, 
regression, enhancement of kinship relationships and social interaction. Amongst the SXOO�PRWLYHV he counts 
those related to novelty and education. 
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person’ s “ FRQVLVWHQW�UHVSRQVH�WR�HQYLURQPHQWDO�VWLPXOL” , reflected in behavior patterns, attitude and 

value systems and personal dispositions that make one individual different from another. It is 

partially biologically predetermined and partially shaped by socialization and experiences, 

influencing individual behavior, even if not consciously (+R\HU�	�0DF,QQLV, 1997: 424-230). As 

tourism aims at the satisfaction of a person’ s most intrinsic needs, personality must be considered 

fundamental in explaining travel motivation. Marketing experts therefore increasingly investigate 

these variables as “SV\FKRJUDSKLFV´ ()ULGJHQ� 1991: 60). 3ORJ� (1974) suggests an interesting 

model of three� SV\FKRJUDSKLF� WRXULVW� W\SHV, driven by different motives. This model has been 

associated with a wide range of travel motivations, determinants and behaviors, as well as with the 

preference of specific destinations, as identified for the US tourist market (3ORJ, 1974)22: 

 
)LJ����3ORJ¶V�3V\FKRJUDSKLF�0RGHO�

The main distinction between 3V\FKR�FHQWULFV and $OOR�FHQWULFV clarifies this traveler typology, 

with the 0LG�FHQWULF, as the largest group, being in the middle of the two extremes. 3V\FKR�FHQWULFV 
are marked by territory boundness (take fewer trips, travel shorter distances), reveal generalized 

anxieties (avoid the unknown, prefer the comfort of routine, due to a sense of powerlessness) and 

are self-inhibited, non-adventurous persons (3ORJ, 1974: 63). $OOR�FHQWULFV are outgoing, self-

confident, venturesome, exploring and curious: “7KH\� OLNH� WR�EH� WKH� ILUVW� WR�GLVFRYHU�D� ORFDWLRQ¶V�
FKDUPHV�DQG� WKH�FXOWXUH�RI� LWV�SHRSOH�� ORQJ�EHIRUH� WKH�GHVWLQDWLRQ�EHFRPHV� µVSRLOHG¶� IURP�KHDY\�
WRXULVP� GHYHORSPHQW�� 3V\FKR�FHQWULFV� DUH� WKH� ODVW� WR� YLVLW�� +HDY\� FRPPHUFLDO� GHYHORSPHQW�
SURYLGHV�HYLGHQFH�WKDW�WKH�GHVWLQDWLRQ�PXVW�EH�D�JRRG�SODFH�IRU�D�YDFDWLRQ��$OOR�FHQWULFV�JODGO\�SXW�
XS�ZLWK�WKH�ODFN�RI�PDQ\�FRPIRUWV�H[SHFWHG�E\�PRVW�WUDYHOHUV«��LI�WKH�GHVWLQDWLRQ�VHHPV�DXWKHQWLF��
7KH\�ZDQW�WR�H[SHULHQFH�WKH�QRYHOW\�RI�WKH�DUHD�EHIRUH�LW�ORVHV�LWV�XQLTXHQHVV��3V\FKR�FHQWULFV��RQ�
WKH�RWKHU�KDQG��GHVLUH�D�SODFH�PXFK�OLNH�KRPH��ZKHUH�WKH\�FDQ�RUGHU�D�IDPLOLDU�KDPEXUJHU�ZKHQ�
GHVLUHG��DQG�HQMR\�FRQVLGHUDEOH�FRPPHUFLDO�DFWLYLWLHV… ”  (3ORJ��1974: 65-69). 

Tourist types may also be identified as OLIHVW\OH� JURXSV�� /LIHVW\OH� is generally measured via 

DFWLYLWLHV�� LQWHUHVWV��RSLQLRQV�DQG�GHPRJUDSKLFV� ()ULGJHQ� 1991, +R\HU�	�0DF,QQLV, 1997). In 

                                                           
22 6PLWK (1990, cited by +XGVRQ, 1999), however, could not empirically confirm the model’ s suggestions 
about an association between personality types and destination preferences. 
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the context of consumer behavior, a comprehensive 9DOXHV�DQG�/LIHVW\OH�6XUYH\�(9$/6) has been 

developed, revealing a hierarchy of lifestyle segments with different combinations of needs and 

interests ½1¾ . These are linked to different stages in material, socio-cultural and psychological 

personal development. At the lowest level are the need-driven groups, which struggle to satisfy 

basic needs. Then three groups follow representing the majority of population, namely the 

“ SULQFLSOH�RULHQWHG” , “ VWDWXV�RULHQWHG”  and “DFWLRQ�RULHQWHG” � Intellectual aspects and inner values 

rather than other people’ s opinions guide the first. The second group is more concerned with social 

and cultural norms and strives to win the approval of others. $FWLRQ� RULHQWHG consumers desire 

action, variety and risk. Finally, “ DFWXDOL]HUV”  are the most wealthy and self-confident group that 

may indulge in any of the mentioned self-orientations and use their abundant resources to shape 

their personal life style. The first version of VALS was applied to tourism, showing that different 

lifestyle segments value different holiday attributes (6KLK, 1986, cited by +XGVRQ� 1999: 15).  

&RKHQ�(1972, as cited by *LOEHUW� 1993: 24- 25) established a classification of tourists based on the 

combination of different degrees of FXULRVLW\ to seek new experiences and the need for security and 

IDPLOLDULW\. This suggests a continuum of the two contradicting needs (similar to “ DOOR�FHQWULFV 
versus SV\FKR�FHQWULFV” ). Correspondingly four types of tourists may be distinguished, representing 

two different forms of tourism, of an either institutionalized or non-institutionalized nature.  

¿�À6ÁRÂ�ÃÄ�Å�ÆqÇ È�ÁÉËÊÌÅ�Í.Í%ÎzÂ�Ï6ÃÇ ÍWÎ
l i t t l e  a d v e n tu r o u s ,  a n x io u s  t o  m a i n t a i n
a n  “ e n v i r o n m e n t a l  b u b b le ” ,  t y p ic a l
“ p a c k a g e  c l i e n t ” ,  l i t t l e  c o n ta c t  w i t h
lo c a l  c u l tu r e /  r e s id e n t s

¿�ÀqÁRÇ ÆqÉ6Ç Ð Ç É6Ï6Å�ÑqÊËÅ�Í1Í%ÎzÂ�ÏqÃ�Ç ÍWÎ
s i m i la r  to  th e  a b o v e ,  th o u g h  m o r e
f le x ib le ,  m o r e  in d i v i d u a l i s t i c ,  s t i l l
b a s i c  a r r a n g e m e n t s  b y  t o u r i s m
in d u s t r y  a n d  “ e n v i r o n m e n ta l  b u b b l e ”

¿�À6ÁRÁ�Ò Ó�Ñ Â�Ã�ÁÃ
in d e p e n d e n t  o r g a n iz a t io n ,  g e t  o f f  t h e
“ b e a te n  t r a c k ” ,  s t i l l  r e l y i n g  o n  to u r i s m
in f r a s t r u c t u r e s  a n d  “ e n v i r o n m e n ta l
b u b b le ”  i f  n e e d e d

¿�À6ÁRÉqÃ�Ç ÔvÎzÁÃ
n o  c o n n e c t i o n s  w i th  to u r i s m  i n d u s t r y ,
s p o n ta n e o u s ,  i m m e r s e s  i n  lo c a l
c u l t u r e

Õ1Æ6Í.ÎzÇ Î^Ï�Î^Ç Â�Æ6Å�Ñ Ç È'Á�ÉÌ¿�Â�ÏqÃ�Ç Í�Ê
r o u t in e  o p e r a t io n s ,
s t a n d a r iz e d  s u p p l y  b y  to u r i s m
in d u s t r y

Ö5Â�Æ�×^Ç Æ6ÍWÎ^Ç Î^Ï�Î^Ç Â�Æ6Å�Ñ Ç È'Á�ÉÌ¿�Â�Ï6ÃÇ Í.Ê
I n d iv id u a l  t r a v e l ,  l i t t l e  c o n ta c t  w i t h
to u r i s m  in d u s t r y ,  e x c e p t  w h e r e
a b s o lu te l y  n e c e s s a r y

ÔzÅ ÊiÇ Ñ Ç Å�Ã�Ç ÎvØ

ÆqÂ�Ð�Á�Ñ ÎvØ

                                                           
23 The 9DOXHV�DQG�/LIHVW\OH�6XUYH\�was developed by the US company SRI International and first applied to 
the US market in the 1970s. The survey was updated in the 1990s, considering new trends in consumer 
behavior (VALS2). The here presented lifestyle groups correspond to results from this latest instrument. 

Ù%Ú Û�Ü Ý�Ü�Þ,ß'à�á�âqã ä/å�ß'æ�á�ç�ß�èqé
ß�ê6ë�Ú äWìqé%í�î�á�ä
Source: adapted from 

ÞRß�à á�â
 (1972), cited by ï Ú ç ð�áë�ì  (1993: 25) 
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Similarly, <LDQQDNLV�	�*LEVRQ (1992) found thirteen WRXULVW�UROHV��which they define as “ VWDEOH�
DQG�SDWWHUQHG�IRUPV��RI�EHKDYLRU�����UHODWHG�WR�WKH�VDWLVIDFWLRQ�RI�LPSRUWDQW�SV\FKRORJLFDO�QHHGV” ½1ñ � 
These tourist roles reveal different degrees of preference for “ VWLPXODWLQJ� RU� WUDQTXLO”  

environments, “ IDPLOLDULW\�RU�VWUDQJHQHVV”  and “ VWUXFWXUH�RU�LQGHSHQGHQFH”  in a holiday.  

However, /RZ\FN�� YDQ� /DQJHQKRYH� 	� %ROODHUW (1992) criticize several methodological and 

conceptual weaknesses of tourist role typologies: 

1. Typologies might be an artefact of the researcher, since the answers obtained from 
questionnaires, which are the basis of classification, are directed by the specific questions 
asked, without considering sufficiently general lifestyle variables. 

2. There are no standards for naming tourist types, which results in a great variety of 
classifications with redundant or overlapping denominations and descriptions. 

3. The application of the HWKRJHQLF� PHWKRG� RI� VRFLDO� VFLHQFH would yield better results. This 
requires first intensive design studies (case studies) in order to develop useful extensive design 
research (surveys). 

4. It might not be appropriate to divide people into different types without taking into account 
their full life spans. 

5. The static idea that people have to belong to one type or another is debatable. 

The last points are related to the concept of “ WUDYHO� OLIH� F\FOH”  (2SSHUPDQQ��1995a) or “ WUDYHO�
FDUHHU´ (3HDUFH��1993). This concept suggests that “ WUDYHO�SDWWHUQV�FKDQJH�DV�WKH�LQGLYLGXDO�PRYHV�
WKURXJK�KLV��KHU� OLIH�VSDQ�DQG��RU� IDPLO\�FDUHHU´ (2SSHUPDQQ, 1995a: 538). It implies different 

motivations and behaviors according to accumulating previous experience as well as personal 

conditioning factors (age, income, professional activity, family status)25. 

Avoiding some of the above-mentioned limitations, &RKHQ (1996) suggests rather a W\SRORJ\�RI�
WRXULVW�H[SHULHQFHV� based on the individual’ s “TXHVW�IRU�WKH�FHQWHU”  as the main motivation driving 

tourism. This quest would depend on the adherence to any or several “ VSLULWXDO�FHQWHUV´ and their 

location inside one’ s own society or external to it. A general “ZRUOG�YLHZ”  would determine tourist 

motivation leading to a typology of experiences, from which more concrete motivators may be 

derived. &RKHQ�suggests a continuum from the “ UHFUHDWLRQDO”  towards the “ H[LVWHQWLDO�PRGH” 26. 

                                                           
24 )ULGJHQ (1991: 84-85) defines UROH as “ WKH�EHKDYLRU�ZLWKLQ�D�FHUWDLQ�VWDWXV” , with status being defined as a 
“ SRVLWLRQ�LQ�VRFLHW\�LQ�ZKLFK�FHUWDLQ�EHKDYLRUV�DUH�H[SHFWHG´� He refers to a “PXOWLWXGH�RI�SRVLWLRQV”  a person 
holds in society, also in the context of tourism and to their change over time. 
25 6WHZDUW (1993), for example, found in a study in the UK�market evidence for an increasing interest in 
travel and venturesomeness with growing affluence and travel experience (quoted by +XGVRQ, 1999:12-14). 
26 The former corresponds to those who identify with the “ VSLULWXDO�FHQWHU´ of modern western society and 
culture and need a transitory “ break-out to recharge the batteries” , as explained by WHQVLRQ�PDQDJHPHQW in 
structural-functionalist theory. This would be achieved via “ HQWHUWDLQPHQW��IXQ�DQG�JDPH” , and a minimum of 
integration into the society/ culture visited. With increasing alienation in their own society and seriousness of 
interest in the culture visited, tourists are classified in the “ GLYHUVLRQDU\” , “ H[SHULHQWLDO”  or “ H[SHULPHQWDO”  
modes. The “ H[LVWHQWLDO�PRGH”  is lived by those seriously seeking the “ VSLULWXDO�FHQWHU”  outside of modern 
society, or else “ IXOO\�FRPPLWWHG�WR�DQ�µHOHFWLYH¶�VSLULWXDO�FHQWHU�� L�H��RQH�H[WHUQDO� WR� WKH�PDLQVWUHDP�RI�KLV�
QDWLYH�VRFLHW\�DQG�FXOWXUH«RQH�ZKLFK�KH�FKRVH�DQG�µFRQYHUWHG¶�WR”  (&RKHQ� 1996:100-101).  
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Tourist motives, roles, experiences and behaviors are shaped by VRFLDO� DQG� FXOWXUDO� IDFWRUV. 
Specific travel motivations are also determined by destination image “ ���FUHDWHG� WKURXJK�
�FRPPHUFLDOO\��µLQGXFHG¶�RU�µRUJDQLF¶�FRPPXQLFDWLRQ�FKDQQHOV”  (*LOEHUW, 1993: 26) and discussed 

in detail in chapter 6. Media and advertising are important in forming and transforming social and 

cultural references and creating these images.  

There are other GHWHUPLQDQWV responsible for the tourism phenomenon and individual tourist 

behavior. Among these are discretionary LQFRPH�DYDLODEOH, OHLVXUH�WLPH�DYDLODEOH, and�WHFKQRORJ\. 

Generally, the population of the economically more developed countries has better conditions to 

travel. Further, a series of individual determinants must be considered, which all determine the 

availability of discretionary time and money and the willingness to spend it on travel and specific 

tourism products.  

Several PRGHOV�RI�FRQVXPHU�EHKDYLRU�LQ�WRXULVP have been developed, which reflect the IDFWRUV�
LQIOXHQFLQJ� WKH� GHVLUH� DQG� DELOLW\� WR� EX\ tourism products as well as the steps in the GHFLVLRQ�
PDNLQJ�SURFHVV��These summarize some of the aspects mentioned above. :RRGVLGH�	�/\VRQVNL¶V�
PRGHO (1989) is one example, which also integrates aspects of destination image.  

 ò¨óiôöõÌ÷RøRù1ú�ûýü5ó�ô+ùWóiþ7ÿR÷��
(sources of information and 
distribution) 

øRô5óöü+÷RÿR÷Rô©ü5ó�ô+ùWó�þYÿR÷��
�

(destination experience, socio- 
demographics, value system etc.) 

�qù1ø��Yó�øRù���ú5óiÿ
ü5ó�ôöù.ó�þYÿR÷��

��� �iù � ÷

ù.ú+ø7÷,ú+øRù���ú	� ø��
 ü+ù
�qù�ø

 

øRô5óöü+÷RÿR÷Rô��ö÷��qø7ù.ú5óiøRù�iú
 � ôö÷���÷7ôö÷,ú � ÷��

 
(relative attitude toward destination) 

�ö÷��qøRù1ú5ó�øRù���ú ó��ýó�ôö÷Rú+÷����
(perceptions and cognitive evaluations) 

ó�����÷ � øRù.ü+÷ó������ � ùWóiøRù�iú	�

)LJ�����:RRGVLGH�	�/\VRQVNL¶V�0RGHO�RI�7UDYHOHU�'HVWLQDWLRQ�&KRLFH�
Note: destination image variables are marked by a yellow ground, behavioral variables by a red line 

This model does not show all most important traveler variables (leaving out for example 

motivation). The term “ H[WHUQDO�VWLPXOL”  may be preferable to “PDUNHWLQJ�YDULDEOHV” , as also other 
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external non-marketing variables should be considered (e.g. destination features). Alternatively, the 

category “ GHVWLQDWLRQ� YDULDEOHV´ could be added, if marketing variables shall be highlighted as 

making the link between the traveler and the destination. Further, it fails to consider actual 

visitation and a resulting feedback-loop (even if indirectly present in the item “ GHVWLQDWLRQ�
H[SHULHQFH” ) or indication of impacts on future behavior (e.g. word of mouth). However, it 

demonstrates well the cognitive and affective elements present in the decision-making process, 

which are integral parts of destination image. 

&KDSWHU������7UHQGV�LQ�7RXULVP�
.ULSSHQGRUI¶V� (1989) supposition of a “ QHZ� WRXULVW´ and of an evolution from SXVK to SXOO�
PRWLYHV may be explained on the basis of a change in society and values, with an increasing focus 

on OHLVXUH as a means of enhancing quality of life. ³+XPDQL]DWLRQ�RI�WKH�GDLO\�OLIH” �would lead to 

a “ KXPDQL]DWLRQ�RI�WRXULVP” . The resulting QHZ�WRXULVWV would be more intelligent, open-minded, 

tolerant, communicative, more modest and adaptive, quality and price conscious. In addition they 

would be sensitive to a socially acceptable price for a sustainable tourism product, seeking self-

actualization through a psychological equilibrium with society and nature. 

,QJOHKDUW� (1990, cited by )LOLSHF, 1991)� confirms the evoked change of values, finding an 

evolution from “PDWHULDOLVW”  to “ SRVW�PDWHULDOLVW”  values27. Also 2WWPDQ�(1993) identifies a new 

“ HWKLFV� RI� FRQVXPSWLRQ” . “(QYLURQPHQWDO� FRQVXPHULVP” � is an important example, leading to 

corresponding new marketing approaches. For example, 0LGGOHWRQ�	�+DZNLQV (1998) defend a 

PDUNHWLQJ�OHG VXVWDLQDEOH� WRXULVP� GHYHORSPHQW28, responding to an increasing demand in the 

European market (see also 'DYLGVRQ, 1998: 20). The general changes of social values and 

corresponding attitudes of consumption are summarized by 2WWPDQ�(1993: 20) as a tendency from 

quantity towards quality consumption, from a short-range towards a long-range concern and from 

self-centered towards social concerns. 

Moreover people tend to become�PRUH� H[SHULHQFHG tourists, more GHPDQGLQJ and increasingly 

LQWHUHVWHG� LQ� QHZ�� GLIIHUHQW destinations and types of holidays. Originally popular GHVWLQDWLRQV 
                                                           
27 ³3RVW�PDWHULDOLVW� YDOXHV”  were identified as intellectual, aesthetic, and ecological values, an interest in 
political participation, emancipation and tolerance. 
28 The concept of sustainability linked to economic development was first used in the context of resource 
management, but is becoming increasingly important in the field of tourism, concerned with the negative 
impacts of the activity on destinations. According to the�%UXQGWODQG�5HSRUW�sustainability can be defined as�
³PHHWLQJ�WKH�QHHGV�RI�WKH�SUHVHQW�ZLWKRXW�FRPSURPLVLQJ�WKH�DELOLW\�RI�IXWXUH�JHQHUDWLRQV�WR�PHHW�WKHLU�RZQ�
QHHGV´�(:RUOG�&RPPLVVLRQ�RI�(QYLURQPHQW�DQG�'HYHORSPHQW, 1987, cited by &RRSHU�	�%XKDOLV� 1993: 
271). 0LGGOHWRQ�	�+DZNLQV (1998, ix) explain that “ sXVWDLQDELOLW\�IRU�WRXULVP�UHTXLUHV�WKDW�WKH�FXPXODWLYH�
YROXPH� RI� YLVLWRU� XVDJH� RI� D� GHVWLQDWLRQ� DQG� WKH� DVVRFLDWHG� DFWLYLWLHV� DQG� LPSDFWV� RI� VHUYLFLQJ� EXVLQHVVHV�
VKRXOG�EH�PDQDJHG�EHORZ�WKH�WKUHVKROG�OHYHO�DW�ZKLFK�WKH�UHJHQHUDWLYH�UHVRXUFHV�DYDLODEOH�ORFDOO\�EHFRPH�
LQFDSDEOH�RI�PDLQWDLQLQJ�WKH�HQYLURQPHQW�´�
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become saturated; new ones evolve, reach maturity and decline again, showing “ OLIH�F\FOHV”  just 

like other products and markets. .LUVWJHV (1992) speaks of an “ LQIODWLRQ�RI�QHHGV´� believing in a 

trend towards “PXOWL�IXQFWLRQDO� KROLGD\V´� with complex, varied, individualized and flexible 

offerings. 0DUWLQ�	�0DVRQ�(1987) defend that increased experience and social change will lead to 

an increased importance of activity and educational holidays, to “ WRXULVP�ZLWK�D�SXUSRVH” : “)URP�
UHVW�� WKURXJK�HQWHUWDLQPHQW� WR�GHYHORSPHQW� SURYLGHV�DQ�XQGHUO\LQJ���� JXLGH� WR� WKH�QDWXUH�RI� WKH�
WRXULVP�SURGXFW«��,W�LPSOLHV�WKDW�DOO�W\SHV�RI�WRXULVWV���ZLOO�EH�ORRNLQJ�IRU���PRUH�WKDQ�D�FKDQFH�WR�
HQMR\� WKH� ZHDWKHU�� WKH� VXUURXQGLQJV�� WKH� YLHZ� DQG� WKH� FRPSDQ\�� $FWLYLWLHV�� H[SHULHQFHV��
SDUWLFLSDWLRQ�DQG�OHDUQLQJ�ZLOO�EH�NH\�HOHPHQWV�LQ�WKH�IXWXUH�WRXULVP�SURGXFW�”  29 

Obviously, this type of development is based on a VDWLVIDFWRU\� OHYHO� RI� ZHDOWK� permitting the 

increasing focus on immaterial values, on a high level of education and on a “ KXPDQL]HG�GDLO\�OLIH” , 

which permits the evolution of other tourist motives than that “ WR�HVFDSH” . This can only be found 

in the more “ developed” , wealthier, traditional tourist generating countries. However, even there it 

is subject to social and economic pressures such as unemployment, recession or increasing 

competition. These make a “KXPDQL]DWLRQ�RI�WKH�GDLO\�OLIH” , as suggested by .ULSSHQGRUI (1987) 

or the development of a “ OHLVXUH�VRFLHW\” , as evoked by 'XPD]HGLHU (1962), difficult. 

“$V�ZLWK�PDQ\� VHUYLFH� LQGXVWULHV�� VRPH�RI� WKH�PRVW� LPSRUWDQW� LGHDV� DQG� LQQRYDWLRQV� FRPH� IURP�
RXWVLGH�WKH�LQGXVWU\�RU�VXEMHFW�DUHD”  (&RRSHU�	�%XKDOLV, 1993: 271). Apart from value changes, 

also demographic changes, such as the aging of population, later marriages, and smaller families 

play a role. Further, working conditions, such as reduced and more flexible working schedules, 

political developments, like the completion of the European Community and other supranational 

blocks, globalization and new forms of regionalism, and related economic changes, plus most 

important technological developments, linked to transportation and communication, all affect the 

evolution of tourism. Some important and already visible trends of tourism are according to 

&RRSHU 	�%XKDOLV�(1993: 265-276): 

• increasing overall tourism 

• increasing long-haul travel 

• more frequent short-breaks and split holidays 

• the drive towards diversification, demand of new products in the domains of: 
  nature based tourism, health tourism, cultural and educational tourism 
  UXUDO�WRXULVP�  active tourism (adventure and sports), creative tourism and 

 complex products, including elements of diverse tourism forms 

                                                           
29 Similarly .LUVWJHV (1992) identifies the following historical phases of tourist motivation: 

• in the 50s a focus on UHVW��UHOD[DWLRQ,  
• in the 70s a focus on FRQVXPSWLRQ� 
• in the 80s/90s a focus on H[SHULHQFH��FUHDWLYLW\��LQGLYLGXDO�LQLWLDWLYH. 
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• quest for authenticity, for identity, spiritual and mental renewal 

• demand of “ RYHUDOO�TXDOLW\”  

• appearance of QHZ market segments 

• increased mobility and flexibility 

• demand for independent, individualized products 

• demand of VXVWDLQDEOH tourism products  

• importance of marketing, innovation, strategic management and integration 

The (XURSHDQ� 7UDYHO� &RPPLVVLRQ� ((7&� 2001) suggests some PHJD�WUHQGV till 2005 and 

beyond, which point at the following WRXULVW�PDUNHW VHJPHQWV�RIIHULQJ�EHVW�JURZWK�SURVSHFWV�� 
• Senior citizens 
• Business and incentive travel  
• Visiting friends and relatives 
• City-center visits 
• Winter sunshine holidays and cruises  
• Day trips 
• A wide range of new products  
• Adventure holidays, and trips  
• Organized group visits 
• UXUDO� WRXULVP, combined with “ getting back to nature”  and the camping and caravan 

movement. 

3RRQ�(1993) developed the following model, integrating the factors she considers most important 

for the evolution towards a “ new tourism” : 

���������� "!�#�� $%!&��'��	�)(&�)*�+
,.-0/1,12�3 ,1465�,17�892:.;<,1=>,02? ?@1?�8A,CBED1FC3>4&FGD02B):C8 3>D14
5�H6:146IC,1?63>4J;K:C=>L1,C? 8A,C5
H64�D
=>DCI13 ,C?%M �ON>$%P
5�H6:146IC,1?63>4�= 3AFG,�?8A@1= , 2:1/C3>7Q713AF>FGL6?�3>D�4
5�H6:146IC3>46I�71,1B)D1I12�:C/1H63>5�? ��!�RS$����%#�NA�O :C71D1/.8A3>D14)3A?%3 4671L6?892T@0U V�3>71,
FG=>,.-<3>WC= , FG=>,.-<3>WC= ,1XC?>,1I1B),
4�8A,17 8A,C5
H64�D
=>DCI13 ,C?%YC8A:�=>Z6[�8AD%,C:15�HQDC8AHC,023>467C,1/C,1467C,
4�8 ,C4�;<392DC46BQ,�4�8A:1= =G@�?�D
L�467

713>:1ICD146:C= =G@�3 4�8A,1I12�:.8 ,17
 ]\���\J*�!6 ^!��	$ _ #���`�����$�NA�J�

BQ:C?�?�5�L6?8AD1B�3Ga0:.8 3>D14
713>:1ICD146:C=13>4�8 ,1I02:C8A3>DC4

@13A,�=>7�BQ:14�:1I1,CB�,14�8
/02D671L658A3>D14QFG= ,C-13>W13 = 3G8A@

BQ:12Z6,C8&?>,CI1BQ,�4�8A:.8A3AD�4 3>4�8 ,1I12�:.8A3>D14)D0F�BQ:12Z1,C8 3>46I�:C467
3>4646Db;K:.8A3 ;K,�/023>5�3>46I /02D671L658&7C,�;<,1=>D1/CBQ,C4�8

5
DC46?�L6BQ,12�U>712�3 ;<,14

c #�\� �!d������`	N>$%NA�J���
:C3A2�= 3A4C,�71,02,1ICL1=>:.8 3>D14 ,C4�;<3A2�DC46BQ,�4�8A:1=6/12,1?>?�L&2�,�? 5
DC46?�L6BQ,12%/12DC8A,158A3>D14

FG=>,C-
3>W13 =A3G8>@�8AD�89:�Z6,�;<:15�:C8A3>D14�?�:�4�@�8A3>B�,�D1F�@<,C:02 :C5�8A3>DC46?%WC@�8AD1L&23>?8e2G,15�,�3G;<3>46I�71,C?�8 3>46:C8 3>DC46?
713>?�,14�5
H6:�4�8AB),
4�86D0F�H6DC?�865
DCL14�8923 ,1?%:C467�I1D.;<,0246B),14�8 ?�V�3G8AH)8AHC,�WC,14C,0F 3G8A?%:14�7�5�D1?8A?%D0F�B):1?�?O8AD
L62�3>?�B

 

)LJ�����3RRQ¶V�(1993) PRGHO�RI�WKH�GHWHUPLQDQWV�RI�D�³QHZ�WRXULVP´�
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The UROH� WRXULVP� SOD\V� LQ� PRGHUQ� VRFLHW\ is likely to increase with the growth of wealth and 

discretionary income. According to +ROORZD\ (1995: 57) tourism services constitute� ³WKH�ZRUOG�
ODUJHVW�DQG�IDVWHVW�JURZLQJ�LQGXVWU\´��Evolutions take place at both the demand and supply side. 

Some are discussible, others contradictory, but trends seem to generally point at positive 

perspectives for rural tourism, especially if developed on a sustainable basis. 

A final note on tourism trends is due to the recent crisis experienced by the industry as a result of 

the terrorist attacks of the 11th of September 2001. Obviously, tourism trends are always contingent 

upon the general economic and social background situation and catastrophic events, as well as 

general recessions should have particularly strong impacts on an industry offering products, which 

are considered non-essential. Apart from that, enjoying tourism and leisure requires a basic positive 

attitude of life, as people in a state of fear and depression are likely to retain from diversion, even 

though tourism and leisure may actually re-establish a lost psychological balance and compensate 

for these negative emotions. Subsequent to the terrorist attack an increased anxiety about air-travel 

could be confirmed by the substantial loss of air passengers. WTO reported that by the end of 2001, 

travel reservations worldwide stood 12-15% below the levels of 2000, with especially long-haul 

destinations and those heavily visited by US citizens mostly affected. Before the September 11th 

attacks, world tourism was on track for an increase of 3-4% in 2001. Now WTO estimates that 

year-end results will show growth of just 1% in tourist arrivals (:72� 2001a)30. Although several 

actions are being undertaken to invert the trend, and specialists, like WTO’ s Secretary-General 

Francesco Frangialli expect a recovery of the industry in the second half of 2002 (:72� 2001a), 

the global effect of the new terrorist threat is still unknown. In any case, Frangialli’ s observation 

that “ SHRSOH�QHHG� WR� WUDYHO� IRU�EXVLQHVV�DQG�SHRSOH�QRZDGD\V�FRQVLGHU�KROLGD\V� WR�EH�PRUH�RI�D�
QHFHVVLW\�WKDQ�D�OX[XU\��VR�WKH�WRXULVP�LQGXVWU\�SURYHV�WLPH�DIWHU�WLPH�WR�EH�D�YHU\�UHVLOLHQW�RQH«” �
appears realistic, at least for the economically more developed nations. In this context, the tourist 

destinations perceived as relatively safe, as is the case of Portugal, should not be too negatively 

affected.  

                                                           
30 “ 7KH�WHUURULVW�DWWDFNV�KDYH�KDG�D�PRUH�GUDPDWLF�LPSDFW�RQ�WKH�WRXULVP�LQGXVWU\�WKDQ�DQ\�RWKHU�FULVLV�LQ�
UHFHQW�\HDUV��7KH�8QLWHG�6WDWHV�RI�$PHULFD�ZDV�DWWDFNHG�ZLWKLQ� LWV�RZQ� WHUULWRU\��PRUH�DWWDFNV�DUH� IHDUHG�
DQG� WKH� PLOLWDU\� UHVSRQVH� LV� OLNHO\� WR� EH� SURORQJHG� DQG� PD\� HYHQ� VSLOO� RYHU� LQWR� RWKHU� DUHDV� ZLWK�
XQSUHGLFWDEOH� FRQVHTXHQFHV�� $OO� WKHVH� IDFWRUV� KDYH� FRPELQHG� WR� JHQHUDWH� DQ� DWPRVSKHUH� RI� XQFHUWDLQW\��
KHVLWDWLRQ�DQG�D�FHUWDLQ�IHDU�RI�WUDYHOOLQJ��DW�OHDVW�LQ�DLUSODQHV�DQG�WR�FHUWDLQ�GHVWLQDWLRQV��FRXSOHG�ZLWK�D�IDOO�
LQ�FRQVXPHU�DQG�EXVLQHVV�FRQILGHQFH��0RUHRYHU��WKH�JOREDO�HFRQRPLF�GRZQWXUQ�KDG�EHHQ�WDNLQJ�D�WROO�RQ�WKH�
WRXULVP�LQGXVWU\�HYHQ�EHIRUH�WKH�DWWDFNV��ZKLFK�KDYH�DJJUDYDWHG�WKLV�VLWXDWLRQ�VXEVWDQWLDOO\��«7KH�FULVLV�KDV�
SDUWLFXODUO\� KLW� ORQJ�KDXO� WRXULVP�� WUDQVSRUW�� HVSHFLDOO\� DLUOLQHV�� KRWHOV� DQG� WKH� EXVLQHVV� WUDYHO� VHFWRU��
'HVWLQDWLRQV�WKDW�GHSHQG�VLJQLILFDQWO\�RQ�86�WUDIILF�KDYH�VXIIHUHG�GLVSURSRUWLRQDWHO\��7KH�UHVXOWV��RQ�WRS�RI�
DQ� DOUHDG\� ZHDNHQLQJ� HFRQRPLF� VLWXDWLRQ�� KDYH� EHHQ� EXVLQHVV� FORVXUHV�� UHGXFWLRQ� RI� FDSDFLW\�� UHGXFHG�
ZRUNLQJ�KRXUV�DQG�MRE�ORVVHV�´�(:72, 2001b) 
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&RQFOXVLRQ�RI�&KDSWHU���
Tourism is originated by individuals who WUDYHO�DZD\�IURP�WKHLU�KDELWXDO�SODFH�RI�UHVLGHQFH IRU�DW�
OHDVW����KRXUV with the objective of satisfying a variety of needs by visiting different environments, 

interacting with people and engaging in diverse activities. It has a long history, with changing 

patterns and motives over time. Nowadays, tourism may be considered an almost EDVLF�QHHG in the 

richest part of the developed world. It results in social, cultural, environmental and economic 

LPSDFWV, both upon the WRXULVW�JHQHUDWLQJ�VRFLHW\ and particularly the YLVLWHG�GHVWLQDWLRQ.  

As a FRPSOH[�SV\FKRORJLFDO��VRFLDO��HFRQRPLF�DQG�JHRJUDSKLFDO�SKHQRPHQRQ tourism has been 

studied from diverse angles and defined in several ways. Conceptually, a systemic definition of 

tourism is defended in this thesis, with both demand and supply elements interacting in a 

geographical and socio-cultural space.  

Tourist needs are satisfied by a variety of resources and businesses, which function in an integrated 

system-like fashion to “ produce”  tourist experiences. In this context, WRXULVP� SURGXFWV are very 

varied, may be defined in terms of isolated products serving specific�tourist needs or as a�holistic 

product, such as a particular vacation or destination. The latter has also been discussed as a 

complex “ SODFH�SURGXFW” . The GLPHQVLRQ�and RUJDQL]DWLRQ�RI�FRPPHUFLDO�VXSSO\�VLGH�RSHUDWLRQV 
may justify the designation “ WRXULVP�LQGXVWU\” , that involves both agents of the tourist destination 

and intermediaries.  

The specific features of tourism products determine their production and management. Apart from 

their FRPSOH[LW\, LQVHSDUDELOLW\ and� SHULVKDELOLW\�� tourism products are highly LQWDQJLEOH� and 

YDULDEOH, as they are consumed as personal experiences. They are SXEOLFO\� FRQVXPHG� OX[XU\�
SURGXFWV� assume a VLJQLILFDQW�UROH in the consumer’ s life and imply KLJK� OHYHOV�RI�H[SHFWDWLRQ� 
LQYROYHPHQW and SHUFHLYHG� ULVN. These features, as well as the inclusion of non-commercialized, 

but often fragile and essential destination attributes and the dependence on relatively volatile and 

often geographically and culturally distant markets makes tourism a ULVN\�EXVLQHVV� “0DQDJHPHQW�
RI�GHPDQG´ as well as an LQWHJUDWHG�DQG�FRRUGLQDWHG�³SURGXFWLRQ´��PDQDJHPHQW�DQG�PDUNHWLQJ�
RI� WRXULVP� SURGXFWV� DQG� GHVWLQDWLRQV are required, aiming at long-term success through a 

VXVWDLQDEOH�WRXULVP�GHYHORSPHQW� �
From the marketing point of view, the WRXULVW� is the PDLQ�HOHPHQW�LQ� WKH�WRXULVP�V\VWHP� In this 

context, it is paramount to understand KLV�� KHU� PRWLYDWLRQV� Both SXVK� DQG� SXOO�IDFWRUV are 

considered relevant tourism motivators, as well as the need to HVFDSH or FRPSHQVDWH� IRU� D�
IUXVWUDWLQJ� GDLO\� OLIH�� A series of� physical, cultural or social motivators have been identified. 

0DVORZ¶V�KLHUDUFK\�RI�QHHGV�and�H[SHFWDQF\�WKHRU\ were borrowed to explain leisure travel, while 

others suggest the “ TXHVW� IRU� DXWKHQWLFLW\”  or “ IRU� D� FHQWHU”  as major driving force. Specific 
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motivational patterns may suggest WRXULVW�UROH�RU�H[SHULHQFH�W\SRORJLHV, revealing a preference for 

IDPLOLDULW\� YHUVXV� QRYHOW\�� DURXVDO� YHUVXV� WUDQTXLOLW\� and VWUXFWXUH� YHUVXV� LQGHSHQGHQFH��
Motivations and tourist roles may be subject to change due to a YDOXH�VKLIW in society or along a 

person’ s WUDYHOHU�FDUHHU.  
Tourist behavior is further influenced by diverse personal, social and situational variables, which 

may be represented in a model showing causal flow and moderating effects. Despite some 

limitations :RRGVLGH�	�/\VRQVNL¶V�PRGHO�RI� WUDYHOHU�GHVWLQDWLRQ� FKRLFH (1989) was selected to 

represent the flow from internal (tourist) and external (destination/ industry) variables over 

information processing/ image formation towards destination choice. 

7RXULVW� QHHGV� DQG� PDUNHWV are becoming increasingly GLYHUVLILHG and require correspondingly 

diversified and specialized offerings. Many “ new tourist interests”  may be satisfied by rural 

tourism. Some trends in demand are very complex and interact with others. There are contradictory 

evolutions visible, too, so that careful planning and management is needed to equilibrate 

converging and contrasting needs and desires, at a time when markets simultaneously become more 

competitive, price and quality conscious. Finally, tragic incidents like the 11th of September 2001 

terrorist attacks are hardly to foresee but affect the tourism industry dramatically, since particularly 

tourism requires some economic, political and social stability and well-being to develop. Still, the 

increasingly relevant role of leisure and tourism in the economically more developed societies 

contributes to the realistic perspective of this industry’ s continuous growth, albeit the momentarily 

negative background conditions. 

The outstanding role of tourism in society justifies the research effort undertaken to understand the 

phenomenon, its driving forces, evolution and impacts. From the destination’ s point of view, this 

understanding is paramount for correctly defining the strategy of tourism development, optimize 

tourist attraction and satisfaction as well as management of tourist flows. Especially in the context 

of UXUDO�FRPPXQLWLHV, this capacity is highly needed, as the geographical, environmental, economic 

and socio-cultural background suggests a FDUHIXOO\�LQWHJUDWHG�DQG�VXVWDLQDEOH�DSSURDFK���
Specific needs and behaviors can be found in the domain of rural tourism and have led to a variety 

of possible rural tourism realities in different destinations. This specific tourism form will be 

analyzed in further detail in the following chapter. 

 



CHAPTER 3. RURAL TOURISM 

 34 

&KDSWHU����5XUDO�7RXULVP�

“5XUDO� WRXULVP”  or “ WRXULVP� LQ�UXUDO�DUHDV”  is the focus of this chapter, discussing its particular 

features and how to define it and distinguish it from other tourism forms. In addition its social, 

environmental and economic impacts, as well as the particular market for rural tourism and its 

evolution, especially in Europe, will be presented. 

The concepts “ WRXULVP�LQ�UXUDO�DUHDV”  and “ UXUDO�WRXULVP”  may be defined as related to a particular 

W\SH� RI� ORGJLQJ� XQLW� WRXULVP� ZLWK� D� IDUP�EDVLV or IDUP�FRQQHFWLRQ, WRXULVP� ZLWK� D� FHUWDLQ�
SXUSRVH�DQG�VSHFLILF�IHDWXUHV or as�DQ\ WRXULVP�WDNLQJ�SODFH�LQ�WKH�FRXQWU\VLGH.  

The first mentioned definition is seriously limited. Despite of the importance of accommodation as 

a pre-condition for tourism, lodging units are not typically the (only) attraction of this type of 

tourism. Furthermore, the focus on a certain type of lodging unit neglects the role of other 

commercial and non-commercial accommodation existing in the countryside. The fact that 

“ WRXULVP�LQ�UXUDO�DUHDV”  is nowadays associated with a specific accommodation form in Portugal is 

an example of a sub-product standing for a product. This may be the result of the government’ s 

focus on this sub-product by creating specific legislation, funding programs and statistics for it. 

Further, the image associated with this sub-product, linked to “ KLJK� TXDOLW\�� VRSKLVWLFDWLRQ��
DULVWRFUDF\��EHDXWLIXO�PDQRU�KRXVHV��SHUVRQDOL]HG�VHUYLFH��DUFKLWHFWRQLF�KHULWDJH�DQG�XSSHU�FODVV”  

and patronage by opinion leaders has helped make it stand out from the rest. 

That rural tourism is more than a particular form of accommodation, has been expressed by /DQH 
(1988: 62, as cited by *URRPH��1993) in the following lines:  

³:KDW�DUH�WKH�IHDWXUHV�ZKLFK�UXUDO�WRXULVP�PXVW�SRVVHVV�WR�EH�WUXO\�UXUDO"�6PDOOQHVV�RI�VFDOH�
LV� DQ� REYLRXV� SDUDPHWHU�� &ORVHQHVV� WR� QDWXUH�� DEVHQFH� RI� FURZGV�� TXLHWQHVV� DQG� D� QRQ�
PHFKDQL]HG� HQYLURQPHQW� DUH� FOHDU� QHFHVVLWLHV�� 3HUVRQDO� FRQWDFW�� WKH� DQWLWKHVLV� RI� XUEDQ�
DQRQ\PLW\� PXVW� EH� LPSRUWDQW�� $� VHQVH� RI� FRQWLQXLW\� DQG� VWDELOLW\�� RI� ORQJ� OLYLQJ� KLVWRU\� LV�
DQRWKHU�FRQWHQGHU�IRU�LQFOXVLRQ��7KH�SRVVLELOLW\�RI�JHWWLQJ�WR�NQRZ�DQ�DUHD�DQG�LWV�SHRSOH�ZHOO�
LV� D� VSHFLDO� TXDOLW\� RI� WKH� UXUDO� HQYLURQPHQW�� $QG� IRU� DQ\� UXUDO� FRPPXQLW\�� UHWHQWLRQ� RI�
LQGLYLGXDO� LGHQWLW\� LV� LPSRUWDQW� DV� DOVR� LV� ORFDO� FRQWURO� E\�PDQRU� KRXVH�� IDUP�� EXVLQHVV� RU�
ORFDO�FRXQFLO�´��

The (XURSHDQ�&RPPXQLW\ has adopted the term “ UXUDO� WRXULVP´ for DOO� WRXULVW�DFWLYLWLHV� WDNLQJ�
SODFH�LQ�UXUDO�DUHDV (.HDQH, 1992)��This is conceptually “ broader”  than Lane’ s definition.  

According to (85267$7�(1998: 28), rural tourism should not be viewed as an exclusive tourism 

form, in opposition to other segments of the tourist market, as for example cultural, health or 

business tourism. This organism defines rural tourism as the “ WRWDOLW\� RI� DFWLYLWLHV� RI� LQGLYLGXDOV�
ZKR�WUDYHO�WR�UXUDO�DUHDV��LQ�D�QRQ�PDVVLILHG�IRUP�´��thereby relating to the destination area and 

the quantity of tourist flows, although not exactly determining a limit. (85267$7 (1998: 28) 

suggests a definition of DUHDV�IRU�UXUDO�WRXULVP.  These should depend on the criteria “ SRSXODWLRQ�
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GLPHQVLRQ�DQG�GHQVLW\´ and “ VXSSO\�RI�WRXULVW�DFFRPPRGDWLRQ´. It is generally acknowledged that 

UXUDO�WRXULVP lacks a consensual definition (3DJH�	�*HW], 1997: 3). But a prior definition of the 

term “ UXUDO�DUHD” , referring to the physical and human environment in which this tourism form 

takes place, is needed for most conceptual approaches. 

&KDSWHU������5XUDO�$UHDV�

People usually associate the term “ UXUDO”  with DJULFXOWXUH and often define it LQ� FRQWUDVW� WR 

³XUEDQ´� (FRQRPLF�� VRFLDO, FXOWXUDO� DQG� HQYLURQPHQWDO� GLIIHUHQFHV are referred to, VSHFLILF�
IXQFWLRQV are attributed, SRSXODWLRQ� GHQVLWLHV are confronted, as well as the FRQFHQWUDWLRQ� RI�
FHUWDLQ�DFWLYLWLHV and IDFLOLWLHV��LQIUDVWUXFWXUHV��ODQG�XVH�SDWWHUQV and�GLVWDQFH�IURP�ODUJHU�WRZQV��
In the Portuguese legislation about rural tourist accommodation, rural areas were identified as 

“ areas with a traditional and significant relation to agriculture or a clearly rural environment and 

landscape”  (Decreto Lei nº 169/97). Still, this definition remains vague as to what is meant by a 

“ significant relation to agriculture”  or “ clearly rural” .  

An often used and most RSHUDWLRQDO definition of “ rural areas”  focuses on SRSXODWLRQ� GHQVLW\. 

However, there is no general agreement on the critical population threshold discriminating between 

“ urban”  and “ rural”  (*HW]�	�3DJH, 1997: 4). For example the�2(&'�(1994) defined as “ UXUDO´�DW�
WKH� ORFDO� OHYHO any area with a population density of fewer than ����LQKDELWDQWV��NPf  and at the 

UHJLRQDO�OHYHO as: 

a) HVVHQWLDOO\�UXUDO, a region with PRUH�WKDQ�����UXUDO�WHUUDLQ (at local level, as defined above) 

b) VHQVLWLYHO\�UXUDO, a region with�EHWZHHQ�����DQG���� rural terrain and as 

c) HVVHQWLDOO\�XUEDQL]HG, a region with�OHVV�WKDQ���� rural terrain 

Even if easy to apply, this purely quantitative classification neglects important qualitative features 

of rural areas31. Other features and functions of the rural space must be present, which increases 

classification difficulties. Some authors prefer the idea of a ³UXUDO���XUEDQ�FRQWLQXXP” . Instead of 

trying to perfectly outline categories of spaces, this thesis is limited to the discussion of basic 

characteristics, commonly associated with rural space, in an attempt to achieve a better 

understanding of its nature, functioning and attractiveness as a tourist destination. In this context, 

criteria like ODQG�XVH�and VRFLDO�FRPPXQLW\�VWUXFWXUH must be considered. 

The traditionally primary distinctive feature of rural areas, DJULFXOWXUH�� is going through a PDMRU�
FULVLV in many countries. This occurs especially in regions, which cannot compete with large and 

productive agricultural businesses, characterized by intensification and specialization of farming. 

                                                           
31 For example, an industrial area with a minor residential function or a modern residential area with low 
population density inhabited by city permuters, as well as mass tourist resorts with a low original population 
density, but urban characteristics may be called “ rural”  according to this classification. 
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Rationalization leads further to reduced employment opportunities even in the most competitive 

agricultural areas. As a consequence employment in agriculture almost halved between 1980 and 

1996 from 9.5% to 5% of the working population in the EU states. In Portugal farming 

employment as a proportion of the total fell from 29% to 12% in this period32 ((GPXQGV, 1999). 

Thus, rural areas as well as their relationship with the urban counterpart have been subject to 

important changes, frequently induced by economic development.  

According to %DGRXLQ�(1982) rural areas were marked in the beginning by an ³DJUR�KDQGLFUDIW´�
FRPSOH[, in which agriculture played the predominant role, supported by a utilitarian form of 

handicraft that served the agricultural produce and the needs of the rural population. This rural area 

can be thought of as a closed, integrated, auto-sufficient system. A second phase (XIXth up to the 

mid XXth century) was marked by a “ VSHFLDOL]DWLRQ�RI�DJULFXOWXUH”  due to mechanization, which 

made XWLOLWDULDQ� KDQGLFUDIW superfluous and implied an increased dependency on urban, 

industrialized regions for machines and fertilizers. Finally, when technological progress made 

distance secondary, there were increasingly diverse economic activities introduced into rural areas, 

which had no link to agriculture. This evolution responds to the decline of agriculture as a 

profitable economic activity, especially in less productive areas in Europe, which also receive 

financial incentives from the EC to give up agriculture, according to the new “&RPPXQLW\¶V�
$JULFXOWXUDO�3ROLF\” 33. The developing open system reflects more the globalization of markets than 

spatial integration and weakens the traditionally predominant role of agriculture in rural areas. Still, 

the continuity of agriculture in the regional economic base as well as its expression in spatial 

extension and landscape, in cultural heritage, traditions and life-style are major references of 

“ UXUDOLW\” � The decline of profitability of agriculture leads not always to its abandonment, but 

frequently to SDUW�WLPH� IDUPLQJ and IDUP� GLYHUVLILFDWLRQ, which may also be in the field of 

tourism34. Apart from the HFRQRPLF��SURGXFWLYH�IXQFWLRQ of rural areas, one must consider further 

their VRFLDO��FXOWXUDO��SROLWLFDO�DQG�ELRORJLFDO��HFRORJLFDO�IXQFWLRQV��
�
                                                           
32 Other examples are Italy, with a reduction from 20% to 7%, Greece from 40% to 20%, Germany from 9% 
to 3% and the UK from 2.4% to 2%. Eastern Europe shows an opposite trend, though ((GPXQGV, 1999). 
33 “ 7KH� UHODWLYHO\� RSHQ� HQGHG� FRPPLWPHQW� WR� VXSSRUW� TXDQWLWLHV� RI� IRRG� SURGXFWLRQ� QRW� UHTXLUHG� E\� WKH�
PDUNHW��ZKLFK�FKDUDFWHUL]HG�&$3�GXULQJ�WKH�����V�DQG�HDUO\�����V�KDV�QRZ�HQGHG�DQG�WKH�&$3�KDV�EHHQ�LQ�
WKH� SURFHVV� RI� UHIRUP� VLQFH� �������� $� YDULHW\� RI� DOWHUQDWLYH� HQWHUSULVHV� DUH� EHLQJ� PRRWHG� IRU� IDUPHUV��
LQFOXGLQJ�IRUHVWU\��DJUR�WRXULVP��VHW�DVLGH�SURSRVDOV��GLUHFW�LQFRPH�DLGV�DQG�VR�RQ�����´�(.HDQH� 1992). 
34 6OHH�(1989) identified the following “ DOWHUQDWLYH�IDUP�HQWHUSULVHV” :  
• WRXULVP�DQG�UHFUHDWLRQ� 
• adding value to conventional products (by marketing and/ or processing); 
• unconventional agricultural enterprises (health, luxury and craft products, as well as ethnic food); 
• ancillary resources (buildings, woodlands and timber, wetlands) and 
• public goods (compensation payments for environment conservation). 
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The VRFLDO�DQG�FXOWXUDO�IXQFWLRQ refers to life in a certain type of community, which is marked by 

“ FOHDU�DQG�XQFRPSOLFDWHG�LQWHUSHUVRQDO�UHODWLRQVKLSV����D�PRUH�SURIRXQG�UHODWLRQ�ZLWK�FXVWRPV�DQG�
WUDGLWLRQ� DQG� WKH� IUHTXHQWO\�PRUH� YLYLG� UHOLJLRXV� FRQVFLRXVQHVV���� )XUWKHU� SURSHUW\�� VWUXFWXUH� RI�
HFRQRPLF� DFWLYLW\� DQG� LQFRPH� SOD\� D� UROH´� (6SDWW� 1975). The rural area’ s social and cultural 

functions are not limited to its inhabitants. Rural areas are often considered a V\PERO�RI�QDWLRQDO�
LGHQWLW\� more resistant to tendencies of modernization and uniformization due to its strong and still 

vivid traditional roots, its physical representations of cultural and natural heritage and their fusion 

in a typical landscape35. They constitute a distinct political reality, representing specific interests, 

typically trying to overcome marginalization through attraction of government investments and 

subsidies, which they seem to depend on more than urban areas.36�Further, visits to the countryside 

are increasingly part of the urban life style, thereby assuming an important UHFUHDWLRQDO�IXQFWLRQ.  

The ELRORJLFDO� RU� HFRORJLFDO� IXQFWLRQ� relates to the fact that rural areas are responsible for the 

conservation of natural heritage, thereby contributing to the endangered ecological balance37. As 

noted before, there is an increasing environmental consciousness in modern society, implying 

changes in life style, economy and politics. This becomes evident in the growing interest in rural 

areas as residential and recreational/ tourist zones. In this context, the IXQFWLRQ� RI� HQYLURQPHQW�
FRQVHUYDWLRQ�DQG�SURWHFWLRQ�by rural communities is increasingly recognized and valued38.  

%DGRXLQ� (1982: 12) stresses the systemic nature of rural areas, marked by the dynamic relation 

between Man and environment, stating that “ WKH�UXUDO�VSDFH�DV�D�IUDPHZRUN�RI�KXPDQ�OLIH�FDQ�EH�
FRQVLGHUHG�D�SURGXFW�RI� FRQVXPSWLRQ�����7KXV�D�FRPSOH[LW\�RI� UHODWLRQVKLSV�RI�D�SDUWLFXODU� W\SH�
HYROYHG� EHWZHHQ� WKH� LQGLYLGXDO� DQG� KLV� HQYLURQPHQW´. This system supports all mentioned 

functions, which are actually interacting and interdependent. In an economic perspective, he refers 

to the FRQVXPSWLYH�IXQFWLRQ of rural areas, apart from the mentioned SURGXFWLYH�IXQFWLRQ. In this 

context he distinguishes between the UHVLGHQWLDO�and the WRXULVW�DQG�UHFUHDWLRQDO� IXQFWLRQV��The 

UHVLGHQWLDO�IXQFWLRQ  not  only  of  originally rural populations but also of urban dwellers moving to  

                                                           
35 e.g. .HOOHU�(1991) characterized rural areas as�´���YLWDO�]RQHV�RI�WUDGLWLRQDO�FXOWXUH���ZKLFK�IXOILOO�LPSRUWDQW�
SROLWLFDO�IXQFWLRQV���VWLOO�RIIHULQJ�D�³SXUH´�ZRUOG��FRQWULEXWLQJ�WR�FXOWXUDO�GLYHUVLW\�DQG�QDWLRQDO�LGHQWLW\´ 
36 'H� &DVWUR (1994) studied asymmetrical regional development, highlighting the Portuguese case. He 
concludes that innovation capacity is the key to development. Its existence is linked to resources (especially 
human and information-based) and conditions (infrastructures, services, etc.), which are geographically 
unequally spread and typically concentrated in urban areas. Nevertheless, he stresses the potential associated 
with a concentration of specialized activities in some non-urban areas, with a strong “ community culture”  
reducing transaction costs, and the opportunities of new technologies (information and communications). 
37 However, even modern agriculture may cause environmental problems, as $OODQVRQ�HW�DO. (1995: 1808) 
point out: “ … WKH�VSUHDG�RI�PRGHUQ�DJULFXOWXUDO�SURGXFWLRQ�WHFKQLTXHV��KDV�OHG��WR�SUREOHPV�RI�SROOXWLRQ�DQG�
GHJUDGDWLRQ� RI� QDWXUDO� KDELWDWV�� DW� WKH� VDPH� WLPH� DV� GHPDQGV�RQ� WKH� FRXQWU\VLGH�DV� D� FRQVXPSWLRQ� VSDFH�
KDYH�LQFUHDVHG�EHFDXVH�RI�ULVLQJ�SURVSHULW\�DQG�WKH�FKDQJLQJ�VRFLDO�FRPSRVLWLRQ�RI�UXUDO�DUHDV�”  
38 For example the EU offers incentives for corresponding activities and some countries or regions already 
pay farmers for conservation services (e.g. in North-Rhine-Westphalia, as cited by 6FKPLGW� 1994). 



CHAPTER 3. RURAL TOURISM 

 38 

the countryside is a consequence of the dissociation between the place of work and place of 

residence as a result of industrialization. It is further associated with the development of individual 

means of transportation and improved access to rural areas. Simultaneously, prohibitive prices of 

urban housing, as well as negative aspects of urban life such as congestion, noise, pollution, 

anonymity, lack of nature, crime, etc. drive people out of the city. Quality of life may also be 

measured in terms of quality of the environment and “ living and moving space”  available. The 

importance of the residential function in rural areas depends on their proximity to urban areas, 

which provide jobs and services, their accessibility and their environmental quality. The 

development of telecommunications should reduce the significance of proximity to cities, so that 

remote rural areas become eligible for the residential function, if attractive in terms of quality of 

life. %U\GHQ�(2000) identifies in this context a demographic renewal of many European rural areas. 

Many reasons for the increased popularity of rural areas for their residential function are also 

responsible for their WRXULVP� DQG� UHFUHDWLRQDO� DSSHDO��Both, recreation and tourism are closely 

linked as they fulfil similar needs. The FRQVXPSWLYH� IXQFWLRQ of the rural space confers it a 

particular HFRQRPLF�YDOXH, linked to VRFLR�FXOWXUDO� ELRORJLFDO�and�FRQVHUYDWLRQLVW�IXQFWLRQV.  
Socio-economic development leads to an increasing RYHUODSSLQJ�RI� UXUDO� DQG�XUEDQ�DUHDV� DQG�
IHDWXUHV, not only in the “ UXUEDQ”  peripheries of densely populated cities. Mutual influences have 

always existed due to migrations taking place between the two spaces. In the past, these were 

typically directed towards the city, whereas they nowadays occur also in the inverse direction 

((GPXQGV, 1999, %U\GHQ, 2000). There is a tendency of XQLIRUPL]DWLRQ�and XUEDQL]DWLRQ of life 

style visible in modern society. This is determined not only by increasing mobility of the 

population, but also by the globalization of economy and respective consumption patterns, as well 

as by the influence of mass media. The complexity and vague limits of the rural space are also 

underlined by behaviorist scientists who consider it a VRFLDO� FRQVWUXFW or “ LQ� WHUPV� RI� KRZ�
RFFXSDQWV� SHUFHLYH� LW´ (3DJH�	�*HW]� 1997: 5). $OODQVRQ� HW� DO� (1995) stress the systemic and 

dynamic nature of the rural space, defining its economy not as a functional entity, but a FRPSOH[�
RSHQ�V\VWHP, the analysis of which requires an interdisciplinary approach, oriented to the study of 

processes and interactions. 

Considering these features and functions of the UXUDO�VSDFH, one may summarize it as a “ FRPSOH[��
VRFLDOO\�FRQVWUXFWHG�DQG�LQGLYLGXDOO\�SHUFHLYHG�V\VWHP�RI�UHODWLRQVKLSV�HYROYLQJ�IURP�D�QXPEHU�
RI� KXPDQ� SURGXFWLYH�� FRQVXPSWLYH� DQG� FRQVHUYDWLRQLVW� DFWLYLWLHV� LQ� D� PDQ�VKDSHG� ODQGVFDSH��
7KLV�ODQGVFDSH�LV�PDUNHG�E\�DJULFXOWXUH��KDV�SDUWLFXODU�VRFLDO��SROLWLFDO��FXOWXUDO��HFRQRPLF�DQG�
ELRORJLFDO��HFRORJLFDO�IXQFWLRQV��DQG�FDQ�EH�LQFUHDVLQJO\�GHILQHG�E\�WKH�LPSDFWV�RI�UHODWHG�XUEDQ�
VSDFHV�LQ�WKH�FRQWH[W�RI�D�UXUDO�XUEDQ�FRQWLQXXP.” ��
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&KDSWHU������7KH�7RXULVP�)XQFWLRQ�RI�5XUDO�$UHDV�

The 2(&' (1994) stressed the following factors as positively influencing rural tourism demand: 

• JURZLQJ�OHYHO�RI�HGXFDWLRQ 

• JURZLQJ�LQWHUHVW�LQ�KHULWDJH�
• LQFUHDVH�RI�OHLVXUH�WLPH�DYDLODEOH�
• LPSURYHPHQW�RI�WUDQVSRUW�DQG�LQIUDVWUXFWXUHV�
• LQFUHDVHG�KHDOWK�DQG�HQYLURQPHQW�FRQVFLRXVQHVV�
• VHDUFK�RI�SHDFH�DQG�FDOP�
• LQFUHDVLQJ�LQWHUHVW�LQ�RXWGRRU�UHFUHDWLRQ��VSRUWV�DQG�DGYHQWXUH�

This is confirmed by a recent report by the (XURSHDQ�&RPPLVVLRQ (1999: 18), which points at a 

change in the market of rural tourism, “ZLWK�VKRUWHU�VWD\V��D�JUHDWHU�LQWHUHVW�LQ�KHDOWK�DQG�DFWLYLW\�
KROLGD\V� DQG� PRUH� FRQFHUQ� IRU� WKH� HQYLURQPHQW�� 7KHUH� LV� RQJRLQJ� GHPDQG� IRU� DOO� NLQGV� RI�
DFFRPPRGDWLRQ��EXW�LQFUHDVLQJ�FRQVFLRXVQHVV�RI�VWDQGDUGV�ZLWKLQ�HDFK�VHFWRU�´��
The PRWLYHV that drive people to the countryside are a reflection of these and other general trends of 

tourist motivation. The attractiveness of rural areas for tourism and recreation is first related to the 

LPDJH�RI�³UXUDOLW\” . This is closely linked with the� WUDGLWLRQDO�and DXWKHQWLF� standing for some 

romantic idea of “ the good old days” , pure and simple lifestyle, intact nature and perfect integration 

of Man in his natural environment. It is interesting that these lifestyle ideals also attract migrants 

from urban areas, who subsequently offer rural tourism on a small scale (*HW]�	�&DUOVHQ, 2000). 

Thus, “ QRVWDOJLD� RI� WKH� RULJLQV´� the need for recuperation of the lost link with nature and the 

“ EDVLFV”  of life, in an increasingly complex and complicated surrounding, constitutes an important 

attraction of rural areas. This attraction is principally to those areas, which seem to maintain these 

basic features39, due to underdevelopment and marginalization. The consequent paradoxes 

associated with potential VWDJHG�DXWKHQWLFLW\ (0DF&DQQHOO, 1973) and the potential destruction of 

original attractions through attraction of and catering to tourist masses are obvious.  

Another motivation is linked to UHFUHDWLRQDO�DFWLYLWLHV��which require ODUJH�RSHQ� VSDFHV and are 

QDWXUH�EDVHG. Also the need of FORVHQHVV�WR�QDWXUH for KHDOWK reasons and furthering SV\FKRORJLFDO�
EDODQFH is an important driving force for urban populations visiting the countryside. In this context 

the DHVWKHWLF�YDOXH�RI�ODQGVFDSH as an attraction must be stressed (%XUWRQ, 1995). Last, the interest 

in GLVFRYHULQJ�VRPHWKLQJ�QHZ, in respect to rural life and nature, as well as by experimenting with 

new, exiting activities, may drive people to visit rural areas. An increased level of education and 

                                                           
39&ODU\ (1993) asks in this context “ZKDW�KDV�KDSSHQHG�WR�WKLV�³UXUDO�FXOWXUH´��UHSUHVHQWHG�E\�WKH�UHVLGHQWV�
RI�UXUDO�DUHDV�DQG�ZKLFK�ZH�RIIHU�WRGD\�WR�WKH�XUEDQ�SRSXODWLRQ�DV�D�PLUDFXORXV�VROXWLRQ�WR�DOO�HYLO"�,VQ¶W�LW�
PRUH�YLYLG�LQ�WKH�PHPRU\�RI�WKHVH�VDPH�XUEDQ�SHRSOH�WKDQ�LQ�WKH�GDLO\�OLIH�RI�WKH�UHVLGHQWV�RI�UXUDO�DUHDV��WRR�
PXFK�ZRUULHG�ZLWK�WKHLU�IXWXUH"´�(free translation from the French original) 
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information available nourishes all these motives. Finally, there is a general trend towards 

“ widening horizons”  and diversifying holiday practices.  

These motives are responded to by a variety of resources, such as nature, history, cultural 

manifestations, special facilities etc, resulting in different tourism forms and products. 

Classifications of these tourism forms and products are useful in order to describe and understand 

the different manifestations of tourism in rural areas. Classifications already mentioned for tourism 

in general could be used, but a more specific approach might be adequate. 

%HUJHU (1975), for example, distinguishes four forms of tourism in rural areas, according to the 

length of stay, the nature of involvement in community life and the corresponding impacts: 

1.  “ SDVVLQJ�E\” , on the route towards other destinations or “ RQ�D�FLUFXLW” , not spending much 
time at each site. Attractive landscape and points of special interest determine the privileged 
route. The economic impacts of this form of tourism are limited40. The commercial/ retailing 
sector is supposed to profit most. There is some potential for a “ KLJKHU�LPSDFW�WRXULVP” , as the 
problem is not to attract tourists in the first place, but to convince them to stay longer41. 

2. ³IDPLO\�WRXULVP´ g f , as a movement “ UHWXUQLQJ�WR�WKH�YLOODJH�RI�RULJLQ”  of those who left for 
the city. Berger includes in this group those returning at retirement age, which is debatable. 

3. ³UHVLGHQWLDO� WRXULVP´� i.e. prolonged seasonal visits based on tourism infrastructures, as 
well as secondary homes. This may result in substantial socio-economic impacts, requiring 
new activities linked to leisure and others related to serving a larger population base43. 

4. ³PDVV� WRXULVP” ,�attracting a large concentration of tourists especially in certain seasons, 
typically linked to the practice of certain sports (e.g. ski resorts) or the existence of specific 
infrastructures requiring a high usage rate to guarantee profitability. Usually this tourism form 
leads to new urban structures, whereas references to the original rural area tend to disappear. 

Despite being useful for describing visible manifestations of tourism in rural areas, such as tourist 

flows and tourism supply, this classification is far from complete, not including individual and 

independently organized tourist movements to the countryside, which are nowadays predominant in 

many rural tourist destinations. Further, it does neither (except for the so-called “ family tourism” ) 

take into account the underlying motives of rural tourists nor the corresponding activities 

undertaken. This is done to a larger extent by the following approaches. 

                                                           
40 This obviously depends on the site, the popularity and usage rate of the route and the facilities existing “ HQ�
URXWH´� A site specializing on “ WUDQVLW�WRXULVWV”  may yield higher returns than a traditional destination. 
41 This potential of transit regions should not be overestimated. There are areas deliberately chosen for their 
attractiveness and others simply for the quickest access to the main destination. That is, some trips may 
already be included in the enjoyable part of the tourist experience, whereas others may be just undertaken to 
overcome the obstacle of distance.  
42 The denomination of this category may be misleading, as the term “ IDPLO\�WRXULVP´ may be generally used 
associated with a family taking a holiday and not with rural migrants retiring in their home village.  
43Studies in France showed that the reduction of permanent population in some rural communities was 
compensated by an increase in ‘temporary’  (tourist) population causing an increase of 10% of the ‘theoretical 
annual population’ , calculated as: ‘permanent population + tourist nights/ 365’  (%HUJHU� 1975). 
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According to &ODU\ (1993), “ WKH� GLYHUVLW\� RI� HTXLSPHQW� DQG� SUDFWLFHV� RI� WRXULVP� LQ� UXUDO�
HQYLURQPHQWV�HYROYHV�IURP�D�SURIXVLRQ�RI�LQLWLDWLYHV�����IRU�EHVW�DGDSWLQJ�VXSSO\�WR�GHPDQG����7KHUH�
LV��IRUWXQDWHO\��QR�PRGHO�����:H�VXJJHVW�VLPSO\�WR�UHFRJQL]H�VRPH�PDMRU�W\SHV��RI�WRXULVP�LQ�UXUDO�
HQYLURQPHQW���WKHLU�VSHFLILF�IXQFWLRQLQJ�DQG�VRFLR�VSDWLDO�LPSOLFDWLRQV´�(&ODU\,�1993: 285).�This 

author implicitly proposes the following classification of rural tourism products: 

1. ,QWHJUDWHG�3URGXFWV hih ��theme parks, clubs, delineated leisure areas�(e.g. hunting zones) 

2. 3URGXFWV�RI� WKH�8UEDQ�3HULSKHU\�� “ OHLVXUH�VXEXUEV” , “ QDWXUH�DQG�GLVFRYHU\”  products, 
“ VSRUWV��UHOD[DWLRQ”  products 

3. 6SRUWV� DQG� 1DWXUH� 3URGXFWV: hunting and fishing, walking and hiking, water-based 
tourism, nature parks 

4. &XOWXUH�DQG�7UDGLWLRQ�3URGXFWV: heritage, museums, festivals, tourist participation  

The distinction of the XUEDQ� SHULSKHU\ is significant in so far as different leisure and tourism 

practices are not only dependent on natural and cultural resources present and man-made 

attractions and facilities, but also on the proximity of urban areas. Thus, the FORVHU�D�FLW\� the more 

important the UHFUHDWLRQDO�IXQFWLRQ of this “ UXUEDQ�]RQH”  for city dwellers, who increasingly PRYH�
WKHLU� UHVLGHQFHV to the periphery. This implies a closer relation with and a more VLJQLILFDQW�
LQIOXHQFH�RI�WKH�XUEDQ�VSDFH. On the other hand, the PRUH�GLVWDQW the rural area, the weaker the 

urban influence, the less important the recreational and the more important the tourism function. 

.HDQH� (1992) broadly distinguishes between ³DJUL�WRXULVP´, which is farm-based, ³UXUDO�
WRXULVP´, referring to all other forms of tourism taking place in rural areas, and finally ³UXUDO�
FRPPXQLW\� WRXULVP´��where tourism development takes place in an integrated and co-ordinated 

manner at the local level. .HDQH defends the latter as the most appropriate in order to maximize 

benefits for long-term local development. Some definitions of UXUDO� WRXULVP are based on the 

percentage of tourism revenue that benefits the rural community ((GPXQGV, 1999).   

&DODWUDYD�	�$YLOpV (1993) distinguish between “ WRXULVP� LQ� UXUDO� DUHDV” , corresponding to all 

tourism taking place in rural areas, and “ UXUDO�WRXULVP” . The latter includes rural culture as part of 

the product and is characterized by personalized contact, integration in the physical and human 

rural environment and participation in the community’ s way of life. A similar definition was given 

by the /($'(5� (XURSHDQ� 2EVHUYDWRU\ (1997), demanding rural tourism to provide 

“ SHUVRQDOL]HG� FRQWDFW�� D� WDVWH� RI� WKH� SK\VLFDO� DQG� KXPDQ� HQYLURQPHQW� RI� WKH� FRXQWU\VLGH� DQG�
RSSRUWXQLWLHV� WR� SDUWLFLSDWH� LQ� WKH� DFWLYLWLHV�� WUDGLWLRQV� DQG� OLIHVW\OHV� RI� ORFDO� SHRSOH�´�
Correspondingly, the most typical rural tourism product would be ³DJUR�WRXULVP” , but also other 

                                                           
44 The author understands by “ LQWHJUDWHG�SURGXFWV” , products that integrate all resources necessary for the 
tourism experience, i.e. relatively “ auto-sufficient”  tourism products. Some authors discuss whether these 
forms of tourism, with no references to its rural area of implantation, can be considered “ rural tourism” . 
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non-farm-based products should be considered UXUDO� WRXULVP, as long as there is a connection to 

UXUDO�FRPPXQLW\�OLIH���
According to Lane (1994) rural tourism should ideally fulfill the following criteria:  

1. be located in rural areas;  

2. be functionally rural (based on the rural world’ s special features, such as open space, 
natural resources and traditional practices);  

3. be rural in scale (small scale);  

4. be traditional in character, organically and slowly growing and controlled by local people. 

%XUWRQ (1995) suggests that rural tourism may be classified according to: 

����W\SH�RI�DFWLYLW\��health, sport, adventure, travelling, participating in rural life 

����W\SH�RI�UXUDO�UHVRXUFH��nature and landscape features 

����W\SH�RI�WRXULVW���“ VXQOXVWHUV”  demanding urban style resorts, “ WRXUHUV”  and ³SDUWLFLSDQWV�LQ�
UXUDO�OLIH” , requiring quality of landscape, peace and quiet, lack of commerce 

����W\SH�DQG�ORFDWLRQ�RI�DFFRPPRGDWLRQ� service centres, close to natural resources, dispersed 
lodging, self-catering and farms45 

����VL]H�RI�PDUNHW��UHOLDQFH�RQ�WRXU�RSHUDWRU� mass, group, individual  

Linked with the last criterion is the FRPPHUFLDOL]DWLRQ�RI�UXUDO�WRXULVP�SURGXFWV, i.e. the way in 

which they are presented and sold to the market. In this context, the /($'(5�ZRUN�JURXS�RQ�
UXUDO�WRXULVP (1994) distinguishes two SURGXFW�FRQFHSWV��

1. ³IOH[LEOH´�SURGXFWV��³j�OD�FDUWH” , more personalized and sold GLUHFWO\�WR�QHDU�E\�PDUNHWV 
2. �VWUXFWXUHG�SURGXFWV, typically focusing on a WKHPH�and commercialized via WRXU�RSHUDWRUV 

$QDO\]LQJ����UXUDO�WRXULVP�SURMHFWV�WKH�/($'(5�ZRUN�JURXS�LGHQWLILHG�WKH�product types��
1. ³FODVVLF´�� JHQHUDOLVW� SURGXFWV, based on a strong image of the destination, being easily 

marketable by tour operators 

2. VSHFLDOLVW�SURGXFWV, requiring an attractive potential for certain thematic holidays and being 
marketable precisely to target segments, possibly through specialized tour operators 

3. ³VKRUW�EUHDN´�SURGXFWV, directed at an individual clientele with a selection of recreation 
activities and other resources “ j�OD�FDUWH” , usually sold directly to near-by markets  

These types may be included in the above-mentioned SURGXFW� FRQFHSWV� further distinguishing 

between more or less specialized structured products. Limiting flexible products only to “ QHDU�E\´�
and�³VKRUW�EUHDN�PDUNHWV´ is questionable, because there is also a trend towards flexibilization and 

individualization in products offered by tour operators (e.g. “ IO\�	�GULYH” ). 

                                                           
45 (8527(5 (1993) distinguished bed and breakfast, rural hotels, rural camping sites and holiday villages. 
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One may also distinguish W\SHV�RI�UXUDO�WRXULVW�GHVWLQDWLRQV ((XURSHDQ�&RPPLVVLRQ� 1999: 16): 

• traditional, popular destinations near urban areas receiving a high proportion of day visitors 

• traditional holiday areas with significant quantity of visitor accommodation and 
infrastructure 

• protected areas seeking to integrate tourism, the environment and local economy 

• rural areas characterized by small historic towns and villages and a rich historic and 
cultural heritage interspersed in the countryside 

• remote areas with appeal based on wildlife and wilderness 

• rich agricultural areas where farming provides much of the visitor appeal 

• areas close to the sea, wishing to develop tourism in inland locations 

• mountain or forest locations 

According to the mentioned report, these rural destinations should attempt to cater to specific 

market segments, such as day-trip visitors, short-break holidaymakers, families, senior citizens, 

visitors with special interests (cycling, walking, gastronomy, local heritage etc.), people with 

disabilities and other groups ((XURSHDQ�&RPPLVVLRQ� 1999: 17).  

Some authors focus on DJULFXOWXUH�DV�D�EDVLV�RI�³UXUDO�WRXULVP” . Thus, /HLWH (1990) defends that 

“ UXUDO� VSDFH�PHDQV� DOVR� DQG� SULQFLSDOO\�� DJULFXOWXUH� DQG� IDUPHUV´. He concludes that ³DJUR�
WRXULVP� �LV� WKH� IRUP� RI� UXUDO� WRXULVP� ZKLFK�� EHVW� LGHQWLILHV� ZLWK� WKH� DJUDULDQ� YRFDWLRQ� RI� WKH�
FRXQWU\VLGH�´� &DYDFR� (1995) describes the term “ UXUDO� WRXULVP”  as referring “ H[FOXVLYHO\� WR�
IDUPLQJ� FRXQWU\� «HLWKHU� WRGD\� RU� LQ� WKH� UHFHQW� SDVW���� �EHLQJ�� VXIILFLHQWO\� GLVWDQW� IURP� WKH�
FRDVWOLQH� IRU� LWV� HFRQRPLF�� VRFLDO� ODQGVFDSH� DQG� IXQFWLRQDO� G\QDPLFV���� UHPRYHG� IURP� FLWLHV����
W\SLFDOO\�LQODQG�KLOO\�UHJLRQV�ZLWK�GLIIHUHQW�VRUWV�RI�ODQGVFDSH��ZLWK�PRVWO\�SHDVDQW�W\SH�HFRQRPLHV�
DQG�VRFLHWLHV��DQG�D�ZHDOWK�RI�KLVWRU\�DQG�FXOWXUDO�WUDGLWLRQV������LQFOXGLQJ��IDUPODQG�LQWHJUDWHG�LQ�
QDWXUDO�SDUNV�DQG�UHVHUYHV�´ 

However worthy the aspiration for authentic, traditional, agriculturally shaped and community-

based rural tourism products may be, “ WKH��DFWXDO��QDWXUH�RI��UXUDO��WRXULVP�LV�GLFWDWHG�E\�WKH�W\SH�
RI� ORFDWLRQ�� UHVRXUFH� DQG� PDUNHW´ ((XURSHDQ� &RPPLVVLRQ� 1999: 15). As the rural space is 

marked by strong urbanizing tendencies, also the identification of clearly “ UXUDO”  tourism forms 

becomes increasingly difficult, if not impossible. That is, also in this context, one may rather 

distinguish degrees on a continuum, which further depend on the specificity of each country and 

community’ s development. The mentioned 2(&' report (1994) highlights contrasting features 

between urban /resort tourism and rural tourism, which mark the extremes on this continuum:  
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7\SLFDO�FKDUDFWHULVWLFV�RI�XUEDQ��UHVRUW�WRXULVP� 7\SLFDO�FKDUDFWHULVWLFV�RI�UXUDO�WRXULVP�
Settlements of over 10.000 inhabitants Settlements of under 10.000 inhabitants 

Built environment Natural environment 

Infrastructure intensive Weak infrastructure  

Strong entertainment/ retail base Strong individual activity base 

Large establishments Small establishments 

Nationally/ internationally owned firms Locally owned businesses 

Tourism interest self supporting Tourism supports other interests 

Workers may live far from workplace Workers often live close to workplace 

Rarely influenced by seasonal factors46 Often influenced by seasonal factors 

Guest relationships anonymous Guest relationships personal 

Professional management Amateur management 

Development/ growth ethic Conservation/ limited growth ethic 

7DEOH����&RQWUDVWLQJ�IHDWXUHV�GLVWLQJXLVKLQJ�EHWZHHQ�XUEDQ��UHVRUW�DQG�UXUDO�WRXULVP�
Source: 2(&' (1994) 

One may conclude that there is no universally accepted definition of rural tourism. Many forms of 

tourism take place in rural areas, although some authors do QRW�LQFOXGH all in the concept of “ UXUDO�
WRXULVP” , such as DXWRQRPRXV�UHVRUWV�ORFDWHG�LQ�WKH�FRXQWU\VLGH or XQWRXFKHG�ZLOGHUQHVV�DUHDV�
('HUQRL��1991, cited by %XUWRQ� 1995). These limitations are acceptable because the mentioned 

resorts create urban structures and do not minimally focus on aspects of the rural environment, 

whereas wilderness areas miss the human influence characteristic for a rural environment. There 

are tourism forms, which do not principally concentrate on UXUDO�UHVRXUFHV� but make use of them 

as a FRPSOHPHQWDU\�DWWUDFWLRQ such as spa and some forms of activity tourism. Finally, there are 

tourism forms with a VSHFLDO�IRFXV�RQ�WKH�UXUDO�HQYLURQPHQW DQG�OLIH� such as agro-tourism and 

forms of cultural and nature tourism.  

In this study, DOO�IRUPV�RI�WRXULVP�WDNLQJ�SODFH�LQ�UXUDO�DUHDV�DQG�PLQLPDOO\�DVVRFLDWHG�ZLWK�UXUDO�
IHDWXUHV� LQ� WHUPV� RI� DWWUDFWLRQ�� DFWLYLWLHV� DQG� PHDQLQJIXO� VXUURXQGLQJ� are considered ³UXUDO�
WRXULVP´. This excludes what has been denominated as “ LQWHJUDWHG�SURGXFWV”  by &ODU\ (1993) and 

“ WRXULVP� LQ� XQWRXFKHG� ZLOGHUQHVV� DUHDV” . Some features, such as “ VPDOO� VFDOH�� GLIIXVH� DQG�
SHUVRQDOL]HG”  would typically be associated with this “ UXUDO� WRXULVP´, but also larger scale 

establishments may be included as long as they are not exclusively focused on themselves. Local 

control may be desirable to guarantee an optimal involvement of the population and to enhance 

endogenous development, but it is not considered a condition for the definition of “ UXUDO�WRXULVP” . 

�

                                                           
46 This may rather apply to urban tourism and be not true e.g. for beach or ski tourism resorts. 
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&KDSWHU������7KH�5ROH�RI�7RXULVP�IRU�5XUDO�$UHDV�
A series of potential positive and negative impacts of tourism in rural areas may be identified, as 

discussed in detail for tourism in general by 0DWKLHVRQ�	�:DOO (1982). Tourism is often viewed as 

a GHYHORSPHQW�WRRO� especially for underdeveloped regions, where the lack of “ modern civilization”  

may even function as a factor of attraction.47 Paradoxically this may result in a development that 

undermines this original attraction. The complex positive and negative LPSDFWV�RI�WRXULVP�RQ�UXUDO�
DUHDV differ according to the number and type of tourists, the organization of tourism supply and its 

integration into community development and the stage in the GHVWLQDWLRQ�OLIH�F\FOH. In addition, the 

capacity of organizing, coordinating and controlling the “ industry”  at the local level will determine 

the impact of tourism.48 

%RXTXHW�	�:LQWHU�(1987) published a series of studies on social and cultural impacts of tourism 

on rural areas. These point at political conflicts existing around UXUDO� WRXULVP, the role of the 

family-run structure of production, “ VHQVH�RI�SODFH´�and conflict with cultural traditions, specified 

with a number of case studies. 3DJH�	�*HW]�(1997) concluded from results of several studies on 

the residents’  attitude towards tourism that this tends to be the more positive, the higher the 

perceived tangible benefits and degree of control over tourism development. 

The increased concern about environmental impacts of tourism on fragile rural areas inspired some 

studies about development-intensive tourism forms (mass tourism, theme parks, second homes, 

holiday villages, conference centers etc.) in these areas. This heightened environmental sensibility 

has led to the call for a more sustainable rural tourism development (3DJH�	�*HW], 1997). 

Considering potential economic impacts, the fragmentation of supply, which is generally provided 

by small-scale family enterprises with a lack of business skills, often constitutes an obstacle to a 

professional market organization (*HW]�	�&DUOVHQ, 2000, (&, 1999). There are examples of more 

or less successful rural tourism projects in different countries, as will be shown later. Obviously 

tourism cannot provide the only or most important development tool for all rural areas. However, it 

                                                           
47 *UROOHDX�(1993) states in this context: ³,W�LV��LPSRUWDQW�WKDW�����SURJUHVVHV�DUH�QRW�REWDLQHG�DW�WKH�H[SHQVH�
RI«�WKH�³KDQGLFUDIW´�W\SH�RI�JXHVW�UHFHSWLRQ��3DUDGR[LFDOO\��LWV�LPSHUIHFWLRQV�FRQVWLWXWH�RQH�RI�WKH�LPSRUWDQW�
IHDWXUHV� RI� UXUDO� WRXULVP�� 7KH\� DUH� LWV� VLJQDWXUH�� WUDQTXLOL]H� WKH� FOLHQWHOH�� DSSUR[LPDWLQJ� LW� WR� WKH� VHUYLFH�
GHOLYHUHU�����7KH�UXVWLF�LV�DV�DWWUDFWLYH�LQ�JXHVW�UHFHSWLRQ�DV�LQ����DJUR�DOLPHQWDU\�SURGXFWV����JXDUDQWHHLQJ�WKH�
UHDO�� DXWKHQWLF�� ORFDO� DQG� WUDGLWLRQDO����� ,Q� WHUPV� RI� DFFRPPRGDWLRQ�� FRPIRUW� DQG� �UXUDO�� DWPRVSKHUH� DUH�
VLPXOWDQHRXVO\� GHPDQGHG���� ,W� LV� LQ� WKLV� FRQVWDQW� FRQWUDGLFWLRQ���� ��WKDW� LW� LV� QHFHVVDU\� WR�� ILQG� WKH� GLIILFXOW�
EDODQFH�EHWZHHQ�WKH�YDOXHV�RI�\HVWHUGD\�DQG�WKH�FRQFHUQV�RI� WRGD\����EHWZHHQ�WKH�KRSHV�RI�WKH�FLW\�DQG�WKH�
UHDOLWLHV�RI�WKH�FRXQWU\VLGH´(free translation, our underlining) 
48 .HDQH (1992) stresses the importance of an LQWHJUDWHG� ³FRPPXQLW\� DSSURDFK” , stating that “ WKHUH� DUH�
JRRG� D� SULRU� HFRQRPLF� DUJXPHQWV� DV� ZHOO� DV� HQFRXUDJLQJ� SLHFHV� RI� HPSLULFDO� HYLGHQFH� WR� VXSSRUW� WKLV�
YLHZ���7KH�FRPPXQLW\�PXVW�EH�LQYROYHG�DQG�LW�KDV�WR�WDNH�RQ����WKH�VWUXFWXUHV�DQG�TXDOLWLHV�QHFHVVDU\�WR�IRUP�
DQ�LQIUDVWUXFWXUH�WKDW�LV�VXSSRUWLYH�RI�HQWUHSUHQHXULDO�GHYHORSPHQW�����$�NH\�IHDWXUH�����LV�ORFDO�FR�RUGLQDWLRQ�
OLQNHG�WR�ZLGHU�SURGXFW�DQG�PDUNHWLQJ�VWUXFWXUHV�´�(our underlining) 
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may be an important complementary activity, enhancing the diversification and sustainability of the 

local economic base especially in a period of decline of agriculture in many rural areas. %XVE\�	�
5HQGOH (2000) concluded from a literature review that the role of farm-based tourism has increased 

in some areas, where tourism revenue exceeds that from agriculture, farmers approach tourism 

more professionally and tourists engage in the activity with a “ new”  mentality. However, some 

drawbacks must be considered, as identified by %XWOHU�	�&ODUN� (1992, cited by 3DJH�	�*HW], 

1997): ³LQFRPH� OHDNDJHV�� YRODWLOLW\�� GHFOLQLQJ� PXOWLSOLHUV�� ORZ� SD\�� LPSRUWHG� ODERU� DQG� WKH�
FRQVHUYDWLVP�RI�LQYHVWRUV�´ According to these authors rural tourism development would be least 

appropriate “ZKHQ�WKH�UXUDO�HFRQRP\�LV�DOUHDG\�ZHDN��VLQFH�WRXULVP�ZLOO�FUHDWH�KLJKO\�XQEDODQFHG�
LQFRPH�DQG�HPSOR\PHQW�GLVWULEXWLRQV�´ They defend it to be a “ EHWWHU� VXSSOHPHQW� IRU�D� WKULYLQJ�
DQG�GLYHUVH�HFRQRP\�WKDQ�D�PDLQVWD\�RI�UXUDO�GHYHORSPHQW�´  

The LPSRUWDQFH�RI�UXUDO�WRXULVP�DV�D�SDUW�RI�D�FRXQWU\¶V�RYHUDOO�WRXULVP�PDUNHW depends on rural 

tourism resources, organization and market access, but also on destination image. Thus, frequently 

a country is associated principally with one type of destination and tourism product, such as Austria 

with mountain and rural tourism, Egypt with cultural tourism and the Mediterranean destinations 

(where many include Portugal) with beach tourism. This may be at the expense of other existing 

tourism forms. There may be a potential of diversifying the tourism offering and destination image 

in an attempt to prolong a national product’ s life cycle, to add new value and to become distinctive 

from competition. It may take a long time to create a distinct image for a new tourism form/ 

product, which may eventually become an important alternative to the country’ s main product.  

Even if the importance of rural tourism may be minor in relation to the overall tourism market in 

many countries, its LPSRUWDQFH�IRU�WKH�GHYHORSPHQW�RI�VLQJOH�UXUDO�DUHDV may be outstanding. The 

PXOWLSOLHU�HIIHFW�may be more important in rural areas, where the entire rural lifestyle is in demand. 

Here, demand for local products typically increases, which is not necessarily the case for beach and 

urban destinations, marked by an urban life style and consumption pattern and requiring mass 

products from outside the destination.49 That is why rural tourism, if carefully planned, managed 

and marketed may significantly enhance economic, social and cultural development goals. In this 

context it is of strategic importance to know both the region’ s tourism resource base and the 

potential tourist (3DJH� 	� *HW], 1997). A professional marketing approach, combined with a 

concern about sustainability, is therefore defended as most appropriate for rural tourism 

development (*LOEHUW, 1989, 'ROOL�	�3LQIROG, 1997). 

                                                           
49 3HDUFH (1989: 194-199) refers in this context to “ import leakages” , which have been identified as up to 
half of gross foreign exchange earnings for small Caribbean and Pacific states in the late 70s, being typically 
higher in less developed destinations with a limited economic base. We suggest that on a regional level, also 
in developed countries high leakages may occur, especially if destinations are very concentrated on the 
tourism sector, which is typical for beach destinations. 
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&KDSWHU������5XUDO�7RXULVP�LQ�(XURSH�
According to (GPXQGV (1999), ³(XURSH�OHDGV�WKH�ZRUOG�LQ��WKH��UXUDO�WRXULVP��PDUNHW�«��EHLQJ��
ULFK� LQ� PRQXPHQWV�� YLOODJHV�� KHULWDJH� VLWHV�� KDQGLFUDIWV� DQG� IRONORUH�� DOO� RI� ZKLFK� KDYH� EHHQ�
LQVWUXPHQWDO�LQ�IRUPLQJ�WKH�FXOWXUH�RI�(XURSHDQ�FRXQWULHV�”   

There are a variety of PDQLIHVWDWLRQV�RI�UXUDO� WRXULVP in Europe, as well as numerous different 

definitions of the phenomenon, based on specific social, cultural and economic evolutions. The 

European Community has adopted the global perspective of rural tourism, including all tourism 

activities in a rural area (.HDQH, 1992). This is with the mentioned restrictions (p.44) the working 

definition for this study. For comparative studies, which might be useful to identify trends and 

conditions of success or failure, the differences in defining “ UXUDO� WRXULVP”  are a major problem, 

because they imply different ways of data collection. The concept ³UXUDO´� has also different 

meanings in different countries and according to different scientific and administrative approaches. 

In some countries the term “ UXUDO�DUHDV´ is used to distinguish these areas from towns, the coast 

and mountain areas (Germany, the Netherlands, Belgium, France). In Italy the term may include 

mountain areas, in Ireland and Britain the frequently used synonym “ FRXQWU\VLGH”  is used as 

opposition to towns. Finally in Spain, Portugal and Greece, there is a tendency to equate rural areas 

with those principally used for agriculture ('DYLGVRQ� 1992).  

0RUHLUD (1994) undertook a FRPSDUDWLYH� DQDO\VLV� RI� SROLWLFDO� DQG� OHJDO� IUDPHZRUNV for rural 

tourism in Europe and concluded that these depend on the diverse types of state organization and 

philosophy. In liberal states, like the UK and Germany, principally market forces determine rural 

tourism development. Here, the state limits its intervention on environment and heritage protection 

and few subsidies are available. Broader organization patterns typically depend on private 

associations, and public support is limited to destination marketing and information undertaken by 

regional and local entities. There are other countries with an interventionist state philosophy, where 

rural tourism development depends largely on the state. This is the case of France, Greece, Italy, 

Ireland and Portugal, with strong legislative and planning determinism and considerable financial 

support systems available, which usually aim at the reduction of regional asymmetries.  

Tourism in the countryside has a long history in Europe, where ancient routes had crossed the 

continent for trade reasons, pilgrimage, crusades, or towards health resorts, such as the Roman 

spas. The means of transport available at that time implied slow journeys through rural areas, 

where board and lodging was provided. This was perhaps the first form of rural tourism ('DYLGVRQ� 
1992). Also social fashions, particularly of the most wealthy, played a role. &DYDFR� (1995: 128) 

explains that “ RYHU� WKH� FHQWXULHV�� D� VHULHV� RI�PLJUDWLRQV� KDYH� OHIW� WKHLU� PDUNV� RQ� WRZQ�FRXQWU\�
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UHODWLRQVKLSV�� WKH� ROG� DULVWRFUDWLF� IDPLOLHV�� ZLWK� WKHLU� FRXQWU\� VHDWV�� JUDGXDOO\� EHFDPH� PRUH�
XUEDQL]HG�ZKLOH�WKH�WRZQ�ERXUJHRLVLH�EHJDQ�WR�DFTXLUH�FRXQWU\�HVWDWHV�´ 

Nowadays visits of the countryside are rather linked to urbanization and industrialization, which 

has resulted in large population shifts from rural to urban areas. As part of the family has often 

been left behind, one important motive of rural tourism is to “ visit friends and family” . 

Additionally, there has been a shift of tourist demand away from mass tourism, as offered by beach 

resorts, to more LQGLYLGXDOL]HG�DQG�³DXWKHQWLF´�KROLGD\V, FORVH�WR�QDWXUH��
Rural tourism benefits clearly from these and other already discussed trends (chapter 2.7). Thus, 

tourism authorities estimate that UXUDO� WRXULVP� PDNHV� XS� ������� RI� DOO� WRXULVP� DFWLYLW\ 

((GPXQGV, 1999). The (XUREDURPHWHU� VXUYH\ (1998, cited by (GPXQGV, 1999) reports that an 

DYHUDJH�����RI�(XURSHDQ� WRXULVWV� FKRRVH� WKH�FRXQWU\VLGH�DV�D�KROLGD\�GHVWLQDWLRQ�HYHU\�\HDU� 
The countryside and the mountains have increased in popularity for second holidays or short 

breaks. A study of the Commission of the European Communities shows that the countryside is 

particularly popular as a main tourist destination in the Netherlands (39%), Denmark and Germany 

(both 35%). This was followed by France, the UK and Portugal, attracting 29% of the population 

each ('DYLGVRQ, 1992).  

This popularity of the countryside is linked with DQ�LQFUHDVH�LQ�TXDOLW\�H[SHFWDWLRQV. High levels 

of comfort and service, environmental quality as well as a variety of activities are demanded 

('DYLGVRQ� 1992; (XURSHDQ�&RPPLVVLRQ� 1999). Market studies in several European countries 

have shown that “ WKH�PDUNHW�RI�WRXULVWV�LQ�WKH�FRXQWU\VLGH�FRUUHVSRQGV�HVVHQWLDOO\�WR��D�VHJPHQW�RI��
ZHOO� RII�� HGXFDWHG� FOLHQWV� ZKR� GHPDQG� TXDOLW\� DQG� DUH� ZLOOLQJ� WR� SD\� IRU� LW”  (2(&'� 1994). 

However, there are national differences, with the PLGGOH�FODVV dominating in *HUPDQ\��'HQPDUN�
DQG�,WDO\, the XSSHU�FODVV�in %HOJLXP��6SDLQ��)UDQFH�DQG�,UHODQG, and IDPLOLHV�ZLWK�FKLOGUHQ�in 

*HUPDQ\��%HOJLXP�DQG�'HQPDUN� Furthermore, QDWLRQDO�FOLHQWHOHV are often the most important 

and 1RUWK�6RXWK�WRXULVW�IORZV are visible also in this market ((8527(5, 1993).�
Already in 1993 ORGJLQJ�FDSDFLW\�LQ�%	%�DFFRPPRGDWLRQV accounted for ((8527(5, 1993:17): 

• between 10.000 and 50.000 lodging units in Germany and France,  
• between 5.000 and 10.000 offerings in Italy, 
• between 500 and 5.000 offerings in the UK and Ireland, 
• fewer than 500 lodging units in Belgium, Denmark, Spain, Greece, Luxembourg, the 

Netherlands and Portugal50 

                                                           
50 Nowadays the Portuguese supply exceeds 600 rural lodging units. Unfortunately no more recent 
comparative studies on rural tourism in Europe were available, but the reported numbers from 1993 show the 
different levels of rural tourism development in the European Union, which should not have changed 
substantially in their relative positions. However, considering Europe as a whole, obviously Austria (which 
joined the EU in 1995) and Switzerland should also assume top positions. 
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In )UDQFH� one of the first countries seriously involved in rural tourism, a relatively well-known 

trademark has been developed, which is linked to a nation-wide network organization, called 

“*vWHV�GH�)UDQFH” 51. This exists since 1951 as an initiative of the Ministry of Agriculture providing 

subsidies to farmers who invest in this activity and adhere to the Charta of “*vWHV� GH� )UDQFH”  

(&KDSRQ, 1992, &DYDFR� 1995). The objectives were related to� ³VRFLDO� WRXULVP”  and regional 

development. The project was initially based on ”%HG�DQG�%UHDNIDVW”  (B&B) accommodation in 

seaside resorts and spas offering “ IXUQLVKHG� UXVWLF� DSDUWPHQWV�� ZKLFK� ZHUH� VREHU� EXW�
FOHDQ” (&KDSRQ, 1992). In the meantime, the concept has developed and now offers a diverse range 

of services and tourism products, such as (*vWHV�GH�)UDQFH, 2001):  

• “ 6HOI�FDWHULQJ”  (JvWHV�UXUDOHV), usually traditional independent country houses,  

• “&KLOGUHQ¶V�*vWH´ (JvWH�G¶HQIDQWV), where selected and supervised families look after up 
to 11 children during their school holidays,  

• ³6WRS� *vWHV”  (JvWHV� G¶pWDSH) offering overnight stops to walkers, cyclists and horse 
riders while on tour, 

• “%	%”  (FKDPEUHV�G¶K{WH), in which owners welcome visitors in their homes and help 
them to find out more about the locality, and 

•  “&DPSLQJ�RQ�WKH�IDUP´ (FDPSLQJ�j�OD�IHUPH).  

Further, by 1999 holiday villages and chalets provided a capacity of about 1.573 and 317 beds 

respectively. According to the “5HOHYp�GHV�+pEHUJHPHQWV�1DWLRQDX[” , “ UXUDO�JvWHV´�should account 

for about 42.727 beds, “%	%´ for about 22.320 beds, camping on the farm for about 949 and 

children’ s holiday villages for 361 beds in 1999 ((GPXQGV� 1999). Evolution of rural 

accommodation from 1979 to 1990 (&KDSRQ, 1992) shows that “ VHOI�FDWHULQJ”  is the dominant 

modality, while “%	%”  units have increased substantially. This is still true for the period between 

1995 and 1999, except for “ FDPSLQJ�RQ�WKH�IDUP´ which reduced its capacity ((GPXQGV� 1999). 

Apart from promoting “ JvWHV”  via catalogue, advertising and public relations, the organization 

provides grants and information to members and contributes to a quality guaranty through a 

classification system. It also serves as a tour operator and travel agent creating and 

commercializing holiday products and offers a reservation system. The nation-wide system has 

regional delegations and offices abroad, which guarantee integration. In most regions there are 

“ OHLVXUH�DVVRFLDWLRQV”  which promote and sell the gîtes along with other products such as riding 

schools, trekking, golf, farm inns, castle or manor hire, etc. (3ULWFKDUG� 1986). Still, average 

occupancy rates were only about 40% in 1998 ((GPXQGV, 1999). Additionally, the concept of 

“/RJLV� GH� )UDQFH”  has been developed. This UXUDO� KRWHO� FKDLQ integrates about ����� mainly 

family-run hotels, guaranteeing certain quality standards and promoting its members in a variety of 

                                                           
51 “ Gîte”  is an old French word which means “ shelter”  or “ home”  (&KDSRQ, 1992). 
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ways. Other minor associations are, for example: “0RXOLQV�(WDSHV”  (“ Mills for a Stop-over” ) or 

“&KkWHDX[�HW�'HPHXUHV�GH�7UDGLWLRQ”  (Castles and Traditional Shelters) ((8527(5, 1993).�
The general approach is one of GLYHUVLILFDWLRQ and LQWHJUDWLRQ�of different elements into a broad 

WRXULVP�SURGXFW: accommodation in different lodging facilities, rural restaurants with typical local 

food, activity programs (horse riding, cycling tours, hiking tours, excursions, etc.) and holidays for 

children. According to a study undertaken by CEDERNA, the most typical PDUNHW�VHJPHQWV were 

identified as “ SHRSOH�UHWXUQLQJ�WR�WKHLU�UXUDO�RULJLQV” , “ H[FXUVLRQLVWV” , “ FLW\�GZHOOHUV, visiting the 

countryside in the urban fringe”  and “ the QHZ��HGXFDWHG��ZHOO�RII�UXUDO�WRXULVWV´. The latter were 

described as between�������\HDUV�ROG, “ looking for the�DXWKHQWLF and the GLIIHUHQW”  and as the most 

demanding group (&URVE\�HW�DO�� 1993). The French system is often cited as an exemplary mode of 

organization and promotion of rural tourism. This can be explained by the experience gained with 

this concept in France and its market success. Nevertheless, looking at the negative side of this 

experience &KDSRQ (1992) points out that the system has operated for 35-40 years before proper 

marketing policies, training programs and legal protection were implemented. The system 

encourages individual initiative rather than community development and farmers in the greatest 

need have generally not adhered52. Finally, the original philosophy of VRFLDO�WRXULVP seems to have 

partly changed to an HOLWH�WRXULVP, with VHOI�FDWHULQJ also playing an important role. 

In *HUPDQ\ rural tourism is very much related to IDUP�WRXULVP and has been traditionally viewed 

as a cheap holiday form for families, especially from urban areas. About 8% of German farmers 

were identified as offering tourist accommodation in the early 90s (&DODWUDYD�	�$YLOpV, 1993). In 

1991 there were a total of 20.000 farms offering agro-tourism with approximately 440.000 rooms, 

with close to 40% located in the Southern states Bavaria and Baden-Wuertemberg. Generally, 

mountain and coastal areas stand out as offering most farm accommodation (2SSHUPDQQ, 1997). 

The German lodging units are principally of a small scale, family-run nature or self-catering units 

(2SSHUPDQQ, 1995). A study undertaken in Baden-Wuertemberg showed that tourists were mainly 

interested in a UHOD[LQJ� KROLGD\� H[SHULHQFH� FORVH� WR� QDWXUH�� LQ� D� EHDXWLIXO� ODQGVFDSH and in a 

region, which offers RSSRUWXQLWLHV� IRU� H[FXUVLRQV (2SSHUPDQQ� 1995). Similarly, the 2(&' 

(1994: 15) identified as the German market’ s main motive associated with rural tourism�UHOD[DWLRQ�
LQ� D� SHDFHIXO� DQG� TXLHW� UXUDO� HQYLURQPHQW. Most clients are domestic tourists, with the Dutch 

being the only notable international market ((8527(5, 1993).�In a study by the '/* j9k (1995) an 

increasing  interest  in  this  form  of  tourism  could  be  observed  in Germany, with over a million 

                                                           
52 Only 4% of accommodation was offered by farmers in the early 1990s (&DODWUDYD�	�$YLOpV, 1993). 
53 DLG stands for 'HXWVFKH�/DQGZLUWVFKDIWV�*HVHOOVFKDIW, an association of German farms, some of which 
offering tourist accommodation. DLG promotes this via LQWHUQHW and a catalogue and further provides a 
quality certificate (http://www.landtourismus.de, 2001). 
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guests staying in DLG farms in 1995. The study revealed that LQFUHDVLQJO\�\RXQJHU tourists and 

those who previously had preferred travelling abroad were attracted, as well as foreign tourists 

from neighboring countries. There has been an increasing demand for “ TXDOLW\� IRU�PRQH\”  and 

VSHFLDOW\�KROLGD\V (horse riding and offerings for children). Finally, there is a trend visible for a 

higher demand of�VKRUW�EUHDNV by guests from close urban dwellings.  

$XVWULD is another example of a thoroughly developed rural tourist destination, based primarily on 

IDUP�KROLGD\V�(providing bed & breakfast). According to +XPPHOEUXQQHU�	�0LJOEDXHU�(1994), 

in this country “ DSSUR[LPDWHO\����SHU� FHQW�RI� IDUPV�KDYH�EHHQ� UHFHLYLQJ� WRXULVWV� IRU�QHDUO\�����
\HDUV´��$ERXW�����RI�WKH�$XVWULDQ�WRXULVP�VXSSO\�LV�VLWXDWHG�LQ�WKH�FRXQWU\VLGH (&URVE\�HW�DO�� 
1993). Lodging units are organized in the “%lXHUOLFKHU�*lVWHULQJ”  (farmhouse circles). In this 

scheme each region typically has its own headquarters with promotional activities. Some (e.g. 

Tyrol) further provide a booking service and classification scheme. Agriculture is typically of a 

small dimension and more than a third is located in the mountains. The Austrian authorities 

distinguish as “ professional”  accommodation those units offering at least ten beds. In the early 

1990s there were about 76.300 of these establishments, but 16.5% of the nights spent by tourists in 

Austria were attributed to non-professional units and another 40% to mountain huts and rented 

flats/ houses. It was shown that professionally run units reach 104 days of full occupation a year, 

which is about the double of non-professional units (+DXVHU��1991). The Austrian PDLQ�PDUNHW is 

German but also Dutch, British, French and Scandinavians appreciate this destination. Markets 

differ in terms of booking behavior, motives, interests and holiday organization. There is also a 

major difference between VXPPHU (mountaineer, traditional culture and nature lovers) and ZLQWHU�
WRXULVWV (skiers). Austria’ s main tourist season being winter, farmhouse circles have been creating 

QHZ�SURGXFWV to attract more tourists in summer ('DYLGVRQ� 1992). 

Also 6ZLW]HUODQG has a long-standing tradition of rural tourism with�����RI�WRXULVP�WDNLQJ�SODFH�
LQ� UXUDO� ]RQHV in the Alps, which together with the Mediterranean constitute Europe’ s most 

important vacation region. Here, apart from the typical dispersion of rural accommodation54, there 

are some localities with a relative concentration, principally catering to the mass ski-market. This 

requires large investments in infrastructures that are only feasible, if used by large numbers of 

tourists. In the early 90s there were 64 UHVRUWV�with a capacity of less than 5000 beds, 21 resorts 

with between 5.000 and 12.000 beds and four resorts with between 12.000 and 20.000 beds. These 

resorts are the basis of Swiss tourism. The intermediate terrain is marked by agriculture, where 

there are alternative, small-scale, “ VRIW”  rural tourism products with some difficulties in 

competition. Urbanization of parts of the countryside through large tourist resorts and numerous 

                                                           
54 Most rural accommodation is labeled as “ supplementary” , including holiday apartments, campsites, group 
accommodation and youth hostels ((GPXQGV, 1999). 
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second homes has led to VDWXUDWLRQ in some areas and to the call for landscape conservation in 

order to maintain the original attraction. According to .HOOHU (1991), the optimum level of a tourist 

resort in the countryside would be between 4.000 and 10.000 beds. However��HFRQRPLHV�RI�VFRSH 
with limited investment in infrastructures, carefully integrated with natural and cultural resources 

should be an interesting alternative and would be a response to new market trends and the ancient 

“ TXHVW� IRU� WKH� DXWKHQWLF” . New products are being developed and successfully marketed 

internationally, frequently based on new technologies and direct booking (.HOOHU 1991)55.  

In the�8QLWHG�.LQJGRP�rural tourism is a traditional and very popular domestic tourism form but 

only attracts about 8% of incoming tourists (6KDUSOH\� 1993, (8527(5, 1993). Here, rural 

tourism is based on country houses, as well as farms with “ EHG�	�EUHDNIDVW” . Farm tourism usually 

serves as a complement rather than an alternative to farming (*LOJ� 1985, 6OHH, 1989). Farming still 

occupies more than 70% of England’ s land area, although the total income from farming in 2000 

fell to its lowest level in 25 years (&RXQWU\VLGH�$JHQF\, 2001). In the early 1990s the British 

countryside was estimated to generate about 550.000.000 one-day visits and about 80.000.000 

bednights per year, with a particularly high demand in summer (6KDUSOH\� 1993). According to 

CEDERNA’ s study (&URVE\�HW�DO�� 1993), rural tourism was responsible for ����RI�WRWDO�EHGQLJKWV 
spent in the UK. About ��� of the population YLVLWHG�WKH�FRXQWU\VLGH�DW�OHDVW�RQFH�D�\HDU. As most 

important motives were identified: “ ORRNLQJ� IRU� FDOP” �� “ HVFDSH� IURP� XUEDQ� VWUHVV” �� “ EHDXWLIXO�
ODQGVFDSH”  and�“ VSRUWV�DQG�RXWGRRU�UHFUHDWLRQ” . Most important activities were “ YLVLWLQJ�KLVWRULF�
PRQXPHQWV” ��“ SLFQLFV” ��“ZDONLQJ��KLNLQJ” �DQG�“ YLVLWLQJ�IULHQGV�DQG�IDPLO\” . The most recent report 

of the &RXQWU\VLGH�$JHQF\ (2001) states that the recreational use of the countryside, both tourism 

and day visits, has increased considerably in recent years.�Concretely, between 1993 and 2000 the 

number of tourists grew by 50 percent. This has led to significant economic benefits, with tourism 

contributing more than £12 billion to the country’ s rural economy.  

,UHODQG�is a country with about ����DJULFXOWXUDO�ODQG, where in the mid-60s “ DJUR�WRXULVP”  was 

introduced. By 1966 supply was organized in the “ ,ULVK�)DUP�+ROLGD\�$VVRFLDWLRQ”  which co-

coordinated, promoted and commercialized the Irish offering with quite success. With 690 farms 

offering holiday accommodation in 1966 the supply rose to 2.203 in 1987, albeit representing only 

about 2% of the Irish farmers’  population. Recently rural tourism agents focused on developing 

QHZ�SURGXFWV in order to prolong length of stay in rural areas (packages offering golf, walking/ 

hiking excursions, fishing, cycling, nature excursions, etc.) (&URVE\� HW� DO�� 1993, 2¶'RQQHOO� 
                                                           
55 An interesting example is the project “&\FOLQJ�LQ�6ZLW]HUODQG´, launched in May 1998 with nine national 
and various regional routes. The product is based on a partnership between the &\FOLQJ� LQ� 6ZLW]HUODQG�
)RXQGDWLRQ� 30 public transport companies and 970 hotel and catering establishments. In 1998, 3.3 million 
tourists used the routes and 120.000 undertook cycle tours lasting several days. ((GPXQGV, 1999) 
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1991). Apart from farms, there are 55 rural hotels (0DQRU�+RXVHV��&RDVW�DQG�&RXQWU\�DQG�9LOODJH�
,QQ�+RWHOV), promoted in a separate guide and another about 30.000 “ classic”  hotel rooms in rural 

areas, corresponding to 75% of total hotel supply. Guests come from all over the world, making it 

an important international business ((8527(5, 1993). 

,WDO\� is an example of rural tourism at a Mediterranean destination. Here rural tourism has been 

developed, despite the important competition from cultural and “ VXQ�DQG�EHDFK”  tourism. Since the 

mid-60s this tourism form is well combined with cultural tourism in the Toscana region. In 1965 

the first agricultural association was founded, named $*5,785,67� Non-repayable funds were 

made available for restoring buildings and converting them into tourist accommodation (&DYDFR� 
1995). Later 7HUUD�1RVWUD (1973) and�7XULVPR�9HUGH (1976) were founded, which all associated in 

$QDJULWXU (1980) for joint investigation, promotion and education (0RQWHPDJQR� 	� $UDQFLR� 
1991). The different modes of supply are holidays on farms in the mountains and at the coast, as 

agro-tourism facilities, bed & breakfast or farms with a cultural offering. By 1993, there were about 

10.000 farmers involved in this supply, of which 6.000 offered just accommodation. The average 

period of utilization was about 90 days a year (&URVE\�HW�DO�� 1993). Only about 2% of farmers 

were involved in rural tourism in the early 90s (&DODWUDYD�	�$YLOpV, 1993). A study by $JULWXULVW 
showed that farm-holiday establishments offered on the average between nine and twelve beds, 

with the smaller units more frequently located in the North. Twenty percent of farms offered agro-

camping. Four rural tourism forms may be distinguished in Italy (0RQWHPDJQR�	�$UDQFLR� 1991): 

1. DJUR�WRXULVP�LQ�WKH�PRXQWDLQV, with a high popularity in the winter and summer months 
(140 days of full occupation per year) 

2. VXUURXQGLQJV�RI�DUWLVW�FLWLHV�� WRZQV, namely in Umbria and Toscana, also very popular 
(annual occupation of 130 days) 

3. DJUR�WRXULVP�LQ�WKH�KLOOV, of typically rural vocation, (annual occupation of 120 days) 

4. FRDVWDO� DJUR�WRXULVP, offering a combination of health and rural tourism, (annual 
occupation of 70 days)  

Northern Italy (especially the Toscana) is very popular with German tourists, who invest in country 

houses as second homes. It is true that this phenomenon goes beyond the normal tourist 

movements, but there is no doubt that it causes increased tourist flows and expenditure, as well as a 

more profound integration of these “ loyal visitors” . The phenomenon can usually be found within 

the domestic market (France, UK, Germany), but its extension to other countries (also Spain in the 

case of the German market) is worth of notice. 

Also 6SDLQ� the most important European “ VXQ� DQG� EHDFK”  destination, has identified new 

opportunities in the countryside ((GPXQGV, 1999). This follows a strategy of diversification and 

re-qualification of its supply and image, which is overly associated with cheap mass tourism. As 
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Spain is composed of relatively DXWRQRPRXV�UHJLRQV, rural tourism supply is not homogeneously 

organized. There are different DVVRFLDWLRQV representing distinct lodging facilities and products, in 

some regions better developed (Bask Country, Navarra, Cataluña) than in others (Castilla-León, 

Extremadura) (&URVE\�HW�DO�� 1993). Globally, agro-tourism only involved about 0.5% of Spanish 

farmers in the early 1990s (&DODWUDYD� 	� $YLOpV�� 1993). 0HQGLJRUUL� (1994) pointed at the 

importance of private hunting estates in the Spanish countryside and criticized the limited public 

access and infrastructures for recreational and general rural tourism activities in these areas. 

New rural and nature tourism projects appear in Central and Eastern European countries, such as 

the Czech Republic, Poland, Hungary and the Ukraine, sometimes in cooperation with the WWF, 

interested in developing joint sustainable eco-tourism projects in unexplored natural areas 

((GPXQGV, 1999).  

According to the EC’ s estimates more than QLQH�PLOOLRQ�SHRSOH�LQ�WKH�(8 are GLUHFWO\�HPSOR\HG�LQ�
WRXULVP�UHODWHG� DFWLYLWLHV� (6% of total employment)� most of which in small and medium-sized 

enterprises. This number, which is suggested to increase to 9% of total employment, reflects the 

socio-economic importance of the activity, which may be especially interesting to rural areas. 

Particularly in the less developed regions, the EU makes a series of 6WUXFWXUDO�)XQGV available, 

which contribute to rural tourism development (The (XURSHDQ�5HJLRQDO�'HYHORSPHQW�)XQG, the 

(XURSHDQ�6RFLDO�)XQG� the (XURSHDQ�$JULFXOWXUDO�*XLGDQFH�DQG�*XDUDQWHH�)XQG). These funds 

provide support for economic development via regional and national programs managed by the 

member states, jointly financed and supervised by the EC and locally. One of the most important 

programs to assist rural tourism operates under the umbrella of $JULFXOWXUDO� 3ROLF\� DQG� 5XUDO�
'HYHORSPHQW for the progress of disadvantaged rural areas of the EU. It is named “/LQNV�EHWZHHQ�
DFWLRQV�IRU�WKH�GHYHORSPHQW�RI�WKH�UXUDO�HFRQRP\´ or /($'(5� which the WTTC has recognized 

as an excellent ERWWRP� XS� DSSURDFK, involving diverse agents at the local level in innovative 

projects ((GPXQGV, 1999). 

However, some problems do subsist, particularly related to relatively low return on investment, 

seasonality and difficulties in commercializing small-scale and fragmented products ((GPXQGV, 
1999). The LEADER experience revealed the need for a well-integrated and organized rural 

tourism product at the destination level ((XURSHDQ�&RPPLVVLRQ, 1999). It further pointed at the 

need to offer a highly personalized, flexible and traditional product. Unable to achieve the 

economies of scale of mass tourism, “ LW� VHHPV� WKDW� UXUDO� WRXULVP� SURGXFWV� PXVW� EHFRPH� PRUH�
H[FOXVLYH�� RU� DW� OHDVW� UDLVH� VWDQGDUGV� DQG� SULFHV� VXIILFLHQWO\� WR� EH� YLDEOH´ ((GPXQGV, 1999). 

Finally, growing competition must be considered, albeit the generally positive perspectives for the 
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European rural tourism market. A more professional market approach should help making the best 

of existing opportunities, while reducing the risk of potential negative impacts.  

&KDSWHU������5XUDO�7RXULVP�LQ�3RUWXJDO�
Tourism in Portuguese rural areas has similar historic roots as in other countries, originating with 

DULVWRFUDWLF� VXPPHU� UHVLGHQFHV in the countryside. When tourism became accessible to a larger 

part of population, movements to the countryside for KHDOWK�UHDVRQV became popular56. The YLVLW�RI�
IULHQGV�DQG�IDPLO\ became increasingly important as a consequence of the UXUDO�H[RGXV� with its 

massive migrations to the metropolitan areas around Lisbon and Oporto, to the increasingly 

urbanized coast and to other countries. Linked with this movement is the ³DJULFXOWXUDO�H[RGXV” , 

whereby farmers give up the hardly profitable agricultural activity or complement it with another57. 

Generally in those rural areas, where other economic activities are available, agriculture is 

maintained as a part-time activity, whereas other less privileged regions are most affected by the 

mentioned movements. In contrast to other, mainly North European countries, rural exodus has not 

been inverted yet in Portugal and regional, particularly “ FRDVW��LQWHULRU´�DV\PPHWULHV are striking58. 

Thus, the rural interior has been confronted with depopulation, marginalization and reminds in 

some areas of what %DGRXLQ (1982) has called the “ DJUR�KDQGLFUDIW�FRPSOH[” . These are areas in 

which time seems to stand still, forgotten by progress and modern civilization. A “ primitive” , small 

scale, non-mechanized agriculture shapes a picturesque landscape, which is the background of a 

traditional way of life that may present the major attraction for urban tourists, who constitute the 

“ new market”  visiting the Portuguese countryside59. Increasingly the countryside is not only visited 

for health and family reasons, but increasingly IRU�LWVHOI�DQG�ZKDW�LW�UHSUHVHQWV��
Obviously QRW�DOO� UXUDO�DUHDV�KDYH�NHSW� WKHLU�RULJLQDO�DWWUDFWLYHQHVV. This is especially true for 

those, where emigrants and city dwellers have constructed second homes or modernized old ones 

without respecting traditional architecture, and where agriculture has been largely given up. 

Tourism may assist in maintaining heritage, but it may also contribute to its destruction, especially 

in the least developed areas, if the process is not carefully controlled. 

                                                           
56 According to 0RUHLUD (1994) the most representative forms of rural tourism in Portugal in the XIXth 
century were spa tourism and climatism. 
57 According to &DYDFR (1995) the Gross Value Added decreased from 6% in 1985 to 2.9% in 1992 at 
constant prices, due to strong price reductions of agriculture produce and increases in intermediate 
consumption, whereas subsidies increased significantly. Nevertheless, active farming population suffered a 
decrease of 23% in the period 1981-1991, of which 3/4 occurred in the Central and Northern Region. 
58 $UURWHLD� (1994: 15-25) links these asymmetries to physical determinants of the location of the most 
important activities and most productive economic sectors, as a result of a complex accumulative process.  
59 see also 5LEHLUR’ s (1991) comments about the particular attraction that rurality and peripherical position 
represent to urban dwellers 
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Obviously QRW�DOO�WRXULVWV�DUH�DWWUDFWHG�WR�UXUDO�DUHDV� At present there is still a small segment of 

people choosing the Portuguese countryside as a holiday destination (with the exception of people 

visiting friends and family). The phenomenon manifests itself in a very dispersed manner and its 

impacts may be considered limited. Nevertheless, when analyzing trends in society, and in 

Portugal’ s tourist market, in particular, one may distinguish the beginning of a new SURGXFW� OLIH�
F\FOH� This may eventually be followed by a more massified demand, especially when the 

traditional “ VXQ�DQG�EHDFK�SURGXFW”  looses its dominant attractiveness or when the trend of short-

break holidays mobilizes growing numbers of Portuguese looking for a change. At this stage, 

protective measures to maintain original attractiveness and to guarantee sustainable tourism 

development will be inevitable. The degrading effect of massification may be avoided through 

planning (e.g. the imposition of limits on lodging capacity) and careful target marketing. This does 

neither mean that only clients of the upper class are of interest60 nor that the Portuguese rural areas 

would not sustain an increase in tourist movements. But each destination may identify a particular 

type of tourist that corresponds to a particular type of supply ((XURSHDQ�&RPPLVVLRQ� 1999), 

thereby optimizing both tourist satisfaction and destination development. In addition, the number of 

tourists should be controlled in a way to maximize positive global and long-term results. 

The recent increase in demand for this form of tourism in Portugal has been responded to by the 

creation of a particular form of supply. This has been subject to specific government programs and 

legislation, revealing a concern about the above-mentioned problems. 

&KDSWHU��������3ROLF\��/HJLVODWLRQ�DQG�6XEVLGLHV�

The Portuguese legislation initially defined as “ WRXULVP�LQ�UXUDO�DUHDV”  (“ WXULVPR�HP�HVSDoR�UXUDO”  

= TER) different types of accommodation ('HF��/HL�Q�������� of August 27th). This notion has 

been extended as follows:  “ WKH�DJJUHJDWLRQ�RI�SDLG�DFWLYLWLHV�DQG�VHUYLFHV�SURYLGHG�LQ�UXUDO�DUHDV��
YLD� GLYHUVH� DFFRPPRGDWLRQ� PRGDOLWLHV�� FRPSOHPHQWDU\� DFWLYLWLHV� DQG� VHUYLFHV� RI� WRXULVW�
HQWHUWDLQPHQW��DLPLQJ�DW�RIIHULQJ�D�FRPSOHWH�DQG�GLYHUVLILHG�WRXULVP�SURGXFW� LQ� WKH�UXUDO�DUHDV´ 

('HF��/HL�Q�������� of July 4th). According to this diploma an area is considered, a bit vaguely, as 

UXUDO� if it has “ D�WUDGLWLRQDO�DQG�VLJQLILFDQW�OLQN�WR�DJULFXOWXUH�RU�D�FOHDUO\�UXUDO�HQYLURQPHQW�RU�
ODQGVFDSH´�  
Modalities of TER accommodation are defined as ('HF��/HL�Q�������� of July 4th; 'HF�5HJ��Q� 
����� of September 25th):  

                                                           
60 5LEHLUR (1991: 7) suggests that this would guarantee a limit to massification protecting environment and 
rurality itself. However, one may defend other ways of controlling tourism development, such as control of 
lodging capacity, at diverse levels of quality and price, seasonally flexible management of demand, etc.  



CHAPTER 3. RURAL TOURISM 

 57 

• 7XULVPR�GH�+DELWDomR��7+���accommodation in manor houses with high architectonic 
value and high quality installations, equipment and furniture, offered by families, who 
use the building as their residence. TH units may dispose of between three and ten rooms. �

• 7XULVPR� 5XUDO� �75��� accommodation in typical rustic family houses, serving 
simultaneously as the proprietors’  residence, providing up to ten rooms.�

• $JURWXULVPR� �$7��� accommodation in rural family or manor houses integrated in a 
functioning farm, permitting guests to participate in agriculture and with a maximum of 
ten rooms.�

• 9LOODJH�7RXULVP� �7XULVPR�GH�$OGHLD��� accommodation provided in an set of at least 
five typical rustic houses, situated in the same village and explored in an integrated 
manner, which may or not serve simultaneously as the owners’  residence61.�

• &RXQWU\�KRXVHV� �&DVDV�GH�&DPSR���private rustic houses or huts, where owners may 
reside or not, situated in a rural or natural setting.�

These lodging units are officially authorized and registered by the Portuguese General Direction of 

Tourism (DGT), after consulting the Rural Development Agency (DGDR). The latter evaluates 

whether establishments are located in rural areas and in how far they contribute to the rural 

economic base. However, it is DGT that licenses establishments according to a series of 

requirements, such as size of rooms, availability of infrastructures, equipment, services, opening 

periods etc. DGT also assumes control over TER units and collects statistical data on their 

performance. One legislative particularity refers to the maximum number of rooms authorized for 

TER units (ten), which stresses the idea of a more personal, familiar atmosphere. TER units must 

be clearly identified and must make a series of information available to their guests (in Portuguese, 

English and a third language), such as about services provided, medical facilities, public 

transportation, and so forth. The manager of the TER unit must also be able to provide information 

on tourist attractions, the historical, cultural, gastronomic and natural heritage of the region. In the 

case of village tourism a “ welcome office”  provides this information. TER units must provide 

breakfast, as well as other meals if demanded, unless there is a restaurant close by (up to five km).  

The following modalities are contained in the alternative category “ WRXULVW� HQWHUSULVH� LQ� UXUDO�
DUHDV”  ('HF��/HL�Q�������� of July 4th; 'HF�5HJ��Q������� of Setembro 25th):  

• 5XUDO�+RWHOV� small-scale hotel establishments situated in a rural area and outside the 
municipality, run by owners or managers who simultaneously use them as their residence. 

                                                           
61 A community approach is aimed at, which enhances residents’  initiatives in converting old, rustic country 
houses into independent tourist accommodations, maintaining, as much as possible, traditional architecture 
and decoration. A publicly funded board of reservation, tourist information and residents’  training supports 
this approach. In contrast to the more “ elite type”  of previous TER modalities, the here involved agents are 
more representative of the Portuguese village population, have a more modest socio-economic background 
and are closely linked with rural heritage. This may be what 0RUHLUD (1994) calls “ the extension to the basis 
of the social pyramid” . Village tourism is sometimes offered in particularly interesting villages, called 
“ DOGHLDV� KLVWyULFDV´ (historical villages). These sites receive public investments in the domain of 
conservation of architecture and monuments, infrastructures, creation of leisure zones, installation of 
pousadas, promotion of local associations and tourism (0LQLVWpULR�GR�&RPpUFLR�H�7XULVPR��1994).  
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They may dispose of between ten and thirty rooms, and must present typical traces of 
historical or rural architecture and decoration.�

• 5XUDO�&DPSLQJ�6LWHV��camping sites located in rural areas.�
'HF�5HJ�� Q�� ����� of September 25th concerning “ complementary activities”  establishes that in 

TER units and the tourist enterprises in rural areas, equipment should be provided, whenever 

possible, that permits the practice of outdoors sports, like swimming, tennis or horse riding. 

Further, the owners and managers of these establishments may, eventually in cooperation with TER 

associations or local and regional tourism entities, promote the organization of tourist circuits, the 

commercialization of handicraft and other local products and the organization of traditional games.  

That is, although considering tourism in rural areas as including more than accommodation, the 

legislator’ s perspective is clearly based on existing modalities of TER accommodation. In other 

words, independently organized activities catered to tourists (circuits, handicraft shops, incoming 

agencies) are not included in this tourism modality. This may be a limitation, as the responsibility 

given to owners of lodging units may be too large, whereas other initiatives aiming at the tourists’  

experience during their stay (activities, entertainment, sports, guided tours) may lack control, 

classification and eventually funding. It is true that diverse diploma guide all kind of commercial 

activities, but as tourism in rural areas was defined quite broadly, aiming at specific goals in a 

specific economic and socio-cultural context, only regulating accommodation and accommodation-

based activities may not adequately integrate the diverse elements of this tourism form. 

This particularly defined and strategically implemented form of rural tourism is expected to 

contribute to the preservation of natural and cultural heritage, to enhance personal contact between 

hosts and guests and to develop the rural economic base. This should also help fixing the 

population through new employment opportunities ('HF��/HL�Q�������� of July 4th). It is relatively 

recent in Portugal, with first initiatives traced back to a few manor houses in Ponte de Lima, in 

1978, rising to 50 facilities by 1983, when the first legislation on “7XULVPR�GH�+DELWDomR”  was 

published (5LEHLUR, 1991, &URVE\�HW�DO., 1993). EC structural funds and the Portuguese Tourism 

Authorities have significantly contributed to the development of this product (3LQWR�/HLWH� 1992). 

Thus, the Second European Community Funding Framework, valid for the period between 1994 

and 1996, included financial aid for tourism projects in an amount of 75 billions of escudos. 

Geographically, more than 50% of subsidized projects were located north of the river Douro 

(namely in Braga, Vila Real, Porto and Viana do Castelo) and another 20% each in the districts of 

Viseu and Beja (,&(3, 1996), areas where rural tourism has developed significantly. The before-

mentioned LEADER program has developed another system of financial aid, which has 

considerably enhanced rural tourism development in North Portugal ((GZDUGV� 	� )HUQDQGHV, 
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1999). This attributes funds directly to regional projects or development groups, thereby fostering 

endogenous regional and local development. 

&KDSWHU��������6XSSO\�RI�5XUDO�7RXULVP�LQ�3RUWXJDO�

A broad definition of rural tourism, defended in this study, requires the study of any kind of 

manifestation of tourism in the Portuguese countryside. Unfortunately, there are no official 

statistics referring to this particular phenomenon. &ODVVLF�WRXULVW�DFFRPPRGDWLRQ�HVWDEOLVKPHQWV l>m  
can be considered an important UHIHUHQFH�IRU�WKH�H[LVWHQFH�RI�D�³WRXULVP�LQGXVWU\”  in terms of a 

commercially orientated tourism supply system. From this perspective, .DVWHQKRO]�(1997: 93-95) 

aggregated existing statistics on tourist accommodation in UXUDO�YHUVXV�XUEDQ�DQG�FRDVWDO�(where 

the beach should be the main attraction)� FRXQWLHV. The study reveals that tourism is JHQHUDOO\�
XQGHU�UHSUHVHQWHG in rural areas in Portugal, contrasting with these areas’  territorial dominance. 

Only about 36% of total classic lodging units were located in rural areas by the mid-1990s. The 

$OHQWHMR, which is the SRRUHVW�RYHUDOO�ORGJLQJ�VXSSOLHU, shows the SURSRUWLRQDOO\�PRVW�LPSUHVVLYH�
UHSUHVHQWDWLRQ� of lodging units in rural counties, being also the most rural Portuguese region, 

according to the OECD population density criteria.  

As seen before, TER accommodation is an important rural tourism (sub-) product, which 

concentrates on special features of the rural environment. It is associated with an “ XS�PDUNHW”  

image, which may eventually be extended to a larger segment of society. Existing statistics present 

TER units’  DFFRPPRGDWLRQ� FDSDFLW\, RFFXSDQF\� UDWH� number of JXHVWV, EHG� QLJKWV and 

VHDVRQDOLW\�SDWWHUQV� Supply�has continuously LQFUHDVHG�VLQFH�LWV�RIILFLDO�ODXQFK�LQ�������having 

reached a total of 668 houses with a lodging capacity of 6293 beds by 2000 (2.8% of lodging 

capacity in all registered accommodation units). Generally, TER establishments are of a VPDOO�
VFDOH� DQG� IDPLO\� QDWXUH, perhaps partly at the expense of profitability, as the legally permitted 

number of rooms is limited and usually not even reached (the average number of rooms was below 

five in 2000). On the other hand, this feature of TER guarantees a personalized accommodation, 

making it unique and thereby enhancing its long-term success. This is especially true if an efficient 

association and co-ordination among several units compensate for this reduced lodging capacity, 

preferably in a limited area, permitting the organization of larger scale rural tourism products. 

The evolution of TER supply reflects an increasing interest in this activity. From 1990 to 2000 the 

number of TER units and lodging capacity more than triplicated. 

                                                           
62 These include hotels, apart-hotels, tourist apartments, tourist villages, motels, pousadas, “ estalagens”  
(guesthouses) and pensions (,1(, 2000). 
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The modalities “7XULVPR� GH� +DELWDomR”  (38%) and ³7XULVPR� 5XUDO´ (37%) are the most 

representative accommodation forms in 2000. On the other hand, farmers have not adhered to this 

activity (offering agro-tourism) to the extent desirable considering the initial objectives of the 

incentives attributed to rural tourism63. This fact may be linked to the lack of capital of the poorer 

(and largest) portion of the Portuguese farming population, as well as to their frequently low socio-

cultural status, which may not be compatible with TER’ s high status image and corresponding 

demands. The desirability of a higher level of education of TER unit owners can also be justified 

by the need to speak foreign languages, at least English, for communication with foreign guests. 

However, there might be a market also for simpler, but authentic rural holiday offerings, which is 

in part met by the more recent modality of “ village tourism”  and “ country houses” .  

Analyzing the VSDWLDO�GLVWULEXWLRQ of TER supply, and looking at data up to 1998, the importance 

of the *UHHQ� &RDVW, with the country’ s oldest and well-known manor houses around Ponte de 

Lima, becomes evident. The “0RXQWDLQ�5HJLRQ”  in the Interior North and Center is second and the 

³3ODLQV”  (Alentejo) is on the third place ('*7� 1999).  

Since 1999 TER statistics are no longer presented according to former promotional regions, but 

based on general administrative regions (North, Center, Lisbon and Tejo Valley, Alentejo, Algarve, 

Madeira and Açores). Unfortunately, before that date, regional TER data is not available in this 

form, which makes the analysis of a regional evolution difficult. As far as North Portugal is 

concerned, which is the focus of the empirical part of this thesis, the former “ Green Coast”  is 

entirely included in the administrative region named “ North”  and the “ Mountains”  are partly 

included here, partly in the “ Center” . This already shows that the “ North”  should play a dominant 

                                                           
63 Only 21% of TER accommodation corresponded to AT in 2000. These were usually not offered by simple 
farmers, but owners of larger “ TXLQWDV”  (farm estates) with a manor house and a vineyard. That is, one can 
hardly speak of the farm-tourism known in other European countries (see also 0RUHLUD, 1994). 
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role in TER supply, given the before presented data. Concretely this region provided nearly half 

(41% of units, 40% of lodging capacity) of  

the entire TER supply in 2000. The “ Center”  

follows at some distance, as well as “ Lisbon  

and  the Tejo Valley”  and  the  “ Alentejo” . 

It  is  interesting  to  observe  the  relative  

importance of the Lisbon and Tejo Valley, 

with comparatively  fewer  rural  features,  

but which is close to an important tourist-�
generating  metropolitan  area.  This  may  

reveal an effect of proximity  to  investors 

and state agencies, as well as the relevance of a QHDU�KRPH�PDUNHW for this tourism form, which 

may correspond to &ODU\¶V (1993) “ SURGXFW�RI�WKH�XUEDQ�SHULSKHU\” . Another interesting fact is the 

minor importance of the Algarve, contrasting with its major role as an international “ VXQ� DQG�
EHDFK”  destination. This may be due to the main interest of investors in large-scale operations, 

which are already installed and well integrated into commercialization networks. Another reason 

may be the perception that there would be no market for UXUDO� WRXULVP, with accommodation 

situated in the hinterland mountains, as tourists seem to seek proximity to the beach. However, by 

neglecting this tourism form, Algarve tourism developers may miss an interesting opportunity for 

diversifying the region’ s tourism offering, as also in other mainly beach-oriented resorts, rural 

tourism has been successfully introduced and led to a more distinctive and XS�VFDOH�LPDJH (e.g. the 

“ fincas”  on Palma de Mallorca). Between 1990 and 1998, TER capacity increased most 

significantly in Madeira, the Mountains and Green Coast (the actual North and Center) and the 

Plains. Between 1999 and 2000, largest increases were identified for the islands Azores (144%) and 

Madeira (115%), which started relatively late with the development of this accommodation form, 

but have reached relatively important TER capacity in recent years, when considering the size of 

these destinations. 

As far as ORGJLQJ� FDSDFLW\ (number of beds) SHU� 7(5� PRGDOLW\ is concerned, North Portugal 

dominates particularly in terms of TR and TH, presenting only 16% of its TER capacity in the form 

of AT. Other important regions in terms of TH are the Lisbon area and the Center, whereas the 

Alentejo only offers about 15% of its TER capacity in the form of TH. Regionally dominated by 

TH are Madeira and the Azores. TR units dominate in the Algarve (57%), with other regions 

presenting between 28% and 35% of TER lodging capacity in this form. AT accommodation is 

most found in the Alentejo (46% of its TER supply), where the more “ rural”  (AT, TR) modalities 
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dominate at the expense of the more sophisticated (TH) version. The Alentejo’ s TER product is 

further frequently FRPELQHG�ZLWK�³KXQWLQJ´ (&DYDFR��1993)64. 
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As TER plays an interesting role in developing a new, heritage-related and personalized form of 

rural tourism, it has been studied in detail by diverse researchers (0RUHLUD� 1994, (GZDUGV� 1991). 

0RUHLUD (1994) undertook a survey in 1990 amongst owners of TER units. This study yielded a 

50% response rate from the population of all registered TER units and revealed the W\SH� RI�
RIIHULQJV made available as well as the FKDUDFWHULVWLFV�RI�WKHVH�XQLWV¶�RZQHUV. $FFRPPRGDWLRQ is 

frequently provided in historic (about 68% ranging from the XIIIth to the XIXth century) or 

otherwise rustic buildings with architectonic and cultural value, equipped with antique (79%) or 

rustic (32%) furniture. The obligatory breakfast was complemented by 27% with the service of 

lunches or dinners. Most offered UHFUHDWLRQ�IDFLOLWLHV were a swimming pool (37%), games (26%), 

a tennis court (8%) and sporadic offerings of horse riding, table tennis, mini-golf or hunting. Some 

activities imply considerable investment, which would eventually justify a common use amongst 

several TER units. This way, a larger variety of options could be made available to guests. 

The RZQHUV� RI� 7(5� XQLWV had an average age of about 55 years. Most were Portuguese and 

typically of a high socio-economic level, revealing high academic and professional qualifications. 

0RUHLUD (1994) concluded that “ WKH�GLIIXVLRQ��RI�UXUDO�WRXULVP�LQ�WKH�IRUP�RI�7(5�����VWDUWHG�E\�WKH�

                                                           
64 &DYDFR (1993 and 1995) explains that after a period of totally free hunting, the legislation of 1992 
(Decr.Lei nº 251/92) aimed at increased control, which would guarantee the preservation of species through 
specifically defined hunting zones. Apart from the “ Associative Hunting Zones” , representing 42% of 
territory attributed to hunting in 1994, and the minor “ National”  and “ Social”  Hunting Zones, the so-called 
“ Touristic Hunting Zones”  (59%) are of increasing importance. Those are defined in the mentioned law as 
offering ³DSDUW�IURP�KXQWLQJ��DGHTXDWH�WRXULVP�VHUYLFHV�����ZLWK�����WKH�QHFHVVDU\�LQIUD�VWUXFWXUH´� However 
“ LQ� VRPH� DUHDV� �KXQWLQJ� ]RQHV����UHDFK� WKH� ERUGHUV� RI� YLOODJHV� DQG����FRXQWU\� KRXVHV�� �SURYRNLQJ�� D� YHU\�
GLVFXVVLEOH�QXLVDQFH�RI�WKH�ZD\�RI�OLIH�RI�WKH�UHVLGHQW�SRSXODWLRQ�DQG�RI�WKH�SRVVLELOLW\�RI�OHLVXUH���´(&DYDFR� 
1993: 49) pointing to eventual incompatibilities with other forms of rural tourism. 
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WRS� RI� WKH� VRFLDO� S\UDPLG� DQG� LV� IDU� IURP� H[WHQGLQJ� WR���WKH� EDVLV���WR� WKRVH� ZKR�PRVW� QHHG� �LWV�
EHQHILWV���WKH�VPDOO�DQG�PHGLXP�IDUPHUV�«´� TER owners were mostly convinced of the activity’ s 

promising perspectives, even if they expressed only modest satisfaction with actual economic 

results. However, this must be seen as a subjective judgement relative to overall level of income. It 

is interesting to note that about 40% of the questioned owners have QRW made use of public funding. 

When considering other relevant tourism products, about which unfortunately statistics are scarce, 

one may cite examples like the golf course or the equestrian center built recently in Ponte de Lima 

with financial support from the LEADER program. However, evidence suggests that these 

investments had only a very modest effect on tourism, attracting mainly players and club members 

from the nearby metropolitan area of Oporto ((GZDUGV� 	� )HUQDQGHV� 1999). Consistent with 

other studies on rural tourism in Portugal (e.g. .DVWHQKRO]��1997), these authors found that the 

main attraction of the inland rural areas is their VFHQHU\�� SHDFH� DQG� TXLHW�� ODFN� RI�
FRPPHUFLDOL]DWLRQ��RSSRUWXQLWLHV�IRU�UHOD[LQJ��ZDONLQJ��WRXULQJ�DQG�VZLPPLQJ, with improvements 

being demanded for information and environmental protection. That is, the rural tourism product 

may rely more heavily on natural primary resources, their accessibility and conservation, rather 

than on high-cost sophisticated tourism products, more typical of urban recreation.  

&KDSWHU��������'HPDQG�RI�5XUDO�7RXULVP�LQ�3RUWXJDO�
The number of nights spent in TER units in 2000 was estimated as 398.843, which corresponds to 

only about 1% of the total nights spent in official accommodation (excluding camping sites) in 

Portugal. However, the continuous increase in TER demand over the decade, and especially the 

impressive “ jumps”  from 1995 to 1996 (46% increase) and from 1998 to 1999 (123% increase) 

illustrate the potential of this tourism form. The increase of total TER demand in the last decade 

was nearly eight-fold. 

0
50.000

100.000
150.000
200.000
250.000
300.000
350.000
400.000
450.000

1990 1991 1992 1993 1994 1995 1996 1997 1998 1999 2000

�
)LJ�����(YROXWLRQ�RI�7(5�GHPDQG�(bednights) ����������

Source: ,1(� 1991-2000, '*7� 2001 



CHAPTER 3. RURAL TOURISM 

 64 

On the other hand, occupation rates have been relatively low (average of 18% in 2000 and even 

lower before 1999). This may be related to the often-encountered view of TER� as a personal 

investment in the conservation and valorization of inherited property rather than as a business. 

However, also a lack of professional management and market access often poses obstacles to 

profitability. Based on purely economic, profit-oriented principles, much of the investment in TER 

would not have been undertaken. However, increasing overall demand has led to a positive 

evolution of occupation rates, as in 1995 these ranged form 5% to 25% in different regions, 

contrasting with a minimum of 13% (Center) and a maximum of 32% (Algarve) by 2000. Demand 

has increased in all promotional regions between 1990 and 1998, but most significantly in the 

Mountains (274%), Green Coast (249%) and the Algarve (158%). Between 1998 and 2000 the 

most impressive increases could be observed for Madeira, the Azores and the Lisbon region, which 

is obviously related to the relatively late introduction of this tourism form, but also illustrates these 

regions’  market potential. In the North, demand increases relatively slowly (as the demand basis is 

also larger), but constantly, which demonstrates the consolidated success of TER in this region. 
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When analyzing demand per region, it is evident that the 1RUWK�LV�WKH�PRVW�DWWUDFWLYH�GHVWLQDWLRQ�
for this tourism form with 38% of total demand in 2000, followed by Lisbon and the Tejo Valley 

(22%), the Central Region (14%) and the Alentejo (12%).  

That is, the demand of TER around Lisbon is relatively superior to what would be expected, 

considering this region’ s share of supply (16%), whereas the contrary is the case for the Central 

Region (14% of demand with 19% of supply). Occupation rates of TER units partly mirror this 

pattern, with highest rates found for the Algarve (32%), the Lisbon region (26%) and Madeira 

(26%). It is interesting to conclude that the three more developed Portuguese tourist destinations 

(concentrating about 81% of total demand of classic accommodation) also show highest occupancy 

rates. This might point at a more professional management of TER units in these areas, but also at a 

)LJ�����7(5�GHPDQG�E\�QDWLRQDOLW\�DQG�UHJLRQ�LQ������
Source: '*7� 2001 
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better integration in already existing commercialization networks. Also a “ FDUU\�RYHU”  effect in 

terms of destination notoriousness and image should occur, facilitating tourist attraction.  

Foreign visitors (56%) outnumbered the domestic market in 2000. When analyzing the PDUNHW�
SURILOH�SHU�UHJLRQ (see figure 13)� it becomes clear that foreigners dominate in the Lisbon region, 

Madeira and the Algarve. This reflects the before suggested “ FDUU\�RYHU� HIIHFW”  of strong 

international markets in these already famous destinations. On the other hand, the domestic market 

dominates markedly in the Central Region and the Alentejo. In the North and the Azores both the 

national and international market are of similar importance. Especially the North, compared with 

other regions, attracts both most foreigners and Portuguese. This may be particularly due to the role 

of the Minho region (former *UHHQ� &RDVW). Here the TER development started and has been 

substantially supported by public organisms. There is a relative concentration of supply in the 

region and professionally operating associations, like TURIHAB65, have managed access to 

specialized international commercialization networks with an identifiable and KLJK� TXDOLW\ 
symbolizing brand ((XURSHDQ� &RPPLVVLRQ, 1999). Unfortunately, apart from the distinction 

between domestic and foreign market, there is no official data available on nationality of TER 

guests. However, considering the houses associated to 785,+$%, this association’ s latest data 

(785,+$%, 2001) reveals that foreign tourists outnumber the Portuguese with seventy percent. 

Apart from thirty percent domestic tourists, clients include the British (27%), the German (12%), 

the Dutch (9%), the French, Belgian, Spanish and US-American (about 3% each) market.    

The JHQHUDO�VHDVRQDOLW\�SDWWHUQ shows a peak in the summer months, particularly in August, with 

TER modalities not differing substantially in this pattern. Lowest numbers are registered between 

November and February, although December shows a local peak, probably due to Christmas and 

New Years Eve. Particularly tourist flows in the North and Center show strong peaks in August. 

)RUHLJQ� WRXULVWV show a pattern of global increase until the month of August, with strongest 

demand concentrated between June and September, but particularly July and August. Actually, 

foreign tourists outnumber Portuguese in the months from May to September. This is the W\SLFDO�
SDWWHUQ�RI�D�VXPPHU�KROLGD\�PDUNHW with a relatively prolonged high season. From November till 

February foreigners’  demand is negligible. 3RUWXJXHVH, on the other hand, show a more irregular 

pattern, with peaks in August, April and December. This is a reflection of the predominant 

concentration of main holidays of Portuguese in August and the potential of the countryside in 

attracting visitors for�VKRUW�EUHDNV in the periods of main SXEOLF�KROLGD\V.  

                                                           
65 This association represented 92 houses in 2000, which corresponds to about 15% of national TER supply, 
with a strong concentration on the Minho region. Nevertheless, it is the most dynamic TER association, 
working professionally with international tour operators (60% of their reservations). The constitution of 
TURIHAB’ s foreign market may be approximately representative of the global international TER market. 
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(GZDUGV (1991) undertook a VXUYH\�RI�SURSULHWRUV of houses associated to TURIHAB in Northern 

Portugal and of a�selection of their guests in 1987. Two thirds of proprietors estimated that most 

guests were international visitors, especially British, German and to a lesser degree Scandinavian. 

Asked about activities offered to guests, most referred to their attempt to introduce their guests into 

the area by suggesting places to visit and activities to undertake. (GZDUGV stresses “ WKH�SULGH�WDNHQ�
E\�DOO� WKH�KRVWV� LQ� WKH�KLVWRU\��FXOWXUH�DQG�©SDWULPRQ\ª�RI� WKHLU�DUHDV�� UHJDUGLQJ� WKLV� WR�EH�YHU\�
PXFK� WKH� ©WUXHª� 3RUWXJDO� DV� RSSRVHG� WR� WKH� EHWWHU� NQRZQ� $OJDUYH�´ He also VXUYH\HG� JXHVWV 
(N=76, mainly married couples, 60% over forty years of age). Most respondents were from the UK, 

followed by Portugal and Germany. Over 50% stayed more than a week and about half used a 

travel agent for booking. Tourists were most attracted by scenery in a not congested and non-

commercialized area, which invites to touring, discovery of the countryside and relaxation in a 

peaceful and quiet environment. They also expected friendly local people, the discovery of local 

food and wine and good weather. In contrast to hosts’  perceptions, guests seemed to be relatively 

active visitors. Comparing further with a survey undertaken in the UK, (GZDUGV�(1991) draws the 

conclusion that “ WKRVH�ZKR� YLVLW� UXUDO� ORFDWLRQV� GR� VR�� QRW� RQO\� WR� HQMR\� ILQH� ODQGVFDSHV�ZLWK�D�
PLQLPXP�RI�FRPPHUFLDOL]DWLRQ�DQG�FRQJHVWLRQ��WKH\�DOVR�VHHN�FRQWDFW�ZLWK�D�YLDEOH�UXUDO�FXOWXUH�´ 

Considering the relevance of the domestic market for rural (not only TER) tourism along the year, 

data available from a survey of 3RUWXJXHVH�KROLGD\�EHKDYLRU�is briefly analyzed. It shows that 63% 

spent holidays at all and 42% away from home in 1998 ('*7, 1999). These numbers nearly 

doubled since 1990 and still convey a potential of growth, particularly as far as holidays away from 

home are concerned. Those who did not spend any holiday at all indicated mainly economic (51%) 

or professional reasons (25%). The most demanded regions were the Algarve (26%), the Silver and 

the Green Coast (both about 20%). The coast seems to attract more than interior regions, which is 

confirmed by the preference given to the beach as a holiday environment. The countryside was 

chosen by 28% and the city by 25% (both with increasing tendencies), whereas other destinations, 
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such as mountains, spas or lakes were not very popular. The most important motivation of the 

Portuguese market is by far relaxation (71%), followed by beach activities (38%), socializing 

(16%), landscape (16%) and fun (15%). It seems that Portuguese try to satisfy these motives 

primarily at the beach, whereas the relaxation and landscape value of the countryside and the 

mountains may not be perceived. Although some hedonistic motivations may not typically be as 

well served in the countryside, there should also be some misperception of “ rural holidays”  and 

eventually a lack of experience with this vacation form, associated with a lack of well-designed and 

promoted corresponding offerings. For example, Portuguese tend to prefer self-catering forms of 

accommodation (friends and family: 44%, a second home: 12%, rented flats: 18% and camping: 

9%). This should be taken into account when developing the rural tourism product. Also the fact 

that Portuguese show a preference for making travel arrangements independently (42%), using 

travel agencies eventually for reservation of accommodation (38%) must be considered.  

