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The Role of Tourism Entrepreneurship
in the Iberian Peninsula

João Leitão, Vanessa Ratten, Vitor Braga, and Roberto Antunes

Abstract This chapter highlights the importance of tourism for the sustainable
development and economic growth of the Iberian Peninsula, both as a destination
market and as a destination for investment and technological innovation, particularly
through the accelerated digitalization of business models. The importance of foster-
ing opportunity entrepreneurship is also justified, replacing the traditional forms of
necessity entrepreneurship, as a lever for growth in the regions of the Iberian
Peninsula, including those with low population density, which are opportunities to
be explored with regard to the creation of new entrepreneurial units linked to quality
of life, wellness, water and air quality, and spirituality. An agenda of business
opportunities to be explored is presented, regarding the intensification of the use
of new information and communication technologies in the tourism sector, tending
to the digitalization of business models. The remaining 13 chapters that make up this
volume, which is truly innovative in terms of mapping entrepreneurial initiatives in
the tourism sector, as well as analysing the expectations of consumers of tourism
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services against the backdrop of the COVID-19 pandemic crisis, are briefly
presented.

The importance of tourism for the Iberian economy is unquestionable, above all
through exploitation of the natural resource capital favourable to exporting services
and attracting flows of people, expenditure, and investment. The recent visibility of
tourism entrepreneurship in the context of the global pandemic crisis, as well as the
importance attributed to innovation and reinforcing the export capacity of tourism
services makes it an appropriate time to produce a volume devoted to the subject of
tourism entrepreneurship in the Iberian Peninsula. This region includes two coun-
tries with a common history and different resources, cultures, and landscapes
including the Mediterranean Basin, the Algarve coast and the northern and western
coasts of the Atlantic.

In terms of the literature considered relevant, Kibedi (1979) was one of the first
authors to discuss tourism entrepreneurship, in the scope of a national study
reporting the attempts by the Ministry of Industry and Tourism in Ontario
(Canada) to train and educate business-people in tourism. However, it should be
underlined that this remains a little-explored topic in the literature on entrepreneur-
ship, as the presence of business activity in the sector is generally dealt with in a very
wide-ranging way (Koh & Hatten, 2002). Entrepreneurship stresses opportunities to
create and manage business initiatives (Zhao et al., 2011), and so is of considerable
importance in the formation of tourist destinations. The study by Russel and
Faulkner (2004) found a significant relation between innovative individuals (entre-
preneurs) and a tourist destination’s development. Also noted is the importance
given to tourism entrepreneurship, especially in rural areas (Hernández-Maestro &
González-Benito, 2014). These authors indicated that here, it is not just one more
form of subsistence entrepreneurship, but rather the entrepreneurship of opportunity,
pointing towards more evolved forms of qualified entrepreneurship in order to create
supplementary income (Getz & Carlsen, 2000). These require articulation with the
production and distribution of endogenous products, directed towards environmental
transition, as well as intensive incorporation of new information and communication
technology, aiming for full digitalization of business.

Added to this is the need to advance knowledge on forms of female entrepre-
neurship, especially in rural areas, leading genuine family-based businesses (Tinsley
& Lynch, 2001). The presence of women in tourism entrepreneurship is also shown
by the predominance of micro-firms linked to tourism, namely hotel and catering
units (Getz & Carlsen, 2005). Concerning tourism entrepreneurs’ motivation, the
literature reveals that objectives related to a more rural, healthy, and sustainable life-
style are particularly important, together with a desire to live in the village, build
social networks and be an integral part of a community with its own identity
(Bosworth & Farrel, 2011; Getz & Carlsen, 2000), or promoting endogenous
products (Lopes et al., 2018) and certified productions with brands linked to places
(Lopes et al., 2021).

2 J. Leitão et al.



These are examples of different motivations; it will be interesting to explore in
future studies, as entrepreneurs’ preferences seem to be changing towards a culture
of greater quality of life and a certain emotional and spiritual balance. The aim is to
ensure people’s internal balance, something in short supply in places with a greater
density of population and economic activities.

In tourism entrepreneurship, the place and territorial component cannot be sep-
arated from the product/service, being an integral part of both the tourism supply and
demand. This is a differentiating element, not only in the Iberian Peninsula explored
here, but also in each and every location, where the place, its bio-diversity, natural
resources, customs, and cultural heritage affect the interaction between both sides of
the market, making them unique, authentic, and unrepeatable.

In this line of thought, previous studies indicate that the identity of local tourism
entrepreneurs has a direct and significant influence on business self-efficiency and
the support given to the community, which translates into the improved performance
of business units (Hallak et al., 2012, 2015). Few studies focus on the tourism
entrepreneur ecosystem, despite finding relevant indications with regard to rural
tourism (Dana et al., 2014; Kline et al., 2014), forming the above-mentioned but
little-explored dimension of the place.

A good starting point for future studies on tourism entrepreneurship should be
based on exploring established theories, such as Transaction Cost Theory, the
Theory of Resources and Capacities, Network Theory and Stakeholder Theory.
However, new research initiatives can be more ambitious and try to explore the
adherence of theoretical approaches included in the body of Entrepreneurship
Theory, namely the Theory of Knowledge Filter, the Theory of Dynamic Compe-
tences and, more recently, the Theory of Entrepreneurial Ecosystems.

In strategic and operational terms, one of the lines of public policy action to
explore in the Iberian Peninsula, as regards tourism entrepreneurship, has to include
positioning this differentiated area as a centre of international reference in innovation
and entrepreneurship, in relation to environmental and digital transition.

According to the important statement of an invited practitioner, Roberto Antunes,
the Executive Director of NEST, Tourism Innovation Center, Portugal, we can
expect tourism entrepreneurship to contribute to changing the tourism system. As
in society in general, so far there has been an excessive focus on quantifiable results
and less on people, so we will have to reformulate everything and focus more on
other intangible, sustainable, environmental, emotional, and spiritual aspects.

Regarding environmental transition, and incorporating what we are still learning
from the current pandemic, travellers will be more demanding in terms of their
choice of airlines, cruises, apartments, hotels, and other providers. In addition,
tourism will have to concentrate on sustainability and proximity, to recover. It will
be necessary to reduce accommodation and improve the infrastructure in many
crowded areas of the Iberian Peninsula, as well as devoting renewed efforts to
low-density, peaceful destinations.

Inland tourism will benefit greatly from this new form of development. Spain is
moving towards transformative tourism where we must specify the extension of the
resort model (traditional model) to urban centres and “exclusive” areas, with tourism

The Role of Tourism Entrepreneurship in the Iberian Peninsula 3



activity linked to the maintenance of networks of affection and long-term labour,
cultural and social activism collaborations. In turn, Portugal has developed interest-
ing projects concerning historical villages and is launching new initiatives devoted to
knowledge of rural villages and interconnectable rural hubs.

Looking ahead, tourism will establish itself as future-oriented industry, able to
generate positive sustainable impacts rather than being an opportunity for positive
economic shifts. It can become a force for good and will become more professional
the more it pushes its strategies to deliver qualitative positive impacts. Furthermore,
tourism will force a global discussion more than any other, being probably the third
biggest export in the world and requiring more connection and alignment rather than
sovereignty and economic egoism.

Portugal and Spain are good examples of tourism entrepreneurship with a devel-
oped infrastructure in the service sector, ranking among the most visited countries in
the world and attracting millions of travellers annually due to their beaches and
pleasant weather, the abundant artistic heritage of both countries and the gastron-
omy. In addition, these two nations are very rich in terms of cultural heritage at a
global level, due to the large number of civilizations that left their mark and legacy
on the Iberian Peninsula.

Both can represent a paradigm of being developed economies in which tourism is
one of the major industries and provides wealth, well-being, and employment.
Especially in Portugal, value is generated by thousands of micro and small compa-
nies, and entrepreneurs, and this is an opportunity as it builds tourism with thousands
of repertoires, curiosities, and unheard narratives, i.e. what tourists now look for.
This does not happen in highly concentrated markets, where the offer is extensive
and in the hands of a few. Also promising is their predominance when it comes to
achievements in sustainability. Portugal and Spain are well positioned to be world-
wide references in this matter.

Regarding digital transition, since the pandemic, the adoption of digital tools has
been enormous. Solutions have been met for eliminating distance. Chatbots, QR
codes, biometrics reading, and others are now a reality, but also for promoting social
inclusion and providing an effective answer to special needs and disabilities. A new
reading of the changes in demand has opened up great opportunities for entrepre-
neurs, for example, to succeed in attracting Digital Nomads, when even during the
pandemic, demand has been greater than the supply.

Considering the new trends and the rapid changes occurring, the tourism sector in
the Iberian Peninsula should be strengthened, by supporting different forms of
tourism entrepreneurship, through planned, articulated activities in the public and
private sphere, namely by:

(1) Stimulating an entrepreneurial culture through developing entrepreneurship
programmes in the hotel and tourism school network and other initiatives
targeting micro, small, and medium-sized companies, and business-people in
the sector, as well as supporting events to share good entrepreneurial practices;

4 J. Leitão et al.



(2) Promoting access to finance sources, developing and managing lines of financial
support for entrepreneurship, and promoting initiatives to join start-ups and
investors;

(3) Facilitating innovation in tourism, giving specialized support to start-ups in
terms of knowledge transfer and advice, regarding financing instruments and
support for the internationalization of start-ups, through participation in interna-
tional tourism fairs;

(4) Matching the tourism demand for, and supply of, endogenous products, with
brand certification and image, linked to the bio-economy and sustainability;

(5) Promoting the adoption of circular economy and eco-efficiency practices, in
relation to Sustainable Development Goals (SDGs) in activities of tourism
entrepreneurship; and

(6) Stimulating the entrepreneurial ecosystem, promoting agents’ coordination,
forming partnerships in developing programmes of horizontal and vertical
acceleration in tourism, forming a network of incubators, and developing a
network of mentors to promote new ideas and projects in tourism.

As proposed by Leitão et al. (Leitão et al., 2021), on the one hand, the relation
between entrepreneurship and innovation, and on the other, the relation between
innovation and competitiveness, mean that the study of tourism entrepreneurship is
of fundamental importance for tourist regions’ sustainable development and resil-
ience. It is imperative to consider tourism as a sector of activity that can promote the
crossed fertilization of different sectors of economic activity, contributing to greater
differentiation of the industrial vertical chains linked to endogenous resources, and
to intelligent diversification of production based on horizontal specialization of
economic activities where the Iberian Peninsula has comparative advantages, in
terms of scale and cultural heritage. This involves policy-makers, scholars, and
above all entrepreneurs, who are the drivers of change.

The present volume contains a collection of 15 chapters presenting diverse
contributions on the importance of tourism entrepreneurship in the Iberian Penin-
sula, providing readers with an enriching journey through new trends in tourism and
education directed towards tourism entrepreneurship and innovation. It reveals this
ancient and multi-faceted territory as an international reference for entrepreneurship,
investment, and experimentation in tourism.

After the foreword, in Chap. 2, Figueiredo, Soares, and Costa provide a thought-
ful piece of research, categorizing the actors influencing the drivers of access to
digital technology in the ecosystem of innovative tourism services. In addition, the
influence of alternative factors or drivers is evaluated, with emphasis on situations
where there is more than one driver, and more than one evaluator.

In Chap. 3, Machado, Vareiro, Sousa, and Mendes address rural tourism in an
innovative way by making use of both physical and emotional experiences. The
authors argue that the personalized encounter between places, people/culture, and
guests, characteristic of rural accommodation and the village context, can play a
central role in the quality of the tourist experience in these areas.

The Role of Tourism Entrepreneurship in the Iberian Peninsula 5



Chapter 4 contains a challenging journey guided by Rocha, Tarrés Falcó, and
Leitão, arguing that spirituality and mindful tourism can enhance economic activities
in rural towns and villages with no tourism tradition. The authors use a self-narrative
method to describe the second author’s experiences in mindful travel projects,
courses, congresses, and ventures, and discuss mindful tourism, revealing innovative
Hispanic cases, as well as providing guidelines for future investigations and inno-
vative entrepreneurial projects in the Iberian Peninsula.

In Chap. 5, Braga and Silva explain the strategies used by the hosts or owners of
manor houses to ensure the self-sustainability of Historic Housing Tourism. The
research findings, based on conceptual hypotheses derived from the literature, point
out that a substantial number of these houses can no longer depend economically on
agriculture, since the primary sector has lost relevance in the local economy. Thus, a
new logic of multi-functionality for rural areas is required, taking into consideration
the value added through cultural and natural heritage.

Chapter 6, by Pereira, Fonseca, Sousa, and Correia, based on the case of the
Iberian Euroregion of Galicia and Northern Portugal, analyses stakeholders’ percep-
tions of cooperation as a strategy to enhance new dynamics for a common tourist
destination. The authors analyse several alternative marketing strategies and actions,
to enhance the region as a tourist destination.

In Chap. 7, Rengifo Gallego, Sánchez Martín, Sánchez Rivero, Martín Delgado,
and Rodríguez Rangel present an original approach to the role played by social
networks in promoting rural tourism destinations. The authors study rural accom-
modation in Extremadura, based on the hypothesis that Facebook promotes the
visibility of its rural tourism establishments. A Grouping Analysis is applied both
with and without spatial restriction, to determine the presence of spatial clusters. The
main findings outline the need to incorporate Facebook actively as a basic tool for
better performance derived from the positioning of accommodation.

Chapter 8, by Lopes, Leitão, and Rengifo Gallego, assesses to what extent local
agri-food products serve as brands of their places of origin and local drivers of
creative tourism. Four case studies are presented: Cereja do Fundão (Cherries of
Fundão) and Queijo Serra da Estrela (Serra da Estrela cheese) from the Portuguese
Central Region, and Cereza del Jerte (Cherries from Jerte) and Torta del Casar (Torta
del Casar cheese) from Spanish Extremadura. The empirical findings reveal that the
four agri-food products studied are catalysts for tourism activities and events in their
places of origin. In addition, these same products are drivers of a range of creative
tourism activities.

In Chap. 9, Almeida and Belezas present an interesting study following the
effects of the Covid-19 pandemic, positioning remote work and digital nomadism
as new entrepreneurial opportunities that can be used by peripheral territories to
attract an emerging target group called half-tourists. Two reference projects are
assessed, namely Digital Nomads Madeira (Portugal) and Nomad City Gran Canaria
(Spain). Through in-depth interviews with the people implementing these strategies,
new insights arise concerning the barriers and best practices to innovate in tourism
strategies in peripheral places.
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Chapter 10, by Travanca, Vieira, and Félix, examines the impact of both internal
(e.g. size, age, growth, and debt) and external factors (e.g. real GDP growth rate,
sovereign debt crisis, and location) on the profitability of Portuguese tourism firms.
Using a panel data analysis, applied to a sample of micro, small, and medium-sized
firms, from 2009 to 2017, the empirical findings reveal that profitability is positively
affected by firms’ size and age and by real economic growth rates. Conversely, the
firm’s indebtedness ratio and the sovereign debt crisis denote a negative influence.
Firms in the main tourism regions are generally more profitable, and relatively less
affected by the sovereign debt crisis, which was particularly harmful to micro-firms.

In Chap. 11, Martínez-Puche, Amat, Cortes, Larrosa, Lorente, Ortiz, and Sáncho
study a training programme devoted to Smart Tourism Development, illustrating the
process, the content of the training programme, the topics and the methodology used,
based on the experience of the University of Alicante, targeted to the development of
this type of training programme linked to tourism, reinforcing the importance of an
integrated rural and territorial approach, with the local population as a fundamental
pillar. Technological aspects must be considered, to ensure that “smart rural spaces”
are accessible, connectable, and participatory, in order to improve the tourist
experience.

Chapter 12 presents a qualitative study by Silva, Silva, and Alves, who assessed
the importance of events in promoting a tourist destination, identifying the themes of
the events used for that promotion and the role of events in promoting a tourist
destination. This study was conducted by local authorities in the north of Portugal
that held entertainment, cultural, sports, and educational events. The main findings
revealed that those events attracted plenty of visitors, had a good economic impact
on the region, and contributed to increased consumption and greater dissemination
of their products, facilitating potential new contacts for business and partnerships.

In Chap. 13, Banha, Graça, and Ganha provide an original contribution devoted
to the still unexplored topic of tourism entrepreneurship education. The authors
present a case study applied to the Tourism Creative Factory programme, in order to
identify the methodologies used to foster and promote an entrepreneurial culture
throughout the different regions of the country, but also to assess the part this
programme played in attaining the strategic goals set by Portugal Tourism. The
analysis of this case study may be able to shape the creation of future evidence-based
policy-making around entrepreneurship education or encourage further research
related to the history and evolution of tourism in Portugal.

Lastly, Chap. 14, by Estevão, Duarte, Cabral, Campón-Cerro, and Yuliati,
assesses safety perception and service needs in the Covid-19 situation by exploring
seven critical dimensions. The findings indicate differences between Spanish and
Portuguese hotel guests in all categories, with special incidence in hygiene-related
factors. The differences vary according to gender, and women seem to be more
sensitive to safety as they present more differences than men. Level of education and
having children also affect the perception of hotel safety and guests’ requirements.
The need to prove hygiene and having the hotel certificate for Covid-19 emerged as
key factors in restoring the client’s trust.

The Role of Tourism Entrepreneurship in the Iberian Peninsula 7
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Tourism Services Innovation Ecosystem: A
Multicriteria Model Approach Based on
Portuguese Higher Education

Ronnie Figueiredo, Raquel Reis Soares, and Helder Gomes Costa

Abstract In recent years, researchers and practitioners shed light on the “platform
ecosystem.” The platform ecosystem could create an ecosystem that generates
unlimited tourism innovation with an open platform, outside complementors, and
various consumers [Inoue and Tsujimoto (Technological Forecasting and Social
Change 136:235–253, 2018)]. The main objective of this research is to categorize
or sort the actors that influence the drivers to access digital technologies tourism
services innovation ecosystem. We evaluate the influence of alternatives over factors
or drivers, with emphasis on situations where there is more than one driver and even
more than one evaluator. The perceptions were mapped by the board of the Portu-
guese faculty. This challenge arises in subjective situations where perceptions
should be mapped as it occurs in multicriteria decision aid/making situations. Roy
(Revue Française d’informatique et de Recherche Opérationnelle 2:57–75, 1968)
proposed the ELECTRE (ELimination et Choix Traudusiant La REalité) as a
non-compensatory algorithm to face choice dilemmas. The assertive “alternative
a is not worse than another one b.” We expect that results may encourage practi-
tioners and researchers to influence decisions to access the innovation ecosystem.
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1 Introduction

In management research, the use of the term “platform” has been on the increase
(Thomas et al., 2014). And recently, researchers and practitioners have agreed on
using “platform ecosystem” (Inoue & Tsujimoto, 2018). Thus, some researchers as
Thomas et al. (2014) have clarified this concept by assuming it as the platform
(system or architecture) and complementary assets or products. Thomas et al. (2014)
present this concept as a result of combining the literature of product family and the
market intermediary platforms. Besides, an ecosystem that generates unlimited
innovation with an open platform, outside complementors, and several consumers
could be formed through this platform ecosystem. Likewise, Inoue and Tsujimoto
(2018) pointed out that the competition between two platform ecosystems in the
same market and the constructed theoretical models of indirect network effects
between complementors and consumers are the focus of many studies. Furthermore,
becoming a complementor may be attractive, and various platforms attempt to attract
them in order to be more valuable to the other participants, since the platform only
offers the basic infrastructure, useful boundary resources, and access to its ecosystem
(Kenney et al., 2019).

In recent years, there has been increasing attention regarding the service innova-
tion ecosystem platform and an attempt to promote it to cultivate favorable environ-
ments systematically and encourage local innovators to create knowledge and
capture business value (Xu et al., 2018). The concept of the service innovation
ecosystem platform is receiving mounting attention worldwide. Governments and
industrialists are keen to foster innovation ecosystems. Since evaluating the influ-
ence of alternatives over factors or drivers is a key element, especially when there is
more than one driver and even more than one evaluator, the current research aims to
categorize or sort the actors that influence the drivers to access digital technologies
services innovation ecosystem. This problem rises in subjective situations where
perceptions should be mapped as it occurs in multicriteria decision aid/making
situations.

The ELECTRE (ELimination et Choix Traudusiant La REalité) method proposed
by Roy (1968) as a non-compensatory algorithm to face choice problems is applied
to calculate the degree of concordance (C (a,b)) with the predicative “alternative a is
not worse than another one b.” The results highlighted that there is a need to align
CEO and other members’ perspectives, since the CEO favored a disruptive innova-
tion while the other respondents leaned toward an incremental innovation. Never-
theless, results also demonstrated that this unalignment does not cause relevant
disagreement around the perception of the influence of the actors that appear in
A on the drivers of the innovation ecosystem that compose F. Moreover, these
results demonstrated that “People” were perceived as the most influencer factor on
the innovation ecosystems, for both perspectives, as well as Actor Support, Time,
Support from Mentors, and Infrastructure were the actors identified as having
positive influence on the innovative ecosystem.

10 R. Figueiredo et al.



The research is structured as follows: Sect. 2 presents a literature review on the
digital technologies services innovation ecosystem. Section 3 outlines the method-
ology of the research, based on the Multicriteria Decision Modeling, and applying
the ELECTRE proposed by Roy (1968). Section 4 discusses the results reached by
running the steps described in Sect. 3 and presents the implications of the research.
Finally, Sect. 5 identifies the limitations of the research that should be considered in
future research.

2 Literature Review

Under enhanced global competition and proliferation of information communica-
tions technologies (ICT), economic activities have become more knowledge-
intensive services, and industrial economies have accelerated their transition to
technological knowledge-based systems (Russell & Smorodinskaya, 2018) to create
a quality approach. In services, quality can be identified as the outcomes compared
with customers’ expectations, and service innovation can be regarded as service
outcomes beyond their expectations (Yeh, 2020). Service innovation has been
considered a major factor in economic growth and ecosystem development (De Silva
et al., 2018).

An ecosystem is defined as “A biological system composed of all the organisms
found in a physical environment, interacting with it and each other” (Tsujimoto
et al., 2018, p. 16). In recent years, researchers and practitioners shed light on the
“platform ecosystem.” The platform ecosystem could create an ecosystem that
generates unlimited innovation with an open platform, outside complementors, and
various consumers (Inoue & Tsujimoto, 2018).

In addition, many platforms try to attract complement providers to make the
platform more valuable to other participants. Becoming a complementor may be
attractive, as the platform offers the basic infrastructure, useful boundary resources,
and access to its ecosystem (Kenney et al., 2019).

The concept of the service innovation ecosystem platform is receiving increasing
attention worldwide. Governments and industrialists are keen to foster innovation
ecosystems to systematically cultivate favorable environments and encourage local
innovators to create knowledge and capture business value. Innovation ecosystems
require specific attention when faced with fast-developing and emerging industries
that closely link science, technology, and business (Xu et al., 2018).

According to Cukier and Kon (2018), startup ecosystems cannot be analyzed as
static entities. Like biological ecosystems, they behave like living organisms and
change over time. Some changes are planned or somehow controlled, while others
result from unexpected forces acting within and outside the ecosystem. In other
words, ecosystems acknowledge that firms do not operate in a vacuum and are in fact
embedded in the broader social, cultural, and institutional context that shapes their
growth and contributes to their chances of success (Jha, 2018).

Tourism Services Innovation Ecosystem: A Multicriteria Model Approach. . . 11



Furthermore, a digital service ecosystem is a new kind of self-organized envi-
ronment that addresses openness and dynamicity, enabling collaborative innovation
and co-creation among ecosystem members (Immonen et al., 2016).

Digitalization aids services in manufacturing companies, creating new opportu-
nities for different services, platforms, intelligent products, and novel business
models (Kohtamäki et al., 2019).

Together, digital technologies enabled the creation of new business ventures and
digital startups and incorporated novel technology as a vital component into business
models and operations (Elia et al., 2020).

Similar to what happens in incubators, organizations that promote the develop-
ment of entrepreneurial companies, help them to survive and develop during the
initial phase when they are most vulnerable (Tietz et al., 2015).

In today’s information society, the concept of an information ecosystem high-
lights the connection between the properties of an increasingly complex digital
informational environment with many types of data available (e.g., accounting
information from companies, information from capital markets, statistics on the
evolution of consumer and business sentiment) as per Zorio-Grima and
Merello (2020).

The concept of disruptive innovation describes how new technology alters a
performance improvement trajectory or redefines how performance is understood
(Beltagui et al., 2020). According to Beltagui et al. (2020), most radical innovations
or new technologies follow an evolutionary pattern of a combination of pre-existing
modules, components, and subsystems.

In contrast, incremental innovation is an innovation with a lower degree of
novelty, risk, and cost than radical innovation (Martĺnez-Ros & Orfila-Sintes,
2009), though with considerably less potential for positive impact on a firm’s
performance.

Parida and Wincent (2019) stated that trends such as digitalization, the circular
economy, services, and their associated new business models present a unique value
creation opportunity. However, they also entail several challenges associated with
greater risk and responsibility related to significant changes in a firm’s ecosystem.

Thus, faculties support knowledge spillovers to improve sustainable entrepre-
neurial ecosystems that benefit economic revitalization or further the development of
regions (Wagner et al., 2019). Moreover, strategies should be implemented in order
to promote the participation of the main actors involved in the entrepreneurial and
innovation tourism ecosystem to ensure the success of technology transfer policies
and legislation (Guerrero & Urbano, 2019).

According to Milwood and Maxwell (2020)), innovation and entrepreneurial
ecosystem was defined as a community comprising actors and their activities of
production and service, have roots in ecological biology, regional development, or
closely related fields of systems, networks, and actors. In addition, the ecosystem
concept is becoming increasingly important in the field of technology management
(Morant-Martínez et al., 2019). Finally, the digital revolution is radically changing
the world we live in (Pencarelli, 2020).
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3 Methodology

This section is designed to highlight the main concepts used in the proposal,
covering the following streams, technology, and tourism innovation ecosystem:

3.1 Multicriteria Decision Modeling

To evaluate the influence of alternatives over factors or drivers is a relevant issue,
with emphasis on situations where there is more than one driver and even more than
one evaluator. This problem arises in subjective situations where perceptions should
be mapped as it occurs in multicriteria decision aid/making situations.

Roy (1968) proposed ELECTRE (ELimination et Choix Traudusiant La REalité)
as a non-compensatory algorithm to face choice problems. The fundamental core of
ELECTRE is based on building outranking relations, so an alternative a outranks
another one b if its performance is not the worst in most of the criteria considered.
Roy (1968, p. 8) proposed a mathematical formulation to calculate the degree of
concordance (C (a,b)) with the assertive “alternative a is not worse than another one
b.” It follows this formulation as written in Costa (2016)

C a, bð Þ ¼ 1Pn
j¼1w j

Xn

j¼1
c j a, bð Þw j ð1Þ

Where,

• a and b are generic alternatives
• C(a,b) is the whole concordance degree with the assertive a is not worse than b
• wj is the weight of the jth criterion
• n is the number of criteria
• cj(a, b) is a “local” concordance with the assertive a is not worse than b.

Thus, as reported by Roy and Skalka (1985), when comparing crisp values
(or using true criterion), the local concordance is calculated by applying the Eq. (2).

c j a, bð Þ ¼
1, if g j að Þ � g j bð Þ

0, otherwise

(
ð2Þ

Where gj(a) and gj(b) are, respectively, the performance or grade of the alternatives
a and b, in the criterion j. For situations with no crisp values or using pseudo criterion
as defined in Roy and Skalka (1985), the local concordance is calculated as it appears
in Eq. (3).

Tourism Services Innovation Ecosystem: A Multicriteria Model Approach. . . 13



c j a, bð Þ ¼

1, if g j að Þ � g j bð Þ � q j

g j að Þ � g j bð Þ þ p j

p j � q j
, if g j bð Þ � p j � g j að Þ < g j bð Þ � q j

0, if g j að Þ < g j bð Þ � p j

8>>>>><
>>>>>:

ð3Þ

Where pj and qj are, respectively, preference and indifference thresholds. It is
interesting to notice that Eq. (2) is a particular case of Eq. (3) when pj ¼ qj ¼ 0.

As reported by Rodriguez et al. (2013), the ELECTRE algorithm was deployed in
several situations, but only to induce other kind of issues beyond the choice problem.
This development has generated the ELECTRE family of outranking multicriteria
methods, as noted in Table 1.

Most of the methods that appear in Table 1 are designed for a unique decision
unity. That is, if there is more than one evaluator, their evaluations should be
pre-processed in order to obtain a unique evaluation for each alternative or object
in each criterion.

3.2 Electre Tri Me

The methods that appear in Table 1 are non-compensatory ones proposed for
decision situations with only one evaluator. Recently, it appears that the ME
(multiple evaluators) family of non-compensatory methods, ELECTRE ME (Costa
et al., 2018), preserve the non-compensatory features of ELECTRE even when using
evaluations that come from several evaluators. A variation of such ME proposal is
the ELECTRE TRI ME designed for sorting multicriteria and multiple evaluator
outranking approach alternatives or objectors into categories. As reported by Costa
and Duarte (2019) and Costa et al. (2020), the assumptions and formulas shown in
Table 2 should be adopted when applying ELECTRE TRI ME. After these assump-
tions, the ELECTRE TRI ME compares each alternative in a against each profile in

Table 1 ELECTRE Family of multicriteria methods

Problematic Method References

Choice ELECTRE I Roy (1968)

ELECTRE IS Roy and Skalka (1985)

Ranking ELECTRE II Roy and Bertier (1971)

ELECTRE III Roy (1978)

ELECTRE IV Hugonnard and Roy (1984)

Sorting ELECTRE TRI Yu (1992), Mousseau and Slowinski (1998)

ELECTRE TRI-C Almeida-Dias et al. (2010)

ELECTRE TRI-nC Doumpos and Figueira (2019)

Source: Adapted from Nepomuceno and Costa (2015)
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b according to Eq. (4) if using crisp or integer value, or Eq. (5) if using pseudo-
criteria.

Table 2 ELECTRE family of multicriteria methods

Element Formula Description

Alternatives A ¼ {a1, a2, . . .,ai. . .,
am}

a set composed by m alternatives.

Evaluators E ¼ {e1, e2,. . .,ej,. . .,
en}

a set of n evaluators.

Criteria F ¼
Fe1UFe2U. . .UFejU
. . .UFen-1UFen

Fe1¼ {k1e1, k2e1, . . ., kve1} is the subset composed
by the v criteria adopted by the evaluator e1;

Fen ¼ {k1en, k2en, . . ., kzen} is the subset composed
by the z criteria adopted by the evaluator en

Weight of the
criteria

W ¼ We1U We2
U. . .UWejU. . .UWen-
1UWen

Wej ¼ {w1ej, w2ej, . . ., wyej} is the subset com-
posed by the criteria weights under the perspective
of the evaluator ej.

Wen ¼ {w1en, w2en, . . ., wzen} is the subset com-
posed by the criteria weights under the perspective
of the evaluator en.

Performance of
the alternartives

G(a)¼Ge1(a)UGe2(a)
U. . .Gen-1(a)UGen

Ge1 (ai) ¼ {g1e1, g2e1, . . ., gve1}(a1) is the subset
composed by the performance of alternative ai
under the perspective of the evaluator e1 and the
criteria set adopted by this evaluator.

Gen ¼ {g1en, g2en, . . ., gzen} is the subset com-
posed by the z criteria adopted by the evaluator en
and the criteria set adopted by this evaluator.

Categories C¼ {C1, C2, . . ., Ch, . . .,
Cp+1}

C is the set of p categories in which the alternatives
will be sorted. These categories are ranked from
the worst (C1) to the best (Cp+1). All evaluators
should have the same number or categories, in
such away h has the same value for all the
evaluators.

Boundaires or
profiles

Bkej ¼ {b1, b2, . . ., bh,
. . ., bp}

B is a set composed by p profiles or boundaries
that delimit the categories for a criterion k, under
the viewpoint of an evaluator ej. As the categories
are adjacent, bh is both the superior limit of Ch, and
the inferior limit of Ch+1.In a more general way,
considering that there should exist n evaluators:

B ¼ Be1U Be2 U . . . UBejU . . . UBen-1UBen
OR

B ¼ {{b1e1, b2e1, . . ., bte1}, {b1e2, b2e2, . . ., bte2},
. . ., {b1ej, b2ej, . . ., btej}, . . ., {b1en, b2en, . . ., bten}
(8-b)

Where B is the overall vector of profiles, t is the
number of profiles, and ek, is the k evaluator.

Source: Author’s creation
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c j a, bhð Þ ¼
1, if g j að Þ � g j bð Þ

0, otherwise

(
ð4Þ

c j a, bhð Þ ¼

1, if g j að Þ � g j bð Þ � q j

g j að Þ � g j bð Þ þ p j

p j � q j
, if g j bð Þ � p j � g j að Þ < g j bð Þ � q j

0, if g j að Þ < g j bð Þ � p j

8>>>>><
>>>>>:

ð5Þ

After calculating the concordance degree C (aj,bh), the ELECTRE TRI ME
compares such values against a cut-level λ using a top-down or descendent direction
(from the lower profile of the upper category to the upper profile of the lower
category), and classifies the alternative aj into the first category for which C (aj,bh)
� λ. Check Table 2.

4 Results

In this section, we present all the results reached by running the steps described
previously.

4.1 Setting the Situation in Which the Modeling Was Applied

The main objective of this paper is to categorize or sort the actors that influence the
drivers to access the tourism innovation ecosystem. As a first step, it is necessary to
set the problem situation, which comprises the context, the alternatives, the criteria,
and the categories in which the actors will be classified.

The situation in which the modeling was applied is adequate to the proposal
because the organization undergoes a major strategic change in the business model,
migrating from an “analog” system to a “digital” system, blended learning and
hybrid in terms of teaching and learning. Complements and highlights relevance
with the proposal of a new concept of innovation and entrepreneurship laboratory,
aligned with the organization’s strategic drivers.

Thus, Innovation Lab (Ilab) will be considered a strategic tool to support the
transition of the business model, focused on innovation drivers, digital technological
entrepreneurship, and startups. In its quest for speed and innovation, the tech
industry has produced a variety of ways of engaging with startups (Prashantham &
Kumar, 2019).

This model was developed to better understand the objects or alternatives,
maturity levels, and type of tourism innovations, as it appears in Fig. 1.

The set of objects to be evaluated or alternatives (A) was composed as follows:
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A ¼ {People; Integrated management; Actor Support; Investor Support; Mentors
Support; Infrastructure; Time; Connection with Ecosystems; Transparent Objectives
& Partner Network}.

The choice of the alternatives (A) is due to the fact that these are actors that
influence the innovation features of the university, as concluded from the biblio-
graphical review about factors that influence university power to innovate.

The sample of evaluators was composed of three members of the university’s
decision-making staff and a professor (head of Innovation Lab) closely involved in
the business innovation transformation of this university (refer to Table 3).

The innovation maturity levels described in technology readiness levels (TRL’s)
developed by The National Aeronautics and Space Administration (NASA) were
considered as the drivers or the criteria in the multicriteria evaluation mode. As the
criteria are set to be the same for all evaluators, we have:

F = FE1UFE2UFE3UFE4
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Fig. 1 Drivers to access the digital technologies tourism services innovation ecosystem. Source:
Author’s creation
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Where
FE1 = FE2 = FE3 = FE4 = {TRL1: basic principles observed, TRL2: tech-

nology concept formulated, TRL3: experimental proof of concept, TRL4: technol-
ogy validated in lab, TRL5: technology validated in relevant environment
(industrially relevant environment in the case of key enabling technologies),
TRL6: technology demonstrated in relevant environment (industrially relevant envi-
ronment in the case of key enabling technologies), TRL7: system prototype demon-
stration in operational environment, TRL8: system complete and qualified, and
TRL9: actual system proven in operational environment (competitive manufacturing
in the case of key enabling technologies, or in space).

Based on the Likert scale, the actors were classified into categories defined as C¼
{A, B. C, D, E}. The definitions of these categories are presented in Table 4.