Consequently there seems to be an RSSRUWXQLW\�IRU�UXUDO�WRXULVP�IRU�WKH�GRPHVWLF�PDUNHW, as: 

• the countryside has increased its popularity over the last years; 

• the main motivation of the domestic market (relaxation) may be better satisfied by rural than 
by beach tourism, given the typical congestion in summer holiday resorts; 

• there is an increasing tendency of splitting holidays (there were already 22% splitting their 
holidays in 1998, compared to around 10% in the years before); 

• there is still a significant growth potential visible for the domestic market;  

• there are possibilities of making the rural tourism product more attractive, given that 
motivations and needs are better understood and catered to. 

Finally, there is still a considerable number of Portuguese emigrants with rural origins, who return 

to spend their holidays in their home villages and towns66. These are not represented in tourism 

statistics, though, which are based on nights spent in registered accommodation establishments. 

They also usually escape statistics of tourist offices, as they require no tourist information. 

Conversations with local residents and owners of complementary tourism facilities indicate that 

these emigrants usually stay for their main summer holidays (usually between July and September), 

apart from occasionally coming for Christmas and other important family festivities. They may 

represent the most important holiday market for some rural areas. This market segment is not 

typically attracted by the destination’ s tourism products, but by more profound links with certain 

territories and its people. However, they participate in the consumption of tourism products, and 

                                                           
66 (GZDUGV�	�)HUQDQGHV�(1991: 332) explain that “ WKH�1RUWK�RI�3RUWXJDO�KDV�D�ORQJ�KLVWRU\�RI�PLJUDWLRQ��
ZKLFK� GLIIHUV� IURP� WKDW�RI�PDQ\�RWKHU� DUHDV� LQ� WKH� UHODWLYHO\�KLJK� UDWHV�RI� UHWXUQ�RI�PLJUDQWV�´ Migration 
started in the sixteenth century with the colonisation of Madeira and the Azores, continued in the eighteenth 
century with migration towards Brazil, and more recently in the 1950s till the 70s towards Western Europe 
and North America. Returning emigrants frequently also contribute to tourism development by investing in 
related businesses. 
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may bring along tourists without any prior link to these destinations, thus contributing to tourism 

development in rural areas. Unfortunately these movements and their implications on tourism have 

not been studied in depth, making further description and explanation of the phenomenon difficult. 

&KDSWHU��������2UJDQL]DWLRQ�DQG�&RPPHUFLDOL]DWLRQ�3DWWHUQV�
An effective link between supply and demand must be guaranteed through a well functioning 

distribution system. This is nowadays frequently assumed by associations, like 785,+$% (the best 

known and most dynamic), 3ULYHWXU and $QWHU (,&(3, 1996). This organization pattern is very 

important for the Portuguese rural tourism market, as one of its difficulties is its functioning on a 

small scale, frequently with no business expertise, nor resources for individual promotion. 

TURIHAB offers a central booking system, catalogues and classification schemes and cooperates 

with foreign tour operators.  

The GLVWULEXWLRQ� FKDQQHO might also be direct, using for example the DGT directory or other 

brochures or functioning on the basis of personal recommendation or a prior visit. 3URGXFW�OR\DOW\ 
and ZRUG� RI� PRXWK play an important role for this personalized tourism form. Nevertheless, a 

FHQWUDO� ERRNLQJ� V\VWHP is very useful in this type of market, as the owners may not always be 

contactable. It may also be important in attracting new clients, who might be distributed to the 

houses in a way best fitting their preferences. Further, larger groups can best be accommodated and 

special initiatives best organized and coordinated by a central reservation system rather than by 

individual house owners. This is particularly important for travel agents and tour operators who 

wish to include TER units in their offerings. Last, but not least, the association may provide better 

guarantees than individuals, making commercialization more attractive. 

,&(3 (1996) analyzed the principal 1995 summer catalogues of major tour operators specialized 

on Portugal. These publications showed a ODFN�RI�V\VWHPDWLF�SUHVHQWDWLRQ and commercialization 

of the rural tourism product. Usually it was offered as an independent, distinct product, sometimes 

included in ³IO\� 	� GULYH´� FLUFXLWV, but without any uniform FODVVLILFDWLRQ� of the different 

accommodation forms, which makes the creation of a distinctive image difficult. 

TURIHAB’ s success is an example of an organization that apart from defending its associates’  

interests has got involved and has actually guided rural tourism development in the Lima Valley. It 

was selected as an example of quality management by the already mentioned (&�UHSRUW (1999). 

According to this report, the Lima Valley has been developed according to a two-stage strategy 

(table 2). The first stage focused on the creation of high quality, personalized accommodation. The 

second stage aimed at consolidation and diversification of the entire destination product. 

TURIHAB assumed a leadership role in destination development by being responsible for creating 



CHAPTER 3. RURAL TOURISM 

 69 

a LEADER group (ADRIL) in the area, which was “ D�YHKLFOH�IRU�VWLPXODWLQJ�DQG�IXQGLQJ�WKH�ZLGHU�
WRXULVP�GHYHORSPHQW�LQ�WKH�UHJLRQ´ ((XURSHDQ�&RPPLVVLRQ� 1999). 

67$*(�,� 67$*(�,,�
Preservation of old houses in their original architecture  Diversification of accommodation 

Creation of high quality accommodation with a family contact Creation of a quality brand for accommodation 

Development of a marketing program Development of complementary tourism facilities 
and attractions 

7DEOH����7ZR�VWDJH�VWUDWHJ\�IRU�WKH�9DOH�GR�/LPD�
Source: adapted from (XURSHDQ�&RPPLVVLRQ (1999: 137) 

Success has partly been due to the participative and cooperative approach TURIHAB and ADRIL 

have used by integrating a network of regional organizations (banks, municipalities, association of 

commerce, national park, craft workers’  union, local polytechnic, etc.). The important marketing 

effort TURIHAB has implemented to promote a quality brand of accommodation has led to a 

successful integration of its supply in international commercialization channels (125 tour operators 

were responsible for about 62% of all bookings in 1998). The central booking service is 

fundamental for this approach and will be improved by an electronic link between all members. 

The strategy of integration and network building is also visible in the creation of a quality brand at 

the European level: “(XURSH� RI� 7UDGLWLRQV´� including partners with similar accommodation in 

Belgium, France, the UK and Ireland and more recently Germany, Slovenia and Hungary (&&51, 

2001). At the destination level, tourist attractions were developed (e.g. a golf course, horse-riding 

center, a shooting reserve, a walking and cycling trail, special events). Finally, in selected remote 

rural villages in the Gerês National Park ADRIL introduced innovative YLOODJH�WRXULVP projects on 

a community basis. Key success factors of this approach may be summarized as ((&, 1999: 140): 

• involvement in a network of regional organizations 

• well focused financial scheme supporting tourism development 

• leadership through a private organization, strongly linked to the market and the product 

• innovative, dynamic approach, close to the market and to local/ regional agents 

• focus on local heritage as a basis of a high quality destination 

� &KDSWHU��������7KH�3RUWXJXHVH�PDUNHW�FRPSDUHG�ZLWK�RWKHU�(XURSHDQ�PDUNHWV�

Compared with the market of other European countries, the Portuguese rural tourism product is yet 

RQH�RI� WKH� OHVV� GHYHORSHG, especially when compared to countries like France, the UK, Austria, 

Switzerland and Germany. Furthermore, the Portuguese product LV� QRW� \HW� ZHOO� RUJDQL]HG� DQG�
FRPPHUFLDOL]HG, even though there are promising examples like TURIHAB.  

In many countries rural tourism is not officially defined and centrally (state) controlled so that 

supply may be organized in a PRUH�IOH[LEOH�way. On the other hand, the Portuguese legally defined 
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accommodation units may JXDUDQWHH�D�TXDOLW\�SDWWHUQ, which might be viewed as a positive sign 

by consumers. Other countries’  supply is often closely linked to farming, whereas the Portuguese 

provide mainly TXDOLW\�DFFRPPRGDWLRQ in historical and typical buildings in the countryside, with�
DJUR�WRXULVP�EHLQJ� OHVV� LPSRUWDQW. Related to this phenomenon is the ³XS�PDUNHW”  quality and 

image of the Portuguese TER product, whereas rural tourism is a typically inexpensive family and 

social tourism form in many other countries. However, the development of more accessible lodging 

forms in rural areas (village tourism, country houses) permits widening the market. Finally, it is 

interesting to observe the diversity of products typically linked to rural tourism in other countries. 

The ODFN�RI�FRPSOHPHQWDULW\�DQG�GLYHUVLW\�RI�WKH�UXUDO�WRXULVP�SURGXFW�LQ�3RUWXJDO, particularly 

in the field of recreation, are weak points that may reveal opportunities. Other countries might be 

an example to follow, without losing the specificity of the Portuguese rural tourism product. Also 

innovative projects within Portugal, such as “ KLVWRULFDO�YLOODJHV”  should be taken as a reference. 

As far as GHPDQG is concerned, the LPSRUWDQFH�RI�WKH�IRUHLJQ�PDUNHW� particularly in TER units, is 

striking and probably due to a FDUU\�RYHU� HIIHFW from traditional tourism in Portugal. There are 

countries already attracting an impressing international tourism market (France, Austria, Italy). 

This is generally not the case for most Mediterranean countries with mainly a EHDFK� WRXULVP 

market and image. In Portugal the domestic market is most important, particularly in the low 

season. Still, the level of domestic demand seems to be lower than in some other countries, where 

people more frequently elect the countryside for a holiday. On the other hand, the number of people 

who visit IULHQGV�DQG�IDPLO\ and stay in VHFRQG�KRPHV seems to be considerable, reflecting still 

existing strong links between rural and urban areas in Portuguese society. The data gathered in our 

survey permits a more profound understanding of the rural tourism market in North Portugal (see 

chapters 8 and 9). 

It is important for Portuguese rural tourist destinations to understand the nature and potential of 

their market. By selecting an adequate target-market and identifying the distinguishing features, 

this market values most and perceives most positively, the destination-product can be 

correspondingly developed. Apart from the community’ s global development goals, the described 

competing supply existing in other European countries should be simultaneously considered, 

especially when targeting to the international market. 

&RQFOXVLRQV�RI�&KDSWHU���
A definition of “ UXUDO�WRXULVP”  requires an initial reflection on the term “ UXUDO�VSDFH´, which has 

been defined as a “ FRPSOH[��VRFLDOO\�FRQVWUXFWHG�DQG�LQGLYLGXDOO\�SHUFHLYHG�V\VWHP�RI�UHODWLRQVKLSV�
HYROYLQJ�IURP�D�QXPEHU�RI�KXPDQ�SURGXFWLYH��FRQVXPSWLYH�DQG�FRQVHUYDWLRQLVW�DFWLYLWLHV�LQ�D�PDQ�
VKDSHG� ODQGVFDSH�� 7KLV� ODQGVFDSH� LV� PDUNHG� E\� DJULFXOWXUH�� KDV� SDUWLFXODU� VRFLDO�� SROLWLFDO��
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FXOWXUDO�� HFRQRPLF� DQG� ELRORJLFDO�� HFRORJLFDO� IXQFWLRQV�� DQG� FDQ� EH� LQFUHDVLQJO\� GHILQHG�E\� WKH�
LPSDFWV�RI�UHODWHG�XUEDQ�VSDFHV�LQ�WKH�FRQWH[W�RI�D�UXUDO�XUEDQ�FRQWLQXXP.” �Leisure and tourism is 

only one function of the rural space, the quality of which depends on its integration in this system. 

In this study, DOO�IRUPV�RI�WRXULVP�WDNLQJ�SODFH�LQ�UXUDO�DUHDV�DQG�PLQLPDOO\�DVVRFLDWHG�ZLWK�UXUDO�
IHDWXUHV�LQ�WHUPV�RI�DWWUDFWLRQ��DFWLYLWLHV�DQG�PHDQLQJIXO�VXUURXQGLQJ��are considered as�³UXUDO�
WRXULVP´� except for DXWRQRPRXV� UHVRUWV� ORFDWHG� LQ� WKH� FRXQWU\VLGH and XQWRXFKHG�ZLOGHUQHVV�
DUHDV. Local control is viewed as desirable to enhance endogenous sustainable development. 

The complex LPSDFWV�RI�WRXULVP�RQ�UXUDO�DUHDV differ according to the number and type of tourists 

attracted, the organization of tourism supply, its integration into community development and the 

stage of the destination in the “ GHVWLQDWLRQ� OLIH� F\FOH” . In addition the capacity of organizing, 

coordinating and controlling the “ LQGXVWU\”  at the local level, together with the destination’ s 

original tourism vocation determines the impact. Obviously tourism cannot constitute the only or 

most important development tool for all rural areas. However, it may be an important 

complementary activity, enhancing diversification and sustainability of the local economic base.  

The LPSRUWDQFH� RI� UXUDO� WRXULVP� DV� D� SDUW� RI� WKH� RYHUDOO� WRXULVP� PDUNHW depends on each 

country’ s UXUDO� WRXULVP resources, infrastructures, image and market access and on the other 

existing tourism products. Often a destination image develops based on the most popular tourism 

resource, at the expense of other existing tourism products. In these cases there is a potential of 

diversifying the already known main product in an attempt to prolong its life cycle, to add new 

value and to become distinctive from competition by creating new products. It may take a long 

lead-time to create a distinct image of a new tourism form, which may eventually become an 

important alternative tourism product. Even if the importance of rural tourism may be minor in the 

national tourism market, its role for the development of specific rural areas may be outstanding. 

Thus, the multiplier effect may be more important in rural areas, where the entire rural lifestyle, as 

well as its original products (e.g. handicraft, gastronomy), is looked for as a main attraction.   

7KH�DQDO\VLV RI�UXUDO�WRXULVP�LQ�(XURSH shows that this form of tourism is not a new one, having 

long historical roots in most countries. However, in the last decades the main holiday boom was 

linked to “ VXQ� DQG� EHDFK”  products. This tourism form has approached saturation, though, 

especially in Southern Europe, leading to an increased interest in alternative products. Increasing 

environmental consciousness, as well as a growing interest in outdoor recreation, activity and 

specialty holidays, make rural tourism an interesting opportunity for diversifying a country’ s 

tourism supply. Also the trend towards split holidays may be favorable for the rural holiday market, 

as there seems to be a pattern of tourists choosing rural areas for a second holiday. 
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Apart from that, DJULFXOWXUH has experienced a considerable�GHFOLQH�DOO�RYHU�(XURSH� which has 

resulted in economic problems in rural areas. These might be partly overcome via tourism as a 

development tool with an important multiplier effect. That is why numerous EC funding programs 

have been introduced, which promote investments in European rural tourism. There seems to be a 

JHQHUDO�LQWHUHVW�LQ�GHYHORSLQJ�WKH�PDUNHW, both from the perspective of demand and supply. 

A YDULHW\� RI� UXUDO� WRXULVP� SURGXFWV, based on different lodging forms and complementary 

offerings exist in the countryside. There is a tendency towards creating local and regional, 

sometimes even national (e.g. France) or supra-national (³(XURSH� RI� 7UDGLWLRQV´) DVVRFLDWLRQV, 
frequently FR�RSHUDWLQJ� ZLWK� SXEOLF� HQWLWLHV, providing reservation systems, joining marketing 

efforts and creating classification schemes, auto-imposing quality standards, even if specific 

legislation does not exist. Nevertheless, there is QR�(XURSHDQ�ZLGH classification system for all 

rural tourism products facilitating commercialization and no unique image of rural tourism in 

Europe has evolved (yet). This is partly due to the diversity of regional and local realities. 

Diverse experiences confirm the QHHG� IRU� DVVRFLDWLYH� RUJDQL]DWLRQ�� FR�RUGLQDWLRQ� DQG� FRQMRLQW�
PDUNHWLQJ� RI� VXSSO\, as well as for the FUHDWLRQ� RI� FRPSOHPHQWDU\�� WKHPDWLF� RIIHULQJV. There 

seems to be a point for VHJPHQWDWLRQ and development of VSHFLDOW\� SURGXFWV, such as the 

“ FKLOGUHQ¶V�JLWHV”  and “ VWRS�JLWHV”  in France and “ VNL�FRXQWU\�KRXVHV”  in Austria and Switzerland, 

“ KRUVH�ULGLQJ�IDUPV”  in Germany, “ JROI�DQG�ILVKLQJ�IDUPV”  in Ireland, etc. 

As far as GHPDQG is concerned, rural tourism is apparently mostly sustained by GRPHVWLF�GHPDQG, 

being relatively important in some countries as a main holiday pursuit as well as for split holidays 

and short breaks (e.g. in the Netherlands, Denmark, Germany and France and the UK). Some 

countries also have an important LQWHUQDWLRQDO� PDUNHW� IRU� UXUDO� WRXULVP�� such as Austria, 

Switzerland and France, as well as Germany, Ireland and certain Italian regions. 3RUWXJDO¶V still 

incipient rural tourism (particularly TER) market attracts ERWK�WKH�GRPHVWLF�DQG�WKH�LQWHUQDWLRQDO�
PDUNHW and has revealed continuous growth in the last decade, while occupation rates remain 

relatively low. This tourism form is most important for the North, which actually dominates the 

country’ s rural tourism market. However, as based on a different philosophy of tourism 

development, it should present an RSSRUWXQLW\� IRU� JURZWK� also in other Portuguese regions, 

especially in areas that have maintained their “ rural character” . Still, the Portuguese example of 

TER shows that a strong natural resource base is not enough, but that a certain degree of 

development, proximity to investors and markets and capacity of organization may act as a catalyst 

for market success in rural tourism. 
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&KDSWHU����7RXULVP�DQG�'HVWLQDWLRQ�0DUNHWLQJ�
As seen in chapter 2, tourism is a very complex phenomenon. Tourism products yield the 

satisfaction of a variety of changing needs through the provision of a variety of goods, services, 

environments and experiences. In this context, the “ WRXULVP�LQGXVWU\”  needs to understand how the 

features of a tourist destination and tourism products are perceived and experienced and how they 

interact. This determines the global outcome of the separate offerings in terms of the tourist’ s 

experience and destination image, also depending on the tourist’ s characteristics, behavior and 

motivation. With this understanding the supply-side may create a product and develop a 

destination, which satisfies tourists and may convince them of the product’ s suitability, superiority 

and desirability. The question however remains, whether tourism requires a specific type of 

marketing. This will be discussed in this chapter with an emphasis on rural tourism. 

&KDSWHU������&RQFHSW�DQG�(YROXWLRQ�
The 0DUNHWLQJ� 3HUVSHFWLYH� concentrates on the market, aiming at ³ILUVW� LGHQWLI\LQJ� DQG� WKHQ�
VDWLVI\LQJ� KXPDQ� QHHGV� DQG� GHVLUHV´� ()ULGJHQ� 1991: 235). .RWOHU� HW� DO� (1999: 10) define 

marketing as a “ VRFLDO�DQG�PDQDJHULDO�SURFHVV�E\�ZKLFK�LQGLYLGXDOV�DQG�JURXSV�REWDLQ�ZKDW�WKH\�
QHHG�DQG�ZDQW�WKURXJK�FUHDWLQJ�DQG�H[FKDQJLQJ�SURGXFWV�DQG�YDOXH�ZLWK�RWKHUV” . One may suggest 

that marketing aims at a better functioning of the market enhancing the satisfaction of social and 

individual needs through delivery of adequate products and services. This does not mean that it is 

able to correct debatable developments and structural weaknesses of the market (e.g. exploitative 

economic power concentration, lack of consideration of non-priced, but essential goods, such as 

environment, culture, and social equilibrium). Marketing only interferes ZLWKLQ�the existing market 

conditions, where the ability to satisfy one’ s needs depends on individual buying power or on the 

social and political will to satisfy such needs. Obviously a selection has to be made, as resources 

are too limited to satisfy all needs. Marketing may help make the choice by identifying needs and 

correspondingly determining resource allocation through the development of most satisfying 

products targeted to diverse consumer groups. 

The marketing concept was first developed for� SK\VLFDO� JRRGV due to business and economic 

pressures that made the initial business philosophies obsolete. The evolution leading to the 

prevalence of the marketing concept started with the ³SURGXFWLRQ� HUD” , being followed by the�
³VDOHV�RULHQWDWLRQ´ ('LEE�HW�DO�� 1997: 16-17, 3ULGH�	�)HUUHOO, 1997: 9-10). The “ SURGXFWLRQ�HUD”  

was marked by the belief that products if priced cheaply enough would be bought. This implied an 

LQZDUG��SURGXFW�RULHQWDWHG outlook on business that was primarily concerned with efficiency of 

mass-production. .RWOHU� HW� DO� (1999: 17-18) further distinguish between the “ SURGXFW”  and the 

“ SURGXFWLRQ� FRQFHSW” . The first focused on the quality and the second on the quantity of 
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production. The “ VDOHV�HUD´��from the mid 1920s to the early 1950s, showed an increasing concern 

about the market, as growing competition led to difficulties in selling what had been produced. In 

this context, business focused on more effective selling techniques. Finally the “PDUNHWLQJ�HUD”  

deepened the market approach by trying to identify the customers’  needs and to satisfy them 

through corresponding products. According to 'UXFNHU�(1973: 64, cited by &RRSHU, 1993) “ VHOOLQJ�
DQG�PDUNHWLQJ�DUH�DQWLWKHWLFDO�UDWKHU�WKDQ�V\QRQ\PRXV�RU�HYHQ�FRPSOHPHQWDU\��7KHUH�ZLOO�DOZD\V��
RQH� FDQ� DVVXPH�� EH� D� QHHG� IRU� VRPH� VHOOLQJ�� EXW� WKH� DLP� RI� PDUNHWLQJ� LV� WR� PDNH� VHOOLQJ�
VXSHUIOXRXV.”  Thus, the marketing approach is qualitatively substantially different from a sales 

focus, implying a consumer-led approach on production, distribution and promotion. Recently 

“ VRFLDO´�or�³VRFLHWDO�PDUNHWLQJ”  has received increasing interest. This approach concentrates not 

only on the company’ s direct customers and the primary functions of its products but also considers 

broad social and environmental causes, which reflects the growing global, systemic consciousness 

in modern society (.RWOHU�HW� DO�� 1999: 22-24). Responding to these concerns, concepts such as 

“ JUHHQ�PDUNHWLQJ”  (2WWPDQ, 1993) or “ FDXVH� UHODWHG�PDUNHWLQJ”  (3ULQJOH�	�7KRPVRQ, 1999) 

emerge. This shows a trend towards a more RXWZDUG�RULHQWHG business philosophy.  

The consumer-led orientation was quickly adopted by the VHUYLFH sector, which developed a 

specific marketing approach ()LVN�HW�DO, 2000: 9-11). Here a focus on the customer is even more 

important because service quality depends directly on the customer’ s participation. “5HODWLRQVKLS�
PDUNHWLQJ´�is another recent evolution of the marketing concept67, based on the premise that in a 

constantly changing environment the development of long-term relationships with target-customers 

is of mutual benefit. The supply-side may better adapt its offerings to the well-known needs of 

identified clients and thereby profit from more stable repeat business. In the service domain this 

approach seems most adequate, as human interaction is a particular ingredient, with enhanced 

relationships being the best guarantee for a more personalized and satisfactory outcome 

(*URHQURRV� 2000, )LVN�HW�DO�� 2000)68. Further, increased trust should reduce perceived risk. Also 

relationships with other stakeholders may be enhanced, emphasizing the creation of trust and 

loyalty, based on a “ win-win”  philosophy, which is close to the VRFLHWDO�PDUNHWLQJ concept.  

For the WRXULVP� ILHOG a� VLPLODU� HYROXWLRQ can be traced. In its beginning, when there were few 

tourism offerings in relation to a booming demand, the supply side could focus on its products. 

5RWK�(1992a: 134) distinguishes a second phase (1960s till 70s), denominated as oriented towards 

ILQDQFH�DQG�RUJDQL]DWLRQ. Here, demand continued to boom and organizations had to concentrate 

                                                           
67.RWOHU� HW� DO�� (1999: 483) define 5HODWLRQVKLS� 0DUNHWLQJ� as “ WKH� SURFHVV� RI� FUHDWLQJ�� PDLQWDLQLQJ� DQG�
HQKDQFLQJ�VWURQJ��YDOXH�ODGHQ�UHODWLRQVKLSV�ZLWK�FXVWRPHUV�DQG�RWKHU�VWDNHKROGHUV�´�
68 %HQGDSXGL�	�%HUU\�(1997) suggest that a relationship between a service organization and its clients may 
be based on constraints (“ KDYH� WR”  relationship) or on dedication (“ZDQW� WR”  relationship), resulting in 
different degrees of involvement and stability of the relationship. 
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on their ability to organize and finance mass production. According to this author, the beginning of 

concentration of tourism supply can be traced back to this period. When the market was confronted 

with oversupply, competition obliged companies to focus more on the market. First these 

companies adopted a sales approach which was later substituted by a marketing perspective. 5RWK�
(1992a: 134-135) locates the beginning of the marketing period to the end of the 1970’ s. 0RUH�
DIIOXHQW, H[SHULHQFHG and LQFUHDVLQJO\� GHPDQGLQJ WRXULVWV implied an evolution from a mass 

market to a number of VXE�PDUNHWV� These markets ask for GLYHUVLILHG�VSHFLDOLVW�SURGXFWV that meet 

their continuously developing interests. According to the model of SURGXFW� OLIH�F\FOHV, the entire 

tourism industry may be located at the PDWXULW\� VWDJH. Obviously each destination and tourism 

product can be attributed a different life cycle stage. The SURGXFW�FODVV can be considered mature, 

because clients (and tour operators) have gained sufficient experience and are increasingly looking 

for higher quality, new and different SURGXFW� IRUPV69. In order to be able to offer corresponding 

products, a profound knowledge of the customer, his/ her needs, desires and changing interests is 

necessary. This is especially true for the so-called ³SUHIHUHQFH´� or “ TXDOLW\� VWUDWHJ\´, which 

focuses on “ EHLQJ�EHWWHU�WKDQ�WKH�RWKHUV” , as contrasted with the “ SULFH�TXDQWLW\�VWUDWHJ\”  based on 

“ EHLQJ� FKHDSHU� WKDQ� WKH� RWKHUV”  (5RWK, 1992a: 69-70). The “ TXDOLW\� VWUDWHJ\´ may be 

characterized as DLPLQJ�DW�SURILW�rather� than market share and at a VXSHULRU� LPDJH�via long-term 

commitment. This should permit VHOI�GHWHUPLQHG�SRVLWLRQLQJ and enhance FXVWRPHU� OR\DOW\. The 

WDUJHW�PDUNHW should value quality over price, and the PDUNHWLQJ�PL[ should reflect this superior 

quality, which must be heavily communicated and justify a higher price (5RWK� 1992a: 70, adapted 

from %HFNHU� 1988). The advantage of this strategy lies in the profiling of an own, strong market 

position, which may be more defensible and profitable than a price-advantage. On the other hand, 

difficulties may be related to the need for innovative and distinctive product-development and for a 

strong communication effort. 

The WHQGHQF\� WRZDUGV�EXVLQHVV� FRQFHQWUDWLRQ in the “ tourism industry”  implies increasing JDSV 
between the�FOLHQW and his/ her VHUYLFH�SURYLGHUV at the destination70. This gap is naturally extensive 

due to the geographical and cultural distance and increases with the organization of mass 

operations through intermediaries. The gap must be overcome through increased PXWXDO�
NQRZOHGJH, which may be enhanced by PDUNHWLQJ� UHVHDUFK� DQG�PDUNHW� FRPPXQLFDWLRQ. Also 

                                                           
69 For a definition of the concepts “ SURGXFW�FODVV”  and “ SURGXFW�IRUP”  and the notion of “ SURGXFW�OLIH�F\FOH” , 
see *XLOWLQDQ�	�3DXO�(1994: 37, 38). 
70 In the context of services, 3DUDVXUDPDQ��=HLWKDPO�	�%HUU\ (1985) suggested a model of the gap existing 
between expected and perceived service, resulting from other gaps in the process of service planning and 
delivery, namely: the gap between expectations of clients and corresponding perceptions of management, the 
differences in management perception and service quality specifications, the gap between service quality 
specifications and service delivery and the gap between service delivery and external communication. These 
gaps reveal main problem areas in the context of client satisfaction via perceived service quality.  
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specialized marketing channels may be used, such as specialized tour operators or ³GHVWLQDWLRQ�
GHYHORSHUV” , as suggested by 9HQHPD (1996). The GHVWLQDWLRQ� GHYHORSHU would act as an 

intermediary between the destination and large tour operators. Both destinations and tour operators 

increasingly need to become distinctive, facing global competition. A solution would be 

SURJUDPPLQJ holidays with a content rather than merely “ SDFNDJLQJ”  the holiday’ s main 

ingredients, i.e. adding new value through specialized, unique offerings. As large tour operators do 

not have the knowledge nor the time or manpower to explore a destination in depth, local 

destination developers may promote the destination as “ insiders”  in a qualitatively better, more 

authentic and unique way. A simultaneous knowledge of the market should guarantee that these 

specialized products are correctly targeted. 

According to 5RWK�(1992a: 134), customer-focus is not sufficient, due to societal concerns and the 

call for VXVWDLQDEOH� WRXULVP� This author� (1992: 67-68) suggests “ WKH� LQFUHDVH� RI� WKH�QXPEHU�RI�
HQYLURQPHQWDOO\� VHQVLWLYH� WRXULVWV”  and “ WKH� FUHDWLRQ� RI� D� GHVWLQDWLRQ� LPDJH� DPRQJ� WKH� WDUJHW�
PDUNHW�� EDVHG�RQ� WKH� FRQFHSW�RI� VXVWDLQDEOH� WRXULVP”  as concrete examples of “ HQYLURQPHQWDOO\�
RULHQWHG�PDUNHWLQJ�REMHFWLYHV”  for tourist destinations71. This evolution towards a VRFLHWDO (5\DQ, 

1991) or HFRORJLFDO�(.ULSSHQGRUI� 1987b) marketing approach is driven by visible trends towards 

PRUH�FRQVFLRXV�WUDYHO (.ULSSHQGRUI, 1989, 0LGGOHWRQ�	�+DZNLQV, 1998). 

-DQVHQ�9HUEHNH� (1996) stresses the importance of QHWZRUNV that exploit “ SODFH� DGYDQWDJHV”  

leading to V\QHUJLHV in an inherently complex tourism offering. Also &RVWD� (1996: 402-407) 

suggests networks to improve regional tourism organization by strengthening cooperation among 

partners in the context of a “ FRPSUHKHQVLYH�SODQQLQJ�VW\OH” . He explains that strategic alliances are 

common for implementing tourism development plans, whereas they would be most adequate 

already in the decision making process. The development of VWUDWHJLF�SDUWQHUVKLSV�between small 

and medium sized tourism enterprises, as :LOOLDPV�(1999) analyzed for the case of Canada, should 

be particularly important for rural tourist destinations. :LOOLDPV¶ study identified PHPEHU�
FRPPLWPHQW�� IOH[LELOLW\ and WUXVW� as key factors for successful partnerships. According to 

0RXWLQKR�(2000: 9-10) LQWHJUDO�SODQQLQJ��ORQJ�WHUP�WKLQNLQJ�and FRQVLVWHQW�DFWLRQ�is paramount 

for the success of destination planning and management. An LQWHJUDWHG�PDUNHWLQJ�approach should 

involve everybody organizing and providing supply. /XQGEHUJ� (1990: 141) defines LQWHJUDWHG 

GHVWLQDWLRQ�PDUNHWLQJ as: ³WKH�RYHUDOO�HIIRUW� WR� LGHQWLI\�ZKDW� LW� LV�D�GHVWLQDWLRQ�KDV� WR�RIIHU� �WKH�
SURGXFW���ZKDW�JURXSV�RI�SHRSOH�ZRXOG�KDYH� WKH� WLPH��PRQH\�DQG�GHVLUH�ERWK� WR� WUDYHO� WR�DQG� WR�
HQMR\� WKH� GHVWLQDWLRQ� �WKH� WDUJHW�PDUNHWV��� DQG� KRZ� EHVW� WR� UHDFK�DQG� FRQYLQFH� WKRVH� SHRSOH� WR�
FRPH� WR� WKH�GHVWLQDWLRQ� �PDUNHWLQJ��´ This marketing of a destination, i.e. of “ DQ\�JHRJUDSKLFDO�
                                                           
71 For a complex theoretical and empirical discussion of “ sustainable tourism” , its foundations, conditions 
and marketing consequences, see :RHKOHU�	�6DUHW]NL (1999). 
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XQLW� WKDW� FDQ� EH� YLHZHG� DV� KDYLQJ� D� FRPPRQ� LPDJH” , can be conducted at several levels (city, 

region, state, country). According to .ULSSHQGRUI� (1971, cited by 5RWK� 1992a: 126) tourist 

demand is primarily directed at destinations72, which stand for the “ FROOHFWLYH� SURGXFWLRQ”  of a 

locality, region or country. .DVSDU�(1991, cited by 5RWK, 1992a: 126) calls a destination the “ SRLQW�
RI� FU\VWDOOL]DWLRQ� RI� WKH� WRXULVW� DFWLYLW\” . Similarly, 5RWK (1992a: 126-127) explains that 

GHVWLQDWLRQV� SURYLGH� D� V\QWKHVLV� RI� WRXULVP� VXSSO\�� RUJDQL]LQJ�� LQVWLWXWLRQDOL]LQJ�DQG�GLUHFWLQJ�
WRXULVP LQ�RUGHU�WR�FUHDWH�D�KDUPRQLRXV�JOREDO�LPDJH. This is mainly based on natural resources 

and tourist infrastructures, with geographical, social and political conditions, as well as cooperation 

determining its development. In reality, joint marketing efforts are mostly focused on tourism 

promotion, especially on a country or state basis, which “ LV�EHVW�DFFRPSOLVKHG�E\�D�FRRSHUDWLYH�
HIIRUW�RI�SULYDWH�LQGXVWU\�DQG�JRYHUQPHQW´ (0F,QWRVK�	�*RHOGQHU, 1990: 413-414). On the other 

hand, joint product development, pricing and distribution strategies are unfortunately rather rare. 

Cooperation may be enhanced by external and internal relationship building in networks of public 

and private sector organizations (3DOPHU��1996). This author shows that an inward- and outwards-

oriented effort of 5HODWLRQVKLS�0DUNHWLQJ�“ LPSURYHG�VWUXFWXUHV�ZKLFK�ZHUH�FDSDEOH�RI�IRFXVLQJ�RQ�
WKH�VSHFLILF�QHHGV�RI�YLVLWRUV´��thereby enhancing a destination’ s success. 

+HDWK�	�:DOO (1992) propose JXLGHOLQHV�IRU�SODQQLQJ, GHYHORSPHQW�DQG�PDUNHWLQJ of tourism at 

the regional and community level, following an LQWHJUDWHG�PDUNHWLQJ approach. The process starts 

with an analysis of the destination’ s resources and a formulation of regional goals for tourism 

development, on the basis of which target markets are identified. Closeness to the market and its 

trends is considered as fundamental as the correct definition of the “ SURGXFW” , which cannot be 

totally adapted to all markets and any kind of changes in demand. )RQW�	�$KMHP�(1999) explain 

that for destination marketing a compromise between a market-led and a supply-oriented approach 

is most adequate. This applies particularly to fragile destinations, such as protected areas, in which 

some of the Portuguese rural areas are integrated. -HQNLQV�	�0F$UWKXU�(1996) stress the role of 

marketing in assuming “ WKH�GXDO� UHVSRQVLELOLW\�RI� FRQVHUYLQJ� WKH� UHVRXUFH�DQG�SURYLGLQJ�D�KLJK�
TXDOLW\�YLVLWRU�H[SHULHQFH«��FRQVLGHULQJ�LW�«RQH�RI� WKH�PRVW�HIIHFWLYH�YLVLWRU�PDQDJHPHQW� WRROV�
DYDLODEOH«´� Similarly 5\DQ� (1991) demands restrictions in rural tourism development, albeit 

economic pressures towards large-scale operations. Thus, GHVWLQDWLRQ�PDUNHWLQJ� LQWHJUDWHG� LQWR�
RYHUDOO�SODQQLQJ aims at a match between the destination and the tourist market. 6HLW]�(1983) calls 

attention to the permeable frontiers between management and economic sciences in the case of 

                                                           
72 Contesting a common misconception in the tourism industry, focusing on hotels and restaurants, 6HLW]�	�
0H\HU� (1995: 11) stress that “ QRW� WKH� GHVLUH� RI� DOLPHQWDWLRQ� RU� WKH� QHHG� WR� VOHHS� DUH� FDXVDO� WR� WRXULVW�
FRQVXPSWLRQ��EXW�WKH�GHPDQG�RI�WKH�GHVWLQDWLRQ�RU�HOVH�RI�LWV�IHDWXUHV�DV�D�ZKROH´���
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tourism, justifying on the one hand the application of marketing methods in the field, on the other 

hand demanding a broader perspective considering macro-impacts. 

One might consider destination marketing a specific form of “0DUNHWLQJ�RI�3ODFHV” . .RWOHU HW�DO��
(1995) discuss this domain, reflecting on how to attract investment, industry and tourism to cities, 

states and nations. They suggest a sequence of “ infrastructureÆ attractionsÆ peopleÆ image 

marketing” , meaning that places have to first work on their fundamental features before promoting 

a corresponding image. According to $VKZRUWK�	�9RRJGW�(1991) “ FLWLHV�DQG�UHJLRQV�KDYH�DOZD\V�
H[LVWHG�ZLWKLQ�PDUNHWV�RI�RQH�VRUW�RU�DQRWKHU��WKH\�FRPSHWH�IRU�UHVRXUFHV��DFWLYLWLHV�DQG�UHVLGHQWV�
ZLWK�RWKHU�SODFHV«�,QWHUYHQWLRQ�WR�LQIOXHQFH�WKLV�RSHUDWLRQ�LV�QRW�RQO\�ERWK�SRVVLEOH�DQG�GHVLUDEOH��
LW� LV� DOVR� ODUJHO\�XQDYRLGDEOH�´ Referring to the traditional planning approach applied to places, 

they stress the new role of “PDUNHWLQJ�DV�D�SKLORVRSK\�RI�SODFH�PDQDJHPHQW´� linked to social, 

economic and cultural changes. These authors defend the specificity of place marketing, which 

they define as “ D�SURFHVV�ZKHUHE\�ORFDO�DFWLYLWLHV�DUH�UHODWHG�DV�FORVHO\�DV�SRVVLEOH�WR�WKH�GHPDQGV�
RI�WDUJHW�FXVWRPHUV��7KH�LQWHQWLRQ�LV�WR�PD[LPL]H� WKH�HIILFLHQW�VRFLDO�DQG�HFRQRPLF�IXQFWLRQLQJ�RI�
WKH�DUHD�FRQFHUQHG��LQ�DFFRUGDQFH�ZLWK�ZKDWHYHU�ZLGHU�JRDOV�KDYH�EHHQ�HVWDEOLVKHG�´ The concept 

can be related to the particular marketing concepts of non-profit organizations and social/ societal 

marketing. This implies different goals, means of measuring success and time frames of reference 

(long-term focus) than conventional product marketing. Correspondingly, place marketing implies�
³PRUH�WKDQ�D�VLPSOH� WUDQVIHU�RI�D�NQRZQ�DQG�WULHG�VHW�RI� WHFKQLTXHV� IURP�RQH�VHW�RI�SURGXFWV� WR�
DQRWKHU´($VKZRUWK�	�9RRJGW�� 1991). /HQJNHHN� (1998), for example, calls for a FRPPXQLW\�
EDVHG� WRXULVP�SURGXFW� GHYHORSPHQW� stressing the difficulties inherent in this process. Conflicts 

among residential and business groups may require the intervention of an H[WHUQDO�� LQGHSHQGHQW 
DJHQW, who should permit the consideration of various scenarios and of all local interests.   

All these factors specific to the tourism phenomenon and the reality of destinations seem to justify 

a particular marketing approach, although the basic concepts and propositions of general marketing 

theory may be applied in this context. This perspective of destination marketing is adopted in this 

thesis, as a specific form of SODFH� PDUNHWLQJ, involving elements of VHUYLFH� DQG� UHODWLRQVKLS�
PDUNHWLQJ��LQWHJUDWHG�DQG�VRFLHWDO�PDUNHWLQJ��
One essential strategic element of destination marketing is the LGHQWLILFDWLRQ�RI�WKH�WDUJHW�PDUNHW, 
based on VHJPHQWDWLRQ. On the other hand, a corresponding SRVLWLRQLQJ�of the destination, from the 

perspective of this target market, is paramount, considering both this market’ s needs and desires, 

and its perceptions and evaluations of the destination, compared with competing destinations. The 

role of target marketing and positioning of tourist destinations will be briefly discussed next, with 

particular consideration of rural tourist destinations. Further, specific approaches on the PDUNHWLQJ�
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PL[ are reflected on. In this context, the significance of GHVWLQDWLRQ�LPDJH, as the main construct of 

analysis of this thesis, will be stressed.  

&KDSWHU������6WUDWHJLF�0DUNHWLQJ�RI�7RXULVW�'HVWLQDWLRQV�
0DUNHWLQJ� 6WUDWHJ\� has been defined by 'LEE� HW� DO� (1997: 650) as “ D� VWUDWHJ\� LQGLFDWLQJ� WKH�
VSHFLILF� WDUJHW� PDUNHWV� DQG� WKH� W\SHV� RI� FRPSHWLWLYH� DGYDQWDJHV� WKDW� DUH� WR� EH� GHYHORSHG� DQG�
H[SORLWHG³��.RWOHU (1997: 64) distinguishes between the VWUDWHJLF�PDUNHWLQJ�SODQ� which “ GHYHORSV�
WKH�EURDG�PDUNHWLQJ�REMHFWLYHV�DQG�VWUDWHJ\�EDVHG�RQ�DQ�DQDO\VLV�RI�WKH�FXUUHQW�PDUNHW�VLWXDWLRQ�
DQG�RSSRUWXQLWLHV³� and the WDFWLFDO�PDUNHWLQJ�SODQ, which “ RXWOLQHV� VSHFLILF�PDUNHWLQJ� WDFWLFV��
LQFOXGLQJ� DGYHUWLVLQJ�� PHUFKDQGLVLQJ�� SULFLQJ�� FKDQQHOV�� VHUYLFHV�� DQG� VR� RQ�´� Usually 

segmentation leading to target-market-selection, and positioning are referred to as strategic 

marketing tools73, being the specification of the 0DUNHWLQJ�0L[74 considered a more tactical 

approach (/HQGUHYLH�HW�DO��1993: 375-425).  

Nowadays, in destination marketing “ WKH� HPSKDVLV� LV� VKLIWLQJ� IURP� FRPSHWLWLRQ� EHWZHHQ�
�GHVWLQDWLRQV�� RQ� WKH� EDVLV� RI� SULFH� WR� WKH�PDQDJHPHQW� RI� GHVWLQDWLRQV� LQ� RUGHU� WR� SUHVHQW� D�
FRQVLVWHQW�UDQJH�RI�VHUYLFHV�LQWHQGHG�WR�VDWLVI\�SDUWLFXODU�W\SHV�RI�WRXULVWV��7KLV�LV�UHLQIRUFHG�E\�D�
FRQWLQXDO�QHJRWLDWLRQ�SURFHVV�LQ�ZKLFK�WKH�LQWHUDFWLRQ�EHWZHHQ�WRXULVWV�DQG�GHVWLQDWLRQ�PDQDJHUV�
PRGLILHV� WKH� H[LVWLQJ� SURGXFW”  (/DZV, 1995: 26). This statement relates to the before-presented 

“ TXDOLW\�VWUDWHJ\´ and stresses the need of a consistent and targeted marketing approach. However, 

0F.HUFKHU�(1995) stresses the limited control tourism marketers often have over the product mix 

and new product development and the little flexibility of complex destination products, suggesting 

a need for “PDQDJLQJ�WKH�PDUNHW�SRUWIROLR�UDWKHU�WKDQ�WKH�SURGXFW�SRUWIROLR´ n o ���
For RSWLPDOO\�DOORFDWLQJ�UHVRXUFHV a sound marketing strategy must be based on an XQGHUVWDQGLQJ�
RI�WKH�PDUNHW. This permits the identification of groups of clients with different consumer behavior, 

looking for different benefits, and marked by distinct personal characteristics. *XLOWLQDQ�	�3DXO 
(1994: 71) explain that “ ILUPV�PD\� ILQG� VRPH� VHJPHQWV�PRUH� DWWUDFWLYH� WKDQ�RWKHUV� EHFDXVH� RI�
YDULDWLRQV�LQ�VHJPHQW�VL]H��JURZWK�SRWHQWLDO��RU�FRPSHWLWLRQ�´�In the case of tourism, one could add 

“ because of the existence of certain features of the destination, best fitting the needs of specific 

segments and because of overall destination development concerns” . That is, a destination should 

                                                           
73 .RWOHU� (1994: 264) explains that “ WKH� KHDUW� RI� PRGHUQ� VWUDWHJLF� PDUNHWLQJ� FDQ� EH� GHVFULEHG� DV� 673�
PDUNHWLQJ���VHJPHQWLQJ��WDUJHWLQJ�DQG�SRVLWLRQLQJ” .  
74 The development of the marketing-mix may include some strategic aspects, though, as suggested by 'LEE�
HW�DO� (1997: 22-24) and /HQGUHYLH�HW�DO� (1993: 425-443), who particularly refer to the selection of the key-
element/s of that mix as a strategic decision. 
75 He suggests the development of a destination-market-matrix to help in the strategic marketing process via 
visualization of complex inter-relationships existing between a destination and its many markets, considering 
further the destination’ s life cycle. 
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identify the market which is most desirable in terms of overall expected benefits and which 

marketing strategies might be most effectively and efficiently targeted to.  

There might be different target segments for different sub-products and/ or areas of a destination, as 

well as for different periods of the year. The LGHQWLILFDWLRQ�RI�PDUNHW�VHJPHQWV�of tourists and their 

profiling is the first step in defining the target-market. Each segment’ s requirements and the areas’  

capacity to meet them as well as the compatibility between those segments and corresponding 

development needs should be considered. A targeted market-approach is particularly adequate for 

rural destinations, as: ³VHJPHQWV�FDQ�EH�SHUFHLYHG�DV�RSSRUWXQLWLHV��$�FRPSDQ\�(here: destination)�
ZLWK�OLPLWHG�UHVRXUFHV�QHHGV�WR�SLFN�RQO\�WKH�EHVW�RSSRUWXQLWLHV�WR�SXUVXH´�(%HDQH�	�(QQLV��1987: 

20). To be useful, these segments should be (.RWOHU��1997: 268-269): 

• PHDVXUDEOH (in terms of size, purchasing power and profile), 

• DFFHVVLEOH (i.e. “ HIIHFWLYHO\�UHDFKHG�DQG�VHUYHG´ via some kind of marketing vehicle), 

• VXEVWDQWLDO (constituting “ WKH�ODUJHVW�SRVVLEOH�KRPRJHQHRXV�JURXS�ZRUWK�JRLQJ�DIWHU�ZLWK�D�
WDLORUHG�PDUNHWLQJ�SURJUDP´�� 

• GLIIHUHQWLDEOH (that is conceptually distinguishable, responding differently to different 
marketing-mix elements and programs), 

• DFWLRQDEOH (meaning that�³HIIHFWLYH�SURJUDPV�FDQ�EH�IRUPXODWHG�IRU�DWWUDFWLQJ�DQG�VHUYLQJ�
WKH�VHJPHQWV´�� 

• YLDEOH (implying long run projected revenues to exceed cost of target marketing, also in the 
context of destinations’  VXVWDLQDELOLW\), and 

• DSSURSULDWH (requiring compatibility between simultaneously served segments as well as 
between different offerings of the same company, in the context of destinations not to 
forget compatibility with community interests). 

0RUULVRQ�(1989: 143) suggests that segments should also be: 

• GXUDEOH� (a period of time which would permit return on investment76. This is extremely 
important for tourist destinations, which realize important investments in developing a 
complex supply-system, closely linked to global regional development) and 

• FRPSHWLWLYH (as far as the organization is capable of offering something distinct or unique, 
which best fits the needs of the particular target segment/s). 

Segmentation may lead to the extreme of ³FXVWRPL]DWLRQ´, offering tailor-made products to all 

clients. 'DYLV (1987, cited by .RWOHU� 1994: 266-267) introduced the notion “PDVV�FXVWRPL]DWLRQ´ 

which he defines as “ WKH�DELOLW\�WR�SUHSDUH�RQ�D�PDVV�EDVLV�LQGLYLGXDOO\�GHVLJQHG�SURGXFWV�WR�PHHW�
HDFK� FXVWRPHU¶V� UHTXLUHPHQWV�´ %XUNDUW�	�0HGOLN� (1974: 194) stress the variety of potential 

tourist segments, stating that: “$�WRXULVW�PDUNHW�PD\�EH�LGHQWLILHG�FRUUHVSRQGLQJ�WR�HDFK�SURGXFW�´�
Similarly, a product may be identified for each tourist. Probably, FXVWRPL]DWLRQ would be the ideal 

                                                           
76 6WDELOLW\�RI�VHJPHQWV must be analyzed in the context of seasonal change. That is why segmentation should 
be repeated in different seasons of the year and over several years.  
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approach in tourism, if economically feasible. Between undifferentiated and customized marketing, 

the GLIIHUHQWLDWHG� PDUNHWLQJ� DSSURDFK� WDUJHWLQJ� VSHFLILF� PDUNHW� VHJPHQW�V may be the most 

appropriate approach. 

The selection of a relevant variable as a VHJPHQWDWLRQ�EDVLV�is essential for a useful structuring of 

the market. However, often several bases will produce useful results. .RWOHU (1997: 256) identifies 

two broad groups of these variables, namely FRQVXPHU� FKDUDFWHULVWLFV (e.g. JHRJUDSKLF��
GHPRJUDSKLF��SV\FKR�JUDSKLF)�and FRQVXPHU�UHVSRQVHV to market offerings, leading to EHKDYLRUDO 
VHJPHQWDWLRQ. 3OXPPHU� (1974) suggested the general distinction between SHRSOH�RULHQWHG and�
SURGXFW�RULHQWHG segmentation bases. *HRJUDSKLF�� GHPRJUDSKLF� and� SV\FKR�JUDSKLF� may be 

considered SHRSOH�RULHQWHG, being the first two more descriptive and the last more explanatory. 

%HKDYLRUDO� VHJPHQWDWLRQ can be considered as PRUH� SURGXFW�RULHQWHG�� A combined approach 

might be the most adequate, since both personal characteristics of consumers and implications on 

behavior towards products are relevant to marketers. 'LFNVRQ� (1982) defends an LQWHJUDWHG�
SHUVRQ�VLWXDWLRQ�VHJPHQWDWLRQ approach, as “ GHPDQG�UHVXOWV�IURP�WKH�LQWHUDFWLRQ�RI�D�SHUVRQ�ZLWK�
WKH�HQYLURQPHQW«´��Especially in tourist markets this interaction should be considered, as tourists 

may change their preferences, behaviors and tourist roles. This happens not only during a tourist’ s 

lifetime (2SSHUPDQQ�� 1995a, 3HDUFH, 1993), but also according to travel situations (e.g. in 

different VHDVRQV of the year or DUHDV�YLVLWHG, according to the PDLQ�SXUSRVH�RI�WUDYHO or OHQJWK�RI�
VWD\). As the situation is actually part of the tourism product and tourist experience, this approach is 

both person and product-related. 

*HRJUDSKLF� VHJPHQWDWLRQ is one of the most popular segmentation forms because it is easy to 

apply. Furthermore, on a geographical level, there is usually numerous statistical data available as 

well as specific media vehicles, facilitating access to segments. Often the differences between�
GRPHVWLF�DQG� LQWHUQDWLRQDO�PDUNHWV are analyzed in tourism, as well as between diverse foreign 

markets. This approach uses “ JHRJUDSK\� ���� DV� D� SUR[\� YDULDEOH� IRU� D� YDULHW\� RI� GHPRJUDSKLF��
FXOWXUDO� DQG� VRFLR�HFRQRPLF� FKDUDFWHULVWLFV”  (/DZVRQ� 1995: 307)�� Also GHPRJUDSKLF�
VHJPHQWDWLRQ� is popular due to the ease of information gathering, interpretation and comparison. 

Examples are variables like DJH��JHQGHU��IDPLO\�VL]H��LQFRPH and�HGXFDWLRQDO�OHYHO. Demographics 

are further used for profiling and comparing segments. However, JHRJUDSKLF� DQG�GHPRJUDSKLF 
approaches have been LQFUHDVLQJO\� FULWLFL]HG, since they do not provide any insight into the 

XQGHUO\LQJ� VWUXFWXUH� DQG� PHFKDQLVPV� RI� WKH� PDUNHW. /DZVRQ (1995: 313) explains that 

“ GHPRJUDSKLFV�DUH�RIWHQ�FRUUHODWHG�WR�EHKDYLRU�EXW�KDYH�OLWWOH�WR�GR�ZLWK�FDXVDWLRQ��7KHUH�DUH�WZR�
FRQVHTXHQFHV� RI� WKLV��)LUVWO\� WKHUH� LV�D� FRQWLQXRXV�QHHG� WR�PRQLWRU���VHFRQGO\�� WKH\�DUH� VHOGRP�
VXIILFLHQW�RQ�WKHLU�RZQ��DV�D�EDVLV�IRU�XQGHUVWDQGLQJ�DQG�WDUJHWLQJ�FXVWRPHUV�´ �
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3HUVRQDOLW\� FKDUDFWHULVWLFV and their effect on OLIH� VW\OH and FRQVXPSWLRQ� SDWWHUQV have been 

suggested as more valid predictors of consumer behavior. 3OXPPHU (1974) explains that OLIH�VW\OH 
refers to ³D�V\VWHPV�FRQFHSW�����PHDQLQJ��D�GLVWLQFWLYH�PRGH�RI�OLYLQJ�LQ�LWV�DJJUHJDWH�DQG�EURDGHVW�
VHQVH�´ It is usually based on consumers’  activities, interests and opinions combined with 

demographics which demonstrate “ HYHU\GD\�EHKDYLRUDOO\�RULHQWHG�IDFHWV�RI�SHRSOH�«�DQG�DOORZ�«�
LQIHUHQFHV� «IURP� WKH� SRUWUDLW� RI� WKH� FRQVXPHU� ERWK� LQ� WHUPV� RI� KLV� EDVLF� QHHGV� DQG� KRZ� WKH�
SURGXFW�ILWV�LQWR�KLV�OLIH�´�The well-known general life-style segmentation approach named 9$/s, 

has also been applied to tourism (see pp. 24-25). Also 3ORJ¶V�SV\FKR�JUDSKLF�WRXULVW�W\SHV (see p. 

24) would lend themselves to segmentation. 'LPDQFKH� HW� DO� (1993) identify a trend towards 

SV\FKR�JUDSKLFV in tourist market-segmentation, with tourism-specific variables approximating 

EHKDYLRUDO�VHJPHQWDWLRQ�  
The latter has become increasingly popular, based on specific SURGXFW�UHODWHG�EHKDYLRU patterns 

and thus providing particularly UHOHYDQW� GDWD for the marketer. As an example, %HDQH�	�(QQLV�
(1987) suggest “ LPDJH�VHJPHQWDWLRQ´, with “ image”  defined as “ D�OLWWOH�PRUH�WKDQ�DWWLWXGH�WRZDUGV�
SURGXFWV” . Especially EHQHILW� VHJPHQWDWLRQ has received much attention, since it makes a OLQN�
EHWZHHQ�SV\FKRJUDSKLFV� DQG�SURGXFW�UHODWHG� EHKDYLRU, providing rich data for target-marketing 

strategies. But also other, more descriptive variables are frequently used, such as “ FRPPXQLFDWLRQ�
FKDQQHO�XVHG´��³PRGH�RI�WUDYHO´��³XVH�RI�WUDYHO�DJHQWV´��³EUDQG�OR\DOW\”  etc., which is similar to 

'LFNVRQ¶V� (1982) LQWHJUDWHG� SHUVRQ�VLWXDWLRQ� VHJPHQWDWLRQ� 'LPDQFKH� HW� DO� (1993) suggest 

further FRQVXPHU�LQYROYHPHQW�SURILOHV for tourist market segmentation.  

%HQHILW� VHJPHQWDWLRQ� UHYHDOLQJ� SURGXFW�UHODWHG� PRWLYDWLRQ� may be based on the UHODWLYH�
LPSRUWDQFH consumers DWWULEXWH� WR� VSHFLILF� SURGXFW� EHQHILWV� (.DVWHQKRO]��1997). +DOH\ (1968) 

was one of the first underlining the significance of this method, explaining that it is “ DQ�DSSURDFK�
WR�PDUNHW�VHJPHQWDWLRQ�ZKHUHE\�LW�LV�SRVVLEOH�WR�LGHQWLI\�PDUNHW�VHJPHQWV�E\�FDXVDO�IDFWRUV«��7KH�
EHOLHI� XQGHUO\LQJ� WKLV� VHJPHQWDWLRQ� VWUDWHJ\� LV� WKDW� WKH� EHQHILWV� ZKLFK� SHRSOH� DUH� VHHNLQJ� LQ�
FRQVXPLQJ�D�JLYHQ�SURGXFW�DUH�WKH�EDVLF�UHDVRQV� IRU�WKH�H[LVWHQFH�RI�WUXH�PDUNHW�VHJPHQWV�����LW�
KDV� EHHQ�� VKRZQ� WKDW�EHQHILWV� VRXJKW� ���� GHWHUPLQH� ���� EHKDYLRU�PXFK�PRUH� DFFXUDWHO\� WKDQ�GR�
GHPRJUDSKLF� FKDUDFWHULVWLFV� RU� YROXPH� RI� FRQVXPSWLRQ�´ He further argues that benefit 

segmentation provides a distinct competitive edge, since it helps�GHVLJQ�SURGXFWV WR�ILW�H[DFWO\�WKH�
QHHGV�RI�VRPH�PDUNHW�VHJPHQWV, being HVSHFLDOO\�SURPLVLQJ�ZKHQ�LQWURGXFLQJ�QHZ�SURGXFWV�  
The LGHQWLILFDWLRQ and SURILOLQJ�RI�GLVWLQFW�VHJPHQWV is followed by a decision on which segment/s 

to focus the marketing effort on, when selecting a WDUJHW�PDUNHW. Thus, a destination may 

concentrate its effort on one segment (“ FRQFHQWUDWLRQ� VWUDWHJ\” ) or choose to serve diverse 

segments (“PXOWL�VHJPHQW�VWUDWHJ\” ) ('LEE�HW�DO�� 1997: 224-226). In the last case, it may use the 
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same (“ FRQFHQWUDWHG� PDUNHWLQJ” ) or diverse segment-adapted marketing-mixes (“ GLIIHUHQWLDWHG�
PDUNHWLQJ” ) (.RWOHU�HW�DO�� 1999: 414-417). This decision depends upon the destination’ s capacities 

and resources, as well as on the attractiveness of the different segments and their compatibility. 

In this context, GHFLVLRQ� VXSSRUW� DQG� H[SHUW� V\VWHPV have been developed to assist marketing 

managers in the analysis of markets, based on a series of variables indicating their respective 

attractiveness. 5LWD¶s (1992) 7285(;�V\VWHP, for example, integrates both empirical data as well 

as management judgement in weighting and evaluating a series of variables determining market 

attractiveness (tourist behavior, economic, social and competitive environment, transportation, 

distribution channels and future trends). The model permits the assessment of those international 

markets, on which a National Tourist Office’ s destination promotion should be focused. 

3RVLWLRQLQJ�or “ WKH�SURFHVV�RI�FUHDWLQJ�DQ�LPDJH�IRU�D�SURGXFW�LQ�WKH�PLQGV�RI�WDUJHW�FXVWRPHUV´�is 

often considered complementary to segmentation ('LEE�HW�DO., 1997: 227-229). /XQGEHUJ (1990: 

147) explains that “ WDUJHW�PDUNHWLQJ�DQG�PDUNHW�SRVLWLRQLQJ�E\�PHDQV�RI�SURGXFW�GLIIHUHQWLDWLRQ�
DUH� FRPELQHG� WR� IRUP� WKH� LPDJH� WKDW� WKH� PDUNHWHU� VWULYHV� WR� FUHDWH� DQG� SURMHFW�� 7KDW� LPDJH�
KRSHIXOO\� WULJJHUV� WKH� GHVLUHG� UHVSRQVH�� D� GHFLVLRQ� WR� WUDYHO� WR� WKH� GHVWLQDWLRQ�´� In order to 

establish a clear market position, a destination needs to “ VHOHFW�DQ�LPDJH�WKDW�VHWV��LW��DSDUW� IURP�
FRPSHWLQJ��GHVWLQDWLRQV���WKXV�HQVXULQJ�WKDW�WKH�FKRVHQ�LPDJH�PDWFKHV�WKH�DVSLUDWLRQ�RI�WKH�WDUJHW�
FXVWRPHU�´� It must also�³LQIRUP� WDUJHW�FXVWRPHUV�DERXW� WKH� �GHVWLQDWLRQ�«�DQG��PDNH� LW� UHDGLO\�
DYDLODEOH� DW� WKH� ULJKW� SULFH�� WKURXJK� GHYHORSPHQW� RI� WKH� IXOO� PDUNHWLQJ�PL[”  ('LEE� HW� DO� 1997: 

229). /DZV� (1995: 104) considers the “ FUHDWLRQ� DQG� SURPRWLRQ� RI� DSSURSULDWH� GHVWLQDWLRQ�
LPDJHV´�as two key issues in destination marketing.  

For positioning, data on images of competing destinations is needed. 'LYHUVH�GHVWLQDWLRQV may be 

DOWHUQDWLYHV�LQ�WKH�VDPH�GHFLVLRQ�PDNLQJ�SURFHVV� but simultaneously be DVVRFLDWHG�ZLWK�GLIIHUHQW�
WRXULVW� H[SHULHQFHV (e.g. “ educational trip to Greece”  versus “ golf-holidays in Wales”  versus 

“ countryside holidays in North Portugal” ). This makes comparison in one perceptual map difficult. 

Further, WKH�VDPH�GHVWLQDWLRQ may be DVVRFLDWHG�ZLWK�GLIIHUHQW�WRXULVW�H[SHULHQFHV (e.g. Portugal 

with “ history” , “ beach”  or “ adventure” ). That is why, the basic type of holiday experience should 

be defined before positioning analysis. The analysis of a destination’ s image from the point of view 

of diverse market segments is also strategically most important. It is most important to understand 

how the destination is perceived on most valued aspects and how this evaluation relates to the 

overall destination image, as well as to likeliness of visiting it. Following expectancy theory, 
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destination image determines destination choice, in so far as it reflects a tourist’ s “ VXEMHFWLYH�
GHVWLQDWLRQ�DWWUDFWLYHQHVV” 77. 

&KDSWHU������$�VSHFLILF�0DUNHWLQJ�0L["�
$VKZRUWK�	�9RRJGW� (1991, 1994a, 1994b) defend that place marketing is different from other 

marketing domains in all elements of the marketing system. First, the SURGXFW�is more complex and 

may be defined as “ ERWK�D�FRQWDLQHU«IRU�DFWLYLW\�EDVHG�SURGXFWV��DQG«��D�SURGXFW�LQ�LWVHOI´ (see 

also chapters 2.3 and 2.4)��Further, the same physical space may be sold or consumed for different 

purposes, implying different products in the sense of “ QHHG�VDWLVILHUV” . Related particularities are 

the difficulty of exactly identifying producers and promoters, defining and analyzing the market, 

setting the SULFH, measuring marketing success and directing SURPRWLRQDO�HIIRUWV. The authors state 

that “ QRQH�RI�WKHVH�FKDUDFWHULVWLFV�GLVTXDOLI\�SODFHV�DV�SURGXFWV��EXW�GR�PDNH�WKHLU�SURPRWLRQ�PRUH�
FRPSOH[�´ Further, GLVWULEXWLRQ implies that consumers have to move to the place of consumption. 

As already suggested for service marketing by 'LEE�HW�DO� (1997)78, -DQVHQ�9HUEHNH�(1996) refers 

to the extension of the traditional “ IRXU�3V”  of the marketing mix to include further: 

• 3ODFH�(RI�WRXULVW�H[SHULHQFH in a wider sense),  

• 3HRSOH (personnel, tourists and residents),  

• 3DUWQHUV (among suppliers) and  

• 3ROLWLFV�(defining frameworks).  

Based on these suggestions, a specific but more parsimonious marketing mix for tourism products 

may be suggested, which integrates all the mentioned aspects: 

• 3URGXFW��with a complex range of offerings and experiences, including further “ SK\VLFDO�
HYLGHQFH”  of the product, corresponding to the definition of an “ DXJPHQWHG�SURGXFW” , as 
suggested by .RWOHU HW� DO�� (1999); also the suggested “ SURFHVV” -variable may be 
considered a sub-element of this item; the particularities of the “ GHVWLQDWLRQ�SURGXFW” , as 
discussed before (see chapters 2.3 to 2.5) have to be considered here; 

• 3ULFH�� however difficult to determine, as different products and services are sold to 
different prices and also the overall travel cost must be considered; 

• 3URPRWLRQ�� depending more than other products and services on “ uncontrollable”  
communication, such as literature, films, tourists’  “ story telling”  etc. (“ RUJDQLF� LPDJH�
EXLOGLQJ´�, but simultaneously relying a lot on destination image projection for market 
success (³LQGXFHG�LPDJH�EXLOGLQJ´); 

                                                           
77 “$WWUDFWLYHQHVV�GRHV�QRW�H[LVW� IRU� LWVHOI��EXW� LV�UDWKHU�SURGXFHG�E\�D�VSHFLILF��FRQWH[W�DQFKRUHG�WUDYHOHU��
ZKR�DWWULEXWHV�D�FHUWDLQ�DWWUDFWLYHQHVV�WR�WKH�ORFDOLW\´�(:RHKOHU��1997). 
78 In the service context, the three elements “ physical evidence” , “ people”  and “ process”  are added to the 
four traditional elements of the marketing-mix��
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• 3ODFH��both of distribution and experience, being the second of a particular relevance and 
closely linked to the product itself, with “ SK\VLFDO� HYLGHQFH”  of the place playing an 
important role79 and  

• 3HRSOH�� the element that seems to justify customization and is most important for 
product-delivery, including VHUYLFH� VXSSOLHUV�� FOLHQWV�� RWKHU� WRXULVWV�� UHVLGHQWV and 
SDUWQHUV. 

The element “ SROLWLFV”  should not be included here, relating rather to the global framework of the 

marketing environment, which suppliers are generally not able to influence. Even if suppliers may 

eventually influence the political framework, particularly at a local level, this item may be 

integrated in both ³SURPRWLRQ”  (public relations) and “ SHRSOH”  (namely the sub-item “ partners” ).  

Correspondingly, the 5Ps “3URGXFW�� 3ULFH�� 3URPRWLRQ�� 3ODFH� DQG� 3HRSOH”  seem sufficient. 

However important the items SURFHVV��SK\VLFDO�HYLGHQFH�DQG�SDUWQHUV, these may be included as 

specifications of some components of this GHVWLQDWLRQ�PDUNHWLQJ�PL[� 
Particularly image creation and projection are highlighted as key components (/DZV��1995), with 

an important strategic role (6HLW]�	�0H\HU� 1995). %XFN (1993, cited by /DZV� 1995:112), for 

example, states that ³WRXULVP� LV� DQ� LQGXVWU\� EDVHG� RQ� LPDJHU\�� LWV� RYHUULGLQJ� FRQFHUQ� LV� WR�
FRQVWUXFW�� WKURXJK�PXOWLSOH� UHSUHVHQWDWLRQV� RI� SDUDGLVH�� DQ� LPDJHU\� �RI� WKH� GHVWLQDWLRQ�� WKDW�
HQWLFHV� WKH� RXWVLGHU� WR� SODFH� KLPVHOI� RU� KHUVHOI� LQWR� WKH� V\PERO�GHILQHG� VSDFH«´� The above-

identified marketing mix should therefore aim at producing and sustaining an attractive and well-

positioned destination image in the eyes of the target market.  

&KDSWHU������0DUNHWLQJ�RI�5XUDO�7RXULVW�'HVWLQDWLRQV�
Tourism in rural areas is associated with VPDOO� VFDOH�� WUDGLWLRQDO�� UHPRWH and� JHRJUDSKLFDOO\�
GLVSHUVHG�IDPLO\�EXVLQHVVHV� These are frequently located in VWUXFWXUDOO\�XQGHU�GHYHORSHG�DUHDV� 
Consequently, a ODFN� RI� DOO� NLQG� RI� UHVRXUFHV is a constant problem for the suppliers of rural 

tourism. Specifically, there are the following obstacles: 

• Apart from VPDOO� VFDOH, rural tourism often consists of SDUW�WLPH�EXVLQHVVHV, which implies 
fewer investments in this frequently secondary activity. 

• Rural areas are often UHPRWH from markets and business-supporting infrastructures, with poor 
accessibility, making effective organization and commercialization of rural tourism difficult.   

• $VVRFLDWLRQV of rural tourism agents are often GLIILFXOW�WR�FUHDWH, as local agents are GLVSHUVHG, 
belong to GLYHUVH� VHFWRUV, and are XVHG� WR� LQGLYLGXDO� GHFLVLRQ�PDNLQJ� Further, they view 
each other rather as FRPSHWLWRUV than as SDUWQHUV with a common interest.80 

                                                           
79 In this context see the recent literature about “ VHUYLFHVFDSH”  (%LWQHU, 1992) or “ VHUYLFH� HQYLURQPHQWV”  
()R[DOO�	�*UHHQOH\, 1999), particularly in the domain of leisure (:DNHILHOG�	�%ROGJHWW, 1994, 1996).  
80 3DJH�	�*HW]�(1997: 28) speak of “ FXOWXUDO�IDFWRUV�ZKLFK��PD\��DFW�DJDLQVW�FROODERUDWLRQ” . 
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• The rural population is usually rather conservative, showing an older age structure and being 
not too interested in, if not DGYHUVH�WR�LQQRYDWLRQ��

• 0RGHUQ�PDQDJHPHQW� FRPSHWHQFLHV�DUH� IUHTXHQWO\�XQGHU�GHYHORSHG amongst rural tourism 
agents and opportunities for learning marketing techniques are scarce. 

• All these difficulties increase the ULVN� IURP� WKH� SRLQW� RI� YLHZ� RI� SRWHQWLDO� ILQDQFLHUV, as 
stressed by 'ROOL�	�3LQIROG (1997: 39-44). This leads to problems when attempting to finance 
rural tourism projects. 

Frequently this situation is referred to as a�UHDVRQ�IRU�QRW� LQYHVWLQJ�LQ�PDUNHWLQJ�UHVHDUFK� as it 

does not provide a direct return and requires finance and capacities, which a small agent cannot 

support. Unfortunately, this often leads to a YLFLRXV�FLUFOH of PLVV�GHILQHG�SURGXFWV DQG�LQFRKHUHQW�
PDUNHWLQJ� DFWLYLWLHV, such as incorrect product development, inconsistent promotional efforts, 

inadequate determination of price and choice of distribution channels. These factors may contribute 

to a continuous lack of success of rural tourism businesses. Typical is an attitude of lethargy 

amongst individual tourism providers who wait for clients and attribute low returns to a “ bad 

overall economic situation” . This does not correspond to the evidence of increasing tourist 

numbers, increasing tourism receipts and increasing tourist movements to rural areas. Even the 

more dynamic agents are often VNHSWLFDO�WRZDUGV�D�PDUNHWLQJ�SKLORVRSK\� being rather focused on 

the “ SURGXFW�FRQFHSW´. They do not ask what the clients value, but instead assume they know it. A 

few are right, being close enough to clients and sensitive enough to intuitively understand the 

market. These may use even forms of customization, in a context of 5HODWLRQVKLS�0DUNHWLQJ. A 

personalized approach aiming at the tourist’ s maximum satisfaction should indeed be most 

important for rural tourist destinations. Market communication efforts may be substantially reduced 

or more effectively targeted by enhancing SRVLWLYH�ZRUG�RI�PRXWK. 

Most often rural areas could increase their overall attractiveness and thus each agent’ s potential by 

engaging in GHVWLQDWLRQ�PDUNHWLQJ predicated on a sound analysis of the market. In the case of a 

rural community, which intends to develop its tourist market, enlarging its client base by attracting, 

for example, new foreign markets, market research for elaborating corresponding strategies is 

needed and should be undertaken in a co-operative way81. Also regional tourism organizations may 

play a vital role in designing and implementing a destination marketing strategy ('ROOL�	�3LQIROG, 

1997). These authors highlight the advantages of a marketing plan for the development of long-

term, proactive strategies. 

                                                           
81 According to 0RXWLQKR (1990), “ FRPSHWHQW�PDUNHWLQJ�UHVHDUFK�LV�QHHGHG��SDUWLFXODUO\�DV�WKH�UDQJH�DQG�
QXPEHU� RI� WRXULVW� DWWUDFWLRQV�� DQG� WKXV� FRPSHWLWLRQ�� LQFUHDVHV«� 0DUNHWLQJ� UHVHDUFK� LV� SURSHUO\� D� ORFDO�
DXWKRULW\�RU� WRXULVP�DVVRFLDWLRQ� IXQFWLRQ... 7KURXJK�FR�RSHUDWLRQ� EHWZHHQ� WKH�PDQDJHUV�RI� VPDOO� WRXULVP�
EXVLQHVVHV��PXFK�FDQ�EH�GRQH�LQ�WKH�DUHD�RI�GHVWLQDWLRQ�GHYHORSPHQW���DOVR�UHOHYDQW�WR�VPDOOHU�EXVLQHVVHV�LV�
PDUNHWLQJ� FR�RSHUDWLRQ� EHWZHHQ� GLIIHUHQW� VHFWRUV����HYHQWXDOO\� OHDGLQJ� WR����FR�RSHUDWLYH� SURGXFW�
IRUPXODWLRQ��DGYHUWLVLQJ�DQG�SURPRWLRQ�FDPSDLJQV���´ 
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The importance of QDWXUDO�DQG�FXOWXUDO�KHULWDJH for rural tourism justifies the need for a not only 

LQWHJUDWHG��but also VRFLHWDO�PDUNHWLQJ�HIIRUW. In this context, 'ROOL�	�3LQIROG�(1997: 47) affirm 

that “ WKH� XQGHUO\LQJ� FRQFHUQ� LQ� UXUDO� WRXULVP�«� LV� WKH� LVVXH� RI� VXVWDLQDELOLW\�� KRZ� WR� DFKLHYH�
FXVWRPHU�VDWLVIDFWLRQ�ZKLOH�VWLOO�SURWHFWLQJ�WKH�SURGXFW�WKDW�LV�EHLQJ�PDUNHWHG�´�
*UXIIXGG (1994) identified the importance of a range of FXOWXUDO�SURGXFWV (travel books, landscape 

art, academic studies) in representing the British countryside. He claims that a longstanding search 

for the picturesque, the authentic and traditional, and also the association with history and national 

identity are continuously reinvented themes in a “ ORQJ�WUDGLWLRQ�RI�UXUDO�SODFH�UHSUHVHQWDWLRQ��,W�LV�
WKLV� WUDGLWLRQ� WKDW� KDV� ODGHQ� WKH� FRXQWU\VLGH�ZLWK� LWV� GHHSHU�PHDQLQJV� DV� DQ� HPERGLPHQW� RI� WKH�
YLUWXHV�RI�QDWXUH��EHDXW\��P\VWHU\�DQG�IXQGDPHQWDO�WUXWKV�RI�KXPDQ�H[SHULHQFH�DQG�FXOWXUDO�YDOXH´� 
He further points at the fact that whereas other places “ KDYH� EHHQ� DEOH� WR� UHLQYHQW� WKHPVHOYHV��
FRXQWU\VLGH� SURPRWLRQ� FRQWLQXHV� WR� UHO\� RQ� LWV� VWRFN� RI� ©HQGXULQJ� YDOXHVª´� This may not be a 

weakness, if it corresponds to what the rural destination is able and willing to offer and to what 

tourists are looking for. The traditional discourse may actually confer a strong image to the 

countryside, associated with positive qualities for specific segments. Sustaining this image with 

corresponding promotion may be not as resource consuming than trying to “ reinvent”  place image. 

However, if the features of the rural destination do not conform to the traditional image and if it 

wishes to attract a different type of tourist, the necessary promotional effort may be substantial, as 

strong prior stereotypes may undermine credibility of corresponding messages. In this case, the 

rural destination would be RYHUSRVLWLRQHG, i.e. too narrowly defined in the mind of the target-

market (.RWOHU�HW�DO, 1999: 458-459).�In any case, “ D�GLVWLQFW� LPDJH�PXVW�EH�FXOWLYDWHG��RQH�WKDW�
DSSHDOV� WR� FRQVXPHUV� ORRNLQJ� IRU� VSHFLILF� DWWUDFWLYH� �UXUDO� WRXULVP�� SURGXFWV´� (3DJH� 	� *HW]� 
1997: 28). 

An XQGHUVWDQGLQJ�RI�WKH�³SXEOLF�LPDJH´ that tourists hold and transmit to others is important for a 

destination to eventually adapt to expectations or to correct the image, if it does not correspond to 

the community’ s interest. For this purpose, information gathering and analysis is fundamental for 

planning and controlling tourism development and avoid being surprised one day by missing or 

crowding tourists or those who cause some kind of negative impact. Monitoring tourists, their 

motives, attitudes, perceptions, levels of satisfaction and behaviors, as well as the global 

environment, which determines their choices, is an essential first step. Unfortunately however, rural 

tourism businesses frequently lack resources for marketing research, as seen before. In addition, the 

role of marketing has attracted only limited attention of those researching rural tourism (*LOEHUW��
1989, 3DJH�	�*HW]� 1997). 
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Some authors stress the minor role and complementary character that tourism should assume in 

rural communities. They claim that their main focus should be on farming, considering this 

activity’ s social, cultural, economic and ecological function (e.g. .DSSHUW, 2000). Others defend 

that rural tourism can only exist, if there is a rural space with typically rural activities, landscape 

and way of life to be visited (&DYDFR��1995). Tourism may indeed assume a synergetic function, 

enhancing traditional production through an increased interest in rural heritage. Whatever role 

tourism is ascribed in rural community development, an effort of carefully planning and conjointly 

managing tourism through integrated destination marketing should be useful for directing and 

controlling this activity’ s evolution and its interaction with other activities.   

&RQFOXVLRQ�RI�&KDSWHU���
This chapter has made an argument for DQ�LQWHJUDWHG�DQG�VRFLHWDO�GHVWLQDWLRQ�PDUNHWLQJ�effort for 

rural tourist destinations, in which VXVWDLQDEOH�GHYHORSPHQW is a vital concern. The advantages of 

strategic marketing planning and management were highlighted and shown as essential 

determinants for success in a dynamic and competitive international tourist market. The specificity 

of the tourism product and of the tourist destination justifies particular attention to be given not 

only to the market, its structure and needs, but also to all those involved in the process of 

production and eventually affected by it. That is why pre-defined priorities of heritage 

conservation, overall development goals and forms of associative and participatory planning and 

management have to be considered.  

The traditional strategic marketing tools related to segmentation and positioning are similarly 

important in destination marketing. 6HJPHQWDWLRQ� should help a destination choose its target-

market, based on a set of criteria, depending on a destination’ s capacities, resources and main 

interest. A related step is the IRUPDWLRQ�RI�D�GHVWLQDWLRQ�LPDJH in the minds of the target-market 

and SRVLWLRQLQJ in relation to competitors.  

The concrete PDUNHWLQJ�PL[ approach should include the element “ SHRSOH´� apart from the 

traditional «��3Vª� considering the role tourists, service providers, cultural brokers, local population 

and fellow tourists play for the overall tourist experience. This element may further include the idea 

of SDUWQHUVKLSV between diverse stakeholders, which should be actively built to enhance tourism 

development. “3URGXFW� SROLF\”  needs to consider the complexity, variability, intangibility, 

inseparability, pericibility of most tourism products and the integration of non-commercial, and 

highly fragile items. The understanding of the entire tourism experience, design and control of 

SURFHVVHV and SK\VLFDO�HYLGHQFH are considered important factors in this context. 3URPRWLRQ relies 

very much on LPDJH�SURMHFWLRQ from a variety of more or less controllable sources, which was 

shown to be of strategic importance. 3ULFH is an obviously relevant marketing variable, however 



CHAPTER 4. TOURISM AND DESTINATION MARKETING 

 89 

more diffuse and difficult to define for a destination. Finally, “ SODFH”  relates to a lot more than to 

particular distribution channels. It also stands for the place of consumption, which is 

simultaneously a major benefit sought. The specific geographical, climatic, cultural and social 

characteristics of that place may not be adapted to the target market’ s desires, imposing natural 

limitations to the development of the destination product. This may call for an increased emphasis 

on a “PDUNHW�PDQDJHPHQW”  approach in the sense of “PDWFKLQJ� PDUNHWV� WKDW� ILW� EHVW� ZLWK� WKH�
UHJLRQ¶V�SURGXFW�RIIHULQJV´(0F.HUFKHU��1995).  

Rural tourist destinations reveal particular weaknesses due to their dependence on VPDOO� VFDOH��
WUDGLWLRQDO and� JHRJUDSKLFDOO\� GLVSHUVHG� IDPLO\� EXVLQHVVHV�� as well as due to their typical 

UHPRWHQHVV and lack of VRFLR�HFRQRPLF�GHYHORSPHQW�DQG� UHVRXUFHV. This situation is a frequent�
UHDVRQ�IRU�QRW�LQYHVWLQJ�LQ�PDUNHWLQJ�UHVHDUFK� which unfortunately often leads to a YLFLRXV�FLUFOH 
of PLVV�GHILQHG�SURGXFWV DQG�LQFRKHUHQW�PDUNHWLQJ�DFWLYLWLHV.  
On the other hand, rural tourist destinations could increase their market success by engaging in 

FRRSHUDWLYH� GHVWLQDWLRQ�PDUNHWLQJ� based on SDUWQHUVKLSV� DQG� QHWZRUNV. Also regional tourism 

organizations may play an important role in designing and implementing long-term and proactive 

destination marketing strategies. Especially in the context of UXUDO� WRXULVP, the importance of 

QDWXUDO� DQG� FXOWXUDO� KHULWDJH justifies the need for a not only LQWHJUDWHG�� but also VRFLHWDO�
PDUNHWLQJ�HIIRUW� with a particular concern for VXVWDLQDELOLW\ of tourism development. 

Independently of the role tourism may assume in specific rural areas, PDUNHWLQJ� UHVHDUFK and 

SODQQLQJ�should be considered a strategic investment. This effort should permit the attraction of 

the most desirable market and the development of accordingly targeted, priced and distributed 

products, associated with appealing and distinct destination images.  �
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3DUW�,����,PDJH�
&KDSWHU����7KH�&RQFHSW�DQG�LWV�'LVFXVVLRQ�LQ�GLIIHUHQW�6FLHQFHV�

“ ,PDJLQDWLRQ�LV�PRUH�LPSRUWDQW�WKDQ�NQRZOHGJH�´ ($OEHUW�(LQVWHLQ)�
One may define “ LPDJH”  as the VXEMHFWLYH�PHQWDO�UHSUHVHQWDWLRQ�RI�REMHFWLYH�UHDOLW\�(/LOOL� 1983, 

0DODND, 1990). It may be considered a result of SHUFHSWLRQ, which may be distinguished as 

“ VHQVRU\´ and “ FRJQLWLYH”  (see 'UHWVNH��1990, (\VHQFN�	�.HDQH, 1990). :LONLH�	�3HVVHPLHU 

(1973) suggest that ³LPDJH�����LV�DQ�RYHUDOO�HYDOXDWLRQ�EDVHG�XSRQ�D�VHW�RI�SHUFHSWLRQV�FRQFHUQLQJ�
DQ� HQWLW\” � In this definition the affective element, generally attributed to attitudes, is also 

considered fundamental for the LPDJH�FRQFHSW. Social psychologists refer to the social element of 

the individual image or representation of an object. Different approaches focusing on specific types 

of images, such as brand, product, company or country-images in marketing or destination images 

in tourism, have led to different definitional emphases and methodological approaches. Very 

briefly, the complex and wide field defined by this concept is discussed largely by the following 

epistemological approaches: 

• SKLORVRSK\, in discussing the concept of “ UHDOLW\” , 

• VHPLRWLFV, in analyzing the meaning of images as “ VLJQV” , 

• SV\FKRORJ\� especially cognitive psychology studying LQIRUPDWLRQ� SURFHVVLQJ�� SHUFHSWLRQ� 
OHDUQLQJ and PHPRU\, and discussing the concepts of “PHQWDO� UHSUHVHQWDWLRQ” , “ VFKHPD” , and 

“ DWWLWXGH” ,  

• VRFLDO�SV\FKRORJ\ in studying “ VRFLDO�UHSUHVHQWDWLRQ” , “ VRFLDO�FRQVWUXFW”  and “ VWHUHRW\SHV”  and  

• PDUNHWLQJ� particularly in consumer behavior, studying “ LPDJH”  as an intervening variable in 

consumer decision making and satisfaction, but also in the context of positioning, brand-

management and market communication. 

These approaches are presented and discussed in this chapter, with the emphasis on a marketing 

perspective. Based on this, a working definition of the image concept will be suggested and 

distinguished from related concepts. Image formation is discussed in further detail because of its 

importance in destination image research and for the development of hypotheses.  
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&KDSWHU������'LIIHUHQW�$SSURDFKHV�RQ�,PDJH�5HVHDUFK�
&KDSWHU��������,PDJH�'LVFXVVLRQ�LQ�3KLORVRSK\�

3KLORVRSK\ fundamentally questions what reality is and how it relates to our perception of it. There 

are theories about reality existing independent of the human perception of it, as reflected in most 

positivist approaches82. Others suggest UHDOLW\�WR�EH�GHILQHG�E\�KXPDQ�SHUFHSWLRQ� which may be 

more objective as far as shared by a significant number of individuals through observation, or 

subjective, as suggested by most phenomenological approaches. According to these the “ image”  of 

the world is decisive, the way human beings sense and perceive reality rather than “ reality”  itself83. 

0HUOHDX�3RQW\ tried to connect the objective and subjective perspectives in his concept of a 

“ VHQVLWLYH� LGHD´� linking senses, perception and intellect. Based on SKHQRPHQRORJ\� he 

simultaneously stressed the importance of physical reality, as the object of sensing and perception, 

and of imagination, which enriches perceived reality (adapted from 0DWRV�'LDV��1997).  

From this perspective also VFLHQFH must be questioned. 7KD\HU (1982, as cited by 0LFN� 1986: 

207) referred to “ VFLHQWLVP”  as “ DQ�LGHRORJ\�WKDW�SHUPLWV�XV�WR�EHOLHYH�WKDW�ZKDW�ZH�DUH�VWXG\LQJ�LV�
µRXW�WKHUH¶�UDWKHU�WKDQ�µLQ�KHUH¶��DQG�WKDW�ZKDW�ZH�DUH�DIWHU�LV�WKH�µWUXWK¶��ZKLFK�LV��IRU�WKRVH�ZKR�
VXEVFULEH�WR�WKH�IDLWK��VRPH�IXQFWLRQ�RI�ODUJH�PDVVHV�RI�GDWD�´�The paradox of science is, according 

to this author, based on the fact that: 

1. objectivity is impossible, as theories precede facts and interpretations precede perception 
(selective perception); 

2. reality observed is one that pre-exists and is pre-coded to sustain meaning in social spheres. 

The discussion of the value and capacity of science becomes clear in the ontological discussion of 

paradigms. *XED�	�/LQFROQ (1994: 105-117) compared positivism, post-positivism, critical theory 

and constructivism as paradigms assuming at one extreme the possibility of perfect objective 

understanding of reality, at the other the possibility of a relative understanding via transactional 

consensus of “ FRQVWUXFWHG�UHDOLWLHV” . According to /HY\ (1982, as cited by 0LFN, 1986: 208) “ GDWD�
DQG� WKHRULHV� DUH� V\PEROV� RI� RXU� SURIHVVLRQ�� ,W� LV� QHFHVVDU\� WR� IDFH� XS� WR� WKH� VXEMHFWLYLW\� WKDW� LV�
LQYROYHG� RQ� DOO� VLGHV�´� Thus, any scientific approach has its limitations, is biased by selective 

                                                           
82  This view assumes that there is a real physical world, whose existence is independent of our perception of 
it and distinguishes further perceptive mechanisms. “'LUHFW� �QDLYH�� UHDOLVP´ implies that “ XQGHU� QRUPDO�
FRQGLWLRQV� ZH� DUH�� LQ� D� GLUHFW� DQG� XQPHGLDWHG� ZD\�� SHUFHSWXDOO\� DZDUH� RI� REMHFWV� DQG� IDFWV´� 
“5HSUHVHQWDWLYH�UHDOLVP��FDXVDO�WKHRU\�RI�SHUFHSWLRQ�´ defends that ³RXU�SHUFHSWLRQ�RI�SK\VLFDO�REMHFWV� LV�
LQGLUHFW�� PHGLDWHG� E\� D� PRUH� GLUHFW� DSSUHKHQVLRQ� RI� VRPHWKLQJ� PHQWDO�� VRPH� LQWHUQDO� UHSUHVHQWDWLRQ�
�VHQVDWLRQV��LGHDV��LPSUHVVLRQV��SHUFHSWV��VHQVH�GDWD��H[SHULHQFHV����´ ('UHWVNH, 1990: 135). 
83 This is well expressed by 'UHWVNH (1990): “ HYHU\WKLQJ�WKDW�H[LVWV�GHSHQGV�IRU�LWV�H[LVWHQFH�RQ�VRPHRQH¶V�
DZDUHQHVV�RI�LW«�,I�ZH�GR�QRW�VHH�SK\VLFDO�REMHFWV��LI�ZH�DUH��LQ�VHQVH�SHUFHSWLRQ��DOZD\V�DZDUH�RI�PHQWDO�
LPDJHV��UHSUHVHQWDWLRQV��RI�H[WHUQDO�REMHFWV«��WKHQ�RXU�NQRZOHGJH�RI�REMHFWLYH�UHDOLW\��LI��LQGHHG��ZH�KDYH�
VXFK�NQRZOHGJH��ZLOO�QHFHVVDULO\�GHULYH�IURP�DQG�EH�VHFRQGDU\�WR�RXU�NQRZOHGJH�RI�RXU�PHQWDO�VWDWHV�´ 
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perception and pre-coding of reality. In the study of human behavior, which is naturally most 

concerned with subjective reality, these biases must be considered and should lead to great care in 

research design and interpretation of results. The quality of methodology and interpretation depend 

again on conventions, on commonly accepted theories into which results may be logically 

integrated, and on the application of commonly used methods suggested to be capable of testing 

theory. These conventions may reduce the subjectivity inherent in interpretation and contribute to 

the advance of shared human knowledge, however biased and limited it may be. 

The relevance of VXEMHFWLYH�UHDOLW\ is especially acknowledged in the study of consumer behavior84 

and is also defended in this thesis. Considering the fact that the tourism product is essentially 

decided upon before actual confrontation with the real destination, and based upon the imagination 

of idealized experiences, the role of images in destination choice becomes evident.  

&KDSWHU��������,PDJH�'LVFXVVLRQ�LQ�6HPLRWLFV�
Semiotics can be defined as the “ GRFWULQH�RI� VLJQV´� analyzing structures of meaning-producing 

events, both verbal and non-verbal (0LFN, 1986). The founder of semiotics, )HUGLQDQG� GH�
6DXVVXUH (1915), focused on linguistic signs as “ZKROO\�DUELWUDU\��G\DGLF�UHODWLRQVKLS�EHWZHHQ�D�
FRQFHSW� �REMHFW�� WKDW� LV� WKH� VLJQLILHG� DQG� D� VRXQG� LPDJH� WKDW� LV� WKH� VLJQLILHU� �VSRNHQ�ZRUG�«�´ 

Based on the assumption that reality is only sensible to human beings as it is pre-coded for us at 

birth through arbitrary, conventional signs, he tried to identify linguistic structure through the 

revelation of opposite meanings of words. From a phenomenological standpoint, symbols are 

primary tools of human understanding (0LFN� 1986). 

3HDUFH (cited by 0LFN, 1986) suggested a WULDGH� V\VWHP, composed of “ VLJQ” , “ REMHFW”  and 

“ LQWHUSUHWDQW” . He distinguished three types of sign, depending on their relation with the object: 

•  LFRQLF�VLJQ: imitates, resembles the object 

•  LQGH[LFDO�VLJQ: correspondence of fact, causal relations 

•  V\PEROLF�VLJQ: conventional, interpreter creates signifying connection 

0RUULV (cited by 0LFN� 1986) called semiotics a “ FRPSUHKHQVLYH�VFLHQFH�RI�VLJQV”  studying mainly the 

following relations: 

• V\QWDFWLFV = sign-sign relations 

• VHPDQWLFV = sign-object relations 

• SUDJPDWLFV = sign-interpretant relations 

                                                           
84 According to 6SLHJHO (1961),�³QRW� WKH�REMHFWLYH�QDWXUH�RI�D�SURGXFW�LV�UHDOLW\�LQ�PDUNHW�SV\FKRORJ\��EXW�
RQO\�WKH�FRQVXPHUV¶�LPDJLQDWLRQ��SHUFHSWLRQ´� 
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(FR (1976, cited by 0LFN� 1986) stresses the importance of “ DEGXFWLRQ”  as a rule of knowledge 

generation at the presence of a sign. Abduction is based on a known result, linked to a culturally 

learned rule and applied to a specific case (in a probabilistic manner). It is of a more inventive, 

intuitive, creative nature than deduction and induction, and occurs especially in under-coded, more 

ambiguous contexts, as is often the case for images used as signs. /LQGHNHQV (1976) discusses the 

LFRQLF�VSHFLILFLW\�of image, being immediately, analogously read from visible reality. He suggests 

visual perception as the basis of language, being numerous mental operations visually conditioned.  

3RUFKHU (1987) focuses on LPDJHV� DV� VLJQV, also designed as “ LFRQV” � and the study of their 

meanings. He shows that images dispose of more semantic richness and ambiguity than words85, 

with interpretation depending largely on context, as well as on the perceiver and his/ her social and 

cultural background86. Usually, a constellation of signifiers (icons) determines one signified 

(object). Context must be perceived as “ natural”  or credible and may manipulate interpretation 

(“ LFRQLF� FRQWH[W” �� 3RUFKHU shows that advertising reflects modern society of consumption (see 

also %HON�	�3ROOD\� 1985), leading to both satisfaction and frustration via metaphoric, imaginary 

consumption87. Generally, consumer research studies the role of signs in the context of attitude 

formation, sociology of consumption meaning, market-communication and consumer mythology 

(0LFN� 1986). 6FRWW (1994) suggests a “ WKHRU\�RI�YLVXDO�UKHWRULF” 88, since “ SLFWXUHV�DUH�QRW�PHUHO\�
DQDORJXHV� WR� YLVXDO� SHUFHSWLRQ� EXW� V\PEROLF� DUWLIDFWV� FRQVWUXFWHG� IURP� WKH� FRQYHQWLRQV� RI� D�
SDUWLFXODU� FXOWXUH” . That is, despite of the�semantic richness of images, they may be interpreted 

according to specific social and cultural rules and correspondingly used in communication.  

&KDSWHU��������,PDJH�'LVFXVVLRQ�LQ�3V\FKRORJ\�
Image can be understood as the UHVXOW� RI� D� VXEMHFWLYH� DQG� VHOHFWLYH� SHUFHSWLRQ� SURFHVV� This 

includes the assimilation, storing and enrichment of information, integrates affective and cognitive 

aspects, and serves the function of orientation and risk reduction. 

As images of reality are suggested to be of a rather subjective nature, a psychological analysis of 

human perception would be a basic approach to the concept. In this field, FRJQLWLYH�SV\FKRORJ\�has 

engaged in exhaustive research. It has achieved a considerable body of knowledge, ranging from 

                                                           
85 ³OD� SOXUDOLWp� GHV� VHQV� SRVVLEOHV���� OD�PXOWLSOLFLWp� GHV� FKHPLQV� SRVVLEOHV� G¶XQ�PrPH� VHQV���� FRQWULEXHQW� j�
IDLUH�GH�O¶LPDJH�XQH�SXLVVDQFH�VLJQLILDQWH�UHPDUTXDEOH”  �3RUFKHU� 1987: 106���
86 “ LO�Q¶\�D�SDV�XQH�VHXOH� OHFWXUH�GH�O¶LPDJH���FKDFXQ�HIIHFWXH�GHV�FRQVWUXFWLRQV�SHUFHSWLYHV�� LQWURGXLW�GDQV�
O¶LPDJH�� SDU� SURMHFWLRQ�� GHV� pOpPHQWV� LPDJLQDLUHV�� IRQFWLRQ� GHV� VpULHV� FRJQLWLYHV� SURSUHV� j� O¶LQGLYLGX�����
SRVVLEOH� G¶DJLU� VXU� OD� OLEHUWp� G¶LQWHUSUpWDWLRQ���� OD� YDULDWLRQ� GHV� OHFWXUHV� Q¶HVW� SDV� DQDUFKLTXH���� �PDLV��
UHODWLYHV�D�QLYHDX[�VRFLR�FXOWXUHOV... ”  (3RUFKHU� 1987: 142-143). 
87 He refers in this context to %DXGULOODUG¶V (1968) criticism of advertising as “ F\QLFDO”  in creating an 
unreachable “ GUHDP�ZRUOG”  detracting from real problems affecting society. 
88 He defines “ UKHWRULF”  as�³DQ�LQWHUSUHWDWLYH�WKHRU\�WKDW�IUDPHV�D�PHVVDJH�DV�DQ�LQWHUHVWHG�SDUW\¶V�DWWHPSW�
WR�LQIOXHQFH�DQ�DXGLHQFH��E\��DUJXPHQW��HYLGHQFH��DQG�RUGHU�RI�DUJXPHQWDWLRQ�DQG�VW\OH�RI�GHOLYHU\´��
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theories about visual and sensory perception, over theories of cognitive integration and treatment of 

sensory data to theories about learning and memory. Apart from QHXUR�SK\VLRORJLFDO approaches in 

image research, focusing on the neural substrate for cognitive registrations (%DQNV�	�.UDMLFHN, 

1991), a broad range of experiences combining stimulus exposure with introspection are used. 

Introspection has been criticized as not accounting for individuals’  poor awareness of most 

cognitive processes89, but is still the only way of much of hypotheses testing in the field, permitting 

valid conclusions when carefully conducted. Also computer science studies human perception, 

principally in the context of artificial intelligence trying to simulate human cognitive processes. 

Generally two dimensions of “ LPDJH�EXLOGLQJ´ or “ SHUFHSWLRQ´�may be distinguished90: 

1. The “ VHQVRU\�LPDJH´ is based on sensory data received from the environment. This level may 

be thought of as principally stimulus-orientated implying a rather superficial recognition of basic 

features and patterns of the external world, basically via neuro-biological processes.  

2. The “PHDQLQJIXO� LPDJH´ is based on the integration of “ VHQVRU\� LPDJHV”  into pre-existing 

schemata, i.e. patterns of association, by means of internal cognitive processes. That is, based on an 

accumulation of perceived “ images”  of reality, its phenomena, objects, persons, situations and 

events (“ experience” ), individuals engage in subjective “ UHDOLW\�FRQVWUXFWLRQ” , which successively 

influences the way they “ see”  (perceive) reality. 

/LOOL (1983) designates the first type of perception as “ VWLPXOXV�ERXQGHG” , the second as “ RUJDQLVP�
ERXQGHG” , with the latter implying the three functions of “ NQRZOHGJH��RULHQWDWLRQ” , “ H[SHFWDWLRQ��
SUHGLFWLRQ”  and “ FRQVLVWHQFH�� VWDELOLW\” . It is generally assumed that the first type of image 

precedes the second. Even non-stimulus-based image creation draws on some kind of past sensory 

images. There has been evidence for a VHTXHQWLDO� LQIRUPDWLRQ�SURFHVVLQJ� in which sensory data 

serves as the input. However, cognitive processing, even if not very profound or complex, has been 

found already at that initial stage. This is particularly true for the phenomena related to VHOHFWLYH�
DWWHQWLRQ� DQG� SHUFHSWLRQ, which more or less unconsciously direct sensation and perception, 

according to individual motivation and pre-sensory cognitive structures91.  

'XDO�FRGLQJ�WKHRU\ assumes that there are two types of VWRUDJH�V\VWHPV corresponding to these two 

IRUPV�RI�SHUFHSWLRQ: a verbal and a non-verbal. The non-verbal system is suggested to store more 

concrete and holistic contents and images. The verbal system is used for rather abstract contents. 

                                                           
89 “3HUFHSWLRQ� KDV� D� ³ORJLF´� RI� LWV� RZQ� WKDW� LV� RIWHQ� LQDFFHVVLEOH� WR� FRQVFLRXV�� GHFODUDWLYH� NQRZOHGJH´�
(%DQNV�	�.UDMLFHN� 1991: 325). 
90 “ ,W�VHHPV�SUHIHUDEOH����QRW��WR�����DUWLILFLDOO\�UHVHUYH�WKH�ZRUG�SHUFHSWLRQ�IRU�RQH�ZD\�RI�VHHLQJ�����EXW�UDWKHU�
E\� GLVWLQJXLVKLQJ� WZR� IRUPV� RI� SHUFHSWLRQ�� WZR� ZD\V� RI� VHHLQJ�� ���VHQVH� SHUFHSWLRQ�����DQG�«�� FRJQLWLYH�
SHUFHSWLRQ��LQYROYLQJ�NQRZOHGJH��´�('UHWVNH� 1990: 132-133) 
91 People have been found to use both expectancies and data to form impressions, which is related to the 
concept of “ VHOI�IXOILOOLQJ�SURSKHFLHV´ ()LVNH, 1993) and highlights the importance of pre-existing images. 
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That is, the non-verbal coding would relate to rather “ VHQVRU\� LPDJHV´, and the verbal coding to 

“PHDQLQJIXO�LPDJHV´��Links between the two systems are assumed. The most important differences 

between both types of information are ((\VHQFN�	�.HDQH� 1990: 205):  

/$1*8$*( (VERBAL) 3,&785( (NON-VERBAL) 

Discrete symbols No discrete symbols 
Explicit, needs symbols for relation Implicit, no separate symbol for relation 
Grammar, rules for combining types of symbols No clear combination rules of types of symbols 
Abstract (any kind of perception) Concrete (visual perception) 

7DEOH����'LIIHUHQFHV�EHWZHHQ�YHUEDO�DQG�SLFWRULDO�PHQWDO�UHSUHVHQWDWLRQ�

Non-verbal mental representation is also called DQDORJRXV� as corresponding more to stimuli 

encountered in reality. This applies to all kind of sensorial data (visual, auditory, olfactory, tactile 

or kinetic) and contrasts with SURSRVLWLRQDO�or language-like representation, based on abstraction 

and symbols for meaning-construction. Some argue that analogous and propositional processes and 

representations are impossible to distinguish, whereas others defend the existence of a dual system 

((\VHQFN�	�.HDQH��1990).  

In this context the concept of “ LPDJHU\´ must be mentioned, which can be understood as a 

“ SLFWXUH�OLNH�UHSUHVHQWDWLRQ�RSHUDWLQJ�LQ�LWV�RZQ�VSHFLDO�PHGLXP��TXLWH�GLVWLQFW�IURP�SURSRVLWLRQDO�
UHSUHVHQWDWLRQ”  ((\VHQFN� 	� .HDQH� 1990, 207-235).� The so-called “ LPDJHU\� SURFHVVLQJ”  is 

suggested to depend upon more holistic or *HVWDOW methods of representing information. It is also 

called “PHQWDO�SLFWXULQJ”  and contrasts with “ GLVFXUVLYH�SURFHVVLQJ”  which is based on pieces of 

information (0DF,QQLV�	�3ULFH, 1987). Imagery is suggested to be parallel to vision, producing�
³WKH� H[SHULHQFH� RI� VHHLQJ� LQ� WKH� DEVHQFH� RI� WKH� DSSURSULDWH� VHQVRU\� LQSXW����� VHHLQJ«�ZLWK� WKH�
PLQG¶V�H\H´ (.RVVO\Q� 1987)� According to this author, the term image is ambiguous��³UHIHUULQJ�
ERWK�WR�D�SKHQRPHQRORJLFDO�H[SHULHQFH�DQG�WR�DQ�LQWHUQDO�UHSUHVHQWDWLRQ��FRGH��WKDW�JLYHV�ULVH�WR�
WKLV�SHUFHSW�OLNH�H[SHULHQFH���´�  
It has been suggested that the ULJKW� EUDLQ� KHPLVSKHUH� is rather specialized in processing 

information about the global shape of a stimulus, permitting “ navigation”  within a holistic 

stimulus-system, whereas the OHIW� EUDLQ� KHPLVSKHUH� focuses on information about categorical 

details (.RVVO\Q� 1987)��0DF,QQLV�	�3ULFH (1987) defend that both attribute-based and holistic 

perceptions are included in the image concept. They suggest a sequence of an initially holistic 

evaluation, followed by a stage of a more cognitive, attribute-based closer evaluation. Further 

discussion exists about whether LPDJH contains HYDOXDWLRQV� at all or should rather be limited to 

FRJQLWLYH�GDWD, or else LPDJHU\�EDVHG information (0DF,QQLV�	�3ULFH, 1987).  
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Generally, it can be said that reaction to stimuli is VLPXOWDQHRXVO\�VWLPXOXV��DQG�SHUVRQ�GULYHQ��
and that the human mind is not just a passive receptor. It is the more active and constructive of its 

“ own reality” , the more ambiguous the stimulus, the poorer the environmental information and the 

more emotion-evoking the phenomenon. In this context, the rules of *HVWDOW�WKHRU\, explaining how 

stimuli are perceived, contingent upon their environment, are frequently referred to (%DQNV�	�
.UDMLFHN� 1991). ,UUDGLDWLRQ has been identified as a biasing phenomenon, meaning that the whole 

perception is marked by specific outstanding attributes of an object. On the other hand, the KDOR�
HIIHFW is suggested to bias the perception of single attributes by the way people evaluate the whole. 

Finally, the human mind is able to�LPDJLQH�ZLWKRXW�VWLPXOXV�SUHVHQFH� being quite autonomous in 

its “ UHDOLW\�FRQVWUXFWLRQ” . 

Cognitive psychology suggests that perception is directly linked to OHDUQLQJ� which can be 

understood as the integration of information in existing storage systems (schemas and scripts) 

(.URHEHU�5LHO, 1992). One of its results is the capacity of VWLPXOXV� JHQHUDOL]DWLRQ and 

GLVFULPLQDWLRQ� Accordingly, similar behavior can be expected in similar stimulus contexts, and 

adequate behaviors should be distinguished in different situations, considering before-experienced 

outcomes. Additionally, the learning process depends on whether the stimulus-reaction has been 

directly experienced by the perceiver, usually leading to more vivid and memorable images, with a 

stronger effect on behavior, or by an observed third person. It further depends on already existing 

knowledge and value-systems, on the type of stimulus perceived, on the learning conditions 

(degree of DFWLYDWLRQ� and individual characteristics of the perceiver. Learning results in PHPRU\� 
which can be understood as the storing of all subjectively perceived information or images in 

mental networks. This may later be activated at the presence of external or internal stimuli 

(“ UHWULHYDO” ). 

,PDJHV fulfill the function of VXEMHFWLYH�FRSLQJ�ZLWK�UHDOLW\�(/LOOL� 1983), insofar as:  

• images result from sensorial contact with objects and facts in the environment,  

• represent knowledge and expectations and 

• are quickly accessible, imposing orientation.  

Underlying these theories is the assumption from neuro-psychology of the existence of a mental 

information assimilation, processing and storage system, also denominated as network, which is 

suggested to permit physical traces of all psychological processes in the human brain. These 

³FRJQLWLYH� VWUXFWXUHV´ contain five major types of cognitions (6LUJ\� 1983: 40-41, based on 

)LVKEHLQ�	�$M]HQ��1975, 5RNHDFK� 1960): concepts, percepts, values, perceptions, and beliefs. 

A “ FRQFHSW´�may be defined as a ³PHQWDO�UHSUHVHQWDWLRQ�RI�D�VHW�RI�REMHFWV�RU�HYHQWV�VWRUHG�LQ�WKH�
FRJQLWLYH�VWUXFWXUHV�RU�PHPRU\�EDQNV�RI�DQ�LQGLYLGXDO´ (6LUJ\� 1983: 40, citing 3DLYLR, 1971). It 
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has been designed as “ LPDJH´ by 6LPRQ� 	� )HLJHQEDXP (1964, as cited by 6LUJ\� 1983). A 

“ VSHFLILF�FRQFHSWXDO�VWUXFWXUH�RU�FRJQLWLYH�VFKHPD�DFWLYDWHG�DW�D�JLYHQ�PRPHQW�LQ�WLPH´ is referred 

to as “ IUDPH�RI�UHIHUHQFH´�(6LUJ\, 1983: 42-43). 

   Attribute Dimension
     high

 perceptual value

 

 perception

 

         belief
 evoked value
     low

Percept
Concept

 
)LJ����&RJQLWLYH�VWUXFWXUH�LQYROYHG�LQ�D�FRQJUXLW\�SURFHVV (adapted from 6LUJ\� 1983) 

A “ SHUFHSW´ can be defined as ³D�FRQFHSW�SODFHG� LQ� WKH� IRFXV�RI�DWWHQWLRQ´� (6LUJ\� 1983). Both 

concepts and percepts may be characterized by DWWULEXWHV, which may be defined by positive or 

negative YDOXHV or PHDQLQJV� (2VJRRG� HW� DO� 1957). 3HUFHSWXDO� YDOXHV are related to percepts, 

whereas HYRNHG�YDOXHV are assigned to concepts. “3HUFHSWLRQV”  may be defined as “ SV\FKRORJLFDO�
OLQNV«� EHWZHHQ� D� SHUFHSW� DQG� D� SHUFHSWXDO� YDOXH«´ ³%HOLHIV´� on the other hand, are 

“ SV\FKRORJLFDO�OLQNV«�EHWZHHQ�FRQFHSWV�DQG�HYRNHG�YDOXHV«´ (6LUJ\� 1983: 40-41). These may be 

more or less central, i.e. interrelated with other beliefs in memory. The corresponding “ IUDPH�RI�
UHIHUHQFH”  may be more or less GLIIHUHQWLDWHG depending on the number of conceptual attributes 

contained and present more or less narrowly defined categories (“ FDWHJRU\�ZLGWK” )� 6LUJ\ (1983: 

43-46) suggests that “ KLJKO\�FHQWUDO�HYRNHG�FRJQLWLRQV�PD\�KDYH�D�IUDPH�RI�UHIHUHQFH�WKDW�FRQWDLQV�
KLJKO\�GLIIHUHQWLDWHG�FRJQLWLRQV�LQYROYLQJ�DWWULEXWHV�RI�QDUURZ�FDWHJRU\�ZLGWK” .  

The sometimes suggested definition of image as “ an RYHUDOO� HYDOXDWLRQ based upon a set of 

perceptions concerning an entity”  (:LONLH� 	� 3HVVHPLHU, 1973, 'LFKWHU� 1985) resembles the 

definition of “ DWWLWXGH” . Others defend that it represents a PXOWLGLPHQVLRQDO� or PXOWL�DWWULEXWH 

concept, accessible via a “ weighted sum rating model” . In this context, the�WKUHH�FRPSRQHQW�WKHRU\, 
borrowed from attitude research (see also chapter 5.2.1) may be applied. However, researchers 

abandoned the fruitless “ either – or”  debate concerning algebraic versus Gestalt models of 

impression formation ()LVNH� 1993: 161).  

The results found by PHDQV�HQG�DQDO\VLV can also be transferred to image research. Consequently, 

an image can be understood as the subjectively perceived capacity of an object to satisfy a need. 
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This conceptualization is relevant in so far as it links cognition to motivation. In the context of 

social cognition theory “PRWLYDWHG�EHKDYLRU�IXQFWLRQV�WR�UHGXFH�D�GHYLDWLRQ�VWDWH�LQYROYLQJ�RQH�RU�
PRUH� DFWLYDWHG� FRJQLWLYH� QHHGV´ (6LUJ\, 1983: 110). 6LUJ\� (1983: 46-52) suggests three primary 

cognitive human needs: FRJQLWLYH�HQKDQFHPHQW��FRQVLVWHQF\��and�GLIIHUHQWLDWLRQ. The first refers to 

the value content of activated concepts. It aims at the minimization of negative and the 

maximization of positive emotions and should be determinant for goal-directed behavior. The 

second refers to the need for a match between beliefs and perceptions with consistency leading to a 

positive and dissonance to a negative affect state. The third need refers to the likelihood of an 

individual to acquire information based on the strength and centrality of already existing beliefs. �
In this thesis the position is defended that an image is an� LPSRUWDQW�SV\FKRORJLFDO�FRQFHSW�� It is�
KROLVWLF��PXOWL�DWWULEXWH� DQG�PXOWL�GLPHQVLRQDO in essence and FRQWDLQV� FRJQLWLYH�� DIIHFWLYH�and 

LPDJHU\�elements. It is UHODWHG�WR�EHKDYLRU, in being of a preparatory, orienting and motivational 

nature. However, behavior itself is not considered a component of the construct. Any limitation of 

the concept, especially in the context of destination image, is rejected. The associations, 

connotations and impressions that are generally related to these images are so multifaceted and rich 

that any restriction would seem a theoretically-based and arbitrary attempt to categorize pieces of a 

person’ s minds, which seem to be typically intertwined, producing a synergetic whole with diverse 

dimensions and qualities. Image is further understood as part of the LQGLYLGXDOO\�FUHDWHG�VXEMHFWLYH�
UHDOLW\, which is a UHVXOW�RI�FRPSOH[�DQG�ELDVHG�VHOHFWLYH�SHUFHSWLRQ�� OHDUQLQJ�DQG�PHPRUL]LQJ��
UHVXOWLQJ�LWVHOI�LQ�LPDJH�ELDVHG�EHKDYLRU��This behavior aims at the satisfaction of needs through 

the confrontation of prior and actual images, i.e. beliefs (expectations) and perceptions. 

In psychology, other terms can be identified which are very close to the LPDJH�FRQVWUXFW and which 

some authors claim to be more correct to use such as the concept of “ DWWLWXGH”  or “ VFKHPD” . The 

distinction between these concepts will be discussed in chapter 5.2.  

&KDSWHU��������,PDJH�'LVFXVVLRQ�LQ�6RFLDO�3V\FKRORJ\�
6RFLDO� SV\FKRORJ\ can be defined as the science that analyzes the “ SV\FKRORJLFDO� SKHQRPHQD�
YLVLEOH�LQ�GDLO\�VRFLDO�OLIH�DV�ZHOO�DV�WKH�SV\FKRORJLFDO�FRQVHTXHQFHV�RI�FXOWXUDO�FRQGLWLRQV��DQG�WKH�
PHQWDO�DGDSWDWLRQ� WR� WKHVH´� ('79� 1972). Based on a simultaneous interest in the human being 

and in society, it recognizes the role of society and human interaction in all psychological processes 

as well as the role of psychological phenomena in shaping society. This perspective can also be 

applied to the analysis of images or mental representations. Already %RXOGLQJ (1956) explained 

that “ SDUW�RI�RXU� LPDJH�RI� WKH�ZRUOG� LV� WKH�EHOLHI� WKDW� WKLV� LPDJH� LV� VKDUHG�E\� RWKHU�SHRSOH� OLNH�
RXUVHOYHV�ZKR�DOVR�DUH�SDUW�RI�RXU�LPDJH�RI�WKH�ZRUOG´��This author�distinguishes between “ SXEOLF”  
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and “ SULYDWH� NQRZOHGJH” , being the “ SXEOLF� LPDJH”  communicateable and understandable by 

others, based on shared value systems.  

Representations are frequently of a social nature, implying sociological analyses of the processes 

leading to a specific shared perception of reality. The role of ³V\PEROLF� LQWHUDFWLRQLVP´ must be 

stressed in this context. This stands for�³SURFHVVHV�E\�ZKLFK�LQGLYLGXDOV�XQGHUVWDQG�WKHLU�ZRUOG����
LQWHUSUHWLQJ� WKH� DFWLRQV� RI� RWKHUV� UDWKHU� WKDQ� VLPSO\� UHDFWLQJ� WR� WKHP´ (6RORPRQ, 1983). It is 

assumed that meaning is negotiated and constructed through intra-personal and interpersonal 

discourse, as also assumed by 6LUJ\¶V�(1983: 3-7) VRFLDO�FRJQLWLRQ�SDUDGLJP. This author explains 

the role of VRFLDO� FRJQLWLRQ in consumer behavior, referring to its roots and development in the 

following sub-areas:  

• “([SHFWDQF\�YDOXH� WKHRU\´� based on 7ROPDQ¶V (1932) initial work and well-known by 

5RVHQEHUJ¶V (1956) and )LVKEHLQ¶V� (1963, 1967) models. This theory assumes that human 

behavior is a function of the expectation of value attainment through a specific behavior, 

considering the subjective importance of that value. Both expectations and values are relevant 

for image-formation and consequently behavior. Expectancy-value models have been 

frequently used in image-studies (e.g. *RRGULFK� 1978, :RRGVLGH��1982, &KRQ� 1990).�
• ³6RFLDO� FRPSDULVRQ� WKHRU\´ is based on the assumed human tendency to “ LQIHU�
LQIRUPDWLRQ�DERXW�WKHPVHOYHV�E\�FRPSDULQJ�WKHPVHOYHV�ZLWK�RWKHUV´ (6LUJ\� 1983: 4, referring 

to )HVWLQJHU� 1966). This theory is most adequate for the analysis of stereotyped images of 

others in relation to self-image. As far as images of objects are concerned, it may apply 

indirectly through the attribution of personality-characteristics to objects and the symbolic 

nature of object/ product use. Thus, the typical object-user identified by the object-stimulus 

may be the basis for social comparison. In consumer behavior research this domain has been 

approached by the “ SURGXFW�VHOI�FRQJUXLW\”  theory (6LUJ\��1983, 0DOKRWUD, 1981).�

• “ ,PSOLFLW� SHUVRQDOLW\� WKHRU\´� studies the associations among personality traits and the 

creation of prototypes of kinds of persons. Also this approach is most adequate for the analysis 

of images of persons rather than objects, although the symbolic meaning of objects may lend 

this theory to the physical object-domain.�
• “$WWULEXWLRQ� WKHRU\´ studies the way in which individuals attribute the causes of their 

behavior (or that of others) to specific factors. This theory may be most adequate for behavior 

analysis and learning, but may also explain the reinforcement or change of cognitive systems 

or images of certain objects, events or persons.�
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• ³,QIRUPDWLRQ� LQWHJUDWLRQ� WKHRU\´ explains how “ FRJQLWLYH� UHODWLRQV� PD\� EH� LQWHJUDWHG�
LQWR�DQ�RYHUDOO� LPSUHVVLRQ«�OHDGLQJ� WR�«VRFLDO� LQIHUHQFH´ (6LUJ\� 1983: 6). This approach 

based on cognitive processing is particularly useful for image-research, where the integration 

of diverse elements into an overall impression is frequently assumed.�
• “&DWHJRUL]DWLRQ� WKHRU\´ focuses on concept formation, pattern recognition, stimulus 

identification and stereotyping, based on cognitive schemata, as studied by %UXQHU� and 

colleagues in the 1940’ s and 50’ s and by 7D\ORU�and associates in the 1970’ s. This approach 

may be considered an extension of the above-mentioned. Schemata as cognitive structures are 

frequently used in image-research.�
• “&RQVLVWHQF\�WKHRU\´ stresses the importance of congruence of integrated information, as 

discussed for example by )HVWLQJHU (1957) in his “ FRJQLWLYH�GLVVRQDQFH�WKHRU\” . This theory 

may lend itself to explain the way new information is integrated in existing cognitive 

structures or may lead to their modifications. It is therefore an interesting approach for the 

study of image formation and change. This is also true for:�
• “%HOLHI�FHQWUDOLW\�WKHRU\´� which studies the hierarchy and degree of integration of beliefs, 

their role for the definition of self and the corresponding consequences of information-

assimilation, as analyzed for example by 5RNHDFK in the 60’ s and 70’ s.     �
These approaches are linked to those discussed in the field of psychology, with an emphasis on 

cognitive processes. These are in the field of social psychology most often related to social stimuli, 

the definition of self in the social context and individual behavior in the social environment. 

Focusing on the image-concept the notions “ VRFLDO� FRQVWUXFW´�� ³VRFLDO� UHSUHVHQWDWLRQ”  and 

³VWHUHRW\SH”  are worthy of notice. For some sociologists, the concept “ LPDJH”  refers only to a 

rather passive reproduction of an external stimulus, whereas “ VRFLDO� UHSUHVHQWDWLRQ”  combines 

these images as a higher-order signifier (6DQWLDJR, 1996). 

6DQWLDJR (1996: 80) defines the term “ VRFLDO� FRQVWUXFW´ as a “ SURGXFW� RI� PHQWDO� DFWLYLW\�� DV� D�
FRPELQDWLRQ� RU� RUJDQL]HG� XQLYHUVH� RI� RSLQLRQV�� EHOLHIV�� LPDJHV�� NQRZOHGJH�� LQIRUPDWLRQ� DQG�
DWWLWXGHV�� UHODWHG� WR� JHQHUDO� RU� VSHFLILF� SURSHUWLHV� RI� DQ� REMHFW� RU� D� VLWXDWLRQ�� ZKLFK� PLJKW� EH�
SUHVHQW�RU�DEVHQW�IURP�WKH�VXEMHFWV¶�SHUFHSWLYH�ILHOG�”  Human attitudes and behaviors are influenced 

by these “ LQWHUSUHWDWLYH�� LQGLYLGXDO�RU�JURXS�VFKHPDWD��ZKLFK� LQWHJUDWH�GDWD� WKDW� LV�QRW�RQO\�RI�D�
FRJQLWLYH��EXW�DOVR�DIIHFWLYH� DQG� V\PEROLF�QDWXUH�� H[SUHVVLQJ«�GLIIHUHQWLDWHG�PRGHV�DQG� W\SHV�RI�
NQRZOHGJH�RI� VRFLDO� UHDOLW\�DQG�ZD\V�RI�DFWLRQ�RU�SUH�GLVSRVLWLRQ�RI�DFWLRQ� WRZDUGV� WKLV� UHDOLW\´�
(6DQWLDJR, 1996: 74). This “ VRFLDO�UHSUHVHQWDWLRQ´ seems to be resistant to change, especially in its 

psychologically more deeply rooted core. According to 6DQWLDJR (1996), one may distinguish two 
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main propositions in the context of “ VRFLDO�FRQVWUXFWLRQ´, attributing different degrees of autonomy 

to the individual: 

1. Socio-cultural and -institutional factors deriving from ideologies, value systems and norms are 

the main determinants in the process of “ VRFLDO�FRQVWUXFWLRQ”  (e.g. 0RVFRYLFL� 1976, *LOO\� 1980). 

2. The individual, viewed as more autonomous, creates and transforms VRFLDO�UHSUHVHQWDWLRQV in a 

dynamic interpersonal and inter-group process (e.g. -RGHOHW, 1984). 

However the emphasis, it is generally accepted that reality is perceived by the human being in an 

indirect way. It is internally represented with the influence of a variety of individual and social 

factors. These constructs further shape individual behavior and life in society. 6RFLDO�UHSUHVHQWDWLRQ 

is considered to be of an evaluative nature, as a ³VWUXFWXUHG� VHW� RI� ZLGHO\� VKDUHG� DWWLWXGHV´�
(0ROLQHU� 	� 7DIDQL� 1997). Its functions are related to the individual’ s need of orientation, 

comprehension and integration in a meaningfully structured social reality. 

Another term often referred to in this context is “ VWHUHRW\SH” , which may be considered a specific 

type of social construct or representation, as discussed later (see chapter 5.2.3).  

In this thesis the VKDULQJ�RI� LPDJHV is considered a relevant phenomenon also in the context of 

destination images. It is particularly analyzed when looking at benefit-segments and destination 

image differences as a consequence of socio-cultural and geographical proximity (domestic versus 

international tourist market), or as a consequence of age (“ JHQHUDWLRQ” ), gender or education. 

Group-specific, socially constructed destination images and stereotypes are thus suggested to exist. 

&KDSWHU��������,PDJH�'LVFXVVLRQ�LQ�0DUNHWLQJ�
The contemporary use of the term “ LPDJH”  is often related to the domain of marketing, reflecting 

the way in which the public views products, brands, the company and/ or its representatives. The 

importance of this concept in an increasingly competitive business environment is based on the 

need of each brand to be noticed and evaluated as appealing before purchase and as satisfactory 

afterwards. “ ,PDJH”  in that sense is suggested to have an impact on consumer behavior in terms of 

preference, choice and satisfaction and may be more decisive for business success than the 

“ objective”  features of an offering. This is particularly true for products with one or several of the 

following characteristics:  

• imply a high level of ULVN��
• are GLIILFXOW�WR�MXGJH��
• are of SXEOLF�XVDJH and of high�VWDWXV�YDOXH��
• are of relatively high personal�LPSRUWDQFH��
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• are VHUYLFHV, being marked by LQVHSDUDELOLW\, YDULDELOLW\, LQWDQJLELOLW\�� and� ODFN� RI�
RZQHUVKLS�(see p.14)  

• have a ODFN�RI�³VHDUFK�TXDOLWLHV´��being rather determined by “ H[SHULHQFH´�and “ FUHGHQFH�
TXDOLWLHV´� pTq � 

All these features, plus the SK\VLFDO�DQG�VRFLR�FXOWXUDO�GLVWDQFH between the place of purchase and 

that of consumption, are responsible for a higher risk associated with tourist products and an 

increased difficulty in judging them. Further, tourism is an important social and individual 

phenomenon through which tourists attempt to compensate for unsatisfied needs in their daily lives 

and/ or to come closer to self-actualization.  

Objects of image-research in marketing have been image-objects as diverse as� SURGXFW� LPDJHV��
EUDQG�LPDJHV��FRPSDQ\�LPDJHV��EX\HU�LPDJHV��VWRUH�LPDJHV��FRXQWU\�RI�RULJLQ�LPDJHV and SODFH�
LPDJHV. 3URGXFW� LPDJH refers to the image held by consumers on products, which is frequently 

related to a product’ s EUDQG�LPDJH, namely its identification and associations caused by names and 

symbols. &RPSDQ\�LPDJH is often related to product images, in so far as the association of several 

brands or products to the manufacturing or distributing company may be used strategically, 

conferring them characteristics associated with the firm. Company image is also used for internal 

marketing, creating identity, involvement and motivation.�6WRUH�LPDJH�DQDO\VLV refers to specific 

marketing concerns of the retailer, such as the attraction potential of a shop, due to its ambiance, 

the type and assortment of products offered, the type of clients attracted, and so on93. Store-image 

may be related to company-image, product and brand-image of items sold, buyer images and 

stakeholder-images. &RXQWU\�RI�RULJLQ�LPDJHV refer to the images consumers hold on the country 

of production, related usually to product class competency attributed to a country, or mentality 

stereotypes of its population. This may serve as a proxy variable for evaluating products when 

other information is lacking, implying a “ KDOR� HIIHFW”  (+DQ, 1989). Finally, EX\HU� LPDJH is 

especially important for products with symbolic consumption, leaning on associations with types of 

persons, social roles, status and life style. This domain has been especially studied in connection 

with the self-image construct. Already /HY\� (1959) defended that consumers tend to prefer the 

brand whose image is congenial to them. Developing this idea, 6LUJ\ (1983) distinguishes between 

DFWXDO�� LGHDO� DQG� VRFLDO� VHOI�LPDJH. This author empirically confirmed the relationship between 

                                                           
92 .DDV�	�%XVFK (1996: 243-245) explain that “ VHDUFK�TXDOLW\”  is given, if a product feature is identifiable 
via inspection before purchase. “([SHULHQFH�TXDOLW\”  may only be identified via use or consumption of the 
product, i.e. after purchase. The consumer cannot exactly measure “ FUHGHQFH�TXDOLW\” , even after purchase. 
93 0DUWLQHDX (1958) defines store image as ” WKH�ZD\�WKH�VWRUH�LV�GHILQHG�LQ�WKH�VKRSSHU¶V�PLQG��SDUWO\�E\�LWV�
IXQFWLRQDO�TXDOLWLHV�DQG�SDUWO\�E\�DQ�DXUD�RI�SV\FKRORJLFDO�DWWULEXWHV.”  He also considers other stakeholders’  
perceptions as a component of company image (effective and potential clients, employees, deliverers, 
neighbors, salespersons). )LVN (1962) attributes a “ gate keeper”  function to store image, as “ HYHU\WKLQJ�DERXW�
D�VWRUH�HLWKHU�DWWUDFWV�RU�UHSHOV�D�FHUWDLQ�PDUNHW�VHJPHQW” .  
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self-product-image congruity and brand preference, especially in the case of ideal self-concepts 

(see also +RQJ�	�=LQNKDQ, 1995, *UDHII, 1996). Actual self-concepts were found more related to 

purchase intention (6LUJ\�	�6X, 2000). 

/LOOL (1983) stresses the large variety of meanings attributed to the term “ LPDJH” , which “ LV�RQH�RI�
WKH�PDLQ�GLIILFXOWLHV�LQ�LPDJH�UHVHDUFK�´ A second difficulty lies in the�³WRWDO�RYHUHVWLPDWLRQ�RI�WKH�
FRQFHSW«�RIWHQ�XVHG�DV�D�©PDJLF�IRUPXODª´. The vagueness of the concept in its common use does 

not invalidate a more rigorous definition and application of the term in consumer and marketing 

research. Generally, marketing literature has focused on two main domains when studying 

“ LPDJH” , namely on (social) SV\FKRORJ\� (role of image in FRQVXPHU� EHKDYLRU, information 

processing, attitude formation, relation to self-image, etc.), and on PDQDJHPHQW�VFLHQFHV (strategic 

PDUNHWLQJ� image policy).   

Linking social psychology and marketing, 6SLHJHO� (1961) suggests a market model, based on 

Lewin’ s field theory94. This model illustrates the experience-based individual distance from objects 

in an n-dimensional, orthogonal space. With the introduction of an object into this space, 

“ favorites”  and “ opposites” , “ indifferent”  and “ uninformed”  individual positions form groups of 

reaction to this object. For marketers the best position in the field would correspond to a maximum 

of “ favorites” . Market niches may be identified where many indifferent consumers are 

concentrated, representing a market opportunity.  

 

)LJ������6SLHJHO¶V��������VRFLR�SV\FKRORJLFDO�PDUNHW�ILHOG�PRGHO 
Source: 0DODND (1990) 

Concretely, image is assessed via semantic differential scales to identify each person’ s position. 

Competing products may be depicted in different space positions. For evaluating a product’ s 

                                                           
94 According to this theory, individuals with physiological and psychological needs feel tension, which they 
try to reduce through reaction. Needs thus influence perceived attractivity of alternatives in terms of their 
capacity of tension reduction (“ outcomes” ), denominated as “ YDOHQFH” . Behavior depends on the value 
attributed to an outcome (“ appealing value” ) (see /LOOL, 1983). 
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market position not only its distance to market groups counts, but also its relative position in this 

market-space in terms of distance from other products, associated needs and “ DSSHDOLQJ�YDOXHV” . 

This model, although of great impact in the German-speaking marketing literature, has not received 

much empirical attention, as some constructs seem difficult to operationalize. /LOOL�(1983) questions 

whether the FROOHFWLYH dimensions of the field are appropriate, as especially for new products 

perceptual heterogeneity should exist. Individual positions in the perceptual field may also change 

over time. The model’ s theoretical interest justifies its consideration as an important contribution to 

image-research by stimulating discussion and development of other models. Still today, researchers 

attempt to visualize simultaneously consumer groups, product images and ideal positions, 

implicitly assuming the existence of such a “ VRFLR�SV\FKRORJLFDO�PDUNHW�ILHOG�RU�VSDFH” . 

&KDSWHU�������D��,PDJH�LQ�WKH�FRQWH[W�RI�&RQVXPHU�%HKDYLRU�
According to -RKQVRQ (1974), “ FKRLFH� LV� RQO\� DIIHFWHG� E\� LPSRUWDQW� DQG� GLIIHUHQWO\� SHUFHLYHG�
LWHPV´. The relation between LPDJH�� SUHIHUHQFH� DQG� FKRLFH has been an important issue in 

attempting to understand consumer behavior��
In this context, 6LUJ\¶V�(1982, 1983) work on social cognition in marketing is worth of notice. This 

author defines FRQVXPHU�EHKDYLRU�as ³WKH�VWXG\�RI�WKH�SK\VLFDO��ELRORJLFDO��DQG��RU�SV\FKRORJLFDO�
VWUXFWXUHV�DQG�SURFHVVHV�RI�D�V\VWHP�WKDW�FRQVXPHV�YDOXH�RU�XWLOLW\�H[FKDQJHG�E\�DQRWKHU�V\VWHP�
IRU� WKH�SXUSRVH�RI�DFFRPSOLVKLQJ�VRPH�VSHFLILHG�JRDO´�(6LUJ\� 1983: 15). This author suggests a 

classification scheme for consumer behavior, specifically distinguishing different unit and process 

levels of analysis, process and structure, descriptive versus normative research, as well as the focus 

on different marketing-mix elements and product levels. From this point of view, LPDJH�DQDO\VLV 
may be located at the LQGLYLGXDO�FRQVXPHU or a PRUH�DJJUHJDWHG�OHYHO� It may be undertaken at a 

PLFUR level, studying neuro-psychological aspects of perception and memorization, at the PLFUR�
PDFUR�level, reflected by the “ hierarchy of effects”  paradigm (cognitiveÆ affectiveÆ behavioral), 

or at the PDFUR� OHYHO� looking at larger time-frames. It may typically be studied as a SURFHVV�
YDULDEOH, permitting change over time, i.e. integrated in a consumer behavior process as a 

dependent variable. It may also be analyzed as a VWUXFWXUDO� YDULDEOH� in terms of a stable 

generalized pattern, which may be used as an antecedent, exogenous or independent variable in 

determining consumer processes95. It may be viewed either from a GHVFULSWLYH angle, aiming at an 

understanding of consumer behavior, or from a� QRUPDWLYH� SHUVSHFWLYH, striving for optimal 

behaviors or situations. As far as the PDUNHWLQJ�PL[�is concerned, image may be most related to the 

                                                           
95 For example, product and brand images are often studied as process variables, determined by other 
independent variables and impacting on consumer behavior. On the other hand, buyer-, self- and country-of-
origin image may be studied as structural, more stable antecedent variables, determining decision-making. 
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SURGXFW� YDULDEOH, but is also relevant for SURPRWLRQ� GHFLVLRQV� 6WUDWHJLFDOO\� image must be 

considered for WDUJHW� PDUNHW� and SRVLWLRQLQJ decisions. At the product level, both EUDQG and 

SURGXFW�FDWHJRU\ images may be objects of image studies.  

6LUJ\ (1983) developed a model, which he designed as “ VRFLDO� FRJQLWLRQ� FRQVXPHU�GHFLVLRQ�
F\FOH´. This is positioned within ³WKH� LQGLYLGXDO� XQLW� OHYHO�� GHVFULELQJ� PLFUR�PDFUR� FRQVXPHU�
SURFHVVHV� ZLWK� GLUHFW� UHOHYDQFH� WR� WKH� PDUNHWLQJ� PL[� HOHPHQWV�� «DSSOLFDEOH� WR� VHUYLFHV��
RUJDQL]DWLRQV��SHUVRQV�DQG�LGHDV«RQ�ERWK�SURGXFW�OHYHOV��EUDQG�DQG�JHQHULF�´ (6LUJ\� 1983: 28). 

He specifies that “ZLWK� UHVSHFW� WR� SURGXFW� GHFLVLRQV�� WKRVH� VWDJHV� LQYROYLQJ� SURGXFW� LPDJH�
SHUFHSWLRQ�� SURGXFW�QHHG� UHFRJQLWLRQ�� EUDQG� LPDJH�SHUFHSWLRQ�� EUDQG�SUHIHUHQFH��EUDQG� FKRLFH��
EUDQG�SHUIRUPDQFH�SHUFHSWLRQ��EUDQG� VDWLVIDFWLRQ�� EUDQG� LPDJH� UHYLVLRQ�� DQG�EUDQG� OR\DOW\�DUH�
PRVW� LPSRUWDQW´ (6LUJ\� 1983: 33). The image-construct used in the present study follows this 

argument of a� PDUNHWLQJ�UHODWHG� FRQVXPHU�EHKDYLRU� SURFHVV� YDULDEOH�� UHOHYDQW� IRU� H[SODLQLQJ�
ERWK�FRQVXPHU�EHKDYLRU�DQG�SUHVFULELQJ�DGHTXDWH�PDUNHWLQJ�GHFLVLRQV. 
0DODND (1990) explains that image assumes the IXQFWLRQV� of LQIRUPDWLRQ�� VHOHFWLRQ�� ULVN�
UHGXFWLRQ, VXSSRUW� RI� VHOI�LPDJH and DGDSWDWLRQ in the social context. /LOOL (1983) stresses the 

function of image as a means of VXEMHFWLYH� FRSLQJ� ZLWK� UHDOLW\. The role image assumes is 

suggested to depend on the GHJUHH�RI�FRJQLWLYH�FRQWURO�in decision-making.�This is marked by ego-

involvement, influenced by situation, personal predisposition and product features (0DODND� 1990). 

Thus, for LPSXOVLYH� EX\LQJ� GHFLVLRQV image is suggested to be less important, as extensive 

memory-retrieval does not take place. In the case of KDELWXDO� EX\LQJ with a reduced decision 

effort, image may originally have contributed to habit-establishment, with image stability and 

brand loyalty mutually enhancing each other. 0RUH� FRJQLWLYHO\� GHYHORSHG� EX\LQJ�GHFLVLRQV��
especially in the simplified version, should be PRUH�LPDJH�GHSHQGHQW (+RZDUG�	�6KHWK, 1969). 

In this case, image is central, functioning as a� TXLFNO\� DYDLODEOH� TXDOLW\� VXUURJDWH� DQG� WKHUHE\�
UHGXFLQJ� HIIRUW� DQG�SHUFHLYHG� ULVN. 0DODND (1990) defends that for H[WHQVLYH�EX\LQJ�GHFLVLRQV 
image may be less important, as active information search takes place (especially in the case of 

novelties and products with no stable image). Summarizing 0DODND¶V� and +RZDUG�	� 6KHWK¶V 
views, image would be neither important at the one extreme of impulsive and habitual buying 

behavior nor at the other extreme of extensive cognitive decision making, but is essential in the 

case of limited cognitive processes. However, extensive decision-making should also be influenced 

by pre-existing images. It should still be essential for a product to get into the evoked set of 

considered alternatives in the first place. Also the reduced capacity of complete information-

acquisition and the importance of affect and symbolism in consumption should grant image some 

role in the process.  
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The importance of image for decision-making seems to be further linked to other variables, such as: 

• personal (if the person is a more or less rational buyer, in which context he/ she is more 
likely to be affected by symbolism and risk-reducing strategies, if the person is more or less 
risk-averse, traditional, brand-loyal, knowledgeable about certain products etc.) 

• product type (social or private consumption, social/ cultural meaning, perceived risk of 
purchase, complexity, credence, experience, inspection and search qualities96) 

• purchase situation (e.g. time available for decision making)    

)LVKEHLQ (1967) and 7URPPVGRUII (1975)97 suggest models that measure the DWWLWXGH�towards an 

object. These reveal the role of image in consumer decision-making via product liking, assessed as 

a summary indicator. )LVKEHLQ�(1967, cited by 0DODND, 1990:�71) suggests that image is the more 

relevant for decision-making the more it is based on a positive personal experience, i.e. the 

perception of the product’ s performance or its “ H[SHULHQFH�TXDOLW\” .98 

/LOOL�(1983), however, stresses the overestimation of the behavioral relevancy of measured attitudes 

and images. Thus, the causal relation between attitude and behavior may not be as convincing, 

since correlation studies and not causal studies are dominant in empirical analysis, providing mixed 

evidence. In addition, also the opposite direction (behavior-> attitude) may occur. Several attitudes 

may exist concerning one object, leaving the question open as to which is relevant for behavior. 

Some researchers have found better results for situation-specific attitude-measurement. 

Finally, researchers have studied the impact of the image of one brand on that of another, 

eventually corrupting the above mentioned effects. $OED�	�&KDWWRSDGK\D\ (1986) identified an 

“ LQKLELWLRQ�HIIHFW´ on the recall of other brands resulting from the prominent activation power of a 

salient brand. Many other inhibitors or facilitators may actually be found, such as situation, social 

group pressure, etc. However, the existence of an effect of image on consumer behavior-relevant 

variables (liking, preference, choice, purchase, word-of-mouth) has been shown in many 

circumstances. The strength of this effect may differ according to different circumstances, though. 

&KDSWHU�������E��,PDJH�LQ�WKH�FRQWH[W�RI�0DUNHWLQJ�3ODQQLQJ�DQG�0DQDJHPHQW�
Consumer and marketing management research are often complementary and intertwined, as 

explained in the discussion of 6SLHJHO’ s and 6LUJ\’ s models. Marketing management focuses 

                                                           
96 For a discussion of these terms in the context of LQIRUPDWLRQ�HFRQRP\ see .DDV�	�%XVFK (1996), 6FKDGH�
	�6FKRWW (1993) and =HLWKDPO (1991). 
97 7URPPVGRUII¶V� image-model, popular in the German-speaking literature, also distinguishes the affective 
and cognitive components of image, but constructs the summary indicator as a sum of absolute differences 
between perceived and ideal values. He hereby avoids distorting effects caused by multiplication in the 
average-weighted-sum models, typical for the )LVKEHLQ versions. 
98 “ SHUVRQDO�OLNLQJ�RI�D�SURGXFW�GRHV�QRW�PDNH�D�GLIIHUHQFH��EXW�WKH�SHUFHLYHG�LQVWUXPHQWDOLW\�RI�WKH�SURGXFW�
WR� UHDFK� SRVLWLYH� RXWFRPHV� DQG� DYRLG� QHJDWLYH�� FRPSDUHG� ZLWK� RWKHUV«´�� though it may be discussed 
whether perceived instrumentality does not lead to liking, being all dimensions of the final holistic image. 
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mainly on LPDJH� SURMHFWLRQ, in the sense of creating a favorable predisposition towards the 

product/ brand through the development of a series of positive and (consumption-) motivating 

associations. Obviously, this can only be achieved based on a sound knowledge of the consumer, 

his/ her motivations and perceptions. Thus, :LVZHGH (1973, as quoted by 0DODND� 1990) stresses 

the need for SV\FKRORJLFDO�FRQWHQW�FRQJUXHQF\ when aiming at an image with impact, being image 

related to PRWLYDWLRQDO�VWUXFWXUH and VHOI�LPDJH of the buyer. 3DUN�HW�DO (1986) suggest that a firm 

derives a EUDQG� FRQFHSW rir  from�EDVLF� FRQVXPHU�QHHGV� �IXQFWLRQDO�� V\PEROLF��DQG�H[SHULHQWLDO���
They recommend that this should be carefully PDQDJHG�RYHU� WLPH� considering the evolution of 

underlying consumer motivations. They also point at the possibility of SRVLWLRQLQJ�products with a 

functional, symbolic or experiential image, or a mixture of benefits.  

This image may be based both on SURGXFW�GHYHORSPHQW and SURPRWLRQ� Stressing the role of 

product-development, /LOOL�(1983) suggests LPDJH as an instrument in marketing, with a GLDJQRVWLF�
DQG�SURJQRVWLF�IXQFWLRQ��“%DVHG�RQ�WLPHO\�DQG�H[DFW�NQRZOHGJH�RI�LPDJHV�DQG�SUHIHUHQFHV�RI�WKH�
SXEOLF�� LW� VKRXOG� EH� SRVVLEOH� WR� EHWWHU� DGDSW� SURGXFWV� WR� FRQVXPHU� GHVLUHV´� (/LOOL, 1983: 414). 

Focusing on image communication, 'XUJHH�	� 6WXDUW (1987) suggest the selection of UHOHYDQW�
³PHDQLQJ� SURILOHV”  according to most valued consumption experiences and the use of 

corresponding marketing messages, brand names and symbols. /LOOL (1983: 445) claims that� ³LQ�
PDUNHW� SV\FKRORJ\� LPDJH� FRUUHVSRQGV� WR� D� PHDQV� RI� FRPPXQLFDWLRQ� EHWZHHQ� SURGXFHU� DQG�
FRQVXPHU”  and may function in substitution of more direct communication forms. This view is 

related to the concept of “ LQWHJUDWHG� PDUNHW� FRPPXQLFDWLRQ”  (³HYHU\WKLQJ� FRPPXQLFDWHV´��
/HQGUHYLH� HW� DO�� 1993). Accordingly, an image is constructed by the total VHW� RI� EUDQG�UHODWHG�
DFWLYLWLHV� HQJDJHG� E\� WKH� ILUP (*DUGQHU� 	� /HY\� 1955) or the “ JHVWDOW� FRQILJXUDWLRQ� RI�
PDUNHWLQJ�PL[�HOHPHQWV´ (3DUN�HW�DO� 1986). Similarly, 0DJ\DU�(1971, cited by 0DODND, 1990) 

distinguishes marketing measures with direct image-purposes and others, impacting on image. 

Focusing on marketing planning and management, 0DODND (1990) stresses the role of image in 

decision-making, leading from psychological market research to the definition of marketing 

instruments. He suggests an LPDJH�RULHQWHG�GHFLVLRQ�PRGHO with the following steps:  

• LPDJH�VHQVLELOL]DWLRQ� determination of the LPDJH� ILHOG (relevant image objects, 
competitors, target-market) 

• LPDJH�PHDVXUHPHQW� selection of sample and procedure, data collection and analysis 

                                                           
99 Image-projection is closely related to the creation and management of EUDQGV, which can be viewed as 
signs identifying and differentiating products (.RWOHU� HW� DO�� 1999), conferring them specific qualities and 
SHUVRQDOLWLHV� (.DSIHUHU� 1991, $DNHU, 1997, $]HYHGR� 	� )DUKDQJPHKU, 2000) that motivate their 
consumption. The economic value that a brand represents for a company has been designed as EUDQG�HTXLW\,�
which is generally considered a strategic asset� (.DSIHUHU� 1991, 6HUUD� 	� *RQ]DOH]�� 1998, 5XmR� 	�
)DUKDQJPHKU, 2000). 
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• GHWHUPLQDWLRQ� RI� WDUJHW�LPDJH� consideration of target market, competition, 
organizational culture, mission 

• LPDJH�SROLF\: image-political means to achieve target-image�
• LPDJH�FRQWURO�

He further points at some central practical questions to be considered in this context: 

• which VDOLHQW�IHDWXUHV dominate the image and which are HDVLHVW�WR�FKDQJH? 

• which FRQVHTXHQFHV are HDVLHVW�WR�KDQGOH? 

• which UHODWLRQV exist between factors and what results from changing relations? 

• how can SRVLWLYH�HIIHFWV EH�SURPRWHG�DQG�QHJDWLYH�DYRLGHG? 

Other researchers (e.g. -RKDQQVHQ� 1968, .RSSHOPDQQ� 1976) have analyzed the process of 

image-oriented decision-making, based on situation analysis, image-development, continuous 

control and adaptation to changes. The relevance for strategic marketing becomes clear, when 

relating image-creation to segmentation, striving for a clearly defined “ WDUJHW� LPDJH” � (0XHOOHU��
1971, 0DODND, 1990). %HDQH� 	� (QQLV� (1987) suggest “ LPDJH� VHJPHQWDWLRQ”  as an interesting 

segmentation approach, on the base of which marketing decisions can be taken. These approaches 

show the role of image-analysis, formation and projection in several domains of strategic and 

operational marketing. 

&KDSWHU�������F��'HILQLWLRQV�
The before-mentioned main concerns of image-research in marketing are reflected by different 

conceptual developments. According to /LOOL� (1983), the theoretical- conceptual discussion still 

lags behind empirical applications in image-research, so that the question “ZKDW� LV� LPDJH?”  

continues to be valid. Some definitions from the marketing literature are presented next, which may 

be compared with those from other scientific perspectives as well as with related concepts. The 

purpose of this discussion is a clarification of the image-concept as defended in this thesis. 