4.2 Collecting Evaluations from the Sample

After the problem situation was set, the collection of evaluations from the evaluators
was performed. A google form (available in ht tps: / / forms.gle/
CFnDNVryZFkBjBAh9) was sent to the sample members. In the first part of the
form, we ask the respondents for feedback on what kind of innovation system
(incremental, radical, or disruptive) and flow (open or closed) they have in mind
when answering the proceeding questions in the form. E1, E2, and E3 answered that
they have incremental innovation in mind, while E4 chose the disruptive innovation
choice, and all the members of the sample opted for “open” innovation.

In the second part of the form, we ask the members of the sample about their
perception regarding the influence of the actors that appears in A over the drivers that
compose F. They emitted their answers, taking into account the Likert-based scale
that appears in Table 5. In the first column of this table, we have the linguistic value

Table 3 The sample profiles Code Enrollment

E1 Vice-Rector

E2 Dean of School of Business and Social Sciences

E3 Head of Innovation Lab

E4 CEO

Source: Author’s creation

Table 4 The Likert-based
categories

Code Linguistic meaning

A Very positive influence on the driver

B Positive influence on the driver

C No influence on the driver

D Negative influence on the driver

E Very negative influence on the driver

Source: Author’s creation
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of the response, while in the second column, we have its numerical value—that was
used to run the ELECTRE TRI ME algorithm. Although it was not part of the scale,
the evaluators had the choice to leave the answer as “blank” if they did not
understand the question or if they were not sure how to answer it—in such a case,
an “NR,” a non-numerical value would be assigned to the answer (refer to Table 5).

Table 5 shows the data collected which will also be available in the UCI (https://
archive.ics.uci.edu/ml/datasets.php) and Mendeley Data Library. We highlight that
Evaluators E1, E2, and E3 expressed their perceptions of having an incremental
innovation environment in mind, while E4 was thinking of a disruptive innovative
scenario.

4.3 Running Electre Tri Me

Based on the set of categories and on the scales to evaluate performance that appears
in Tables 4 and 5, the set of boundaries was defined as it appears in Tables 6 and 7.
The same set of boundaries was adopted for all the evaluators, therefore:

B = BE1UBE2UBE3UBE4

Where

BE1 = BE2 = BE3 = BE4

As reported by Nepomuceno and Costa (2015) and in Gomes et al. (2017),
applying the ELECTRE method to data collected based on a Likert scale, the values
of pj and qj are both equal to zero, and one can use the equation to calculate the
concordance degree.

By applying Eq. (4) to the data and a cut-level (λ) equal to 0.80, the results for
categorization appear in Table 8. In this table, the second column refers to the
aggregate results from the evaluators EI, E2, and E3 that have in mind an incremen-
tal innovation ecosystem. The third column refers to the data collected from evalu-
ator E4, who has a disruptive ecosystem in mind. The fourth column refers to the

Table 5 The Likert-based scale adopted for collecting the evaluations

Linguistic meaning Numerical value

The actor has a very positive influence on the driver 2

The actor has a positive influence on the driver 1

The actor has no influence on the driver 0

The actor has a negative influence on the driver �2

The actor has a very negative influence on the driver �1

If the evaluator had not understood or if he/she were not sure how to answer the question, he/she
had the choice to leave the answer as” blank”—In such a case, an “NR,” a non-numerical value
would have been assigned to the answer.

Source: Author’s creation
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Table 6 The collected answers from evaluators on alternatives

Criteria Evaluators

Alternativesa

A1 A2 A3 A4 A5 A6 A7 A8 A9 A10

TRL1 E1 2 1 1 1 1 2 2 2 1 1

E2 2 NR 2 NR 1 2 1 2 2 NR

E3 2 0 0 0 1 1 1 0 2 1

E4 2 1 1 1 1 1 1 1 2 0

TRL2 E1 2 2 2 2 2 2 1 2 1 2

E2 2 1 2 2 2 2 2 2 2 2

E3 2 1 1 1 1 1 1 1 2 2

E4 2 2 1 2 2 1 1 1 2 1

TRL3 E1 0 0 0 0 0 0 0 0 0 0

E2 2 0 1 1 0 2 1 0 2 0

E3 2 0 0 0 1 1 1 1 1 1

E4 2 1 1 1 1 2 1 1 2 1

TRL4 E1 1 1 1 1 1 1 1 1 1 1

E2 2 1 1 1 1 2 2 2 2 2

E3 2 1 2 2 2 2 1 1 2 1

E4 2 2 2 2 2 2 1 1 2 1

TRL5 E1 1 1 1 1 1 1 1 1 1 1

E2 2 0 1 0 0 2 1 0 2 0

E3 1 0 1 1 1 1 1 0 1 1

E4 2 1 1 1 1 1 1 1 2 1

TRL6 E1 2 1 1 1 1 2 1 1 1 1

E2 2 2 2 2 2 2 2 2 2 2

E3 2 2 2 2 1 2 1 1 2 1

E4 2 2 2 2 1 2 2 1 2 1

TRL7 E1 2 2 2 2 2 2 1 2 1 1

E2 2 0 1 0 1 2 1 0 2 1

E3 1 0 0 0 1 1 1 0 2 0

E4 2 1 1 1 1 1 1 1 2 1

TRL8 E1 2 1 1 1 1 2 1 2 1 1

E2 2 2 2 2 2 2 2 1 2 1

E3 2 2 2 1 1 1 1 1 2 2

E4 2 2 2 2 1 1 1 1 2 1

TRL9 E1 2 1 1 2 1 2 1 2 1 2

E2 2 1 1 0 0 2 0 0 2 0

E3 2 2 0 2 1 2 1 2 2 2

E4 2 2 2 1 1 2 2 1 2 1

Source: Author’s creation
aA1 ¼ People; A2¼ Integrated Management; A3¼ Support of Actors; A4 ¼ Investor Support; A5
¼ Mentors Support; A6 ¼ Infrastructure; A7 ¼ Time; A8 ¼ Connection with Ecosystems; A9 ¼
Transparent Objectives; A10 ¼ Partner Network
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categorization obtained from running together with the evaluations from E1, E2, E3,
and E4.

5 Discussion and Conclusion

The research highlighted that there is a need to align the perspectives of the CEO and
the other members of the sample since the CEO has disruptive innovation in mind
and the other respondents are thinking of incremental innovation. Aligning these
perspectives is relevant to reach the organizational goals on innovation drivers.

Despite this unalignment, the results indicate that it does not cause relevant
disagreement about the perception of the influence of the actors that appears in
A on the drivers of the innovation ecosystem that compose F.

Obviously, “People” was perceived as the highest influencer factor on the inno-
vation ecosystems for both perspectives: open incremental innovation and open
disruptive innovation. From the data collected, and despite the incremental or radical
innovation, there is no doubt that the following actors have a positive influence on
the innovative ecosystem: Actor Support, Time, Support from Mentors, and

Table 7 Categories and their boundaries

Category Code

Boundaries

Lower Upper

Very positive influence on the driver A 1.5 +1
Positive influence on the driver B 0.5 1.5

No influence on the driver C �0.5 0.5

Negative influence on the driver D �1.5 �0.5

Very negative influence on the driver E �1 �1.5

Source: Author’s creation

Table 8 Categorization results

Alternatives (actors) Incremental Disruptive All

People A A A

Integrated management C B C

Actor support B B B

Investor support C B B

Support from mentors B B B

Infrastructure B B B

Time B B B

Connection with ecosystems C B C

Transparent objectives B A B

Partner network B B B

Source: Author’s creation
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Infrastructure. At the fourth level of influence, the following prevail Investor Sup-
port, Integrated Management, Connection with Ecosystems.

Bearing in mind the results from Table 8, it is possible to build Table 9 to show
the actors and their level of influence—which appears in the second column of the
table.

As evident in Table 9, other points to be highlighted in this research are the
following:

• None of the actors in A was classified as having a negative influence.
• The number of blank responses “NR” was minimal (only 3 among 280 possibil-

ities), which means that the sample members understood the questions and were
willing to answer them.

It is worth mentioning that the sample did not cover the closed innovation system
nor the radical, innovative scenario. These situations should be covered in further
research.

6 Implications

The current study exhibits some implications. Information and communication
technologies (ICTs) have been implemented at different scales to improve tourists’
experiences of cultural heritage. In particular, advanced technologies combining
augmented reality can offer a deeply immersive visitor’s experience aiming both
at providing multifaceted information about the site and enhancing the attractiveness
of a tourist destination at different scales (Graziano & Privitera, 2020).

Knowledge created over the past two decades can be characterized as two distinct
epochs—digitalization, which reflected a common understanding of how technology
has changed our society and economy, and innovation, which implies the introduc-
tion and use of new technologies to develop the industry (Suyunchaliyeva et al.,
2020).

Table 9 Level of influence of the actors on the drivers

Alternatives (actors) Level of influence

People Very positive

Transparent objectives Somewhere between very positive and positive

Actor support Positive

Support from mentors

Infrastructure

Time

Partner network

Integrated management Somewhere between positive and no influence

Investor support

Connection with ecosystems
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However, digitalization is a new form of communication between producers and
consumers of tourist services, becoming a source of competitive advantages for
tourist organizations (Natocheeva et al., 2020).

In addition, the development of digital technologies such as Augmented Reality
(AR) and Virtual Reality (VR) has evolved rapidly. These technologies are currently
in the process of creating driving change in the Cultural and Creative Industries
(CCIs), representing innovative means to share information, facilitating access and
increasing the value and public awareness of Cultural and Natural Heritage (Bruno
et al., 2020).

Finally, digitalization in the manufacturing and industrial sectors has been fast
“exported” in the tourism industry as well. The technological revolution has highly
affected both the supplier and the consumer of tourism products and services. There
is recently an increasing attention from the industry and academia in order to
highlight the challenges of ICT use in tourism and the drivers of “smart tourism”

in world level (Gjika & Pano, 2020).

7 Limitations and Future Research

The current study exhibits some limitations that should be considered for future
research. The non-inclusion of other actors of the institution as decision-makers for
access to the innovation ecosystem can represent a limitation, as well as the failure to
include more alternatives and expand the sample.

Therefore, one must consider that the limitations do not invalidate the proposal as
they were addressed due to the difficulty of initially expanding the study sample. It is
also limited to understanding and responding to the institution’s internal problem,
being considered a latent need in view of the strong changes in the business model
imposed by the market.

Moreover, in terms of future research, it is important to analyze whether the
technology-based startup market demands a wider volume of alternatives. It is also
significant to comparatively analyze the proposed approach with other institutions in
Portugal and present a profile of access to innovation tourism ecosystems according
to each business size and whether it is a public or private institution.

Funding This study received financing from national funding through the FCT—the Foundation
for Science and Technology under the auspices of project UID/GES/04630/2020.
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Tourist Experience in Rural Areas
in Portugal: The Case of the “Quadrilátero
Do Minho”

Hugo Machado, Laurentina Vareiro, Bruno Sousa, and Raquel Mendes

Abstract Rural tourism (both physical and emotional experiences) has been
increasingly sought after for a multitude of reasons. The personalised encounter
between places, people/culture and guests, characteristic of rural accommodation
and the village context, can play a central role in the quality of the experience of
tourism in these areas.

If so, understanding the profile of the tourist in Portuguese rural areas becomes
increasingly relevant from a research perspective. In this study, using an online
questionnaire with a sample size of 133, we look at the case of the rural tourism in
the “Quadrilátero do Minho” Region.

Findings show that the profile of the tourist in rural areas in Portugal is mostly
composed of higher educated (81.2%) women (72.2%), aged 35 through 44 years
(32.3%), who are not self-employed (59.4%) and that live in the Northern region
(45.1%). With respect to their accommodation profile, the most representative
sample of respondents are those who stay with relatives (61.7%) in rural tourism
units once a year (64.7%), from 1 to 3 days (68.4%) and spend anywhere from
between 50€ and 100€ per day (64.7%). The tourist in rural areas in Portugal
appreciates calmness and tranquillity in a low-density populated area and contact
with nature, seeking out what is genuine and endogenous to the region. Rural
tourism units with a swimming pool, cultural activities and the possibility of
participating in experiences stand out as the favourite attributes among the respon-
dents/tourists.

1 Introduction

In this study we focus on the territory known as the “Quadrilátero do Minho.” It
consists of a competitive and innovative urban network that seeks to promote and
strengthen an already highly industrialised and exports driven region. It comprises
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four municipalities of the Braga district: Barcelos, Braga, Guimarães and Vila Nova
de Famalicão. The first two municipalities belong to the NUT III Cávado region
while the latter two to the NUT III Ave region.

Considering the growing importance of rural areas in the national, as well as in
the international tourism sectors (Kastenholz, 2010; Pato, 2016; Saxena & Ilbery,
2008), rural tourism has become an area of interest. The fact that the tourist
phenomenon has offered a wide variety of accommodation and complementary
service options only enhance the demand for a holistic experience (Machado et al.,
2021).

Tourists consider rural tourism as an escape from the stress of everyday life, a
refuge from a massified and popularised environment and an opportunity to witness
and feel new, very different emotions and realities (Kastenholz et al., 2012).
Kastenholz (2010) states that rural tourism can also contribute to sustainable devel-
opment of rural areas given that it increases the quality of life of residents and
contributes to conserving natural, social and cultural resources. In addition, rural
tourism is considered to be a way of culturally strengthening a given territory and
preserving and fostering the development of its community, in this way, contributing
to an increased civic awareness in environmental and sociocultural treatment
(Komppula et al., 2007). Finally, another important factor of rural tourism is the
continuance of a connection to the land and the property by those who have invested
the requalification of the buildings themselves and by those who have begun to
reside in rural areas in the meantime, something highly unlikely if there were no rural
tourism (Silva, 2005/2006).

Using an online questionnaire survey applied in 2020, this study seeks to
generally profile the typical tourist in Portuguese rural tourism, specifically those
in the “Quadrilátero do Minho” region. We aim to identify the contributing factors to
the quality of the tourist experience in rural areas. The theoretical foundations of this
study focus on tourism in rural areas and on the multidimensional experience of
joining the physical tourist experience with its emotional aspect.

2 Literature Review

2.1 Rural Tourism

There is no singular definition of rural tourism because it is a multifaceted concept. It
is a type of tourism with various singularities of the rural environment (Nunes,
2012). According to Rodrigues (2013, p. 24), “the rural tourism product is a complex
reality where there are numerous demographic and functional variants that contrib-
ute to its definition and that result in various types of accommodation and
experiences”.

Lane (1994, p. 20) states that “there are 14 factors that promote the growth of
rural tourism, these being: (1) increased levels of education, (2) growing interest in
heritage, (3) increased leisure time, (4) improved transport and communications,
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(5) awareness of health care, (6) improved outdoor clothing, which helps in the
activities practised in rural tourism establishments (because most of them are
outdoors and require adequate clothing necessary to practice them), (7) the growing
interest in specialised menus, (8) environmental issues, (9) authenticity, (10) peace
and tranquillity, (11) an ageing albeit more active population, (12) “real” tourism,
(13) individualism and (14) rural agencies”.

Of all definitions of rural tourism that the literature provides, which comes closest
to the attributes mentioned above is provided by the European Federation of Rural
Tourism—EuroGites (2005). This federation defines rural tourism as a sustainable
and multifunctional activity that is related to local resources: traditional agriculture,
culture, or natural values in open areas or small populations whose tourist activity
does not represent the main source of income (EuroGites, 2005). Because of this,
rural accommodation establishments should offer a small-scale service with
harmonised personalised care, calm and peacefulness and quality standards in
accordance with good environmental conservation, human and cultural authenticity.

Widely accepted is the notion that rural tourism is a composite of agricultural
products, ecological products, cultural resources and environmental charms. These
include multiple functions, namely: economic, social, educational, environmental,
recreational and therapeutic activities (Hwang & Lee, 2015). Regional authenticity
and endogeneity have become much sought-after aspects in tourism (Figueiredo,
2003; Pereiro & Conde, 2005) creating a great demand for new tourist destinations
and novel experiences. Silva (2014) shares the same opinion due to the wide range of
consumption opportunities, activities and rewarding experiences that are offered to
urban visitors.

Considering rural tourism in Portugal, the dynamics, specificities and origins are
similar to other examples of this type of tourism. Rural tourism used to be limited to
families of higher income and greater socio-economic privileges during the holidays,
but its relevance died down, giving way to more fashionable coastal tourism linked
to the sun and the sea. The generalised increase in leisure time, the democratisation
of tourism (Fernandes, 2002), and the subsequent technological development of
transport and communications were decisive to a greater mobility that gave rise to
new flows to the inland (DGADR, 2019). This propensity was exasperated by the
consolidation of national road accessibility and environmental concerns (Gomes &
Renda, 2016; Villanueva-Álvaro et al., 2017).

Family hospitality, the location in rural regions, natural and/or protected spaces
are inherent characteristics of rural tourism that foster a more direct coexistence with
nature, people, culture, monuments and traditions. It is a way to diversify national
tourism and promote culture and local development (Carson & Carson, 2018; Dinis
et al., 2019; Dubois et al., 2017).

Rural tourism can alleviate some economic and social dilemmas associated with
the scarcity of economic opportunities and the decline in population that has evolved
with the decline of agricultural activity (Doh et al., 2017; Eusébio et al., 2017; van
der Ploeg, 2018) and can also be an alternative to family farms’ increasing income
(Riva & Bertolini, 2017; Villanueva-Álvaro et al., 2017).
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Rural tourism is the result of the reconstruction and a favourable revaluation of
existing properties and heritage reconverted into accommodation units. It has also
been a result of underused land or labour resources that allow for the preservation of
the land and links to ownership (Dubois et al., 2017; Lane & Kastenholz, 2015).
Small rural units are generally not oriented towards growth and other motivations
other than the economic benefits that come with it.

2.2 Multidimensionality in the Perception of the Rural
Tourism Experience

A tourism experience refers to events that lead to emotions, which arise from the stay
in a given place. These emotions, in turn, contribute to the creation of memories
(Dolcos & Cabeza, 2002; Oh et al., 2007). Therefore, full and pleasant sensory
stimulation and the creation of memories can result in a positive memorable expe-
rience in tourism (Oh et al., 2007). Stimulation or an arousal of sorts is a state of
heightened activation (Finn, 2005; Oliver et al., 1997), in regard to the extent an
individual feels excited, uplifted and active during the consumption of the experi-
ence (Kaltcheva & Weitz, 2006; Rufín et al., 2012). Oliver et al. (1997) and Finn
(2005) define stimulation/arousal as a function of surprising levels of consumption.
In the context of rural tourism, Loureiro and Kastenholz (2011) highlight rural
tourists’ need for an experience that allows for the possibility of arousal that can
promote positive effects. Memorable experiences are associated with strong emo-
tions, that, in turn, are correlated with the moment in which they occur (Anderson &
Shimizu, 2007; Ballantyne et al., 2011). These memories influence the attachment to
a given place, the intention of returning, and the willingness to recommend it to
family and friends (Martin, 2010). Vada et al. (2019), using a survey of 430 travel-
lers, found that memorable experiences in tourism significantly influence place
attachment; it also found that well-being fully mediates this relationship. Their
findings showed that the benefits of well-being in tourism favour its place attach-
ment. Therefore, well-being, as a resource of tourism product, can promote the
sustainability of the tourism industry via the development of place attachment and
the promotion of loyalty to certain tourism destinations (Ferreira & Ratten, 2017;
Lubowiecki-Vikuk et al., 2021).

Rural tourism refers to a number of niche activities integrated into segments such
as ecotourism, nature tourism, agriculture, adventure, sports, food and wine and
cultural tourism. As such, it results in a complex and multifaceted activities, marked
by a continuously increasing diversity (Lane, 2009; Lopes et al., 2018). Rural
tourism experiences are in demand for a multitude of reasons (Lane & Kastenholz,
2015). The personalised encounter between place, people/culture and guests, as
envisaged in the rural accommodation and village context, can play a central role
in the quality of the tourism experience in these areas (Kastenholz et al., 2013).
Many times, tourists refer to the rural tourism experience as a positive contrast to the
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stress and other negative conditions of everyday urban life, reflected in opposite
affective images of home and the rural destination visited (Kastenholz et al., 2012).
However, even if the main benefits found to be associated with tourism in rural areas
are considered complex and diverse, relatively little is still known as to how the
experience of rural tourism is concretely lived and which dimensions can be
distinguished and how these relate to emotions derived from their experience, recall
and overall satisfaction (Kastenholz et al., 2018).

The rural tourist experience, in particular, should be understood as the overall
experience of a large number and diversity of resources, attractions, services, people
and environments provided by a destination. Many times, aspects of this package are
not always designed for tourism use, nonetheless, its impact on the experience is
valued by tourists (Kastenholz et al., 2012).

The tourism experience is lived by several agents: tourists, local people and
tourism service providers. Tourists assume an active role in defining their experi-
ence, initiating the process by searching for information well in advance and
activating a network of services available at the destination place. Furthermore, the
nature of their involvement during the experience (e.g. active or passive,
characterised by absorption or immersion) is fundamental to the way they live and
remember that experience (Knutson & Beck, 2004). Participation and interaction are
relevant because preferences for tourist activities in destinations have evolved
towards a more participatory behaviour. It is important to recognize active partici-
pation and interaction in co-creation experiences, considering that on-site tourism
experiences involve parties interconnected in different ways (emotional, cognitive,
physical and social) (Campos et al., 2018).

The possible consequences of a multidimensional experience range from arousal,
memorization, quality (perception) to satisfaction (Oh et al., 2007). Marques (2007)
highlights the role of arousal as a motivational force in the tourism process. This is
because a positive expectation of arousal is associated with the motivation to seek
experiences that imply a certain degree of sensory, intellectual or social stimulation.
Gnoth et al. (2000) associate this type of effect from the tourism experience with the
individual characteristics, namely curiosity and leisurely and challenging experi-
ences. Results suggest that experience is likely to have a positive impact on arousal
(Oh et al., 2007; Song et al., 2015). Multiple dimensions of experience contribute to
a differential impact on arousal in different contexts.

Another outcome of the tourist experience is memory, which plays an important
role in the economic conceptualisation of the experience (Pine & Gilmore, 1998).
Associating memory to experience translates the dynamic and holistic nature of the
tourist experience itself felt prior to, during, and after visiting a specific destination
or attraction. Memories related to past tourist experiences are important factors that
promote pleasant memory, as well as the expectation of affectionate expectations
which, in turn, condition future evaluation and memory (Goossens, 2000; Klaaren
et al., 1994; Tung & Ritchie, 2011).
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3 Methodology

In seeking to contribute to the profile of the tourist in rural areas in Portugal, this
chapter aims to identify the factors that contribute to the quality of the tourist
experience in these areas. We focus on the tourist experience in the “Minho
Quadrilateral” region.

We use an online questionnaire survey with 18 items. According to authors, such
as Evans and Mathur (2018), online questionnaires have the advantage over the
traditional paper and pencil ones. The ease of analysis and the diversity of questions
are some of the benefits of opting for online questionnaires over the more traditional
ones. They are also more convenient and flexible, quicker to obtain, and they reach a
greater number of individuals.

Our survey is organised in three distinct parts:

• Part I—Characterisation of rural tourism.
• Part II—Diversification of tourism supply.
• Part III—Characterisation of the socio-demographics.

This organisation promotes the understanding of the profile of the tourist in rural
tourism in Portugal, particularly with regard to aspects such as the importance
attributed to the factors. These factors can complement the accommodation units,
as well as the importance of the emotional experience in combination with the
physical experience (multidimensional experience).

The survey was carried out between April 19th and June 12th of 2020. To foster
reliability, we made the online survey available in two groups of the social network
Facebook, providing links to the rural territory entitled “Rural Tourism in Portugal”.
This territory with a sample of 4500 members, the group “Tourism in rural areas”
with 1700 members, the group “Higher Technicians of Tourism” with 1600 mem-
bers and the group “Tourism Researchers” with 5000 members.

At the end of the data collection, it was possible to obtain a total of 133 survey
responses for further processing. The Statistical Package for the Social Sciences
(SPSS) was used for data analysis. In addition to data analysis using descriptive
statistics, statistical tests were also performed, namely the Chi-square test and the
t-test (Maroco, 2010; Pestana & Gageiro, 2005). In this research, the main purpose of
these tests was to understand whether there are differences between individuals who
have already stayed in rural tourism units in the “Quadrilátero do Minho”, desig-
nated as “Quadrilátero” and those who have never stayed in rural tourism units in the
“Quadrilátero do Minho”, designated as “Others”.
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4 Results

Table 1 shows us the characteristics of our sample. We can see that, with the
exception of the place of residence (X2 ¼ 11.663; Sig ¼ 0.040; p < 0.05), there
are no statistically significant differences in the respondents’ socio-demographic
characteristics. In both groups, there are more female respondents, aged 25–44 years.
Academically speaking, an overwhelming majority (81.2%) is university graduates
and 59.4% were employed at the time.

In his study, Gonçalves (2020) draws very similar conclusions when evaluating
the profile of the tourists of rural tourism units in the Centre region. He finds that
almost three-fourths of the sample (73.8%) is female, and that the most representa-
tive age group is that of individuals aged 18–30 years (32.9%), followed by

Table 1 Socio-demographic profile of respondents

Quadrilátero Others X2 Sig.

n (50) n (83)

Gender 1.524 0.217

Female 33 63

Male 17 20

Age 5.377 0.251

Up to 24 5 10

25–34 12 18

35–44 11 32

45–54 18 18

55–64 4 5

Profession 2.082 0.721

Unemployed 5 11

Retired 2 1

Self-employed 12 17

Employee 28 51

Student 3 3

Education 3.036 0.219

Primary education 2 1

Secondary education 11 11

Higher education 37 71

Place of residence 11.663 0.040
Norte 30 30

Centro 10 20

Lisboa e Vale do Tejo 8 24

Alentejo 1 4

Algarve 0 5

Madeira 1 0

A p-value less than 0.05 (typically �0.05) is statistically significant denoted in bold
Source: Elaborated by the authors
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individuals in the age bracket of 31–40 years (26%). Roughly 71% of the sample has
a university degree and about half (50.3%) was employed at the time the survey was
carried out. Other studies present similar conclusions, namely Almeida and Pinto-
Correia (2012), Fernandes (2016) and Gonçalves (2020).

5 Characterisation of the Experience in Rural Tourism

This part of the questionnaire was designed to characterise the experience of the
tourist in rural tourism in Portugal, namely: places of accommodation, frequency of
accommodation, average length of stay, those with whom they usually stay and the
average amount spent per day. The main characteristics most valued by tourists in
rural tourism are also analysed, along with the degree of satisfaction and the
probability of recommending and/or returning. Table 2 presents the accommodation
profile in rural tourism.

Table 2 Accommodation profile in rural tourism

Quadrilátero Others X2 Sig.

n (50) n (83)

Frequency of accommodation 12.853 0.005
Once a year 29 57

Twice a year 13 17

3 or more times a year 8 2

Other 0 7

Average length of stay 0.725 0.696

1–3 days 32 59

4–6 days 15 20

7 or more days 3 4

With whom do you usually stay 8.696 0.122

Alone 4 3

Family 31 51

Friends 6 17

Alone, family 0 5

Alone, friends 1 0

Family, friends 8 7

Average daily amount spent 2.655 0.448

Between 50€ and 100€ 34 52

Between 150€ and 200€ 12 27

Between 250€ and 300€ 3 4

Between 350€ and 400€ 1 0

A p-value less than 0.05 (typically �0.05) is statistically significant denoted in bold
Source: Elaborated by the authors
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The frequency of accommodation is the only characteristic that reveals a statis-
tically significant difference between the two groups under analysis (X2 ¼ 12.853;
Sig¼ 0.005; p< 0.05). A study carried out by Eusébio and Kastenholz (2010) show
that the average length of stay in rural tourism units in the Centre region is that of
5 days and that tourists around 72€ per day. We can also see that 63% of respondents
enjoy these units with family members. This result is corroborated by studies,
namely Milheiro et al. (2017, p.84), when they assert that “the region, and the
units in particular, seem to be appealing for family travel”. With respect to the
frequency of accommodation, Fernandes (2016), corroborates the results of this
study, since he also concluded that the most representative sample concerns indi-
viduals who visit rural tourism units only once a year.

6 Most Valued Characteristics in Rural Tourism

Tourist attraction to certain destinations depends on the physical factors, environ-
mental or sociocultural attributes (Jafari, 1982). Physical and environmental attri-
butes include climatic conditions, landscape and ecology; and sociocultural
attributes include history, politics, art, economic activities, ways of life, monuments,
individual buildings and man-built environments (Benur & Bramwell, 2015).
Table 3 shows the characteristics of rural tourism valued by the respondents.

Calmness and tranquillity stand out from the other characteristics, reaching a total
of almost 80% of the answers. These are followed by “hospitality”, with 55.6%,
“escape from daily stress” and “local gastronomy”, each with 45.9% of total
answers. A distant fourth factor is “authenticity of heritage” with a total of 28.6%
and “novel experiences” with 27.1%. Only one respondent mentioned other charac-
teristics in addition to those mentioned above.

Table 3 Characteristics of
rural tourism

n (133) %

Hospitality 74 55.6

Calmness and tranquillity 105 78.9

Heritage authenticity 38 28.6

Escape from daily stress 61 45.9

Local gastronomy 61 45.9

Relationship with the local community 23 17.3

Novel experiences 36 27.1

Other 1 0.8

Source: Elaborated by the authors
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7 Satisfaction, Recommendation and Likelihood
of Revisiting Rural Tourism

As for the degree of satisfaction regarding experiences of rural tourism, the percent-
age of respondents who replied that they were at least satisfied was 96.2%. This
value corresponds to an average of 4.53, based on the Likert scale, where 1 is “not at
all satisfied” and 5 is “very satisfied”. Martínez-Roget et al. (2015) found that the
degree of satisfaction of the respondents was 66%. This corresponds to a mean value
of 3.8, using the same scale.

The percentage of respondents who say they are likely or very likely to recom-
mend rural tourism (95.5%) is extremely high. This value corresponds to an average
of 4.65, based on the Likert scale, where 1 is “not at all likely” and 5 “very likely”.
Fernandes (2016) found that the likelihood of recommending a rural tourism unit
was also quite high, at 87.7%. Silva (2007, p. 157) asserted that “It is . . . symptom-
atic that some tourists write in their honour books that they will not recommend the
rural tourism places and units in which they stayed to many people”, coming to the
conclusion that this happens, “so that these people do not destroy with their presence
the tranquillity and charm of these places”.

With respect to the probability of returning to a rural tourism unit, the results are
in line with previous studies with about 97% responding that it is likely or very likely
that they would return. This value corresponds to an average of 4.66, based on the
Likert scale, where 1 is “not at all likely” and 5 is “very likely”. According to
Martínez-Roget et al. (2015, p. 78), “the success of rural tourism destinations will
depend largely on the potential loyalty of their tourists, and the recommendation to
third parties plays a decisive role in the election of a tourist destination” (Table 4).

Table 4 Satisfaction, recommendation and likelihood of revisiting rural tourism

Quadrilátero
n (50)

Others
n (83)

T Sig.

Satisfied/
probably
(%)a Mean (SD)

Satisfied/
probably
(%)a Mean (SD)

How satisfied are you
with your experience
of rural tourism?b

98.0 4.58 (0.538) 95.2 4.51 (0.592) 0.722 0.472

How likely are you to
recommend your stay
at a RT unit to friends
and family?c

98.0 4.66 (0.519) 94.0 4.65 (0.593) 0.093 0.926

How likely are you to
stay at a RT unity
again?c

96.0 4.66 (0.557) 96.4 4.66 (0.590) �0.026 0.980

Source: Elaborated by the authors
aPercentage of respondents answering 4 or 5 on the respective Likert scales
bScale from 1 ¼ not at all satisfied to 5 ¼ very satisfied
cScale from 1 ¼ Very unlikely to 5 ¼ Very likely
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8 Diversification of Supply in Tourism

In this section, we seek to understand which factors influence the experiences of
tourists in rural tourism. We are particularly also interested in the most valued
characteristics, apart from accommodation. Again, using a Likert scale of five points,
tourists rated their stance in regard to a given number of statements, where 1 repre-
sents “strongly disagree” and 5 “strongly agree”.

The data show that respondents agree with all of the statements presented when
asked about a more general perspective of rural tourism (Table 5). With regard to the
first statement that the typical tourist is drawn to a calm and peaceful environment,
contact with nature and the possibility to enjoy a holiday in a non-massified
environment, it is very highly rated in the Quadrilátero, as well as in rural tourism
in general (4.72 and 4.47 out of 5, respectively), thereby making these factors greatly
associated with an increase the demand for tourism in rural areas.

Although having failed the difference in means test, the second and third state-
ments, highly rate both genuine endogenous experiences in the region (4.6 and 4.48,
respectively, in the Quadrilátero and rural tourism in general) and novel destinations
and experiences, albeit a little less so (4.36 in the “Quadrilátero” group and 4.25 in
the “Others” group).

No statistically significant results pertaining to the multidimensional experience
were found (Table 6). Despite the slight difference found between the two groups
concerning all of the statements, it is worth noticing that the “Quadrilátero” group
always scores higher than the “Others” group. The first statement, a high satisfaction
of the rural tourism experience resulting from the recollection and emotion of the
moments lived, shows the highest average response, both in the “Quadrilátero”
group and in the “Others” group, with values of 4.58 and 4.46, respectively. Social
interaction with the community enhances the meaningfulness and lasting impression
of the rural tourism experience obtained an average of 4.36 in the first group and 4.19
in the second group.

Table 5 Introductory questions

Statements

Quadrilátero
n (50)

Others
n (83)

T Sig.Mean (SD) Mean (SD)

A calm and peaceful environment, contact with
nature and the possibility to enjoy holidays in a
non-massified environment boost the demand for
rural tourism

4.72 (0.454) 4.47 (0.721) 2.454 0.015

The rural tourist wishes to experience genuine
experiences endogenous to the region

4.60 (0.639) 4.48 (0.669) 1.002 0.318

The rural tourist continuously seeks new destina-
tions and new experiences

4.36 (0.663) 4.25 (0.730) 0.847 0.398

A p-value less than 0.05 (typically �0.05) is statistically significant denoted in bold
Source: Elaborated by the authors
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The third statement regarding memorable tourism experiences and their potential
effects on future memories reached an average of 4.54 in the “Quadrilátero” group
and 4.42 in the “Others” group. The extent to which the local community plays an
active role in shaping the tourist experience scores an average value of 4.30 in the
“Quadrilátero” group and 4.17 in the “Others” group. Roughly the same difference
in average scores, diversity provided by rural tourism, the “Quadrilátero” group
averaged 4.48 and the “Others” group 4.31. Finally, the idea that client loyalty to the
destination promotes environmental sustainability because of the preservation of the
authenticity of the rural area presents as average value 4.36 in the “Quadrilátero”
group and 4.13 in the “Others” group.

Of all the services/activities complementary to the type of accommodation, only
the existence of a spa shows a statistically significant difference between two groups
(M ¼ 3.26; t ¼ 2.231; Sig ¼ 0.027; p < 0.05). Despite it is worth a look at the data.
Table 7 shows the types of services/activities that can be provided as complements to
a simple accommodation. Respondents from the “Quadrilátero” group rated the
availability of a swimming pool the highest, with an average score of 4.08, followed
by the provision of cultural activities (4.02) and participation in experiences (3.96).
Services/activities towards which respondents of the “Quadrilátero” group seem to
appreciate to a lesser degree are the existence of a golf course (1.74), a meeting room
(2.08) and the possibility of fishing (2.22).

As for the “Others” group, respondents valued the existence of cultural activities
the most, scoring an average of 3.96. This is closely followed by the availability of a
swimming pool (3.95) and participation in experiences (3.90). Tennis and golf
courses (2.27 and 1.67, respectively) and the existence of a meeting room come in
last (1.94).