*DUGQHU�	�/HY\ (1955) were among the firsts to discuss EUDQG�LPDJH s9tit � They defined it as ´QRW�
VLPSO\�D�SHUFHSWXDO�SKHQRPHQRQ�DIIHFWHG�E\� WKH� ILUP¶V� FRPPXQLFDWLRQ�DFWLYLWLHV�DORQH�� ,W� LV� WKH�
XQGHUVWDQGLQJ�FRQVXPHUV�GHULYH�IURP�WKH�WRWDO�VHW�RI�EUDQG�UHODWHG�DFWLYLWLHV�HQJDJHG�E\�WKH�ILUP�´�
They thereby relate consumer’ s brand image to the company’ s engagement in projecting it, using 

different marketing tools. Assuming the perspective of the consumer, 'XUJHH�	�6WXDUW (1987) use 

the term “PHDQLQJ� SURILOH” , standing for a “ FRPSOH[� RI� PHDQLQJV� DVVRFLDWHG� ZLWK� D� JLYHQ�
FDWHJRU\³�� This notion must be understood in the context of cognitive and social psychology. 

Generally, the two mentioned standpoints reflect two sides of the same coin: the image of a 

                                                           
100 0DODND (1990) explains that a EUDQG�serves for identification and differentiation, simplifies evaluation, is 
manifest in signs and stimuli, can be more or less related to a firm and other products in a line (where 
products have either coherent brand images or else one product dominates and irradiates image to others). 
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marketed object is both created by the consumer in a complex social and psychological process, 

and projected and influenced by the company.  

'REQL�	�=LQNKDQ (1990) reviewed a number of studies on EUDQG�LPDJH and found the following 

denominations used in this context: “ V\PEROLF� XWLOLW\”  (3RKOPDQ�	�0XGG� 1973), “ V\PEROV� E\�
ZKLFK� ZH� EX\”  (/HY\� 1959), “ SHUFHLYHG� SURGXFW� V\PEROLVP”  (6RPPHUV� 1963), all describing 

intangible, symbolic and expressive aspects of product evaluation. Also personality-related terms 

are often used, such as “ EUDQG� SHUVRQDOLW\� RU� FKDUDFWHU”  (+HQGRQ� 	� :LOOLDPV, 1985), 

“ SHUVRQDOLW\�LPDJH”  (6LUJ\� 1985), relating brand-image to the concept of self. 'REQL�	�=LQNKDQ 

(1990) identified the following most characteristic elements of “ EUDQG�LPDJH“ , based on the largest 

consensus between authors: 

• It is�KHOG�E\�WKH�FRQVXPHU� 
• It is largely a VXEMHFWLYH� and SHUFHSWXDO� SKHQRPHQRQ�� IRUPHG� WKURXJK� LQWHUSUHWDWLRQ, 

which may be both UHDVRQHG�DQG�HPRWLRQDO��
• It is� QRW� LQKHUHQW� LQ technical, functional or SK\VLFDO� SURGXFW� FRQFHUQV, affected and 

PROGHG�E\�PDUNHWLQJ��FRQWH[W�YDULDEOHV and characteristics of the UHFHLYHU��
• It proves that SHUFHSWLRQ�RI�UHDOLW\�LV�PRUH�LPSRUWDQW�WKDQ�UHDOLW\�LWVHOI��

'REQL�	�=LQNKDQ��������IXUWKHU�JURXSHG�WKH�DQDO\]HG�GHILQLWLRQV�DV�IROORZV��
• EODQNHW�GHILQLWLRQV� broad, simple and  comprehensive; 

• emphasis on V\PEROLVP� based on motivation research and focusing on meaning and 
language of symbols; referring to semiotics, connotations of the unconscious, personal 
and social meaning or value, reinforcing of the self concept; 

• emphasis on PHDQLQJV�DQG�PHVVDJHV: based on philosophy of meaning, assuming that 
connotations are more important than denotations; 

• emphasis on SHUVRQLILFDWLRQ� popular in the 1980s, associating with consumer’ s self-
concept; personality as a dynamic whole is considered similar to brand image; purchase is 
judged to be determined by the interaction of self concept and the product’ s personality 
(VHOI�SURGXFW�FRQJUXLW\ as a determinant of choice); 

• emphasis on FRJQLWLYH�RU�SV\FKRORJLFDO�HOHPHQWV: focusing on ideas, emotions, attitudes, 
cognitive constructs, expectations and so forth. 

These distinctions are not always useful, as some categories overlap. The concept “PHDQLQJ”  

underlies all image definitions, being this meaning particularly related to “ V\PEROLVP”  and 

“ SHUVRQLILFDWLRQ” . In addition, cognitive and psychological elements are usually also implicit in 

most definitions, since the social psychological standpoint of image construction is commonly 

assumed. It is true that the classification attempted a broad distinction between different emphases 

when defining the image concept. However, just one category “ V\PEROLVP”  would be sufficient to 

integrate “PHDQLQJV”  and “ SHUVRQLILFDWLRQ” . Finally, in marketing, both the image held by 
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consumers and that projected by a company are significant. A classification scheme distinguishing 

between image as a factor in consumer behavior and image as a marketing tool is needed. Thus, 

one may broadly distinguish between SHUFHLYHU�EDVHG and SURMHFWRU�EDVHG�GHILQLWLRQV. Following 

this classification, which will be applied to a couple of examples from the marketing literature, one 

easily observes that most authors suggest definitions, which cover diverse categories: 

$��3HUFHLYHU�EDVHG�LPDJH�FRQFHSW��
���%ODQNHW�GHILQLWLRQV�  

¾ the term “ … GHVFULEHV�QRW� LQGLYLGXDO� WUDLWV� RU� TXDOLWLHV��EXW� WKH� WRWDO� LPSUHVVLRQ� DQ� HQWLW\�
PDNHV�RQ�WKH�PLQG�RI�RWKHUV��«���,W�LV�QRW�DQFKRUHG�LQ�MXVW�REMHFWLYH�GDWD�DQG�GHWDLOV��,W�LV�WKH�
FRQILJXUDWLRQ�RI�WKH�ZKROH�ILHOG�RI�WKH�REMHFW«´ ('LFKWHU� 1985) 

¾ “ VXEMHFWLYH�LPDJLQDWLRQV�RU�LPDJHV��FRQVXPHUV�KDYH�DERXW�D�SURGXFW”  (/LOOL� 1983: 402) 

���(PSKDVLV�RQ�FRQQRWDWLRQ��V\PEROLVP��
¾ 'LFKWHU (1985) suggests a total SHUVRQDOLW\� and *HVWDOW�OLNH image, relating images to 

V\PEROV in the context of image change. 

¾ 'XUJHH� 	� 6WXDUW (1987) use the term “PHDQLQJ� SURILOH”  as a “ FRPSOH[� RI� PHDQLQJV�
DVVRFLDWHG�ZLWK�D�JLYHQ�FDWHJRU\´� “(DFK�EUDQG�KDV�WR�UHO\�KHDYLO\�RQ�ZKDW�LW�FRQQRWHV�RU�
PHDQV�V\PEROLFDOO\�LQ�WKH�H\HV�RI�FRQVXPHUV«”   

¾ “$Q\�SURGXFW�WKHRUHWLFDOO\�FDQ�EH�SRVLWLRQHG�ZLWK�D�«V\PEROLF�LPDJH«” (3DUN�HW�DO� 1986).  

¾ “ … SV\FKRORJLVWV�VD\�\RX�LGHQWLI\�\RXUVHOI�ZLWK��D�SURGXFW�LPDJH�«”  (7\OHU��1957) 

¾ /LOOL (1983) refers to a “ SV\FKR�G\QDPLF� DSSURDFK”  in the context of “ LGHQWLILFDWLRQ�
WKHRU\´� with ideal images functioning as projections 

¾ “ SURGXFWV�DUH�DVVXPHG�WR�KDYH�D�SHUVRQDOLW\�RU�LPDJH��MXVW�OLNH�SHRSOH«LPDJHV�RI�SURGXFWV�
DUH�DOVR� IRUPHG�E\�RWKHU�DVVRFLDWLRQV�VXFK�DV� WKH�VWHUHRW\SHG� LPDJH�RI� WKH�JHQHUDOL]HG�RU�
W\SLFDO�FRQVXPHU«´ (6LUJ\, 1983: 131) 

���(PSKDVLV�RQ�GHQRWDWLRQ�
¾ “$Q\�SURGXFW«FDQ�EH�SRVLWLRQHG�ZLWK�D�IXQFWLRQDO«�LPDJH��PDQ\�EUDQGV�RIIHU�D�PL[WXUH�RI�

EHQHILWV´ (3DUN�HW�DO� 1986). They define “ IXQFWLRQDO”  as “ SUREOHP�VROYLQJ�DQG�SUHYHQWLQJ” .  

¾ )XQFWLRQDO�LPDJHV “ LQYROYH�DWWULEXWHV�WKDW�DUH�UHODWHG�WR�WKH�WDQJLEOH�EHQHILWV�RI�WKH�SURGXFW�
DQG�QRW�WKH�VWHUHRW\SLF�SHUVRQDOLW\�FKDUDFWHULVWLFV�DVVRFLDWHG�ZLWK�LW´ (6LUJ\� 1983: 131) 

¾ .HOOHU (1993) speaks of an “ DWWULEXWH�HOHPHQW”  of brand image. 

����(PSKDVLV�RQ�SV\FKRORJLFDO�HIIHFWV�
¾ ³RQH�W\SH�RI�LPDJH�LV�UHODWHG�WR�WKH�VXEMHFWLYH�IHHOLQJ�DERXW�WKH�EUDQG´�(7\OHU, 1957)�
¾ 'LFKWHU (1985) suggests that image “ … LV� WKH� FXVWRPHU¶V� GLVSRVLWLRQ� DQG� WKH� DWWLWXGLQDO�

VFUHHQ�WKURXJK�ZKLFK�KH�REVHUYHV�´ This author stresses the importance of HPRWLRQV�and the�
³«PRWLYDWLRQDO�LPSDFW�ZKHQ��FRQVXPHUV��DUH�VWLPXODWHG�YLD�LPDJHV�”  

¾ /LOOL (1983) identifies the following three main market-psychological approaches on the 
image concept in the German marketing literature: 
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1) socio-psychological models based on /HZLQ¶V�ILHOG�WKHRU\ (1951), such as those defended 
by 6SLHJHO (1961), %HUWK (1963) and 5LFKWHU (1977) 

2) approaches based on the result of FRJQLWLYH� LQIRUPDWLRQ� SURFHVVLQJ, such as %HUJOHU¶V 
(1963) “ VWHUHRW\SLFDO�V\VWHP” 101 or 7URPPVGRUII¶V (1975) attitude-based model and 

3) EHKDYLRULVW�FRPSHQVDWLRQ�EDVHG�KDELW�PRGHOV (e.g. .XQNHO�	�%HUU\, 1968)    

��� (PSKDVLV�RQ�FRQVXPHU�EHKDYLRU�
¾ “ … .favorable meanings in consumers’  minds…  provide main GUDZLQJ� IRUFHV� WR� EUDQGV”  

('XUJHH�	�6WXDUW, 1987). 

¾ /LOOL (1983) explains that FRQVXPHU� EHKDYLRU� LV� JXLGHG� E\� H[SHFWDWLRQV� which are 
dependent on incomplete and not only observation-based images. 

���&RPSUHKHQVLYH�DSSURDFKHV��
¾ .HOOHU (1993) distinguishes three levels of abstraction contained in the image concept: 

DWWULEXWHV��EHQHILWV and DWWLWXGHV� Attributes are defined as descriptive features characterizing 
a product (“ GHQRWDWLRQ” ), eventually conveying personality (“ FRQQRWDWLRQ” ) and arousing 
emotions (“ SV\FKRORJLFDO�HIIHFW” ). Benefits correspond to those personal values consumers 
attach to product attributes (“ FRQQRWDWLRQ” ), being of a functional, experiential or symbolic 
nature. Brand attitudes are defined as overall evaluations, constituting the basis for choice 
and often operationalized via expectancy-value models. This distinction reflects three levels 
on a continuum between the concrete and the abstract, the stimulus and the motive, the 
cognitive, the affective aspect and the behavioral consequence.�

¾ “$Q\� SURGXFW� WKHRUHWLFDOO\� FDQ� EH� SRVLWLRQHG�ZLWK� D� IXQFWLRQDO�� V\PEROLF�RU� H[SHULHQWLDO�
LPDJH«” (3DUN� HW� DO� 1986). These authors’  normative model distinguishes between the 
IXQFWLRQDO�(problem solving and prevention���VRFLDO�(group membership and affiliation), and 
VHQVRU\�(novelty, variety seeking and sensory gratification) dimension of brand image.  

%��3URMHFWRU�EDVHG�LPDJH�FRQFHSW��
���%ODQNHW�GHILQLWLRQV�

¾ EUDQG� FRQFHSW�DV�³D� ILUP�VHOHFWHG�EUDQG�PHDQLQJ�GHULYHG� IURP�EDVLF� FRQVXPHU�QHHGV´ 
(3DUN�HW�DO� 1986). 

���(PSKDVLV�RQ�PDUNHWLQJ�VWUDWHJ\��SRVLWLRQLQJ��EUDQG�PDQDJHPHQW�
¾ Image is… FUHDWHG�DQG�PDQDJHG�E\�PDUNHWHUV��³�EUDQG�PDQDJHPHQW´� (3DUN�HW�DO� 1986). 

¾ Any product … can be SRVLWLRQHG� ZLWK� D� IXQFWLRQDO�� V\PEROLF� RU� H[SHULHQWLDO� LPDJH« 
(3DUN�HW�DO� 1986). 

¾ .HOOHU�(1993) and 5RWK (1995) consider brand image as an integral FRPSRQHQW�RI�D�EUDQG¶V�
HTXLW\. 

¾ /LOOL� (1983) suggests the image-concept as an LQVWUXPHQW� LQ�PDUNHWLQJ, with a GLDJQRVWLF 
and SURJQRVWLF�IXQFWLRQ in the context of SURGXFW�GHYHORSPHQW. 

                                                           
101 %HUJOHU (1963) introduced the term “ VWHUHRW\SLFDO�V\VWHP”  based on the projection of internal perceptions, 
desires and expectations to objects of the external world, in a stereotypical way. 
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���(PSKDVLV�RQ�FRPPXQLFDWLRQ�
¾ 7\OHU (1957) states that “ … DGYHUWLVLQJ�VHOOV�E\�LPSODQWLQJ�D�OLWHUDO�LPDJH�LQ�WKH�FRQVXPHU¶V�

PLQG��D�YLVXDO�LPDJH��D�SLFWXUH«��ZKLFK��RSHUDWHV�PRVW�DXWRPDWLFDOO\�DW�WKH�SRLQW�RI�VDOH�´ 

¾  “ in market psychology image corresponds to a PHDQV�RI�FRPPXQLFDWLRQ�EHWZHHQ�SURGXFHU�
DQG�FRQVXPHU”  (/LOOL� 1983: 445)�

���(PSKDVLV�RQ�DOO�HOHPHQWV�RI�WKH�PDUNHWLQJ�PL[��
¾ ³$� EUDQG� LPDJH� LV� not� VLPSO\� D� SHUFHSWXDO� SKHQRPHQRQ� DIIHFWHG� E\� WKH� ILUP¶V�

communication activities alone��,W�LV�WKH�understanding consumers derived from�WKH�WRWDO�VHW�
RI�brand-related activities engaged by the firm.” ��*DUGQHU�	�/HY\���������

¾ “ …  D�EUDQG�LPDJH�LV�SURGXFHG�E\�WKH�JHVWDOW�FRQILJXUDWLRQ�RI�PDUNHWLQJ�PL[�HOHPHQWV«´ 
(3DUN�HW�DO� 1986). 

'LFKWHU (1985) compared image to a V\PSKRQ\� explaining that ³����WKH�FRPSRVLWLRQ�LV�PHORGLRXV�
RQO\�ZKHQ�DOO�SOD\HUV�DQG�LQVWUXPHQWV�DUH�SURSHUO\� LQWHJUDWHG�DQG�WXQHG� WR�HDFK�RWKHU.… ”  With 

this comparison he makes clear that a definition based on a sum of pieces would not capture the 

synergetic effect of the complex and dynamic image-composition and that its manipulation by 

companies should take the best advantage of this synergetic effect.  

From the reviewed literature, /LOOL (1983) and 3DUN�HW�DO� (1986) present the most comprehensive 

perspectives of image as a consumer-based as well as marketing-determining concept, although 

most authors refer to more than one function and meaning of “ LPDJH” . 

&KDSWHU�������G��,PDJH�$VVHVVPHQW�
Different theoretical assumptions and definitions of image have led to different methodological 

approaches attempting to operationalize and assess it. Thus, many approaches rely on the attitude-

paradigm, measuring separately the cognitive and affective dimension of an image. 

Following the socio-psychological perspective of an image as a shared mental construct, analysis 

should focus on individual DQG aggregated perceptions. In this context, traditional survey methods 

are adequate, applicable at a sample, which may contain specific “ image-groups”  (0DODND� 1990).  

*DUGQHU� 	� /HY\ (1955), viewing image principally as a set of associations, recommend 

qualitative methods and projective techniques to assess image. In their seminal work “7KH�
PHDVXUHPHQW� RI� PHDQLQJ” , 2VJRRG�� 6XFL� 	� 7DQQHQEDXP (1957) introduced the “ VHPDQWLF�
GLIIHUHQWLDO´� which is still often used in image studies. Defining image as a FRQQRWDWLRQ�V\VWHP, 

they identified the following three EDVLF�PHDQLQJ�GLPHQVLRQV: DFWLYLW\�� HYDOXDWLRQ�DQG�SRWHQF\. 

Semantic differential scales are most popular, easy to use, putting a low demand on the verbal 

capacity of respondents, providing data with nearly interval nature and thus permitting the use of 



CHAPTER 5. THE IMAGE CONCEPT AND ITS DISCUSSION IN DIFFERENT SCIENCES 

 113 

advanced statistical techniques. One major problem related to this technique is the missing of a 

“ GRQ¶W�NQRZ”  option, being frequently expressed as a neutral point (/LOOL� 1983). 

Several authors prefer LQ�GHSWK� LQWHUYLHZV� as a means of image-assessment, permitting a more 

detailed understanding of individual images, being however limited to small-scale applications. 

Thus, .OHLQLQJ (1959) described the structure of image as consisting of an “ LPDJH�VKHOO”  and an 

“ LPDJH�NHUQHO” , containing a ODWHQW� FRQWHQW of ideas, which are best studied via TXDOLWDWLYH�
PHWKRGV. In this context, and also when analyzing image-projections in promotional or other 

literature, FRQWHQW�DQDO\VLV is frequently used. In a systematic way a text is analyzed in terms of 

frequencies, symbols (positive or negative connotation), values (categories) and evaluative 

assertion (attitudes towards objects). This approach may actually be a first, exploratory step leading 

to the creation of a valid survey instrument, or it may be further used as a qualitative method that 

may help understanding and interpreting eventually ambiguous survey results.  

However, the most common approaches in marketing are of a quantitative nature based on VXUYH\V� 
Large numbers of responses should increase generalizability and permit the assessment of group-

specific images. The form of communication (oral or written), the way contact is established and 

the research instrument applied determine validity of image assessment. The research instrument is 

the questionnaire with a structured list of questions, which may also include qualitative approaches. 

Thus, both standardized and open-ended questions are used. The first have the advantage of 

increasing reliability, but validity depends on the complete coverage and correct operationalization 

of all relevant image-aspects. Explorative questions are suggested for the assessment of complex 

image-structures. Also indirect approaches, such as SURMHFWLYH� WHVWV and use of QRQ�YHUEDO� GDWD, 

have been suggested, especially to tangle some less conscious issues, which may be difficult to 

express or admit. Qualitative methods may help reveal sentiments, unconscious attributions, and 

complete the quantitative approach through free exploration.  

$WWULEXWH�OLVWV are most popular to assess image due to the ease of data treatment and analysis with 

the help of statistical techniques. Their definition is an important issue. Already -R\FH�(1963, cited 

by 0DODND, 1990:31) studying “ EUDQG� LPDJH”  suggested “ WR� UHVWULFW� WKH� ILHOG� WR� IHDWXUHV� RI� WKH�
LPDJH� ZKLFK� FDQ� EH� VKDUHG� E\� D� QXPEHU� RI� LQGLYLGXDOV...” , by first identifying features via 

association and projective techniques and then ranking them on scales. According to )LVKEHLQ 

(1967), features should be salient and relevant for attitude, as measurable via spontaneous 

association tests. /HINRII�+DJLXV�	�0DVRQ (1993) suggest that different W\SHV�RI�DWWULEXWHV should 

be used for VLPLODULW\�versus SUHIHUHQFH� MXGJHPHQWV. Benefit-expressing and symbolic attributes 

would be more relevant for preference-judgements, whereas product-referent, characteristic 

attributes for similarity-judgements. &UHXVHQ�	�6FKRRUPDQV�(1997) confirm this explaining that 
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“ DEVWUDFW�EHQHILFLDO�DQG�LPDJHU\�DWWULEXWHV�PD\�EH�PRUH�LPSRUWDQW�IRU�HYDOXDWLRQ��HVSHFLDOO\�ZKHQ�
WKH� UHODWLRQVKLS� WR� SK\VLFDO� DWWULEXWHV� LV� OHVV� GLUHFW” . There has been some discussion about the 

relevance of attribute-based versus attitude-based, more holistic evaluations expressing preference. 

0DQWHO�	 .DUGHV (1999) suggest that the type of processing would dependent on involvement and 

individual QHHG�IRU� FRJQLWLRQ102 (the higher involvement and need-for-cognition, the more likely 

attribute-based processing would be).  

According to the image construct assumed, attributes may be rated in terms of perception, 

evaluation or importance. 7URPPVGRUII¶V� (1975) image-model, for example, operationalizes 

image as the average absolute deviation of real impressions from ideal points on a series of 

attribute scales. Many have unreachable ideals, though, so that this point of reference may not be 

adequate. The means-ends model requires the assessment of both importance and evaluative values. 

Positioning studies require assessing evaluations of diverse image objects on all attribute scales.  

The advantage of quantitative image data is its potential use in multivariate statistical analysis, 

which may help understand image structure. In the context of positioning, 0DWLDVNH�HW�DO��(1994)�
suggest &RUUHVSRQGHQFH�$QDO\VLV to ”GLVFRYHU�UHODWLRQVKLSV�EHWZHHQ�D�SURGXFW�DQG�LWV�SHUFHLYHG�
IHDWXUHV´ u9viw ��*UHHQ�	�:LQG (1973, cited by 0DODND, 1990) suggest 0XOWLGLPHQVLRQDO�6FDOLQJ 

(MDS) for a�³KROLVWLF�LPDJH�DVVHVVPHQW´� in order to illustrate the competitive image position of 

diverse products. 3HVVHPLHU (1980), for example, used MDS to represent product images, buyers 

and shops in the same joint space. However, MDS requires gathering data on at least eight image 

objects, in order to validly represent them on two dimensions, making not only data collection 

difficult, but also valid image assessment on all those objects questionable. 

0DODND (1990) distinguishes the following types of image-analysis: 

• comparison of images of one object for diverse groups 

• comparison of images of diverse objects for one group at a certain point in time 

• comparison of images of one object for one group at two points in time 

• comparison of images of diverse objects for one group at two points in time 

In this context, image assessment requires particular care, as otherwise different images may be due 

to methodological mistakes and not real image-differences (/LOOL� 1983). 

                                                           
102 0DQWHO�	�.DUGHV (1999) define this as “ WKH�H[WHQW� WR�ZKLFK� LQGLYLGXDOV�HQJDJH�LQ�DQG�HQMR\�WKLQNLQJ��
«LQIOXHQFHG�E\�PHVVDJH�UHOHYDQW� WKRXJKWV�UDWKHU�WKDQ�SHULSKHUDO�FXHV���HQJDJH�LQ�«�PRUH�VSHFLILF�GHWDLO�
RULHQWHG�MXGJHPHQWV���DQG��SURFHVV�LQIRUPDWLRQ�LQ�D�PRUH�HODERUDWH�PDQQHU�´�
103 They point at the following advantages: 

• no conditions are imposed on scales, nor on distributions, accepting also non-metric data for analysis 
• it can analyze individual and aggregate data 
• the method convinces through graphic presentation 
• it permits introduction of additional data in rows and/ or columns, enriching interpretative potential. 
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In the German Marketing literature, 6FKZHLJHU� 	� :XVVW (1988) used non-verbal image 

measurement (pictures and music) to assess country images. 5XJH (1988) applied an “ LPDJHU\�
GLIIHUHQWLDO”  using pictures, which were rated on the dimensions: vividness, evaluation, intensity, 

complexity, novelty and psychological distance. 6FKPLW] (1990) used responses to a set of pictures 

and analyzed them based on personality theories. $LJQHU�	�:DQGO (1994) used a pre-defined set 

of pictures most associated with milk in general in order to identify the position of specific milk 

brands. The use of non-verbal methods has the following advantages: 

¾ pictures may communicate affective and holistic contents better than words (6FKPLW], 1990); 

¾ imagery is considered a specific form of information storing ((\VHQFN�	�.HDQH, 1990), so 

that corresponding information retrieval is facilitated, if based on analogous signs; 

¾ results of non-verbal image measurement may consequently be more valid, since they are 

not distorted by subjectively different word interpretations and the intermediate step of 

abstraction, which may not actually occur in real information processing. 

On the other hand, analysis of this type of data is difficult as presented pictures reveal a large 

degree of complexity and may contain different meanings for different perceivers (including the 

researcher). However, when ambiguity of pictures can be limited, non-verbal techniques may be 

interesting for exploratory purposes. They can also help understanding other verbal results and be 

particularly useful for developing appealing copy strategies for market communication. 

As “ image”  is a very complex construct, it may be best assessed using several both quantitative and 

qualitative methods, trying to also integrate pictorial, imagery-like information. In this context, the 

PXOWLWUDLW��PXOWLPHWKRG��PDWUL[, as suggested by &DPSEHOO�	�)LVNH (1959) may be useful.  

&KDSWHU������,PDJH�DQG�UHODWHG�&RQFHSWV�
The definition of “ LPDJH”  is sometimes similar to that of other concepts used in (social) 

psychology. The distinction from these concepts should contribute to a better delineation of the 

term “ LPDJH” . This reflection is focused on the “ SHUFHLYHU�EDVHG”  concept. However, the specific 

meaning of “ LPDJH”  in the marketing context implies its connection with marketing planning and 

management issues, which presents a main distinction from the purely psychological concepts. 

&KDSWHU��������$WWLWXGH�
Similarities between the concepts “ DWWLWXGH”  and “ LPDJH”  are striking. Both include subjective 

knowledge and evaluation, use similar measurement tools and multi-attribute models. 

The term “ attitude”  is used differently depending on different scientific positions. The neo-

behaviorist definition, however, is predominant. It views attitudes as learned hypothetical 



CHAPTER 5. THE IMAGE CONCEPT AND ITS DISCUSSION IN DIFFERENT SCIENCES 

 116 

constructs, functioning as intervening variables between stimuli and reaction, and representing a 

learned pre-disposition to react consistently positively or negatively to certain stimuli or objects 

()LVKEHLQ�	�$M]HQ� 1975: 6). Attitudes are seen as internal dispositions not as overt behavior, 

however leading to behavior (“ approximating or avoiding the object” , 0RULVHWWH� 	� *LQJUDV, 
1989). “ Image”  is sometimes defined similarly (e.g. 6SLHJHO� 1961��'LFKWHU� 1985). 

.DW] (1960, quoted by /XW], 1991: 328-330) distinguishes the following IXQFWLRQV�RI�DWWLWXGHV� 
1. LQVWUXPHQWDO��DGMXVWLYH��XWLOLWDULDQ function (directing behavior towards need-satisfaction) 

2. HJR�GHIHQVLYH function (correspondence of attitude with personal identity) 

3. YDOXH�H[SUHVVLYH function (attitude as expression of values) 

4. NQRZOHGJH�function (attitude as component of knowledge to cope with reality) 
It is commonly agreed that the attitude-variable has important psychological functions, serving as 

an orientation of behavior and expression of self. 0RULVHWWH� 	� *LQJUDV (1989) explain that 

attitudes ³GHYHORS�JUDGXDOO\��LQ�D�KLHUDUFKLFDO�DQG�FXPXODWLYH�PDQQHU�ELDVHG�E\�LQWHUDFWLRQ�ZLWK�
WKH� �PDLQO\� VRFLDO�� HQYLURQPHQW´� .DW] (1960) distinguishes as IHDWXUHV� RI� DWWLWXGH: degree of 

LQWHQVLW\� (affective dimension), degree of VSHFLILFLW\� YHUVXV� JHQHUDOLW\ (cognitive dimension), 

degree of DFWLRQ�UHOHYDQFH (intentional/ behavioral dimension), degree of GLIIHUHQWLDWLRQ�(between 

objects) and degree of FHQWUDOLW\� correlation with individual value system (personality link). 

An important outcome of attitude research has been the development of the WKUHH�FRPSRQHQW�
WKHRU\��This theory states that each attitude has an affective, cognitive and intentional/ behavioral 

component. &RQVLVWHQF\� WKHRU\ implies that these attitude components are positively related to 

each other. According to 7URPPVGRUII (1975), the three-component theory does not constitute a 

contradiction to the DVVXPSWLRQ�RI�XQL�GLPHQVLRQDOLW\ of attitude, as attitude components are no 

independent dimensions. However, others have empirically identified dimensions via factor 

analysis of rating scales or multidimensional scaling. According to 7URPPVGRUII (1975), these 

analyses usually reveal one general factor with high loadings, representing an evaluative 

dimension, which could be considered an indictor of attitude, whereas the other factors are 

suggested to be of a more cognitive nature. He defends that “ DWWLWXGH” � is� XQL�GLPHQVLRQDO 
(represented by the continuum “ JRRGÅ Æ�EDG” ), whereas “ LPDJH” �is�PXOWL�GLPHQVLRQDO reflecting 

diverse features. 'LHGHQKRIHQ� (1991: 69-70) defines image as D� ³PXOWLGLPHQVLRQDO� DWWLWXGH�
FRQVWUXFW´��However, also the attitude-concept has been studied as multi-dimensional (%DJR]]L� 
1988). 0D]DQHF� (1978) distinguishes between a UDWKHU� DIIHFWLYH� ³LPDJH”  and D�PRUH� UDWLRQDO�
GHQRWDWLYH�³DWWLWXGH´��This distinction contradicts the frequent definition of attitude as evaluative, 

especially in the already mentioned uni-dimensional version. On the other hand, most definitions of 

LPDJH do not exclude the denotative cognitive dimension. Some authors (such as .URHEHU�5LHO, 
1992, 0D]DQHN, 1978) SUHIHU� WKH�FRQVWUXFW�³DWWLWXGH´ to “ LPDJH” , being the first concept older, 
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better defined and widely studied, making another concept superfluous. Others argue that image is 

a VSHFLDO�FDVH�RI�DWWLWXGH�(e.g. /LOOL, 1983)�  
$WWLWXGH� DVVHVVPHQW� frequently relies on 5RVHQEHUJ (1956)’ s means-end-analysis, using an 

evaluation-based weighted sum of perceptions (cognitions), which represents an indicator of a uni-

dimensional attitude-construct (more or less favorable tendency) (0F*XLUH� 1969). This may also 

be assessed by a simple rating scale (“ JRRG� ÅÆ� EDG” ). However, also a multidimensional 

construct-measurement of attitude has been defended (+RZDUG�	�6KHWK� 1969, %DJJR]]L, 1988). 

-RKDQQVHQ (1974, cited by /LOO\, 1983) resumes the VLPLODULWLHV�RI�LPDJH�ZLWK�VRFLDO�DWWLWXGHV���
1) both FRQWDLQ�FRJQLWLYH��DIIHFWLYH�DQG�FRQDWLYH components,  

2) dispose of VRFLDO��SHUVRQDO�DQG�HYDOXDWLYH character,  

3) serve as RULHQWDWLRQ in the social environment,  

4) GHSHQG�RQ�LQIRUPDWLRQ and on DIIHFWLYH�H[SHULHQFHV for formation and change.  

As a difference from attitudes he suggests that WUDQVPLVVLRQ�of images should not be possible. This 

may be related to their complexity and imagery-base, increasing difficulty of image expression. 

The EHKDYLRUDO� UHOHYDQFH� RI� DWWLWXGHV is expressed by the stimulus-reaction paradigm in which 

attitude functions as an intervening variable, although most empirical results only prove correlation 

and not causation.104 Validity and generalizability problems subsist in attitude research, due to 

problems of operationalization, measurement and the difficulty in exactly determining the role of 

attitude for behavior amongst other factors. Similarly, the image-concept has been attributed 

behavioral significance, being confronted with the same difficulties in measurement and analysis. 

Some authors suggest that either DWWLWXGH or SHUFHSWLRQ is eventually changed due to FRJQLWLYH�
GLVVRQDQFH (/XW]� 1991). This may also be assumed for the image-concept, although the latter is 

generally considered more stable.  

What may be retained from this discussion is the fact that both image and attitude refer to a similar 

domain of significance with partially similar definitions and conceptual concerns. However, the 

attitude construct seems to be in some points better delineated, based on a longer research history. 

Its basic premise is the neo-behavioral assumption of a prevailing predisposition to act positively or 

negatively towards a certain object. Further the three-component theory is generally accepted, with 

the affective component apparently dominating, especially in the uni-dimensional attitude-

definition. The “ image-concept” , on the other hand, can be considered a more complex, multi-

                                                           
104 In this context, non-appropriate data aggregation, one-time measurements, the lack of distinct 
measurement of object-related emotions, perceptions and corresponding behavior and the not individual-
based comparison between attitude and behavior measurements can be mentioned as reasons for questionable 
results of “ causal analysis”  (/LOOL� 1983). Longitudinal studies with the same individuals promise better 
results, but it is difficult to control for other intervening variables. 
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dimensional and holistic construct, eventually including attitude as previously defined, with the two 

components called “ affective”  and “ cognitive”  assuming similar importance, apart from imagery. It 

is suggested to include propositional and analogous information, emotion-loaded impressions, 

experience- and observation-based knowledge, associations and interpretations, stereotypical 

simplifications and attributions. The author of this thesis shares 7URPVVGRUII¶V (1975) assumption 

that “ attitude”  relates rather to the affective-evaluative dimension of image, whereas “ image”  

stands for more.  

&KDSWHU��������6FKHPD�
The term “ VFKHPD”  is used in cognitive psychology relating to the� RUJDQL]DWLRQ� RI� NQRZOHGJH. 

Knowledge may be structured in an analogous or propositional manner and in a simple or more 

complex way. A VFKHPD may be considered a propositional codification mode referring to abstract 

storage of meaningful information ()UH\� 1992). Schemata have been defined by $QGHUVRQ (1980, 

cited by )UH\� 1992: 53) as “ … LPSRUWDQW�NQRZOHGJH�VWUXFWXUHV� WKDW�HQDEOH�XV� WR�GHDO�HIIHFWLYHO\�
ZLWK�WKH�LQIRUPDWLRQ�SURFHVVLQJ�GHPDQGV�RI�D�ODUJH�DQG�FRPSOH[�ZRUOG��7KH\�VHUYH�WR�H[WUDFW�DQG�
FDWHJRUL]H� FOXVWHUV� RI� H[SHULHQFHV� LQ� WKH� ZRUOG´�� 6LUJ\� (1983: 42) considers them a “ IUDPH� RI 
UHIHUHQFH”  or “ VSHFLILF�FRQFHSWXDO�VWUXFWXUH” , characterized by centrality of beliefs, differentiation 

and category width. Schemata are thus suggested to represent complex organizations of knowledge 

structures and can be integrated in the following model ((\VHQFN�	�.HDQH� 1990: 247-294): 

NQRZ OHGJH

V LP S OH �RUJDQ L]D WLRQ FRP S OH[ �RUJDQ L]D WLRQ
ob ject conc ep ts rela tio nal

concep ts
       even ts and  o ther

know ledge
struc tu res

VFK HP DWD IUDP HV �����������VFU LS WV
 

)LJ�����.QRZOHGJH�VWUXFWXUH�DFFRUGLQJ�WR�(\VHQFN�	�.HDQH�(1990) 

Already .DQW (1787, cited by (\VHQFN� 	� .HDQH, 1990) referred to schemata as innate (!) 

structures for organizing our perception of the world.�According to (\VHQFN�	�.HDQH (1990: 275), 

“ WKH�PRVW�FRPPRQO\�XVHG�FRQVWUXFW�WR�DFFRXQW�IRU�FRPSOH[�NQRZOHGJH�RUJDQL]DWLRQ�LV�WKH�VFKHPD��
$�VFKHPD� LV�D�VWUXFWXUHG�FOXVWHU�RI�FRQFHSWV�«�LQYROYHV�JHQHULF�NQRZOHGJH�DQG�PD\�EH�XVHG� WR�
UHSUHVHQW�HYHQWV��VHTXHQFHV�RI�HYHQWV��SUHFHSWV��VLWXDWLRQV��UHODWLRQV��DQG�HYHQ�REMHFWV.”  However, 

in the context of events, situations and chronological sequence of actions, the term “ VFULSW”  is more 

often used. The concept “ IUDPH”  is mainly used for visual perception or LPDJHU\�EDVHG knowledge.  

)LVFKHU (1992) stresses the following main features of schemata: 
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1. schemata contain YDULDEOHV, the values of which may change with context, maintaining the 
UHODWLRQ�EHWZHHQ�YDULDEOHV�VWDEOH; 

2. schemata may be LQWHJUDWHG�LQ�RWKHU�VFKHPDWD;  

3. schemata represent NQRZOHGJH�RQ�DOO�OHYHOV�RI�DEVWUDFWLRQ; 

4. schemata represent (flexible) knowledge structures rather than rigid definitions, 
���containing no defined classes, but SURWRW\SLFDO�GHVFULSWLRQV; 

5. VFKHPD�DFWLYDWLRQ implies active processes (reactions to stimuli and information search); 

6. schemata can be considered UHFRJQLWLRQ�GHYLFHV. 
The relation with PHPRU\ is evident, as UHFRJQLWLRQ and LQWHUSUHWDWLRQ� of stimuli depend on 

retrieval of information stored in schemata. In this context��*UDHVVHU�	�1DNDPXUD (1982, cited by 

)LVFKHU� 1992) explain that the ³VFKHPD� LPSRVHV� LQWHUSUHWDWLRQ� RQ� WKH� LQSXW�� JXLGHV� DWWHQWLRQ��
JHQHUDWHV�LQIHUHQFHV��DQG�IRUPXODWHV�H[SHFWDWLRQV´��This shows the role of schemata for EHKDYLRU��
Comparing with the image-concept, both concepts refer to complex knowledge structures, guiding 

behavior. However, a schema does not include imagery information nor data concerning events and 

sequences of actions, appearing thus as a more limited concept.  

&KDSWHU��������6WHUHRW\SH�
According to $OOSRUW (1958, cited by )LVFKHU, 1992: 18), “ EH�LW�IDYRUDEOH�RU�QRW��D�VWHUHRW\SH�LV�DQ�
H[DJJHUDWHG� EHOLHI� DVVRFLDWHG� ZLWK� D� FDWHJRU\´. The concept is generally associated with 

QHJDWLYHO\� ELDVHG� FODVVLILFDWLRQ� RI� VRFLDO� JURXSV in a cultural tradition ()LVFKHU, 1992). /LOOL 
(1983) admits both a negative or positive VWHUHRW\SLFDO�HYDOXDWLRQ of an REMHFW�FODVV���
/LSSPDQQ (1922, cited by 6FKRHUQHU� 1993) calls stereotypes “ LPDJHV� LQ� RXU� EUDLQ´ which 

represent “ DQ�RYHUVLPSOLILHG�SLFWXUH�RI� WKH�ZRUOG� �VDWLVI\LQJ�� WKH�QHHG� WR� VHH� WKH�ZRUOG�DV�PRUH�
XQGHUVWDQGDEOH�DQG�PDQDJHDEOH� WKDQ� LW� UHDOO\� LV�´ x9y9z  6FKRHUQHU (1993) refers to the concept as 

ambivalent implying GLVWDQFH�IURP�UHDOLW\ and marked by H[WUHPH�ULJLGLW\ and by VRFLDO�VKDULQJ��
)LVNH (1993) calls stereotypes “ FRPSOH[� SRUWUDLWV” , which ³FRPSDUHG� WR� WUDLWV�� «� KDYH� ULFKHU�
DVVRFLDWLRQV��PRUH�YLVXDO� IHDWXUHV��PRUH�GLVWLQFWLYH�FKDUDFWHULVWLFV�DQG�RSHUDWH�PRUH�HIILFLHQWO\” . 

She further explains that stereotypes lie on a continuum between a more generalized use of 

FDWHJRULHV and more attribute-based “ LQGLYLGXDWLQJ´ tendencies of social perception, dependent 

                                                           
105 “ 7KH�VXEWOHVW�DQG�PRVW�SHUYDVLYH�RI�DOO�LQIOXHQFHV�DUH�WKRVH�ZKLFK�FUHDWH�DQG�PDLQWDLQ�WKH�UHSHUWRLUH�RI�
VWHUHRW\SHV��:H�DUH�WROG�DERXW�WKH�ZRUOG�EHIRUH�ZH�VHH�LW��:H�LPDJLQH�WKLQJV�EHIRUH�ZH�H[SHULHQFH�WKHP��$QG�
WKRVH� SUHFRQFHSWLRQV�� XQOHVV� HGXFDWLRQ� KDV� PDGH� XV� DFXWHO\� DZDUH�� JRYHUQ� GHHSO\� WKH� ZKROH� SURFHVV� RI�
SHUFHSWLRQ�� 7KH\� PDUN� RXW� FHUWDLQ� REMHFWV� DV� IDPLOLDU� RU� VWUDQJH�� HPSKDVL]LQJ� WKH� GLIIHUHQFH�� VR� WKDW� WKH�
VOLJKWO\� IDPLOLDU� LV� VHHQ�DV�YHU\� IDPLOLDU��DQG�WKH�VRPHZKDW�VWUDQJH�DV�VKDUSO\�DOLHQ��7KH\�DUH�DURXVHG�E\�
VPDOO� VLJQV�� ZKLFK� PD\� YDU\� IURP� D� WUXH� LQGH[� WR� D� YDJXH� DQDORJ\�´� (/LSSPDQQ� 1922: 89-90, cited by 
6FKRHUQHU, 1993). 
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upon stimuli, the perceiver’ s needs or goals and the similarity between the perceiver and the target. 

Other definitions include the following ideas: 

• Stereotypes are VRFLDOO\�VKDUHG�()LVFKHU� 1992, 6FKRHUQHU� 1993), 

• may be considered FRJQLWLYH�VFKHPDWD ()LVFKHU, 1992), 

• are frequently considered LQFRUUHFW�()LVFKHU� 1992, 6FKRHUQHU� 1993) and�
• ULJLG�()LVFKHU� 1992, 6FKRHUQHU� 1993);�
• are seen as JHQHUDOL]DWLRQ�()LVFKHU, 1992) and VLPSOLILFDWLRQV�()LVFKHU� 1992, /LSSPDQQ, 

1922),�
• as KDELWV and DWWLWXGHV�()LVFKHU, 1992), 

• are influenced by HWKQRFHQWULVP� defined by 6XPQHU (1906, cited by )LVFKHU, 1992: 20) 
as:  “ YLHZ�RI�WKLQJV�LQ�ZKLFK�RQH¶V�RZQ�JURXS�LV�WKH�FHQWHU�RI�HYHU\WKLQJ�DQG�DOO�RWKHUV�DUH�
VFDOHG�DQG� UDWHG�ZLWK� UHIHUHQFH� WR� LW��«(DFK�JURXS�QRXULVKHV� LWV� RZQ�SULGH�DQG�YDQLW\��
ERDVWV�LWVHOI�VXSHULRU��H[DOWV�LWV�RZQ�GLYLQLWLHV��DQG�ORRNV�ZLWK�FRQWHPSW�RQ�RXWVLGHUV�´�

)LVFKHU (1992) highlights the VRFLR�SV\FKRORJLFDO�IXQFWLRQ�RI�VWHUHRW\SHV, as a ³SDUW�RI�D�SHUVRQ¶V�
VHOI�LPDJH� LV�KLV�VRFLDO� LGHQWLW\… .” , which implies the need for  ³���VRFLDO�FDWHJRUL]DWLRQ��RI� WKH�
µRXW�JURXS¶� DV�� D� KHOS� IRU� VRFLDO� RULHQWDWLRQ� DQG� IRU� HYDOXDWLRQ� RI� WKH� RZQ� SRVLWLRQ.”   In this 

context, 7DMIHO (1975, cited by 6FKRHUQHU, 1993) distinguishes the following three functions:  

• stereotypes� SHUPLW� JURXS� LGHRORJLHV providing socially shared interpretations (“ VRFLDO�
FDXVDOLW\” ), 

• stereotypes�MXVWLI\�EHKDYLRU�in and outside the group�(“ VRFLDO�MXVWLILFDWLRQ” )�and��
• stereotypes�VXSSRUW�VRFLDO�GLIIHUHQWLDWLRQ�between the own and other groups.�

6FKRHUQHU (1993) further distinguishes the following theoretical approaches: 

¾ 3HUVRQDOLW\�EDVHG: motivation theory, psycho-dynamic mechanisms of intra-personal 
conflict resolution  

¾ 6RFLDO�FXOWXUDO� RULHQWDWLRQ� cultural norms define stereotypes which are transmitted to 
future generations 

¾ ,QWHU�JURXS�SURFHVVHV� conflict of interest theory (see 7DMIHO� 1975) 

¾ &RJQLWLYH�SHUVSHFWLYH: stimulus classification, cognitive structures result from information 
processing, including “ LOOXVRU\� FRUUHODWLRQ”  (tendency to overvalue the accidental co-
occurrence of rare events, leading to storage of the striking but unrepresentative) 

If stereotypes are considered “ LPDJHV� LQ�RXU�EUDLQ´ which represent an oversimplified picture of 

the world, the proximity to the LPDJH�FRQFHSW becomes clear. Both refer to mental representations, 

which are “ GLVWDQW�IURP�UHDOLW\´ and “ VLPSOLILHG” . However, stereotypes are considered “ H[WUHPHO\�
ULJLG” , whereas images are defined as “ UHODWLYHO\� VWDEOH” . “6RFLDO� VKDULQJ”  may apply to both 

concepts, being an essential condition for the stereotype construct, but not for the image-concept. 

Considering the simplified categorical and socially shared constitution of stereotypes, they VHHP�
SRRUHU� WKDQ�LPDJHV� which are by definition more complex, individually enriched and subject to 
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change. The UHVWULFWHG� XVH of the term “ stereotype”  mainly in the context of LQWHUSHUVRQDO� DQG�
LQWHU�JURXS perceptions and evaluations marks another distinction from the image-concept.  

In marketing, the concept “ VWHUHRW\SH� V\VWHP”  has been suggested (-RKDQQVHQ� 1967, %HUJOHU� 
1963) and characterized as follows (adapted from /LOOL� 1983): 

• Stereotypical images may be seen as ODWHQW�JHQHUDO�IRUPXODV�RI�JUHDW�GLVWLQFWLRQ, serving 
emotional and pseudo-rational coping with objectively inaccessible situations, 

• are IL[HG�� VWDEOH�� LQIOH[LEOH� VFKHPDWLF interpretations of reality permitting quick 
orientation, 

• result from a subjectively needed VLPSOLILFDWLRQ and VWUXFWXULQJ�of complex facts,  

• exist at GLIIHUHQW��LQWHUUHODWHG�OHYHOV�RI�DEVWUDFWLRQ,  

• are JURXS�VSHFLILF, and 

• function as H[SHFWDWLRQ�V\VWHPV. 
Aspects distinguishing between the LPDJH�FRQFHSW and “ VWHUHRW\SH�� SUHMXGLFH”  are suggested by 

-RKDQQVHQ�(1967, 1971, 1974, as cited by /LOOL� 1983): 

67(5(27<3(� ,0$*(�
rather related to persons and groups rather related to objects 
negative evaluation, overgeneralization and precipitation value-neutral and experience-based 
rather fixed subject to change 
low stimulus-boundedness highly stimulus-bounded 
rather detail-related than holistic rather complex and holistic 
more accessible by quantitative methods more accessible by qualitative methods 

7DEOH����'LIIHUHQFHV�EHWZHHQ�VWHUHRW\SHV�DQG�LPDJHV��DFFRUGLQJ�WR�-RKDQQVHQ�
Briefly, images in contrast to stereotypes, may be characterized as richer and individually more 

diversified in content, less negative and evaluative, more holistic and experience-based, stimulus-

bounded, relating to all kind of objects, and despite of relative stability, more subject to change. 

&KDSWHU��������,PDJH�
After a comparison with other related concepts, one may resume the characteristics of what is 

designed by “ image”  in the following way. Image: 

��� results from a SHUVRQ¶V�FRQIURQWDWLRQ with an REMHFW in a VRFLDO�HQYLURQPHQW��
��� is a complex, multidimensional, structured V\VWHP of great clarity and plasticity;�
��� contains elements of VWHUHRW\SHV��VFKHPDWD and DWWLWXGHV��
��� includes REMHFWLYH� and VXEMHFWLYH�� ³ULJKW´ and “ZURQJ´� LPSUHVVLRQV�� DWWLWXGHV and 

H[SHULHQFHV� 
��� involves elements of LPDJHU\��
��� is distinguished by ZKROHQHVV (Gestalt psychology); 

��� HYROYHV�IURP�IRUPDWLRQ�WR�VWHUHRW\SHG�IL[DWLRQ (certain degree of dynamism); 
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��� is RULJLQDO��GXUDEOH and VWDEOH��but may be influenced; 

��� has V\PEROLF�meaning; 

���� has a SURMHFWLYH function (motivations and expectations); 

���� HYDOXDWHV and VLPSOLILHV (typifies and reduces to the characteristic); 

���� has FRJQLWLYH��DIIHFWLYH��EHKDYLRUDO��VRFLDO and SHUVRQDO evaluative components; 

���� UHSUHVHQWV�SV\FKLF�UHDOLW\; 

���� is often QRW�FRQVFLRXV��
���� assists in SV\FKRORJLFDO� FRSLQJ� ZLWK� WKH� HQYLURQPHQW, contributing to orientation, 

individualization, and need-satisfaction; 

���� may be VKDUHG by various individuals and assume VRFLDO�IXQFWLRQV (group identity and 
differentiation, social justification); 

���� LQIOXHQFHV�RSLQLRQV and EHKDYLRUV in the social field; 

���� it can be FRPPXQLFDWHG and PHDVXUHG��
���� relates to psychological aspects of products, firms and services..., and is used as an 

important PDUNHWLQJ�YDULDEOH (determining buying behavior); 

���� its understanding and capacity of manipulation (LPDJH� SURMHFWLRQ) in the marketing 
field is essential for successful PDUNHW�FRPPXQLFDWLRQ�and SRVLWLRQLQJ��

In this thesis, image is considered as holistic, multi-attribute and multi-dimensional in essence, 

containing cognitive, affective and imagery elements. It is further understood as an element of the 

individually created subjective reality, being a result of complex and biased selective perception, 

learning and memorizing mechanisms and resulting itself in image-biased behavior. Image is 

understood as both individual and shared, as relatively stable, though subject to modification, 

especially through personal experience. It is suggested to exist at different levels of complexity, 

permitting both simplification and detailed specification. In the marketing context, it may be both 

used for understanding consumer’ s mental representations and as an instrument in the context of 

market communication and positioning.  

The concept mainly distinguishes itself from “ DWWLWXGH”  in being defined in a broader way, 

including also imagery elements, and not necessarily cumulating in a predisposition to act in a 

consistently favorable or unfavorable way towards an object. It differs from “ VWHUHRW\SH”  in also 

being of a broader definition, neither focusing principally on individuals or groups, nor being 

necessarily oversimplifying and static. Finally, “ LPDJH”  differs from “ VFKHPD”  in including 

imagery and process-related information. From all these concepts “ LPDJH´ is distinct when used in 

the PDUNHWLQJ� ILHOG, where it is confined a particular role in consumer behavior and strategic 

marketing. 
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&KDSWHU������,PDJH�)RUPDWLRQ�
Images, as mental representations of reality, are suggested to be constructed both via psychological 

and social processes “ LQ� WKH�G\QDPLF�SURFHVV�RI� WKH�FRQIURQWDWLRQ�RI�PDQ�ZLWK� WKH�HQYLURQPHQW´�
(%HUWK, 1959, cited by 0DODND, 1990). As seen before, images are generally based on and 

integrated into SUH�H[LVWLQJ� NQRZOHGJH� DQG� DWWLWXGH�VWUXFWXUHV. In the context of attitude-

formation, homeostatic theories are useful, namely the theory of congruency, of cognitive-affective 

consistency and cognitive dissonance. +RPHRVWDWLF�WKHRULHV assume that the human organism needs 

a specific level of activation, deviations of which result in discomfort and tendencies to return to 

this level, motivating corresponding changes in attitude or behavior. &RQJUXHQF\�WKHRULHV are based 

on a need of FRQVLVWHQF\ among cognitive and affective information. These theories imply that 

newly formed mental images must be consistent with prior images, leading otherwise to changes of 

prior images or adaptation of new ones106. Images are thus formed via (frequently biased) 

acquisition and processing of information (learning), with the effect of eventually making prior 

image-structures clearer (intensity effect) or changing its content (qualitative effect). 

Image formation is closely linked to the process of perception. According to )UH\ (1992: 58-71) 

the following aspects are GHWHUPLQDQWV�RI�SHUFHSWLRQ� 
VXEMHFW�UHODWHG��

• VHQVRULDO� GHWHUPLQDQWV�� assimilation limits, bio-physical capacities, order of stimuli and 
object-related determinants; 

• DIIHFWLYH�GHWHUPLQDQWV��HPRWLRQV� defined as “ LQWHUQDO�VHQVDWLRQV��ZKLFK�PD\�EH�SRVLWLYH�RU�
QHJDWLYH�� FRQVFLRXV�RU�XQFRQVFLRXV´ (.URHEHU�5LHO� 1992) or “ WUDQVLWRU\��EXW�QRW� UHJXODU�
VHQVDWLRQV�� GLVWLQJXLVKDEOH� E\� VWUHQJWK�� GLUHFWLRQ�� FODVV� DQG� H[SUHVVLRQ�� GLUHFWLQJ� KXPDQ�
EHKDYLRU�DW� OHDVW� DV�PXFK�DV� FRJQLWLRQ”  (7URPPVGRUII� 1989); PRWLYHV�� ³JXLGH�EHKDYLRU�
WRZDUGV�DLPV��DFWLYDWH��LQFOXGH�FRJQLWLRQ�DQG�JXLGH�SHUFHSWLRQ”  ()UH\� 1992); and DWWLWXGHV� 

• FRJQLWLYH�GHWHUPLQDQWV��LQWHOOLJHQFH�(cognitive styles), NQRZOHGJH�(“ VWRUHG�H[SHULHQFH�DQG�
XQGHUVWDQGLQJ´� and� IDQWDV\.107� 0DODND (1990) suggests that more NQRZOHGJHDEOH� and 
LQYROYHG buyers have more detailed and better-integrated product images. 

• VRFLDO� GHWHUPLQDQWV� culturally induced different H[SHULHQFHV; different YDOXH� V\VWHPV 
leading to distinct motives and attitudes; VRFLDO�UROH: “ FRQVLVWHQW�FRPELQDWLRQ�RI�QRUPDWLYH�
H[SHFWDWLRQV� GLUHFWHG� WR� WKH� LQKDELWDQW� RI� D� VSHFLILF� VRFLDO� UROH´� (:LVZHGH,� 1991: 226); 
UHIHUHQFH�JURXSV� providing standards (norms) and values that can become the determining 
perspective for a person’ s perceptions and behaviors�(+R\HU�	�0DF,QQLV, 1997: 378-404), 
and VRFLDO�FODVV� 5RWK (1995) showed the moderating effect of culture and socio-economics 

                                                           
106 )LVFKHU (1992) explains that “ VFKHPD�FRQJUXHQW� LQIRUPDWLRQ� LV� PRUH� VRXJKW� IRU�� EHWWHU� SHUFHLYHG� DQG�
UHPHPEHUHG´, leading consequently to “ UHLQWHUSUHWDWLRQ�RI�LQFRQJUXHQW�LQIRUPDWLRQ´� 
107 0DODND� (1990) explains that the smaller the personal experience-basis and the more the individual is 
involved with the object-domain, the more image is enriched by fantasy, leading to a high degree of cognitive 
and affective integration (0DODND, 1990). This should be an important aspect of destination image formation. 
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on brand images, based on +RIVWHGH¶V (1984) assumptions about cross-cultural differences 
in value systems.108 

• VLWXDWLRQDO�(time, context, etc.); 

• SHUVRQDOLW\ (suggestibility, self-confidence, rigidity); 

REMHFW�UHODWHG��
• nature of stimulus��VL]H��FRORU��PRYHPHQW���
• figure-background-principle��REMHFW�GLIIHUV�IURP�RWKHUV�DQG�WKH�FRQWH[W��GXH�WR�UHJXODULW\��

V\PPHWU\��FORVHQHVV��XQLW\��EDODQFH��PD[LPDO�VLPSOLFLW\��VFDUFLW\���
• irradiation�RI�HYDOXDWLRQ�RI�IHDWXUHV�WR�WKH�ZKROH�RU�RI�RQH�REMHFW�LPDJH�WR�RWKHUV��

One may further suggest the 

VXEMHFW�REMHFW�LQWHUIDFH���
VFKHPD��VWHUHRW\SH��SUH�H[LVWLQJ�LPDJHV� integrating both subjective and objective elements, 
guiding perception and thereby ongoing image formation, based on specific socio-
psychological rules, such as the already mentioned need for congruency.   �

According to social cognition theory (Sirgy, 1983) product images are formed through 

categorization. Sirgy (1983: 132-133) stresses the role of degree of abstraction of the evoked 

category. Abstract categories should only be evoked in the case of familiarity, whereas “ for 

unfamiliar products the consumer might evoke concrete cognitive categories in which the 

functional attributes … would be more highlighted than personality or symbolic attributes.”  

Familiarity may be related to brand loyalty, defined as a “ favorable attitude toward, and consistent 

purchase of a single brand over time”  (Assael, 1980, cited by Sirgy, 1983: 174). Behavior may thus 

be viewed as both a determinant and a consequence of image. Repeat behavior should result in a 

strong positive image, leading to continuous purchase and image-confirmation. 

Boulding (1956: 6-14) suggests that images, understood as “ subjective knowledge structures” , may 

be changed by messages. This change may be a simple addition or a drastic modification, despite 

the image’ s general resistance to change. Image stability should depend on the value attributed to 

image and on its internal consistency. The modification may act at both the content and certainty 

level. He further suggests an “ organic theory of knowledge” , with knowledge growing like an 

“ organic”  structure in a “ metabolistic”  way, being affected by internal and external factors.  

                                                           
108 Results showed that social brand images had greatest effect, where power distance was high, cultural 
individualism was low and regional socio-economics were high. Sensory image was found to be most 
effective, where cultural individualism and regional socio-economics were high. Functional image was found 
to be most effective, where regional socio-economics were low. 
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Briefly, images may suffer changes, being in this, rather slow and continuous, process determined 

by personal and stimulus-related factors, by prior knowledge structures and prior behavior related 

to the image-object. 

&RQFOXVLRQV�RI�&KDSWHU���
This chapter presented a series of epistemological approaches on image research, namely in the 

fields of philosophy, psychology, social psychology, semiotics and marketing. The marketing 

perspective was stressed, leading to a working definition of the image concept. This was further 

distinguished from related concepts (attitude, schema, stereotype). 

Generally, marketing literature focuses on two main domains when studying image. These are 

(social) SV\FKRORJ\� in the context of FRQVXPHU� EHKDYLRU (information processing, attitude 

formation, relation to self-image, content of image as mental representation, etc.) and PDQDJHPHQW�
VFLHQFHV (VWUDWHJLF�PDUNHWLQJ� image policy in the context of PDUNHW�FRPPXQLFDWLRQ).  

The relevance of VXEMHFWLYH�UHDOLW\ is especially acknowledged in the study of consumer behavior. 

Here, cognitive approaches distinguish between the “ VHQVRU\�LPDJH´, a principally stimulus-based 

recognition of basic features of an object and the “PHDQLQJIXO�LPDJH´, based on the integration of 

“ VHQVRU\� LPDJHV”  into pre-existing schemata by means of internal cognitive processes that are 

VLPXOWDQHRXVO\�VWLPXOXV��DQG�SHUVRQ�GULYHQ��According to the GXDO�FRGLQJ�WKHRU\�images can be 

based both on DQDORJRXV,� LPDJHU\�OLNH and SURSRVLWLRQDO� information. 6HOHFWLYH� SHUFHSWLRQ��
LUUDGLDWLRQ and the KDOR�HIIHFW have been identified as biasing processes in image formation, which 

is suggested to be related to OHDUQLQJ and� VXEMHFWLYH� FRSLQJ�ZLWK� UHDOLW\�� 6LUJ\� (1983) suggests 

FRQJUXLW\�SURFHVVHV to occur when assessing and transforming cognitive image structures. From a 

socio-psychological point of view, image can be viewed as a VRFLDO�FRQVWUXFW�RU�UHSUHVHQWDWLRQ� 
considering the effect of others on image building. Several theories have been suggested for image 

analysis in this context, such as: H[SHFWDQF\�YDOXH� WKHRU\�� VRFLDO� FRPSDULVRQ� WKHRU\� LPSOLFLW�
SHUVRQDOLW\� WKHRU\�� DWWULEXWLRQ� WKHRU\�� LQIRUPDWLRQ� LQWHJUDWLRQ� WKHRU\� FDWHJRUL]DWLRQ� WKHRU\, 

FRQVLVWHQF\�WKHRU\ and EHOLHI�FHQWUDOLW\� WKHRU\��In the marketing domain, a “ VRFLR�SV\FKRORJLFDO�
PDUNHW�ILHOG�RU�VSDFH”  (6SLHJHO��1961)�has been suggested. 

Marketing focuses on diverse types of images, such as SURGXFW� LPDJHV��EUDQG�LPDJHV��FRPSDQ\�
LPDJHV�� EX\HU� LPDJHV�� VWRUH�LPDJHV�� FRXQWU\�RI�RULJLQ� LPDJHV and SODFH� LPDJHV. 3URGXFW� DQG�
EUDQG�LPDJH may be based both on SURGXFW�GHYHORSPHQW and SURPRWLRQ, and its analysis serves a 

GLDJQRVWLF� DQG� SURJQRVWLF� IXQFWLRQ�� Apart from its significance in the context of consumer 

behavior, it has been assigned an important role in PDUNHWLQJ� VWUDWHJ\� �SRVLWLRQLQJ�� EUDQG�
PDQDJHPHQW���PDUNHW�FRPPXQLFDWLRQ�and other�HOHPHQWV�RI�WKH�PDUNHWLQJ�PL[��
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Diverse definitional and modeling approaches were presented, as well as methodological issues 

related to image assessment and analysis. A combination of qualitative and quantitative methods 

was suggested as the most appropriate, given the semantic richness of the construct. �
In this thesis, image is viewed as a� PDUNHWLQJ�UHODWHG� FRQVXPHU� EHKDYLRU� SURFHVV� YDULDEOH��
UHOHYDQW� IRU� H[SODLQLQJ� ERWK� FRQVXPHU� H[SHULHQFH� DQG� EHKDYLRU� DQG� SUHVFULELQJ� DGHTXDWH�
PDUNHWLQJ�GHFLVLRQV��It may be characterized as KROLVWLF��PXOWL�DWWULEXWH�DQG�PXOWLGLPHQVLRQDO in 

essence, FRQWDLQLQJ�FRJQLWLYH��DIIHFWLYH and LPDJHU\�elements. It is understood as an element of 

the LQGLYLGXDOO\�FUHDWHG�VXEMHFWLYH�UHDOLW\, UHVXOWLQJ�LWVHOI�LQ�LPDJH�ELDVHG�EHKDYLRU��It is related to 

behavior, in being of a preparatory, orienting and motivational nature. However, behavior itself is 

not considered a component of the construct. Image is viewed as ERWK�LQGLYLGXDO�DQG�VKDUHG, as�
UHODWLYHO\� VWDEOH�� WKRXJK� VXEMHFW� WR�PRGLILFDWLRQV, especially through personal experience. It is 

suggested to exist at GLIIHUHQW�OHYHOV�RI�FRPSOH[LW\� which permits both simplification and detailed 

specification. In the marketing context it may be used for both analyzing FRQVXPHU¶V�PHQWDO�
UHSUHVHQWDWLRQV� and as an� LQVWUXPHQW� LQ� PDUNHW� FRPPXQLFDWLRQ�� SRVLWLRQLQJ� DQG� JHQHUDO�
VWUDWHJLF�GHFLVLRQV���
Finally, LPDJH�IRUPDWLRQ and determinants of image were discussed. Both individual (and social) 

processes and the nature of the image object were identified as relevant in this context. Image has 

been suggested as a variable of interface between the individual and the image-object, determining 

perception and continuous image-formation through pre-existing mental representations and 

associations.  

The previous reflections permit an understanding of the role of image in human behavior in general 

and consumer behavior in particular. Implications for marketing action were shown as well as the 

possible contributions of different scientific approaches on both image study and attempts of 

image-creation, -projection and -change. This general background knowledge should enrich the 

discussion of destination image and also influence the research approach suggested in this thesis. 

 



CHAPTER 6. DESTINATION IMAGE 

 127 

&KDSWHU����'HVWLQDWLRQ�,PDJH�
“ ...ZKDW� LV�GHSLFWHG�LQ�GHVWLQDWLRQ�LPDJH� ���� LQYROYHV�D�PRUH�FRPSOH[�TXHVWLRQ�RI�ZKDW�FRPSULVHV�
WKH�GHVWLQDWLRQ�DQG�ZKR�KDV�WKH�SRZHU�WR�GHILQH�LWV�LGHQWLW\���´�()HVHQPDLHU�	�0DF.D\��1996).  

The question of what comprises a destination has been discussed in chapter 2. Those who have the 

power to define it are both the consumer, being the main entity of image-construction, and the 

destination (agents), attempting to influence this process by image-projection in the context of 

destination marketing. Destination image studies in tourism have been undertaken since the 1970s 

(0HUFHU��1971,�+XQW, 1975, *RRGULFK, 1978, 6FRWW�HW� DO� 1978, &URPSWRQ, 1979b). There has 

been some criticism of image studies as lacking a solid conceptual framework (%DORJOX, 1996,�
*DUWQHU� 1993�� (FKWQHU� 	� 5LWFKLH, 1993, )DNH\� 	� &URPSWRQ, 1991, <RXQJ� 1999). &KRQ�
(1990b) identified in a literature review six topics of destination image research:  

1. the relation between destination image and VDWLVIDFWLRQ���
2. the relation between destination image and GHFLVLRQ�PDNLQJ��
3. destination image IRUPDWLRQ�RU�FKDQJH��
4. destination image DVVHVVPHQW���
5. destination image as an aspect of HQYLURQPHQWDO�SV\FKRORJ\, �
6. the role of destination image in WRXULVP�GHYHORSPHQW���
Several frequently cited studies are presented next in an attempt to cover the main fields of image 

research. Some are theoretically well defined. Others are rather empirically oriented, providing 

interesting exploratory contributions. This chapter is structured according to the following themes: 

1. definition of the FRQFHSW��its GLPHQVLRQV and FRPSRQHQWV 
2. LPDJH�DV�FUHDWHG�E\�DQG�DIIHFWLQJ�WKH�WRXULVW: �

• destination image IRUPDWLRQ��FKDQJH and its GHWHUPLQDQWV 
• impacts of destination image on WRXULVW�EHKDYLRU�(decision making, experience, satisfaction) 

3. LPDJH�DV�SURMHFWHG�E\�DQG�DIIHFWLQJ�WKH�GHVWLQDWLRQ� 
• role of destination image in�GHVWLQDWLRQ�PDUNHWLQJ 

• role of destination image in�GHVWLQDWLRQ�GHYHORSPHQW 
4. DVVHVVPHQW��PHDVXUHPHQW and DQDO\VLV�of destination image 

Many subjects discussed here are related to those exposed in previous chapters about the general 

image-concept, the specificity of tourism products and destination marketing. An understanding of 

all aspects of destination image permits a more powerful assessment of its importance both in the 

domain of tourist behavior and destination marketing. Understanding is the first stage for intelligent 

intervention, aiming at an enhancement of both tourist satisfaction and destination development. 



CHAPTER 6. DESTINATION IMAGE 

 128 

The empirical part of the thesis will present concrete approaches to destination image assessment 

and analysis and point at practical implications in the context of a rural tourist destination in 

Portugal. Results will be integrated in the here presented destination image framework and will 

hopefully contribute to its enhancement. 

&KDSWHU������7KH�&RQVWUXFW�³'HVWLQDWLRQ�,PDJH´�

&KDSWHU��������'HILQLWLRQ�
“ Destination image”  has been identified as a concept with “ YDJXH�DQG�VKLIWLQJ�PHDQLQJV��XVHG�LQ�D�
ODUJH� QXPEHU� RI� FRQWH[WV� DQG� GLVFLSOLQHV«´� such as psychology, behavioral geography and 

marketing (-HQNLQV��1999).�Definitions of the term are correspondingly diverse.  

Some stress the KROLVWLF�FKDUDFWHU RI�GHVWLQDWLRQ�LPDJH (+XQW��1975, &URPSWRQ��1979b��8P�	�
&URPSWRQ��1990,�5HLOO\��1990, &KRQ��1990b, .RWOHU�HW�DO���1995,�0DF.D\�	�)HVHQPDLHU, 1997). 

Examples of holistic definitions are:�
¾ the “ VXP� RI� EHOLHIV�� LGHDV�� DQG� LPSUHVVLRQV� WKDW� SHRSOH� KDYH� RI� D� SODFH� RU� GHVWLQDWLRQ”  

(.RWOHU��+DLGHU�	�5HLQ��1995, &URPSWRQ��1979b)  

¾ “ WRWDO�SHUFHSWLRQ�RI�D�GHVWLQDWLRQ”  or the “ WRWDO�LPSUHVVLRQ”  of a place (5HLOO\��1990); �
¾ “ QHW� UHVXOW� RI� WKH� LQWHUDFWLRQ� RI� D� SHUVRQ¶V� EHOLHIV�� LGHDV�� IHHOLQJV�� H[SHFWDWLRQV� DQG�

LPSUHVVLRQV�DERXW�DQ�REMHFW´ (&KRQ��1990b). �

Others emphasize FRJQLWLRQ RU� LPDJH� DV� D� NQRZOHGJH� VWUXFWXUH (3HDUFH, 1988, &KRQ�� 1990b, 

)DNH\H�	�&URPSWRQ��1991, :DOPVOH\�	�-HQNLQV��1993, 'DJRVWDU�	�,VRWDOR��1995, 0DF�.D\�	�
)HVHQPDLHU��1997), as visible in the following definitions:�

¾ ³VXEMHFWLYH�NQRZOHGJH´�(0DF�.D\�	�)HVHQPDLHU��1997);�
¾ the “ FRJQLWLYH�VWUXFWXUH�RI�GHVWLQDWLRQ�LPDJH”  ('DJRVWDU�	�,VRWDOR��1995) or ³WKH�PHQWDO�

FRQVWUXFW� GHYHORSHG� E\� D� SRWHQWLDO� YLVLWRU� RQ� WKH� EDVLV� RI� D� IHZ� VHOHFWHG� LPSUHVVLRQV�
«WKURXJK�D�FUHDWLYH�SURFHVV�LQ�ZKLFK�WKHVH�LPSUHVVLRQV�DUH�HODERUDWHG��HPEHOOLVKHG��DQG�
RUGHUHG´ ()DNH\H�	�&URPSWRQ��1991; &KRQ��1990b);  

¾ an “ RYHUDOO�PHQWDO�SLFWXUH��D�GHVWLQDWLRQ�VWHUHRW\SH´ (3HDUFH, 1988); 
¾ GHVLJQDWLYH�(knowledge-based) environmental images (:DOPVOH\�	�-HQNLQV��1993). �

Also the DIIHFWLYH�QDWXUH�RI�GHVWLQDWLRQ�LPDJH is highlighted in some definitions (:DUG�	�5XVVHO��
1981, 5XVVHOO�	�/DQLXV��1984, :DOPVOH\�	�-HQNLQV��1993): �

¾ ³PHDQLQJ�RI�D�SODFH”  in the context of an “ DIIHFWLYH�VSDFH�VWUXFWXUH” , which “ LV�QRW�HQWLUHO\�
GHWHUPLQHG�E\�WKH�SK\VLFDO�SURSHUWLHV�RI�WKDW�SODFH´ (:DUG�	�5XVVHO��1981: 123, as cited 
by %DORJOX, 1996); 

¾ the ³HPRWLYH�FDSDFLW\�RI�D�SODFH´�(5XVVHOO�	�/DQLXV��1984: 133); 

¾ ³DSSUDLVLYH�HQYLURQPHQWDO�LPDJHV´�(:DOPVOH\�	�-HQNLQV��1993).�
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Another approach stresses the�VXEMHFWLYH�IXQFWLRQ�DQG�EHKDYLRUDO�RXWFRPH (attitude, orientation, 

behavioral link)�of destination image (+XQW� 1975, *RRGULFK� 1978, 6FRWW�HW�DO���1978, 0D\R�	�
-DUYLV��1981, *DUWQHU��1989, +X�	�5LWFKLH��1993, *DUWQHU� 1993, 'DQQ� 1996, %DORJOX, 1996): 

¾ “ GHVWLQDWLRQ� DWWUDFWLYHQHVV´ or ³DWWLWXGH� WRZDUG� DQ� REMHFW”  reflecting individual beliefs 
about a destination’ s ability to provide satisfaction of specific vacation needs (6FRWW�HW�DO���
1978, +X�	�5LWFKLH��1993), “ FRPELQDWLRQ�RI�WKH�UHODWLYH�LPSRUWDQFH�RI�LQGLYLGXDO�EHQHILWV�
DQG�WKH�SHUFHLYHG�DELOLW\�RI�WKH�GHVWLQDWLRQ�WR�GHOLYHU��WKHVH��LQGLYLGXDO�EHQHILWV�´ (0D\R�	�
-DUYLV�� 1981) or “ EHQHILW� SDFNDJHV�� XQLTXH� WR� WKH� GHVWLQDWLRQ�� H[SHFWHG� WR� SURYLGH� WKH�
JUHDWHVW�LQWULQVLF�UHZDUG… ”  (*DUWQHU��1989); 

¾ Some refer to the “ FRQDWLYH�HOHPHQW” , also discussed in attitude research as applicable to 
destination image (*DUWQHU� 1993, 'DQQ� 1996), others (%RXOGLQJ, 1956, %DORJOX, 1996) 
consider behavior a result not an element of GHVWLQDWLRQ�LPDJH. 

Others define GHVWLQDWLRQ�LPDJH in the context of LPDJH�SURMHFWLRQ mainly in a promotional sense 

(9DU�HW�DO��1977; 0DF&DQQHOO, 1989; 5HLOO\��1990; )HVHQPDLHU�	0DF.D\��1996; -HQNLQV, 1999): 

¾ “ DWWUDFWLRQ�WR�WKH�SXEOLF´�()HVHQPDLHU�	�0DF.D\��1996, 9DU�HW�DO��1977);�
¾ an essential HOHPHQW�RI� SURPRWLRQ, with attributes matched to needs of the target market 

(5HLOO\��1990, -HQNLQV, 1999); 

¾ designed “PDUNHUV”  or “PXVW�EH�VLJKWV”  (0DF&DQQHOO, 1976, 1989); 

¾ “ DUWLILFLDOO\�FUHDWHG�GLIIHUHQWLDWLRQ��DV�SURGXFW�DWWULEXWH�EHOLHIV�DUH�IRUPHG�DQG�LQIOXHQFHG�
�����YLD��DVVRFLDWLRQ�EHWZHHQ�SLFWXUHV�DQG�H[SHULHQFHV���´�()HVHQPDLHU�	�0F.D\, 1996). 

Most image studies focus on the tourist’ s perceptions, impressions and feelings, which may contain 

cognitive and affective elements, and are further considered crucial for destination choice. Others 

consider image as a promotional construction. <RXQJ�(1999) refers to a largely consensual “ VRFLDO�
FRQVWUXFWLRQ”  of places by both the tourism industry and the tourists, combining both perspectives. 

&KDSWHU��������6WUXFWXUH�RI�³'HVWLQDWLRQ�,PDJH´�
Destination images have been studied in respect to their structure, where specific GLPHQVLRQV and 

FRPSRQHQWV�may be distinguished. They may contain rather referential or emotive, designative or 

appraisive, formalist or expressivist, cognitive or affective, denotative versus connotative meaning.  

Analyzing image-structure in the context of positioning, +DDWL (1986)109 refers to image as an 

“ RUJDQL]HG� FRJQLWLYH� V\VWHP� RI� LQWHUGHSHQGHQW� SURSHUWLHV�� FRPSOH[� LQWHUUHODWLRQVKLS� EHWZHHQ�
GRPDLQ�VSHFLILF�VWLPXOL�FKDUDFWHUL]HG�E\´: 

• FRPSOH[LW\��QXPEHU�RI�DWWULEXWHV��DQG�YDOHQFH�RI�REMHFWV��VWUHQJWK�DQG�GLUHFWLRQ�RI�IHHOLQJ��
LQ�WKH�VWLPXOXV�VSDFH����� 

• DWWULEXWHV�� FKDUDFWHUL]HG� E\� HYDOXDWLRQ� DQG� FHQWUDOLW\� �IUHTXHQF\� RI� XVH� LQ� GHVFULELQJ� DQ�
REMHFW�����DQG 

                                                           
109 This author analyzed the competitive images of Western European tourist destinations in the context of a�
cognitive domain, defined as “ VHW�RI�SKHQRPHQDO�REMHFWV�WUHDWHG�DV�IXQFWLRQDOO\�HTXLYDOHQW�LQ�WKH�VHQVH�WKDW�D�
FRPPRQ�VHW�RI�DWWULEXWHV�FDQ�EH�PHDQLQJIXOO\�XVHG�WR�DSSUDLVH�WKHP´�  
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• VWUXFWXUH, PDUNHG� E\� GLPHQVLRQDOLW\�� HYDOXDWLYH� FHQWUDOLW\� �UHODWLRQ� EHWZHHQ� FHQWUDO�
DWWULEXWHV� DQG� UHODWLYH� ORFDWLRQ� RI� FRPSHWLQJ� REMHFWV��� LPDJH� FRPSDUDELOLW\� �QXPEHU� RI�
DWWULEXWHV� ZLWK� KLJK� FHQWUDOLW\��� FHQWUDOL]DWLRQ� �GRPLQDQW�� FHQWUDO� DWWULEXWH�� DQG� DIIHFWLYH�
EDODQFH��FOXVWHUV�RI�VLPLODUO\�SHUFHLYHG�REMHFWV��LQ�D�MRLQW�SHUFHSWLRQ�DQG�SUHIHUHQFH�VSDFH� 

The discussion about separating the cognitive and affective dimension is repeated in place and 

destination image studies. -HQNLQV� (1999) stresses that ³RQH� RI� WKH� EDVLF� SUREOHPV� RI� WRXULVW�
GHVWLQDWLRQ�LPDJH�UHVHDUFK�LV�WKDW�GHVWLQDWLRQ�LPDJHV�DUH�µKROLVWLF¶�UHSUHVHQWDWLRQV�RI�D�SODFH�DQG�
WKDW� LQ�DWWHPSWLQJ� WR�PHDVXUH� WKHP�� UHVHDUFKHUV�DUH�FRPSHOOHG� WR� ORRN�DW� WKH�SDUWV�RU�DWWULEXWHV�
VLQJXODUO\��6RPH�DVSHFWV�RI� LPDJH��KRZHYHU�� VXFK�DV� WKH�DXUD�RU�DWPRVSKHUH�� FDQQRW�EH�EURNHQ�
GRZQ�´� The crucial question is whether the isolation of dimensions and components in image 

assessment is a valid way of capturing the underlying mental construct or instead represents an 

artificial scientific construction. However, even if the image construct is composed of intertwined 

dimensions and attributes non-dissociable from a complex whole, their separation for analytic 

purposes may be useful. This procedure may permit a better explanation of image structure and 

formation and contribute to the design of valid models of a latent but fundamental construct 

determining human attitudes, experience and behavior 110.  

As suggested in general attitude and image research, destination images present the sequence 

FRJQLWLRQ�(beliefs) Æ DIIHFW (emotional reactions to beliefs), as confirmed by *DUWQHU�(1993) and�
:RRGVLGH�	�/\VRQVNL (1989). 0D\R�	�-DUYLV (1981: 190) studied how this sequence leads to an 

“ overall image” . They found that beliefs influence overall image both via affect, as suggested 

before, and directly. %DORJOX� (1996) confirmed the hypothesis that cognitive evaluations 

significantly influence affective evaluations and those, in turn, overall image of a destination111. 

*DUWQHU�(1993) and 'DQQ (1996) also consider a “ FRQDWLYH´ or behavioral element to be part of 

destination image, whereas others view behavior as an image-consequence (e.g. %DORJOX, 1996). 

An interesting approach on specific dimensions is suggested by (FKWQHU�	�5LWFKLH (1991, 1993), 

who identify the following three continua of destination image: 
� {0|K}b~9� � ��}b���� ��������} �6� �<�A�
~9� �i�9� �>� � ~i�

� � � �9� �b|K� �i� �%�� � �G� � ~� ���
���T�A�

� � �<~ � ��� ����� ~9�
� �e}K� �b|K��� � �6� �
�9��~9� �T�A� �>� � ~9�

�
                                                           
110 %DJR]]L�	�%XUQNUDQW�(1985) defend the separate measurement of the affective and cognitive dimension 
of attitudes, which yields a more valid attitude model than its uni-dimensional alternative. �A�9� � ³7KH� GLUHFW� FRQWULEXWLRQ� RI� SHUFHLYHG� GHVWLQDWLRQ� DWWULEXWHV� WR� RYHUDOO� LPDJH� LV� SRVLWLYH� EXW� WULYLDO��
+RZHYHU�� WKHLU� LQGLUHFW� HIIHFWV� RQ� RYHUDOO� LPDJH� WKURXJK� DIIHFWLYH� HYDOXDWLRQV� ZHUH� SRVLWLYH� DQG�
QRWDEOH´(%DORJOX, 1996: 219). 

�&� �b�C�<�.�b���0�O�G����
�O 1� ¡��
¢0£9� ¤K¢0£e¤<¥� 0�
£9�G� ¢0¦K�>� ¤b¢�� ¡J¦K�b�%¦b§�§
¤.�� 1� ¢1���G¤�¨O§
�1�G¢0�<��©�ª�� �>§��0� �
(1991) 
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The cognitive dimension may be more associated with DWWULEXWH and IXQFWLRQDO image aspects. The 

affective dimension is associated with KROLVWLF and SV\FKRORJLFDO aspects and the FRPPRQ and 

XQLTXH values are attributable to both dimensions. According to these authors all dimensions should 

be considered for validly assessing destination image (see also &KRL�HW�DO, 1999).  

Focusing on the DIIHFWLYH�GLPHQVLRQ, %DORJOX�(1996) refers to 5XVVHO¶V (1980)�³FLUFXPSOH[�PRGHO�
RI� DIIHFW´�� This consists of a two-dimensional bipolar space with the dimensions DURXVDO� and 

SOHDVDQWQHVV, represented by the adjective-pairs: SOHDVDQW�XQSOHDVDQW�� DURXVLQJ�VOHHS\�� H[FLWLQJ�
JORRP\ and UHOD[LQJ�GLVWUHVVLQJ. The affective appraisal of an environment was shown to be 

dependent on context, i.e. peripheral and previously encountered stimuli, as suggested by the 

theory of adaptation level (5XVVHOO� 	� /DQLXV�� 1984). The HYDOXDWLYH and DURXVDO� H[SUHVVLQJ 

dimensions have been confirmed by consistent results over studies (%DORJOX��1996: 48-49). Often 

only one dimension is measured as a result of an overall evaluation process, namely 

“ SOHDVDQWÅÆXQSOHDVDQW” 112.  

:DOPVOH\�	�-HQNLQV (1993)�summarized 20 freely elicited constructs of the affective dimension 

of destination image into six constructs113. They suggest these would reflect Russell’ s two main 

dimensions (arousing and pleasant) in a specific destination context. :DOPVOH\�	�<RXQJ�(1998) 

applied these six bipolar constructs to destinations at an international and local level confirming the 

two-components-structure. Also %DORJOX�	�%ULQEHUJ (1997) confirm the two main continua of 

affective destination image, translated into four extreme states: “ XQSOHDVDQWO\�VWLPXODWHG�DV�ZKHQ�
VFDUHG´��³SOHDVDQWO\�VWLPXODWHG�DV�ZKHQ�LQWULJXHG´��³XQSOHDVDQWO\�QRW�VWLPXODWHG�DV�ZKHQ�ERUHG”  

and “ SOHDVDQWO\�QRW�VWLPXODWHG�DV�ZKHQ�UHOD[HG” . (GZDUGV�HW�DO� (2000) used the two dimensions 

in their study of images of the Portuguese “$OWR�0LQKR´. <RXQJ�(1995), however, only identified 

one main affective dimension (IDYRUDEOHÅÆ�XQIDYRUDEOH) across a variety of situations. 

The importance of the affective dimension is stressed by 5XVVHO�	� 6QRGJUDVV (1987, cited by 

%DORJOX, 1996), who state that tourist behavior (before, at and after travel) “ … PD\�EH�LQIOXHQFHG�E\�
WKH� �HVWLPDWHG��SHUFHLYHG��RU�UHPHPEHUHG��DIIHFWLYH�TXDOLW\�RI�DQ�HQYLURQPHQW�UDWKHU� WKDQ�E\� LWV�
REMHFWLYH�SURSHUWLHV�GLUHFWO\�´ According to %RXOGLQJ�(1956) affective destination image is closely 

linked to motives, which “ GHWHUPLQH�ZKDW�ZH�ZLVK�WR�REWDLQ�IURP�WKH�REMHFW�EHLQJ�FRQVLGHUHG” .  

Despite the often-mentioned significance of affective and symbolic image components (3HDUFH� 
1988), functional attributes are assessed predominantly in destination image studies. -HQNLQV 
(1999) explains this fact by the difficulty of measuring psychological aspects, being the only more 

                                                           
112 %DJR]]L�	�%XUQNUDQW�(1979) refer to Guilford’ s self-rating “ favorable/ unfavorable”  scale, which “ FDQ�
EH�XVHG�WR�PHDVXUH�DIIHFW���´, as supported conceptually and empirically by others.  
113 FRPPHUFLDOL]HG��QRW�FRPPHUFLDOL]HG��DSSHDOLQJ���QRW�DSSHDOLQJ��TXLHW��EXV\��WUHQG\��QRW�WUHQG\��ERULQJ��
LQWHUHVWLQJ��UHOD[HG���IDVW�SDFH�RI�OLIH 
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frequently measured (approximately) psychological item “ IULHQGOLQHVV”  (or “ KRVSLWDOLW\” )114. 

Another reason for the privilege given to IXQFWLRQDO�DWWULEXWHV may lie in the easier translation of 

corresponding evaluations into concrete policy (particularly in terms of product development).  

Numerous studies using descriptive attribute evaluations attempt to uncover the corresponding 

image structure. In a review of 45 studies from the 1970s to the end of the past millenium it became 

clear that there is no agreement on the range of attributes to include (see table 5). Studies varied 

considerably both in the number of attributes used and in their content.  

DESTINATION IMAGE ATTRIBUTES Nº % 
Hospitality 31 70,5% 
Nature/ scenery/ landscape 30 68,2% 
Relaxing 29 65,9% 
Price/ value for money 26 59,1% 
Climate 25 56,8% 
Shopping 21 47,7% 
Hotels/ accommodation 21 47,7% 
Gastronomy 21 47,7% 
Night life 20 45,5% 
Historical Sites 19 43,2% 
Cultural Heritage 18 40,9% 
Safety/ security 18 40,9% 
Attractions, interest sites 16 36,4% 
Tranquil/ peaceful/ quiet 15 34,1% 
National/ State Parks 13 29,5% 
Sightseeing 13 29,5% 
Transportation 13 29,5% 
Access 13 29,5% 
Beaches 13 29,5% 
Tourist information 13 29,5% 
Multiple activities/ recreation 11 25,0% 
Crowded-uncrowded 11 25,0% 
Interesting 11 25,0% 
Adventurous 11 25,0% 
Skiing/ Winter sports 10 22,7% 
Cities/ Towns 10 22,7% 
Fun/ entertainment 10 22,7% 
Beautiful 10 22,7% 
Sports facilities/ opportunities 10 22,7% 
Different 10 22,7% 
Exciting 10 22,7% 

7DEOH����0RVW�XVHG�GHVWLQDWLRQ�LPDJH�DWWULEXWHV��
Some used mainly broad categories, like “ climate”  or “ value for money”  (e.g. %DORJOX, 1996), 

others specified “ hot summer temperatures” , “ mild winter temperatures” , “ lots of sunshine” , 

                                                           
114 Our literature review reveals that also the attributes “ relaxing” , “ peaceful and quiet” , “ exciting”  and 
“ interesting”  are frequently used, when assessing evaluation of destination features. 
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“ inexpensive food and drink” , “ inexpensive accommodation”  and so forth (e.g. &URPSWRQ� 	�
'XUD\, 1985). In the last example there is further a combination of two attributes (price and single 

tourism offerings). Some identified destination and holiday-type specific attributes (e.g. &KHQ�	�
.HUVWHWWHU, 1999, 5RVV, 1993, .DVWHQKRO], 1997), whereas others used generally applicable items 

(e.g. %DORJOX, 1996, +DDWL� 1986). Some focused on clearly cognitive, descriptive and functional 

items, whereas most used a mixed approach, combining these items with evaluative and emotion-

expressive adjectives (e.g. “ exciting nightlife” ). Those attributes that were mentioned most (in at 

least ten of the studies) are presented in table 5 (for a more detailed inspection see appendix A). 

They may be considered aspects that are most common for tourist destinations, although they may 

be less relevant for specific holiday types (e.g. “ shopping”  or “ night life”  for rural holidays, 

“ historical sights”  for beach holidays and “ national parks”  for urban holidays).  

Some authors attempted to identify a more parsimonious structure of image content, using mostly 

factor analytical procedures. The before-mentioned studies were analyzed according to suggested 

dimensional structures (identified in 26 studies). Factors were categorized according to main 

themes, which revealed some dominant dimensions, shown in figure 19. Although these factors 

reflect diverse attributes used in the instrument and factor constitution is largely heterogeneous, 

some recurrent dimensions become evident. Thus, there is frequently a dimension relating to the 

natural environment, to cultural appeal, social interaction, tourism infrastructures, facilities, and 

opportunities for activities. Studies also measuring the affective component of destination image 

frequently reveal a dimension of pleasantness and another of arousal. 
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 &URPSWRQ (1979b) stresses the need to determine each attribute’ s relative importance in 

determining tourist behavior, which may differ for distinct tourist groups. /RKPDQ� 	� .DLP 
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(1999), for example, stress the role of weather perception for the German tourist market and 

suggest it for segmentation and positioning. 5RVV (1993) identified the saliency of�³IULHQGOLQHVV�RI�
ORFDO� SRSXODWLRQ´ for the North American backpacker market. .DVWHQKRO]� (1997,� HW� DO��� 1999) 

showed that different aspects are valued by distinct benefit-segments in the Portuguese countryside. 

Focusing on “ UXUDO� GHVWLQDWLRQ� LPDJH´� &KHQ� 	� .HUVWHWWHU� (1999) quote :LOOLWV�� %HDOHU� 	�
7LPEHUV¶ (1990) description of the image of rural America as being a “ QRVWDOJLF��KHULWDJH�UHODWHG�
QHJDWLYH�LPDJH�RI�SRRUHU�TXDOLW\�RI�OLIH´, with the “ SULPDU\�DWWUDFWLRQ�RI�UXUDO�DUHDV«�FRQVLVWLQJ�
LQ��WKHLU�P\VWLTXH´���This  “ UXUDO�P\VWLTXH´ is contained in ” … LPDJHV�RI�IDUPV��VPDOO�WRZQV�ZLWK�
ROG�IDVKLRQHG�FXVWRPV�DQG�WUDGLWLRQDO�YDOXHV��RSHQ�VSDFHV��DQG�ZLOGHUQHVV�VHWWLQJV´��6DXQGHUV�HW�
DO��(1978: 63, cited by &KHQ�	�.HUVWHWWHU��1999: 256) call it�´WKH�UHSRVLWRU\�RI�DOO�WKDW�LV�VWDEOH��
LPPHPRULDO��KDUPRQLRXV��SOHDVDQW��DQG�UHDVVXULQJ�LQ�WKH�PRGHUQ�ZRUOG�´ However one delimits a 

rural destination image, in these short descriptions the broad range, complexity and inter-

relatedness of ideas, beliefs, impressions, feelings and concrete (visual) images associateable with a 

destination, being of a cognitive-descriptive-denotative and an affective-emotional-connotative 

nature, becomes obvious. Here, the image has even reached the status of a P\WK, attributed to rural 

areas, which underlines the role of V\PEROLF�FRQVXPSWLRQ in the context of tourism. 

&KDSWHU������'HVWLQDWLRQ�,PDJH�)RUPDWLRQ�

�������*HQHUDO�7KHRULHV�
The process of image formation was defined by 5H\QROGV�(1965, quoted by (FKWQHU�	�5LWFKLH, 

1991) as the “ GHYHORSPHQW�RI�D�PHQWDO�FRQVWUXFW�EDVHG�XSRQ�D�IHZ�LPSUHVVLRQV�FKRVHQ�IURP�D�IORRG�
RI� LQIRUPDWLRQ´� ranging from promotional literature, opinions of others, general media, to one’ s 

own experience. -HQNLQV� (1999: 3)� states that “ GHVSLWH� UHFHQW� VWXGLHV«WKH� SURFHVV� RI� LPDJH�
IRUPDWLRQ�LV�QRW�ZHOO�XQGHUVWRRG�DQG�WKH�WKHRUHWLFDO�IUDPHZRUN�IRU�XQGHUVWDQGLQJ�LW�LV�QHHGHG�´�
The discussion around destination image formation has been marked by *XQQ�(1972, 1988a), who 

introduced the notions “ RUJDQLF´��³LQGXFHG”  and later “PRGLILHG”  image, based on the sources of 

destination image formation and the consideration of its evolution over time. The major impact of 

*XQQ¶V�PRGHO�RI�LPDJH�IRUPDWLRQ (1988a) justifies its more detailed discussion. Already in 1972 

she suggests the distinction between an “ RUJDQLF�LPDJH”  as a result of non-commercial information 

and an “ LQGXFHG�LPDJH” , resulting from destinations’  information directed at their potential market.�
0DF.D\�	�)HVHQPDLHU�(1997) name the first a “ SHUVRQ�GHWHUPLQHG” , the second a “ GHVWLQDWLRQ�
GHWHUPLQHG”  image. *XQQ (1988a) developed a PRGHO�RI�WRXULVW�H[SHULHQFH�DQG�LPDJH�IRUPDWLRQ� 
shown in figure 20. Here, the most image-relevant steps are steps 1, 2 and 7, although steps 4-6, 

namely the experience on trip and on site are crucial for step 7. *XQQ stresses further that 
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destination images are more based on a large variety of non-commercial information than is usually 

the case for “ common”  product images. Individuals may have images of a destination even if they 

have never visited it. One may distinguish images before and after the visit, and also images after 

the first visit should differ from those after repeat visits. 

��� accumulation of mental images about a tourist destination:�RUJDQLF�LPDJH �
(mainly based on non-commercial information from a variety of sources)�

��� modification of images by further (mainly commercial) information: LQGXFHG�LPDJH�

3. decision to take a holiday 

4. travel to the destination 

5. holiday experience at the destination 

6. return home 

��� PRGLILFDWLRQ�RI�LPDJHV�EDVHG�RQ�H[SHULHQFH�   �
more realistic, complex and differentiated image 

�
*XQQ¶V�³VWDJH� WKHRU\”  implies that images held by potential visitors, non-visitors, first-time and 

repeat visitors differ. Empirical evidence shows that images held by repeat visitors tend to be more 

realistic, complex and differentiated (3HDUFH, 1982, 1988, &KRQ� 1990b). On the other hand, 

3KHOSV� (1986: 172) showed that images may fade or revert over time, especially if intervening 

visits to similar destinations confuse memory.  

*XQQ¶V major contribution lies in suggesting an analytical framework for destination image 

formation. This considers the dynamic processes leading to a continuously reshaped and enriched 

image, based on the accumulation of complex information from a large variety of sources. It further 

has the merit of combining image-research with travel-experience and decision-making models, 

considering simultaneously rules of cognitive psychology (e.g. learning theories) and marketing 

paradigms (e.g. the influence of market communication). However, it does not explicitly recognize 

the impact of personal variables (such as socio-demographics, motivation, personality) or of travel 

context (e.g. purpose of visit, length of stay) in image-formation, focusing primarily on cognition 

based on information. Nevertheless, the model provides a rich basis for further development. 

3KHOSV� (1986), perhaps in analogy with the terminology of SULPDU\ and VHFRQGDU\� GDWD, 

distinguishes between a � ³SULPDU\� LPDJH” , based on the experience of place, and a “ VHFRQGDU\�
LPDJH´, based on communication received about the destination. The “ VHFRQGDU\� LPDJH”  would 

correspond to Gunn’ s “ LQGXFHG� LPDJH´ and be located before the trip and the “ SULPDU\”  to the 

)LJ�����*XQQ¶V�PRGHO�RI�LPDJH�IRUPDWLRQ�
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³FRPSOH[� RU�PRGLILHG� LPDJH´ being developed after the trip. She further uses the term “ SULRU�
LPDJHV´�corresponding to Gunn’ s ³RUJDQLF�LPDJHV´ existing before the trip. �

*DUWQHU�	�+XQW�(1987)�suggest that a combination of both induced and organic factors determine 

simultaneously and interactively destination image “ ...EHFDXVH�LPDJH�FKDQJH�LV�D�VORZ�SURFHVV��LW�LV�
QRW� SRVVLEOH� WR� VHSDUDWH� RXW� WKH� FRQWULEXWLRQV� RI� DQ\� RQH� SDUWLFXODU� IDFWRU�´�*DUWQHU (1989) 

develops the idea further, suggesting a continuum between an RUJDQLF�(experience-based) and an 

LQGXFHG (advertising-based) image. Its formation is marked by extensive information search, due to 

the risk inherent in and the significance of the tourism product. This author differentiates diverse 

stages on this continuum, using as criteria “ LPDJH�IRUPDWLRQ�DJHQWV´�(*DUWQHU, 1993)115:  

• RYHUW� LQGXFHG� ,: based on traditional advertising, which attempts to construct an image of 
salient attributes of the destination in the minds of the targeted audience.  

• RYHUW� LQGXFHG� ,,: based on information received from tour operators, who project attractive 
images for areas to which they arrange tours.   

• FRYHUW�LQGXFHG�,� transmitted by a recognizable spokesperson, mostly an attractive and credible 
person, serving as an opinion leader.  

• FRYHUW� LQGXFHG� ,,� image-projection without visibility of the involved destination promoters 
through travel writers and special interest media.  

• DXWRQRPRXV: formed by independently produced reports, documentaries, movies, articles, etc. 
There is no control over the projected image by destination promoters.   

• XQVROLFLWHG� RUJDQLF: created by personal communication. Retention of information is low 
(unsolicited) and credibility depends on the source. 

• VROLFLWHG�RUJDQLF: developed during the process of active information search, based on “ word-
of-mouth” , which are the “PRVW�UHOLHG�XSRQ�VRXUFHV�RI�LQIRUPDWLRQ�IRU�GHVWLQDWLRQ�VHOHFWLRQ´�  

• RUJDQLF: based on previous travel, with “ H[SHULHQFH� SURYLGHG� WKURXJK� GHVWLQDWLRQ� YLVLWDWLRQ�
�EHLQJ��RI�FULWLFDO�LPSRUWDQFH�LQ�IRUPLQJ�SRVLWLYH�VDOLHQW�EHOLHIV�DERXW�WUDYHO�WR�WKH�DUHD���´ «6¬b�®

 (1990b) uses the term “ ¯ °6±T²b³�´
µ
¯ ¶ ·<¯ ¸T² ”  in the sense of modifying induced images, which should particularly take place 
through travel experience. Similar to ¹�º ®b®  (1988a), also this author analyzes the evolution of image formation along the travel 
experience, distinguishing: 

1. “3ULPDU\�LPDJH�FRQVWUXFWLRQ” , influenced by both “ SXVK�PRWLYHV”  (according to Maslow) as 
well as the destination’ s “ SXOO� IDFWRUV”  (attractions/ benefits offered). This image determines 
decision based on the perceived likelihood of satisfying needs through a destination visit. 

2. “$QWLFLSDWLRQ” , marked by accumulation of organic images, information search, modification 
of image and performance expectancy.   

3. “7UDYHO�GHFLVLRQ”  considering images of alternatives. 

4. “7UDYHO�WR�GHVWLQDWLRQ´��³H[SHULHQFH�RQ�VLWH´��³WUDYHO�EDFN�KRPH”  leading to an accumulation 
of new images. 

                                                           
115 *DUWQHU�(1993)�also discusses the credibility, penetration potential and cost of each stage from a 
destination marketing approach. 
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5. “5HFROOHFWLRQ”  and further image modification, through comparisons between images and 
perceived reality, resulting in different congruity conditions and corresponding satisfaction 
levels. 

It is interesting that &KRQ� (1990b) uses the term “ SULPDU\� LPDJH”  in the exact opposite way 

suggested by 3KHOSV (1986), namely in the sense of an image prior to tourist experience. The 

“ DQWLFLSDWLRQ”  phase may actually better be located DIWHU the travel decision, with more concrete 

imagery processes taking place. Phase 2 might rather be named “ LQIRUPDWLRQ� VHHNLQJ” . Image 

modification should occur also during the travel experience, not just after the trip, when 

“ UHFROOHFWLQJ”  images and experiences. This author primarily studied tourist satisfaction based on 

(in-) congruity-conditions, focusing on the effect of experience on image change.  

Another interesting approach is )DNH\H� 	� &URPSWRQ¶V� (1991) combination of the traditional 

models of consumer decision making with Gunn’ s image formation model. They suggest the 

following steps in image formation: 

RUJDQLF�LPDJH�(general knowledge and feelings about destinations without any commercial 
influence)�

PRWLYDWLRQ to travel to one of the destinations�

DFWLYH�LQIRUPDWLRQ�VHDUFK�

LQGXFHG�LPDJH�

HYDOXDWLRQ�RI�DOWHUQDWLYHV�

GHVWLQDWLRQ�VHOHFWLRQ�

YLVLW  of the destination�

FRPSOH[�LPDJH�
)LJ�����)DNH\H�	�&URPSWRQ¶V�(1991) LPDJH�IRUPDWLRQ�PRGHO�

These authors show that organic, induced and complex images all contribute to an overall image, 

that is evaluated in the decision making process, leading to destination choice and feedback into 

future decision making. 

Images may be FKDQJHG�by incoming information. However, individuals tend to avoid contrasting 

information (cognitive dissonance), which implies selective and distorted perception. Image change 

tends to be gradual, with a general reassessment only taking place, if enough new and credible 

information is received (*DUWQHU, 1993). The VWDELOLW\�RI�LPDJH has been stressed by several other 

authors (&URPSWRQ� 1979b,�*DUWQHU�	�+XQW� 1987, )DNH\H�	�&URPSWRQ,�1991), who explain 
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that it may continue long after the determining factors have changed: “ .... ,PDJH�FDQ�EH�FKDQJHG��
EXW�WKH�WDVN�LV�OLNHO\�WR�EH�GLIILFXOW��FRVWO\�DQG�WLPH�FRQVXPLQJ´�()DNH\H�	�&URPSWRQ��1991). 

*DUWQHU�(1986) stresses the importance of “ LPDJH�LQGXFWLRQ”  from the point of view of destination 

marketing, “ DV� WRXULVP� ERDUGV� KDYH� D� SURGXFW� WR� VHOO�´�8]]HOO (1984: 81) specifies the goal of 

GHVWLQDWLRQ�SURPRWLRQ��³���LQIRUPLQJ�SHRSOH�RI�WKH�H[LVWHQFH�RI�D����SURGXFW�«�IDYRUDEO\�GLVSRVLQJ�
WKHP� WRZDUG� LW� DQG� FKDQJLQJ� WKHLU� RSLQLRQV�� DWWLWXGHV�� DQG� EHKDYLRU� VR� WKDW� WKH\� ZLOO� ZDQW� WR�
FRQVXPH� WKDW� SURGXFW�´ Resistance to image change should be broken using a long term and 

consistent promotional strategy. Also *DUWQHU (1993) defends that, LQGXFHG� LPDJH� IRUPDWLRQ�
DWWHPSWV�PXVW�EH�IRFXVHG�DQG�ORQJ�WHUP to be effective. This author suggests concentrating efforts 

on improving the product and using organic formation agents (through client satisfaction), if 

financial resources are scarce. In any case, HIIHFWLYH�LPDJH�FKDQJH�GHSHQGV�RQ�DQ�DVVHVVPHQW�RI�
SUHVHQWO\� KHOG� WRXULVP� LPDJHV, permitting corrections in destination positioning (see also 

:HOOKRHUQHU, 1992). 0DF.D\�	�)HVHQPDLHU�(1997) focus on the effect of SURPRWLRQDO�YLVXDOV, 
since tourism implies a uniquely visual experience, in which photographs assume an important 

role. They stress the need to identify salient pictorial dimensions, to analyze how visuals are 

interpreted and which individual and pictorial attributes influence most interpretation. 

)HVHQPDLHU� 	� 0DF.D\� (1996) point at the VRFLR�FXOWXUDO� HIIHFWV of tourism literature. Thus, 

advertising discourse relates to “ FXOWXUDO� LGHQWLW\”  and uses a type of “ SROLWLFDO� SURSDJDQGD´ 

controlling “ FXOWXUH�DQG�LPDJH” . They stress the role of “ DGYHUWLVLQJ�DQG�WRXULVP�OLWHUDWXUH�LQ�WKH�
SXEOLF�UHSUHVHQWDWLRQ�RI� WRXULVW�H[SHULHQFH … ” � According to 6HOZ\Q� (1996) tourists, destination 

residents and tourist observers in contemporary culture create� ³P\WKV´. This “P\WK� PDNLQJ´ is 

suggested to result from the tension between centers and peripheries, the cultural milieu in which 

tourism operates and the search for the DXWKHQWLF. 0HHWKDQ�(1996) stresses in this context, that the 

³SURGXFWLRQ�DQG�FRQVXPSWLRQ�RI�WRXULVW�VSDFH�LV�LQKHUHQWO\�DPELJXRXV´��He demonstrates this for 

Brighton, whose dominant image has changed over time through a ³V\VWHP� RI� GLVWLQFWLRQ� DQG�
H[FOXVLRQ´ based on power relationships that determine “ FRQWURO� RYHU� VSDFH´� Especially in the 

case of tourists’  images of native people, stereotyping is likely to lead to ³VWDJHG�DXWKHQWLFLW\´�
(0DF&DQQHOO� 1973), i.e. the projection of images that are far from social reality (&RKHQ, 1993). 

Even if one admits the negotiability of authenticity (6HOZ\Q��1996), the ambiguous nature of image 

formation in the process of social construction, depending on the perspective, information sources, 

cultural background and motives of the observer, must be acknowledged. 

*DUWQHU�(1993) highlights the role of destination size in the process, claiming that “ WKH�ODUJHU�WKH�
UHJLRQDO� HQWLW\� WKH�PRUH� VORZO\� WKH� LPDJHV� RI� WKHVH� HQWLWLHV� FKDQJH�´ On the other hand, “ WKH�
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VPDOOHU�WKH�HQWLW\�LQ�UHODWLRQ�WR�WKH�ZKROH��GHVWLQDWLRQ�UHJLRQ��WKH�OHVV�RI�D�FKDQFH�WR�GHYHORS�DQ�
LQGHSHQGHQW�LPDJH�´�
&URPSWRQ (1979b) refers to the theory of image causation by both the perceiver and the stimulus-

object. Accordingly, destination-image is both:  

• SHUVRQ�GHWHUPLQHG, implying a large image variability due to different experiences, and 

• GHVWLQDWLRQ�GHWHUPLQHG� with image not being completely controllable due to the complexity of 
existing attributes. This proposition implies that a destination cannot do much to create any 
image different from “ what it is” . 

Similarly, 8P�	�&URPSWRQ (1990, see also 8P� 1993) distinguish between external and internal 

inputs. They suggest a cognitive model of destination choice, considering “ DZDUHQHVV”  and “ HYRNHG�
VHWV” 116 and based on image plus situational factors (perceived facilitators and inhibitors).  

%DORJOX (1996) also stresses that� both stimulus factors and travelers’  characteristics determine 

destination images in a dynamic process. This author suggests a path model showing influences of 

a series of socio-demographic, motivation and information-related variables (see fig. 23, p.147) on 

destination image. He claims that cognitive evaluation together with motivations influence 

affective image, with affect functioning as an intervening variable between cognition and overall 

image (see also %DORJOX�	�0F&OHDU\, 1999). Also :RRGVLGH�	�/\VRQVNL (1989) suggest in their 

model (see fig. 7, p.27) that destination awareness is dependent upon marketing and traveler 

variables. These would determine affective associations and thereby preferences, intentions to visit 

and, given adequate situational variables, choice.  

The psychological basis of image is stressed by -HQNLQV�	�0F$UWKXU�(1996: 11), who defend that 

“ HDFK�SHUVRQ¶V�LPDJH�RI�D�SDUWLFXODU�SODFH�LV�XQLTXH��FRPSULVLQJ�WKHLU�RZQ�PHPRULHV��DVVRFLDWLRQV�
DQG� LPDJLQDWLRQV�RI�D�SDUWLFXODU�SODFH�´ In a macro perspective, 6WDEOHU� (1990) suggests image 

formation to be a function of demand and supply, making a link between consumer behavior and 

economic theory. He defines demand-related factors similar to those included in *XQQ¶s model of 

organic image formation (socio-economics, psychological features, prior experience) and supply-

related factors (tourism marketing, media) as leading to induced image formation. Again, the 

limitation of supply factors to marketing is debatable.  

3KHOSV (1986) questions how a VHFRQGDU\�LPDJH is formed, relates to reality and how “ IDOVH�SULRU�
LPDJHV”  may be handled. As perception of place is a highly personal matter, one may question 

whether there is anything like a “ IDOVH� LPDJH” . Images may be distorted, with little relation to 

reality and the detection and correction of any incorrect negative images is fundamental for any 

destination marketing approach. However, there will always be differences between how a 

                                                           
116 These are the sets of destinations a tourist is aware of, and he/ she considers when seeking information 
about alternative holiday sites, respectively. 
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destination views itself and how its visitors see it. Even among visitor groups these differences 

should be detectable. There is no such thing as the “ H[DFW�GHVWLQDWLRQ�LPDJH”  which is objectively 

observable and measurable. The difference between perception and reality has been highlighted 

before and has been studied for a number of products, far less complex than tourist destinations. 

The correspondence between image and reality is, to a certain extent, secondary for image research: 

“ … ZKHWKHU�DQ�LPDJH�LV�D�WUXH�UHSUHVHQWDWLRQ�RI�ZKDW�DQ\�JLYHQ�UHJLRQ�KDV�WR�RIIHU�WKH�WRXULVW�LV�
OHVV� LPSRUWDQW� WKDQ�WKH�PHUH�H[LVWHQFH�RI� WKH� LPDJH�LQ� WKH�PLQG�RI� WKH�SHUVRQ´�(-HQNLQV� 1999). 

Therefore, destination image differences should be accepted as natural. Their identification is a first 

step in attempting to come closer to the “ LGHDO”  destination image of a certain, carefully selected 

tourist group (target market), if this ideal is shared with other relevant destination stakeholders 

(population, tourism supply, regional development agencies). Obviously, this LGHDO cannot be too 

far from the UHDOLVWLFDOO\�DFKLHYDEOH�LPDJH, since the stimulus-object itself determines perception. 

Still, what actually determines destination image are dreams, expectations, wishes, related to the 

holiday and shaped by personal variables and a variety of external sources, confronted with reality. 

Most researchers acknowledge the subjective and dynamic nature of image formation, which has 

RUJDQLF and LQGXFHG elements, and is both determined by the destination (stimulus) and the tourist 

(perceiver) (:RRGVLGH�	�/\VRQVNL��1989, 6WDEOHU, 1990). The so formed image is suggested to 

determine destination choice. Experience on-site is considered most relevant for image validation 

and eventual correction, leading some authors to distinguish between images prior to and after the 

visit (3KHOSV� 1986, *XQQ, 1988a,b, &KRQ� 1990b). Also the distinction between diverse image 

formation agents or sources has been discussed (*DUWQHU� 1993) and models including diverse 

factors of image formation have been suggested ()DNH\H�	�&URPSWRQ� 1991, %DORJOX��1996).  

In this thesis the emphasis is rather on the perceiver than on “ objective”  features of the destination, 

when trying to understand how destination image is formed. Although conceptually most 

interesting, purely RUJDQLF and LQGXFHG�LPDJHV should hardly exist, as images result from a large 

variety of not always controllable or even conscious sources. However complex the models that 

researchers produce to assess destination image formation, they will hardly be complete and might 

differ in the role of specific determinants and inhibitors, when analyzing different tourist markets.  

&KDSWHU��������6SHFLILF�,PDJH�'HWHUPLQDQWV�
Extending the discussion of general image-formation, the following paragraphs will look in further 

detail at specific determinants, which have been identified to influence images of destinations. 

Across fields the importance of image determinants has been stressed (3KHOSV, 1986, *DUWQHU� 
1989, )DNH\�	�&URPSWRQ, 1991, .RWOHU�HW�DO�, 1995, *DUWQHU� 1993, %DORJOX, 1996). As seen 
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before, personal and destination-related factors can be distinguished as major categories of 

determinants of destination image.  

One major factor seems to be “ H[SHULHQFH�ZLWK�WKH�LPDJH�REMHFW” � which is also supported by the 

image-discussion in cognitive psychology, and can be considered a factor of both personal and 

stimulus-based nature. ([SHULHQFH�ZLWK�WKH�GHVWLQDWLRQ�was suggested to lead to more detailed and 

complex images (+XQW, 1975; 3HDUFH� 1982, *DUWQHU�	�+XQW� 1987, 7HOLVPDQ�.RVXWD� 1989). 

Some authors ($KPHG��1996, (GZDUGV�HW�DO���2000, &KDXGKDU\� 2000) found that (repeat) visit 

led to more pronounced convictions about the destination. +X�	�5LWFKLH (1993) stress the role of 

³IDPLOLDULW\” , which should depend upon GLVWDQFH between residence and destination��H[SHULHQFH 

with the destination and NQRZOHGJH about it. :DOPVOH\�	�<RXQJ (1998) defend IDPLOLDULW\ to be 

highest with the place of residence, which is evaluated based on “ RUJDQLF�LPDJH” . 

Several authors found evidence for destination image differences between YLVLWRUV and QRQ�YLVLWRUV 
(-HQNLQV� 1999, &KRQ� 1990b, $KPHG� 19991, 1996, )DNH\�	�&URPSWRQ, 1991, 0LOPDQ�	�
3L]DP��1995). +XQW�(1975), *DUYH\ (1993) and 0LOPDQ�	�3L]DP�(1995) showed that UHSHDW�
YLVLWRUV had a PRUH�IDYRUDEOH�LPDJH of the destination than non-visitors did. This confirms general 

consumer behavior research, which has proved that familiarity�with the product/ brand leads to 

sympathy towards this item (.URHEHU-5LHO��1992: 630, referring to studies undertaken by =DMRQF, 

1968, 1980). 3KHOSV�(1986) reports that visitation of Menorca altered favorably impressions about 

this destination. (GZDUGV�HW�DO� (2000) confirm a positive effect of prior experience on the 

affective and overall image of the Alto Minho region in North Portugal. 0DF.D\�	�)HVHQPDLHU�
(1997) showed that prior experience led to more affective evaluations of visuals, revealing the 

evolution of emotional links. Favorable destination images found with repeat visits are likely to be 

due to positive prior experience (&KRQ� 1990b). This may lead to destination loyalty and an 

accumulation of positive images in a “ SRVLWLYH�YLFLRXV�FLUFOH”  or ³YLUWXRXV�FLUFOH´: 

positive experience 

positive interpretations     positive image 

     repeat visit            decision to repeat visit 

    positive expectations/ predisposition 

)LJ�����9LUWXRXV�FLUFOH�RI�GHVWLQDWLRQ�LPDJH�DQG�OR\DOW\�

3ULRU� H[SHULHQFH may stand for three different influencing factors: augmented NQRZOHGJH� 
increased LQYROYHPHQW and KDELWXDWLRQ�� which may function more or less simultaneously. 

Increased knowledge may result in a more complex, detailed and less stereotypical image, 
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including both positive and negative aspects117. Increased involvement/ loyalty may lead to a more 

positive image, i.e. positive stereotyping. Apart from this, prior experience refers to behavior, 

which was identified as an important element for image prediction, due to VHOI�SHUFHSWLRQ�WKHRU\.  

The role of experience for destination image has also been questioned. Thus, 3KHOSV (1986) found 

that both first-time and repeat visitors to modern Menorca expected to encounter a traditional 

settlement style. She concludes that the “ SXEOLF� LPDJH”  of a destination (projected by destination 

promotion) may sometimes be more persuasive than personal observation. Another explanation 

would be the tendency of “ VHHLQJ�ZKDW�ZH�ZDQW�WR�VHH” 118. <RXQJ�(1999) reveals similar evidence 

for a “ VLJQLILFDQW� RYHUODS� EHWZHHQ� «PHDQLQJV� RI� SODFH� SURGXFHG� E\� WKH� WRXULVW� LQGXVWU\� DQG�
«FRQVXPHG� E\� WRXULVWV�� «VXJJHVWLQJ� WKDW� DFWXDO� H[SHULHQFH� GRHV� QRW� VLJQLILFDQWO\� DIIHFW� SODFH�
PHDQLQJV�´�On the other hand, the type of previous travel experience reflecting preference for 

specific environments determined image differences, which may suggest that “ SV\FKRORJLFDO�
PRWLYDWLRQV�RI�YLVLWRUV�PD\�GLUHFWO\�LQIOXHQFH�KRZ�SODFH�LV�DSSUDLVHG�WR�D�JUHDWHU�H[WHQW�WKDQ�DFWXDO�
H[SHULHQFH�RI�SODFH�´ Actually, prior experience may not be the most relevant factor, but rather the 

motivation- and the involvement-revealing nature of repeated experience. 

Increased knowledge/ familiarity can also result from sources other than experience. Information 

may be sought due to an individual special interest, reflecting involvement, or may impose itself on 

the individual, such as by the fact of geographical or cultural closeness. “ ,QYROYHPHQW�UHIOHFWLQJ 

IDPLOLDULW\´� should result in a positive image, whereas “ VLWXDWLRQ�LPSRVHG� IDPLOLDULW\´ may not 

necessarily have this positive effect. 6FRWW�HW�DO (1978) found that different attribute-perceptions 

discriminate between preferers and non-preferers of a specific destination, according to distance of 

residence. This confirms motivational differences, probably linked to perceptual differences, due to 

proximity. +XQW (1975) showed that GLVWDQFH from the destination decreased respondents’  capacity 

of distinguishing sub-areas within a region. &URPSWRQ� (1979b) showed that the farther away 

respondents resided from Mexico and the fewer prior visits to the destination the more favorable its 

image. He suggests this fact to be related to the negative stereotype of the Mexican border-towns. 

This study shows that proximity-caused familiarity may also lead to negative destination image. 

$KPHG� (1996) found regional differences of destination image, but no clear correlation between 

distance and favorable image. Instead, image differences could be more related to socio-cultural 

differences between regions, with evaluations based on comparisons with the place of residence. In 

any case, proximity should enhance more detailed and clearer pictures (7HOLVPDQ�.RVXWD, 1989), 

but not necessarily result in more positive images.  

                                                           
117 “)LUVW�KDQG� H[SHULHQFH� UHGXFHV� VWHUHRW\SLQJ� DQG� OHDGV� WR� D� FKDQJH� LQ� LPDJH�� VKLIWLQJ� WKH� WUDYHOHU¶V�
LPDJHV� IURP� VLPSOH� EODFN� DQG�ZKLWH� SHUFHSWLRQV� WR�PRUH� TXDOLILHG� SHUFHSWLRQV� RI� WKH� GHVWLQDWLRQ�´ (3RRO� 
1965, as cited by�)DNH\H�	�&URPSWRQ, 1991) 
118 One may view destination image as ³ZLVKIXO�WKLQNLQJ�RI�KROLGD\�PDNHUV´�(3KHOSV� 1986: 174). 
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Confronting this finding with that of positive image correlated with experience-based familiarity, 

one may conclude that knowledge alone is not sufficient for a positive destination image. This 

knowledge must be based on repeated positive personal experience, linked to satisfaction of 

specific needs, resulting in increased involvement and loyalty. However, even repeated visit may 

not guarantee positive image enhancement, as visible in &URPSWRQ’ s study (1979b), especially if 

this repeated visit is not based on increased involvement and genuine liking of the destination.  

Also OHQJWK� RI� VWD\�may stand for experience/ knowledge, as studied by )DNH\H�	�&URPSWRQ�
(1991). They found a typical U-shaped attitude curve, which shows a positive evolution of 

destination image up to a certain point in time from when on habituation and the adoption of a 

more critical perspective take place. This can be one reason for increased “ UHDOLVWLF”  images. 

One must bear in mind that tourists differ in their need for familiarity versus exoticism. This is 

related to the optimal level of arousal, which differs from person to person and along a person’ s 

life-cycle. The relation between positive image and familiarity may thus be PRGHUDWHG�E\�D�WUDYHO�
SHUVRQDOLW\�YDULDEOH, namely the before mentioned “ SV\FKRJUDSKLF�VW\OH”  (see pp.23-24). Also this 

may be a reason for a negative correlation between prior visits and positive image of Mexico in 

Crompton’ s study. This destination may heavily rely on an image of “ exoticism”  as basic 

attraction, which looses its impact after visitation. The assumption of “ psychographic style”  as a 

moderating variable has not yet been considered in destination image studies, but will be tested in 

this thesis. In the context of� GHVWLQDWLRQ� SURPRWLRQ 0DF.D\� 	� )HVHQPDLHU (1997) suggest 

different interpretation of visuals, due to color, landform, texture, sense of openness, land cover 

types, informational and perceptual variables. They refer to evidence showing that IDPLOLDULW\ ZLWK�
ODQGPDUNV diminishes excitement felt in a landscape and that IDPLOLDULW\ ZLWK� QDWXUDO� VFHQHU\ 
enhances a positive feeling. That is, the optimal level of arousal or “ IDPLOLDULW\�YHUVXV�H[RWLFLVP”  

should also depend on the image object and its context. 0DF.D\�(1995) also concludes that “PRUH�
IDPLOLDU�LQGLYLGXDOV�ZRXOG�KROG�GHVWLQDWLRQ�LPDJHV�FORVHU�WR�WKH�KROLVWLF��SV\FKRORJLFDO�DQG�XQLTXH�
HQGV� RI� WKH� (FKWQHU� DQG� 5LWFKLH� ������� LPDJH� GLPHQVLRQ� FRQWLQXD�� &RQYHUVHO\�� LQGLYLGXDOV�
XQIDPLOLDU�ZLWK�D�GHVWLQDWLRQ�ZRXOG�IDOO�FORVHU�WR�WKH�DWWULEXWH��IXQFWLRQDO��DQG�FRPPRQ�HQGV���´�
Considering further the “ VSUHDG�RI� HIIHFW”  hypothesis, 3HDUFH (1982) analyzed whether travel to 

one destination altered the attitude towards other similar destinations and eventually towards the 

home country. Travel indeed resulted in image changes for visitors to Greece, viewing it as more 

adventurous, cheaper, exotic, less crowded, with a generalizing effect visible in relation to Italy. 

Britain, the respondents’  home country, was considered more appealing in terms of food and social 

life after the holiday. Results support hypotheses for image changes and the “ spread-of-effect”  
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hypothesis. There was no general positivity effect visible for all aspects at the destination or at 

home, which shows that both apparently serve as mutual points of reference. 

Reviewing the empirical evidence and theoretical assumptions concerning “ H[SHULHQFH”  and 

“ NQRZOHGJH”  as destination image determinants, “ IDPLOLDULW\”  is suggested to be the main construct, 

which may be ³H[SHULHQFH�EDVHG´ or “ QRW�H[SHULHQFH�EDVHG´ and ³LQYROYHPHQW� UHIOHFWLQJ”  or 

“ LQYROXQWDU\” . Generally, it can be assumed that familiarity with a destination may result in a 

lower degree of stereotyping (although stereotypes seem to be quite persistent socially negotiated 

constructs, see <RXQJ, 1999 and 3KHOSV, 1986). Second, “ LQYROYHPHQW�UHIOHFWLQJ� IDPLOLDULW\”  

should result in positive destination image, especially when experience-based. “ ,QYROXQWDU\�
IDPLOLDULW\”  may result in both positive and negative image, being a positive result generally more 

likely, but particularly when experience-based119. Third, a tourist’ s “ SV\FKRJUDSKLF� VW\OH”  and a 

destination’ s “ SV\FKRJUDSKLF�DSSHDO”  may moderate the impact of familiarity on destination image. 

)$0,/,$5,7<�� experience-based non-experience-based 

Involvement reflecting Most positive image Positive image 

Involuntary  Rather positive image Neutral  

7DEOH����(IIHFW�RI�IDPLOLDULW\�RQ�LPDJH��FRQVLGHULQJ�H[SHULHQFH�DQG�LQYROYHPHQW�

“&RQWH[W´ has been studied as another image-determining factor. +X�	�5LWFKLH�(1993) stress the 

importance of context for decision-making, referring to %HON�(1974), who defines context as “ DOO�
WKRVH� IDFWRUV� SDUWLFXODU� WR� D� WLPH� DQG� SODFH� RI� REVHUYDWLRQ�� GLPHQVLRQV� RI� SK\VLFDO� DQG� VRFLDO�
VXUURXQGLQJV�� WHPSRUDO� DVSHFWV�� WDVN� GHILQLWLRQ� DQG� DQWHFHGHQW� VWDWHV�´ They suggest that 

perception of the attractiveness of a destination varies within�XVDJH�FRQWH[W, which may also be 

defined as “ LQWHQGHG�FRQVXPSWLRQ�VLWXDWLRQ´ (+X�	�5LWFKLH��1993). Correspondingly, 6QHSHQJHU�
	�0LOQHU (1990) refer to�³GLIIHUHQW�EX\HU�DQG�XVHU�UROHV�DQWLFLSDWHG�E\�WKH�LQGLYLGXDO��DV�UHIOHFWHG�
E\� WULS� SXUSRVH´�� Similarly, -DYDOJL� HW� DO� (1992) observed image variation by trip purpose 

(%DORJOX� 1996).�5RVV� (1993) found specific actual and ideal destination images of backpacker 

visitors to North Australia. +X�	�5LWFKLH�(1993) identified different destination images according 

to the purpose of trip being of a UHFUHDWLRQDO�versus HGXFDWLRQDO�nature. These authors refer to 

studies about the air-travel market, which point at different perceptions of business versus pleasure 

travelers. 'DGJRVWDU� 	� ,VRWDOR� (1995) relate OHLVXUH� PRWLYHV� and particular UHFUHDWLRQDO�
SXUVXLWV »9¼�½ � to destination image. 6WDEOHU (1990) suggests that the tourist market might be 

segmented by image differences, based on VHDVRQ��DFWLYLWLHV�VRXJKW or IDFLOLWLHV�RIIHUHG. *DUWQHU 
                                                           
119 Evidence from cognitive psychology suggests that repeated confrontation with a stimulus increases liking 
(.URHEHU�5LHO� 1992). 
120 In this context, they refer to ,VR�$KROD¶V� (1980) leisure-needs classification: 1) relaxation, 2) diversion 
and 3) social participation. 
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(1986) studied the effect of VHDVRQ on destination image, without yielding conclusive results, 

though. The author suggests that “ SRVVLEO\�WHPSRUDO�LQIOXHQFHV�DUH�EHLQJ�PDVNHG�E\�D�VWURQJ�EUDQG�
LPDJH´, but also the research design may not have been the most adequate121.  

The W\SH� RI� H[SHULHQFH (critical incidents) at the destination, combined with the tourist’ s 

PRWLYDWLRQ�and expectations, should also impact on global destination evaluation, as evidenced by 

a series of studies on VDWLVIDFWLRQ. In this context, also activities pursued, form of accommodation 

used, distance traveled, length of stay and other variables are of interest. :HLOHU (1989) analyzed 

the role of contact and interaction with the population at the destination as a determinant factor. He 

points at “«VWXGLHV� LQ� WKH�DUHDV�RI�FURVV�FXOWXUDO�HGXFDWLRQ�DQG�HWKQLF�FRQIOLFW«�ZKLFK��VXJJHVW�
WKUHH�NH\�YDULDEOHV«��IRU��DWWLWXGH�FKDQJH�����SUH�WULS�PRWLYHV�����RSSRUWXQLWLHV�IRU�FRQWDFW�ZLWK�
KRVW�SRSXODWLRQ��DQG���� W\SH�RI� LQWHUDFWLRQ«´��He suggests “ OHQJWK�RI� VWD\”  for operationalizing 

“ contact-opportunity”  and “ W\SH� RI� DFFRPPRGDWLRQ”  for (more or less structured) “ type of 

interaction” . Results were inconclusive, though, but theoretical assumptions seem worth of more 

research initiative in this direction. 

5LFKDUGVRQ�	�&URPSWRQ�(1988) studied the impact of FXOWXUDO�EDFNJURXQG on image, defining 

culture as “ SDWWHUQV� RI� EHKDYLRU� RU� RUJDQL]HG� V\VWHP� RI� NQRZOHGJH� DQG� EHOLHI´�� reflected by a 

specific ”ZD\� RI� VHHLQJ� WKLQJV” , life styles, work and value orientations, leisure and consumer 

behavior�� They identified differences between French and English speaking Canadians in their 

image of Canada versus the USA as tourist destinations. Culturally based differences were more 

significant than those related to income or education. Generally, Canada was viewed favorably by 

Canadian tourists, which may be linked to the before-mentioned “ H[SHULHQFH�EDVHG�� LQYROYHPHQW�
UHIOHFWLQJ�IDPLOLDULW\” . Especially French speaking Canadians preferred Canada to the USA, which 

may be related to their closer cultural proximity, enhancing “ LQYROYHPHQW�UHIOHFWLQJ� IDPLOLDULW\” . 

$KOHPRXG� 	� $UPVWURQJ¶V� (1996) study about (organic) images of Kuwait shows differences 

between Kuwaiti native students and English-speaking foreign residents, which should also be due 

to cultural differences.122 Finally, 0DF.D\�	�)HVHQPDLHU (2000) report interpretation differences 

of promotional destination images due to different cultural origins of respondents.  

Several researchers have studied the role of WRXULVW� LQIRUPDWLRQ� in destination image formation. 

:RRGVLGH�	�/\VRQVNL (1989) consider tourist information particularly determinant for cognitive 

destination image. 'LOOH\� (1986) stresses the significance of international tourist brochures as a 

                                                           
121 The study was undertaken via two surveys in�November 82 and February 83, using a stratified random 
sample of US households, who were requested to evaluate impressiveness of attractions and activities of four 
US states. The assumption was that those answering in November referred to the winter season and those 
answering in February referred to spring/ summer, which seems questionable. 
122 Kuwaiti native students were more impressed with manufactured attractions, whereas English-speaking 
foreign residents were more impressed with cultural attractions. 



CHAPTER 6. DESTINATION IMAGE 

 146 

medium for the formation of images in the context of overseas travel. *XQQ (1988a) and *DUWQHU 
(1993) distinguish different types of tourist information, leading to different stages in destination 

image construction. 3KHOSV (1986) stresses the difference between direct and indirect information 

acquisition, with personal experience having a stronger impact. %DORJOX (1996) analyzes the role of 

“ YDULHW\”  and “ W\SH� RI� LQIRUPDWLRQ� VRXUFHV”  used, which he suggests to impact on cognitive 

destination image in a proposed path-model. The cognitive image should then impact on affective 

image. %DORJOX�	�0F&OHDU\ (1999: 890) point at a further probable direct effect of information 

sources on affective image. 8P�	�&URPSWRQ (1990) distinguish between “ VLJQLILFDWLYH”  (actual 

visitation), “ V\PEROLF”  (ads) and “ VRFLDO�VWLPXOL”  (interpersonal communication), 0LOO�	�0RUULVRQ 

(1992) between “ FRPPHUFLDO”  and “ VRFLDO”  information, 0DQVIHOG (1995) between “ IRUPDO”  

(commercial) and “ LQIRUPDO”  information and *LWHOVRQ�	�&URPSWRQ (1983) between “ LQWHUQDO”  

(experienced) and “ H[WHUQDO”  information. %DORJOX (1996) divides “ W\SH� RI� LQIRUPDWLRQ”  into 

“ professional advice” , “ word-of-mouth” , “ advertisements”  and “ books/ movies/ news” . He showed 

that the larger the variety of information sources used, the more positive the overall image. This 

variety of information used may actually be an indicator of a higher degree of involvement. :RUG�
RI�PRXWK was identified as the most important information source affecting cognitive image. A 

general problem lies in the distinction between information sources, which may actually interact in 

a tourist’ s image formation process. 

Attempting to summarize the diverse approaches on information typologies for destination images, 

one may distinguish the dimensions “ QRQ�FRPPHUFLDO�� FRPPHUFLDO” , “ GLUHFW�LQGLUHFW´ and 

“ SHUVRQDO�� LPSHUVRQDO” , implying different degrees of source credibility, involvement and 

corresponding impacts on image:  

,1)250$7,21�6285&(6� 121�&200(5&,$/� ',5(&7�� 3(5621$/� ,03$&7�
Personal experience X X X Highest 

Reported personal experiences of others 
via interpersonal communication 

X  X High 

Reported personal experiences via media X   Mid-high 

Promotion via interpersonal 
communication 

  X Medium 

Promotion via media    Lowest 

7DEOH����7KH�LPSDFW�RI�W\SHV�RI�LQIRUPDWLRQ�VRXUFHV�
Several authors studied the effect of VRFLR�GHPRJUDSKLFV on image (%DORJOX� 1996, :DOPVOH\�	�
-HQNLQV�� 1993). :DOPVOH\�	� -HQNLQV� (1993) showed that gender and age affect images. Also�
)ULGJHQ (1984) defends that images vary depending on age. In his model of image formation 

%DORJOX (1996) tested in how far age and educational level influenced cognitive and affective 

destination images. Findings were ambiguous, though, with correlation and regression analyses 
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supporting the suggested relationships, but the path model not confirming a direct effect on 

affective image. Further, the role of these variables was found to be destination-dependent.  

Other personal factors identified as determinants of destination image are QHHG�YDOXH� V\VWHPV� 
PRWLYHV, H[SHFWDWLRQV�and SHUVRQDOLW\ (0D\R�	�-DUYLV� 1981). *DUWQHU (1993) and 'DQQ�(1996) 

consider PRWLYHV�RU�EHQHILWV�VRXJKW determinant for affective image. Also *RRGDOO (1990) defends 

that motivations influence perceptions, preferences, expectations and images of tourist destinations. 

:RRGVLGH (1982) and later +X�	�5LWFKLH (1993) used EHQHILWV� VRXJKW for positioning. %DORJOX 

(1996) found only weak support for the hypothesis that socio-psychological motivations influence 

affective destination image, but revealed significant interaction between age and motivation.  

%DORJOX (1996)’ s approach is insofar most interesting, as it attempts to integrate a series of 

determining variables, from both the destination and tourist domain, in a model� of image 

formation, considering further the theoretical assumptions of attitude research. He further validates 

the model, applying it to four different destinations, chosen as concurrent tourist destinations. The 

differences justify doubt about the validity of a general tourist destination choice model and are 

suggested to be due to a differential “ OHYHO�RI�DZDUHQHVV”  of each destination. Thus, determinants of 

image are assumed to vary for destinations in the “ DZDUHQHVV� VHWV”  and “ HYRNHG� VHWV”  (see also 

&URPSWRQ, 1992)123. The path model permits a decomposition of a correlation into simple (direct) 

and compound (indirect) effects. Visitation intention is measured in order to assess predictive 

validity of the model. The model is limited in so far as it is unidirectional and ignores factors, 

which may play a role in image formation (e.g. season, awareness set, different degrees of 

familiarity etc.)� �%DORJOX� 1996). The global model has the following configuration (%DORJOX� 	�
0F&OHDU\� 1999): 

 

�
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                           
123The suggestion of the role of “ DZDUHQHVV”  may not be the only nor most important explanation. Type of 
destination and related tourism-purposes may also be relevant. 

)LJ�����%DORJOX¶V�(1996)�PRGHO�RI�GHVWLQDWLRQ�LPDJH�IRUPDWLRQ�
6RXUFH��%DORJOX�	�0F&OHDU\ (1999): 871 

Variety (amount) of 
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Also congruity judgements are suggested to determine destination image and travel behavior. 6LUJ\�
	�6X�(2000) distinguish between IXQFWLRQDO�FRQJUXLW\��depending upon the tourist’ s perceptions of 

utilitarian destination attributes compared with respective ideal values, similar to the before 

mentioned approaches confronting expectations with perceptions, and VHOI�FRQJUXLW\��They explain 

that “ VHOI�FRQJUXLW\�LQYROYHV�D�SURFHVV�RI�PDWFKLQJ�D�WRXULVW¶V�VHOI�FRQFHSW�WR�D�GHVWLQDWLRQ�YLVLWRU�
LPDJH´� The authors suggest the development of a model integrating apart from functional and 

self-congruity, factors affecting the perception of the “ typical destination visitor”  (inferences are 

proposed for atmospheric cues, service quality, geographic location, price, advertising messages 

and media) and behavioral consequences (preference and patronage). In a series of propositions 

they further specify the dimensions of self-congruity and mediating self-concept motives124 and 

their differential impact on travel behavior, depending on destination, tourist and situation 

characteristics125. Finally, they consider the moderating effect of tourist’ s level of knowledge, prior 

experience, involvement and time pressure, affecting the importance of self-congruity compared 

with functional congruity for the behavioral outcome126 and stress the biasing impact of self-

congruity on functional congruity judgements. 

In the context of rural destination image &KHQ�	�.HUVWHWWHU (1999) studied some of the previously 

discussed determinants. They suggest that image differences are based on SUHYLRXV� H[SHULHQFH��
IDPLOLDULW\��DPRXQW�RI�WLPH�spent at the destination, FXOWXUDO�EDFNJURXQG��JHRJUDSKLF�RULJLQ and�
(motivation-related) H[SHFWDWLRQV��In an exploratory study of images held by international students 

of rural Pennsylvania, they examined image differences based on WUDYHO�EHKDYLRU (prior visit and 

intention to visit destination) and on VRFLR�GHPRJUDSKLFV� The identified image dimensions 

(“ tourism infrastructure” , “ atmosphere” , “ natural amenity” , “ farm life” ) were perceived partially 

differently according to visitation intention. “7KRVH� LQWHQGLQJ� WR� WUDYHO� WR� UXUDO� DUHDV� DUH�
VLJQLILFDQWO\�PRUH�OLNHO\� WKDQ�RWKHUV� WR�SHUFHLYH� WRXULVP�LQIUDVWUXFWXUH�DQG�QDWXUH� LQ� WKHVH�DUHDV�
SRVLWLYHO\��ZKHUHDV�« WKH�DWPRVSKHUH�GLPHQVLRQ�ZDV�SHUFHLYHG�SRVLWLYHO\�E\�DOO«´��The authors 

found that� a SUHYLRXV� YLVLW did not result in more positive images. However, indicators of 

involvement, liking and loyalty are missing. In the presented student sample, prior visit may have 

been of a non-voluntary, family-determined nature, which would undermine the argument of 

involvement-reflecting familiarity. &RXQWU\�RI�RULJLQ was identified as important� though,�which 

                                                           
124 “$FWXDO� VHOI�FRQJUXLW\”  is suggested to be mediated by the “ VHOI�FRQVLVWHQF\� PRWLYH” , “ LGHDO� VHOI�
FRQJUXLW\”  by the “ VHOI�HVWHHP�PRWLYH” , “ VRFLDO�VHOI�FRQJUXLW\”  by the “ VRFLDO�FRQVLVWHQF\�PRWLYH” , and “ LGHDO�
VRFLDO�VHOI�FRQJUXLW\”  by the “ VRFLDO�DSSURYDO�PRWLYH” . 
125 Factors suggested to affect the activation of self-concept dimensions are: destination conspicuousness, age 
and travel party (“ co-touring with significant others” ), influencing mainly “ SXEOLF�VHOI�W\SH�VHOI�FRQJUXLW\” . 
Destination preference is proposed to be influenced by “ HQKDQFHPHQW�W\SH� VHOI�FRQJUXLW\”  (ideal self) and 
destination patronage to be more affected by “ FRQVLVWHQF\�W\SH�VHOI�FRQJUXLW\”  (actual self). 
126 6LUJ\� 	� 6XH (2000) suggest that the less knowledge, experience, involvement and the greater time-
pressure, the more important self-congruity effects.  
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led the authors (1999: 265) to the conclusion that “ YDULRXV�FXOWXUHV�KDYH�GLIIHUHQW�LPDJHV�RI��DQG�
SHUKDSV� GLIIHUHQW� SUHIHUHQFHV� IRU�� UXUDO� WRXULVP� DUHDV´� On the other hand, since country 

differences could be summarized as those between domestic and foreign tourists, also the factor 

“ IDPLOLDULW\´ should be considered as a possible co-determinant of this finding. 

Generally, one may retain that image determinants are related to the destination, the travel context 

and the tourist him/ herself. Some factors, such as prior experience, have received much attention 

in destination image research. It was suggested that familiarity with the destination may be 

considered the underlying dimension of this traveler- and destination-based variable, which may 

further reflect involvement. Another conceptually linked variable is “ SUR[LPLW\�WR�WKH�GHVWLQDWLRQ” , 

which may also produce familiarity. Finally, information acquired may also lead to familiarity and 

reflect involvement. Experience and involvement are suggested as relevant co-determinants of the 

effect of familiarity on destination image. Also context variables, such as season, length of stay, 

type of accommodation and activities engaged in, have been analyzed, sometimes as proxy 

variables for other dimensions (motivation, degree of interaction with population, involvement and 

so on). Motivation is another recurrent and theoretically elaborated theme in destination image 

studies, as well as the analysis of socio-demographics, which are sometimes linked to motivation. 

Worth of notice is %DORJOX¶V (1996) effort to combine a series of determinants in a model of 

cognitive, affective and overall image. Theoretically interesting is 6LUJ\�	�6X¶V (2000) suggestion 

of the role of self-congruity in destination image, as compared to functional congruity. 

&KDSWHU������,PSDFWV�RQ�7RXULVW�%HKDYLRU�
“ ,PDJHV�DUH�RI�SDUDPRXQW� LPSRUWDQFH�EHFDXVH� WKH\� WUDQVSRVH�UHSUHVHQWDWLRQ�RI�DQ�DUHD�LQWR� WKH�
SRWHQWLDO�WRXULVW¶V�PLQG�DQG�JLYH�KLP�RU�KHU�D�SUH�WDVWH�RI�WKH�GHVWLQDWLRQ” �()DNH\H�	�&URPSWRQ, 

1991:10). This is particularly important, “ DV� WKH� GHFLVLRQ�PDNHU�� KDYLQJ� YHU\� OLPLWHG� SHUVRQDO�
H[SHULHQFH�ZLWK� WKH�GHVWLQDWLRQ�� DFWV� XSRQ�KLV� LPDJH�� EHOLHIV�� DQG�SHUFHSWLRQV�RI� WKH�GHVWLQDWLRQ�
UDWKHU� WKDQ�REMHFWLYH� UHDOLW\´� (+XQW, 1975). Similarly, *DUWQHU� (1993) affirms that “ GXH� WR� WKH�
LQDELOLW\�WR�SUHWHVW�WKH�WRXULVP�SURGXFW��WRXULVWLF�LPDJHV�ZLOO�RIWHQ�EH�EDVHG�PRUH�RQ�SHUFHSWLRQV�
WKDQ�RQ�UHDOLW\�´�Also &URPSWRQ�(1979b) stresses the role of image in GHVWLQDWLRQ�VHOHFWLRQ in the 

case of OLPLWHG� SHUVRQDO� H[SHULHQFH127. He suggests the identification of ³UHVSRQGHQWV¶� VDOLHQW�
LPDJH� DWWULEXWHV«�� ZKLFK� DUH� PRVW� OLNHO\� WR� VHUYH� DV� EHKDYLRU� GHWHUPLQDQWV�´� )HVHQPDLHU� 	�
0DF.D\� (1997) stress that destination image is a key factor in SOHDVXUH� WUDYHO decisions. 

Understanding a destination’ s image in the eyes of its market permits marketers to influence 

                                                           
127“ ,PDJH�RI�SODFH�LV�IRUPHG�LQ�WKH�KXPDQ�PLQG�LQ�DEVHQFH�RI�SK\VLFDO�HQYLURQPHQW´�(7XDQ� 1990: 208). This 
is typically the case in destination choice, due to the lack of inspection qualities at the moment of purchase. 



CHAPTER 6. DESTINATION IMAGE 

 150 

decision making of potential tourists (&URPSWRQ� 1979b, :RRGVLGH, 1982, &RXUW� 	� /XSWRQ, 

1997, -HQNLQV� 1999) or to enhance satisfaction of the effective market (&KRQ, 1990a).  

)HVHQPDLHU�	�0DF.D\�(1996) explain that destination decisions may be rather based on V\PEROLF�
HOHPHQWV of a destination as FRQYH\HG� LQ�SLFWXUHV and processed as imagery rather than on their 

actual features. 0D]DQHF (1989) suggests that the YLVXDO�DVSHFWV used in destination promotion are 

VDOLHQW�LQ�WKH�HDUO\�VWDJHV�RI�GHVWLQDWLRQ�HYDOXDWLRQ��when expectations are formed leading to the 

desire for verification. Satisfaction results from a comparison between expectations and 

encountered reality, with imagery intervening as a consumptive experience connecting image and 

satisfaction ()HVHQPDLHU� 	� 0DF.D\�� 1996). These authors stress the role of promotional 

photographs in the orientation of the entire tourism experience, designing “ SKRWRJUDSK\� DV� NH\�
YHKLFOH�IRU�PDQLSXODWLQJ�LPDJHU\�E\�PROGLQJ�ZKDW�DQG�KRZ�WKLQJV�DUH�YLHZHG�´ This has already 

been suggested by 0DF&DQQHOO (1976), referring to the use of “PDUNHUV´ »9¼�¾ � in destination 

marketing: “ WRXULVW�GHVWLQDWLRQV�FRPPRQO\�GUDPDWL]H�WKH�YDOXHV�RI�VHOHFWHG�VLJKWV�VR�WKDW�WKH�WUDYHO�
FRQVXPHU� LV�GLUHFWHG� WR�ZKDW�DWWUDFWLRQV�RXJKW� WR�EH�VHHQ���´� This implies a GLUHFWLRQ�RI� WRXULVW�
PRYHPHQWV� at the destination via markers. 3KHOSV� (1986) confirms the relevance of advertising 

discourse, to which tourists’  stories seem to conform. 

Visual, pictorial images of a destination, represented as imagery in the human mind, are usually 

associated with meanings and feelings, which determine not only aesthetic expectations, but also 

those related to atmosphere and experience likely to encounter. This propensity to associations, 

implicit in visual material, was discussed before and reflects its symbolic and affective richness and 

ambiguity. The whole imagery-creating process can be considered a FRQVXPSWLYH� H[SHULHQFH, 

coming close to YLUWXDO�UHDOLW\, which in the case of destination choice commences with dreaming 

of a blue sky, pure air, fresh water, green valleys, perfumed flowers and so forth129. )HVHQPDLHU�	�
0DF.D\� (1996) speak in this context of the “ DHVWKHWLF� IXQFWLRQ� RI� LPDJHV� DV� YLFDULRXV� IDQWDV\�
H[SHULHQFHV” . Referring to +ROEURRN�	�+LUVFKPDQ� (1982), they explain that “ ...WRXULVP� ���DV�D�
IRUP� RI� KHGRQLF� FRQVXPSWLRQ� FDQ� EH� OLQNHG� WR� LPDJLQDWLYH� FRQVWUXFWLRQV� RI� UHDOLW\� ZKLFK� DUH�
EDVHG�RQ�ZKDW�FRQVXPHUV�GHVLUH�UHDOLW\�WR�EH�´� 
After destination choice, this fertile embellishing process of the destination is likely to become 

more and more vivid, resulting in an ideal vision of a dream, a holiday-maker is keen to come true 

and correspondingly eager to invest in to (5\DQ, 1994, 3KHOSV� 1986). That is why a strong positive 

prior image of a destination does not only contribute to its selection, but also to ongoing favorable 

                                                           
128 ³KLJKO\�UHFRJQL]DEOH�FDUULHUV�RI�GHVLUHG�FRQQRWDWLRQV³�()HVHQPDLHU�	�0DF.D\, 1996) ¿GÀ9Á �0DF,QQLV� 	� 3ULFH (1987) explain that imagery pervades the whole consumption experience: before 
consumption via vicarious consumption, during consumption by adding value, increasing satisfaction, after 
consumption via visual reconstruction, memories. 
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interpretations of and reactions towards signs emitted from the destination, both before, during and 

after travel, which should help making destination expectations “ VHOI� IXOILOOLQJ� SURSKHFLHV” , 

enhancing satisfaction.  

+XQW� (1975) stresses the importance of meanings� conveyed in images as the� ³PDMRU� FDXVH� RI�
GHPDQG´, suggesting that EUDQG�VHOI�LPDJH�FRQJUXLW\ may also determine tourist destination choice 

(see also 6LUJ\�	�6X��2000). Several authors base their reasoning on the assumptions of PHDQV�
HQGV�DQDO\VLV�RU�H[SHFWDQF\�YDOHQFH�WKHRU\�(*RRGULFK� 1978, 6FRWW�HW�DO�, 1978, 0D\R�	�-DUYLV, 
1981, :RRGVLGH�� 1982, *DUWQHU� 1989, &KRQ� 1990a, *DUWQHU� 1993, +X� 	� 5LWFKLH, 1993, 

0DQVIHOG, 1995). The underlying idea is that destination-choice corresponds to the selection of a 

³EHQHILW�SDFNDJH��XQLTXH�WR�WKH�GHVWLQDWLRQ��H[SHFWHG�WR�SURYLGH�WKH�JUHDWHVW�LQWULQVLF�UHZDUG�WR�
WKH� WUDYHOHU´� (*DUWQHU, 1989). This author, making a link to choice set models, explains that 

“ ����LPDJH�LV�DQ�XQGHUO\LQJ�FRQFHSW�ZKLFK�ZKHQ�IRUPHG�FRUUHFWO\�ZLOO� IRUFH�GHVWLQDWLRQ� LQWR���� WKH�
HYRNHG� VHW���´� %DORJOX� 	� %ULQEHUJ� (1997) point at the role of destination image in PHQWDO�
SRVLWLRQLQJ and recognition of differences, when confronted with a set of alternatives130. Evidence 

for the assumption that “ ���WKRVH� GHVWLQDWLRQV�ZLWK� VWURQJ�� SRVLWLYH� LPDJHV� DUH�PRUH� OLNHO\� WR�EH�
FRQVLGHUHG�DQG�FKRVHQ���´�is reported by *RRGULFK�(1978) and�:RRGVLGH�	�/\VLQVNL (1989).  

*RRGDOO�(1990) describes the overall destination selection process, based on “ GHVWLQDWLRQ�VHWV” : 

��� “ LQLWLDOO\�SHUFHLYHG�DQG�DWWDLQDEOH�RSSRUWXQLW\�VHW”  (also called “ DZDUHQHVV�VHW” ) 

��� “ UHDOL]DEOH�RSSRUWXQLW\�VHW” �
��� social and internal constraints lead to the “ FRQVLGHUDWLRQ�VHW” �
��� situational and institutional constraints lead to the “ FKRLFH�VHW” �
��� priority screening of holiday attributes leads to the “ GHFLVLRQ�VHW��HYRNHG�VHW”  implying an 

attitudinal evaluation, based on prior experience, activity preference etc.�
��� trade-off between evaluated holiday attributes leads to final holiday choice�

Each set is composed of destination images, of which the potential tourist is aware and which are 

evaluated subsequently, based upon a series of criteria, resulting in a subjectively best option. 

Also 8P�	�&URPSWRQ�(1990, see also 8P��1993) proposed a cognitive model of pleasure travel 

destination choice, explaining the formation of choice-relevant destination images via external and 

internal inputs, leading from the awareness, over the evoked set to a finally chosen destination. 

&KRQ (1990b) integrates image in the multi-stage buying process (need-recognitionÆ information 

searchÆ evaluation of alternativesÆ choiceÆ post-purchase behavior). He stresses the role of 

initial images, since “PDQ¶V�LPDJH�LV�JHQHUDOO\�YHU\�UHVLVWDQW�WR�FKDQJH” . Recalling the “ FRJQLWLYH�
GLVVRQDQFH”  paradigm, one may suggest that initial image guides all new incoming information. 

                                                           
130 “ ,PDJH� GLIIHUHQWLDWHV� WRXULVW� GHVWLQDWLRQV� IURP� HDFK� RWKHU� DQG� LV� DQ� LQWHJUDO� DQG� LQIOXHQWLDO� SDUW� RI�
WUDYHOHUV¶�GHFLVLRQ�SURFHVV” (%DORJOX�	�%ULQEHUJ, 1997: 11). 
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Also &ODZVRQ�	�.QHWVFK�(1966)’ s WRXULVW�H[SHULHQFH�VWDJH�PRGHO (anticipationÆ travel to siteÆ 

on-site behaviorÆ return travelÆ recollection) lends itself to the integration of destination image. 

In each phase images are crucial for understanding, interpreting and evaluating information and 

experience. 0HUFHU (1971) stresses the importance of the UHFROOHFWLRQ�SKDVH for destination image, 

as it provides “ IHHGEDFN�LQWR�IXWXUH�GHFLVLRQV” . This argument can be linked to the before evidenced 

role of personal experience in image formation, possibly resulting in a YLUWXRXV�FLUFOH and thereby 

in a more behavior-relevant loyalty. Consequently, both the initial and the experience-modified 

image should be crucial for behavior. Experience is generally judged in terms of VDWLVIDFWLRQ, as 

studied by &KRQ (1990a), confronting prior images with experience. He successfully applied 

“(YDOXDWLYH�&RQJUXLW\�7KHRU\”  to destination images. This theory is related to H[SHFWDQF\�YDOHQFH�
WKHRU\, with direction and intensity of behavior being a function of the expectation that certain 

actions will lead to specific, valued goals. In this context, satisfaction is viewed as “ D� SRVW�
WUDQVDFWLRQDO� HPRWLRQDO� UHDFWLRQ� GLUHFWO\� UHODWHG� WR�PRWLYDWLRQ� DQG� SHUIRUPDQFH´� based on the 

comparison between “ SHUIRUPDQFH� H[SHFWDQF\”  and “ SHUIRUPDQFH�RXWFRPH” . Level of congruity 

would depend on: 1) the level of congruity between perceptual and evoked values, 2) the strength 

of perception or belief and 3) the importance of the attribute dimension. The result of congruity 

would be an enhancement of a favorable attitude (image)131. 

0DQVIHOG (1995) refers to the constraints in decision-making, the goal of which is not to maximize 

benefits��³���EXW� UDWKHU� WR�UHDFK�D�FHUWDLQ� OHYHO�RI�H[SHFWDWLRQV���´� He stresses that UDQGRP�DQG�
LUUDWLRQDO� IDFWRUV influence the process, which is made within a given VRFLDO� HQYLURQPHQW��This 

influences the decision-making process in the context of prevailing social values. The author refers 

to the concept of�³YDOXHV�VWUHWFK´� »9Âi¼ distinguishing between three levels of value: 

1. “ SUHIHUHQFHV” : preferred level of values; not actually attainable, future level 

2. “ H[SHFWDWLRQV” : identified and tangible goals 

3. “ WROHUDQFH” : minimum level of value acceptance 

Accordingly, three measurable stretches or gaps between value-levels may be identified: 

1. VDWLVIDFWLRQ�JDLQ: gap between tolerance and expectation 

2. UHFRQFLOLDWLRQ�JDS: between achievable and non-achievable goals (expectation--preference) 

3. YDOXH�VWUHWFK: gap between minimum and maximum goals (tolerance--preference) 

                                                           
131 Positive attitude enhancement is suggested to be greatest in the positive incongruity condition (negative 
prior image - positive performance), followed by the positive congruity condition (positive prior- positive 
final image). Negative image enhancement should result from negative congruity condition (negative prior – 
negative final image) and, especially, negative incongruity condition (prior positive – final negative image). 
However, any holiday trip seems implausible in the case of negative prior image, so that actually only the 
positive congruity and the negative incongruity conditions should be observable. This may be different for 
business travel and other less voluntary trips. 
132 This concept has been discussed in the context of common versus class-differentiated value systems in the 
late 1960s and early 1970s American society with respect to “ VXFFHVV�YDOXHV” . 
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0DQVIHOG suggests the application of the concept “ YDOXH� VWUHWFK”  in tourism, with preferences 

translated into realistic objectives to achieve tourist “ XWLOLWLHV”  in future trips, expectations based 

upon last experience, and the tolerance level requiring that basic needs are met. This discussion 

may be integrated in image research, as also destination images may reflect “ LGHDO� VWDWHV” , are 

further confronted with conscience of “ DWWDLQDEOH� VWDWHV”  and demands of “PLQLPDO� VWDWHV” , 

translatable in diverse degrees of expectation and corresponding satisfaction. Service marketing 

literature refers to similar assumptions about different levels of expectation (%LWQHU�	�=HLWKDPO, 
1998). These are implicit in prior images, shape destination choice and determine satisfaction.  

Not only destination choice and satisfaction are variables affected by images, but also other more 

concrete behavioral variables, such as trip planning timeframe, budgeted travel cost or length of 

trip, as shown by &KHQ�	�+VX�(2000). 'DJRVWDU�	�,VRWDOR�(1992) show a modest positive effect 

of image on time spent by near-home tourists in city destinations. Some studies confirm a positive 

correlation between destination image favorability and the likelihood (6FKURHGHU� 1996), as well as 

the intention to return to the destination (5RVV��1993). 

The above discussion confirms the influential role of destination image in tourist behavior, in terms 

of destination choice, behavior on-site, satisfaction and probability to recommend the destination. 

The relevance of image before travel relates to the specific risks inherent in the product, whereas 

the post-trip image should determine future behavior (eventual return, word-of-mouth). In this 

context, the role of imagery in tourism consumption was stressed. Links to the means-ends-theory, 

the value-stretch model, evaluative congruity theory, choice-set models, multi-stage buyer-behavior 

models and the model of tourist experience stages were traced. 

&KDSWHU������5ROH�RI�'HVWLQDWLRQ�,PDJH�LQ�'HVWLQDWLRQ�0DUNHWLQJ�
+XQW (1975) summarizes the central role of destination image for a destination’ s success as 

follows: “ ,PDJHV�� EHOLHIV�� DQG� SHUFHSWLRQV� ZKLFK� LQGLYLGXDOV� LQ� WKH� PDUNHW� KDYH� DERXW� D�
GHVWLQDWLRQ� PD\� KDYH� DV�PXFK� WR� GR� ZLWK� DQ� DUHD¶V� WRXULVW� GHYHORSPHQW� VXFFHVV� DV� WKH� PRUH�
WDQJLEOH� UHFUHDWLRQ� DQG� WRXULVW� UHVRXUFHV�� DV� WKH� GHFLVLRQ� PDNHU�� KDYLQJ� YHU\� OLPLWHG� SHUVRQDO�
H[SHULHQFH�ZLWK� WKH�GHVWLQDWLRQ��DFWV�XSRQ�KLV� LPDJH��EHOLHIV��DQG�SHUFHSWLRQV�RI� WKH�GHVWLQDWLRQ�
UDWKHU� WKDQ� REMHFWLYH� UHDOLW\.” � That is, the before discussed relevance of destination image in 

tourist behavior naturally implies a corresponding position in destination marketing. 

Confirming this idea, 5LFKDUGVHQ�	�&URPSWRQ (1988) explain that “ ...XQGHUVWDQGLQJ�SHUFHSWLRQV�
RI�WKH�YDFDWLRQ�DWWULEXWHV�KHOG�E\�FXUUHQW�DQG�SRWHQWLDO�WRXULVWV�LV�LQVWUXPHQWDO�WR�HIIHFWLYH�WRXULVP�
PDUNHWLQJ�DQG�GHYHORSPHQW����� �DV��SHUFHSWLRQV�DUH� LQIOXHQWLDO� LQ�GLUHFWLQJ�GHFLVLRQ�PDNLQJ�DQG�
EHKDYLRU�”  Or, as 'DJRVWDU�	� ,VRWDOR (1995) put it: “8QGHUVWDQGLQJ� WKH� FRJQLWLYH� VWUXFWXUH� RI�
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GHVWLQDWLRQ�LPDJH�LV�D�SUHUHTXLVLWH�WR�GHVLJQLQJ�WRXULVP�PDUNHWLQJ�SURJUDPV�DLPHG�DW�HQKDQFLQJ�
WKDW�LPDJH�DQG�LQFUHDVLQJ�WLPH�VSHQW�E\�WRXULVWV�LQ�WKH�GHVWLQDWLRQ�”  

Destination image studies are driven by the conviction that the XQGHUVWDQGLQJ�RI� LPDJH and its 

determinants permits destination marketers to LQIOXHQFH its IRUPDWLRQ and thus indirectly GHFLVLRQ�
PDNLQJ (&URPSWRQ�� 1979b, (PEDFKHU� 	� %XWWOH, 1989), WRXULVW� EHKDYLRU and OHYHOV� RI�
VDWLVIDFWLRQ (&KRQ� 1990a). The role of image in destination marketing is therefore directly related 

to its role in tourist behavior, as destination marketing attempts to influence the latter via image 

manipulation.  

*DUWQHU�(1993) stresses the importance of images as determining a destination’ s inclusion into the 

“ SHUFHLYHG� RSSRUWXQLW\� VHW´� which is evaluated in a way that� ³RQO\� GHVWLQDWLRQV� ZLWK� VWURQJ�
LPDJHV�RQ� VRXJKW�DWWULEXWHV� VXUYLYH��.” . Using 'DQQ¶V� (1977)� terminology, *DUWQHU (1993: 193) 

explains that “ GHVWLQDWLRQ�LPDJHV�FDQ�EH�YLHZHG�DV�«SXOOª�IDFWRUV� 7KHUHIRUH�XQGHUVWDQGLQJ�KRZ�
LPDJHV� DUH� IRUPHG� LV� FULWLFDO� WR� GHYHORSLQJ� WKH� ©SXOOª� SRWHQWLDO� RI� D� GHVWLQDWLRQ�´ This author 

suggests to carefully manage this “ SXOO�SRWHQWLDO”  through an “ LPDJH�PL[´�which is determined by:  

• the available budget 

• the identification and manipulation of the GHFLVLRQ�PDNLQJ�ERG\133 

• the timing: different sources should be useful in different phases of the tourist’ s 
information search process 

• the type of image projected 

• the type of product 

*DUWQHU�	�+XQW (1987)�stress the role of LQGLYLGXDO�DWWUDFWLRQV conferring XQLTXH�LGHQWLW\, which 

are however often neglected, compared to the prevalence of an overall brand image of the locality 

of attraction. They suggest the following LPDJH�GHYHORSPHQW�SURFHVV:  
a) identification of FRPSDUDWLYH�DGYDQWDJHV, such as unique attractions; 

b) study of the LPDJHV held by prospective travelers to judge the DFWXDO�UHODWLYH�SRVLWLRQ;�
c) VKLIW�WKH�LPDJH�FORVHU�WR�UHDOLW\ or  

d) find a JDS�WR�PHHW�XQIXOILOOHG�QHHGV� 
This approach makes clear that the destination-product itself must be central to creating, 

manipulating and projecting an image, so that image and reality are not too far apart. &URPSWRQ�
(1979b)�discusses whether to stress strong attributes or correct weak ones in destination marketing, 

concluding that the decision should depend on their importance to the target market.  

                                                           
133 He suggests that families are most easily influenced by media, higher educated by specific destination 
literature, those over 60 years by friends & family and students by peers. See also .RWOHU� HW� DO� (1999) 
discussing the concept “ GHFLVLRQ�PDNLQJ�XQLW” . 
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%DORJOX�(1996: 4) suggests the implementation of “6WUDWHJLF�,PDJH�0DQDJHPHQW” , also defended 

by .RWOHU�HW� DO� (1993),� as ³GHVWLQDWLRQV� FRPSHWH� RQ�QRWKLQJ�PRUH� WKDQ� WKH� LPDJHV� KHOG� LQ� WKH�
PLQGV�RI�SRWHQWLDO�WUDYHOHUV.”  This would imply an ongoing process of researching a place’ s images 

among its audiences, choosing a target-market, also considering these images and positioning the 

place’ s benefits to support an existing image or create a new one.  

Acknowledging� its relevance for behavior, -HQNLQV� (1999) defends the usefulness of destination 

image as a basis for VHJPHQWDWLRQ. Similarly &RXUW�	�/XSWRQ (1997) suggest segmentation based 

on destination image, destination experience and demographics. *DUYH\� (1993) identified four 

image clusters of potential Wyoming tourists. Those with more positive images also quoted it more 

often as belonging to the “ HYRNHG� VHW”  for an eventual holiday. The author suggests setting 

marketing priorities by first targeting to segments with most positive prior images. Also different 

marketing approaches should highlight aspects viewed most positively by each segment. 

For SRVLWLRQLQJ purposes destination image must be studied and managed, as explained by (FKWQHU�
	�5LWFKLH (1993): “ SRVLWLRQLQJ�LQYROYHV�FUHDWLQJ�WKH�DSSURSULDWH�LPDJH�RI�WKH�SURGXFW�LQ�WKH�PLQGV�
RI� WKH� FRQVXPHU� LQ� WKH� WDUJHW� PDUNHWV� ���WRXULVP� GHVWLQDWLRQV«� DUH� FHUWDLQO\� QRW� DQ� H[FHSWLRQ��
&UHDWLQJ�DQG�PDQDJLQJ�DQ�DSSURSULDWH�GHVWLQDWLRQ�LPDJH�DUH�FULWLFDO�WR�HIIHFWLYH�SRVLWLRQLQJ�DQG�
PDUNHWLQJ� VWUDWHJ\�´� Also &DODQWRQH� HW� DO� (1989)� defend the importance of “ FUHDWLRQ� DQG�
PDQDJHPHQW�RI�D�GLVWLQFWLYH�DQG�DSSHDOLQJ�LPDJH´ in positioning destinations.�Both a destination’ s 

holistic and unique aspects play a significant role in this process: ³KROLVWLF�DQG�XQLTXH�LPDJHV�DUH�
SDUWLFXODUO\� LPSRUWDQW� LQ� GHWHUPLQLQJ� KRZ� D� SDUWLFXODU� GHVWLQDWLRQ� LV� FDWHJRUL]HG� �VWHUHRW\SH�
KROLVWLF� LPSUHVVLRQV�� DQG� GLIIHUHQWLDWHG� �XQLTXH� DWWUDFWLRQV�� DXUDV�� LQ� WKH�PLQGV� RI� WKH� WDUJHWHG�
PDUNHWV�����´�((FKWQHU�	�5LWFKLH, 1993).�
+DDWL�(1986: 32)�defends the need of “ a theory to guide … resource allocations”  in the context of 

“ image building” , suggesting particularly “ a positioning theory anchored in cognitive psychology 

and psychometrics” . This author stresses the usefulness of connecting VHJPHQWDWLRQ� DQG�
SRVLWLRQLQJ in this context. In a study of Finland’ s competitive position she identified relevant 

choice dimensions per segment. She views positioning as an interface between strategic marketing 

management and consumer behavior research, as it “ shares the microeconomic roots of market 

segmentation…  whereby the marketer determines the segment’ s needs in terms of product benefits 

and decides upon an effective competitive strategy to satisfy those needs ... (leading to) 

psychological hierarchization of equivalent objects...” . “ Image comparability”  is a main issue when 

studying the competitive image of those destinations, which form a strategic group by serving the 

same needs. 
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&URPSWRQ��)DNH\H�	�/XH�(1992) address the frame of reference required by positioning, based on 

segmentation, image-analysis and selection of distinctive features to emphasize. The main 

objective would be to achieve a match between the benefits (perceived as) provided with those 

sought by the target market (:RRGVLGH� 1982). “ Since all elements of a marketing program can 

potentially affect position, (it is)...necessary to use positioning strategy as a IRFXV�IRU�GHYHORSLQJ�
WKH�PDUNHWLQJ�SURJUDP...(in a) consistent and supportive (way)”  ($DNHU, 1982). Based on these 

authors, 0RUULVRQ�(1989) suggests the following stages of destination positioning: 

1. identify competitive destinations; 

2. identify tourists’  images of the destination and competition (general and preferred); 

3. identify benefits sought; 

4. select an optimum position. 

Focusing on PDUNHW�JURZWK�WKURXJK�UHSRVLWLRQLQJ, *DUWQHU�	�+XQW�(1987) propose an in-depth 

destination image study. “ ,QIRUPDWLRQ�IURP�WKDW�VWXG\�FDQ�EH�XVHG�WR�UHSRVLWLRQ�WKH�©SURGXFWª�DQG�
UHVXOW� LQ�PRUH�SURGXFW�FRQVXPSWLRQ.”  They stress that “ E\�XQGHUVWDQGLQJ�WKH�UHODWLYH�LPSRUWDQFH�
RI� WKH� FRQWHQW� YDULDEOHV� WKDW� FRQWULEXWH� WR� WKH� FRJQLWLYH� VWUXFWXUH� RI� WKH� WRXULVWV¶� LPDJH� RI� WKH�
GHVWLQDWLRQ�������GHVWLQDWLRQ�PDUNHWHUV��FDQ�GHYHORS�PRUH�HIIHFWLYH�PDUNHWLQJ�SURJUDPV�´  

The “ EHQHILW�PDWFKLQJ´�GHVWLQDWLRQ�PDUNHWLQJ�PRGHO suggested by :RRGVLGH� (1982) considers 

mainly those EHQHILWV that visitors perceive as LPSRUWDQW�DQG�XQLTXH. For positioning purposes, he 

suggests to particularly focus on these images in the minds of the ODUJHVW�VHJPHQW »9ÂTÃ . In a study of 

the tourist market of Nova Scotia, he found that the largest segment lacked the intention to visit the 

area. He claims that management misperceived benefits sought and, worse, focused on marketing 

the product instead of marketing benefits. The result was a “ mismatch” , meaning that what was 

provided, was not sought. The ideal would be a “ supermatch”  (what is sought is provided). At least 

a “ match”  (most of what is sought, is provided) should be aimed at, as the perceived (expected) 

benefit-match constitutes a decisive factor in destination selection. :RRGVLGH (1982) suggests that 

“ SURPRWLQJ�GLIIHUHQW� EHQHILW� SDFNDJHV� WR� DWWUDFW� GLIIHUHQW�PDUNHW� VHJPHQWV�� LV� OHVV� HIIHFWLYH� WKDQ�
PDWFKLQJ�DQ�RIIHU�RI�RQH�VHW�RI�EHQHILWV�WR�WKH�EHQHILWV�VRXJKW�E\�RQH�PDMRU�PDUNHW�VHJPHQW.”  This 

author defends EHQHILW�DQDO\VLV as a basic tool, permitting first VHJPHQWDWLRQ and then a “PDWFK�
DQDO\VLV´,  where  perceptions  are  compared  to  benefits  sought. 135   A  focused,  well- targeted  

                                                           
134 This is discussible, though, as other features of a segment may make it attractive, such as buying power, 
length of stay, loyalty, compatibility with other stakeholders, facility to reach and satisfy segment, etc.  
135 Unfortunately he does not explicitly define “ LPDJH”  in this context. One could consider “ EHQHILWV�VRXJKW” , 
a motivational component of prior or ideal destination image and the “PDWFK”  may be integrated into the final 
or complex image, which should contain an overall evaluation of the destination, based on experience. 
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approach should facilitate marketing and enhance success. A carefully selected, unique position 

should be maintained for some years, enhancing image consistency and stability. 

One element of the marketing-mix, which very much relies on LPDJH, is PDUNHW�FRPPXQLFDWLRQ�or 

SURPRWLRQ. :HDYHU�	�0F&OHDU\ (1984) stress the need to adapt communication to the target-

market. “ 6LQFH�PRVW� DGYHUWLVLQJ� FRQVLVWV� RI� SULQWHG� PDWHULDO� DLPHG� DW� EXLOGLQJ� DQ� LPDJH�� LW� LV�
LPSRUWDQW� IRU� WUDYHO� PDUNHWHUV� WR� WDUJHW� WKHLU� PHVVDJHV� DQG� XVH� LOOXVWUDWLRQV� DQG� SKRWRJUDSKV�
ZKLFK�DUH�FRPSDWLEOH�ZLWK� WKH�YDOXHV�RI� WKH�YDULRXV�SRWHQWLDO� WDUJHW� VHJPHQWV�DQG�HOLFLW�SRVLWLYH�
IHHOLQJV� IURP� WKRVH�VHJPHQWV�´ They found differences in the reaction towards visual ads, due to 

the type of stimulus (models depicted in holiday settings) and personal variables (sex, age). Several 

researchers have undertaken image-studies in this context (&URPSWRQ, 1979b, (PEDFKHU� 	�
%XWWOH� 1989, )DNH\H� 	� &URPSWRQ� 1991), some linking destination image promotion to 

positioning (5HLOO\��1990, 0DF.D\�	�)HVHQPDLHU��1997, .RWOHU�HW�DO���1993). 

According to )DNH\H�	�&URPSWRQ� (1991) “ WKH� SULPDU\� JRDO� LQ� SURPRWLQJ� D� GHVWLQDWLRQ� LV� WR�
SURMHFW� LPDJHV� RI� WKH� GHVWLQDWLRQ� WR� SRWHQWLDO� WRXULVWV�� VR� LW� EHFRPHV� GHVLUDEOH� WR� WKHP�´�
Consequently, tourism promotion has the function to initiate or change purchase behavior through 

information, persuasion or reminding. These authors suggest different types of promotional content 

and images, according to the tourist’ s stage in the image-building process, namely: 

,PDJH�VWDJH� � 7\SH�RI�SURPRWLRQ� � 7RXULVW�7\SH�
organic   ----> informative  ----> non-visitors 

induced   ----> persuasive   ----> first-timers 

complex  ----> reminding   ----> repeaters 

)LJ�����)DNH\H�	�&URPSWRQ¶V (1991) PRGHO�RI�SURPRWLRQ�W\SH�GHSHQGLQJ�RQ�LPDJH�VWDJH�
&URPSWRQ� (1979b) alerts to the problem of XQFRQWUROODEOH� VRXUFHV making image creation and 

change difficult. He suggests that marketing may inform about attributes, people are not aware of, 

as long as these are congruent with other beliefs, and not contradicted by other sources. 

6FKURHGHU�(1996) points at the importance of the ORFDO�SRSXODWLRQ¶V�LPDJH of the destination in so 

far as it may 1) determine local support of tourism development, 2) influence the destination image 

of tourists via information provided. Local support of tourism should directly influence destination 

reality in terms of supply and atmosphere of a destination. Especially KRVSLWDOLW\, a central element 

of destination appeal, as confirmed by numerous studies, should depend on this. Also )HVHQPDLHU�
	�0DF.D\ (1996) point at the need to consider the residents’  view, trying to avoid negative 

consequences of promotional image-creation, as the “ VWHUHRW\SHG�SRUWUD\DO�RI�HWKQLF�SHRSOH�PDNHV�
WKHP�REMHFW�RI�WKH�WRXULVW�JD]H´��They refer to 0DF&DQQHOO�(1976) explaining that “ ...WKH�LPDJHV�
PDQXIDFWXUHG� IRU� WRXULVP�PDUNHWLQJ� WRROV� LQIOXHQFH� KRZ�D� GHVWLQDWLRQ� VHHV� LWVHOI�´ This implies 
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that image-creation, independent of local support, results in a correspondingly changed local 

identity, as also shown by &RKHQ (1993) and 0HHWKDQ�(1996). Considering the consequences, the 

question who defines what as a destination and who has the legitimacy of defining it is crucial 

()HVHQPDLHU�	�0DF.D\��1996) and has not been satisfactorily solved in most cases.   

The role of a shared and locally supported destination image has also been stressed by :RHKOHU�
(1997) when using the term “/HLWELOG”  (“ guiding image” ) in the sense that it should motivate, create 

enthusiasm and dynamism around tourism development, as well as a favorable background for 

tourist-resident interaction. It is in this context, that the role of LQWHUQDO�PDUNHWLQJ in terms of an 

inward-oriented, motivating, involving, cohesion-creating and identity-forming process must be 

emphasized. This approach has been considered most relevant for service businesses, in which the 

consumer has a more direct relationship with the producer (e.g. *URHQURRV, 2000). It may be even 

more important in the tourism context, in which the contact with the host population is a crucial 

factor for a positive evaluation of a holiday experience (e.g. .DVWHQKRO], 1997). 

In this section destination image was stressed as an important tool in destination marketing. It is 

generally used for analytic purposes when trying to identify strong and weak points of a destination 

from the consumer’ s point of view. It may be a concern of marketing strategy, assisting in 

segmentation and, most importantly, positioning. Its knowledge may further help develop the most 

effective marketing mix via LPDJH� HQKDQFLQJ� SURGXFW� GHYHORSPHQW DQG� DSSURSULDWH� PDUNHW�
FRPPXQLFDWLRQ. Finally, destination image may assume increased importance for an integrated and 

societal destination marketing approach, if shared by both tourists and the host population.   

&KDSWHU������0HWKRGRORJLFDO�,VVXHV�LQ�'HVWLQDWLRQ�,PDJH�5HVHDUFK�

The following sections address some methodological issues, considered most relevant for 

destination image research, particularly those related to image assessment and analysis. Actually, 

these topics should be addressed simultaneously when determining research design and are 

obviously related to the epistemological and conceptual research background defined. A researcher 

following the positivist paradigm will be more inclined to use quantitative approaches, whereas a 

FRQVWUXFWLYLVW will mainly use qualitative methods. Nowadays many researchers do not exactly fit in 

one category or the other. Some seem not to reflect on the issue and somewhat “ naturally”  (or 

habitually, due to the main paradigm adopted during their learning experience) follow a specific 

ontological and epistemological position, whereas others seem to be undecided and attempt to 

combine different paradigms. Obviously the discussion is not limited to destination image research, 

but implications of certain positions on methods and techniques chosen must be considered. 
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&KDSWHU��������'HVWLQDWLRQ�,PDJH�$VVHVVPHQW�
Image studies are generally based on the DVVXPSWLRQ� WKDW� GHVWLQDWLRQ� LPDJH� LV� FUHDWHG� E\� WKH�
KXPDQ�PLQG and cannot be objectively captured by any scientific method other than by trying to 

uncover this mental representation. One possible procedure would theoretically be the QHXUR�
SK\VLRORJLFDO�DSSURDFK, attempting to assess image as a type of information stored in memory via 

electronic access to the human brain. These methods are not (yet?) available for destination image 

studies, though. They imply technical difficulties and ethical considerations, as to how far one may 

and should go when trying to obtain information for marketing purposes. This also applies if the 

final goal is positive in so far as it enhances local and/ or regional development136. 

Apart from this approach most related to natural sciences, also in the domain of human sciences 

different approaches are available. Generally, one may distinguish between TXDQWLWDWLYH� and 

TXDOLWDWLYH�methods137 and GLUHFW�versus LQGLUHFW approaches. (FKWQHU�	�5LWFKLH�(1991) call for a 

more specific and complex framework for destination image measurement than that used in product 

marketing. They suggest that methods could be borrowed from disciplines, such as psychology, 

environmental planning, marketing and geography. 

One of the most popular methods is to DVN�VXEMHFWV�GLUHFWO\�DERXW�WKHLU�PHQWDO�LPDJH�VWUXFWXUH. 

Generally, free elicitation and in-depth-interviews are used for obtaining more qualitative data and 

structured surveys for a more quantitative approach, but a strict distinction may be difficult. 

Apart from asking directly, one may also try to indirectly obtain image information using 

SURMHFWLYH� WHFKQLTXHV� Some more simple forms of projections are solicited when asking for 

associations with specific words (destination names) or pictures (destination photos). 1RQ�YHUEDO 
WHFKQLTXHV have been used in destination image studies, especially based on SKRWRJUDSKLF�LPDJHV, 
as these have been suggested to be crucial in imagery-formation, destination-experience and 

memory ()HVHQPDLHU�	�0DF.D\��1996, 0DF.D\�	�)HVHQPDLHU��1997). Photo-associations are 

                                                           
136 However, even if one adopts this utilitarian view, also the final goal may be questioned. There is still no 
consensual definition of GHVLUDEOH� GHYHORSPHQW and whether or not tourism may contribute in all cases to 
such a process has been strongly questioned (e.g. .ULSSHQGRUI, 1987, 7XUQHU�	�$VK, 1975). 
137 5HQp� 'HVFDUWHV� (1596-1650) founded the TXDQWLWDWLYH� UHVHDUFK� ILHOG, proclaiming the importance of 
mathematics and objectivity in the search for truth. Later this view was questioned by ,PPDQXHO� .DQW 
(1724-1804) in his “&ULWLTXH�RI�3XUH�5HDVRQ´ (1781), that may be the fundament of WKH�TXDOLWDWLYH�UHVHDUFK�
VWUHDP� He proposed that human perception is more than the evidence of the senses, and that knowledge is 
“ XOWLPDWHO\� EDVHG� RQ� XQGHUVWDQGLQJ�� DQ� LQWHOOHFWXDO� VWDWH� WKDW� LV� PRUH� WKDQ� MXVW� D� FRQVHTXHQFH� RI�
H[SHULHQFH�´ Qualitative research approaches include subjectivism, idealism and relativism, acknowledge the 
limits of empirical inquiry and the role of the interpreting investigator. .DQW suggested a distinction between 
“ scientific reason”  and “ practical reason” , between theory and decision-making, which may “PHUHO\�GHULYH�
IURP� LQFOLQDWLRQ��SDVVLRQ��RU�GHVLUH´� implying a certain degree of freedom of human action in contrast to 
determinism. Later 'LOWKH\ (1833-1911) distinguished between “ natural”  and “ spiritual/ human/ social 
sciences”  (Geisteswissenschaften), stressing the role of understanding in contrast to explanation, as well as 
the importance of “ lived experience” , still of central concern in qualitative research today (+DPLOWRQ, 1994). 
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generally interpreted via content analysis and may be combined with the repertory-grid technique 

to elicit contrasting dimensions. Non-verbal and projective techniques are generally applied in 

combination with some type of direct “ asking” . &RQWHQW�DQG�VHPLRWLF�DQDO\VLV are applied to travel 

literature, promotional material and personal writing about the tourist experience, which may also 

indirectly reveal images held and/ or projected (e.g.�'LOOH\, 1986,<RXQJ, 1999, (FKWQHU, 1999). 

When using direct and indirect “ asking procedures”  a series of subsequent aspects have to be 

addressed: whom to ask, what to ask, when to ask, where and how to ask. First the “ZKDW�question”  

will be treated, considering the before presented definitions of destination image and corresponding 

ways of operationalizing it. Then the ³ZKRP´ question will be addressed, identifying the relevant 

population, possible sampling and survey administration/ interviewing procedures, which is further 

related to the questions ³ZKHQ´��³ZKHUH´�DQG�³KRZ” . Several studies using diverse approaches 

will show methodological particularities. The discussion does not claim to be exhaustive. It should, 

however, reflect on the appropriateness of diverse methodological approaches, considering specific 

thematic and epistemological contexts, and reveal the limitations implicit in these methods. 

Focusing first on the survey-method, which is most widely used in destination image research, 

some very popular VWUXFWXUHG�LQVWUXPHQWV of image assessment are presented. Generally, LWHP�OLVWV 
reflecting the most relevant attributes or attractions of a destination have been used, together with a 

/LNHUW�VFDOH� IRU�HYDOXDWLRQ (“ YHU\�JRRG�ÅÆ� YHU\�EDG” ) or more neutral SHUFHSWXDO� MXGJHPHQWV 
(“ QRW�SUHVHQW��RIIHUHG�DW�DOO�ÅÆ��YHU\�PXFK�SUHVHQW��RIIHUHG” ). This procedure has been suggested 

to capture the “ cognitive”  image, although the perfect separation of cognition from affect is 

discussible. Some understand that affect is generally present as soon as an evaluation is made. 

Therefore, the second above-mentioned version of perceptual judgements seems more adequate 

when focusing on cognition. The validity of this assessment instrument depends largely on the 

UHOHYDQFH� DQG� FRPSOHWHQHVV� of the attributes included in the list138. Usually the attribute-list is 

developed based on literature review, analysis of guidebooks and promotional material, in-depth 

interviews or focus-group discussions with tourists or agents of the tourism industry. 0DQVIHOG�
(1995) explains that there is a trade-off between increasing validity and decreasing reliability when 

increasing the number of attributes. That is why results of a pre-test with a large range of attributes 

are often subjected to IDFWRU� and &URQEDFK�DOSKD�DQDO\VLV, leading to fine-tuning of the list. 5HLOO\ 

(1990) questions whether a limited number of attributes that may not be the most important to 

respondents might yield a valid image assessment. He suggests the inclusion of LPSRUWDQFH�UDWLQJV 
to validate results and eventually only consider the most important aspects in the “ EHOLHIV�Æ�DIIHFW”   

                                                           
138 -HQNLQV (1999) explains that “ … XQOHVV�FDUH�LV�WDNHQ�FRPSLOLQJ�WKH�OLVW�RI�DWWULEXWHV��VRPH�RU�DOO�RI�WKHVH�
DWWULEXWHV�PD\�EH�WRWDOO\�XQLPSRUWDQW�WR�WKH�LQGLYLGXDO��RU�LPSRUWDQW�DWWULEXWHV�PD\�EH�PLVVLQJ�´ 



CHAPTER 6. DESTINATION IMAGE 

 161 

model. Importance weightings further permit understanding the underlying motivational structure 

of the perceiver as well as benefit-segmentation (e.g. .DVWHQKRO], 1997, HW�DO��1999). Likert scales 

for measuring the cognitive/ belief component of destination image have been used by numerous 

researchers (3HDUFH, 1982, 3KHOSV� 1986, &DODQWRQH� HW� DO, 1989, )DNH\H�	� &URPSWRQ, 1991, 

-DYDOJL�HW�DO�� 1992, (FKWQHU�	�5LWFKLH, 1993, 0LOPDQ�	�3L]DP, 1995). (GZDUGV�HW�DO��(2000) 

also used semantic differential scales for assessing the cognitive component of destination image. 

They used descriptors with opposite meanings for different thematic domains (e.g. countryside: 

“ VPDOO� ILHOGVÅÆ� ZLGH� RSHQ� VSDFHV” , food: “ ULFKÅÆ� SODLQ”  etc.). Although an interesting 

approach, it should require a quite extensive range of semantic differentials to assure completeness. 

The opposites may sometimes be hard to define and also reveal affective qualities.  

The VHPDQWLF�GLIIHUHQWLDO� is usually applied for assessing the affective component of destination 

image (e.g. +XQW, 1975, *RRGULFK, 1977��&URPSWRQ, 1979b, +DDKWL, 1986, *DUWQHU�	�+XQW, 
1986, *DUWQHU� 1987, $KPHG� 1991, :DOPVOH\�	� -HQNLQV, 1992, :DOPVOH\�	�<RXQJ, 1998, 

(GZDUGV�HW�DO., 2000). This instrument has been originally developed by 2VJRRG�HW�DO (1957) to 

measure “ DIIHFWLYH� VSDFH”  which was suggested to reveal three dimensions (evaluation, strength 

and activity). %DORJOX�	�%ULQEHUJ (1997) propose the translation of the suggested main continua 

“ GHJUHH�RI�SOHDVDQWQHVV”  and “ DURXVDO”  into the semantic differentials “ pleasantÅÆunpleasant” , 

“ stimulatingÅÆnot stimulating” , “ excitingÅÆboring” , “ safeÅÆrisky”  and “ relaxedÅÆhectic” . 

/LNHUW�W\SH�VFDOHV focusing on the cognitive component, and the VHPDQWLF�GLIIHUHQWLDO addressing 

the affective dimension, are VWUXFWXUHG� LQVWUXPHQWV� RI� LPDJH� DVVHVVPHQW »9ÂTÄ . Advantages of the 

structured method of image assessment are the ease of subsequent statistical data analysis and 

reliability and validity testing. Statistics may enhance the understanding of the underlying structure 

of a large amount of data, as well as relationships between variables. Finally the use of quantitative 

image data permits the development of models, such as )LVKEHLQ� 	� $M]HQ¶V (1975) and 

5RVHQEHUJ¶V (1956) multi-attribute models or 7URPPVGRUII’ s (1975) “ LGHDO�UHDO� GLIIHUHQWLDO�
PRGHO”  or gap-analysis with data on expectations versus perceptions (%LWQHU�	�=HLWKDPO��1998). �

However, (FKWQHU�	�5LWFKLH�(1991) criticize that Likert scales are attribute-focused and leave no 

opportunity for describing the holistic and unique image elements. Generally, completeness of the 

item or adjective-list is critical but never totally given at the subjective level. That is why 

XQVWUXFWXUHG�PHWKRGV are increasingly defended as most relevant for valid image assessment. They 

permit a free description of impressions, a more holistic approach and the assessment of unique 

features, which may be critical for destination positioning. Both cognitive and affective elements of 

the image may be captured by unstructured methods. The level of detail depends on respondents, 

                                                           
139 In this context, 6FKDUI�(1991) refers to evidence for the appropriateness of five or seven point scales. 
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who may reveal subjectively differing image structures and ways of information processing or 

reproduction. The disadvantage associated with this approach is the increased difficulty of data 

treatment and introduction of researcher-biases through categorization and interpretation. Further, 

the comparability of assessed images is reduced, as are possibilities of using results in multi-variate 

statistics. Considering the pros and cons of both approaches, one may conclude that to “ IXOO\�
FDSWXUH� WKH� FRPSRQHQWV� RI� GHVWLQDWLRQ� LPDJH���� D� FRPELQDWLRQ� RI� VWUXFWXUHG� DQG� XQVWUXFWXUHG�
PHWKRGRORJLHV�PXVW�EH�XVHG”  ((FKWQHU�	�5LWFKLH� 1993). These authors suggest a combination of: 

• a series of open-ended questions that capture holistic image components (functional and 
psychological) as well as distinctive/ unique features or auras; 

• a reliable and valid set of scales to measure attribute-based functional and psychological 
dimensions (see &KXUFKLOO, 1979). 

Using both approaches, (FKWQHU�	�5LWFKLH�(1993) identified stereotypical mental pictures revealed 

by the open-ended questions that reflected functional and psychological dimensions. Responses 

tended to be more descriptive, distinctive and detailed, whereas “ WKH� VFDOH� LWHP� EHFDXVH� RI� LWV�
VWDQGDUGL]HG� IRUPDW�FRXOG�QRW�FDSWXUH�VXFK�VSHFLDO�QXDQFHV�´ Generally comparing results, they 

conclude: “ VWHUHRW\SLFDO�PHQWDO�LPDJHV�WHQGHG�WR�HPEHOOLVK�FHUWDLQ�DVSHFWV�RI�HDFK�GHVWLQDWLRQ�DW�
WKH�H[SHQVH�RI�IDLOLQJ�WR�SURYLGH�LQIRUPDWLRQ�RQ�WKH�SHUFHSWLRQ�RI�RWKHUV��,Q�FRPSDULVRQ��WKH�VFDOHV�
SURYLGHG� D� EURDGHU� EDVH� RI� LPDJH� LQIRUPDWLRQ�� DOEHLW� EDVHG� RQ� PRUH� VWDQGDUGL]HG� DWWULEXWHV�´ 

Considering the role of “ XQLTXH�DVSHFWV”  for positioning, the unstructured approach should not be 

neglected, nor an attempt to capture the “ KROLVWLF”  aura of a destination, eventually using a semantic 

differential. These authors defend that the instrument should assess the following dimensions of the 

“ image-space” : 1) FRPPRQ��XQLTXH, 2) KROLVWLF��DWWULEXWH� 3) IXQFWLRQDO��SV\FKRORJLFDO. Structured 

approaches should reveal the more common functional and psychological characteristics of a 

destination and unstructured rather holistic, functional and psychological, as well as unique aspects. 

In an exploratory study of rural tourism in Portugal, .DVWHQKRO] (1997) found that the open-ended 

question as to what people liked or disliked most in their rural holiday, also led to stereotypical 

responses, focusing on a limited number of dimensions. A simultaneously used item-battery with 

Likert-scales was rated both in terms of general importance and presence of the item at the 

destination. It revealed that some aspects rated highly on importance were not mentioned in the 

open-ended “ liking/ disliking”  questions. This led to the conclusion that some aspects, although 

important for respondents when confronted with an item-battery, would not be freely elicited 

eventually due to their more “K\JLHQLF´� character. Those rated highly and also freely elicited 

should represent “PRWLYDWLRQDO´ factors, using +HU]EHUJ¶V (1979, 1991) terminology. That is, free 

elicitation may refer basically to most relevant aspects, both from a cognitive and affective point of 

view. Likert-type scales may further reveal minimum standards considered necessary for a positive 



CHAPTER 6. DESTINATION IMAGE 

 163 

experience. Also these findings support the advantage of using both structured and unstructured 

approaches140.  

In her review of destination image studies, -HQNLQV (1999) suggests a combination of qualitative 

and quantitative research. She identifies a “ IDLOXUH�RI�PRVW�VWXGLHV�WR�DGGUHVV�WKH�KROLVWLF�GLPHQVLRQ��
D�VWURQJ�SUHIHUHQFH�RI�VWUXFWXUHG�PHWKRGV��IRFXVLQJ�RQ�DWWULEXWHV��DQG��«D�FRQFHQWUDWLRQ�RQ�YHUEDO�
RYHU�YLVXDO�WHFKQLTXHV�´�Qualitative methods would be most adequate in an extensive preliminary, 

exploratory phase and quantitative for more rigorous hypotheses testing. &URPSWRQ� (1979b), for 

example, used FRQWHQW�DQDO\VLV of travel literature, promotional material and interviews to elicit 

constructs, later used in a survey instrument. Others elicit constructs from focus group discussions. 

This approach implies the problem of FRGLQJ� i.e. the need of consistent and valid categorization. �
5HLOO\ (1990) defends IUHH� HOLFLWDWLRQ of image aspects as a most relevant approach to image 

assessment. The author suggests the following wording: “:KDW�WKUHH�ZRUGV�EHVW�GHVFULEH�WKH�VWDWH�
RI����DV�D�GHVWLQDWLRQ�IRU�YDFDWLRQ�RU�SOHDVXUH�WUDYHO"´�or “ ...DV�D�SODFH�IRU����DFWLYLW\�"´�Responses 

are subsequently coded into similar categories. This ZRUG�DVVRFLDWLRQ is used to describe a target 

stimulus in terms of salient attributes, revealing a subject’ s own dimensionalities for constructing 

an image. However, subjects revealed some difficulties in producing well-articulated image 

descriptions. This may show the importance of LPDJHU\ and DIIHFW in destination images, as 

cognitively developed aspects should be easier to reproduce verbally. According to 5HLOO\ the main 

advantages of free elicitation lies in the simplicity of data collection, analysis and detection of 

salient image dimensions. Disadvantages are inherent in the data coding process, subject to 

interpretation bias and in the lack of validity and reliability-assessment. -HQNLQV�(1999) claims that 

main advantages lie in the method’ s potential to describe the target stimulus in terms that are 

salient to the individual, permitting also an evaluation of whether the image is lacking or weak. 

Reaction times and frequencies of particular responses may reveal “ SDUWV� RI� WKH� HDV\�WR�DFFHVV�
VWHUHRW\SLFDO�LPDJH´��which may be most relevant for the initial phases of decision making.  

As an XQVWUXFWXUHG�LQVWUXPHQW .HOO\¶V�UHSHUWRU\�JULG�WHFKQLTXH has been frequently used (3HDUFH� 
1982, (PEDFKHU� 	� %XWWOH, 1989, :DOPVOH\� 	� -HQNLQV, 1993, :DOPVOH\� 	� <RXQJ, 1998, 

&RVKDOO, 2000). This technique is based upon .HOO\¶V� (1955) SHUVRQDO� FRQVWUXFW� WKHRU\, which 

tries to explain how people view the world. The theory’ s basic assumption is that “ LQGLYLGXDOV��LQ�
LQWHUDFWLQJ�ZLWK�SHRSOH�DQG�SODFHV�DURXQG� WKHP��JHQHUDWH� H[SHFWDWLRQV�DERXW�ZKDW� WKRVH�SHRSOH�
                                                           
140 Although not concluded by the author, 5RVV’  (1993) study of images of northern Australia among 
backpackers may lead to a similar distinction of Herzberg’ s factors. Thus, although rated as most important, 
tourist information and suitable accommodation were not positively related to overall image, intention to 
return or recommend the destination. However, low ratings on these attributes led to lower enjoyment of trip, 
which may reveal their “ hygienic nature” . On the other hand, friendliness of locals was both rated as most 
important and positively correlated to image and behavioral intention, as typical for a “ motivational”  factor. 
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DQG�SODFHV�DUH�OLNH����”  (:DOPVOH\�	�-HQNLQV��1993). In repertory grids, REMHFWV (here: places) are 

referred to as “ JULG�HOHPHQWV´ and evaluated in terms of “ FRQVWUXFWV´, generated by the respondent. 

The method helps categorizing and differentiating stimuli, corresponding to criteria established by 

the questioned subjects in a proactive way, thereby revealing a “ SULYDWH�XQLYHUVH”  (:DOPVOH\�	�
-HQNLQV�� 1993). &RVKDOO� (2000) points at the possibility of deriving meaningful construct 

subsystems via factor or match analysis. Although developed for the individual, common 

constructs do exist, which justifies their use in an aggregated manner.  

In social sciences the grid is most frequently applied using the “ WULDGLF�PHWKRG”  (:DOPVOH\�	�
<RXQJ��1998, &RVKDOO, 2000). Objects are first grouped in sets of three elements. Then the subject 

is asked, how similar or different two elements are perceived in relation to the third, and why so. 

Thereby FRQVWUXFWV (quality-evaluations), attributed to the HOHPHQWV (objects of evaluation) of the 

grid, are elicited that may be considered “ GLVWLQFWLRQV� SHRSOH� PDNH«�ZLWK�� �� SROHV´� (3HDUFH� 
1982). This is useful for the elicitation of semantic differential scales141� :DOPVOH\�	� -HQNLQV�
(1993) referring to studies on appraisive images in geography, state that it is ³QRW�FOHDU�KRZ�SODFHV�
DUH�FRPSDUHG�WR�HDFK�RWKHU.”  They claim that “ QRQ�WUDQVLWLYH�SUHIHUHQFH�VWUXFWXUHV”  existing in a 

complex, multidimensional space “ ...FDQQRW� EH� DVVHVVHG� LQ� D� UHGXFWLRQLVW� PDQQHU� WKDW� VHHNV� WR�
FRPSDUH� SODFHV� DFFRUGLQJ� WR� VRPH� SUHGHWHUPLQHG� FULWHULRQ�´� That is why they give more 

credibility to .HOO\¶V�(1955) personal construct theory. -HQNLQV�(1999) refers to properties, which 

define the relation between constructs and the cognitive structure they are supposed to reveal. For 

example, REMHFW� FRPSOH[LW\ can be identified by the number of constructs elicited, DWWULEXWH�
FHQWUDOLW\ is based on the frequency of its use, REMHFW�YDOHQFH depends on the affective quality of 

most central constructs and�DWWULEXWH�HYDOXDWLRQ reveals the attitude towards an attribute. -HQNLQV�
(1999) explains that “ aQDO\VLV�RI� FRQVWUXFWV� FDQ�\LHOG� LQIRUPDWLRQ�DERXW�ERWK� WKH� LPDJH�DQG� WKH�
SHRSOH�EHLQJ�LQWHUYLHZHG�´�:HLOHU (1989) addresses the problem of language-bias in cross-cultural 

studies, affecting particularly the repertory-grid and other more qualitative approaches.  

/HINRII�+DJLXV�	�0DVRQ (1993) contest, whether the FRQVWUXFWV�HOLFLWHG�IRU�FRPSDULVRQ, based 

on perceptions of similarity, are the VDPH�DV�WKRVH�XVHG�IRU�SUHIHUHQFH�MXGJPHQWV, which include a 

motivational element. Since images have been defined as including both perception and motivation, 

this method of construct elicitation may have its limitations. Generally, the imposition of constructs 

for image assessment is discussible. But even if the repertory-grid is used for eliciting constructs, 

which are subsequently used in a standard questionnaire, the question about imposition of structure 

partly remains. However, using only repertory-grid analysis on a large scale would be too time-

                                                                                                                                                                                
 
141 On the other hand, &RVKDOO (2000) defends that “ FRQVWUXFW�DQG�FRQWUDVW�DUH�QRW�QHFHVVDULO\�JUDPPDWLFDO�
�VHPDQWLF��RSSRVLWHV«�DV��LQGLYLGXDOV�GR�QRW�QHFHVVDULO\�FRQVWUXH�WKH�HQYLURQPHQW�E\�PHDQV�RI�RSSRVLWHV�´�
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consuming and make aggregations and comparisons difficult. That is why the FRPELQHG�XVH�RI�WKLV�
WHFKQLTXH�LQ�DQ�H[SORUDWRU\�SKDVH, with its UHVXOWV used for a VWUXFWXUHG��ODUJH�VFDOH�VXUYH\ seems 

a reasonable compromise (see 3HDUFH� 1982, :DOPVOH\�	�-HQNLQV� 1993). 

-HQNLQV (1999)� stresses that destination image research based on YLVXDO� LQIRUPDWLRQ has been 

relatively neglected in the past. This author refers to 3HDUFH� 	� %ODFN, (1996: 419-420), who 

explain the preference given to verbal data:³���(WRXULVP� UHVHDUFKHUV�KDYH�� \HW� WR� LQFRUSRUDWH� WKH�
YLVXDO� GRPDLQ� LQWR� WKH� PHWKRGRORJLFDO� DUPRU\� RI� WKHLU� RZQ� UHVHDUFK� SUDFWLFHV«� RXU� RZQ�
IDPLOLDULW\�ZLWK�WH[WV�DQG�ZRUGV�SUHGLVSRVHV�XV�WR�XVH�WKHVH�IRUPV�RI�SUHVHQWDWLRQ�LQ�RXU�VWXGLHV��D�
SUDFWLFH� WKDW� PD\�ZHOO� EH� RXW� RI� VWHS� ZLWK� WKH� H[SHULHQFHV� RI� DQ� LQFUHDVLQJ� QXPEHU� RI� YLVLWRUV�
ZKRVH� ZRUOG� LV� LQFUHDVLQJO\� GRPLQDWHG� E\� YLVXDO� LPDJHV«UHVHDUFKHUV� QHHG� WR� WKLQN� FUHDWLYHO\�
DERXW�XVLQJ�PDSV�DQG�SKRWRJUDSKV� WR�DLG� YLVLWRU� UHFDOO�DQG�JHQHUDWH� ULFKHU� GDWD�´ The before-

mentioned importance of imagery in destination-image formation and of visual images in 

promotion sustains this view. In a meta-analysis 6WDPSV (1990, cited by -HQNLQV, 1999) reports a 

correlation of 0.86 between preference expressed in situ and confronted with photographs, which 

justifies their use for studying reactions to a specific environment. The interpretation of data as 

complex as visual images, their comparability, categorization, and meaningful analysis remains 

problematic, though. New methods are needed which may borrow from environmental psychology, 

neuro-psychology, or even the field of artificial intelligence. The complexity of the destination-

product does not make things easier. A combined methodological approach should yield optimal 

results with the findings from diverse techniques permitting a better overall interpretation of 

results. To quote an example, %RWWHULOO�	�&URPSWRQ (1996) had tourists use personal photos to 

explain differences in the context of a repertory-grid analysis. 0DF.D\�	� )HVHQPDLHU� (1997) 

assessed the image of a Canadian Heritage Park using a multi-method qualitative and quantitative 

approach. Visual stimuli were selected based on their capacity of clearly representing specific 

“ DWWULEXWH�VFHQDULRV” . A survey related the previously elicited and literature-based constructs to the 

selected photos. These authors later (0DF.D\�	�)HVHQPDLHU��2000) stress the need of considering 

cultural differences in visual image interpretation.  

When considering “ZKDW”  to ask, one must also address the question, ZKLFK�REMHFWV�WR�LQFOXGH�into 

analysis. The complexity of the image construct has been discussed before and leads to particular 

difficulties in construing valid instruments for its assessment (:HLOHU�� 1989).� For SRVLWLRQLQJ�
purposes WKH� LQFOXVLRQ�RI�PRUH�GHVWLQDWLRQV in the study is needed. 6FRWW�HW�DO��(1978)�stress the 

importance of including other brands when studying a specific brand image, since individuals do 

not form attitudes toward a brand in a vacuum. These brands should correspond to the ³VDOLHQW�
EUDQG� VHW´� or the “ HYRNHG� VHW´. According to :RRGVLGH� 	� 6KHUUHOO� (1977) this set generally 

contains no more than three destinations. The knowledge, familiarity with and popularity of 
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destinations with the targeted survey-population are usually main criteria for their inclusion in a 

research instrument. The choice may also be left to the respondent. There is always a trade-off 

between the need for complete data on a large range of destinations, and the concern with validity 

of results. If the evaluation of destinations was undertaken under realistic conditions of decision-

making, only those destinations with the highest probability of inclusion in the evoked set should 

enter comparison. Accordingly, (PEDFKHU� 	� %XWWOH� (1989) permitted individual selection of 

destinations for their study of Austria’ s competitive image, based on prior experience. Others use 

popular, well-known destinations, based on the assumption that respondents have at least some 

image of these (e.g. :DOPVHO\�	�<RXQJ��1998,�+DDWL��1986). The advantage of this approach is 

the understanding of the general image of a destination, not only among those most interested in it. 

The question ZKRP�WR�DVN in order to assess destination image is related to the issue of population 

and sampling. From a marketing point of view, generally actual or potential tourists are 

interviewed. Some authors defend to survey supply-side agents, such as the local population 

(6FKURHGHU� 1996, :RHKOHU� 1997) or agents of the travel industry ((PEDFKHU�	�%XWWOH, 1989). 

Others understand that DOO�VWDNHKROGHUV create the so-called destination image (.DVWHQKRO]� 2000b). 

The type of approach (qualitative - quantitative) used and the main aim of research (exploration or 

hypothesis testing with a claim of generalization) also influences sample size. 

The issue whom to ask is closely related with the questions KRZ��ZKHUH�DQG�ZKHQ�WR�DVN. When 

surveying tourists, the population is often not well known beforehand, making area and time cluster 

sampling a reasonable approach. +DDWL (1986), for example, selected three areas considered 

representative of the total area frame for sampling Finland tourists. Interviews were conducted each 

summer month (peak season) at all accommodation units regarded as tourist concentration points. 

Sampling becomes more complex, if the intention is not just a single measurement, but the analysis 

of change over time. :HLOHU�(1989) addresses this issue, analyzing students’  image-change of the 

place where they took a summer course using a classroom survey at the beginning and the end of 

this course. Obviously, this form of administration yields a particular high response rate, although 

results should be limited to this particular type of tourism and population. 

In summary, several methods of image assessment were identified, related to different scientific 

paradigms, being of a more direct or indirect nature, using verbal or non-verbal, structured or 

unstructured research instruments and addressing different publics in different ways. The 

complexity of the image construct justifies the use of diverse approaches, although their results 

may sometimes be only approximately comparable. 
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&KDSWHU��������'HVWLQDWLRQ�,PDJH�$QDO\VLV�
Depending on the approach being qualitative or quantitative, unstructured or structured, different 

analytical tools are available. The first approach is typically linked to content analysis and 

interpretation, although quantification is often introduced after categorization of answers, 

permitting some limited use of statistics. Quantitative approaches lend themselves obviously more 

to statistical analysis of different degrees of complexity, particularly in the context of formal 

hypotheses testing. This approach is limited by the fundamental question, whether and in how far 

GHVWLQDWLRQ�LPDJH is a quantifiable construct in the first place. The possibility of applying diverse 

techniques is further limited by the assumptions imposed for their use. Thus, frequently normality 

of distribution or homogeneity of variance of variables is required. This would actually put many 

applications in question, as these conditions are rarely found within scale-data related to subjective 

perceptions and evaluations. Fortunately, assumptions may sometimes be violated without affecting 

the validity of conclusions. However, results must be confronted with requirements of face validity. 

Additionally, different methods may be combined whose convergence may provide support for 

individual results, as well as similar results found by other researchers. In the following, several 

analytical tools will be briefly presented, as found in destination image studies. Their usefulness for 

this research field will be discussed, without deepening the epistemological, mathematical and 

statistical assumptions of each method.   

As a qualitative analytical tool, FRQWHQW� DQDO\VLV has often been applied to WUDYHO� OLWHUDWXUH and 

SURPRWLRQDO� PDWHULDO, as well as WR� IRFXV�JURXS� GLVFXVVLRQV� RU� LQWHUYLHZV (&URPSWRQ� 1979b, 

'DJRVWDU�	�,VRWDOR� 1995). The main approach has been one of finding major themes or most used 

categories via “ pre-statistical”  analysis. Thus, the researcher may identify major and secondary 

issues, based on the frequency of referral to certain aspects, as well as on the extension and depth 

of their treatment in written and pictorial documents. Also IUHHO\�� YLD� SKRWR�DVVRFLDWLRQ� RU�
UHSHUWRU\�JULG� WHFKQLTXH� HOLFLWHG� FRQVWUXFWV are subject to content analysis using categorization 

and frequently combined with some descriptive statistics (mainly frequencies) to assess the 

importance of categories (5HLOO\� 1990, (PEDFKHU�	�%XWWOH��1989, :DOPVOH\�	�-HQNLQV��1993, 

'DQQ� 1996, 0DF.D\�	�)HVHQPDLHU��1997). Apart from themes, also the type of wording used is 

relevant. 'DQQ�(1996), for example, revealed cognitive evaluation via mental comparison, affective 

appraisal via “ YRFDEXODU\�RI�PRWLYH”  and the conative element via imagery elicitation, in a content-

analysis of tourists’  projected images and responses to pictorial stimuli. -HQNLQV (1999) suggests 

increased transparency in content analysis through teamwork, constant comparisons, revisions and 

reliability tests (e.g��6FRWW¶V�SL, 1955) to measure FRGLQJ�UHOLDELOLW\ between individual coders. 
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)HVHQPDLHU�	�0DF.D\�(1996) suggest ³LPDJH�GHFRQVWUXFWLRQ´��defined as a ´SRVW�VWUXFWXUDOLVW�
LQWHUSUHWLYH�PHWKRG� WR�TXHVWLRQ�FRPPRQO\�KHOG� WUXWKV´. They focus on the institutional power in 

image construction and control and point at several critical factors to consider when deconstructing 

destination image142. The authors defend that effects of projected stereotypes must be analyzed for 

both tourists and residents in order to understand the deeper meaning of destination image, the 

social, cultural and political forces that determine it and its role for the individual and society. 

Simple GHVFULSWLYH� VWDWLVWLFV are also used in the context of both qualitative and quantitative 

research (e.g. &KRL� HW� DO, 1999). )UHTXHQFLHV�� SHUFHQWDJHV��PHDQV and VWDQGDUG� GHYLDWLRQV are 

most useful for an initial understanding of the phenomenon under study, namely the description of 

most important image attributes. Also an DQDO\VLV�RI�GLVWULEXWLRQV, their proximity to normality, 

homogeneity of variance, existence of outliers, may be most interesting at this stage. If more 

complex uni-variate and multi-variate statistical procedures are aimed at, this GDWD�H[SORULQJ phase 

is considered crucial for achieving a sensitivity towards the data, eventually “ cleaning”  the data 

base from distorting outliers, and as a basis for testing assumptions. 

&RPSDULVRQV�EHWZHHQ�JURXSV can be simply undertaken via FURVV�WDEXODWLRQV, which may indicate 

the expected number of cases per cell. These tabulations combined with a FKL�VTXDUH� WHVW� reveal 

meaningful differences between groups, if there is a “ minimum expected count”  of five cases per 

cell143. As a non-parametric statistic, it is particularly appropriate for nominal image data, such as 

categories of associations. For ordinal, interval-like image data, such as that obtained from Likert 

and Semantic Differential scales, “ nearly metric data”  is frequently assumed, so that means may be 

compared and parametric statistics used. 

This comparison is generally made using W�WHVWV for comparisons between two groups or $129$ 

(Analysis of Variance) for more groups. The latter can be further extended to consider the 

simultaneous effect of multiple dependent variables via 0$129$. For ordinal data the 0DQQ�
:KLWQH\� 8� (for two groups) or the .UXVNDO�:DOOLV test (for more groups) may be preferred. 

Groups can be created so as to analyze the effect of a particular variable on image. For example, 

                                                           
142 1) authoritative voice: “ LPDJH«�LV�SDUWLDO�DV�ZHOO�DV�SOXUDO�LQ�PHDQLQJ�DQG�LGHRORJ\���FRQYH\LQJ�D�FXOWXUH��
D�VLPSOLILHG�LPSUHVVLRQ�RI�D�SODFH�ZLWK�FXHV�WR�WULJJHU�LQIHUHQFHV” . The issue is who defines this meaning.�
2) recontextualization: “ YLHZHUV�RI�SKRWRJUDSKV�DUH�DOVR�LQYROYHG�LQ�FRQFHLYLQJ�PHDQLQJ�����PDUNHUV�DUH�XVHG�
WR�GLUHFW�YLVLWRUV¶�DWWHQWLRQ�DQG�³VDFUDOL]H´�VSHFLILF�DVSHFWV�RI�WKH�GHVWLQDWLRQ.”    
3) authenticity: does the destination “ truly”  represent something “ original”  or rather a�³VWDJHG�DXWKHQWLFLW\´"�
³IRU� WRXULVP� SURIHVVLRQDOV� DXWKHQWLFLW\� LV� SKLORVRSKLFDO� DQG� D� JLYHQ�� IRU� WRXULVWV� LW� LV� VRFLDO� DQG�
QHJRWLDEOH����DQG�PD\�EH�FRQVLGHUHG�³HPHUJHQW´��LQ�VR�IDU�DV�D�FRPPRGLILHG�WRXULVW�LPDJH�FRXOG�HYROYH�WR�DQ�
³DXWKHQWLF´� WRXULVW� LPDJH��7KLV�«�VKRXOG� IXUWKHU�GHSHQG�RQ� WKH� W\SH�RI� WRXULVW�� XVLQJ� GLIIHULQJ� GHJUHHV�RI�
ULJRU�LQ�HVWDEOLVKLQJ�FULWHULD�IRU�DXWKHQWLFLW\�´�
���FUHDWHG�PHDQLQJ��³LPDJH�EHFRPHV�DQ�DUWLILFLDOO\�FUHDWHG�GLIIHUHQWLDWLRQ�DV�SURGXFW�DWWULEXWH�EHOLHIV�DUH�
IRUPHG�DQG�LQIOXHQFHG���´��The emphasis is on image-development and projection in a marketing perspective. 
143 “ 7KH� FKL�VTXDUH� WHVW� RI� LQGHSHQGHQFH� LV� YDOLG� RQO\ LI� WKH� VDPSOH� VL]H� LV� ODUJH�HQRXJK� WR� JXDUDQWHH� WKH�
VLPLODULW\�EHWZHHQ�WKH�WKHRUHWLFDOO\�FRUUHFW�«DQG�WKH�;��VDPSOLQJ�GLVWULEXWLRQ´ ($DNHU�HW�DO, 1998). 
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groups of first-time, repeat and non-visitors may be compared, showing the effect of experience 

with the destination. Also socio-demographic variables lend themselves for the formation of 

groups, such as age-range, educational level, level of income, nationality. These techniques are 

frequently applied within the destination image literature144. 

Apart from comparisons between groups, the FRUUHODWLRQ�between two variables may be of interest, 

e.g. the correlation between image attributes and dimensions. The 3HDUVRQ� SURGXFW�PRPHQW�
FRUUHODWLRQ� FRHIILFLHQW measures this association, independent of sample size and units of 

measurement ($DNHU�HW�DO���1998). Further, correlation analysis may be the first step in attempting 

to model relationships between image and other variables, as shown by %DORJOX (1996). Thus, 

several authors have identified a positive correlation between destination image and preference/ 

visitation intention (+XQW� 1975, *RRGULFK, 1978, 6FRWW�HW�DO�� 1978, 5RVV, 1993, %DORJOX� 1996). 

)DFWRU�DQDO\VLV is frequently used to reveal the underlying structure of a large amount of image 

data. This is particularly useful, since destination image is an extremely complex construct and its 

operationalization may lead to extensive attribute lists. The larger the lists, the higher the reliability 

of item-dimensions as measured by &URQEDFK�DOSKD, but the more reluctant respondents will be to 

answer, and the less valid results may be. That is why factor analysis is often used in an exploratory 

phase, after elicitation of the most complete and domain-representative item list possible. Examples 

are &URPSWRQ (1979b), )DNH\H�	�&URPSWRQ�(1991), (FKWQHU�	�5LWFKLH (1993)��%DORJOX (1996), 

.DVWHQKRO]� (1997, HW� DO� 1999) and &KHQ�	�.HUVWHWWHU (1999), who used factor-analysis in an 

exploratory phase to refine item-batteries for a larger-scale survey. Resulting factor-scores per 

respondent may be subsequently used for comparisons ()DNH\H�	�&URPSWRQ��1991) or as input 

for cluster analysis (.DVWHQKRO]�� 1997). Factor-analysis is most useful in producing valid and 

reliable research instruments, understanding image-structure and enhancing subsequent analysis, 

based on factor scores or means instead of numerous single items, which facilitates interpretation. 

&OXVWHU� DQDO\VLV serves primarily to group objects with the goal of maximizing between-group 

heterogeneity and within-group homogeneity. This procedure is very popular for market 

segmentation. In image research it can be applied to group respondents according to their image of 

the destination, yielding GHVWLQDWLRQ� LPDJH� VHJPHQWV (e.g. *DUYH\, 1993), i.e. groups of similar 

perceptions and attitudes that might justify distinct marketing approaches (%HDQH�	�(QQLV� 1987). 

The motivational component of image (“ EHQHILWV�VRXJKW” ) which is often reflected by importance 

                                                           
144 e.g. (GZDUGV�HW�DO (2000) compared image differences between first-time and repeat-visitors, based on a 
t-test; )DNH\H� 	� &URPSWRQ (1991) used ANOVA for comparing first-time, repeat and non-visitors, 
.DVWHQKRO] (1997) applied Kruskal Wallis tests to study image-differences between benefit-segments; <DQJ 
(1995) used MANOVA and MANCOVA to test differences between groups of visitor-status and socio-
demographic groups, controlling for “ culture shock” ; &KHQ�	�.HUVWHWWHU�(1999) applied MANOVA when 
comparing between those likely to visit rural Pennsylvania and those not.  
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ratings has sometimes been used as a segmentation basis (.DVWHQKRO], 1997). *RRGULFK (1978) 

used a similar benefit-segmentation to test the validity of Fishbein’ s model, both for the whole 

sample and for specific benefit-segments. 3HDUFH�(1982) used cluster-analysis in the context of the 

repertory-grid technique in order to identify similarly perceived destinations. �

Especially for positioning studies, a map representing graphically the position of competitive 

destinations in the target-client’ s “ perceptual space” , is most useful. For this purpose, SHUFHSWXDO�
PDSV�have been developed, using a variety of techniques. The easiest way of representing image 

data on a series of destinations, based on mean importance and performance ratings of destination 

attributes, is via importance-performance analysis (e.g. &URPSWRQ�	�'XUD\� 1985, 2SSHUPDQQ� 
1996). More sophisticated methods use multivariate statistics. When data consists of attribute 

ratings of diverse destinations, factor analysis, discriminant analysis145, correspondence analysis146 

and Multidimensional Scaling (MDS) can be used. As input data for MDS similarity, preference 

ratings or composite attribute-indicators may be used. Some claim overall similarity- and 

preference-ratings are more valid measures than combined-attribute results, as people tend to 

evaluate and perceive brands holistically rather than piecemeal. Eventually, a combined approach 

may yield best results, i.e. holistic image assessment plus elicitation of judgement criteria to 

facilitate identification of dimensions.  

In the tourism field *RRGULFK (1977) was one of the first to use MDS for destination comparison, 

collecting similarity data on nine regions, eliciting further criteria for comparison. +DDWL� (1986) 

applied MDS based on the ratings of ten selected attributes. A joint space analysis was undertaken, 

based on an indirect measure of dissimilarity between pairs of countries. Preference rankings of 

countries were integrated in 3UHIPDS� which revealed apart from each country’ s position, attribute 

vectors and segments of respondents. *DUWQHU� (1989) used MDS based on attribute ratings 

(“ EHQHILW�EXQGOHV” ) of selected recreation activities and attractions within four states. The means 

for each variable per state were used as an input-matrix for $/6&$/, which revealed the closeness 

between states in a map. &DODQWRQH� HW� DO�� (1989) used correspondence analysis, resulting in a 

portrayal of sets of data points in a joint space with axes corresponding to principal components. 

5HLOO\�(1990) points at some disadvantages of MDS. Respondents are required to make complex 

judgments of eventually unknown destinations. Segments of similar objects are not always visible 

without property fitting (additional data) and dimension specification may be difficult. He suggests 

                                                           
145 “:KHUHDV�WKH�JRDO�RI�IDFWRU�DQDO\VLV�LV�WR�JHQHUDWH�GLPHQVLRQV�WKDW�PD[LPL]H�LQWHUSUHWDELOLW\�DQG�H[SODLQ�
YDULDQFH��WKH�JRDO�RI�GLVFULPLQDQW�DQDO\VLV�LV�WR�JHQHUDWH�GLPHQVLRQV��WHUPHG�GLVFULPLQDQW�IXQFWLRQ�IDFWRUV��
WKDW�ZLOO�GLVFULPLQDWH�RU�VHSDUDWH�WKH�REMHFWV�DV�PXFK�DV�SRVVLEOH´ ($DNHU�HW�DO��1998: 617). 
146 It is used for binary data, eventually in form of a checklist, and most adequate “ LI�WKH�QXPEHU�RI�DWWULEXWHV�
DQG� REMHFWV� LV� ODUJH�� �VR� WKDW�� WKH� WDVN� RI� VFDOLQJ� HDFK� REMHFW� RQ� HDFK� DWWULEXWH� PD\� EH� H[FHVVLYH� DQG�
XQUHDOLVWLF´�($DNHU�HW�DO�� 1998: 618).  
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free elicitation of destination descriptors as an alternative. This would maintain the individual’ s 

perceptual space, where similar responses may be combined in segments. However, the approach is 

subject to interpretative bias, no validity and reliability assessment is available, and an eventual 

mapping of results would be even more subjective.  

Recent developments in perceptual mapping are linked to “ QHXUDO� QHWZRUNV”  and ³JHQHWLF�
DOJRULWKPV” . For example 0D]DQHF� (1995a,b) used ³SRVLWLRQLQJ� DQDO\VLV� ZLWK� VHOI�RUJDQL]LQJ�
PDSV´� �620�147� ³IRU� UDGLFDOO\� SDUVLPRQLRXV� UHSUHVHQWDWLRQ� RI� PXOWLGLPHQVLRQDO� SURILOH� GDWD´��
According to this author,�multivariate techniques in positioning serve to reduce redundancy and 

fuzziness of data, producing a low-dimensional perceptual space through optimal aggregation, 

permitting simultaneous segmentation and positioning. The author suggests 620 for combining 

“ FRQVXPHU� FOXVWHULQJ´� with� ³PDSSLQJ� RI� EUDQGV´ without any sample size restriction. In a 

positioning study of a hotel chain (0D]DQHF, 1995b) image items were rated as binary data, 

resulting in a data matrix of 152 hotel profiles, used as input in 620� A three-stage learning 

process revealed nine third-order prototypes. Hotels with a spread distribution had fuzzy images; 

those with few nodes were better focused. Perceptual segments for each hotel appear via 

association with specific attribute combinations.  

Also in destination image studies PXOWL�DWWULEXWH PRGHOV� based on Rosenberg’ s and Fishbein’ s 

tradition as well as on “ H[SHFWDQF\�YDOHQFH”  theory, are most popular. These models yield attitude 

scores, which may be significantly related to purchase, predisposition, or preference, as shown by 

*RRGULFK�(1978).�Further, data collected for the model permits a diagnosis of destination strengths 

and weaknesses on relevant destination attributes. 9DU�HW�DO. (1977) suggest a model or index of 

tourist attractiveness for comparing destinations, with validity of resultant scores being assessed via 

comparison with shares of bed-nights of each destination. 

The above-mentioned models suggest the elicitation of importance weights. An alternative 

approach would be their calculation via regression of attribute ratings on overall image, with beta-

coefficients reflecting the relative importance of attributes. This method is useful for confronting 

elicited importance ratings with calculated weights, thus validating results. On the other hand, 

respondents frequently show a tendency to rate nearly all items as most important, so that these 

ratings should eventually be subject to within-case standardization. Further, results of the multi-

attribute model, as indicators of global image of diverse destinations, may not correspond to direct 

image scores, as eventually general importance ratings may not be applicable to all destinations 

                                                           
147 This can be explained as a neuro-computing approach, based on counter-propagation competitive learning, 
with an artificial neural network extracting prototypes from the database without any “ outside teacher”  
preserving “ topology”  of data. Particular elements (neurons, units, nodes) process the data in parallel via 
connections (weights, reflecting learning rules) between “ layers of nodes” . SOM units are expected to 
become “ prototypes”  for a homogeneous class of input data vectors (brand profiles). 
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judged. 'DJRVWDU�	�,VRWDOR�(1995) found that the image scores resulting from the multi-attribute 

compensatory model were correlated in only 43% with stated image scores. 6FRWW� HW� DO�� (1978) 

suggest multiple regression or discriminant analysis to identify the combination of attributes most 

valued. MDA would further provide weights useful for classifying individuals.  

Regression analysis has been used also for connecting image attributes or dimensions with a 

SUHGLFWLYH�YDULDEOH�RI�WRXULVW�EHKDYLRU��such as intention to return or recommend, i.e. in the context 

of analysis of predictive validity of a model. %DORJOX�(1996) used regression analysis as a tool in 

the construction of a SDWK�PRGHO. Overall image was successively regressed on cognitive and 

affective image dimensions and independent variables, revealing a unidirectional causal flow, with 

theoretical assumptions determining linkages. The path-model integrates the factors determining 

and influencing overall image, in a direct or indirect way (see p.147)148. .HUOLQJHU (1986) 

considers path analysis an exploratory technique in early stages of theory development, as an 

analytic and heuristic method to assist conceptualizing complex hypotheses. He suggests /,65(/ 

for rigorous testing of theory. 6WUXFWXUDO�HTXDWLRQ�PRGHOV are quite popular in marketing studies of 

these days, but have not been applied much in the context of destination image studies. This may 

be related to the fact that there is no established theory of image formation (%DORJOX��1996). 

0D]DQHF (1995b) points at some tourism-specific challenges in model building: 

• The prevalent behavioral models and explanatory constructs vary over segments (some rely 

on stereotypes, others build distinct brand attitudes with careful information processing, some 

are driven by risk perceptions) 

• explanatory constructs are made up of several dimensions, being “ UHGXQGDQF\�LQ�WKH�OLVW�RI�
LPDJH�LWHPV�HVVHQWLDO�WR�FRPIRUW�WKH�IX]]\�ODQJXDJH�RI�WKH�FRQVXPHU´��
• the metric properties of data is poor, with a large number of attributes making more 

complicated rating scales inadequate (he suggests binary data as a compromise)�
Any kind of model based on only metric data seems not perfectly appropriate for capturing the 

complex image construct, nor its determinants. Too ambitious models may be inadequate at all, 

considering the “ state of art”  in image research, especially if they claim to define perfect causality 

relationships. Exploratory quantitative, together with qualitative methods and an understanding of 

the destination and type of tourism and tourist in question, seem more recommendable. 

                                                                                                                                                                                
4 
148Correlations between variables were decomposed into simple (direct: partial regression coefficients) and 
compound (indirect = sum of products of direct path coefficients from an exogenous variable via intervening 
variable to an endogenous variable). The total effect is the sum of direct and indirect effects. 
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&RQFOXVLRQV�RI�&KDSWHU���
A variety of definitions of the concept “ GHVWLQDWLRQ�LPDJH”  have been suggested. These are based 

on diverse theoretical and practical backgrounds and make reference to diverse dimensions and 

components. A major distinction can be made between the LPDJH�FUHDWHG E\�WKH�WRXULVW and that 

created and SURMHFWHG� E\� WKH� GHVWLQDWLRQ. The first approach looks at the concept from a more 

socio-psychological perspective with a link to marketing via consumer behavior research. The 

second approach focuses on the destination and its interest in attracting tourists through the creation 

and promotion of a favorable image in the eyes of the target-market and in relation to competing 

destinations. Image can be defined in a more holistic way (“ RYHUDOO� LPSUHVVLRQ” ) or rather 

highlighting specific components, such as the cognitive (“ EHOLHIV�DQG�SHUFHSWLRQV” ) and affective 

dimension (“ HPRWLRQV�DQG�IHHOLQJV�DVVRFLDWHG” ). It may include main content elements (e.g. nature, 

culture, hospitality, etc.) and consider major meaning-dimensions (attributeÅÆholistic, 

functionalÅÆpsychological, commonÅÆunique). Examples for all these definitional approaches 

were found but no consensual overall definition has been agreed upon.  

The focus of this thesis is on destination image as created by and affecting the tourist. This 

approach is discussed in more detail both in terms of LPDJH�IRUPDWLRQ�and�FKDQJH�and in terms of 

LPSDFWV of destination image RQ� WRXULVW� EHKDYLRU�� In this context, *XQQ¶V (1972, 1988a) stage-

model of image formation, evolving from organic images, over induced to complex, experience-

based images, was presented. Image-formation agents such as those suggested by *DUWQHU�(1993) 

may act simultaneously and make models of image formation with strict separation between stages 

difficult to find in reality. Several authors have stressed LPDJH�VWDELOLW\, especially in the case of 

larger regional entities. ,PDJH� FKDQJH may be one objective of destination marketing. This is 

usually difficult, costly and time-consuming and should carefully relate to existing prior images. 

The discussion of image formation and change leads to the analysis of specific determinants of an 

image, which may be dependent on the stimulus-object (destination) and/ or on the perceiver 

(tourist). Prior experience, repeat visits, knowledge of the destination and geographical proximity 

have been suggested as significant influencing factors, reflecting ³IDPLOLDULW\´� This should 

determine a more positive image, the more “ LQYROYHPHQW�UHIOHFWLQJ´ and “ H[SHULHQFH�EDVHG´�this 

condition. The importance of “ familiarity”  should be further PRGHUDWHG�E\�“ SV\FKR�JUDSKLF�WRXULVW�
W\SH´� (psycho-centric, mid-centric, allo-centric). Also VRFLR�GHPRJUDSKLFV� (e.g. sex, age, 

education, socio-economic status, country of origin) were identified as significant image 

determinants as well as FXOWXUDO� EDFNJURXQG� of visitors, PRWLYHV� or EHQHILWV� VRXJKW and 

GHVWLQDWLRQ��VHOI�FRQJUXLW\��Further, FRQWH[W�(e.g. season, purpose of trip),�H[SRVXUH�WR�LQIRUPDWLRQ�
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(variety and type) and concrete GHVWLQDWLRQ�H[SHULHQFH�(e.g. FULWLFDO� LQFLGHQWV, type of interaction 

with host population) were suggested. 

Destination image is considered most VLJQLILFDQW� LQ� WRXULVW� EHKDYLRU, in terms of GHVWLQDWLRQ�
HYDOXDWLRQ� DQG� FKRLFH. This is particularly true with the absence of prior experience and 

considering the risk associated with products without search and experience qualities. Also 

VDWLVIDFWLRQ��UHSHDW�SXUFKDVH�DQG�UHFRPPHQGDWLRQ�is affected by destination image. Expectations 

defined by prior images serve as references for evaluating the holiday experience. Evaluation 

results in a confirmed or modified final image, which determines future behavior.  

As a consequence, destination image must be carefully analyzed in the context of GHVWLQDWLRQ�
PDUNHWLQJ� This should be most interested in creating a favorable image in the minds of the target 

clients to ultimately LQIOXHQFH� WKHLU�GHFLVLRQ�PDNLQJ, attract and satisfy them and thus enhance 

tourism development. An understanding of different images held by different VHJPHQWV� together 

with additional knowledge about these segments may permit a better choice of the WDUJHW�PDUNHW. It 
may further improve a destination’ s SRVLWLRQLQJ� VWUDWHJ\, its capacity to GHYHORS� WKH�GHVWLQDWLRQ 

according to the target market’ s needs and FRPPXQLFDWH this enhanced and tailored value more 

effectively to those of concern. Consequently, for market communication an understanding of 

actual destination image and of the most adequate forms of enhancing and projecting it is 

paramount. 

In addition to this general targeted marketing approach LQZDUG�GLUHFWHG�PDUNHWLQJ�HIIRUWV can also 

be based on destination image. When considering all those interested and involved in developing a 

“ GHVWLQDWLRQ�SURGXFW” , destination image may provide a kind of “ YLVLRQ”  developed in a 

consensual, participative process. It may reflect LGHQWLW\ and function as a JXLGHOLQH and a 

PRWLYDWRU� in terms of “ LQWHUQDO� PDUNHWLQJ” . This seems especially important in the context of 

fragile, “ underdeveloped”  rural destinations. Here tourism development relies on a combination of 

numerous small offerings and the entire community; its rural setting and way of life are 

“ commodified” . Based on a FRPSURPLVH� EHWZHHQ� WKH� LQWHUHVWV� RI� WKH� WRXULVW (i.e. the selected 

target market) and those of the GHVWLQDWLRQ� (its population, planning organisms, heritage 

conservation priorities), and considering available resources, the “ ideal”  (adequate and desirable) 

destination image must be decided upon. 

Both the PLFUR�OHYHO of the individual’ s destination image and the PDFUR�OHYHO of a public image, 

which results from aggregation of LQGLYLGXDO�LPDJHV and the conjoint effort of destination LPDJH�
SURMHFWLRQ� are crucial. Both at the individual and aggregate level, diverse VWDNHKROGHUV may be 

analyzed. This would include tourists, local residents, agents of supply, tour operators, travel agents 
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and so on. The focus of this thesis is on the analysis of the image held by the individual tourist 

(micro-level) and at the aggregate level, held by the effective market of a rural destination.  

This aspect is related to the final point reviewed in this chapter, namely the question of DVVHVVPHQW��
PHDVXUHPHQW and DQDO\VLV� of destination image. In this domain the difference between 

TXDQWLWDWLYH and TXDOLWDWLYH�methods has been highlighted. It is concluded that a combination of 

both approaches would be most adequate for destination image research. Correspondingly, verbal, 

non-verbal and projective techniques have been used for image assessment, e.g. via repertory-grid 

technique, photo-associations, more or less structured questionnaires with semantic differential or 

Likert scales and open-ended questions suggesting free-elicitation. These methods have been 

applied with a more or less strong basis on WKHRUHWLFDO� DVVXPSWLRQV, and different degrees of 

concern with UHOLDELOLW\ and YDOLGLW\� Apart from the question of RSHUDWLRQDOL]LQJ “ GHVWLQDWLRQ�
LPDJH”  and developing an appropriate research instrument, it is also important to address the 

number of destinations to evaluate and the FRQWH[W�of questioning. Whom, where and when to ask 

are all relevant aspects to consider in UHVHDUFK� GHVLJQ. The type of LPDJH� DQDO\VLV to apply is 

obviously related to the focus on either quantitative or qualitative methods of image assessment. 

Thus, FRQWHQW�DQDO\VLV is most related to more qualitative methods, although its results may also be 

treated via simple statistical procedures, based on the categorization of similar responses. However, 

VWDWLVWLFV are generally applied for more quantitative or quantified data such as scales used for 

image assessment. In this context, K\SRWKHVHV� may be tested, JURXSV� FRPSDUHG, FRUUHODWLRQV�
DQDO\]HG, IDFWRU and FOXVWHU�DQDO\VHV undertaken, SHUFHSWXDO�PDSV drawn and PRGHOV�developed 

in order to analyze destination image structure and to reveal its determinants as well as its impact 

on tourist behavior. 



CHAPTER 7. METHODOLOGY 

 176 

3$57�,,��5(68/76�$1'�$1$/<6,6�
&KDSWHU����0HWKRGRORJ\�

This chapter connects theory with a concrete empirical research proposal. Results are presented in 

chapters 8 and 9. Hypotheses are announced, followed by the specification of methodological 

procedures suggested for testing them. Topics such as secondary and primary data collection and 

analysis as related to the concrete study of the destination image of rural Northern Portugal are 

discussed. More specifically, the survey procedure is described, considering both the instrument 

and sampling. Exploratory steps and pre-tests leading to refinement of research design are 

presented as well as are considerations of validity and reliability.  

&KDSWHU������5HVHDUFK�)UDPHZRUN�DQG�+\SRWKHVHV�
The author is inclined towards the SRVW�SRVLWLYLVW� UHVHDUFK� SDUDGLJP. This is in the sense of 

admitting a “real” reality, even though only imperfectly and probabilistically apprehendable. In its 

epistemological approach, this paradigm stresses the importance of scientific tradition, ³FULWLFDO�
FRPPXQLW\” and the possibility of replication of findings, as points of reference for critical 

evaluation of results. As a methodological consequence, emphasis is placed on “FULWLFDO�
PXOWLSOLVP´ as a way of falsifying hypotheses. Further, qualitative techniques are introduced in 

research design, assisting in determining meaning (*XED�	�/LQFROQ, 1994: 109-110).  

Image was defined as individually and socially shaped and not directly observable, but rather a 

mental construction of reality. This basic premise would suggest FRQVWUXFWLYLVP as an alternative 

paradigm, defending that “UHDOLWLHV�DUH�DSSUHKHQGDEOH� LQ� WKH� IRUP�RI�PXOWLSOH�� LQWDQJLEOH�PHQWDO�
FRQVWUXFWLRQV�� VRFLDOO\�DQG�H[SHULHQWLDOO\�EDVHG�� ORFDO�DQG�VSHFLILF� LQ�QDWXUH«DQG�GHSHQGLQJ� IRU�
WKHLU� IRUP� DQG� FRQWHQW� RQ� WKH� LQGLYLGXDO� SHUVRQV� RU� JURXSV� KROGLQJ� WKH� FRQVWUXFWLRQV��
&RQVWUXFWLRQV�DUH�QRW�PRUH�RU�OHVV�µWUXH¶��LQ�DQ\�DEVROXWH�VHQVH��EXW�VLPSO\�PRUH�RU�OHVV�LQIRUPHG�
DQG� �RU� VRSKLVWLFDWHG��&RQVWUXFWLRQV� DUH� DOWHUDEOH�� DV� DUH� WKHLU� DVVRFLDWHG� ©UHDOLWLHVª´(*XED�	�
/LQFROQ� 1994: 110-111). However, this paradigm would suggest an epistemological view of 

transaction and subjectivism. This assumes an interaction between investigator and object of 

research, leading to methods of dialectical elicitation and refinement of consensual constructs. 

For this thesis, the above-cited basic premise of constructed reality is accepted for the main 

construct under analysis, without however leading to a constructivist research approach. This is so, 

as this “FRQVWUXFWHG�UHDOLW\” is assumed to be LQGLUHFWO\�PHDVXUDEOH in an DSSUR[LPDWHO\�REMHFWLYH 

way, using also quantitative instruments. Further, an approach based on multiple techniques, 

comparison of results with scientific tradition and the capacity of replication of findings are 

understood as valid means of approximating this subjective and socially shared “reality”. However, 

limitations of this research approach are acknowledged and doubts about the possibility of any 
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objective research in this domain are legitimate. An effort is undertaken in the direction of 

assessing and analyzing the construct in a manner that reflects its essence as truly as possible. 

Following 2VWHUJDDUG� 	� -DQW]HQ (2000: 15-18), this approach could be located between the 

perspectives of FRQVXPHU�EHKDYLRU�UHVHDUFK and FRQVXPHU�UHVHDUFK. The first puts an emphasis 

on the human being as rational and conscious of his/ her wants, which may be studied via 

questionnaires, recurring to cognitive psychology. The second focuses more on emotions, which 

may be revealed via in-depth interviews and analyzed with the help of existential psychology.  

Although this study is more inclined to the consumer behavior perspective and post-positivism, it is 

hoped that the inclusion of qualitative approaches, as well as the conscience about the constructed 

nature of the main research object, will permit a sufficiently critical stance when discussing results. 

Given this, the hypotheses to be tested follow. These are based on the preceding literature review.  

Image literature suggests that: 

• image does not correspond to reality; 

• is shaped by cognitive, affective and imagery-based processes,  

• is determined by the perceiver, social influences and stimulus characteristics; 

• cognition precedes affective image, eventually resulting in behavior. 

Marketing literature suggests that: 

• image determines preference, choice and satisfaction; 

• SURGXFW�VHOI�LPDJH�FRQJUXLW\ determines preference, choice and satisfaction;  

• image is the more important, the higher the perceived risk, importance and status value of a 

product, the more difficult it is to judge, and the more publicly it is used;  

• image is projected or influenced by marketing action in the context of EUDQG�PDQDJHPHQW 
and SRVLWLRQLQJ. 

Destination image literature suggests that: 

• destination image is frequently a substitute for a direct evaluation of the destination; 

• destination image is rather stable, especially for larger geographical entities; 

• destination image determines preference and choice; 

• comparison between (prior) image and perception of reality determines satisfaction; 

• there are different stages of destination image formation with different information sources; 

• socio-demographics determine destination image; 

• cultural background of tourists determines destination image; 

• tourist motivation determines destination image; 
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• travel context determines destination image; 

• familiarity determines destination image; 

• information sources used determine destination image; 

• success of a tourist destination relies on a carefully planned and managed LPDJH�SROLF\. 
Based on these general findings, the following hypotheses are suggested: 

��� +\SRWKHVHV�FRQFHUQLQJ�,PDJH�6WUXFWXUH���
'HVWLQDWLRQ�LPDJHV are FRPSRVHG�RI�FRJQLWLYH��DIIHFWLYH��KROLVWLF�and LPDJHU\ dimensions, with: 

a) DIIHFW�DQG�FRJQLWLRQ�EHLQJ�LQWHUUHODWHG���
b) RQH�HOHPHQW�RI�DIIHFW�EHLQJ�GHVWLQDWLRQ�VHOI�FRQJUXLW\�IHHOLQJV (especially relevant in the case 

of psycho-centric travelers),  

c) FRJQLWLRQ�GHWHUPLQLQJ�DIIHFW�YLD�IXQFWLRQDO�FRQJUXLW\��
d) and all elements GHWHUPLQLQJ�RYHUDOO�LPSUHVVLRQ� 
These relationships marking the image-structure may be presented in a model149 as follows: 
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All the hypothesized relationships, marked by an arrow, are understood as “ SUREDELOLVWLF�FDXVDO´ in 

so far as the identified “ causal”  variables correspond to “ DQ\�KDSSHQLQJ�WKDW�LV�QHFHVVDU\�EXW�QRW�
VXIILFLHQW� IRU� D� VXEVHTXHQW� KDSSHQLQJ´�� contrasting with “ GHWHUPLQDQW� FDXVDWLRQ´� ('DYLV��1996: 

105). Relationships marked with a straight line� represent correlation, and those marked with a 

dashed line the moderating effect of a variable on a relationship between two other variables. 

                                                           
149 Generally a model can be considered an abstract and abbreviated representation of some complex original, 
aiming at the understanding of causal and other relationships between relevant variables or at the prediction 
of a dependent variable (6WDFKRZLDN� 1965). 
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��� +\SRWKHVHV�FRQFHUQLQJ�,PDJH�'HWHUPLQDQWV��
'HVWLQDWLRQ� LPDJHV (cognitive, affective, overall) for North Portugal GLIIHU� LQ� FRQWHQW� DQG�
IDYRUDEOHQHVV�DFFRUGLQJ�WR��
2.1.a) the VWLPXOXV�FRQWH[W in terms of YLVLWHG�VXE�UHJLRQ�(Minho, Douro, Trás-os-Montes).  

¾ (VSHFLDOO\� WKRVH� NQRZLQJ� WKH� UHJLRQ� EHWWHU�� L�H�� 3RUWXJXHVH� DQG� UHSHDW� YLVLWRUV�� VKRXOG�
SHUFHLYH�GLIIHUHQFHV. 

¾ /DUJHVW� GLIIHUHQFHV� DUH� H[SHFWHG� EHWZHHQ� WKH� FRDVWDO�0LQKR�� RQ� WKH� RQH� KDQG�� DQG� WKH�
LQWHULRU�UHJLRQV�RI�WKH�'RXUR�9DOOH\�DQG�7UiV�RV�0RQWHV��RQ�WKH�RWKHU��7KH�ODWWHU�VKRXOG�
EH� HYDOXDWHG� DV� PRUH� FDOP�� VLPSOH� DQG� QDWXUDO�� ZLWK� SRRUHU� LQIUD�VWUXFWXUH� DQG�
RSSRUWXQLWLHV�RI�VRFLDOL]LQJ��IXQ��

2.1.b) the VWLPXOXV�FRQWH[W in terms of VHDVRQ�RI�WKH�\HDU: �
¾ 6HDVRQDO�GLIIHUHQFHV�VKRXOG�HVSHFLDOO\�UHODWH� WR�ZDUPWK�DQG�HYHQWXDOO\� WKH�SHUFHSWLRQ�RI�

DFWLYLWLHV��IXQ�DQG�VRFLDOL]LQJ��DV�WKHVH�DVSHFWV�DUH�QDWXUDOO\�PRUH�SHUFHLYDEOH�LQ�WKH�KLJK�
VHDVRQ��GXH�WR�WHPSHUDWXUH��W\SH�RI�WRXULVP�DQG�VXSSO\���

¾ 7KH�ORZ�VHDVRQ�KDV�EHHQ�LGHQWLILHG�DV�OHVV�FURZGHG�DQG�VKRXOG�WKHUHIRUH�EH�SHUFHLYHG�DV�
PRUH� FDOP�� 7KLV� PD\� UHVXOW� LQ� FRUUHVSRQGLQJO\� PRUH� SRVLWLYH� RU� QHJDWLYH� LPDJHV��
GHSHQGLQJ�RQ�WKH�WRXULVW¶V�PRWLYDWLRQDO�EDFNJURXQG���

2.2.a) according to JHQHUDO�PRWLYDWLRQDO�FRQWH[W�RU�SXUSRVH�RI�YLVLW�(only holiday, VFR, business-

related), with: 

¾ WKRVH�VWD\LQJ�DOVR�IRU�EXVLQHVV�UHDVRQV�YLHZLQJ�WKH�GHVWLQDWLRQ�PRUH�QHJDWLYHO\���
¾ WKRVH�VWD\LQJ�RQO\�IRU�D�KROLGD\�PRUH�SRVLWLYHO\�DQG��
¾ WKRVH� YLVLWLQJ� IULHQGV� DQG� UHODWLYHV� DV� PRVW� SRVLWLYHO\�� UHIOHFWLQJ� LQFUHDVLQJ� GHJUHHV� RI�

LQYROYHPHQW��

2.2.b) according to VSHFLILF�PRWLYDWLRQDO�FRQWH[W�or�EHQHILWV�VRXJKW:��
¾ ,W�LV�VXJJHVWHG�WKDW�WKHUH�LV�D�WHQGHQF\�RI�EHQHILW�GLPHQVLRQV�SHUFHLYHG�FRUUHVSRQGLQJ�WR�

WKRVH� VRXJKW�� EHLQJ� WKLV� FRUUHVSRQGHQFH� WKH� VWURQJHU�� WKH�PRUH� IDPLOLDU� WKH� UHVSRQGHQW�
ZLWK�WKH�UHJLRQ� 

¾ ,W�LV�IXUWKHU�VXJJHVWHG�WKDW�UHVSRQGHQWV�EHORQJLQJ�WR�EHQHILW�VHJPHQWV�WKDW�PRVW�DSSUHFLDWH�
³UXUDOLW\´�VKRXOG�EH�PRVW�SRVLWLYHO\�LPSUHVVHG��JLYHQ�WKH�UXUDO�QDWXUH�RI�WKH�GHVWLQDWLRQ��
FRLQFLGLQJ�ZLWK�WKHLU�³UXUDO�PRWLYDWLRQ´� 

2.3) according to WUDYHO�FRQWH[W�in terms of OHQJWK�RI�VWD\�(short-break visits versus longer stays)�  
¾ ,W�LV�VXJJHVWHG�WKDW�WKRVH�VWD\LQJ�ORQJHU�WLPHV�SHUFHLYH�WKH�GHVWLQDWLRQ�DV�PRUH�SRVLWLYH�GXH�

WR�WKHLU�PRUH�LQWHQVH�LQYROYHPHQW��
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2.4) according to (experience-based) IDPLOLDULW\��as reflected by UHSHDW�YLVLW. This variable should 

express prior knowledge, and further some degree of involvement and habituation (GHVWLQDWLRQ�
OR\DOW\). It is suggested that this relationship should be moderated by WUDYHOHU�W\SH���
¾ 6SHFLILFDOO\��UHSHDW�YLVLWRUV�VKRXOG�SHUFHLYH�WKH�GHVWLQDWLRQ�DV�PRUH�SRVLWLYHO\�DQG�
¾ WKLV�VKRXOG�KROG�SDUWLFXODUO\�IRU�UHVSRQGHQWV�RI�D�PRUH�SV\FKR�FHQWULF�W\SH���

2.5. according to VRFLR�GHPRJUDSKLFV, concretely in terms of  

2.5.a) QDWLRQDOLW\�JURXS�(domestic versus international market): 

¾ /DUJH� SHUFHSWXDO� GLIIHUHQFHV� DUH� VXJJHVWHG� WR� H[LVW� EHWZHHQ� WKH� QDWLRQDO� DQG� IRUHLJQ�
PDUNHW��GXH�WR�WKH�VLPXOWDQHRXV�HIIHFW�RI�IDPLOLDULW\��NQRZOHGJH�DQG�LQYROYHPHQW�DV�ZHOO�DV�
GXH�WR�VRFLR�FXOWXUDO�GLIIHUHQFHV���

2.5.b) DJH�(youngest, mid-aged, older age group):  

¾ Differences are suggested to be particularly strong between the two extreme age-ranges.  

2.5.c) JHQGHU, DOWKRXJK�GLIIHUHQFHV�DUH�VXJJHVWHG�WR�EH�PLQRU��
2.5.d) HGXFDWLRQ�(low, medium, high levels of education):��

¾ &RQFUHWHO\�WKRVH�YLVLWRUV�ZLWK�KLJKHU�OHYHOV�RI�HGXFDWLRQ�DUH�VXJJHVWHG�WR�EH�PRUH�FULWLFDO� 
2.6) There is an RUGHU�RI�LPSRUWDQFH of these image (co-) determining factors. Considering results 

from other destination image studies, it may be expected that  

¾ IDPLOLDULW\�ZLWK�WKH�GHVWLQDWLRQ��IRUHLJQ�YHUVXV�GRPHVWLF�PDUNHW��PRWLYDWLRQ�DQG�DJH�DUH�WKH�
PRVW�LPSRUWDQW�GHWHUPLQDQWV��

2.7) Different independent variables impact on specific single image dimensions.  

The above-suggested relationships may be represented by the following model: 
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���� +\SRWKHVHV�FRQFHUQLQJ�,PDJH�(IIHFWV��
3.1)�3UREDELOLW\�WR�UHWXUQ is positively affected by: 

a) /R\DOW\�WR�WKH�GHVWLQDWLRQ, especially in the case of SV\FKR�FHQWULVP� 
b) 'HVWLQDWLRQ�LPDJH��with the effect of GHVWLQDWLRQ�VHOI�FRQJUXLW\ strongest for SV\FKR�FHQWULFV��  
F�� 'HVWLQDWLRQ�LPDJH�LV�VXJJHVWHG�WR�SOD\�D�SURPLQHQW�UROH���

3.2)�3UREDELOLW\�WR�UHFRPPHQG�is positively affected by: 

a) /R\DOW\� WR� WKH� GHVWLQDWLRQ, especially in the case of SV\FKR�FHQWULVP, however not as 

pronouncedly as for the probability to return; 

b) 'HVWLQDWLRQ��LPDJH� with the effect of GHVWLQDWLRQ�VHOI�FRQJUXLW\ strongest for SV\FKR�FHQWULFV;�  
F�� An RXWVWDQGLQJ�UROH�LV�DVVLJQHG�WR�GHVWLQDWLRQ�LPDJH, which should be more pronounced than 

in the context of probability to return��

�
�
�
�
�
�
�
�
�

�

� �
&KDSWHU������5HVHDUFK�'HVLJQ�

³7KH�GHVLJQ�SURFHVV�FDQ�EH�WKRXJKW�RI�DV�D�VHULHV�RI�GHFLVLRQV�FRQFHUQLQJ�ZKDW�FRQFHSWV�ZLOO�EH�
VWXGLHG��KRZ�WKHVH�FRQFHSWV�ZLOO�EH�PHDVXUHG��ZKDW�DSSURDFK�ZLOO�EH�XVHG�WR�VWXG\�WKH�SUREOHP��
ZKR�ZLOO� EH� VWXGLHG�� KRZ� WKH� GDWD�ZLOO� EH� FROOHFWHG� DQG� DQDO\]HG�� DQG�� XOWLPDWHO\�� KRZ�ZLOO� WKH�
LQIRUPDWLRQ�WKDW�ZDV�FROOHFWHG�EH�SUHVHQWHG�WR�VROYH�WKH�SUREOHP´�('DYLV� 1996: 96-97). 

The selected constructs and variables and the way they are suggested to be interrelated in a 

conceptual model were already referred to in the hypotheses. The concrete research approach, 
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including secondary data analysis and primary data collection and analysis will be presented next. 

In the context of the primary data approach, the selection of a sample, the development, testing and 

refinement of a research instrument, data collection and analysis of results are discussed. 

As a general framework, a cross-sectional ex-post facto design is used, as independent variables are 

not controlled and data is collected via survey at one point in time ('DYLV, 1996: 106-117). The 

study is mainly H[SORUDWRU\, with some GHVFULSWLYH� HOHPHQWV� and an H[SODQDWRU\� REMHFWLYH. 

Hypotheses are tested in order to explore relationships between variables. However, causality may 

only be SUHVXPHG, as the general approach is QRQ�H[SHULPHQWDO, using DWWULEXWH� LQGHSHQGHQW�
YDULDEOHV�that cannot be manipulated, with both a FRPSDUDWLYH and DVVRFLDWLRQDO�SXUSRVH�(*OLQHU�
	�0RUJDQ, 2000: 62-79). 

&KDSWHU������7KH�,PDJH�2EMHFW�DQG�LWV�&KDUDFWHUL]DWLRQ�XVLQJ�6HFRQGDU\�'DWD�
The main construct of this thesis is GHVWLQDWLRQ� LPDJH, whose content, structure, possible (co-) 

determinants and effects are studied. However, image is related to an image-object existing in 

reality. Thus, a specific destination reality, namely that of Northern Portugal as a rural holiday 

destination is the focus of the empirical part of this thesis. 7KLV� GHVWLQDWLRQ�ZDV� FKRVHQ� since 

North Portugal constitutes an administrative region for which statistical data is available. This 

contributes to design of a suitable research framework. The fact that public intervention is 

organized at a regional level must be taken into account, since it determines any conjoint 

destination policy and marketing action, which this study may also contribute to. Further, in the 

context of national tourism promotion the decision was taken to promote this region separately. 

This is because the region corresponds to a sufficiently homogeneous space-product, 

simultaneously offers some variety, and permits the designation of a destination area, which is able 

to cater to tourists with multiple interests. Finally, this destination was selected as opposed to the 

more traditional beach tourism destinations existing in Portugal. It is more associated with UXUDO�
WRXULVP, which plays an important role as a development tool for rural areas and simultaneously 

enriches the stereotypical image of Portugal as a tourist destination. In a study of the rural tourism 

market in areas in North and Central Portugal, the superiority of Northern Portugal in this domain, 

mainly in the Minho region, became evident (.DVWHQKRO]� 1997). This sustained the assumption 

that this area already disposes of a destination image as a rural holiday region. Last, but not least, 

the fact that the regional coordinating agency CCRN was interested in this study and provided 

funding for its realization has to be stressed. 

A brief description of the destination, which is the object of tourists’ perception and evaluation, is 

considered necessary. For this purpose, general literature available on North Portugal, tourist 

guidebooks and promotional material on the region will be summarized. This is a necessary first 

step for understanding the reality of this tourist destination, given the nature of this geographical, 
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natural and cultural space. Apart from the above-mentioned documents, which also contribute to 

the shaping of a destination image (especially commercial literature and tourist guidebooks), 

statistical data available by primarily INE and DGT on tourist accommodation units and tourist 

flows in the region will be analyzed. However, secondary data available are not able to answer the 

questions posed in the suggested hypotheses. There hasn’t been undertaken any comprehensive 

study on images of North Portugal in general, nor of the region as a rural holiday destination. For 

this reason primary data collection was necessary in order to identify this image, its components, 

determinants and eventual behavioral consequences. 

&KDSWHU������3ULPDU\�'DWD�&ROOHFWLRQ�
In order to obtain relevant data on the publicly held destination image of North Portugal a 

structured quantitative approach was considered appropriate. This was applied at a sample, 

approximately representative of the tourist market existing in rural areas in this region. However, 

apart from representation of the population in question, additional aspects such as a balanced 

number of responses per sub-region and season as well as of the domestic and international market 

was considered in research design. For developing a quantitative research instrument a qualitative 

first approach, based on a literature-review, on in-depth interviews and free elicitation exercises 

was undertaken. Actually, a mixed quantitative - qualitative approach was considered most 

adequate for studying destination image (see chapter 6.5.1.) also in the context of this survey. The 

concrete steps in sampling, questionnaire development and methods of analysis chosen are 

presented next.  

&KDSWHU��������6DPSOLQJ�
A fundamental decision was the definition of the subjects to include in the questioning process. 

This decision is based on the population of interest, which is usually too large to be studied 

completely (in a census). In this context, it must be recognized that sampling affects the “ TXDOLW\�
DQG�JHQHUDOL]DELOLW\�RI�WKH�UHVXOWV�REWDLQHG�IURP�D�SDUWLFXODU�VWXG\´ ('DYLV� 1996). 

In the present case, the population of interest was defined as tourists (see WTO definition, p.11), 

visiting rural areas in North Portugal for a holiday in 1998-1999. However, travelers who also 

indicated purposes such as business, visiting friends and relatives and health reasons, were included 

as long as they simultaneously indicated a holiday interest in visiting rural areas in North 

Portugal150. That is, respondents were previously screened according to their holiday interest and 

capacity of evaluating North Portugal as a rural tourist destination. 

                                                           
150 It has been argued before, that most tourism is nowadays multi-motivated, making the strict categorization 
of tourists difficult. The sample includes mainly “ pure”  pleasure-tourists, though (75%). In any case, the 
distinction of those only travelling for holiday purposes and those combining it with business (11%) or VFR 
(10%) was undertaken in order to test eventual effects on destination image. 
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One problem related to sampling these tourists was the lack of statistical data available on their 

number, geographical and seasonal distribution and profile. Statistics by INE and DGT are only 

available with a time-lag of 1-2 years, meaning that at the time of designing the research approach, 

there were no data available on the actual population to be studied, as the tourist population 

naturally constantly changes. One may argue that there are no major changes in a time period of 1-

2 years, so available past data may serve as an indicator of the population expected in the year of 

the study. Still, there are several problems related to existing data considering the research 

proposal: 

• INE provides data on a county-basis (with aggregation for administrative regions and the whole 

country), permitting the selection of rural counties according to population density. But it 

studies only guests of and nights spent in FODVVLF�DFFRPPRGDWLRQ�XQLWV (hotels, pensions etc.) 

on this territorial basis. It provides further information on nationality of guests and their 

monthly distribution, however not on a county-basis. Length of stay is only estimated as an 

average, without indicating any dispersion measure. 

• INE further provides data on camping tourists, but not on a county basis. 

• DGT provides data on people staying at registered rural tourism (TER) establishments, their 

distribution per month and the quota of Portuguese versus foreign guests, without specifying 

nationalities. Geographically, data available when defining the sample (in 1998) referred to the 

ancient “ promotional areas” . However, these neither corresponded to administrative regions 

nor permitted the identification of rural areas.  

This means that: 

• tourists staying with friends and family and not at registered lodging units are not considered; 

• there is no complete data on nationalities, and county distribution for all registered forms of 

accommodations; 

• there is no distinction made between strict business tourists and those with a holiday purpose, 

not to mention other possible purposes which may be distinguished. 

As it is our perception after a one-year-long research involvement with rural tourism in North 

Portugal, implying regular visits to the studied area and hundreds of conversations with tourists and 

tourism suppliers, tourists staying with friends and relatives are an important group (particularly in 

summer), although the exact quota is not known. The same is true for business tourists in the sense 

of salespeople traveling through the region, especially in the case of classic accommodation 

establishments. In the mentioned secondary data, business tourists should be over-represented and 

those visiting friends and relatives under-represented. For these reasons the available data is not a 

satisfactory basis for establishing a valid research design in this study. A sampling frame, i.e. a 

“PHDQV�RI�SK\VLFDOO\�UHSUHVHQWLQJ�WKH�SRSXODWLRQ´ in the sense of an “ DFWXDO�OLVW�RI�VDPSOLQJ�XQLWV�
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DW�DQ\�VWDJH�LQ�WKH�VHOHFWLRQ�SURFHGXUH´, was naturally not available.�However, the data available 

will be briefly presented as a background information on tourism in Northern Portugal in chapter 8. 

In an attempt to approximate the real holiday/ pleasure-tourist population in rural areas of North 

Portugal, the rural counties present in this region were identified. These were based on the OECD-

population density indicator of fewer than 150 inhabitants per km2 (see appendix B). Then, 

locations were selected as those most likely to attract tourists from the defined counties and 

therefore most adequate for our sampling approach (see the sampling plan in appendix C). Many 

rural counties do not offer any important attraction, but attractions in some urban areas (Guimarães, 

Chaves, Bragança, Vila Real), located in a rural surrounding were also selected151. These 

attractions were visited by a group of interviewers (including the author of this thesis) on a regular 

basis during a period of one year (summer 1998-summer 1999). 

That is, the sampling procedure used can be considered a “ FOXVWHU�VDPSOLQJ�DSSURDFK” , in so far as 

³WKH� SRSXODWLRQ� RI� LQWHUHVW� LV� JURXSHG� WRJHWKHU� LQWR� DJJUHJDWHV� EDVHG� XSRQ� SK\VLFDO� SUR[LPLW\��
(DFK�FOXVWHU�LV� WKHUHIRUH�VXSSRVHG�WR�EH�D�PLQLDWXUH�UHSUHVHQWDWLRQ�RI�WKH�HQWLUH�SRSXODWLRQ��7KH�
VWXG\� VDPSOH� LV� WKHQ� GUDZQ� E\� UDQGRPO\� VHOHFWLQJ� D� VXEVHW� RI� FOXVWHUV�� WKHQ� UDQGRPO\� VHOHFWLQJ�
VWXG\� XQLWV� RI� DQDO\VLV� ZLWKLQ� WKHVH� FOXVWHUV´('DYLV� 1996). Each attraction was associated to a 

cluster of visitors with a high probability of belonging to the population of interest. Attractions 

were of a diversified nature, including cultural and historical, archeological, natural attractions as 

well as tourist facilities (hotels, camping sites, cafés, swimming pools, thermal baths etc.). At those 

attraction sites, ideally all visitors (in the case of large groups, random elements of all visitor 

groups) were approached and screened for questioning. The assumption was that the selected 

respondents represented approximately those tourists visiting for holiday reasons rural areas of 

North Portugal. Our perception is that the obtained sample, except for its relatively larger portion 

of international tourists152, and the approximate balance between sub-regions153 of North Portugal 

                                                           
151 According to the OECD indicator Vila Real, Chaves and Bragança are rural counties, which may be due 
to their geographical extension, though, as their central areas present many urban characteristics. Guimarães, 
on the other hand, would be classified as urban. However, the above-mentioned reasoning considering these 
counties’ importance for attracting tourists from surrounding more rural areas, as well as the fact that they 
offer more lodging facilities, used as a base for visiting the rural surrounding, are reasonable arguments for 
including them in the sampling design. 
152 The number of foreign tourists is larger due to the simultaneous survey-approach at the airport, where 
both Portuguese and Spanish tourists represented a minority. This approach is justified, though, due to the 
importance of the international, more experienced rural tourism market for a more generalizable image-
assessment of a destination, competing also on the international level.  
153 Sub-regions were identified according to 1) the site of questioning, 2) the site of stay), and 3) the localities 
visited during the stay. Although a clear classification into Minho, Douro, Trás-os-Montes, was preferred, 
many respondents moved across sub-regions, making a clear division difficult. Those who definitely moved 
predominantly were classified as “ rural North”  or “ North + Porto” . In any case, a clear division, as suggested, 
may be a bit forced and only approximate reality. The larger number of tourists in the Minho category, 
followed by the Douro region and finally Trás-os-Montes seems to represent the actual order of importance 
of regional destinations, although the Minho could be even more dominant. 
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and seasons154, more accurately describes the profile of the rural (pleasure) tourist market in the 

region than the secondary data available. 

As previously mentioned, this approach was also complemented by another one at the Oporto 

airport where tourists were questioned after their visiting rural Northern Portugal. That approach 

could also be considered a form of FOXVWHU�VDPSOLQJ, questioning all those present at a particular 

time of a particular day at the airport with the days being selected more or less randomly within 

regular time periods155 (see sampling plan in appendix C). 

Finally, owners of accommodation situated in rural areas were asked to co-operate by distributing 

questionnaires to tourists staying for a holiday. This was the only indirect approach undertaken. 

&KDSWHU��������7KH�6XUYH\�,QVWUXPHQW�
The survey instrument was developed based on a previous literature review, conversations with 

agents of rural tourism supply and development, and preliminary qualitative and quantitative 

exploratory studies. The main constructs under analysis and their suggested relationships and 

available statistical techniques had to be considered when defining the measurement of variables.�
The final questionnaire (see appendix D) had the following structure: 

1. Questions about general holiday behavior, namely frequency of taking a holiday and of 

spending it in the countryside, destinations visited most often, lodging form preferred in the 

countryside; 

2. Questions about the actual holiday in North Portugal, such as frequency of prior visits to 

the region and to Portugal, locality of stay, type of accommodation used, period of stay, 

period of reservation, main motivation of visit, composition of travel group, information 

sources used, expenditures, locations and attractions visited; 

3. Image-related questions, such as the open-ended question “:KLFK� LPDJHV�� DWPRVSKHUH��
IHDWXUHV� FRPH� WR� PLQG� ZKHQ� \RX� WKLQN� DERXW� WKLV� UHJLRQ"” , sixteen five-level semantic 

differential scales measuring affective image, a uni-dimensional five-level “ different-

similar”  scale, a seven-level uni-dimensional “ YHU\� JRRGÅÆYHU\� EDG”  scale, a twenty-

five-item battery of eventual benefits sought, which were both evaluated in terms of their 

general importance for choosing a rural holiday destination and according to the their 

perceived presence in the region, using a five-point Likert-like scale, two open-ended 

                                                           
154 According to our perception of reality, the summer months between June and September should dominate 
the sample of pleasure tourists. Although a dominance is observable, its extent could be more pronounced, if 
the sampling effort had corresponded to the increasing number of visitors. That is, actually, the double of 
interviewers could have collected probably twice as many responses on one day, than in the low season, 
when the effort to obtain just a few was substantial. 
155 The random selection of days was influenced by the availability of students as interviewers, specific 
requests by the airport administration and, particularly in the low season, more focused on the weekend, due 
to the larger number of tourists traveling on these days. 
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questions concerning the most negative and most positive impressions about the region, 

and finally a multiple choice question suggesting concrete improvements of the destination. 

4. Questions assessing behavioral intention, namely the probability of coming back for a 

holiday in the region and of recommending it as a holiday destination, using a seven-level 

semantic differential scale. 

5. Questions for profiling the respondent, namely his/ her nationality, place of residence, age 

(range), gender, professional activity, level of education and number of (minor) children. 

The before-mentioned semantic differential scales measuring affective destination image 

were also used for assessing self-image, to test the role of destination-self-image congruity. 

Both closed-ended and open-ended questions were used. The trade-off between ease of data 

treatment and analysis (favoring closed-ended questions) and validity of responses (open-ended 

questions are more likely to elicit the most important constructs and those closest to actual thinking 

of respondents) was considered. Also the easiest way of obtaining the intended answer (ease of 

response) was sought as well as the shortest way of presenting a question, considering length and 

layout of the questionnaire. Generally, the questionnaire was intended to be easily understandable, 

as short as possible, but still including the most relevant questions for our research purpose. 

Additionally, the interest of the funding institution in profiling the market and assessing its 

behaviors had to be taken into account. The most complex part refers to the destination-image 

construct measured both in a qualitative and quantitative way. The quantitative operationalization 

via semantic differential and two-fold Likert-like scales demanded concentration and persistence, 

but was essential for later multivariate data treatment. The research instrument was subject to 

several alterations since its first pre-tests. The questionnaire focusing on destination image 

assessment started off with a four-pages, densely written questionnaire in April 1998 and finished 

with a shortened two and a half page version by September 1998.  

As a complementary exploratory approach, reactions to selected photos, eventually associated with 

the destination, were studied, which should serve for confirming image aspects revealed by other 

assessment methods. The aim was to increase the validity and completeness of image assessment, 

which was suggested to be marked by imagery156.   

 

                                                           
156The photo selection process involved the identification of 190 photos from promotional and informational 
material, mainly about North Portugal. These were classified by eight tourism researchers and students, 
concerning their meaning, based on a list of words representing the main dimensions, identified via pre-tests. 
Participants were asked to add any word to the list, which they might consider necessary. Also comments on 
any photo were welcome to determine their usefulness as research instruments. Based on this procedure, 
those photos were extracted that were considered of highest quality and were simultaneously most consensual 
in reflecting specific meanings. Some overlapping was inevitable in this iconic domain, which is highly 
affected by subjective interpretation. A combination of 41 photos was finally selected (see appendix E).  
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The most important pre-tests used to design and refine the research instrument are presented next. 

The main concern was the valid and reliable measurement of destination image. As the destination 

image concept involves several dimensions (cognitive and affective, partial and holistic, unique and 

common, functional, experiential and symbolic), its assessment requires a broad approach using 

quantitative as well as qualitative techniques. In the quantitative domain, a battery of rating scales 

was developed, which captured a number of attributes considered relevant for rural destination 

image. The (evaluative) perception of these attributes are suggested to provide one way of multi-

dimensional image-assessment. The development of this item-battery follows &KXUFKLOO¶V (1979) 

methodological suggestions, aiming at the instrument’s validity and reliability: 

 

 

 

 

 

 

 

 

 

 

Apart from the already presented specification of the construct domain via literature review (point 

nº1) 157, the exploratory approaches and pre-tests focused on issues suggested in points two to four. 

��� ([SORUDWRU\�3KDVH�$SULO������  
To generate a sample of items, apart from the above-mentioned literature search, a series of 

qualitative research steps were undertaken, aiming at the assessment of general, freely elicited 

associations with the category “ UXUDO�WRXULVP�GHVWLQDWLRQ” . In a first study, 88 students of diverse 

courses at the University of Aveiro were asked to write down five to ten aspects, which would 

come to their mind when thinking about spending a holiday at a rural destination. This approach 

revealed the following topics as most relevant, being mostly referred to: landscape, climate, peace 

                                                           
157 A literature review on tourism in general and rural tourism in particular improved the understanding of the 
specificity of the research object, such as the particular type of experience-based product studied and its 
strong reliance on image, as well as the particular motivational background for rural destination image 
formation. A literature review on product, brand, company, country-of-origin and particularly destination 
image studies provided an understanding of diverse aspects of an image with potential relevance for analysis 
as well as a background with empirical references and assessment methodologies. 

���VSHFLI\�GRPDLQ�RI�FRQVWUXFW�� � � OLWHUDWXUH�VHDUFK�
���JHQHUDWH�VDPSOH�RI�LWHPV�� � � OLWHUDWXUH�VHDUFK�
� � � � � � H[SHULHQFH�VXUYH\�
� � � � � � LQVLJKW�VWLPXODWLQJ�H[DPSOHV�
� � � � � � FULWLFDO�LQFLGHQWV�
� � � � � � IRFXV�JURXS�
���FROOHFW�GDWD�
���SXULI\�PHDVXUH�� � � � FRHIILFLHQW�DOSKD�
� � � � � � IDFWRU�DQDO\VLV�
���FROOHFW�GDWD�
���DVVHVV�UHOLDELOLW\�� � � � FRHIILFLHQW�DOSKD�
� � � � � � VSOLW�KDOI�UHOLDELOLW\�
���DVVHVV�YDOLGLW\�� � � � PXOWLWUDLW�PXOWLPHWKRG�PDWUL[�
� � � � � � FULWHULRQ�YDOLGLW\�
���GHYHORS�QRUPV�� DYHUDJH� DQG� RWKHU� VWDWLVWLFV� VXPPDUL]LQJ�

GLVWULEXWLRQ�RI�VFRUHV�
 

7DEOH����6XJJHVWHG�SURFHGXUH�IRU�GHYHORSLQJ�PHDVXUHV�RI�FRQVWUXFWV�(adapted from &KXUFKLOO, 
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and quiet, local culture and tradition, rivers/ lakes/ cascades, hospitality, contact to nature, 

accessibility, price, traditional food, simple, rustic houses, outdoor sports and no pollution. Also 

other associations were made, leading to a combination of the following items and categories: 

 

 

 

 

 

 

 

�
7DEOH����0RVW�UHOHYDQW�IHDWXUHV�RI�D�UXUDO�KROLGD\�GHVWLQDWLRQ� 

Simultaneously, more profound discussions on the topic were held with University colleagues from 

the tourism and marketing field, as well as with several agents involved in the offering of rural 

tourism products, aiming at an understanding of the main aspects of a destination valued by the 

rural tourist market. Based on this double approach, an initial questionnaire was developed which 

included a twenty-seven-item battery of potential benefits sought and offered by the destination, as 

well as two open-ended questions on what people liked and disliked most in the countryside. The 

questionnaire was translated into four languages (Portuguese, English, French, German) and was 

briefly pre-tested with a student sample of twenty individuals and a sample of six language 

teachers, leading to some refinement of wording. 

��� 3UH�WHVW�-XQH��6HSWHPEHU������  
This questionnaire was directed at about 200 tourists staying at a rural holiday destination in the 

North and Center of Portugal. The aim of this approach was the understanding of the market 

structure via identification of benefit-segments based on dimensions of benefits sought at a 

countryside destination. This was the first survey approach testing the instrument under “ real 

market conditions” . Unfortunately the indirect administration approach yielded a low response rate. 

PCA158 of the multi-attribute battery of potential benefits sought at a rural holiday destination 

                                                           
158 Results of the PCA are only very briefly presented, revealing the identified factors and associated items. 
Generally, assumptions of PCA were satisfied, a VARIMAX rotation was applied to enhance interpretability 
and internal consistency was measured via computation of Cronbach alpha. The factor solution was refined 
via item-elimination, using as criteria low factor-loadings, communalities, MSA and item-to-total correlation 
inside each factor, as well as poor contribution to measured construct and the overall factor solution. 
Accordingly, the following items were deleted: opportunity for excursions, climate, landscape, novelty, 
healthy lifestyle. PCA explained 60.6% of variance in data and Cronbach alpha values were between 0.59 
and 0.75. 

¾ landscape/ scenery/ nature: watersides, mountains, rich vegetation, green, variety of nature, 
untouched nature, close contact to nature, animals, high quality environment, no pollution 

¾ peace and quiet/ relaxation: escape stress, isolation  
¾ culture: local history, local culture and tradition, monuments, historical attractions  
¾ rural way of life: farms, rustic atmosphere, traditional festivities, simple rustic houses, no urban 

civilization, isolated 
¾ novelty: different life style  
¾ hospitality: contact with local population 
¾ fun and socializing: night life, entertainment, company, socializing 
¾ climate 
¾ food: traditional food, good food 
¾ lodging: rustic houses, comfort, quality of accommodation  
¾ sports/ recreation: outdoors sports, walking, horse riding, recreational activities 
¾ price 
¾ safety 
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revealed dimensions evaluated differently by different market segments. These dimensions, with 

varying internal reliability, were expressed through the following items (.DVWHQKRO], 1997): 

3ULQFLSDO�&RPSRQHQW�� +LJKHVW�ORDGLQJ�LWHPV��
�
,QIRUPHG��LQGHSHQGHQW�WUDYHO�

• Ease in finding locations/ sign-posting 
• Independence/ flexibility 
• Price 
• Information 

�
&XOWXUH�DQG�7UDGLWLRQ�

• Traditional way of life 
• Get to know culture and history 
• Architecture/ monuments 
• Culture/ folk events 
• Get to know agriculture/ rural life 

�
6RFLDO�DQG�DFWLYH�KHGRQLVP�

• Entertainment/ nightlife 
• Opportunities for socializing 
• Opportunities for families with children 
• Opportunities for sports 

�
+DQGLFUDIW�VKRSSLQJ�

• Handicraft 
• Accessibility 
• Opportunities for shopping 
• Professional service 

�
&DOP�DQG�XQSROOXWHG�HQYLURQPHQW�

• Peaceful/ quiet atmosphere 
• Unpolluted environment 

�
7RXULVP�VHUYLFH�DQG�FRPIRUW�

• Gastronomy 
• Lodging 
• Hospitality 

 

��� 3UH�WHVW�2FWREHU��1RYHPEHU������
To test for more affective and holistic aspects of destination image, the three questions suggested 

by 5LWFKLH� 	� (FKWQHU (1993) were used in another pre-test instrument, as well as a series of 

semantic differential scales, adapted from 0DOKRWUD¶V�(1981) scale. Although this scale had been 

developed for the domain of automobile brands and their users, it was suggested to be “ DSSURSULDWH�
IRU�PHDVXULQJ�D�ZLGH�YDULHW\�RI�VHOI�FRQFHSWV��SHUVRQ�FRQFHSWV�DQG�SURGXFW�FRQFHSWV´�(0DOKRWUD��
1981: 463)� This suggestion seems reasonable, considering that the instrument contains relatively 

broadly applicable scales and has been tested carefully on a variety of concepts related to products 

and persons.  

The applicability of the instrument for tourist destinations was pre-tested on a sample of eighty-five 

students of tourism and industrial management courses. These were further asked to freely elicit 

adjective-pairs that would describe a rural tourism destination. Respondents did not report any 

problem when asked about the applicability of Malhotra’s scale to tourist destinations. The self-

elicited descriptors provided suggestions for further scales, specific to rural destinations. However, 

only the following adjective-pairs were included, as they were also applicable to the person 

7DEOH�����'LPHQVLRQV�RI�EHQHILWV�VRXJKW�DW�D�UXUDO�KROLGD\�GHVWLQDWLRQ� 
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concept: “ DFWLYHÅÆSDVVLYH”  and “ QDWXUDOÅÆDUWLILFLDO” . Similar approaches in tourism research 

(:DOPVOH\�	�-HQNLQV, 1993, and %DORJOX�	�%ULQEHUJ, 1997, (FKWQHU�	�5LWFKLH, 1993), based 

on affective/ appraisive images, were compared in order to guarantee the inclusion of the most 

appropriate dimensions, both applicable to tourist destinations and to persons. This resulted in the 

further inclusion of the dimension “ XQLTXHÅÆFRPPRQ” .  
 

 

 

 

 

 

 

 

 

 

 

Generally, Malhotra’s scale proved to be relatively comprehensive, including relevant and 

suggestive dimensions. Some modifications were judged appropriate, though, to better fit the 

tourist destination concept and facilitate comprehension159 (see table 11).  

��� 3UH�WHVW�$SULO�0D\�������
The first pre-test focusing on cognitive image (June–September 1996, pp.189-190) aimed actually 

at analyzing market structure via potential benefits sought. It is true that benefits sought may be 

considered the motivational complement of destination image and corresponding evaluations are 

frequently used for measuring cognitive image. However, our redefined research focus led to the 

need of reviewing especially destination image assessment. Thus, after the above-mentioned 

approach leading to item reduction, the concern of comprehensiveness of the research instrument 

led to another more complete approach. A more comprehensive item-battery was developed, 

considering especially qualitative results from exploratory phases 1) and 2) and a more detailed 

review of destination image studies. This led to an instrument with 45 cognitive attribute-items, 

including both “ SXVK”  and “ SXOO�PRWLYDWRUV” . The questionnaire containing this item-battery, the 

                                                           
159 It was decided to eliminate one dimension, which was judged problematic to apply to persons, especially 
in its translated version, namely “ FRPIRUWDEOH�� XQFRPIRUWDEOH” , which was judged to be sufficiently 
presented by the dimension “ SOHDVDQW�� XQSOHDVDQW” . Another two dimensions, namely “ WKULIW\� �� LQGXOJHQW”  
and “PRGHVW���YDLQ”  were combined to “PRGHVW���H[WUDYDJDQW” , and “ FRQWHPSRUDU\���XQFRQWHPSRUDU\”  was 
substituted by “PRGHUQ���WUDGLWLRQDO”  to better suit the rural destination concept. 

1. tense (instead of excitable) ÅÆ calm    
2. dominating ÅÆsubmissive 
3. rugged ÅÆ delicate 
4. modest ÅÆextravagant 
5. pleasant ÅÆ unpleasant 
6. modern ÅÆ traditional  
7. organized ÅÆ unorganized 
8. rational ÅÆ emotional 
9. youthful ÅÆ mature 
10. formal ÅÆ informal 
11. conservative (instead of orthodox) ÅÆ liberal 
12. complex ÅÆ simple 
13. colorless ÅÆ colorful 
14. active ÅÆ passive  
15. natural ÅÆ artificial 
16. unique ÅÆ common 
17. friendly/ warm ÅÆ distant/ cold 
18. richÅÆ poor 

7DEOH������6HPDQWLF�GLIIHUHQWLDO�
VFDOHV�IRU�PHDVXULQJ�DIIHFWLYH�LPDJH�  
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semantic differential scales and the open-ended questions, was tested with a sample of the tourist 

population in North Portugal160.  

First, the forty-five-item battery was reduced based on respondents’ reported difficulty in 

interpreting some items, a series of exploratory PCA analyses, the number of missing values and a 

discussion with colleagues from the tourism field about eventual redundancies. The main goal was 

to maintain relevant aspects related to theoretically and empirically suggested image-dimensions 

found in tourism-literature and in own previous results.  

�
1DWXUH�

• Rural life/ agriculture 
• Contact with nature 
• Peace and quiet 
• Walking paths 
• Unpolluted environment 
• Isolation 
• Scenery 
• Rivers and lakes 
• Climate 

&XOWXUH�� • Architecture, monuments 
• Handicraft 
• Local history & culture 
• Festivities and folklore 

�
6RFLDOL]LQJ�

• Opportunities for socializing 
• Nightlife 

+RVSLWDOLW\� • Sympathy of population 
�
7RXULVP�DQG�OHLVXUH�LQIUDVWUXFWXUHV�

• Lodging 
• Gastronomy 
• Offerings for families with children 
• Opportunities for sports and recreation 
• Variety of tourist attractions 

�
$FFHVVLELOLW\�DQG�EDVLF�,QIUDVWUXFWXUHV�

• Accessibility 
• Sign-posting 
• Tourist information  
• Ease of communication 
• Infrastructures 
• Professional service 

3ULFH�� • Prices 
3V\FKRORJLFDO�� • Authenticity  

• Safety 
• Reputation 
• Novelty 
• Adventure 

7DEOH�����0RVW�UHOHYDQW�DWWULEXWHV�RI�D�UXUDO�KROLGD\�GHVWLQDWLRQ 

It was further decided that a focus on destination attributes rather than on “ SXVK�PRWLYHV”  that might 

be satisfied by the destination was adequate. This led to a more consistent approach, in which 

                                                           
160 The test region was that around the Archeological Park of Foz Côa, a rural zone in the interior North. One 
hundred and eighty-five responses were collected for this pre-test. 
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“ SXVK�PRWLYDWRUV”  are implicit in some “ SXOO�IHDWXUHV”  (eg. “ SHDFH�DQG�TXLHW”  reflecting the need 

for relaxation and escaping stress), but where all aspects relate more directly to the destination, the 

image of which is at stake161. These items were rated both in terms of their importance and their 

presence in North Portugal. The reason for this simultaneous approach of assessing motivation and 

destination evaluation by the same item battery was the need to limit complexity and length of the 

questionnaire. Further, the link between motivation, corresponding expectation and evaluative 

perception is most important and should be assessed for each aspect. Thus, the list was reduced to a 

manageable but significant and still comprehensive list containing thirty-three destination image 

items162. The list of items, associated to suggested categories is presented in table 12.  

Further, the open-ended questions suggested by (FKWQHU�	�5LWFKLH (1993) were included in this 

pre-test questionnaire. These were three distinct questions about unique and distinct aspects, the 

atmosphere at the destination and specific images that come to the visitor’s mind. However, results 

showed that respondents felt some difficulty in distinguishing these aspects. People seem to have 

specific ways of thinking or expressing their thoughts, which may be more or less abstract, picture-

like or emotional. A prior directing of these thoughts using abstract classifications, some 

respondents do not distinguish or have difficulty in relating to may not be adequate. Rather, an a-

posteriori classification by the researcher may be preferable and some aspects may actually be 

fuzzy and belong to more dimensions163. That is why it was decided to use only one question in the 

final questionnaire asking for a free elicitation of any three words that come to mind when thinking 

of North Portugal in terms of images, atmosphere and distinct features. Another qualitative 

approach aiming at spontaneously elicited associations is reflected by the questions about the most 

positive and negative impressions about North Portugal, as a result of the subject’s experience.  

Steps five to eight for the development of a reliable and valid image assessment instrument, as 

suggested by &KXUFKLOO� (1979, see table 8, p.188), will be realized with the data collected for 

hypotheses testing. To permit the test of criterion validity, measures of future consumption 

behavior (likelihood to come back and to recommend) were also included. That is, apart from 

theoretical advancements via empirical validation of hypotheses, the development of a useful 

                                                           
161 The SXVK�PRWLYH “ QRYHOW\”  was maintained at this stage, due to its reported importance for visiting North 
Portugal. The discovery aspect may be an underlying dimension of many aspects, though, such as “ SUR[LPLW\�
WR�QDWXUH” , “ FXOWXUH�DQG�WUDGLWLRQ”  and “ JHWWLQJ�WR�NQRZ�UXUDO�ZD\�RI�OLIH” . 
162 Excluded items were: cleanliness, healthy lifestyle, privacy, relaxation, feeling at home, animals, 
wilderness, romantic atmosphere, simple life, close urban center; the single items sports and recreation were 
combined to one, village integration and agriculture were combined to “ rural life” . 
163 For example, “ EHDXWLIXO�ODQGVFDSH”  may refer to very concrete images in people’ s minds, which they have 
difficulties in expressing clearly in the context of a questionnaire. This aspect may also reflect a specific 
atmosphere or emotional state, which people may also have difficulties in expressing (e.g. the pleasure of 
experiencing aesthetics, harmony, beauty). Finally, it may refer to landscape characteristics which are distinct 
and unique to the perceiver, but which respondents also have difficulties in specifying. That is, some people 
think or express themselves in more holistic terms and do not reflect much about specific dimensions related 
to their perceptions and attitudes, even if separate questions should induce them to. For assessing finer 
differences, in-depth interviews should be more adequate than time-limited self-administered questionnaires. 
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research instrument for measuring rural destination images is aimed at as a by-product of this 

study. 

Another result of pre-tests was a better-targeted data collection approach. The difficulty of 

receiving responses via intermediaries suggested the need of personal administration, interviewing 

or assistance. It became evident that for this type of tourism it would be important to identify 

adequate sites for interviewing, allowing for a sufficient number of responses per visit, since tourist 

infrastructures and attractions were typically very dispersed and small-scale. Attractions visited 

along the day led to satisfactory results, whereas contacting with tourists at lodging establishments 

was generally less practicable. The first trips to the region already revealed most interesting sites 

for interviewing, such as the Archeological Park of the Coa Valley or the center of Ponte de Lima.  

&KDSWHU��������0HDVXUHPHQW�RI�9DULDEOHV�DQG�&HQWUDO�&RQVWUXFWV�RI�$QDO\VLV�
The nature and measurement of constructs and variables is shown next, beginning with the most 

relevant construct of this thesis, GHVWLQDWLRQ�LPDJH, presenting then selected independent variables 

suggested to partially determine it and finally behavioral variables, assessing the predictive 

potential of the image construct. Some variables are assessed or aggregated in diverse ways. The 

measurement used for hypothesis testing should depend on the requirements of the technique to be 

used. There is a trade-off between the benefit of maintaining the most of the original data collected 

and the manageability of data and interpretability of results, suggesting an aggregation to reduce 

complexity. 

• 'HVWLQDWLRQ�,PDJH��this is the main construct of this thesis, a latent multidimensional variable, 

considered to consist of a FRJQLWLYH and DIIHFWLYH�component, as well as being of a KROLVWLF�
nature and containing LPDJHU\ elements.  

• &RJQLWLYH� LPDJH� FRPSRQHQW�� those aspects of an image, which are mainly cognitively 

perceived and processed, implying an intellectual data assessment and treatment, logical 

inferences and evaluations.  

This component is measured as a list of aspects, generally associated with holiday 

destinations and particularly adapted to a rural holiday destination, also expressing eventual 

EHQHILWV�VRXJKW. Items were collected in an exploratory phase, reviewing studies in the field 

of destination image, via a IUHH� HOLFLWDWLRQ�H[HUFLVH with students (see Exploratory Phase 

1996), and considering results of an exploratory study of the profile and motivation of the 

rural tourism market in North and Central Portugal (see pre-test 1996). Although a few 

items bear some affective meaning (“ peace and quiet” , “ hospitality of population” ), they 

are generally more related to perceivable characteristics of the destination, which may be 

cognitively evaluated. The analytical thinking needed to make separate judgements instead 

of a holistic appreciation also enhances cognitive evaluation. The presence of attributes 
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belonging to this FRJQLWLYH�LPDJH of a rural holiday destination is rated on 5-point Likert-

like scales. These ratings are factor-analyzed, leading to the identification of cognitive 

image factors.  

Apart from that, one open-ended question, namely “:KLFK� LPDJHV�� DWPRVSKHUH�� IHDWXUHV�
FRPH�WR�PLQG�ZKHQ�\RX�WKLQN�DERXW�WKLV�UHJLRQ"” , should reveal some cognitive elements 

of destination image, which are most associated in a free elicitation exercise. 

• )XQFWLRQDO�FRQJUXLW\��the degree to which benefits sought are encountered, i.e. the degree 

to which expectations are met, making the link between motivation and (cognitive) 

perception. Functional congruity can be understood as a part of the cognitive image 

component, expressing the result of cognitive data processing. 

This construct is operationlized as a single indicator, namely as the average of cognitive 

evaluations on those items rated as more important (4 and 5 in a 5-point scale). The basic 

rationale for this was the simultaneous consideration of importance ratings (with those 

aspects rated above the mid-point considered as relevant EHQHILWV�VRXJKW) and evaluations 

(expressing the cognitive perception of the degree to which those needs are met).  

• $IIHFWLYH� LPDJH� FRPSRQHQW� those aspects of an image expressing feelings or the 

emotional reaction of the perceiver towards the stimulus-object.  

The affective component� was operationalized as a list of 5-point semantic differential 

scales. These seem particularly useful, as they express a more holistic evaluation, implying 

an emotional reaction towards a stimulus rather than its partial description and intellectual 

rating. The scale battery was developed, based on 0DOKRWUD (1981)’ s product-person-self 

image scale, which was adapted to a rural tourism destination. The reason for using this 

scale was the simultaneous interest in testing the importance of destination-self-congruity. 

A limitation of the approach was the fact that only those scales simultaneously useful for 

destination and self-evaluation were used. These scales are factor-analyzed producing 

affective image dimensions. If one dimension reflecting “ SOHDVDQWQHVV”  reveals superior 

explanatory power, it may be used as a summary surrogate variable (see 5XVVHOO�	�/DQLXV, 
1984). Also the above-mentioned open-ended question assesses affective images.  

• 'HVWLQDWLRQ�VHOI�FRQJUXLW\: the degree to which self-image corresponds to destination 

image. Destination-self-congruity can be understood as a part of the affective image 

component, expressing the degree of identification felt with the destination.  

The concept is measured by the average difference between self and destination-

evaluations, as well as by a single “ VLPLODU�WR�PHÅÆ�GLIIHUHQW�IURP�PH”  scale.  

• +ROLVWLF� LPDJH�� a more or less positive RYHUDOO� LPSUHVVLRQ��operationalized as a 7-point 

³YHU\�JRRGÅÆ YHU\�EDG´ scale.  
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• ,PDJHU\�� picture-like information stored in memory. Imagery elements are assessed via 

responses to the mentioned open-ended question. Responses are categorized and 

summarized to reveal the main “ pictures in mind” . Further, in an exploratory 

supplementary exercise, respondents are confronted with selected photos of North Portugal. 

Those most associated with the destination and those most liked should reveal imagery 

elements existing in the tourist’ s mind. 

• 0RWLYDWLRQDO�FRQWH[W��main interests and driving forces, responsible for tourist behavior. Both 

the general purpose of trip and more specific benefits sought are considered. 

• *HQHUDO�PRWLYDWLRQDO�FRQWH[W��the main purpose of the trip, as related to holidays, work or 

visit of friends and family. Responses to an open-ended question are classified into the 

categories “ KROLGD\V�RQO\” , “ EXVLQHVV��ZRUN���KROLGD\V”  and “ YLVLWLQJ�IULHQGV�	�IDPLO\���
KROLGD\V” .164  

• 6SHFLILF� PRWLYDWLRQDO� FRQWH[W� specific benefits sought by the individual traveler are 

measured via LPSRUWDQFH� UDWLQJV of the mentioned item-list used for the assessment of 

cognitive image. These ratings on 5-point Likert-like scales are further factor-analyzed 

leading to benefit-dimensions. Moreover, tourists can be grouped as EHQHILW�VHJPHQWV, also 

useful for hypotheses testing.  

• ([SHULHQFH�EDVHG� IDPLOLDULW\� ZLWK� WKH� GHVWLQDWLRQ� knowledge of and, to a certain degree, 

involvement with the destination as a result of prior visit. 

• /R\DOW\� WRZDUGV� WKH� GHVWLQDWLRQ� �SULRU� YLVLW� VWDWH�� The habit of repeating visits to the 

destination is assessed via indication of the number of prior visits to the destination. The 

number is transformed into an ordinal scale, with either seven categories (no prior visit, one; 

two; 3-4; 5-6; 7-8; >8 prior visits), or with two categories, resulting from aggregation. Thus, 

one may distinguish simply between newcomers and repeat visitors.  

• 6RFLR�GHPRJUDSKLF�YDULDEOHV��variables showing the profile of the individual traveler in terms 

of age-range, gender, nationality and education. 

• $JH��ordinal scale with eight categories (<14, 15-25, 26-35, 36-45, 46-55, 56-65, 66-75, 

>75 years) or three aggregated levels (up to 25 years, between 26 and 55, above 55 years).  

• *HQGHU��masculine versus feminine. 

• 1DWLRQDOLW\�JURXS� nominal variable, with originally 49 categories, reduced here in order to 

distinguish between the Portuguese and the foreign tourist market.  

• (GXFDWLRQ�� ordinal variable, with three levels (low: below a-level, medium: a-level to 

bachelor, high: university degree or higher) 

                                                           
164 This variable has been classified as “ WUDYHO�FRQWH[W´ elsewhere (6QHSHQJHU�	�0LOQHU� 1990). However, 
any motivation shapes the context of travel. 
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• 3V\FKRJUDSKLF�WUDYHOHU�W\SH� reflects the degree to which a traveler tends to travel a lot and to 

new, different destinations, seeking new and authentic experiences. The variable is based on 

Plog’ s typology of the psycho-centric versus allo-centric tourist, with the first seeking the 

familiar, the second the new and different, apart from revealing travel-specific behavior 

patterns (see p.24). The construct is assessed through a summated averaged indicator, 

including several variables, to which a value is attributed according to increasing degree of 

allo-centrism165.  

• 6WLPXOXV�FRQWH[W� the perceptual context in terms of sub-region visited and season of the year, 

determining perception and evaluation of destination: 

• VXE�UHJLRQ� YLVLWHG (Minho, Douro, Trás-os-Montes) being measured by 1) the site of 

questioning, 2) the site of stay, and 3) the localities visited during the stay166.   