Table 6 Multidimensional experience in RT

Statements

Quadrilátero
n (50)

Others
n (83)

T Sig.Mean (SD) Mean (SD)

The high satisfaction of the rural tourist experi-
ence results from the memory and emotion of the
moments lived

4.58 (0.642) 4.46 (0.611) 1.096 0.275

Social interaction with the community enhances
the meaning and memorisation of the rural tour-
ism experience

4.36 (0.722) 4.19 (0.706) 1.312 0.192

The memories of tourist experiences are impor-
tant elements for a pleasant recollection and con-
dition the evaluation of future memories

4.54 (0.613) 4.42 (0.627) 1.063 0.290

The local community plays an active role in cre-
ating the tourist experience

4.30 (0.647) 4.17 (0.746) 1.032 0.304

Diversified offer promotes destination loyalty. 4.48 (0.614) 4.31 (0.825) 1.236 0.218

Loyalty to the destination promotes environmen-
tal sustainability, due to the preservation of the
authenticity of the rural area

4.36 (0.722) 4.13 (1.021) 1.380 0.170

Source: Elaborated by the authors
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9 Conclusions

This study sought to understand the profile of the tourist in rural areas in Portugal,
specifically that of the tourist in the “Quadrilátero do Minho” region. It also aimed to
identify the factors that contribute to the quality of the tourist experience in these
areas. Findings show that the profile of the tourist in the rural area in Portugal is
mostly composed of higher educated (81.2%) women (72.2%), aged 35 through
44 years (32.3%), who are not self-employed (59.4%) and live in the Northern region
(45.1%). These results support other studies which present similar conclusions,
namely, that of Almeida and Pinto-Correia (2012), Fernandes (2016) and
Gonçalves (2020).

In analysing the accommodation or housing profile, we found that typically
respondents are individuals who stay in rural tourism units once a year (64.7%),

Table 7 Complementary offer in rural tourism

Complementary
offer

Likert scale (1–5) %
Quadrilátero
n (50)

Others
n (83)

T Sig1 2 3 4 5 Mean (SD)
Mean
(SD)

Golf course 62.4 12.0 19.5 5.3 0.8 1.74 (0.965) 1.67
(1.037)

0.361 0.719

Swimming pool 2.3 12.8 8.3 36.1 40.6 4.08 (1.085) 3.95
(1.114)

0.649 0.517

Spa 9.8 14.3 25.6 40.6 9.8 3.54 (0.994) 3.10
(1.175)

2.231 0.027

Gym 17.3 17.3 33.8 24.1 7.5 3.00 (1.195) 2.80
(1.177)

0.967 0.336

Tennis court 32.3 18.8 38.3 8.3 2.3 2.34 (1.099) 2.27
(1.072)

0.387 0.699

Meeting room 48.1 12.0 33.1 6.0 0.8 2.08 (1.140) 1.94
(1.016)

0.736 0.463

Horseback
riding

33.8 11.3 33.1 18.0 3.8 2.50 (1.165) 2.45
(1.281)

0.244 0.807

Birdwatching 20.3 10.5 32.3 29.3 7.5 2.92 (1.291) 2.94
(1.203)

�0.089 0.929

Fishing 40.6 10.5 35.3 10.5 3.0 2.22 (1.148) 2.27
(1.211)

�0.212 0.832

Trails 6.8 9.0 16.5 41.4 26.3 3.62 (1.244) 3.77
(1.097)

�0.731 0.466

Cultural
activities

3.8 5.3 15.8 39.1 36.1 4.02 (0.892) 3.96
(1.120)

0.301 0.764

Experiences 6.8 3.0 17.3 36.8 36.1 3.96 (1.124) 3.90
(1.133)

0.279 0.781

A p-value less than 0.05 (typically �0.05) is statistically significant denoted in bold
Source: Elaborated by the authors
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with family members (61.7%), for 1–3 days (68.4%) and spend anywhere from €50
to €100 per day (64.7%); similar findings can be found in Eusébio and Kastenholz
(2010), Fernandes (2016), and Milheiro et al. (2017).

Of the 133 respondents, only 50 had already stayed in a rural tourism unit in the
“Quadrilátero do Minho”: 57.4% in Braga, followed by 29.8% in Guimarães, 12.8%
in Vila Nova de Famalicão (12.8%) and, lastly, 10.6% in Barcelos. With regard to
the characteristics considered most relevant in the RT, “calmness and tranquillity”
stands out among the others, reaching a total of 78.9% of responses. This is followed
by “hospitality” with 55.6%, “escape from daily stress” and “local gastronomy”,
each with a total of 45.9% of the responses. Factors such as “authenticity of heritage”
and “new experiences”, come in last with 28.6% and 27.1%, respectively.

With respect to the degree of satisfaction concerning the experiences in rural
tourism, an overwhelming 96.2% of individuals replied that they were satisfied or
very satisfied. Roughly 96% stated that they would stay at a rural tourism unit with
friends and family. When asked if they would again return, 96.6% of the respondents
answered yes. Taking into account the respondents’ level of agreement with the
statements on rural tourism, it is important to highlight the three with the highest
level of agreement. Highly in line with Martínez-Roget et al. (2015) and Milheiro
et al. (2017), and using the Likert scale, where 1 corresponds to “totally disagree”
and 5 to “totally agree”, “maintaining the authenticity of the rural destination fosters
tourist attraction”was the statement most agreed with, with an average value of 4.57,
followed by the idea that “a calm and peaceful environment, contact with nature and
the possibility of enjoying a holiday, in a non-massified environment, boosts the
demand for tourism in rural areas”with an average value of 4.56. Finally, “the tourist
in rural areas looks for what is genuine and endogenous to the region” reached an
average value of 4.53.

The limitation of this study is the sample size of tourists staying in the
“Quadrilátero do Minho”. Future research could be understanding the profile of
the tourist in rural areas in the “Quadrilátero do Minho” region, using in-person
surveys distributed by the rural tourism units of the region.
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Spirituality and Mindful Tourism:
Experiencing Innovative Hispanic Cases

Raysa Geaquinto Rocha, Edgar Tarrés Falcó, and João Leitão

Abstract Organizational contexts demand superhuman productivity, and work-
related illnesses are becoming increasingly common. While there is no change in
companies” strategies from savage capitalism to a humanized management, alterna-
tives are required for employees”well-being. Spirituality and mindful tourism can be
one of the options for fostering it, simultaneously enhancing economic activities in
the countryside cities and villages with no tourism legacy. It requires unique places
that are uncrowded, allowing tourists to connect with others and with nature. We
apply a self-narrative method of the second author’s experiences in mindful travel
projects, courses, congresses, and ventures to discuss mindful tourism unveiling
innovative Hispanic cases. We analyze those cases through the lenses of secular
spirituality. In this chapter, we go through this tendency in tourism and see the
practical benefits of spirituality, mindful travel, and holidays. We also provide
suggestions for future investigations and innovative entrepreneurial projects in the
Iberian Peninsula.
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1 Introduction

The number of people affected by burnout syndrome (Maslach et al., 2001), anxiety,
depression (Sanne et al., 2005), stress (Parker & DeCotiis, 1983), and other pathol-
ogies and diseases is increasing in organizational contexts (Ul-Haq, 2020; Leitão
et al., 2021). Our capitalistic, volatile, uncertain, complex, and ambiguous society
demands companies to be highly adaptable and innovative (Schick et al., 2017). This
pressure falls on the shoulders of the employees, who are getting sick from excessive
demands, bad habits in lifestyle, and dehumanizing performance related to the
workplace (Lang et al., 2007; Ul-Haq, 2020).

While there are no visible changes in organizations toward a humanized strategy
(Bratianu, 2015; Nonaka & Takeuchi, 2021; Ul-Haq, 2020), other means are needed
to reduce the harmful effects on employees” health. One could suggest spiritually-
informed management (Steingard, 2005). However, until there is not a systemic
change in society and governance, other palliative solutions arise.

In this chapter, we address mindful tourism through self-reported experiences of
spiritual travel. The latter has several formats; for example, the silent landscape
experience provides a context for discovering other forms of bonding and being
(Da Paz et al., 2009), providing well-being (Buzinde, 2020). Mindful travel is an
innovative tendency to increase it for people, destinations, and organizations.

This chapter aims to present, in innovative terms, a pioneering approach, which
addresses a still unexplored relationship between spirituality and mindful tourism. In
addition, it aims to present innovative cases of mindful tourism in the Iberian
Peninsula through the self-reporting of experiences.

The exploratory study now presented contributes to the literature on tourism,
evidencing the importance of promoting well-being through travel tourism linked to
spirituality, self-discovery, and self-knowledge. This pioneering contribution maps
several reference cases in the Iberian space, where it is possible to learn how to better
deal with stress, anxiety, burnout, and emotional imbalances through innovative
tourism experiences. More than rest, it is essential to know how to stop, experience,
and listen to the deepening of our soul so that we can continue stronger, balanced,
and leaders of our emotions.

We apply a self-narrative method of the second author’s experiences to discuss
mindful travel. We analyze Spanish projects through the lenses of secular spiritual-
ity. In this chapter, we go through this tendency in tourism and see the practical
benefits of mindful travel and holidays. We also make suggestions for future
investigations and innovative entrepreneurial projects in the Iberian Peninsula.

The remainder of the chapter is structured as follows. Firstly, a literature review is
presented, linking spirituality and mindful tourism. Secondly, a set of illustrative
Spanish cases is self-reported. Thirdly, a future action agenda and project sugges-
tions are presented. Lastly, the concluding remarks are provided.
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2 Literature Review

2.1 Spirituality

Secular spirituality is a way of being, living, and experiencing that comes about
through an awareness of a transcendent dimension. Specific identifiable values
characterize that regarding self, nature, life, others, and what one believes to be the
Ultimate (Elkins et al., 1988, p. 10). One understands that all life is valuable and
sacred because everything is part of the whole; nothing is isolated or separated.
Everything is linked, and every action matters. It is a construct related to religion, but
they are not synonyms (Bratianu, 2015; Elkins et al., 1988; Rocha & Pinheiro,
2020). “A religion is a solidarity system of beliefs and practices concerning sacred
things” (Durkheim, 1960, p. 65).

Spiritual knowledge concerns understanding the meaning of our existence, our
values in society and organizations, and how they influence decision-making
(Bratianu, 2015). The application of spiritual knowledge is related to spiritual
intelligence; it is a framework for recognizing and arrange competencies and capa-
bilities for the use of spirituality (Bratianu, 2015; Emmons, 1999). Spiritual intelli-
gence can be a powerful transformational force, broadening our understanding of
reality (Bratianu, 2015).

The process of spiritual growth starts with questions, “what is my purpose?” “why
am I alive?” “how can I be better?” “what I need to do differently?“ and so on
(Cavanagh & Bandsuch, 2002; Mitroff & Denton, 1999). To address these questions,
one needs to look inside to find the answers because each one of us has a different
spiritual path to walk. Moments of peace, silence, pray, meditation, and artistic
expressions (singing, painting, sculpting, and handicraft) are means that help people
an insight into their spirituality. Nowadays, spiritual values, philosophies, and prac-
tices are in organizations, travels, retreats, best-sellers, mass media, social networks,
and magazines. We cannot deny that they are even more present in our everyday life.

Everyone has their path to walk. So, not everybody is ready to understand spiritu-
ality. One should be aware of their spirituality, but it is not necessary (Nogués, 2016).
One can continue living with no purpose, unconsciously avoiding whatever comes
from our deep inside. Believing only in the material realm, in what we see and touch.

We highlight that all necessities of the body ought to be satisfied in order to be able
to search for spiritual growth (Tischler, 1999). Once that spirituality goes beyond the
material realm, a person needs to have their body fully healthy, safe, and well cared for
to begin their spiritual evolution (Tischler, 1999). It invites us to relish every moment
of our existence, forget about what is unessential, and learn to develop all aspects of
our lives. To create significant values and take all the actions to accomplish them. A
person cannot do that with an empty stomach or worrying about their small payment.

In the last decades, spirituality has been included in the management literature
(Brown, 2003; Friedman et al., 2005; Karakas, 2010; Mitroff & Denton, 1999;
Poole, 2009; Rocha & Pinheiro, 2020). There are some warnings about it. First,
the rhetorical use of spiritual discourse is targeted to increase productivity and serve
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as a tool for capitalistic goals (Ul-Haq, 2020). Second, the mystic around it can
inhibit organizational learning and drive out organizational development (Friedman
et al., 2005). Spirituality, thus, ought to be an end in itself. The path of awareness and
transcendence with practical outcomes in one daily life (Elkins et al., 1988). It is not
just a discourse neither a managerial tool. It is the metaphysical part of each of us,
and we need to take care of it, as we do with our body and mind.

Following Rocha and Pinheiro (2020), organizational spirituality is a construct
that addresses spirituality in management in the holistic view of a company, inte-
grating spiritual leadership, members” spirituality, workplace spirituality, and orga-
nizational spirituality, combining all others. The former is also an organizational
identity, resulting from its values, discourse, and practices. It is visible in its image,
mission, vision, and values. In this line of action, the leader guides individual and
collective spirituality toward organizational spirituality.

Members” spiritual experience in the workplace is called workplace spirituality
(Pawar, 2017). Giacalone and Jurkiewicz (2003) defend that “workplace spirituality
is a framework of organizational values evidenced in the culture that promotes
employees experience of transcendence through the work process, facilitating their
sense of being connected to others in a way that provided feelings of completeness
and joy.” It can be addressed according to three main perspectives: “(a) Human
resources: Spirituality enhances employee well-being and quality of life;
(b) Philosophical: Spirituality provides employees a sense of purpose and meaning
at work; and (c) Interpersonal: Spirituality provides employees a sense of intercon-
nectedness and community” (Karakas, 2010, p. 92).

In this vein, people also can find meaning and life purpose in their jobs (Driver,
2007; Thakur & Singh, 2016). It is a crucial and valuable aspect of everyday life. We
need to consider the professional field regarding meaning and spirituality because we
spend countless hours in our workplace, enriching society, and moving the world.
Creativity, productivity, and performance are the quality of a person’s inner work
life, the mix of perceptions, emotions, and motivations over a working day. That is
their happiness, motivation, and interest in the work they do, the company’s appre-
ciation, and their relationships with their boss, their team, or themselves. All
combined will lead to success or drag one to failure (Amabile & Kramer, 2011).
This success or failure is a vital aspect of our well-being. Science and spirituality
tend to converge again (Kapra, 1983). Spirituality can drive quality of life (Jeste
et al., 2021; Negi, 2020), job satisfaction, commitment (Rego & Pina e Cunha,
2008), well-being, and resilience (Gogo et al., 2019).

We must distinguish between wellness and well-being. Both refer to the sensation
of feeling good in our lives, but with different connotations. Wellness is superficial
and refers to hedonistic happiness. Hedonism promotes positive experiences and
pleasure sensations, trying to avoid painful and negative experiences. For its turn,
well-being refers to Eudemonia (good spirit), something more than just objective
feels good, but to identify and cultivate the strengths, positive, solid, and transcen-
dental values, and significances (Pallarés, 2018).

Furthermore, happiness is not a state but a process. An eternal path to keep on
becoming our better version of ourselves. Hence, feeling good goes beyond avoiding
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painful and negative experiences and failures. We understand them as ways to learn
and grow up. It is only possible when we learn to use our inner capabilities, tools and
manage our emotions (Kabat-zinn, 2012).

2.2 Mindful Tourism

The typical image of tourism in Hispanic countries is just the sun and the beach.
Fortunately, this is far more than this for the country and the tourists in Spain’s case,
although we bear in mind the broad picture of basic tourism. Society is evolving and
changing, so does tourism, and how and why we travel. The COVID-19 pandemic
has boosted these changes. After the lockdown and the measures to fight the virus,
we realize how important is our well-being; we see how the professional trends are
changing; how markets became more globalized, complex, and, especially, uncertain
(Noah Harari, 2018).

Employees ought to have other capabilities besides rational knowledge, such as
soft skills, creativity, emotional intelligence, leadership, entrepreneurship, decision-
making, among others (Noah Harari, 2018). New pathologies are emerging because
of the changes we live as a society (Maslach et al., 2001; Parker & DeCotiis, 1983;
Sanne et al., 2005; Ul-Haq, 2020). Stress and anxiety provoke a significant number
of burnout syndromes, depressions are spreading faster, and that is because we
cannot manage the intricate lifestyle we create with new technologies, responsibil-
ities, and work–life balance. If we do not learn to cope with it, the results will worsen
exponentially (Noah Harari, 2018). Society progress (mostly measured through
economic and technological indicators) shows a decrease in society’s well-being,
with a high level of depression, stress, and even suicide rates (Wiking et al., 2020).

The World Tourism Organization defines tourism as “a social, cultural and
economic phenomenon which entails the movement of people to countries or places
outside their usual environment for personal or business/professional purposes.
These people are called visitors (which may be either tourists or excursionists;
residents or non-residents), and tourism has to do with their activities, some of
which involve tourism expenditure” (UNWTO, glossary terms). These purposes
are related to people’s interests. For example, those who like literature and want to
visit where their favorite writers lived, or those who like cinema and wish to visit
movie locations. The success of movies, such as the Crocodile Dundee increased
travels to Australia; the books and movies of The Lord of the Rings influenced
tourists flying to New Zealand and Paulo Coelho and the pilgrimage to Santiago
(Chias, 2005). The best-seller Eat Pray Love address its author’s spiritual journey
popularizing it (Putcha, 2020).

According to the Global Wellness Institute, in 2018, wellness tourism represented
a market of $639 B (Sánchez, 2020) and increased more than 40% between 2014 and
2017. Studies reported that wellness tourism would rise to nearly $919 B by 2022.
This growth in the demand for well-being in the last 5 years is reflected in several
segments (Tarrés, 2020): best-sellers books, social media content, specialized
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magazines, and practices like Mindfulness, Yoga, Tai-chi are present in programs for
companies (Google, Apple, and others). For example, the Army and police depart-
ments (see Fig. 1) also develop mindfulness among the troops, professional sports
leagues like the NBA (Esgueva, 2016), and everyday life. People are more interested
in such matters; it is expected that they want to practice it during their holidays.

The pandemic has truncated everything relating to tourism. However, this crisis
has also aroused a sense of importance about well-being among people, the tourism
which is embracing this field will grow up faster than others. Not only because that
was the tendency before COVID-19, but also because it helps people to transform
themselves into a better lifestyle. “In the spa and wellness world, the transforma-
tional benefits of treatments, services, or programs can honestly be considered as
meaningful. Respecting local, natural resources, cultural traditions, and heritage
rituals can generate transformative experiences” (Puczkó et al., 2021, p. 11).

In the holiday season in 2020, people were looking for places with no agglom-
erations, in the countryside and nature, in small and rural hotels with known people
(friends or relatives) or little groups, and with authentic experiences useful for their
well-being and health. A great number of people will keep this way of travel
(Sánchez, 2020). This kind of tourism is the Mindful Travel or Wellness Tourism,
although both terms have different connotations.

Mindful travel is a kind of tourism that focuses on the individual’s well-being,
destinations, and organizations (Tarrés, 2020). It is not just a relaxing experience but
also a transformative one (Reisinger, 2013; Puczkó et al., 2021). As presented in
Table 1, mindful travel congregates activities and practices with touristic experiences,

Fig. 1 A police department in Toronto, Canada (Omar, 2016). Source: See specific information on:
https://www.huffingtonpost.ca/2016/04/13/peel-police-meditation_n_9684274.html
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Table 1 Mindful travel activities and practices: examples and description

Activities Description

Yoga (Iyengar, 2017) It intends to balance body and mind through different movements
called asanas. It has been practiced in India for more than 5000
years, and exists in different kinds, like Iyengar, kundalini,
Vinyasa, Ashtanga, prenatal, and Aereal. It was introduced on
occident during the late 1960s.

Tai-Chi (Bunnag, 2006) It is a millenary practice born in China. It consists of a sequence
of slow movements symbolizing different aspects of nature and
animals, harmonizing body and mind. It is a way of living and
philosophy to understand life and the cosmos through movement
and consciousness.

Mindfulness (Kabat-Zinn,
2012)

It is based on breathing focused to bring attention to the here and
now. A way to sense the present time consciously with no
irrelevant thoughts and emotions. Mindfulness is the name given
to the meditation practiced by Buddhism for thousands of years
when occidentals brought it to the occident.

Sound and music therapy
(Goldman, 2002)

It is a range of therapies using sounds to treat physical and mental
conditions. It is based on the idea that our body is vibration, and
the practitioner also uses vibrations of different frequencies
belonging to special instruments like Tibetan or crystal singing
bowls, tuning forks, gongs, drums, and the voice. It restores a
healthy balance to the body, reduces stress, high blood pressure,
and depression.

Aroma therapy (Buckle &
Buckle, 2003)

It is based on aromatic materials, including essential oils and
other aromatic compounds, to improve psychological or physical
Well-being. It uses mixtures of essential oils and other products
derived from vegetables. It can be used by inhalation, immersion
in flavored water, or topical application.

Silence (Nht &Woren, 2015) Noise is a source of stress, and as our society becomes noisier,
silence provides many benefits to our mental health. It is crucial to
experience silence around us, but also inside us. Our thoughts
with no control become a high level of inner noise. Through
mindfulness practices, we learn to manage our thoughts, manage
our emotions, and increase a sense of silence inside us. Listen and
feel nature sounds like birds singing, calmy waters of rivers or
beaches, and tree leaves” movement also produce the sense of
silence and harmony within.

Shinrin Yoku or Forest
Bathing (Li, 2018)

It consists of taking about 2 h of mindful wandering through a
forest, focusing the attention on the sensation of sounds, silences,
colors, lights, and textures, producing high doses of Well-being.
Old trees also produce phytoncides, oil essentials we can breathe
with a proven benefit for our immune system. This practice which
started in Japan in the 8 has expanded in the last years. It is also
helpful for digital detox experiences, reduces stress and anxiety,
even blood sugar.

Qi-Gong (Cohen, 1997) It is a Chinese medicinal therapy based on breathing control. It
helps eliminate tensions and stress, being a trustworthy source of
peace that provides health and vitality. It is similar to tai-chi.

Cold Bath (Hof, 2020) It is a well-extended practice in the northern countries. People
immerse the body into cold water and stay for some minutes

(continued)
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most of them belonging to a very ancient spiritual tradition or philosophy adapted to
nowadays. Depending on the person and the destination, we can use different tech-
niques, and they even can be mixed with themselves or with some other kind of
activity, for example, gastronomy, enology, sports, arts, culture, hiking, and trekking.

We face new and complex challenges, which we must solve in a new level of
awareness. We have a lot of information and knowledge, but we lack wisdom; we do
not know how to use that knowledge to expand the whole of our life: individual,
professional, and social (Nonaka & Takeuchi, 2019). A still limited number of
institutions teach such subjects concerning well-being, creativity, emotional intelli-
gence, personnel and effective communication, entrepreneurship, citizenship, sus-
tainability, social responsibility, and social leadership, especially, to children and
young students. Primary and Secondary schools keep on teaching the same technical
and academic classes as it has been doing for centuries. We also have much more
new knowledge, but there is a lack of practical wisdom to use it properly and
significantly (Noah Harari, 2018; Nonaka & Takeuchi, 2019).

If one thinks that just 2 or 4 weeks of relaxing doing nothing in a swimming pool
with an all-included bracelet is enough to feel better, it is wrong. To successfully face
the current challenges and problems, we ought to change our minds and transform
our lifestyles (Tarrés, 2020). If not, after 2 weeks after the holidays, we will be
feeling stressed again; and this gets worse year after year (Tarrés, 2020). Therefore,
by using our holidays to learn how to improve our lives and our world, we can relax
and learn some tips, techniques, and beneficial habits to know what to do when we
feel overwhelmed and stressed. Mindfulness is a great tool to do it; so are Yoga and
other techniques and practices (Esgueva, 2016).

Positioning Mindful Travel as a way of tourism helps transform mentalities
because it uses well-being and transcendent awareness to change our lives. People
who like that way of travel require that destinations take care of the natural
environment, develop environmental, social responsibility, and sustainability poli-
cies. Everything keeps as natural and authentic as possible. It is also of great value
that organizations and companies develop programs where their employees and
teams feel better (sciences of well-being and happiness) (Johnson & Park, 2020).
Mindful tourists are usually capable of feeling and see the details of a destination. If
employees feel happy and sound, the atmosphere will be positive for the experience
and everything involved (Johnson & Park, 2020). There are benefits for the
employees, destinations, companies, and all indirectly involved.

Table 1 (continued)

Activities Description

while breathing deeply and slowly. It is also practiced in some
forest bathing in Japan, where the participants finish it under a
waterfall at five or six degrees. This uncomfortable activity has
many health benefits, such as developing the vagus nerve and the
central nervous system, easing aching muscles, improving circu-
lation, relieves depression, keeping skin healthy, strengthening
immunity, and increasing energy and Well-being.
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3 Spanish Cases: Reporting Self-Experiences

Mindful Travel tendencies have grown all over the world (Fraiz & Rodríguez, 2017).
It has been developing because of people’s natural interests and attitudes that enjoy
such experiences or think that they are helpful to improve their lifestyle (Tarrés,
2020). In this section, the second author reports his experience with mindful travel.

In Spain, two destinations acknowledged the importance of implementing this
new tendency. In the north, both in the east, Girona Costa Brava—Pirineu, in the
north of Catalunya (Fig. 2), and the other in the west, and Ribeira Sacra, Galicia
(Fig. 3).

The first destination that started to develop was the Patronat de Turisme Girona
Costa Brava—Pirineus,1 a tourism organization aiming to promote Girona’s beau-
tiful region. In Girona and the Bay of Roses, one can ski in the morning and swim on
the beach in the afternoon. They changed the marketing club of Beauty and Health

Fig. 2 Map of Spain with the Girona destination in red. For more details, please consult: https://en.
wikipedia.org/wiki/Province_of_Girona#/media/File:Girona_in_Spain.svg

1Additional information available here: https://en.costabrava.org/
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into Health and Wellness, and new projects relating to wellness, well-being, aware-
ness, health, and medical joined the project. I was one of them. Before that, I was
performing as a sound therapist, using sound as a therapy. It is handy to calm down,
develop inner peace, reduce stress, and anxiety. When they invited me to join the
club, I realized that the possibilities were unique by mixing the fields of awareness
and travel: develop something new and bring my vocation to a very different area,
full of possibilities.

Initially, I saw no information or academic courses, so I had to learn from myself,
and it was something that I wanted to dive into. Moreover, the more I went through
it, the more I enjoyed it. So, I ended up experimenting and writing about the
experiences I was designing and organizing, which was the beginning of my book,
Mindful Travel XP. After some time creating experiences, I contacted professionals
with great knowledge concerning tourism, such as professors, professionals, and
researchers. That was crucial to realizing that well-being concerning tourism was a
great field to develop. Therefore, I started to organize two crucial things relating to

Fig. 3 Map of Ribeira Sacra, in Galicia, northwest of Spain. Additional information available here:
https://en.wikipedia.org/wiki/Ribeira_Sacra_(DO)
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Wellness Tourism in 2019: Tourism and Spirituality, a postgraduate in the Univer-
sity of Girona,2 and the Mindful Travel Meet, a congress in Andorra.

Both projects were successful in the first edition. Unfortunately, due to the
COVID-19 pandemic, in 2020, we delayed the continuation of both projects.
However, now in 2021, we are starting to start them over.

Mindful travel Destinations3 is an organization led by Jimmy Pons. We work
together to spread the Mindful Travel philosophy through experiences, training, and
events. They have a long experience in the tourism field and realized the importance
of business development and improving society’s lifestyle. They were part of the
organization in the first Mindful Travel Meet Congress,4 and now we are planning
the second edition. In the first one, there came projects from all over Spain. We
realize that few projects are working with the same objective, but they go on their
way, with no leading association. Some of them did not know about this kind of
tourism, although they were doing something similar. After the congress, all the
participants and the organization signed a commitment agreement to work in the
same direction,5 values, and ideas.

Concerning the postgraduate of Tourism and Awareness, the main purpose is to
contribute with an academic background to a new tendency which is growing fast.
For one side, to give tools and knowledge to professionals of tourism. For the other,
to show to professionals of well-being, therapists, and coaches that there is another
exciting field to develop, and so they can spread their practices. It aims to support
their entrance to a new niche expanding their business by giving them tools to
innovate and adapt their practices and techniques toward mindful tourism. The first
edition had students from different backgrounds from all Catalunya.

At the same time, I started a new project as a training consultant in the Ribeira
Sacra. The Ribeira Sacra is closer to becoming a World Heritage Site. His candidacy
for World Heritage has managed to be among the 24 international nominations to be
held in 2021.6

In this context, they realized that adding a new dimension, of well-being, to such
an incredible and fantastic ambiance would be of great value. In October 2019, I
imparted a course about Forest Bathing, Nature and well-being applied to tourism
experiences. That was in Ribeira Sacra’s core, for a group of more than 25 people,
and I taught how to use nature to create well-being experiences for tourism. The
course was sold out in 3 days. There came people from all over Galicia and other
communities of Spain. Another significant sign of the importance of this tendency.

2Additional information available here: https://www.fundacioudg.org/es/curs-postgrau-turisme-
espiritualitat-eines-innovacio-benestar-consciencia.html
3See specific information on: http://mindfultraveldestinations.com
4Additional information available here: https://www.facebook.com/Mindfultravel.meet
5For more details, please consult: https://www.edgartarres.com/2021/03/08/mindful-travel-meet/
6See specific information on: https://turismo.ribeirasacra.org/en/news/oficialmente-candidata-a-
patrimonio-de-la-humanidad-2021
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In the north of the Costa Brava, just 20 km from the French border, the Bay of
Roses is in the club of The Most Beautiful Bays of the World (Fig. 4). In 2019,
Roses, Castelló d’Empúries, Sant Pere Pescador, and L’Escala municipalities, which
belong to the bay, started to work together to promote them as well-being destina-
tions. We designed the program “Feel the Bay” to experience the destination through
well-being related to Nature, Silence, and History Heritage, in November offseason.
The outcomes were better than we expected because we were sold out in all the
activities. We had people coming from different parts of Catalunya, and although it
was a morning or an afternoon session (depending on the municipality), some of
them decided to stay the whole weekend. In 2020, though COVID-19, we could
celebrate the second edition. Because of the pandemic regulations, we had to move
the experiences from November to Christmas vacations. We must say that we were
afraid of the change because we could not go beyond 2020 and have some days left
during these winter festivities. Furthermore, again, we had most of the activities sold
out. The first one was empty because of the Tramontana, the strong wind (about
100 km/h), which blows in that area of Alt Empordà (Girona), and it was impossible
to stay outside and meditate.

In the “Feel the Bay” program, we use Yoga, tai-chi, mindfulness, forest bathing
to design it. We mix experiences with cultural heritage and nature. People love to
take care of themselves in such beautiful places.

After all these experiences, we can ensure that we will continue developing and
spreading this travel way. In Figs. 5 and 6, two samples of experiences. It is an
enjoyable experience, and participants feel very good when they live it. They feel
they are doing something extraordinary. Figure 5 is a concert in the Astronomy
Observatory of Albanyà (Girona, Spain). They were sitting in hot wooden banks,

Fig. 4 Bay of Roses, Costa Brava, Spain (Sara Lladó personal archive)
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tiny lights, and aromatic herbs. An astronomer explained shortly about the Moon,
Saturn, Galaxy of Andromeda, and the Deep Space, as we watched it live. At the
same time, I performed a concert with Tibetan bowls, gongs, overtone singing
chants, and drums. The sound drives the participants to understand and feel the
Universe.

Fig. 5 A concert in the Astronomical Observatory of Albanyà, Girona (Edgar Tarrés personal
archive)

Fig. 6 A concert in the sea at Cap de Creus’s Natural Park, Girona (Edgar Tarrés personal archive)
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Figure 6 is a concert out in the sea, under some cliffs of Cap de Creus’s Natural
Park (Girona). The participants and I saw the sunset, having a bath in an old crater
underwater. The dinner was typical Catalan food. We finish it with a concert of
Tibetan bowls and gongs under the full moon about midnight.

Both experiences are connecting the participants with the Universe. They felt
special to be able to connect with nature, feeling new experiences. It also makes the
participants have a good time enjoying nature, having fun, and producing positive
results in their health and well-being.

Mindful Travel is an open field to tourism innovation. Part of my training is about
creativity. I do not teach “a specific way” to create and design an experience. Every
designer must use what they are passionate about, what they like, what they know to
create singular experiences.

Hence, there are no specific activities to develop mindful travel experiences. We
can use different techniques, such as Mindfulness, Yoga, Tai-chi, Forest Bathing,
Sound Therapy, and others in spiritual and well-being. Such practices aim to
increase a person’s health and well-being. In brief, Mindfulness is about focus and
breathing through inner silence (Kabat-Zinn, 2016). Yoga and Tai-Chi empower our
vitality, strengthen our muscles, and bring inner harmony through physical move-
ment (Bunnag, 2006; Iyengar, 2017). Forest Bathing is a mindful wandering through
a forest, going slowly, in silence, feeling the sensations, and the beauty (Li, 2018).
Sound therapy uses the frequencies and harmonics of some special instruments like
Tibetan bowls, gongs, drums, didgeridoos, the voice, and others handmade belong-
ing to different spiritual traditions to calm and bring inner peace for body and mind
(Jauset, 2010). All those techniques are helpful to strengthen our immune system,
reduce stress and anxiety, reduce heart rate and sugar blood, and have lots of more
health benefits for our body and mind. It depends on the designer’s knowledge,
creativity, and wisdom; they will offer something valuable and singular in this field.
The experience enriches when we can mix it with art, gastronomy, cultural heritage,
and sports.

When I teach forest bathing in my training program, I teach the basics about the
forest. However, I ask participants to use what they like, which can be art, gastron-
omy, sports, or anything. They include this as a particular value for the experience. If
not, we will find that everybody will be performing the same forest bathing. I believe
that every person’s uniqueness can create something great, remarkable, and extraor-
dinary, significantly impacting people visiting a destination. If such experience leads
to improving and empowering people’s well-being, we can help participants
decrease their stress and work-related illnesses.

4 Future Action Agenda and Project Suggestions

We present insights about mindful travel in this topic, both to a future research
agenda and project suggestions. First, every crisis always shows a new path to walk,
a new change to apply. It will not be easy. However, those with a mindful mentality
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will have more significant opportunities in the new context we are starting to live in
from now on. All those ancient practices have implications on well-being and
creativity, two aspects very useful in the new times we are starting to live: very
important for an entrepreneurship attitude.

Destinations with a long tourism tradition, especially those of sand and beach,
have more difficulties in becoming mindful travel destinations. Furthermore, this is
because the mindful traveler requires a place with no agglomerations, authentic, and
singular natural ambiance. Although it is a topic, most sun and beach destinations are
all quite similar, with big hotels in the sandy beachfront row, various shops selling
the same kind of souvenirs with many restaurants. However, becoming a mindful
travel destination is possible; they would have to fight against something hardly
embedded in tourists minds. Consequently, municipalities with no tourism tradition
have an opportunity to work together if they know how to, and public administra-
tion, private sector (accommodation, restaurants, services, and stakeholders). Even
among different municipalities, when a whole group of them work together, they
create a significant destination with riches and different resources.

Along with the pandemic, some of them have realized that they own an oppor-
tunity. They have places that nobody has been to before. Therefore, if they can
design great experiences, they will be willing to gather people looking for something
new. Such destinations are not in the tourist’s mind, so as a mindful travel experience
is new and trendy, the media quickly talks about it, which is beneficial for promo-
tion. It is a value that we cannot obviate.

From the Institute of Silence,7 they have started to work on wellness tourism to
enrich a region. It is trendy a region embracing this way of travel, and it might bring
prosperity. With specific training, a community of hotels, restaurants, and people
interested in well-being can transform their projects into mindful experiences.
Employees and entrepreneurs can develop functional capabilities and tools for
well-being and creativity, so a region enriches in very different ways.

In Portugal, places like the natural park of Serra da Estrela, or the Peneda-Gerês
and the transboundary biosphere reserve of Gerês-Xurés, are projects and profes-
sionals” spiritual well-being can be easily transformed into mindful travel destina-
tions including the use of thermal water can be added to the mindful activities. In
both places, we can practice mindfulness and forest bathing along the different
routes. There are countless resources, like caves and rivers, in which one can
enjoy the silence, develop senses, and rest.

For example, in Serra da Estrela, Ananda Marga or Ananda Valley can bring
much value to the zone if they converge with other ventures and create a big project
for the region. There is also the GeoparkEstrela,8 recognized by UNESCO, in which
we can find places to stay in silence, trees, caves, little rivers, trekking routes,
viewpoints, and protected landscapes.

7Additional information available here: http://institutdelsilenci.com
8See specific information on: https://www.geoparkestrela.pt/
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Also, in this geographical context, the recent initiative promoted by the Dark Sky
Aldeias do Xisto and Observation of Stars9 deserve to be outlined since it has the
potential to promote cross-fertilization between the reported mindful tourism and
astrotourism, targeted to the promotion of well-being and personnel balance.

It is not about organizing Yoga or mindfulness classes, for instance. One ought to
adapt these activities into a tourism experience. Both professionals of well-being and
tourism should combine ventures to develop such a project. Training is of the utmost
importance when we want to develop a project of such characteristics.

Spirituality is increasingly present in management-related research (Steingard,
2005). However, research is still sparse and in need of orientation. Concerning
academics” proposals, mindful tourism can be a new field. The need to use empirical
methods is latent, mainly qualitative methods that can grasp spirituality’s metaphys-
ical essence (Rocha & Pinheiro, 2020). Concerning spiritual tourism and entrepre-
neurship in the Iberian Peninsula, we present the following proposals.

Empirical research with experiments is the best way to understand the results of
mindful travel projects. Analyzing the feelings and emotions before and after the
employees participate in the projects. Case studies with successful and failed cases.
It will be valuable to design other ventures. Longitudinal studies are also of great
value, as they can identify the medium- and long-term effects of participation in
these projects, especially concerning employees” well-being and economic and
social changes in the projects” host cities. Inclusive, these qualitative researches
can build grounded theories and provide implications for designing a new generation
of public policies targeted to sustainable development and quality of life.

Investigation about these kinds of tourists” expectations and characteristics, such
as their nationality, religion, languages, age, gender, number of persons traveling
together, traveling with pets or not, and budget. It will be an essential decision-
making basis for future endeavors, investments, and policies centered on the
end-users, that is, the persons.

5 Concluding Remarks

This chapter introduced in the literature on tourism a still unexplored relationship,
that is, the cross-fertilization between spirituality and mindful tourism. Despite being
an exploratory study, this is a small step to trigger the development of future research
and planned policy actions on new modalities of end-user-focused tourism, i.e., the
person.

The innovation here lies in matching the identified and poorly satisfied need to
improve the person, as a complex and spiritual being, who continuously seeks the
individual balance in the context of a highly demanding, pressing, and uncertainty-
laden society.

9For more details, please consult: https://aldeiasdoxisto.pt/noticia/5633
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This is also an entrepreneurial business opportunity to explore, not only in the
reported context of the Iberian Peninsula but, above all, in the landscapes and
mountains of opportunities to explore in low-density territories, where the ancestral
nature of culture, traditions, uses, and customs, allows to ensure the ideal conditions
to silence and refined the essence of our soul.

An important insight of this chapter originates from the experiences reported by
the second author, which draw attention to the importance of transforming and
innovating tourism, transporting it to a new transcendental and metaphysical level,
where the goal is not simply to rest but to raise the person to an upper level of self-
knowledge and improvement, which allows her/him to face, with greater intelli-
gence, effectiveness and balance, the pressures of society, increasingly unequal and
unbalanced.

At the level of policy decision-making, it is not a question of lifting tourism
policies but of truly innovating the usefulness afforded to people through the
enjoyment of renewed experiences, which empower them and make them healthier
and more resilient. In addition, the importance of designing a new generation of
public policies that use mindful tourism to add value to the main elements of nature
through the valorization of spirituality should be underlined. In conjunction with
new maps of protected landscapes, the future creation of spirituality destinations
may push positive spillovers to the interrelations between the five tangible elements,
which coexist in nature in the purest form.

Finally, making use of the lessons coming from the traditional Chinese philoso-
phy, which highlights the interrelations between earth, wood, fire, water, and metal,
symbolizing the changing and complementary character that is present in everything
that surrounds living beings, it is necessary to harmonize the cycle between the five
elements, adding spirituality to it, as a catalyst for new forms of mindful tourism,
balanced and sustainable, where each element gives rise to another, without
compromising the chain of unity and the sustainability of ecosystems.
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Considerations About the Economic
Sustainability of Historic Housing Tourism

José Luís Braga and Oscar Silva

Abstract The methodology of data collection and analysis used in this study was
Grounded Theory (GT). Its methods allowed the generation of a theory that emerged
from the action that took place in the substantive area of HHT. GT has the advantage
of not being restricted to one unit of analysis, since the categories that emanate from
the data are generalizable. In this way, GT allows for the development of theory
grounded in the data collected. Our sample for this study consisted of 53 interviews
with owners and/or hosts of HHT and five participant observations held in the
substantive area of HHT.

This chapter aims to explain the strategies used by the hosts or owners of manor
houses to ensure the self-sustainability of the HHT. The research findings presented
here should be regarded as an integrated set of conceptual hypotheses (i.e., proba-
bilistic assertions) that intend to explain a substantial part of the behavioral patterns
apprehended in the manor houses.

1 Introduction

Tourism has been the engine of economic growth in Portugal in recent years. In
2019, tourism in Portugal provided 1.047 million jobs, which is equivalent to 21.8%
of total employment (PRESSTUR, 2019). Furthermore, it represents about 14.6% of
the national GDP (TravelBI, 2019). Portugal is the fourth country according to the
World Travel & Tourism Council (WTCC), with the highest rate of wealth gener-
ation by tourism (WEF, 2018). The increase of tourism activity in Portugal in recent
years was due, among other factors, to the power of initiative of entrepreneurs and
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the natural conditions offered by the territory (Moreira, 2018). Lately, there has been
international recognition of Portugal’s attractiveness as a tourist destination. Hence
this destination was distinguished in the World Travel Awards 2019, for the third
consecutive year, and in the 11th edition of the Marketeer Awards. Moreover, in the
World Golf Awards 2018, Portugal earned recognition as the best World and
European golf destination. In Portugal, there are three regions where tourism has
experienced significant development: Lisbon, Algarve, and Madeira.

The success of a tourist destination depends on its ability to meet the needs and
preferences of tourists. Tourist needs are globally identified in the literature and
substantiated in the look for new experiences and knowledge, rest and relaxation,
and in the search for leisure activities, among others (Simková & Holzner, 2014;
Wong et al., 2013). According to Mahika (2011), tourists are also moved by the
desire to meet new places, people, cultivate new friendships, or strengthen personal
relationships. The destination Porto and North of Portugal is characterized by a
multiproduct offering, targeted at different market segments, in line with the
National Strategic Plan for Tourism (Ministério da Economia e da Inovação, 2007)
and the Action Plan for Tourism Development in Northern Portugal (Comissão de
Coordenação e Desenvolvimento Regional do Norte-CCDRN, 2011). As regards the
strategic guidelines relating to tourism products and differentiating attributes, the
abovementioned destination decided to develop the following segments: (i) urban
tourism; (ii) city breaks; (iii) business tourism; (iv) cultural tourism, events, scientific
tourism, food and wine, touring and cultural landscape; (v) natural tourism, health,
and wellness; (vi) nature tourism; and (vii) religious tourism.

The Strategic Plan of Tourism of Portugal, “Estratégia 2027,” states as one of its
strategic challenges to ensure the preservation and sustainable economic enhance-
ment of cultural and natural heritage and of local identity.

Historic Housing Tourism (HHT) fits perfectly with the strategic vision of
Turismo de Portugal since it is a type of tourism that aims at the recovery of
manor houses (Pereiro, 2018). Moreover, this tourism product also includes the
immersion in the history and culture of the house’s surroundings through the family
that owns it (Pereiro, 2009).

The methodology of data collection and analysis used in this study was Grounded
Theory (GT). Its methods allowed the generation of a theory that emerged from the
action that took place in the substantive area of HHT. GT has the advantage of not
being restricted to one unit of analysis, since the categories that emanate from the
data are generalizable. In this way, GT allows for the development of theory
grounded in the data collected. Our sample consisted of 53 interviews with owners
and/or hosts of HHT and five participant observations held in the substantive area
of HHT.

This chapter aims to explain the strategies used by the hosts or owners of manor
houses to ensure the self-sustainability of the HHT. Likewise, the research results
presented here should be regarded as an integrated set of conceptual hypotheses (i.e.,
probabilistic assertions) that intend to explain a substantial part of the behavioral
patterns apprehended in the manor houses (Braga, 2016).
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This chapter is divided into six sections. Initially, the pandemic crisis and its
impact on tourism are addressed. The opportunities that COVID-19 can bring and
the need to focus on more sustainable, more informal forms of tourism, in which
HHT is included, and that can contribute to the integrated development of tourism
are also addressed. Next, a characterization of heritage tourism is made, in which
HHT is inserted as a distinctive tourist product. In turn, the methods section and the
research findings are explained in detail in Sects. 4 and 5. Finally, a model is devised
to explain the problems faced and the solutions found by the hosts and owners of
manor houses when trying to ensure the self-sustainability of the HHT.

2 Tourism and Sustainability in Times of Uncertainty

The pandemic effects caused by COVID-19 are having impact on the development
of tourism activities worldwide (Gössling et al., 2021). Although many travel and
tourism companies are used to include risk management and assessment models in
their business planning, like it is stated in Ural (2015) and Ritchie and Jiang (2019),
the nature of this pandemic has put these models under strain as their impacts
manifest themselves on a global scale. Measures to contain and restrict the mobility
of citizens have resulted in a significant reduction in tourism demand, especially in
international travel, with massive flight cancellations by the world’s leading airlines.
According to Horta (2020), Portugal is one of the European countries where a strong
reduction in tourism activity is expected, with a forecast of more than 40% decrease
in the number of visitors. These values of economic contraction in tourism are only
surpassed by Italy and Spain.

This strong impact on international tourism, whose real economic and social
effects are still far from being accounted for, materialized in major crashes in
commercial aviation, closed hotels, and businesses. These have resulted in heavy
losses and large-scale unemployment (ILO, 2020). This panorama is worrying and
has an impact on all economies. However, its effect will be potentially greater in
countries with a small internal market and where foreign dependence is higher.
Tourism is extremely important for Portugal as it is indicated in the studies
conducted by Bento (2016) and Oliveira (2014).

Currently, there is a worldwide consensus that tourism is a key strategic axis for
the sustained development of the territory. Portugal has been nominated in recent
weeks as a destination of choice for living in the post COVID-19 period (Respon-
sible Tourism, 2020).

Tourists are expected to bring new hygiene and sanitization demands, which
causes tourism agents to have to implement clean and safety measures. This is
intended to strengthen Portugal’s image as a safe destination that has been able to
adapt quickly to these new times. It is expected that tourists’ priorities may change
and that there will be greater demand for alternative destinations, where they can
have unique experiences and where quality prevails over quantity. Destinations
where there is a demand for social and environmental sustainability, with more
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nature and fewer crowds. With this in mind, small hotel units and resorts with a
familiar approach, may become the most sought-after products by tourists in the post
COVID-19 era. This opens a window of opportunity for the emergence of underex-
ploited tourist sites, in areas like the countryside and peripheral regions. This could
also be beneficial in combating the desertification certain regions of the country
endure and reducing the social asymmetries between the coast and the interior of
Portugal. In recent years, Portugal has attracted an increasing number of elderly
people from Northern and Central Europe, who seek to live in this country for the
remaining years of their lives. According to Lopes et al. (2020), key reasons for this
choice are weather conditions and the existence of a good private health system that
offers good conditions for a person to retire. Considering that this segment of the
population is one of the most affected by COVID-19, the incentives to move to a safe
and comfortable country in the last years of life are even greater. Another identified
opportunity is the digitalization of tourist operations. The strong role of information
technologies and alternative payment methods in the growth of tourism activity and
in attracting new audiences is recognized (Almeida et al., 2019). Tour operators
should accelerate these digitization processes and promote the establishment of
distance businesses and the adoption of new digital platforms (e.g., social networks
and virtual congresses) that allow the formalization of distance businesses and
greater diversification of tourism promotion.

3 Heritage and Tourism

Heritage tourism dates back to ancient times. It is the oldest mode of tourism. There
are documentary records alluding to the travels of merchants, sailors, and adven-
turers to visit the Great Pyramids and the Nile River. According to Timothy and
Boyd (2003), these early explorers were among the first tourists. Centuries later, in
the mid of the Middle Ages, there was a displacement of people who went to places
where ancient remnants of culture lay. There they encountered great buildings,
cathedrals, and works of art.

In the early modern period, the Grand Tour found adherents among the privileged
classes. In the sixteenth and seventeenth centuries, this experience—which included
visits to historic cities such as Paris, Milan, Venice, Florence, Rome, and Naples—
was considered a cultural and educational enhancement (Goethe, 2018). The pio-
neers of this type of travel were the English, generally belonging to the landed
gentry. However, by the late 1800s, this circuit was popular among lawyers, doctors,
bankers, and merchants (Boyer, 2003; Roberts & Hall, 2001; Timothy, 2021). Even
today, many of the towns that were part of this itinerary are still highly sought after
for cultural and heritage tourism.

The terms “cultural tourism,” “heritage tourism,” “ethnic tourism,” and “art
tourism”—according to Timothy and Boyd (2003)—are used almost interchange-
ably, with no agreement as to their meaning.
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In fact, cultural tourism goes beyond the mere visit to monuments or places to
encompass the consumption of the way of life of the places visited. Thus, this
activity brings together cultural products and contemporary culture, incorporating
both heritage tourism (related to artifacts of the past) and art tourism (associated with
contemporary cultural production).

Heritage tourism can also be regarded as an activity focused on what has been
inherited, whether historic buildings, works of art, or stunning landscapes.
According to Timothy (2021) heritage is “what we inherit from the past and use in
the present day” (p. 3). This market segment can also be defined as the economic
activity that uses sociocultural heritage resources to attract visitors. Thus, heritage
tourism includes folk traditions, arts and crafts, ethnic history, social customs, and
cultural celebrations (Chhabra, Healy & Sills, Chhabra et al., 2003).

Poria et al. (2003) distinguished two main approaches to this phenomenon:

1. View it as tourism in places considered as heritage or historical. This is the most
common approach and establishes as a minimum condition the presence of
tourists.

2. Another point of view emphasizes the connection between the elements of the
place and the phenomenon. In this case, the role of history is emphasized as being
an integral part of the experience and this area of knowledge is associated, in part,
with the motivations for travel.

The same authors emphasize the importance of demand in defining this type of
tourism, rather than the nature of the artifacts displayed. Therefore, according to
them, this market segment should not include tourists who find themselves in certain
places because they have been declared heritage resources by experts or stake-
holders. Therefore, heritage tourism is a market niche in which the main motivation
to visit lies in the uniqueness of the place, given the tourists’ perception of their own
heritage. This type of tourism, then, stems from the relationship between supply and
demand. It is not only about attributes, but, above all, about the perceptions related
to them.

On the other hand, Zeppal and Hall (as cited in Chhabra et al., 2003) also
emphasize motivation and see heritage tourism as being based on nostalgia and
the desire to experience different cultural forms and landscapes. Thus, on the
demand side, this activity embodies the desire of many contemporary tourists to
experience and consume in situ various cultural landscapes—past or present—
performances, delicacies, crafts, and performed activities. In effect, heritage tourists
are well-educated, since education can spur people’s interest in witnessing historical
sites and attending cultural events (Timothy, 2021). On the supply side, this type of
tourism is widely regarded as a tool for economic development and is often actively
promoted by local governments and private activities.

For Waitt (2000), the demand for heritage tourism is due to several factors:

An increasing awareness of heritage, an ability to express individuality through recognition
of historical environment or staged history, greater affluence, increased leisure time, mobil-
ity, access to the arts, the need to transcend contemporary experiences to compensate for
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their deficiencies and demands, and/or to fulfill psychological needs for continuity through
an appreciation of personal family history (p. 838).

In addition, heritage tourism has the capability to increase appreciation of the past
and to galvanize connections between past, present, and future—an increasingly
challenging endeavor in a rapidly changing world.

Heritage assets are generally nonrenewable and irreplaceable, requiring mainte-
nance and conservation. In this context, tourism has been seen both as an opportunity
and as a threat to heritage. In this respect, Table 1 shows the differences between the
tourism sector and the cultural sector.

If there is an excessive valorization of the economic aspects linked to the
development of the activity, this may result in a devaluation and demoralization of
the social and cultural values of heritage (Pulido Fernández et al., 2013). Neverthe-
less, heritage is not an immutable resource, due to its limited, nonrenewable, or
non-replicable character. Both tourism and heritage need to be considered as a
process and performance, as they are subject to incessant negotiation and renegoti-
ation in the local and global contexts (Park, 2014).

Timothy and Boyd (2003) warn about the current trend of having an oversupply
of heritage resources, without, however, questioning the role of heritage as an
indispensable tool to bring tourism to urban and rural areas in rapid decline,
regenerating them.

Indeed, heritage tourism is closely linked to the experience of cultural assets, both
material (tangible) and socio-psychological (intangible) of the national or local past
(Timothy, 2021). This segment of tourism is above all unrelated to the valorization
of a hegemonic mode of reconstruction and reinterpretation of collective memory.
Rather, it favors ways for individuals to position themselves in the broader context of
cultural construction and symbolic embodiment of national identity (Timothy &
Boyd, 2003).

Table 1 Differences between the tourism sector and the cultural sector

Cultural sector Tourist sector

Actors Public sector and third sector Private sector

Primary end Search for social benefits Search for economic benefits

Basic management
activity

They try to protect it and spread
it

They try to market it

Values assigned Symbolic value Use value (increases the attractiveness
of a destination)

Recipients End consumer Tourist

Motivation Intellectual enjoyment, learning
entertainment

Leisure

Main attractions of
the assets

Cultural value, exclusivity,
beauty, uniqueness

Convenience, simplicity, distance,
time

Source: Pulido Fernández et al. (2013)
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3.1 Historic Housing Tourism

In Portugal, Historic Housing Tourism (HHT) is defined by Decree-Law
No. 80/2017, Article 17, as “family-run businesses set up in old private properties
that are representative of a particular era due to their architectural, historical, or
artistic value, namely palaces and manor houses, and can be located in rural or urban
areas.”

According to Pina (1988), HHT was introduced in Portugal long after it had been
established abroad, namely in Austria, Germany, France, England, or Switzerland.
From the beginning, HHT had a strong implantation in the north of the country
(Pina, 1988; Bote Gómez, 2001[1988]). This new tourist product, as Pina (1988)
calls it, brought together the allure of a humanized and refined lodging and the taste
of the privileged and informal conviviality of the outsider with a traditional Portu-
guese family nucleus, inserted in its genuine sociocultural atmosphere (p. 190).

According to Edwards and Fernandes (1999), HHT was initially promoted in
Germany, Scandinavia, and the United Kingdom, with room prices being equal to or
higher than four-star hotels. At a conceptual level, this accommodation was sought
to be distinguished from British bed and breakfast, as HHT guests were often
privileged to stay in stately homes, along with family members who often were
the descendants of the mansion’s founders.

In Portugal, HHT started as an experience in 1978 under the vernacular designa-
tion of Turismo de Habitação. Its creation was aimed at: (1) Reducing the disparity
between Portuguese inland and coastal regions, and (2) Offering differentiated hotel
capacity in areas where it was scarce (Braga & Dionísio, 2021a).

In an extremely simplified way, we can argue that the HHT provides a stay in a
manor house, as well as the cohabitation and socializing with the owners of the
house. The latter is also assumed as a repository of national and regional identity.
However, HHT is distinguished from Rural Tourism (RT), since it is a manifestation
of cultural tourism that occurs mainly in rural areas. At HHT, the cultural product is
essentially the accommodation in a house of classical architecture. In other words,
this type of offer values the eminently rural geographical situation of the house, its
historical heritage, and its small size, which influences the way in which the
reception takes place. The service at HHT is “always personalized, unprofessional,
domestic and familiar” (Cavaco, 1999, p. 294).

HHT can contemplate recreation complementary activities such as hunting and
fishing, sailing, riding, visits, and tours or even activities like those that usually
happen in swimming pools or tennis courts attached to the house (Cavaco, 1999;
Silva, 2010). Additionally, the owners can also complement their income with the
lodging modality by organizing parallel events: renting of spaces for parties, wed-
dings, christenings, conferences, among others.

HHT has been contributing to restoring countless houses of erudite heritage,
contributing to the “return to the origins” of countless families once installed in
urban areas and for the emergence of new types of tourism in rural areas. In addition,
together with RT, HHT has contributed to the diversification of the tourist offer; the
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reduction of seasonality; cooperation between local actors; the improvement of
tourism animation projects; and the provision of services that support tourism
activities.

However, HHT has proved disappointing relative to the expectations of farmers
and with little impact on rural areas, except perhaps for viticulture. Rural employ-
ment has hardly benefited from tourism. In addition, the business has been accused
of being elitist and of spending public funds inappropriately—particularly, financial
nonrepayable support received by the hosts to preserve their properties and start
HHT businesses (Silva, 2005–2006).

Silva (2009), in turn, confirms the scarce relevance of the number of jobs directly
generated in the country by the sector. Much of the rural tourism units employ only
one or two permanent workers, and some do not hire any permanent workers. This is
also the case with seasonal and part-time workers. As regards the latter, it is observed
that most establishments hire only one worker. Furthermore, a significant portion of
HHT staff tends to be multitasking, being primarily assigned to the family household
and secondarily to tourist business. Most staff are female, undertaking to perform
gardening cores, cleaning and maintaining rooms, serving breakfasts, and
responding to customer queries by telephone, among other duties.

HHT also contributes to the preservation of traditional gastronomy as hospitality
units offering catering services are required by law to include national and local
dishes in their menu. Therefore, the advantages of this sector are rather symbolic
than economic (Braga & Sousa, 2021).

HHT is performed in manor houses—some of them dating back to the fifteenth
and sixteenth centuries—which requires a big effort from the owners to preserve
their original character. The HHT also conveys an ideology of the authentic and the
singular. In other words, the success of the concept lies in the fact that it
consubstantiates an alternative form of tourism, contrary to urban and sun, sea,
and sand tourism massification, and enhances unique destinations driven by the
pastoral-style ideas of returning to the countryside, but, essentially, by the exaltation
of the singular and nonreplicable character of places and houses.

HHT hosts, in Portugal, are often members of the provincial elites, so they come
from rural areas and originate from the place to which the manor house belongs.
Sometimes, they are not only the owners of the house, but also of other buildings and
agricultural lands that they operate in a heterogeneous way and which have been
inherited. According to Cavaco (1999), the promoters of HHT are holders of high
cultural and economic indices, and they dedicate themselves mainly to professional
activities from the tertiary sector. They are businessmen, liberal professionals,
managers, administrators, and senior public officers, although it is not uncommon
that they are linked to agriculture and livestock. HHT units are often owned and
operated by only one individual who, very often, assures their functioning. Never-
theless, family societies represent a form of property present in a significant number
of houses.

The reason they became hosts was the recovery and profitability of properties
obtained by inheritance. Therefore, HHT can offer a source of supplementary
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income to retired hosts or owners who are mainly engaged in agriculture or even
young members of the family without permanent employment (Lorente et al., 2020).

One of the greatest motivations of tourists who choose HHT is to revisit the past,
choose buildings that appeal to a sense of time travel and the experience of tradition,
thus escaping the routine of modern life. These tourists also wish to have an in-depth
knowledge of the country. The standard customer for this type of accommodation is
the urban couple with a medium-to-high income, cultured, and with some interest or
curiosity for traditional lifestyles (Pereiro, 2018). These individuals belong mostly to
the middle and upper classes and choose alternative activities to mass tourism. The
main reason for the choice of manor houses is their location and the quality–price
ratio (Lemos & Farhangmehr, 2007). In fact, the location of the house is relevant for
tourists who seek this type of accommodation to be in close contact with nature
where they can practice outdoor activities. Tourists also favor the contact with the
local population, both the owners and the employees.

HHT is an option for those who want to avoid the most popular and competitive
tourist destinations. In this case, it is the adoption of a social differentiation strategy.
Thus, those who select this type of tourism believe they will benefit from a more
enriching, edifying, and authentic tourist experience than those who choose mass
tourism. These HHT regulars can be considered anti-tourists since they deny their
condition (Silva & Prista, 2016).

Demand, of course, varies according to the time of year. Three periods can be
identified. The high season, from June to August, with a peak occupation in the latter
month. Notwithstanding, this season, according to Cánoves et al. (2004), extends for
about 12–14 weeks, and includes September. An extensive low season, from
September to March, but with some busy periods, particularly, at the end of the
year and during Carnival. Finally, a short intermediate season, which occurs from
April to June (Silva, 2009).

4 Methods

The results of the present study emerged from the application of GT methods to the
substantive area of HHT (Braga, 2016). GT comprises a set of methodological
phases (Scott, 2009): (1) identification of the substantive area of the study; (2) col-
lection of data relating to the substantive area; (3) open coding of the data as we
collect it; (4) writing memos throughout the process; (5) selective coding and
theoretical sampling; (6) sorting to find the theoretical code(s) that best organize
the substantive codes; (7) reading and integrating literature into our theory through
selective coding; and (8) Theoretical Writing.

Each of these phases of the HHT study will be addressed in detail below, in
ascending order:

(1) HHT is the area of interest of the study (Braga & Silva, 2021). The current
research focused on the perspective of hosts and/or owners of manors (substantive
population), which have been converted into HHT enterprises.
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(2) GT’s principle that “all is data” (Glaser, 2001) means that data can be
legitimately collected from any source. Possible primary sources include interviews,
observation, and field notes. Among the secondary sources are any documents
produced by institutions or by persons who participate in the study (textbooks,
press releases, promotional brochures, newspapers, letters, websites, blogs, photo-
graphs, videos, etc.) that may be of investigative interest (Castellanos-Verdugo et al.,
2010). In addition, this methodology enables the combination and integration of the
various sources. The HHT GT used qualitative data from participant observation
(5 sessions) and unstructured interviews (48 in person, 3 by telephone, and 2 by
e-mail). Regarding the geographical location of the houses, the vast majority are in
the old province of Minho (34). In contrast, a small number can be found in the
former provinces Douro Litoral (4), in Trás-os-Montes and Alto Douro (3), Beira
Litoral (4), Beira Alta (1), Ribatejo (1), Alto Alentejo (2), Baixo Alentejo (3),
Algarve (1) and Azores (2). The interviews were based on two neutral questions
of the grand tour type: (a) can you please tell me about your experience as owner and
host of the house X? (b) How do you feel as a host? The purpose of these questions
was to instigate the loquacity of the hosts or as Glaser (2001) refers to “instill the
spill.”

(3) The field notes of the participating observations and of unstructured inter-
views were expanded in the Word processor. Then, line-by-line coding was
employed asking the following questions to the incidents (Glaser, 1998): (a) what
category does this incident indicate? (b) what property of a category does this
incident indicate? c) what is the main concern of the participant? Code assignment
was conducted by using the Word processor’s “comment” functionality. At the end
of the open coding, followed the constant comparative analysis method (Glaser &
Strauss, 2017[1967]). In this context, the identified incidents were “copied” and
“pasted” into a new Word document under the appropriate substantive code title.
Then, through the “highlight” feature of the Word, incidents were suppressed and
only the codes were left visible. This mechanism makes the comparison of codes be
easier. Next, we expanded the codes to see the incidents and thereby make the
comparison of incident to incident within a code be easier. After that, we compared
incidents through codes.

(4) Then, we wrote memos about the codes and about their relationships with
other codes by creating a separate document (Scott, 2009). GT is an iterative process,
so we analyzed each interview before we started the next one. At this stage, our
analytical attention focused on the behavior of HHT house hosts in response to guest
actions to distinguish guest and host properties. During the open coding phase, we
aimed to interview as many hosts as possible. So, at this stage, we completed
25 interviews.

(5) After analyzing the field notes—those regarding the interviews and the
participant observations we conducted—and the ideas we wrote down in the
memos on the concepts and their interrelations, we deduced where the next inter-
views would take place (therefore applying theoretical sampling). Hence, the ques-
tions that were previously descriptive became more specific to collect data and
saturate the missing categories. At this stage, we confronted the hosts with sensitive
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information, removed the testimonies delivered by other hosts, and asked them:
(a) some people told me that. . .; (b) can you tell me about. . .? (Braga, 2016). Thus,
we improved our theoretical sampling, to theoretically saturate the categories. When
we identified the core category and the main concern, the open coding ceased and the
selective coding began, which only regard the core variable and the related catego-
ries (Scott, 2009). Therefore, the purpose of this first phase of the GT was to identify
the main concern of the hosts and how they solved it. We realized that the main
concern of the hosts was to preserve the history and the family connection to the
HHT house and the way to resolve this concern was by “refunctionalizing” the
manor house. This was the moment we started coding selectively for the core
variable “refunctionalizing” (Braga & Sousa, 2021) as we believed it might inter-
connect all the main concerns of the participants. So, we stopped coding in a neutral
way and only did it for the “refunctionalizing” code.

(6) Theoretical codes conceive how substantive codes can relate to each other as
hypotheses to be integrated into theory (Glaser, 2005). Sorting literally involves
distributing memos in conceptual piles. Sorting an important number of memos in an
integrated theory is the culmination of months of conceptual elaboration. Sorting by
theoretical codes enabled us to relate categories and their properties “into an
integrated theory around a core category” (Glaser, 1992, p. 80). Our effort to classify
resulted in a combination of theoretical codes: (a) a basic social process:
“refunctionalize” composed of two stages (“improvising” and “professionalizing”);
(b) a typology of hosts (“dedicated,” “undedicated,” “lineage,” “by acquisition,”
“initiator,” “continuous,” “professional,” “manipulative”); (c) three styles of
refunctionalization (“classic,” “hybrid,” and “modern”); (d) an amplifying causal
looping (Braga & Silva, 2022).

(7) In GT, the literature review is perceived as a source of additional data to be
compared with existing data, so we integrated it into the constant comparative
analysis process when the core category, its properties and the related categories
emerged, and the basic conceptual development was already emerging.

(8) In the writing phase, we wrote the piles of memos obtained in (6) in the form
of a coherent text (Braga & Silva, 2022).

5 Results

HHT is the solution found by the owners to preserve the manor house, thus avoiding
selling, or degrading it. HHT does not seem to aim at profitability, since fixed
charges are high, and the size of houses is small (Braga, 2016). Above all, it is
intended to achieve self-sustainability which will make it possible to strengthen a
financial structure that enables the recovery of the property.

Nevertheless, HHT can be economically unsustainable if the host does not devote
enough time to the activity (Braga & Dionísio, 2021b).

In addition, HHT is a way to ensure a constant investment without the owner
having to employ his own capital. If the house is self-sustaining, the income from
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HHT can cover the fixed costs. However, economic sustainability needs to be
increased to support the ongoing recovery that the house needs. Thus, HHT must
be self-sustaining, therefore, equity should only be used if it is mandatory to make
intensive recoveries that cannot be borne by HHT revenue.

In short, the owners’ main concern seems not to be profit, but rather passing on
the house in better condition to the next generation of the family (Braga, 2016).

In the first phase of implementation of HHT, which we called improvisation
(Braga & Sousa, 2021), the capital with payment facilities, provided by the political
structure, was considerable, so the pressure on the economic sustainability of the
house was not so high.

In the next phase, the professionalization phase (Braga & Sousa, 2021), a
negative financial structure will lead to less advantageous financing conditions and
cause a slowdown in the pace of recovery of the manor house or a decrease in its
intensity. This will, in turn, result in a lower economic sustainability of the house, as
the recovery costs will be high, and the accommodation offer will be less satisfactory
for the guest due to the accentuated degradation of the building (Braga & Dionísio,
2021b).

Thus, some houses can achieve self-sustainability and others are chronically
unsustainable except in the period of high guest inflow. If the HHT is not self-
sustainable, the owner will have to recover the house using equity. In fact, there are
hosts who cannot stand the unpredictability of the market and end up with the HHT.

To raise sustainability, houses do their best to reduce fixed costs. Deferring
non-priority expenses is one way they do this. Other means used are reducing the
houses’ visibility charges, or opting for free visibility, or even reducing travelling
expenses from the house elsewhere.

In fact, HHT allows the political structure to renew the built heritage in
low-density territories. In turn, for the owners, it allows them to solve problems
related to the usefulness of house preservation, at a time when the traditional
agricultural function of the property is no longer profitable (Lorente et al., 2020).

The continuity of the manor house presupposes that the descendants have suffi-
cient equity for the maintenance of the property or that they endow it with a viable
exploitation model from the point of view of its economic sustainability. Neverthe-
less, there are different degrees of satisfaction with the solution adopted for the
preservation of the house, that is, HHT. There are, therefore, hosts fulfilled and hosts
not fulfilled with the HHT (see interview no. 20).

In summer, yes, in winter it is very weak. The showcase is Buçaco. From 2006/2007, the
economy started to go down. Currently it is very difficult to sustain. This is a 19th century
family house. There are a lot of maintenance expenses. The house comes from a
Mr. Duparchy, who came to lead the construction of the railways. It was bought by my
wife’s family. Nowadays it is experiencing many difficulties of sustainability. Accommo-
dation has decreased a lot. This type of tourism is one of the most important. It transmits
values to foreigners. The activity is very much divided between luxury tourism and the rest.
HHT has also been affected by this aspect. While there is life, there is hope. With the
improvement of the economy, we hope to improve the activity. There are also country
houses and village houses, where the presence of the owners is not compulsory. [Interview
no. 20]
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If, as we have seen, the owner’s equity can be used when the economic sustain-
ability of HHT is reduced and financing is insufficient to recover the house, the
opposite can also happen, the owner’s equity can be increased, even if modestly, by
the economic sustainability of HHT.

Ultimately, the host’s main concern being the restoration and maintenance of the
house, he fights a permanent fight against time. The HHT must contribute, essen-
tially, to this goal. If it contributes to the host’s livelihood, then it will allow him to
fully dedicate himself to the activity.

5.1 Raising the Economic Sustainability of HHT

The solution to raising the economic sustainability of the house may be to have a
larger number of variable staff in periods of high inflow of guests. However, it is
always necessary to instill the values of HHT in the staff. Another possibility is to
reduce the number of variable staff while keeping the fixed staff and, in periods of
high affluence, the host can dedicate more time to the HHT. In this case, the needs in
terms of staff will be conditioned by the hosting capacity of the house.

The house’s reputation feeds its economic sustainability. A reputable house in the
eyes of guests is a house that can attract a continuous flow of bookings. On the other
hand, the more economically sustainable the HHT is, the more intense the recoveries
will be and the more apt the house will be to be passed on to descendants. Thus,
hosting provides a financial motivation for recovery. Moreover, if the host knows
recovery agents (i.e., construction workers) and hires them from the surrounding
area, this can have positive effects on the intensity of the recovery undertaken and its
costs for economic sustainability.

For HHT to be profitable, there must be a minimum occupancy to cover fixed
costs. For this, a good part of the accommodation capacity must be open to
occupation and the host must be fully dedicated to the activity. If the host wants to
increase profitability, it will have to reduce staff by increasing the dedication it gives
to the HHT. Thus, the host may choose to keep the staff he had from housekeeping in
order not to incur fixed charges that burden the sustainability of HHT.

The HHT is not very sustainable by nature (see interview no. 50). One of the ways
to raise profitability is to make the relationship with the guests more frequent,
making them loyal to the house’s accommodation proposal.