• VHDVRQ�RI�WKH�\HDU� identified via the month of stay indicated by respondents and classified, 

considering the data available on tourist flows during the year (high season = June to 

September and low season = rest of year)  

• 7UDYHOLQJ�FRQWH[W��particularly OHQJWK�RI�VWD\��measured as the number of days a tourist stays 

at the destination. An originally created ordinal scale with eleven intervals was collapsed into 

two categories, often used in tourism literature (short break: below four days and holidays: 

above).�
• Both SUREDELOLW\� WR� UHFRPPHQG�DQG� WR� UHWXUQ to the destination are measured on a 7-point 

“ YHU\�OLNHO\ÅÆYHU\�XQOLNHO\”  scale. �
These variables are conceptually integrated in a model with independent, intervening, moderating 

and dependent variables. For hypotheses testing these variables are further adapted to the statistical 

technique used. Briefly, the nature of variables for statistical analysis can be summarized as:  

                                                           

165 The variables included are: frequency of holidays (0-1 times=1, 2-3 times=2, >3times=3), frequency of 
weekend short-breaks (<3 times=1, 3-6 times=2, >6 times=3), type of destination (familiar=1, more or less 
exotic=2, very exotic=3), preferred and actual lodging (hotels/ pousadas, F&F =1, pensions, rented flats, 
countryhouse, manor house, castles =2, camping, agro-tourism, variable= 3), repeat visit (> 6 times= 1, 2-6 
times= 2, < 2 times= 3), reservation (>4 months=1, 1-4 months =2, <1 months =3), information sources 
(travel agency, publicity, catalogue= 1, prior visit, tourist guide, recommendation=2, general literature, 
internet= 3), distance traveled at destination (<50km =1, 50-150km= 2, >150km=3). The average of these 
attributed values indicates the overall degree of allo-centrism. Those with values below and above 0.5 from 
the mean were classified as SV\FKR��or DOORFHQWULFV (about 15% each). This approach must be understood as 
an approximation to a classification of psycho-graphic traveler types, focusing on the extreme ends of the 
distribution. 
166 When all sites belong to one sub-region correspond, classification is easiest. If not, the most important 
indicators are 1) and 2), which are further completed by a consideration of 3) in the case of discrepancy. 
Eventually the classification “ rural Northern Portugal”  when 1), 2) and 3) all belong to different rural sub-
regions, is used, or “ Northern Portugal + Porto” , if 2) refers to the city and its surroundings, or if 2) is 
“ variable”  and Porto and surroundings are important locations visited. However, only the three rural sub-
regions are used for hypotheses testing. 
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Independent Variables: 

• 6XE�UHJLRQ�YLVLWHG��nominal variable with three main categories 

• 6HDVRQ�RI�WKH�\HDU� ordinal variable with two levels 

• /HQJWK�RI�VWD\��ordinal variable with two levels 

• 3XUSRVH�RI�YLVLW�(general motivational context):�nominal variable with three categories 

• %HQHILWV� VRXJKW� (specific motivational context): numerical variables, reflecting benefit-

dimensions (factor scores or average summated scales)167; or nominal variable with the 

categories reflecting the belonging to benefit-segments 

• 'HVWLQDWLRQ�IDPLOLDULW\��OR\DOW\� ordinal variable with seven or two levels 

• 1DWLRQDOLW\�JURXS� nominal variable with two categories 

• $JH��ordinal variable with three levels 

• *HQGHU��nominal variable with two categories 

• (GXFDWLRQ��ordinal variable with three levels 

Moderating Variable: 

• 3V\FKRJUDSKLF�WUDYHOHU�W\SH�(degree of allo-centrism): numerical variable, ranging from one to 

three 

First-level Dependent Variables: 

• &RJQLWLYH� ,PDJH�� several numerical variables, representing cognitive dimensions� in terms of 

factor scores or average summated scales 

• )XQFWLRQDO�FRQJUXLW\��numerical variable, ranging from one to five 

• $IIHFWLYH�,PDJH��either one or several numerical variables, corresponding to the most relevant 

dimensions identified via factor-analysis 

• 'HVWLQDWLRQ�VHOI�FRQJUXLW\� a numerical variable, ranging from one to five  

• +ROLVWLF�LPDJH��ordinal/ interval scale with seven levels 

Second-level Dependent Variables or Criterion Variables: 

• 3UREDELOLW\�WR�UHFRPPHQG��ordinal/ interval scale with seven levels 

• 3UREDELOLW\�WR�UHWXUQ: ordinal/ interval scale with seven levels�
                                                           
167 Generally, factor scores and summated average scales are strongly correlated, with Pearson‘s Product 
Moments of 0.85 and higher. Factor scores are more adequate for regression analysis, due to their 
orthogonality, whereas average summated scales may facilitate interpretation and include a larger amount of 
cases, as the average is calculated, even if one variable is missing for a case. Accordingly these values are 
used alternatively according to the statistical technique employed. 
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These variables are suggested to be linked in the following manner: 

�
�
�
�
�
�
�
�
�
�

)LJ�����*OREDO�PRGHO�RI�GHVWLQDWLRQ�LPDJH�IRUPDWLRQ�DQG�HIIHFWV 

&KDSWHU��������,QVWUXPHQW�9DOLGLW\�DQG�5HOLDELOLW\�
As shown before, several pre-tests were undertaken to ensure validity and reliability168 of the 

research instrument.� 9HDO� (1997: 35-36) stresses the limits of applicability of these research 

requirements in social sciences, as compared with natural sciences. This is due to the imperfect, 

usually indirect measurement tools available for assessing latent and often fuzzy constructs like 

motivation, attitudes and images and the subject of research being as inconsistent and complex as 

human beings.  

However, an effort was made to achieve a valid and reliable instrument measuring destination 

images. This consisted of several more quantitative and qualitative approaches on the construct to 

be assessed via Likert-like scales, semantic differentials and open-ended questions. The last were 

considered important for assessing the more unique and subjective images of individuals, the first 

for assessing a more common, both affective and cognitive image, permitting comparison of groups 

and hypotheses testing. Both ease of response and usefulness in identifying relevant destination 

image components and features were considered in choosing questions. Free elicitation was also 

used for validating responses to the structured image measures, based on the premise that a 

combined quantitative-qualitative approach yields the most valid overall results.  

                                                           
168 According to 9HDO (1997), validity can be defined as the “ H[WHQW� WR�ZKLFK� LQIRUPDWLRQ�FROOHFWHG�E\� WKH�
UHVHDUFKHU�WUXO\�UHIOHFWV�WKH�SKHQRPHQRQ�EHLQJ�VWXGLHG´��Reliability refers to “ WKH�H[WHQW�WR�ZKLFK�UHVHDUFK�
ILQGLQJV�ZRXOG�EH�WKH�VDPH�LI�WKH�UHVHDUFK�ZHUH�WR�EH�UHSHDWHG�DW�D�ODWHU�GDWH�RU�ZLWK�D�GLIIHUHQW�VDPSOH�RI�
VXEMHFWV´�(i.e. would be reproducible). 
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Correspondingly, the final sample was subjected to several reliability and validity tests. First, 

factor-analysis and coefficient alpha tests were undertaken with quantitative image measures. 

Actually, these analyses were undertaken periodically along the one-year research project.  

Particularly, after collecting the first three hundred and eighty seven questionnaires, a series of 

PCAs on cognitive destination image aspects were undertaken, eliminating several items, in diverse 

orders and numbers, aiming at the simultaneously most parsimonious and representative factor 

solution. Successive variable elimination was based on the criteria of value of communality, MSA, 

the variable’ s overall contribution to the research (+DLU� HW� DO�� 1998: 113-114), as well as on 

interpretability of components and consequences for the resulting factor structure. Further ease of 

response identified via interviewing and degree of redundancy were considered for the final 

decision of eliminating items from the battery. This iterative process led to the elimination of seven 

items169, in an attempt to shorten the questionnaire, thereby facilitating response, simultaneously 

maintaining the main image dimensions. &URQEDFK� DOSKD� PHDVXUHV for all components were 

satisfactory, supporting their reliability.  

Also semantic differentials, measuring affective image, were subjected to PCA at the same point in 

time (N=387). When analyzing for possible scale-elimination, also difficulty of response170 and the 

most recurrent choice of the mid-point of the scale were considered. Correspondingly, the scales 

“ ULFK�SRRU´ and “ GRPLQDWLQJ�VXEPLVVLYH´ were eliminated. The final component structure does not 

reveal very reliable factors, as measured by the &URQEDFK�DOSKD indicator, however the relatively 

small number of scales initially included may justify this. This scale-battery was intentionally not 

too extensive, as it was used both for destination and self-evaluation and had to be responded in 

addition to the comprehensive cognitive item-battery and a number of other questions. Thus, a 

concern about the length of the questionnaire, which is inversely related to its validity, due to 

fatigue and irritation of respondents, imposed some contention. Further, prior research undertaken 

by 0DOKRWUD (1981) was supposed to have already led to a refinement of the scale-battery, so that 

actually factor analysis may not be the most appropriate technique to use in these circumstances. 

However, as new scales were included and proximity to results from other studies on affective 

destination and environmental images should be analyzed, as well as the relationship to self-image, 

both components and single scales were considered useful for exploratory research. Additionally, 

the importance of the single scale “ SOHDVDQW�XQSOHDVDQW”  or a corresponding strong dimension as an 

eventual surrogate variable for the affective image must be highlighted. 

The factor-analyses of the final sample are exposed in detail in chapter 8 when describing the 

destination image identified for North Portugal. The cognitive image structure revealed five broad 

                                                           
169 The eliminated items were: handicraft, festivals and folklore, and the more abstract and psychologically 
laden aspects safety, reputation, novelty, authenticity and adventure. 
170 number of missing data and recorded reactions to scales 
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components, which were mainly confirmed when undertaking separate PCAs on two randomly 

identified halves. This also supports the reliability of the quantitative cognitive image measure.  

&RQWHQW� or IDFH� YDOLGLW\ refers to the degree to which measures correspond to conceptual 

definitions (&KXUFKLOO� 1979). As far as the here measured construct is concerned, theory suggests 

the existence of distinct image dimensions and contents. This has been expressed in the first 

hypothesis to be tested and will thus be evaluated in Chapters 8 and 9. The multiple pretests 

undertaken with different populations, the consultation of experts, as well as the consideration of 

the specialty literature should have contributed to content validity in developing measures (+DLU�HW�
DO�� 1998:177). Finally, the use of diverse quantitative and qualitative image measurements and the 

codification of freely elicited answers by several researchers should enhance content validity171.   

Other forms of validity are assessed in terms of the relationship between sets of variables. Thus, 

FRQYHUJHQW�� GLVFULPLQDQW and QRPRORJLFDO� YDOLGLW\ may be distinguished. &RQYHUJHQW� YDOLGLW\ 
assesses the degree to which two measures of the same concept are correlated. As several methods 

for image assessment are used, converging image contents should be observable. 'LVFULPLQDQW 
validity expresses the distinctiveness of two conceptually different concepts. It may be tested by 

confronting image dimensions with behavioral variables, which are considered as related to, but not 

pertaining to the image construct. 1RPRORJLFDO or FULWHULRQ�YDOLGLW\ refers to the degree to which 

the measure in question confirms theoretically suggested relationships (+DLU�HW�DO���1998: 118-119). 

&ULWHULRQ� YDOLGLW\ can be tested based on the theoretical assumption that image components 

determine future travel behavior in that a positive image is likely to induce repeat visits or 

recommendation.  

                                                           
171 Concretely, the researcher, attempting to be as close as possible to the original, but also avoiding 
redundancy, coded the first 100 single words used. Correspondingly, new codes were only introduced, if the 
old ones were considered inadequate of capturing the meaning of the next word to be coded. Very particular 
aspects were maintained to reflect the individual richness of images. The first coding was revised after the 
introduction of another 100 answers, leading to a reduction of redundancy. After the introduction of the first 
300 questionnaires, a research assistant was instructed to insert questionnaire data. This process led to a 
further revision according to any doubts that came up. From then on, data insertion was undertaken in 
sequences by the author of this thesis (who inserted about 1200 responses), and two research assistants (one 
inserting about 800 responses, the other 300). This process led to continuous refinement, increasing 
consistency of coding and regular discussions whenever a not previously mentioned expression was 
encountered and whenever previous codes seemed to become less adequate or redundant. The coding process 
accompanied the one-year-long ongoing data collection. The resulting codification should provide a 
reasonable balance between the need to maintain individual mental constructs and that of parsimony.  



CHAPTER 7. METHODOLOGY 

 202 

&KDSWHU��������0HWKRGV�RI�$QDO\VLV�
In order to identify any eventual causal probabilistic relationships, three kinds of evidence can be 

used ('DYLV, 1996: 106): 

1. &RQFRPLWDQW�YDULDWLRQ� revealing the degree to which two variables are associated. 

2. 7LPH�RUGHU�RI�RFFXUUHQFH� requiring the causal factor to precede the dependent variable. 

3. The DEVHQFH� RI� RWKHU� FDXVDO� IDFWRUV� meaning that there is no other variable that could be 

responsible for a change in the dependent variable, which is most difficult to demonstrate and 

eventually impossible to require in the scope of human sciences. 

In our research project, most analyses will consider the first kind of evidence, being the second 

difficult to measure in one-time questioning, although an attempt is made when asking about 

probable future behavior. On the other hand, our discussion is further based on conceptual 

advances as presented in the first part of the study, attempting to confirm suggested relationships, 

however careful one should be considering the limitation of evidence potential. The absence of 

other causal factors cannot be totally guaranteed, but an effort was made to consider most relevant 

causal variables, as suggested by literature, as well as their interactions. 

Hypotheses are tested, based on the following quantitative techniques and making use of the data 

analysis software package 6366, version 9.0: 

��� 3ULQFLSDO� &RPSRQHQWV� $QDO\VLV� �3&$�� as a technique for finding structure in a series of 

interval-like scales, is used in order to identify affective and cognitive image dimensions172. 

These are introduced as more parsimonious data in subsequent analyses, thus facilitating 

interpretation.  

��� &OXVWHU�DQDO\VLV� with a combination of KLHUDUFKLFDO�DQG�N�PHDQV�DQDO\VLV (+DLU�HW�DO�, 1998: 

497-498), was used in order to identify groups of tourists seeking similar benefits (EHQHILW�
VHJPHQWV�. These groups are later used for difference testing, i.e. in order to permit the analysis 

of the effect of benefits sought on destination image. 

��� &RUUHODWLRQ�DQDO\VLV helps identifying in how far numerical and ordinal data tend to develop in 

the same or opposite directions, with the relationship being the more significant the more the 

absolute value of Pearson’ s correlation coefficient approximates one. It is most useful as a 

technique to analyze the relationship between independent variables, as well as between 

independent and dependent (image and behavioral) variables. 

                                                           
172 It is true that the suggested interval-like nature of attitude scales is debatable, which leads some 
researchers to prefer FRUUHVSRQGHQFH� DQDO\VLV� (0DWLDVNH� HW�DO�� 1994). The latter assumes rather nominal 
data. Its use was attempted in order to validate identified factors. However, as the number of scales and levels 
made analysis much too complex and confusing, the five levels per scale were reduced to two (above and 
below average). Resulting binary data was easier to analyze and approximately confirmed factors found by 
PCA. Still, PCA was preferred, as it maintained most of the original data and to produce factor scores.  
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��� &URVV�WDEXODWLRQV� DQG� &KL�6TXDUH� WHVWV�� indicating statistically significant frequency 

differences between groups. The difference analysis is useful for nominal and ordinal data and 

will be particularly employed when studying relationships between independent variables. 

��� .UXVNDOO� :DOOLV� WHVWV� as non-parametric alternatives to the $129$� for testing mean 

differences between groups. This technique is adequate for individually testing differences 

between categories of nominal or ordinal independent variables concerning a numeric, interval 

or ordinal dependent variable (here: image variables). When only two groups are confronted, 

the 0DQQ�:KLWQH\�8� test is used. As assumptions of ANOVA (equal interval or ratio scale 

measurement, normality and homoscedasticity of observations) are not always met, the use of 

these non-parametric tests seems more appropriate for a uniform treatment of hundreds of 

single difference analyses173. These tests are mainly applied for identifying image differences 

due to several independent variables, i.e. for analyzing potential image determinants. In the 

case of benefit segment analysis, ANOVA was considered adequate, as the size of groups was 

sufficiently large and approximately similar (3HVWDQD�	�*DJHLUR, 1998: 181). 

��� 0XOWLSOH� 5HJUHVVLRQ� $QDO\VLV� aiming at identifying unidirectional causal relationships 

between several independent and one dependent variable. Assumptions to be considered are: 

(approximate) linearity, independence, constant variance and normal distribution of error terms 

�+DLU�HW�DO�� 1998: 173-176). This analysis is basically used in the context of: 

��� 3DWK� DQDO\VLV� as an extension of multiple regression analysis, based on the assumption of 

theoretically suggested causal relations. However, “ SDWK� DQDO\VLV� FDQQRW� HVWDEOLVK�
FDXVDOLW\«DOO� LW� FDQ� GR� LV� WR� H[DPLQH� WKH� SDWWHUQ� RI� UHODWLRQVKLSV� EHWZHHQ� WKUHH� RU� PRUH�
YDULDEOHV«´�(%U\PDQ�	�&UDPHU, 1994). Relationships are generally suggested to be causal 

based on theory, are visualized via path diagrams, connecting variables through arrows in the 

supposed direction. Several multiple regression analyses, looking at the suggested relationships 

between each dependent variable and its set of independent determinants, are realized, the 

results of which are introduced in a global model, showing both direct and indirect effects. 

However, this analysis is not adequate for too many variables (/RHKOLQ, 1992 and 3HGKD]XU, 
1982, as cited by 3HVWDQD�	�*DJHLUR, 1998: 427). It is therefore only used in the context of 

image structure analysis. 

                                                                                                                                                                                
 
173 “+RZHYHU�� WKH� QHHG� WR� PHHW� WKHVH� WKUHH� FRQGLWLRQV� IRU� XVLQJ� SDUDPHWULF� WHVWV� KDV� EHHQ� VWURQJO\�
TXHVWLRQHG³ (%U\PDQ�	�&UDPHU� 1994: 117-118). These authors refer to studies carried out with samples 
from populations which have been artificially set up to violate assumptions, revealing a certain robustness of 
parametric tests. But in situations with different sample sizes and heterogeneous variances, as well as with 
small samples (below 15 cases), non-parametric tests should be always preferred. As in this study, equal 
sample size and homogeneous variance is not always given, the option for non-parametric tests seems more 
reasonable. In order to facilitate interpretation and comparison of results, it was further considered preferable 
to only use one technique consistently for the numerous analyses. 
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It would be most interesting to integrate the collected data into a VWUXFWXUDO� HTXDWLRQV� PRGHO� 
which would be able to simultaneously assess interaction, direct and indirect effects.  However, the 

state of the art in destination image research does not theoretically support a well-established 

model, making the application of SEM questionable (%DORJOX�� 1996). Our suggested model is 

rather exploratory, attempting to combine a number of hypotheses into a more complex framework. 

One further problem relates to the complexity and type of data collected, which is mainly of 

nominal, ordinal or interval type, with sometimes not normal and homoscedastic distributions.   

Finally, qualitative techniques, mostly simple content analysis and freely elicited data 

categorization, were used in order to complete and validate results. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

)LJ�����6XPPDU\�RI�VWHSV�LQYROYHG�LQ�GDWD�DQDO\VLV 

3URILOH�DQG�7RXULVW�%HKDYLRU�RI�6DPSOH��
Descriptive Statistics 

'HVFULSWLRQ�DQG�6WUXFWXUH�RI�%HQHILWV�6RXJKW��'HYHORSPHQW�RI�%HQHILW�&OXVWHUV� 
Descriptive Statistics, PCA, Cluster Analysis, 

Cross-tabs and ANOVA for Cluster-distinction 

1RQ�5HVSRQVH�%LDV�

+\SRWKHVHV�7HVWLQJ��
1. Image Structure: correlation, multiple regression, path 

analysis, t-tests for imagery variables 
2. Image Determinants: correlation, Kruskall-Wallis, Mann-

Whitney-U, computation of “ LPSRUWDQFH� VFRUH”  for all 
independent variables 

3. Image effects: correlation 
 

'HVFULSWLRQ�DQG�6WUXFWXUH�RI�'HVWLQDWLRQ�,PDJH: 
Descriptive Statistics, PCA of cognitive and affective 
image scales, Categorization of freely elicited images 

3UHSDUDWLRQ�RI�9DULDEOHV�IRU�+\SRWKHVHV�7HVWLQJ��
A. Computation of summative scores for image dimensions 

and traveler type 
B. Computation of new variables with aggregated categories 
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&KDSWHU����1RUWK�3RUWXJDO�DV�D�5XUDO�7RXULVW�'HVWLQDWLRQ�
This chapter and the following present the results of the empirical study. The objective is to 

identify the images tourists hold about North Portugal as a rural tourist destination, the factors that 

determine these images and consequences these images have for future tourist behavior. In this 

chapter, the image-object itself will be briefly characterized, namely North Portugal as a tourist 

destination. Then, results of data collection are presented in a descriptive manner: the sample 

profile and reported tourist behaviors. Tourist motivation and benefits sought are analyzed more 

carefully. In this context, benefit segmentation via cluster-analysis of importance ratings of 

destination features is undertaken. Finally, destination images are assessed in a variety of ways and 

presented in an aggregated manner. Chapter 9 will be dedicated to hypotheses testing, concerning 

image structure, determinants and potential behavioral effects. 

&KDSWHU������'HVWLQDWLRQ�3URILOH�DFFRUGLQJ�WR�6HFRQGDU\�'DWD�
The specificity of the image-object, namely a tourist destination within a particular geographical, 

cultural and socio-economic context, requires a brief characterization. Only an approximate 

understanding of this destination may permit a correct interpretation of image-perceptions. 

Additionally, this understanding may permit more adequate conclusions about implications of 

research results on destination marketing.  

It is not the purpose of this chapter to analyze exhaustively North Portugal’ s attractions, 

infrastructures, potentialities and limitations. Nevertheless, images are supposed to be directly 

related to reality and this should therefore be minimally understood, before analyzing those images. 

That is why North Portugal as a rural tourist destination will be briefly presented, based on both 

documents from the geographical and socio-economic domain and on publications designed to 

promote and inform tourists about the region. Additionally, data on tourism infrastructures and 

tourist flows will be analyzed. Following the rationale of various authors the destination’ s tourism 

supply is divided into primary and secondary resources (see pp.18-19). The first refer to features 

that motivate a tourist to visit the destination, while secondary resources are required to cater to 

these visitors. In a final sub-chapter the tourist market, i.e. the tourist flows and their distribution 

will be looked at. For this analysis, North Portugal is divided into four sub-regions. 

&KDSWHU��������7KH�)RXU�6XE�UHJLRQV�RI�1RUWK�3RUWXJDO�
“1RUWK�3RUWXJDO��GXH� WR� LWV�TXDQWLWDWLYH�DQG�TXDOLWDWLYH�GLPHQVLRQ�DQG� LWV�KXPDQ�DQG� WHUULWRULDO�
ULFKQHVV��KDV�VRXJKW�WR�EH�UHFRJQL]HG�DV�DQ�DWWUDFWLYH�GHVWLQDWLRQ��FDSDEOH�RI�LQWHJUDWLQJ�LWVHOI�LQWR�
WKH�QDWLRQDO�DQG�LQWHUQDWLRQDO��WRXULVP��FLUFXLWV´ (6DQWRV�	�7HUUDVrFD, 1998: 16). However, the 
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region is not supposed to “ FRPSHWH� ZLWK� RWKHU� UHJLRQV� LQ� WKH� FRXQWU\�� EXW� UDWKHU� WR� SUHVHQW� DQ�
DOWHUQDWLYH� WRXULVP� SURGXFW��ZLWK� VXIILFLHQW� VSHFLILFLW\� DQG� FDSDFLW\� RI� DWWUDFWLRQ��«��JLYHQ� WKDW��
VRFLHW\�«�QRZDGD\V�DWWULEXWHV�KLJKHU�YDOXH�WR�KHDOWK��FXOWXUH��OHLVXUH��RXWGRRUV��DQG�UHGLVFRYHU\�RI�
QDWXUH´ (6DQWRV�	�7HUUDVrFD, 1998: 19).   

The analysis of the region’ s tourism potential has led the regional development agency CCRN to 

the designation of North Portugal as a “ FRPSRVLWH� WRXULVP� SURGXFW«, �LQ� ZKLFK�« QDWXUH«��
UHODWHG� VSRUWLYH� DFWLYLWLHV�� SUHFLRXV� FXOWXUDO� KHULWDJH«�DQG� FRPSOHPHQWDULO\� IRU� VRPH�DUHDV� WKH�
EHDFKHV�DUH�LPSRUWDQW�FRQVWLWXWLQJ�HOHPHQWV�´ Accordingly, its diversity suggests the region to be 

mostly suitable as an “ LWLQHUDU\”  tourism product. On the other hand, four sub-regions with 

“ VXIILFLHQW� VSHFLILFLW\�� LGHQWLW\�� DV� ZHOO� DV«� FRPSOHPHQWDU\� FKDUDFWHU´ may be distinguished, 

namely the Oporto Metropolitan Area, Minho, Douro and Trás-os-Montes (6DQWRV�	�7HUUDVrFD� 
1998: 17-19). Of these only the last three integrate mainly rural areas which constitute the rural 

tourist destination, the images of which are later analyzed. 

The 2SRUWR�DUHD is an important point of reference for most tourists in North Portugal, as many 

arrive at the Oporto airport and transportation connections are concentrated here. It represents the 

region’ s most important city with the largest concentration of facilities, apart from a series of 

notable tourist attractions, which usually convince North Portugal travelers to include a visit to the 

city, even when on holidays in a rural area. 

The Oporto Metropolitan Area was elected by those responsible for tourism promotion of the 

region as the “ QDWXUDO�OHDGHU�LQ�WKH�SURFHVV�RI�WRXULVP�GHYHORSPHQW´�(6DQWRV�	�7HUUDVrFD, 1998: 

18)� It represents an urban tourist destination with strong historical and monumental references and 

a special vocation for business tourism. This is due to the concentration of industry and service 

enterprises in its area, as well as existing facilities for large-scale events (conferences, expositions 

etc., e.g. the “(XURSDUTXH´). Its Port wine cellars as well as its famous urban landscape, related to 

the Douro river, the coastline and the ancient parts of the city174 are important primary resources. 

However, a not always harmonious urbanization and traffic congestion constitute barriers to this 

primary role of the city for regional tourism development and promotion. 

The 0LQKR�UHJLRQ may be considered as consisting of three mayor areas of attraction. These are 

the areas centered at Viana de Castelo, Braga and the National Park of Gerês. The Minho offers 

most attractive natural and landscape features, an interesting coastline with sandy beaches, a hilly 

and even mountainous, green interior with small-scale agriculture and a series of picturesque small 

villages and towns. The proximity between the coast and these green areas has led to the suggestive 

                                                           
174 Its historic center was classified as :RUOG� +HULWDJH in 1996 (see UNESCO’ s homepage at 
http://www.unesco.org/whc/sites/755.htm).  
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designation “*UHHQ�&RDVW”  in the former promotional terminology175. Viana de Castelo is famous 

for its handicraft (especially gold filigree) and folklore, Braga for its monuments and religious 

importance. The Peneda de Gerês Park is known for its singular natural attraction (6DQWRV� 	�
7HUUDVrFD, 1998: 18). The region is also known for its numerous manor houses, of which a 

substantial quantity has been converted to tourist accommodation. Finally, its JUHHQ� ZLQH and 

traditional rural way of life contributes to this region’ s uniqueness and attractiveness (:HLPHU�	�
:HLPHU�/DQJHU� 1997: 32). The promotional material further stresses the importance of the 

pilgrim path towards Santiago de Compostela crossing the region, its marked religious traditions, 

monuments and the population’ s hospitality ($'(7851� HW� DO., “ Minho” ). However, also this 

region reveals some urbanization and traffic problems in certain areas (5HLQKDUG� 1996: 82). 

The 'RXUR�UHJLRQ, which may be divided into three parts from the coast to the interior, is of rare 

natural beauty. It is famous for the cultivation of Port Wine in terraces along the river, which 

results in a most attractive landscape and permits an insight in interesting traditional wine 

production methods. There is further the opportunity for scenic boat and railway trips along the 

river, for visits to towns, villages and monuments of interest and a large potential for outdoors 

sports (6DQWRV� 	� 7HUUDVrFD, 1998: 18-19). In the promotional material, the Douro river, the 

landscape and the wine production are dominant themes. Monuments and paleolitic engravings are 

also referred to in the context of the recently created $UFKHRORJLFDO� 3DUN� RI� WKH� &{D� 9DOOH\ 
($'(7851�HW�DO�� “ Douro” ).�Boat trips organized on the river Douro are a main tourist attraction, 

but are not offered between November and April.  

Finally, 7UiV�RV�0RQWHV (meaning “ beyond the mountains” ) is the area most to the interior North. 

It has the longest frontier with Spain and includes three major towns (Chaves, Bragança and 

Miranda do Douro) of monumental interest. The region is also rich in thermal resources and offers 

a beautiful natural landscape with some lakes and a mountainous shape (6DQWRV�	� 7HUUDVrFD, 

1998: 19). Also typical granite-built villages and small-scale agriculture are points of interest, with 

traditional handicraft and gastronomy making it quite an “ DXWKHQWLF”  rural area (5HLQKDUG� 1996: 

88-92). Here the continental climate dominates, with a long, hot summer and a short, cold winter. 

In both the Douro region and Trás-os-Montes the landscape is more arid and rocky the closer to the 

interior (:HLPHU�	�:HLPHU�/DQJHU� 1997: 43). In the region’ s promotional material, its typical 

gastronomy, unique fauna and flora and archeological heritage are praised ($'(7851� HW� DO�� 
“ Trás-os-Montes” ). 

                                                           
175 This brand seems very well chosen, especially for the foreign market. It was mentioned by several tourists 
when asked about what they understood by “ North Portugal” , and was used by many tour operators in their 
promotional material. Most importantly, it is suggestive of a specific and quite unique landscape and 
environment and may be accordingly preferred to geographically based brands like just “ North Portugal” . It 
thereby corresponds to what is generally considered desirable for a brand (.RWOHU�HW�DO�, 1999: 575-577). 
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&KDSWHU��������3ULPDU\�5HVRXUFHV�
Probably the most attractive features of North Portugal are its natural attributes and landscape. 

Additionally, the impact of Man on this landscape and his traditional and natural way of life 

contribute to the destination’ s attractivity. The landscape is shaped by the extensions of the Iberian 

Mountain chains, which in some areas176, particularly when combined with profound river valleys 

contrasting with granite rocks, is especially attractive. �
North Portugal can be viewed as a relatively JUHHQ�UHJLRQ, due to abundant water resources and a 

30 percent higher rate of precipitation than in the rest of the country. Precipitation decreases from 

the coastline to the interior where temperature changes are more extreme. Several natural parks 

protect the rich flora and fauna encountered in the region177. More than 40 percent of the regional 

territory’ s nature are protected by a specific status (7.5 percent as protected areas and 33 percent as 

National Ecological Reserves) (3LQKR�	�0RQWHLUR��1999: 13-19). 

Problems are becoming increasingly visible, as related to the abandoning of silvi- and agriculture. 

This has led to forest fires and to a progressive deterioration of landscape quality, particularly in 

the more interior areas. However, the worst negative impacts of human activity on the quality of 

the environment are observable in and around the metropolitan area of OPorto, an industrialized 

densely populated area with high levels of traffic congestion. In recent years environmental 

degradation in North Portugal is less due to industry and increasingly based on patterns of 

residence and consumption, which are placing pressure on the OPorto area and the coastline. From 

an environmental point of view, the continuing marginalization and depopulation of extensive rural 

areas in the region’ s interior is as negative as the residential pressure encountered at the coast 

(3LQKR�	�0RQWHLUR��1999: 13-19). 

Apart from the peculiar rural landscape of North Portugal, interesting ethnographic aspects 

(handicraft, folklore, traditions), historical monuments (particularly the castles along the Spanish 

frontier and the churches on the way to Santiago de Compostela), gastronomy and hospitality have 

been praised by several tourist guide-books and promotional material. On the other hand, there is a 

lack of specifically organized tourism products, based on these resources. 

&KDSWHU��������6HFRQGDU\�5HVRXUFHV�
One important infrastructure needed to permit tourists the access to this destination is the 

transportation network. Tourists arrive by car, railway or airplane depending mainly on the distance 

from their places of residence.  

                                                           
176 Serra de Nogueira, Cimas de Mogadouro, Serra de Roboredo, Serra de Alvão and Serra de Marão  
177Parque Nacional da Serra do Gerês, Parque Natural de Montesinho, Parque Natural do Douro Internacional 
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According to &RVWD (1999: 29-35), the VWUHHW� V\VWHP has improved in recent years, especially 

considering the links between the urban areas Oporto and Lisbon, as well as along the coastline. 

However, the metropolitan area of Oporto lacks a restructuring of its streets system. The region’ s 

interior is becoming more accessible due to the construction of major roads (IPs- ,WLQHUiULRV�
3ULQFLSDLV), connecting Oporto- Vila Real- Bragança (IP4) and Viseu- Vila Real – Chaves (IP3). 

On the other hand, when examining the street map of North Portugal and considering the 

experience of the field study in its rural areas, the quality of the street system in many areas 

continues poor, with many narrow and curvy streets and uneven pavement making driving difficult. 

This may contribute to isolation, which is appreciated by some tourists as a quality of a rural 

destination. But it makes accessibility difficult for other tourists who fear the risks of isolation or 

just do not want to spend too much time on the road. For short-break tourists this factor may be 

decisive. 

The SXEOLF�WUDQVSRUWDWLRQ�VXSSO\ via busses is not very well developed. Several companies serve 

mainly to reach the major towns. Routes sometimes include long deviations across several villages. 

Trips take considerable time, have very limited schedules and are often not compatible with further 

connecting lines178. As far as the railway system is concerned, there is a good connection between 

the urban areas around Oporto and Lisbon. However, the country’ s and particularly North 

Portugal’ s interior is rather poorly structured also in this respect. Actually, several railway lines 

with high scenic value have been closed down in recent years. There are intentions of revitalizing 

some for tourist purposes, though. Finally, a very important point of access is the Oporto Airport 

)UDQVLVFR�6i�&DUQHLUR, with a volume of more than 2.5 million passengers yearly. Seventy seven 

percent of these are international travelers (&RVWD� 1999: 32-35). 

Another most relevant secondary resource is the DFFRPPRGDWLRQ�VHFWRU. In the hotel sector North 

Portugal ranks third among the Portuguese administrative regions, with thirteen percent (28.491 

beds in 2000) of the country’ s total lodging capacity. This falls behind the dominant Algarve (about 

thirty nine percent) and the Lisbon region (twenty four percent) (,1(, 2001).  

In the North, the Oporto metropolitan area had forty three percent of lodging capacity in 1998, and 

rural areas (defined by population density of counties) only provided twenty six percent179.�

                                                           
178 This led one Australian tourist, who intentionally chose public transportation for environmental reasons (a 
motive with tendency to increase) to the statement: ³,�KDYH�EHHQ�RQ�WKH�EXV�DQG�DW�EXV�VWDWLRQV�ZDLWLQJ�IRU�
FRQQHFWLRQV�IRU�QHDUO\����KRXUV�WRGD\��,�ZDV�QRW�DEOH�WR�SODQ�WKH�WULS��DV�WKHUH�ZDV�QR�LQIRUPDWLRQ�DYDLODEOH�
EHIRUHKDQG�FRQFHUQLQJ�FRQQHFWLRQV��,�VWDUWHG�LQ�WKH�PRUQLQJ�DW�2SRUWR�DQG�,�KDYH�ILQDOO\�DUULYHG�DW�&KDYHV�
QRZ�DQG�,�WKLQN�,�GHVHUYH�D�PHGDO�´(referring to a distance of about 220 km) 
179 The analysis is based on 1998 data, as it was the latest county-wise data available, permitting a distinction 
of rural counties and defined sub-regions. If Bragança, Chaves and Vila Real, the relatively more urbanized 
of the rural counties, are further left out, only 16.4 percent of hotel supply are located in clearly rural areas. 
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Considering only rural counties, Trás-os-Montes stands out with a lodging capacity of forty three 

percent, followed by the Minho and Douro region with twenty eight percent both (,1(� 1999).  

585$/�$&&2002'$7,21�
&$3$&,7<� 

0,1+2� '2852� 75È6�26�0217(6� 232572� 727$/� 
&ODVVLF�DFFRPPRGDWLRQ�
(only rural counties)�

2.099 
(28%) 

2.129 
(28%) 

3.233 
(43%) 

88 
(1%) 

7.549 
(100%) 

7(5��
(all) 

1.448 
(67%) 

188 
(9%) 

133 
(6%) 

396 
(18%) 

2.165 
(100%) 

7RXULVW�EHGV�DYDLODEOH� 3.547 
(37%) 

2.317 
(24%) 

3.366 
(35%) 

484 
(5%) 

9.714 
(100%) 

&DPSLQJ��
(estimates for rural counties) 

9.120 
(50%) 

5.016 
(28%) 

4.104       
 (23%) 

-- 18.240 
(100%) 

7RWDO�� 12.667 
(45%) 

7.333 
(26%) 

7.470                    
(27%) 

484     
(2%) 

27.954 
(100%) 

7DEOH�����5XUDO�DFFRPPRGDWLRQ�FDSDFLW\�LQ�1RUWK�3RUWXJDO�6RXUFHV��,1(, 1999;�'*7��1999;�6DQWRV�	�7HUUDVrFD��1998;�3RUWXJXHVH�&DPSLQJ�*XLGH�1998 

It is true that TER lodging capacity only corresponds to about two percent of the country’ s total 

accommodation (adding it to hotel supply). Its importance in North Portugal increases to seven 

percent, though, and in the rural counties of the region even to twenty-two percent (see table 13). In 

the North forty one percent of all TER capacity is concentrated (see figure 10, p.61), with the 

Minho accounting for sixty seven percent of the region’ s supply. It is curious that the Porto region 

follows with eighteen percent, albeit this area’ s more urban characteristics180.  

When adding TER and hotel accommodation in rural counties, the Minho stands out with thirty 

seven percent of all rural lodging capacity, marked by a relevant share of TER. It is followed by 

Trás-os-Montes with thirty five percent and the Douro region with twenty four percent, both 

mainly providing classic hotel accommodation.  

Finally, the Northern region disposes of 42 camping sites, with a capacity for 45.600 campers, 

corresponding to about eighteen percent of camping capacity in Portugal (,1(� 1999). 

Unfortunately data on camping sites is not published per county, but according to the Portuguese 

Camping Guide, about half of the sites should be located in rural counties. Additionally, a study 

undertaken by ADETURN (6DQWRV�	�7HUUDVrFD, 1998) revealed that about fifty six percent of the 

capacity of camping sites in 1995 was concentrated in the Porto region181, about twenty four 

percent in the Minho, eleven percent in the Douro and nine percent in Trás-os-Montes. One may 

thus estimate about forty percent of camping capacity to be located in rural counties in North 

                                                           
180 Ninety percent of TER supply is located in urban counties in the Oporto sub-region, according to the 
criteria of population density. It seems that also here (similarly to the Lisbon region), the proximity to an 
industrialized, dynamic and wealthy urban center may have enhanced the development of this lodging 
modality, which may be integrated into business and leisure practice in the “ XUEDQ�IULQJH” . 
181 However, the camping guide revealed that none of these was located in rural counties. 
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Portugal. This corresponds to approximately 18.000 places on camping sites, which reveals their 

significant role when compared to alternative lodging capacity in rural North Portugal, although 

camping sites are usually only available for part of the year.  

45%

26%

27%
2%

Minho

Douro

Trás-os-Montes

Porto

�
)LJ����5XUDO�DFFRPPRGDWLRQ�FDSDFLW\�LQ�1RUWK�3RUWXJDO�E\�VXE�UHJLRQ�(1998) 6RXUFHV��,1(, 1999;�'*7, 1999;�6DQWRV�	�7HUUDVrFD, 1998;�3RUWXJXHVH�&DPSLQJ�*XLGH, 1998 

The approximate sub-regional distribution of global accommodation capacity (hotels, TER and 

camping sites) reveals again the importance of the Minho region. 

&KDSWHU��������7KH�5XUDO�7RXULVW�0DUNHW�LQ�1RUWK�3RUWXJDO�
There were a total of 1.612.086 guests staying for 2.922.069 QLJKWV� LQ� KRWHO� DFFRPPRGDWLRQV in 

North Portugal in 1998. In rural counties, the number of guests drops to 260.462 and that of nights 

spent to 434.793 (fifteen percent of total demand in the North)182. Comparing these numbers with 

those of supply (twenty six percent of total supply in the North), it is obvious that the occupancy 

rate in rural areas is substantially lower than in urban counties. For rural counties this value may be 

estimated as about sixteen percent versus thirty three percent for urban counties183.  

Nights spent by tourists in 7(5� XQLWV in North Portugal were estimated as 146.148 in 1999. 

Unfortunately no data is available for the county-level, nor for North Portugal for 1998, as before 

1999 TER data was aggregated by promotional area. However, when considering the distribution 

of TER capacity by counties and the demand registered in 1998 for the former *UHHQ�&RDVW and 

0RXQWDLQV, the number of nights spent in the region in these units in 1998 may be estimated as 

close to 61.500. When adding hotel demand in rural counties to this number of TER demand, the 

latter represented a share of approximately twelve percent of rural lodging demand in 1998. This is 

a relatively small share, when compared to that identified in corresponding supply (22 percent). 

                                                           
182 For reasons of data protection some data on the county level is not provided, as in some cases numbers 
would reveal individual agents’  performances. However, it is our perception that the inclusion of these 
numbers would not substantially increase the mentioned total numbers of aggregated rural counties. 
183 The occupancy rates are calculated as: demand in bednights/ (lodging capacity *365). The number may be 
slightly higher, as some establishments do not operate the whole year long. The exact number for rural areas 
cannot be provided, as data on some counties is not published. 
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However, given the substantial increase of TER demand between 1998 and 1999, and the only 

slight increase in regional hotel demand (2.5 percent, ,1(� 2000), but without any county-wise data 

available for 1999, this share is estimated to have increased to about twenty five percent184.  

Campers stayed for 989.161 nights in North Portugal in 1998 (,1(� 1999). Without any 

information about the county-wise distribution, an estimation of UXUDO� FDPSLQJ�GHPDQG is based 

upon the mentioned study undertaken by 6DQWRV� 	� 7HUUDVrFD (1998)185. Considering all 

accommodation alternatives, the distribution of rural tourist demand in 1998 may be approximately 

given by figures 31 and 32. 
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)LJ����5XUDO�WRXULVW�GHPDQG�(nights spent)�LQ�1RUWK�3RUWXJDO�E\�DFFRPPRGDWLRQ�IRUP�(1998) 6RXUFHV��,1(, 1999;�'*7, 1999;�HVWLPDWHV�EDVHG�RQ�6DQWRV�	�7HUUDVrFD��1998 

The predominant role of hotel units is obvious, but the relevance of the business travel market for 

this modality must be considered in this context. However, as mentioned before, the above-average 

growth of TER demand between 1998 and 1999 should have increased the share of this 

accommodation form. This may be significant for leisure-based rural tourism development in North 

Portugal, when considering the characteristics of the TER market, as evidenced by several studies 

(0RUHLUD� 1994, (GZDUGV� 1991). Concretely, this elite segment may generate over-proportional 

economic benefits and represent an important opportunity for improving the image and 

attractiveness of rural tourism. The less important role of camping sites in terms of demand when 

compared to capacity (providing about sixty five percent of supply) is linked to the fact that this 

accommodation form is generally only used part of the year. Still, it represents an accommodation 

modality, associated to particular holiday practices, that assumes a relevant position for the tourism 

reality in many rural counties, particularly in the warmer months of the year. 

The phenomenon of tourists visiting friends and family should also be considered, but 

unfortunately data on this movement is missing.  

                                                           
184  One may assume a similar distribution between rural and urban hotel demand in 1999, as found for 1998 
and thereby estimate the rural hotel demand for 1999. 
185 These authors identified demand for the four sub-regions in 1995, which was considered still 
approximately valid for 1998. However, camping demand in the Porto region was excluded, and that in the 
Minho and Douro regions slightly reduced, considering the existence of camping sites in urban counties. 
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When analyzing rural tourism demand by sub-region, only hotel demand can be (nearly) exactly 

determined, as here data is available on the county-level. TER demand per sub-region was 

estimated based on the distribution of supply and camping demand per sub-region according to 

6DQWRV�	�7HUUDVrFD¶V�study (1998), combined with the analysis of the national camping guide. 

Correspondingly, the Minho region stands out with overall highest levels of demand, being 

followed by Trás-os-Montes and the Douro region. 
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Considering the available data about the constitution of the rural tourism market by nationality 

(,1(� 1999), only about sixteen percent of KRWHO�GHPDQG (nights spent) in rural areas corresponds 

to the foreign market. The Douro region stands out with thirty percent of foreign demand. The 

Spanish  are the dominant nationality in  

rural  areas’   hotel  establishments in the  

North (thirty nine percent), but visit to a  

lower  degree  the  Douro  region.  The  

British (twenty four percent) prefer the  

Minho and the German (sixteen percent) 

are relatively equally distributed in rural  

sub-regions,  which is also  true  for  the  

French. 

 

It is interesting to note that in TER units the share of the foreign market raises to fifty percent. 

There are neither county nor sub-regional data available on TER demand by nationality. However, 

it is our perception that the importance of the international market is particularly relevant for the 

Minho region, which is well integrated in international commercial networks186. As far as campers 

                                                           
186 TURIHAB is partly responsible for this. Data on its clients in 2000 (785,+$%, 2001) reveals that 
foreign tourists (70%) outnumber Portuguese substantially. Most important foreign markets are the British 
(27%), the German (12%), the Dutch (9%), the French, Belgian, Spanish and US-American (about 3% each). 
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are concerned, foreign tourists generated only about twenty percent of demand in the North in 

1998. That is, when considering total demand of the three modalities, the foreign demand in rural 

North Portugal can be estimated as about twenty percent versus eighty percent domestic demand. 

The mentioned increase in TER demand should have led to a slightly larger share of the foreign 

market, here too. In addition, a large share of domestic demand in hotel establishments is generated 

by business travel, especially in the low season, as interviews with hotel owners revealed 

(.DVWHQKRO]� 1999). This may considerably reduce the domestic market’ s share in the pleasure 

travel market to between sixty and seventy, although an exact estimation of the market constitution 

cannot be forwarded.  

&KDSWHU������3ULPDU\�'DWD�&ROOHFWLRQ�DQG�'HVFULSWLYH�$QDO\VLV�
Results of primary data collection are analyzed next. First data collection procedures are discussed 

and then descriptive results presented in an abbreviated way (see appendix F for details). 

&KDSWHU��������'DWD�&ROOHFWLRQ�
As presented in Chapter 7, data collection was planned to lead to an approximately representative 

sample of leisure tourists staying in rural areas in Northern Portugal for holiday purposes, 

controlling for sub-region, season and foreign versus national market. The carefully chosen 

sampling procedure at diverse tourist attraction sites in the region at different points in time, the 

very assertive approach of directly interviewing about 88 percent of the tourists encountered in 

these circumstances, and the global number of valid responses obtained (N= 2280) sustain this 

assumption. However, three slight biases were introduced, namely: 

1. 484 (twenty one percent of total) responses were obtained at the OPorto airport, increasing the 

number of tourists arriving by airplane, and thereby reducing the percentage of Portuguese in 

the sample187. This approach was considered useful in order to achieve a larger number of 

foreign tourists arriving from greater distances. These are typically more dependent on 

destination image, engage in larger expenses to get to the destination, and are more likely to 

spend a holiday in North Portugal, not just a short-break. They should also have chosen the 

destination more carefully and not just visit it due to proximity as is frequently the reason for 

the closest markets. It is more likely to find tourists in this group who are experienced 

international rural tourists whose perceptions and evaluations of rural Northern Portugal may 

be of particular interest when analyzing the region’ s destination image. Without this additional 

sample the Portuguese would correspond to fifty nine percent of the sample. This comes close 

                                                           
187 About 84 percent of respondents at the airport were foreign tourists. 
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to the estimated share of the domestic pleasure travel market in rural North Portugal. The 

adopted procedure led to an approximate balance between Portuguese and foreign tourists. 

2. The data collection implied a more intense effort dedicated to the regions Douro and Tras-os-

Montes. More time was required in order to obtain a reasonable number of responses and the 

week-end days were chosen more often, whereas in the Minho region the larger amount of 

visitors generally present did not require any such effort. That is why the number of responses 

from tourists of the Minho region should be actually higher to be representative of the pleasure 

travel population in rural North Portugal. However, the interest in identifying image 

differences between sub-regions implied the need to obtain a sufficiently large and 

approximately balanced number of responses in each. 

3. The effort of data collection was superior in the low season where a larger percentage of 

tourists present at sampling sites were actually approached than in the high season (due to the 

limitation of the number of interviewers). That is, tourists in the high season should 

numerically stand out more in our sample. The reason for trying to obtain a reasonable number 

of responses in the low season was the concern for also understanding the image of the region 

in the off-season, which might be important for assessing its eventual change along the year188. 

4. Finally, our approach at accommodation units focused more on those more typically related to 

rural tourism (TER establishments and camping sites). It was attempted to thereby increase the 

importance of the rural tourist market motivated by small scale and closeness to nature. 

Considering these actually intended sampling biases, an exact representation of the tourist 

population in rural areas in North Portugal cannot be expected. If the major concern had been 

representativeness, a slightly larger number of Portuguese and Spanish should be expected, a larger 

percentage of Minho tourists and a larger amount of responses from the high season. Since the 

main interest lies in the analysis of destination image of rural North Portugal for the entire year, for 

all sub-regions and both the national and international market, the sample seems most appropriate. 

In any case, when taking conclusions, these slight biases and the difficulty in exactly defining a 

representative sample must be considered. 

A final remark concerning data collection seems adequate: a major effort was undertaken to include 

all tourists encountered at the sampling sites using both the approach of aided self-administration 

and interviews according to the respondent’ s preference. Data collection was undertaken by a 

group of interviewers, in which the author was nearly at all times present. The other interviewers 

                                                           
188 According to INE data on guests of classic accommodation units in rural North Portugal (INE, 1999), 
respondents from the low season should dominate (fifty nine percent), but as mentioned before, these 
numbers are inflated by business travelers, whereas holiday related travel should dominate in the high season. 
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were students, generally in their last year of the course “ Tourism Management and Planning”  at the 

University of Aveiro. Some students achieved a high degree of professionalism in administrating 

the survey. The goal was to establish a good rapport with respondents making them feel at ease to 

express whatever might occur to them, soliciting any critical remarks on the questionnaire itself 

and solving any eventually arising question189. Generally, this objective was achieved.  

Before tracing the sample profile, the guidelines for inclusion of responses must be stressed: 

1. Respondents were only included if they actually spent a holiday in North Portugal, ideally 

staying in but also visiting rural areas of the region, and consequently being able to express 

their impressions on the destination. Also those who visited the region for another major 

reason (business, health, visit of friends and relatives) were included, as long as they 

indicated to combine this with holiday/ leisure purposes. 

2. Generally only respondents with an age of at least 12 years were included. 

3. Respondents were excluded when they did not give any information on their socio-

demographic profile, making classification impossible. 

4. They were also excluded if they gave no information on their image of the destination.  

&KDSWHU��������3URILOH�RI�6DPSOH�
Numbers of Portuguese and foreign tourists are approximately balanced. The most important 

QDWLRQDOLWLHV�present in the foreign market were the German (20 percent), British (15.4 percent), 

French (14.4 percent), Dutch (10.4 percent) and Spanish (9 percent), followed by the Belgian, 

Brazilian, and US-American. Comparing these numbers with INE data relative to guests of 

classical lodging units in rural counties in the North190, one may identify some divergences. Thus, 

the Spanish market should be more represented. The poor presence of this nationality group was 

observed since the beginning, although efforts were made to reduce this tendency. One of the 

reasons for this may be related to the airport approach. Another possible explanation, suggested by 

some owners of lodging units, may be that the Spanish visit the Portuguese North more often for 

business reasons, for shopping in major towns and cities or on their way to the coast or to the 

South. Therefore they may not have visited the attraction sites selected for interviewing tourists to 

the same extent as other nationalities. Further our focus on small-scale lodging establishments may 

                                                           
189 These aspects were considered especially in the initial launch of the questionnaire, leading to some 
refinement after obtaining an amount of 387 valid responses. This was possible, as questionnaires were 
treated immediately after their collection, on a continuous basis. However, changes did not lead to inclusion 
of more items or questions, but rather a reduction and simplification. Further, understanding the difficulty of 
answering some questions helped providing a better aid to future respondents. 
190 Although the validity of this comparison may be questioned, due to the data itself, which is not 
representative of all leisure-based tourism in the rural North, as explained before. 
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not capture this group, as they may prefer more urban infrastructures. On the other hand, this 

approach may explain the slightly larger share of Dutch, French and German in our sample, 

compared to INE data. However, as argued before, this distribution may actually be closer to the 

international rural tourism market in North Portugal than INE data on hotel accommodation. 

Respondents tend slightly to the younger DJH�ranges, with nearly half the sample being comprised 

between 15 and 34 years. Correspondingly many respondents do not have any children (48 percent 

of valid responses, VR=87 percent191), and only 24 percent have minor children, mainly with ages 

between 11 and 15 years. The distribution by JHQGHU�is approximately balanced. Most respondents 

reside in XUEDQ�DUHDV (62 percent, VR=86 percent), with cities in North Portugal (17 percent) and 

the Lisbon area (13 percent) being the most frequently mentioned single urban areas.  

About half the sample possesses a degree of higher HGXFDWLRQ with only about 7 percent (VR=88 

percent) indicating the lowest level of education. There is a large group of technical, scientific and 

liberal professions present in our sample (30 percent), being followed by students (16 percent) and 

service employees (15 percent). Accordingly, one might conclude that the sample shows an 

educational level above the average and should include an important group of the upper and upper 

middle class, which has also been found as typical for the rural tourist market in other countries 

('DYLGVRQ, 1992, 2(&', 1994, see chapter 3.4.).  

&KDSWHU��������1RQ�5HVSRQVH�%LDV�
Nearly all tourists approached personally were willing to answer the questionnaire given that they 

had the time to do so. The response rate of the interview approach can be estimated as close to 

ninety percent, based on a counting of persons approached and responses obtained on several days. 

However, when leaving questionnaires with intermediaries at tourist posts and accommodation 

units, response rates were considerably lower (hardly achieving 20 percent). This can be explained 

by the lower interest of intermediaries in the study, their difficulty in explaining it to respondents192 

and different persons being in charge of administrating it, leading to a lack of control. The 

experience of some intermediaries with the administration task was not encouraging. Many tourists 

showed no interest in answering questionnaires and some actually reacted negatively. It was easier 

for those involved in the research process to explain objectives and university students and staff 

may have enjoyed a higher degree of credibility than intermediaries from commercial lodging 

establishments. However, it was our understanding that intermediaries gave up relatively quickly, 

                                                           
191 Percentages are generally indicated as referring to valid responses, with no special reference if the number 
of valid responses corresponds to at least 90 percent. If this is not the case, in brackets the percentage of valid 
responses in relation to the whole sample is stated, in the following way: (VR= …  percent). 
192 It must be stressed that every effort was undertaken to explain these issues to intermediaries and to give 
further information when following up on a regular basis. 
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were not as assertive as the group of interviewers and did not find improved ways of trying to 

obtain a response193. 

Frequently they may also have been skeptical about the usefulness of this kind of study. Some 

intermediaries simply left the questionnaire at a public site or in the rooms. The length and relative 

degree of difficulty of the questionnaire required some motivating approach, though. That is why 

the approach via intermediaries accounts for only twelve percent of the sample. 

Some tourists were asked to state whether they would have responded to the questionnaire if they 

had found it in a hotel room. This was done in order to assess response bias eventually present in 

the part of the sample sent in by intermediaries. These respondents were compared with the rest of 

the sample, on some more relevant profiling variables (gender, age, nationality, education). Also 

relevant behavioral aspects (number of visits to region, sub-region visited, season of stay, main 

purpose, likelihood to come back and recommend) and image variables (global impression, 

different-similar, pleasant-unpleasant) were compared.  

The only significant difference found refers to age, with older respondents being slightly over-

represented in the potential non-respondent group (especially those between 45 and 65). That is, 

this age group should be under-represented in the sample achieved via intermediaries. However, as 

eighty eight percent of our sample was obtained via personal interview, non-response bias should 

be no major problem. 

&KDSWHU��������7RXULVW�%HKDYLRU�RI�5HVSRQGHQWV�
Respondents revealed a KLJK� SURSHQVLW\� RI� KROLGD\� PDNLQJ, with the majority taking holidays 

twice (31 percent) or three to four times a year (33 percent). However, 17 percent of the sample 

took holidays only once a year. Additionally, a large majority (67 percent) of respondents spent at 

least three to four weekends per year away from home. 5XUDO�KROLGD\V and weekend-breaks were 

rather popular amongst this group with about 52 percent visiting the countryside at least three to 

four times a year. On the other hand, nearly a quarter of respondents never or rarely visited the 

countryside. That is, despite the large majority of regular countryside visitors there was a group of 

visitors who not typically seek a rural holiday experience. 

                                                           
193 Experience with our direct approach taught us, in which situations the survey would be most successful, in 
which circumstances a personal interview would be preferable to self-administration, when an explanation 
was adequate, how to obtain the most relevant information in a short rapport, if respondents became tired or 
lacked time. All this required a lot of sensitivity and motivation on the part of the interviewers, who were 
asked to make the situation as pleasant as possible to respondents, sometimes even keeping a long 
conversation about tourists’  experiences even after the questionnaire was answered. Each person should be 
treated as a person, and not as just another number to complete an ambitious objective, although this was 
sometimes difficult. However, when this type of atmosphere was created, the survey was most successful.  
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The PRVW�SRSXODU�(XURSHDQ�GHVWLQDWLRQV visited in the last two years were Spain (25 percent), 

France (23 percent) and Italy (10 percent), confirming these countries’  prime positions in the 

European destinations ranking, according to :77& (2001c) and :72 (2000). In Portugal the 

most popular tourist destination was the Algarve (17 percent), followed by the Alentejo (7 percent), 

Minho (7 percent), the North Coast (5 percent) and Trás-os-Montes (5 percent). These numbers do 

not reflect the general pattern of the country’ s regional demand, with the Algarve responsible for 

44 percent, followed by the Lisbon area (22 percent) and Madeira (15 percent of guests in classic 

accommodation in 1999, ,1(, 2000). That is, the sample shows a broader interest in the whole 

country and in less “ touristy”  areas than the average Portugal-visitor does. A large group (22 

percent) actually preferred traveling through the whole country. Outside Europe, the United States 

(7.5 percent) and Brazil (3 percent) were the most popular destinations.  

5XUDO�KROLGD\�GHVWLQDWLRQV�YLVLWHG�PRVW�RIWHQ in Portugal were the Minho (30 percent), areas in the 

Central Region (13 percent), Trás-os-Montes (18 percent) and the Alentejo (9 percent). Abroad, 

France (11 percent), Spain (6 percent), England (5 percent), Germany (3 percent) and Italy (3 

percent) were most mentioned as rural holiday destinations. It must be stressed that only France, 

Spain and particularly Italy may be considered international rural holiday destinations, since the 

other destinations were basically mentioned by their own residents. About 33% visited only 

domestic rural tourist destinations, whereas the large majority also visited rural areas abroad. 

The SUHIHUUHG�DFFRPPRGDWLRQ form in the countryside was with friends and family (26 percent), 

followed by camping sites (24 percent), hotels (24 percent), country houses (19 percent) and rented 

flats/ houses (17 percent). The most DFWXDOO\�XVHG�DFFRPPRGDWLRQ�IRUPV (VR= 81.5 percent) were 

hotels (22 percent), pensions (16 percent), camping sites (16 percent), and with friends and 

relatives (10.5 percent). A larger number of individuals staying with friends and family may have 

been expected, but the sample included a large number of foreign tourists, which reduced this 

probability. Further, country houses were not as frequently used as preferences would have 

suggested. This may be related to an eventual lack of supply or accessibility of this relatively 

popular accommodation obliging to the choice of more readily available modalities, such as 

pensions, which are also a financially more accessible option. Also camping was not as much 

selected as preferred, which may be related to a similar lack of supply in rural areas. For the foreign 

respondents, particularly those travelling by plane, this option would eventually be less accessible 

(e.g. via travel agents) and logistically more complicated. 

A large part of respondents (40 percent) indicated they had never YLVLWHG�WKH�UHJLRQ�EHIRUH. On the 

other hand, about a third (30 percent) had visited it between one and four times, and another 18 

percent more than eight times which revealed the existence of a relatively loyal market.  
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The VHDVRQDO� VSUHDG of responses was approximately balanced, with 51 percent referring to the 

KLJK�VHDVRQ�(June to September), where July stands out (27 percent). In the ORZ�VHDVRQ April and 

May yielded most responses194.  

'XUDWLRQ�RI�VWD\ varied considerably within the sample. About 30 percent (VR=89 percent) stayed 

between one and two days, 16 percent between three and four days, 35 percent between one and 

two weeks. Thus, nearly half the sample stayed up to four days, which is often referred to as a 

“ VKRUW�EUHDN´� The second largest group (40 percent) was composed of tourists staying longer than 

this and up to two weeks. Only about 14 percent stayed longer than 16 days. Thus, the sample 

represents both the short-break and the holiday market. The latter did not show the typical “ main 

holiday”  pattern (three to four weeks), but revealed rather the destination’ s attraction of a market 

that splits holidays, spending one part in North Portugal. 

/RFDWLRQV�RI�VWD\ in the sub-region Minho were mentioned by 26 percent, in the Douro region by 

18 percent, and in Trás-os-Montes by 22 percent. About 4 percent stayed in the Oporto 

Metropolitan Area, another 4 percent in the Central region and about 12 percent in several 

locations. In the Minho region, the most cited places of stay were Guimarães, the Gerês Natural 

Park, Ponte de Lima, several villages in the Minho, Braga, Viana do Castelo, Vieira do Minho and 

Caminha. In Trás-os-Montes preferred locations were Chaves, Bragança, Mirandela and Vidago 

and various villages. In the Douro region Vila Nova de Foz Côa, Torre de Moncorvo, Vila Real, 

Vila Flor and diverse villages were referred to. 

For hypothesis testing another variable was created (see chapter 7.4.1.) identifying sub-regions 

(mainly) visited, which are considered here the object of perception and evaluation. This variable 

considers site of questioning, site of stay and locations visited. Accordingly, 32 percent of tourists 

could be classified as visiting mainly the Minho region, 28 percent the Douro region and 26 percent 

Trás-os-Montes. About 14 percent traveled through the whole Northern region. Of these about 4 

percent stayed only in rural areas and 10 percent combined the trip with a stay in Oporto. 

Most visited DWWUDFWLRQV were mainly located in the Minho (67 percent), Trás-os-Montes (50%) and 

the Douro region (48 percent). Oporto was visited by only 17 percent, which may put the prime 

role attributed to the city for the tourism development of North Portugal (6DQWR�	�7HUUDVHFD, 

1998) into question, at least for the rural tourist market. Attractions often related to historical and 

                                                           
194 The seasonal spread is conditioned by data collection, as explained before. It was not our goal to 
reproduce the monthly distribution of tourist flows, but rather to guarantee a balance between high and low 
season. Still, for a better month-wise representation, December might have yielded more responses due to the 
concentration of public holidays. Unfortunately no field trip could be organized in the exact period nor 
accommodation owners yielded much success. Apart from this, the monthly representation may be 
considered satisfactory.  
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cultural heritage (69 percent), such as castles and palaces, monuments, museums, churches, towns 

and villages, archeological sites. Landscape attractions followed (23 percent), such as natural sites, 

rivers, lakes and natural parks. Some mentioned sportive and recreational attractions (6 percent) 

and a few agriculture (2 percent)195. The most visited VSHFLILF� ORFDOLWLHV�DQG�DWWUDFWLRQV were the 

Archeological Park of the Côa Valley, Chaves, Guimarães, Oporto, Braga, Bragança and Vila Real, 

confirming the importance of sites of historical and cultural interest. 

Generally, tourists in North Portugal did not travel over GLVWDQFHV above 100km from their place of 

stay196 (VR=48 percent). Thus, 29 percent referred to staying within a radius of about 20km, 28 

percent visited localities between 20 and 50km from their place of stay, 22 percent between 50 and 

100km, 11.5 percent between 100 and 150km, and only 9 percent traveled longer distances. 

A large part of respondents traveled as a FRXSOH�(46 percent), another 27 percent with friends, 22 

percent brought children along, 14 percent other family members and only 6 percent traveled alone. 

Of those tourists who traveled in a group, 20 percent referred to groups of between three and four 

elements and 8 percent traveled in groups with more than 40 individuals (VR= 85%). That is, 

North Portugal as a rural tourist destination principally attracts independently travelling tourists.  

As LQIRUPDWLRQ�VRXUFHV�supporting destination choice many respondents (34 percent) referred to 

the recommendation of friends and relatives, while 21 percent based their decision on a previous 

visit. This confirms the relevance of QRQ�FRPPHUFLDO��GLUHFW�DQG�SHUVRQDO�LQIRUPDWLRQ�VRXUFHV (see 

chapter 6.2.2.). It�shows the importance of a positive experience both for eventually repeating it 

and for enhancing the most powerful means of destination promotion: ZRUG�RI�PRXWK. Another 24 

percent sought information in tourist guidebooks and 10 percent used the help of travel agents197. 

Other information sources were the school or university (19.5 percent of respondents to an open-

ended option with only VR=8 percent), the place of work (15 percent) and the LQWHUQHW (15 percent). 

&KDSWHU��������0RWLYDWLRQV�DQG�%HQHILWV�6RXJKW�
5HDVRQV� that attracted respondents to North Portugal were generally related to holidays, 

corresponding to the main target-group of this study. However, 11 percent of respondents 

combined this motive with business/ work and 10 percent with visiting friends and relatives (VFR). 

Only 3 percent specified for health reasons and 1.4 percent visited the region by accident. More 

specifically, motives related to the GLVFRYHU\� RI� WKH� UHJLRQ were most frequently mentioned (24 

                                                           
195 The agricultural element may be considered as part of the landscape referred to more often, as it shapes 
the aesthetics of the natural environment.  
196 This variable was developed from responses to the question about the location of stay and about localities 
visited, achieving an approximate distance value, as observable on the map. 
197 The catalogues and documents most referred to were those by 2OLPDU��0LFKHOLQ��-XJHQG�)HULHQZHUN��and 
the�/RQHO\�3ODQHW�*XLGH��
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percent), with FXOWXUH (16 percent) and QDWXUH�� ODQGVFDSH (14 percent) originating particular 

interest. Also UHOD[DWLRQ�was mentioned by some as the main purpose (8 percent)198. An already 

developed loyalty towards the region was indicated by 5 percent, but the climate accounted for 

(only) 4 percent. Another 4 percent mentioned the motive “ people” , which stands for the sympathy 

of local population and the wish to avoid tourist crowds. In any case, these responses were freely 

elicited, revealing on the one hand their relevance and on the other the quality of the mentioned 

items as PRWLYDWLRQDO in +HU]EHUJ¶V (1979,1991)�WHUPLQRORJ\�(see footnote nº18, p.19). Some, not 

frequently freely elicited items may be taken for granted, although playing an important role, as 

visible in importance ratings (K\JLHQLF� IDFWRUV). Their insufficiency should further result in 

negative impressions. According to this reasoning those aspects spontaneously suggested as main 

motives should simultaneously be considered important in the mentioned Likert scales, and 

correspond to PRWLYDWLRQDO�IDFWRUV, which should be developed and promoted to create an attractive 

destination image. On the other hand, K\JLHQLF�IDFWRUV should be provided at a satisfactory level, to 

avoid a negative image.  

As visible in table 14, the aspects considered most important by respondents via ratings of 25 

selected destination features (on a scale from 1= “ QRW�LPSRUWDQW�DW�DOO”  to 5= “ YHU\�LPSRUWDQW” ) in a 

most consensual manner are those linked to landscape, nature and environment. These are followed 

by climate, sympathy of population, peace and quiet, price and history/ culture. Still quite 

important (above the average) were accommodation and gastronomy, as well as sign-posting, 

accessibility, infrastructures, ease of communication and tourist information. Of these, sign-posting 

and tourist information were least consensual, as visible in standard deviations, probably depending 

on the degree of dependence on information, i.e. the prior knowledge of the region. 

Least important features, with an average ranking below the mid-point 3, were sports and 

recreation, attractive nightlife and offerings for children. However, these items are also the overall 

least consensual aspects, which may point at the presence of different interest groups in the sample.  

The combination of importance ratings with the answers to the open-ended questions about the 

reason for visiting the region and about most negative impressions may lead to the distinction of 

PRWLYDWLRQDO�and K\JLHQLF� IDFWRUV, as suggested before. At this point, the following PRWLYDWLRQDO�
DVSHFWV�are identified: curiosity/ discovery/ novelty, culture/ history, nature/ landscape, relaxation, 

climate, people. More K\JLHQLF�in nature seem to be: unpolluted environment, sign-posting, price, 

service, quality of accommodation, quality of food, accessibility, ease of communication, 

                                                           
198 This motive is generally referred to in the tourism literature as one of the most important, which does not 
correspond to its importance in this sample, though, suggesting the existence of a more active group of 
travelers, especially if compared with beach tourism. Edwards (1991) reports similar results for rural tourists. 
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infrastructures and tourist information. The picture will be completed in the next chapter with the 

study of destination image.� 
É�Ê©Ë�Ì�Í�Î
Ï�Ð�ÎkÏ�ÑWË�Ò�Ó�Î Ñ!Ì�Ô�Ï�Í�Õ�Í�Ï�Ö�×�Ò'ÑdÎ
Ø Ð�Ï�Î�Ø Ì�Ð ÙÛÚ!Ü:Ý Þ�ß�à�á�à:Ú%â:á Ý

scenery/ landscape 4,44 0,77 2012 
unpolluted, unspoiled environment 4,37 0,88 1998 
close contact to nature 4,19 0,94 1995 
good climate 4,15 0,93 1987 
sympathy of population 4,13 0,91 1983 
peace and quiet 4,09 0,97 2005 
good prices 4,00 0,96 1991 
history & culture 4,00 0,99 1989 
architecture, monuments 3,90 1,02 1987 
sign-posting/ ease in finding locations 3,90 1,08 1979 
quality of accommodation 3,88 1,06 2016 
gastronomy/ quality of food 3,85 1,01 2022 

Accessibility 3,81 0,98 1972 
ease of communication 3,79 1,00 1945 
infrastructures (banks, shops, other services) 3,74 1,00 1950 
tourist information 3,72 1,13 1976 

professional service 3,63 1,13 1940 
variety of activities/ attractions 3,55 1,08 1910 
opportunities for socializing 3,44 1,15 1980 
walking paths 3,43 1,18 1926 
isolation/ few people 3,23 1,18 1972 
get to know rural life 3,17 1,15 1947 
sports, recreation 2,86 1,28 1923 
attractive nightlife 2,64 1,38 1933 
offerings for children 2,50 1,43 1852 ã,ä'å�æ�ç�è è�égå�ç�ê ë'ìWí�î

7DEOH�����,PSRUWDQFH�DWWULEXWHG�WR����GHVWLQDWLRQ�DWWULEXWHV 
These 25 importance ratings were subject to a Principal Components Analysis (PCA). Six 

dimensions of benefits sought were identified, which will be later used as summarized constructs to 

facilitate further analysis. Missing values were excluded from analysis and Varimax rotation was 

applied in order to improve the interpretability of components. Both, inspection of the scree-plot 

and Kaiser’ s criterion of “ eigenvalue> 1”  were considered for component-extraction. The results of 

the PCA are: 

• KMO = 0.876; which can be qualified as “ good”  according to Kaiser (3HVWDQD�	�*DJHLUR, 1998: 330), 

confirming the adequacy of PCA. 

• Bartlett’ t test of Sphericity: approximated chi-square = 11242,860, significance level = 0.000; i.e. the 

null hypothesis of the correlation matrix being an identity matrix can be rejected. This implies the 

existence of correlation among variables (+DLU�HW�DO�, 1998: 99). 
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• All Communalities are above 0.46, which is the “ DPRXQW� RI YDULDQFH� DFFRXQWHG� IRU� E\� WKH�
IDFWRU�VROXWLRQ�IRU�HDFK�YDULDEOH´ (+DLU�HW�DO�, 1998: 113). 

• All variables have factor-loadings (correation between original variable and its factor) above 

0.5, meaning that at least 25% of the variance in the original variable is explained by the 

respective factor, which is quite reasonable. 

• The measures of sampling adequacy (MSA) of all variables are above 0.77. 

• 68 percent of the residuals between observed and reproduced correlation have an absolute 

value of below 0.05. 

• 57 percent of total variance are explained by six factors. 

&RPSRQHQWV� ³ORDGLQJV´�RI�
FRPSRQHQWV�

&URQEDFK�
DOSKD�

$FFXPXODWHG�H[SODLQHG�
YDULDQFH�

,��,QIRUPDWLRQ�	�$FFHVV�
1. Sign-posting 
2. Tourist information  
3. Accessibility 
4. Professional service 
5. Infrastructures 
6. Ease of communication  

 
0.75 
0.70 
0.68 
0.65 
0.64 
0.53 

 
0.82 

 
13.2 percent 

 

,,��1DWXUH�
1. Peace and quiet 
2. Nature 
3. Isolation 
4. Walking paths 
5. Rural life 
6. Unpolluted environment 

 
0.70 
0.67 
0.63 
0.62 
0.57 
0.51 

 
0.72 

 
24.0 percent 

,,,��$FWLRQ�	�6RFLDOL]LQJ�
1. Sports and recreation 
2. Nightlife 
3. Opportunities for children 
4. Socializing 
5. Variety of attractions 

 
0.79 
0.77 
0.64 
0.55 
0.53 

 
0.74 

 
34.4 percent 

,9��%DVLFV 
1. Climate  
2. Sympathy of population 
3. Price 
4. Landscape 

 
0.66 
0.59 
0.54 
0.53 

 
0.64 

 
43.7 percent 

9��+LVWRU\�	�&XOWXUH�
1. History and culture  
2. Architecture, monuments 

 
0.81 
0.76 

 
0.72 

 
51.1 percent 

9,��7RXULVW�LQIUDVWUXFWXUHV�
1. Gastronomy 
2. Accommodation  

 
0.80 
0.77 

 
0.61 

 
57.0 percent 

7DEOH�����3&$�RI�LPSRUWDQFH�UDWLQJV�RI����GHVWLQDWLRQ�DWWULEXWHV�(EHQHILWV�VRXJKW) 
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It must be stressed that several motivations may act simultaneously and that specific tourists may 

be stimulated by specific motivational constellations. This has already been tested in an exploratory 

research approach leading to the identification of four EHQHILW�VHJPHQWV�of the rural tourist market 

in North and Central Portugal (.DVWHQKRO], 1997). A similar approach is undertaken next, in order 

to identify segments of the market motivated by similar factors. For this purpose the importance 

ratings of the 25 selected aspects of a rural tourist destination were used in a cluster analysis. Both 

the scores of presented factors resulting from PCA and all single importance ratings were tried as 

input variables. However, the totality of ratings was preferred, which led to a better discriminating 

cluster solution.  

In order to facilitate the determination of the most appropriate number of clusters, data was 

subjected to hierarchical cluster analysis using Euclidean distance as a similarity measure between 

cases and the Ward method for maximization of within-cluster homogeneity (6KDUPD� 1996: 211-

217). Conceptually, a limited number of clusters were considered desirable, as resulting segments 

should be substantial and “ actionable” , as defended by .RWOHU (1999: 409). A too fragmented 

market would not be justifiable in this relatively reduced market. On the other hand, the 

personalized note of this form of tourism would require some level of differentiation. This may also 

be desirable from the point of view of small-scale destination areas, where a specialization on a 

specific type of tourist may enhance not only operational effectiveness, but also the consistent and 

sustainable development of tourism products, the destination and its image. 

A combination of hierarchical and k-means cluster analysis was undertaken, as suggested by +DLU�
HW�DO� (1998: 497-498), in order to gain the benefits of both. First the appropriate number of clusters 

based on the inspection of the dendogram, and second cluster centroids were determined via 

hierarchical cluster analysis. The latter were then used as initial cluster centroids in k-means cluster 

analysis, which helped identifying the clearest four-cluster solution. This solution distinguished 

reasonably well between segments in terms of EHQHILWV�VRXJKW, but also as far as other variables are 

concerned. A comparison of the identified segments uses cross-tabulations and ANOVA and is 

presented in Appendix F (pp.23-27). Motivational differences served for naming the clusters: 

1. The first cluster was called “8UEDQV´ (22 percent), showing relatively little interest in the 

most “ typical”  aspects of rural areas, such as nature, walking paths, peace and quiet, 

isolation, rural life, historical and cultural heritage. The only more valued aspects, compared 

to other groups, were nightlife, sports and recreation and variety of attractions and activities. 

2. The second group, named “&DOP�5XUDO�(QWKXVLDVWV´�(31 percent), were most interested in 

the typical features of rural life, as suggested by much of the romantic literature on the topic 

(see chapter 3). Thus, their strong interest in history and culture, a sympathetic, rural, calm, 
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unpolluted, scenic and natural atmosphere, as well as in walking paths, is striking. 

Additionally, tourist information and sign-posting were appreciated by this group. On the 

other hand, they showed little interest in nightlife, sports and recreation, which are aspects 

more typical of a hedonist, active and urban-like tourism. 

3. “$FWLYH�5XUDO�(QWKXVLDVWV´ (26 percent), although appreciating all aspects of a typical “ rural 

holiday” , with emphasis on nature and culture, also demanded more infrastructures and 

activities. The only aspect relatively less desired was isolation. 

4. Finally, the ³6LPSOLVWV´ (21 percent) attributed relatively little importance to any aspect, 

except for isolation (albeit the low global mean), and, in absolute terms, landscape, a calm 

and unpolluted environment. Particularly low values in the field of basic and tourism 

infrastructures stood out, which may reveal a concern about XUEDQL]DWLRQ of the rural space. 

&DOP� 5XUDO� (QWKXVLDVWV and 6LPSOLVWV should be most compatible, being both groups most 

interested in a more natural and authentic rural tourism destination. The other two benefit segments 

appear to appreciate a more varied and organized tourism supply, based on infrastructures and a 

comprehensive supply of activities and opportunities. However, $FWLYH� 5XUDO� (QWKXVLDVWV are 

generally more interested in rurality and nature. They may therefore be more compatible with the 

two previously mentioned segments. Finally, 8UEDQV seem to be misplaced in the rural space, 

looking for infrastructures and facilities, which are more typical of urban-like resorts, ignoring 

rural and natural attractions.   

The identified segments can be further characterized in terms of socio-demographic profile and 

tourist behavior. This, together with an analysis of each group’ s particular perceptions and 

evaluations permits a better understanding of each group:  

8UEDQV�are relatively young, include many students, scientific and liberal professionals and service 

employees. The group is composed of both Portuguese and foreign tourists in approximately the 

same number, with Germans, French, Spanish, British and Dutch standing out as main foreign 

nationalities. This segment showed a generally lower interest in holidays and weekends in the 

countryside. They used mostly self-catering arrangements (camping and rented flats or houses) or 

hotels when visiting North Portugal, staying mainly in the Minho and Douro regions, and not 

travelling large distances during their visit.  

This segment’ s image of North Portugal is generally less favorable, evaluating aspects, such as 

opportunities to get to know rural life, a peaceful environment, isolation, walking paths, history and 

culture more negatively. However, this group also sought these items less. Evaluations, which were 

relatively more favorable than by other groups, but still below the average, refer to attractive 
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nightlife, sports and recreation. Other aspects, relatively important to 8UEDQV� but obtaining a 

below-average evaluation, were variety of activities and attractions offered by the region, climate 

and price. These perceptions sustain the relatively poor overall image, as well as the low 

probability of coming back and recommending the destination. Improvements suggested concern 

principally activities in the domain of entertainment, sports and socializing, but also cultural supply 

(theatre, museums, expositions). That is, in order to enhance this group’ s satisfaction an investment 

in tourism and leisure facilities, associated primarily to hedonist and cultural motivations, would be 

required. 

&DOP�5XUDO�(QWKXVLDVWV contain a larger number of older and foreign tourists. Main nationalities 

were, apart from the Portuguese, the British, German, Dutch, French, Belgian, Brazilian and 

American. The most important professional activities present were the scientific and liberal, 

followed by the service sector and a relatively important group of retired. This segment contains a 

large number of newcomers, who (perhaps due to that fact) traveled relatively more through the 

region and the country, also spending more money during their stay. This group regularly visits the 

countryside, both at home and abroad. They mostly stayed in hotels, some also at campsites, with 

friends and family, at a pousada or in TER units, most frequently in the Minho.  

This group was most favorably impressed by the destination and expressed a large propensity to 

recommend the destination, and a reasonable, though lower probability of coming back for a 

holiday. Their interest in nature and culture was generally satisfied. However, walking paths, 

information, sign-posting, peace and quiet, the climate and particularly an unpolluted environment 

did not exactly correspond to levels of importance attributed. The group was most concerned about 

the conservation of heritage and desired fewest changes. Improvements were basically suggested 

for the supply of walking paths, typical restaurants and the access to cultural heritage.   

$FWLYH� 5XUDO� (QWKXVLDVWV� are mostly Portuguese (75 percent), with foreign nationalities spread 

among Spanish, French, Brazilian, German, British and others. This segment is relatively young, 

contains relatively more students, with other occupations like scientific and liberal, service and 

specialized technical professions also well represented. This segment showed a particular 

preference for holidays and weekends in the countryside, frequently spent in their own country and 

repeatedly in the same region. Dispenses were in the average and the visit was mainly spent in one 

locality and its immediate surroundings. Contrasting with other groups, this one visited mainly the 

Douro and Trás-os-Montes, showing a preference for the region’ s interior. Apart from hotels and 

pensions, this group stayed frequently with friends and family or in a second home. This partly 

explains the group’ s preference for the studied region, and their more pronounced probability of 

coming back and recommending the destination for a holiday.  
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This group was generally most positively impressed by the destination, especially in terms of 

nature, culture, hospitality and peace and quiet, being less critical of its weak points. On the other 

hand, they were also most demanding and would like the destination to provide a larger variety of 

activities in the domain of sports and recreation, but also cultural events and nightlife.  

6LPSOLVWV� are in their majority (60 percent) foreign tourists, mostly British, German and Dutch. 

Scientific, liberal and service professions are dominant and management occupations above the 

average. Holidays in the countryside are popular amongst 6LPSOLVWV, both at home and abroad. The 

group showed further a more active travel pattern in North Portugal moving over longer distances 

than the others did. They preferred camping, pensions and hotels but looked also for houses to rent 

and rural tourism units, revealing an above the average tendency to use various accommodation 

forms during their stay in the region. This group predominantly stayed in the Minho region, 

followed by the Douro, with Trás-os-Montes being little explored.  

Although positive, the group’ s overall evaluation of the destination was below the average, as was 

the probability to come back for a holiday. Landscape, nature and peace and quiet were most 

appreciated. This group revealed itself as most adverse to any changes, defending the conservation 

of heritage most vehemently. Some improvements were suggested in the domain of “ soft”  outdoors 

activities (walking paths, canoeing and swimming opportunities), as well as for the supply of 

typical restaurants, guided tours and museums. 

The above description of segments points at substantial image differences, which are closely 

related to motivational differences. The features of each group may suggest the desirability of 

selecting it as a target-market and the propensity of a destination to be able to cater to it. Socio-

demographic and travel-behavior differences may further help to specifically cater to each group, 

develop adequate products and a consistent and credible image, likely to attract the chosen market.  

It is interesting to note that a benefit-segmentation undertaken with data collected in 1996 in North 

and Central Portugal, although much more limited in its sample size and representation of the rural 

tourist market (N=200), led to a partly similar division. &DOP�5XUDO�(QWKXVLDVWV and $FWLYH�5XUDO�
(QWKXVLDVWV seem to correspond to the groups named 7UDGLWLRQDO� 5XUDOLVWV and (QYLURQPHQWDO�
5XUDOLVWV in the earlier approach. 8UEDQV may be closest to :DQW�LW�DOO�5XUDOLVWV and 6LPSOLVWV to 

,QGHSHQGHQW� 5XUDOLVWV, although here similarity is less evident. In any case, the approximate 

replication of benefit-segments speaks for their validity in the context of the rural tourist market in 

North Portugal. 
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�������,PDJHV�RI�1RUWK�3RUWXJDO�
Before testing hypotheses about image structure, determinants and effects, a brief description of 

how this destination is perceived by its visitors is presented. As stated before, both qualitative and 

quantitative methods were used for image assessment and analysis.  

4XDQWLWDWLYH�$SSURDFKHV�� �� &RJQLWLYH�,PDJHV�DVVHVVHG�YLD�/LNHUW�W\SH�VFDOHV: 
• Means and standard deviations 
• Differences importance ratings – evaluations 
• PCA 

��� )XQFWLRQDO�&RQJUXLW\��
• Computation of indicator�
• Mean and standard deviation 

���$IIHFWLYH�,PDJHV�YLD�6HPDQWLF�'LIIHUHQWLDOV: 
• Means and standard deviations 
• PCA 

����'HVWLQDWLRQ�6HOI��&RQJUXLW\��
• Single 5 level scale�
• PCA of self-image scales�
•  Comparison of destination and self factors and scale-by-scale  

comparison�
���2YHUDOO�,PSUHVVLRQ��7 level Semantic Differential Scale 

4XDOLWDWLYH�$SSURDFKHV�������������2SHQ�HQGHG�TXHVWLRQV��
• Associations with North Portugal�
• Most positive and most negative impressions�
���3KRWRJUDSKV��
• Most associated with North Portugal 
• Most liked 

The quantitative method suggested to measure FRJQLWLYH�LPDJH�used a list of destination features. 

Tourists evaluated these on a 5-point Likert-type scale, with “ RQH”  meaning “ QRW�SUHVHQW��RIIHUHG�DW�
DOO”  and “ ILYH”  corresponding to “ YHU\�PXFK�SUHVHQW��RIIHUHG” . Also the answer “ GRQ¶W�NQRZ”  was 

allowed. Considering this, the means and standard deviations, number of “ GRQ¶W�NQRZ”  answers and 

number of responses referring to all 25 items are presented in Table 16.  

The features that received most positive and consensual evaluations were VFHQHU\�and�SUR[LPLW\�WR�
QDWXUH� 3HDFH�DQG�TXLHW and V\PSDWK\�RI�SRSXODWLRQ follow, with average values still above “ IRXU” .�
+LVWRU\�DQG�FXOWXUH and XQSROOXWHG��XQVSRLOHG�HQYLURQPHQW are close to this value��however with a 

relatively high dispersion meaning lower consensus. $UFKLWHFWXUH��PRQXPHQWV�and FOLPDWH are also 

relatively highly quoted� Aspects still evaluated above the average (mean = 3.5) are JDVWURQRP\��
SULFH��DFFRPPRGDWLRQ�and HDVH�RI�FRPPXQLFDWLRQ�(the latter with a high dispersion, though). 
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3(5&(37,21�2)�1257+�32578*$/� 0($1� 67'��'(9�� 1� 1���GN��
scenery 4,35 0,83 1790 15 
close contact to nature 4,24 0,87 1761 20 
peace and quiet 4,14 0,93 1773 16 
sympathy of population 4,07 0,93 1715 73 
history & culture 3,99 0,95 1732 51 
unpolluted, unspoiled environment 3,95 1,08 1759 25 
architecture, monuments 3,83 1,01 1712 55 
good climate 3,83 1,00 1751 31 
gastronomy/ quality of food 3,77 0,99 1691 127 
good prices 3,75 0,93 1695 95 
quality of accommodation 3,69 1,02 1610 192 
ease of communication 3,61 1,07 1676 75 

accessibility 3,53 0,94 1333 50 
isolation/ few people 3,53 1,06 1675 49 
infrastructures (banks, shops, other services) 3,48 1,00 1634 124 
get to know rural life 3,41 1,07 1540 189 

professional service 3,40 1,00 1572 168 
walking paths 3,38 1,14 1480 235 
opportunities for socializing 3,28 1,11 1661 93 
tourist information 3,20 1,11 1623 145 
variety of activities/ attractions 3,18 0,99 1442 259 
sign-posting/ ease in finding locations 3,03 1,16 1723 60 
sports, recreation 2,71 1,12 1217 459 
attractive nightlife 2,55 1,19 1283 405 
offerings for children 2,51 1,18 1035 594 ã,ä,å�æUç�è è�égå�ç�ê ë'ì ï,ð

�
However, PDQ\� FRQVLGHUHG� JDVWURQRP\� DQG� DFFRPPRGDWLRQ� DV� XQNQRZQ, which may be due to 

lacking experience, especially of those staying with friends and family or using VHOI�FDWHULQJ 

facilities. Worse evaluations were identified for VLJQ�SRVWLQJ�� VSRUWV� 	� UHFUHDWLRQ�� QLJKWOLIH and 

RIIHULQJV� IRU� FKLOGUHQ� It is noticeable that also the number of missing values and “ GRQ¶W� NQRZ”  

answers was the highest for the last three variables. This may be linked to the fact that these were 

considered less important and thus not sought, which makes their evaluation irrelevant. In any case, 

these aspects appear not to stand out at the destination. This is also true for YDULHW\�RI�DFWLYLWLHV�DQG�
DWWUDFWLRQV�and ZDONLQJ�SDWKV� which many respondents did not know how to evaluate. 

Comparing evaluations with the before mentioned importance ratings, one may conclude that 

average importance ratings are higher than evaluative ratings, suggesting a higher level of 

expectation than satisfaction. Further, the order of importance and evaluative ratings does not 

correspond. The most striking difference, only considering the most important features, is visible 

for XQSROOXWHG� DQG� XQVSRLOHG� HQYLURQPHQW� considered extremely important, but being evaluated 

7DEOH�����&RJQLWLYH�HYDOXDWLRQ�RI�GHVWLQDWLRQ�IHDWXUHV�
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below “ IRXU” . Also FOLPDWH was evaluated considerably below its level of importance, which is 

further true for VLJQ�SRVWLQJ and WRXULVW�LQIRUPDWLRQ.  

Those aspects considered most important and correspondingly present may be viewed as VWURQJ�
SRLQWV and those most important, but with (relatively) poor evaluations as ZHDN� SRLQWV��
Correspondingly VFHQHU\��QDWXUH��SHDFH�DQG�TXLHW can be viewed as strong points, VLJQ�SRVWLQJ�and�
WRXULVW�LQIRUPDWLRQ as weak points,�FOLPDWH�and�XQSROOXWHG�HQYLURQPHQW as below optimal aspects of 

the destination, when compared to their levels of importance. 

The cognitive image items were further analyzed for an eventually underlying structure via PCA, 

similar to that of importance ratings. The resulting factor structure can be described as follows: 

• KMO= 0.852, confirming the adequacy of PCA. 

• The Bartlett test indicates a chi-square value of 4310.064 with a significance of 0.000.�
• Communalities are all above 0.32, which is not very high, but 60% are above the value 0.5. 

• All factor-loadings are above 0.52. 

• The measures of sampling adequacy (MSA) of all variables are above 0.77. 

• 73 percent of the residuals between observed and reproduced correlations have an absolute value of 

below 0.05.�
• The extraction of five principle components leads to the explanation of about 51.1 percent, which can be 

considered acceptable in the domain of social sciences.199�
After a “9DULPD[´ rotation, which facilitates the distinction between principle components, the 

data structure presented in table 17 becomes visible. When comparing resulting components with 

those referring to importance ratings (p.224), some differences become apparent, although the 

global structure is very similar, as was expected200. 

 

                                                           
199 This extraction was based on the Kaiser criterion (eigenvalue > 1). When considering the “ scree-plot” , the 
proximity of the sixth factor to the value “ 1”  and the low communalities of some variables (<0.5), a six-
factor solution may be another reasonable solution. In this case, the factor QDWXUH would split into two: QDWXUH 
and UXUDO�OLIH���ZDONLQJ, with the other factors maintaining basically their structure. However, the new factor 
has a relatively low internal consistency (Cronbach alpha= 0.58). Additionally, this solution would produce 
some less clear factors. It is interesting to note the possible specificity of a UXUDO sub-dimension in the context 
of a rural destination image study, but for reasons of parsimony and clearness of the global factor solution, 
the five-factor model was preferred.  
200 If importance dimensions actually reflect dimensions of benefits sought, evaluative perceptions should 
reflect corresponding benefits encountered at the destination. However, some aspects may be linked as 
related motivational items, whereas the encountered reality is not necessarily perceived as offering similarly 
consistent benefit dimensions. I.e. importance and perceptive ratings measure actually two different 
constructs, which may be interrelated but not correspond exactly.   
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&RPSRQHQWV� ³ORDGLQJV´�RI�FRPSRQHQWV� &URQEDFK�DOSKD� $FFXPXODWHG�H[SODLQHG�YDULDQFH�
,��1DWXUH�

1. Nature 
2. Peace and quiet 
3. Walking 
4. Rural life 
5. Unpolluted environment 
6. Isolation 
7. Scenery 

 
0.73 
0.70 
0.63 
0.62 
0.59 
0.52 
0.44 

 
0.75 

�
11.7  percent 

 

,,��%DVLFV��(Welcoming Atmosphere)�
1. Accommodation 
2. Sympathy of population 
3. Climate 
4. Infrastructures 
5. Price 
6. Gastronomy 
7. Ease of communication 

 
0.65 
0.62 
0.61 
0.53 
0.52 
0.49 
0.45 

 
0.69 

 
23.1 percent 

,,,��$FWLRQ��6RFLDOL]LQJ�
1. Sports and Recreation 
2. Nightlife 
3. Opportunities for children  
4. Socializing 
5. Variety of activities, opportunities 

 
0.81 
0.72 
0.71 
0.52 
0.42 

 
0.75 

 
33.5 percent 

,9��,QIRUPDWLRQ�	�$FFHVV�
1. Sign-posting 
2. Tourist Information 
3. Accessibility 
4. Professional Service 

 
0.77 
0.62 
0.57 
0.55 

 
0.66 

 
43.4 percent 

9��&XOWXUH��
1. Architecture, monuments 
2. History & Culture 

 
0.79 
0.77 

 
0.68 

 
51.1 percent 

7DEOH�����3&$�RI�FRJQLWLYH�LPDJHV�
First, only five perceptive dimensions were identified versus six motivational dimensions. More 

specifically, the benefit dimension WRXULVW�LQIUDVWUXFWXUHV is included in the cognitive image factor 

EDVLFV. This perceptive dimension is clearly broader than its motivational counterpart, including 

further the items “ infrastructures”  and “ ease of communication” , which pertain to the benefit 

dimension LQIRUPDWLRQ� 	� DFFHVV� On the other hand, the items “ unpolluted environment”  and 

“ scenery”  are included in the benefit dimension EDVLFV, whereas these aspects are perceived as 

more related to the image-component QDWXUH� When considering the most representative items of 

the perceptive factor EDVLFV, one may also call it ZHOFRPLQJ� DWPRVSKHUH��Apart from that, the 

principal components FXOWXUH and DFWLRQ are composed of exactly the same elements in both 

motivational and cognitive evaluative perspectives.  

The resulting factors will be used as summary constructs in further analyses to facilitate 

interpretation. It is true that factors only approximately represent original data, but this approach is 

justifiable due to the large amount of variables, the relationships among which shall be tested.  
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)XQFWLRQDO�FRQJUXLW\ or the degree to which benefits sought are encountered, can be viewed as a 

part of the cognitive image, expressing the result of cognitive data processing. This construct, 

which is close to the PHDQV�HQGV�SDUDGLJP, is computed as a single indicator, namely as the 

average of cognitive evaluations on those items rated as more important. With a minimum of one 

and a maximum of five, IXQFWLRQDO�FRQJUXLW\�values show a mean of 3.9, with a standard deviation 

of 0.54. This distribution reveals a relatively positive functional evaluation of the destination. 

$IIHFWLYH�GHVWLQDWLRQ�LPDJH was assessed via 5-level semantic differential scales, which revealed 

as the most distinguishing and consensual201 adjectives describing North Portugal: SOHDVDQW��
QDWXUDO��FDOP�and WUDGLWLRQDO� Still distinctive are the adjectives ZDUP��FRORUIXO�and�VLPSOH, though 

less consensual. Also these scales were subject to PCA, attempting to identify underlying factors. 

The resulting 5-factor-structure is not as convincing as the one found for cognitive image, with 

57.6 percent of variance in data explained, after eliminating three scales that did not contribute 

much to the solution.202 Internal consistency values measured by Cronbach alpha were not very 

high, with only the first factor yielding a value close to 0.6, being the next two still acceptable, but 

low and the last two too low to be considered as meaningful summary constructs for affective 

dimensions203. When comparing results with those from environmental psychology and consumer 

behavior studies about affective image, one may conclude that the first dimension might serve as a 

surrogate for the holistic affective image, with the main element being SOHDVDQW�� XQSOHDVDQW. In 

later analyses, the first dimension may therefore substitute affective image, if complexity reduction 

is needed. Further the DURXVLQJ�XQDURXVLQJ dimension highlighted by Russell and colleagues may 

be represented here by the two dimensions VLPSOH and FDOP, but particularly by the latter204.  

 

                                                           
201 In so far as tending to the extreme values instead of the middle and revealing relatively low degrees of 
dispersion, measured via standard deviation. 
202 Item elimination was undertaken, based on low communalities, factor loadings and little contribution to 
internal consistency and to a clear factor solution. Also their relevance in understanding main affective 
dimensions was considered. The eliminated scales were “ rugged-delicate” , “ active-passive”  and “ organized- 
unorganized” . Especially the first scale led to confusion among respondents, being eventually not an 
adequate scale for destination evaluation. The other two would have belonged to the first dimension, but had 
low loadings and resulted in a slight decrease of internal consistency in terms of Cronbach alpha.  
203 However, it must be considered that the alpha value is the higher, the larger the number of items in a 
scale. As the scale-battery was constructed, based on an already tested parsimonious item-battery, adapted for 
the context under study, the number of items per dimension is obviously relatively small. In this case, an 
alpha limit of 0.5 has been defended as acceptable (3HGKD]XU�	�6FKPHONLQ��1991). 
204 Kaiser’ s criterion “ eigenvalue >1”  would actually suggest a 4-factor solution, in which the scale WHQVH�
FDOP would add to the dimension VLPSOH, PRGHUQ�WUDGLWLRQDO would add to HPRWLRQDO��XQLTXH, but MXYHQLOH�
PDWXUH would not be well presented (factor loading<0.4) and should be discarded. However, considering 
further the scree-plot, the closeness of the fifth factor’ s eigenvalue to 1, the percentage of variance explained 
and internal consistency plus face validity of resulting factors, the five-factor solution was preferred. 
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&RPSRQHQWV� ³ORDGLQJV´�RI�FRPSRQHQWV� &URQEDFK�DOSKD� $FFXPXODWHG�H[SODLQHG�YDULDQFH�
,���XQ�SOHDVDQW�

1. Colorful-colorless 
2. Pleasant- unpleasant 
3. Warm-cold 

 
0.73 
0.72 
0.70 

 
0.57 

�
13.9  percent 

 

,,��VLPSOH�
1. Complex-simple 
2. Extravagant- modest 
3. Artificial- natural 

 
0.75 
0.68 
0.46 

 
0.52 

 
26.5 percent 

,,,��PDWXUH��FDOP�
1. Juvenile-mature  
2. Tense-calm 
3. Modern-traditional 

 
0.75 
0.59 
0.45 

 
0.47 

 
38.3  percent 

,9��HPRWLRQDO�
1. Rational- emotional 
2. Common-unique 

 
0.81 
0.63 

 
0.35 

 
48.9 percent 

,9��LQIRUPDO�
1. Formal-informal 
2. Conservative-liberal 

 
0.72 
0.72 

 
0.17 

 
57.7 percent 

7DEOH�����3&$�RI�DIIHFWLYH�GHVWLQDWLRQ�LPDJH�VFDOHV 
'HVWLQDWLRQ�VHOI� FRQJUXLW\ can be considered one aspect of affective image, expressing 

identification with the destination. Its role was analyzed, based on two measurements. First, a 

single 5-level semantic differential scale, namely “ GLIIHUHQW�IURP�PHÅÆVLPLODU�WR�PH´� was used 

in order to obtain a holistic measure of identification with the destination. This single scale has a 

symmetrical distribution, with a large concentration on the mid-value and a relatively high 

dispersion (mean of 3.1 and standard deviation of 1.26). Second, the same semantic differential 

scales used for measuring affective destination image were applied to the evaluation of self, in 

order to permit a direct scale-by-scale comparison. The development of this scale battery was based 

on the scale battery suggested and tested by 0DOKRWUD (1981) in several product and person-

domains. It was further adapted to the specific product category under analysis, leading to some 

alterations, as described before (see pp.190-191). Additionally, data collection revealed that some 

scales were understood differently for the person and the destination domain, also depending on the 

language used. This reflects some of the limitations of this approach, in which psychological 

qualifiers may not be exactly adequate for products (here destinations) or correspond to quite 

distinct semantic meanings. An example of this potential semantic confusion was the adjective pair 

“ ruggedÅÆdelicate” , with negative connotations of the first adjective for the person-domain, but 

not necessarily for the destination. In the case of this study, the assumption of semantic 

correspondence was tested by factor analyzing the scales for the two objects of evaluation and 

comparing results. Thus, self-image was subjected to PCA, yielding a five-factor solution, with 
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KMO=0.708, explaining 52.7 percent of variance, and the factor loadings and Cronbach alpha 

values presented in table 19. 

Results, as presented in tables 18 and 19, reveal that the factor structures do not exactly correspond, 

although the factors SOHDVDQW��FRORUIXO205, FDOP��PDWXUH206 and LQIRUPDO��OLEHUDO correspond largely. 

The affective destination-dimension VLPSOH has a partial counterpart in the affective self-dimension 

XQLTXH��FRPSOH[� however with opposite affective poling. It seems that the combination “ unique, 

complex, extravagant”  has a positive connotation for self, whereas the opposite combination 

“ simple, modest, natural”  has a positive connotation for destination image. Quite different seems 

the two-item factor HPRWLRQDO, combined with “ unique”  in the case of destination image and 

combined with “ delicate”  in the case of self-image207. 

&RPSRQHQWV� ³ORDGLQJV´�RI�
FRPSRQHQWV�

&URQEDFK�
DOSKD�

$FFXPXODWHG�
H[SODLQHG�YDULDQFH�

,���XQ�SOHDVDQW�
1. Pleasant- unpleasant 
2. Warm-cold 
3. Colorful-colorless 
4. Natural- artificial 
5. Organized- unorganized 

 
0.737 
0.692 
0.620 
0.515 
0.423 

 
0.59 

�
14.2  percent 

 

,,��FDOP�
1. Tense-calm 
2. Juvenile-mature 
3. Active-passive 
4. Modern-traditional 

 
0.704 
0.550 
0.529 
0.506 

 
0.46 

 
25  percent 

,,,��XQLTXH��FRPSOH[�
1. Common-unique 
2. Simple-complex 
3. Modest-extravagant 

 
0.736 
0.699 
0.539 

 
0.51 

 
35.5 percent 

,9��LQIRUPDO�
1. Formal-informal 
2. Conservative-liberal 

 
0.823 
0.656 

 
0.46 

 
44.4 percent 

9��HPRWLRQDO�
1. Rational- emotional 
2. Rugged- delicate 

 
0.697 
0.516 

 
0.32 

 
52.7 percent 

7DEOH�����3&$�RI�VHOI�LPDJH�VFDOHV�
Given these divergences, a scale-by-scale comparison is highly questionable, as would be the 

computation of a summated or averaged value of the totality of differences between ratings of 

                                                           
205 This dimension includes further “ organized- unorganized”  in the self-concept, which has been eliminated 
from the destination image factor to improve its internal consistency and “ natural- artificial” . The latter is 
included in the affective destination dimension VLPSOH��
206 The self-image dimension includes further “ active-passive” , which has been eliminated from the 
destination image scales to enhance internal consistency, but would have been included there in the 
dimension SOHDVDQW��FRORUIXO. 
207 The scale “ rugged-delicate”  had to be discarded from the destination-image instrument, due to non-
consensual interpretations. Its inclusion would have led to another dimension, combining this scale with 
“ organized- unorganized” , but with low internal consistency. 
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corresponding adjective-pairs. Actually, the correlation of the single “ different-similar”  scale with 

the computed average of all differences is relatively low (0.086), although significant at the 0.01 

level. The problem of not corresponding semantic spaces leads to the preference of the single scale. 

This direct and global “ WDSSLQJ� RI� WKH� SV\FKRORJLFDO� H[SHULHQFH� RI� VHOI�FRQJUXLW\´� has been 

suggested as a more valid approach by 6LUJ\�HW�DO� (1997).208 

Finally, the RYHUDOO�LPDJH, a holistic construct summarizing all impressions was measured via a 7-

level semantic differential scale (“ very good- very bad” ), yielding an average of 5.9 and a standard 

deviation of 1.1. The vast majority (89 percent) had a positive global impression (“ 4”  and above), 

with 71 percent evaluating the destination as either “ good”  or “ very good”  and only 2.5 percent 

using negative qualifications. 

Additionally, three TXDOLWDWLYH�DSSURDFKHV for image assessment were used, which may serve as 

methods confirming the identified components of the image construct, as suggested by &KXUFKLOO�
(1979). The first approach, applied at the entire sample, asked in DQ�RSHQ�HQGHG�TXHVWLRQ�ZKDW�
WKUHH�ZRUGV�SHRSOH�DVVRFLDWHG�PRVW�ZLWK�1RUWK�3RUWXJDO. The author and two instructed research 

assistants, who helped establishing categories, coded the numerous and varied answers. More 

physical descriptors, reflecting imagery-like associations (usually in the form of substantives) were 

grouped as ³LPDJH” , more emotional expressions, referring to evaluations and reactions (mostly 

stated in the form of adjectives) to the destination as “ DWPRVSKHUH” . Inside each category, a wide 

range of expressions could be found, which were further grouped into sub-categories209.  

In the LPDJH�category, sub-categories relating to QDWXUH�� ODQGVFDSH, FXOWXUH��SHRSOH��JDVWURQRP\��
GHYHORSPHQW�� FOLPDWH�� WRXULVP� LQIUDVWUXFWXUHV�� VSHFLILF� ORFDOLWLHV and QHJDWLYH� LPDJHV were 

identified. The predominance of images related to QDWXUH��ODQGVFDSH is striking (51 percent of all 

associations made). This category is further the one with the highest number of single descriptors, 

which reach from the frequently used most abstract words “ nature”  and “ landscape”  to more 

specific descriptions of the environment (mountainous, harsh landscape, landscape terraces, rocky 

beaches). Also very concrete and unique landscape aspects were perceived (olive, almond and 

lemon trees, clothes hanging out of windows), as well as colors (green- the most referred to, white 

and brown), revealing very picture-like images expressed by respondents. Further, one might 

distinguish those landscape aspects which typically relate more to a rural environment, which are 

                                                           
208 Actually, the requirement of all scales being applicable to a destination and to persons was a limitation to 
the development of the research instrument and led to a sub-optimal assessment of affective destination 
image. That is why the simultaneous use in two different semantic domains is not recommended, but rather 
only one overall similarity scale and a well-developed affective scale battery for the main construct. 
209 The same thematic fields were expressed in the form of substantives by some, as adjectives by others (e.g. 
nature/ natural), which highlights the proximity and eventual confusion between cognitive and affective 
image dimensions and the difficulty of this classification approach. 
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responsible for about 8.5 percent of associations in this category. Another important distinction 

should be made for sea-related descriptors (3 percent), as they might reflect a specific natural 

motivator, not necessarily present in rural tourism. On the other hand, the proximity of green, hilly, 

rural landscapes and the coast with its beaches might constitute a particularly interesting factor 

attracting to the Minho region. 

The next category with relatively numerous referrals (10 percent) and a large range of different 

descriptors was FXOWXUH. The most unique items were “ azulejos”  and “ fado” . Worth of mention are 

further the categories JDVWURQRP\ (8 percent), where “ wine”  and “ good food”  were the most 

mentioned items, and SHRSOH (8 percent), with the association “ friendly people”  dominating. 

When analyzing adjectives used to describe the DWPRVSKHUH� or more affective image of North 

Portugal, the broader categories SHDFHIXO��SOHDVDQW��DWWUDFWLYH��VWLPXODWLQJ��IULHQGO\��FXOWXUDO��UXUDO��
QDWXUDO�� DXWKHQWLF�� GHYHORSHG and XQGHYHORSHG�� VLPSOH� could be identified, apart from QHJDWLYH�
IHHOLQJV and adjectives relating to FOLPDWH��
The most used adjectives related to DWWUDFWLYHQHVV (41 percent of respondents), as expressed by 

“ beautiful”  (20 percent), “ pleasant”  (6.5 percent) and “ magnificent”  (6.4 percent). As general 

feelings or emotional states associated with the destination SHDFHIXOQHVV (23.5 percent of 

respondents), IULHQGOLQHVV�(13 percent) and VWLPXODWLRQ ñ�òdó �(9 percent) stand further out. Also more 

specific contents were expressed by some adjectives referring to a FXOWXUDO� DWPRVSKHUH� (11 

percent), to FOLPDWH (8.6 percent; mostly warm- 4.4 percent, but also cold- 2.5 percent), to a QDWXUDO 
(6.6 percent) and DXWKHQWLF� DWPRVSKHUH (5 percent). Finally, the destination was defined as both 

SRRUO\�GHYHORSHG (4 percent) and GHYHORSHG (2 percent), as well as occasionally in negative terms 

(2 percent), such as “ boring” , “ solitarian”  or “ stinking” . 

A second approach using an open-ended question referred to the�PRVW� SRVLWLYH� DQG� WKH� PRVW�
QHJDWLYH� LPSUHVVLRQV� of the destination during the respondents’  stay. This question intended to 

elicit not only general, more descriptive, associations but particularly those which were most 

positively and negatively evaluated. It also aimed at making people think of their actual stay and 

anything that particularly might have stood out. These unique and very personal impressions, 

which are sometimes referred to as FULWLFDO� LQFLGHQWV�or PRPHQWV�RI� WUXWK ()LVN, *URYH�	�-RKQ, 

2000: 182), are an important part of the individual image. They are usually most remembered when 

talking about a holiday, being therefore of particular importance for marketing.  

As most SRVLWLYH the categories QDWXUH�� ODQGVFDSH (33.5 percent of respondents) and SHRSOH (32 

percent) stand out, followed by FXOWXUH� (13 percent), SHDFHIXOQHVV�� UHOD[DWLRQ� (9 percent), 

                                                           
210 with a broad range reaching from “ interesting/ curious” , “ different” , “ surprising”  over “ romantic”  and 
“ nostalgic”  to “ lively”  or even “ dramatic”  
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JDVWURQRP\� (6 percent), DXWKHQWLFLW\ (5 percent) and WRXULVP� VXSSO\� (4 percent). Also FOLPDWH� (5 

percent), the overall H[SHULHQFH�(3 percent, with variety, novelty, and safety standing out) and the 

UXUDO�HQYLURQPHQW (1.5 percent) were mentioned by some. 

3RRU� WUDIILF� FRQGLWLRQV (12.4 percent, mainly chaotic driving and bad streets), SROOXWLRQ� (8.5 

percent), SRRU�LQIRUPDWLRQ�(9 percent, mainly poor sign-posting, but also poor tourist information) 

and EDG� ZHDWKHU (8 percent) were mentioned as the most QHJDWLYH impressions. 3RRU� WRXULVP�
LQIUDVWUXFWXUHV� (7 percent), VHUYLFH (7 percent) and GHYHORSPHQW� (7 percent, particularly lack of 

planning and of public transport) were mentioned next, with some being negatively impressed by 

SHRSOH� (both residents and tourists, 4%) SRRU� FRQVHUYDWLRQ� (2 percent) and JDVWURQRP\� (1.5 

percent). 

In general, positive impressions outnumber negative impressions considerably (by 72 percent) and 

some categories are found both on the positive and negative side. For instance, nature is viewed by 

many as the most positive aspect, while at the same time being heavily criticized due to pollution. 

The K\JLHQLF�nature of the aspect VDIHW\ becomes clear when observing that only a few mentioned 

this element as standing out positively whereas its lack in traffic conditions is criticized the most. 

The same is generally true for WRXULVP�LQIUDVWUXFWXUHV��VHUYLFHV��FOLPDWH and GHYHORSPHQW. 
When combining these free-elicitation results with before-analyzed importance ratings and main 

travel motives, one may confirm the distinction between Herzberg’ s PRWLYDWLRQDO� and K\JLHQLF�
factors. In the domain of motivating factors, one may additionally distinguish SXVK�and SXOO�IDFWRUV: 

� �� 0RWLYDWLQJ�IDFWRUV�� � � +\JLHQLF�IDFWRUV��
� 3XVK��

1. curiosity, discovery (novelty) 1.   safe traffic conditions   

2. relaxation    2.   unpolluted environment  

3XOO�� � �   3.   climate 

3. nature and landscape  4.   sign-posting/ tourist information  

4. culture and history    5.   price 

5. (friendly) people   6.   tourism supply (service, accommodation, food) 

7. accessibility 

8. ease of communication 

9. infrastructures/ level of development 
 

 7DEOH�����0RVW�FRQILUPHG�PRWLYDWLQJ�DQG�K\JLHQLF�IDFWRUV� 
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These categories confirm some dimensions and items introduced into the item-battery intended to 

measure the cognitive image211. 

A question related to negative or below-optimal impressions refers to LPSURYHPHQWV�suggested to 

make North Portugal more attractive as a tourist destination. The most mentioned aspect (35 

percent) was better conservation, with 24 percent of respondents preferring no change at all. 

As far as specific improvements are concerned, interest in culturally shaped offerings stands out, 

particularly the supply of typical restaurants (29 percent), excursions (21.4 percent), handicraft (18 

percent), expositions (15 percent), museums (14.6 percent), concerts (13 percent) and folk events 

(13 percent). Further, some respondents felt a lack of sportive and recreational opportunities, such 

as walking paths (23 percent), canoeing (11 percent), horse riding (11 percent) and swimming (10 

percent). Also offerings such as activities for children (8 percent), bars/ pubs (7 percent) and discos 

(5.4 percent) were missed by some. In an open-ended option, improvements of information, sign-

posting and accessibility, as well as better quality accommodation and reduction of pollution, 

among other aspects, were suggested as important aspects to improve the destination’ s quality. 

A final, exploratory approach was the confrontation of respondents with SKRWRJUDSKV�referring to 

visual aspects which may be found in North Portugal. This approach was based on a prior selection 

of photos, which most clearly represented the dimensions considered most relevant by respondents 

(see p.187). These categories are: QDWXUH�� ODQGVFDSH��FXOWXUH (both constructed heritage and lived 

culture���VSRUWV�DQG�OHLVXUH��GHYHORSPHQW��WRXULVW�LQIUDVWUXFWXUHV��JDVWURQRP\�and QHJDWLYH�DVSHFWV 
(trash in nature, chaotic traffic). The number of photos per domain depended, on the one hand, on 

the diversity of the underlying meaning category (as visible by responses to the open-ended 

questions), on the other hand, on the availability of elucidative photos. In any case, the large 

number of photos referring to culture, especially to living culture and tradition, but also built 

heritage, may have biased results. Natural landscapes follow, together with sports and recreation, 

with tourist infrastructures and negative aspects reflected by only a few photos, urban development 

and gastronomy by only one each. The number of photos should be limited, in order to facilitate the 

association task, however still attempting to reflect the most important aspects of the region under 

study. The photos and their attributed meanings are shown in appendix E. 

                                                           
211 Only the item “ safety”  is not present in the battery, although it had been initially included in the pre-test 
phase. The reason for excluding the item was its multidimensionality. Thus, actually many respondents 
tended to the mid-point, as the destination was frequently judged as not very safe in terms of traffic, but very 
safe as far as crime is concerned. Further health may be considered, so that this item may result in two or 
three. In the affective image scales a combination “ safe-dangerous”  might have been interesting, if these 
scales had not to be applied to self-judgement, too. Further, push factors were not directly considered in the 
cognitive image battery (see also chapter 7.4.2.). 
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As this approach was complementary and exploratory, the representative nature of the sample used 

was not a major concern. The association test was realized at the last survey-visit of North Portugal 

and at the airport in June 1999. In this context participants were asked to choose between three and 

five photos which they liked most and then between three and five photos they considered most 

representative of the region visited. One hundred and five respondents participated in this 

approach, some of which also answered the questionnaire. They indicated a total number of four 

hundred and fifty-three photos most liked and five hundred and twenty-three photos most 

associated to North Portugal212.  

Despite its second position in terms of number of photos presented��QDWXUDO� ODQGVFDSHV� DUH� WKH�
PRVW�DSSUHFLDWHG�(liked) illustrations (36 percent of all responses), followed by OLYLQJ�FXOWXUH (27 

percent), being both categories mentioned at least once by all respondents. Photos relating to built 

cultural heritage are chosen by 78 percent of respondents and sports and recreation still by 50 

percent. Both tourist infrastructures and gastronomy are only referred to by 14 percent of 

respondents213. Only two respondents indicated an appreciation of a more urbanized landscape and 

the negative aspects of trash in nature and traffic congestion were obviously not liked by anyone.  

When comparing with the photos PRVW�DVVRFLDWHG with the visited destination (see table 21), one 

may first observe that photos are generally more associated with North Portugal than mentioned as 

most liked (523 against 453). It is second striking that the most appreciated dimension (QDWXUDO�
ODQGVFDSH) does not correspond to the most associated with North Portugal (FXOWXUH, both OLYLQJ�and 

EXLOW). However, all respondents mentioned at least one of the photos pertaining to the most 

appreciated dimensions as associated with the destination. Another important group of associations 

is visible for sports and recreation (50 percent of respondents), particularly walking and fishing��
*DVWURQRP\ was evidenced by 18 percent of respondents, tourist infrastructures by only 6 percent, 

and the least liked aspects of urban development, chaotic traffic and trash in nature were mentioned 

by 15 percent. This shows that perceived reality did not correspond exactly to the ideal of a rural 

holiday destination, although generally most appreciated aspects seem to be encountered. In detail 

one may identify the following most liked and most associated photos (see also appendix E): 

 

 

                                                           
212 The sample that participated in this approach had the following characteristics: 51% were in the age range 
between 25 and 44 years, traveling mainly for holiday reasons only (80%). Foreign tourists dominated (73%), 
with most important nationalities being the Dutch (20%), French (11%) and German (10%). Gender was 
equally spread and 53% possessed a university degree. Trás-os-Montes (43%) and Minho (30%) were the 
most represented regions. 
213 Although globally a poor result for these dimensions, it is better for gastronomy, as this is only depicted 
by one photo. 
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0RVW�OLNHG�� 0RVW�DVVRFLDWHG��
Douro Valley (N=38) Harsh landscape with granite rocks (N=31) 

Mountains with lake, vast horizons (N=34) Ribeira do Porto (river margin in Oporto) (N=31) 

River margin of Oporto (“ Ribeira” ) (N=28) Douro Valley (N=30) 

Vast, lonesome sand beach (N=26) Small Church (N=30) 

Typical village, rural life (N=21) Castle (N=30) 

Harsh landscape with granite rocks (N=21) Typical village, rural life (N=28) 

Walking through a mountainous landscape with 
village (N=20) 

Azulejos (N=27) 

 Walking through a mountainous landscape with 
village (N=23) 

7DEOH�����0RVW�OLNHG�DQG�PRVW�DVVRFLDWHG�SKRWRV�RI�1RUWK�3RUWXJDO�
This comparison shows that generally most liked aspects are actually associated, i.e. have actually 

been encountered in North Portugal. There are some exceptions, though, namely the mountainous 

area with a lake, which actually exists in Trás-os-Montes, but has apparently not been encountered 

by many respondents (N=12). Also the beach landscape, which seems to attract a lot, but is not as 

much associated with North Portugal (N=16) as other, probably more distinctive features. Finally 

neither “ azulejos”  (N= 17) nor “ castles”  (N=16) evoked much spontaneous liking, were however 

clearly associated with North Portugal. 

�������,QWHQWLRQDO�IXWXUH�EHKDYLRU�
Finally, future tourist behavior was measured via two 7-level scales, indicating the likeliness (with 

the extremes “ YHU\�XQOLNHO\�ÅÆ�YHU\�OLNHO\” ) of coming back and recommending the destination. It 

is true that this is a measure of intention and not actual behavior and might be positively biased due 

to the effect of social desirability and the dominance of the destination in the respondents’  

minds214. However, the measure of intention of future purchase behavior has been found correlated 

to actual behavior making it a relevant variable for testing criterion validity of destination image. 

The two measures will later be used for hypotheses testing when analyzing possible effects of 

destination image. Results of a real-context pre-test have shown that personal recommendation is a 

most relevant determinant of destination choice (.DVWHQKRO]� 1997: 156-157). This could also be 

                                                           
214 The effect of social desirability is likely to occur, as most responses were obtained via direct interviews 
undertaken by mainly Portuguese students, probably associated with the destination, especially by foreign 
tourists. Dominance of this destination in respondents’  minds is obviously related to the fact that interviews 
were undertaken at the destination, during or at the end of the holiday. The same question asked some time 
later and eventually in the context of other destinations mentioned, could lead to quite different, probably less 
positive answers. 
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confirmed for the present sample (p.221). However, the SXVK motive of variety and change215 may 

decrease likelihood of repeating a visit to a destination, even if the first visit was very pleasant. 

That is why probability of recommendation was considered as an eventually more important image 

effect than probability to come back. In any case, future market performance should also be 

directly related to recommendation, due to image implications on the behavior of others.  

The mean probability to come back was 5.35 in a scale ranging from one to seven (with a standard 

deviation of 1.92). The mean probability to recommend was 5.92, being more consensual in terms 

of positive future involvement (with a standard deviation of 1.61). On the other hand, one must 

bear in mind that only intentions were measured, whereas actual behavior may differ considerably. 

Interestingly, there is a strong correlation between probability to come back and to recommend 

(Pearson Correlation =0.598), which may reflect a need for response congruency in the context of 

behavioral intentions. 

&RQFOXVLRQV�RI�&KDSWHU���
This chapter presents UHVXOWV�RI�DQ�HPSLULFDO�VWXG\ of images of North Portugal as a rural tourism 

destination. /LWHUDWXUH�DQG�VHFRQGDU\�GDWD�RQ�1RUWK�3RUWXJDO underlined the rural features of this 

region, particularly of the three identifiable sub-regions Minho, Douro and Trás-os-Montes. Nature 

and landscape were identified as the probably most relevant primary tourism resources, although 

culture and hospitality of local population must also be considered. Conservation of natural and 

cultural heritage and careful territorial planning are therefore main concerns for enhancing the 

destination’ s attractivity. Secondary tourism resources are less impressive, particularly in the 

interior rural areas, where accessibility is frequently poor and accommodation facilities not 

abundant. It is true that large-scale tourism infrastructures might not be the most appropriate for 

these rural areas, but a larger number of small-scale establishments, such as TER units, may be 

desirable. This more characteristic accommodation type is still a minor supply, except for the 

Minho region, which is the overall most developed rural tourism destination in the North. 

A RQH�\HDU�ORQJ�VXUYH\�RI�WRXULVWV�YLVLWLQJ�UXUDO�DUHDV�LQ�1RUWK�3RUWXJDO led to a VDPSOH�RI������
UHVSRQGHQWV� consisting of Portuguese and foreign tourists, both in the high and low season, in 

approximately equal numbers. Also the share of respondents in each sub-region was similar. Apart 

from these voluntarily introduced biases, the way of data collection enhanced representativity of 

this sample of leisure travelers in rural North Portugal. A minor non-response bias of the indirect 

data collection approach, favoring younger respondents, could be identified. It was judged of minor 

                                                           
215 especially in the case of “ allo-centric”  tourists, as explained before, and to be tested in hypothesis 3)  
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importance, though, as most responses were obtained by personal interviews with extremely high 

response rates.  

Respondents revealed a high propensity to travel and to visit rural areas, both at home and abroad. 

Both short-break visitors and longer-duration holiday-makers were present. Nearly half the sample 

traveled in a couple and not even a quarter with minor-aged children. Personal recommendation 

was the most relevant information source mentioned, although a previous visit, travel guide-books 

and agencies were also referred to. The most important motivations were the discovery of the 

region, nature/ landscape and culture, i.e. rather SXOO�PRWLYHV. Also climate and friendly people 

were referred to. The main mentioned SXVK� PRWLYHV were curiosity/ novelty and relaxation, 

although SXOO�PRWLYHV generally imply a SXVK element (8\VDO�	�/HH��1993). Benefits sought were 

measured by a 25-item-battery with 5-level Likert-like scales and summarized via PCA in six 

dimensions, namely: LQIRUPDWLRQ�	�DFFHVV��QDWXUH��DFWLRQ�	�VRFLDOL]LQJ��EDVLFV��KLVWRU\�	�FXOWXUH��
WRXULVW� LQIUDVWUXFWXUHV. Four benefit segments could be distinguished via cluster analysis of these 

importance-ratings, which were named: 8UEDQV��&DOP�5XUDO�(QWKXVLDVWV��$FWLYH�5XUDO�(QWKXVLDVWV 
and 6LPSOLVWV. These benefit-segments showed also demographic, travel behavior and destination 

image differences, justifying a targeted approach. 

'HVWLQDWLRQ� LPDJHV were measured via structured and more qualitative approaches. &RJQLWLYH�
LPDJH was assessed via 25 Likert-type scales, which were further summarized via PCA in five 

factors: QDWXUH�� EDVLFV�� DFWLRQ�� LQIRUPDWLRQ� 	� DFFHVV� and FXOWXUH. It showed that particularly 

QDWXUH�UHODWHG items were very favorably evaluated, but also V\PSDWK\�RI�SRSXODWLRQ and FXOWXUH�
stood out. On the other hand, particularly WRXULVW�LQIRUPDWLRQ and VLJQ�SRVWLQJ represent important 

destination attributes that received less favorable evaluations. $IIHFWLYH� LPDJH was assessed via 

semantic differential scales, characterizing North Portugal as pleasant, natural, calm and traditional. 

Also these scales were factor analyzed, resulting in five dimensions, of which only three showed 

sufficient internal consistency (FRORUIXO��SOHDVDQW��VLPSOH��FDOP). These confirm approximately the 

two main dimensions of SOHDVDQWQHVV and DURXVDO� found in many approaches in environmental 

psychology. 'HVWLQDWLRQ�VHOI� FRQJUXLW\ was analyzed as an important aspect of affective image, 

expressing identification with the destination. The comparison of corresponding semantic 

differential scales used for destination- and self-image assessment seemed a debatable approach, as 

semantic spaces appeared as quite distinct. The single 5-level semantic differential scale (GLIIHUHQW�
IURP�PH��VLPLODU�WR�PH) was accordingly preferred. It revealed a distribution, which concentrated 

on the mid-point with a relatively large deviation. 

2YHUDOO� LPDJH, measured on a 7-level semantic differential scale was globally very positive. The 

more qualitative approaches used IUHH�HOLFLWDWLRQ�RI�DVVRFLDWLRQV made with the destination and of 
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most SRVLWLYH�DQG�QHJDWLYH�LPSUHVVLRQV. Again, QDWXUH and ODQGVFDSH stands out as a central and 

highly differentiated category. Also a SOHDVDQW�� IULHQGO\ and SHDFHIXO� atmosphere is frequently 

mentioned as distinctive for the region. A few negative impressions were linked to WUDIILF�
FRQGLWLRQV��SROOXWLRQ��EDG�ZHDWKHU�and SRRU�LQIRUPDWLRQ. However, generally positive impressions 

outnumbered the negative ones. Finally, an exploratory SKRWR�DVVRFLDWLRQ exercise confirmed the 

preference for QDWXUDO� and ODQGVFDSH� aspects. Associations with the region also included many 

landscape components, but also typical architecture and XQLTXH�FXOWXUDO�KHULWDJH aspects (churches, 

castles and azulejos). Improvements were suggested in the domain of KHULWDJH�FRQVHUYDWLRQ, with 

some specific items standing out as most demanded (typical restaurants, walking paths, 

excursions/guided tours).  

The combination of different image assessment approaches confirmed a number of UHFXUUHQW�
LPDJH�GLPHQVLRQV� which could further be distinguished as more PRWLYDWLRQDO��H�J��QDWXUH��FXOWXUH�
and� SHRSOH) or K\JLHQLF in nature (e.g. VDIH� WUDIILF� FRQGLWLRQV�� XQSROOXWHG� HQYLURQPHQW or VLJQ�
SRVWLQJ). That is, a combined approach increases validity of image assessment. More unique, varied 

and motivational aspects are revealed by the qualitative approaches, whereas the quantitative 

approach permits the assessment of more consensual and also hygienic aspects. Additionally, 

subsequent analysis of the more quantitative image elements may lead to interesting conclusions, 

based on an understanding of patterns of destination images, visible in large numbers of responses. 

3UREDELOLW\� WR�UHFRPPHQG the destination was relatively high, SUREDELOLW\� WR� UHWXUQ as well, but 

comparatively lower. This was expected, due to the motive of QRYHOW\� frequently shaping 

destination choice. However, the relevance of recommendation for a destination’ s market success 

should not be sub-estimated. The following chapter will analyze the role of destination image for 

these two aspects of intentional future travel-behavior, as well as pursue a more systematic 

understanding of image structure and image (co-) determinants.  
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&KDSWHU����+\SRWKHVLV�7HVWLQJ�
In chapter 7 a series of hypotheses related to the image construct were suggested. In this chapter 

these hypotheses are tested making use of several statistical devices, as announced before (see 

pp.202-203). Different approaches have been tested, but the presented results refer to methods that 

appeared as the most appropriate, considering the nature of data and the complexity of suggested 

relationships. Generally, quantitative data analysis is privileged in this context. In the first sub-

chapter image structure is analyzed, in the second eventual (co-) determinants of destination image 

and in the last the possible effect of image on behavior. 

&KDSWHU������,PDJH�6WUXFWXUH�
As suggested by the first group of hypotheses, one may distinguish between cognitive and affective 

image, holistic and imagery aspects, which are all interrelated. Specific relationships are suggested 

to exist between cognition and affective image, which is addressed in point 9.1.1. The role of 

GHVWLQDWLRQ�VHOI�FRQJUXLW\ in the context of affective image is analyzed in point 9.1.2. 

Subsequently, the relationship between cognition and affective image is analyzed in more detail, 

suggesting the mediating role of functional congruity. Finally, the effect of all image aspects on 

overall impression, expressing KROLVWLF�LPDJH, is studied. 

&KDSWHU��������5HODWLRQVKLS�EHWZHHQ�&RJQLWLYH�DQG�$IIHFWLYH�,PDJH�
+\SRWKHVLV��D� states that� GHVWLQDWLRQ� LPDJHV are composed of FRJQLWLYH��DIIHFWLYH��KROLVWLF�DQG�
LPDJHU\ dimensions, with DIIHFW�DQG�FRJQLWLRQ�EHLQJ�LQWHUUHODWHG��Freely elicited associations with 

the destination revealed the existence of a range of cognitive, affective, holistic and picture-like 

aspects (see Chapter 8.2.6). This supports the first assumption. The first two dimensions were also 

assessed via Likert-like and Semantic Differential Scales and imagery via photo-association. For 

hypothesis testing the cognitive image factors revealed via PCA and the three most relevant 

affective image dimensions, plus the single GHVWLQDWLRQ�VHOI�FRQJUXLW\ measure216 were used. 

Correlation analysis of corresponding summated scales (Hair et al, 1998: 116-117)217 shows: 

 

 

                                                           
216 As explained before, the single scale is preferred to the alternative average value of total differences for all 
analyses involving the GHVWLQDWLRQ�VHOI�FRQJUXLW\ construct (see pp.234-235).  
217 Average summated scales, instead of factor scores, are more adequate for representing the most relevant 
variables of the identified dimension, which are used for its interpretation. They permit making more use of 
the data, as also those responses may be included, which have just one missing value amongst the variables in 
a dimension, whereas factor scores exclude these cases. However, summated scales and factor scores are 
extremely correlated (all above 0.855), making their use interchangeable. 
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1DWXUH� ôöõ�÷Wø ù�÷ ú�ù�û�ø ü�ý�þ�ÿ���ý � ý���ü����©õ�û ø ü�ý 	
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7DEOH�����&RUUHODWLRQ�EHWZHHQ�FRJQLWLYH�DQG�DIIHFWLYH�LPDJH�IDFWRUV�1RWH��all correlations are significant at the 0.01 level 

Results demonstrate that affective and cognitive dimensions are significantly interrelated. It is 

particularly interesting that the most relevant affective dimension, which may serve as a surrogate 

variable for affective image (SOHDVDQWQHVV), is significantly correlated with all cognitive factors. 

Especially EDVLFV show a strong positive correlation with this affective dimension, which should be 

due to several aspects of this factor revealing a welcoming atmosphere. Also GHVWLQDWLRQ�VHOI�
FRQJUXLW\�is positively correlated with all cognitive factors, although to a lower degree except for 

the factor QDWXUH. The affective dimensions VLPSOH and FDOP are mostly related to QDWXUH and the 

last inversely related to DFWLRQ��IXQ. It is worth noticing that the cognitive dimension QDWXUH seems 

to convey the strongest and most varied emotional contents. Generally, one may retain that both the 

cognitive dimensions QDWXUH and EDVLFV convey strongest affective meanings. The least emotion-

laden dimension is LQIRUPDWLRQ� This is understandable considering its rather K\JLHQLF character 

(see table 20, p.238). The cognitive dimension FXOWXUH also does not evoke much emotional content, 

which may be surprising. *OREDOO\��K\SRWKHVLV��D��LV�FRQILUPHG�DQG�VSHFLILHG�LQ�WHUPV�RI�FRQFUHWH�
UHODWLRQV�EHWZHHQ�GLPHQVLRQV��

&KDSWHU��������7KH�5HOHYDQFH�RI�'HVWLQDWLRQ�6HOI�&RQJUXLW\�IRU�$IIHFWLYH�,PDJH�
+\SRWKHVLV� �E� highlights the construct of GHVWLQDWLRQ�VHOI�FRQJUXLW\ in the context of affective 

image, especially in the case of psycho-centric travelers. Its existence could not be confirmed via 

free elicitation, as this construct does not appear as close to consciousness as other more descriptive 

aspects of the destination. The scale “ GLIIHUHQW�IURP�PH��VLPLODU�WR�PH”  caused some respondents to 

reflect more than in the case of other scales. This suggests that the corresponding feeling would not 

be “ on the top of one’ s mind” . However, most respondents could produce an answer, confirming 

the existence of a similarity or difference feeling in relation to the destination. This was suggested 

as a specific affective construct, as it represents rather a feeling state than a cognitive judgement. 

This should be confirmed by its correlation to the identified main or holistic affective dimension 

SOHDVDQW��FRORUIXO. The correlation is relatively high (R=0.263) and significant at the 0.01 level. It is 

generally higher than the correlation with any cognitive factor, as seen before. The correlation with 

the affective dimension VLPSOH is also significant (R=0.170). Analyzing the correlation between the 

most coinciding affective dimensions identified for self- and for affective destination image, those 

respondents viewing themselves as SOHDVDQW, are more likely to view the destination likewise 
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(R=0.218). This is also true for the characteristic FDOP (R= 0.170) and LQIRUPDO (R= 0.296). That is, 

some of the dimensions of both semantic spaces that are relatively corresponding (see pp.233-235) 

show a correlation, revealing feeling states with corresponding content for themselves and the 

destination, i.e. strongest degrees of identification concerning these dimensions. 

It is interesting that the correlation between GHVWLQDWLRQ�VHOI�FRQJUXLW\ and the dimension 

SOHDVDQWQHVV is stronger in the case of the SV\FKR�FHQWULF (R=0.311) and less important in the case 

of the DOOR�FHQWULF (R=0.222). The PLG�FHQWULF� are slightly above the average (R=0.259). 

'HVWLQDWLRQ�VHOI�FRQJUXLW\ feelings were thus the more important for overall affective image the 

more SV\FKR�FHQWULF the respondent� as expected. These results confirm hypothesis 1b) suggesting 

that�GHVWLQDWLRQ�VHOI�FRQJUXLW\�IHHOLQJV�DUH�DQ�LPSRUWDQW�HOHPHQW�RI�DIIHFWLYH�LPDJH��HVSHFLDOO\�LQ�
WKH�FDVH�RI�SV\FKR�FHQWULF�WUDYHOHUV���

�������7KH�5HODWLRQVKLS�EHWZHHQ�&RJQLWLRQ�DQG�$IIHFW�YLD�)XQFWLRQDO�&RQJUXLW\�
For testing K\SRWKHVLV��F� the suggested surrogate for the affective image SOHDVDQW��FRORUIXO will be 

used. Its factor score is introduced in a regression model as the dependent variable. The cognitive 

factor scores are used as explanatory variables and IXQFWLRQDO�FRQJUXLW\ as an intervening variable. 

This type of variable can be understood as “ ERWK�D�SURGXFW�RI�WKH�LQGHSHQGHQW�YDULDEOH�DQG�D�FDXVH�
RI� WKH� GHSHQGHQW� YDULDEOH´� (%U\PDQ� 	� &UDPHU� 1994: 222). For testing mediation three 

regression equations should be estimated (*UDSHQWLQH� 2000):  

1. the mediator variable is regressed on the independent variables revealing a significant relation 

(equation one); 

2. the dependent variable is regressed on the independent variables, also revealing a significant 

relation (equation two); 

3. the dependent variable is regressed on both independent and mediator variables (equation 

three), revealing a significant relation between mediator and dependent variable. Eventually 

persisting relations between exogenous and dependent variable should be weaker than in 

equation two. 

There would be no mediation, if there was no relationship between exogenous and mediator 

variable (step 1) or if the mediator variable was not related to the dependent variable (step 3). 

Partial mediation would exist if regression coefficients of an exogenous variable were significant in 

steps 1) and 3). Mediation would be perfect for an exogenous variable, which is related to the 

mediator variable (step 1), but whose effect on the dependent variable (step 2) is totally absorbed 

by the mediator variable (step 3). The analysis corresponds to a two-step regression procedure, 

based on the principles of SDWK�DQDO\VLV��It further permits identifying direct and indirect effects. 
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Assumptions of applicability of multiple regression analysis, such as linearity, normality and 

homoskedasticity of residuals and multicollinearity were tested and did not reveal any significant 

violation (see 3HVWDQD�	�*DJHLUR, 1998: 361-425). More concretely, linearity was checked by 

examining the residual plots of linear regression and curve estimation. Normality of residuals was 

analyzed via normal probability (Q-Q) plots, showing no substantial departure from the diagonal 

line. Residual plots were examined in order to examine constant variance of residuals. As no 

increase or decrease of residuals with predicted values was observable, data was judged 

homoscedastic. Multicollinearity was analyzed by checking the correlations among independent 

variables, which were all below 0.45, which seems acceptable (values above 0.7 have been 

considered problematic, see %DORJOX, 1996: 170). Also tolerance values, indicating the degree in 

which a variable is not explained by all other variables, were acceptable (well above the minimal 

level of 0.1). The use of factor scores instead of summated scales for cognitive and affective image 

dimensions in the regression models contributed to low values of correlation among independent 

variables. Finally, outliers were identified and excluded, if absolute values of standardized 

residuals were above three. All regression models presented showed significant F-values at the 

0.000 level. The first regression equations used to test hypothesis 1c) are presented in table 23. 
+-, �[õ�û�ø ü�ý.� &!/ ��0�����÷W÷Wø ü�ý^ü#�21�3�4!5�6 7 8�4!9#:�5�8#4#;!<=3�7 6 >@? A )#B ü�ý^ù�ü�0�ý�ø û
ø C��öø �©õ�0��D��õ�ù�û
ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.840 CI1 (Nature) ��� ��� 16.1 0.000 MON PRQ K (LS 3!9#<RJ N ��� �#�#� CI2 (Basics) ��� ��� 22.5 0.000 
 CI3 (Fun) ��� ��� 9.3 0.000 
 CI4 (Information) ��� "�� 18.2 0.000 
 CI5 (Culture) ��� ��� 13.9 0.000 +-, �[õ�û�ø ü�ýO� &!/ ��0�����÷W÷Wø ü�ý^ü#��õ#� �T��ù�û
ø C��öø �3õ�0��D��õ�ù�û�ü��U� (VDW X�Y�Z=Y�[�\ ] ü�ý©ù�ü�0�ý[ø û
ø C��öø �©õ�0��D��õ�ù�û
ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.414 CI1 (Nature) ��� ��� 4.01 0.000 MON P=Q K (^S 39#<=J N ��� ����" CI2 (Basics) ��� ��� 8.05 0.000 
 CI3 (Fun) ��� ��� 3.83 0.000 
 CI4 (Information) 0.03 0.71 0.476 
 CI5 (Culture) ��� ��� 4.18 0.000 +-, ��õ�û�ø ü�ýO��õ &!/ ��0�����÷d÷Wø ü�ý^ü#� M-_
` ü�ýgù'ü�0�ý�ø û
ø C�� ø �©õ�0��D��õ�ù�û
ü���÷�õ�ý�GOA )E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.485 CI1 (Nature) 0.03 0.72 0.470 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� ��" 3.07 0.002 
 CI3 (Fun) 0.06 1.44 0.151 
 CI4 (Information) % ��� �#� -2.52 0.012 
 CI5 (Culture) 0.07 1.60 0.110 
 FC ��� ��� 6.60 0.000 +-, ��õ�û
ø ü�ýa��F &!/ ��0�����÷U÷dø ü�ý^ü#� M-_
` ü�ý^ù'ü�0�ý[ø û ø C��öø �©õ�0��D��õ�ù�û�ü���÷�õ�ý!GaA ) (stepwise regression)E õ���ø õ�F�� � � û
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7DEOH�����5HJUHVVLRQ�HTXDWLRQV�IRU�WHVWLQJ�D�SDWK�PRGHO�IURP�FRJQLWLYH�LPDJH�GLPHQVLRQV�RYHU�)&�WR�$,�
 



CHAPTER 9. HYPOTHESES TESTING 

 249 

The result of this analysis leads to a path-analytical model represented in the following way: 

          0.55     0.88 

           0.51     0.11 

   0.36      0.44 

   0.21 

     0.31         - 0.13 

        0.41    

 

)LJ�����3DWK�DQDO\WLFDO�PRGHO�RI�LPDJH�VWUXFWXUH�IURP�FRJQLWLRQ�WR�RYHUDOO�DIIHFW�
Note: error terms are calculated as the square root of unexplained variance (1-R2) 

The total effects of each cognitive image factor on global affective image are: 

LQGHSHQGHQW�YDULDEOH� GLUHFW�HIIHFW�� LQGLUHFW�HIIHFW�YLD�� WRWDO�HIIHFW�RQ�JOREDO�DIIHFWLYH�LPDJH�
Functional Congruity 0.44 ----  0.44 

Basics 0.11 FC: 0.51*0.44 0.11+0.51*0.44 =  0.33 

Nature ---- FC: 0.36*0.44 0.36*0.44 = 0.16 

Culture ---- FC: 0.31*0.44 0.31*0.44 =  0.14 

Fun/ Action ---- FC: 0.21*0.44 0.21*0.44 =  0.09 

Information - 0.13 FC: 0.41*0.44 0.41*0.44 – 0.13 =  0.05 

7DEOH�����'LUHFW�DQG�LQGLUHFW�HIIHFWV�RI�)&�DQG�FRJQLWLYH�LPDJH�IDFWRUV�RQ�RYHUDOO�DIIHFWLYH�LPDJH�
The analyses demonstrated that: 

1. All cognitive factors contribute directly or indirectly via IXQFWLRQDO� FRQJUXLW\ to overall 

affective image. 

2. The connection between cognitive factors and IXQFWLRQDO� FRQJUXLW\� is very strong, with the 

corresponding model explaining 70% of variance of the dependent variable and all cognitive 

factors revealing strong and significant relationships (see equation 1). This is not surprising, as 

the indicator of IXQFWLRQDO�FRQJUXLW\ is partly composed of cognitive evaluations. Eventually, 

IXQFWLRQDO�FRQJUXLW\�may be therefore used as a surrogate variable for cognitive evaluation. 

3. %DVLFV and ,QIRUPDWLRQ� are the most relevant cognitive factors determining IXQFWLRQDO�
FRQJUXLW\ although all cognitive factors contribute significantly and positively to this variable. 

The least important factor is DFWLRQ��IXQ in this context, which confirms that this aspect is also 

not considered very important for a rural tourism destination, as high degrees of IXQFWLRQDO�
FRQJUXLW\�are less dependent on favorable perceptions of this dimension.  

CI1-1DWXUH�

CI2-%DVLFV�

CI3-)XQ�

CI4-,QIRUPDWLRQ�

CI5- &XOWXUH�

)XQFWLRQDO�
&RQJUXLW\�

 $IIHFWLYH�,PDJH �: 

3OHDVDQW��FRORUIXO�
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��� The inclusion of functional congruity improves the model by 6.2% of total variance explained. 

This may not be much in absolute terms but corresponds to an improvement of 38%, when 

compared to the initial model, which contained only cognitive image factors. This shows the 

relevance of simultaneously considering importance attributed to cognitive factors, which 

have been suggested as motivational elements in image constitution. The final model explains 

22.5% of variance of the dependent variable which is a significant contribution (F=52.8, 

sig=0.000).�
��� Equations 1) and 2) proved the role of IXQFWLRQDO�FRQJUXLW\�as a mediating variable, except for 

the exogenous variable LQIRUPDWLRQ� which does not significantly relate to SOHDVDQWQHVV� The 

effects of cognitive factors on SOHDVDQWQHVV are all lower (SDUWLDO�PHGLDWLRQ), when IXQFWLRQDO�
FRQJUXLW\�enters the equation (Equation 3), actually negative for LQIRUPDWLRQ and suppressed 

(SHUIHFW�PHGLDWLRQ) for QDWXUH��IXQ and FXOWXUH��
6. When IXQFWLRQDO�FRQJUXLW\�is included, the order and absolute value of the overall contribution 

of cognitive factors is not changed much (comparing equation 2 with total effects on overall 

affective image, table 24). %DVLFV contribute most and are followed by QDWXUH and FXOWXUH� The 

factor IXQ is slightly underrepresented in its total path-analytical contribution as its minor 

direct contribution is ignored in stepwise regression at the presence of IXQFWLRQDO�FRQJUXLW\. 
7. The type of contribution appears modified, since the direct effects of QDWXUH� FXOWXUH and IXQ 

disappear. Further, LQIRUPDWLRQ contributes indirectly positively and directly negatively. This 

results in a low overall contribution to global affective image as was suggested by the 

regression model without IXQFWLRQDO� FRQJUXLW\� This factor seems to determine a positive 

image in terms of IXQFWLRQDO�FRQJUXLW\, but does not show any important effect on an overall 

emotional attitude towards the destination. This fact may be due to the more K\JLHQLF�
character of LQIRUPDWLRQ, which is considered important and originates high expectations, but 

not motivating. Still, if dissatisfaction with this aspect was below a certain level, an overall 

negative affective image might result, which should be expressed by a significant positive 

correlation. As this is not the case, a relatively neutral relationship can be presumed. In any 

case, these considerations support the argument for keeping cognition and affect apart in 

analysis, even though they are interrelated and may combine to an overall image. 

From the above discussion, K\SRWKHVLV� �F�� LV� ODUJHO\� FRQILUPHG� DV� IDU� DV� WKH� RYHUDOO� DIIHFWLYH�
LPDJH�VXUURJDWH�LV�FRQFHUQHG� However, the determination is not perfect, since there exists a large 

amount of unexplained variance of the dependent variable in the model. 
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In an exploratory approach, the affective dimensions VLPSOH and FDOP as well as GHVWLQDWLRQ�VHOI�
FRQJUXLW\� were subjected to the same type of analysis. It must be stressed, though, that the 

hypothesis refers particularly to the overall affective dimension labeled as SOHDVDQW� 
+-, �[õ�û
ø ü�ýa� &!/ ��0�����÷d÷Wø ü�ýgü#��õ#� �T��ù�û
ø C��öø �3õ�0��D��õ�ù�û�ü��b� $ c 7 d�Ib: J & ü�ýgù'ü�0�ý�ø û ø C�� ø �3õ#0��D��õ�ù�û�ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.314 CI1 (Nature) ��� ��� 6.36 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) -0.08 -1.91 0.057 

 CI3 (Fun) % ��� ��� -2.95 0.003 
 CI4 (Information) -0.07 -1.64 0.101 
 CI5 (Culture) -0.05 -1.33 0.186 +-, ��õ�û�ø ü�ýa��õ &!/ ��0�����÷d÷Wø ü�ý^ü#� M-_-e ü�ýgù'ü�0�ý�ø û ø C�� ø �3õ�0��D��õ�ù�û�ü���÷�õ�ý!GaA )E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.316 CI1 (Nature) ��� ��� 5.95 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) -0.07 -1.31 0.191 
 CI3 (Fun) % ��� ��� -2.59 0.010 
 CI4 (Information) -0.05 -0.97 0.331 
 CI5 (Culture) -0.05 -1.08 0.280 
 FC -0.04 -0.641 0.522 +-, ��õ�û
ø ü�ýa��F &/ ��0�����÷U÷dø ü�ý^ü#� M-_-e ü�ý^ù'ü#0�ý[ø û
ø C��öø �©õ�0��D��õ�ù�û
ü���÷�õ�ý!GaA ) (stepwise regression)E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.309 CI1 (Nature) ��� ��� 6.34 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI3 (Fun) % ��� ����� -2.91 0.025 

FC % ��� �#� -2.48 0.014 

From this analysis it becomes visible that IXQFWLRQDO�FRQJUXLW\ affects VLPSOLFLW\ negatively. This is 

also true for the factor DFWLRQ�� IXQ. When IXQFWLRQDO� FRQJUXLW\� is considered as an intervening 

variable its negative relation to VLPSOLFLW\ implies a correspondingly negative impact of the 

cognitive factors related to the dependent variable only via IXQFWLRQDO� FRQJUXLW\ f�gih � Only QDWXUH�
contributes positively to this affective dimension. However, the inclusion of IXQFWLRQDO�FRQJUXLW\ 
does not improve the percentage of variance explained in the dependent variable. Therefore its role 

as an intervening variable is questionable. Further, considering %DURQ� 	� .HQQ\¶V (1983) 

criteria219, conditions from equations two and three are hardly confirmed220. Conceptually, findings 

highlight the contrast between two types of cognitive dimensions, either increasing (QDWXUH�� or 

reducing the feeling of VLPSOLFLW\ (all other cognitive factors)� The regression model does not 

                                                           
218 The composed effects of all independent variables are: jDkDl      =  -0.11 

Nature:   0.29-0.11* 0.36 =   0.25 
Basics:  -0.11*0.51 =  - 0.056 
Culture:  -0.11*0.31 = - 0.034 
Fun:  -0.096-0.11*0.21 =  - 0.073 
Information: -0.11*0.41 = - 0.045 

219 Equation 1) is presented in Table 23 and not repeated in following analyses. 
220 There are only two independent variables significantly contributing to Z�m nVDW m o#m \ p , with jDk only contributing
significantly in the case of stepwise regression. Further, [#Y�\ q#r=X  increases its contribution after inclusion of jDkLs
compensating for this variable’ s negative relation to Z�m ntVDW m o#m \ p!u

7DEOH����5HJUHVVLRQV�IRU�WHVWLQJ�D�SDWK�PRGHO�IURP�FRJQLWLYH�LPDJH�GLPHQVLRQV�RYHU�)&�WR�$,��
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explain much of the variance in the dependent variable (nine per cent) although its F value 

indicates a significant relationship (F=18.747, sig=0.000).  