It’s the final straw! Keeping a house like this running is a cancer. Certifications are not
significant, it’s burying money. We keep the house running, it’s expensive to keep the house
running. We lose some quality of life. We have a different life. Since I am a teacher, I only
have vacation in August, but I can’t leave. We can still increase the number of guests, but
everything is still very seasonal. If we can stop the winter bloodletting, it's already a lot. For
that, you must have hotel quality, what’s worth it’s trying to capture tourism. [Interview
no. 50]

Another way to monetize is to increase the energy and environmental sustain-
ability of the HHT, whereby the host can use biological sources of energy and water.
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Increasing sustainability also means not incurring fixed charges when there is no or
low occupancy.

HHT is a way to preserve houses, to pass them on, so the profit margin should be
immediately invested in recovery. To raise the economic sustainability, the host may
also seek to increase the hosting capacity by recovering annexes.

One way to increase self-sustainability is to extend the hosting relationship with
the clients. For that, it is critical to better articulate the house with its surroundings, as
well as to formalize the HHT service. In fact, the attractiveness of the surroundings
in which the house is inserted is also responsible for an increase in economic
sustainability. However, it is up to the host to enhance this attractiveness, differen-
tiating the accommodation proposal.

To raise economic sustainability, the host must make micromanagement deci-
sions, concerning actions that seem of minor relevance, such as doing the laundry
inside or outside the house.

In fact, it may be that other modality of lodging exploitation in which guests have
total autonomy allow for greater economic sustainability of the house, modalities
that fall within a less rigid legal framework than the one that falls on the HHT.

To fill the accommodation capacity that the house has available, the HHT can go
for differentiated accommodation proposals (i.e., changing the product to be offered,
such as, for example, half-board, 2-day stay with enhanced welcome drink, among
others).

The annexes are a way to monetize the activity, escaping the functional con-
straints of the manor house. Thus, one way to raise economic sustainability is to
create a hybrid style of HHT refunctionalization, in addition to the classic style
typical of the improvisation phase (Braga, 2016).

As we saw above, capital from HHT can avoid intensive recoveries, which would
require an investment project and equity or funds from the political structure, or even
bank financing.

On the other hand, there seems to be an increasing tendency for houses to reach
the guest through massive intermediaries (e.g., reservation systems like booking.
com) who work with HHT-insensitive guests (Braga & Silva, 2021), as these will
allow them to raise economic sustainability. However, this type of guest requires
more dedication on the part of the host.

In the period of low affluence, there are circumstances in which isolated reserva-
tions can result in a loss of economic sustainability. Therefore, out of pure economic
rationality, it may be better for the economic sustainability of the house if it is closed.

Thus, the host will have the goal of reducing the fixed charges to a minimum.
Therefore, the host family, while it has no guests, should not use infrastructures that
it would only use if it had guests because this will increase the fixed charges of
the HHT.

The costs inherent to house restoration are, in HHT, higher than in other types of
tourism, since in houses that have been recently built, the wear and tear on materials
are much less significant. This is a major obstacle to lowering prices to compete with
mass lodging. However, depending on the accommodation capacity of the house, the
owner can raise the economic sustainability of the house by reserving
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accommodation capacity in the house for another model of exploring accommoda-
tion that does not burden the economic sustainability as much.

There are also add-ons to the HHT, such as wine tastings, merchandising sales,
and paid tours of the house that help support the house economically, among others.
By enhancing the HHT’s hosting proposition, the host can recover the house at a
higher rate.

The host should be dynamic and creative in the low affluence period to differen-
tiate the lodging proposal, creating, if possible, a complementary economic modality
to the HHT. The host will have to be more dedicated to the activity to increase its
self-sustainability, and this dedication must be maximal in the period of high
affluence, to allow the accommodation capacity to be filled.

Having more HHT-sensitive guests, because they spend more, as well as having
guests with longer lodging relationships are other ways to raise economic
sustainability.

It is by building up a good reputation that the house can increase the occupancy of
the accommodation capacity and, therefore, its economic sustainability, since rival
houses present very similar and, therefore, replaceable products.

Also, there may be occasional events in the house surroundings that make HHT
more attractive at a certain time of the year and lead to greater economic sustain-
ability during that period.

5.2 Reducing the Economic Sustainability of the HHT

As we have seen above, in the HHT it is more difficult to hire only variable staff, as is
the case in many mass lodgings, which could raise its economic sustainability. There
is a set of fixed staff always attached to the house who works for the HHT, but also
for the host family. Thus, there seems to be less flexibility in hiring and firing staff at
the HHT. Therefore, fluctuations in occupancy cannot be compensated for by laying
off workers with the same turnover as in a mass accommodation. The cost of staffing
is increased in the period of high affluence since more labor is needed to conve-
niently serve more guests.

When it comes to the recovery of the house, for it to be true to its identity, it is
possible that the owner will have to hire recovery agents from outside the surround-
ings, which will be detrimental to the self-sustainability of the house. To do this, the
host may have to apply his/her own capital.

On the other hand, political structures, in the professionalization phase, require a
dedication from the host that cannot be diminished by hiring staff, as this will harm
economic sustainability.

If the price depends on the service formalization achieved by the HHT and the
articulation that the lodging proposal achieves with the surroundings, in the period of
low affluence the lack of occupation of the lodging capacity will cause a huge
lowering of prices which will make the HHT unsustainable from an economic
point of view.
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HHT’s compliance with the legal framework decreases its economic sustainabil-
ity. This is even more true because the legal framework is not adapted to the identity
of the house, being undifferentiated irrespective of whether it applies to a mass
lodging or HHT. Thus, HHTs must maintain prices, otherwise, they will suffer from
competition from mass lodging and similar houses. On the other hand, the political
structure can make service formalization requirements that are reductive to self-
sustainability.

In short, HHT is more expensive than the other types of accommodation, pre-
cisely because there is a need to restore the house (see interview no. 39).

My husband has the concept that if we rented the house it would be more cost effective. But
it’s my house, it’s hard for me. This house has old things that I have feelings for. I don’t
know who’s coming. As long as we can, we won’t rent. It would be more profitable and
worthwhile. There is a lot of work here. My husband sets the table, takes things out of the
machine, we talk, I make dinner. If we rent the house it’s easier, but it’s not HHT anymore,
it’s conservation of old houses. [Interview no. 39]

Thus, HHT operates in amplifying causal loop (Braga & Dionísio, 2021b). The
more economic sustainability is reduced, the less the host will be able to hire staff
and may have to rely on existing permanent staff. Consequently, it is possible that
the formalization of the HHT service will suffer, with damage to the reputation of the
house.

Moreover, the reduction in the economic sustainability of HHT will be accom-
panied by a decline in the pace of recovery and a consequent decrease in its intensity
since HHT does not generate equity. In turn, the resulting loss of reputation will
reduce the economic sustainability of HHT, as it will increase the duration of low
affluence periods.

Economic sustainability is also more difficult to achieve because the price is
dependent on the weighting of fixed charges that are less controllable in the HHT
than in its competitors (e.g., it is more difficult to lay off staff, more heating is needed
in winter and maintenance of the pools in summer).

The peculiarity of being an establishment with little lodging capacity makes it
difficult to achieve economies of scale in HHT (i.e., increased occupancy is not
always likely to increase the burden of the lodging proposal by a smaller proportion).

In extreme cases, the reduction of the sustainability of the HHT can even lead to
the breakdown of heritage transmission. In fact, some hosts close the hosting
capacity of the house because the occupancy is not enough to make the HHT
profitable, and the non-sustainability of the HHT can lead to making it impossible
to pass on the house. Effectively, the HHT struggles with chronic low occupancy.

In summary, if there is a continued reduction in economic sustainability, HHT
risks incurring a negative financial structure, which will lead to the pace of recovery
becoming slower and continuity less assured.
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6 Discussion and Concluding Remarks

The problem of the impacts of rural tourism in general and of HHT, in particular,
have been addressed before by the tourism literature (Cavaco, 1999; Silva,
2005–2006). However, the present study presents relevant novelties regarding the
knowledge of the behavior of the hosts and/or owners of HHT and the strategies used
by them to ensure the self-sustainability of that tourism product and by metonymy of
the manor house.

Some of the research findings are summarized in Fig. 1, in which “self-sustain-
ability” is seen as a dependent variable of the properties “raising the economic
sustainability” and “reducing the economic sustainability.” Thus, this study allows
us to recognize the impacts that the behaviors and actions of hosts, guests, and the
political structure can have on the economic sustainability of the HHT.

In reality, a substantial part of these houses can no longer depend economically
on agriculture, since this primary sector activity has lost relevance in the local
economy. In this way, there has been a revaluation of the cultural and natural
heritage in a logic of multifunctionality of rural areas.

RAISING THE 
ECONOMIC 

SUSTAINABILITY

REDUCING THE 
ECONOMIC 

SUSTAINABILITY

Formalizing service due to 
political structure 

requirements

Complying with legal 
framework

Lowering prices in periods of 
low affluence 

Hiring variable staff

Opting for free visibility

Making guests loyal to the 
accommodation proposal

Increasing hosting capacity 
by recovering annexes

Intensifying host's 
dedication to HHT

SELF-SUSTAINABILITY

Fig. 1 HHT’s self-sustainability scale. Source: Own elaboration
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Owners who have houses with outbuildings should devise two differentiated
hosting systems. Also, the HHT host must dedicate himself intensively to the
activity, seeking to make an effective articulation of the house with its surroundings.

Manor houses should develop lodging proposals that appeal both to guests
sensitive to the HHT and to guests insensitive to the same activity. Competition
with rival houses should not be through price, but through formalization and
differentiation of the lodging proposal. Nevertheless, hosts should not formalize
HHT too much, otherwise, it will lose its differentiation from mass accommodation.
In addition, the host should act as a host enhancer, being aware of the endogenous
resources and events of the surroundings to facilitate the customer experience.

For its part, the public sector must ensure that the legal designation of HHT refers
only to very high quality and highly homogeneous housing. In turn, the local
authorities must ensure the attractiveness of the surroundings of the houses. Houses
have a high bureaucratic burden that falls on HHT hosts, and the legal framework is
constantly changing, which fuels insecurity amongst stakeholders. This instability is
hindering the economic sustainability of HHT and should be changed. Finally, local
administrations should stimulate tourist entertainment in the surroundings of the
houses, not only in high season but also in low season.

The present study has limitations because the stated research problem, which
concerns the economic sustainability of houses, was only one of the topics addressed
in a more extensive work carried out within the investigative scope of a doctoral
thesis (Braga, 2016). Therefore, we believe that this issue justifies a specific study to
test the hypotheses generated herein.
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Cooperation as a Basic Strategy for New
Dynamics of a Cross-Border Destination:
The Case of the Euroregion Galicia
and Northern Portugal

Diana Pereira, Manuel Fonseca, Bruno Sousa, and Alexandra Correia

Abstract Cooperation is a strategy increasingly used in the tourism sector, as it can
enhance cross-border tourism, including in regions characterised by historical sin-
gularities, social and institutional relations, which are presently facing challenges
arising from the current pandemic situation. Thus, this study, based on the case of the
Iberian Euroregion Galicia and Northern Portugal, aims to analyse stakeholders’
perceptions of cooperation as a strategy to enhance the dynamism of a common
tourist destination, consisting of two regions. To meet the objectives of the study,
eight semi-structured interviews were conducted with Euroregion stakeholders from
the public and private tourism sector, which allowed access to their vision on the
need to create a common marketing strategy for the tourist destination Galicia and
Northern Portugal. The results of this study have practical implications as they allow
the identification of marketing strategies and actions for the enhancement of the
Iberian tourist destination under analysis. At the end of the chapter, the limitations of
the study will be presented, as well as lines of investigation for future research.
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1 Introduction

Cooperation has been the basis for the development of several European projects
encompassing cross-border territories and involving different stakeholders. As a
strategy, cooperation not only makes it possible to combat inequalities in the most
disadvantaged areas, mainly interior territories but also brings competitive advan-
tages of using the location of two cities in two different countries (Kurowska-Pysz
et al., 2018).

The flexibility of the cross-border cooperation strategy in direct engagement
between regional and local agencies, but also to many other entities, institutes and
organisations, and even businesses from neighbouring cities (Kurowska-Pysz et al.,
2018), allows the development of new products based on creativity (Richards and
Wilson, 2007), and co-creation experiences, which add value to both the visitor and
the resident while contributing to the uniqueness and authenticity of the destination
(Binkhorst and Dekker, 2009). In this context, the places where the experience takes
place should be related to the destination’s history, ethnography, traditions, among
others. During the creative process of developing tourism experiences, both the
resident’s environment and (future) visitors play a key role (Ratten et al., 2019).

The COVID-19 pandemic was declared in March 2020 by the World Health
Organisation as a global pandemic, leading to restrictions, border closures and
compulsory confinement orders in several countries, and has devastatingly affected
the travel and tourism sector, putting it on pause. This context has proved to be
particularly acute given that tourism was one of the fastest-growing sectors in 2019,
accounting for one in four new jobs created worldwide over the past 5 years.

The change in tourists’ motivations, namely in the search for travel/holidays was
one of the main changes resulting from the pandemic, looking for places that prove
to be reliable, safe, and low risk. Despite the uncertainty brought about by this whole
situation, the truth is that this panorama brings opportunities to rethink strategies and
to enhance partnerships with local communities, a determining factor of tourist
destinations, as may be the case of the dynamisation of border territories through
the cooperation strategy for the enhancement of creative tourism experiences.

Given the current trends of dynamization of the territory and this being a time that
requires disruptive attitudes, in the field of tourism, the disruption, although timid
(Zhang et al., 2014), is already happening, both on the supply side and on the
demand side. Therefore, creativity combined with cooperation can be viewed as an
opportunity. Creativity can be consumed in countless ways, by different types of
audiences, between visitors and residents, and should be seen as an opportunity for
local communities (Melo et al., 2019).

With the changes in the criteria for choosing a destination, mainly due to the
restrictions imposed, the following stand out: proximity to the area of residence, the
search for outdoor spaces and nature that do not force agglomerations, greater
planning and research before the trip, the valorisation of review platforms and
real-time research on the reality of the destination, the evaluation of compliance
with the imposed distance and agglomeration rules by local companies and
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providers. It is noteworthy that WTTC points to young people (millennials) and
professionals as being the first segments to travel again, the former because they
constitute a segment that essentially seeks nature and the latter due to the need to
establish partnerships with face-to-face meetings.

The same criteria are pointed out by the report “European Tourism: Trends &
Prospects”, released by the European Travel Commission (Commission, 2021),
which underlines that consumer sentiment will be subject to the evolution of the
pandemic and the lifting of restrictions.

Through the “European Tourism 2020—Trends & Prospects” of the European
Travel Commission, it is estimated that in 2023 business travel between European
countries will begin and in 2024 there will be a recovery in business travel outside
the European area, which may present pre-covid numbers.

In terms of economy, the tourism sector will have to rely on the digitalisation of
processes and prepare for an economic recession by rethinking business models.
Communication is the key, with the application of marketing strategies for its
enhancement at the promotion level.

Based on the arguments addressed, the objectives of this study are: (1) the
identification of cooperation as a strategy for the dynamization of territories;
(2) the analysis of the potential of the Euroregion Galicia and Northern Portugal in
the pre- and post-COVID-19; (3) to identify the perceptions of public and private
stakeholders on the creation of a common marketing strategy for the Euroregion
destination; (4) to identify potential marketing actions for the dynamization of the
territory.

1.1 Cross-Border Cooperation as a Strategy
for the Dynamization of Territories

Buhalis (2000) mentions that destinations are an amalgamation of tourism products,
which offer an integrated experience to consumers. The author recognises that
destination is a subjective concept, by the interpretation of the consumer, the
itinerary of the trip, the cultural background, the reason for visiting, the educational
level and previous experience. In a more administrative view, Buhalis (2000)
mentions that often destinations are artificially divided by geographical and political
barriers. For Kotler (2011), tourist destinations are places with real or imaginary
border: the physical borders that delimit an island, the political borders and those
created by the market, that is, the travel agent delimits the destination when
promoting a certain place. For him, the tourist destination has a life cycle like any
other product. He identifies two types of destinations: macro-destinations (example
of a country) and micro-destinations (regions, cities, villages, or tourist attractions).

However, and even with the geographical and political barriers, tourists tend to
perceive the Euroregion as a common destination. For this reason, the territories
need the elaboration of an applicable and simple model for monitoring tourism
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demand and supply within the Euroregion and, at the same time, one that is
acceptable to the two administrations involved in the management of the two
regions. Only with coordinated actions can visitors perceive the Euroregion as a
single destination. Rojo (2010) considers cross-border cooperation to be one of the
main typologies of the current era.

Cross-border cooperation has become not only a way to promote the development
of territories but also a way to use the competitive advantages of cities located on the
borders of two countries (Kurowska-Pysz et al., 2018).

Kozak and Buhalis (2019) present politics and political support as points for a
sustainable cooperative relationship, sometimes being the beneficial and/or prob-
lematic element in cross-border cooperative relations. It is also identified that trust
and this political support together with coordinated marketing actions ensure com-
prehensive and continuous experiences for the market. Another interesting point
made was the need to develop the business ecosystem in both destinations to ensure
that bridges can be developed to facilitate cross-border tourism marketing and
management.

Kurowska-Pysz et al. (2018) identified five aspects for the success of strategic
alliances in cross-border cooperation projects: (i) well defining the objectives of the
alliance; (ii) ensuring the participation of various stakeholder groups in the alliance;
(iii) involving both partners with extensive experience in cooperation; (iv) ensuring
the coherence of the main objective and (v) ensuring that the alliance benefits both
parties. These aspects can contribute to the achievement of more effective results in
projects of this scope.

Kurowska-Pysz et al. (2018) pointed out that cross-border cooperation includes
direct relations between local governments (this being the most frequent form), but
also gradually extends to many other entities, institutes, and organisations, and even
companies from nearby cities. Collaboration between all stakeholders should ensure
that experiences are co-created (Kozak e Buhalis, 2019). Euroregions play a big role
in cross-border cooperation, creating networks involving a wide range of local and
regional actors on both sides of the borders.

It is important to stress that the strategies developed, and the cross-border
governance structures should be limited to promoting the active involvement and
mobilisation of local and regional actors in the cooperation process and in the
implementation of various cross-border projects of local/regional importance.

In cross-border marketing it is necessary to be bolder than in local marketing,
branding and signage need to demonstrate the benefits of the combined experience
and show how value will be co-created, even knowing that each destination will
want to stand out. However, commitments and innovations should bring a unique
proposition that does not compete with existing destinations, but rather a dynamic
product and experience proposition based on the synergies of the combined offer
(Kozak e Buhalis, 2019).

To enhance the cross-border cooperation strategy it is also necessary to consider
cross-border travel trends, as indicated by the World Tourism Organisation:
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• Travel facilitation allows more tourists to cross borders.
• Few cross-border formalities.
• Flexible and backup transportation networks.
• Shorter trips.
• Search for more varied experiences.
• Availability of information through technology.
• Collaboration between international partners and development of cooperation

ecosystems.
• Last-minute bookings and special offers available.
• Increase in long-distance travel.
• Increase in middle-class travel to ‘once in a lifetime’ destinations. Need for

travellers to feed social media with as much content as possible.

The development of creative tourism experiences from a cooperation strategy can
be used in various ways, namely through (i) existing tourism products and experi-
ences; (ii) revitalising existing products; (iii) enhancing cultural and creative assets;
(iv) providing economic outcomes for creative development; (v) using creative
techniques to enhance tourism experiences, and finally, (vi) creating a creative
environment (Richard, 2012).

The element of creativity can be used in creating experiences from other elements
such as active participation, co-creation, contact with the locals and skills develop-
ment (Binkhorst, 2007; Richards & Raymond, 2000).

The Euroregion Galicia and the North of Portugal, two destinations with geo-
graphical and political barriers, will then be framed.

1.2 Brief Analysis of the Euroregion Galicia and North
of Portugal’s Potential

The concept of “Euroregion” refers to a cooperation structure between two or more
nearby territories located in two or more border countries on the European continent.
A Euroregion is generally not part of a legislative or governmental institution, nor
does it have direct political power, but regions try to integrate and cooperate through
different ways (Otocan, 2010).

The Euroregion Galicia and Northern Portugal is located in the northwest of the
Iberian Peninsula. It is made up of 12 territorial units of NUTS III (Nomenclature of
Territorial Units for Statistics), that is, four provinces of the Autonomous Commu-
nity of Galicia in Spain—A Coruña, Lugo, Ourense and Pontevedra—and eight
intermunicipal communities of the Northern Region of Portugal—Alto Minho,
Cávado, Ave, Porto Metropolitan Area, Alto Tâmega, Tâmega e Sousa, Douro and
Terras de Trás-os-Montes. With 1232 km of border, of which 100 km (about 8%, in
the north of Portugal), along the international stretch of the river Minho, between
Caminha and Melgaço, more people live than in the remaining 92%. Cross-border
cooperation is particularly relevant given the existence of a single land border, one of
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the oldest and most stable in Europe, which was established with the creation of the
Galicia-Northern Portugal Working Community in 1991.

The following year, the Atlantic Axis of the Iberian Northwest was born, an
association of cross-border urban municipalities. The first EGTC (European Group-
ing of Territorial Cooperation) on the Iberian Peninsula was created in 2008, more
precisely in Galicia and in the North of Portugal, through an agreement between the
Xunta de Galicia and the Northern Regional Coordination and Development Com-
mission (CCDR-N).

The Euroregion Galicia and Northern Portugal has been promoting several
cooperation strategies that promote its regional development. The proximity and
the history of existing relations between the two regions make this cooperation solid
and efficient.

Through the various European Union cross-border cooperation programmes,
support was provided for the development of territorial cohesion, fostering proxim-
ity relations and the sharing of solutions to problems and obstacles encountered by
citizens and local administrations in their daily lives. Initiatives were then developed
at the micro-level, the Eurocities, which within their possibilities manage to present
strategies for development and territorial cooperation based on the sharing of
facilities and services, collaboration, and complementarity. However, despite the
existence of a “Europe without borders”, there are invisible barriers that do not
strengthen these territories, namely in issues of mobility and use of goods and
services, as well as the differences in the daily lives of citizens, which lead these
territories to be known as having less economic and social development (Campos
&Pardo, 2008).

Currently, in the Euroregion Galicia and Northern Portugal, there are four pro-
jects that are called Eurocities: Chaves-Verín (the pioneer, with approval of its
POCTEP project in 2007), Valença-Tui (twinning protocol in 2012, POCTEP
project approved in 2019), Monção-Salvaterra (signing of twinning protocol in
2015) and Vila Nova de Cerveira-Tomiño (signing of project constitution and
approval of POCTEP in 2018).

The Euroregion Galicia and Northern Portugal, in terms of tourism, is not jointly
promoted (Trillo-Santamaría, 2014). There are entities that promote it separately,
such as the Galicia Tourism Agency and the Regional Authority of Porto and North
Portugal (Sousa & Simões, 2018). There are cooperation projects between the two
entities, namely the enhancement of a cooperation agenda in the tourism sector and a
POCTEP project—“Facendo o Camiño”—led by the Porto and North Entity and, as
partners, Turismo de Galicia and EGTC Galicia and North Portugal.

Galicia and the North of Portugal are united by an identical geography that can be
seen in parks, spaces, areas and natural landscapes that occupy many kilometres of
both regions. The contiguous landscape and material and immaterial culture between
the North of Portugal and Galicia are elements of cohesion between two regions
where, progressively, various types of conflict have been deactivated in order to
move towards a horizon of progress and joint development (Sousa & Simões, 2018).

Locally, besides the projects, twinning and Eurocities, there are other projects
focused on a common characteristic, as is the case of EGTC Rio Minho, which has as
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partners the municipalities integrated in the Deputación de Pontevedra (Galicia) and
the CIM Alto Minho (Northern Portugal). The Euroregion Galicia and Northern
Portugal is endowed with a set of infrastructures and accessibilities that allow a good
connection between the two regions, a characteristic that is not so present in other
Euroregions.

In terms of land transport, there is a network of motorways connected around a
main axis running along the coast from Ferrol (Galicia) to Vila Nova de Gaia
(Northern Portugal), passing through the Galician cities of A Coruña, Santiago de
Compostela, Vigo, and the northern cities of Valença, Viana do Castelo and Porto,
and linking Braga and Guimarães. From there it continues with a network of roads
and motorways to the interior, connecting to the rest of Spain and Portugal. The
railway network follows a similar structure, with a main line along the coast.
However, the only existing connection is between Porto and Vigo, which is not in
the best condition and is currently being modernised (Ramos et al., 2008).

The Euroregion also has several commercial ports and airports. Galicia has six
ports: San Cibrao, Ferrol, A Coruña, Vilagarcía de Arousa, Marín and Vigo. In the
North of Portugal there are also, but in a smaller number: Viana do Castelo, Leixões
and Douro. As for air transport, the Euroregion has four international airports:
Lavacolla in Santiago de Compostela (SCQ), Peinador in Vigo (VGO), Alvaredo
in A Coruña (LCG) and Francisco Sá Carneiro in Porto (OPO).

Although the North of Portugal has only one airport, this one surpasses the four
Galician ones in passenger numbers. According to official statistics, the Francisco Sá
Carneiro airport (OPO) had 11,942,333 passengers in 2018 and 13,112,453 in 2019,
while the Galician airports (Vigo, Lavacolla and Alvaredo) obtained in total
5,082,076 passengers in 2018 and 5,269,133 passengers in 2019.

Galicia and the North of Portugal have great tourism potential, both together and
individually.

In terms of UNESCO World Heritage, the Euroregion has 11 classified heritage
elements:

• Five in the region of Galicia: Dry stone construction, historical centre of Santiago
de Compostela, Caminos de Santiago, Lugo Wall, and Hercules Tower.

• Six in the North region of Portugal: Alto Douro Wine Region, Guimarães historic
centre, Porto city centre, Côa Valley Rock Art, Bom Jesus do Monte Sanctuary
(Braga) and Podence Carnival.

The two regions also have a remarkably similar and complementary natural,
cultural, and historical heritage. This was built on a common history that allows
them to present themselves as a single destination.

In terms of natural heritage, namely national and nature parks, this
Euroregion has:

• Two national parks: Gerês National Park and Atlantic Islands National Park.
• 10 nature parks: Alvão, North Coast, Montesinho and International Douro (North

Portugal); Carrubedo Dunar Complex and Carregal and Vixán Lagoons, Lower
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Limia and Xurés Mountains, Eume Fragas, Aloia Mountain, Invernadeiro, Enciña
da Lastra Mountain (Galicia).

There are similar aspects in the behaviour of the tourists visiting the Euroregion
(Ladeiras et al., 2015). For tourists, the main attractions for visiting the territory are
history, culture, heritage, and nature, together with landscape and gastronomy.

According to Pardellas and Padín (2017), there are several studies that show the
potential for the Euroregion to promote itself together and become competitive in
Europe and the world.

The same authors mention the Minho area as the Euroregion’s tourist potential,
not only because of its great proximity but also because of the set of common tourist
attractions: the Minho River, the Gerês-Xurês National Park. These constitute
sufficient resources for the creation of a cross-border tourist destination.

The two regions have different legislation regarding the categories and regulation
of tourist accommodation establishments, which leads to a great disparity between
them, as shown by the statistics made available by Turismo de Galicia and the
National Statistics Institute (INE).

Galicia has a higher number of tourist accommodation establishments than
Northern Portugal. The concept of local accommodation does not exist in the
Galician region; however, it is in the same class as tourist flats, villas for tourist
use, pensions, and tourist hostels, because they all have similar regulations. In terms
of tourist resorts, in 2018, Galicia had 9091 units in operation. In Northern Portugal,
there were 1785 units in operation (Sousa & Simões, 2018).

Regarding Galicia’s tourism demand in 2018 recorded a total of 4,773,496
tourists (Galicia, 2019) and 5,107,273 tourists the following year. In the same
period, the North of Portugal reported a total of 5,285,297 guests and, in 2019, it
reached 5,873,000 guests. In addition, both have an average stay of approximately
2 days.

In 2020, the year in which COVID-19 was declared a world pandemic, the
Euroregion had potential growth, but everything changed. The North of Portugal,
which ended 2019 with positive results, ends 2020 with �63% of overnight stays,
�36% from residents, and�74.3% from non-residents. It should be noted that in this
period 50% of the hotels were closed or had no guest movement.

In the case of Galicia, the situation is the same. As soon as the order of
containment was declared, most establishments closed and reopened in the high
season, with—60.9% of overnight stays, 89% of which were by residents and 11%
by non-residents.

As reflected in the 2019 data, tourism growth was expected to continue in both
Northern Portugal and Galicia. The Galician region was preparing for the arrival of
millions of pilgrims to celebrate the holy year, Xacobeo 2021, which would create an
economic and tourist boost in this Euroregion, via the Camino de Santiago (Casais &
Sousa, 2020). However, with the declaration of the pandemic, everything was
changed, restricted and delayed.
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2 Methodology

Within the cooperation strategy, the Euroregion Galicia and Northern Portugal is an
example, due to the protocols and European cooperation projects developed.

Considering the objective of this study, eight exploratory semi-structured inter-
views were conducted with stakeholders from Galicia and Northern Portugal, with
the intention of knowing and understanding their vision of the Euroregion, both at
the institutional and business level. The instrument used of qualitative analysis for
this work consists of interview surveys, which according to Brinkmann (2007),
allows knowledge to be produced through the experience, wishes and opinions of
the interviewees.

In particular, the interview aimed to analyse the opinion of the main stakeholders
in Galicia and Northern Portugal and understand in more detail the following points:
(i) availability of cooperation for the creation of a destination brand;
(ii) identification of key tourism products; (iii) identification of the target audience;
(iv) evaluation of current communication strategies; (v) contribution to the structur-
ing of a common communication strategy. Given the need to listen to the stake-
holders of Tourism and the Euroregion (due to their direct contact with the
phenomenon), with the aim of knowing their characteristics and opinions, a quali-
tative approach was chosen. Knowledge of these visions makes it possible to analyse
not only the strategies that have already been developed but also to understand how
they work to propose alternative strategies.

The interview was divided into four parts to obtain the stakeholders’ perceptions
about the Euroregion, through several dimensions: Availability, Identification, Tour-
ism Products and Analysis. In the first part of the interview, the aim is to find out
about the reality of stakeholder cooperation and whether there is already a dynamic
of cooperation between agents in the two regions. Then, it is intended that through
their experience, they indicate key tourism products that in their opinion positions
the destination, as well as the identification of the target audience, with an analysis of
the current and potential audiences for Galicia and Northern Portugal. The third part
refers to the evaluation of current marketing strategies developed by or for stake-
holders. In the last part, it is intended that the stakeholders indicate potential
competitors and what differentiates the Euroregion from them.

The interviews, conducted between July 2019 and March 2020, with three public
and five private entities, were transcribed and analysed according to the referenced
dimensions. Public entities have a history of cooperation. The European Grouping of
Territorial Cooperation Galicia and Northern Portugal is an agent of dynamization
and interconnection of institutions, companies, and associations of the Euroregion.
The Municipalities of Valencia and Tui form the Eurocity Tui-Valencia, a project of
local dynamization of cross-border scope. The companies involved present both in
their offer and demand, cooperation initiatives and are based in the Euroregion. The
definition of the sample was based on the proximity between the entities (Table 1),
their knowledge of European projects and cooperation, activities and cross-border
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cooperation projects developed and cross-border business relations over the last
10 years.

3 Discussion of Results

First insights into the availability of cooperation for the development of a common
marketing strategy show that there is cooperation at the institutional level, on a local
basis, between municipalities and between the various bodies, which at the public
level have an influence on the tourism sector, but also at business and associative
level. When referring to associations, the relationship between citizens is considered:
“Non-institutional cooperation or social cooperation is very intense, as a joke, I
usually say that between Galicia and Northern Portugal there is cooperation beyond
the institutional, I mean there is collaboration between chambers of commerce,
universities and municipalities, but citizens cross the border as if there was no
border” [Interviewee 1]. Regarding the availability and type of cooperation, Galicia
and Northern Portugal is taken as an example of cooperation between the various
agents of society, seeing these as an opportunity for economic growth. “It makes
perfect sense to have more business cooperation, it is an added value and I think that
a partnership is just that” [6].

In assessing the current communication strategies, namely the current communi-
cation strategies of regional tourism entities, the interviewees highlight the dispar-
ities in the promotion and communication of destinations.

Both businesses and municipalities say that tourism entities focus on destinations
that are already marketable, “massacring” them [7], leaving aside potential alterna-
tive destinations to boost tourism.

For the interviewees, the tourism products that most identify this Euroregion are
“Religious Tourism with the Camino de Santiago, Nature Tourism, valuable

Table 1 List of participants

1 Agrupamento Europeu de Cooperação Territorial – Galiza e Norte
de Portugal

Galicia—Spain

2 Concello de Tui Galicia—Spain

3 Município de Valença North of Portugal—
Portugal

4 Hostel Ideas Peregrinas Galicia—Spain

5 Hotel Fábrica de Chocolate North of Portugal—
Portugal

6 Elos da Montanha North of Portugal—
Portugal

7 Verdant Experiences Galicia—Spain

8 Galaxipotential North of Portugal—
Portugal

Source: Own elaboration
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Heritage. There is such a differentiated offer with a huge potential for the various
types of public. Bringing all the points together we would present quality and
diversified products for each public” [3], which mainly attract a target public that
seeks local experiences with interaction with culture and traditions, walking trails,
hiking [6].

Regarding the potential of a common marketing strategy, the interviewees refer
that there are conditions to exist and that this should be led by the regional tourism
entities and coordinated by a destination marketing organization that already
develops the issues of territorial cooperation, allowing not only a sectoral scope
but also a local one.

To understand the potential of the Euroregion, a SWOT (Strengths, Weaknesses,
Opportunities and Threats) analysis was designed. Based on the research carried out
on the tourism strategies of each region and the interviews carried out, it is intended
to demonstrate the strengths, weaknesses, opportunities, and threats of the object
under study. As exemplified in Table 2, briefly, the destination Galicia and Northern
Portugal presents itself as a unique destination due to its proximity, its common
identity, the history of social, institutional, and business relations. Good accessibility
means that there is no real frontier between the two regions and that travel is free,
demonstrating their complementarity. However, there are still bureaucratic difficul-
ties in the implementation of actions (such as authorisations for the use of equipment
or simply the use of the banks of the River Minho for nautical activities, since the
legislation is different in both countries), and in the communication between munic-
ipalities in the more technical field (such as the example of tourist shops that do not
have access to promotional material). In this way, the destinations’ communication
strategies are not coordinated and sometimes confuse tourists. The COVID-19
pandemic that shook the world has become a threat, causing a spirit of distrust and
fear, which in the case of this Euroregion has not been experienced for a long time,
but this new “new beginning” should also be seen as an opportunity, because it will
allow the Euroregion to reinvent itself and to align strategies in order to boost the
internal market, which in other strategies was placed in third place. To understand
the opportunity of this Euroregion as a tourist destination, through the creativity of
the actions to be implemented, one should understand what exists and “seize” the
opportunities and strengths and promote authentic and creative tourism products, to
meet the current trends and consumers in the post-covid.

The following are defined as strategic objectives for the valorisation of the
Euroregion of Galicia and the North of Portugal as a creative tourist destination
based on its complementarity: (i) to valorise the cross-border territory and its
communities; (ii) to boost endogenous resources; (iii) to create networks between
companies in the Euroregion; and finally, (iv) to project the “Galicia and the North of
Portugal” brand-destination.

To develop these objectives, it is necessary to enhance institutional relations with
the creation of a destination marketing organisation (DMO), based on an existing
entity that encompasses the various stakeholders and has a track record in cross-
border cooperation and in developing joint projects. By defining this entity, it is
more accessible to redefine the objectives and the strategies to apply, through the

Cooperation as a Basic Strategy for New Dynamics of a Cross-Border. . . 95



knowledge of the territory, its potentialities and the projects that exist, to create a
relationship between all of them and to potentialize benchmarking actions to boost
coordination between the various micro-destinations in the Euroregion. With the
knowledge of the territory, both in terms of resources and business, it is necessary to
create actions of mutual knowledge, that is, that the business agents get to know each
other and start working together, potentializing synergies to obtain greater profit-
ability (monetary and temporal) from their business. As there is knowledge among
business entities and agents, the development of marketing actions should be based
on what makes them stronger: cooperation.

The cooperation strategy becomes an impulse for the dynamization of the terri-
tory at the tourist level, through the meeting of the singularities and strengths of each
one to combat common problems, as well as to take advantage of the gains for the
territory.

Table 2 SWOT analysis

Strengths Weaknesses
• Its own cultural identity.
• Diversity of cultural, sports and natural
attractions.
• Proximity to the main tourist destinations.
• Good accessibility of connections
between the two regions.
• Long history of institutional relations.
• High number of projects financed within
the scope of cross-border cooperation.
• Ease of communication (similar lan-
guages).
• Material and immaterial heritage with
links between the two regions.
• Privileged geographical location.

• Even though there are four airports, there is only
one international airport (Francisco Sá Carneiro
airport—Porto).
• A deficient bus and railway network in terms of
timetables and quantity.
• Institutional bureaucracies.
• Too many public entities for the same territory.
• Outdated cultural equipment.
• Lack of joint tourism promotion.
• Lack of major joint events.
• Weak evidence of R&D in tourism.
• Significant offer of non-classified accommoda-
tion.
• Outdated and unattractive communication strate-
gies (social media, relational marketing, among
others).
• Poor coordination between the tourist informa-
tion offices.

Opportunities Threats
• Cooperation between cross-border
municipalities at local and institutional
levels.
• Recognition of the importance of tourism
for the economy.
• Considered as safe and economic desti-
nations.
• Diversity of endogenous resources for the
creation of unique experiences.
• Growth of smart cities and destinations.
• Technological knowledge of the
population.

• Strong competitiveness with other Portuguese
and Spanish Euroregions.
• Economic and political situation in Europe.
• Closure of borders.
• COVID-19 pandemic.
• Economic crisis.
• Vulnerability of tourism to external factors.
• Relevance of price in decision-making.

Source: Authors
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The creation of tourism products and tourism experiences based on cooperation
will allow for differentiation from other destinations, but also for sustainability,
because there will be a greater concern for cost reduction, environmental, cultural
and heritage concerns, through better use of resources and equipment.

When thinking about creative products and experiences for this destination it is
inevitable to mention the use of technologies, thinking about the development of a
smart Euroregion, through the combination of several financed projects that already
exist and/or are in the final stages of completion. This action would bring together all
the smart destinations and add value through the creation of a platform where all the
stakeholders can provide information so that the tourist can create their own expe-
rience in the Euroregion.

4 Conclusions, Limitations, and Future Lines of Research

Galicia and the North of Portugal have always defined themselves as one, with
similar characteristics that stood out for their strategic position, sometimes far from
the central power (Madrid and Lisbon).

To combat this distance, they became partners and allied, thus promoting regions,
something that Europe promotes among its constituent countries through the crea-
tion of the European Groupings of Territorial Cooperation.

During this research new elements were always appearing to highlight and
support the idea and the objectives that are presented, such as the Iberian Summit
on October 10, 2020, and the various strategies that have already been presented
with a view to the future (2030), joint investment plans for the Euroregion
(2021–2017), among others that have been presented and discussed between the
two countries, highlighting the border territory.

Through the interviews carried out it was possible to verify that stakeholders see
as an added value the potential of a cooperation strategy for a common destination
for Galicia and Northern Portugal, through the coordination of a DMO (Destination
Marketing Organization) with experience in cross-border cooperation.

The results of the study allow us to state that, for marketing strategies, the
experience of being in two different countries in the same destination should be
highlighted, enjoying creative experiences based on the singularities of this
Euroregion. With the creation of a uniform communication strategy to communicate
the destination as equal “without borders”, promoting the complementarities of
destinations, mainly micro-destinations that are not so massified, and thus giving
relevance to the proximity between nearby localities. It is important that these
strategies identify the territories that are or need a boost for tourism. They should
be identified based on their common singularities and strengthened through cooper-
ation with creative experiences.

Two factors that can further contribute to the growth or boost of these strategies is
the valorisation of cooperation projects that already exist and their enhancement
through digital tools, using social networks, but with the potential of smart tourism,
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using solutions that energise the territory with co-creation experiences with the use
of smart technologies.

The stakeholders’ perceptions highlighted the willingness to cooperate to create a
tourist destination of reference and excellence through cooperation practices.

The economic, cultural, and touristic potentialities for the creation of the desti-
nation and the vast existing resources that potentialize the creation of a joint strategy
for tourism development and the launch of a cooperative destination brand, even in
the face of the COVID-19 situation, are notorious.

In several studies, the issues of tourism potential of cross-border cooperation and
marketing strategies that enhance this cooperation are addressed and referenced with
examples to follow. However, this study addresses a theme in the boosting of
creative tourism experiences through the cooperation strategy and as a boost to
energize the territory.

The limitations relate to the fact that the perspective of public and private entities
was analysed, leading to results based on the perceptions of local stakeholders, both
institutional and business. Thus, it will be important in the future to consider the
perceptions of residents, tourists, and visitors to the destination, in order to obtain a
more comprehensive view of the destination and whether the strategy is necessary or
likely to succeed. Finally, it is important to stress the need to know the European
directives and legislation which can further enhance the implementation of more
cooperation strategies.

In the possible limitations to the implementation of the communication actions
presented, it is highlighted the fact that there are several public entities that assume
the role of promoting the territory. However, they do not do it in totality, but by
regions, or in this case, municipalities that integrate that entity, as is the case of
EGTC-Rio Minho and the Atlantic Axis. The entity that has the prospect of moving
towards the creation of the DMO should encompass the entire territory and all
agents, without the need to create another entity for this purpose. Through the
research carried out, the entity that best fits in is the EGTC Galicia and Northern
Portugal, due to existing protocols with various entities and organizations in this
Euroregion, both at the public and associative level.
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The Presence of Rural Accommodation
in Extremadura on Facebook: An Approach
to Its Intensity of Use Through a Grouping
Analysis
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Marcelino Sánchez Rivero, Luz María Martín Delgado,
and María Cristina Rodríguez Rangel

Abstract Facebook has acquired a notable presence in many business activities as a
social medium and networking service. Tourism has not been oblivious to this trend
and consequently numerous accommodation establishments have joined this net-
work. However, when analysing a particular type of accommodation, i.e. rural
accommodation, certain deficiencies can be observed at least in the context analysed.
For this reason, this article aims to ascertain the activity of rural accommodation in
Extremadura based on the hypothesis that the potential of this network to promote
the visibility of its establishments is not always exploited. At the same time we
investigate the possible existence of a territorial pattern in certain characteristics of
the social network that could lead to an improvement in the visibility of the
accommodation establishments. To corroborate this assumption, a Grouping Anal-
ysis is applied both with and without spatial restriction in order to determine the
presence of spatial clusters. The results clearly show that a higher performance is
achieved when this technique is applied based on spatial relationships than without
them. At the same time, it can be observed that most of the rural accommodation
establishments do not stand out in the use of the social network analysed and very
few of them play a prominent role, both positively and negatively, with respect to the
average situation of the accommodation establishments. In the first case, they should
act as models when their behaviour can be replicated by other establishments, and in
the second case they should serve as a basis for the implementation of corrective
measures to involve the establishments in the management and control of this widely
distributed social network. Among the conclusions drawn from this study is the need
to actively incorporate Facebook as a basic tool for the positioning of
accommodation.
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1 Introduction

The traditional role of tourism destination management, consisting of disseminating
information sources for tourists, has been changing in recent years owing to the
emergence of online communication tools such as Facebook (Hays et al., 2013; Li
et al., 2017). These platforms have therefore become essential tools for positioning
brands of tourism (Li et al., 2017), for attracting potential tourists (Schroeder &
Pennington-Gray, 2015) and for adapting the offer to tourists’ needs and being more
competitive (Mariani et al., 2016), among other matters.

Facebook is currently the social network with the largest number of users in the
world. According to the WeAreSocial and Hootsuite reports (2021), Facebook had
2.74 billion users in January 2021, which exceeded the figures for YouTube by more
than 400 million users and for WhatsApp by more than 700 million.

Social media have now become perhaps the main source of information about
destinations for tourists (Zeng & Gerritsen, 2014) and their role is likely to continue
to grow in the future (Phillips et al., 2010). However, social networks are not merely
a source of information but also a powerful tool for tourism business management.
They help tourists make the decision to visit the destination (Phillips et al., 2010;
Marchiori & Onder, 2015; Önder & Marchiori, 2017; Marder et al., 2019), promote
tourism establishments much more effectively than websites or paid media adver-
tisements (Lee et al., 2012; Moise & Cruceru, 2014), develop a destination brand
image (Kim et al., 2016; Marine-Roig & Clavé, 2015), and help clarify mispercep-
tions of the destination (Joyner et al., 2018; Kotsi et al., 2018).

Despite the abundance of studies analysing the importance of social networks in
the management and marketing of hotels and tourist destinations, there is a clear lack
of applied research on social networks (social media) referring to rural tourism and
agritourism (Bowman et al., 2020; Cho et al., 2014; Zeng & Gerritsen, 2014). For
this reason, this paper aims to fill this gap by determining the degree of use of
Facebook profiles by rural accommodation establishments in one of the Spanish
regions with the greatest development of this segment.

The aim of this chapter is to demonstrate that in the case of rural accommodation
establishments in the region of Extremadura, Spain, the potential of Facebook to
promote their visibility has not yet been sufficiently exploited. Likewise this research
aims to determine whether those establishments that are more aware of the impor-
tance of being present and active on this social network are grouped in certain areas
of Extremadura, i.e. whether there are spatial patterns justifying the existence of
groups of establishments according to their greater or lesser presence and activity on
Facebook.

To this end, the second section of this paper gives a brief overview of the uses of
the social network Facebook as a marketing and promotion tool for any type of
economic activity, paying special attention to the interaction established between the
company and its customers (real or potential) through the messages published by
both parties. Subsequently the third section establishes the relationship between
social networks and tourism, highlighting the positive and negative impacts of the
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use of social networks by any tourist company in general and rural and agritourism
accommodation establishments in particular. The case study to be analysed, the data
to be processed and the methodology used in this work are presented below. The
most relevant results of the application of this spatial statistical technique are
mentioned and discussed in the fifth section of the paper, which ends with a
presentation of the main conclusions and their implications for the management of
the presence of rural accommodation establishments in the region on social networks
and more specifically on Facebook.

2 Facebook as a Tool for Marketing and Promotion

Social media is currently a unique marketing communication channel (Eagleman,
2013) which enables the mass dissemination of information about products, goods
and services (Dahnil et al., 2014) and the building of brand loyalty among customers
(Castronovo & Huang, 2012). Moreover, from the point of view of consumers social
networks allow the latter to have more control over what they are willing to buy or
reject (Tynan et al., 2010).

One of the greatest potentialities of social networks is the possibility of interac-
tion with profile followers. The content of the publications (posts) on social networks
determines the greater or lesser degree of interaction of the followers (Kim, 2018;
Kim & Yang, 2017; Saxton & Waters, 2014). In addition, the length of the posts
(in number of words) and the number of images, videos and links included in the
posts also determine the interaction of profile followers (Pino et al., 2018; Sabate
et al., 2014). Other factors which also condition the interaction between the profile
and the followers are the use of hashtags (Sevin, 2013; Usakli et al., 2017) and the
tagging of friends (Oeldorf-Hirsch & Sundar, 2015).

As established by Muntinga et al. (2011), forms of social media behaviour can be
divided into three categories: consuming, contributing and creating. Consuming is
the lowest level of participation in social networks, as it does not involve contrib-
uting or creating content. The intermediate level is contributing, which involves
interaction between users and content or between users and users. Finally, the
highest level is creating, which involves producing and publishing content.

In the specific case of the Facebook social network, the lowest level (consuming)
represents liking, the intermediate level (contributing) represents commenting and
the highest level (creating) represents sharing (Kim & Yang, 2017). This gradation
of forms of behaviour on Facebook is organised around the basic unit of communi-
cation on this social network, which is the publication of messages (posts). However,
not all Facebook posts generate the same amount of attention among Facebook users
(Brafton, 2014). Therefore, certain aspects of the publication must be taken into
account so that it generates as much interest and attention as possible. According to
Kim and Yang (2017), the aspects to consider are the strategy of the message, the
form of the message, the posting type and the interactivity of the message.

The Presence of Rural Accommodation in Extremadura on Facebook: An. . . 103



Every message on Facebook must correspond to a certain strategy, which takes
into account aspects such as the type of product, the target audience, etc., since the
response of users of this social network will be highly conditioned by the strategy
chosen. Several studies have demonstrated the relationship between message strat-
egy and user response (Ashley & Tuten, 2015; Chauhan & Pillai, 2013; Saxton &
Waters, 2014; Swani et al., 2013).

On the other hand, the form of the message (text, photo, audio, video, etc.) is an
element which may increase its usefulness (Kent et al., 2003), with the most
common being the combination of different message forms to reach a greater number
of users (Men & Tsai, 2012; Waters et al., 2009). Images (photos and videos) thus
generate more emotions than text (Brantner et al., 2011). Furthermore, Kim and
Yang (2017) show that photos contribute towards an increase in the number of likes
but a decrease in the number of comments. These authors also show that visual
elements (photos and videos) are positive predictors of the number of shares.

Type posting can be classified into two main groups: created posting and shared
posting (Kim & Yang, 2017). According to these authors, in the same way that a
shared post can save time and money for the organisation owning the Facebook
profile, its usefulness may be less than that of a created post. In fact these authors
show that a created post generates a higher number of likes, comments and shares
than a shared post.

Finally, given that Facebook attributes to each profile the same level of structural
interactivity (Lovejoy & Saxton, 2012), the perceived interactivity of the posts of an
organisation will depend on the extent to which it wishes to use that interactive
structure (Saffer et al., 2013) and the degree to which it initiates two-way commu-
nications (Lee & Park, 2013). Kim and Yang (2017) show that posts soliciting
responses encourage users to comment on the post, although they do not increase the
number of likes or shares.

3 Social Media and Tourism

The current impacts of social media on tourism are beyond doubt and this is so to
such an extent that they are changing tourism information search habits (Roth-Cohen
& Lahav, 2019) and modifying existing promotion and communication structures
(Zeng & Gerritsen, 2014). Although these impacts are usually positive, some
negative impacts have also been identified in the literature, although these are
smaller than the positive impacts.

The positive impacts of social media include their usefulness to tourists in
evaluating tourist destinations in real time, providing data to managers for
decision-making (McCreary et al., 2019) and generating expectations
(Narangajavana et al., 2017). In the specific case of the social network Facebook,
it is being used to recommend a tourism brand or destination (Ben-Shaul & Reichel,
2018), to post complaints about tourism products or services (Pantano & Di Pietro,
2013), to provide real-time information which is not available in the media (Ketter,
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2016), to enhance destination reputation (De Moya & Jain, 2013), to promote hotel
brands or make bookings (Mariani et al., 2016), to model tourism demand (Önder
et al., 2020) and so on.

However, despite the above some studies have revealed the existence of some
negative impacts of social networks on tourism, although they are scarce. Zhang
et al. (2016) therefore show that tourists’ excessive exposure to social media can
affect their decision-making process due to information overload. De Lencastre and
Corte-Real (2013) show that the social exchange of information resources between
residents and tourists on social networks can generate a reputation in the manage-
ment of the destination’s brand image.

The publication of photographs on the profile of tourism companies on social
networks has become an essential element of their online marketing strategies. This
is so much so that several studies (Choi et al., 2007; Dwivedi, 2009; Govers & Go,
2005; Stepchenkova & Morrison, 2008) have shown that online images of tourist
destinations are a powerful tool for their management and marketing. The emotional
response which certain photographs inspire in tourists can help or hinder their
willingness to visit certain areas or book certain accommodation establishments.
For example, in a study of agritourism businesses Joyner et al. (2018) show that
tourists prefer photographs showing the farmer and animals together, or photographs
showing farmers interacting with tourists, or photographs showing children with
animals. Conversely, photographs showing fences or animals with ear tags generate
negative emotions among tourists.

Social networks have also become a selection tool for tourists in view of the large
number and variety of destinations from which they can choose (Roth-Cohen &
Lahav, 2019), which is due among other reasons to the confidence they have in the
comments made by other tourists (Casalo et al., 2010).

To turn to the specific case of rural tourism, despite the fact that well-planned
commercial communication is a fundamental issue for companies operating in this
segment (Simková, 2007), the truth is that the vast majority of establishments lack
the means of carrying out major marketing campaigns (Lane, 2009). However, these
small establishments always have the possibility of promoting themselves through
social networks and also of providing customers with information about the estab-
lishment and the environment in which it is located, and of commenting on their
experience during the trip (Joo et al., 2020). Moreover, the importance that customer
satisfaction and behaviour is acquiring on social networks is causing tourism
establishments in general and rural accommodation establishments in particular to
give increasing prominence to new issues such as big data, online comments, eWom
and digital marketing (Nusair, 2020; Nusair et al., 2019).

In addition, social media also represent an opportunity for rural residents to
participate in the rural tourism development process (Lundgren & Johansson,
2017; Ryu et al., 2020; Senyao & Ha, 2020) and to define the image of the rural
destination through their online behaviour on these social networks (Uchinaka et al.,
2019).

However, despite the current importance of Facebook as an online marketing
tool, this social network is little used by rural accommodation establishments. A
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study by Pesonen (2011) analyses the Facebook tools used by rural accommodation
establishments in Finland. The author concludes that most of the establishments
analysed do not update their Facebook page on a weekly basis, with an average
number of posts per week of only 0.62. In contrast to the more intense Facebook
activity of other larger tourism businesses, Pesonen (2011) found that small rural
tourism businesses do not devote much effort to their Facebook presence, which
leads him to question whether they should even have Facebook pages if they do not
plan to update their content on a regular basis.

4 Materials and Method

4.1 The Case Study

The study area chosen to carry out the research is the autonomous region of
Extremadura. This region is located on the periphery of peninsular Spain and also
shares a border with Portugal. It is an eminently rural territory as can be seen from
the articles of Law 45/2007 of 13th December on the sustainable development of the
rural milieu. This Law includes in its Article 3 different definitions of the concept of
rural areas. In this sense, section a of the same law classes as rural the geographical
area formed by the sum of municipalities or smaller local entities with a population
of less than 30,000 inhabitants and a population density of less than 100 inhabitants
per km2. Paragraph c specifies that a small rural municipality is one with a resident
population of less than 5000 inhabitants and which is an integral part of the rural
environment (Law 45/2007 of 13th December on the sustainable development of the
rural milieu). Based on the articles of this Law, most of the 388 municipalities in
Extremadura are rural, as only Badajoz, Plasencia and Almendralejo meet both
requirements.

A large part of the surface area of Extrenadura is dotted with numerous tourist
attractions that are of interest to the demand for rural tourism in its broadest
conception (Sánchez-Martín et al., 2020a) (Fig. 1). Natural landscapes of great
richness and with an exceptional state of conservation stand out, which allows
them to be included among protected natural areas (Sánchez-Martín et al., 2018).

There are also numerous bathing areas in the form of natural pools and a smaller
number of river beaches located in the vicinity of the areas of upland relief (Sánchez-
Martín et al., 2020a) or on large reservoirs, which are ideal for practising water
sports. On the other hand, historical-artistic sites or assets of cultural interest
constitute an important historical legacy (Sánchez-Martín et al., 2020c) and are
accompanied by attractive gastronomy based on high quality products produced in
the region itself, at times under the protection of a Protected Designation of Origin or
Geographical Indication (Ortega-Rosell et al., 2012).

The great wealth of heritage present in Extremadura, whether natural or cultural,
has been transformed into a resource and integrated into tourism products in certain
areas, but not in all. It can be observed that there are areas in which the tourism

106 J. I. R. Gallego et al.



potential of their main attractions is not exploited, as is the case, for example, with
large reservoirs of water or emblematic cultural landscapes, such as the dehesas.
This is despite the fact that they should serve as a basis for promoting an increase in
rural tourism in the area analysed and contributing to the socio-economic develop-
ment of the territory.

The reasons which may explain this differentiated behaviour are varied, one of
the most common being the absence of the main attractions sought by the demand
(Sánchez-Martín et al., 2020b). However, when analysing the supply of rural

Fig. 1 Location. Source: Own material
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accommodation establishments in the territory, numerous studies agree on their good
online reputation (Martín-Delgado et al., 2020; Sánchez-Martín et al., 2019a).

Despite the significant number of attractions and the good reputation of the rural
accommodation offered on different social networks, Extremadura has a demo-
graphic dynamic which shows a secular trend in decline, especially in rural areas
which make up most of the territory. In addition, we find processes of the
masculinisation of the population, ageing and a lack of generational replacement.
This peculiar demographic situation is both a cause and a consequence of its clear
economic backwardness, as it is one of the regions making the lowest contribution to
the country’s GDP, which was estimated according to 2019 data at 20,677 million
euros (Datos Macro, https://datosmacro.expansion.com). In addition, communica-
tion routes which up until a few decades ago were in very poor condition conditioned
limited accessibility to the main economic centres of the Iberian Peninsula, which
contributed to its isolation. This is still the case even today for rail or air transport
(Sánchez-Martín et al., 2019b).

However, these limitations have led to a population of only 1,063,987 inhabitants
in 2020 according to official figures obtained from municipal registers on 1st January
(https://www.ine.es/jaxiT3/Datos.htm?t=2853); the environment is well preserved
and its amalgam of landscapes can be considered a tourist attraction of great interest
to those making up the demand, who are eager for knowledge and new experiences.
From this we can infer the great potential for the development of activities such as
rural tourism, especially if they are accompanied by effective tourism policies based
on knowledge of the tourism system, which is not always the case.

As a consequence of the socio-economic backwardness, numerous initiatives
have been launched to diversify production, thus giving substance to Article 20 of
Law 45/2007 which is committed to the economic diversification of the rural world,
with tourism specifically in its rural form occupying a privileged position, as can be
seen from paragraph e of the aforementioned article. Since the 1990s therefore,
projects involving the implementation of actions to support rural tourism have been
initiated, although this trend has accelerated since the beginning of this century. It
was during this period when there was a strong commitment to the development of
this type of tourism, a trend which was prevalent even during the economic crisis and
has continued until now. This circumstance has led to mismatches between the
accommodation capacity in rural areas and the demand for accommodation in
these establishments (Sánchez-Martín & Rengifo-Gallego, 2019). On the other
hand, the commitment to rural tourism has concentrated on the creation of a
significant rural accommodation pool as mentioned in the Rural Tourist Accommo-
dation Occupancy Survey (Encuesta de Ocupación en Alojamientos de Turismo
Rural, EOTR). This increase in the supply of accommodation was not initially
accompanied by the implementation of other types of actions linked to the comple-
mentary offer in the form of activities, which would have meant a notable improve-
ment in the enjoyment of the tourist experience. Fortunately, today there is a
proliferation of tourist activity companies which enhance the tourist experience.
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4.2 Data

The information supporting the research has been obtained from different sources.
These include the Spanish National Institute of Statistics (Instituto Nacional de
Estadística, INE) which provides all information collected at a regional level on
parameters such as travellers, overnight stays, beds available and the number of
estimated establishments, in addition to others such as the average stay or the level of
occupancy. However, this information has been complemented with much more
detailed data from the Register of Tourism Enterprises, which is accountable to the
Regional Ministry of Culture, Tourism and Sports of the Regional Government of
Extremadura, updated to 31 December 2019; these make up the database on the
supply of tourist accommodation. These data, broken down by establishment, were
georeferenced using the Google Maps application and corroborated with Street View
to ensure that the locations were reliable. In addition, this database has been
complemented in the form of consultations made to each of the establishments,
indicating where appropriate whether they had a Facebook social network.

An initial approach to this database has shown that of the total number of rural
tourism accommodation establishments in Extremadura (846), only 509 had the
social network analysed. This figure represents 60.2% of the establishments, which
is a significant proportion giving statistical solidity to the analyses carried out, as can
be seen on the data sheet of the survey. It was however decided to use only
establishments with at least 100 followers so as to make the values extracted from
this sample even more reliable (Table 1).

In all the rural tourism establishments which had Facebook, the information
available was complemented by 21 items which sought to find out the characteristics
of the accommodation. These included the number of visitors, their reaction, the
insertion of graphic material such as photos or videos, and also other information
such as the interaction between owners and customers as shown in Table 2.

In addition, the alphanumeric information was supplemented with cartographic
data from the National Geographic Institute (Instituto Geográfico Nacional, IGN) of
2001 under a Creative Commons CC-BY 4.0 International licence, which protects its
free and unrestricted use for legitimate purposes with the sole obligation of acknowl-
edging and mentioning its origin and ownership. Among the different alternatives, it

Table 1 Data sheet

Universe: 846 rural accommodation establish-
ments on 31st December 2019

Sampling Size: 447 (those with more than 100 fol-
lowers on Facebook)

Degree of confidence: 95%

Sampling error for the most unfavourable
(pq=50%) and most favourable (pq=90%) scenario

3.19; 1.91

Date of completion 15th March to 15th June 2020

Source: Own material
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was decided to use the National Topographical Base at a scale of 1:100,000
(BTN100), which provided sufficient spatial resolution for the purposes of this
research (20 m). The information provided by this mapping is varied, although it
has been complemented by the Spatial Data Infrastructure of Extremadura
(Infraestructura de Datos Espaciales de Extremadura, IDEEX) of 2021, which is
also under the same CC-BY 4.0 International licence (Table 3).

Table 2 Information collected on each rural establishment using Facebook

Parameters

1. Does the hotel establishment have a Facebook profile?

2. Date of creation of the Facebook profile:

3. Number of people who have indicated that they like the page:

4. Number of people who follow the page:

5. Number of visits the page has received:

6. Type of content. Number of cover photos:

7. Type of content. Number of photos in the biography:

8. Type of content. Number of videos:

9. Type of content. Photos uploaded by mobile phone:

10. Use of hashtags:

11. Time (in days) since the most recent publication (in the “publications” tab) [Indicate the time
fraction if <24 h has elapsed]

12. Time (in days) since the second most recent publication (in the “publications” tab) [Indicate
the time fraction if <24 h has elapsed] 13.

13. Time (in days) since the third most recent publication (in the “publications” tab) [Indicate the
time fraction if <24 h has elapsed] [Indicate the time fraction if <24 h has elapsed]

14. Time (in days) since the fourth most recent publication (in the “publications” tab) [Indicate the
time fraction if <24 h has elapsed]

15. Time (in days) since the fifth most recent publication (in the “publications” tab) [Indicate the
time fraction if <24 h has elapsed]

16. Interaction with followers: What is the score given by the followers to the accommodation
establishment?

17. Interaction with followers: How many views have been used to calculate the above score?

18. Use of surveys:

19.1. Conducting sweepstakes: [Discounts]

19.2. Conducting prize draws: [Promotions] 19.3.

19. Conducting prize draws: [Giveaways]

20.1. Interacting with followers/users (do you respond to comments in the “community” section?):
[Respond to positive comments]

20.2. Interaction with followers/users (do you respond to comments in the “community” section?):
[Reacts to positive comments (likes)]

20.3. Interaction with followers/users (do you respond to comments in the “community” section?):
[Responds to negative comments]

20.4. Interaction with followers/users (do you respond to comments in the “community” section?):
[Reacts to negative comments (I don’t like it, it makes me angry)]

21. Inclusion of the “Book Now” button for direct booking from the profile:

Source: Own material
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All alphanumeric information has been implemented in a Geographic Information
System based on the aforementioned cartography, using the ArcGIS 10.5 software.

4.3 Methodology

The methodology of analysis proposed in this research consists of six stages (Fig. 2).
During the first stage the specialised literature on the subject was reviewed. At the

same time the alphanumeric information which served as the basis for the research
and the cartographic information was compiled. In the second stage the two data-
bases were purified. They were then implemented in a GIS after the corresponding
designing of the relevant project. From this point only those rural establishments
with Facebook were selected and specifically those with more than 100 followers.
The third stage focused on the application of spatial statistics, taking advantage of
the specific module integrated in the GIS software which was used. In this case, and
given the wide variety of geostatistical techniques, Mapping Clusters and more
specifically a Grouping Analysis were selected. This has been used to carry out
numerous tests, the main results of which are presented in the research. During the
fourth stage the results were studied in order to decide on the most suitable model
and to focus on an exhaustive analysis of the most representative group.

In the fifth stage the results and the technique used were discussed, while in the
sixth stage the main conclusions were drawn.

4.4 Analysis Techniques

The spatial statistics present on the ArcGIS software (10.5 version) have been used.
Among all the Mapping Clusters tools included we specifically chose to use a

Table 3 GIS design project

Data type Source Cartographic information
Alphanumerical
information

Cartographic IGN Administrative units
Population centres
Natural protected areas
Bathing areas

Area
Population
Area
Location

IDEEX

Alphanumeric Extremadura Turismo Georeferencing information
on Google Maps

Type of accommo-
dation Address
Municipality
Beds available

Authors by means of
Facebook enquiries

Information col-
lected in Table 3

Source: Own material
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Grouping Analysis, the functionality of which aims to create groupings of a set of
data represented cartographically considering numerical variables. For this purpose,
the tool itself allows the use of several options, not only referring to the use of
different variables but also to the selection of a spatial criterion which determines
precisely the configuration of the neighbourhood criterion. In this way it is possible
to differentiate between the use of a spatial criterion, based on the neighbourhood, or
its omission. In this sense, and in order to make the results presented more rigorous,
different tests have been carried out to combine both variables and types of spatial
restriction, including two different models. The first did not use the territorial
component, i.e., it established the groups by taking only the numerical attributes
as a reference. On the other hand, the second was chosen to include the
neighbourhood criterion according to two different models, Delaunay triangulation
and K nearest neighbours. This double application aims to determine which type of
technique obtains the best results for establishing clusters of properties according to
their common criteria and at the same time those which are different from the rest.

The number of accommodation establishments used to carry out the analysis was
447, precisely those that had a Facebook social network and more than 100 fol-
lowers. They were taken as specific entities, given that they were georeferenced in
order to be able to carry out a more rigorous analysis. After extensive testing, it was
decided to select the variables which were suitable for differentiating the groups.
These variables concern three key aspects: the success of the page of the establish-
ment, the content published and the interaction with followers. Logically other
variables were discarded because their contribution to the creation of differentiated
groups was low, as was deduced from the R2 coefficient calculated. Furthermore,
according to the literature the inclusion of a greater number of variables does not
imply greater rigour, and prior selection of these variables is advisable if suitable
results are to be obtained (Mitchell, 2005; Venkatramanan et al., 2015). Grouping
analysis explores similar values, and if a spatial criterion is also used it can consider
spatial proximity to configure different groupings. Each of the groups obtained
presents the greatest similarity between its members and at the same time maximises
its differences with the remainder of the groups (Cardona et al., 2007).

The technique has been applied following three basic references, taking into
account that the geometry used is of the point type and not a polygon, which
would allow other options, although this possibility was ruled out given that they
did not share any segments. In view of the above, three ways of obtaining the groups
are used. The first dispenses with the spatial relationship to use exclusively the
numerical values of the parameters included; the second uses a Delaunay triangula-
tion as a spatial restriction criterion. It is therefore obvious that the configuration of
the groups is constructed taking into account three lodgings; the third uses its eight
nearest neighbours as a spatial criterion. Its operation, which is described in numer-
ous bibliographies (ESRI, 1999), is based on the calculation of a coefficient of
determination for each of the variables analysed and the value they maintain after
the construction of the group. However, both parameters vary according to the type
of spatial restriction used. The result obtained also depends on the number of clusters

The Presence of Rural Accommodation in Extremadura on Facebook: An. . . 113



to be achieved, although the best way of calculating the number of ideal clusters is to
use the F-Statistic index (Calinski & Harabasz, 1974).

The optimal number of clusters is determined by using the following equation:

R2 ¼ TSS� ESSð Þ
TSS

TSS corresponds to the total sum of squares obtained by squaring and then
summing the deviations from the overall mean value of a variable. In contrast,
ESS is the sum of squares explained and is calculated in a similar way, although
in this case the deviations are grouped by each cluster. In other words, each value is
subtracted from the average of the group to which it belongs and squared and
summed, thus showing its degree of similarity. It can be deduced from this that the
technique aims to obtain the greatest possible similarities between the components of
the group and at the same time the most marked differences with regard to the rest of
the groups.

On the other hand, the parameters which make up the above function are obtained
from the following equation:

TTS ¼ Pnc

i¼1

Pni

j¼1

Pnv

v¼1

Wk
ik � V

*k
� �2

,

ESS ¼ Pnc

i¼1

Pni

j¼1

Pnv

v¼1

Wk
ij � V

*k

i

� �2

,in which n is the number of characteristics; ni

the number of characteristics in group i; nc the number of classes or groups; nv the
number of variables used,

Wk
ij the value which the variable takes on kth in the jth

characteristic in the ith group, V
*k

the average of the kth variable; and V
*k

i the mean
value of the kth variable in the i group.

5 Results

The clustering analysis has been performed by taking into account the parameters
affecting both the type of spatial constraint and the starting method (Table 4), since
both the number of accommodation establishments used and the starting method
remain unchanged. This makes it possible to assess whether using a configuration
considering spatial relationships has substantial advantages over one which disre-
gards them and focuses exclusively on numerical values. It also makes it possible to
decide whether the clusters obtained are strengthened by including a higher volume
of lodgings in the spatial configuration, as three and eight have been used, depending
on the spatial constraint method used, either Delaunay triangulation or K nearest
neighbours, respectively.
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When calculations are made according to these three methods (Table 5), certain
conclusions can be drawn concerning the number of groups obtained by each of
these methods.

The summary of the main parameters on which the technique is based offers
sufficient variability as can be seen from the descriptive statistical analysis. In this
sense it should be remembered that the values of each of the fields are standardised
so that the variables reaching higher figures do not condition the formation of the
groups. It is also significant that any of the methods recommend the creation of
15 groups using F-Statistic.

However, the first differences arise when R2 is analysed as the coefficient of
determination is in general considerably higher when no spatial restriction is used.
This is logical since we are only looking for numerical relationships and not for their
conditioning on any other criterion. On the other hand, when using a Delaunay
triangulation or a number of neighbours, 8 in particular, certain variables experience
a notable reduction in the coefficient referred to; this decrease is more pronounced
when the number of dwellings used as a spatial criterion is reduced.

Table 4 Parameters used in cluster analysis

Parameter name Variable

Features • Rural establishments with more than 100 followers on Facebook.

Fields of analysis • People who follow the page (P4).

• Visits to the page (Q5)

• Cover photos (P6).

• Photos in biography (P7).

• Photos uploaded by mobile phone (P9).

• Accommodation rating given by followers (P16).

Spatial constraints • No spatial constraint.
• Delaunay triangulation.
• K nearest neighbours (K ¼ 3 & K ¼ 8).

Distance method • Euclidean.

Initialisation method • Find seed locations.

Source: Own material

Table 5 Group-wise summary

Variable Mean
Std.
Dev Min. Max.

No spatial
constraint

Delaunay
triangulation

K nearest
neighbours
(K¼8)

P4 879.13 1346.09 101 14,271 0.865 0.123 0.609

P5 101.81 366.67 0 4629 0.898 0.477 0.865

P6 7.05 18.04 0 228 0.898 0.342 0.632

P7 102.97 216.46 0 2128 0.839 0.044 0.717

P9 84.95 209.78 0 1968 0.831 0.058 0.285

P16 3.83 1.98 0 5 0.939 0.087 0.072

Number of groups 15

Source: Own material
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In addition, the model that does not take into account the restriction considers that
the score given to the accommodation establishment by visitors to the Facebook
pages is the most effective parameter for classifying the groups. Despite this, the
remainder of the variables also attain very significant values, which means that they
are highly effective when it comes to establishing the groups. On the other hand,
when the spatial restriction is applied following the Delaunay triangulation, apart
from lowering the coefficient of determination in all the variables, the parameter
which best discriminates the groups is the number of visits to the pages. Further-
more, if we take the number of neighbours as the neighbourhood criterion, the
coefficients of determination are higher than in the previous case, although the
same variable remains as the one best discriminating the groups. This circumstance
makes it possible to observe an interesting differentiation: if only a numerical
criterion is used, the most important factor for establishing differences between
groups is the score on the Facebook page of the establishment. Meanwhile, if a
spatial parameter is included, whatever it may be, the number of visits is the most
important element.