Next, the effect of cognitive factors via IXQFWLRQDO�FRQJUXLW\ on the affective factor FDOP is tested��
+-, ��õ�û�ø ü�ýO� &/ ��0�����÷d÷Uø ü�ý^ü*�bõ*�v�i��ù�û�ø C��öø �©õ�0��D��õ�ù�û
ü��w� $ 5�9�: d & ü�ý^ù'ü�0�ý[ø û�ø C��öø �©õ�0��D��õ�ù�û ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.413 CI1 (Nature) ��� ��� 8.84 0.000 MON PRQ K (LS 3!9#<RJ N ��� ���#� CI2 (Basics) -0.002 -0.055 0.956 

 CI3 (Fun) % ��� ��� -5.3 0.000 
 CI4 (Information) -0.02 -0.47 0.637 
 CI5 (Culture) 0.03 0.80 0.424 +-, ��õ�û�ø ü�ýa��õ &!/ ��0�����÷d÷Wø ü�ý^ü#� M-_-x ü�ýgù'ü�0�ý�ø û ø C�� ø �3õ�0��D��õ�ù�û�ü���÷�õ�ý!G�ÿ�	E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.418 CI1 (Nature) ��� ��� 7.47 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) -0.03 -0.59 0.557 
 CI3 (Fun) % ��� �#� -5.32 0.000 
 CI4 (Information) -0.04 -0.96 0.340 
 CI5 (Culture) 0.01 0.22 0.826 
 FC 0.06 1.01 0.313 +-, �[õ�û
ø ü�ýa��F &/ ��0�����÷W÷Wø ü�ýy�©ü�G�����ü*��z�{�|~} [ ù'ü�0�ý�ø û
ø C�� ø �©õ�0��w��õ�ù�û
ü���÷ (stepwise regression) E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0#�H 3�: 6 7 I�: JLK 0.415 CI1 (Nature) ��� ��� 8.91 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI3 (Fun) % ��� ��� -5.31 0.000 

7DEOH����5HJUHVVLRQV�IRU�WHVWLQJ�D�SDWK�PRGHO�IURP�FRJQLWLYH�LPDJH�GLPHQVLRQV�RYHU�)&�WR�$,��
In this case IXQFWLRQDO�FRQJUXLW\ is no intervening variable, since it does not appear as a significant 

variable in equation 3) at all. Similar to VLPSOLFLW\��the affective factor FDOP�is positively related to 

the cognitive factor QDWXUH� and negatively to the factor DFWLRQ�� IXQ. This confirms the already 

suggested proximity of the two factors in the context of a larger DURXVDO-reflecting dimension, 

albeit their differences in content. The final regression model explains about 17 per cent of the 

variance in the dependent variable (F=55.369, sig=0.000). This is more than in the case of 

VLPSOLFLW\, but no mediating effect of IXQFWLRQDO�FRQJUXLW\ could be found. 

Finally, eventual cognitive determinants of GHVWLQDWLRQ�VHOI�FRQJUXLW\ feelings are analyzed. 

'HVWLQDWLRQ�6HOI�&RQJUXLW\ is determined mainly by the perception of QDWXUH�� EDVLFV�� IXQ and 

IXQFWLRQDO�FRQJUXLW\. However, in this case, the opportunities for IXQ��VRFLDOL]LQJ�DQG�DFWLRQ as well 

as IXQFWLRQDO� FRQJUXLW\� and EDVLFV� have a positive impact on similarity feelings221. This 

corresponds to the pattern found for the overall affective image��The positive effect of VRFLDOL]LQJ��
IXQ contrasts from the pattern found for VLPSOH�DQG�FDOP. It may reflect a type of proximity felt, 

                                                           
221 The composed effects of all independent variables are:  jDk :   =   0.1 

Nature: 0.22+0.1* 0.36 =   0.26 
Basics: 0.13+0.1*0.51 =    0.18 
Culture: 0.1*0.31  =   0.03 
Fun: 0.1+0.1*0.21 =    0.12 
Information:0.1*0.41 =   0.04 
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expressed by playful socializing. Similar to the results for all affective dimensions, QDWXUH plays a 

dominant role in determining GHVWLQDWLRQ�VHOI�FRQJUXLW\ feelings. &XOWXUH�and LQIRUPDWLRQ�play a 

minor role. Here IXQFWLRQDO�FRQJUXLW\ plays a role as an intervening variable, as the three before-

mentioned conditions can be confirmed. The mediation is not as strong as in the case of 

SOHDVDQWQHVV, though, as the effect of influential cognitive image� factors does not decrease much 

after the inclusion of IXQFWLRQDO�FRQJUXLW\��Also the overall explanatory power of the model hardly 

increases through the inclusion of this variable, which only slightly passes the required significance 

level of 0.05 in stepwise regression. The overall model including the most relevant factors explains 

only 11% of variance (F=12.825, sig=0.000). 

+-, ��õ�û
ø ü�ýa� &!/ ��0�����÷d÷Wø ü�ýgü#� '�(�) ü�ý^ù'ü#0�ý[ø û�ø C�� ø �©õ�0��D��õ�ù�û
ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ � � ø 0��H 3�: 6 7 I�: JLK 0.335 CI1 (Nature) ��� ��� 6.515 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� ��� 4.563 0.000 
 CI3 (Fun) ��� ��� 3.156 0.002 
 CI4 (Information) 0.003 0.089 0.929 
 CI5 (Culture) ��� ��� 1.397 0.163 +-, ��õ�û
ø ü�ýa��õ &!/ ��0�����÷d÷Wø ü�ý^ü#� '�(L) ü�ýgù'ü�0�ý�ø û
ø C�� ø �©õ�0��D��õ�ù�û�ü���÷�õ�ý�GaA )E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ � � ø 0��H 3�: 6 7 I�: JLK 0.342 CI1 (Nature) ��� ��� 5.145 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� ��� 2.648 0.008 
 CI3 (Fun) ��� ��� 2.216 0.027 
 CI4 (Information) -0.03 -0.660 0.509 
 CI5 (Culture) 0.02 0.530 0.596 
 FC 0.11 1.785 0.075 +-, �[õ�û�ø ü�ýO��F &!/ ��0�����÷W÷dø ü�ýy�^ü�G�����ü#� '�(�) ü�ý^ù'ü#0�ý[ø û�ø C�� ø �©õ�0��D��õ�ù�û
ü���÷ (stepwise regression)E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ � � ø 0��H 3�: 6 7 I�: JLK 0.340 CI1 (Nature) ��� ��� 5.35 0.000 MON PRQ K (LS 3!9#<RJ N ��� ��� CI2 (Basics) ��� ��� 2.88 0.004 

CI3 (Fun) ��� � 2.32 0.021 
FC ��� � 2.01 0.045 

7DEOH����5HJUHVVLRQV�IRU�WHVWLQJ�D�SDWK�PRGHO�IURP�FRJQLWLYH�LPDJH�GLPHQVLRQV�RYHU�)&�WR�'6&�
From these analyses, one may conclude that the first affective dimension (SOHDVDQW), suggested as a 

surrogate for overall affective image, is best explained by cognitive image factors, when compared 

to other affective dimensions. In this context, IXQFWLRQDO� FRQJUXLW\ plays a significant role as an 

intervening variable. The determining factors (in order of relevance) for this affective dimension 

are IXQFWLRQDO�FRQJUXLW\��EDVLFV��QDWXUH��FXOWXUH�and DFWLRQ��IXQ. The two other identified affective 

image dimensions related to DURXVDO are not significantly affected by IXQFWLRQDO�FRQJUXLW\, being 

generally not as well defined as SOHDVDQW by cognitive image dimensions. Both affective 

dimensions are positively affected by the perception of QDWXUH�and negatively by that of DFWLRQ��IXQ��
Similar to pleasantness, although with a different order and a lower overall explanatory power, 
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GHVWLQDWLRQ�VHOI�FRQJUXLW\� is positively related to QDWXUH�� EDVLFV� and DFWLRQ�� IXQ, with IXQFWLRQDO�
FRQJUXLW\�also acting as an intervening variable.  

1DWXUH�and EDVLFV�are generally the most relevant cognitive factors determining affective image. 

1DWXUH is the only cognitive factor that affects positively all affective dimensions. Culture� and 

particularly LQIRUPDWLRQ�are of minor importance, although contributing significantly to IXQFWLRQDO�
FRQJUXLW\��This construct only adds significantly to the explanation of the first affective dimension. 

$FWLRQ�� IXQ represents a hybrid cognitive factor, in so far as it affects affective image both 

positively (in the case of SOHDVDQWQHVV and GHVWLQDWLRQ�VHOI�FRQJUXLW\) and negatively (in the case of 

VLPSOH�and FDOP). The distinction of two dimensions of affective image (SOHDVDQWQHVV and DURXVDO� 
as suggested by 5XVVHO (1980) may be considered for explaining this phenomenon.  

From the above discussion, K\SRWKHVLV� �F�� LV� ODUJHO\� FRQILUPHG� DV� IDU� DV� WKH� RYHUDOO� DIIHFWLYH�
LPDJH� VXUURJDWH� LV� FRQFHUQHG. It is� RQO\� SDUWO\� FRQILUPHG� DV� IDU� DV� WKH� RWKHU� DIIHFWLYH� LPDJH�
GLPHQVLRQV�DUH�FRQFHUQHG��7KHVH�FDQ�EH�FRQVLGHUHG�DV�SDUWO\�GHWHUPLQHG�E\�FRJQLWLYH�LPDJH��EXW�
QRW�YLD�IXQFWLRQDO�FRQJUXLW\� This makes sense, since the dimension reflecting SOHDVDQWQHVV should 

be contingent upon satisfaction with the experience, which should be reflected by the construct 

functional congruity. On the other hand, FDOP and VLPSOH may be viewed as more neutral 

expressions of arousal felt at the destination rather than expressing an overall evaluation. 

&KDSWHU��������7KH�(IIHFWV�RI�DOO�,PDJH�&RPSRQHQWV�RQ�2YHUDOO�,PSUHVVLRQ�
For testing the relationship between all image components and RYHUDOO�LPDJH� the before identified 

relationships are included in a path analytical model with successive multiple regressions, except 

for the imagery dimension, which is studied separately. The model suggests cognitive image 

factors as independent exogenous variables, IXQFWLRQDO�FRQJUXLW\ as first-order intervening variable� 
affective image factors and GHVWLQDWLRQ�VHOI�FRQJUXLW\� as second-order intervening variables and 

RYHUDOO�LPDJH as dependent variable (see table 28).  

When analyzing regressions of cognitive and affective image factors separately, the DIIHFW�!�2, 
model yields a higher adjusted R squared than the FRJQLWLRQ�!�2, model. This suggests a better 

explanation. On the other hand, all cognitive factors contribute significantly to RYHUDOO� LPDJH��
whereas the affective dimension VLPSOH seems irrelevant�  
Results further suggest the importance of the factor SOHDVDQWQHVV as intervening variable between 

cognitive factors, IXQFWLRQDO�FRQJUXLW\ and overall image. All significant relationships in equation 

2) become less relevant after inclusion of RYHUDOO�DIIHFWLYH�LPDJH in equation 3). 'HVWLQDWLRQ�VHOI�
FRQJUXLW\�completely disappears as perfectly explained by the intervening variable. Moreover, the 

model including SOHDVDQWQHVV reveals a stronger explanatory power. 
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/ ��0�����÷W÷Wø ü�ý^ü*�L�
C�����õ�� � � �©õ�0�� ü�ý^ù�ü�0�ý�ø û ø C�� ø �3õ�0��D��õ�ù�û�ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.483 CI1 (Nature) ��� ����� 8.056 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� ���*� 8.880 0.000 
 CI3 (Fun) ��� ����" 3.742 0.000 

 CI4 (Information) ��� ����� 3.766 0.000 
 CI5 (Culture) ��� ����� 3.085 0.002 

/ ��0����'÷d÷Wø ü�ý^ü#�L� _ ü�ý^õ#� �T��ù�û
ø C��öø �²õ#0��D��õ�ù�û
ü���÷  E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.509 A1 (pleasant) ��� "�"�� 20.491 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� A2 (simple) -0.028 -1.326 0.185 
 A3 (calm) ��� ����� 4.711 0.000 
 DSC ��� ����� 5.696 0.000 

/ ��0�����÷W÷Wø ü�ý^ü*��� _ ü�ý©õ#� ����õ�ù�û
ü���÷=������ù�����û�A )E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.619 CI1 (Nature) ��� ����� 5.342 0.000 MON PRQ K (LS 3!9#<RJ N ��� ���#� CI2 (Basics) ��� ����� 5.566 0.000 
 CI3 (Fun) ��� ����� 2.277 0.023 
 CI4 (Information) ��� ����� 3.691 0.000 
 CI5 (Culture) 0.004 0.105 0.917 
 A1 (pleasant) ��� ����� 10.309 0.000 
 A2 (simple) -0.041 -1.132 0.258 
 A3 (calm) 0.048 1.299 0.194 
 DSC 0.063 1.692 0.091 +-, ��õ�û
ø ü�ýa� &!/ ��0�����÷d÷Wø ü�ýgü#�L� _ ü�ýgõ�� ����õ�ù�û
ü���÷2������ù�����û M-_*`E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.549 CI1 (Nature) ��� �*��" 3.929 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� �*��� 3.899 0.000 
 CI3 (Fun) 0.039 0.953 0.341 
 CI4 (Information) 0.023 0.536 0.592 
 CI5 (Culture) -0.028 -0.709 0.479 
 jDk ��� ���*" 5.517 0.000 
 A2 (simple) -0.062 -1.602 0.110 
 A3 (calm) 0.014 0.346 0.729 
 DSC ��� ����� 2.757 0.006 +-, �[õ�û
ø ü�ýa��õ &/ ��0�����÷W÷Wø ü�ý©ü#�L� _ ü�ý^õ�� ����õ�ù�û�ü���÷E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.637 	 � � $ � õ�ûi����� & ��� ����� 3.944 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� 	 � � $ ôöõ�÷Wø ù'÷ & ��� ����� 3.247 0.001 
 CI3 (Fun) 0.038 0.994 0.321 
 CI4 (Information) 0.065 1.629 0.104 
 CI5 (Culture) -0.044 -1.195 0.233 
 A ) ��� �*�#� 3.153 0.002 
 ú�� $ ��� �'õ�÷dõ�ý�û & ��� ����� 9.556 0.000 
 A2 (simple) -0.036 -0.998 0.319 
 A3 (calm) 0.035 0.936 0.350 
 DSC 0.051 1.389 0.165 +-, �[õ�û�ø ü�ýO��F &!/ ��0�����÷W÷dø ü�ýy�^ü�G�����ü#�L� _ ü�ýgù�ü�0�ý�ø û�ø C��öõ�ý�G©õ*�i�i��ù�û
ø C�� ø �©õ�0��D��õ�ù�û
ü���÷ (stepwise regression)E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.629 CI1 (Nature) ��� ����� 4.494 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� CI2 (Basics) ��� ����� 3.260 0.001 
 FC ��� ���*" 4.969 0.000 
 AI1 (pleasant) ��� ����� 9.803 0.000 

7DEOH�����5HJUHVVLRQV�IRU�WHVWLQJ�D�SDWK�PRGHO�IURP�&,�RYHU�)&�DQG�$,�WR�RYHUDOO�LPDJH�
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As other affective factors do not appear as significant for explaining RYHUDOO� LPDJH, they are not 

included in the final model (figure 35). Generally, the surrogate for overall affect appears as the 

most relevant determinant of RYHUDOO� LPDJH��)XQFWLRQDO�FRQJUXLW\��QDWXUH�and EDVLFV follow this��
The relevance of affect is not surprising considering this emotion-laden product-category. Also 

IXQFWLRQDO�FRQJUXLW\ stands out for understandable reasons, since it makes a link between cognition 

and affect, representing those cognitive aspects most valued by respondents. As suggested before, it 

may be considered to summarize the content of all subjectively relevant single FRJQLWLYH� LPDJH�
factors. However, when ignoring IXQFWLRQDO� FRQJUXLW\ in the regression of RYHUDOO� LPDJH on all 

image dimensions, the adjusted R squared is only slightly inferior. That is why this variable may 

also be dismissed in order to stress the contribution of each FRJQLWLYH�LPDJH factor. In the present 

model it is maintained to highlight a conceptually relevant aspect. Single contributions are visible 

when analyzing total effects (table 29).  

LQGHSHQGHQW�YDULDEOH� GLUHFW�HIIHFW�� LQGLUHFW�HIIHFW�YLD�� WRWDO�HIIHFW�RQ�RYHUDOO�LPDJH�
ÿ���ý�ù�û
ø ü�ý�õ���	:ü�ý!0�����ø û � 0.21 AI: 0.44*0.38= 0.17 0.21+ 0.17 = 0.38 

ôöõ�÷Wø ù�÷ 0.13 FC: 0.51*0.21 = 0.11 0.13+0.11 = 0.24   

 FC-AI: 0.51*0.44*0.38= 0.085 0.24 + 0.085= 0.325  

 AI: 0.11*0.38= 0.04 0.325+0.04=  0.37 

� õ�ûv�!��� 0.16 FC: 0.36*0.21= 0.08 0.16+ 0.08= 0.24  

 FC-AI: 0.36*0.44*0.38= 0.06 0.24+ 0.06=  0.30 
	U�!� û ���� ---- FC: 0.31*0.21= 0.065 0.065  

 FC-AI: 0.31*0.44*0.38=0.05 0.065+0.05=  0.12 
ú�ù�û�ø ü�ý�þ�ÿb��ý ---- FC: 0.21*0.21= 0.044 0.044  

 FC-AI: 0.21*0.44*0.38= 0.035 0.044+0.035=  0.08 � ý���ü����©õ�û ø ü�ý ---- FC: 0.41*0.21= 0.086 0.086  

 FC-AI: 0.41*0.44*0.38= 0.07 0.086+0.07= 0.15  

 AI:-0.13*0.38= -0.05  0.15-0.05=  0.10 � � ��õ�÷dõ�ý�û 0.38  0.38 0.38 

7DEOH����'LUHFW�DQG�LQGLUHFW�HIIHFWV�RI�FRJQLWLYH�DQG�DIIHFWLYH�LPDJH�IDFWRUV�RQ�RYHUDOO�LPDJH 
This compositional analysis shows that both SOHDVDQWQHVV� and IXQFWLRQDO� FRQJUXLW\ have very 

similar total effects on RYHUDOO�LPDJH� %DVLFV�stand out next, being followed by QDWXUH��and at some 

distance FXOWXUH��DFWLRQ��IXQ�and LQIRUPDWLRQ� In this approach, the relevance of cognition becomes 

more evident, with EDVLFV� standing out more than in the analysis of direct effects. The effect of 

each cognitive dimension on RYHUDOO� LPDJH can be interpreted as revealing the importance 

attributed to these dimensions when evaluating the destination holistically. Thus EDVLFV, including 

accommodation, gastronomy, sympathy of population, ease of communication, climate, 

infrastructure and price, reveals aspects that tourists value most, as they affect the tourist 

experience most directly and stand for a “ZHOFRPLQJ� DWPRVSKHUH´. Also QDWXUH� is valued 

considerably, which is not surprising for a rural holiday destination and considering its relevance 
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for affective image. The relatively inferior role of FXOWXUH may not correspond to expectations as 

literature frequently stresses the importance of this dimension for rural holiday destinations. 

However, perhaps one may distinguish between HUXGLWH and SRSXODU� FXOWXUH. The latter would 

include aspects like “ UXUDO�ZD\�RI� OLIH´�� ³JDVWURQRP\´� and  “ V\PSDWK\� RI� SRSXODWLRQ´, actually 

integrated in the dimensions “ QDWXUH´ and “ EDVLFV´� One may conclude that these popular and 

traditional elements of culture, visible in daily life, are more important for a rural holiday than 

HUXGLWH�FXOWXUDO�HOHPHQWV, eventually more represented by the factor KLVWRU\�	�FXOWXUH. However, 

FXOWXUH is not insignificant, nor is LQIRUPDWLRQ or DFWLRQ��IXQ�in shaping RYHUDOO�LPSUHVVLRQ��
            

      0.13 

0.51    0.11 

      0.31    

     

   0.21             0.21 

     0.36       

                0.16 

        0.41 -0.13    
 

 

 

)LJ������3DWK�PRGHO�IURP�FRJQLWLRQ�RYHU�)&�DQG�$,��WR�RYHUDOO�LPDJH�
Considering affective dimensions, only the surrogate variable for overall affect (SOHDVDQWQHVV� is 

significantly related to RYHUDOO�LPDJH��if cognitive aspects are considered simultaneously. When the 

latter are excluded the dimension FDOP�and GHVWLQDWLRQ�VHOI�FRQJUXLW\�also contribute significantly. 

When SOHDVDQWQHVV� is not considered, GHVWLQDWLRQ�VHOI�FRQJUXLW\� represents the only significant 

effect on RYHUDOO� LPDJH� That is, the dimension VLPSOH�appears irrelevant in this context, whereas 

GHVWLQDWLRQ�VHOI�FRQJUXLW\�may contribute indirectly, being closely related with SOHDVDQWQHVV (see 

chapter 9.1.2.)222� The other two dimensions are not correlated with SOHDVDQWQHVV, as resulting from 

3&$�with 9$5,0$;�rotation. However, VLPSOH�and FDOP�are significantly and positively correlated  

                                                           
222 As no causal relation was suggested between '6& and $,�, though, '6& is not included in the calculation 
of total effects in table 29. In order to highlight causal relationships, the path model presented in figure 35 
also neither includes this correlation nor the identified effects of cognitive factors on '6&. 

CI1-1DWXUH�

CI2-%DVLFV�

CI3-)XQ�

CI4-,QIRUPDWLRQ�

CI5- &XOWXUH�
)XQFWLRQDO�
&RQJUXLW\� $IIHFWLYH�,PDJH���

3OHDVDQW��FRORUIXO�

�
�
29(5$//�
,0$*(�

0.31 

0.44 
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with QDWXUH and negatively with DFWLRQ�� IXQ (see chapter 9.1.1.)�� so that their impact on RYHUDOO�
LPDJH,�however small, is indirectly given.  

Consequently, K\SRWKHVLV��G��FRQFHUQLQJ�WKH�HIIHFW�RI�DOO� LPDJH�HOHPHQWV�RQ�RYHUDOO�LPDJH�FDQ�
EH�FRQVLGHUHG�ODUJHO\�FRQILUPHG, especially with SOHDVDQWQHVV as a surrogate for affective image. 

When considering the other two, however less convincing affective dimensions and '6&, this 

confirmation is less evident, if solely based on path-analysis. It is still justifiable when considering 

the correlation between affective and cognitive variables and that between '6& and SOHDVDQWQHVV�  
When analyzing the moderating impact of psycho-graphic traveler-type on the relationship between 

GHVWLQDWLRQ�VHOI�FRQJUXLW\� and RYHUDOO� LPDJH� in the context of affective image impacts, the 

hypothesis about the effect of GHVWLQDWLRQ�VHOI�FRQJUXLW\�being strongest for psycho-centric tourists 

and weakest for the allo-centric is confirmed.  

/ ��0�����÷d÷Wø ü�ýgü#�L� _ ü�ý M-_ õ�ý!G '~(�) (psycho-centric) E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.380 A1 (pleasant) ��� ����� 4.822 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� A2 (simple) 0.014 0.241 0.809 
 A3 (calm) 0.044 0.745 0.457 
 DSC ��� ����" 2.497 0.013 

/ ��0�����÷d÷Wø ü�ýgü#�L� _ ü�ý M-_ õ�ý!G '~(�) (mid-centric)E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.500 A1 (pleasant) ��� "�"�� 16.542 0.000 MON PRQ K (LS 3!9#<RJ N ��� ��"�� A2 (simple) -0.011 -0.440 0.660 
 A3 (calm) ��� ����� 2.632 0.009 
 DSC ��� ����� 5.126 0.000 

/ ��0�����÷d÷Wø ü�ýgü#�L� _ ü�ý M-_ õ�ý!G '~(�) (allo-centric)E õ���ø õ�F�� � � û
õ�ý�G��,ô-��û�õ û � ø 0��H 3�: 6 7 I�: JLK 0.579 A1 (pleasant) ��� "���� 9.190 0.000 MON PRQ K (LS 3!9#<RJ N ��� ����� A2 (simple) -0.073 -1.489 0.138 
 A3 (calm) ��� ���*� 4.231 0.000 
 DSC ��� ����� 1.995 0.047 

7DEOH�����0RGHUDWLQJ�HIIHFW�RI�SV\FKR�JUDSKLF�W\SH�RQ�UHJUHVVLRQV�RI�2,�RQ�'6&�DQG�$,�
Finally, the relationship between imagery variables and other image variables, particularly overall 

impression, is analyzed. For that purpose the effect of imagery variables relating to specific themes 

was analyzed. A series of t-tests confronting means of image dimension scales of those respondents 

indicating specific image categories and those not, revealed the following pattern223: 

                                                           
223 These tests were applied whenever image categories resulted in sufficiently large groups (smallest N=46), 
as in this case a violation of the assumption of normality does not interfere much with test results, being 
relatively robust when samples are larger than N=30 (3HVWDQD� 	� *DJHLUR� 1998: 147-148). When the 
assumption of homogeneity of variance was violated, as indicated by Levene’ s test, the alternative value of 
the t-test, as given by the SPSS output, was used. Only those differences with a significance-level of at least 
0.05 are mentioned. Summated scales were used permitting the inclusion of a larger amount of respondents. 
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¾ Those referring to QDWXUH aspects when freely eliciting destination images tended to perceive 

the region as FDOPHU, less�VLPLODU, worse in terms of EDVLFV and VRFLDOL]LQJ��DFWLRQ��IXQ. 

¾ Those eliciting FXOWXUH�LPDJHV tended to perceive the region as less FRORUIXO��SOHDVDQW, as less 

VLPLODU� but better in terms of FXOWXUH. 

¾ Those indicating GHYHORSPHQW features to distinguish the region revealed no significant image 

differences compared to those who did not refer to these features. 

¾ Respondents who indicated FOLPDWH�as characteristic of the destination perceived it less FDOP� 
VLPSOH and VLPLODU� worse in terms of QDWXUH, but better in terms of�VRFLDOL]LQJ��DFWLRQ��IXQ��

¾ Those stressing elements of JDVWURQRP\ tended to perceive the region as more FRORUIXO��
SOHDVDQW, but worse in terms of QDWXUH� 

¾ Respondents referring particularly to SHRSOH as distinctive of North Portugal tended to perceive 

the region as more FRORUIXO��SOHDVDQW, as less FDOP and VLPSOH, as worse in terms of QDWXUH�and 

FXOWXUH, but better in terms of EDVLFV�and VRFLDOL]LQJ��DFWLRQ��IXQ. 

¾ Finally, most image differences could be observed for respondents who indicated a QHJDWLYH�
LPDJH�DVSHFW�as distinctive of the destination versus those who did not. As could be expected, 

those negatively impressed respondents perceived nearly everything as significantly more 

negative and to a larger degree than the before-mentioned differences. The region was 

considered less SOHDVDQW�� FRORUIXO, less FDOP�� VLPSOH� and VLPLODU, worse in terms of QDWXUH� 
EDVLFV��VRFLDOL]LQJ��DFWLRQ��IXQ��LQIRUPDWLRQ and JOREDO�LPSUHVVLRQ. 

This analysis shows that most elicited image categories (except for developmental features) are 

related to other affective and cognitive image dimensions. It may be surprising that the indication 

of nature aspects is not significantly related to the image-dimension QDWXUH. Higher degrees of 

consistency are visible for FXOWXUH�(related to the culture dimension) and SHRSOH (related to EDVLFV 
and VRFLDOL]LQJ�� DFWLRQ�� IXQ). Of further interest is the positive relation between FOLPDWH and 

VRFLDOL]LQJ�� DFWLRQ�� IXQ. This may confirm the hedonist motivation of “ VXQ�OXVW”  travelers. 

However, a relation with the dimension EDVLFV could not be found, as might be expected. 

The overall affective image factor FRORUIXO��SOHDVDQW��ZDUP was only found as negatively related to 

FXOWXUH and QHJDWLYH� LPDJHV and as positively related to JDVWURQRP\ and SHRSOH� Finally, RYHUDOO�
LPDJH�FRXOG�RQO\�EH� IRXQG�GLUHFWO\� (inversely)� UHODWHG� WR� WKH� LQGLFDWLRQ�RI�QHJDWLYH�GHVWLQDWLRQ�
IHDWXUHV� which was further the strongest indicator for most negative image evaluations.  

In summary, the hypothesis of imagery elements impacting directly on holistic image is not 

confirmed, except for the elicitation of negative impressions. On the other hand, the identified 

relationships with other image dimensions suggest an indirect impact in most cases. 
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&KDSWHU������,PDJH�'HWHUPLQDQWV�
Independent variables likely to have an impact on image formation are studied next. The image 

variables considered are: 

• the three most consistent affective image dimensions (SOHDVDQW�� VLPSOH�� FDOP), identified 

via PCA,  

• the “ GLIIHUHQW�VLPLODU�VFDOH” , reflecting GHVWLQDWLRQ�VHOI�FRQJUXLW\ ('6&��  
• the five cognitive image factors (QDWXUH��EDVLFV �=��� ��IXQ��LQIRUPDWLRQ��FXOWXUH), identified via 

PCA,  

• the computed indicator of IXQFWLRQDO�FRQJUXLW\ ()&) and� 
• the RYHUDOO�LPDJH�VFDOH. 

Impacts should be reflected by image differences and may be studied both via non-parametric tests 

and ANOVA, depending on the distributions of dependent variables. As conditions for ANOVA 

are not always given and in order to make the approaches more uniform and comparable non-

parametric tests were preferred225. To facilitate analyses between groups (categories of independent 

variables) and considering the complexity of potential relationships, independent variables were 

used in a more aggregated form.  

The eventual simultaneous impact of other independent variables on identified image differences, 

i.e. interaction effects, were also considered. All first-order interaction effects were analyzed. 

When first-order interaction could be identified, leading to the elimination, substantial reduction or 

alteration of the main effect pattern for a category, eventual second-order interaction was analyzed. 

This was done in particular with categories of another variable, which were closely related.226 

                                                           
224 Although PCA identified a single factor that may reflect a ZHOFRPLQJ�DWPRVSKHUH, this composite variable 
includes seven thematically slightly different aspects (accommodation, gastronomy, climate, sympathy, ease 
of communication, infrastructure and price). Therefore, whenever an independent variable revealed a 
significant effect on EDVLFV, mostly independent of interaction, this variable’ s effect on each single item was 
analyzed on cross-sectional data. 
225 In any case, even if punctually ANOVA with factor scores could have been applied, a more consistent 
approach was sought, using the same technique for all situations, which facilitates comprehension and 
permits comparison. As *OLQHU�	�0RUJDQ (2000: 203) explain “ OLWWOH�SRZHU�LV�ORVW�LQ�XVLQJ�WKHVH�WHVWV��VR�LW�
LV� SUREDEO\� ZLVH� WR� XVH� WKHP�ZKHQ� DVVXPSWLRQV� DUH� PDUNHGO\� YLRODWHG´� Mostly both approaches lead to 
similar results in terms of acceptation and direction of differences, being the non-parametric version 
eventually more conservative which should improve validity of results. Two of these tests were used:  
a) 0DQQ�:KLWQH\�8 is a non-parametric equivalent to the t test, using ranks of cases. It requires an ordinal 

level of measurement. U is the number of times a value in the first group precedes a value in the second 
group, when values are sorted in ascending order. 

b) .UXVNDO�:DOOLV is a non-parametric equivalent to one-way ANOVA, which tests whether two 
independent samples are from the same population.  It assumes that the dependent variable has a 
continuous distribution, and requires an ordinal level of measurement.  

226 For example if Portuguese and repeat visitors showed the same substantial regional differences, but 
foreigners did not, it was tested whether foreign repeat visitors still perceived these differences. If so, 
repeating the visit would be more relevant than belonging to the nationality group for perceiving regional 
image differences. 
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For this purpose, the association between independent variables must be assessed. As variables can 

all be presented as either nominal or ordinal, this is done via cross-tabulations. In the following 

table only those relationships are shown, which show at least 60 percent of the URZ�FDWHJRU\ in the 

FROXPQ� FDWHJRU\ (e.g. 63 percent of Minho visitors came in the high season)� However, this 

particular over-representation of one category must simultaneously not correspond to a general 

pattern of over-representation in the sample (e.g. most respondents are in the mid-range of age, so 

that a corresponding overrepresentation in single categories would be expected). Further, those 

percentages above 65 percent in each category are highlighted, as they should be considered as 

particularly relevant for interaction testing. This table also shows the percentages of respondents 

pertaining to each category and the percentage of valid responses considered for hypothesis testing, 

as visible in brackets in the shadowed rows. 

�~����� ���
(VR=86%) � � ���!� (37%) � ���!��� (32%) � �����2� ���2� � ����� ��� (31%) 

Season 63 percent HS 64 percent LS  
Prior Visit  63 percent RV ���a� ���������������
Length of Stay �# a� �����������!¡¢�£!¤�¥�� �# ~� �����������L¦�§  
Domestic-Foreign Market �#¨a� �����������!©  �*�a� �*���������!ª  ¦���¤��=���

(VR=93%) « � ��� (51%) ¬ �� (49%) 
Prior Visit  ���a� ���������������
Length of Stay ���~� ����������� ¡^¢�£ ����� �����������L¦�§
Domestic-Foreign Market  62 percent P ª���� ���w�
� �=� �

(VR=96%) 
�~� � ��¤��!�~� �=� � ��� (58%) ® �=a����¯ ��� (42%) 

Domestic-Foreign Market ��°
� �����������!ª � ¢ � �*���������!©  
¬ �������v���#±L¦�� ¤*¥ (VR=89%) 

¦��������t²!����¤#³
(45%) 

¡.¢a£�¤*¥��
(55%) 

Season �#�a� �����������t´ �� ��¨a� �����������t�!� ���
Prior Visit �#�a� ���������������  
Domestic-Foreign Market �*�a� �����������!ª ��°
� �*���������!©  ª��!� � ���=�-�#±�~� �=� � (VR=89%) « ��´ � £�¤*¥��  (72%) µ §-���2� �����R� (12%) µ �U©^� (11%) 
Prior Visit  �*¶O� ��������������� �#¨a� ���������������
Length of Stay  �#¨~� �����������L¦�§ � ¢ � ������������¡t¢a£�¤*¥��
Domestic-Foreign Market  �*�a� �*���������!ª  §-������±i� �^¦�����¯.�����v�

(VR=67%) · ��²�¤�� (22%) ¸ ¤�´ ¯¹�a�!��¤�´ (31%) º ���v� »��w�~�!��¤�´ (26%) 
¦�� ¯ � ´ � (21%) 

Prior Visit   �*¶O� ���������������  
Length of Stay   63 percent SB  
Domestic-Foreign Market  61 percent F �*¨a� �����������!ª  
Gender    65 percent male ¼ ����£����

(VR=98%) � ¤�´ � (51%) 
©L��¯.¤�´ �

(49%) 

Prior Visit 63 percent RV  
® ¤#�v� ����¤�´ � � ¥ ¼ ����� � (VR=100%) 

ªL�����v���������=�
(49%) 

©L������� ���
(51%) 

Prior Visit ¨# a� ��������������� 63 percent NC 
Length of Stay �*½O� �����������L¦�§ � ¢ � ������������¡t¢a£�¤*¥��
º ��� (VR=98%) ¾!¶�� ¥���¤���� (22%) ¶�� � ��� ¥���¤���� (62%) 

¡ ��� ¥���¤���� (16%) 
Prior Visit 62.5 percent RV   
Length of Stay   �# a� ������������¡t¢a£�¤*¥��
Domestic-Foreign Market �#¿a� �����������!ª ��°
� �����������!©À-£�����¤��v� ���

(VR=80%) ¬ ��  (24%) � ��£�� ��¯ (26%) « � ��� (50%) 
Prior Visit ��°
� ��������������� ��¨a� ���������������  
Domestic-Foreign Market ��°
� �����������!ª   

7DEOH�����5HOHYDQW�FRUUHODWLRQ�EHWZHHQ�QRPLQDO�LQGHSHQGHQW�YDULDEOHV�
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The first sub-chapter shows a more detailed analysis, in order to highlight the processes used, 

especially in terms of interaction analyses undertaken. The following sub-chapters only show the 

most striking differences found by first-and second-order interaction analysis. The interested reader 

may study relationships in detail, analyzing summary tables in appendix H. 

&KDSWHU��������7KH�(IIHFW�RI�6WLPXOXV�&RQWH[W�±�6XE�5HJLRQ�YLVLWHG�
+\SRWKHVLV� ����D�� states that GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to the YLVLWHG� VXE�UHJLRQ� (Minho, Douro, Trás-os-Montes). Especially 

those NQRZLQJ�WKH�UHJLRQ�EHWWHU� i.e.�3RUWXJXHVH and UHSHDW�YLVLWRUV� should perceive differences. 

Largest differences are also expected between the FRDVWDO�0LQKR and the LQWHULRU�UHJLRQV (Douro 

Valley and Trás-os-Montes). The latter should be evaluated as more FDOP�� VLPSOH� DQG� QDWXUDO� 
with SRRUHU�LQIUDVWUXFWXUH (EDVLFV� LQIRUPDWLRQ��and RSSRUWXQLWLHV�RI�VRFLDOL]LQJ��IXQ��
As previously discussed, literature about North Portugal suggests the existence of differences 

between Minho, Douro, and Trás-os-Montes, the destination’ s three rural sub-regions. As tourists 

could be distinguished according to the sub-region, where they have principally spent their 

holidays, a Kruskall-Wallis test of image differences between tourists visiting these regions could 

be undertaken. This test showed significant differences, as visible in appendix G.  

Generally, 0LQKR�ZDV�YLHZHG�DV�UHODWLYHO\�OHVV�FDOP�DQG�VLPSOH, being the perception of its�QDWXUH�
LQIHULRU� to the other regions. 7UiV�RV�0RQWHV�was perceived as PRUH� VLPSOH� DQG� VLPLODU� WR� WKH�
UHVSRQGHQW. The 'RXUR� region was perceived as OHVV� SOHDVDQW� DQG� FRORUIXO�� ZRUVH� LQ� WHUPV� RI�
IXQFWLRQDO� FRQJUXLW\� DQG�RYHUDOO� LPDJH�� specifically ZRUVH� LQ� WHUPV� RI� EDVLFV� DQG� DFWLRQ�� IXQ��
That is, the suggested direction of differences was only partly confirmed, particularly as far as the 

less simple, calm and natural image of the Minho region is concerned. However, the more interior 

regions are not perceived as homogeneously, with particularly the Douro standing out with a more 

negative image of LQIUDVWUXFWXUHV and IXQ. 

Results of this cross-sectional analysis in terms of relative position of each region on a set of image 

variables are shown in table 32, where differences were statistically significant at a level of at least 

0.05. The tendency of deviation is indicated by a SOXV or PLQXV sign before the image component. If 

only one category was significantly different from the others, only this is indicated. This implies a 

contrary effect of the other two regions on this variable and no significant difference between the 

latter. Otherwise several more significant patterns are shown227. 

 

                                                           
227 Some differences between groups could not be directly derived from a visual comparison of mean ranks, 
requiring post-hoc tests with Mann-Whitney U.   
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0,1+2� '2852� 75È6�26�0217(6�
 - pleasant  
- calm     
- simple   + simple   
  + similar  
- nature    
 - basics    
 - fun/ action   
 -�)&   
 - overall image   

 

Considering potential LQWHUDFWLRQ�HIIHFWV, the same test was repeated controlling for other potential 

co-determinants. In order to facilitate analysis of these effects, the above-mentioned procedure was 

translated into a comparative table. This table shows most relevant differences as identified via 

non-parametric tests. For illustrating the procedure, part of this table is presented in the case of the 

first independent variable tested (table 33). The others are included in the appendix. 

 

 

 

 

 

 

 

 

 

 

 

Regional differences were particularly found with the 3RUWXJXHVH� for whom the Minho had a 

slightly better image and the Douro a markedly worse. On the other hand, IRUHLJQHUV� hardly 

perceived any regional differences, except for a more negative impression of QDWXUH�in the Minho 

and of IXQ�in the Douro region.  

Á�Â�Ã Ä Å�Æ�Å�Ç2È�Ç ÉRÂ*Ã Ç�Ê Æ*Ë�Ç�Ã Ì�Ç�Í�ÇRÎTÄ�Ï�Ê È�Ê Ä Â�Ã È Ð�ÇTÑ^Ò Ó�Â*Ô�ÇRÃ È È�Õ�Â�Ã Ä Ò Ö�Ã ÇRÎR× Ø^ÙLÚ�Î=Û2È
Minho Douro T-o-M Minho Douro T-o-M Minho Douro T-o-M Minho Douro T-o-M Minho Douro T-o-M Minho Douro T-o-MÍ�Ü ÇRÎ2È�ÎRËRÄ

(+)
(-) (-) (-) (-)

Ý ÎRÜ Ô (-) (-) (-) (-)

È�Ê ÔbÍ�Ü Ç
(-) (-) (-) (-)

(+) (+) (+)È�Ê ÔbÊ Ü Î�Ã
(-) (-) (-)

Ë�ÎTÄ Å�Ã Ç
(-) (-) (-)

(+)

Ö�Î2È�Ê Ý È
(-) (-) (-) (-)

(+)Þ Å�Ë
(-) (-) (-) (-) (-)

(+) (+)Ê Ë=Þ Â*Ã Ô�ÎTÄ Ê Â�Ë
(+) (+)

(-) (-) (-)

Ý Å�Ü Ä Å�Ã Ç
(-)

É�Ó
(+) (+)

(-) (-) (-)

ßtà
(+)

(-) (-) (-)
 

7DEOH�����,QWHUDFWLRQ�HIIHFWV�RI�LQGHSHQGHQW�YDULDEOHV�RQ�UHJLRQDO�LPDJH�GLIIHUHQFHV�

7DEOH�����,PDJH�GLIIHUHQFHV�DFFRUGLQJ�WR�VXE�UHJLRQV�RQ�FURVV�VHFWLRQDO�GDWD�
1RWH��GLIIHUHQFHV�DUH�SUHVHQWHG�LQ�WKH�RUGHU�LQ�ZKLFK�WKH\�ZHUH�WHVWHG��DIIHFWLYH��FRJQLWLYH��RYHUDOO�LPDJH��
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5HSHDW�YLVLWRUV basically confirmed image differences found for Portuguese. Controlling further for 

second-order�interactions, especially 3RUWXJXHVH�UHSHDW�YLVLWRUV confirmed the previously identified 

regional differences whereas they hardly held for foreign repeat visitors. That is, the belonging to 

the domestic market is more relevant than the fact of repeating the visit for perceiving regional 

image differences. 1HZFRPHUV��on the other hand, did not perceive as many and strong differences, 

independently of being foreign visitors or Portuguese. It appears that coming for the first time 

reduces regional difference perceptions. 

Those tourists staying for only a VKRUW�EUHDN tended to confirm regional differences found for the 

Portuguese, with a particularly favorable image of the Minho and a negative of the Douro region. 

This is due to the predominance of Portuguese short-break visitors, as IRUHLJQ�VKRUW�EUHDN�YLVLWRUV�
hardly perceived any difference. A ORQJHU� VWD\ generally reduced these differences, also for 

Portuguese visitors. Only a positive deviation for Trás-os-Montes was found and a more negative 

impression of nature in the Minho. 

In the ORZ�VHDVRQ UHJLRQDO�LPDJH�GLIIHUHQFHV�ZHUH�PRUH�SURQRXQFHG, especially those concerning 

the negative image of the Douro region. This pattern was stronger for 3RUWXJXHVH� than� IRUHLJQ�
WRXULVWV. 6KRUW�EUHDN�YLVLWRUV�LQ�WKH�ORZ�VHDVRQ�confirmed the negative image of the Douro region, 

but not those VWD\LQJ�ORQJHU, who only revealed a more positive image of Trás-os-Montes. That is, 

generally the negative image of the Douro region seems to be rather due to the predominance of 

Portuguese short break visitors in that season.� In the KLJK�VHDVRQ�� fewer image differences were 

found, independent of length of stay. In this season, the Douro was perceived as more favorably in 

terms of culture and nature, although 3RUWXJXHVH revealed a more negative image of the Douro 

region again. 

When examining WUDYHO� SXUSRVH, those tourists staying only for a holiday mostly confirmed the 

global pattern. However, WKRVH�DOVR�VWD\LQJ�IRU�EXVLQHVV�UHDVRQV�perceived fewer differences�and 

WKRVH�YLVLWLQJ�IULHQGV�DQG�IDPLO\�perceived no significant�regional differences at all.  

The \RXQJHVW�YLVLWRUV revealed a more ambivalent image of the Douro region. They perceived it as 

calmer, simpler and better in terms of nature, but worse in terms of basics and fun. On the other 

hand, they viewed the Minho as more pleasant and generally better, although worse in terms of 

nature. The PLG�DJHG�confirmed the overall pattern. 2OGHU�YLVLWRUV�hardly perceived any significant 

differences, even if belonging to the domestic market or coming for a short-break. )HPDOH�visitors 

perceived the Douro as calmer and better in terms of nature, but less pleasant and generally worse, 

whereas the Minho was generally viewed more positively. 0DOH�visitors confirmed the�negative 

image of the Douro and�perceived Trás-os-Montes as more similar, calm and simple. However, 

these gender-specific differences were RQO\�IRXQG�IRU�WKH�3RUWXJXHVH again. 
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The ORZ�OHYHO�HGXFDWLRQ group showed a particular pattern for both the foreign and the domestic 

market, although both confirmed the more negative image of the Douro region. Portuguese in this 

group identified more with Trás-os-Montes and foreign tourists viewed the Minho as better� The 

KLJKHU�HGXFDWLRQ�JURXSV�mostly confirmed the overall difference pattern found for the Minho and 

Douro, but primarily in the case of 3RUWXJXHVH� 
8UEDQV� and $FWLYH� 5XUDOV revealed regional differences concerning Minho and Douro again, 

although in a less pronounced way. The last group, apart from a generally worse image of the 

Douro, viewed it as calmer and better in terms of nature.�&DOP�5XUDOV�and particularly 6LPSOLVWV 
perceived fewest differences, confirming a slightly poorer image of the Douro region. However, 

these differences were RQO\�IRXQG�IRU 3RUWXJXHVH again.  

In summary, the globally identified regional differences KHOG� SDUWLFXODUO\� IRU� 3RUWXJXHVH��
HVSHFLDOO\�WKRVH�FRPLQJ�IRU�D�VKRUW�EUHDN�DQG�DV�UHSHDW�YLVLWRUV�DQG�ZHUH�HVSHFLDOO\�UHODWHG�WR�D�
PRUH� QHJDWLYH� LPDJH� RI� WKH� 'RXUR� UHJLRQ� Foreigners, newcomers, those staying for longer 

periods, those visiting friends and relatives, older visitors and the benefit-segments &DOP�5XUDOV�
and 6LPSOLVWV�hardly perceived any regional differences.  

When considering all first-order interaction effects, the following differences were most confirmed 

(The percentage presents the number of significant differences in relation to the total number of 

categories tested for interaction-effects. This must reveal a correspondence of at least 40% to be 

shown. Most relevant tendencies are highlighted, if percentages are above 60%.):   

0,1+2� '2852� 75È6�26�0217(6�
 ��SOHDVDQW�������  ��FDOP������� � �
��VLPSOH������� � �
- nature (52%)   
 ��EDVLFV������ á=áRâ �  
 ��IXQ�������  
 - overall image (57%)  

7DEOH�����0RVW�FRQILUPHG�UHJLRQDO�LPDJH�GLIIHUHQFHV���
One may thus conclude that K\SRWKHVLV�����D�� LV�SDUWO\�FRQILUPHG insofar as regional differences 

could be found and were relatively strong. However, not all respondent-groups identified 

differences. The fact that 3RUWXJXHVH�UHSHDW�YLVLWRUV perceived more differences may confirm the 

suggested relationship “ WKH�PRUH� NQRZOHGJHDEOH�� WKH�PRUH� GLIIHUHQFHV� SHUFHLYHG´. On the other 

hand, foreign repeat visitors did not confirm these differences. This may be due to a culturally 

                                                           
228 Identifying the effect on each aspect of this slightly heterogeneous factor, the negative evaluation of all 
aspects in the Douro region is observable. However, accommodation, gastronomy, infrastructure and climate 
stand out as particularly worse. Only ease of communication was judged worse in the Minho, which should 
be due to the predominance of the foreign market in this region. 
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shaped different type of knowledge, but also eventually reflect a higher level of involvement of 

those coming repeatedly from longer distances for a holiday. The LPSRUWDQFH�RI�LQYROYHPHQW�DQG�
PRWLYDWLRQDO� VWUXFWXUH may be confirmed by the fact that longer stays, visits of friends and 

relatives, older age and benefits sought eliminated perceived differences also for the Portuguese. 

The argument that stronger involvement seems to reduce perceived differences is plausible as 

image differences were mainly found for the Douro region and these were in a negative direction. 

Further, the suggested difference between the coastal Minho and the interior regions could also be 

only partly confirmed, mostly for the Minho and Douro regions in the suggested directions. 

&KDSWHU��������7KH�(IIHFW�RI�6WLPXOXV�&RQWH[W�±�6HDVRQ�RI�6WD\�
+\SRWKHVLV� ����E�� suggests that� GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to the season of the year: �
¾ 6HDVRQDO�GLIIHUHQFHV�VKRXOG�HVSHFLDOO\�UHODWH�WR�WKH�DIIHFWLYH�LPDJH�IDFWRU�³SOHDVDQW��ZDUP´ ã=ã=ä �

DQG� HYHQWXDOO\� WKH� SHUFHSWLRQ� RI� ³DFWLRQ�� IXQ�� VRFLDOL]LQJ´�� DV� WKHVH� DVSHFWV� DUH� QDWXUDOO\�
PRUH�SHUFHLYDEOH�LQ�WKH�KLJK�VHDVRQ��GXH�WR�WHPSHUDWXUH��W\SH�RI�WRXULVP�DQG�VXSSO\���

¾ 7KH�ORZ�VHDVRQ�KDV�EHHQ�LGHQWLILHG�DV�OHVV�FURZGHG�DQG�VKRXOG�WKHUHIRUH�EH�SHUFHLYHG�DV�PRUH�
FDOP��7KLV�PD\�UHVXOW�LQ�FRUUHVSRQGLQJO\�PRUH�SRVLWLYH�RU�QHJDWLYH�LPDJHV��GHSHQGLQJ�RQ�WKH�
WRXULVWV¶�PRWLYDWLRQDO�EDFNJURXQG���

Mann-Whitney U tests on cross-sectional data revealed that generally the ORZ�VHDVRQ is viewed as 

PRUH�VLPSOH��FDOP�and�VLPLODU to the respondent. The image of QDWXUH��LQIRUPDWLRQ��FXOWXUH�and 

IXQFWLRQDO�FRQJUXLW\ is also EHWWHU. Tourists in the KLJK�VHDVRQ perceived North Portugal as PRUH�
SOHDVDQW�� ZDUP�� FRORUIXO� DQG� EHWWHU� LQ� WHUPV� RI� DFWLRQ�� VRFLDOL]LQJ�� IXQ. This confirms the 

suggestions of hypothesis 2.1.b). The importance and pattern of seasonal difference perceptions 

may be moderated by interaction with other variables, though. 

+,*+�6($621� /2:�6($621�
+ pleasant/ warm/ colorful   
 + calm   
 + simple  
 + similar  
 + nature  
+ fun   
 + information  
 + culture  
 + functional congruity  

7DEOH�����,PDJH�GLIIHUHQFHV�DFFRUGLQJ�WR�VHDVRQV�RQ�FURVV�VHFWLRQDO�GDWD�
Thus, 3RUWXJXHVH perceived the region as slightly more pleasant in the high season, simpler and 

culturally more interesting in the low. )RUHLJQHUV perceived it as better in terms of fun in the high 

season, calmer and better in terms of nature, information and functional congruity in the low. 

                                                           
229 If this is confirmed, the relevance of the aspect “ warm” , as most determined by climate, is analyzed. 
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Seasonal differences were much less important in the case of the Minho and Douro regions. The 

0LQKR was perceived as slightly better in the low season and the 'RXUR slightly better in the high. 

The better image of the Douro region in the high season can be linked to the increased presence of 

foreign tourists in that period. 7UiV�RV�0RQWHV�visitors in the low season generally perceived the 

region as substantially simpler and in many aspects better. 

Both UHSHDW�YLVLWRUV and QHZFRPHUV confirmed a slightly more pleasant/ warm image of the high 

season and a better image of nature in the low. However, only newcomers perceived more IXQ, but 

worse information and less similarity in the high season. Only repeat visitors perceived the 

destination as more calm, simple and culturally interesting in the low season. Interaction tests show 

that this is related to the predominance of either the domestic or the foreign market in each group.  

6KRUW�EUHDN�YLVLWRUV hardly perceived any seasonal image differences, whereas those VWD\LQJ� IRU�
ORQJHU� SHULRGV mostly confirmed the overall seasonal difference pattern (table 35). Portuguese 

staying longer perceived the low season as slightly better, whereas foreign visitors in the same 

condition only perceived IXQ�more favorably in the high season.  

Seasonal image differences were less evident for those YLVLWLQJ� IULHQGV� DQG� IDPLO\� those also 

staying for EXVLQHVV� SXUSRVHV� and� EHQHILW� VHJPHQWV�� They were partly found for 8UEDQV who 

viewed the region as better in the low season and�6LPSOLVWV, who perceived it as more calm and 

simple in the low season, but as better in terms of basics and fun in the high. 

The ROGHVW�DJH�JURXS�perceived no significant seasonal image differences at all. *HQGHU�did not 

affect the global seasonal image difference pattern much, although the male revealed more positive 

biases for the low season than did the female. (GXFDWLRQDO�OHYHO�affects seasonal image differences 

in so far as those with ORZHU�DQG�PHGLXP�HGXFDWLRQ�OHYHOV perceived the region more positively in 

the low season, whereas tourists with KLJKHU�HGXFDWLRQ perceived it generally better in the high.  

The globally most confirmed image differences, when controlling for first-order interaction, were:  

+,*+�6($621� /2:�6($621�
+ pleasant/ warm/ colorful230 (42%)  
 + calm (46%) � + simple (58%) 
� + nature (58%) 
+ fun (42%)  
 + information (50%) 
 + culture (50%) 

7DEOH�����0RVW�FRQILUPHG�VHDVRQDO�LPDJH�GLIIHUHQFHV�� 

                                                           
230 When isolating the effect on single aspects, although all pointing to a tendency of better evaluations in the 
high season, the difference in terms of “ warm-cold”  was particularly significant (at the 0.001 level), whereas 
the other two scales showed only differences at the 0.05 level. 
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Summarizing, seasonal image differences were identified as PRUH� SURQRXQFHG� IRU� 7UiV�RV�
0RQWHV� tourists staying for PRUH�WKDQ�IRXU�GD\V and RQO\�KROLGD\ reasons.�The difference pattern 

is slightly different for Portuguese and foreign tourists. Differences were minor for the Minho and 

Douro regions, short-break visitors, business tourists and those visiting friends and relatives, older 

visitors, &DOP�DQG�$FWLYH�5XUDO benefit segments. This points at a larger degree of homogeneity in 

these groups in terms of seasonal image pattern. Interaction tests revealed the importance of the 

Portuguese versus foreign market. They further confirmed the strong individual effect of the older 

age group, specific travel purposes and benefit segments. 

The W\SH� RI� LPDJH� GLIIHUHQFHV� IRXQG� with the KLJK� VHDVRQ being perceived as slightly more 

SOHDVDQW�� ZDUP� DQG� IXQ and the ORZ� VHDVRQ as PRUH� FDOP, confirms suggested relations. Some 

tourists perceived the low season as better (e.g. tourists staying in Trás-os-Montes, male tourists or 

Portuguese staying longer). Others perceived the high season as more favorable (e.g. visitors of the 

Douro region and those with a higher level of education). These differences may be linked to 

different motivational backgrounds and types of involvement with the destination, when coming in 

different seasons. However, an exact relationship between motivation and the mentioned 

independent variables affecting seasonal image differences cannot be established. As an example, 

Trás-os-Montes may generally be perceived as more pleasant in the low season as a matter of a 

specific stimulus context, whereas the better image of the Douro region in the high season should 

be rather related to the increased number of foreigners in this season. That is, K\SRWKHVLV�����E��LV�
SDUWO\� FRQILUPHG, in terms of existence of seasonal image differences, with suggested directions 

being largely confirmed. Interaction with other variables dilutes seasonal image differences and 

partly changes its overall pattern, though. 

&KDSWHU��������7KH�(IIHFW�RI�0RWLYDWLRQ��*OREDO�0RWLYDWLRQ��3XUSRVH�RI�7UDYHO�
According to K\SRWKHVLV� ����D�� GHVWLQDWLRQ� LPDJHV for North Portugal GLIIHU in content and 

favorableness according to JHQHUDO� PRWLYDWLRQDO� FRQWH[W� RU� SXUSRVH� RI� YLVLW� (holiday, VFR, 

business-related). Due to different degrees of involvement: 

¾ WKRVH�VWD\LQJ�DOVR�IRU�EXVLQHVV�UHDVRQV�VKRXOG�YLHZ�WKH�GHVWLQDWLRQ�PRUH�QHJDWLYHO\���
¾ WKRVH�VWD\LQJ�RQO\�IRU�D�KROLGD\�PRUH�SRVLWLYHO\�DQG��
¾ WKRVH�YLVLWLQJ�IULHQGV�DQG�UHODWLYHV�DV�PRVW�SRVLWLYHO\��
When analyzing differences related to holiday purposes on an aggregated basis it was found that 

those YLVLWLQJ�IULHQGV�DQG�UHODWLYHV�perceived the region�as significantly EHWWHU�in terms of EDVLFV�
and�FXOWXUH. Those combining holidays with EXVLQHVV�considered EDVLFV�DQG�IXQFWLRQDO�FRQJUXLW\ 
most negatively and� VKRZHG� WKH�ZRUVW�RYHUDOO�DQG�DIIHFWLYH� LPDJH. Tourists staying for KROLGD\�
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SXUSRVHV�RQO\ viewed the region as ZRUVH�LQ�WHUPV�RI�IXQ.�These overall results mostly confirm the 

suggested hypothesis, especially concerning the least and most involving travel purposes. 

+2/,'$<6���%86,1(66�� 21/<�+2/,'$<6� +2/,'$<6���9)5�
- pleasant/ warm    
- basics   + basics  
 - fun/ action   
  + culture  
- functional congruity   
- overall image   

7DEOH�����,PDJH�GLIIHUHQFHV�DFFRUGLQJ�WR�KROLGD\�SXUSRVHV�RQ�FURVV�VHFWLRQDO�GDWD�
3RUWXJXHVH perceived substantially fewer differences due to holiday purpose, whereas the IRUHLJQ�
market mostly confirmed the overall difference pattern related to purpose of trip.  

Controlling for interaction with UHJLRQV��differences are only poorly confirmed, mostly by business 

tourists staying in the Minho. Both UHSHDW�YLVLWRUV and QHZFRPHUV showed a slightly positive bias 

when visiting friends and family. Only IRUHLJQ�UHSHDW�YLVLWRUV further confirmed the negative bias 

of business travelers. 3RUWXJXHVH�QHZFRPHUV�revealed no travel-purpose-related differences.  

6KRUW�EUHDN visitors showed hardly any travel-purpose-related image differences, whereas� WKRVH�
VWD\LQJ�ORQJHU confirmed differences partly. In the KLJK�VHDVRQ�the overall difference pattern was 

largely confirmed, in the ORZ�VHDVRQ�only slightly. Second-order interaction tests showed that the 

predominance of the domestic versus foreign market in each group was largely responsible for the 

identified difference-pattern rather than length of stay or season. 

When isolating EHQHILW� VHJPHQWV image differences nearly disappear. Benefit segments showed, 

again, a strong homogeneous pattern of perceptions. Also the ROGHVW�DJH�JURXS hardly perceived 

any purpose-related differences. Only those with KLJKHU� HGXFDWLRQ confirmed some image 

differences, particularly when belonging to the foreign market. Several interaction effects are 

therefore visible, diluting image differences due to travel purpose. The globally most confirmed 

image difference was only: 

+ROLGD\V���EXVLQHVV� 21/<�+2/,'$<6� +2/,'$<6���9)5�
  ��EDVLFV� á=å�æ ��������

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�GXH�WR�WUDYHO�SXUSRVH� 
Image differences according to travel purpose hold SDUWLFXODUO\�IRU�IRUHLJQ�WRXULVWV� especially the 

negative bias of business travelers.  This  is  particularly  true  for those with a higher education and  

                                                           
231 Considering single aspects included in this factor, the identified pattern was most visible for climate, food 
and infrastructure, but insignificant for ease of communication. 
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repeating their visit,� independently of length of stay and season��This result may be linked to a 

higher expectation of foreign tourists, especially when coming with a business purpose, being 

particularly critical in that case. However, the effect of global motivational differences is only 

poorly confirmed. The fact that older age, some sub-regions, the domestic market and benefit 

segments did not confirm the difference pattern, demonstrates these variables’  effect in leading to a 

more homogeneous image.  

The content of image was found as generally PRVW�QHJDWLYH�IRU�WRXULVWV�ZLWK�D�EXVLQHVV�SXUSRVH�
DQG�PRVW�SRVLWLYH�IRU�WKRVH�YLVLWLQJ�IULHQGV�DQG�UHODWLYHV. Those spending only holidays could be 

classified as in the middle between the two extremes. They only perceived fun (foreign tourists) 

and culture (Portuguese tourists) as relatively worse. Concluding, K\SRWKHVLV� ����D�� DQG� LWV�
H[WHQVLRQV�DUH�SDUWO\�FRQILUPHG��

&KDSWHU��������7KH�(IIHFW�RI�0RWLYDWLRQ��%HQHILWV�VRXJKW�DQG�%HQHILW�6HJPHQWV�
+\SRWKHVLV� ����E�� assumes that GHVWLQDWLRQ� LPDJHV for North Portugal GLIIHU in content and 

favorableness according to VSHFLILF�PRWLYDWLRQDO�FRQWH[W�RU�EHQHILWV�VRXJKW���
¾ ,W�LV�VXJJHVWHG�WKDW�WKHUH�LV�D�WHQGHQF\�RI�EHQHILW�GLPHQVLRQV�SHUFHLYHG�FRUUHVSRQGLQJ�WR�WKRVH�
VRXJKW��EHLQJ�WKLV�FRUUHVSRQGHQFH�WKH�VWURQJHU��WKH�PRUH�IDPLOLDU�WKH�UHVSRQGHQW�ZLWK�WKH�UHJLRQ��
¾ ,W�LV�IXUWKHU�VXJJHVWHG�WKDW�UHVSRQGHQWV�EHORQJLQJ�WR�WKH�EHQHILW�VHJPHQW�LGHQWLILHG�DV�8UEDQV�
SHUFHLYH�WKH�UHJLRQ�DV�PRVW�QHJDWLYHO\�DQG�WKH�WZR�³UXUDO´�VHJPHQWV�DV�PRVW�SRVLWLYHO\��JLYHQ�WKH�
UXUDO�QDWXUH�RI�WKH�GHVWLQDWLRQ��FRLQFLGLQJ�ZLWK�WKHLU�³UXUDO�PRWLYDWLRQ´� 
Benefits sought have been identified via importance ratings and summarized in benefit factors or 

dimensions (see pp.223-224), which were analyzed in terms of correlation, revealing that232: 

1. The EHQHILW� GLPHQVLRQ� ³LQIRUPDWLRQ” � is positively correlated with the perception of 

LQIRUPDWLRQ�(�����), EDVLFV�(0.171), FXOWXUH (0.117) and QDWXUH�(0.106).  

2. The EHQHILW�GLPHQVLRQ�³QDWXUH” �is most positively correlated with the image of QDWXUH�(�����), 

the feeling of GHVWLQDWLRQ�VHOI�FRQJUXLW\ (0.171), IXQFWLRQDO�FRQJUXLW\ (0.166), the perception of 

a FDOP (0.192) and VLPSOH (0.167) atmosphere and a positive RYHUDOO�LPSUHVVLRQ (0.114).  

3. The EHQHILW�GLPHQVLRQ�³DFWLRQ��IXQ��VRFLDOL]LQJ”  is most positively correlated with image of 

“ DFWLRQ��IXQ��VRFLDOL]LQJ”  (�����), and negatively with that of a FDOP atmosphere (-0.140).  

4. The EHQHILW�GLPHQVLRQ�³EDVLFV´�is most positively correlated with the image of EDVLFV�(�����), 

QDWXUH (0.230), FXOWXUH� (0.149) and LQIRUPDWLRQ� (0.101). It is also positively related to the 

impression of VLPSOLFLW\� (0.158) and a SOHDVDQW�� ZDUP� DQG� FRORUIXO atmosphere (0.121). 

Consequently, a positive correlation can also be found for IXQFWLRQDO� FRQJUXLW\ (0.145) and 

RYHUDOO�LPDJH (0.106). 

                                                           
232 Only those values of Pearson correlation above 0.10 are presented, being the correlation significant at the 
0.01 level. The Pearson correlation coefficient is shown in brackets. 
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5. The EHQHILW� GLPHQVLRQ� ³FXOWXUH” � shows a strong positive correlation with the perception of 

FXOWXUH� (�����), being further positively related to the image of QDWXUH� (0.139) and EDVLFV�
(0.129), as well as to IXQFWLRQDO�FRQJUXLW\ (0.130). 

6. The EHQHILW�GLPHQVLRQ�³IRRG�DQG�ORGJLQJ”  shows only a positive correlation to the image of 

EDVLFV�(������� 
It is striking that JHQHUDOO\� SHRSOH� WHQGHG� WR� ILQG� ZKDW� WKH\� ZHUH� ORRNLQJ� IRU� with a positive 

correlation existing for all dimensions, but especially for DFWLRQ�� IXQ�� VRFLDOL]LQJ�� FXOWXUH and 

QDWXUH� All benefit factors are significantly correlated with image dimensions. This shows an 

important impact of benefits sought on destination perceptions. The most influencing benefit 

factors, in terms of determining several image dimensions, are EDVLFV��QDWXUH�and LQIRUPDWLRQ� the 

less influencing are IRRG�	�ORGJLQJ and DFWLRQ��IXQ��VRFLDOL]LQJ��Those benefit factors determining 

most RYHUDOO� LPDJH are QDWXUH� and EDVLFV, meaning that people looking particularly for 

corresponding benefits are globally most positively impressed by the destination.  

Further IDPLOLDULW\�LV�FRQWUROOHG for in terms of repeat visitors versus newcomers and Portuguese 

versus foreign market. Repeat visitors tended to confirm the presence of benefits sought more than 

newcomers, except for the dimensions DFWLRQ�� IXQ�� VRFLDOL]LQJ� and IRRG� 	� ORGJLQJ� Portuguese 

tended to confirm the presence of benefits sought more than foreign tourists, except for DFWLRQ��IXQ��
VRFLDOL]LQJ�and FXOWXUH��There is consequently some, but no perfect, evidence suggesting that the 

more familiar with the region, the more benefits sought are found. 

When comparing benefit segments using Kruskal-Wallis tests, 8UEDQV� stand out with a�PRUH�
QHJDWLYH�LPDJH�of North Portugal in terms of QDWXUH��EDVLFV��FXOWXUH��IXQFWLRQDO�FRQJUXLW\��DIIHFWLYH 
and RYHUDOO�LPDJH. This group only perceived IXQ better than other segments. They further viewed 

the region as OHVV�FDOP��VLPSOH�DQG�VLPLODU. The VHFRQG�PRVW�QHJDWLYH� LPDJH could be found for 

6LPSOLVWV� They viewed the region as OHVV�SOHDVDQW��FRORUIXO� worse in terms of QDWXUH��FXOWXUH, and 

particularly EDVLFV and IXQ. The PRVW�SRVLWLYH� LPDJH was found for $FWLYH�5XUDOV in all aspects. 

Also &DOP�5XUDOV perceived the region as relatively better, especially in terms of QDWXUH��EDVLFV��
LQIRUPDWLRQ��FXOWXUH��IXQFWLRQDO�FRQJUXLW\�and RYHUDOO�LPDJH as well as DIIHFWLYH�LPDJH, but worse 

in terms of IXQ��
The overall pattern is basically confirmed, independent of regions, prior visit, length of stay, 

season, nationality group, proximity, gender or education. Differences are particularly confirmed 

for the FRJQLWLYH� LPDJH components. As far as SOHDVDQWQHVV�� VLPSOLFLW\� DQG� GHVWLQDWLRQ�VHOI�
FRQJUXLW\� feelings are concerned, differences could not be identified between IRUHLJQ benefit-

segments and those staying in the 0LQKR region. The ROGHVW� DJH� JURXS�only revealed the more 

positive image pattern� of the�$FWLYH� 5XUDOV and the more negative pattern� of� 6LPSOLVWV. Those 
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travelers coming�DOVR�IRU�EXVLQHVV�UHDVRQV�and YLVLWLQJ�IULHQGV�DQG�UHODWLYHV�perceived relatively 

fewer benefit-segment differences.  

85%$16� &$/0�585$/6� $&7,9(�585$/6� 6,03/,676�
��FDOP������� + calm (45%)   
��VLPSOH������� � ��VLPSOH�������  
- similar (55%)  ��VLPLODU�������  
��QDWXUH������� ��QDWXUH������� ��QDWXUH�������� ��QDWXUH�������
��EDVLFV������� + basics (50%) ��EDVLFV������� ��EDVLFV������� á=å=å �
��IXQ������� ��IXQ������� ��IXQ������� ��IXQ�������
� � ��LQIRUPDWLRQ������� ��LQIRUPDWLRQ�������
��FXOWXUH������� ��FXOWXUH������� ��FXOWXUH������� ��FXOWXUH�������
��IXQFWLRQDO�FRQJUXLW\�������  + functional congruity (41%)  
��RYHUDOO�LPDJH������� + overall image (55%) + overall image (64%)  - overall image (41%) 

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�GXH�WR�EHQHILW�VHJPHQWV�� 
Diverse interaction tests revealed that GLIIHUHQFHV�EHWZHHQ�EHQHILW�VHJPHQWV�ZHUH�VR�VWURQJ� WKDW�
WKH\�ZHUH�EDVLFDOO\�FRQILUPHG�LQ�QHDUO\�DOO�VLWXDWLRQV� That is, benefits sought affect destination 

image substantially, VWURQJO\� FRQILUPLQJ�K\SRWKHVLV�����E���Only an older age-level and a travel 

purpose not only related to holidays diminishes this effect. Also the suggested GLUHFWLRQ� RI�
GLIIHUHQFHV� IRU� EHQHILW�VHJPHQWV� FRXOG� EH� FRQILUPHG. This is also true for WKH� WHQGHQF\� RI�
SHUFHLYLQJ�PRVW�ZDV�LV�VRXJKW�PRVW� with IDPLOLDULW\�SDUWO\�LQFUHDVLQJ�WKLV�SDWWHUQ��as suggested. 

&KDSWHU��������7KH�(IIHFW�RI�7UDYHOLQJ�&RQWH[W��/HQJWK�RI�6WD\��
According to +\SRWKHVLV� ����� GHVWLQDWLRQ� LPDJHV for North Portugal GLIIHU in content and 

favorableness according to OHQJWK�RI�VWD\� ,W�LV�VXJJHVWHG�WKDW�WKRVH�VWD\LQJ�ORQJHU�WLPHV�SHUFHLYH�
WKH�GHVWLQDWLRQ�DV�PRUH�SRVLWLYH�GXH�WR�WKHLU�KLJKHU�OHYHO�RI�LQYROYHPHQW��

6+257�%5($.�9,6,725� 7285,67�67$<,1*�)25�!��'$<6�
 + pleasant/ warm/ colorful  
+ calm   
+ simple   
+ similar   
+ nature   
 + basics 
 + fun  
+ culture   
 + overall image  

7DEOH�����,PDJH�GLIIHUHQFHV�GXH�WR�OHQJWK�RI�VWD\�RQ�FURVV�VHFWLRQDO�GDWD�

                                                           
233 The particularly negative tendency of the segment 6LPSOLVWV is confirmed in all single aspects constituing 
the factor EDVLFV��but particularly for the items communication, sympathy and infrastructure. $FWLYH�5XUDOV 
stand out particularly positively in terms of climate and communication and &DOP�5XUDOV in terms of price. 
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When analyzing image differences between short-break visitors and those staying longer, 

generally, VKRUW�EUHDN�YLVLWRUV�SHUFHLYHG�1RUWK�3RUWXJDO�DV�PRUH�FDOP��VLPSOH��VLPLODU�DQG�EHWWHU�
LQ� WHUPV�RI�QDWXUH� DQG� FXOWXUH. Those tourists VWD\LQJ� IRU� ORQJHU� SHULRGV viewed the region as 

PRUH�SOHDVDQW��FRORUIXO��EHWWHU�LQ�WHUPV�RI�EDVLFV��IXQ�DQG�RYHUDOO�LPDJH���
When controlling for interaction, the strongest differential effect becomes evident for the foreign 

versus the domestic market. 3RUWXJXHVH�generally perceived the� UHJLRQ�EHWWHU�ZKHQ� VWD\LQJ� IRU�
PRUH�WKDQ�IRXU�GD\V. They only viewed the region as more calm when coming for a short-break. 

)RUHLJQ� tourists perceived the region as significantly PRUH� SRVLWLYH� ZKHQ� FRPLQJ� IRU� D� VKRUW�
EUHDN. The difference between Portuguese and foreign tourists must be considered when analyzing 

the effect of other variables. 

6KRUW�EUHDN� YLVLWRUV� RI� WKH�0LQKR� revealed a substantially better image of the region than did 

tourists staying longer. This pattern was shaped by the predominance of the foreign market, as 

Portuguese did not reveal any significant difference due to length of stay. In the 'RXUR� UHJLRQ�
WRXULVWV�VWD\LQJ�ORQJHU perceived the destination as more pleasant, better in terms of basics, fun and 

overall image and short break visitors only as more calm, simple and better in terms of nature. The 

predominance of the domestic market determined this pattern. Foreign Douro visitors actually 

perceived the region only more pleasant when staying longer, but in no case better when coming 

for a short break. The pattern of foreign tourists in the Douro region differs thereby from that of 

foreign tourists in general. Finally, in 7UiV�RV�0RQWHV� short-break visitors perceived the region 

slightly better (despite the predominance of the domestic market). 

5HSHDW�YLVLWRUV�PRVWO\�FRQILUPHG�WKH�RYHUDOO�SDWWHUQ and in particular the better destination image 

when staying longer. However, foreign repeat visitors only slightly followed this pattern. On the 

other hand, QHZFRPHUV�perceived the region as better in most aspects when coming for a short-

break. These results reflect the before stated patterns of the domestic (mostly repeat visitors) versus 

foreign market (mostly newcomers). Portuguese newcomers, though, perceived no significant 

differences due to length of stay. That is, significant image differences could only be confirmed for 

3RUWXJXHVH�UHSHDW�YLVLWRUV (better for longer stays) and IRUHLJQ�QHZFRPHUV (better for short-break 

visits). 

6HDVRQV do not interact much with length of stay nor does JHQGHU� When looking at DJH��RQO\�WKH�
ROGHVW�did not perceive any�difference at the 0.01 level according to length of stay, confirming the 

already stated perceptual homogeneity of this group. Those YLVLWLQJ� IULHQGV� DQG� UHODWLYHV� only�
confirmed a few image differences due to length of stay. Considering education only the ORZ�OHYHO�
HGXFDWLRQ�JURXS�showed a distinct pattern, viewing the region more positively when traveling as 

short-break�visitors, despite of the dominance of Portuguese and repeat visitors in this group. The 
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EHQHILW�VHJPHQWV�DOVR�EDVLFDOO\�FRQILUPHG�WKH�RYHUDOO�SDWWHUQ� however Urbans and Simplists in a 

more pronounced way and Active Rurals in only a few points. 

6+257�%5($.�9,6,725� 7285,67�67$<,1*�)25�!��'$<6�
 + pleasant/ warm/ colorful (50%) 
��FDOP�������  
��VLPSOH�������  
��VLPLODU�������  
��QDWXUH�������  
 + basics (46%)234 
 + fun (46%) 
 + overall image�(42%) 

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�GXH�WR�OHQJWK�RI�VWD\ 

Differences between those staying for a short-break and those staying longer are therefore 

confirmed, except for the older age group, those visiting friends and family, and except for some 

interaction effects with other variables. This PDLQO\�FRQILUPV�WKH�ILUVW�SDUW�RI�K\SRWKHVLV�������
However, WKH�DVVXPSWLRQ�WKDW WKRVH�VWD\LQJ�IRU�ORQJHU�SHUFHLYH�WKH�GHVWLQDWLRQ�DV�PRVW�IDYRUDEO\�
LV� QRW� WRWDOO\� FRQILUPHG� It is true, though, that overall image and global affective image is 

perceived generally more positively by this group, supporting the relevance of involvement.�
Interesting exceptions to this rule were foreign tourists, visitors of the Minho and newcomers, who 

viewed the region as more positively when coming for a short-break. This may reflect a very 

positive first impression of these foreign newcomers, which may suffer some corrections when 

tourists stay for longer. Eventually foreign newcomers hold exaggerated expectations, associated 

with a prolonged holiday, combined with low levels of prior knowledge and eventual prior 

misconceptions (idealization due to promotional literature) of the region. On the other hand, 

particularly IRU�3RUWXJXHVH�UHSHDW�YLVLWRUV�WKH�UXOH�³WKH�ORQJHU��WKH�EHWWHU´�ZDV�WUXH, which may 

show that these tourists already knew what to expect, combined with a higher degree of 

involvement.  

&KDSWHU��������7KH�(IIHFW�RI�)DPLOLDULW\��5HSHDWHG�9LVLW�
According to K\SRWKHVLV� ����D�� GHVWLQDWLRQ� LPDJHV� for North Portugal differ in content and 

favorableness according to IDPLOLDULW\�� as reflected by UHSHDW� YLVLW. This variable should express 

prior knowledge, and further some degree of involvement and habituation (GHVWLQDWLRQ�OR\DOW\). It 

is suggested that this relationship be moderated by WUDYHOHU�W\SH���
                                                           
234 The more positive image of EDVLFV by those staying longer was particularly confirmed for climate, 
lodging, price and infrastructure. Ease of communication was more positively viewed by short-break visitors, 
though, which must be due to the predominance of the domestic market, whereas a significant difference for 
gastronomy and sympathy due to length of stay could not be found.  
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¾ 6SHFLILFDOO\��UHSHDW�YLVLWRUV�VKRXOG�SHUFHLYH�WKH�GHVWLQDWLRQ�DV�PRUH�SRVLWLYHO\�DQG�
¾ WKLV�VKRXOG�KROG�SDUWLFXODUO\�IRU�UHVSRQGHQWV�RI�D�PRUH�SV\FKR�FHQWULF�W\SH���
When distinguishing broadly between repeat and first-time visitors, WKRVH�UHSHDWLQJ�WKHLU�YLVLW�WR�
1RUWK�3RUWXJDO�SHUFHLYHG�WKH�UHJLRQ�DV�PRUH�VLPSOH��VLPLODU�DQG�EHWWHU�LQ�WHUPV�RI�QDWXUH���

5(3($7�9,6,7256� 1(:&20(56�
+ simple   
+ similar   
+ nature   

7DEOH�����,PDJH�GLIIHUHQFHV�GXH�WR�SULRU�YLVLW�VWDWH�RQ�FURVV�VHFWLRQDO�GDWD�
In the 0LQKR, repeat visitors perceived further EDVLFV�� LQIRUPDWLRQ�� IXQFWLRQDO� FRQJUXLW\ and the 

RYHUDOO� LPDJH as significantly better. The fact that the Minho is visited mainly for longer periods 

and by foreign tourists may have influenced results. Indeed, short-break and Portuguese visitors 

viewed the Minho more homogeneously (generally better than foreigners), independent of prior 

visit. In 7UiV�RV�0RQWHV repeat visitors viewed further EDVLFV� and RYHUDOO� LPDJH as better. The 

'RXUR�region was only viewed as more VLPSOH�DQG�VLPLODU to repeat visitors, but better in terms of 

IXQFWLRQDO�FRQJUXLW\ by newcomers. Foreign tourists revealed a more homogeneous image of the 

Douro region (generally better than that held by Portuguese), independent of prior visit. 

Generally, substantially EHWWHU� LPSUHVVLRQV were found for�UHSHDW� YLVLWRUV� VWD\LQJ�IRU�PRUH� WKDQ�
IRXU� GD\V, reflecting a special degree of involvement. This was particularly found for foreign 

tourists. On the other hand��QHZFRPHUV�VWD\LQJ�IRU�D�VKRUW�EUHDN�expressed better impressions of 

IXQ��FXOWXUH and IXQFWLRQDO�FRQJUXLW\. Portuguese short-break visitors perceived fewer differences 

related to prior visit, though. 

Particularly IRUHLJQHUV� the \RXQJHVW�DJH�JURXS�and those with ORZHVW�and KLJKHVW HGXFDWLRQ�OHYHO 
showed a significantly more positive image when repeating their visit.  

%XVLQHVV�WUDYHOHUV�hardly perceived any image differences due to prior visit. The EHQHILW�VHJPHQW�
8UEDQV showed a globally more favorable image when repeating their visit, whereas $FWLYH�5XUDOV 
hardly followed the pattern, except when staying longer.  

Finally, the assumption that SV\FKR�FHQWULF�UHSHDW�YLVLWRUV should perceive the region substantially 

better than allo-centric repeat visitors did not hold. It may be that the region is seen as sufficiently 

interesting and varied for allo-centrics not getting bored on repeated visits.  

5(3($7�9,6,7256� 1(:&20(56�
��VLPSOH�������  
��VLPLODU��������  ��QDWXUH�������  

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�GXH�WR�SULRU�YLVLW�VWDWH 
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The RYHUDOO� SDWWHUQ� LV� PRVWO\� FRQILUPHG�� HVSHFLDOO\� DV� IDU� DV� GHVWLQDWLRQ�VHOI�FRQJUXLW\� LV�
FRQFHUQHG, but also the impression of a simpler and more natural destination is confirmed, as well 

as the general tendency of impressions being more positive for repeat visitors. However, there is an 

important interaction effect with OHQJWK� RI� VWD\� and QDWLRQDOLW\� JURXS. Especially foreigners 

staying for longer periods perceived the region substantially better when repeating their visit. This 

should be linked to the higher degree of knowledge and involvement of foreign visitors choosing 

the region repeatedly for a holiday. Foreign short-break visitors, on the other hand, perceived some 

aspects better when coming as newcomers. This may be linked to the excitement of novelty and the 

already suggested eventually excessive expectations of foreign newcomers staying longer. Finally, 

an exceptional status of EXVLQHVV�WRXULVWV and IRUHLJQ�WRXULVWV�LQ�WKH�'RXUR and 3RUWXJXHVH�LQ�WKH�
0LQKR�UHJLRQ could be identified in terms of homogenizing destination image.  

+\SRWKHVLV�����D��LV�WKHUHIRUH�SDUWO\�FRQILUPHG, as far as image differences due to prior visit are 

concerned. A moderating effect of psycho-graphic style could not be identified, though. 

&KDSWHU��������7KH�(IIHFW�RI�6RFLR�'HPRJUDSKLFV��3RUWXJXHVH��)RUHLJQ�
According to +\SRWKHVLV� ����D�� GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to QDWLRQDOLW\�JURXS. /DUJH�SHUFHSWXDO�GLIIHUHQFHV�DUH�VXJJHVWHG�WR�H[LVW�
EHWZHHQ� WKH� QDWLRQDO� DQG� IRUHLJQ� WRXULVW� PDUNHW�� GXH� WR� WKH� VLPXOWDQHRXV� HIIHFW� RI� IDPLOLDULW\��
NQRZOHGJH�DQG�LQYROYHPHQW�DV�ZHOO�DV�GXH�WR�VRFLR�FXOWXUDO�GLIIHUHQFHV���

32578*8(6(� )25(,*1�
��FDOP�� �
��VLPSOH�� �
��VLPLODU� �
��QDWXUH�� �
 + basics  
 + fun  
 + overall image 

7DEOH�����,PDJH�GLIIHUHQFHV�DFFRUGLQJ�WR�GRPHVWLF�YHUVXV�IRUHLJQ�PDUNHW�RQ�FURVV�VHFWLRQDO�GDWD�
Generally, 3RUWXJXHVH�SHUFHLYHG�WKH�GHVWLQDWLRQ�DV�PRUH�FDOP��VLPSOH��VLPLODU�DQG�EHWWHU in terms 

of QDWXUH� whereas IRUHLJQHUV�YLHZHG�LW�DV�EHWWHU�LQ�WHUPV�RI�EDVLFV��IXQ�DQG�RYHUDOO�LPDJH.  
In all regions, Portuguese perceived more simplicity, similarity and better nature than foreign 

tourists did. The 0LQKR� stands out as being viewed more positively and the 'RXUR as more 

negatively by the domestic market, especially when coming as short-break visitors to the Douro 

region. A longer stay diminished image differences between foreign and domestic visitors in this 

region, while accentuating them in the Minho. 
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When coming as repeat or newcoming VKRUW�EUHDN�YLVLWRUV, foreign tourists viewed the destination 

as more favorable than Portuguese did. This should be related to a stronger degree of involvement 

in the first case. In the second case, it reveals a particularly positive first impression of the 

destination for foreign, particularly newcoming travelers staying for a few days. 

No relevant interaction with the overall pattern was visible for VHDVRQ�or JHQGHU��The ROGHVW�and 

\RXQJHVW� DJH� JURXSV showed a slightly deviant pattern.� <RXQJ Portuguese revealed a more 

pronounced positive image pattern, whereas young foreigners did not confirm any more positive 

impression. The ROGHVW�DJH group perceived fewest differences, only confirming partly the pattern 

found for Portuguese. This was also true for tourists with ORZ�OHYHO�HGXFDWLRQ, whereas those with 

KLJK�OHYHO�HGXFDWLRQ perceived the region slightly better when belonging to the foreign market. 

%XVLQHVV� WUDYHOHUV� perceived the region substantially better when belonging to the domestic 

market. 8UEDQV revealed no nationality-group specific image differences, whereas other benefit-

segments mostly confirmed the overall difference pattern.  

One may conclude that overall differences between Portuguese and foreign tourists hold in most 

situations, particularly considering the image specificity of the domestic market. A more favorable 

image of foreign visitors could be found for the Douro region, short-break and repeat visitors. 

Portuguese revealed a more positive image when younger or staying in the Minho region.  

32578*8(6(� )25(,*1�
��FDOP������� ���VLPSOH������� �
��VLPLODU������� �
��QDWXUH������� �
 + basics (58%)235 
 + fun (50%) 
 + overall image (46%) 

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�EHWZHHQ�3RUWXJXHVH�DQG�IRUHLJQ�WRXULVWV 
Thus, K\SRWKHVLV�����D��LV�JHQHUDOO\�FRQILUPHG� with a more positive image found for the domestic 

market in terms of QDWXUH��VLPSOLFLW\ and a FDOP environment, as well as GHVWLQDWLRQ�VHOI�FRQJUXLW\� 
and a partly more positive evaluation of EDVLFV� IXQ�and RYHUDOO�LPSUHVVLRQ�for the foreign market. 

The evaluation of simplicity and destination-self-congruity reflect a natural knowledge and 

familiarity surplus of the domestic market. The Portuguese evaluation of the destination as more 

calm and better in terms of QDWXUH may be a socio-culturally and motivationally shaped difference. 

Foreign  tourists  may  be  used  to higher standards and more sensitive and demanding in respect to  

                                                           
235 The more positive image of foreign tourists compared with the domestic market holds particularly for 
climate, price, lodging and infrastructure, but was in the inverse direction for ease of communication, as 
might have been expected, and insignificant for gastronomy and sympathy. 
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these aspects. On the other hand, Portuguese may be more demanding in terms of EDVLFV�and IXQ. 

The globally more positive destination image of foreigners in many cases reveals a relatively 

higher overall satisfaction, probably due to the better perception of EDVLFV� It may also reveal a 

higher degree of involvement of those coming from farther distances, interested in an a-posteriori 

justification of their choice. 

&KDSWHU��������7KH�(IIHFW�RI�6RFLR�'HPRJUDSKLFV��$JH��
+\SRWKHVLV� ����E��� states that GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to DJH� Differences are suggested to be particularly strong between the two 

extreme age-ranges. �
.UXVNDO�:DOOLV� WHVWV revealed� substantial cross-sectional image differences for age groups, 

especially between the youngest and oldest age group, with some correlation tendencies visible. 

 �����<($56� �������<($56� !����<($56�
  + pleasant  
- calm    
  + basics  
  + information  
+ fun    
- culture  + culture  
  + functional congruity 
  + overall image  

7DEOH�����,PDJH�GLIIHUHQFHV�DFFRUGLQJ�WR�DJH�UDQJHV�RQ�FURVV�VHFWLRQDO�GDWD�
)RUHLJQ� WRXULVWV showed a particularly strong positive bias for the oldest and a negative for the 

youngest age group. 3RUWXJXHVH did not confirm the negative cognitive impressions of the 

youngest. Actually, the mid-aged group of Portuguese perceived the region worst (in terms of fun 

and information). The predominant length of stay of respondents in each group influenced this 

pattern. So, strongest differences were found for IRUHLJQ� YLVLWRUV� VWD\LQJ� ORQJHU� whereas 

3RUWXJXHVH�perceived more age-related differences when coming for a VKRUW�EUHDN. 

1HZFRPHUV revealed more age-related image differences than did repeat visitors, confirming the 

tendency “ WKH�ROGHU�WKH�EHWWHU” . This only holds for foreign visitors, though, as differences almost 

disappeared for Portuguese newcomers. Among UHSHDW� YLVLWRUV foreign tourists perceived hardly 

any age-related differences, contrary to the Portuguese. This contradicts the before-identified 

pattern for the foreign market and reveals a strong interaction effect. Resuming findings, IRUHLJQ�
QHZFRPHUV and 3RUWXJXHVH�UHSHDW�YLVLWRUV�perceived most age-related differences. 

Visitors of the 0LQKR�region perceived relatively fewer age-related image differences and visitors 

of the 'RXUR revealed a more negative image, when belonging to the mid-age group. 6HDVRQ and 

JHQGHU hardly affected the overall difference pattern. (GXFDWLRQDO� OHYHOV� affected age-related 
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differences in so far as those tourists with ORZ�OHYHO�HGXFDWLRQ perceived the region generally more 

negatively, when in the youngest age group. Those with higher education levels confirmed the 

positive bias of the oldest age. The KLJKHVW�HGXFDWLRQ�OHYHO generally perceived fewer differences. 

Those combining holidays with business and visiting friends and relatives hardly revealed any age-

related image differences, whereas those spending only holidays confirmed the above-mentioned 

tendency “ WKH� ROGHU� WKH� EHWWHU” . Also %HQHILW�VHJPHQWV� tended to perceive the region more 

homogeneously in terms of age-groups, except for the $FWLYH�5XUDOV, who viewed the destination as 

better when belonging to the older age-group.  

�����<($56� �������<($56� !����<($56�
  + pleasant (40%) 
��FDOP�������   
  ��EDVLFV������ áRåRç �
  + information (44%) 
+ fun (44%)   
  ��RYHUDOO�LPDJH ������

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�EHWZHHQ�DJH�UDQJHV 
Generally, a tendency of the ROGHU�DJH�JURXS�SHUFHLYLQJ�WKH�UHJLRQ�DV�EHVW could be confirmed. In 

some situations the mid-aged stood out as the most critical group (in the Douro, in the case of 

Portuguese and short-break visitors). In several cases a trend “ WKH� ROGHU� WKH� EHWWHU”  was visible. 

Additionally, fewer age-based image differences could be found for business travelers and those 

visiting friends and relatives, 8UEDQ��&DOP�5XUDO�and�6LPSOLVW benefit-segments. On the other hand, 

age-related differences were most confirmed for foreign tourists staying longer and coming for the 

first time, and for Portuguese short-beak and repeat visitors.  

On the whole, one may consider K\SRWKHVLV�����E��DV�ODUJHO\�FRQILUPHG� particularly as far as the 

oldest age group is concerned, showing a persistent pattern of viewing the region more favorably. 

Further, differences were frequently, but not always, strongest between the extreme age groups.  

&KDSWHU��������7KH�(IIHFW�RI�6RFLR�'HPRJUDSKLFV��*HQGHU�
According to K\SRWKHVLV� ����F�� GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to JHQGHU, DOWKRXJK�GLIIHUHQFHV�DUH�VXJJHVWHG�WR�EH�PLQRU��
0$/(� )(0$/(�
 + nature  
 + information  
 + culture 
 + overall image  

7DEOH�����,PDJH�GLIIHUHQFHV�GXH�WR�JHQGHU�RQ�FURVV�VHFWLRQDO�GDWD�

                                                           
236 The more positive image of the oldest was particularly confirmed for the impression of infrastructure and 
lodging, climate, sympathy and gastronomy. 
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Globally North Portugal is viewed VOLJKWO\�EHWWHU�E\�IHPDOH than by male tourists, particularly in 

terms of information and nature, but also culture and overall image.  

This pattern can be particularly confirmed for the 'RXUR�region, however only for Portuguese and 

short-break visitors. In 7UiV�RV�0RQWHV� no significant gender differences could be observed.  

3RUWXJXHVH� IHPDOHV� confirmed the� better image of nature, information and culture, whereas for 

IRUHLJQ�IHPDOHV gender-related image differences were found for overall affective image, basics, 

functional congruity and overall image. 

7RXULVWV VWD\LQJ�IRU�ORQJHU�hardly perceived any gender-related image differences, nor did foreign 

short-break visitors. Also UHSHDW�YLVLWRUV hardly perceived any differences, which further holds for 

the ROGHVW� DJH� JURXS� the ORZHVW� HGXFDWLRQ� JURXS�� WRXULVWV YLVLWLQJ� IULHQGV� DQG� UHODWLYHV� and 

EHQHILW�VHJPHQWV.  
0$/(� )(0$/(�
 + nature (42%) 
 + information (50%) 
 + overall image (42%) 

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�EHWZHHQ�3RUWXJXHVH�DQG�IRUHLJQ�WRXULVWV 
Summarizing, a tendency of female visitors perceiving the destination more favorably was 

observable. However, this pattern was less evident or even non-existing in several conditions. 

Correspondingly K\SRWKHVLV� ����F�� FRXOG� EH� RQO\� SDUWO\� FRQILUPHG� Substantial interaction with 

other variables suggests that�JHQGHU�GLIIHUHQFHV�SOD\�D�PLQRU�UROH� as suggested.  

&KDSWHU���������7KH�(IIHFW�RI�6RFLR�'HPRJUDSKLFV��(GXFDWLRQ��
+\SRWKHVLV� ����G�� suggests that� GHVWLQDWLRQ� LPDJHV for North Portugal differ in content and 

favorableness according to HGXFDWLRQ��&RQFUHWHO\�WKRVH�YLVLWRUV�ZLWK�KLJKHU�OHYHOV�RI�HGXFDWLRQ�DUH�
VXJJHVWHG�WR�EH�PRUH�FULWLFDO� 

/2:�('8&$7,21� 0,'�('8&$7,21� +,*+�('8&$7,21�
  + calm  
+ simple   - simple  
+ similar   - similar  
  - nature  
+ fun   - fun  
+ information   
+ functional congruity   - functional congruity 
+ overall image    

7DEOH�����,PDJH�GLIIHUHQFHV�GXH�WR�HGXFDWLRQ�OHYHO�RQ�FURVV�VHFWLRQDO�GDWD�
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When analyzing group-differences via Kruskal-Wallis, generally respondents with ORZ�HGXFDWLRQ�
SHUFHLYHG�WKH�UHJLRQ�DV�PRUH�IDYRUDEOH� Actually, a QHJDWLYH�FRUUHODWLRQ�FRXOG�EH�IRXQG�IRU�OHYHO�
RI� HGXFDWLRQ�DQG�SHUFHSWLRQ�RI� VLPSOLFLW\�� VLPLODULW\�� IXQ�DQG� IXQFWLRQDO� FRQJUXLW\� The group 

with KLJKHVW�HGXFDWLRQ�viewed the region also as ZRUVH in terms of QDWXUH, however as FDOPHU��
Particularly 3RUWXJXHVH confirmed the positive image bias for the low education group, especially 

when coming for a short-break. No significant differences were found IRU� WKH� IRUHLJQ�PDUNHW, 
though. 5HSHDW� YLVLWRUV� confirmed much more educational differences than newcomers did, 

however not when belonging to the IRUHLJQ�PDUNHW� Deviating from the more homogeneous pattern 

of newcomers, 3RUWXJXHVH�QHZFRPHUV confirmed the generally better image of those with lower 

education. These findings support the strong determining effect of nationality group for education-

related image differences. 

Also VKRUW�EUHDN� YLVLWRUV� perceived much more education-related image differences than those 

staying longer. However, this did not hold for IRUHLJQHU� VKRUW� EUHDN� YLVLWRUV, confirming the 

determining role of Portuguese in this group again. On the other hand, ORQJHU� VWD\V should 

generally lead to more homogeneous destination images, as also 3RUWXJXHVH� VWD\LQJ� IRU� ORQJHU 
revealed only few education-related image differences.   

Tourists in the ORZ�VHDVRQ perceived more education-related differences than did those in the high 

season. Controlling for interaction, LQ�WKH�ORZ�VHDVRQ hardly any education-based image differences 

were perceived by IRUHLJQHUV�and by WKRVH�VWD\LQJ�ORQJHU. However, LQ�WKH�KLJK�VHDVRQ, neither 

3RUWXJXHVH� nor VKRUW�EUHDN� YLVLWRUV perceived many education-related differences. That is, the 

high season diminished the effect of education-related image differences, whereas the low season 

reflected the predominance of Portuguese and short-break visitors in its difference pattern. In all 

VXE�UHJLRQV fewer education-related image differences were found, generally confirming the better 

image of the low education group. 0DOH�UHVSRQGHQWV were slightly more positively biased in the 

low-education group and IHPDOHV�more negatively biased in the high-education group. 

The \RXQJHU�DJH group revealed no education-based image differences, eventually due to the fact 

that many young respondents have not completed their education yet. Also EXVLQHVV�WUDYHOHUV and 

those YLVLWLQJ�IULHQGV�DQG�IDPLO\ hardly showed any differences, which confirms the homogenizing 

nature of these categories. This is also true for EHQHILW� VHJPHQWV�� which did not reveal any 

significant image differences, except for $FWLYH�5XUDOV. This may be due to the predominance of 

Portuguese in this segment, as differences for foreign $FWLYH�5XUDOV were insignificant. �
/2:�('8&$7,21� 0,'�('8&$7,21� +,*+�('8&$7,21�
+ simple (53%)   
+ similar (44%)  - similar (47%) 

7DEOH�����0RVW�FRQILUPHG�LPDJH�GLIIHUHQFHV�GXH�WR�HGXFDWLRQ�OHYHO�
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Briefly, educational differences were mainly found for Portuguese, repeat and short-break visitors 

and those in the low season. The effect was reduced in the high season, when staying longer, 

belonging to the foreign market, the youngest age group, to the Urban, Calm Rural or Simplist 

benefit segment, business travelers and those visiting friends and family. Correspondingly, 

K\SRWKHVLV�����G��FRXOG�RQO\�EH�SDUWO\�FRQILUPHG� The direction of the hypothesis in terms of the 

higher the education level, the more negative destination image, could frequently be confirmed. 

Particularly the opposite direction, the lower educational level, the better, was often found to be 

true. This may reveal the less critical stance of the lowest education group, eventually due to less 

travel experience and a generally lower level of self-confidence.  

&KDSWHU���������7KH�5HODWLYH�,PSRUWDQFH�RI�HDFK�9DULDEOH�IRU�'HWHUPLQLQJ�'HVWLQDWLRQ�,PDJH�
Finally K\SRWKHVLV����� suggests that there is an RUGHU�RI�LPSRUWDQFH of these factors, which must 

be identified. Considering results from other destination image studies, it may be expected that 

familiarity, international versus domestic market, motivation and age are the most important 

determinants, with substantial interaction among variables interfering with the final effect on 

overall image. 

For assessing the order of importance of variables in determining destination image, an overall 

“ LPSRUWDQFH�VFRUH´ is estimated, based on the following procedure (see appendix I): 

1. the occurrence of an effect of the independent variable on the three most holistic destination 

image variables (IXQFWLRQDO� FRQJUXLW\� for the cognitive image, SOHDVDQWQHVV for the affective 

image and RYHUDOO�LPSUHVVLRQ� is assessed on aggregated data and the occurrence in the total of 

possible effects (three) is expressed as a percentage (indicator nº1), 

2. the number of differences on the other single image dimensions in the total of eight tested 

image variables is assessed on aggregated data and expressed as a percentage (indicator nº2), 

3. the number of times the overall pattern is confirmed for each image variable, considering all 

possible first-order interactions, has been expressed as “ GHJUHH�RI�FRQILUPDWLRQ” ; an “ DYHUDJH�
GHJUHH�RI�FRQILUPDWLRQ”  is further calculated considering the number of effects (on aggregated 

data) and their respective degrees of confirmation, as compared to the highest possible total, if 

confirmation was 100%, which corresponds to the total number of effects237 (indicator nº3); 

4. relevant interaction effects on the total pattern are assessed by identifying the cases, in which at 

least 50% of the overall difference pattern is changed (by either eliminating or adding difference 

                                                           
237 I.e. a weighted average sum is calculated, summing the number of effects * confirmation degrees, which is 
then divided by the total number of effects. For example, prior visit resulted in three most confirmed image 
effects with a confirmation degree of 67%, 68% and 100%, which would give an average weighted sum of: 
1*0.67+1*0.68+1*1=2.35, which is then related to the total number of possible confirmations, namely 3. The 
“ DYHUDJH�GHJUHH�RI�FRQILUPDWLRQ”  would be: 2.35/ 3= 0.78. 
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effects, when compared to the overall pattern on aggregated data). This procedure resulted in 

two further indicators for each independent variable, namely:  

¾ the GHJUHH�RI�DIIHFWLQJ�RWKHU�LQGHSHQGHQW�YDULDEOHV, expressed as a percentage (number of 

effects/ number of total possible effects) (indicator nº4) and  

¾ the GHJUHH� RI� RYHUDOO� ³LQGHSHQGHQFH”  (from other independent variables), measured as:   

“ 1- (relevant interactions suffered/ total possible interactions suffered)”  (indicator nº5).   

5. an average score is produced, considering results of the above described analyses. The score is 

expressed as a percentage indicating the importance of the variable in affecting destination 

image. This value results from the average of the five above presented percentage scores. 

These overall importance values for each independent variable are combined in levels of 

importance, but present only approximate indicators. Correspondingly, the following levels of 

importance could be identified (from highest down to lowest): 

/HYHO�RI�LPSRUWDQFH�(in percentage) 9DULDEOHV�
Level 1 (above 0.80) EHQHILW�VHJPHQWV (0.88) 

Level 2 (0.70 to 0.79) ---------- 

Level 3 (0.60 to 0.69) UHJLRQV (0.69),�OHQJWK�RI�VWD\ (0.66), QDWLRQDOLW\�JURXS (0.64) 

Level 4 (0.50 to 0.59) �DJH�(0.58), VHDVRQ (0.55) 

Level 5 (0.40 to 0.49) education (0.49), travel purpose (0.45), prior visit (0.43) 

Level 6 (0.30 to 0.39) gender (0.35) 

7DEOH�����/HYHO�RI�LPSRUWDQFH�RI�LQGHSHQGHQW�YDULDEOHV�LQ�GHWHUPLQLQJ�LPDJH��
Benefit segments stand out as most affecting destination image differences. It is worth of notice 

that specific motivational backgrounds shape tourists’  destination images more than actual stimuli. 

Sub-regions visited follow at some distance, i.e. a stimulus variable, underlining the heterogeneous 

perceptions of the North Portuguese rural areas. However, the specificity of the market encountered 

in each region must also be considered, as it should have contributed to image differences. This 

should be particularly the case for a negative image bias of the Douro region, due to the dominance 

of Portuguese short-break visitors in this region. Next, length of stay is quite relevant, a travel 

context variable reflecting some degree of involvement and eventually distinct motivational 

backgrounds. Also nationality group (Portuguese versus foreign tourist market) plays a significant 

role. This should be related to different knowledge and cultural backgrounds concerning this 

particularly image object, which is part of one group’ s home-country. Differences between age 

groups must also be considered, especially in the confrontation between the extreme age groups 

with naturally differing travel motivations. The particular homogenizing role of the positively 

biased older respondents is reminded here. Of relative importance were further differences between 

the high and low season, which are related to different length of stay, nationality groups and 
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eventually distinct motivations. On the next importance level follow education, global travel 

purpose (with a homogenizing effect of business and VFR travel) and prior visit, with gender 

revealing a relatively minor effect on the complex image construct.  

Consequently, an order of importance could be established, which confirms the relevance of 

motivation, nationality group and age, but not to the expected degree of familiarity. On the other 

hand, the relevance of the stimulus variables, particularly of region, but also to the context variable 

length of stay, was not suggested in hypothesis 2.6), as not evidenced by prior destination image 

research. Hypothesis 2.6) is thus partly confirmed. 

&KDSWHU���������'HWHUPLQDQWV�RI�GLIIHUHQW�,PDJH�'LPHQVLRQV�
Finally, K\SRWKHVLV����� suggests that different independent variables impact on different specific 

image dimensions. In order to test this assumption, each category’ s effect on the diverse image 

dimensions was analyzed, both considering the direction of the impact and its confirmation across 

first-order interaction-tests. This analysis is summarized in table 53, which shows the categories 

that impact most on each image dimension. Only those with effects that were confirmed in at least 

40% of interaction-tests are presented.   

è�é�ê�ë ì*ê*í é�ê�ë î*ê*í î*é�ë 60-69% 50-59% 40-49%ï�ð ñ�ò�óRò!ô#õ ö >4d HS, oldí ÷!ø
ù�òð ú ö û�ü ý LSí þtÿ�������ø�� ô�� �	��

ó 
 ú�ï�ð ñ ö ý AR, SB, RV LS, lo eduí Urb, Mió 
 ú 
 ð ò ÿ ö��� � ý AR, SB lo eduí Urb hi eduô�ò�õ ��ÿ ñ ö���� � û�ü ý CR, RV LS femí þtÿ�� Simpl Mi� ò�ó 
 ù�ó ö���� ø ð � VFR F, CR >4dí û 
 ú�ï�ð ÷!ø Urb� � ô ö ��� þtÿ�� F >4d, young, HSí û 
 ú�ï�ð ��� ÷!ø

 ô � ø!ÿ úaò�õ 
 ø ô ö ��� LS, fem oldí û 
 ú�ï�ð
ù � ð õ ��ÿ ñ ö ��� ��� LSí û 
 ô�ï�ð þtÿ��
� � ö ARí þtÿ��
��� ö AR, old CR F, >4d, femí þtÿ�� Do Simpl

 
7DEOH�����&DWHJRULHV�LPSDFWLQJ�RQ�GLYHUVH�LPDJH�GLPHQVLRQV��DFFRUGLQJ�WR�OHYHO�RI�FRQILUPDWLRQ�

Note: positive impacts are shown in the shadowed rows, negative impacts are printed in red���
$��$IIHFWLYH�,PDJH��
The affective image dimension SOHDVDQWQHVV� which may be considered a surrogate for overall 

affective image, was most negatively affected by staying in the 'RXUR� region and positively by 



CHAPTER 9. HYPOTHESES TESTING 

 285 

OHQJWK�RI�VWD\� Also the ROGHVW�WRXULVW�JURXS and those coming in the KLJK�VHDVRQ viewed the region 

as more pleasant. The positive bias may be due to a higher degree of involvement, particularly 

when staying longer, coming for a main holiday in summer, apart from a generally more positive 

attitude of older travelers. The negative bias may be partly due to the constitution of the market 

visiting the less developed Douro region (3RUWXJXHVH�VKRUW�EUHDN�YLVLWRUV) (see chapter 9.2.1.). 

The destination was perceived as more FDOP by those coming for a VKRUW�EUHDN� belonging to the 

GRPHVWLF�PDUNHW, and traveling in the ORZ�VHDVRQ (the latter as hypothesized). A stronger contrast 

with the daily work life may occur in short-break visits, especially in the case of Portuguese 

travelers living mostly in urban areas� 8UEDQV��\RXQJHU� WRXULVWV and those traveling in the�0LQKR 

perceived the region as less calm. As the two first groups did not actually look for a calm holiday, 

they might have preferred more arousing experiences at the destination. It seems logical that the 

Minho is perceived as less calm in relation to the other two more interior and less developed 

regions (as hypothesized).  

The GRPHVWLF�PDUNHW perceived naturally a higher degree of VLPSOLFLW\�and the IRUHLJQ�PDUNHW more 

complexity. $FWLYH�5XUDOV��VKRUW�EUHDN�DQG�UHSHDW�YLVLWRUV, as well as those with ORZHU�HGXFDWLRQ 

and coming in the ORZ�VHDVRQ confirmed the perception of more simplicity. 8UEDQV� 0LQKR�YLVLWRUV��
QHZFRPHUV�� WKRVH� VWD\LQJ� IRU� ORQJHU�� LQ� WKH� KLJK� VHDVRQ� and with a KLJKHU� HGXFDWLRQ perceived 

more complexity. This image dimension seems to be mainly determined by (experience- and 

knowledge-based) familiarity, but also other factors (e.g. education) seem to play a role. 

Also GHVWLQDWLRQ�VHOI�FRQJUXLW\ is most contingent upon IDPLOLDULW\, reflected by UHSHDW�YLVLW and 

belonging to the GRPHVWLF�PDUNHW, as seems logical. Also $FWLYH�5XUDOV, those coming for a VKRUW�
EUHDN and with a ORZHU�HGXFDWLRQ perceived a higher degree of similarity, whereas 8UEDQV��WKRVH�
VWD\LQJ� ORQJHU� and having a KLJKHU� HGXFDWLRQ perceived more difference. In the case of benefit 

segments this perception seems to be related to a generally more positive or negative attitude 

towards the destination, whereas in the case of a longer stay and higher education, the type of 

perception seems to be different, less superficial, identifying more complexity and difference. Also 

the relevance of the foreign market in these groups must be considered.  

%��&RJQLWLYH�,PDJH��
The perception of QDWXUH was determined by benefit-segments, length of stay, nationality group, 

prior visit, season, region and gender, being one of the image dimensions impacted by most 

independent variables. Concretely, $FWLYH�5XUDOV and &DOP�5XUDOV�view the region as best in terms 

of nature and 8UEDQV�and 6LPSOLVWV�as worst. This may be due to different benefits sought, with 

$FWLYH�5XUDOV seeking nature mainly for outdoors activities and &DOP�5XUDOV as most significant 

environment in a calm, rural holiday. On the other hand, 8UEDQV� did not consider nature as 
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important as the other groups. But for 6LPSOLVWV a pristine nature and landscape were actually the 

most important features of a rural holiday, in relation to which they seem to be very demanding, 

though. 6KRUW�EUHDN visitors viewed the destination better in terms of nature than those staying 

longer, particularly in the case of foreign tourists, which may be due to a more positive first 

impression of this generally more critical group (in terms of nature). Thus, 3RUWXJXHVH perceived 

the destination generally as more favorable in terms of nature than foreign tourists did, which may 

be due to culturally shaped different degrees of environmental sensibility. 5HSHDW�YLVLWRUV are also 

more positively impressed by nature than newcomers, particularly when VWD\LQJ�ORQJHU, revealing a 

stronger degree of involvement. Nature is viewed as better in the ORZ� VHDVRQ than in the high, 

which may be due to a greener environment in the more humid low season. It is viewed 

comparatively less positive in the 0LQKR�UHJLRQ, which may be due to the predominance of foreign 

tourists in that region, but also linked to its more urbanized and industrialized character in some 

areas, when compared to the less developed interior sub-regions.  

Benefit-segments determined the perception of EDVLFV, with $FWLYH�5XUDOV�standing out as positively 

and 6LPSOLVWV as negatively biased. This contradictory tendency is confirmed by &DOP� 5XUDOV 
versus 8UEDQV, although to a lower degree, reflecting these groups’  general image pattern. The 

'RXUR� region was viewed relatively worse on this dimension, which may be related to the more 

poorly developed infrastructures in this interior region. It may also be due to the predominance of 

Portuguese short-break visitors in this region, as foreign tourists and those staying longer did not 

confirm this impression. Particularly the ROGHU age-group and WKRVH� YLVLWLQJ� IULHQGV� DQG� IDPLO\ 
revealed a more positive image of basics, which may correspond to their generally more positive 

attitude towards the destination. )RUHLJQHUV also perceived EDVLFV�as better than Portuguese tourists. 

The domestic market was particularly critical in terms of climate, price, lodging and infrastructure, 

revealing distinct levels of expectation. Finally those VWD\LQJ� ORQJHU were more positively 

impressed, as understandable by this group’ s higher degree of involvement. 

The impression of VRFLDOL]LQJ�� DFWLRQ�� IXQ was substantially affected by benefit-segment, with 

those seeking this attribute least (6LPSOLVWV� and &DOP�5XUDOV) perceiving it as least present and 

those seeking it most as relatively more present. This confirms the assumption of tourists tending to 

find what they look for acting as DFWLYH� KROLGD\� PDNHUV, as suggested by 5\DQ� (1994). This 

dimension is found relatively less in the 'RXUR region, however particularly in the case of the here 

dominating 3RUWXJXHVH� VKRUW�EUHDN� YLVLWRUV. )RUHLJQ� WRXULVWV and those VWD\LQJ� ORQJHU generally 

viewed this dimension as more positively, eventually demanding less or being more involved and 

therefore eager to make the best out of the holiday. Finally, in the KLJK�VHDVRQ this dimension was 

perceived as relatively better, which seems logical, as this season attracts more tourists and leads to 

an increased supply of entertainment and activities. 
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Benefit-segments, season, age and gender influenced the impression of LQIRUPDWLRQ� This 

dimension was perceived as best by $FWLYH�5XUDOV and as worst by the most critical 6LPSOLVWV. It was 

further perceived as better in the ORZ� VHDVRQ, when eventually communication might be more 

personalized. It was actually more sought in the low season (Mann-Whitney U, sig=0.002). 2OGHU 
and IHPDOH�YLVLWRUV confirmed their generally less critical attitude also in respect to information. 

Benefit-segments and season determined the perception of FXOWXUH. &XOWXUH is more sought in the 

low season than in the high (Mann-Whitney U, sig= 0.006), corresponding to a more positive 

evaluation of this image dimension. Apart from the before-mentioned motivational tendency of 

finding what is sought most, the generally more positive bias of $FWLYH�and�&DOP�5XUDOV versus the 

negative of 6LPSOLVWV and 8UEDQV�is confirmed again.  

)XQFWLRQDO�FRQJUXLW\, which has been suggested as a surrogate for cognitive evaluation, is only 

more substantially affected by benefit segments, with 8UEDQV� standing out most negatively and 

$FWLYH�5XUDOV�most positively, as finding least or most what was most valued in a rural holiday.  

&��2YHUDOO�,PDJH�  
Finally the overall impression is most affected by benefit-segments again, but also by age, region, 

nationality group, length of stay and gender. A most favorable tendency could be identified for 

$FWLYH and &DOP�5XUDOV and a most negative bias for 8UEDQV�and 6LPSOLVWV� confirming the above-

mentioned deviations on single image dimensions, except for the factor VRFLDOL]LQJ�� DFWLRQ�� IXQ�
(more positively viewed by 8UEDQV and more negatively by &DOP�5XUDOV). The positive bias of the 

ROGHU� DJH� JURXS� DQG� IHPDOH respondents is also recurrent, as is the negative bias of the 'RXUR�
region, however co-determined by the type of visitors mostly present (3RUWXJXHVH� VKRUW�EUHDN). 

The more positive overall image of IRUHLJQ� WRXULVWV may surprise, as single dimensions were not 

always perceived as better (e.g. nature, a calm and simple environment and destination-self-

congruity). On the other hand, simplicity and destination-self-congruity may not be too relevant for 

a positive overall impression, as also novelty is sought in a holiday experience. Additionally, 

foreign tourists came mostly for a longer stay from farther distances, being thus more involved and 

interested in an overall positive experience. The generally observable positive impact of a ORQJHU�
VWD\ on overall image should therefore be related to a higher degree of involvement. 

As a conclusion, one may retain that single image dimensions are in fact affected by different 

independent variables, although some of these stand out as relevant determinants in several cases 

(or all, as for benefit-segments). That is, results support K\SRWKHVLV����). Further, some variables 

show particular effects in the case of specific categories affecting specific image dimensions (e.g. 

the Douro region with a negative bias and the older age group with a positive bias in many cases, or 

foreign tourists’  more negative image of nature). Apart from analyzing impacts of each 
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independent variable on image in an aggregated manner, the analysis of the impact of each 

category on single image dimensions is therefore important to enhance the understanding of the 

concrete role of image determinants.  

&KDSWHU������,PDJH�(IIHFWV�
Finally, image is suggested to impact on behavior, which may serve for testing external validity of 

the suggested image construct. In this context, probability to recommend and probability to return 

are criterion variables useful for testing the predictive capacity of the image construct238. 

Correlation analysis was used for this purpose. It is true that correlation analysis does not provide 

an indication of causal flow, but this is conceptually assumed. In any case, no strictly causal 

evidence is provided here, but rather an external validation, which “ XVXDOO\�LQYROYHV�HVWDEOLVKLQJ�D�
FRUUHODWLRQ� FRHIILFLHQW� EHWZHHQ� WKH� LQVWUXPHQW� DQG� WKH� H[WHUQDO� RU� RXWVLGH� FULWHULRQ” (*OLQHU� 	�
0RUJDQ, 2000: 321).  

Apart from that, an eventually concurring independent variable (destination loyalty) was 
considered to reveal the relative role of destination image in affecting probable future travel 
behavior, eventually moderated by psycho-graphic traveler type. 

&KDSWHU��������3UREDELOLW\�WR�5HWXUQ�
According to K\SRWKHVLV�������SUREDELOLW\�WR�UHWXUQ is positively affected by: 

a) OR\DOW\�WR�WKH�GHVWLQDWLRQ, especially in the case of SV\FKR�FHQWULVP� 
b) GHVWLQDWLRQ�LPDJH��with the effect of GHVWLQDWLRQ�VHOI�FRQJUXLW\ strongest for SV\FKR�FHQWULFV;   
c) GHVWLQDWLRQ�LPDJH�LV�VXJJHVWHG�WR�SOD\�D�SURPLQHQW�UROH���

3($5621�&255(/$7,21�
3UREDELOLW\�WR�FRPH�EDFN�

$//�� 1� 36<&+2&(175,&6� 1� $//2&(175,&6� 1�

Global impression 0,34 1902 0,29 282 ����� 298 
Nº of visits to the region 0,28 1918 ����� 275 0,23 299 
Colorful, pleasant, warm 0,28 1573 ����� 229 0,31 258 
Functional congruity 0,27 1703 ����� 252 0,27 273 
Basics 0,25 1570 0,25 223 0,23 261 
Different-similar 0,24 1806 0,22 272 0,26 288 
Nature ����� 1605   0,13 * 234   0,13 * 259 
Information 0,16 1549   0,14 * 231 ����� 245 
Fun/ action ����� 1213     
Culture ����� 1529     
Calm, mature, traditional �������� 1573     

7DEOH�����&RUUHODWLRQ�EHWZHHQ�GHVWLQDWLRQ�OR\DOW\��LPDJH�DQG�SUREDELOLW\�WR�FRPH�EDFN�
Note: * correlations significant at the 0.05 level, all other correlations are significant at the 0.01 level 

Outstanding highest (red) and lowest values (black) are highlighted in bold letters  

                                                           
238 Actually, predictive evidence should be provided by an external criterion, measured in the future (*OLQHU�	�0RUJDQ, 2000: 321). However, behavioral intentions may be used as approximate criterion variables.  
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All image factors, except for VLPSOH, as well as number of prior visits correlated significantly, at a 

0.01 level, with probability to come back. The order of importance of variables is visible in table 

54, which further shows the extreme psycho-graphic FRQGLWLRQV��SV\FKR��YHUVXV�DOOR�FHQWULVP). 

/R\DOW\� WR� WKH� GHVWLQDWLRQ, as measured by the number of prior visits, was also significantly 

correlated with the probability to come back. This was especially true for psycho-centrics, for 

whom destination loyalty was actually the most positively correlated factor.�+\SRWKHVLV� ����D��
FRXOG�WKXV�EH�FRQILUPHG��
'HVWLQDWLRQ�LPDJH also positively affected probability to return, especially RYHUDOO�LPSUHVVLRQ��WKH�
LPSUHVVLRQ�RI�SOHDVDQWQHVV��IXQFWLRQDO�FRQJUXLW\��EDVLFV239 and GHVWLQDWLRQ�VHOI�FRQJUXLW\��7KHUHE\�
K\SRWKHVLV�����E��LV�VXSSRUWHG�LQ�LWV�ILUVW�SDUW� The suggestion that high GHVWLQDWLRQ�VHOI�FRQJUXLW\ 
is correlated with probability to return particularly in the case of SV\FKR�FHQWULFV� FRXOG� QRW� EH�
FRQILUPHG��though. Actually, the opposite was found. 

Generally, RYHUDOO� GHVWLQDWLRQ� LPDJH� was identified as the most relevant factor, although for 

psycho-centrics the number of prior visits was the most correlated factor240. 'HVWLQDWLRQ� OR\DOW\ 
generally occupied the second rank. 2YHUDOO�DIIHFWLYH�LPDJH and IXQFWLRQDO�FRQJUXLW\ follow, with 

the perception of EDVLFV�and QDWXUH standing out as cognitive image dimensions and destination-

self-congruity as another relevant affective image component. The fact that nearly all image 

components were significantly correlated to probability to come back also supports the relevance of 

destination image. +\SRWKHVLV� ����F�� FRXOG� WKXV� EH� JHQHUDOO\� FRQILUPHG�� DOWKRXJK� IRU� SV\FKR�
FHQWULFV�GHVWLQDWLRQ�OR\DOW\�ZDV�VOLJKWO\�PRUH�UHOHYDQW�WKDQ�LPDJH��
Concluding, the�K\SRWKHVLV� FRPSOH[� ����� FRXOG� ODUJHO\� EH� FRQILUPHG, suggesting the impact of 

image and destination loyalty on probability to come back. The suggested moderating effect of 

SV\FKR�FHQWULVP could only be confirmed for GHVWLQDWLRQ�OR\DOW\.�
&KDSWHU��������3UREDELOLW\�WR�5HFRPPHQG�

+\SRWKHVLV������ suggests that�SUREDELOLW\�WR�UHFRPPHQG�is positively affected by: 

a) OR\DOW\� WR� WKH� GHVWLQDWLRQ, especially in the case of SV\FKR�FHQWULVP, however not as 
pronouncedly as for the probability to return; 

b) GHVWLQDWLRQ��LPDJH� with the effect of GHVWLQDWLRQ�VHOI�FRQJUXLW\ strongest for SV\FKR�FHQWULFV;  �
c) an RXWVWDQGLQJ�UROH�LV�DVVLJQHG�WR�GHVWLQDWLRQ�LPDJH��

                                                           
239 When isolating the items of this factors, particularly gastronomy, ease of communication and sympathy of 
population were positively correlated with probability to come back. Also infrastructures, lodging and 
climate were significantly correlated, but not price (!). 
240 It is interesting to observe that for allo-centrics overall image was most correlated with probability to 
come back, whereas destination loyalty played a minor role. This seems plausible, given the characteristics of 
this traveler type. 
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'HVWLQDWLRQ� OR\DOW\ was significantly correlated with probability to recommend, but to a lower 

degree than with the probability to come back. Further, SV\FKR�FHQWULFV showed a stronger 

correlation between destination loyalty and probability to recommend, as suggested. 

Correspondingly��K\SRWKHVLV�����D��ZDV�VXSSRUWHG241. 

3($5621�&255(/$7,21�
5(&200(1'�

$//� 1� 36<&+2&(175,&6� 1� $//2&(175,&6� 1�
Global impression 0,39 1866 ����� 277 ����� 298 
Functional congruity 0,33 1675 ����� 249 ����� 273 
Basics 0,32 1546 0,29 219 ����� 261 
Colorful, pleasant, warm 0,31 1546 ����� 224 ����� 258 
Nature 0,25 1578 ����� 229 0,27 259 
Information  0,20 1524 �������� 227 0,27 245 
Culture  0,18 1506   0,24 248 
Different-similar 0,18 1767   0,23 288 
Fun 0,17 1189   0,23 184 
Nº of visits to region 0,13 1881 ����� 273 0,18 299 
calm, mature, traditional 0,12 1546     0,15* 258 
simple, modest, natural 0,07 1546     

7DEOH�����&RUUHODWLRQ�EHWZHHQ�GHVWLQDWLRQ�OR\DOW\��LPDJH�DQG�SUREDELOLW\�WR�UHFRPPHQG�
Note: * correlation significant at the 0.05 level, all other correlation values are significant at the 0.01 level 

Outstanding highest (red) and lowest values (black) are highlighted in bold letters  

$OO�LPDJH�IDFWRUV could be identified as significantly related to the probability to recommend the 

destination at the 0.01 level. The Pearson correlation coefficients were generally higher than in the 

case of probability to come back, suggesting a more relevant position of destination image in the 

present context. Destination image, particularly RYHUDOO�LPDJH, IXQFWLRQDO�FRQJUXLW\, the impression 

of EDVLFV�� SOHDVDQWQHVV�� QDWXUH and LQIRUPDWLRQ stood out, with destination loyalty playing a 

relatively less important role. Finally, the correlation of GHVWLQDWLRQ�VHOI�FRQJUXLW\ with probability 

to recommend was not stronger for SV\FKR�FHQWULFV, as suggested, but actually insignificant and 

strongest for DOOR�FHQWULFV. Consequently, K\SRWKHVHV� ����E�� DQG� ����F�� FRXOG� EH� EDVLFDOO\�
FRQILUPHG� except for the moderating effect of psycho-graphic style for destination-self-congruity. 

&KDSWHU������5HOLDELOLW\�DQG�9DOLGLW\�
&RRN� 	� &DPSEHOO� (1979, as quoted by *OLQHU� 	�0RUJDQ, 2000: 82) have divided research 

validity into four components: 

1. Measurement reliability and statistics 
2. Internal validity 
3. Measurement validity and generalizability of the constructs, and 
4. External validity 

                                                           
241 However, the fact that also allo-centrics showed an above-average positive correlation does not suggest a 
linear relationship (“ WKH�PRUH�SV\FKR�FHQWULF��WKH�KLJKHU�WKH�FRUUHODWLRQ��WKH�PRUH�DOOR�FHQWULF��WKH�ORZHU´). 
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0HDVXUHPHQW�UHOLDELOLW\�was assessed for the cognitive and affective image components, resulting 

from PCA, by computing the &URQEDFK� DOSKD coefficients for each (see chapter 8.2.6). 

Coefficients for cognitive image components had values of at least 0.66, which seems acceptable 

(+DLU�HW�DO�� 1998: 118). Affective image components showed lower internal consistency, which 

should be related to the smaller number of items per scale, as discussed before. Only the first factor 

(SOHDVDQW�� ZDUP�� FRORUIXO) was close to the limit of an acceptable Cronbach coefficient (0.57), 

whereas the other two still considered components (VLPSOH�and FDOP) showed a value close to 0.5. 

For this reason and also due to results of similar studies and conceptual arguments, the first 

affective factor was considered more relevant in this study. For descriptive analysis, a coding of 

open-ended questions was undertaken. In this context, inter-coder reliability was tested by 

comparing the coding procedure of two-by-two coders242.  

0HDVXUHPHQW�YDOLGLW\�can be assessed in terms of face, content and criterion-related validity. )DFH�
DQG� FRQWHQW� YDOLGLW\ can be assumed as given, as both literature review, a careful preliminary 

investigation, pre-testing and refinement process led to the final instrument (see chapter 7). 

Criterion validity can be assumed as given, as the main latent construct under analysis (destination 

image) was significantly related to behavioral criterion variables (see chapter 9.3.2.).  

&RQVWUXFW� YDOLGLW\� could only be measured in terms of IDFWRULDO� HYLGHQFH. Identified factors for 

cognitive image could confirm some of the generally suggested image components for general and 

rural destinations, although empirical evidence from many image studies leads to no conclusion 

about a generally applicable destination image structure243. 

For testing FRQYHUJHQW� YDOLGLW\ several measures for the same constructs must be used. Theory 

about the destination image concept is still in its initial stage and generally Likert-scales have been 

used244. Although different approaches were undertaken in the present study to assess destination 

image, open-ended questions, scale-measures and photo-associations do not exactly measure the 

same thing. As discussed before, free-elicitation of associations should produce image aspects of a 

more motivational type, whereas the scale also includes more hygienic aspects. The photo-

association exercise was undertaken as a merely exploratory and complementary exercise, trying to 

include the visual imagery dimension. However, recurrent themes could be identified and provided 

                                                           
242 This was done punctually for 50 cases in several instances of the coding process and revealed an inter-
coder reliability of about 0.7 on the average. 
243 The most consensual factors, also confirmed by this study, were FXOWXUH�and QDWXUH, followed by DFFHVV�
and DFWLRQ, with EDVLFV corresponding mainly to the factor WRXULVW� IDFLOLWLHV� in other studies, but further 
including FOLPDWH�and SULFH� However a large variety of results could be found, as shown in chapter 6.1.2. 
244 Generally, these scale batteries have been developed for specific study contexts, i.e. particular destinations 
or types of holidays or have been used in a very summarized form, using items judged as most relevant and 
broad (see chapter 6.1.2.). 
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convergent evidence for the existence of specific image contents in the context of a rural holiday 

destination, such as: QDWXUH��FXOWXUH��SHDFH�DQG�TXLHW�and�IULHQGO\�SHRSOH.  

For testing GLVFULPLQDQW� YDOLGLW\, measures of destination image should be compared with 

measures of another construct. In the present case, one might correlate image with behavioral 

variables, which should lead to higher correlations amongst image dimensions and behavioral 

aspects than between image and behavioral aspects. Image and behavior were assumed as separate, 

although related constructs. That is why a correlation between them should exist, but it should be 

lower than that between variables measuring different dimensions of the same construct. In the 

following table correlation between the most relevant and holistic image dimensions (surrogates for 

affective and cognitive image, as well as overall image) and intentional future travel behavior is 

presented. 

� SOHDVDQW� )XQFWLRQDO�&RQJUXLW\� 2YHUDOO�LPDJH� FRPH�EDFN� UHFRPPHQG�
SOHDVDQW� 1.0 0.3 ����� 0.2 0.3 

)XQFWLRQDO�&RQJUXLW\� 0.3 1.0 ����� 0.2 0.3 

2YHUDOO�LPDJH� ����� ����� 1.0 0.3 0.3 

FRPH�EDFN� 0.2 0.2 0.3 1.0 ����
UHFRPPHQG� 0.3 0.3 0.3 ���� 1.0 

7DEOH�����&RUUHODWLRQ�EHWZHHQ�PRVW�UHOHYDQW�LPDJH�GLPHQVLRQV�DQG�EHKDYLRUDO�LQWHQWLRQV�
Note: all correlation values are significant at the 0.01 level 

It is visible that all dimensions are significantly correlated. However, the degree of correlation 

among image constructs and behavior-related variables is higher than that between image and 

behavior variables, which supports the assumption of discriminant validity. Still, for a rigorous 

testing, less related constructs should be used, which would have increased complexity of the 

already complex questionnaire, though. The image construct is of such a complex nature, that 

several approaches seem to be necessary to assess it. These approaches must be further refined and 

more detailed studies are needed to test convergent and discriminant validity of diverse image 

dimensions. However, for this study a more complex survey would have been impracticable, given 

the objective of a large-scale destination image study, interested in factors influencing it. 

,QWHUQDO� YDOLGLW\� refers to the equivalence of groups on attributes other than the independent 

variables (*OLQHU�	�0RUJDQ� 2000: 83-88). This problem has been addressed by controlling for 

other variables, when assessing group differences due to a specific suggested determinant of image. 

Interaction effects have been analyzed and the overall impact of the specific variable was 

estimated.  
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Finally, H[WHUQDO�YDOLGLW\ concerns generalizability of results (*OLQHU�	�0RUJDQ, 2000: 158-160). 

In this context, the representativeness of the studied population, adequacy of sampling, and 

response rates are important issues. In the present study, the sampling method was designed in a 

way to enhance the representativeness of the leisure tourist population in rural North Portugal, 

although some slight biases were introduced to equally represent all sub-regions, high and low 

season and international versus domestic market. However, as secondary data on the population is 

missing, an exact judgement of representativeness cannot be made. Response rates of the direct 

interviewing approach, realized regularly along one entire year and at several attraction points in all 

sub-regions, were extremely high. This should also have improved the quality of the sample. In any 

case, results may only be valid for this particular destination. The fact that a large part of 

respondents were experienced international rural holiday-makers may eventually imply validity for 

other rural destinations, particularly for those with similar features. Still, whether this is true should 

be assessed in corresponding replication studies. Further, tourism literature suggests that different 

tourist destinations may be related to different holiday types, which results in image studies 

highlighting different destination features. This implies a difficulty of transferring results from this 

study to other types of destinations.  

(FRORJLFDO� YDOLGLW\ in terms of naturalness of data collection settings, adequacy of rapport with 

testers, naturalness of procedures or tasks and appropriateness of timing, should be given. Tourists 

were addressed in natural tourist settings, the instrument had been pre-tested to ensure ease of 

response and the interviewer helped out, whenever necessary to explain a question, but with great 

care of not inducing answers. The timing and selection of data collection sites should guarantee that 

results are not restricted in time and space. 

Generally, reliability and validity were major concerns of this study, enhanced by the careful 

development of the research instrument and planning of data collection, but also through particular 

validity checks in the coding phase. Finally, the selection of adequate statistical measures, given 

the research objectives and nature of collected data, should also have contributed to enhanced 

validity of results. However, limitations must be acknowledged, as destination image research has 

not yet led to a very sound theoretical body of knowledge. During the research process the 

possibility of improvements of both the instrument and the administration method became evident. 

The present results may be considered a contribution to a better understanding of destination 

images and the factors influencing them, although eventually not generalizable to all kinds of 

destinations. Replication studies should be undertaken to assess external validity of the suggested 

relationships.  

�
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&RQFOXVLRQV�RI�&KDSWHU���
This chapter tested suggested hypotheses about destination image structure, determinants and 

effects and addressed reliability and validity issues. 

As far as image structure is concerned��FRJQLWLYH��DIIHFWLYH��KROLVWLF�and LPDJHU\ dimensions could 

be identified. Confirming hypothesis 1a), DIIHFWLYH� DQG� FRJQLWLYH� GLPHQVLRQV�were� LQWHUUHODWHG� 
The proposition of FRJQLWLRQ� GHWHUPLQLQJ� DIIHFW� YLD� IXQFWLRQDO� FRQJUXLW\ (hypothesis 1b) was 

confirmed via path analysis, but only for the affective dimension “ SOHDVDQW�� ZDUP�� FRORUIXO´� 
which was suggested to represent RYHUDOO� DIIHFWLYH� LPDJH. The relevance of GHVWLQDWLRQ�VHOI�
FRQJUXLW\� IHHOLQJV in the context of affective image could be confirmed (hypothesis 1c) by the 

strong correlation of the corresponding variable with RYHUDOO�DIIHFWLYH�LPDJH. This correlation was 

strongest for psycho-centric and weakest for allo-centric travelers, as suggested. Finally, all 

identified image elements GHWHUPLQHG more or less� RYHUDOO� GHVWLQDWLRQ� LPDJH (hypothesis 1d),�
although some not always in a direct manner. Correspondingly, hypotheses concerning image 

structure could be mainly confirmed.  

The suggested differences in destination images for North Portugal could be generally confirmed. 

Especially EHQHILWV�VRXJKW were responsible for many and strong image differences, confirming the 

relevance of a specific motivational background. A tendency of finding what was most sought was 

also visible. 

The VWLPXOXV� FRQWH[W� YDULDEOH� ³VXE�UHJLRQV”  was confirmed as relatively significant, although 

differences related mainly to a more negative image of the Douro region, especially from the point 

of view of the domestic short-break market, which predominated in that region. Higher levels of 

familiarity together with a lower degree of involvement were considered determinant for this. Still, 

also the Minho and Tras-os-Montes regions showed some particularities, which may justify the 

separate treatment of destination image for sub-regions of North Portugal.  

The WUDYHOLQJ�FRQWH[W variable “ OHQJWK�RI�VWD\´ also revealed relevant impacts on image, as visible 

in the confrontation of short-break visitors with those staying longer. This should be due to 

different levels of involvement of those who decide to stay for different periods of time. However, 

the assumed tendency “ WKH� ORQJHU� WKH� EHWWHU”  only held for Portuguese repeat visitors, whereas 

foreign newcomers especially in the Minho region, perceived the destination as better when coming 

for a short-break. This may be due to a better first impression and eventually a kind of disillusion 

when staying for a longer period. 

The socio-demographic variable�³GRPHVWLF�YHUVXV�LQWHUQDWLRQDO�WRXULVW�PDUNHW”  revealed a strong 

impact on image differences. This variable should reveal differences in cultural background and 
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familiarity with the destination. The impacts of this variable become also visible in numerous 

interaction effects of its categories with the other independent variables.  

Also DJH stood out as a socio-demographic variable when testing image differences, especially 

when considering the extreme age groups (youngest and oldest). A particularly positive image bias 

could be found for the older age group. Moreover, this group generally perceived fewer image 

differences due to other independent variables, revealing a higher level of homogeneity in 

destination perception.  

6HDVRQDO� image differences were also quite relevant, with the high season being perceived as 

slightly more pleasant/ warm and IXQ and the low season as more calm. However, interaction with 

nationality group and length of stay was observable, eventually linked to different motivational 

backgrounds and types of involvement, when coming in different seasons.  

Some variables were identified as still relatively important, but only in relation to some image 

dimensions and in specific contexts, revealing strong interaction effects. These variables were 

HGXFDWLRQ� (with a positive bias for the lower education group) and WUDYHO� SXUSRVH (with a 

homogenizing effect of the purposes “ YLVLWLQJ�IULHQGV�DQG�IDPLO\”  and “ EXVLQHVV� WUDYHO” , the first 

with a slightly positive the second a negative bias). Contradicting results of other studies, 

GHVWLQDWLRQ�OR\DOW\ played only a secondary role (with a stronger positive bias identified for foreign 

repeat visitors, though). Also JHQGHU showed only a minor impact on image differences (with a 

positive bias for females). 

That is, all hypotheses testing image determinants could be at least partly confirmed, with an RUGHU�
RI�LPSRUWDQFH of these factors visible. This order was only approximately identified, though, as a 

series of conditions had to be considered for the relevance of each. 

Further, different impacts were identified for different independent variables (and herein of specific 

categories) on particular image dimensions, which makes an overall appreciation of independent 

variables difficult. Not all categories of independent variables showed a clear tendency of inducing 

a positive or negative image in all image dimensions. In any case, both an overall and aggregated 

analysis, as well as a more detailed appreciation of this very complex construct and of the 

numerous potential and interacting effects of several independent variables seems most adequate. 

As far as SRWHQWLDO�HIIHFWV�RI�GHVWLQDWLRQ�LPDJH�RQ�WRXULVW�EHKDYLRU are concerned, the relevance of 

image for the SUREDELOLW\� WR� UHWXUQ was confirmed, with overall destination image revealing the 

strongest correlation. 'HVWLQDWLRQ� OR\DOW\�� RYHUDOO� DIIHFWLYH� LPDJH� and� IXQFWLRQDO� FRQJUXLW\ 
followed, with the perception of EDVLFV� and QDWXUH standing out as cognitive image factors and 

GHVWLQDWLRQ�VHOI�FRQJUXLW\ as an affective image component. 'HVWLQDWLRQ� OR\DOW\ should be 

considered as nearly as important as destination image, especially in the case of SV\FKR�FHQWULFV. 
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The suggested moderating effect of SV\FKR�JUDSKLF� WUDYHOHU W\SH� for probability to return could 

thus be confirmed in the case of destination loyalty (particularly SV\FKR�FHQWULF travelers were 

more likely to return, the more often they had repeated their visit), but not for the impact of 

GHVWLQDWLRQ�VHOI�FRQJUXLW\ on probability to return. 

The importance of image dimensions for the SUREDELOLW\� WR�UHFRPPHQG�could be confirmed, too. 

/R\DOW\� WR� WKH� GHVWLQDWLRQ�was also significant, especially in the condition of SV\FKR�FHQWULVP. 

However, GHVWLQDWLRQ�LPDJH�GLPHQVLRQV�assumed a relatively higher level of importance (except 

for the DURXVDO�UHYHDOLQJ affective image factors). 2YHUDOO� LPDJH�� IXQFWLRQDO� FRQJUXLW\, the 

impression of EDVLFV�� SOHDVDQWQHVV�� QDWXUH and LQIRUPDWLRQ� stood out. The moderating effect of 

SV\FKR�JUDSKLF�WUDYHOHU�W\SH for the correlation between GHVWLQDWLRQ�VHOI�FRQJUXLW\ and probability 

to recommend could not be confirmed, though. 

Generally, the RXWVWDQGLQJ� UROH� RI� GHVWLQDWLRQ� LPDJH� on behavioral intentions could be largely 

confirmed, with stronger effects observable for the probability to recommend than for the 

probability to return.  

Although results are only of an indicative nature, as probabilities of behaviors and not actual 

behaviors were measured, they confirm the behavioral relevance of image, already found in other 

studies. This justifies the extensive effort invested in destination image research, attempting to 

improve assessment of destination image, the understanding of its structure and determinants. The 

complexity of dimensions and variables involved is challenging and inputs from diverse 

disciplinary backgrounds seem to be useful.  

Reliability and validity of the presented results should be assured by the careful research design, 

although some limitations were identified. However, the reported relationships may be destination-

specific, and eventually valid for the tourism form “ rural tourism” . That is why the query for 

globally valid relationships would call for replication studies, first at different rural holiday 

destinations to test tourism-form-specific validity and second, at different types of destinations. 

Eventually some relationships may be more generalizable than others (e.g. the older age group may 

generally have a more favorable attitude or eventually only when at a “ rural holiday destination” , 

whereas sub-regional differences should largely depend on the specific destination studied). Many 

questions are left open, but it is hoped that the identified results enrich the discussion about 

destination image, its structure, role and relevance for the tourist and the destination.   �
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&KDSWHU�����'LVFXVVLRQ�RI�5HVXOWV��,PSOLFDWLRQV�DQG�&RQFOXVLRQV�
The primary purpose of this dissertation was to advance the understanding of destination image, its 

structure, (co-) determinants and potential behavioral effects. These three main fields of inquiry 

were developed in a series of hypotheses and empirically tested for the rural tourist market in North 

Portugal. The objective of this chapter is to discuss and integrate findings from the diverse phases 

and approaches of this research effort. A comprehensive overview of results is presented and 

alternative explanations discussed, implications for destination marketing suggested, major 

contributions in several fields summarized and directions for future research proposed, after an 

acknowledgement of limitations of the study.   

&KDSWHU�������&RQFOXVLRQV�IURP�)LQGLQJV�DQG�$OWHUQDWLYH�([SODQDWLRQV�
&KDSWHU���������,PDJH�6WUXFWXUH�

Results confirmed the existence of a YHU\�FRPSOH[�GHVWLQDWLRQ�LPDJH, containing diverse FRJQLWLYH��
DIIHFWLYH��LPDJHU\�DQG�KROLVWLF elements (see chapters 8.2.6 and 9.1). These may be measured by a 

variety of instruments and techniques, of which some have been used in the context of this 

dissertation. Quantitative instruments, such as Likert and semantic differential scales proved to be 

most adequate for hypotheses testing, permitting the use of associational and comparative statistic 

techniques. Qualitative measures contributed to the development of the quantitative research 

instrument and also to the assessment of diverse unique image aspects and validation of some 

results. Further, qualitative techniques, like free elicitation, permit an analysis of complexity and 

valence of destination image as well as the assessment of attribute centrality (-HQNLQV, 1999). The 

complexity and generally positive valence of the region’ s destination image could thereby be 

confirmed (see chapter 8.2.6.). The category QDWXUH stood out as the most central and complex 

attribute, with FXOWXUH�� JDVWURQRP\� and IULHQGO\� SHRSOH also relevant. The REMHFW� YDOHQFH can be 

identified as predominantly positive as positive qualifiers were referred to most often. A 

simultaneously SOHDVDQW� DQG� SHDFHIXO� DWPRVSKHUH reveals the position of the destination on the 

affective image dimensions SOHDVDQWQHVV� DQG� DURXVDO� suggested in environmental psychology 

(5XVVHO� 	� /DQLXV, 1984). When considering the strong correlation between the (quantitatively 

assessed) cognitive image dimension QDWXUH and all DIIHFWLYH�GLPHQVLRQV the centrality and valence 

of this particular category are confirmed (see chapter 9.1.1.). Thus, a more KROLVWLF� DQG�
SV\FKRORJLFDOO\� VKDSHG� GHVWLQDWLRQ� LPDJH containing the elements QDWXUH�� SHDFHIXOQHVV� DQG�
SOHDVDQWQHVV was most associated with North Portugal. Affective image is further determined by 

the IULHQGOLQHVV�RI�SRSXODWLRQ� which is integrated in the cognitive dimension named EDVLFV��Since 

affective image was suggested as most related to motivation (see chapter 6.1.2), these aspects 
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should receive particular attention in the region’ s destination marketing. As more XQLTXH�HOHPHQWV 
aspects related to specific ODQGVFDSH�HOHPHQWV��FXOWXUH�and JDVWURQRP\ should be considered�  
These results confirm that a mixed qualitative-quantitative research approach is most adequate for 

image assessment. This permits most valuable insights in different dimensions of destination image 

and cross-validation of single approaches.  

The test of relationships between cognitive, affective and overall image revealed the existence of 

the suggested SDWK� IURP�FRJQLWLRQ�RYHU� DIIHFW� WR� D�KROLVWLF� LPDJH� (see chapter 9.1.4.). This has 

path also been found in a series of other consumer behavior studies within tourism (0D\R�	�
-DUYLV, 1981,:RRGVLGH� 	� /\VRQVNL� 1989, *DUWQHU� 1993, %DORJOX, 1996). The finding is an 

important contribution to LQIRUPDWLRQ�LQWHJUDWLRQ�WKHRU\ applied to destination image and partially 

confirms the KLHUDUFK\� RI� HIIHFWV� SDUDGLJP� (6LUJ\, 1983)245. The path-model may be related to 

.HOOHU¶V (1993) three levels of abstraction (chapter 5.1.5.c), with the cognitive image 

corresponding to the attribute-level, functional congruity to the benefit-level and the affective 

image to the attitude-level, all leading to an overall image. 

¾ )XQFWLRQDO�&RQJUXLW\�
In this context, the variable IXQFWLRQDO�FRQJUXLW\�was constructed and introduced into the model as 

a mediating variable. This variable is similar to 6LUJ\� 	� 6X�V (2000) construct referring to a 

destination’ s subjectively defined instrumental value (see chapter 6.2.2). It may be thought of as a 

VXUURJDWH� YDULDEOH� IRU� WKH� RYHUDOO� FRJQLWLYH� LPDJH� reflecting the evaluation of the most valued 

aspects of a rural tourism experience. )XQFWLRQDO�FRQJUXLW\ was identified as particularly relevant 

for RYHUDOO�DIIHFWLYH�and RYHUDOO� LPDJH (see chapter 9.1.3. and 9.1.4.)�� It should be a particularly 

action-relevant construct according to� H[SHFWDQF\�YDOHQFH� WKHRU\ (see chapter 6.3.), as confirmed 

when testing hypotheses 3.1) and 3.2) (see chapter 9.3.).  

¾ &RJQLWLYH�,PDJH�)DFWRUV�
The cognitive aspects included in the Likert-scale battery could be aggregated into five FRJQLWLYH�
IDFWRUV (EDVLFV��QDWXUH��FXOWXUH�� LQIRUPDWLRQ and VRFLDOL]LQJ�DFWLRQ�� IXQ), which partly correspond 

to other factors identified in destination image studies (WRXULVW�IDFLOLWLHV��QDWXUH��FXOWXUH��DFFHVV�DQG�
DFWLRQ, see chapters 6.1.2. and 8.2.6.). These dimensions reflect the items, which were identified as 

important aspects to be considered in a rural tourist destination image study (see chapter 7.4.2.).  

                                                           
245 For a complete confirmation, the path model should further include behavioral variables, which were 
ignored, as otherwise excessive complexity might have negatively affected validity of results (3HVWDQD�	�*DJHLUR, 1998). However, the relation between image and behavioral intentions was analyzed and confirmed 
via simple correlation analysis. 
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The identification of strong (VFHQHU\��QDWXUH��SHDFH�DQG�TXLHW��V\PSDWK\�RI�SRSXODWLRQ) and weak 

points (VLJQ�SRVWLQJ�� WRXULVW� LQIRUPDWLRQ and XQSROOXWHG� HQYLURQPHQW) from the tourists’  point of 

view, by confronting LPSRUWDQFH� DQG� SHUIRUPDQFH ratings, helps revealing image structure 

(attribute valence and centrality) and may assist in guiding destination marketing. Responses to 

open-ended questions confirmed the relevance of these items, adding further FKDRWLF�WUDIILF�on the 

negative side. The distinction between more PRWLYDWLRQDO and K\JLHQLF�cognitive aspects permitted 

further insights in these factors’  relevance for behavior and satisfaction (see chapter 8.2.6.). 

Considering results of path-analysis, the most relevant single cognitive image factors determining 

RYHUDOO�DIIHFWLYH�LPDJH�were EDVLFV, followed at some distance by QDWXUH�and FXOWXUH. The cognitive 

image factors most affecting RYHUDOO�LPDJH were EDVLFV and�QDWXUH, followed at some distance by 

FXOWXUH (see chapter 9.1.3. and 9.1.4.)� These factors and their integrating destination attributes 

should be considered most important for the creation of an attractive destination image. Particularly 

EDVLFV� (including accommodation, gastronomy, climate, sympathy of population, ease of 

communication, infrastructure and price) stand out, integrating elements that may provide a 

generally ZHOFRPLQJ�DWPRVSKHUH. This factor is also most closely related to SUREDELOLW\� WR�UHWXUQ�
and to UHFRPPHQG (see chapter 9.3.)� The second most important factor is QDWXUH (proximity to 

nature, peace and quiet, walking paths, rural life, unpolluted environment, isolation, scenery), as 

might be expected of a rural tourist destination. 