Despite the differences between the three alternatives compared, it is worth
noting that in any of the cases poorly defined clusters are obtained, which affects a
variable number of accommodation establishments. At the same time, if we resort to
spatial autocorrelation analysis to detect whether the groups are formed according to
different spatial criteria, we can observe that when no spatial constraint is required
the sets appear grouped as revealed by the spatial autocorrelation, which does not
occur when any of the selected types of constraint are used.

This comparison between different methods of approaching cluster analysis
establishes that there are two valid options, one disregarding the spatial relationship
and the other taking into account a neighbourhood criterion based on the consider-
ation of eight nearest neighbours. Meanwhile, the option of using Delaunay trian-
gulation as a way of defining the neighbourhood criterion is discarded, as is the
option of considering three nearest neighbours, as the results obtained are very
similar.

Nevertheless, if we resort to obtaining the spatial autocorrelation of the results
obtained in the form of clusters, Moran’s Index reflects that it is clustered when there
is no spatial constraint and random when this relationship is configured by means of
the neighbourhood criterion as is also demonstrated by the log p-value. However,
there are notable differences between the clusters obtained by Delaunay triangula-
tion and the remainder of the spatial restrictions. In this sense, the highest z-score
(standard deviation) is obtained using only numerical criteria, while it occupies an
intermediate position when 8 nearest neighbours are considered. Similarly, the
p-value (the probability of randomness) also considers these two forms as the most
prominent when establishing groupings; there is some advantage in omitting the
spatial restriction by considering that there is a prior grouping of the results, which
may perhaps be explained by the distribution of the accommodation establishments.
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Given this alternative, it is proposed to develop two options to illustrate the
goodness of one versus the other, discarding the constraint imposed by Delaunay
triangulation or with a number of neighbours of less than 8.

5.1 Cluster Analysis Without Spatial Restriction

As has been pointed out, the fact that no spatial restriction is used implies that the
way of establishing the groups is exclusively numerical. The variables listed in the
methodological section (P4, P5, P6, P7, P9 and P16) are used to establish the groups
and the Pseudo F-Statistic analysis is used to verify the ideal number of groups. This
statistic shows that the division into 15 groups is the most effective (Table 6).

However, the summary of the contribution of the groups (Table 7) shows that of
the 15 groups obtained only 7 manage to bring together a significant number of
establishments. These are groups 1, 3, 8, 9, 10, 13 and 14, although there are large
differences between them, with group 9 being the most numerous with 229 estab-
lishments followed by group 10 with 88 and group 13 with 55. These three groups
together account for 83.22% of the sample, although all the groups with more than
five cases have been considered for a more detailed analysis in order to detect some
kind of hidden territorial pattern.

Schematically these groups are identified by a significant contribution in some of
the variables considered.

• Group 1 (Table 8) is made up of 16 establishments, the main defining character-
istics of which are that they outperform the average for the whole sample in all the
variables considered. Particularly noteworthy is the excellent rating of 4.82 out of
5 given by the followers of the page. It is therefore a fairly dynamic group as far as
Facebook actions are concerned and in addition is recognised by users.

• Group 3 (Table 9) is made up of 23 establishments sharing the dynamism and
recognition which characterised the previous group, although there is a substan-
tial difference in the number of photos uploaded by mobile phone (P6). In this
parameter its values attain only 50% of the average of all rural accommodation
establishments, this is the aspect which most needs improving.

• Group 8 (Table 10) is made up of only 10 accommodation establishments, the
main distinguishing feature of which is that in all parameters it is above the
average of all the accommodation establishments, except for the cover photos
(P6). Among the positive aspects, it also stands out for having a very good rating
(4.77) by the followers of the page, which is particularly relevant if one takes into
account that it has a large number of them (P4).
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• Group 9 (Table 11) is the largest group, comprising 229 establishments. The main
characteristic defining it is that in most of the established criteria it is below the
average for all accommodation establishments. Nevertheless, it achieves the best
rating by the followers of the page with an average score of 4.85.

• Group 10 (Table 12) is made up of 88 establishments in which there is no rating of
the page (P16) and the remainder of the variables analysed are well below the

Table 7 Group-wise summary

Share Groups

Variable

Count Std. distance SSDP4 P5 P6 P7 P9 P16

1 0.21 0.19 0.25 0.10 0.17 0.12 16 856.56 30.04

2 0.31 0.09 0.31 0.38 0.25 0.98 3 1874.57 29.77

3 0.13 0.15 0.14 0.24 0.21 0.10 23 606.65 24.98

4 0.43 0.28 0.01 0.14 0.01 0.04 2 3134.21 17.68

5 0 0 0 0 0 0 1 0 0

6 0 0 0 0 0 0 1 0 0

7 0 0 0 0 0 0 1 0 0

8 0.20 0.21 0.04 0.20 0.31 0.10 10 1082.40 21.57

9 0.09 0.06 0.09 0.11 0.08 0.46 229 240.54 40.30

10 0.24 0.04 0.08 0.20 0.26 0.00 88 531.48 50.59

11 0 0 0 0 0 0 1 0 0

12 0.06 0.01 0.18 0.03 0.06 0.98 2 422.05 5.94

13 0.08 0.27 0.11 0.18 0.17 0.2 55 632.53 54.25

14 0.36 0.19 0.12 0.32 0.18 1.00 13 1356.67 49.01

15 0.03 0.03 0.03 0.03 0.03 0.03 2 197.53 0.09

Source: Own material

Table 8 Group 1 Variable Mean Std. Dev Min Max Share

P4 1190.13 809.05 292 3303 0.21

P5 193.94 228.06 16 886 0.19

P6 37.25 13.09 23 80 0.25

P7 150.88 112.97 11 374 0.10

P9 108.94 119.13 0 335 0.17

P16 4.82 0.18 4 5 0.12

Source: Own material

Table 9 Group 3 Variable Mean Std. Dev Min Max Share

P4 995.52 561.45 239 2053 0.13

P5 134.22 168.04 0 705 0.15

P6 7.70 7.25 0 32 0.14

P7 430.09 130.62 241 743 0.24

P9 42.30 86.26 0 418 0.21

P16 4.87 0.17 5 5 0.10

Source: Own material
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general average. This is one of the groups which should be most strongly
supported, given that its values are well below average. In addition, it presents
notable differences between the minimum and maximum values, which results in
significant variability as is reflected in the standard deviation.

• Group 13 (Table 13) is made up of 55 rural accommodation establishments in
which the followers give a very high score (4.8), with the remainder of the
variables being well above the averages obtained by all the establishments, except
for the number of followers of the page (P4) which is much lower.

• Group 14 (Table 14) is made up of 13 establishments, the rating of which is close
to the average for all the establishments although it is low (3.75), which contrasts
with the large number of followers. Moreover, it has very different values, which
corroborates the high standard deviation in all the variables analysed.

The geographical distribution of the groups described shows that there are over-
laps between some groups and others, which means that no general conclusion can

Table 10 Group 8 Variable Mean Std. Dev Min Max Share

P4 1609.00 1025.05 178 3020 0.20

P5 221.80 279.57 0 949 0.21

P6 4.10 3.62 1 11 0.04

P7 149.40 122.30 1 417 0.20

P9 675.10 166.53 430 1034 0.31

P16 4.77 0.16 5 5 0.10

Source: Own material

Table 11 Group 9 Variable Mean Std. Dev Min Max Share

P4 408.33 227.88 101 1339 0.09

P5 35.04 49.61 0 292 0.06

P6 2.92 3.00 0 21 0.09

P7 36.72 47.24 0 235 0.11

P9 26.27 35.06 0 157 0.08

P16 4.85 0.32 3 5 0.46

Source: Own material

Table 12 Group 10

Variable Mean Std. Dev Min Max Share Variable

P4 487.56 513.89 101 3538 0.24 P4

P5 9.73 26.43 0 172 0.04 P5

P6 3.03 3.23 0 18 0.08 P6

P7 48.08 84.63 0 426 0.20 P7

P9 48.20 102.55 0 507 0.26 P9

Source: Own material
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be drawn as to the possible intervention of a territorial pattern which acts in an
exclusive manner. A somewhat contradictory situation can be detected at a territorial
level, since as can be seen in the north of the province of Cáceres there are very
different groups interspersed throughout the territory. This fact can be observed in
groups 9, 10 and 13, which bring together the largest volume of accommodation
establishments and which are basically made up of rural lodgings with good ratings
on Facebook profiles (groups 9 and 13). Their situations are however very different,
as the remainder of the parameters of the first group are below average for accom-
modation and those of the second are above average. Group 10 deserves a separate
mention as it has no ratings (Fig. 3).

5.2 Spatially Constrained Cluster Analysis Using K Nearest
Neighbours (K = 8)

The use of a restriction criterion based on the consideration of the eight nearest
neighbours following the Euclidean distance implies that the territory acquires
significant importance in the configuration of the groups. As indicated in the
methodology, the variables used are naturally the same (P4, P5, P6, P7, P9 and
P16). On the other hand, by using the Pseudo F-Statistic analysis it can be verified
that the most effective number of groups is 15 (Table 15).

However, the summary of the contribution of the groups (Table 16) shows that of
the 15 groups constructed only two which manage to gather a significant group of
cases can be distinguished. These are groups 12 and 15 which comprise 109 and

Table 13 Group 13 Variable Mean Std. Dev Min Max Share

P4 6.33 5.33 1 20 0.08

P5 166.69 210.13 3 1244 0.27

P6 73.91 62.00 0 238 0.11

P7 137.07 112.50 0 359 0.18

P9 1238.38 582.59 183 2643 0.17

P16 4.7982 0.2324 4 5 0.2

Source: Own material

Table 14 Group 14 Variable Mean Std. Dev Min Max Share

P4 4698.77 1312.91 3031 8148 0.36

P5 237.15 272.91 0 857 0.19

P6 11.38 9.23 0 28 0.12

P7 317.69 168.19 13 685 0.32

P9 102.92 118.18 0 357 0.18

P16 3.75 2.06 0 5 1.00

Source: Own material
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318 members, respectively. However, it was decided to also include group 10 despite
its containing five establishments owing to its type of grouping; the remaining
groups were discarded owing to their low representativeness as in most cases they
consisted of only one establishment.

A more detailed analysis of each of the selected groups shows quite interesting
patterns, which is further supported by their territorial proximity.

• Group 10 (Table 17) is composed of only five establishments. These are
characterised by being well below the average of the total number of rural
accommodation establishments with more than 100 followers on Facebook.

Fig. 3 No spatial constraint distribution. Source: Own material
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Moreover, the contribution made by most of the variables to the formation of the
group is very small.

• Group 12 (Table 18) is made up of 109 establishments which share lower values
than the general average in most of the variables, although they stand out for
having an above-average rating. To be precise, the followers of their Facebook
profiles give them an average rating of 4.34. However, all the variables show very
disparate values with significantly high standard deviations. In this regard, it
should also be noted that the variables which contribute most to the formation of
the group are the rating (P16) and to a lesser extent the number of photos (P9 and
P7) and the number of followers of the page (P4).

• On the other hand, group 15 (Table 19) is made up of 318 rural accommodation
establishments in which once again the averages are evidently lower than those of
the establishments as a whole. In addition, it is also noteworthy that the rating of

Table 16 Group-Wise Summary

Share
Groups

Variable

Count
Std.
distance SSDP4 P5 P6 P7 P9 P16

1 0 0 0 0 0 0 1 0 0

2 0.184 0.069 0.057 0.164 0.102 0.080 3 1111.67 4.758

3 0 0 0 0 0 0 1 0 0

4 0 0 0 0 0 0 1 0 0

5 0 0 0 0 0 0 1 0 0

6 0 0 0 0 0 0 1 0 0

7 0 0 0 0 0 0 1 0 0

8 0 0 0 0 0 0 1 0 0

9 0 0 0 0 0 0 1 0 0

10 0.034 0.001 0.013 0.056 0.022 0.000 5 184.759 0.352

11 0 0 0 0 0 0 1 0 0

12 0.296 0.120 0.180 0.334 0.379 1.000 109 694.216 185.889

13 0 0 0 0 0 0 1 0 0

14 0.027 0.024 0.000 0.005 0.001 0.020 2 197.628 0.088

15 0.474 0.269 0.693 0.349 1.000 1.000 318 952.628 1069.382

Source: Own material

Table 17 Group 10 Variable Mean Std. Dev Min Max Share

P4 318.80 178.51 133 619 0.03

P5 1.20 2.40 0 6 0.00

P6 2.20 1.17 1 4 0.01

P7 32.60 44.80 1 121 0.06

P9 11.60 15.98 0 43 0.02

P16 0.00 0.00 0 0 0.00

Source: Own material
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these establishments is below that of the remainder of the groups at 3.67. It is
worth noting in this respect that the rating of the establishments is lower than that
of the remainder of the groups. In fact the contribution to the configuration of this
group of the score given by the followers and the photos uploaded by mobile
phone (P16 and P9) is striking in this group, although they are also very relevant
in the remainder of the variables in their contribution to the group.

The geographical distribution of the groups described reflects well-defined
territorial patterns. At first sight, it is striking that as general criteria there is a
predominance of differentiated patterns in the different groups. In this sense, the
north-western area of Extremadura stands out; within it, a small cluster with distinct
characteristics can be observed. It is also evident that despite having above-average
ratings of Facebook profiles these need to improve as to the remainder of the
variables analysed. On the other hand, cluster 15 requires further action as it has
lower than average ratings for the average number of establishments (Fig. 4).

6 Discussion

The aim of this study is to determine the degree of presence and the use that rural
tourism is making of these new tools, focusing attention on what is undoubtedly the
social network par excellence, Facebook, in a destination which is firmly committed
to strengthening rural tourism as the main means of tourism development, i.e. the
region of Extremadura.

Table 18 Group 12 Variable Mean Std. Dev Min Max Share

P4 670.50 668.59 101 4296 0.30

P5 40.34 69.70 0 557 0.12

P6 5.34 7.99 0 41 0.18

P7 73.74 106.95 0 710 0.33

P9 75.91 136.25 0 745 0.38

P16 4.34 1.48 0 5 1.00

Source: Own material

Table 19 Group 15 Variable Mean Std. dev Min Max Share

P4 755.28 911.80 101 6816 0.47

P5 76.85 154.09 0 1244 0.27

P6 5.72 12.08 0 158 0.69

P7 77.63 120.20 0 743 0.35

P9 74.73 194.37 0 1968 1.00

P16 3.67 2.09 0 5 1.00

Source: Own material
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The expansion of the use of social media has reshaped the way in which tourism
activity is managed, which is why the presence and use of these tools is essential in
the current context of the tourism sector. The low cost associated with the use of
these social tools represents an opportunity for those accommodation establishments
which do not have the means of carrying out advertising campaigns, as is the case of
rural tourism and agritourism (Lane, 1994). However, the scarcity of studies on the
subject, especially in comparison with the hotel sector, raises doubts as to whether
this sector is really taking advantage of the development potential offered by social
media.

Fig. 4 K nearest neighbours (8) distribution. Source: Own material
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On numerous occasions and in the most varied disciplines, statistical analysis is
used to attempt to describe or explain a complex reality (Frías Guzmán, 2017).
Tourism is no stranger to this trend in which the statistical analysis of data has been
used for decades (Coenders & Ferrer-Rosell, 2020; Majewska & Truskolaski, 2019),
although the literature specialising in geostatistical analysis has also developed
considerably (Adamiak et al., 2019; Lisiak-Zielińska & Ziernicka-Wojtaszek,
2021; Rodríguez-Rangel et al., 2020; Rodríguez Rangel & Sánchez Rivero, 2020;
van der Zee et al., 2020). Given these two ways of analysing tourism data and the
difficulties deriving from the use of spatial criteria, this article has focused on solving
the problem in both ways by using a grouping analysis. The numerical and spatial
criteria have been used to carry out the analysis in such a way that the results allow
the comparison of the two conceptualisations of the tool.

Perhaps the most striking aspect of the results is that regardless of the type of
spatial relationship selected (none or the neighbourhood) the number of groups
obtained is similar. This leads us to the conclusion that it is a very complex reality
by placing its ideal number at 15, according to the Pseudo F-Statistic criterion.
However, the groups obtained by means of both conceptualisations of the spatial
criterion have nothing to do with each other, neither from a numerical nor from a
territorial point of view. In view of this circumstance, the advantages or disadvan-
tages deriving from each of them must be analysed.

When no spatial restriction of any kind is used it becomes clear that the groups
show greater internal similarities and at the same time greater divergences with the
remainder, which is certainly the aim of the technique. In this sense it can be argued
that from a strictly numerical point of view they are more effective. However, when
the results are reflected on the territory, no pattern can be observed which would
make it possible to consider them as a homogeneous group. On the contrary, the
predominant situation is one of plausible heterogeneity with the interspersion of
accommodation establishments belonging to various groups.

On the other hand, the results obtained with a spatial restriction, taking into
account the eight nearest neighbours following a Euclidean distance, show at least
two antagonistic groups which are very well differentiated at a territorial level. In this
sense it is shown to be a much more efficient way of conceptualising the groups, as it
is easy to obtain groups with similar characteristics. This favours the implementation
of tourism policies promoting training and the updating of the Facebook profiles of
rural accommodation establishments.

Despite everything, the tool used also has certain limitations when it comes to
specifying the groups. Perhaps the most outstanding among them is the use of few
variables to make the clustering analysis work more efficiently. However, the use of
Euclidean distance instead of real distance or more accurately travel time to specify
the number of neighbours can also be mentioned. This leads to the continuation of
this line of geostatistical analysis, albeit combined with the use of even more
efficient tools to establish models or clusters, such as Geographically Weighted
Regression (GWR) and Multi-scale Geographically Weighted Regression (MGWR).

With regard to the results obtained in this study, the only precedent to the authors’
knowledge in the literature which allows us to compare the results obtained with

The Presence of Rural Accommodation in Extremadura on Facebook: An. . . 127



previous data in order to be able to compare the evolution of the phenomenon under
study is the work carried out by Rodríguez and Sánchez (2015). In this study they
analyse the degree of presence of tourist accommodation establishments in Extre-
madura in 2013, with the results obtained showing that 67.6% of rural accommo-
dation establishments had a Facebook profile in that year. This study reflects a
certain decline or stagnation in the use of this network given that of the total of
846 accommodation establishments in the region only 60.2% are currently present
on it. Moreover, this percentage is reduced to 52.84% when we consider those
accommodation establishments which reach the significant number of 100 followers.
It can therefore be concluded that the age of these tools, and consequently their
increasingly widespread use among users, is not accompanied by an increase in the
interest and implementation of rural tourism accommodation establishments in the
region.

Finally, the fact that the largest group of accommodation establishments (group
15) is made up of more than half of the establishments analysed and that it is
characterised by lower than average values of the remaining groups in all the
variables of presence and activity on Facebook is a clear indication that at both
public and private level this social network is undervalued in the region as a
promotional and marketing tool. In this sense, the results obtained are in line with
those obtained by Pesonen (2011).

7 Conclusions

From a generic point of view the usefulness of social networks is highly transverse;
one of its purposes is to generate information. One of these networks is Facebook,
which as has been shown in various reports is currently that with the largest number
of users worldwide. In this sense Facebook is a communication channel of prime
importance which has proved its usefulness as a valid tool for the management of
tourism companies. However, despite the existence of a wide range of studies
addressing the importance of social networks in the management and marketing of
hotels and tourist destinations, there is a lack of studies to highlight the role played
by Facebook in the rural tourism and agritourism sector. For this reason, in this study
we have tried to provide knowledge in this regard, starting from the objective of
finding out how rural accommodation establishments in Extremadura, of which there
are many, use this social network. From the results obtained, after the relevant
processing of the information using the spatial statistics techniques explained
above the following conclusions can be drawn:

• Spatial statistics is a very useful tool for the detection of territorial groupings as it
allows us to determine the areas that stand out owing to their greater or lesser use
of Facebook, establishing notable differences between the use of this tool and
traditional statistics.
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• After using both techniques, the existence of 15 groups of rural accommodation
establishments with common characteristics has been determined. However, in
those groups obtained without spatial restriction the most important variable is
the rating given to the Facebook page, while in the case of those deriving from the
application of geostatistics this variable is the number of visits received by the
profile of this social network.

• Among the groups developed by traditional statistics, there are seven groups
which can be classified at the same time as follows:

– Those with a large presence on Facebook and high scores in the rating of their
profile (Groups 1, 3, 8 and 13).

– Those with a low presence on Facebook, Groups 9 and 10, although the former
has the highest score in terms of profile ratings.

– Finally, there is Group 14 in which the accommodation establishments making
up the group have a common characteristic: the lowest score with respect to the
profile rating, despite having a large number of followers.

• The results deriving from the application of spatial restriction, taking eight close
neighbours as a reference, determine the existence of 15 groups as was the case
after using the statistics without spatial restriction. However, in this case only the
coefficients obtained in groups 10, 12 and 15 stand out. The first of these (Group
10) stands out for presenting values below the average of the remainder of the
accommodation establishments in the study sample. As for Group 12, it is made
up of a wide range of accommodation establishments totalling 109, in which most
of the variables present values below the general average except in the case of the
assessment of the Facebook profile. Finally, Group 15 has a common character-
istic: it shows the lowest values in all the variables analysed with regard to the
remainder of the accommodation establishments.

On the other hand, the results obtained in this study have generated some very
useful conclusions in terms of the management of the presence of rural accommo-
dation establishments in Extremadura on social networks in general and on
Facebook in particular.

Firstly, the fact that the number of accommodation groups identified was so high
(15, both when using spatial restrictions and when not using them) shows that the
behaviour of the profiles of rural accommodation establishments in the region on
Facebook is highly heterogeneous. It is therefore not possible to define a clear
pattern of behaviour of these establishments since both the regular publication of
messages, photographs, videos, etc., on the social network and the degree of
interaction with customers (real or potential) are so varied that it is not possible to
define a single Facebook presence strategy for rural tourism in Extremadura for the
whole region. It is clear that the degree of professionalisation of the managers of
these establishments is the cause of the very high heterogeneity detected.

Another significant result is the fact that almost 40% of rural accommodation
establishments in the region do not have a Facebook profile. In the highly connected
social networking society of today, not being present on Facebook is practically
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equivalent to being out of the tourism market. In response to the complaint of some
owners that Extremadura is not sufficiently promoted as a rural tourism destination,
it should be argued that this promotion is not only the responsibility of the public
tourism administration but also that of private business initiative. Consequently,
many of the rural tourism entrepreneurs should be more aware of the potential of
Facebook as a tourism promotion tool.

The identification of different groups of rural accommodation establishments
with different levels of presence and activity on Facebook in specific geographical
areas of the region is a factor which will make it considerably easier for the tourism
administration of the region to launch different campaigns with different content
(raising awareness of the need to be present on Facebook, strategies to define more
active profiles, assessment of customer opinions and comments, etc.), rather than a
single regional campaign with monographic content.

Finally, interaction with customers (real or potential) of rural accommodation
establishments with a Facebook profile requires certain language skills, especially
English and Portuguese. The Facebook social network is an online platform which
reaches every corner of the world. For this reason, it does not make much sense for
the Regional Government of Extremadura to carry out campaigns to promote rural
tourism at an international level (Lisbon, London, Berlin, New York, Beijing, etc.)
without these campaigns being accompanied by a policy of training tourism entre-
preneurs in the region to communicate with foreign customers in English and
Portuguese. The use of the latter language is essential if we want to take advantage
of the Portuguese market which, given its geographical proximity, should be where
the main efforts to promote rural tourism in Extremadura are directed at an interna-
tional level.
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Place-Linked Products and Creative
Tourism in Iberian Regions

Celso Lopes, João Leitão, and Juan Rengifo Gallego

Abstract Local agri-food products are one of the most important differentiating
assets of the rural territories of Portugal and Spain. They are often considered part of
the representative cultural capital of their home territories, country, society and
history. They are also a tourist resource, with the potential to promote creative
tourism activities that offer visitors the opportunity to develop their creative poten-
tial, through active participation in courses and learning experiences specific to the
destination where they take place.

This chapter aims to understand to what extent local agri-food products serve as a
brand of their places of origin and local drivers of creative tourism. To this end, four
regional agri-food products were taken as case studies, together with their places of
origin in Portugal and Spain: Cereja do Fundão (Cherries of Fundão) and Queijo
Serra da Estrela (Serra da Estrela cheese) from the Portuguese Central Region, and
Cereza del Jerte (Cherries from Jerte) and Torta del Casar (Torta del Casar cheese)
from Spanish Extremadura.

The research focuses on the communication channels used most by local, munic-
ipal, supra-municipal or regional public and private entities, whose scope of activity
includes the promotion and valorisation of tourism, namely their official websites
and Facebook pages. The qualitative and quantitative exploratory method was used
to achieve the objective defined. After completing an exhaustive database of entities,
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as a data collection procedure, differentiated content analysis was carried out,
through metrics created and applied to websites and Facebook pages.

This investigation revealed that the four agri-food products studied are catalysts
for tourism activities and events in their places of origin. These products are also
drivers of a range of creative tourism activities.

1 Introduction

Agriculture is one of the oldest sectors of activity in the global economy, aiming to
meet a series of basic needs linked to the subsistence and development of different
peoples. In turn, tourism is one of the economic activities with the greatest and
fastest expansion, based on international mobility. Given the global problems related
to climate change, food shortages, increased food prices, financial crises and, more
recently, public health crises, the link between agriculture and tourism should be
prioritised as a way to search actively for new solutions for countries’ sustainable
development.

However, major challenges arise in strengthening this link. First of all, greater
understanding of the processes of restructuring the rural world and the new, princi-
pally social and environmental, functions of agriculture, and secondly, understand-
ing of the multiple dimensions of tourism and its development (Torres & Momsen,
2011).

In the agricultural and agri-food sector, regional and local agri-food products are
some of the most important differentiating assets of rural parts of Portugal and Spain
(Cava-Jiménez et al., 2019; Folgado-Fernández et al., 2017; Rodrigo et al., 2015;
Tibério, 1998). For this reason, they are frequently considered as part of the
representative cultural capital, not only of their places of origin but even of the
country, its society and history (Richards, 2014). Some examples are Vinho do Porto
(port) and Pêra Rocha (pears) in Portugal or Jamón Ibérico (ham) and Queso
Manchego (cheese) in Spain.

So it is not surprising that these products have the potential to bring social and
economic benefits for their places, regions or countries of origin, besides their
producers and commercial agents. Consequently, these products are also a tourism
resource, and currently a wide range of tourist activities is stimulated mainly by
elements related to agriculture and the rural world (Armesto-López & Gómez-
Martín, 2006). Recognising this potential, in many places a growing number of
authorities and policy-makers identify the development of creative agri-food product
clusters as a way to stimulate the creative economy and the tourist industry (Lee
et al., 2015; OECD, 2014; Richards & Raymond, 2000).

The expansion of this type of tourism promotes the emergence of creative tourism
activities, i.e., a type of tourism that gives visitors the opportunity to develop their
creative potential through active participation in courses and/or learning experiences
associated with the place they are held in (Richards & Raymond, 2000).
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The study presented in this chapter is part of wider research aiming to understand
the impact of regional agri-food products of differentiated quality (with PDO, GPI
and TSG certifications) on the sustainable development of their places of origin.
Following this line, the main objective of this study is to understand to what extent
regional agri-food products are considered tourism assets in their places of origin and
encourage creative tourism initiatives.

The research focuses on four regional agri-food products from two neighbouring
border regions in Portugal and Spain: Cereja do Fundão (cherries) and Queijo Serra
da Estrela (cheese) from the Central Region of Portugal, and Cereza del Jerte
(cherries) and Torta del Casar (cheese) from the province of Cáceres in Extrema-
dura, Spain. The analysis is of the territories of production, more precisely, the
tourist initiatives related to these products announced on websites and Facebook by
local bodies with responsibilities for promoting and publicising tourist activities, and
mainly creative tourism initiatives.

Following the introduction, there is a review of the literature on some of the main
concepts related to use of the internet as a means to promote rural areas with quality
agri-food products, the role of creativity and creative tourism in rural areas and the
potential of using agri-food products as the reason for holding creative tourism
initiatives. This section ends with formulation of the research hypotheses and a
proposed conceptual model, which will be used to organise, explain and discuss the
results of the research. Then the empirical study is presented, followed by discussion
of the main results obtained. Finally, the conclusions are presented, together with the
limitations and suggestions for future research.

2 Literature Review

2.1 ICT and Promotion of Territories with Agri-Food
Products

In recent years, the commercialisation of tourist products, destinations and services
has undergone important changes in trends, mainly due to the development and
application of communication processes (Jiménez Morales & de San Eugenio Vela,
2009). This strengthens the idea that information and communication technology
(ICT), and more specifically, the internet, has played a fundamental role in stimu-
lating the leisure industry (Piñeiro-Naval & Serra, 2018). These means of commu-
nication are currently essential tools to promote and publicise tourist destinations
(Túñez López et al., 2016), and are prioritised by entities with responsibility in this
area (Cafiero et al., 2020).

A recent report from Eurostat about the use of ICT in tourism demonstrates that
40% of Europeans use the internet to look for information related to travel (Eurostat,
2016). In addition, the internet is the main source used by tourists who intend to
explore less conventional destinations (Cafiero et al., 2020).
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On the one hand, the development of ICT, and particularly the internet, gave the
“new” tourist the power to become an expert in seeking exceptional value for their
money and time (Piñeiro-Naval & Serra, 2018). New tourists are less interested in
following the crowd and much keener to follow their own preferences and timetable
(Buhalis & Law, 2008). On the other hand, the internet allows organisations with
responsibilities for promoting tourism, obviously including local authorities, to
develop a broad informative structure. This structure can cover all the topics, places
and actors in the territory; from its history and heritage to basic information about
accommodation and eating out (de Moragas Spà, 2015). That is how, in the local
context, the entities that publish information, consciously or unconsciously, create a
certain image of a place. They act as an antenna broadcasting concepts, attributes,
values, impressions, sensations and visual impacts that form a place’s image
(Jiménez Morales & de San Eugenio Vela, 2009).

Therefore, websites have become a very relevant element of organisations’
communication, particularly for local authorities, considerably modifying the way
of spreading information and relating to their publics (Cabeceiro et al., 2019).
Through this channel, local authorities and regional tourism organisations try to
attract potential visitors by building an attractive leisure and cultural provision
(Piñeiro-Naval & Serra, 2018). This communication tool helps a destination’s
managers to attract tourists to their area, based on information, establishing a
dialogue between the parties involved or systematisation of the tourist service
provision, and including access to hyperlinks to hotels and tourism operators
(Alencar de Farias et al., 2011).

Another communication channel much used by local entities to promote tourism
in their areas is Facebook (Cabeceiro et al., 2019). Unlike municipal websites, where
access requires more effort by potential tourists, Facebook pages are more visible
and accessible (Lev-On & Steinfeld, 2015).

Local authorities’ use of the Facebook environment and complexity has shown
continuous, incremental improvement (Deakin, 2010; Mossberger et al., 2013;
Oliveira & Welch, 2013). Consequently, it has become an essential means of
communication between local authorities and residents in Europe and the USA
(Bonsón et al., 2012; Norris & Reddick, 2013).

Due to the great potential related to the speed of conveying messages, the
capacity to spread information and mainly the ease of access, both the websites
and Facebook pages of local entities with responsibilities in promoting tourism are
tools of destination marketing, and as such, must be well managed, in order to create
sustainable competitive advantages for destinations in the competitive scenario of
global tourism (Pike & Page, 2014).

The major boom in world tourism in recent years is due to a wide set of factors.
Piñeiro-Naval and Serra (2018) have no hesitation in pointing out the use of ICT as
one of the main factors, as this has allowed tourists to plan their journeys and select
their leisure experiences autonomously, based on their own interests and
motivations.
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2.2 Creativity and Creative Tourism in Rural Areas

Professionals in creative areas are located in places where they can benefit from
technology, talent and tolerance (Florida, 2003). So it is not surprising that creativity
continues to be a concept associated with urban life, since its main source of
economic growth, creative people, live and work in cities (Jarábková & Hamada,
2012).

Creativity is therefore an extremely important element of knowledge-based
economies (OECD, 2014). This, together with competences, has become central to
creating value in the economy as a whole (Richards, 2011), and so creative industries
in particular have become a significant economic, cultural and social force. They
promote growth and employment, contribute to innovation, entrepreneurship and the
development of competences, support urban and rural renewal, stimulate exports,
help to maintain cultural identity and increase cultural diversity (OECD, 2014).
Therefore, as highlighted by Richards (2011), creativity has been widely applied to
tourist facilities such as “design hotels”, iconic museums, art galleries and even
vineyards.

Becoming aware of this opportunity, many rural areas have redefined themselves
as places for consumption, where the commercial possibilities of nature, heritage and
traditions have joined agricultural production as key elements of such areas. This
leads to the question of the impacts, if any, of this “creative turn” on reproduction of
the rural area (Cloke, 2007). Creativity can be a response to the social and economic
viability of rural areas (Roberts & Townsend, 2016). Creative individuals and
creative communities contribute to building cultural capital in the rural world and
to their communities’ resilience (Gibson & Gordon, 2018; Roberts & Townsend,
2016). Cultural and creative practices express identity and social cohesion, contrib-
uting to the quality of life of people living in rural areas (Cabeça et al., 2020).

A strong awareness of the resources available in the community, together with the
sense of community (Roberts & Townsend, 2016), plays a fundamental role in
developing future paths of sustainable development, besides allowing local commu-
nities to develop the capacity to adapt to changes observed in their environment
(Cabeça et al., 2020).

The growing articulation between tourism and creativity has been stimulated by
the search for alternative models of tourism development and the expansion of the
creative economy (Long & Morphet, 2016; OECD, 2014). Consequently, associat-
ing creativity with tourism has become a common diversification strategy, princi-
pally in the field of cultural tourism, leading to the development of new events and
festivals, restoration of old buildings or animation of static attractions being every-
day activities nowadays (Richards, 2020). Today, different places, areas, regions and
even countries seek rapid ways to differentiate themselves in the global economy,
leading them to direct their attention to the creative industries (Turok, 2009).

Cabeça et al. (2020) mention various studies by specialists in the area of tourism,
which indicate the emergence of new trends and a change in how people plan and
find their destinations. According to these studies, today, a great many tourists seek
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usefulness rather than novelty, leading them to plan their trips according to the desire
for personal growth (Tan et al., 2013). This type of tourist tends to seek authenticity,
interaction, cultural immersion, unique experiences, traditional crafts and knowledge
(Ohridska-Olson & Ivanov, 2010), wishing to partake in a service that provides them
with memorable experiences (Ferreira et al., 2018), involving them deeply in the
areas they visit and participating actively in activities that involve the local commu-
nity (Cabeça et al., 2020).

Tourists are more aware of, and sensitive to the context, and so give more value to
the culture of the place and the feeling of being in special, unique destinations
(Moscardo, 1996). This means giving greater value to emotional aspects (Jensen,
1999), as well as the possibility of having unique experiences characteristic of a
certain place which cannot be reproduced elsewhere (Gu & Ryan, 2008). This type
of tourist seeks memorable events (Pine & Gilmore, 1999), engaging experiences
(Richards, 2016) and co-created experiences that involve local communities and
arouse their creativity (Richards, 2010).