¾ $IIHFWLYH�,PDJH�)DFWRUV�
The DIIHFWLYH�LPDJH was assessed by a semantic differential scale battery, also used to assess VHOI�
LPDJH� and developed on the basis of 0DOKRWUD¶s scale suggestion (1982), adapted to the rural 

tourist destination as the image-object (7.4.2. and 8.2.6.). Also in the context of affective 

destination image PCA revealed a, however less clear, image structure, with five factors (FRORUIXO��
SOHDVDQW�� VLPSOH�� FDOP�� HPRWLRQDO and LQIRUPDO). Of these only the first three were considered 

sufficiently clear, as revealed by &URQEDFK� DOSKD values. Particularly the dimension “ FRORUIXO��
SOHDVDQW��ZDUP”  was considered most significant and suggested as a surrogate for overall affective 

image, as also recommended by %DJR]]L�	�%XUQNUDQW (1979) and <RXQJ (1995). This comes 

close to 7URPPVGRUUI¶V (1975) supposition of a XQL�GLPHQVLRQDO� DWWLWXGH� revealed by an 

evaluative image dimension (see chapter 5.2.1). The tested path-model from cognitive over 

affective to overall image supports the relevance of this dimension, which is in this context the only 

actually significant of the three considered affective dimensions.  

Other affective image dimensions found (VLPSOH and FDOP) may correspond to the second most 

relevant affective image dimension (DURXVDO), as suggested by 5XVVHO�DQG�FROOHDJXHV� However, 
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they revealed no relevant role in the mentioned path-analytical model246 (see chapter 6.2.1). They 

may correspondingly stand for a less evaluative affective dimension, which could still be relevant 

for understanding the affective atmosphere of a destination. Furthermore, strong relations between 

all more relevant affective and cognitive image factors were detected, indicating at least an indirect 

relation of all affective dimensions with overall image. 

¾ 'HVWLQDWLRQ�6HOI�&RQJUXLW\�
Apart from these affective image dimensions the role of GHVWLQDWLRQ�VHOI�FRQJUXLW\ was analyzed. 

This has been suggested as significant for destination image elsewhere (6LUJ\� 	� 6X�� 2000). 

However, these authors proposed a different operationalization, namely the degree of identification 

of the tourist with other tourists visiting the destination. This may be more adequate, since the 

image objects are semantically closer. Another alternative would be the degree of identification 

with the resident population at the destination. Initially 6LUJ\�(1983), 0DOKRWUD�(1982) and in the 

following other authors (e.g. 0HWKD, 1999) applied the concept of product-self-congruity to the 

comparative evaluation of SURGXFW� SHUVRQDOLW\ versus VHOI. This approach was based on the 

assumptions of VRFLDO�FRPSDULVRQ� WKHRU\�� LPSOLFLW�SHUVRQDOLW\� WKHRU\ and FRQVLVWHQF\� WKHRU\� (see 

chapter 5.1.4.). This possibility was tested for the GHVWLQDWLRQ�SURGXFW in this thesis.  

A strong relationship with the overall affective image dimension SOHDVDQW��ZDUP��FRORUIXO could be 

detected, which was the stronger the more SV\FKR�FHQWULF�the tourist (see chapter 2.6.), as expected. 

Those tourists who prefer more familiar holiday experiences tend to react emotionally the more 

positively towards the destination the more they identify with it. On the other hand when 

introducing it together with cognitive and affective image dimensions into multiple regression, no 

significant relation to overall image was identified. Consequently GHVWLQDWLRQ�VHOI�FRQJUXLW\ may be 

considered more relevant for affective image than for a holistic, also cognitively determined, 

image. Its relevance for behavioral intention was confirmed via correlation analysis, even though 

the suggested moderating effect of SV\FKR�JUDSKLF�WUDYHOHU�W\SH was not visible here. Concretely, 

the assumption “ WKH� PRUH� SV\FKR�FHQWULF�� WKH� PRUH� GHVWLQDWLRQ�VHOI�FRQJUXLW\� LV� UHODWHG� WR�
EHKDYLRUDO�LQWHQWLRQV´�could not be confirmed. In the case of SV\FKR�FHQWULF�WUDYHOHUV the number 

of prior visits seems actually to be more relevant than image aspects and similarity judgments. This 

reveals a strong habituation and loyalty effect, which does not necessarily translate into 

substantially increased GHVWLQDWLRQ�VHOI�FRQJUXLW\�feelings. That is, SV\FKR�JUDSKLF�WUDYHOHU�W\SH did 

not affect the suggested behavioral effects of VHOI�FRQJUXLW\� WKHRU\ but intensified behavioral 

tendencies, reflected by GHVWLQDWLRQ�OR\DOW\��This habituation effect among psycho-centric travelers 

                                                           
246 The theoretically eventually existing SRWHQF\�GLPHQVLRQ�(2VJRRG�HW�DO�� 1957) could not be confirmed, but 
the most relevant scale for this dimension (GRPLQDWLQJ���VXEPLVVLYH) was eliminated due to validity concerns 
(see chapter 7.4.4.). 
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may actually have led to a decreased relevance of image when compared with allo-centric travelers. 

The latter, more unfamiliar with the destination, may rely more on a cognitively developed image 

(+RZDUG�	�6KHWK��1969, 6LUJ\, 1983, see chapter 5.1.5.a.). This was particularly visible for the 

probability to recommend the destination. It is interesting to note that, in general, the effect of 

GHVWLQDWLRQ�VHOI�FRQJUXLW\ on the probability to return was slightly more important than the effect 

on probability to recommend. This may confirm 6LUJ\¶V (1983) assumption that DFWXDO� VHOI�
FRQJUXLW\� MXGJHPHQWV, as used here, should be particularly related to SXUFKDVH� LQWHQWLRQ. The 

probability to recommend may be rather dependent on LGHDO�RU�VRFLDO� VHOI�FRQJUXLW\� MXGJHPHQWV, 
since this behavior should be affected by the tourist’ s perception of others, what he/ she considers 

relevant to them and how he/ she would like to be seen by them. 

The construct GHVWLQDWLRQ�VHOI�FRQJUXLW\ was argued to be best revealed by a single “ YHU\�
VLPLODUÅÆ�YHU\�GLIIHUHQW´�VFDOH, as also suggested by 6LUJ\�HW�DO��(1997). The reason for this was 

the difference in image structure identified for the semantic domains “ GHVWLQDWLRQ´ and “ VHOI´� 
although using the same scales. Additionally, the average difference values did not correlate much 

with the single scale. The latter may more validly reflect an overall similarity feeling (see chapter 

8.2.6.). Dimensions suggesting SOHDVDQWQHVV and DURXVDO�could also be found for the concept of VHOI 
with corresponding SOHDVDQWQHVV� dimensions correlating positively. This may reflect a more 

positive (less critical) attitude of respondents referring to themselves as SOHDVDQW. 

&KDSWHU���������,PDJH�'HWHUPLQDQWV�
¾ 5HJLRQ��
As far as potential GHVWLQDWLRQ� LPDJH� �FR��� GHWHUPLQDQWV are concerned (see chapter 6.2.2.), 

UHJLRQDO�DQG�VHDVRQDO�LPDJH�GLIIHUHQFHV�were identified, which may confirm the relevance of the 

stimulus object. 5HJLRQDO�GLIIHUHQFHV were strong, particularly for Portuguese short-break visitors 

perceiving the Douro region more negatively. The suggested relationship “ WKH� PRUH�
NQRZOHGJHDEOH��WKH�PRUH�GLIIHUHQFHV�SHUFHLYHG´ (as already suggested by +XQW, 1975) could thus 

be confirmed for the Portuguese but not for foreign repeat visitors. Generally, a more profound 

knowledge of regions belonging to one’ s own country may be assumed. This should result in 

stronger RUJDQLF� and� FRPSOH[ images (*XQQ��1972) based on own prior experience and that of 

closely related others. This FXOWXUDOO\�VKDSHG�NQRZOHGJH�VXUSOXV of the domestic market may be 

more relevant than the length of stay or repeat visit. The domestic market may also possess a 

particular FXOWXUDOO\�VKDSHG�SUH�GHILQHG�VWHUHRW\SH of certain Portuguese sub-regions that does not 

necessarily correspond to real differences. In this study LQYROYHPHQW� DQG�PRWLYDWLRQDO� VWUXFWXUH 

should be additionally relevant, as repeat visits of foreigners, longer stays, visits of friends and 

relatives and older age eliminated differences (particularly the negative bias of the Douro region). 
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Specific differences for the Minho and Trás-os-Montes may also be rather related to the type of 

market present (foreigners dominating the Minho and Portuguese Trás-os-Montes). Therefore, 

observable sub-regional differences seem to be simultaneously dependent on nationality group 

(reflecting knowledge differences) and the respondent’ s involvement (reducing negative images of 

a particular sub-region). As a conclusion, SULRU� NQRZOHGJH is one important aspect moderating 

regional destination image differences, but FXOWXUDO� IDFWRUV�� LQYROYHPHQW and PRWLYDWLRQDO�
EDFNJURXQG should also be considered relevant factors.�Sub-regional image differences have rarely 

been studied elsewhere, but should also depend on the type of destination and the real distinct 

features of its corresponding sub-areas (see chapter 8.1.).  

¾ 6HDVRQ�
6HDVRQDO� LPDJH� GLIIHUHQFHV have been suggested as relevant context variables for destination 

image differences (6WDEOHU, 1990), but a corresponding study undertaken by *DUWQHU (1986) did 

not produce any conclusive results. In the present study, seasonal image differences�may be due to 

different types of respondents in both seasons staying for different periods of time and moved by 

different interests.  Still, the suggested season-typical image differences were confirmed. The high 

season was perceived as slightly more SOHDVDQW��ZDUP and “ IXQ´ and the low season as more FDOP. 

A different type of experience, due to different weather conditions, tourist movements and 

corresponding supply should be partly responsible for seasonal image differences, as well as 

different types of tourist markets (foreigners preferring the high season) and travel behaviors (short 

break visits prevailing in the low season). Simultaneously, tourists travelling in different seasons 

and staying for different periods of time should be looking for different travel experiences, 

corresponding to different motivation backgrounds, which people strive to satisfy (5\DQ, 1994, see 

chapter 2.6.). 

As a conclusion, VWLPXOXV�UHODWHG�LPDJH�GLIIHUHQFHV should be partly due to actually perceivable 

stimulus differences (see chapter 5.3.), and partly dependent on traveler type, travel context and 

motivational background. Obviously, this should further be destination-specific. 

¾ 3XUSRVH�RI�7UDYHO��
3XUSRVH� RI� WUDYHO�did not strongly affect image differences although a general negative bias for 

EXVLQHVV� WUDYHOHUV and a positive for WKRVH�YLVLWLQJ�IULHQGV�DQG� IDPLO\ could be confirmed. These 

two groups revealed a more homogeneous perception when analyzing the effect of other 

independent variables on image. These effects may reflect similar motivational backgrounds of 

these groups. In any case, many interaction effects reduced the impact of travel purpose on image. 

The research design led to an inclusion of only those who simultaneously revealed a leisure motive, 

which may have diluted differences among travel purpose groups in the present study. 
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¾ %HQHILWV�6RXJKW�
On the other hand, VSHFLILF�PRWLYDWLRQDO�FRQWH[W�LQ� WHUPV�RI�EHQHILWV�VRXJKW was responsible for 

many and strong image differences. A tendency of finding what was most sought was visible, as 

also identified by 3KHOSV (1986) and <RXQJ�(1999). This lends support to 5\DQ¶V (1994) findings 

of an active holidaymaker, interested in making the best of his/ her trip. This may be related to VHOI�
SHUFHSWLRQ� WKHRU\� and the psychological phenomenon of a VHOI�IXOILOOLQJ� SURSKHF\� Also distinct 

benefit-segments were identified, having more or less favorable destination images. Two of these 

revealed a strong preference for the rural nature of the destination and were correspondingly named 

UXUDO� EHQHILW� VHJPHQWV, with a more active and hedonistic versus a calm and contemplative 

motivational background respectively (see chapter 8.2.5.).  

¾ /HQJWK�RI�6WD\�
The WUDYHOLQJ� FRQWH[W variable “ OHQJWK� RI� VWD\´ revealed relevant impacts on image, when 

comparing short-break visitors with those staying longer. This variable should be related to higher 

degrees of involvement of those staying longer, eventually (also) via increased FRQWDFW�RSSRUWXQLW\ 
(:HLOHU��1989, see chapter 6.2.2.). However, the assumed involvement-based tendency “ WKH�ORQJHU�
WKH�EHWWHU´ only held for Portuguese repeat visitors. Foreign newcomers (especially in the Minho 

region) perceived the destination as better when coming for a short-break. This could reveal a kind 

of disillusion when staying for longer and eventually recognizing the destination’ s weak points. 

Perhaps exaggerated advertising promises may be partly responsible for this disillusion of 

newcomers staying for a longer holiday.  

¾ 5HSHDW�9LVLW�
According to )DNH\H�	�&URPSWRQ (1991), first-time visitors are in the “ LQGXFHG� LPDJH� VWDJH” , 

with their initial RUJDQLF� LPDJH being subject to “ SHUVXDVLYH� LQIRUPDWLRQ” . Repeat visitors on the 

other hand should hold a more FRPSOH[�LPDJH. Contradicting results of other studies, GHVWLQDWLRQ�
OR\DOW\��IDPLOLDULW\ played only a secondary role in the present study with a stronger positive bias 

identified for foreign repeat visitors that stayed longer. Those may be considered a particularly 

involved group of tourists. This would confirm the supposition that involvement-reflecting 

experienced-based familiarity should result in the most positive destination image (see chapter 

6.2.2.). However, a general, multidimensional and strong positive bias for repeat visitors, as 

eventually expected as a result of a YLUWXRXV�FLUFOH (explainable by VHOI�SHUFHSWLRQ�DQG�FRQVLVWHQF\�
WKHRU\�, could not be observed. Generally, familiarity with the destination resulted in stronger 

GHVWLQDWLRQ�VHOI�FRQJUXLW\� IHHOLQJV. Also an increased perception of VLPSOLFLW\ seems natural, as 

repeat visitors perceived lower degrees of strangeness. The higher degree of personal identification 

and the more pronounced affective images of repeat visitors may confirm 0DF.D\¶V (1995) 
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findings of a more affective evaluation of a destination due to experience. The fact that UHSHDW�
YLVLWRUV�SHUFHLYHG�QDWXUH�PRUH�IDYRUDEO\ should be partly due to the predominance of Portuguese in 

this group. Contrary to expectations, foreign short-break visitors tended to perceive the destination 

as better when coming for the first time. This may reveal a very positive first impression of these 

newcomers and again a disillusion effect when repeating the trip. Recognition of existing weak 

points previously not identified should be partly responsible for this. Apart from that, short-break 

visitors are less involved and may therefore perceive the destination as better due to the excitement 

of novelty in their first trip. However, a repeated short-break may lead to saturation of these less 

involved tourists. The optimal level of arousal (.URHEHU�5LHO, 1992), as linked to the optimal level 

of familiarity (&RKHQ� 1972,� 0DF.D\�	� )HVHQPDLHU, 1997) may have influenced results (see 

chapter 2.6.).  

In any case, the suggested relevance of prior visit could not be totally confirmed, particularly not 

when only distinguishing between repeat visitors and newcomers. Eventually, a further distinction 

according to different degrees of familiarity/ loyalty would have yielded more convincing results. 

Actually, when using the original variable “ QXPEHU�RI�SULRU�YLVLWV”  in a correlation analysis with 

intentional future behavior, this variable revealed itself as relatively important, especially for the 

SV\FKR�FHQWULF�WRXULVWV��
¾ 1DWLRQDOLW\�*URXS�
The variable�³GRPHVWLF�YHUVXV�IRUHLJQ�WRXULVW�PDUNHW”  (QDWLRQDOLW\�JURXS) revealed a strong impact 

on destination image. This variable should reveal differences in cultural background, knowledge of 

and familiarity with the destination (see chapter 6.2.2.). The impacts of this variable become also 

visible in numerous interaction effects with the other independent variables. A generally more 

favorable image of QDWXUH��VLPLODULW\��D�FDOP�DQG�VLPSOH�DWPRVSKHUH from the point of view of the 

domestic market contrasts with a more positive evaluation of EDVLFV�� IXQ� and most importantly 

RYHUDOO� LPDJH found for the foreign market. The latter should be related to the higher level of 

involvement of foreign tourists traveling to North Portugal for a holiday, compared with the 

relatively more numerous Portuguese short-break visitors. The other image differences may be 

related to familiarity differences (VLPSOLFLW\� DQG� VLPLODULW\) and different sensibilities or 

requirements (QDWXUH��EDVLFV��IXQ). 

¾ $JH�
Also DJH stood out as a significant variable affecting image especially when considering the 

extreme age groups (youngest and oldest). A particularly positive image bias could be found for the 

older age group. This group generally perceived fewer image differences when testing other 

potential image determinants, thus revealing a higher level of homogeneity in destination 
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perception. Age was found to be correlated with motivation (%DORJOX, 1996), which was also the 

case here particularly when considering the interest in and consequent evaluation of DFWLRQ��IXQ and 

a FDOP� HQYLURQPHQW. The fact that ROGHU� YLVLWRUV perceived North Portugal more homogeneously 

might be related to a more limited cognitive capacity, as suggested by some researchers, however 

questioned by others (6PLWK�	�0DF.D\, 1999). It may also be linked to a more homogeneous 

motivational structure eventually related to cohort effects (2SSHUPDQQ��1995).   

¾ (GXFDWLRQ�
The variable HGXFDWLRQ�was identified as still quite important but only in relation to some image 

dimensions and in specific contexts (due to strong interaction effects). A positive bias for the lower 

education group and a more negative bias for the higher education group were identified. This 

effect may be due to different degrees of self-confidence and the education-based habit of assuming 

a more demanding and critical posture. Additionally, higher education is generally related to higher 

socio-economic status and may correspond to a more experienced and demanding traveler group247.  

¾ *HQGHU�
*HQGHU showed only a minor impact on image differences with a positive bias for females. These 

socio-demographic differences may partly be due to different forms of socialization, eventually 

preparing the female for a more positive, generous role in social interaction.  

¾ 2UGHU�RI�,PSRUWDQFH�RI�,PDJH�'HWHUPLQDQWV�
The suggested differences in destination images for North Portugal could be mostly confirmed. A 

relative RUGHU�RI�LPSRUWDQFH of these factors was visible although this could only be approximately 

identified (see chapter 9.2.11). This order of importance did not correspond exactly to what was 

suggested, especially when considering the identified secondary role of destination loyalty/ 

familiarity and the most important role of benefits sought. The relevance of nationality group and 

age was correctly suggested, with further sub-region, length of stay and season revealing a more 

significant role than initially expected.  

Different impacts were identified for different independent variables on specific image dimensions. 

This makes an overall appreciation of independent variables difficult (see chapter 9.2.12.). For 

example, some dimensions were more positively perceived aspects in the low others in the high 

season or by the Portuguese versus foreign tourists, without any general positive ore negative 

tendency confirmed. Further, some particular and consistent effects were encountered on image 

dimensions like GHVWLQDWLRQ�VHOI�FRQJUXLW\� or QDWXUH, suggesting specific correlation between 

                                                           
247 In our sample a tendency of those with higher education undertaking more holidays and weekend-breaks 
during the year could be confirmed (the Kruskal-Wallis tests were significant at the 0.000 level). 
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categories and image components. In any case, both an aggregated analysis and a more detailed 

appreciation of the complex destination image construct and of the numerous potential and 

interacting effects seem most appropriate. 

&KDSWHU���������,PDJH�(IIHFWV�
Generally, the RXWVWDQGLQJ�UROH�RI�GHVWLQDWLRQ�LPDJH�on behavioral intentions could be confirmed, 

with stronger effects observable for the probability to recommend than for the probability to return. 

However, )LVKEHLQ¶V� suggestion (cited by 0DODND, 1990) that perceived instrumentality (here 

operationalized as IXQFWLRQDO� FRQJUXLW\) would be more important than personal liking (here: 

RYHUDOO� DIIHFWLYH� LPDJH) could not be confirmed for behavioral intentions� Probably both 

dimensions are mutually reinforcing. 

The relevance of image for the SUREDELOLW\�WR�UHWXUQ was confirmed, with RYHUDOO�GHVWLQDWLRQ�LPDJH 
revealing the strongest correlation. 'HVWLQDWLRQ� OR\DOW\�� RYHUDOO� DIIHFWLYH� LPDJH and IXQFWLRQDO�
FRQJUXLW\ followed, as did the perception of EDVLFV� QDWXUH and GHVWLQDWLRQ�VHOI�FRQJUXLW\. 

'HVWLQDWLRQ� OR\DOW\ was nearly as important as destination image, especially for SV\FKR�FHQWULFV� 
The importance of image dimensions for the SUREDELOLW\�WR�UHFRPPHQG�was confirmed. /R\DOW\�WR�
WKH� GHVWLQDWLRQ� was significant, as well, especially in the case of SV\FKR�FHQWULVP. However, 

GHVWLQDWLRQ� LPDJH� GLPHQVLRQV� assumed a relatively higher level of importance (except for the 

“ arousal-revealing”  affective image factors). 2YHUDOO�LPDJH��IXQFWLRQDO�FRQJUXLW\, the impression of 

EDVLFV��SOHDVDQWQHVV��QDWXUH and LQIRUPDWLRQ�stood out (see chapter 9.3).  

These results largely answered questions about destination image structure, factors influencing its 

formation and its potential impact on aspects of consumer behavior. Not all hypotheses were 

confirmed and some unexpected effects were revealed. These would justify future research. The 

presented findings of this destination image study also permit conclusions in the domain of 

destination marketing, as presented next. 

&KDSWHU�������,PSOLFDWLRQV�RI�5HVXOWV�IRU�'HVWLQDWLRQ�0DUNHWLQJ�
One of the most relevant conclusions of findings for destination marketing is the UHOHYDQFH� RI�
GHVWLQDWLRQ�LPDJH�IRU�IXWXUH�WRXULVW�EHKDYLRU. This effect confirms other destination image studies 

(e.g. 6FKURHGHU� 1996, 5RVV, 1993). Particularly the importance of a favorable destination image 

for the probability to recommend a destination became evident. This effect must be recognized as 

most significant, as SRVLWLYH�ZRUG�RI�PRXWK has been identified as a powerful communication tool 

(see chapter 8.2.4.) with particular relevance for rural tourism destinations lacking resources to 

engage in a strong promotional campaign (see chapter 4.4.). The impact of a positive image for 

probability to come back is weaker, as tourism is by definition partly driven by the motive of 
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QRYHOW\�� FXULRVLW\ (see chapter 2.6.), especially in the case of allo-centrics. Still, a positive 

destination image was found to have an impact on this behavioral variable, particularly through the 

development of OLNLQJ or a positive affective image. 

This relevance of destination image on behavior of the perceiving tourist and other potential 

tourists justifies the need of destination image analysis. This process helps identifying UHOHYDQW�
ZHDN�SRLQWV that should be improved as well as VWURQJ�SRLQWV to be enhanced. That is, destination 

image studies assist in SURGXFW� �GHVWLQDWLRQ�� GHYHORSPHQW and� PDUNHW� FRPPXQLFDWLRQ. In the 

present case, aspects related to QDWXUH and EDVLFV should be maintained and stressed, whereas 

aspects related to LQIRUPDWLRQ�and DFFHVV should be improved (see chapter 8.2.6).  

¾ 6HJPHQWDWLRQ�DQG�7DUJHW�0DUNHWLQJ��
Further, identified LPDJH�GLIIHUHQFHV show that different groups of tourists or tourists in different 

circumstances perceive the destination differently. Correspondingly, VHJPHQWDWLRQ�may be based 

on these differences and thereby assist in defining the target market (%HDQH� 	� (QQLV, 1987, 

*DUYH\, 1993, -HQNLQV, 1999). Different perceptions and evaluations correspond to different 

experiences, degrees of satisfaction and inclinations or attitudes towards the destination. Thus, 

tourists’  destination image as a segmentation basis may help identifying those that are most 

satisfied with the actual supply and to whom the destination is most apt to cater. 6HJPHQW�VSHFLILF�
LPDJH� DQDO\VLV may assist in more effectively improving destination development and market 

communication, targeted at the selected segment(s) (see chapters 4.2. and 4.4.). Additionally, 

opportunities may be detected linked to the potential of image improvement for specific groups.  

)ULHGPDQQ� (1986:� 11) suggests that segmentation should focus on those image aspects with 

relative salience in terms of psychological meaning. In the present case the cognitive dimensions 

QDWXUH and EDVLFV were identified as most salient and related to affective dimensions (see chapters 

8.2.6. and 9.1.1.) and might be therefore of particular importance, as also visible when analyzing 

their total impact on RYHUDOO�LPDJH�(see chapter 9.1.4.). 

Presented results reveal that particularly EHQHILWV�VRXJKW lead to substantial image differences. This 

suggests benefit-segmentation as an appropriate tool for dividing the market, as has been assumed 

in several marketing studies before (+DOH\, 1968, &DODQWRQH� 	� -RKDU, 1984, *LWHOVRQ� 	�
.HUVWHWWHU� 1990, /RNHU�	�3HUGXH, 1992, .DVWHQKRO], 2000b). This type of segmentation has the 

advantage of permitting subsequent strategic and operational decisions to be based on the perhaps 

most relevant variable from a marketing point of view: FRQVXPHU�QHHGV�DQG�GHVLUHV. These needs 

are simultaneously related to concrete product features, thereby reflecting specific consumption 

motivations. As all marketing action strives at the satisfaction of consumer needs, this 

understanding is paramount and may assist in concretely defining consumer value (see also chapter 
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4.2.). Generally, tourism marketers should target those market segments, which have favorable 

images of a destination and include it within their HYRNHG�VHW�(*DUYH\, 1993). From this point of 

view, in the present study, the benefit-segments named &DOP�and $FWLYH�5XUDO�7RXULVWV should be 

considered as the most interesting for rural North Portugal, as they revealed the most positive 

images of the region and may be most successfully catered to.  

As segmentation should lead to a measurable, substantial, accessible, actionable and appropriate 

target market, it should be further linked to other more descriptive variables that may clearly profile 

the market and reveal its attractiveness. These criteria are generally met for the two segments and 

their profiling is possible, as shown in chapter 8.2.5. Relevant variables in this context are segment 

dimension, nationality, age and length of stay:  &DOP�5XUDOV, with 31 percent of the studied market, 

the largest segment, are mostly foreign and older tourists staying for longer periods of time, $FWLYH�
5XUDOV, with 26 percent of the market, are mainly domestic and younger tourists tending to travel to 

North Portugal for a short-break.  

Actually, the two segments reveal quite distinct characteristics, which a destination must consider 

in product development and market communication. The choice of the FDOP�VHJPHQW would require 

a particular effort in international market communication and distribution, eventually feasible 

through associative approaches and use of latest communication technology. Targeting to this 

segment would result in the development of a holiday destination where people stay for between 

one and three weeks with a likely concentration on the high season, which may eventually expand 

from April to October. The fact that these tourists tend to be older and less interested in 

entertainment and sports implies fewer requirements in the development of corresponding facilities. 

Improvements are needed in terms of sign-posting and tourist information, as well as cultural and 

natural heritage protection and accessibility. Consequently, this tourist market integrates well in a 

VRIW or VXVWDLQDEOH�GHVWLQDWLRQ�GHYHORSPHQW�VWUDWHJ\ where impacts of tourism on the destination 

are minor and rather in the sense of conservation of primary resources. Economically, this market 

is attractive as average per day spending during the holidays was highest for this group and as this 

group further tends to stay for longer periods of time. 

On the other hand, the choice of the DFWLYH� VHJPHQW would imply facilitated access and 

communication to this mainly domestic market. Secondary data analysis revealed the opportunity 

of attracting an increasing domestic market (see chapter 3.5.3.). Apart from that, this segment is 

likely to come all year long (with an above-average presence in the low season observable) and 

thus reduce seasonality, although tourists tend to come only for a short-break.  

According to the results of image analysis, segmentation may also be based on OHQJWK� RI� VWD\��
QDWLRQDOLW\�JURXS��DJH�� UHJLRQ�and�VHDVRQ��all leading to a distinct perception of the destination. 
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The relationships among these variables must be remembered since those staying longer tended to 

be particularly foreign coming in the high season and short-break visitors Portuguese coming in the 

low season. Further, the older age group tended to be foreign and to stay for longer and the younger 

tended to be Portuguese. Actually the image pattern distinguishing between the domestic and 

foreign market and that distinguishing between those staying for a short-break and for longer was 

nearly identical. That is, QDWLRQDOLW\�JURXS�and OHQJWK�RI�VWD\ should be considered in conjunction. 

Both markets, the domestic short break and the foreign holiday market should be considered most 

important, the first for guaranteeing business along the whole year and for its easier access, the 

second for its economic relevance, as well as for the national balance of payments. A mix of 

domestic and foreign markets is further desirable to reduce market dependency in this already 

volatile business context. For enhancing satisfaction of foreign tourists a greater care for the 

environment and an improvement of sign posting and tourist information as well as an improved 

access to natural (walking paths!) and cultural heritage should be provided. When the satisfaction 

of the domestic market is at stake, additional efforts should be undertaken for providing high 

quality infrastructures and facilities and adding activities and socializing opportunities. This may 

actually convince the domestic market to stay for longer periods. 

Image differences between VHDVRQV�may suggest a different holiday experience that may be sought 

by and provided and promoted to tourists in each season. The low season should promote a more 

FDOP and the high season a more DFWLYH��KHGRQLVWLF��ZDUP�DQG�FRORUIXO�H[SHULHQFH. The low season 

may be more adequate for UHOD[DWLRQ� PRWLYHV and the high season partly more adequate for 

“ VXQOXVW´�PRWLYHV��However, this should be further nationality group-specific. Foreign tourists tend 

to encounter a SOHDVDQW��ZDUP��DFWLYH�DQG� VRFLDOL]LQJ�H[SHULHQFH� LQ� WKH�KLJK� VHDVRQ and a more 

QDWXUDO�DQG�FDOP�H[SHULHQFH� in the ORZ. Portuguese, on the other hand, found a FXOWXUDOO\�PRUH�
LQWHUHVWLQJ�H[SHULHQFH�in the low season. That is, for the domestic market apart from UHOD[DWLRQ the 

³ZDQGHUOXVW´� PRWLYH� seems more relevant in the low season (5RVV, 1998: 22), linked to the 

exploration of FXOWXUH. For foreigners the exploration of QDWXUH seems more relevant in the low 

season. Alternatively, the actually not explored attraction may be better organized for and 

promoted to the respective markets in order to increase diversity and overall attractiveness. 

Finally, the ROGHVW� DJH� JURXS stands out as particularly satisfied, less demanding and most 

interested in sustainable destination development. As seen before, this market segment reveals a 

very interesting growth perspective in the main tourist-generating countries (see chapter 2.7.). 

2SSHUPDQQ�(1995), for example, identified in the case of the German market a particular growth 

potential for Portugal as a holiday destination for the older age groups. These findings confirm the 

most attractive market opportunity this segment represents for the studied rural tourist destination. 
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All these groups seem to be of interest and may be attracted in a FRPSOHPHQWDU\ fashion DORQJ�WKH�
\HDU (with an emphasis on DFWLYH� UXUDOV�� VKRUW�EUHDN� YLVLWRUV and GRPHVWLF� WRXULVWV� in the low 

season and on the older FDOP�UXUDOV�and IRUHLJQ�KROLGD\�PDNHUV�in the high) and eventually DFURVV�
VXE�UHJLRQV. Identified sub-regional image differences must be viewed contingent upon the 

predominant type of market in each area. Thus, the negatively biased image of the 'RXUR region 

may be improved by attracting a different market (more foreign tourists and longer staying holiday-

makers instead of Portuguese short break visitors). When considering the type of benefits sought by 

the foreign market, this should actually be more satisfied by the less developed, more DXWKHQWLF and 

natural interior rural areas of North Portugal ('RXUR�and 7UDV�RV�0RQWHV). However, in order to 

enhance longer stays some basic infrastructures should also be improved. The 0LQKR�region, with a 

very positive image among the Portuguese should improve its image in the foreign market by 

insisting on an environmentally sustainable development and preventing excessive urbanization, as 

far as possible.  

Segmentation may thus be based on the most salient image differences between groups of tourists. 

Some segments may be of interest as most homogeneously perceiving the destination, 

independently of interaction with other profiling variables. The stimulus context (here: sub-region 

visited and season) must be simultaneously considered as shaping destination profile and 

correspondingly presenting FRQWH[W�GHSHQGHQW� DGYDQWDJHV�� ZKLFK� VKRXOG� EH� RIIHUHG� WR� VSHFLILF�
PDUNHW�VHJPHQWV��DFFRUGLQJ�WR�WKHLU�SUHIHUHQFH�VWUXFWXUH. That is, target marketing should further 

adapt to specific sub-regional and seasonal contexts and different sub-regions may successfully 

attract different target markets in different times of the year. 

Alternatively, VHJPHQWDWLRQ�PD\�EH�XQGHUWDNHQ�GLUHFWO\�EDVHG�XSRQ�SHUFHSWLRQV�DQG�HYDOXDWLRQV, 
using a cluster-analysis with evaluative ratings for this purpose. The profile of resulting clusters 

may also reveal the most determining variables for cluster differences. As the main concern of this 

study was not segmentation, but the understanding of destination image structure and the effect of a 

series of independent variables on this construct, the corresponding comparative analyses were 

more appropriate. They may, as a by-product, suggest interesting market segments. In any case, the 

understanding of the effect of diverse independent variables on destination image may help shape 

this image by considering the context and target of image formation. 

One group might be treated separately, namely the SV\FKR�FHQWULF�GHVWLQDWLRQ�OR\DO�UHSHDW�YLVLWRUV, 
for whom the KDELWXDWLRQ�HIIHFW seems to be more relevant than destination image for behavioral 

intentions. That is, it might be worth while investing in UHODWLRQVKLS� EXLOGLQJ with the psycho-

centric market and to provide incentives for repeat visits to this group, although it is not easy to 

identify before-hand. For this group this effort would be more action-relevant than image building. 
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The focus of the destination on specific segments, eventually changing over time and across space 

may be designed as PDUNHW�SRUWIROLR�PDQDJHPHQW� (0F.HUFKHU, 1995). This combined with an 

LQWHJUDWHG�DQG� VXVWDLQDEOH�GHVWLQDWLRQ�PDQDJHPHQW�DQG�PDUNHWLQJ�DSSURDFK ()RQW�	�$KMHP��
1999, -HQNLQV�	�0F$UWKXU, 1996, +HDWK�	�:DOO� 1992, $VKZRUWK�	�9RRJG��1990, /XQGEHUJ, 

1990) seems most adequate (see chapter 4), particularly for rural destinations. This is particularly 

true if the destination aims at a TXDOLW\� VWUDWHJ\ (5RWK, 1992), where high quality experiences 

should be clearly targeted to a carefully chosen, identifiable and controllable market segment. The 

alternative SULFH�TXDQWLW\� VWUDWHJ\ may be problematic in rural areas, for which several authors 

defend restrictions of tourist numbers and tourism development (e.g. 5\DQ, 1991, 5LEHLUR, 1991). 

The capacity of adapting to and attracting one or more segments with concentrated or differentiated 

strategies (*XLOWLQDQ�	�3DXO��1994, .RWOHU, 1998) obviously depends on the destination’ s primary 

and secondary resources and their evaluation by the market. Also on a micro-level, each company 

integrating a destination’ s supply-system should identify the most appropriate market considering 

both the market’ s attractiveness and its own competencies. On a macro-level, the suggested 

integrated marketing approach is only feasible if single agents cooperate creating well functioning 

QHWZRUNV� ((XURSHDQ�&RPPLVVLRQ� 1999, -DQVHQ�9HUEHNH� 1996, &RVWD, 1996, +HDWK�	�:DOO� 
1992). Also OHDGHUVKLS�� G\QDPLVP�� FORVHQHVV� WR� WKH� PDUNHW� and IRFXV� RQ� ORFDO� KHULWDJH� and 

FRPPXQLW\� SDUWLFLSDWLRQ have been stressed as key factors of success ((XURSHDQ�&RPPLVVLRQ� 
1999, /HQJNHHN��1998, 3DOPHU, 1996, +HDWK�	�:DOO� 1992, 0F,QWRVK�	�*RHOGQHU, 1990).�
¾ %UDQG�,PDJH�'HYHORSPHQW�DQG�0DQDJHPHQW�
Also in the context of destinations the development of a strong EUDQG�LPDJH, which must be 

carefully managed over time (3DUN�HW�DO�� 1986), is recommended (see chapter 5.1.5.b.). This image 

must be based on both a corresponding SURGXFW� �GHVWLQDWLRQ��UHDOLW\ and effective PDUNHW�
FRPPXQLFDWLRQ� If an image is understood as a PHDQLQJ� SURILOH ('XUJHH� 	� 6WXDUW, 1987), 

associations of meanings, symbols and features must be carefully controlled and effectively 

directed to the selected target-market. The stage in the process of image formation of this target 

market must be considered ()DNH\H�	�&URPSWRQ, 1991) so that the destination can be effectively 

promoted. The present study only addressed the HIIHFWLYH�PDUNHW, i.e. first time and repeat visitors 

of North Portugal. Still, the SRWHQWLDO� PDUNHW may be indirectly reached by word-of-mouth of 

visitors who thereby participate in creating an organic image among non-visitors. The effectiveness 

of LPDJH�LQGXFWLRQ in the case of first-time holiday-makers in the Minho region may be questioned, 

as those spending more time at the destination perceived it less positively than short-break visitors 

did (which contradicted the general pattern). It may have resulted in persuading tourists to come 

but failed in creating a realistic, achievable image. This may lead to a negative overall outcome via 
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dissatisfaction and negative word-of-mouth. In the case of repeat visitors, messages reminding the 

destination and its most distinct and valued features should be highlighted in destination promotion.  

It is in this context most important to understand the effect of YLVXDO�SURPRWLRQDO�PDWHULDO, which 

should significantly assist in the image communication process (0DF.D\�	�)HUVHQPDLHU, 1997, 

:HDYHU�	�0F&OHDU\� 1984, see chapter 6.2.2.). It is also most relevant to understand what the 

market appreciates and values most and how it actually perceives specific destination offerings. If a 

destination intends an LPDJH�FKDQJH, it may follow 0DODND¶V�(1990) suggestion to improve those 

VDOLHQW� IHDWXUHV� WKDW� DUH� HDVLHVW� WR� FKDQJH and whose changes RSWLPL]H� RYHUDOO� SRVLWLYH� HIIHFWV. 
&URPSWRQ�(1979) suggests that particularly those image aspects valued most by the target-market 

should be the focus of attention. The need of PDWFKLQJ� EHQHILWV� VRXJKW (:RRGVLGH, 1982, 

&URPSWRQ� HW� DO��� 1992) through a FRQVLVWHQW� DQG� VXSSRUWLYH�PDUNHWLQJ� SURJUDP ($DNHU, 1982, 

*DUWQHU�	�+XQW, 1987) is often stressed in this context. The particular relevance of DIIHFWLYH�
LPDJH and LPDJHU\ in destination image must also be considered (5HLOO\, 1990). 

In the present study QDWXUH�UHODWHG� LWHPV stand out as most salient and strongly related to the 

motivation-reflecting affective image. They may be correspondingly viewed as the most SXVK�
UHLQIRUFLQJ�SXOO�IDFWRUV�(8\VDO�	�+DJDQ, 1993). Nature is generally viewed as a relevant primary 

tourism resource and could be identified as particularly significant in the rural tourism context. It 

was also identified as particularly relevant for the UXUDO�EHQHILW�VHJPHQWV��As an example, nature-

related aspects that seem easy to improve and were further most demanded, especially by the most 

interesting market segments, were ZDONLQJ�SDWKV and corresponding VLJQ�SRVWLQJ� Eventually more 

difficult to change would be environmental conservation (reduction of litter and pollution in the 

landscape, improved territorial planning, reduction of forest fires etc.), although this should be a 

general sustainable development concern, most relevant for the resident community itself. 

It was suggested that image change is the slower and more difficult, the larger the regional entity 

(*DUWQHU� 1993). That is, North Portugal must be viewed in the context of the image of Portugal as 

a tourist destination, which is not actually that of a rural tourist destination, but marked by a “ EHDFK�
DQG�VXQ”  image. Correspondingly, the effort of creating a distinct image of the studied region in a 

broad market may be substantial. The eventual creation of very distinct sub-regional images may 

not be advisable. A relatively consistent image of a peaceful, natural and culturally interesting rural 

North should have a stronger impact, particularly in the international market. The sub-regional 

differences may be pointed out as examples of variety within this global destination. As a matter of 

fact, this study’ s definition of North Portugal may not correspond to what the tourist defines as 

North Portugal. Some foreign tourists defined everything north of Lisbon as North Portugal and 

actually traveled in this entire area. It may therefore be useful to promote a larger Central-North 
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region to the international market (/XQGEHUJ, 1990). Thus, different destination definitions should 

exist for the domestic and foreign market and the consideration of sub-regions within North 

Portugal should be a reasonable approach only for the first.  

However important a destination’ s effort in building a favorable and consistent image that is 

supported by the destination’ s real qualities, it must be acknowledged that there are numerous 

uncontrollable factors intervening in the process. Apart from the relevance of a series of 

independent variables shaping perception and identified in the study the existence of 

XQFRQWUROODEOH� LQIRUPDWLRQ� VRXUFHV� (%DORJOX��1996, &URPSWRQ, 1979) must be stressed. In this 

context the relevance of RUJDQLF�LPDJH�IRUPDWLRQ�DJHQWV�(*DUWQHU, 1993) must be acknowledged. 

These may be indirectly used via the guarantee of WRXULVW�VDWLVIDFWLRQ and SRVLWLYH�ZRUG�RI�PRXWK, 

especially when resources for engaging in promotion are scarce. Satisfaction may also lead to 

KDELWXDO�EX\LQJ especially in the case of SV\FKR�FHQWULF�WUDYHOHUV��even though to a lesser degree 

than in the case of other product categories. In this case, image stability, favorableness and brand 

loyalty function in a mutually enhancing way (0DODND, 1990) or as a YLUWXRXV�FLUFOH (see chapter 

6.2.2.). The effect of a positive image on destination recommendation was shown to be stronger 

than on likelihood to come back. 

¾ 3RVLWLRQLQJ�
6WUDWHJLF� LPDJH� PDQDJHPHQW (%DORJOX, 1996, .RWOHU, 1993) should also consider competing 

destinations in an attempt to create a strong and distinct market position. Correspondingly 

GLVWLQFWLYH� XQLTXH�DQG�DSSHDOLQJ�((FKWQHU�	�5LWFKLH� 1993, &DODQWRQH�HW�DO, 1989, :RRGVLGH, 
1982) features must be identified. In the present study, specific ODQGVFDSH�IHDWXUHV (e.g. the Douro 

valley with its wine terraces, the Oporto river margin, the lakes surrounded by mountains in Trás-

os-Montes, the sandy beaches or typical villages and harsh mountainous landscapes) and IULHQGO\�
SHRSOH stand out as most distinctive and appreciated. Also FXOWXUDO�HOHPHQWV� (e.g. D]XOHMRV�� IDGR��
DQG�JDVWURQRP\��HVSHFLDOO\�ZLQH� are worth of notice. These features, which may be dramatized as 

destination PDUNHUV (0DF&DQQHOO, 1976), may also position the destination successfully in the 

context of its VWUDWHJLF�JURXS�(+DDWL, 1986). This group may be defined as those destinations more 

directly competing with the destination in question (.DVWHQKRO]�	�&DUQHLUR��2001) or as those 

destinations integrating the HYRNHG�VHW�(6FRWW�HW�DO, 1978, 8P�	�&URPSWRQ� 1990).248  

                                                           
248 A strategic group was not identified for comparison purposes in this study, but should be those rural 
tourist destinations that compete most directly in the target consumer’ s HYRNHG�VHW� As most mentioned rural 
holiday destinations, one might assume ,WDO\��6SDLQ and )UDQFH�as probably the most relevant international 
competitors, although this delimitation should further depend on the selected target-market. For the 
Portuguese sample, domestic destinations, such as the Alentejo or the Serra da Estrela should be more 
significant. These destinations should be compared on those most salient features in order to understand 
North Portugal’ s competitive position. 
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¾ ,QWHUQDO�0DUNHWLQJ��'HYHORSPHQW�RI�DQ�2YHUDOO�&RQFHSW�
The image held by the local population, being part of its LGHQWLW\� (&RKHQ� 1993, 0HWKDQ, 1996, 

6FKURHGHU, 1996), should be considered. This image, also designed as ³/HLWELOG´�  “ guiding image”  

or RYHUDOO� FRQFHSW� may motivate the population’ s interest and participation in the tourism 

development process (:RHKOHU, 1998) (see chapters 4.1. and 4.4.). As particularly in rural tourism 

V\PSDWK\� RI� SRSXODWLRQ� could be identified as an essential aspect of a satisfactory holiday 

experience (see chapter 6.4.), the engagement of the resident population in tourism development 

should not be underestimated. The question of who defines destination image is most relevant in 

this context, as it should not be completely left to the tourism industry or to the tourist market. 

However, agents of tourism supply and intermediaries play an important role in creating and 

transmitting a destination image. It is therefore interesting to analyze the images held by the travel 

industry ((PEDFKHU�	�%XWWOH, 1989) in order to understand image formation and identify image 

gaps, which may explain misunderstandings and sub-optimal tourist destination development. A 

corresponding study would be most useful for a well-designed marketing approach. This was partly 

undertaken in an exploratory exercise comparing tour operators, travel agents and agents of tourism 

supply in North Portugal, revealing a series of interesting gaps (.DVWHQKRO]��2000a). Still, it should 

be completed by an analysis of the population’ s destination image. 

¾ 6SHFLILF�,PSOLFDWLRQV�IRU�5XUDO�7RXULVW�'HVWLQDWLRQV�
Considering characteristics of UXUDO�WRXULVW�GHVWLQDWLRQV the above-discussed conclusions must be 

integrated in a particularly cautious VXVWDLQDEOH�GHYHORSPHQW�IUDPHZRUN (see chapter 4.4.). Due to 

the relevance of QDWXUH, FXOWXUH�DQG� V\PSDWK\�RI�SRSXODWLRQ as motivational aspects of the rural 

tourist destination image, a VXVWDLQDEOH� GHYHORSPHQW� DSSURDFK, with particular FRQVHUYDWLRQLVW�
FRQFHUQV, as well as a FRPPXQLW\�EDVHG� WRXULVP�SURGXFW�GHYHORSPHQW�are also required from a 

market point of view (see chapter 4.1.). This makes the careful choice of the destination’ s target 

market, which takes consequences of this option into consideration, a strategically most relevant 

issue. /DFN�RI�UHVRXUFHV should be a reason for carefully planned marketing action rather than a 

reason for non-planning, since this marketing planning effort will determine most efficient 

allocation of scarce resources and the destination’ s market-success.  

If the studied tourist market is (at least partly) representative of a W\SLFDO�UXUDO�WRXULVW�PDUNHW, the 

sometimes-encountered PLVSHUFHSWLRQ�RI�D�KRPRJHQHRXV�UXUDO�WRXULVW�PDUNHW could be defeated 

(see chapters 3.3., 3.4., 8 and 9). Different travelers visit different parts of the countryside, at 

different times along the year, for different periods of stay, for different reasons, appreciating 

different aspects of the rural destination, feeling more or less attracted to it and seeking different 

types of tourism products. Considering the two identified UXUDO� EHQHILW� VHJPHQWV� as particularly 
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interesting for North Portugal, it must be realized that even this market is heterogeneous. This 

requires different types of supply although always integrated in an attractive, consistent rural 

setting. The development of complementary and not-contradictory offerings should be a prime 

concern. Eventually the separation of segments in space and time could be another solution. In any 

case, a profound knowledge of the market, its desires, perceptions and behaviors is the first step in 

choosing the target-market that best fits overall development goals. Obviously the latter are 

contingent upon a sound knowledge of the destination’ s resources and competences, as well as the 

diverse stakeholders’  interests. Next, corresponding products may be developed, the most adequate 

prices defined, the best way of commercialization identified and the most effective communication 

chosen. Due to the GLVSHUVLRQ� DQG� VPDOO� VFDOH of rural tourism agents and the particular 

LQWHUGHSHQGHQF\ of parts of a rural destination’ s supply, DVVRFLDWLYH�PDUNHWLQJ�DQG�PDQDJHPHQW�
DSSURDFKHV are especially required in this context. 

¾ 6SHFLILF�,PSOLFDWLRQV�IRU�1RUWK�3RUWXJDO  
Finally, specific implications for destination marketing in rural areas of 1RUWK�3RUWXJDO� can be 

derived. Apart from the identification of most interesting target markets, as discussed before (UXUDO�
EHQHILW� VHJPHQWV�� WKH� ROGHU� DJH� JURXS), overall image strengths and weaknesses could be 

encountered. This permits the identification of urgent destination improvements (e.g. information, 

sign-posting, environmental protection). It further may help in identifying and emphasizing 

relevant positively evaluated features in market communication (e.g. nature, sympathy of 

population249). However, both concrete product development and communication efforts should be 

clearly targeted and eventually differentiated as previously discussed (DFWLYH� YHUVXV� UXUDO�EHQHILW�
VHJPHQW�. Also distinct approaches seem reasonable for the different sub-regions identified, 

particularly considering the coastal versus interior regions.  

The presented results should be primarily relevant for North Portugal, as they were based upon a 

sample of tourists visiting rural areas of that destination. Some aspects, such as the heterogeneity of 

the rural tourist market, the relevance of nature and landscape as well as sympathy of population 

(due to the close-contact nature of this tourism form) should apply to rural tourist destinations in 

general. The relevance of destination image for future tourist behavior, concretely more for positive 

word of mouth than for repeat visitation, should be valid for all destinations. 

�
�

                                                           
249 Particularly the last aspect seems to be underestimated in promotional communication, where people 
appear only rarely, whereas monuments seem to be over-evaluated, when considering the interests of the 
studied market. 
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&KDSWHU�������6XPPDU\�RI�&RQWULEXWLRQV��
The results of this piece of research are particularly located in the context of consumer behavior in 

tourism. Findings may simultaneously be an interesting contribution for consumer behavior, in 

general, as the present field of application may replicate results found in other domains. *HQHUDO�
FRQWULEXWLRQV of this study in the domain of FRQVXPHU�EHKDYLRU are: 

¾ a clarification of the structure of “ LPDJH”  and relations between image components: all 

elements identified in image studies in other product domains, namely the cognitive, affective, 

imagery and holistic were confirmed and their interrelation shown; further multi-

dimensionality of both the cognitive and affective image was confirmed, with affective image 

being best represented by one more evaluative dimension; 

¾ the KLHUDUFK\�RI�HIIHFWV�SDUDGLJP (cognitionÆ affectÆ behavior) was assumed in the present 

study and its first part was represented in a reasonably well defined path-model, although the 

direction of causality could not actually be proved by this procedure. It may be of interest to 

consider in this model the here suggested constructed variable IXQFWLRQDO�FRQJUXLW\, as derived 

from PHDQV�HQGV�DQDO\VLV, and indicating in one summary variable the subjectively perceived 

capacity of an object to satisfy a need-state. This variable may link cognition and affect, as 

being principally derived from cognitive image, but also including a motivational element. 

Further, our results suggest the relevance of the HYDOXDWLYH�DIIHFWLYH� LPDJH�GLPHQVLRQ in the 

context of this model, whereas the other affective (arousal revealing) dimensions may be rather 

indirectly affecting the main suggested causal flow. 

¾ Image could be confirmed as relevant for behavior. The impact of image on ZRUG�RI�PRXWK 

was more significant than that on repeat behavior. This should be related to the major SXVK�
PRWLYH called QRYHOW\ in the context of tourism. Also for other products the QRYHOW\�VHHNLQJ 

motive may be identified. One may suggest that particularly when this motivation is present, a 

positive image should be more correlated to increased likelihood of recommendation than to 

the probability to repeat purchase and consumption. That is, the effect of image on probability 

to repeat purchase should be moderated by the degree of QRYHOW\�VHHNLQJ� typical for the 

product category in question.  

¾ Also the proposition of self-congruity feelings impacting on behavioral intentions could be 

confirmed. Concretely, DFWXDO�VHOI�FRQJUXLW\ was shown to impact on intended repeat purchase, 

as suggested by self-congruity theory (6LUJ\��1983), and to a lesser extent on probability to 

recommend. The latter may be more influenced by LGHDO�RU�VRFLDO�VHOI�FRQJUXLW\, as referring to 

a socially relevant behavior.  
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The major JHQHUDO�FRQWULEXWLRQV of this research project in the domain of WRXULVP�PDUNHWLQJ� more 

specifically FRQVXPHU�EHKDYLRU�LQ�WRXULVP, are: 

¾ a clarification of the concept of “ GHVWLQDWLRQ�LPDJH”  and its structure; 

¾ the development of complex instruments for its assessment;  

¾ the identification of relevant (co-) determinants of destination image, with a particular 

emphasis on EHQHILWV� VRXJKW�� OHQJWK� RI� VWD\�� QDWLRQDOLW\� JURXS�� VWLPXOXV� FRQWH[W� �VXE�UHJLRQ�
DQG�VHDVRQ��and DJH, whereas the expected effect of UHSHDW�YLVLW�was not confirmed; OHQJWK�RI�
VWD\� and VWLPXOXV�FRQWH[W� YDULDEOHV are worth of notice, as variables rather neglected in 

destination image research; 

¾ the confirmation of the tendency of ILQGLQJ� ZKDW� LV� VRXJKW or of DFWLYH� DQG� SRVLWLYHO\�
FRQVWUXFWLYH�KROLGD\�PDNLQJ (5\DQ, 1994)�� 

¾ the confirmation of the role of destination image for (intentional) future tourist behavior, 

especially probability to recommend; 

¾ the partial confirmation of VHOI�FRQJUXLW\�WKHRU\ in the domain of destination image research;  

¾ the identification of the moderating role of SV\FKR�JUDSKLF� WUDYHOHU� W\SH in the context of 

destination image structure and the relationship between GHVWLQDWLRQ� OR\DOW\� and behavioral 

effects. 

Correspondingly the following contributions in the domain of WRXULVW�GHVWLQDWLRQ�PDUNHWLQJ may 

be identified: 

¾ the confirmation of the importance of destination image for consumer behavior, justifying the 

relevance of its study for improving destination marketing;   

¾ the identification of different destination images, according to different benefits sought, 

traveling and stimulus context and socio-demographic traveler variables, suggesting a 

differential treatment of these groups; and consequently 

¾ the identification of the relevance of destination image for market segmentation and target 

marketing; 

¾ the identification of the destination’ s strong and weak points, in general and from the point of 

view of different market segments, particularly relevant for both destination development and 

market communication. 
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In the domain of UXUDO�WRXULVP the following contributions may be summarized: 

¾ the identification of specific image contents (QDWXUH��ORFDO�SRSXODWLRQ��FXOWXUH�, which largely 

confirm the findings presented in rural tourism literature; 

¾ the development of valid and reliable forms of destination-image assessment in the context of 

rural tourism; 

¾ the identification of heterogeneity in the UXUDO�WRXULVP�PDUNHW, in terms of motivations, travel 

behavior, socio-demographics and destination image; 

¾ the identification of specific characteristics of the most enthusiastic and most critical rural 

tourist market; 

¾ the identification of ways to adapt destination marketing of rural areas to the specific rural 

tourist markets via destination image analysis. 

As far as WRXULVP�LQ�UXUDO�DUHDV�LQ�1RUWK�3RUWXJDO is concerned, this study assists in: 

¾ assessing the image of North Portugal as a rural tourist destination; 

¾ identifying the effective market of this destination, its profile, motivations and behavior 

patterns; 

¾ identifying the most interesting tourist segments in terms of destination image (DFWLYH�DQG�FDOP�
UXUDO�WRXULVWV��ROGHU�DJH�JURXS� as well as the possibility of PDUNHW�SRUWIROLR�PDQDJHPHQW; 

¾ revealing the destination’ s strong and weak points, motivational and hygienic attributes, and 

aspects that might be improved or enhanced in order to attract and satisfy specific tourist 

groups; 

¾ thereby providing a basis for a tourist destination marketing strategy, which should be 

completed by the integration of further political, geographic, cultural and social data and the 

involvement of the main actors of rural tourism in North Portugal. The importance of this 

study lies in the fact that it is the first large-scale image-study and psycho-graphic survey 

undertaken in rural areas in North Portugal, which confers particular practical relevance to its 

results for the strategic marketing planning process in this region. 

&KDSWHU�������/LPLWDWLRQV�RI�WKH�6WXG\�
This thesis, as any peace of research, has its limitations. Conceptually, it could not be based on any 

one WKHRU\�RI�GHVWLQDWLRQ�LPDJH. Even the tourism field, although a specific domain of research for 

several decades, lacks a sound theoretical basis (7ULEH� 1997). This is partly true for marketing as 

well (%DNHU, 1991:6-8). Both fields of research have heavily borrowed from other disciplines. 
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Since this thesis makes a connection between tourism and marketing research, the WKHRUHWLFDO�
EDFNJURXQG of the thesis is interdisciplinary and complex. The envisaged scope of the thesis 

required a series of subjective options, which were guided by a particular research interest and a 

logical line of reflection. 

In the HPSLULFDO�UHVHDUFK�DSSURDFK limitations must be admitted. The VDPSOLQJ�procedure aimed 

at an approximately representative sample of tourists in rural areas in North Portugal. This was to a 

high degree achieved, although some biases were intentionally introduced and others could not be 

avoided. In any case, the population of interest is not exactly definable (see chapters 7.4.1 and 

8.2.1), due to the lack of reliable data available on leisure tourism in rural areas in North Portugal.  

The image object, North Portugal, was defined according to its DGPLQLVWUDWLYH� DQG�SURPRWLRQDO�
JHRJUDSKLFDO� GHOLPLWDWLRQ, even though (particularly foreign) tourists would frequently define 

North Portugal differently (some including anything north of Lisbon). From a marketing 

perspective this demand-based definition might be more adequate (/XQGEHUJ, 1990). Still, 

destinations are actually planned and managed based on these supply-side based definitions and a 

clear geographical delimitation was needed in order to take valid conclusions about a specific 

geographical area. However, the data administration procedure assured that respondents referred 

primarily to 1RUWK�3RUWXJDO, as defined for this study (see chapter 7.4.1). 

The LPDJHU\� FRPSRQHQW of destination image was only assessed in a limited and explanatory 

manner via SKRWR�DVVRFLDWLRQ by part of the sample. The VHPDQWLF�GLIIHUHQWLDO scale battery only 

sub-optimally assesses affective destination image, being limited to descriptors that were also 

appropriate for the evaluation of self (see chapters 7.4.2. and 8.2.6.). The diverse approaches used 

to assess destination image may have led to a counterproductive response fatigue. Finally, the 

WUDQVODWLRQ of the image batteries to five different languages may imply some problems. Even if 

words were correctly translated, meanings, broadness and associations of linguistic signs may vary 

from one sign-system to the other (see also :HLOHU, 1989). However, this limitation was 

consciously accepted, as the alternative would have been a smaller and probably distorted sample. 

The assessment and operationalization of some LQGHSHQGHQW�YDULDEOHV that were suggested to affect 

destination image may be discussible (e.g. the exact delimitation of the high and low season or of 

age-groups). The definition of corresponding categories, especially concerning the upper and lower 

limits is to a certain degree arbitrary. Some independent variables were not analyzed, even though 

they had been considered relevant in other destination image studies, such as sources of 

information and image induction. The difficulty in exactly distinguishing information sources in 

the context of the suggested research design led to the conscious disregard of this theoretically 
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important variable (see chapter 6.2.2.). Still, the consideration of SULRU� YLVLW as an independent 

variable implies at least the inclusion of this most impacting information source in the model.  

The H[SODQDWRU\ ambition of the study is only achievable in an H[SORUDWRU\�manner. Additional 

research would follow more sophisticated tests of a complex model of destination image 

determinants and effects. Mainly first-order and sometimes second-order interaction effects were 

considered. An analysis of higher-order interaction would have become too complex. In the context 

of image structure a more complex path analytical model was applied, but for testing (co-) 

determinants of destination image, mainly single relations between independent, image and 

behavioral variables were explored. For this purpose correlational or comparative analysis was 

used, but it must be remembered that correlational studies do not provide causal evidence, which 

can only be logically derived. 

&KDSWHU�������5HFRPPHQGDWLRQV�IRU�IXWXUH�UHVHDUFK�
Considering the limitations of the present research project, a series of improvements may be 

recommended and areas identified in which further research might be most promising. 

First considering PHWKRGRORJLFDO� DVSHFWV�� LQFUHDVLQJ� WKH� QXPEHU� DQG� YDULHW\� RI� VDPSOLQJ� VLWHV�
DQG�IUHTXHQF\�RI�VDPSOLQJ�PD\�HQKDQFH�UHSUHVHQWDWLYHQHVV�RI�WKH�VDPSOH. Eventually, a greater 

effort should be undertaken to include the Spanish and the Portuguese visiting friends and relatives. 

Apart from that, the analysis of the SRWHQWLDO� EXW� DFWXDOO\� QRW� UHDFKHG�PDUNHW might be most 

interesting in order to identify opportunities (e.g. the family market with minor children, which is a 

significant segment in other countries, see chapter 3.4.). 

Eventually, it would be interesting to increase the JHRJUDSKLFDO� VFRSH of the image object; 

particularly considering what part of the market defines as “ North Portugal” . Additionally, the rural 

and urban North Portugal may be compared and the irradiation effects from one space to the other 

from the point of view of the itinerary tourist market identified. Further, the assessment of images 

of Portugal, as a whole, among the effective market of the diverse Portuguese regions, should be 

most interesting in order to identify eventual KDOR�� RU� LUUDGLDWLRQ�HIIHFWV. An analysis of 

destination images of the SRWHQWLDO�WRXULVW�PDUNHW GLUHFWHG�ERWK�WR�UXUDO�1RUWK�3RUWXJDO�DQG�RWKHU�
3RUWXJXHVH� GHVWLQDWLRQV may be useful, although difficult and expensive to realize. Finally, a 

simultaneous assessment of GHVWLQDWLRQ� LPDJHV� RI� WKH�PRVW� UHOHYDQW� UXUDO� WRXULVP� FRPSHWLWRUV 
(those belonging to the HYRNHG� VHW) may be undertaken. This should permit to identify the 

competitive position of the destination and to take strategic destination marketing conclusions with 

more complete background information.  
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Different approaches on LPDJH� DVVHVVPHQW may enrich results. The significance of pictorial 

representation and imagery in the context of destination image formation and projection justifies a 

particular effort to include corresponding elements in destination image assessment and analysis. 

So, the use of GHVWLQDWLRQ�SKRWRV may be improved, eventually by the use of destination photos 

produced by the tourists themselves, a more systematic, complete, but parsimonious and balanced 

selection of image dimensions clearly represented by the photos and the application of this 

technique to a more representative sample. Also the analysis of visuals in promotional material of 

rural North Portugal may be of interest in order to compare projected and perceived images. 

Another important qualitative approach would be the use of LQ�GHSWK� LQWHUYLHZV and diverse 

applications of SURMHFWLYH� WHFKQLTXHV may complete the assessment and understanding of 

destination image, its determinants and effects.  

Also the TXDQWLWDWLYH� LPDJH� DVVHVVPHQW instrument used may be improved. For example, some 

items may be added to the FRJQLWLYH�LPDJH�EDWWHU\ (e.g. aspects reflecting safety dimensions) and 

particularly to the DIIHFWLYH�LPDJH�EDWWHU\, without any limitation due to simultaneous use for self-

evaluation. In any case, the total number of items should not be too extensive, as otherwise the 

validity of answers should be affected. It might be interesting to attempt the elaboration of more 

FRQVHQVXDO� LWHP� OLVWV� DFURVV� VWXGLHV, considering the destination type and holiday experience 

sought, i.e. apart from rural tourism, sun & beach tourism, city-breaks, eco-tourism, spa-tourism, 

etc.  

The diverse self-rating scales may actually be eliminated, since for GHVWLQDWLRQ�VHOI�FRQJUXLW\ a 

single scale was suggested to be sufficient and actually preferred. On the other hand, a more 

profound approach on GHVWLQDWLRQ�VHOI�FRQJUXLW\�may be interesting, considering different image 

objects (instead of the destination, its population or visitors) and distinguishing social, ideal and 

actual self. If SHUVRQDOLW\� is analyzed as a relevant variable influencing destination image, other 

tested scales from psychology might be used. Anther independent variable that might be of interest 

and more thoroughly analyzed in the domain of destination image is LQYROYHPHQW. This variable that 

has received much attention in consumer research (e.g. /DXUHQW�	�.DSIHUHU, 1985) was suggested 

to be partly reflected by the variables OHQJWK� RI� VWD\ and UHSHDW� YLVLW.� Still, it might be 

operationalized as a complex scale battery reflecting several dimensions, if this variable was a 

major focus of interest. Also the degree and types of IDPLOLDULW\�might be a relevant variable, which 

justifies a more profound analysis, especially if combined with measures of involvement and 

experience. Also this variable was partly included in UHSHDW�YLVLW as well as GRPHVWLF�PDUNHW, but 

could be operationalized in a more explicit way. Apart from that, LQIRUPDWLRQ�VRXUFHV�influencing 

destination image have been suggested as relevant variables (%DORJOX� 1996, *DUWQHU, 1993) and 

might be analyzed in a different research design, which would separate different source effects. 
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Other eventually interesting variables suggested by other researchers may be: RSSRUWXQLWLHV� DQG�
W\SH� RI� WRXULVW�UHVLGHQW� LQWHUDFWLRQ� (:HLOHU, 1989), UHFUHDWLRQDO� SXUVXLWV� ('DJRVWDU� HW�DO, 1995), 

GLVWDQFH� EHWZHHQ� VLWH� RI� UHVLGHQFH� DQG� GHVWLQDWLRQ� (+X�	�5LWFKLH, 1993), FXOWXUDO� EDFNJURXQG�
(5LFKDUGVRQ�	�&URPSWRQ��1988), although partly included in the variable QDWLRQDOLW\�JURXS, but 

eventually operationalized in a more complex way.  

It would be most interesting to analyze all these variables and their impact on destination image 

together with the already included variables. However, the complexity and dimension of the 

resulting questionnaire may not be feasible when aiming at a large sample. Still, the analysis of 

other variables would enrich and complete results presented here. 

In terms of LPDJH� DQDO\VLV�different methods may be used, such as more systematic qualitative 

methods (e.g. the UHSHUWRU\�JULG�WHFKQLTXH) or those using software assistance to find structure and 

relations among categories in texts (e.g. programs like QXGLVW). The iconic richness of visual data 

may require the introduction of specific techniques of pictorial interpretation. Apart from that, it 

would be most interesting to apply complex models adequate for both categorical and numerical 

data, capable of integrating several levels with numerous variables and categories each, and 

eventually using artificial intelligence approaches. The most confirmed relationships and 

eventually others, which were not tested here, but suggested as relevant in destination image 

literature, would be included in these models.  

Identified destination images should be SHULRGLFDOO\�UH�HYDOXDWHG especially after the introduction 

of image-relevant product-modifications or other marketing actions. Also the evolution of 

destination image over time for each specific market segment should be monitored. 

Finally, it would be most interesting to YDOLGDWH�UHVXOWV�WKURXJK�UHSOLFDWLRQ�VWXGLHV in other (rural 

and non-rural) tourist destinations. This process may lead to the identification of a recurrent image 

structure, reveal common and distinct image components for distinct types of destinations and 

provide evidence for the existence of complex relationships among several variables influencing 

and resulting from destination image. This may contribute to the consolidation of a GHVWLQDWLRQ�
LPDJH�WKHRU\, which could hopefully be advanced by the presented exploratory research results��
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���	�! #" $&%� '" ()$+*, � '-." /10! 2�	� 3 4

5,6	7981: ; <�= : ; >9?A@�B�CDBE8A; : FGB�H�B�7�7.?�I @ : B�H�J	= : H!B�7K7
31 69% L = : MN<&; B9?�H	: CDBPOQB�<&; R�B�@
25 56% <&; MN6�7G8�R�B�@�B

  
relaxing 29 64% 
tranquil/ peaceful/ quiet 15 33% 
interesting 11 24% 
adventurous 11 24% 
exciting 10 22% 
different 10 22% 
beautiful 10 22% 
exotic 8 18% 
appealing/ attractive 7 16% 
unique 6 13% 
natural 5 11% 
wild  4 9% 
enjoyable 4 9% 
pleasant 4 9% 
healthy 4 9% 
familiar 3 7% 
escape 3 7% 
simple 3 7% 
unusual 3 7% 
open-minded 2 4% 
colorful 2 4% 
vacation 2 4% 
novel experience 2 4% 
freedom 1 2% 
young-old 1 2% 
romantic 1 2% 
escape crowds 1 2% 
fragile 1 2% 
challenging 1 2% 
unknown 1 2% 
rational-emotional 1 2% 
dream 1 2% 
conservative-liberal 1 2% 
nationalist 1 2% H�<&; S�@2B

  
Nature /Scenery/ Landscape 31 69% 
National/ State Parks 13 29% 
Skiing/ Winter sports 10 22% 
wildlife 9 20% 
Camping 9 20% 
wilderness/ closenes to nature 8 18% 
Fishing 8 18% 
remote/ isolated 8 18% 
Forests 7 16% 
countryside/ rural 7 16% 
Hunting 6 13% 
pristinene/ unspoiled/ unpolluted 6 13% 
green 5 11% 
open space 5 11% 
hiking 5 11% 
mountain 4 9% 



 

 

Boating 4 9% 
desert/ arid 3 7% 
coast 2 4% 
river/ lake 2 4% 
birdwatching 2 4% 
tropical 2 4% 
inland 1 2% 
central location 1 2% 
ecologically important 1 2% 
fresh air 1 2% 
important to preserve/ threatened 1 2% CDS�= ; S	@�B

  
Cultural Heritage 19 42% 
Historical Sites 19 42% 
attractions, interest sites 17 38% 
Sightseeing 13 29% 
Cities/ Towns 11 24% 
traditions 9 20% 
cultural events/ festivals 9 20% 
lifestyle 8 18% 
similarity/ difference 7 16% 
historical 7 16% 
handicraft/ art 6 13% 
cultural mixture/ diversity 6 13% 
arquitecture 6 13% 
educational 5 11% 
authentic 5 11% 
local people 5 11% 
Museums 4 9% 
fairs + exhibits 3 7% 
Concerts 3 7% 
spiritual/ religious 2 4% 
rural lifestyle 2 4% 
farms 2 4% 
political issue 2 4% 
ancient 2 4% 
original 1 2% 
simple way of life 1 2% 
scientific value 1 2% 
privilege to visit 1 2% 7D; <&; S�7

  
trendy/ popular 4 9% 
famous 4 9% 
elegant/ sophisticated 2 4% 
grandeur 2 4% 
tell friends about 1 2% R�B!J�6�H	: CK7

  
Shopping 21 47% 
Night life 20 44% 
beaches 13 29% 
multiple activities/ recreation 12 27% 
fun/ entertainment 11 24% 
sports facilities/ opportunities 10 22% 
variety 9 20% 
water recreational opportunities 7 16% 
Night Clubs/ Bars 4 9% 
standard of living 4 9% 



 

 

outdoor activities 4 9% 
golf 3 7% 
Liquor Laws 2 4% 
Shows 1 2% 
theme parks 1 2% 
tennis 1 2% 
luxury resorts 1 2% 
sports events 1 2% 7D6!CE: <	=

  
doing things with children 4 9% 
family oriented 4 9% 
meeting other tourists 4 9% 
meeting locals 3 7% 
VFR 3 7% 
socializing 2 4% 
be with friends 1 2% 
be with family 1 2% 
for all ages 1 2% 
privacy 1 2% 
opportunities for volunteering 1 2% R�>�T�: B	H�: C�7.?�; 6!S	@ : 7	;�: H&I @ <�7�; @2S	C�; S�@2B

  
price/ value for money 26 58% 
food + drinks 21 47% 
hotels/ accommodation 21 47% 
safety/ security 19 42% 
tourist information 13 29% 
transportation 13 29% 
access 13 29% 
restaurants 9 20% 
no language barriers/ easy communication 9 20% 
hygiene/ cleanliness 8 18% 
services 7 16% 
infrastructure 6 13% 
good roads/ highways 5 11% 
tourist facilities 4 9% 
medical facilities 3 7% 
comfort 3 7% 
package tours 3 7% 
adequate for individual tourists 2 4% 
souvenirs 2 4% 
rent-a-car 2 4% 
centrality for trips 2 4% 
dining 1 2% 
signposting 1 2% J�BUFEB	= 6K8�MNB	H&;

  
busy/ active 6 13% 
modern 5 11% 
economic development 3 7% 
fast pace of life 3 7% 
big-small 2 4% 
undeveloped 2 4% 
man-made, artificial 2 4% 
urbanization 2 4% 
touristy 1 2% 
cities 1 2% 
political stability 1 2% 
dynamic 1 2% 



 

 

H!B	T&<!; : FEB
  

crowded-uncrowded 11 24% 
commercialized 7 16% 
traffic 6 13% 
dangerous 3 7% 
monotonous/ boring 3 7% 
rugged individualists 2 4% 
overdeveloped 1 2% 
destroyed landscape 1 2% 
begging 1 2% 
pollution 1 2% 
noise 1 2% 
cheating 1 2% 
xenophobism 1 2% 
   
   
   V�W�XUY1Z [�\P]�^�]�_ `�a�[�Y)b

  
   c!<�@1B&;	<	= d e'f�fGe)g,6!6�J�@ : CKR	e'f!fGe#fDhDe1i)C�6&; ;	B!;�<�= e'f�h�e&j�B�<�@ CDB�e�h�k�e!l�S�7�7DB	= =	mon!<�H�: SD7�e1h�p�e

 L @26	Mq8A; 6�Hrmrs�S�@2<�>�e1h�tDe!j�R!B�= 817Ke1h!u�e&5,<�<!; : eUh&uKe)g,<�@2; H&B	@ eUh&uKe&sQ: = = BD>�eUh&uKe)g,<�@2; H!B�@Amv5�SDHU; e1hUfEe
lw: CKR!<�@�J	7�6�H1m L @26	Mq8A; 6	H	e1h!h�e L <	= <	HU; 6	H&B+B!;�<�= e�h�x�eAyzB	: = B	@ e h!x�e)g,<�@2; H!B	@ e1h�x�e&l,B	: = = >De1x!{KeD|}R�MNB!J�e1x)~�e
��<���BD>	Bzm L @�6�Mq8A; 6�H	e1x)~�e���<1F9<	= T	:�B&;�<	= eUx�kDe�y�B	= = R!6!B	@ H!B�@ e1x	k L @26	M�8); 6�H�e!�)<���B�>�B�mvn&S	B	eUx�kDe

Hu & Ritchie, 93, Walmsley & Jenkins, 93, Ross, 93, Echtner&Ritchie, 93  �N<	H�7DI B	= J�e�x	tDeA�U6&SDH!T	e1x�tDe!s}<�T&6�7	; <	@�mv� 7�6�; <	= 6�e�x	kDe1x!tKe1iACKR!@ 6!B�J�B	@ e1x&uEe L 6!S	@2;!mvn&SG8A; 6	H�eUx1fGe
�+<!C���<D>�mr��B	7DB	H!MN<	: B	@ e1x1f9e&��<�= 6�T	= S�mr��@ : H��&B	@ T	e�xUfGeAyz<�= M+7�= BD>Pm��U6!S�H!T	e1x�hDeA�&6&S�H�T	e�x�x�e
L R!6�:	B�;�<�= d e1x!xKe&��<�= 6�T	= SPmv�NC L = B�<	@ >�ew~Ex�x�xDe L R!B	Hzmv��B�@ 7	; B�; ; B	@ eUx!x�e

  �	<E8)<	C�R!<	:�m�y�<�@ >	7��D<	��eUk&{	{!{�e L R&B�Hrmr5,7�SDe1k!{�{�{De L R!<!S	J�R�<�@ >�e k!{!{�{�e!��<�7�; B�H�R!6�= �Ke�k�{!{�{De
�N<�C���<D>�mv�1B	7DB�H�MN<	: B	@ e&k&{	{!{�eU��J&OQ<�@ J�7KeUk!{!{	{
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5XUDO�&RXQWLHV�LQ�1RUWK�3RUWXJDO�DFFRUGLQJ�WR�WKH�2(&'�LQGLFDWRU�
�SRSXODWLRQ�GHQVLW\�������LQKDELWDQWV��NPA���



 

 

 � X&�.]�_U�Q��X&^�W Z [D\����U�}�U��W �r���U��W�X��A]	_ b
    � �A~Kt�{�: H�R&<���: ; <	H&; 7.?A�DMP�Ek9� \1X&�U 2�.[���Z �U^

   
 

<	7�J�B�I : H!B�J+��>�|}sw���U¡Al}¢Qe!7DB�Bzi)<�HU; 6�7+m£�	B�@ @�<	7�B�C�<	e�~Kx�x�h
¤�" $�¥&(�¦�§1" ¨�% �©: H�R!6
Arcos de Valdevez �©: H�R!6
Caminha �©: H�R!6
Melgaço �©: H�R!6
Monção �©: H�R!6
Paredes de Coura �©: H�R!6
Ponte da Barca �©: H�R!6
Ponte de Lima �©: H�R!6
Valença �©: H�R!6
Vila Nova de Cerveira �©: H�R!6
ªw«�¬ %!1(

Terras de Bouro �©: H�R!6
* ¬ �

Vieira do Minho �©: H�R!6
®)¯!¨P�!°U%

Baião j�6�@2; 6
Cabeceiras de Basto �©: H�R!6
Castelo de Paiva j�6�@2; 6
Celorico de Basto �©: H�R!6
Cinfães s,6&S�@�6
Mondim de Basto �©: H�R!6
Resende s,6&S�@�6
Ribeira de Pena �©: H�R!6
±�$! #-2�z�Q()01-2(z�©²w()0&°U%

Arouca �Q()0�-2(

Alijó j�6�@2; 6
Armamar s,6&S�@�6
Carrazeda de Ansiães s,6&S�@�6
Freixo de Espada à Cinta s,6&S�@�6
Moimenta da Beira s,6&S�@�6
Penedono s,6&S�@�6
Sabrosa s,6&S�@�6
Santa Marta de Penaguião s,6&S�@�6
São João da Pesqueira s,6&S�@�6
Semancelhe s,6&S�@�6
Tabuaço s,6&S�@�6
Tarouca s,6&S�@�6
Torre de Moncorvo s,6&S�@�6
Vila Flor s,6&S�@�6
Vila Nova de Foz Côa s,6&S�@�6
Vila Real s,6&S�@�6
*�³  #(z®�- « �1¦ (U�U¦ ¤+()$� ����

Alfândega da Fé ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Boticas ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Bragança ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Chaves ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Macedo de Cavaleiros ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Miranda do Douro ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Mirandela ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Mogadouro ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Montalegre ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Murça ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Valpaços ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Vila Pouca de Aguiar ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Vimioso ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
Vinhais ��@�´	7Dµ�6	7Dµ��+6	HU; B�7
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XVHG�IRU�WKH�ILHOG�SURMHFW�LQ�UXUDO�1RUWK�3RUWXJDO�

����������



 

 

6DPSOLQJ�3ODQ��
3RSXODWLRQ��all tourists visiting rural areas in North Portugal for holiday/ pleasure purposes, between June 1998 and 

July 1999 

&OXVWHU�6DPSOLQJ� random selection of groups of tourists, of which a complete count is taken. Groups of tourists are 

defined as the randomly encountered tourists at pre-defined tourist attraction sites at particular points in time. 

In order to include an approximately balanced number of respondents from all sub-regions of North Portugal, 

both high and low season and the international and domestic market, a correspondingly more intensive data 

collection effort was necessary in the low season, for the foreign market and the interior sub-regions (Douro, 

Trás-os-Montes). 

6DPSOH� VL]H� in order to guarantee a representative sample of the defined population and in order to permit use of 

multivariate statistical techniques, the ODUJHVW�SRVVLEOH�VDPSOH size was considered desirable. Being image the 

main construct of analysis, the indicator of RYHUDOO�LPDJH or the percentage of tourists with a positive overall 

image may be considered as a parameter assisting in the definition of sample size. Alternatively, percentage 

values for positivity of all image components may be taken as a reference to use in the equation: 

Q� �]A�3T�
����%A��

If there is no D�SULRUL�inclination for P (percentage of respondents satisfying a criterion), the value 0.5 is often 

used, being the most cautious approach ('DYLV, 1996: 221). Using further the z-value corresponding to a 

confidence level of 95% and an error of 3 percentage points, the required sample size would be: 

Q� �����A����A�� �����
����A��

Consequently, a sample size of about 1100 valid responses may be considered satisfactory. Any number 

beyond that would be welcome to improve validity of results. 

'DWD�FROOHFWLRQ��
2QH�ILHOG�WULS�SHU�PRQWK with 3-4 interviewers (including the author of the thesis) for a SHULRG�RI���GD\V is 
planned. Field trips aim at visiting selected attraction sites in all three sub-regions, in order to interview all 

tourists encountered at these sites and points in time. 

The VHOHFWHG� VLWHV are: Guimarães (Paço de Duques), Ponte de Lima (tourist office, cafés, historical center, 

TER units), Parque Nacional da Peneda de Gerês (camping sites, Caldas do Gerês, pensions, pousada, Soajo-

village tourism), Caminha (camping site, historical center), Valença (historical center), country houses, hotels 

and camping sites on the way over Arcos de Valdevez, Ponte da Barca, Vila Verde, Vieira do Minho, 

Cabeceiras de Bastos, Vila Pouca de Aguiar, Vila Real (particularly camping site and “ casa de Mateus” ), 

Vidago (Hotel Palace), Chaves (historical center, museums, cafés, hotels), Valpaços, Mirandela, Macedo de 

Cavaleiros, Bragança (here castle, historical center, hotels, pousada), Parque Natural de Montesinho (camping 

sites, village tourism), Vila Flor (camping site), Torre de Moncorvo (historical center, pensions), Vila Nova de 

Foz Côa and Archeological Park, Figueira de Castelo Rodrigo, São João de Pesqueira, Sabrosa, Alijó. 



 

 

Not always all of these sites will be visited, however during each visit all sub-regions will be approached, 

passing over different sites and staying for interviewing, whenever tourists are encountered. The field trips will 

be carefully prepared to include particularly days when more tourist movements may be expected (public 

holidays, weekends, special festivities at specific sites). Still, the procedure will largely depend upon 

situational factors, requiring a flexible approach. 

2QH�RU�WZR�RQH�GD\�YLVLWV�SHU�PRQWK with 3-4 interviewers to the DLUSRUW�)UDQFLVFR�6i�&DUQHLUR�in Oporto, in 

order to interview tourists after their stay in rural North Portugal. Tourists will be approached when waiting in 

the launch for their flights home. 

Questionnaires will be distributed both for (assisted) VHOI�DGPLQLVWUDWLRQ and administered via SHUVRQDO�
LQWHUYLHZ, depending on the respondent’ s preference and capacity. Also in the case of self-administration, an 

assertive approach will be used, assuring that respondents answer all relevant questions, understand the most 

complex parts of the questionnaire and maintain a positive rapport and interest in the study. The group of 

interviewers will be identified as students of the University of Aveiro, participating in a research project, 

financed by the Coordinating Commission of North Portugal. The author of the thesis will be mostly present, 

assist in difficult cases, instruct interviewers “ on the job”  and actively participate in data collection, in order to 

assure validity of the approach. 

Respondents will only be LQFOXGHG�LI they actually spend a holiday in North Portugal, ideally staying in, but 

also visiting rural areas of the region, and consequently being able to express impressions on the destination. 

Also those who visited the region for another main reason (business, health, visit of friends and relatives) were 

included, as long as they indicated to combine this with holiday/ leisure purposes. Generally only respondents 

with an age of at least 12 years are included in the sample. 

Simultaneously, TXHVWLRQQDLUHV�ZLOO�EH�VHQW for complete self-administration to selected accommodation units 

in the defined rural counties, which will be contacted beforehand and express willingness to participate in the 

study. Intermediaries will be instructed about the questionnaire, to eventually assist in case of doubts. A 

regular follow-up will be needed. In this context, the co-operation of TURIHAB will be useful. For validity 

concerns, the direct interviewing approach should produce at least 1000 and more than 60% of total responses. 
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'HDU�9LVLWRU��
This questionnaire is part of a study, which aims at understanding the needs, desires and impressions of those who visit this region. The results 
may help the public and private sector to develop offerings, which meet your needs, making the best use of regional resources and also considering 
the interests of the local population, as well as conservation priorities. We are very grateful for every contribution, as significant results can only be 
achieved with a high response rate. 

7KDQN�\RX�YHU\�PXFK�IRU�\RXU�KHOS��¶Q· ¸ ¹.º	»K¼E½ ¾Q¿,ºK¹9½ ¼�ÀD¾DÁD· Â�Ã)Ä�À	¸ ÅG¼�Æ'¹G¸ ½ ÇNÁ È)ÉQÅG¼K¸ Æ.ÁEÃDÊw¸ ½ ¾�Ë'ÌE¶1¶&ÍwÄ�À	¸ ÅG¼�Æ'¹G¸ ½ Ç+Á È}Î)ÏQÁKÆ�½ Á}º�À�Ð�½ ¾D¼)Ñ�¼'ÒU¸ Á�ÀKº	·�Ó�Á�ÁEÆ�Ð�¸ À�º	½ ¸ ÀGÒ©ÓAÁKÔ}Ôq¸ ¹.¹G¸ ÁKÀqÁ ÈAÕ}ÁKÆ�½ ¾QÏ�Á�Æ�½ Ö�Ò	º�·

�D��+RZ�RIWHQ�GXULQJ�WKH�\HDU�GR�\RX�XVXDOO\�VSHQG�D�KROLGD\��RI�DW�OHDVW���GD\V�"� � � ___________ WLPHV�
��E��+RZ�RIWHQ�GXULQJ�WKH�\HDU�GR�\RX�VSHQG�D�ZHHNHQG�VKRUW�EUHDN�DZD\�IURP�KRPH������GD\V�"�

never ÿ rarely ÿ   once ÿ  twice ÿ 3 - 4 times ÿ 5 - 6 times ÿ 7 - 8 times ÿ > 8 times ÿ 
����3OHDVH�QDPH�XS�WR�WKUHH�GHVWLQDWLRQV��FRXQWULHV�RU�UHJLRQV��KDYH�\RX�YLVLWHG�LQ�WKH�ODVW���\HDUV�IRU�D�KROLGD\"��

×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×
���+RZ�RIWHQ�GXULQJ�WKH�\HDU�GR�\RX�VSHQG�D�KROLGD\�RU�ZHHNHQG�EUHDN�LQ�WKH�FRXQWU\VLGH"�

never ÿ rarely ÿ   once ÿ  twice ÿ 3 - 4 times ÿ 5 - 6 times ÿ 7 - 8 times ÿ > 8 times ÿ 
���:KLFK�UXUDO�KROLGD\�GHVWLQDWLRQV��FRXQWULHV�RU�UHJLRQV��KDYH�\RX�YLVLWHG�PRVW�RIWHQ"��PRVW�RIWHQ�YLVLWHG�ILUVW��

BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
���:KLFK�ORGJLQJ�IRUP�GR�\RX�SUHIHU�ZKHQ�VWD\LQJ�LQ�WKH�FRXQWU\VLGH" Hotel ÿ  Pension ÿ rented house/ flat 

ÿ         camping ÿ bed & breakfast in: country houses ÿ,  farms ÿ,  manor houses ÿ Castles/ Palaces ÿ           Friends &Family ÿ       
other:____________________________________________ 

<RXU�+ROLGD\V�LQ�1RUWK�3RUWXJDO�
���+RZ�ZRXOG�\RX�FDOO�WKH�UHJLRQ�\RX�KDYH�YLVLWHG"�� North Portugal ÿ

 other:______________________________________ 
���+RZ�RIWHQ�KDYH�\RX�EHHQ�WR�WKLV�UHJLRQ�EHIRUH"��� � never ÿ   about _______ times 
�� +RZ�RIWHQ�KDYH�\RX�EHHQ�WR�RWKHU�3RUWXJXHVH�UHJLRQV"�� � never ÿ   about _______ times,    
�ZKHUH�WR" _______________________________________________________________________________________________________�

���:KHUH�GLG�\RX�VWD\�GXULQJ�\RXU�DFWXDO�KROLGD\"��a) Locality: _______________________________________________ 
b) Type of Accommodation Ø ×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×

����:KDW�ZDV�WKH�SHULRG�RI�VWD\"� �� from: _____________________ to: ___________________________________�
����:KHQ�GLG�\RX�ERRN"��� a) not at all ÿ  b) month�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����,I�\RX�KDG�WR�GHVFULEH�WKLV�UHJLRQ�LQ���ZRUGV��FRQVLGHULQJ�LPDJHV��DWPRVSKHUH��DQG�GLVWLQFWLYH�IHDWXUHV��ZKLFK�ZRUGV�ZRXOG�

\RX�FKRRVH"�
����+RZ�ZRXOG�\RX�FKDUDFWHUL]H�WKH�UHJLRQ�LQ�ZKLFK�\RX�DUH�VSHQGLQJ�\RXU�KROLGD\V" &RQVLGHU�WKH�SUHYDOHQW�DWPRVSKHUH��

WKH�UHVLGHQW�SRSXODWLRQ��WKH�YLVLWRUV�DQG�WKH�SK\VLFDO�IHDWXUHV�RI�WKH�UHJLRQ��Please mark the most adequate field. Example: 
Very agitated:         balance between agitated and calm:  more calm than agitated: ÙAÚGÛ Ü Ý9Ü Þ.ß�à�Ü Þ.áKâ2Þäã å�ÝGæ ç ÙAÚGÛ Ü Ý�Ü Þ.ß�à�Ü Þ.áKâ2Þ ã å)ÝGæ ç ÙAÚGÛ Ü Ý9Ü Þ.ß�à�Ü Þ�áEâ#Þ ã å�ÝGæ ç

� 7KH�KROLGD\�GHVWLQDWLRQ�(atmosphere, persons) DSSHDUV��è�éDê ë�ì�ë�íGî	ï�ë�í9ð!ñ'í ò,ì�ó ô
õ�ö�éDì�ð�ê ÷Kí9î ø�ð	ù�ö�éDìKð!ê ÷EíGî
ú}û éDéKíGî ü�í9ó ê ýGì�ë í
þ ùDî�í9ñ'ë ÿ��Dë�ö�ì��	ì�é�ìDð	ë
� ù�ö9ô+ì�ó ��ð��2ùDö9ô+ì�ó
þ ùDî�íEö�ð ��ö�ìDî	ê ë�ê ù�ð�ìDó
òwùDô+ôNù�ð ø�ð�ê 	 û í

 ó í9ì�ñ.ì�ð�ë ø�ð���ó í9ì�ñ.ìDð�ë
ú ì�ë�ê ùDð�ì�ó ÿwô©ù�ë�ê ùDð�ì�ó
è�ý�ë2ê ��í 
 ìDñ'ñ.ê �	í
òwù�ð!ñ'íGö�	ìKë2ê �	í �Qê �	íGö9ìDó
� ìDö9ô ò,ù�ó î���üqê ñ'ë ìDð�ë
�Dû �	íGð�ê ó í þ ìKë û ö9í
èqö�ë2ê �2ê ýGê ì�ó ��ìKë û ö�ìDó
òwùDô��!ó í�� �	ê ô��!ó í
òwùDó ùDö�� û ó ò,ù�ó ùDö9ó íGñ'ñ
ü}ê ���2íGö�í9ð�ë��#ö�ùDô ô+í �	ê ô+ê ó ì�öAë2ùqô©í

��E��0\�RYHUDOO�LPSUHVVLRQ�RI�WKH�UHJLRQ�DV�D�KROLGD\�GHVWLQDWLRQ�LV� � íEö��é�ùDù�î � íEö����ìDî
����:K\�GLG�\RX�FKRRVH�WKLV�UHJLRQ��PDLQ�UHDVRQ�"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�



 

 

����:KR�LV�LQ�\RXU�WUDYHO�JURXS"�( ÅGº�Æ9¸ Á�Ö9¹�º�ÀK¹.Ê�¼�Æ'¹��)ÁK¹'¹E¸ »D· ¼ �   
�! Nù"�#��íGö�ñ.ù�ð!ñ)ê ð©éDö9ù û �%$�ê ð�ýGó û î!ê ð�é&�	ù û ö�ñ.íGó �(' Ø ×D×K×D×�×

spouse/ partner ÿ     children ÿ other  family members ÿ friends ÿ  organized group ÿ             I travel alone ÿ 
�����:KLFK VRXUFH�RI�LQIRUPDWLRQ�KHOSHG�\RX�WR�FKRRVH�DQG�LQIRUP�\RXUVHOI�DERXW�WKLV�GHVWLQDWLRQ? (

Å9º�Æ9¸ Á�ÖG¹�º�ÀK¹.ÊQ¼�Æ#¹)��ÁE¹'¹G¸ »D· ¼ �
 

travel agency  ÿ  tourist  guide  book ÿ  ads in:  newspapers  ÿ,   TV  ÿ,  magazines  ÿ 
catalogue/s of :_________________________________(company/ organization)     other non-commercial literature  ÿ  
previous visit  ÿ personal recommendation  ÿ              other:_______________________________________________________ *)+�,#- �The following list shows you aspects of a holiday, which might be more or less important to you. Please indicate the GHJUHH�RI�LPSRUWDQFH�\RX�DWWULEXWH�WR�HDFK�LWHP�ZKHQ�FKRRVLQJ�D�UXUDO�KROLGD\�GHVWLQDWLRQ. Please HYDOXDWH�QH[W�WKH�UHJLRQ�\RX�DUH�VWD\LQJ�LQ�� indicating to which degree these items are offered/ present, circling the corresponding numbers of the scale. .0/+ð�ù�ë&ì�ë&ìDó ó 1

– a little 2 / more or less 354  quite 654 �	íGö�  7"8�9�7):";=< >�8?;@:BA
 

��ô%�!ùDö�ë�ì�ð	ë
ÈEÁ�Æ0C�¾�ÁE¹G¸ ÀGÒ�Æ�ÖEÆ.º	·�ÐD¼�¹9½ ¸ À�º	½ ¸ Á�À


 ö�íGñ'íGð�ë �&õ!���2íGö�í9î
¸ À�½ ¾�¸ ¹AÆ�¼'ÒU¸ ÁKÀ

4XDOLW\�RI�DFFRPPRGDWLRQ�    1    2    3    4    5      1    2    3    4    5  dk *DVWURQRP\��TXDOLW\�RI�IRRG�    1    2    3    4    5      1    2    3    4    5  dk ,VRODWLRQ��IHZ�SHRSOH�    1    2    3    4    5      1    2    3    4    5  dk &ORVH�FRQWDFW�WR�QDWXUH�    1    2    3    4    5      1    2    3    4    5  dk *HW�WR�NQRZ�SHRSOH��RSSRUWXQLWLHV�IRU�VRFLDOL]LQJ�    1    2    3    4    5      1    2    3    4    5  dk /RFDO��UHJLRQDO�KLVWRU\�DQG�FXOWXUH�    1    2    3    4    5      1    2    3    4    5  dk $WWUDFWLYH�VFHQHU\��ODQGVFDSH�    1    2    3    4    5      1    2    3    4    5  dk 3HDFH�DQG�TXLHW�    1    2    3    4    5      1    2    3    4    5  dk 8QSROOXWHG��XQVSRLOHG�HQYLURQPHQW�    1    2    3    4    5      1    2    3    4    5  dk :DONLQJ�SDWKV�    1    2    3    4    5      1    2    3    4    5  dk *HW�WR�NQRZ�UXUDO�OLIH��DJULFXOWXUH�    1    2    3    4    5      1    2    3    4    5  dk $UFKLWHFWXUH��0RQXPHQWV��    1    2    3    4    5      1    2    3    4    5  dk *RRG�WRXULVW�LQIRUPDWLRQ�    1    2    3    4    5      1    2    3    4    5  dk 6LJQ�SRVWLQJ��HDVH�LQ�ILQGLQJ�ORFDWLRQV�    1    2    3    4    5      1    2    3    4    5  dk 3URIHVVLRQDO�6HUYLFH�    1    2    3    4    5      1    2    3    4    5  dk $WWUDFWLYH�1LJKW�/LIH��    1    2    3    4    5      1    2    3    4    5  dk 6SRUWV�DQG�5HFUHDWLRQ��    1    2    3    4    5      1    2    3    4    5  dk 2IIHULQJV�IRU�FKLOGUHQ�(activities, facilities, equipment)    1    2    3    4    5      1    2    3    4    5  dk *RRG�FOLPDWH�    1    2    3    4    5      1    2    3    4    5  dk 9DULHW\�RI�DFWLYLWLHV��RSSRUWXQLWLHV�RIIHUHG�    1    2    3    4    5      1    2    3    4    5  dk 6\PSDWK\�RI�ORFDO�SRSXODWLRQ�    1    2    3    4    5      1    2    3    4    5  dk *RRG�LQIUDVWUXFWXUHV�(banks, shops, other services)�    1    2    3    4    5      1    2    3    4    5  dk (DVH�RI�FRPPXQLFDWLRQ�    1    2    3    4    5      1    2    3    4    5  dk $FHVVLELOLW\�RI�UHJLRQ�    1    2    3    4    5      1    2    3    4    5  dk *RRG�SULFHV�    1    2    3    4    5      1    2    3    4    5  dk 
��E���+RZ�VDWLVILHG�DUH�\RX�ZLWK�WKLV�UHJLRQ�DV�D�WRXULVW�GHVWLQDWLRQ���������"� � BBBBBBBBBBBBB��VDWLVILHG�
����+RZ�PXFK�GLG�\RX�DSSUR[LPDWHO\�VSHQG�SHU�SHUVRQ�DQG�SHU�GD\�LQ�3RUWXJDO��ORGJLQJ��IRRG��WUDQVSRUWDWLRQ��VKRSSLQJ«��

< 500 esc ÿ     500-1000 esc ÿ   1000-2000 esc ÿ  2000-4000 esc ÿ  4000-6000 esc ÿ 
6000-8000 esc ÿ   8000-10.000 esc ÿ  10.000 – 12.000 esc ÿ 12.000- 14.000 esc ÿ > 14.000 esc ÿ 

����:KDW�ORFDOLWLHV��DWWUDFWLRQV�GLG�\RX�(and do you still want to) YLVLW�GXULQJ�\RXU�VWD\�LQ�WKLV�UHJLRQ"BBBBBBBBBBBBBBBBBBBBB�
×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�× �
��D��:KDW�ZDV�\RXU�PRVW�QHJDWLYH�LPSUHVVLRQ�DERXW�WKLV�UHJLRQ�(incident or feature)"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
��E��:KDW�ZDV�\RXU�PRVW�SRVLWLYH�LPSUHVVLRQ�DERXW�WKLV�UHJLRQ"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����+RZ�FRXOG�WKLV�UHJLRQ�EHFRPH�PRUH�DWWUDFWLYH�WR�\RX�DV�D�UXUDO�KROLGD\�GHVWLQDWLRQ"��ì?D ð�ù}ýBE�ìDð�é�í9ñGF
��DH��í9ë ë�íGö�ýGù�ð�ñ'íGö�	ì�ë�ê ù�ðIF
ýJD ë�E�ö�ù û é"ELK :"MNO:"M0P?NJ> > N�M ù?���!ùDö�ë û ð�ê ë ê í9ñ)ìDð�î©ù"�(�#íGö�ê ð�éDñ'ïDð	ìDô+íGó � Ø

horse riding �       cycling � fitness �  tennis �  swimming � golf � hunting �  fishing � 
canoeing �     windsurf � other sports:_____________________________________________  walking paths � 
excursions/ guided tours � theatre �  concerts � cinema �  museums � folk events � 
expositions/ fairs �  handicraft � activities for children � participation in agriculture �   C9ÁDÖEÆ'¹�¼�¹�Á È

:  languages �,   folk dance �   handicraft �, art �,   gastronomy �   discos �  bars/ pubs � 
restaurants:    typical �,   luxurious �,    cheap �,    international  �,    vegetarian �,  with some vegetarian meals � 

ýJDqùKë(E�íGö�ýGù�ð�î�ê ë2ê ùDð�ñ Ø ×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×
����+RZ�OLNHO\�LV�LW�IRU�\RX�WR��(3OHDVH�PDUN�WKH�ILHOG�FRUUHVSRQGLQJ�WR�WKH�PRVW�FRUUHFW�DQVZHU�LQ�WKH�VFDOH)��



 

 

ì?Dqý9ù�ô+íO�	ìDýJQ©ë�ù}ñ�	íGð!î�ìRE	ùDó ê î�ì"��ê ð�ë(E�ê ñAö9í9éDê ù�ð@S ��D�ö�í9ýGù�ôNô+íGð	î©ë(E!ê ñAö�íGéKê ùDð�ì�ñ)ìRE�ù�ó ê î�ì���î!í9ñ'ë2ê ð!ì�ë�ê ùDð�S
T Þ�UWV�X�á�æ Û YEÞ�æ V T Þ�UWV�æ Û YEÞ.æ V T Þ�UZV�XKá�æ Û YEÞ.æ V T Þ�UZV�æ Û YEÞ.æ V

)LQDOO\�,�ZRXOG�DSSUHFLDWH�VRPH�LQIRUPDWLRQ�DERXW�\RX��
���� +RZ�ZRXOG� \RX� DSSUR[LPDWHO\� FKDUDFWHUL]H� \RXUVHOI� LQ� UHIHUHQFH� WR� WKH� IROORZLQJ� DVSHFWV"�3OHDVH�PDUN� WKH�PRVW�

DGHTXDWH�ILHOG�LQ�WKH�VFDOH
è�éDê ë�ì�ë�íGî	ï�ë�í9ð!ñ'í ò,ì�ó ô
õ�ö�éDì�ð�ê ÷Kí9î ø�ð	ù�ö�éDìKð!ê ÷EíGî
ú}û éDéKíGî ü�í9ó ê ýGì�ë í
þ ùDî�í9ñ'ë ÿ��Dë�ö�ì��	ì�é�ìDð	ë
� ù�ö9ô+ì�ó ��ð��2ùDö9ô+ì�ó
þ ùDî�íEö�ð ��ö�ìDî	ê ë�ê ù�ð�ìDó
òwùDô+ôNù�ð ø�ð�ê 	 û í

 ó í9ì�ñ.ì�ð�ë ø�ð���ó í9ì�ñ.ìDð�ë
ú ì�ë�ê ùDð�ì�ó ÿwô©ù�ë�ê ùDð�ì�ó
è�ý�ë2ê ��í 
 ìDñ'ñ.ê �	í
òwù�ð!ñ'íGö�	ìKë2ê �	í �Qê �	íGö9ìDó
� ìDö9ô ò,ù�ó î���üqê ñ'ë ìDð�ë
�Dû �	íGð�ê ó í þ ìKë û ö9í
èqö�ë2ê �2ê ýGê ì�ó ��ìKë û ö�ìDó
òwùDô��!ó í�� �	ê ô��!ó í
òwùDó ùDö�� û ó ò,ù�ó ùDö9ó íGñ'ñ

����1DWLRQDOLW\�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����3ODFH�RI�5HVLGHQFH��&RXQWU\��BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB��LQ�D�FLW\� ������WRZQ� ������YLOODJH� ��
����$JH�������\HDUV� �� ������ �� ���������������� �� ������������� ����������������� ��������������� �� ������ �� �����!���\HDUV� ��
����*HQGHU��� PDOH�� �� � IHPDOH�� ��
����3URIHVVLRQDO�$FWLYLW\�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����/HYHO�RI�HGXFDWLRQ�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����,�KDYH�BBBBB�FKLOGUHQ��ZLWK�WKH�IROORZLQJ�DJHV�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�

,I�\RX�ZLVK�WR�DGG�DQ\�LGHDV�RQ�WKLV�VWXG\��WKH�TXHVWLRQQDLUH��WKLV�UHJLRQ��\RXU�H[SHULHQFH�ZLWK�KROLGD\V�LQ�WKH�FRXQWU\VLGH��SOHDVH�GR�
VR�EHORZ��
 

 

 

 

 

 

 

 

 

 

 

 

 

7KDQN�\RX�YHU\�PXFK��We wish you a very pleasant stay!  

We are also very grateful to the hosts in the accommodation units, to Turihab, ICEP and the tourist 
offices, which were as kind as to support this study. 



 

 

&DUR�D�9LVLWDQWH��
Este questionário faz parte de um estudo que visa compreender as necessidades e os desejos daqueles que visitam esta região. Os 
resultados poderão ajudar o sector público e privado a desenvolver ofertas que se aproximem a estes desejos, aproveitando da 
melhor forma os recursos regionais e considerando também os interesses da população local e as prioridades de conservação do 
património. Estamos muito gratos por cada contributo, já que a validade dos resultados depende de um elevado número de 
respostas.    0XLWR�REULJDGD�SHOD�VXD�YDOLRVD�DMXGD��[O\ ] ^J_ P?NJ> `!a _J^ > N�;�`�: \ bWc0d ; ] e N�M ^J] 7 _ 7?Nf7?N@g e N ] M�: c N Kih : \ _ P):"M _)jJk : h : K :=l�m [=[#nod ; ] e N�M ^B] 7 _ 7)N�7?:�pf:"M> :!N _�q : K ] ^Z^Bk :R7?N q :):"M�7?NJ; _?jBk :�rI:"MZ> N
�D��4XDQWDV�YH]HV�DR�ORQJR�GR�DQR�FRVWXPD�SDVVDU�IpULDV��SHOR�PHQRV���GLDV)"� � � ������cerca de BBBB�YH]HV�
E��4XDQWDV�YH]HV�DR�ORQJR�GR�DQR�FRVWXPD�SDVVDU�ILQV�GH�VHPDQD�IRUD�GH�FDVD�(����GLDV�"�
Nunca ÿ raramente  ÿ 1 vez ÿ         2 vezes ÿ   3 - 4 vezes ÿ  5 - 6 vezes ÿ  7 - 8 vezes ÿ > 8 vezes ÿ 

����,QGLTXH�DWp���GHVWLQRV��SDLVHV�RX�UHJL}HV��TXH�WHP�YLVLWDGR�QRV�~OWLPRV�GRLV�DQRV�SDUD�IpULDV���
×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×

���4XDQWDV�YH]HV�SRU�DQR�FRVWXPD�YLVLWDU�(para férias ou fins-de-semana)�R�FDPSR"� �
Nunca ÿ raramente  ÿ 1 vez ÿ         2 vezes ÿ   3 - 4 vezes ÿ  5 - 6 vezes ÿ  7 - 8 vezes ÿ > 8 vezes ÿ 

����4XH�GHVWLQRV�UXUDLV�WHP�YLVLWDGR�PDLV�IUHTXHQWHPHQWH"���SULPHLUR�R�PDLV�YLVLWDGR��
s?s)s?s?s?s)s ×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×

����4XH�DORMDPHQWR�SUHIHUH�QR�HVSDoR�UXUDO" (
ÅBt�Æ9¸ ºK¹AÆ�¼�¹ �AÁG¹G½ ºK¹)�AÁK¹'¹Bu ÅG¼K¸ ¹

): Hóteis  ÿ  Pensões ÿ Casa alugada ÿ 
Campismo ÿ     Quarto com pequeno almoço em:  casas rústicas ÿ   de agroturismo ÿ   casas solarengas (TH) ÿ          Castelos/ Palácios ÿ 
Casa de Amigos/ Familiares ÿ  outro: ________________________________________________ 

$V�VXDV�IpULDV�QHVWD�UHJLmR�
���&RPR�GHQRPLQDULD�HVWD�UHJLmR"� Norte de Portugal ÿ        
outro:_____________________________________________________ 

����4XDQWDV�YH]HV�Mi�HVWHYH�QHVWD�UHJLmR" nunca ÿ     cerca de _____ vezes 

����2QGH�HVWi�DORMDGR"� a) Localidade: ________________________________________________________________________ 
b) Tipo Estabelecimento de Alojamento:__________________________________________________

����4XDO�p�R�SHUtRGR�GD�VXD�HVWDGLD"� de: ____________________________ até: ________________________________

�����4XDQGR�UHVHUYRX R�DORMDPHQWR"� mês:___________________________________  não reservei ÿ 
��� Se tivesse que descrever esta região em 3 palavras, considerando LPDJHQV��FDUDFWHUtVWLFDV�GLVWLQWDV�H�R�DPELHQWH�que palavras 

escolheria?________________________________________________________________________________________________________ 

����&RPR�FDUDFWHUL]DULD�D�UHJLmR�RQGH�HVWi�D�SDVVDU�IpULDV" &RQVLGHUH�R�DPELHQWH�SUHYDOHFHQWH��PDUFDGR�SHODV�SHVVRDV�UHVLGHQWHV�H�YLVLWDQWHV�H�SHODV�FDUDFWHUtVWLFDV�ItVLFDV�GD�UHJLmR��Assinale o campo mais adequado.  Veja o exemplo: 

muito agitado:          equilíbrio entre agitado e calmo:  mais calmo do que agitado: èqé�ê ë2ì�î�ù v wGxBy z5{ è�éDê ë�ìDî�ù v w|xBy z!{ èqéDê ë2ìDî	ù v w|xBy z5{
2�GHVWLQR�GH�IpULDV�(ambiente, pessoas) SDUHFH��èqé�ê ë2ì�î�ù ò,ìDó ô©ù

õ�ö�éDì�ð�ê ÷KìDî	ù ü�í9ñ.ù�ö9é�ìDð�ê ÷KìDî	ù
è û ñ'ë�íEö�ù ü�í9ó ê ýGì�î�ù
þ ù�î�í9ñ'ë2ù ÿ��Dë2ö�ìB�	ìDé�ì�ð�ë�í
� ù�ö9ô+ì�ó ��ð��#ù�ö9ôNì�ó
þ ù�î�íEö�ð�ù ��ö�ìDî�ê ýGê ùDð�ì�ó
ò,ù�ô û ô }�ð!ê ý9ù
èqé�ö�ìDî�~J�	íGó ü�í9ñ.ì�éDö�ìDî�~B�	íGó
ú ìKýGê ùDð�ì�ó ÿwô+ù�ý9ê ù�ð�ìDó
èqý�ë�ê �	ù 
 ì�ñ.ñ.ê �	ù
ò,ùKð!ñ'íGö�	ìDî	ù�ö �Qê ��íGö9ì�ó
ò,ì�ó ùDö9ù�ñ'ù � ö9ê ùB�	üqê ñ.ë�ì�ð	ë2í
��û �	íGð�ê ó þ ìDî û ö9ù
è�ö�ë�ê �2ê ýGê ìDó ��ì�ë û ö�ìDó
ò,ù�ô���ó í���ù ��ê ô���ó í9ñ
ò,ù�ó ùDö9ê î	ù�ï��	ê �	ù ò,ê ð�÷Eí9ð�ë�ù
ü�ê �#íGö�íGð	ë�íQî�íwô+ê ô �	íGô+íGó E�ìDð�ë íQý9ùDô+ê éDù

g K ] ;�` _!] K0� MN ^Z^Bk :=� \ :?P _"\"^ :)P"MNON ^ > _ MNW� ] k :5NJ;��"� _ ;�> :57?N ^ > ] ;�:!> ��M� ^ > ] h :!��9 þ û ê ë2ù!��ùDì þ£û ê ë�ùqô�~



 

 

����3RU�TXH�UD]mR��SULQFLSDO��HVWi�D�YLVLWDU�HVWD�UHJLmR"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����&RP�TXHP�HVWi�D�SDVVDU�DV�IpULDV" (

ÅJt�Æ9¸ ºE¹�Æ.¼�¹ �AÁE¹9½ ºE¹)��ÁE¹'¹Bu ÅG¼K¸ ¹ �
       em casal ÿ    com filhos  ÿ            outros familiares ÿ 

 amigo/s ÿ  em grupo organizado ÿ viajo sozinho ÿ  
�! Uî�íf�	íGñ.ñ'ùDìKñAð�ù�éDö û �	ùR$ ê ð�ýGó û ê ð�î�ùf��ù�ýB��' Ø s?s?s?s)s����4XDLV�DV�IRQWHV�GH�LQIRUPDomR�TXH�R�DMXGDUDP�D�HVFROKHU�H�D�LQIRUPDU�VH�VREUH�R�GHVWLQR" (

ÅBt�Æ9¸ º�¹AÆ.¼�¹ �AÁE¹9½ ºK¹)�AÁE¹'¹�u ÅG¼E¸ ¹ �
 

agência de viagens ÿ  guia turístico  ÿ   publicidade em:   jornais  ÿ   TV  ÿ   revistas  ÿ 
catálogos de :_________________________________(empresa/ organismo)       outra literatura não-comercial  ÿ  
visita anterior  ÿ recomendações pessoais  ÿ outros:__________________________________________________________ 

��� Por favor, indique até que ponto os aspectos abaixo referidos são, em primeiro lugar importantes para escolher um destino de 
férias no campo, e, em segundo lugar, oferecidos pela região onde se encontra, usando a seguinte escala:�. 4 ð�ìDî	ì 1

- pouco 2 / mais ou menos 354  bastante 654 ô û ê ë ù  ; ^ 9�; k : ^ N ][ K MN \ _?jJk :5� ^G^ NW�@� ] ;�> N ^ MZ��P"M ] h _J^ 9
 

��ô���ùDö�ë2ìKð�ë�í
�)º�Æ.ºq¼�¹�CGÁ�· ¾D¼9Æ�ÖEÔ£ÐD¼�¹G½ ¸ ÀDÁ


 ö�íGñ'íGð�ë í��&õ!�#íGö�í9ýGê î!ù
ÀD¼�¹9½ º}Æ�¼.Ò&¸ ��Á

4XDOLGDGH�GR�DORMDPHQWR�    1    2    3    4    5      1    2    3    4    5  ns 4XDOLGDGH�GD�JDVWURQRPLD��    1    2    3    4    5      1    2    3    4    5  ns ,VRODPHQWR��SRXFD�JHQWH�    1    2    3    4    5      1    2    3    4    5  ns &RQWDFWR�SUy[LPR�FRP�D�QDWXUH]D�    1    2    3    4    5      1    2    3    4    5  ns 2SRUWXQLGDGHV�SDUD�FRQKHFHU�SHVVRDV��FRQYtYLR�    1    2    3    4    5      1    2    3    4    5  ns +LVWyULD�H�FXOWXUD�ORFDO��UHJLRQDO�    1    2    3    4    5      1    2    3    4    5  ns 3DLVDJHP�DWUDHQWH��    1    2    3    4    5      1    2    3    4    5  ns $PELHQWH�FDOPR�H�WUDQTXLOR�    1    2    3    4    5      1    2    3    4    5  ns $PELHQWH�GHVSROXLGR�H�QmR�GDQLILFDGR��    1    2    3    4    5      1    2    3    4    5  ns 7ULOKRV�SHGHVWUHV��    1    2    3    4    5      1    2    3    4    5  ns 2SRUWXQLGDGHV�SDUD�FRQKHFHU�YLGD�UXUDO��DJULFXOWXUD��    1    2    3    4    5      1    2    3    4    5  ns $UTXLWHFWXUD��PRQXPHQWRV��    1    2    3    4    5      1    2    3    4    5  ns %RD�LQIRUPDomR�WXUtVWLFD��    1    2    3    4    5      1    2    3    4    5  ns 6LQDOL]DomR��)DFLOLGDGH�GH�HQFRQWUDU�VtWLRV��    1    2    3    4    5      1    2    3    4    5  ns 6HUYLoR�3URILVVLRQDO��    1    2    3    4    5      1    2    3    4    5  ns 9LGD�QRFWXUQD�DQLPDGD��    1    2    3    4    5      1    2    3    4    5  ns 2IHUWD�GH�GHVSRUWRV�H�DFWLYLGDGHV�UHFUHDWLYDV���    1    2    3    4    5      1    2    3    4    5  ns 2IHUWD�SDUD�FULDQoDV�(diversões, actividades, equipamento)    1    2    3    4    5      1    2    3    4    5  ns &OLPD�DJUDGiYHO��    1    2    3    4    5      1    2    3    4    5  ns 9DULHGDGH�GH�DWUDFo}HV�H�RSRUWXQLGDGHV�QD�UHJLmR�    1    2    3    4    5      1    2    3    4    5  ns 6LPSDWLD�GD�SRSXODomR�ORFDO�    1    2    3    4    5      1    2    3    4    5  ns %RDV�LQIUDVWUXWXUDV�GH�DSRLR�(bancos, lojas, serviços)�    1    2    3    4    5      1    2    3    4    5  ns )DFLOLGDGH�GH�FRPXQLFDomR�(com a população)�    1    2    3    4    5      1    2    3    4    5  ns $FHVVLELOLGDGH�j�UHJLmR�    1    2    3    4    5      1    2    3    4    5  ns %RQV�SUHoRV�    1    2    3    4    5      1    2    3    4    5  ns 

��E��4XDO�p�D�VXD�VDWLVIDomR�JOREDO�FRP�HVWD�UHJLmR��HP�SHUFHQWDJHP���������"� BBBBBBBBBBBBB��VDWLVIHLWR�
����4XDQWR�JDVWD�DSUR[LPDGDPHQWH�QD�UHJLmR�SRU�SHVVRD�H�SRU�GLD" (alojamento, alimentação, transporte, compras, diversões…): 

< 500 esc ÿ     500-1000 esc ÿ   1000-2000 esc ÿ  2000-4000 esc ÿ  4000-6000 esc ÿ 
6000-8000 esc ÿ   8000-10.000 esc ÿ  10.000- 12.000 esc ÿ 12.000- 14.000 esc ÿ > 14.000 esc ÿ 

����4XH�ORFDLV��DWUDFo}HV�YLVLWRX�(e pensa ainda visitar) QHVWD�UHJLmR"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×
���D��4XDLV�IRUDP�DV�VXDV�LPSUHVV}HV�PDLV�QHJDWLYDV�QD�VXD�HVWDGLD�(aspecto ou acontecimento)"BBBBBBBBBBBBBBBBBBBBBBBBB�
×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×
���E��4XDLV�IRUDP�DV�VXDV�LPSUHVV}HV�PDLV�SRVLWLYDV�QD�VXD�HVWDGLD"�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×����&RPR�p�TXH�HVWD�UHJLmR�SRGHU�VH�LD�WRUQDU�PDLV�DWUDHQWH�SDUD�VL�"�(YiULDV�UHVSRVWDV�SRVVtYHLV):�
ì�'��	íQð���ù5E�ù û �	í9ñ'ñ.íwô û î�ìDð��9ì�ñG�
��'��	í�ë û î!ù!�2ê ý9ì�ñ'ñ.íwô©íGó E�ùDö�ý9ùDð	ñ.íEöZ�	ìDî�ù!�
ý�'����	í0�#ù�ñ'ñ'íGô ù"�#íGö�í9ýGê î�ìDñAô©ìDê ñ��!ôNí9ó E�ù�ö�í9ñ)ù)��ùDö�ë û ð�ê î�ì�î�íGñ)íQì�ý9ë�ê ��ê î!ì�î�í9ñ'ïDð�ù�ôNíGìKî!ìDô+í9ð	ë2í Ø ( ÅJtKÆG¸ ºK¹AÆ�¼�¹ �AÁG¹G½ ºK¹)��ÁE¹'¹Bu ÅG¼K¸ ¹ )

equitação �     ciclismo � ginástica � ténis �  natação �  golfe  �  caça �        pesca � 
canoagem �   windsurf  � outros desportos:_______________________________________  trilhos (pedestres) � 
excursões/ visitas guiadas � teatro �  concertos � cinema �  museus �  eventos folclóricos � 
exposições/ feiras �  artesanato �  actividades para crianças �   participação em actividades agrícolas � CGÖEÆ#¹9ÁG¹AÐD¼

:   línguas �    de danças folclóricas �   de  artesanato �    de arte �    de gastronomia � discotecas � bares/ pubs �        
restaurantes:  típicos �   de luxo �   baratos �   internacionais �  (com pratos) vegetarianos �   ý�'�� õ û ë#ö�ìKñAýGù�ð�î�ê �B��í9ñ Ø ×K×D×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×



 

 

����3RU�IDYRU��DVVLQDOH�R�FDPSR�TXH�FRUUHVSRQGH�j�VXD�UHVSRVWD�QD�HVFDOD�DSUHVHQWDGD��4XDO�p�D�SUREDELOLGDGH�GH�YRFr��
a)  voltar a passar umas férias nesta região?    b) recomendar esta região para passar férias? ���?� � { � z5�?�Z{��B�J�B�y ���?� � {=�?�Z{��B�J�B��y ���?� � { � z5�?�Z{��B�J�B�y ���"� � {=�?�Z{��B�J�B�y

3RU�ILP��DJUDGHFHULD�DOJXPDV�LQIRUPDo}HV�D�VHX�UHVSHLWR�
����&RPR�FDUDFWHUL]DULD��DSUR[LPDGDPHQWH��D�VXD�SUySULD�SHVVRD�UHODWLYDPHQWH�DRV�VHJXLQWHV�DVSHFWRV"��

èqé�ê ë2ì�î�ù ò,ìDó ô©ù
õ�ö�éDì�ð�ê ÷KìDî	ù ü�í9ñ.ù�ö9é�ìDð�ê ÷KìDî	ù
è û ñ'ë�íEö�ù ü�í9ó ê ýGì�î�ù
þ ù�î�í9ñ'ë2ù ÿ��Dë2ö�ìB�	ìDé�ì�ð�ë�í
� ù�ö9ô+ì�ó ��ð��#ùDö�ôNì�ó
þ ù�î�íEö�ð�ù ��ö�ìDî�ê ýGê ùDð�ì�ó
ò,ù�ô û ô }�ð!ê ý9ù
èqé�ö�ìDî�~J�	íGó ü�í9ñ.ì�éDö�ìDî�~B�	íGó
ú ìKýGê ùDð�ì�ó ÿwô+ù�ý9ê ù�ð�ìDó
èqý�ë�ê �	ù 
 ì�ñ.ñ.ê �	ù
ò,ùKð!ñ'íGö�	ìDî	ù�ö �Qê ��íGö9ì�ó
ò,ì�ó ùDö9ù�ñ'ù � ö9ê ùB�	üqê ñ.ë�ì�ð	ë2í
��û �	íGð�ê ó þ ìDî û ö9ù
è�ö�ë�ê �2ê ýGê ìDó ��ì�ë û ö�ìDó
ò,ù�ô���ó í���ù ��ê ô���ó í9ñ
ò,ù�ó ùDö9ê î	ù�ï��	ê �	ù ò,ê ð�÷Eí9ð�ë�ù

����1DFLRQDOLGDGH�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����5HVLGrQFLD��'LVWULWR��BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB _ K P ] NJ;�> Nf7?N ������FLGDGH� ÿ��������YLOD� ÿ�� ����DOGHLD� ÿ�
����,GDGH� � . 3 ì�ð�ù�ñ ÿ

. 6?4 1 3 ÿ
1 6?4 2�3 ÿ 2)6)4 3)3 ÿ 3?6?4 6)3 ÿ 6?6"4(�?3 ÿ �?6)4@ ?3 ÿ� �������!���� ìDð�ùKñ ÿ

����6H[R�� � �PDVFXOLQR� ÿ� � IHPLQLQR� ÿ

����2FXSDomR�3URILVVLRQDO Ø ×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×
����+DELOLWDo}HV�OLWHUiULDV Ø ×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×
����7HQKR�BBBBBBILOKRV��FRP�DV�VHJXLQWHV�LGDGHV Ø ×D×�×�×�×D×�×�×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×
6H�TXLVHU��SRGH�FRORFDU�REVHUYDo}HV�H�UHVSRVWDV�DOWHUQDWLYDV�QR�HVSDoR�HP�EUDQFR��

0XLWR�REULJDGD�SHOD�VXD�FRRSHUDomR��'HVHMDPRV�OKH�XPD�DJUDGiYHO�HVWDGLD� 
$JUDGHFHPRV�WDPEpP�DRV�SURSULHWiULRV�GDV�XQLGDGHV�GH�DORMDPHQWR��j�

7XULKDE�DR�,&(3�H�DRV�SRVWRV�GH�WXULVPR�TXH�WmR�DPDYHOPHQWH�FRQFHGHUDP�R�VHX�DSRLR�D�HVWH�HVWXGR��



 

 

&KHU�9LVLWHXU��
Permettez-moi de solliciter votre participation à cette enquête, dont l’ objectif est d’ analyser le marché du tourisme rural au Nord du 
Portugal et l’ identification des désirs et besoins des touristes. Les résultats devraient permettre au secteur privé et public de 
développer des offres adaptées à ces besoins, dans l’ optique d’ une meilleure utilisation des ressources disponibles, en étroite liaison 
avec le patrimoine culturel et naturel.Votre contribution est importante, car seulement une participation élevée peut garantir des 
résultats significatifs.    0HUFL�EHDXFRXS�SRXU�YRWUH�JHQWLOOH�FRRSpUDWLRQ��¡|¢ £ ¤W¥J¦B§Z¨ ©�ª0¥�¤�¨ §Z«?©?¬J¢  ®�¯@«?£ °Z§W±(¤W£ ¨ ²#³�´ µ=°§£ ±W¬�®"§Z«o¶¬J¬ ·�²W±W¥J¨ £ ¬�«o¥J°�§Z¶#¢�´ ¸W¹�¡º¡�»#¯�«?£ °§Z± ¤�£ ¨ ²#³B§0¼@½�¬�±�¨ ¬=§W¨"¢ ¥�¾�¬�¿f¿O£ ¤(¤W£ ¬J«�À0²(Á"£ ¬J«"¥J¢ §|³B§|¾@¬J¬�±W³J£ «?¥J¨ £ ¬J«!³JÂ=Ãf¬�±�³
�D��3HQGDQW�O¶DQQpH��FRPELHQ�GH�IRLV�SUHQH]�YRXV�GHV�YDFDQFHV��DX�PRLQV���MRXUV�"� (environ)_____________ fois 
E��3HQGDQW�O¶DQQpH��FRPELHQ�GH�IRLV�SUHQH]�YRXV�GHV�ZHHN�HQGV�KRUV�GH�OD�PDLVRQ������MRXUV�"�

Jamais ÿ rarement  ÿ 1 fois ÿ         2 fois ÿ   3 - 4 fois ÿ  5 - 6 fois ÿ  7 - 8 fois ÿ > 8 fois ÿ 

�����6¶LO�YRXV�SODvW��LQGLTXH]�MXVTX¶j���GHVWLQDWLRQV��SDtV�RX�UpJLRQV��TXH�YRXV�DYH]�YLVLWpHV�HQ�YDFDQFHV�GDQV�OHV���GHUQLqUHV�
DQQpHV��×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×
�����3HQGDQW�O¶DQQpH��FRPELHQ�GH�IRLV�SUHQH]�YRXV�GHV�YDFDQFHV�RX�GHV�ZHHN�HQGV�j�OD�FDPSDJQH"�

Jamais ÿ rarement  ÿ 1 fois ÿ         2 fois ÿ   3 - 4 fois ÿ  5 - 6 fois ÿ  7 - 8 fois ÿ > 8 fois ÿ 

����4XHOOHV�UpJLRQV�UXUDOHV�DYH]�YRXV�YLVLWpHV�OH�SOXV�VRXYHQW"�� �SUHPLqUH�OD�SOXV�YLVLWpH��
Ä?Ä)Ä?Ä?Ä?Ä)Ä ×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×�×D×K×D×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×�×D×�×�×D×�×D×K×D×�×����4XHO�W\SH�GH�ORJHPHQW�HVW�FH�TXH�YRXV�SUpIpUH]�j�OD�FDPSDJQH" (plusieurs résponses possibles)  Hotels  ÿ         Pensions ÿ 
Maison/ appartement loué ÿ Camping ÿ chambres louées avec petit-déjeuner dans:  maison rustique ÿ,   à la ferme ÿ,  manoir ÿ        
Chateau/ Palais ÿ chez des amis/ la famille ÿ  autre: ________________________________________________ 

9RV�YDFDQFHV�GDQV�FHWWH�UpJLRQ�
����&RPPHQW�LGHQWLILH]�YRXV�FHWWH�UpJLRQ"�� Nord du Portugal ÿ     autre:____________________________________________ 

����&RPELHQ�GH�IRLV�DYH]�YRXV�GpMj�YLVLWp�FHWWH�UpJLRQ" jamais ÿ     environ�BBBBB�IRLV�
����&RPELHQ�GH�IRLV�DYH]�YRXV�GpMj�YLVLWp�G¶DXWUHV�UpJLRQV�SRUWXJDLVHV" jamais ÿ    environ�BBBBB�IRLV�
���OHVTXHOOHV"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����2��HVW�FH�TXH�YRXV�rWHV�ORJpV"� a) Localité: ___________________________________________________ 

b) Type de Logement:__________________________________________________

�����4XHOOH�HVW�OD�SpULRGH�GH�YRWUH�VpMRXU"� de: ____________________________ jusqu’ à: ________________________________

����4XDQG�DYH]�YRXV�UpVHUYp"� mois:___________________________________  pas reservé ÿ 
12. Si vous devriez décrire cette région en 3 mots, en pensant à des images, des caractéristiques distinctives et l’ atmosphère, quels 

mots choisisseriez-vous?___________________________________________________________________________________________ 

����&RPPHQW�FDUDFWpULVHULH]�YRXV�OD�UpJLRQ��R��YRXV�SDVVH]�GHV�YDFDQFHV" &RQVLGHUH]�O¶DWPRVKqUH��PDUTXpH�SDU�OHV�SHUVRQQHV�
UpVLGHQWHV�HW�YLVLWDQWHV�H�SDU�OHV�FDUDFWpULVWLTXHV�SK\VLTXHV�GH�OD�UpJLRQ��&RFKH]�OD�FDVH�FRUUHVSRQGDQWH� Voyez l’ exemple: 

                        très agitée:          equilibre entre agitée et calme:  plus calme que agitée: èqéDê ë(Å9í Æ Ç|ÈBÉ Ê!Ë èqéDê ë�Å9í Æ Ç|ÈBÉ ÊoË è�éDê ë(Å9í Æ Ç|ÈBÉ Ê!Ë
&HWWH�UpJLRQ�(atmosphère, personnes) SDUDvW��è�éDê ë(Å9í ò,ìDó ô©í

õ�ö�éDì�ð�ê ñÅ9í ü�í9ñ'ùDö9é�ìDð�ê ñZÅGí
è û ñ'ë(ÌEö�í ü5Å9ó ê ýGìKë�í
þ ùDî�í9ñ'ë�í ÿ��Dë2ö�ìB�	ìDé�ì�ð�ë í
� ù�ö9ô©íGó ó í 
 ì�ñ|�#ùDö9ô©íGó ó í9ï)Í�ó Î ìDê ñ'í
þ ùDî�íEö�ð�í ��ö�ìDî�ê ë2ê ùKð!ð	íGó ó í
òwùDô+ô û ð�í ø�ð!ê 	 û í
è�éDö�ÅGì?��ó í ü�í9ñ'ìDéDö�ÅGì?��ó í
ú ì�ë�ê ùDð�ð�íGó ó í ÿwô+ùKë2ê ù�ð!ð	íGó ó í
è�ý�ë2ê ��í 
 ì�ñ.ñ.ê ��í
òwù�ð!ñ'íGö�	ìKë2ö9ê ý9í �Qê ��íGö9ì�ó í
òOE�ìDó í û ö�í û ñ.í � ö9ùKê î�í���üqê ñ'ë�ì�ð�ë�í
� í û ð�í þÐÏ ö�í
èqö�ë2ê �2ê ýGê í9ó ó í ��ì�ë û ö�íGó ó í
òwùDô��!ó í��Dí ��ê ô���ó í
òwùDó ùDöJÅ9í9ïB��ê ��í �	ìDð	ñ)ýGù û ó í û ö
ü}ê ����ÅGö�í9ð�ë íQî!íQô+ù�ê �	íGô��!ó ì?�!ó íOÍqô©ùDê

Ñ&Ò"Ó�Ô ÕGÖG×ØZÙZÙBÔ Ò"Ó!Ú@ÛJÓ�Û�×�Ü"Ý ØfÞ?ØfßBØ�à à Ø�×�Û�Ú�Ô Ò?Ó0Ö=Ò?á�×?Ö=ÜJÙZÙJØ�×=Þ?ØZÙ�â�Ü?ßJÜ?Ó�ßBØÙfØZÙJà ã ��ö�Ì9ñ0�	ùDð	ð!í ��ö�Ì9ñAô+ì û �	ìDê ñ.í



 

 

����3RXU�TXHOOH�UDLVRQ��SULQFLSDOH��YLVLWH]�YRXV�FHWWH�UpJLRQ"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����-H�VXLV�DFFRPSDJQp�SDU�(plusieurs résponses possibles): ä!åºæ�çfè�ç�é�êë?ì�ì�çJê0æ�í)ì�ê0î çfï�é�ë?ð�è�çfñ vous inclué ò :Ä)Ä?Ä)Ä"Ä
partenaire ÿ       enfants  ÿ autres membres de famille ÿ  amis ÿ  groupe organisé ÿ  je suis seul ÿ

����4XHOOHV�VRXUFHV�G¶LQIRUPDWLRQ�RQW�DWWLUpHV�YRWUH�DWWHQWLRQ�HW�UHQVHLJQpHV�VXU�FHWWH�UpJLRQ" (plusieurs résponses possibles): 
agence de voyage ÿ  guide de voyage  ÿ   publicité en:   journaux  ÿ,   TV  ÿ,  magazines  ÿ 
catalogue de :_________________________________(entreprise)      literature non-publicitaire  ÿ  
visite antérieure  ÿ recommendation personnelle  ÿ           autre:__________________________________________________________ 

��D� S’ il vous plaît, indiquez, 1) dans la 1ère colonne, O¶LPSRUWDQFH�GH� FKDTXH� DVSHFW�SRXU� FKRLVLU�XQ� OLHX� GH� YDFDQFHV� j� OD�FDPSDJQH� 2)  MXVTX¶j�TXHO�SRLQW�FHV�DVSHFWV�VRQW�SUpVHQWV��RIIUHV�GDQV�OD�UpJLRQ�R��YRXV�SDVVH]�FHV�YDFDQFHV��Marquez la 
valeur correspondante:�ó0ô è�í?êGæ�ðIõ ë)ð�õ ö – un peu ÷ ô plus ou moins ø!ù  assez ú!ù@õ(é�ûJê  êZè ã�Ó�ØGÙBÜ?Ô Ù�Ö0ÜJÙü!Ø�Ý Ü"à Ô âBØ�ÕIØJÓ�à�Ü?á?ý%ßBÜ"à Û�Ú@Ò"×Ô ØZÙGÙJá�Ô â�Ü"Ó�à ØZÙ�ã

 

þ�ÿ è�ë)é�õ(í?ì�õ���������
	���� �� ������� � ����������������������
� é�çBêçBì�õ � �"!�çBé�õ������������# # ���%$%&'� ���

4XDOLWp�GX�ORJHPHQW�    1    2    3    4    5      1    2    3    4    5  sp 4XDOLWp�GH�OD�JDVWURQRPLH��    1    2    3    4    5      1    2    3    4    5  sp ,VROHPHQW��SHX�GH�SHUVRQQHV�    1    2    3    4    5      1    2    3    4    5  sp 
&RQWDFW�SURFKH�DYHF�OD�QDWXUH�    1    2    3    4    5      1    2    3    4    5  sp 
2SSRUWXQLWpV�SRXU�FRQQDvWUH�G¶DXWUHV��YLH�VRFLDOH�    1    2    3    4    5      1    2    3    4    5  sp 
+LVWRLUH�HW�FXOWXUH�ORFDOH��UHJLRQDOH�    1    2    3    4    5      1    2    3    4    5  sp 
3D\VDJH�DWWUDFWLI�    1    2    3    4    5      1    2    3    4    5  sp 
&DOPH��WUDQTXLOLWp�    1    2    3    4    5      1    2    3    4    5  sp 
(QYLURQQHPHQW�SDV�SROOXp�    1    2    3    4    5      1    2    3    4    5  sp 
&KHPLQV�SRXU�PDUFKHU�    1    2    3    4    5      1    2    3    4    5  sp 
&RQQDvWUH�YLH�UXUDOH��DJULFXOWXUH��    1    2    3    4    5      1    2    3    4    5  sp 
$UFKLWHFWXUH��PRQXPHQWV��    1    2    3    4    5      1    2    3    4    5  sp 
%RQQH�LQIRUPDWLRQ�WRXULVWLTXH��    1    2    3    4    5      1    2    3    4    5  sp 
6LJQDOLVDWLRQ��)DFLOLWp�G¶RULHQWDWLRQ��    1    2    3    4    5      1    2    3    4    5  sp 
6HUYLFH�3URIHVVLRQQHO��    1    2    3    4    5      1    2    3    4    5  sp 
9LH�QRFWXUQH��    1    2    3    4    5      1    2    3    4    5  sp 
2IIUH�GH�VSRUWV�HW�GH�DFWLYLWpV�UpFUpDWLYHV���    1    2    3    4    5      1    2    3    4    5  sp 
2IIUH�SRXU�GHV�HQIDQWV�(diversions, activités, equipements)    1    2    3    4    5      1    2    3    4    5  sp 
&OLPDW�DJUpDEOH��    1    2    3    4    5      1    2    3    4    5  sp 
9DULHWp�G¶DWUDFWLRQV�HW�G¶RSSRUWXQLWpV�GDQV�OD�UpJLRQ�    1    2    3    4    5      1    2    3    4    5  sp 
6\PSDWKLH�GH�OD�SRSXODWLRQ�ORFDO�    1    2    3    4    5      1    2    3    4    5  sp 
%RQQHV�LQIUDVWUXFWXUHV�GH�VXSSRUW�(bancs, magasins, etc.)�    1    2    3    4    5      1    2    3    4    5  sp 
)DFLOLWp�GH�FRPPXQLFDWLRQ�(avec la population)�    1    2    3    4    5      1    2    3    4    5  sp 
$FHVVLELOLWp�j�OD�UHJLRQ�    1    2    3    4    5      1    2    3    4    5  sp 
%RQV�SUL[�    1    2    3    4    5      1    2    3    4    5  sp 

��E��4XHO�HVW�YRWUH�GHJUp�GH�VDWLVIDFWLRQ�DYHF�FHWWH�UpJLRQ��H[SULPpH�HQ�SRXUFHQWDJH��0-100%�"���BBBBBBBBB��VDWLVIDLW�H�
����&RPELHQ�GpSHQVH]�YRXV��SOXV�RX�PRLQV��GDQV�OD�UpJLRQ�SDU�MRXU�SDU�SHUVRQQH��(logement, alimentation, transports, achats, …) 

< 500 esc ÿ     500-1000 esc ÿ   1000-2000 esc ÿ  2000-4000 esc ÿ  4000-6000 esc ÿ 
6000-8000 esc ÿ   8000-10.000 esc ÿ  10.000 –12.000 esc ÿ 12.000-14.000 esc ÿ > 14.000 esc ÿ 

����4XHOV�OLHX[��DWWUDFWLRQV�YLVLWH]�YRXV�(et voulez-vous encore visiter) GDQV�FHWWH�UpJLRQ"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
��D��4XHOOHV�VRQW�YRV�LPSUHVVLRQV�OHV�SOXV�QpJDWLYHV�GH�YRWUH�VpMRXU�LFL�(aspect ou événement)"BBBBBBBBBBBBBBBBBBBBBBBBBBB�
(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
��E��4XHOOHV�VRQW�YRV�LPSUHVVLRQV�OHV�SOXV�SRVLWLYHV"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
����&HWWH�UpJLRQ�SRXUUDLW�GHYHQLU�SOXV�DWWUDFWLYH��V¶LO�\�DYDLW��(plusieurs résponses possibles) 
í�ò è�í?ê0æ*) í?î õ,+�é�í"õ.- ë"ì �     /�ò  ð�ì�ç ÿ ç�- î î çBð�é�ç10Bë)ì�êçBé%2�í?õ.- ë?ì �
0�ò è�î ð�ê0ç�õ#æ�çJê ÿ ç�- î î çJð�é�çJêGë�!.!Wé�çJê43)ì�ë"õ(í ÿ�ÿ çBì�õ (plusieurs résponses possibles):

équitation �     cyclisme � gymnastique � tennis �     natation � golf  �  chasse �   pêche � 
canoe �   “ windsurf”   � autres sports:_______________________________________  chemins (pour marcher) � 
excursions/ tours guidés � théâtre �  concerts � cinema �  musées �  événements folkloriques � 
expositions/ marchés �  artisanat �  activité pour des enfants �   participation en activités agricoles � �������4�4����� :   langues �,    de danses folkloriques �,    de artisanat �,    d’ art �,    de gastronomie �  discos �  bars/ pubs �        
restaurants:  typiques �,   de luxe �,   bons marché �,   internationaux �,  (avec des plats) végétariens �    

æ�ò 55ð�õ(é�çBê�0Jë?ì�æ6- õ.- ë?ì�ê 7 (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(



 

 

����6¶LO�YRXV�SODvW��LQGLTXH]�DYHF�XQ�³[´�OD�SUREDELOLWp�GH��
a)  revenir à cette région pour passer des vacances   b) recommander cette région pour passer des vacances 8:94;4<*= Ê?> 94@�A È A É Ë 8:94;%< > 94@�A È A É Ë 8:94;%< = Ê"> 9%@�A È A É Ë 8B94;4< > 9%@�A È A É Ë

3RXU�WHUPLQHU��SHUPHWWH]�PRL�TXHOTXHV�TXHVWLRQV�YRXV�FRQFHUQDQW�
����&RPPHQW�HVW�FH�TXH�YRXV�YRXV�FDUDFWpULVHULH]�HQ�FH�TXL�FRQFHUQH�OHV�DVSHFWV�VXLYDQWV"��

55ï�- õ,+ Coí)î ÿ ç
��é�ï)í?ìD- ê%+ E5çJêZë)éJï?í)ìD- ê4+
55ð�êZõ(û�é�ç E"+Jî - 0Bí"õF ë)æ�çJêZõ(ç G�H)õ�é�í2�í)ï?í?ì�õI ë�é ÿ çBî � í?êB!Wë)é ÿ çBîF ë)æ�ç�é�ì J�é�í)æD- õ.- ë"ì�ì�çBî
COë ÿ�ÿ ð�ì K5ì - L�ð�ç
55ï)é
+Bí�/�î ç E5çJêZí)ï)é
+Bí�/�î çM í?õ,- ë)ì�ì�çBî G ÿ ë"õ.- ë?ì�ì�çBî
5"0�õ.- ! � í?êê%- !
COë?ì�êZçBé%2�í"õ(çBð�é N1- /�çBéJí?î ç
CPO�í)î çJð@é�çBð�ê I éJë�- æ���EQ- êZõ í)ì�õR çBð�ì�ç FTS é
5Ré�õ.- !.- 0- çJî ä5í?õ ð@é�çBî
COë ÿ è�î ç
H)ç UD- ÿ è�î ç
COë)î ë)é�+�326- 2�ç U�í)ì�ê�0Bë?ð�î çJð@é
3?ï)é�- ê

����1DWLRQDOLWp�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����/LHX�GH�5pVLGHQFH�(pays)�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB��HQ�YLOODJH� �� ��SHWLW��YLOOH� ����JUDQGH�YLOOH� ��
����ÆJH� V ó øRí?ì�ê �

ó ú?ù ö?ø � ö?ú?ù ÷�ø � ÷)ú)ù ø)ø � ø?ú?ù ú)ø � ú?ú"ù,W?ø � W?ú?ù*X?ø �� �������!���� í)ì�ê �

����6H[H�� � �PDVFXOLQ� �� � IHPLQLQ� �

����2FFXSDWLRQ�3URIHVVLRQHOOH 7 (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
����1LYHDX�G¶KDELOLWDWLRQ�VFRODLUH 7 (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
����-¶DL�BBBBBBHQIDQWV��DYHF�O¶kJH�VXLYDQW 7 (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
6L�YRXV�DLPHULH]�IDLUH�GHV�REVHUYDWLRQV�RX�GHV�FRPPHQWDLUHV�RX�VL�YRXV�DYH]�G¶DXWUHV�VXJJHVWLRQV��YHXLOOH]�ELHQ�XWLOLVHU�
O¶HVSDFH�HQ�EDV��

0HUFL�ELHQ�SRXU��-H�YRXV�VRXKDLWH�XQ�VpMRXU�WUqV�DJUpDEOH�� �
-H�UHPHUFLH�DXVVL�DX[�SURSULHWDLUHV�GHV�XQLWpV�GH�ORJHPHQW��j�7XULKDE��j�O¶,&(3�HW�

DX[�SRVWHV�GH�WRXULVPH�TXL�RQW�FRQFpGp�DPDEOHPHQW�VRQ�DSSXL�j�FHWWH�pWXGH��



 

 

/LHEH�U�8UODXEHU�LQ��
Ziel dieses Fragebogens ist es, die Wünsche, Bedürfnisse und Erwartungen der Urlauber auf dem Lande in Nordportugal zu 
ermitteln. Die Ergebnisse können Anbietern und Planern helfen, Angebote zu entwickeln, die diesen Bedürfnissen entgegenkommen 
und gleichzeitig regionale Gegebenheiten optimal nutzen� Ich bin für jeden Beitrag dankbar, da nur eine hohe Teilnehmerrate zu 
bedeutsamen Ergebnissen führen kann.  +HU]OLFKHQ�'DQN�I�U�,KUH�+LOIH��

(OLVDEHWK�.DVWHQKRO]��8QLYHUVLWlW�$YHLUR��LQ�=XVDPPHQDUEHLW�PLW�,6((��8QLYHUVLWlW�3RUWR�XQG�GHU��
5HJLRQDOHQ�.RRUGLQDWLRQV�.RPPLVVLRQ�1RUGSRUWXJDOV��

�D��:LH�RIW��LP�-DKU�PDFKHQ�6LH�HLQH�8UODXEVUHLVH��von mindestens 4 Tagen Dauer�"�� � � �����BBBBBBBBB�PDO�
E��:LH�RIW�LP�-DKU�YHUUHLVHQ�6LH�]X�HLQHP�(verlängerten)�:RFKHQHQGH"�
nie� ÿ     selten ÿ 1mal ÿ  2mal ÿ  3-4 mal ÿ 5-6mal ÿ  7-8 mal ÿ > 8mal ÿ  

����:HOFKH�5HLVH]LHOH��/DHQGHU�RGHU�*HELHWH��KDEHQ�6LH�LQ�GHQ�OHW]WHQ�]ZHL�-DKUHQ�EHVXFKW"�(Nennen Sie maximal 3 Reiseziele) 

(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
���:LH�RIW�SUR�-DKU�YHUEULQJHQ�6LH�)HULHQ�XQG�:RFKHQHQGHQ�DXI�GHP�/DQGH"��

nie� ÿ     selten ÿ 1mal ÿ  2mal ÿ  3-4 mal ÿ 5-6mal ÿ  7-8 mal ÿ > 8mal ÿ  
���:HOFKH�OlQGOLFKHQ�5HLVH]LHOH�KDEHQ�6LH�ELVODQJ�EHVXFKW"� Y �6� �BZ���["��� �#�\���������	6# �
��Z����
�4��# ]

(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
���:HOFKH�8QWHUNXQIWVDUW�EHYRU]XJHQ�6LH�DXI�GHP�/DQGH"� � Hotel ÿ  Pension ÿ Ferienhaus ÿ 

Campingplatz ÿ Zimmer : in Landhaus ÿ,  auf Bauernhof ÿ, in Guts-/ Herrenhaus ÿ  Schloss/ Burg ÿ 
bei Freunden/ Familie ÿ   Sonstiges:_______________________________________�

,KU�8UODXE�LQ�GLHVHU�5HJLRQ��
����:LH�Z�UGHQ�6LH�GDV�*HELHW�QHQQHQ��LQ�GHP�6LH�VLFK�EHILQGHQ"�Nordportugal ÿ anders:___BBBBBBBBBBBBBBBBBBBBBBBBBB 
����:LH�RIW�KDEHQ�6LH�GLHVHV�*HELHW�VFKRQ�EHVXFKW"��� � nie ÿ   _________ mal  
����:LH�RIW�KDEHQ�6LH�VFKRQ�3RUWXJDO�EHVXFKW"� �� � nie ÿ   _________ mal,��

XQG�ZHOFKH�*HJHQGHQ�3RUWXJDOV"___________________________________________________________________________ 
����:R�YHUEULQJHQ�6LH�,KUHQ�GLHVMlKULJHQ�8UODXE"�a) Ort:�_______________________________________________________ 

b) Art der Unterkunft:___________________________________________ 

�����,Q�ZHOFKHP�=HLWUDXP�EOHLEHQ�6LH�LQ�GLHVHU�5HJLRQ"��   von: _____________________ bis: ______________________ 
����:DQQ�KDEHQ�6LH�JHEXFKW"�� � a) gar nicht  ÿ     b) Monat:____________________________________ 
����:HOFKH���:RUWH��%LOGHU��0HUNPDOH��$WPRVSKlUH��6WLPPXQJ��EHVFKUHLEHQ�DP�EHVWHQ�GLHVH�5HJLRQ"��

BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
��D��:LH�Z�UGHQ�6LH�GLHVH�5HJLRQ�EHVFKUHLEHQ" %HU�FNVLFKWLJHQ�6LH�$WPRVSKlUH��HLQKHLPLVFKH�%HY|ONHUXQJ��%HVXFKHU�

XQG�SK\VLVFKH�0HUNPDOH�GHU�5HJLRQ��%LWWH�PDUNLHUHQ�6LH�GDV�)HOG��GDV�,KUHP�(LQGUXFN�DP�QlFKVWHQ�NRPPW��%HLVSLHO��
 

Sehr unruhig:                gleichermassen ruhig wie unruhig:  eher ruhig als unruhig: ^�_�`4a�b�c d e f�a�b�c d a�_�`%a�b�c d e f�a�b�c d ^�_�`4a�b�c d e f�a�b�c d
� 'DV�8UODXEVJHELHW�(Atmosphäre, Personen) HUVFKHLQW��

K!ì�éJðDOD- ï M ð O6- ï
��é�ï)í?ìD- ê%- çBé�õ K5ì�ë)é�ï)í?ìD- ê%- çBé�õg é�ë�/�� M í)ðDO I ç- ìD3�hfí?é�õi çJê40O�ç- æ�çJì G�H)õ�é�í2�í)ï?í?ì�õIBj é ÿ î - 0O K5ì6! j é ÿ î - 0OF ë)æ�ç�é�ì J�é�í)æD- õ.- ë"ì�çBî îg ç%k j O�ì�î - 0�O G1- ì�l�- ï)í)é�õ,- ï
55ì�ï)çJì�ç�O ÿ K5ì�í?ì�ï?çBì�çO ÿM í?õ,- ë)ì�í?î G ÿ ë"õ.- ë?ì�í?î
5"m�õ - 2 � í?êê%- 2n ë)ì�êçBé%2�í?õ.- 2 N1- /�çBéJí?îo í)é ÿ n í)î õ ��E"- êZõ�í?ì�l�- çBé�õR ð�ï?çBì�æ�î - 0O M ç�- !nqp ì�êZõ�î - 0O ä5í?õ p é�î - 0�On ë ÿ è�î ç�H UD- ÿ è�çBîI í�é
/�çJì6!Wé�ë�O63)î ç/DO�í�!(õ g é�í)ð
55ì�æ�çBé�ê=í"î ê�- 0�O F - é�r�O�ì�î - 0�O

��E���0HLQ�*HVDPWHLQGUXFN�YRQ�GLHVHU�5HJLRQ�DOV�)HULHQJHELHW�LVW����������� U�ç�O�é�ï)ð�õ U�çO�é�ê40O�î ç�0O�õ



 

 

����$XV�ZHOFKHP��Haupt�JUXQG�KDEHQ�6LH�GLHVHV�5HLVH]LHO�DXVJHZlKOW"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����:HU�UHLVW�PLW"�(PHKUHUH�$QWZRUWHQ�P|JOLFK�� �  $Q]DKO�GHU�3HUVRQHQ��6LH�LQEHJULIIHQ��BBBBB�
Partner/ Gatte ÿ       Kinder ÿ  andere Familienangehörige ÿ  Freunde ÿ Gruppenreise ÿ          Ich reise allein ÿ
�����:HOFKH�,QIRUPDWLRQVTXHOOHQ�KDEHQ�,KQHQ�JHKROIHQ��GHQ�)HULHQRUW�DXV]XZlKOHQ? (PHKUHUH�$QWZRUWHQ�P|JOLFK� 

Reisebüro  ÿ  Reiseführer ÿ  Katalog/e von :_________________________________(Firma/ Verein)     

Werbung:  in Zeitungen  ÿ,   TV  ÿ,   Magazinen  ÿ  nicht-kommerzielle Literatur  ÿ            vorheriger Besuch  ÿ 
persönliche Empfehlung  ÿ  anderes:__________________________________________________________________ 

��D��)ROJHQGH�/LVWH�]HLJW�,KQHQ�$VSHNWH��GLH�I�U�HLQHQ�8UODXE�DXI�GHP�/DQGH�PHKU�RGHU�ZHQLJHU�YRQ�%HGHXWXQJ�VLQG��Geben 
Sie bitte an, ZLH�ZLFKWLJ� ,KQHQ� MHGHU�GHU�$VSHNWH� LVW��ZHQQ�6LH� HLQ� OlQGOLFKHV�5HLVH]LHO� DXVZlKOHQ. Bitte bestimmen Sie 
ferner, LQZLHZHLW�MHGHU�$VSHNW�LQ�GHP�*HELHW��LQ�GHP�6LH�8UODXE�PDFKHQ��DQJHERWHQ�ZLUG.  
Markieren Sie bitte die entsprechende Zahl auf der Skala: ó0ô ï?í)é�ì - 0O�õ ö – wenig ÷ ô etwas ø5ù ziemlich ú5ù@êZç�O�é  k�ì'7�k�ç�- êZê0ìD- 0O�õ

 
o - 0O�õ.- ï

Für die Wahl des Reiseziels
5Rì�ï)ç�/�ë"õ(çBì���ç
H�- êZõ,- ç�é�õ

in diesem Feriengebiet4XDOLWlW�GHU�8QWHUNXQIW�    1    2    3    4    5      1    2    3    4    5  wn *DVWURQRPLH��4XDOLWlW�YRQ�6SHLVHQ��*HWUlQNH��    1    2    3    4    5      1    2    3    4    5  wn (LQVDPNHLW��ZHQLJ�0HQVFKHQ�    1    2    3    4    5      1    2    3    4    5  wn 1DKHU�.RQWDNW�]XU�1DWXU�    1    2    3    4    5      1    2    3    4    5  wn /HXWH�.HQQHQOHUQHQ��*HVHOOLJNHLW�    1    2    3    4    5      1    2    3    4    5  wn gUWOLFKH��UHJLRQDOH�*HVFKLFKWH�XQG�.XOWXU�    1    2    3    4    5      1    2    3    4    5  wn $WWUDNWLYH�/DQGVFKDIW�    1    2    3    4    5      1    2    3    4    5  wn 5XKLJH�8PJHEXQJ�    1    2    3    4    5      1    2    3    4    5  wn 8QYHUVFKPXW]WH�XQ]HUVW|UWH�8PZHOW�    1    2    3    4    5      1    2    3    4    5  wn :DQGHUZHJH�    1    2    3    4    5      1    2    3    4    5  wn /DQGOHEHQ��ZLUWVFKDIW�NHQQHQOHUQHQ�    1    2    3    4    5      1    2    3    4    5  wn $UFKLWHNWXU��0RQXPHQWH�    1    2    3    4    5      1    2    3    4    5  wn *XWH�7RXULVWHQLQIRUPDWLRQ�    1    2    3    4    5      1    2    3    4    5  wn $XVVFKLOGHUXQJ��OHLFKWH�2ULHQWLHUXQJ�    1    2    3    4    5      1    2    3    4    5  wn 3URIHVVLRQHOOHU�6HUYLFH�    1    2    3    4    5      1    2    3    4    5  wn 1DFKWOHEHQ��8QWHUKDOWXQJ�    1    2    3    4    5      1    2    3    4    5  wn 6SRUW��XQG�)UHL]HLWDQJHERW�    1    2    3    4    5      1    2    3    4    5  wn $QJHERWH�I�U�.LQGHU��$NWLYLWlWHQ��$XVVWDWWXQJ��    1    2    3    4    5      1    2    3    4    5  wn *XWHV�.OLPD��    1    2    3    4    5      1    2    3    4    5  wn $EZHFKVOXQJVUHLFKHV�$QJHERW�    1    2    3    4    5      1    2    3    4    5  wn *DVWIUHXQGVFKDIW�GHU�%HY|ONHUXQJ�    1    2    3    4    5      1    2    3    4    5  wn *XWH�,QIUDVWUXNWXUHQ��%DQNHQ�*HVFKlIWH���    1    2    3    4    5      1    2    3    4    5  wn /HLFKWH�9HUVWlQGLJXQJ�    1    2    3    4    5      1    2    3    4    5  wn (UUHLFKEDUNHLW�GHV�)HULHQJHELHWV�    1    2    3    4    5      1    2    3    4    5  wn *�QVWLJH�3UHLVH�    1    2    3    4    5      1    2    3    4    5  wn 

��E��:LH�]XIULHGHQ�VLQG�6LH�PLW�GLHVHU�5HJLRQ�DOV�8UODXEVJHELHW���������"� � � BBBBBBBBBBBBB��]XIULHGHQ�
�����:LH�KRFK�VLQG�LQ�HWZD�,KUH��SOXV�E]Z�DQVRQVWHQ��WlJOLFKHQ�$XVJDEHQ�LQ�3RUWXJDO�(Unterkunft, Verpflegung, Fahrten, etc.): 

< 500 esc ÿ     500-1000 esc ÿ   1000-2000 esc ÿ  2000-4000 esc ÿ  4000-6000 esc ÿ 

6000-8000 esc ÿ   8000-10.000 esc ÿ  10.000 –12.000 esc ÿ 12.000- 14.000 esc ÿ > 14.000 esc ÿ 

����:HOFKH�2UWH��$WWUDNWLRQHQ�KDEHQ�6LH��möchten Sie�noch) LQ�GHU�*HJHQG�EHVXFKHQ"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
��D��:DV�ZDU�,KU�QHJDWLYVWHU�(LQGUXFN�YRQ�GLHVHU�5HJLRQ"�(Geschehniss oder Merkmal)________________________________ 

BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
��E��:DV�ZDU� ,KU�SRVLWLYVWHU�(LQGUXFN"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB 

______________________________________________________________________________________________________ 

����:LH�N|QQWH�HLQ�$XIHQWKDOW�LQ�GLHVHU�5HJLRQ�I�U�6LH�DWWUDNWLYHU�ZHUGHQ"�
D�� NHLQH�9HUlQGHUXQJHQ��EHVVHUH�,QVWDQGKDOWXQJ���
E�� GXUFK�PHKU�XQG�EHVVHUH�$QJHERWH��LQVEHVRQGHUH�    Reiten �  Radfahren �  Gymnastik � Tennis � 

Schwimmen �      Golf �  Jagd � Fischen �  Kanu fahren � Windsurfen � Wanderwege �   �
  andere Sportarten:_________________________________  Exkursionen/ Führungen �  Theater �         Konzerte �         Kino � 
  Museen � Folkloredarbietungen � Auststellungen/ Märkte � Kunsthandwerk �      Angebote für Kinder �          
  Teilnahme an landwirtschaftlichen Tätigkeiten �  Kurse: Sprachen �,  Folkloretanz �,  Kunsthandwerk �,  Kunst �,  Gastronomie � 
Discos �  Bars/ Pubs � typische �,  luxuriöse �,  billige �,  internationale �,  vegetarische � Restaurants 
F�� DQGHUH�%HGLQJXQJHQ�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����%LWWH�PDUNLHUHQ�6LH�GDV�I�U�6LH�DP�HKHVWHQ�]XWUHIIHQGH�)HOG��:LH�ZDKUVFKHLQOLFK�LVW�HV��GD��6LH��



 

 

í�s?ç�- ì�çBìQKRéJî í"ð /t- ì%æ - çJêZç�é M çJï�- ë?ì"k�- çBæ�ç�é
O�ë?î çBì u /Ds)æD- çJêç M çJï�- ë?ì%í?î ê I ç�é�- çBì�ï"ç/ - ç�õ#ç ÿ è6!�ç�O�î çBì*uv�w b�`:a�_x�yb�`{z{|%b w c _�} c |%b v�w b�`*x�yb�`{z{|%b w c _�} c |�b v�w b�`:a�_�x�yb�`{z{|%b w c _�} c |%b v�w b�`'x�yb�`{z.|%b w c _�} c |%b

=XP�6FKOX��ZlUH�LFK�,KQHQ�QRFK�I�U�HLQLJH�$QJDEHQ�]X�,KUHU�3HUVRQ�GDQNEDU��
����:LH�Z�UGHQ�6LH�VLFK��LQ�HWZD��XQWHU�%HU�FNVLFKWLJXQJ�IROJHQGHU�$VSHNWH�VHOEVW�FKDUDNWHULVLHUHQ"�%LWWH�PDUNLHUHQ�6LH�GDV�

MHZHLOV�I�U�6LH�DP�HKHVWHQ�]XWUHIIHQGH�)HOG�DXI�GHU�6NDOD��
K5ì�éJð O6- ï M ðDOD- ï
�Ié�ï?í?ì - ê�- çBé�õ K5ì�ë�é�ï)í"ì - ê%- çBé�õ~ `4������f�ya�b � w c _��
�:y�`{�
i çJê40O�ç- æ�çJì G�H)õ(é�í�2�í?ï?í)ì�õIBj é ÿ î - 0O K5ì�! j é ÿ î - 0OF ë)æ�ç�é�ì J�é�í)æ6- õ,- ë?ì�çBî îg ç%k j O�ì�î - 0�O G1- ì�l�- ï)í?é�õ.- ï
5Rì�ï)çJì�ç�O ÿ K5ì�í)ì�ï?çBì�çO ÿM í?õ - ë)ì�í)î G ÿ ë?õ,- ë)ì�í?î
5Qm�õ,- 2 � í)êZê%- 2n ë?ì�êZçBé%2�í?õ,- 2 N1- /�çBéJí)îo í?é ÿ n í)î õ �6E"- êõ(í)ì�l�- çBé�õR ð�ï?çBì�æ�î - 0O M ç�- !ntp ì�êZõ(î - 0O ä5í"õ p é�î - 0�On ë ÿ è�î ç�H U6- ÿ è�çBîI í�é
/�çJì�!Zé�ë�OD3)î ç/ O�í�!�õ g é�í)ð

����6WDDWVDQJHK|ULJNHLW�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB��
����:R�OHEHQ�6LH"�Land:_______________________________________________ Dorf �        Kleinstadt �          Stadt � 
����$OWHU�� <14 Jahre ÿ 15-24 ÿ           25-34 ÿ        35-44 ÿ          45-54 ÿ        55-64 ÿ 65-74 ÿ      >75 Jahre ÿ 
����*HVFKOHFKW�� � männlich �  weiblich � 
����%HUXIVWlWLJNHLW�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����K|FKVWHU�%LOGXQJVDEVFKOX��BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����,FK�KDEH�BBBBB�.LQGHU��IROJHQGHQ�$OWHUV�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�

:HQQ�6LH�JHUQH�HWZDV�NRPPHQWLHUHQ�RGHU�DOWHUQDWLYH�$QWZRUWHQ�JHEHQ�P|FKWHQ��WXQ�6LH�GDV�ELWWH�LP�$QVFKOX����
�
�
�
�
�
�
�
�
�
�

Nochmals vielen Dank! Ich wünsche Ihnen einen angenehmen Aufenthalt! 

Mein Dank gilt auch den Gastgebern der verschiedenen Unterkünfte, sowie Turihab, ICEP und den 
Fremdenverkehrsbüros, die sich freundlicherweise bereiterklärt haben, diese Studie zu unterstützen.  



 

 

(VWLPDGR�9LVLWDQWH��
Este cuestionario hace parte de un estudio que pretende compreender las necesidades y los deseos de aquellos que visitan esta región. 
Los resultados podran ayudar al sector público y privado en el desenvolvimiento de ofertas que se aproximen a estos deseos, 
aprovechando de la mejor forma los recursos regionales y considerando también los intereses de la población local y las prioridades 
de la conservación del património. Estamos muy agradecidos por su contributo, ya que la validad de los resultados depende de un 
elevado número de respuestas.           ���D��� �
�B� �%���
� ���6�����'��q����� � �����Q�.�*�D����� �� � � �������� ���"����� ���D� ��� �4����� � ��
�.��� �����"���  Q���� �%�
�*���t����� ������������� ¡��t������¢�£ ���:¤ ��� � ����.��� �����"���:¥1����� �:�¦� �Q§���¨q� �%��� ¡��¦����§������%���
� ����� ¡��?©"�.�*� ��� ���ª«���%� �
�D��&XDQWDV�YHFHV�GXUDQWH�HO�DxR�DFRVWXPEUD�VDFDU�YDFDFLRQHV��SRU�OR�PHQRV���GtDV)"� � ������cerca de BBBB�YHFHV�
E��&XDQWDV�YHFHV�GXUDQWH�HO�DxR�SDVD�ILQHV�GH�VHPDQD�IXHUD�GH�FDVD�(����GtDV�"�

Nunca ÿ de vez encuanto ÿ 1 vez ÿ         2 veces ÿ   3 - 4 veces ÿ  5 - 6 veces ÿ  7 - 8 veces ÿ > 8 vezes ÿ 
����,QGLTXH�KDVWD���GHVWLQRV��SDtVHV�R�UHJLRQHV��TXH�KDQ�YLVLWDGR�HQ�ORV�~OWLPRV�GRV�DxRV�HQ�YDFDFLRQHV���

(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
����&XDQWDV�YHFHV�GXUDQWH�HO�DxR�DFRVWXPEUD�YLVLWDU�(para vacaciones o fines de semana)�HO�FDPSR"� �

Nunca ÿ de vez encuanto ÿ 1 vez ÿ         2 veces ÿ   3 - 4 veces ÿ  5 - 6 veces ÿ  7 - 8 veces ÿ > 8 veces ÿ 

����4XH�GHVWLQRV�UXUDOHV�KD�YLVLWDGR�PiV�IUHFXHQWHPHQWH"�� �SULPHUR�HO�PiV�YLVLWDGR��
¬�¬�¬�¬�¬�¬�¬ (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(

����4XH�DORMDPLHQWR�SUHILHUH�HQ�HO�HVSDFLR�UXUDO" ( ®�¯�° ®�±�²�³�±�° ´�µ ¶�±�¯%¶�± ²�·�¶�±�¸ ®�± ): Hoteles  ÿ Pensiones ÿ Casa alquilada ÿ 
Campismo ÿ     Cuarto con desayuno en:  casas rústicas ÿ  de agroturismo ÿ  casas asoleadas (TH) ÿ          Castillos/ Palácios ÿ 
Casa de Amigos/ Familiares ÿ  otros: ________________________________________________ 

6XV�9DFDFLRQHV�(Q�(VWD�5HJLyQ�
����&yPR�GHQRPLQDULD�HVWD�UHJLyQ"� Norte de Portugal ÿ        otro:____________________________________________________ 

�D���&XiQWDV�YHFHV�\D�HVWXYR�HQ�HVWD�UHJLyQ" nunca ÿ     cerca de _____ veces 

��E���&XiQWDV�YHFHV�\D�HVWXYR�HQ�RWUDV�UHJLRQHV�SRUWXJXHVDV" nunca ÿ     cerca de _____ veces,  

H�GyQGH"�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����'yQGH�HVWD�KRVSHGDGR"� a) Localidad: __________________________________________________________________ 

              b) Tipo de Alojamiento:__________________________________________________________

����&~DO�HV�HO�SHUtRGR�GH�VX�HVWDGLD"� __________________________________________________________

����&XiQGR�UHVHUYR êð �DORMDPLHQWR"� mes:___________________________________  nó reserve ÿ 
���� &RPR� GHVFULELULD� HVWD� UHJLyQ� HQ� WHUPLQRV� GH� LPDJHQHV�� FDUDFWHUtVWLFDV�� DPELHQWH� (3 tópicos)"�

BBBBBBBBBBBB___________________________________________________________________________________________ 

����&yPR�FDUDFWHUL]DULD� OD� UHJLyQ�GRQGH�HVWi�SDVDQGR� VXV�YDFDFLRQHV" &RQVLGHUH�HO�DPELHQWH�SUHYDOHVFLHQWH��PDUFDGR�SRU�ORV�UHVLGHQWHV�\�YLVLWDQWHV�\�SRU�ODV�FDUDFWHUtVWLFDV�ItVLFDV�GH�OD�UHJLyQ��Señale el campo más adecuado.  Veja o exemplo: 
muy agitado:          equilibrio entre agitado y calmo:  mas calmo que agitado: 

5Rï�- õ�í?æ�ë e ¹�y} º"� 55ï�- õ(í)æ�ë e ¹By} º?� 5Rï�- õ�í)æ�ë e ¹By} º"�
(O�GHVWLQR�GH�YDFDFLRQHV�(ambiente, personas) SDUHFH��

5Rï�- õ�í?æ�ë Coí)î ÿ ë
��é�ï)í?ìD- l"í)æ�ë E5çJêë?éJï?í)ìD- l"í)æ�ë
5Rð�êZõ(ç�é�ë E5çJî - 0Bí?æ�ëF ë?æ�çJêZõ�ë G�H)õ�é�í2�í)ï?í?ì�õ(çI ë�é ÿ í?î þ ì�!Wë?é ÿ í?îF ë?æ�ç�é�ì�ë J�é�í)æD- 0- ë)ì�í?î
Coë ÿ ð ÿ K5ì - 0Jë
5Rï?é�í)æ�í�/�î ç E5çJêí?ï)é�í)æ�í�/�î çM í�0- ë)ì�í?î G ÿ ë�0�- ë?ì�í)î
5Q0�õ,- 2�ë � í?êê%- 2�ë
Coë"ì�êZçBé%2�í)æ�ë�é N1- /�çBéJí?î
Coí?î ð@é�ë"ê�ë I é�- ë�6EQ- êõ(í?ì�õ�çR ð�2�çBìD- î F í)æ�ð�éJë
5�é�õ,- !.- 0- í)î ä5í?õ(ð�é�í)î
Coë ÿ è�î ç4»Zë U�çBìD0�- î î ë
Coë?î ë)é�- æ�ë�3�26- 2�ë g é
- ê
E"- !WçBé�çBì�õ(çfæ�ç ÿ - U�ç ÿ ç4»í?ì�õ(ç�0Bë)ì ÿ - ï?ë

����� ¨��B���%�
� ¡��?�*� ����������������1�4��� �?���.�*� ¡��«����¨t�?���4��� � � �?� �6��� �� � ��"�4��¼ F ð�½q/�ð�çBì�í F ð�½ ÿ í)î í
����3RU�TXp�UD]yQ��SULQFLSDO��HVWD�YLVLWDQGR�HVWD�UHJLyQ"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�



 

 

����&RP�TXLHQ�HVWD�SDVDQGR�ODV�YDFDFLRQHV" (es posible dar �®�¯° ®�±�¯�¶�± ²�·�¶�±¸ ®�± ¾   ä!åºæ�çfè�ç�é�êë?ì�í?êñ - ì 0Jî ð�½�çBì�æ�ë?î ëRí!ð�êZõ(çBæ�ò�7 ¬�¬�¬�¬�¬�¬
en pareja ÿ    con los hijos  ÿ       otros familiares ÿ  amigo/s ÿ    en grupos organizados ÿ  viajó solo ÿ 

����&XiOHV�ODV�IXHQWHV�GH�LQIRUPDFLyQ�TXH�OR�D\XGDURQ�D�HVFRJHU�\�D�LQIRUPDUVH�D�FHUFD�GH�HVWH�GHVWLQR" ( ¿%ÀÁ{Â Ã�Ä�ÅDÆ
Ä{Ç È�É Ê4Ä Á{Ê{Ä Å Ë�Ê{Ä.Ì Ã�Ä Í  
agencia de viajes ÿ  guía turístico  ÿ   publicidad en:    periódicos  ÿ   TV  ÿ   revistas  ÿ 
catálogos de :_________________________________(empresa/ organismo)       otra literatura no comercial  ÿ  
visita anterior  ÿ recomendaciones personales        otros:_________________________________________________________ ó W�s  � ë�é«!�í2�ë�é
3�- ì�æD- L�ð�çÎO�í?êZõ íÏL�ð�ç�è�ð�ì�õ(ë î ë)êIí?êè�ç0Jõ ë?ê%êçÐ�í)î í"æ�ë?ê%í�/�í�»ë êë?ìD3=çBì&è�é�- ÿ çBé�î ð�ï)í)éÑ- ÿ è�ë)é�õ(í?ì�õ çBê�è�í)éJí çBê40Jë)ï?çBéÑ0Jë ÿ ë æ�çJêZõ.- ì�ë æ�ç
2�í�0Bí�0- ë)ì�çBêGçBî�0Jí ÿ è�ëP½63)çJìIêçJï?ð�ì�æ�ë5î ð�ï?í)é
3)ë�!Wé�ç�0- æ�ë?êGè�ë)é�î íRéJçJï�- Ò)ìIæ�ë?ì�æ�çfêçfçJìD0Jð�çJì�õWé�í�3)ð�êZí)ì�æ�ë5î íRê4- ï?ð - çBì�õ(çfçJê%0Jí)î íD7ó ùºì�í)æ�í ö - poco ÷ ô más o menos ø5ù  bastante ú5ù ÿ ðD0O�ë  ì�ê4¼D� �1��Ó� �q�%�
� ����� ¡��«��� ������� �*�D� ���D� �4�1�%�D���%� �����¼

 

þ�ÿ è�ë)é�õ(í?ì�õ(ç
²�®�¯�®"¶�±
Ô³
Õ ¶
¯�·�ÖQ×�¶�±¸ ° Ö�³

� é�çBêZçBì�õ(ç��*�?!Zé�ç�0�- æ�ë
¶
ÖQ¶�±�¸ ®"¯�¶4Õ'° Ø�Ö

&DOLGDG�GHO�DORMDPLHQWR�    1    2    3    4    5      1    2    3    4    5  ns 
&DOLGDG�GH�OD�JDVWURQRPLD��    1    2    3    4    5      1    2    3    4    5  ns 
,VRODPLHQWR��SRFD�JHQWH�    1    2    3    4    5      1    2    3    4    5  ns 
&RQWDFWR�FRQ�OD�QDWXUH]D�    1    2    3    4    5      1    2    3    4    5  ns 
2SRUWXQLGDG�GH�FRQRFHU�SHUVRQDV��FRQYLYLU�    1    2    3    4    5      1    2    3    4    5  ns 
+LVWyULD�\�FXOWXUD�ORFDO�    1    2    3    4    5      1    2    3    4    5  ns 
3DLVDJH�DWUD\HQWH��    1    2    3    4    5      1    2    3    4    5  ns 
$PELHQWH�FDOPR�\�WUDQTXLOR�    1    2    3    4    5      1    2    3    4    5  ns 
$PELHQWH�VLQ�FRQWDPLQDFLyQ�\�QR�GDxDGR��    1    2    3    4    5      1    2    3    4    5  ns 
7ULOORV�SHGHVWUHV��    1    2    3    4    5      1    2    3    4    5  ns 
&RQRFHU�OD�YLGD�UXUDO��DJULFXOWXUD��    1    2    3    4    5      1    2    3    4    5  ns 
$UTXLWHFWXUD��PRQXPHQWRV��    1    2    3    4    5      1    2    3    4    5  ns 
%XHQD�LQIRUPDFLyQ�WXUtVWLFD��    1    2    3    4    5      1    2    3    4    5  ns 
6HxDOL]DFLyQ��)DFLOLGDG�GH�HQFRQWUDU�VLWLRV��    1    2    3    4    5      1    2    3    4    5  ns 
6HUYLFLR�3URIHVLRQDO�    1    2    3    4    5      1    2    3    4    5  ns 
9LGD�QRFWXUQD�DQLPDGD��    1    2    3    4    5      1    2    3    4    5  ns 
2IHUWD�GHSRUWLYD�\�DFWLYLGDGHV�UHFUHDWLYDV���    1    2    3    4    5      1    2    3    4    5  ns 
2IHUWD�SDUD�ORV�QLxRV�(diversiones, actividades, equipamiento)    1    2    3    4    5      1    2    3    4    5  ns 
&OLPD�DJUDGDEOH�    1    2    3    4    5      1    2    3    4    5  ns 
9DULHGDG�GH�DWUDFFLRQHV�\�RSRUWXQLGDGHV�HQ�OD�UHJLyQ�    1    2    3    4    5      1    2    3    4    5  ns 
6LPSDWLD�GH�OD�SREODFLyQ�ORFDO�    1    2    3    4    5      1    2    3    4    5  ns 
%XHQDV�LQIUDHVWUXFWXUDV�GH�DSR\R�(banco, tiendas, servicios)�    1    2    3    4    5      1    2    3    4    5  ns 
)DFLOLGDG�GH�FRPXQLFDFLRQ�(con la población)�    1    2    3    4    5      1    2    3    4    5  ns 
$FFHVRV�SDUD�OD�UHJLyQ�    1    2    3    4    5      1    2    3    4    5  ns 
%XHQRV�SUHFLRV�    1    2    3    4    5      1    2    3    4    5  ns 

��E��&XDO�HV�VX�VDWLVIDFFLyQ�JOREDO�FRQ�OD�UHJLyQ��HQ�SHUFHQWDMH���������"� � BBBBBBBBBB��VDWLVIHFKR�
����&XiO�IXp�OD�FDQWLGDG�TXH�JDVWy�GXUDQWH�VX�YLDMH�SRU�SHUVRQD�\�SRU�GLD (alojamiento, alimentación, transporte, compras…)��

< 500 esc ÿ     500-1000 esc ÿ   1000-2000 esc ÿ  2000-4000 esc ÿ  4000-6000 esc ÿ 
6000-8000 esc ÿ   8000-10.000 esc ÿ  10.000- 12.000 esc ÿ 12.000- 14.000 esc ÿ > 14.000 esc ÿ 

����4Xp�ORFDOHV��DWUDFFLRQHV�YLVLWy�(y lo piensa todavia visitar) HQ�HVWD�UHJLyQ"�
BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
���D��&XDOHV�IXHURQ�ODV�LPSUHVLRQHV�PiV�QHJDWLYDV�TXH�WXYR�GXUDQWH�VX�HVWDGLD�(aspecto o acontecimiento)"�
(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
���E��&XDOHV�IXHURQ�ODV�LPSUHVLRQHV�PiV�SRVLWLYDV"BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(
����&yPR�HVWD�UHJLyQ�VH�SRGULD�KDFHU�PDV�DWUD\HQWH�SDUD�XVWHG"�(Ù�¯�° ®�±�²�³�±Ú ´�µ ¶�±�¯%¶�± ²�·�¶
±
¸ ®�± ¾ �

d) UD-)ì Ò?O�ð6/ - çBé�í?ì ÿ ð�æ�í)ì�l"í?ê�Û b)  UD-?õ�ë?æ�ë5êZçPL�ð�çJæ�í)éJí ÿ í)ê�0Jë)ì�êçBé%2�í?æ�ëÜÛ  

c) UD-)êZçfë�!WçBé�ç�0- ç�é�í)ì ÿ¦Ý ê.� ÿ ç4»ë)é�çJê0ë)è�ë�é�õ(ð�ìD- æ�í?æ�çJê:½Ií�0Jõ.- 26- æ�í?æ�çBê43�0Jë ÿ ëD7 ( �Ù�¯° ®�±�²�³�±Ú ´�µ ¶�±�¯�¶�± ²�·�¶�±¸ ®�± ¾  
equitación �     ciclismo � gimnasia � tenis �  natación � golf  �  caza �        pesca � 
canoage �   windsurf  � otros deportes:_______________________________________  caminos (pedestres) � 
excursiones/ visitas guiadas � teatro �  conciertos � cine �  museos �  eventos folkloricos � 
exposiciones/ ferias �  artesania �  actividades infantiles �   participación en actividades agricolas � 
Ô·�¯{±�³±�×�¶ :   lenguas �   de danzas folkloricas �    de artesania �    de arte �    de gastronomia �  discotecas � bares/ pubs �        
restaurantes:  típicos �   de lujo �   baratos �   internacionales �   (con platos) vegetarianos �   

d) ÛÞ�5õ(éJí?ê�0Bë?ì�æ - 0- ë?ì�çJê 7 (�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(�(



 

 

����3RU�IDYRU��VHxDOH�HO�HVSDFLR�DO�TXH�FRUUHVSRQGH�VX�UHVSXHVWD�GHQWUR�GH�OD�HVFDOD��&XDO�HV�OD�SUREDELOLGDG�GH�TXH�XVHWHG��
a)  vuelva a pasar vacaciones en esta región?    b) recomiende esta región para pasar vacaciones? ßÑa�à1c º?á�`4����y��} w ßÑa�à1á�`4����y��} w ßÑa�à1c º?á�`4����y��} w ßÎaà1á�`4����y��} w

3RU�ILQ��DJUDGHFHULD�DOJXQD�LQIRUPDFLyQ�D�VX�UHVSHFWR�
����&yPR�VH�FDUDFWHUL]DULD�D�Vt�PLVPR�GHQWUR�GH�ORV�VHJXLHQWHV�DVSHFWRV"��âQã�ä å.æ�çDè é�æ�ê ëtè

ì�í
ã�æ�îDä ï�æ�ç6è ð"ñ�ò%è�í�ã�æ�îDä ï�æ�ç6è
âQó6ò4å,ñ�í
è ð"ñ�ê ä ôæ�çDè
õ è�çDñ�ò4å.è ö�÷�å.í
æø6æ�ã�æ�îDå,ñ
ù è�í�ë«æ�ê ú
î�û{è�í�ë¦æ�ê
õ è�çDñ�í
îDè ü�í
æ�çDä ôä è�îDæ�ê
é�è�ë¦óDë ý"î ä ô�è
âQã�í
æ�ç æ�þ ê ñ ð"ñ�ò%æ�ã�í
æ�çDæ�þDê ñ
ÿ æ�ôä è�îDæ�ê öPë«è�ô�ä è�îDæ�ê
âQô
å,ä ø6è ��æ�ò%ò%ä ø6è
é�è�î ò4ñí%ø6æ�ç6è�í �1ä þDñí�æ�ê
é�æ�ê ó*í
è�ò�è ù í�ä è��6ðQä ò%å,æ�î6å.ñ
� ó�ø6ñîDä ê õ æ�çDó í�è
â�í�å,ä û.ä ôä æ�ê �"æ�å,ó í
æ�ê
é�è�ë��Dê ñ	�4è 
6ñîDô�ä ê ê è
é�è�ê è�í�ä ç6è���ø6ä ø6è qí
ä ò

����1DFLRQDOLGDG�BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB�
����'LUHFFLyQ��'LVWULWR��BBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBB ��¨t��� ��� � �1��� ������FLXGDG� ÿ� �������YLOOD� ÿ������SXHEOR� ÿ 

����(GDG� ����� æ��Dè�ò ÿ ����� ��� ÿ ����� ��� ÿ ����� ��� ÿ ����� ��� ÿ ��������� ÿ ��������� ÿ� �������!���� æ��Dè�ò ÿ

����6H[R�� � �PDVFXOLQR� ÿ� � IHPHQLQR� ÿ

����3URIHVLyQ �  � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � 
����+DELOLWDFLRQHV�OLWHUDULDV��(VWXGLRV� �  � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � 
����7HQJR�BBBBBBKLMRV��FRQ�ODV�VLJXLHQWHV�HGDGHV �  � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � � 
6L�GHVHD��SXHGH�FRORFDU�REVHUYDFLRQHV�\�UHVSXHVWDV�DOWHUQDWLYDV�HQ�HO�HVSDFLR�HQ�EODQFR��

0XFKDV�JUDFLDV�SRU�VX�FRODERUDFLyQ��/H�GHVHR�XQD�HVWDGLD�DJUDGDEOH��
$JUDGHVFR�WDPELpQ�D�ORV�SURSULHWDULRV�GH�ODV�XQLGDGHV�GH�DORMDPLHQWR��D�7XULKDE��DO�,&(3�\�

�ORV�SRVWRV�GH�WXULVPR�TXH�FRQ�WDQWD�DPDELOLGDG�PH�EULQGDURQ�VX�DSR\R��
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3KRWRV�XVHG�IRU�H[SORUDWRU\�DVVRFLDWLRQ�DQG�SUHIHUHQFH�H[HUFLVH�
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&DWHJRULHV�RI�3KRWRV�
 QDWXUH�	�ODQGVFDSH�  
 �� forest, green 
 �� beach 
 �� green, garden 
 �� mountain, vast horizons, lake 
 ��� harsh landscape, granite 
 ��� harsh landscape, vast horizons 
 ��� park 
 ��� Douro Valley 
 PRQXPHQWV�  
 �� Porto (Ribeira) 
 ��� roman church 
 ��� village church 
 ��� manor house 
 ��� castle 
 ��� prehistorical art 
 ��� historical town 
 UHFUHDWLRQ��OHLVXUH�  
 �� walking path 
 ��� fishing 
 ��� café at beach, sea 
 ��� horse riding 
 ��� golf 
 ��� Douro boat 
 ��� hunting 
 ��� tennis 
 XUEDQ�GHYHORSPHQW�  
 ��� urban development 
 OLYLQJ�FXOWXUH��WUDGLWLRQV�
 ��� typical village 
 ��� rural life, typical village 
 �� azulejos 
 �� religion, procession 
 �� handicraft artisit 
 ��� folk dance 
 ��� countryhouse 
 ��� folklore 
 ��� handicraft, marketplace 
 ��� agriculture 
 ��� handicraft (ceramics) 
 1HJDWLYR�  
 ��� trash in nature 
 ��� chaotic traffic 
 WRXULVW�LQIUDVWUXFWXUH�  
 ��� swimming pool 
 ��� hotel 
 ��� manor house 
 JDVWURQRP\�  
 ��� gastronomy 

�



 

�
0RVW�OLNHG�SKRWRV� (N = 105)  
1���SKRWR�  IUHTXHQF\� ��UHVS��
  QDWXUH�	�ODQGVFDSH� ���� 154,29% 
��� Douro Valley 38 36,19% 
�� mountain, vast horizons, lake 34 32,38% 
�� beach 26 24,76% 
��� harsh landscape, granite 21 20,00% 
�� forest, green 16 15,24% 
��� park 10 9,52% 
�� green, garden 9 8,57% 
��� harsh landscape 8 7,62% 
  PRQXPHQWV� ��� 78,10% 
�� Porto (Ribeira) 28 26,67% 
��� castle 16 15,24% 
��� village church 10 9,52% 
��� prehistorical art 8 7,62% 
��� historical town 8 7,62% 
��� manor house 7 6,67% 
��� roman church 5 4,76% 
  UHFUHDWLRQ��OHLVXUH� ��� 48,57% 
�� walking path 20 19,05% 
��� fishing 12 11,43% 
��� Douro boat 10 9,52% 
��� café at beach, sea 5 4,76% 
��� horse riding 2 1,90% 
��� hunting 2 1,90% 
��� golf 1 0,95% 
��� tennis 1 0,95% 
  XUEDQ�GHYHORSPHQW� �� 1,90% 
��� urban development 2 1,90% 
  JDVWURQRP\� ��� 14,29% 
��� gastronomy 15 14,29% 
  WRXULVW�LQIUDVWUXFWXUH� ��� 14,29% 
��� swimming pool 7 6,67% 
��� manor house 6 5,71% 
��� hotel 2 1,90% 
  OLYLQJ�FXOWXUH��WUDGLWLRQV� ���� 118,10% 
��� rural life, typical village 21 20,00% 
��� folklore 19 18,10% 
�� azulejos 17 16,19% 
��� typical village 17 16,19% 
�� religion, processions 10 9,52% 
�� handicraft artist 9 8,57% 
��� agriculture 8 7,62% 
��� handicraft (ceramics) 8 7,62% 
��� countryhouse 6 5,71% 
��� handicraft, marketplace 5 4,76% 
��� folk dance 4 3,81% 
7RWDO�   ���� 431,43% 

�



 

�
� 3KRWRV�PRVW�LGHQWLILHG�ZLWK�1RUWK�3RUWXJDO�(N = 105)�
1���
SKRWR�  IUHTXHQF\� ��UHVS��
  QDWXUH�	�ODQGVFDSH� ���� 114,29% 
��� harsh landscape, granite 31 29,52% 
��� Douro Valley 30 28,57% 
�� beach 16 15,24% 
��� paisagem árida, agreste 14 13,33% 
�� mountain, vast horizons, lake 12 11,43% 
�� forest, green 9 8,57% 
��� park 8 7,62% 
  PRQXPHQWV� ���� 146,67% 
�� Porto (Ribeira) 31 29,52% 
��� village church 30 28,57% 
��� castle 30 28,57% 
��� manor house 19 18,10% 
��� historical town 19 18,10% 
��� roman church 13 12,38% 
��� prehistorical art 12 11,43% 
  UHFUHDWLRQ��OHLVXUH� ��� 49,52% 
�� walking path 23 21,90% 
��� fishing 13 12,38% 
��� Douro boat 6 5,71% 
��� café at beach, sea 4 3,81% 
��� hunting 3 2,86% 
��� tennis 2 1,90% 
��� golf 1 0,95% 
  XUEDQ�GHYHORSPHQW� �� 6,67% 
��� urban development 7 6,67% 
�� QHJDWLYH� �� 8,57% 
��� chaotic traffic 5 4,76% 
��� trash in nature 4 3,81% 
  JDVWURQRP\� ��� 18,10% 
��� gastronomy 19 18,10% 
  WRXULVW�LQIUDVWUXFWXUH� �� 5,71% 
��� manor house 3 2,86% 
��� hotel 2 1,90% 
��� swimming pool 1 0,95% 
  OLYLQJ�FXOWXUH��WUDGLWLRQV� ���� 148,57% 
��� rural life, typical village 28 26,67% 
�� azulejos 27 25,71% 
��� typical village 21 20,00% 
��� agriculture 20 19,05% 
��� handicraft, marketplace 16 15,24% 
�� religion, processions 15 14,29% 
��� countryhouse 15 14,29% 
��� folklore 13 12,38% 
��� handicraft (ceramics) 9 8,57% 
��� folk dance 7 6,67% 
�� handicraft artist 6 5,71% 
7RWDO�   ���� 498,10% 
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Frequency % valid %
<14 22 1,0 1,0
15-24 474 20,8 21,1
25-34 575 25,2 25,6
35-44 440 19,3 19,6
45-54 379 16,6 16,9
55-64 231 10,1 10,3
65-74 102 4,5 4,5
>75 20 0,9 0,9
Total 2243 98,4 100,0
missing 37 1,6
Total 2280 2280,0 100,0

��������������� ���
Frequency % valid %

scientific, technical, liberal 693 30,4 32,1
student 361 15,8 16,7
service employee 346 15,2 16,0
retired 165 7,2 7,6
specialized technician 147 6,4 6,8
top management 118 5,2 5,5
retailing 99 4,3 4,6
housewife 62 2,7 2,9
worker 52 2,3 2,4
mid management 46 2,0 2,1
artist 21 0,9 1,0
military/ police 15 0,7 0,7
unemployed 11 0,5 0,5
agricultor 8 0,4 0,4
missionary 6 0,3 0,3
traveler 5 0,2 0,2
sportist 3 0,1 0,1
politician 2 0,1 0,1
Total 2160 94,7 100,0
missing 120 5,3

2280 100,0

 "! �������#� �"�
Frequency % valid %

no 2 0,1 0,1
minimum 143 6,3 7,1
secondary 289 12,7 14,3
12º year (a level) 294 12,9 14,6
bachelor 182 8,0 9,0
university 826 36,2 41,0
pos-graduation 84 3,7 4,2
in course 195 8,6 9,7
Total 2015 88,4 100,0
missing 265 11,6

2280 100,0

$%	&� ! 	&'
Frequency % valid %

male 1135 49,8 50,6
female 1108 48,6 49,4
Total 2243 98,4 100,0
missing 37 1,6

2280 100,0
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<�=?> @BA"C?A�D&E�DGF�H"IKJ#=?> D�L C?H"D�> E
Frequency % valid %

Portuguese 1120 49,0 49,3
foreigners 1151 50,5 50,7
Total 2269 99,5 100,0
missing 9 0,5

2280 100,0

MNF&@8L =?H�F�O L @ P
Frequency % valid %

Portuguese 1120 49,1 49,3
German 232 10,2 10,2
British 170 7,5 7,5
French 165 7,2 7,3
Dutch 120 5,3 5,3
Spanish 100 4,4 4,4
Belgian 74 3,2 3,3
Brasilian 55 2,4 2,4
US American 52 2,3 2,3
Italian 28 1,2 1,2
Swiss 21 0,9 0,9
Canadian 19 0,8 0,8
Danish 15 0,7 0,7
Polish 13 0,6 0,6
Austrian 11 0,5 0,5
Swedish 9 0,4 0,4
Irish 8 0,4 0,4
Australian 7 0,3 0,3
Scottish 6 0,3 0,3
Angolan 6 0,3 0,3
New Zealandian 5 0,2 0,2
South African 5 0,2 0,2
Japaneese 4 0,2 0,2
Greek 4 0,2 0,2
Norwegian 4 0,2 0,2
Venezuelan 4 0,2 0,2
Luxemburg 2 0,1 0,1
Finish 1 0,0 0,0
Mexican 1 0,0 0,0
Russian 1 0,0 0,0 Q�R L C?> F�H�@ E
Chile 1 0,0 0,0 Frequency % valid %
Hungarian 1 0,0 0,0 Portuguese emigrant 51 2,2 58,6
Chzec Republic 1 0,0 0,0 Emigrant in Portugal 36 1,6 41,4
Colombian 1 0,0 0,0 Total 87 3,8 100,0
Argentinian 1 0,0 0,0 missing 2193 96,2
Romenan 1 0,0 0,0 2280 100,0
Dominicanian 1 0,0 0,0
Guiniense 1 0,0 0,0
Galish 1 0,0 0,0
Total 2271 99,6 100,0
missing 9 0,4

2280 100,0

S2> D�FT="JNU%D&EVL I�D�H"W&D
Frequency % valid %

city 1212 53,2 61,8
town 443 19,4 22,6
village 305 13,4 15,6
Total 1960 86,0 100,0
missing 320 14,0

2280 100,0

X�Y%Z#[]\�^%\�_"`V_ba�c�dfe8Y%Z;_?g ^%c�_?Z#`
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q�r�s�t�u"v�w x y?z {"|
Frequency % valid %

no 944 41,4 47,7
1 child 311 13,6 15,7
2  children 469 20,6 23,7
3 children 174 7,6 8,8
4 children 46 2,0 2,3
5 children 20 0,9 1,0
6 children 4 0,2 0,2
7 children 3 0,1 0,2
8 children 6 0,3 0,3
Total 1977 86,7 100,0
missing 303 13,3

2280,00 100,0

q�r�s�t?}~w |�s?zVu"v�w x y�z {�|
Frequency % valid %

no 1383 60,7 72,8
1 child 289 12,7 15,2
2 children 184 8,1 9,7
3 children 39 1,7 2,1
4 children 6 0,3 0,3
Total 1901 83,4 100,0
missing 379 16,6

2280 100,0

�*��{Gs�t?}~w |�s?zVu�vVw x y�z {"|
Frequency % valid %

1-5 years 228 10,0 28,4
6-10 years 214 9,4 26,7
11-15 years 265 11,6 33,0
 + 15 years 96 4,2 12,0

803 35,2 100,0
missing 1477 64,8

2280 100,0
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 ����"¡�¢"�V£�¤��~��¥%���N� � �����"¦¨§�©�ª~�V�&��¦�«
Frequency % valid %

never 6 0,3 0,3
rarely 8 0,4 0,4
once 385 16,9 18,0
twice 698 30,6 32,6
3-4 times 762 33,4 35,6
5-6 times 185 8,1 8,6
7-8 times 22 1,0 1,0
> 8 times 75 3,3 3,5
Total 2141 93,9 100,0
missing 139 6,1

2280 100

 ����"¡�¢"�V£�¤��~��¥V¬T���V��V£���¦
Frequency % valid %

never 78 3,4 3,5
rarely 273 12,0 12,4
once 87 3,8 3,9
twice 280 12,3 12,7
3-4 times 579 25,4 26,3
5-6 times 297 13,0 13,5
7-8 times 121 5,3 5,5
> 8 times 488 21,4 22,2
Total 2203 96,6 100,0
missing 77 3,4

2280 100

 ����"¡�¢"�V£�¤��~��¥V¬T���V��V£���¦�®?����� � �V�&��¦�� £K¯8�"�¨¤���¢�£�¯B� ��¦�� ���
Frequency % valid %

never 123 5,4 5,7
rarely 400 17,5 18,5
once 190 8,3 8,8
twice 326 14,3 15,1
3-4 times 427 18,7 19,8
5-6 times 200 8,8 9,3
7-8 times 52 2,3 2,4
> 8 times 443 19,4 20,5
Total 2161 94,8 100,0
missing 119 5,2

2280 100

 ����"¡�¢���£V¤��¨��¥%�*��� � �V�&��¦
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¿�À"Á Â Ã&ÄÆÅÇÃ&È�É�Ê#Â Ë�Ä�Ê#Â À�Ë�ÉÍÌ"Â É�Â Ê È�ÃGÂ ËÎÊ�Ï�È�Á Ä�É�Ê�Ê Ð2À2Å�È�Ä&Ñ É
Ò�À"Ë�Ó Ô�À"Ñ Ê#Õ�Ö"Õ�È�É�ÈÇ×VÈ�É�Ê�Â Ë�Ä�Ê#Â À"Ë�É Ô"À�Ñ Ê#Õ�Ö�Õ�È�É�ÈÇ×�È�É�Ê#Â Ë�Ä�Ê�Â À"Ë�É

Frequency % Frequency %
Spain 567 24,9% Portugal 514 22,5%
France 516 22,6% Algarve 381 16,7%
Italy 235 10,3% Alentejo 156 6,8%
UK 175 7,7% Minho 153 6,7%
USA 172 7,5% Central Coast 130 5,7%
Germany 109 4,8% Interior Central Portugal 123 5,4%
Switzerland 94 4,1% North Coast 121 5,3%
Austria 89 3,9% Trás-os-Montes 117 5,1%
Spanish Islands 86 3,8% Interior North Portugal 109 4,8%
Scandinavia 85 3,7% Madeira/ Azores 97 4,3%
Greece 80 3,5% Lisbon 84 3,7%
Netherlands 73 3,2% Gerês 72 3,2%
Belgium 72 3,2% Porto 44 1,9%
Brasil 67 2,9% Douro 41 1,8%
Asia 60 2,6% Estremadura 11 0,5%
Turkey 58 2,5% Lisbon Coast 4 0,2%
North Africa 49 2,1% Ribatejo 2 0,1%
Ireland 48 2,1%
Scotland 39 1,7%
Canada 35 1,5%
Mexico 34 1,5%
Chzec Republic 29 1,3%
Galicia 28 1,2%
Cuba 28 1,2%
Australia 28 1,2%
Africa 27 1,2%
South America 22 1,0%
India 20 0,9%
Hungary 20 0,9%
South Africa 19 0,8%
Egypt 18 0,8%
Poland 17 0,7%
Venezuela 14 0,6%
Cyprus 14 0,6%
Caribic Islands 14 0,6%
Andaluzia 13 0,6%
New Zealand 12 0,5%
Malta 11 0,5%
Iceland 11 0,5%
Estremadura 11 0,5%
China 10 0,4%
Luxemburg 9 0,4%
Japan 9 0,4%
Europe 9 0,4%
Andorra 9 0,4%
Dominican Republic 8 0,4%
Russia 7 0,3%
Central America 7 0,3%
Astúrias 7 0,3%
Slovenia 6 0,3%
Seyshelles 5 0,2%
Macau 5 0,2%
Arabic Countries 5 0,2%
Israel 3 0,1%
Guadalupe 3 0,1%
Croacia 3 0,1%
Chile 3 0,1%
Alaska 3 0,1%
Central Europe 2 0,1%
Romenia 1 0,0%
Ucrania 1 0,0%
Baltic States 1 0,0%

note: both regions and countires were mentioned 
           and considered as tourist destinations

Ò�À"Ë�Ó Ô�À"Ñ Ê#Õ�Ö"Õ�È�É�ÈÇ×VÈ�É�Ê�Â Ë�Ä�Ê#Â À"Ë�É
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äTå�æ�ç?èVé�ê¨ë�ì�èVé�èfí8î�í�ë�ï�ç;å?î�í8ð æ�ç�è�é�æ�çBð ì"ë�ç8ð å�ì�æ

ñ?å�í çBî�ò�ëVï
Frequency % of sample

Minho 674 29,6%
Trás-os-Montes 419 18,4%
Central Region 304 13,3%
Alentejo 209 9,2%
Douro 106 4,6%
Algarve 32 1,4%
Lisbon and Tejo Valley 27 1,2%

ó çBô"é�íNõNî�í#å�ö�é�ëVì¨÷�å�î�ì�çBí8ð é�æTëVì�èfí�é�ò�ð å�ì�æ
France 261 11,4%
Spain 127 5,6%
UK 107 4,7%
Germany 73 3,2%
Italy 65 2,9%
Austria 39 1,7%
Belgium 32 1,4%
NL 29 1,3%
Switzerland 27 1,2%
Scotland 27 1,2%
Scandinavia 24 1,1%
Ireland 21 0,9%
Greece 16 0,7%
Galicia 15 0,7%
Turkey 8 0,4%
Hungary 7 0,3%
Alps 7 0,3%
Poland 6 0,3%
Europe 3 0,1%
Czech Republic 3 0,1%
Asturias 3 0,1%
Slovenia 2 0,1%
Malta 2 0,1%
Luxemburg 2 0,1%
Ukraine 1 0,0%
Croatia 1 0,0%
Bask Country 1 0,0%ø�ù�ø

39,9%

ó çBô"é�í?÷�å�îVì�çBí;ð é&æ
North America 34 1,5%
Brasil 28 1,2%
Canada 12 0,5%
Australia 11 0,5%
SAfrica 8 0,4%
Mexico 4 0,2%
Africa 4 0,2%
Venezuela 2 0,1%
South America 2 0,1%
North Africa 2 0,1%
China 2 0,1%
Japan 1 0,0%
Indonesia 1 0,0%
India 1 0,0%
Asia 1 0,0%ú�ú�û

5,0% ü"ý�þ ÿ����Ký��#ÿKþ ��� üKý&ü"ÿ���ÿ	��
?ý&ü���ÿ�
�ý	��� �	� ÿ

����������������������! "� ��#$� ��"� % ���������� % ���&� % ������% ��'��� � "�(���#
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D�E�FHG�I�J�K�L�M�J N KJ�O�N P�N Q PRQ K�J I�SN KT U	N Q IRK�L�P�Q V&W
XYN T�Z�K

Frequency % Frequency % of sample
never 916 40,2 Guimaraes 83 3,6%
once 191 8,4 Gerês 74 3,2%
twice 258 11,3 Ponte de Lima 72 3,2% Portugal +Spain 16
3-4 times 232 10,2 village in  Minho 62 2,7% Central Region 87
5-6 times 141 6,2 Braga 52 2,3% Porto Metropolitan Area 99
7-8 times 26 1,1 Viana do Castelo 42 1,8% several 280
> 8 times 419 18,4 Vieira do Minho 39 1,7% Douro 406
total 2183 95,7 Caminha 32 1,4% Trás-os-Montes 506
missing 97 4,3 North Portugal 19 0,8% Minho 597

2280 100,0 Esposende 18 0,8%
Arcos de Valdevez 14 0,6%
Ofir 14 0,6%
Minho 13 0,6%
Barcelos 11 0,5%
Vila do Conde 10 0,4%
Praia de Ancora 7 0,3%
Soajo 6 0,3%
Entre-os-rios 5 0,2%
Monção 4 0,2%
P.Varzim 4 0,2% [ I�T�Q J V�\�]�I�SN KT
VNFamalicão 3 0,1% Guarda 14 0,6%
Valença 3 0,1% Almeida 13 0,6%
Fafe 3 0,1% Trancoso 11 0,5%
Caldas do Geres 2 0,1% village in Interior Center 11 0,5%
Ponte de Barca 1 0,0% Fig.Cast.Rodrigo 10 0,4%
Vila do Conde 1 0,0% Viseu 10 0,4%^�KE�J K
Cab.Bastos 1 0,0% Costa Centro 5 0,2%

Vila Nova Foz Côa 175 7,7% Celorico de basto 1 0,0% Pinhel 3 0,1%
Moncorvo 55 2,4% Fão 1 0,0% Aveiro 3 0,1%
Vila Flôr 41 1,8% _�`�a 26,2% Meda 3 0,1%
village in Douro region 29 1,3% Mangualde 3 0,1%
Freixo de Numão 21 0,9% Vilar Formoso 1 0,0%
North Portugal 19 0,8% b KJ Q K�XcI&Q J KM�K\ N Q V�TcdeJ I�V f a 3,8%
Lamego 18 0,8% Frequency% of sample
 Douro ship 15 0,7% Porto 56 2,5% g N P�G�KTYV�T�hHi�Ikj KYl	V�\ \ I&W
Miranda douro 11 0,5% North Portugal 19 0,8% Lisbon m 0,0%
Régua 8 0,4% Espinho 8 0,4%
Pinhão 6 0,3% Santo Tirso 6 0,3%

de\ S�V�J O�I
Alijó 4 0,2% Amarante 3 0,1% Alvor m 0,0%
Mogadouro 2 0,1% Castelo de Paiva 3 0,1%
Resende 1 0,0% Miramar 1 0,0% n Q Z�I�J
Muxagata 1 0,0% Felgueiras 1 0,0% several 280 12,3%o�p&q

17,8% Trofa 1 0,0% Portugal + Spain 16 0,7%
São João da Madeira 1 0,0% not decided yet 1 0,0%i�J r$P�s K�P�s XcKT�Q I&P `�` 4,3% t `�a 13,0%

Chaves 151 6,6%
Bragança 114 5,0%
Mirandela 59 2,6%
Vidago 46 2,0%

U	E�G�s J I�SN KTHN THD�KJ Q Z b KJ Q E�S�V�\uON P�N Q I�h
Vila Real 41 1,8% Frequency Percent Valid %
village in Tras-os-Montes 34 1,5% Minho 730 32,02 32,02
North Portugal 19 0,8% Douro 631 27,68 27,68
Montesinho 14 0,6% Trás-os-Montes 599 26,27 26,27
Valpaços 7 0,3% North+Porto 234 10,26 10,26
Alfândega da Fé 5 0,2% rural North 86 3,77 3,77
Vila Pouca d'Aguiar 4 0,2% Total 2280 100,00 100,00
Melgaço 3 0,1%
Pedras Salgadas 3 0,1% Note:  Sub-regions were  identified according to

Vinhais 3 0,1% 1) the site of questioning, 2) the site of stay, and 3) the localities visited during the stay. 

Vidoeiro 1 0,0% Although a clear classification into Minho, Douro, Trás-os-Montes, was preferred, many respondents 

Macedo Cavaleiros 1 0,0% moved across sub-regions. Those who definitely moved predominantly were classified as “rural North” or  “North + Porto”, depending
Montalegre 1 0,0% on the inclusion or not of Oporto as a place of stay or visit.

_ p&q 22,2%v�w�x y�z${Yw&| yRx }�~&vYw$v�yc| y&�u��w&v��$y<��w&����� �&� y

�	���������������� � ������� ��� � �
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£�¤e¥�¦k§9¤�¨�©¦ ª�«
Frequency % valid % high season 2344

january 31 1,4 0,7 low season 2266
february 299 13,1 6,5
march 353 15,5 7,7 high season: June -September
april 419 18,4 9,1 low season:rest of the year
may 561 24,6 12,2
june 222 9,7 4,8 some respondents stay in more than one season
july 1222 53,6 26,5
august 464 20,4 10,1
september 436 19,1 9,5
october 179 7,9 3,9
november 347 15,2 7,5
december 77 3,4 1,7

4610 100,0

¬Y	® ª�¦u¯ ¤e¥;¤�¨�©¦ ª�«
Frequency % valid % 

one day 315 13,8 15,6
two days 283 12,4 14,0
3-4 days 319 14,0 15,8
5-6 days 105 4,6 5,2
7-10 days 332 14,6 16,4
11-16 days 374 16,4 18,5
17-22 days 122 5,4 6,0
23-30 days 91 4,0 4,5
31-40 days 17 0,7 0,8
41-50 days 10 0,4 0,5
>50 days 51 2,2 2,5
Total 2019 88,6 100,0
missing 261 11,4

2280 100,0

¬Y¯ ©¦ ª	¥�°�±!¦k® ª�²	±	³ ³ ±�´9ª�¦e´�±�©¦k¯ ¥ª�¦u¯ ¤e¥
Frequency % valid % 

<20km 321 14,1 29,1
20-49 km 313 13,7 28,4
50-99 km 239 10,5 21,6
100-149 km 126 5,5 11,4
150-199 km 8 0,4 0,7
200-249 km 15 0,7 1,4
250-300 km 46 2,0 4,2
> 300 km 36 1,6 3,3
Total 1104 48,4 100,0
missing 1176 51,6
Total 2280 100,0
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àeá â�ã â�á á â�ä!å�æ�æ�ç�è�è!ç�ä�å�é4ê ç�ë�ê ë�é4ì�â�æ�ç�í�ë�é4á î�ï�ê ä�â
Frequency % of sample % responses

with friends and family 598 26,2 18,2
camping site 553 24,3 16,8
hotels 551 24,2 16,8
country houses (TER) 425 18,6 12,9
rented house/ flat 386 16,9 11,7
pensions 287 12,6 8,7
manor house 179 7,9 5,4
farms 130 5,7 4,0
castles/ palaces 89 3,9 2,7
own house 46 2,0 1,4
Pousadas 31 1,4 0,9
youth hostel 5 0,2 0,2
Time share 3 0,1 0,1
any/ several 2 0,1 0,1
ship 2 0,1 0,1
hut 1 0,0 0,0

3288 100

ðñ�ò ó�ô�õÆñ�ö ó�ò ÷�ø�ðÆñ�ð�ó�ö ó�ù�ú�ñ�ð�ù�óYú�ñ�ù�ù&û ü�ý ó
þcæ�æ�ç	è;èÆç�äå�é4ê ç�ë�í�ï�â�ä

Frequency % valid % 
hotels 415 18,2 22,3
camping 292 12,8 15,7
pensions 291 12,8 15,7
friends + family 193 8,5 10,4
rented flat/ house 111 4,9 6,0
countryhouse 101 4,4 5,4
Pousada 88 3,9 4,7
several 83 3,6 4,5
youth hostel 57 2,5 3,1
own house 55 2,4 3,0
Institutional 53 2,3 2,9
manor house 49 2,1 2,6
hut 17 0,7 0,9
caravan 16 0,7 0,9
farm 14 0,6 0,8
boat/ ship 14 0,6 0,8
village tourism 5 0,2 0,3
time share 4 0,2 0,2
castle/ palace 1 0,0 0,1
Total 1859 81,5 100,0
System Missing 421 18,5

2280 100,0

ÿ á ç�í��Ææ�ç�ë�ï�é4ê é4í�é4ê ç�ë
Frequency % % of sample

couple 1060 34,2 46,5
friends 624 20,1 27,4
children 511 16,5 22,4
organized group 460 14,8 20,2
other family member 319 10,3 14,0
alone 126 4,1 5,5
collegue 3 0,1 0,1

3103 100,0

ðñ�ò ó�ô�õÆñ�ö ó�ò ÷�ø�ðÆñ�ð�ó�ö ó�ù�ú�ñ�ð�ù�óYú�ñ�ù�ù&û ü�ý ó

�Rí�è���â�á	çã���â�á ï�ç	ë�ï;ê ë ÿ á ç�í��
Frequency % valid % 

one 116 5,1 6,0
two 773 33,9 39,9
3-4 persons 379 16,6 19,6
5-6 persons 172 7,5 8,9
7-10 persons 118 5,2 6,1
11-19 persons 85 3,7 4,4
20-29 persons 75 3,3 3,9
30-39 persons 63 2,8 3,3
>40 persons 156 6,8 8,1
Total 1937 85,0 100,0
missing 343 15,0

preferred accommodation in countryside

0 100 200 300 400 500 600 700

with friends and family

camping site

hotels

country houses (TER)

rented house/ flat

pensions

manor house

farms

castles/ palaces

own house

Pousadas

���
	����	������������������������ � ���

0 50 100 150 200 250 300 350 400 450

hotels

camping

pensions

friends + family

rented flat/ house

countryhouse 

Pousada

several

youth hostel

own house

Institutional

manor house

��� ���� ������	�� � � �� � ���

0 200 400 600 800 1000 1200

couple

friends

children

organized group

other family member

alone

�



 

!#" $ %�&�'�(�$ $*) (�+�$*" ,.-�&0/." &1" $ %�23 " -145,
Alentejo 10

Frequency % of responses % of sample Algarve 25
Guimarães 315 6,8 13,8 Spain 34
Braga 297 6,4 13,0 Lisbon and Tejo Valley 101
Gerês 191 4,1 8,4 Central Region 310
Viana do Castelo 136 2,9 6,0 Porto 394
Caminha 134 2,9 5,9 Douro 1085
P.Lima 114 2,4 5,0 Trás-os-Montes 1129
Barcelos 63 1,4 2,8 Minho 1520
Valença 47 1,0 2,1
village in Minho 40 0,9 1,8
Minho 29 0,6 1,3
Arcos de Valdevez 27 0,6 1,2
Bom Jesus 24 0,5 1,1
Monção 16 0,3 0,7
Soajo 14 0,3 0,6
North 12 0,3 0,5
P.Barca 10 0,2 0,4
Vila do Conde 9 0,2 0,4 6 ,.) $ , 3 %�$*) ,�75,.8 " $ (1-09:) %�(
Lindoso 8 0,2 0,4 Frequency % responses % sample
Esposende 8 0,2 0,4 Porto 305 6,5 13,4
S.João de Pesqueira 5 0,1 0,2 Amarante 34 0,7 1,5
Cabeceiras de Basto 5 0,1 0,2 P.Varzim 16 0,3 0,7
Vale do Minho 4 0,1 0,2 North 12 0,3 0,5
Ave 4 0,1 0,2 Espinho 10 0,2 0,4
Vila Nova Cerveira 2 0,0 0,1 Penafiel 8 0,2 0,4
Mondim de Basto 2 0,0 0,1 Trofa 3 0,1 0,1
Stª Luzia 1 0,0 0,0 Paiva river 3 0,1 0,1
Lima river 1 0,0 0,0 Paços Ferreira 2 0,0 0,1
Quinta do Vesúvio 1 0,0 0,0 Castelo de Paiva 1 0,0 0,0
Celourico de Basto 1 0,0 0,0 ;�<�= 8,5 17,3>�?�@�A

32,6 66,7 B %1-�$*) (18�C�%�D." ,.-E ,.FG) ,
Coimbra 72 1,5 3,2

Arqu.Park of Côa Valley 520 11,2 22,8 Almeida 37 0,8 1,6
Douro 127 2,7 5,6 Trancoso 29 0,6 1,3
VNFozCoa 92 2,0 4,0 Aveiro 29 0,6 1,3
Moncorvo 65 1,4 2,9 Viseu 19 0,4 0,8
Lamego 44 0,9 1,9 Guarda 16 0,3 0,7
Vila Flôr 34 0,7 1,5 Centro 14 0,3 0,6
Freixo Numão 29 0,6 1,3 Serra da Estrela 10 0,2 0,4
villages in Douro 28 0,6 1,2 Nazaré 10 0,2 0,4
Miranda do Douro 27 0,6 1,2 Linhares da Beira 10 0,2 0,4
Casa Mateus 24 0,5 1,1 Castelo Rodrigo 9 0,2 0,4
Vale do Côa 21 0,5 0,9 Figueira da Foz 7 0,2 0,3
Pinhão 18 0,4 0,8 Fátima 6 0,1 0,3
North 12 0,3 0,5 Buçaco 6 0,1 0,3
Freixo de Espada à Cinta 12 0,3 0,5 Batalha 5 0,1 0,2
Castelo Melhor 10 0,2 0,4 Tomar 4 0,1 0,2
Régua 8 0,2 0,4 Sabugal 4 0,1 0,2
museum of Ervamoira 6 0,1 0,3 Óbidos 4 0,1 0,2
Sabrosa 4 0,1 0,2 Mealhada 4 0,1 0,2
Alijó 3 0,1 0,1 Meda 3 0,1 0,1
Carviçais 1 0,0 0,0 Mangualde 3 0,1 0,1>�A�H�?

23,3 47,6 Seia 2 0,0 0,1
Pinhel 2 0,0 0,1I ) J�&5K ,5&5K 3 ,.-�$ %�&
Ovar 2 0,0 0,1

Chaves 346 7,4 15,2 Caramulo 2 0,0 0,1
Bragança 178 3,8 7,8 Celourico da beira 1 0,0 0,0
Vila Real 176 3,8 7,7 ; >�A 6,7 13,6
Mirandela 89 1,9 3,9
Marialva 71 1,5 3,1 L " &GM�,.-N(5-52 I %�OP,�Q#(18 8 %SR
PN Montesinho 46 1,0 2,0 Lisbon and Tejo Valley 63 1,4 2,8
villages in ToM 41 0,9 1,8 Expo 98 29 0,6 1,3
Vidago 36 0,8 1,6 Sintra 9 0,2 0,4
Macedo de Cavaleiros 23 0,5 1,0

>�A1>
2,2 4,4

Pedras Salgadas 19 0,4 0,8
Serapicos 18 0,4 0,8

9T8 %5-�$ %�OP,
Montalegre 13 0,3 0,6 Évora 6 0,1 0,3
North 12 0,3 0,5 Alentejo 4 0,1 0,2
Boticas 12 0,3 0,5

>�A
0,2 0,4

Valpaços 10 0,2 0,4
Mogadouro 10 0,2 0,4

9T8 D5(1) /5%
Vila Pouca d'Aguiar 7 0,2 0,3 Algarve 21 0,5 0,9
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g�h�i�jlk.m#n1opoZqpn�r5oZs k tGu
v�w�x o w qpj5y�z{k t w z|j.tGopu

Frequency % of sample 
v�w�x o w qPj�y�z{k t w z|j�tGopu

1572
historical 265 11,6 } n5o w qPj�y x n.t.~.u.r5n�i�j 532
castles/ palaces 258 11,3 � i.k qpopu5y#qpj�r.qpjGn5o�s k t 130
cultural 256 11,2 ��� q]s r w�x o w qpj 50
monuments 153 6,7 � n5uGoZq*k t.k�zlh 37
museums 119 5,2 � j1n x oZ� 30
churches 119 5,2
cities 114 5,0
towns 94 4,1
villages 83 3,6
archeological sites 49 2,1
local markets 17 0,7
local festivals 16 0,7
monasteries 9 0,4
manor houses 5 0,2
university 3 0,1 � i.k qpopu5y#qpj�r.qpjGn5o�s k t
religious 3 0,1 Frequency % sample
handycraft 3 0,1 shops 19 0,8
fishery ports 3 0,1 local markets 17 0,7
pousadas 2 0,1 swimming pool 16 0,7
ExpoCôa 1 0,0 local festivals 16 0,7

1572 68,9 fun 13 0,6
spectacle 12 0,5
walking paths 10 0,4
recreation 6 0,3
casino 6 0,3

} n1o w qpj5y x n�t.~.u�r1n.i�j boat-trip 6 0,3
natural 148 6,5 nightlife 3 0,1
rivers/ lakes 99 4,1 golf 3 0,1
natural park 72 3,2 train-trip 2 0,1
beach/ coast 56 2,5 Bracalândia 1 0,0
countryside 49 2,1 130 5,7
mountains 40 1,8
garden/park 36 1,6 � n5uGoZq*k t.k�zlh
waterfalls 24 1,1 restaurants 21 0,9
almond trees 8 0,4 wine cellars 16 0,7

532 23,1 37 1,6

��� qZs r w�x o w qPj � j1n x oZ�
wine/ vinyards 23 1,0 spa 29 1,3
farm 19 0,8 health 1 0,0
almond trees 8 0,4 30 1,3

50 2,2
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¥ ¦�§ ¨G© ª0«�¬p ¨G¦¯®�¨1°5© ±�²�®
Frequency % responses % sample

personal recommendation 775 26,0 34,0
tourist guide book 555 18,6 24,3
previous visit 476 16,0 20,9
travel agency 230 7,7 10,1
TV advertising 160 5,4 7,0
literature 159 5,3 7,0
catalogue 157 5,3 6,9
newspapers ads 147 4,9 6,4
magazine ads 137 4,6 6,0

others 181 6,1 7,9

±�«�¬ «�³ ¨5´1°�²
µ�´G°� ¶�²
µ5ª�«�´�«�·� ¦S²
Frequency Percent Valid Percent

¨�¬P¸S²�©� ¦�§ ¨G© ª0«�¬p ¨G¦¯®�¨1°5© ±�²
Olimar 35 1,5 19,8 Frequency % Valid %
Michelin 10 0,4 5,6 VFR 32 1,4 14,7
Jugend Ferienwerk 10 0,4 5,6 internet 28 1,2 12,8
Lonely Planet Guide 7 0,3 4,0 work 27 1,2 12,4
Portuguese Tourist Board 6 0,3 3,4 school/ university 36 1,6 16,5
Studiosus 6 0,3 3,4 tourist office 16 0,7 7,3
Ski & Surf 6 0,3 3,4 by chance 10 0,4 4,6
ICEP 6 0,3 3,4 conference documentation/ organization 10 0,4 4,6
Routard 5 0,2 2,8 discovery 9 0,4 4,1
Campsites 4 0,2 2,3 work placement 8 0,4 3,7
Vintage Travel 4 0,2 2,3 fuzzy image 7 0,3 3,2
Saga 4 0,2 2,3 Expo 98 4 0,2 1,8
Individual Travellers 3 0,1 1,7 church 4 0,2 1,8
Jules Verne 3 0,1 1,7 youth holiday association 3 0,1 1,4
Explore Worldwide 3 0,1 1,7 map 3 0,1 1,4
Waymark 3 0,1 1,7 archeological report 3 0,1 1,4
RCI 3 0,1 1,7 Portuguese Consulate 2 0,1 0,9
Wolfs Reisen 2 0,1 1,1 Enatur 2 0,1 0,9
NPGeres 2 0,1 1,1 sport association 2 0,1 0,9
Wolters Reisen 2 0,1 1,1 archeological park 1 0,0 0,5
Falcon Travel 2 0,1 1,1 cinema 1 0,0 0,5
VIP Club 2 0,1 1,1 trade union 1 0,0 0,5
DGT-TER guide 2 0,1 1,1 park guide 1 0,0 0,5
Guide Hotel 2 0,1 1,1 caravan magazine 1 0,0 0,5
Experience Plus 2 0,1 1,1 reception center Foz Coa 1 0,0 0,5
Carnival Tours 2 0,1 1,1 wine books 1 0,0 0,5
Portugala 2 0,1 1,1 hotel reception 1 0,0 0,5
Enatur 2 0,1 1,1 holiday fair 1 0,0 0,5
ANWB 2 0,1 1,1 medical advice 1 0,0 0,5
Brittany ferries 2 0,1 1,1 Selecções 1 0,0 0,5
Baedecker 2 0,1 1,1 rough guide 1 0,0 0,5
Travellers way 2 0,1 1,1 Total 218 9,6 100,0
Portugal Travel 2 0,1 1,1 missing 2062 90,4
Magic of Portugal 2 0,1 1,1 2280 100,0
Uniworld 2 0,1 1,1
Arker 2 0,1 1,1
ADAC 2 0,1 1,1
Descobrir 1 0,0 0,6
Turihab 1 0,0 0,6
Rough Guide 1 0,0 0,6
Itatour 1 0,0 0,6
Offroad Driving 1 0,0 0,6
Off the beaten track 1 0,0 0,6
Club Aventura 1 0,0 0,6
Cycling through Centuries 1 0,0 0,6
Tornado 1 0,0 0,6
Travel Scene Sunvil 1 0,0 0,6
Hotelplan 1 0,0 0,6
PAVC 1 0,0 0,6
Berlitz 1 0,0 0,6
Petit Futé 1 0,0 0,6
Dr.Tigges 1 0,0 0,6
Travel Sphere 1 0,0 0,6
First Choise 1 0,0 0,6
Guias do Expresso 1 0,0 0,6
Cresta Holidays 1 0,0 0,6
Total 177 7,8 100,0
missing 2103 92,2

2280 100,0
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Æ#Ç
È É Ê�Ë�Ì Í Ç�Î É Ï�Ð�Ñ�ÌÒ1É Ì
Ó�Ç�Ê�Ë
Ô Ñ
Frequency % of sample  % responses Õ Ð�Ì�È Ô Ç�Ö�Ç�× Ñ Frequency % of sample  % responses

curiosity/ discovery 430 18,9 16,3 gastronomy 16 0,7 0,6
different/ change 53 2,3 2,0 Port wine 9 0,4 0,3
round trip 30 1,3 1,1 wine 8 0,4 0,3
Portugal travel 12 0,5 0,5 Ø�Ø 1,4 1,3
Expo+ country discovery 6 0,3 0,2 Ù Ç�Ú�Ô É Ì�ÈSÛ Ð�Ó
É Î É È É Ë�Ì
trip to Europe 4 0,2 0,2 hotel/ camping/ house 11 0,5 0,4
variety 1 0,0 0,0 tourist attraction 9 0,4 0,3
looking for a place to live 1 0,0 0,0 well-equipped lodging 2 0,1 0,1
interesting sites 1 0,0 0,0 TER 1 0,0 0,0Ü Ø�Ý 23,6 20,4 Þ�Ø 1,0 0,9ß ÚSÎ È ÚSÔ Ë à
Ë�Ç�àSÎ Ë
Archeological Park 159 7,0 6,0 people 28 1,2 1,1
culture 78 3,4 3,0 company 26 1,1 1,0
history 51 2,2 1,9 escape tourist crowds 25 1,1 0,9
monuments 24 1,1 0,9 hospitality 12 0,5 0,5
authenticity 22 1,0 0,8 scouts camp 6 0,3 0,2
architecture 9 0,4 0,3 show friends 5 0,2 0,2
railway lines and stations 3 0,1 0,1 group tour 5 0,2 0,2
tradition 2 0,1 0,1 friendly people 4 0,2 0,2
literature/ book "Trás-os-Montes" 4 0,2 0,2 á�á�á 4,9 4,2
Lisbon 2 0,1 0,1

àSÔ É Ó�Ë
art 2 0,1 0,1 cheap air fare 2 0,1 0,1
path of Santiago de Compostela 1 0,0 0,0 accessible prices 15 0,7 0,6
cities 1 0,0 0,0 good relation price/ quality 1 0,0 0,0
archeology 1 0,0 0,0 á Ý 0,8 0,7Ø Ü�â 15,7 13,6ã�Ð�È Ú�Ô Ë Î Ç�Ñ�Ð
Î È Ñ
nature 111 4,9 4,2 like region 68 3,0 2,6
landscape 93 4,1 3,5 like Portugal 20 0,9 0,8
beautiful region 40 1,8 1,5 good past experience 20 0,9 0,8
environment 22 1,0 0,8 habit 1 0,0 0,0
sea/ beach 21 0,9 0,8 áZä â 4,8 4,1
montanhas 8 0,4 0,3

Ç�È å�Ë
Ô
ausência de poluição 7 0,3 0,3 holidays 88 3,9 3,3
river trip 5 0,2 0,2 recommendation 44 1,9 1,7
Douro 5 0,2 0,2 weekend/ short-break 9 0,4 0,3
Natural Park of Montesinho 2 0,1 0,1 advertising 6 0,3 0,2
Natural Parks 1 0,0 0,0 unique attraction 1 0,0 0,0
Côa Valley 1 0,0 0,0 good reputation 1 0,0 0,0Ø áZæ 13,9 12,0 á]ç â 6,5 5,7è1ÚSÔ Ð
Î Ù Ç�È Ð
Î

Í Ç�Î É Ï�Ð�Ñ�Ì Þ æ Ø�Þ 100,0
rural 11 0,5 0,4
far from city 6 0,3 0,2 é�êZë ì í�î]ï�ðGñ
ë ò�ð
unspoiled countryside 5 0,2 0,2 ó Ú�Ì�É Ö�Ë�Ì�Ì�ô�õ#Ç�Ô ö Frequency % of sample  % responsesÞ�Þ 1,0 0,8 work 140 6,1 5,3÷�Ë�É Ì�Ú�Ô ËZôSè5Ë�Ó
Ô Ë�Ð�È É Ç�Ö

travel writer 1 0,0 0,0
fun 14 0,6 0,5 research/ study 88 3,9 3,3
surfing 3 0,1 0,1 conference 26 1,1 1,0
shopping 3 0,1 0,1 Þ Ü�Ü 11,2 9,7
sports 2 0,1 0,1 é�êZë ì í�î]ï�ðGñ
ë ò�ð
cycling tour 2 0,1 0,1 ø É Ì�É ÈSÛ Ô É Ë
Ö
Ï
Ì Ð
Ö
ÏTÔ Ë
Î Ð�È É Ê�Ë�Ì
horse-riding on beach 1 0,0 0,0 VFR 174 7,6 6,6
golf 1 0,0 0,0 seek origins 18 0,8 0,7
fishing 1 0,0 0,0 homesick 2 0,1 0,1
active holidays 1 0,0 0,0 family wedding 6 0,3 0,2Þ�Ý 1,2 1,1 family roots 33 1,4 1,3ù
Ê�Ë
Ö�È Ì Þ�Ø�Ø 10,2 8,9
celebration of almonds in flower 9 0,4 0,3
horse riding competition 5 0,2 0,2

Í Ë�Ð
Î È å
queima das fitas/ student week 4 0,2 0,2 spas 52 2,3 2,0
jeep competition 3 0,1 0,1 health 15 0,7 0,6
concert 3 0,1 0,1 æ�ú 2,9 2,5
off road ralley 2 0,1 0,1
BTT competition 2 0,1 0,1 û Ñ#Ð�Ó�Ó
É Ï�Ë
Ö�È ô
Ó�Ç�Ö�Ê
Ë�Ö�É Ë
Ö
Ó�Ë
youth exchange 1 0,0 0,0 on the way 17 0,7 0,6
festival 1 0,0 0,0 close to home 14 0,6 0,5
25 years married 1 0,0 0,0 by accident/ convenience 12 0,5 0,5Ø á 1,4 1,2 close to Spanish cities 8 0,4 0,3ß Î É ×�Ð�È Ë

convenience 4 0,2 0,2
good weather 57 2,5 2,2 parents oblige 2 0,1 0,1
sun 22 1,0 0,8 obliged 2 0,1 0,1
not too hot 7 0,3 0,3 paid trip 2 0,1 0,1Ý æ 3,8 3,3 accessible by car 1 0,0 0,0è�Ë
Î ÐZü
Ð�È É Ç�Ö Ü ú 2,5 2,2
relaxation 104 4,6 4,0
peace and quiet 85 3,7 3,2á Ý â 8,3 7,2

ý ê�þ ÿ���� ê�� ÿ þ � î ý ê ý ÿ�� ÿ�ðPñ�ê ý ðZÿ.ñ�ê�ðZð*ì ��ë ÿ
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%����"-�) �
Frequency % sample  % responses

�1��# '�! ��2�) �(/(3(�
764

friendly people 431 18,9 15,9
%����
-�) � 4�5�6

hospitality 141 6,2 5,2 7 '�) # '�! � 301
nice company 42 1,8 1,5

%�����8��
203

people 37 1,6 1,4 9 ����# ! �"/(����: 134
pleasant way of life 25 1,1 0,9 7 ) * ����# � 109
helpfulness 24 1,1 0,9 7 �
/��0��! +���# * �"/ 106
get to know people 8 0,4 0,3 ; �
'�! * ��#"� ��8(* ) * 88
local pride 3 0,1 0,1 <(= -(�(! * �(/080� 63
meeting village people 3 0,1 0,1 > '�! �() * # : 35
people speak foreign languages 2 0,1 0,1 ? -(��8(* � * 8,) ��8�� 30
spontaneous contact/ communication 2 0,1 0,1 @ ��+(�() �"-����(/ 29
active women 1 0,0 0,0 A '�/,�(/03B! ��8(! 14
people like Brasilians 1 0,0 0,0 < +��(/�# � 6
many young people 1 0,0 0,0
people inform about region 1 0,0 0,0
reserved, not pushy, friendliness 1 0,0 0,0
respect for pedestrians 1 0,0 0,04�5�6

31,8 26,6�1��# '�! ��2�) �(/03��08��(-(�
beautiful landscape 390 17,1 14,3
nature 169 7,4 6,2
environment 60 2,6 2,2
beauty of site 44 1,9 1,6
healthy environment 17 0,7 0,6
beaches 15 0,7 0,6
rivers/ lakes 14 0,6 0,5 7 '�) # '�! � Frequency % sample  % responses
gardens 11 0,5 0,4 monuments 75 3,3 2,8
ocean 10 0,4 0,4 carvings 49 2,1 1,8
sightseeing 8 0,4 0,3 arquitecture 42 1,8 1,5
picturesque towns 5 0,2 0,2 culture 36 1,6 1,3
wild flowers 5 0,2 0,2 history 35 1,5 1,3
mountains 4 0,2 0,1 Archeological Park 22 1,0 0,8
reflorestation 3 0,1 0,1 traditional 11 0,5 0,4
waterfalls 3 0,1 0,1 beautiful churches 7 0,3 0,3
nature reservation 2 0,1 0,1 art 5 0,2 0,2
walking in nature 2 0,1 0,1 interesting cities 4 0,2 0,1
colorful 1 0,0 0,0 villages 4 0,2 0,1
forests 1 0,0 0,0 family roots 2 0,1 0,14�C�6

33,5 28,1 handicraft 2 0,1 0,1
> '�! �()��(/�+"* ! �"/����(/�# holy region 2 0,1 0,1
rusticality/ rurality 22 1,0 0,8 old urban centers 2 0,1 0,1
countryside 13 0,6 0,5 language 1 0,0 0,0D�E

1,5 1,3 medieval villages 1 0,0 0,0
7 �
/��0�(! +���# * �
/�2(�('�# $0�(/�# * 8(* # : old center of Porto 1 0,0 0,0
cleanliness 27 1,2 1,0

D�F(G
13,2 11,1

conservation 26 1,1 1,0 < +��(/�# �
authenticity 22 1,0 0,8 markets 2 0,1 0,1
no pollution/ unspoilt 15 0,7 0,6 Expo 98 1 0,0 0,0
no/ few tourists 7 0,3 0,3 Expo Côa 1 0,0 0,0
no crowds 4 0,2 0,1 folk events 1 0,0 0,0
isolation 1 0,0 0,0 spontaneous fado 1 0,0 0,0
no industry 1 0,0 0,0

C
0,3 0,2

no mass tourism 1 0,0 0,0 ; �"'�! * ��#�� ��8�* ) * # * ���
students restaure castle 1 0,0 0,0 accommodation 27 1,2 1,0
valorization of local products 1 0,0 0,0 park organisation 14 0,6 0,5G�F�C

4,6 3,9 hotel/ house and location 12 0,5 0,4
7 ) * ����# � tourism development 8 0,4 0,3
climate 88 3,9 3,2 good info by guide 7 0,3 0,3
sun 21 0,9 0,8 good tourist information 4 0,2 0,1G�F�H

4,8 4,0 spa 4 0,2 0,1%�����8��
guided tour 3 0,1 0,1

peace & quiet 170 7,5 6,3 sign-posting 2 0,1 0,1
relaxation 33 1,4 1,2 swimming pool 2 0,1 0,15�F�D

8,9 7,5 family accommodation 1 0,0 0,0
@ ��+��() �"-����(/�# golf 1 0,0 0,0
good roads 9 0,4 0,3 pousada 1 0,0 0,0
development of region 8 0,4 0,3 stopping at nice cafés 1 0,0 0,0
public investment 4 0,2 0,1 variety of activities 1 0,0 0,0
organized cities/ towns 3 0,1 0,1 I�I 3,9 3,2
good access to cities 2 0,1 0,1
modern facilties 1 0,0 0,0
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9 ����# ! �
/0�"��: % sample  % responses ? -0��8(* � * 8�) ��8���# * �"/ % sample  % responses
gastronomy 115 5,0 4,2 Geres 7 0,3 0,3
wine 13 0,6 0,5 Guimarães 3 0,1 0,1
lots of fish 2 0,1 0,1 P.Lima 3 0,1 0,1
sangria 2 0,1 0,1 Braga 2 0,1 0,1
coffee 1 0,0 0,0 PNMontesinho 2 0,1 0,1
port wine 1 0,0 0,0 Porto 2 0,1 0,1G�D�6

5,9 4,9 Vila Verde 2 0,1 0,1
<(= -0�(! * �(/08�� Amarante 1 0,0 0,0
variety 22 1,0 0,8 Bragança 1 0,0 0,0
novelties 10 0,4 0,4 Lisbon 1 0,0 0,0
educational 7 0,3 0,3 Moledo 1 0,0 0,0
simplicity 6 0,3 0,2 Monção 1 0,0 0,0
freedom 5 0,2 0,2 Moncorvo 1 0,0 0,0
pleasant 3 0,1 0,1 Ribeira (Porto) 1 0,0 0,0
like at home 2 0,1 0,1 Sra.da Peneda 1 0,0 0,0
came up to expectations 1 0,0 0,0 Viana do Castelo 1 0,0 0,0
good experience last year 1 0,0 0,0

D�F
1,3 1,1

integration in traditional women party 1 0,0 0,0 A '�/,�(/03B! ��8(! ����# * �
/
lush 1 0,0 0,0 fun 7 0,3 0,3
pleasant evening 1 0,0 0,0 nightlife 4 0,2 0,1
see how wine is made 1 0,0 0,0 good leisure park 1 0,0 0,0
train rides into interior of Portugal 1 0,0 0,0 parties/festivals 1 0,0 0,0
waterfall shower 1 0,0 0,0 canoe-trip 1 0,0 0,0C�D

2,8 2,3
GV6

0,6 0,5W # $(�(! �
total responses 2719 everything 58 2,5 2,1

price 26 1,1 1,0
none 19 0,8 0,7
safety 8 0,4 0,3
many dogs 1 0,0 0,0
no Germans 1 0,0 0,0G�G�D

5,0 4,2� ������# * +��,* �.-�! ������* �"/0�
%����"-�) �

Frequency % sample  % responses traffic 283
distant people 21 0,9 1,1 pollution 193
noisy neighbors at night 13 0,6 0,7 climate 184
language difficulties 12 0,5 0,6 information 176
unfriendly/ rude people 6 0,3 0,3 trourism intrastructures 160
Portuguese men 5 0,2 0,3 service 156
people 4 0,2 0,2 development 155
unfriendly drinking men 3 0,1 0,2 people 94
neighbors at camping 3 0,1 0,2 conservation 40
rude young people 2 0,1 0,1 gastronomy 34
residents' attitude towards emigrants 2 0,1 0,1 fun/ recreation 22
police officer 2 0,1 0,1 specific locations 16
passivity 2 0,1 0,1
many gipsies at campsite 2 0,1 0,1
machism 2 0,1 0,1
lack of dynamism 2 0,1 0,1
distant tour guide 2 0,1 0,1
voyerism 1 0,0 0,1
too many smokers 1 0,0 0,1
talkative women 1 0,0 0,1
talkative people 1 0,0 0,1
struggle with company 1 0,0 0,1
old population 1 0,0 0,1
nobody greats 1 0,0 0,1
no respect for law/ rules 1 0,0 0,1
hotel community 1 0,0 0,1
conservative people 1 0,0 0,1 A '�/,�(/03B! ��8(! ����# * �
/ % sample  % responses
begging children 1 0,0 0,1 poor nightlife 21 0,9 1,1

94 4,1 5,0 poor state of tennis courts 1 0,0 0,1%��") ) '�# * �
/
22 1,0 1,2

trash in nature 81 3,6 4,3 ; ! ��� � * 8�2�! ����3��
pollution 43 1,9 2,3 chaotic traffic/ driving 140 6,1 7,4
forest fires 19 0,8 1,0 bad streets 96 4,2 5,1
poor environmental conscience 14 0,6 0,7 poor access 31 1,4 1,6
dirty streets 12 0,5 0,6 bad parking 6 0,3 0,3
burnt landscape 8 0,4 0,4 chaotic parking 5 0,2 0,3
polluted river/ lake/ sea 4 0,2 0,2 traffic in Porto 4 0,2 0,2
noise 4 0,2 0,2 lorries 1 0,0 0,1
dirty beaches 3 0,1 0,2 283 12,4 15,0
sea pollution 2 0,1 0,1 9 ����# ! �
/0�"��:
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hji
k0l(m�n o�p�q r i
k�s�p�t�q u(m�k�q r v�r q w x m�o�m�y i
z�{&m(k0q
poor conservation of architecture 35 1,5 1,9 lack town planning/ territorial order 41 1,8 2,2
decadence 3 0,1 0,2 lack of public transport 25 1,1 1,3
few typical products 2 0,1 0,1 lack of infrastructures/ facilities 12 0,5 0,6

40 1,8 2,1 poverty 9 0,4 0,5q i
t�n r l�{|r k0} n p�l�q n t(v�q t�n m�l
poor development 8 0,4 0,4

accommodation 50 2,2 2,7 construction works 6 0,3 0,3
closed museums/ monuments/ churches 18 0,8 1,0 isolation 5 0,2 0,3
lack walking paths 14 0,6 0,7 slums 4 0,2 0,2
lack of activities 13 0,6 0,7 lack of medical support 4 0,2 0,2
poor camping facilities 9 0,4 0,5 disorganization 4 0,2 0,2
few accommodations 8 0,4 0,4 beggars 4 0,2 0,2
poor tourism supply 5 0,2 0,3 robbery 3 0,1 0,2
pay for visits 5 0,2 0,3 monotony 3 0,1 0,2
few restaurants 5 0,2 0,3 drugs 3 0,1 0,2
bathrooms 5 0,2 0,3 population density 2 0,1 0,1
unused rails 2 0,1 0,1 overindustrialized 2 0,1 0,1
tourist menus 2 0,1 0,1 no security 2 0,1 0,1
poor restaurants 2 0,1 0,1 no fresh water fountains 2 0,1 0,1
no horse riding 2 0,1 0,1 bad conditions for cyclists 2 0,1 0,1
lack of attractions 2 0,1 0,1 vandalism 1 0,0 0,1
lack of cultural activities 2 0,1 0,1 ugly cities 1 0,0 0,1
few campsites 2 0,1 0,1 too quiet 1 0,0 0,1
car rental 2 0,1 0,1 too much fast food 1 0,0 0,1
cafés closed too soon 2 0,1 0,1 striking differences city-countryside 1 0,0 0,1
tourism office 1 0,0 0,1 public toilets 1 0,0 0,1
poor condition of walking paths 1 0,0 0,1 over-populated 1 0,0 0,1
no café outside 1 0,0 0,1 no newspapers 1 0,0 0,1
lack of sports 1 0,0 0,1 many restrictions 1 0,0 0,1
have to pay to use swimming pool 1 0,0 0,1 lack of shops 1 0,0 0,1
few natural swimming-pools 1 0,0 0,1 many high buildings 1 0,0 0,1
distant tourism post 1 0,0 0,1 few green spaces 1 0,0 0,1
cold in monuments 1 0,0 0,1 car park providers 1 0,0 0,1
campingsites closed 1 0,0 0,1 arrogant, ignorant authorities 1 0,0 0,1
boat not well organized 1 0,0 0,1 155 6,8 8,2

160 7,0 8,5 ~ m�n o
r v0m� k0} i
n {&p�q r i
k
poor service 53 2,3 2,8

poor sign-posting 123 6,5 5,4 poor cleaning 34 1,5 1,8
poor tourist information 38 1,7 2,0
poor info on walking paths 6 0,3 0,3 antipathetic service 11 0,5 0,6
lack of maps 4 0,2 0,2 waiting at park 8 0,4 0,4
lack of info on other regions 3 0,1 0,2 poor airport organization 6 0,3 0,3
inaccurate maps 2 0,1 0,1 rigid timetable (youth hotel) 5 0,2 0,3

176 8,9 8,2 not professional 5 0,2 0,3��� z�m(n r m�k(v0m
no visit of park available 5 0,2 0,3

Expo visit 5 0,2 0,3 no English spoken 5 0,2 0,3
promised boat-trip (Douro) canceled 1 0,0 0,1 waiting in restaurants 4 0,2 0,2
flight 1 0,0 0,1 complicated park reservation 4 0,2 0,2
churchbells 1 0,0 0,1 poor cleaning at camping site 3 0,1 0,2

8 0,4 0,4 visit (archeological park) too short 2 0,1 0,1
~ z(m0v(r } r v&y i�v�p�q r i
k(l shops and services opening hours 2 0,1 0,1
dirty Porto 6 0,3 0,3 poor service at banks 2 0,1 0,1
got lost in Braga 3 0,1 0,2 no air conditioning 2 0,1 0,1
VNFozCoa 1 0,0 0,1 breakfast 2 0,1 0,1
park too big 1 0,0 0,1 no train tickets 1 0,0 0,1
dangerous Lamego 1 0,0 0,1 no French spoken 1 0,0 0,1
crap hotel in VNFC 1 0,0 0,1 different treatment for different people 1 0,0 0,1
chaotic Nazare 1 0,0 0,1 156 6,8 8,3
Braga 1 0,0 0,1 � q�u(m(n l
beggars in Porto 1 0,0 0,1 expensive 14 0,6 0,7

16 0,7 0,9 dangerous dogs/ lost dogs 12 0,5 0,6h�y r {&p�q m
insects 10 0,4 0,5

climate 42 1,8 2,2 lot of walking 5 0,2 0,3
rain 40 1,8 2,1 questionnaire 3 0,1 0,2
too cold 37 1,6 2,0 lack of wildlife 1 0,0 0,1
too hot 28 1,2 1,5 dead animals on streets 1 0,0 0,1
bad weather 17 0,7 0,9 crowded at weekends 1 0,0 0,1
cold wind 8 0,4 0,4 create too high expectations 1 0,0 0,1
cold water 6 0,3 0,3 air conditioning 1 0,0 0,1
foggy/ cloudy 3 0,1 0,2 49 2,1 2,6
cold nights 2 0,1 0,1
fog 1 0,0 0,1

k(i
k(m
311 13,6 16,5

184 8,1 9,8
total responses 1882
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�����
� ��� �"�
Fre  % sample % responses Nature/ landscape �(���(�

beautiful landscape 112 4,9 5,2 Culture 215�����"�0��� �"�
0,0 0,0 Rural ���0�

dirty 12 0,5 0,6 People ���0�
pollution 9 0,4 0,4 Gastronomy ���(�
burnt landscape 2 0,1 0,1 Climate 100���"�(��� �
�

Development � �
green 216 9,5 10,0 Activities   �
mountainous/ hilly 156 6,8 7,2 Specific locations ���
nature 135 5,9 6,2 Tourist facilities ¡
landscape 97 4,3 4,5 Others 11
harsh landscape 89 3,9 4,1 Comparison with other area �
sea 53 2,3 2,4 Service  
river/ lake 40 1,8 1,8   ��� ¡
environment 36 1,6 1,7
large horizons 28 1,2 1,3
forest 23 1,0 1,1
water 18 0,8 0,8
beach 16 0,7 0,7 ¢ �
� ���
� �
granit/ stones 15 0,7 0,7

�����"�0��� �"�
 % sample % responses

vineyards 13 0,6 0,6 poorly preserved 4 0,2 0,2
no pollution 12 0,5 0,6

���
�(��� �
�
varied landscape 10 0,4 0,5 monuments/ arquitecture 43 1,9 2,0
flowers 9 0,4 0,4 culture 30 1,3 1,4
almonds trees 9 0,4 0,4 preserved 29 1,3 1,3
vegetation 8 0,4 0,4 archeological carvings 29 1,3 1,3
slate 6 0,3 0,3 monasteries/ churches 21 0,9 1,0
olive trees 5 0,2 0,2 fortification/ castles 16 0,7 0,7
clothes hanging from windows 5 0,2 0,2 old towns 11 0,5 0,5
old houses 4 0,2 0,2 typical villages 8 0,4 0,4
gardens 4 0,2 0,2 art 8 0,4 0,4
landscape-terrasses 3 0,1 0,1 folklore 6 0,3 0,3
few forests 3 0,1 0,1 manor houses 5 0,2 0,2
attractive coastline 3 0,1 0,1 markets 4 0,2 0,2
donkeys 3 0,1 0,1 azulejos 3 0,1 0,1
white 2 0,1 0,1 holy region 2 0,1 0,1
mediterranean landscape 2 0,1 0,1 handicraft 2 0,1 0,1
animals 2 0,1 0,1 urban architecture 1 0,0 0,0
wood 1 0,0 0,0 small houses/ churches 1 0,0 0,0
winding roads 1 0,0 0,0 museums 1 0,0 0,0
surroundings 1 0,0 0,0 fado 1 0,0 0,0
sunsets 1 0,0 0,0  �  � 9,9 10,4
stony beaches 1 0,0 0,0
small fields 1 0,0 0,0 £ �0�(��� � ��� ��¤
rocks 1 0,0 0,0 wine 70 3,1 3,2
light 1 0,0 0,0 good food 58 2,5 2,7
lemons/oranges 1 0,0 0,0 Port wine 11 0,5 0,5
green coast 1 0,0 0,0 gastronomy/ food 8 0,4 0,4
cities 1 0,0 0,0 green wine 7 0,3 0,3
brown 1 0,0 0,0 fish 6 0,3 0,3
Bridges 1 0,0 0,0 sangria 5 0,2 0,2

�����(� 51,4 54,1 seafood 3 0,1 0,1¥��
� �
���"�0�¦� � � �
�&�
�(�
beer 2 0,1 0,1

rurality/ rusticality 111 4,9 5,1 "alheira" 2 0,1 0,1
rural 62 2,7 2,9 ham 1 0,0 0,0
agriculture 19 0,8 0,9 grey bread 1 0,0 0,0
rural exodus 1 0,0 0,0 caldo verde 1 0,0 0,0
typical farms 1 0,0 0,0 ���(� 7,7 8,1

���0� 8,5 8,9 § ��� �
� �
¨j���
�"� � �
�&�
�(� �����"�0��� �"�

�����
� ��� �"�
pushy men 1 0,0 0,0

clean 26 1,1 1,2
���
�(��� �
�

0,0 0,0�����"�0��� �"�
0,0 0,0 friendly people 149 6,5 6,9

crazy drivers/traffic 6 0,3 0,3 family/friends 9 0,4 0,4
too much traffic 6 0,3 0,3 reserved people 5 0,2 0,2
dense population 3 0,1 0,1 people 4 0,2 0,2
no/poor sign-posting 2 0,1 0,1 many people 2 0,1 0,1���"�(��� �
�

old people 1 0,0 0,0
good roads 4 0,2 0,2 not crowded 1 0,0 0,0
factories 4 0,2 0,2 black clothes 1 0,0 0,0
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 % sample % responsesÈ�¹�¸"·0½�Â É"¹
 % sample % responses

toilets in the midle of the room 1 0,0 0,0 Douro 7 0,3 0,3È�¹"¾(½�¿ ·
Å
0,0 0,0 Porto 4 0,2 0,2

swimming pool 2 0,1 0,1 Coa/Valley 3 0,1 0,1
spa 2 0,1 0,1 Natural Park Montesinho 2 0,1 0,1
guided tours 2 0,1 0,1 Ribeira 1 0,0 0,0
camping 1 0,0 0,0 grey Porto 1 0,0 0,0Ê

0,4 0,4 Bom Jesus 1 0,0 0,0Ë�Ì
0,8 0,9Æ ¹
¿ É Â Ä0¹

good service 1 0,0 0,0 Í Á ¶ÎÇ�·"¿ Â º�Á¦È,ÏcÂ ½�ÐBÁ�½�Ð�¹
¿"·
¿ ¹(·
different treatment of tourists in restaurants 1 0,0 0,0 similar to Chile 1 0,0 0,0Ñ

0,1 0,1 like Greece 1 0,0 0,0
like German mountain area 1 0,0 0,0Ò�Ä�½�Â É Â ½�Â ¹0º
difference Minho-TOM 1 0,0 0,0

fishing 8 0,4 0,4 good exemple to other places 1 0,0 0,0
walking 4 0,2 0,2 Ó 0,2 0,2
surf 4 0,2 0,2
hunting 2 0,1 0,1 Ô ½�Ð�¹"¿ º
tennis 1 0,0 0,0 inexpensive 7 0,3 0,3
interesting rail journeys 1 0,0 0,0 work/business 2 0,1 0,1
football 1 0,0 0,0 hell 1 0,0 0,0Ñ"Ë

0,9 1,0 shadows 1 0,0 0,0Ë(Ë
0,5 0,5

Í Å Â ¶.·(½ ¹
sun 55 2,4 2,5
good climate 23 1,0 1,1
rain 7 0,3 0,3
cloudy/ foggy 6 0,3 0,3
wind 4 0,2 0,2
weather 3 0,1 0,1
snow 1 0,0 0,0
unstable weather 1 0,0 0,0Ë�Õ(Õ

4,4 4,6 �



 

Ö�× ØÎÙ"Ú1Û
Ü�Ý
Þ Ý
ß1Ý�à�á(Ý(â�ã
ä

attractive 937
Freq  % sample % responses peaceful 535

peace and quiet 458 20,1 16,0 friendly 298
relaxing 77 3,4 2,7 cultural 245å�æ�å

23,5 18,7 stimulating 199Ö�× ×�Þ à�á0×�ç è
Ý
climate 195

beautiful 461 20,2 16,1 natural 151
pleasant 149 6,5 5,2 preserved 107
magnificent 145 6,4 5,1 underdeveloped 89
charming/ attractive 42 1,8 1,5 developed 40
unique 30 1,3 1,0 negative 37
colorful/ diversified 30 1,3 1,0
paradise 23 1,0 0,8
good 17 0,7 0,6
luminous 13 0,6 0,5
harmony 11 0,5 0,4
picturesque 6 0,3 0,2
cosy/ comfortable 9 0,4 0,3
desire to come back every year 1 0,0 0,0é æ�ê

41,1 32,7Ú�×�ç Øëã1ä à0×�ç ì"í á"ã1ä ×�ã1Þ à
ä
curious/ interesting 50 2,2 1,7 historical 138 6,1 4,8
different 26 1,1 0,9 traditional 73 3,2 2,5
surprising 21 0,9 0,7 catholic/religious 13 0,6 0,5
romantic 18 0,8 0,6 typical 7 0,3 0,2
lively/ vital 16 0,7 0,6 culture 7 0,3 0,2
fun/pleasure 13 0,6 0,5 prehistorical 4 0,2 0,1
enigmatic 12 0,5 0,4 medieval 3 0,1 0,1
freedom 8 0,4 0,3 î(ï å 10,7 8,5
happy 7 0,3 0,2 ð Ý0è
Ý"ä Ù¦Û�Ý ð
varied/ multifaceted 6 0,3 0,2 rich 14 0,6 0,5
agitated 5 0,2 0,2 developing 13 0,6 0,5
adventurous 3 0,1 0,1 organized 4 0,2 0,1
unforgettable 2 0,1 0,1 modern 4 0,2 0,1
nostalgia 2 0,1 0,1 big 4 0,2 0,1
lush 2 0,1 0,1 efficient 1 0,0 0,0
impressing 2 0,1 0,1 ï�ñ 1,8 1,4
dramatic 2 0,1 0,1

ã1ì ð Ý
Þ ð Ý0è
Ý
ä Ù¦Û�Ý ð
exotic 1 0,0 0,0 remote/ isolated 29 1,3 1,0
discovery 1 0,0 0,0 poor 18 0,8 0,6
polemic 1 0,0 0,0 simple 16 0,7 0,6
juvenile 1 0,0 0,0 primitive/ backward 9 0,4 0,3ò�é�é

8,7 6,9 old 6 0,3 0,2â�Þ�ç Ý
ì ð ä ó small 3 0,1 0,1
welcoming 207 9,1 7,2 unorganized 3 0,1 0,1
friendly 86 3,8 3,0 forgotten 2 0,1 0,1
honest 4 0,2 0,1 contrasts 2 0,1 0,1
open-minded 1 0,0 0,0 modest 1 0,0 0,0

î é�ô 13,1 10,4
ô�é

3,9 3,1õ�Ý�í
à(×�ç è"Ý
ö ä ç Øcà(× Ý

boring 10 0,4 0,3
warm/ hot 100 4,4 3,5 solitude 9 0,4 0,3
cold 57 2,5 2,0 smelly/ stinking 5 0,2 0,2
dry 19 0,8 0,7 noisy 3 0,1 0,1
fresh 10 0,4 0,3 slow 2 0,1 0,1
windy 5 0,2 0,2 sad 2 0,1 0,1
humid 4 0,2 0,1 rugged/ severe 1 0,0 0,0ò�é å

8,6 6,8 incertitude 1 0,0 0,0õZà(×�ã
Þ à
ä
grey 1 0,0 0,0

natural 54 2,4 1,9 dangerous 1 0,0 0,0
healthy 32 1,4 1,1 congested 1 0,0 0,0
wild 31 1,4 1,1 confusion 1 0,0 0,0
pure air 25 1,1 0,9

æ�ê
1,6 1,3

fertile 9 0,4 0,3 ÷ ×�Ü�Ý"Þ Úò å ò
6,6 5,3 important 4 0,2 0,1Û
Þ Ý(Ú�Ý
Þ è
Ý ð�ø à
ã(×�Ü�Ý
ì�×�ç á touristic 8 0,4 0,3

pure 45 2,0 1,6 delicate 5 0,2 0,2
authentic/ not touristic 38 1,7 1,3 friends&family 4 0,2 0,1
stopped in time 23 1,0 0,8 dominant 4 0,2 0,1
ecological 1 0,0 0,0 safe 3 0,1 0,1ò ñ ê 4,7 3,7 holidays 2 0,1 0,1

hardworking 2 0,1 0,1
family roots/homesick 2 0,1 0,1

ù
úüûþý ÿ����������
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	�
��  ���� �� �������
Mean Std. Deviation

Valid Missing
artificial-natural 4,37 0,83 2030 250
tense-calm 4,32 0,90 2146 134
modern-traditional 4,04 0,99 2088 192
complex-simple 3,89 1,03 2004 276
common-unique 3,67 1,11 2018 262
formal-informal 3,52 1,24 1995 285
rational-emotional 3,44 1,06 1984 296
juvenile-mature 3,36 1,00 1971 309
rugged-delicate 3,19 1,12 2003 277
different-similar 3,12 1,26 2021 259
active-passive 2,98 1,20 2010 270
organized-unorganized 2,61 1,12 2056 224
conservative-liberal 2,37 1,07 1997 283
modest-extravagant 2,12 0,95 2019 261
colorful-colorless 2,08 1,08 2050 230
warm-cold 2,05 1,04 2053 227
pleasant-unpleasant 1,56 0,84 2120 160

� ����
�� � ������ � ��� � � 
!��"�
#
���� �%$������& ������ 
�� � � ���%��
�' ' ��� ��$#(#)���� �������& 
���
�'�)�� �����������

Mean Std. DeviationN Mean Std. DeviationN
scenery 4,44 0,77 2012 scenery 4,35 0,83 1790
unpoll.environment 4,37 0,88 1998 nature 4,24 0,87 1761
nature 4,19 0,94 1995 peace and quiet 4,14 0,93 1773
climate 4,15 0,93 1987 sympathy 4,07 0,93 1715
sympathy 4,13 0,91 1983 history&culture 3,99 0,95 1732
peace and quiet 4,09 0,97 2005 unpoll.environment 3,95 1,08 1759
price 4,00 0,96 1991 architecture, monuments 3,83 1,01 1712
history&culture 4,00 0,99 1989 climate 3,83 1,00 1751
architecture, monuments 3,90 1,02 1987 food 3,77 0,99 1691
sign-posting 3,90 1,08 1979 price 3,75 0,93 1695
lodging 3,88 1,06 2016 lodging 3,69 1,02 1610
food 3,85 1,01 2022 communication 3,61 1,07 1676
accessibility 3,81 0,98 1972 accessibility 3,53 0,94 1333
communication 3,79 1,00 1945 isolation 3,53 1,06 1675
infrastructure 3,74 1,00 1950 infrastructure 3,48 1,00 1634
tourist information 3,72 1,13 1976 rural life 3,41 1,07 1540
professional service 3,63 1,13 1940 professional service 3,40 1,00 1572
variety 3,55 1,08 1910 walking paths 3,38 1,14 1480
socializing 3,44 1,15 1980 socializing 3,28 1,11 1661
walking paths 3,43 1,18 1926 tourist information 3,20 1,11 1623
isolation 3,23 1,18 1972 variety 3,18 0,99 1442
rural life 3,17 1,15 1947 sign-posting 3,03 1,16 1723
sports, recreate 2,86 1,28 1923 sports, recreate 2,71 1,12 1217
nightlife 2,64 1,38 1933 nightlife 2,55 1,19 1283

N

*,+�- . /�01. 23. 4�5�6�7
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8 9;:�< =�>�?�9�?#@�A B

N %
better conservation 799 35,0
typical restaurants 667 29,3
no changes- conservation 541 23,7
walking paths 531 23,3
excursions 488 21,4
handicraft 413 18,1
expositions 341 15,0
museums 333 14,6
concerts 300 13,2
folk events 293 12,9
boats 255 11,2
riding 245 10,7
swimming 231 10,1
gastronomy courses 216 9,5
cheap restaurants 198 8,7
theatre 198 8,7
cinema 196 8,6
cycling 186 8,2
child activities 185 8,1
handicraft courses 176 7,7
bars/ pubs 160 7,0
art courses 148 6,5
participation in rural activities 144 6,3
fishing 139 6,1
vegetarian restaurants 139 6,1
language courses 138 6,1
tennis 130 5,7
discos 123 5,4
folkloric dance courses 103 4,5
golf 98 4,3
fitness 97 4,3
hunting 93 4,1
international restaurants 90 3,9
luxurious restaurants 71 3,1
windsurf 56 2,5
other sports 16 0,7=�A1C�?�<�B�:#=�< A B
football 12 0,5
alpinism 7 0,3
volei 7 0,3
basketball 5 0,2
skating 5 0,2
athletism 4 0,2
BTT 4 0,2
traditional games 3 0,1
nautic sports 3 0,1
nautic ski 2 0,1
adventure 2 0,1
diving 1 0,0
motorcycling 1 0,0
rafting 1 0,0
sailing 1 0,0
dancing 1 0,0
ralleys 1 0,0
hang-gliding 1 0,0
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DFE1G#H�I�J KML�I�N�O�H#K;H�P�E Q3R N�L#H�P#S H�P#T�H#T�U
Frequency %

better information 24 1,1
better signposting 22 1,0
less pollution 17 0,7
better accommodation 15 0,7
better access 12 0,5
value/ preserve heritage 12 0,5
restaure buildings 10 0,4
well signposted walking paths 9 0,4
wider promotion 9 0,4
more English spoken 8 0,4
saver driving 7 0,3
better streets 7 0,3
more public transport 6 0,3
better infrastructures 6 0,3
more good camping sites 5 0,2
some more activities 5 0,2
better urban/ regional planning 5 0,2
better service 4 0,2
preserve nature 4 0,2
better access to nature 3 0,1
not too much innovation/ change 3 0,1
more shopping facilities 3 0,1
better cleaning 3 0,1
not to much tourism 3 0,1
more innovative attitude 2 0,1
greater choice of food in shops 2 0,1
better access to lake/ river 2 0,1
more youth activities 2 0,1
youth hostel 2 0,1
more economic development 2 0,1
warmer sea 2 0,1
more French spoken 2 0,1
flexible/better timetables 2 0,1
sport facilities 2 0,1
more restaurants in countryside 1 0,0
more seats in park 1 0,0
physiotherapy 1 0,0
jeeps to tour landscape 1 0,0
more camping sites 1 0,0
entertainment program 1 0,0
offer excursions at hotel 1 0,0
better nightlife 1 0,0
better organisation 1 0,0
more tolerance 1 0,0
walking maps 1 0,0
use old rails 1 0,0
better opening hours for banks 1 0,0
conservation of spa hotels 1 0,0
less rush in restaurants 1 0,0
pine trees back 1 0,0
more government attention 1 0,0
activities that allow to get to know the region 1 0,0
english menus with same prices as portuguese 1 0,0
historical itineraries 1 0,0
preserve traditional architecture 1 0,0
less population 1 0,0
more supply also in lower season 1 0,0
TER 1 0,0
cultural events 1 0,0
better visual souvenirs 1 0,0
fado events 1 0,0
museums and monuments open earlier 1 0,0
zoo 1 0,0
more safety 1 0,0
more trees 1 0,0
gourmet restaurants 1 0,0
explore tourism 1 0,0
discounts to young people 1 0,0 �



 

V#W�XZY�[�\1] ^�W,_MW�`ba�c�_�c�`d] e�^�c�fgXMc�_#e ^ V�h i#^#e�c�\ N %j�k lnm1o�p#q�r
340 22,40 s,t�u�v�w�xy#k z{p�| }�~ ��mdp�| r
471 � j�� � � �nv#� ���F�#t�v�� x� k �!�#� � ���3~ ��mdp�| r 392 25,82� k �g� }M�g| � r�� r
315 20,75 ��� ����� � x�� x

Total 1518 100,00��� � ������#�����!  ¡g¢d£¤£¦¥   §¤¨,  ©n¢¤©n§dª«£¦¥ ¬¤ ¢¤® ¬¯ °n±,¢¤©¯©¤§¤ ²�¡³  ©¤´d§n® µ¤§n¨¯  ±n§¤©¯¡³  ¬¤©n¬¤¶¯·¦ ¬¦¸³£�¡�  ¡g¡d  ±,  ¥ ¢¤
¬¯©¯¥ °n´d¬¤±g£¦¢¤   ¡d¬¤©¯¡n¹#  ® µn¡d  ·¦©«  ¶   ´d¢¤©¤®¤¨¯  ¶ ¶ §¯ §¯©¤´d§¤¡g¢¯®¦® µ¯§{º¯» º¤¼g¥ §¦½1§¯¥«¢¤ §b¡dµ¯¬�¹�©¾�¿ À�Á¤Á¦Â Ã Ä¤Å¦Á�Æ ¢¯¥ ¥« §�½1§¤¢¯¥«¨«  ¶ ¶ §¤ §¤©¤´d§¯¡n¹#  ® µb¢n¡³  ·¤©¯  ¶   ´d¢¯©¤´d§n¥ §�½1§¯¥«¬¯¶¦¢¤®¯¥ §¯¢¤¡d®�º¯» º¤¼g  ©{Ç#µ«  È É�Ê¦¸¯¢¯ §n® §¯¡«® ¡
¬¯©¯¥ °n´d¢¤® §¯·¤¬¤   §¯¡n¹#  ® µn¢¤®¤¥ §¤¢¯¡«®¤Ë¦ºbÌ ® ¬¤® ¢«¥ Í�´d¢¯¡«§¯¡g¢¤ §b¡dµ¯¬�¹�©¹�  ® µb¢n¨¯  ¶ ¶ §¯ §¯©¤´d§bÎ¯§¤® ¹#§¤§¤©n¡d§¯·¦±,§¤©¤® ¡g¬¤¶¤¢¤®¤¥ §¤¢¯¡«®¤Ïg£�§¤ ´d§¤©¤® ¢¯·¦§g£�¬«  ©¤® ¡gÎ¤§¤® ¹�§¤§¯©n¥ ¬�¹#§¤¡d®¦¢¯©¤¨nµ¯  ·¤µ¤§¤¡d®�½1¢¯¥ ¸«§µ«  ·¤µ¤§¤¡d®�½³¢«¥ ¸«§¤¡g¢¤ §n±n¢¤ Ðd§¤¨,  ©bÎ¤¬«¥ ¨«²¦¥ ¬�¹�§¯¡d®¦Î«°,¡«µ¯¢¤¨¤¬¦¹�§¤¨n´d§¯¥ ¥ ¡
Ñ c�f�XÒc�_#e,Ób\�W�`³] h c Ô ÕFÖ ×,Ô

^�c�f�XÒc�_#e Õ XÒc#[�_ Ø Ñ ] f�Ù[�f�c�Ú&\�[�_�f�c 1 339 3,14 56,14005 0,000
2 465

� � y#Û
3 391 3,34
4 308 3,86

Total 1503 3,69

Ü W�XMc�^#ed] V�Ý�] _#e&c�\1_�[#e³] Wg_�[�h�XM[�\³Þ�c�e ß%\&W�^#^�Ú e&[�a�i�h [#e³] Wg_^�c�f�XMc�_#e j y � � à W�e�[�h
portuguese Count 165 179 295 128 767

% within segment 48,67 38,17 á#â � y#ã 40,76 50,66
foreign Count 174 290 97 186 747

% within segment 51,33
ã�j�� Û � 24,74 â#ä � y � 49,34

Total Count 339 469 392 314 1514

_�[�e³] Wg_�[�h ] e å ß%\&W�^#^�Ú e&[�a�i�h [#e³] Wg_^�c�f�XMc�_#e j y � � à W�e�[�h
Portuguese Count 165 180 295 128 768

% within segment 48,67 38,30 á#â � y#ã 40,76 50,69
German Count 43 51 10 43 147

% within segment 12,68 10,85 2,55
j � � ã ä 9,70

Brasilian Count 6 15 11 2 34
% within segment 1,77 3,19 2,81 0,64 2,24

Dutch Count 16 40 4 21 81
% within segment 4,72

Û�� â j 1,02 6,69 5,35
British Count 16 48 10 46 120

% within segment 4,72
j���� y�j

2,55
j � � ã â 7,92

Spanish Count 17 18 17 8 60
% within segment â � ��j 3,83 4,34 2,55 3,96

French Count 33 37 14 18 102
% within segment ä � á � 7,87 3,57 5,73 6,73

Belgian Count 12 27 3 13 55
% within segment 3,54 â � á � 0,77 4,14 3,63

US American Count 6 14 3 9 32
% within segment 1,77 2,98 0,77 2,87 2,11

Total 339 470 392 314 1515

W�V#V�i�Y�[�ed] Wg_ ß%\&W�^#^�Ú e&[�a�i�h [#e³] Wg_^�c�f�XMc�_#e j y � � à W�e�[�h
scientific, technical Count 87 186 104 109 486
liberal % within segment 26,13

� ��� ä#á 27,30 36,21 33,08
top management Count 14 27 14 24 79

% within segment 4,20 5,95 3,67 á � ä#á 5,38
comercial Count 12 20 21 17 70

% within segment 3,60 4,41 5,51 5,65 4,77
service Count 56 72 58 52 238

% within segment
j�ã�� Û#y

15,86 15,22
j á � y#Û 16,20

worker Count 7 8 12 4 31
% within segment 2,10 1,76 � � j â 1,33 2,11

specialized Count 24 23 32 16 95
technician % within segment 7,21 5,07

Û�� � �
5,32 6,47

domestic Count 2 18 11 5 36
% within segment 0,60 � � ä ã 2,89 1,66 2,45

student Count 104 35 93 40 272
% within segment � j�� y � 7,71

y � � � j
13,29 18,52

retired Count 10 43 16 18 87
% within segment 3,00 ä � � á 4,20 5,98 5,92

Total Count 333 454 381 301 1469 �



 

æbç�è é ê�ë�ìîínï�ð#ë�ñ�é ç�ò�ç�ó#ô õ�é ö�ï õ�ï#÷�ø3ï�ó�öó�ù�øÒú�ï�ò�ç#û,ü�ò1é ç�ò#ñ�é õ�é ö õ�ö�çýò ï#÷�é ç�ó
1 329 1,95 19,275 0,000
2 460 1,73
3 379 þ�ÿ ���
4 309 1,91

Total 1477 2,12ê�ë�é è ì3ï���ü�ï�ó�õ#ï�õ
1 222 5,48 4,938 0,002
2 323 ��ÿ ��þ
3 213 5,54
4 208 5,49

Total 966 5,71ê�é õ�ö�ë�ó���ï!ö1ò ë�ñ�ï�è è ï�ê
1 183 2,49 11,946 0,000
2 256 2,97
3 209 2,10
4 172 2,85

Total 820 2,62

ë�����ç�øMøîç�ê�ë�ö³é ç�óîù�õ#ï�ê ��ò ç�õ�õ�ô ö ë�ú�ù�è ë�ö1é ç�óõ�ï#÷�ø3ï�ó�ö � þ 	 
 � ç#ö ë�è
hotels Count 60 98 63 43 264

% within segment 21,35 þ�	�ÿ ��� 20,39 16,10 20,58
pensions Count 41 77 53 47 218

% within segment 14,59 18,08 17,15 17,60 16,99
rented house/ flat Count 24 15 21 23 83

% within segment 8,54 3,52 6,80 8,61 6,47
camping Count 58 57 40 53 208

% within segment 20,64 13,38 12,94 19,85 16,21
rural tourism Count 9 34 9 21 73

% within segment 3,20 7,98 2,91 7,87 5,69
friends and family Count 28 37 45 16 126

% within segment 9,96 8,69 �
#ÿ ��� 5,99 9,82
pousada Count 4 26 7 13 50

% within segment 1,42 ��ÿ ��� 2,27 
#ÿ ��� 3,90
own house Count 11 6 20 4 41

% within segment 3,91 1,41 ��ÿ 
�� 1,50 3,20
youth hostel Count 14 6 22 5 47

% within segment 4,98 1,41 ��ÿ ��þ 1,87 3,66
various Count 7 23 5 19 54

% within segment 2,49 5,40 1,62 ��ÿ ��þ 4,21
Total Count 281 426 309 267 1283

õ�ù�ú�ô�ò ï#÷�é ç�ó;ç�û�õ�ö ë�ì ��ò ç�õ�õ�ô ö ë�ú�ù�è ë�ö1é ç�óõ�ï#÷�ø3ï�ó�ö � þ 	 
 � ç#ö ë�è
Minho Count 121 162 104 117 504

% within segment 39,54 40,10 28,42 
�
#ÿ 	�þ 37,61
Douro Count 106 130 145 91 472

% within segment 34,64 32,18 	���ÿ ��þ 34,47 35,22
Trás-os-Montes Count 79 112 117 56 364

% within segment 25,82 27,72 	���ÿ ��� 21,21 27,16
Total Count 306 404 366 264 1340

õ�ï�ë�õ#ç�ó ��ò ç�õ�õ�ô ö ë�ú�ù�è ë�ö1é ç�óõ�ï#÷�ø3ï�ó�ö � þ 	 
 � ç#ö ë�è
high Count 177 231 155 167 730

% within segment ���#ÿ ��� 51,22 43,06 54,93 51,01
low Count 139 220 205 137 701

% within segment 43,99 48,78 ����ÿ ��
 45,07 48,99
total Count 316 451 360 304 1431

���������õ�ï#÷�ø3ï�ó�ö � ø���ê�é ë � �bé ÷! ü�ò�ç�ú#ë�ú�é è é ö ì�ö&ç"��ç�ø;ïîú#ë���#
1 316 5,03 6,801 0,000
2 441 5,31
3 359 ��ÿ ���
4 289 5,26

Total 1405 5,33ü�ò�ç�ú#ë�ú�é è é ö ì�ö&çÒò ï���ç�øMø;ï�ó#ê
1 307 5,57 12,883 0,000
2 435 ��ÿ ��
3 351 ��ÿ ��þ
4 285 5,67

Total 1378 5,92÷�è ç�ú#ë�è�é øÒü�ò ï�õ�õ�é ç�ó
1 330 2,32 9,392 0,000 �



 

$ %'&�(*) + ,�-�.0/1,2+ +3) 4 5�60+ /07�+ (87*4 9�/�) :/1,0:�&�/0.;+ :�(�<�,�) 6�) ,�=>+ (*6�) 4 :2+*7�/2:2+34 -�,;+34 (*- ?�9�,�= 6�,;+34 (*-�(�<�7�/2:0+ 4 -�,;+34 (*-�,;+ + ) 4 5�60+ /2:�(�<*@�(*) + A8B�(*) +36C�,�=
D�@�E�F*D D�@�EGF�D

:�/0C�%H/�-0+ @ %HI07*4 , J KL4 C�M :/C�%H/�-2+ @ %�I7�4 , J K�4 C�M
,0..0/2:0:�4 5�4 = 4 + N

1 340 3,74 212,99 0,000
,0.0.0/0:0:�4 5�4 = 4 + N

1 231 3,35 13,88 0,000
2 471 3,88 2 321 O�P Q0R
3 392 S�P ST 3 277 O�P T0R
4 315 2,90 4 210 3,29

Total 1518 3,80 Total 1039 3,51C�/;+�+ (VU-(�WX) 6�) ,�== 4 < /
1 340 2,48 93,08 0,000

C�/2+�+ (VU0-�(�WY) 6�) ,�=0= 4 < /
1 260 3,14 13,96 0,000

2 471 3,30 2 380 3,43
3 392 OP Q0Z 3 329 O�P Q0Q
4 315 2,85 4 242 3,23

Total 1518 3,13 Total 1211 3,39,�) .�A�4 + /0.;+36�) / P %H(*-�6�%�/�-2+ : 1 340 3,58 99,98 0,000
,�) .�A�4 + /0.2+ 6�) / P %H(*-�6�%H/�-0+ : 1 288 3,58 27,45 0,000

2 471 S�P []\ 2 424 O�P Z0Z
3 392 S�P O0\ 3 346 S�P R0Q
4 315 3,29 4 263 3,48

Total 1518 3,90 Total 1321 3,82(�< < /�) 4 -�C�:�< (*)�.�A�4 = 7*) /�-
1 340 2,44 333,21 0,000

(�< < /�) 4 -�C�:1< (*)�.�A�4 = 7�) /�-
1 197 2,55 15,55 0,000

2 471 1,69 2 222 2,20
3 392 OP Z0^ 3 256 ^�P _0\
4 315 1,83 4 171 2,27

Total 1518 2,47 Total 846 2,49.�= 4 %�,2+ /
1 340 4,19 74,26 0,000

.�= 4 %H,;+ /
1 298 3,75 10,80 0,000

2 471 4,19 2 431 3,87
3 392 S�P \0_ 3 351 S�P R0^
4 315 3,63 4 268 3,59

Total 1518 4,17 Total 1348 3,83/0,0:/1(�<�.0(�%8%'6�-�4 .0,2+ 4 (*-
1 340 3,75 193,84 0,000

/0,2:/�(�<�.0(�%8%'6�-�4 .0,;+34 (*-
1 283 3,45 30,07 0,000

2 471 3,85 2 422 3,62
3 392 S�P S�[ 3 340 O�P Z0T
4 315 2,88 4 263 3,20

Total 1518 3,77 Total 1308 3,59C�,2:2+3) (*-�(�%�N
1 340 3,68 57,89 0,000

C�,0:2+ ) (*-(�%�N
1 287 3,65 11,40 0,000

2 471 3,98 2 415 O�P _0O
3 392 S�P ^0O 3 327 O�P Z0Q
4 315 3,33 4 261 3,52

Total 1518 3,84 Total 1290 3,76A�4 :2+ (*) N�,�-�78.�6�= + 6�) /
1 340 3,50 103,63 0,000

A�4 :0+ (*) N�,�-�78.�6�= +36�) /
1 291 3,70 21,58 0,000

2 471 S�P O0R 2 421 S�P []R
3 392 S�P O0Z 3 348 S�P ^0R
4 315 3,52 4 275 3,79

Total 1518 3,98 Total 1335 3,98+ (�6�) 4 :2+�4 -< (*) %�,2+ 4 (*-
1 340 3,69 230,47 0,000

+ (*6�) 4 :0+�4 -< (*) %H,;+34 (*-
1 281 3,14 14,50 0,000

2 471 3,92 2 398 3,26
3 392 S�P S�[ 3 336 O�P S�[
4 315 2,59 4 246 2,83

Total 1518 3,72 Total 1261 3,194 -< ) ,2:0+ ) 6.2+ 6�) /0:
1 340 3,80 242,83 0,000

4 -0< ) ,2:2+3) 6�.;+36�) /2:
1 287 3,40 12,97 0,000

2 471 3,76 2 411 3,57
3 392 S�P S^ 3 326 3,63
4 315 2,73 4 250 3,15

Total 1518 3,72 Total 1274 3,474 :(*= ,2+ 4 (*-
1 340 2,41 85,69 0,000

4 :(*= ,;+34 (*-
1 281 3,11 23,05 0,000

2 471 3,52 2 409 3,75
3 392 3,37 3 346 3,61
4 315 3,51 4 266 3,58

Total 1518 3,23 Total 1302 3,54,0..0(�%H%H(�7�,;+34 (*-
1 340 3,81 55,88 0,000

,0.0.0(�%8%H(�7�,2+ 4 (*-
1 271 3,59 6,81 0,000

2 471 3,90 2 397 O�P _�[
3 392 S�P O�[ 3 309 O�P _0^
4 315 3,32 4 248 3,50

Total 1518 3,86 Total 1225 3,70-�,;+36�) /
1 340 3,59 115,59 0,000

-,2+ 6�) /
1 299 4,05 24,22 0,000

2 471 4,37 2 433 S�P O0^
3 392 S�P Q0T 3 353 S�P \�[
4 315 3,98 4 276 4,01

Total 1518 4,19 Total 1361 4,25-�4 C*A2+3= 4 < /
1 340 OP \0\ 405,33 0,000

-�4 C*A0+3= 4 < /
1 256 ^�P Z0O 36,44 0,000

2 471 1,63 2 259 2,15
3 392 OP Q0R 3 283 ^�P _0_
4 315 1,92 4 211 2,15

Total 1518 2,63 Total 1009 2,55 �



 

` aHbc*d e f�gh2ijf2e e d k l�m2e i0n�e cHn�k o�i�d p0i1f;p�b0ih]e p�cq�f�d m�d f�r>e c�m�d k p2e�n�i;p0e k g0f;e3k c*g so�f�r m0f2e k c�g�cq�n�i2p2e k g0f2e k c�g1f;e e d k l�m2e i2p�cq�t�c�d e3uHv�c�d e3mw�f�r
pi0w�a�i�g2e p0iw�a�i�g2e

b0i2fh2i]x�y�m�k i;e
1 340 3,22 166,62 0,000

b0i2fh2i]x�y�m�k i;e
1 296 3,80 26,86 0,000

2 471 z{ z| 2 436 z�{ |;z
3 392 z{ z} 3 359 z�{ }2~
4 315 3,95 4 273 4,03

Total 1518 4,06 Total 1364 4,14w�c�c�n'b�d k h;i
1 340 3,96 128,81 0,000

w�c�c�n'b�d k h;i
1 282 3,56 12,41 0,000

2 471 4,10 2 420 }{ ~;z
3 392 z{ �2� 3 334 3,79
4 315 3,32 4 266 3,59

Total 1518 4,03 Total 1302 3,75ph2i�g0i�d �
1 340 4,09 79,26 0,000

ph2i�g0i�d �
1 301 4,06 35,13 0,000

2 471 z{ �0� 2 435 z�{ �;}
3 392 z{ �0� 3 357 z�{ �;~
4 315 4,21 4 276 4,18

Total 1518 4,47 Total 1369 4,37b�d cq i2p2p�k c�g0f�r>pi�d o*k h2i
1 340 3,56 236,35 0,000

b�d cq i2p2p�k c�g0f�r>pi�d o*k h2i
1 274 3,22 25,41 0,000

2 471 3,72 2 402 3,51
3 392 z{ }0~ 3 330 3,61
4 315 2,50 4 238 2,96

Total 1518 3,61 Total 1244 3,37p�k w�g� bcp2e k gw
1 340 3,86 248,38 0,000

p�k w�g� bcp2e3k gw
1 293 2,99 15,50 0,000

2 471 z{ |�� 2 428 2,96
3 392 z{ �;z 3 344 }{ }0�
4 315 2,79 4 265 2,74

Total 1518 3,92 Total 1330 3,02c�b�bc�d e m�g�k e k i2pjq c�d�p�c�hk f�r k �k gw
1 340 3,65 89,44 0,000

c�b�bc�d e m�g�k e k i2pjq c�d�p�c�h�k f�r k �0k gw
1 291 3,22 15,96 0,000

2 471 3,19 2 404 3,21
3 392 }0{ ~0~ 3 338 }{ �]z
4 315 2,76 4 259 2,94

Total 1518 3,41 Total 1292 3,24p�bc�d e p;x�d ihd i0f;e3k c�g
1 340 3,31 351,54 0,000

p�bc*d e p;x�d ihd i0f;e3k c�g
1 231 |{ ~�� 19,33 0,000

2 471 2,01 2 259 2,35
3 392 z{ ��� 3 272 |{ ~2�
4 315 2,24 4 196 2,53

Total 1518 2,86 Total 958 2,69p;��a8b0f2e u;��cq�bc�b�m�r f;e3k c�g
1 340 3,98 153,94 0,000

p;��a8b0f2e u;��cq�bc�b�m�r f2e k c�g
1 286 3,91 21,70 0,000

2 471 z{ }0| 2 427 z�{ |2|
3 392 z{ ��� 3 337 z�{ |2}
4 315 3,38 4 267 3,76

Total 1518 4,12 Total 1317 4,06m�g�bc�r r m2e i0n�i�g;o�k d c�g�a�i�g2e
1 340 3,99 84,99 0,000

m�g�bc�r r m2e in�i�g;o�k d c�g�a�i�g2e
1 299 3,76 14,58 0,000

2 471 z{ �0} 2 432 3,96
3 392 z{ �0� 3 355 z�{ |;z
4 315 4,09 4 275 3,77

Total 1518 4,41 Total 1361 3,95o�f�d k i2e ��f2e e d fh]e3k c�g2p
1 340 3,87 184,53 0,000

o�f�d k i;e ��f2e e d fh]e3k c�g0p
1 270 3,17 8,95 0,000f0h;e k o�k e k i2p

2 471 3,29
f0h;e k o�k e k i2p

2 354 3,15
3 392 z{ |�� 3 289 }{ };z
4 315 2,69 4 234 2,90

Total 1518 3,53 Total 1147 3,15� f�r �2k gw'b0f;e3u2p 1 340 2,76 80,83 0,000 � f�r �2k gw'b0f2e u2p 1 252 3,21 12,61 0,000
2 471 3,63 2 366 3,33
3 392 }0{ ~0} 3 321 }{ �2~
4 315 3,12 4 242 3,18

Total 1518 3,41 Total 1181 3,37 �



 

� �������!�G�!���G�L�3�����!�����������L� �V���G���!� ��������  ���]¡ �j�
�L�!�����G�L� ¢ £ ¤ ¥ ¦j�!���G 

none Count 73 130 82 112 397
% within segment 21,47

£L§L¨ ©�ª
20,92

¤�«!¨ «�©
26,15

better preservation Count 119 193 150 135 597
% within segment 35,00 40,98 38,27

¥!£!¨ ¬�©
39,33

horse-riding Count 55 35 69 19 178
% within segment

¢*©!¨ ¢*¬
7,43

¢*§L¨ ©Lª
6,03 11,73

cicling Count 37 32 40 28 137
% within segment

¢*ª!¨ ¬�¬
6,79 10,20 8,89 9,03

fitness Count 20 10 38 5 73
% within segment 5,88 2,12  ¨ ©  1,59 4,81

tennis Count 28 10 39 16 93
% within segment

¬!¨ £*¥
2,12  ¨  « 5,08 6,13

swimming Count 52 26 65 29 172
% within segment

¢*«!¨ £  5,52
¢*©L¨ «L¬

9,21 11,33
golf Count 12 15 28 10 65

% within segment 3,53 3,18
§L¨ ¢�¥

3,17 4,28
hunting Count 13 13 35 8 69

% within segment 3,82 2,76
¬L¨  ¤ 2,54 4,55

fishing Count 22 20 46 11 99
% within segment 6,47 4,25

¢�¢�¨ §L¤
3,49 6,52

canoing Count 53 42 72 34 201
% within segment

¢*«!¨ «  8,92
¢*¬L¨ ¤L§

10,79 13,24
windsurf Count 16 3 17 8 44

% within segment
¥�¨ §!¢

0,64 4,34 2,54 2,90
walking paths Count 63 138 107 94 402

% within segment 18,53 29,30 27,30 29,84 26,48
excursions Count 82 98 127 53 360

% within segment 24,12 20,81
¤�£L¨ ¥Gª

16,83 23,72
theatre Count 35 32 73 17 157

% within segment 10,29 6,79
¢*¬L¨ ©L£

5,40 10,34
concerts Count 66 50 80 31 227

% within segment
¢  ¨ ¥�¢ 10,62

£�ªL¨ ¥�¢
9,84 14,95

cinema Count 53 25 63 15 156
% within segment

¢*«!¨ «  5,31
¢*©L¨ ªL§

4,76 10,28
museums Count 58 81 79 33 251

% within segment 17,06 17,20 20,15 10,48 16,53
folk events Count 40 91 68 21 220

% within segment 11,76
¢  ¨ ¤�£ 17,35 6,67 14,49

expositions Count 66 69 92 35 262
% within segment 19,41 14,65

£�¤L¨ ¥G§
11,11 17,26

handicraft Count 67 95 101 50 313
% within segment 19,71 20,17

£�«L¨ §L§
15,87 20,62

offerings for children Count 33 19 68 22 142
% within segment 9,71 4,03

¢*§L¨ ¤L«
6,98 9,35

participation in rural life Count 18 36 47 17 118
% within segment 5,29 7,64

¢�¢�¨ L 5,40 7,77
language courses Count 18 31 42 16 107

% within segment 5,29 6,58
¢*ªL¨ §G¢

5,08 7,05
folk dancing courses Count 14 19 31 10 74

% within segment 4,12 4,03
§L¨  ¢ 3,17 4,87

handicraft courses Count 22 29 54 16 121
% within segment 6,47 6,16

¢*¤L¨ §L¬
5,08 7,97

art courses Count 21 22 53 11 107
% within segment 6,18 4,67

¢*¤L¨ «L£
3,49 7,05

gastronomy courses Count 33 46 52 21 152
% within segment 9,71 9,77

¢*¤L¨ £L§
6,67 10,01

discoteques Count 46 5 33 6 90
% within segment

¢*¤!¨ «�¤
1,06

¬L¨ ¥G£
1,90 5,93

bars/ pubs Count 54 9 50 6 119
% within segment

¢*«!¨ ¬�¬
1,91

¢*£L¨ §L©
1,90 7,84

typical restaurants Count 107 145 158 100 510
% within segment 31,47 30,79

¥!ªL¨ ¤G¢
31,75 33,60

cheap restaurants Count 36 33 49 24 142
% within segment 10,59 7,01

¢*£L¨ «Lª
7,62 9,35

international restaurants Count 25 8 27 8 68
% within segment

§!¨ ¤�«
1,70

©L¨ ¬  2,54 4,48
vegetarian restaurants Count 23 30 36 18 107

% within segment 6,76 6,37  ¨ ¢�¬ 5,71 7,05 �
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1RWH��Only some SPSS output examples are presented, in order to clarify the type of analysis undertaken. The 
entire set of outputs, for all independent variables analyzed, may be inspected on request, but would 
unnecessarily increase the size of this appendix. In appendix H, all results were summarized in tables, 
revealing significant differences on image dimensions for all independent variables, considering first-order 
interaction and after checking (via post-hoc tests) for significant differences among variables with more than 
two levels/ groups.��
�



 

Ranks

677 827,03

557 1024,25

560 856,61

1794

677 835,48

566 950,52

562 936,48

1805

654 782,78

543 893,01

544 955,09

1741

552 678,64

477 817,51

476 774,59

1505

555 780,54

433 594,98

476 801,58

1464

440 606,03

355 478,21

346 621,65

1141

533 739,69

457 686,41

453 737,09

1443

540 712,95

447 694,53

441 736,63

1428

584 836,65

503 747,60

517 817,34

1604

694 969,51

574 834,71

578 956,43

1846

647 834,90

551 843,99

537 932,51

1735

region in North Portugal
Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

SS_COLOR

SS_CALM

SS_SIMPL

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

different-similar

N Mean Rank

Test Statisticsa,b

50,556 18,857 37,283 27,921 65,895 41,420 4,930 2,411 10,774 25,766 13,701

2 2 2 2 2 2 2 2 2 2 2

,000 ,000 ,000 ,000 ,000 ,000 ,085 ,300 ,005 ,000 ,001

Chi-Square

df

Asymp. Sig.

SS_COLOR SS_CALM SS_SIMPL PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global

impression
different-si

milar

Kruskal Wallis Testa. 

Grouping Variable: region in North Portugalb. 

�



 

Ranks

677 556,23 376567,00

557 691,97 385428,00

1234

677 585,88 396638,50

566 665,21 376507,50

1243

654 564,53 369203,53

543 640,51 347799,50

1197

647 596,32 385819,00

551 603,23 332382,00

1198

552 471,38 260200,00

477 565,48 269735,00

1029

555 549,19 304801,50

433 424,40 183764,50

988

440 437,21 192373,50

355 349,40 124036,50

795

533 512,28 273047,00

457 475,93 217498,00

990

540 499,90 269947,50

447 486,87 217630,50

987

584 571,87 333973,00

503 511,64 257355,00

1087

694 676,59 469552,00

574 583,61 334994,00

1268

region in North Portugal
Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

Minho

Douro

Total

SS_COLOR

SS_CALM

SS_SIMPL

different-similar

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

N Mean Rank Sum of Ranks

�
Test Statisticsa

147064,000 167135,500 155018,500 176191,000 107572,000 89803,500 60846,500 112845,000 117502,500 130599,000 169969,000

376567,000 396638,500 369203,500 385819,000 260200,000 183764,500 124036,500 217498,000 217630,500 257355,000 334994,000

-6,734 -3,930 -3,831 -,354 -5,072 -6,832 -5,368 -2,003 -,729 -3,154 -4,724

,000 ,000 ,000 ,723 ,000 ,000 ,000 ,045 ,466 ,002 ,000

Mann-Whitney U

Wilcoxon W

Z

Asymp. Sig. (2-tailed)

SS_COLOR SS_CALM SS_SIMPL
different-si

milar PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global

impression

Grouping Variable: region in North Portugala. �
�
�



 

Ranks

557 611,28 340484,50

560 507,00 283918,50

1117

566 568,81 321945,50

562 560,16 314810,50

1128

543 524,50 284801,50

544 563,47 306526,50

1087

551 516,76 284735,00

537 572,96 307681,00

1088

477 491,03 234220,50

476 462,94 220360,50

953

433 387,58 167824,00

476 516,33 245771,00

909

355 306,81 108919,00

346 396,34 137132,00

701

457 439,48 200844,50

453 471,66 213660,50

910

447 431,66 192953,00

441 457,51 201763,00

888

503 487,96 245445,00

517 532,43 275265,00

1020

574 538,60 309156,50

578 614,14 354971,53

1152

region in North Portugal
Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

Douro

Trás-os-Montes

Total

SS_COLOR

SS_CALM

SS_SIMPL

different-similar

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

N Mean Rank Sum of Ranks

�
Test Statisticsa

126838,500156607,500137105,500132659,000106834,500 73863,000 45729,000 96191,500 92825,000 118689,000 144131,500

283918,500314810,500284801,500284735,000220360,500167824,000108919,000 200844,500192953,000 245445,000 309156,500

-5,462 -,452 -2,074 -3,031 -1,578 -7,393 -5,861 -1,854 -1,529 -2,410 -4,036

,000 ,651 ,038 ,002 ,115 ,000 ,000 ,064 ,126 ,016 ,000

Mann-Whitney U

Wilcoxon W

Z

Asymp. Sig. (2-tailed)

SS_COLOR SS_CALM SS_SIMPL
different-si

milar PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global

impression

Grouping Variable: region in North Portugala. 

�
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Ranks

677 609,80 412837,97

560 630,12 352865,00

1237

677 588,60 398484,00

562 657,82 369696,00

1239

654 545,75 356918,97

544 664,12 361282,00

1198

647 562,58 363989,00

537 628,55 337531,03

1184

552 483,76 267036,50

476 550,15 261869,50

1028

555 509,35 282688,00

476 523,76 249308,00

1031

440 389,32 171300,50

346 398,82 137990,50

786

533 494,41 263518,50

453 492,43 223072,50

986

540 483,55 261118,00

441 500,12 220553,00

981

584 557,28 325449,50

517 543,91 281201,50

1101

694 640,42 444451,00

578 631,79 365177,00

1272

region in North Portugal
Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

Minho

Trás-os-Montes

Total

SS_COLOR

SS_CALM

SS_SIMPL

different-similar

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

N Mean Rank Sum of Ranks

�
Test Statisticsa

183335,000 168981,000 142734,000 154361,000 114408,500 128398,000 74280,500 120241,500 115048,000 147298,500 197846,000

412838,000 398484,000 356919,000 363989,000 267036,500 282688,000 171300,500 223072,500 261118,000 281201,500 365177,000

-1,010 -3,432 -5,966 -3,392 -3,579 -,776 -,583 -,109 -,927 -,696 -,441

,313 ,001 ,000 ,001 ,000 ,438 ,560 ,913 ,354 ,486 ,659

Mann-Whitney U

Wilcoxon W

Z

Asymp. Sig. (2-tailed)

SS_COLOR SS_CALM SS_SIMPL
different-si

milar PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global

impression

Grouping Variable: region in North Portugala. 

�



 

Ranks

223 410,16

416 561,84

335 446,67

974

223 438,59

426 502,48

339 521,26

988

213 419,23

410 464,48

324 522,06

947

180 419,52

358 409,94

283 406,93

821

171 435,29

317 306,48

282 444,14

770

155 357,39

274 283,17

221 355,61

650

180 454,22

342 364,48

273 402,93

795

176 399,20

334 372,41

255 385,70

765

185 501,43

379 390,46

304 448,67

868

227 562,54

428 449,40

350 529,93

1005

215 519,30

412 419,71

320 513,46

947

region in North Portugal
Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

SS_COLOR

SS_CALM

SS_SIMPL

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

different-similar

N Mean Rank

Test Statisticsa,b

54,205 12,161 19,594 ,324 68,355 24,151 18,366 1,816 25,856 29,683 30,739

2 2 2 2 2 2 2 2 2 2 2

,000 ,002 ,000 ,850 ,000 ,000 ,000 ,403 ,000 ,000 ,000

Chi-Square

df

Asymp. Sig.

SS_COLOR SS_CALM SS_SIMPL PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global

impression
different-si

milar

Kruskal Wallis Testa. 

Grouping Variable: region in North Portugalb. 
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Ranks

449 399,87

138 425,17

225 408,28

812

449 396,45

137 437,49

223 402,26

809

436 387,38

130 373,72

220 417,31

786

368 319,89

117 369,97

193 358,42

678

380 341,96

114 336,31

194 354,29

688

282 243,91

80 205,22

125 269,03

487

349 314,03

113 330,00

180 330,65

642

360 319,46

111 325,80

186 349,37

657

395 359,90

122 382,52

213 366,13

730

462 412,60

143 420,71

228 423,58

833

427 389,71

136 370,76

217 404,42

780

region in North Portugal
Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

Minho

Douro

Trás-os-Montes

Total

SS_COLOR

SS_CALM

SS_SIMPL

PNAT_SS

PBAS_SS

PFUN_SS

PINFO_SS

PCUL_SS

FUNCCONG

global impression

different-similar

N Mean Rank

Test Statisticsa,b

1,279 3,379 3,816 8,340 ,729 10,065 1,252 3,194 1,076 ,404 1,985

2 2 2 2 2 2 2 2 2 2 2

,528 ,185 ,148 ,015 ,694 ,007 ,535 ,203 ,584 ,817 ,371

Chi-Square

df

Asymp. Sig.

SS_COLOR SS_CALM SS_SIMPL PNAT_SS PBAS_SS PFUN_SS PINFO_SS PCUL_SS FUNCCONG
global
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Grouping Variable: region in North Portugalb. 
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