Responding to the psychological needs expressed by this type of tourist, such as
inspiration and creativity (Binkhorst, 2008), requires a change of perspective (Cohen
& Cohen, 2012), as more than observing, they want to become involved, learn,
intervene and experience (Cabeça et al., 2020). The territorial assets of a given
destination and the different activities it can provide are therefore increasingly
important at the time of deciding on a destination (Martin & Woodside, 2008).

As a result, creative tourism can be a response to this new paradigm, since it
depends on the tourist’s willingness to engage in learning activities connected to the
art, heritage and culture of a destination, based on interaction with the local com-
munity (Cabeça et al., 2020). In truth, this is a new form of tourism, which assumes a
link between visitors and residents in the same experience (UNESCO, 2006), giving
each visitor the opportunity to develop their creative potential and learn, through
active participation in the experiences characterising the destination (Richards &
Raymond, 2000). Tourists and residents are involved in creative experiences in
which both play active roles. Tourists learn, participate, interact and experience
the daily life of the destination (Ilincic, 2013), while the resident becomes a key
element of the tourist provision (Cabeça et al., 2020).

For Richards (2010), the main characteristics of creative tourism can be expressed
as follows:

1. The development of creative potential: tourists need to be provided with the
necessary tools to develop their creativity and so that when the time comes to
return home they take more than just “souvenir”.

2. The creation of active participation: tourists should be involved in the creative
process. This promotes the generation of authentic exchange committed to the
local population and culture.

3. The production of creative experiences: creativity can arise anywhere. What is
important is the union between the creative process and the destination.
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4. The development of co-creation: experiences can only be considered unique
when tourists, besides interacting and participating, create, design, select and
reflect on the experience.

As indicated by Cabeça et al. (2020), this type of tourism is inseparable from the
places where it takes place, allying creativity to the places and providing unique
cultural experiences. It requires the use of local resources and immersion in the
culture of the destination.

Besides generating new cultural heritage (Ohridska-Olson & Ivanov, 2010),
according to Richards (2001), creative tourism can potentialise a different type of
value from that created by cultural tourism, aiming to differentiate destinations. This
involves innovating destinations so as to create products more quickly, designing a
process where renewable creative resources are also sustainable, and giving mobility
to artistic shows or events, as the last-named can take place anywhere.

For all this to occur, it is enough for there to be a “place” which, in its broadest
sense, includes the countryside and all its geographical, cultural (Hildreth & Bailey,
2014) and social specificities, as well as inter-connected institutions. The place
serves as a source of inspiration to project distinct, creative tourist provision, with
local resonance and meaning (Bakas et al., 2020), and in this sense, a rural territory is
undoubtedly a unique place.

Creative tourism is therefore an experience of co-creation, which promotes the
effective exchange of experiences, knowledge and competences. It provides the link
between people and places, as well as between participants and experiences,
valorises competences, knowledge, practices and creative avenues, simultaneously
promoting investment in local potential, knowledge, competences and traditions.

2.3 Linking Local Agri-Food Products and Creative Tourist
Activities

Regional agri-food products of recognised, differentiated quality and reputation are
much more than mere agricultural products. Due to these differentiating character-
istics, resulting from their strong connection to the land, they guarantee competitive
advantage for their places of origin in a great variety of sectors and activities
(Pacciani et al., 2001).

Conscious of this fact, through its quality policy, the European Union (EU),
protects geographical indications (GI),1 in order to promote the unique characteris-
tics associated with geographical origin and traditional production methods (Belletti

1GIs are defined by Article 22 of the Agreement on Aspects of Intellectual Property Rights Related
to Commerce (TRIPS) as “. . .indications that identify produce as originating in the territory of a
member, or a region or locality of that territory, where a certain quality, reputation or other
characteristic of the product is essentially attributable to its geographic origin” (WTO, 1994).
This definition suggests that GIs guarantee not only a product’s geographic origin but also some
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et al., 2017; Cei et al., 2018; Tregear et al., 2007). In Europe, that quality usually
refers to the presence of various factors in the place of origin (environmental and
human), which are generally summed up in the French word terroir (Cei et al.,
2018).

This type of product based on its origin is the result of a diversified set of
technical, social and economic interactions that include the mobilisation of specific
local resources, local know-how and cultural traditions and form the quality of the
product within commercialisation chains, between producers and consumers
(Belletti & Marescotti, 2011).

Beyond the strict and direct economic component, local and regional agri-food
products can stimulate the emergence of other activities in their places of origin (Cei
et al., 2018). Tourism is probably the best known example, through various initia-
tives such as wine trails and gastronomy (Gatti & Incerti, 1997; Millán-Vazquez de
la Torre et al., 2017) or the supply of products and/or local dishes to agro-tourism
structures (Sidali, 2011), being clearly linked to the presence of local food special-
ities. In addition, tourists, through activities related to the purchase and consumption
in local specialised shops, grocers and restaurants, also represent an economic bonus
for their places of origin (Bessière, 1998).

Therefore, local and regional agri-food products are also a tourism resource.
Besides the increasing number of tourists who consciously seek new food experi-
ences (Richards, 2012a), a growing number of tourists are willing to devote part of
their money and free time to getting to know the world of wine, olive oil and other
agri-food products. Their history, the landscape they belong to, their production
methods and the people involved, besides visiting reserved spaces, oil presses, wine
cellars or orchards (Millán-Vázquez de la Torre et al., 2013). Associating regional
agri-food products with creative tourism initiatives can produce yet another inter-
esting characteristic of creative tourism. Principally because, as stated by Richards
(2014), these products combine different forms of culture: traditional culture, his-
torical culture, popular culture, contemporary culture and mass culture. So they are
another important advantage for peripheral areas, as preserving only the tradition is
not enough to create vibrant communities.

These products can be the anchor for a diverse range of tourist experiences.
Consequently, stimulating their development can be an attractive strategy, since this
type of tourism is perceived as high-income tourism and can increase tourist
expenditure (Bertella, 2011; Du Rand et al., 2003; Hall, 2012). Nevertheless, tourist
activity, and particularly creative tourism initiatives related to local and regional
agri-food products, and agricultural production in general, is still at a very early stage
of research, with the literature on this topic being very limited.

A search of the literature on this subject quickly reveals there is not even a clear
designation for this type of tourism. It usually emerges associated with food in

type of quality, which together with the product’s reputation are essential conditions for GI
protection (Lopes et al., 2018).
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general (Rachão et al., 2019) or gastronomy (Hjalager, 2002; Richards, 2012b,
2014).

From the above, it is logical to assume there is a synergistic relation between
regional agri-food products and their places of origin, regarding the tourism sector.
Firstly, as already presented, these types of products owe their principal qualitative
characteristics to the territory and all the social, economic and technical interactions
occurring there (Spielmann & Charters, 2013). Secondly, through the reputation
acquired, the economic income generated, the landscape created and the traditions
formed in their environment, these products add competitive value to their places of
origin. This cultural blend results in the potential emergence of creative tourism
initiatives (cf. Fig. 1).

As explained by Cabeça et al. (2020), developing creative tourism initiatives
according to the supply of local resources, through the involvement of the destina-
tion’s communities, can be an effective response to the challenges of sustainable
development faced by areas of low population density, adding economic and social
value to communities, local institutions and territories and regions as a whole. This
type of initiative can add the effects of dissemination and economic valorisation to
the whole range of regional agri-food products.

Creative tourism is an emerging form of tourism, on both the supply and demand
side, allowing tourists to have deeper contact with, and knowledge of the local
culture, through direct participation in cultural and creative activities that create
experiences and emotions through involvement in the destination’s life (Almeida,
2019).

The rural world is usually centred on particular forms of nature-society relations,
in which people cooperate or struggle against the non-humanity of nature
(Szerszynski, 2003). Creative spaces can represent the simple multi-functionality
of a village hall, rather than extended artistic quarters of metropolitan areas and
creative activities can consist of apparently simple learning to appreciate local
products, rather than acquiring more ostentatious skills (Richards & Wilson,

Territory Agri-food 
products

Creative tourism initiatives

Economic, cultural 
and social value

Promotion, spread and 
valorisation of products

Fig. 1 Creative tourism initiatives based on the territory and agri-food products. Source: Own
elaboration
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2006). Alternatively, creativity in rural tourism can suggest new ways of under-
standing creativity, for example, in terms of hybrid nature-society activities based on
eco-experience or adventure. Clearly, however, various practices giving tourists the
opportunity to develop their creative potential through forms of active participation
in rural contexts can, in turn, lead to new reproductions of the rural space (Cloke,
2007).

Therefore, creative tourism covers a vast range of experiences. These can imply
more active involvement in more formal settings (such as courses or workshops) and
more passive forms of creative consumption, such as cultural itineraries or even
design shops (Richards, 2010).

Creative tourism initiatives developed in rural areas supported by their endoge-
nous resources follow exactly the models of creative tourism proposed by Richards
(2010, 2020). Many different types of experiences and products can be offered to the
creative tourist. Once again, as mentioned by Richards (2009), these experiences
vary from more active forms of involvement, such as learning a specific activity, to
engaging in visits to galleries and shops in search of creative products. The same
happens for activities and initiatives involving regional agri-food products that can
be provided to the creative tourist. However, due to the shortage of means and
critical mass with the capacity and availability to develop them, it is more common
to hold events including a variety of creative tourism initiatives or activities (Fig. 2).

As an activity As background

Regional agri-food products

Learn Try out Watch Buy

Creative tourism 
initiatives

Types of initiatives

Workshops Courses Musems & exhibitions Fairs & festivals

Routes, visits and 
interpretation trails Experiences Gastronomic events

Other events or 
initiatives

Taster sessions

(more)                                   Creative tourist’s level of involvement                                    (less)

Fig. 2 Creative tourism initiatives based on the territory and agri-food products. Source: Own
elaboration, based on Richards (2009, 2010)
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2.4 Central Research Question, Proposition
and Conceptual Model

The progress in its technological capacity and generalised adoption has made ICT,
and particularly the internet and social networks, an effective, low-cost instrument,
both to spread information and to gather ideas from increasingly informed publics
(Bonsón et al., 2015). This study focuses on the information contained on the
websites and Facebook pages of local entities responsible for promoting and raising
awareness of tourism, in relation to the main objective defined. These two forms of
communication were chosen because nowadays they are powerful tools to market
destinations (Pike & Page, 2014), being used to create sustainable competitive
advantages for destinations in the competitive scenario of global tourism (Piñeiro-
Naval & Serra, 2018).

As this study is part of a broader line of research aiming to understand the effects
of regional agri-food products of differentiated quality (for example, with PDO, PGI
and TSC certification) on the sustainable development of their places of origin, based
on the literature review, the central research question is as follows: are place-linked
agri-food products of differentiated quality recognised as the brand image of their
territories of origin by the regional and local entities responsible for promoting and
advertising tourism?

Specifically, this research aims to: (1) determine the coverage of the websites and
Facebook pages of local and regional entities responsible for promoting and adver-
tising tourism; (2) identify and assess the importance and recognition of regional
agri-food products, as brand images for their places of origin, by these same entities;
and (3) identify and characterise the creative tourism initiatives developed in these
places that have regional agri-food products as the main element or background.

The collective nature of an agri-food product, together with its capacity to include
suitably the identity, qualities and culture of a territory, strengthens the forms of
valorisation defined locally (Bérard & Marchenay, 2008). Therefore, promoting
agri-food products has many more implications than the mere intention to sell
them (Slee, 1993).

Quality agri-food products, and all the aspects involved in them, are the driver of
a diversified range of rural development projects implemented in recent years in
many areas that were previously considered marginal from the economic point of
view (Brunori & Rossi, 2000; De Salvo et al., 2013). These projects have given new
life to those regions, not only economically but also strengthening them socially
(Armesto-López & Gómez-Martín, 2006).

The tourism sector has benefited greatly from these rural development projects.
However, tourism is also fertile ground for valorisation of local food heritage
(Espeitx Bernat, 2004). Here, the link between the agricultural and tourism sectors
in predominantly rural areas has led to the development of bi-directional quality
standards (Armesto-López & Gómez-Martín, 2006).

Given the great potential of the link between tourism and regional agri-food
products in valorisation of rural territories and in their development, regional and
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local entities responsible for stimulating tourist activity can be expected to use this
synergy to promote their localities. This leads to the first proposition:

Proposition 1 (P1) Regional and local entities responsible for promoting tourist
activity recognise place-linked agri-food products as tourist assets promoting their
places of origin.

In recent years, new forms of tourism have emerged in geographical areas until
then neglected by tourism agents, and therefore, by consumers (Cava-Jiménez et al.,
2019). This aspect is particularly relevant if considering that the modern tourist
industry pays more and more attention to the experiential dimension and intangible
heritage of travelling. This leads to a transformation of tourism, ceasing to be only a
service market and becoming an authentic market of emotions and feelings (De Salvo
et al., 2013). In this context, the search for tourist activities with the potential for a
sensory component requires re-organisation of the traditional form (Nocifora et al.,
2011).

These experiences should ensure the use and valorisation of the most unique and
attractive endogenous resources, in order to increase sustainability in the context of
an integrated tourism supply (Saxena et al., 2007), and to raise unique positioning,
based on independent and inimitable geographical, historical and/or cultural char-
acteristics (Ritchie & Crouch, 2003). These strategies should produce the best
destination-market combination possible, making optimal use of local resources
and competences by projecting tourist experience opportunities targeted at those
potentially most interested in this type of local experience (Kastenholz et al., 2016).

Therefore, since different places, territories, regions and even nations seek rapid
ways to differentiate in the global economy (Turok, 2009), creative tourism initia-
tives based on regional agri-food products can be an important alternative in the
tourist industry. Consequently, the second proposition is as follows:

Proposition 2 (P2) Agri-food products linked to places are the basis of creative
tourism activities developed in their territories of origin.

The symbiotic, synergistic relation between place-linked agri-food products and
tourism is a mechanism frequently used to promote the whole territory, through
combined initiatives of conventional and creative tourism (Fig. 3).

3 Methododogy

3.1 Sample

In the empirical approach, the subject of analysis is a portfolio of place-linked, agri-
food products, originating in two neighbouring border regions of Portugal and
Spain: Cereja do Fundão (cherries) and Queijo Serra da Estrela (cheese) from the
Central Region of Portugal and Cereza del Jerte (cherries) and Torta del Casar
(cheese) from the province of Cáceresin Extremadura, Spain. The analysis made in
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this study concerns the geographical areas of their production, dealing with the
creative tourism initiatives promoted on the websites and Facebook pages of the
local entities responsible for tourism promotion and advertising.

These entities were selected based on what is set out in Portuguese legislation. In
this respect, the Portuguese government clearly states it is up to regional entities and
local public entities to “organise and divulge tourist information” (sub-heading e, of
number 2, of article 5, of Law n� 33/2013, p. 2912), considering these entities’
important role in communicating the touristic and gastronomic identity of their
respective regions.

Therefore, besides the national bodies promoting tourism in Spain and Portugal—
selected for the sample due to being the institutional support for all tourism projects
developed at the regional level—the same bodies but with regional and local
responsibilities were selected, as well as producing and commercialising entities,
since as Barroco and Augusto (2016) indicate, the promotion and valorisation of
endogenous products should also be one of their responsibilities.

According to typology and geographical sphere of action, the selected entities are
distributed in four groups: national entities (Level I); regional entities (Level II);
municipal or supra-municipal entities, in Portugal, and municipal, local council or
provincial entities, in Spain (Level III); and entities of a local, municipal,
supra-municipal or regional nature in Portugal, or of a local, municipal, local council
or provincial nature in Spain, with responsibilities for the promotion and valorisation
of the agri-food products focused on in this study (Level IV) (Table 1).

The field of research comprised the websites and Facebook pages of regional and
local entities responsible for promoting and advertising tourism in their territories.
This domain was selected based on the success obtained in similar studies by authors
using this methodology (see Cabeceiro et al., 2019; Jiménez Morales & de San
Eugenio Vela, 2009; Lev-On & Steinfeld, 2015; Piñeiro-Naval et al., 2016; Piñeiro-
Naval & Serra, 2018; Roque et al., 2012). The sample is formed of 85 entities,
corresponding to a total of 83 websites and 81 Facebook pages (Table 2).

Tourism and promotional assets Support for creative tourism activities

Agri-food products linked to places

P1 P2

Economic, social and cultural valorisation of rural territories

Fig. 3 Creative tourism initiatives based on territory and place-linked agri-food products. Source:
Own elaboration
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3.2 Data Collection Method

At a first stage, to identify references to the regional agri-food products on the
websites and Facebook pages, the exploratory method was used. In the second
stage, aiming to characterise the creative tourism initiatives based on these products,
one of the research methods most commonly used by researchers in the area of
communication media (Berger, 2000) and tourism (Veal, 2006) was adopted, i.e.,
content analysis.

The search for references to regional agri-food products on the websites and
Facebook pages of the selected entities followed a matrix of indicators based on the
previous work by Bezerra and Correia (2019), Bonsón et al. (2015) and Hoffman and
Fodor (2010). Application of this matrix of analysis reveals in which sections of the
websites and Facebook pages there are references to agri-food products, besides
identifying events, activities and initiatives (Table 3).

In the second stage, the identification, classification and characterisation of
creative tourism events or initiatives were based on the work of Richards (2009,
2010), which is schematically represented in the decision tree below in Fig. 4.

Table 1 Selected entities from the places of origin of agri-food products

Spain Portugal

Level I Spanish Tourist Board Portuguese Tourist Board

Level
II

Extremadura Tourism Centre of Portugal Tourism

Level
III

Cáceres Province Inter-municipal communities (CIM)

Local Authorities Local Authorities (Councils)

Local Action Groups (LAG) Local Action Groups (GAL)

Level
IV

Regulating Councils of PDO PDO and PGI Producer Groups

Public entities promoting tourism at the
local level

Public entities promoting tourism at the
local level

Source: Own elaboration

Table 2 N� of websites and Facebook pages per regional agri-food product

Regional agri-food products Entities Websites Facebook pages

Cereja do Fundão (cherries) 15 15 15

Queijo Serra da Estrela (cheese) 37 37 36

Cereza del Jerte (cherries) 17 15 14

Torta del Casar (cheese) 16 16 16

85 83 81

Source: Own elaboration
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4 Results

4.1 Place-Linked Agri-Food Products on Websites
and Facebook Pages

The first proposition intends to determine to what extent regional and local entities
responsible for tourism promotion and dynamics recognise regional agri-food prod-
ucts as touristic and promotional assets of their places of origin. In this context, given
the relevance of websites in organisations’ communication, local authorities and
regional tourism bodies use them to attract potential visitors by compiling an
appealing leisure and cultural offer.

Aiming to test empirically the validity of the above proposition, the analysis
method described in the previous section was applied to the websites of regional and
local entities responsible for tourism promotion and dynamics. This revealed that
only 15.66%, of all the websites tested made explicit mention of place-linked agri-
food products on their initial pages (Table 4).

Table 3 Types of references searched on the websites and Facebook pages per regional agri-food
product

A. Websites

1. References to the product on the first page of the website

1.1. Tourist information

1.2. News

1.3. Coming events

1.4. Photographs

1.5. Links to specific pages on the product

1.6. Presence in the latest news/highlights

2. In the search box on the website, search for the name of the product related to the entity
(“name of the product”) and record the number and type of resulting entries

2.1. Information on the product

2.2. Tourist information

2.3. News

2.4. Activities and events:

(a) Creative tourism initiatives

(b) Other initiatives

B. Facebook pages
(In the section on events, count the number of events held related to the agri-food product (or only
promoted by the entity), during 2019 and 2020)

1. Events where the product is the central element

1.1. Creative tourism events and initiatives

1.2. Other type of events

2. Other type of events

Source: Own elaboration
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Do the entities responsible for promoting and advertising tourism in the territories of regional agri-food products carry 
out creative tourism activities based on these products?

YesNo

Another type of tourist activities
By participating in the activity, can tourists learn, 

try out, watch or buy (creative tourism 
initiatives)?

What type of creative tourism events 
or initiatives?

YesNo

Workshops Courses Musems & exhibitions Festivals & fairs

Routes, visits and 
interpretative trails Experiences Gastronomic events

Other events or 
initiatives

Taster sessions

Fig. 4 Creative tourism initiatives based on the territory and agri-food products. Source: Own
elaboration

Table 4 Number and type of references to regional agri-food products onwebsites

Cereja
do
Fundão

Queijo
Serra da
Estrela

Cereza
del
Jerte

Torta
del
Casar

Total
websites

Number of websites of the product’s area
of origin

15 37 15 16 83

1. References to the product on the first
page

3 3 4 3 13

1.1. Tourist information 0 0 0 1 1

1.2. News 2 2 0 0 4

1.3. Events to be held 0 3 1 1 5

1.4. Photographs 2 3 3 3 11

1.5. Links to specific pages on the
product

2 1 0 1 4

1.6. Presence in the latest news/
highlights

2 1 0 0 3

2. References to the product after
placing its name in the search box on the
website

4 18 6 6 34

2.1. Information about the product 1 4 1 3 9

2.2. Tourist information 1 10 2 2 15

2.3. News 3 16 3 2 24

2.4. Activities and events: 4 11 7 4 26

(a) Creative tourism initiatives 3 9 5 3 20

(b) Other initiatives 1 2 2 1 6

Source: Own elaboration

152 C. Lopes et al.



In relative terms, when grouped by area of origin of the regional agri-food
product, the websites of entities in the territory of Cereza del Jerte refer most to
the product, being recorded on 26.67% of the websites analysed, i.e., in four of the
fifteen websites.

The type of reference most commonly found, i.e., in 13.25% of the websites, is
through photographs of agri-food products, followed by promotion of related events.

Searching through entering its exact name in the search box on the websites
revealed references to the agri-food products in 40.96% of cases, i.e., in 34 of the
83 websites analysed. In relative terms, when grouped by the area of the regional
agri-food product’s origin, the websites of entities for the territory ofQueijo Serra da
Estrela make most reference to the product, being recorded in 48.65% of the
websites analysed, i.e., in 18 of the 37.

The most common type of reference, present in 26 websites, concerns activities
and events, and among these, creative tourism initiatives are highlighted, present in
24.10% of the 83 websites analysed, and other types of activities and events, present
in 7.23% of the 83.

In relative terms, the websites of entities from the territory of Cereza del Jerte
show the greatest number of activities and events related to the agri-food product,
and 33.33% of these are creative tourism initiatives.

As for the holding of events, and their promotion, an analysis was also made of
entities’ Facebook pages, since as highlighted by Cabeceiro et al. (2019), this social
network is a communication channel much used by local bodies to promote tourism
in their areas. This social network also reveals the events held over the years since
the page was created. This is important, as the global restrictions since the beginning
of 2020 caused by the COVID 19 pandemic have prevented events from being held,
and so it was possible to see the events held and promoted on the various entities’
Facebook pages in 2019, a year of full activity.

Besides revealing that only 81 of the 85 entities analysed have Facebook pages,
the study showed that overall in 2019, only 58.02%, promoted events, and in 2020,
this number was reduced to 43 pages corresponding to 53.09% (cf. Table 5), which is
closely associated with the suspension of events due to the worldwide public health
crisis.

Taking as a reference the data presented in Table 5, in relative terms, when
grouped by the area of origin of the regional agri-food product, the Facebook pages
of the entities of the territory of Cereza del Jerte, with 71.43% in 2019 and 57.14%
in 2020, and those of Queijo Serra da Estrela, with 61.11% in 2019 and 55.56% in
2020, make most use of this channel to promote events related to agri-food products.

Of all the Facebook pages analysed, 12.35% in 2019 and 9.88% in 2020 pro-
moted creative tourism events. Considering only the pages that promoted events, the
percentage of pages promoting creative tourism events was 21.28%, in 2019, and
18.6%, in 2020.

It also stands out that despite the low number of entities promoting events through
their Facebook pages, this social network was used very proficiently. Those
Facebook pages promoted an average of 37.97 events in 2019 and 24.95 events in
2020. The lower average number of events in 2020 is due to the restrictions caused
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by the COVID 19 pandemic. Even so, in the first two months of 2020, the frequency
of events promoted was normal. After the first semester of 2020, the promotion of
online events began to appear on these entities’ Facebook pages.

Once again, it is entities of the territory of Cereza del Jerte that make most use of
their Facebook pages to promote the events held: 71.43% of the pages consulted
promoted events in 2019 and 57.14% continued to do so in 2020 (cf. Table 6). In the
two years analysed, it was also the Spanish entities that proportionately promoted a
greater percentage of creative tourism events related to agri-food products in their
territories. In 2019, 35.71% of entities of the territory of Cereza del Jerte that
promoted events on their Facebook pages also promoted creative tourism events,
and in 2020, 25.00% of entities of the territory of Torta del Casar promoting events
on their Facebook pages also promoted creative tourism events.

Given the evidence obtained, it is not possible to confirm for all regional and local
entities responsible for promoting tourist activity that all recognise their place-linked
agri-food products as tourist assets promoting their places of origin.

Table 6 Types of events promoted on Facebook pages

Cereja do
Fundão

Queijo Serra
da Estrela

Cereza del
Jerte

Torta del
Casar Total events

Number of
Facebook pages

15 36 14 16 81

Years 2019 2020 2019 2020 2019 2020 2019 2020 2019 2020

Entities promoting
events on their
Facebook pages

7 7 22 20 10 8 8 8 47 43

1. Events on the
Facebook page
where the Agri-
food product is the
central element

14 10 3 1 8 5 12 4 37 20

1.1. Creative
tourism events and
initiatives

10 3 2 1 7 2 7 4 26 10

1.2. Other
types of events

4 7 1 0 1 3 5 0 11 10

2. Other types of
events

431 202 479 160 337 130 158 7 1405 499

Total events 445 212 482 161 345 135 170 11 1442 519

Source: Own elaboration
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4.2 Innovative Creative Tourism Initiatives Based
on Place-Linked Agri-Food Products

This study also identified 49 creative tourism initiatives held in the places of origin
of the four agri-food products. The products motivating mostly this type of initiative
are Torta del Casar and Queijo Serra da Estrela, since, respectively, 34.69% and
26.53% of the tourism initiatives identified are based on these products.

It stands out that the creative tourism initiatives identified belong to the typologies
and models of creative tourism proposed by Richards (2010, 2020). In these
territories, except for “Taster sessions”, “Courses” and “Workshops”, the creative
tourism initiatives fit in all the typologies proposed by this author (see Fig. 2), with
more than 50.00% belonging to the typologies of “Festivals and Fairs” (26.53%) and
“Experiences” (24.49%), as seen in Table 7.

The most prominent typologies of creative tourism initiatives on the websites
and Facebook pages of entities in the place of origin of each agri-food product, for
Cereja do Fundão and Torta del Casar, this is “Experiences”, corresponding to
33.33% and 66.77% of all the creative tourism initiatives identified in each of these
territories. Regarding the websites and Facebook pages of the territorial entities of
Queijo Serra da Estrela, 46.15% of the initiatives identified fit the typology of
“Routes, visits and interpretative trails”, while for Cereza del Jerte, 63.64% corre-
spond to “Festivals and Fairs”.

The creative tourism initiatives identified on the websites and Facebook pages of
the territorial entities of each agri-food product provide the tourist with different
types of involvement. According to the description of each initiative identified, this
involvement rarely belongs to just one of the involvement typologies identified by
Richards (2010, 2020), these being “learning”, “trying out”, watching” or “buying”.

Table 7 Typologies of creative tourism initiatives identified by territory

Cereja do
Fundão

Queijo Serra da
Estrela

Cereza del
Jerte

Torta del
Casar Total

Taster sessions 0 0 0 0 0

Courses 0 0 0 0 0

Gastronomic events 1 1 1 1 4

Experiences 4 0 0 8 12

Festivals and fairs 1 3 7 2 13

Museums and
exhibitions

0 1 2 4 7

Workshops 0 0 0 0 0

Routes, visits, interpre-
tative trails

1 6 1 2 10

Other events or
initiatives

1 2 0 0 3

Total 8 13 11 17 49

Source: Own elaboration
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These initiatives vary greatly in the form of tourist involvement. On the one hand,
some initiatives imply more active forms of involvement, such as learning about a
specific activity, for example in “Little Shepherds, Little Craft people. Learn and
have fun with your hands in the cheese in the open air”, held in the place of origin of
Torta del Casar, or have a day fruit-picking, as in the activity “It’s cherry time—Pick
Fundão cherries in the orchard” in the place of origin of Cereja do Fundão or enter
the life of the cooperatives, as in “Guided tours of the Cooperative Group of Valle
del Jerte”, in the territory of Cereza del Jerte. On the other hand, in some activities
the tourist’s involvement is less, for example, in visits to the “Cheese Museum” or
the “Cheese Manor” in the territory of Queijo da Serra da Estrela, having a picnic
when the cherry trees are in blossom through the initiative of “Picnic Baskets—
Cherry Blossom” in the territory of Cereja do Fundão or appreciating the landscape
in “Rural Paths—Cherry trees in Blossom” in the territory of Cereza del Jerte.

The evidence obtained overall does not allow complete confirmation of the
second proposition, indicating that place-linked agri-food products are the basis of
creative tourism activities organised in their territories of origin, despite finding a
centrifugal force present in some initiatives of public–private co-creation, with the
responsibilities and risks shared between local producers and municipal entities.

The following tables (cf. Tables 8, 9, 10, and 11) contain a description by type of
initiative and typology of tourist involvement, of the 47 tourism initiatives identified
in the course of this study, and the entities promoting or advertising them.

5 Conclusion

Creative tourism is an alternative sector in tourism which has seen strong, rapid
growth in most parts of the world, but due to its newness does not yet have very well-
defined limits. In recent years, Spain and Portugal have followed this global trend,
with institutions linked to this type of tourism demonstrating efforts to achieve
co-creation and have done so with the major involvement of local communities.

The main aim of the research presented in this chapter is to understand to what
extent four place-linked agri-food products, originating in neighbouring border
regions of Portugal and Spain, are considered tourist assets in their territories of
origin, and the basis for developing creative tourist initiatives. Based on the literature
of reference on the topic, two propositions were put forward and tested through
methodology developed specially for this study and supported by the previous work
by Jiménez Morales and de San Eugenio Vela (2009), Roque et al. (2012), Lev-On
and Steinfeld (2015), Piñeiro-Naval et al. (2016), Bezerra and Correia (2019) and
Cabeceiro et al. (2019), consisting of exploratory analysis of the websites and
Facebook pages of regional and local entities responsible for promoting tourism
initiatives in these agri-food products’ territories of origin.

Concerning the first proposition, it is considered that regional and local entities
responsible for promoting tourism activities recognise regional agri-food products as
tourist assets able to promote their territories of origins.
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In the scope of this exploratory study, there is partial confirmation of the first
proposition, in that the evidence obtained reveals that only some of the entities
whose websites and Facebook pages were subject to analysis use place-linked agri-
food products as brand images of the territory they represent. In these cases, the
entities not only use photographs and references to agri-food products on their
websites and Facebook pages, but also organise various initiatives to encourage
economic and social development, as well as actively involving the local population.

It is also highlighted that as the territories of origin of these agri-food products are
vast, the entities located closest to the centre of the industrial operations related to the
product tend to be the ones resorting to them as a promotional tool. For example, in
the case of the territory of origin of Cereja do Fundão or Torta del Casar, it is the
entities located in Fundão, in the former, and Casar de Cáceres, in the latter, that use
the cherry or cheese most frequently as a brand image.

As for the second proposition, it is considered that place-linked agri-food prod-
ucts are the basis of creative tourism activities developed in their territories of origin,
and similarly to the first proposition, there is only evidence leading to partial
confirmation of this second proposition.

Once again, the results obtained showed that only some of the entities in the
territories of origin of the place-linked agri-food products studied here use them as a
basis to promote a wide range of initiatives, among them creative tourism initiatives.

The field of analysis was restricted to public entities, or those of a similar nature,
which promote creative tourism initiatives based on these products. This is a
limitation to overcome in future studies. Currently, a number of local companies,
for example, in rural accommodation, leisure activities or even producers of these
products, as found by Duxbury and Richards (2019), seek to incorporate local
specificities, i.e., those linked to places, for example, portfolios of regional agri-food
products with a strong identity, in creative tourism provision aiming for differentiation.

Finally, this study has shown that creative tourism initiatives, through the wide
range of types of experiences these can include, when supported by place-linked
agri-food products can be a very important element for diversification of the local
economy and to reinforce the social dynamics of their territories of origin. Therefore,
in responding to the central research questions, it should be pointed out that local
entities recognise the value of their territories’ agri-food products. The emergence of
economic and social development actions based on creative tourism are an
expanding phenomenon, despite requiring more professional management of all
associated activities and initiatives. These should be integrated in new versions of
intelligent specialisation strategies that consider places’ characteristics and specific-
ities, in a new form of global thinking and acting in the place, that is, through place-
linked products.

Recommended for future research is exploration of creative tourism as a viable
alternative to traditional tourism, which requires more in-depth studies about the
influence of place-linked agri-food products on initiatives of this type in other
regions. Besides the obvious comparative effect, this will allow better definition of
the limits of this type of tourism and contribute to strengthening its definition and
characterisation, helping to draw up new policies for sustainable tourism.
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The Rise of Half-Tourists and their Impact
on the Tourism Strategies of Peripheral
Territories

João Almeida and Fernando Belezas

Abstract Peripheral territories face significant challenges related to depopulation
and lack of public and private investment. With the COVID-19 pandemic, lockdown
and cancellation of all cultural activities that attract visitors, peripheral and rural
territories, highly dependent on cultural activities and tourism, were deeply affected.
Nevertheless, the COVID-19 pandemic has significantly pushed forward a trend that
has increasingly been seen in recent years—remote work and digital nomadism. This
trend boomed in the last year when most people went to work at home during the
lockdown. Mostly due to the pandemic, the number of people searching for a more
flexible work environment or for a more healthier and less crowded environment to
live in has rapidly increased. Therefore, remote work and digital nomadism are an
opportunity that peripheral territories have to embrace as a tool to attract an emerging
target group—the half-tourists. This chapter analyses two projects—Digital Nomads
Madeira (Portugal) and Nomad City Gran Canaria (Spain). By performing in-depth
interviews with the people that implement these strategies, this chapter contributes to
raising the awareness of the importance of this emerging target group and identifying
the barriers and best practices to innovate in tourism strategies in peripheral places.

1 COVID-19, Tourism and Peripheral Territories

COVID-19 impacts are still challenging to measure and to understand to their full
extent. Nonetheless, it is undoubtedly “a crisis like no other” as described by the
World Economic Forum (2020), with an overwhelming impact on the global econ-
omy and an unequal impact on sectoral economies. In the case of the tourism and
related sectors, those suffered “amongst the hardest hit” due to the closure of
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international trips needed social distancing and lockdown in most countries of the
world (Segal, 2020).

Estimates of the World Tourism Barometer pointed out an enormous economic
impact—a loss of US$ 1.2 trillion in export revenues from tourism and 120 million
direct tourism job cuts—seven times bigger than the impact of September 11th, the
worst decline so far (UNWTO, 2020). The World Travel & Tourism Council also
highlighted that tourism’s contribution to the global economy fell 49.1% in 2020 due
to the pandemic’s devastating impact.

Hall et al. (2020) stated that the impact of COVID-19 will be uneven in space
(and time). If this was already a “crisis like no other”, the damage was even worse for
countries and regions highly dependent on the tourism economy (Gössling et al.,
2020). Many peripheral territories are highly dependent on tourism and its associated
sub-sectors to attract young people, entrepreneurs, visitors and higher social and
economic dynamism to their territory and its community. In the case of Portugal and
Spain’s outermost territories, this sector represents a quarter (or more) of their gross
domestic product (GDP). In addition to this high dependence on the tourism sector,
peripheral territories face significant structural challenges. Those suffer from severe
population shrinking processes, ageing population, lack of public and private invest-
ment, lack of skilled labour caused by the increasing urbanisation and centralisation
of infrastructures, services and opportunities to study and work in urban territories
(Freitas & Kitson, 2018).

The high vulnerability of the tourism sector to external events associated with the
high vulnerability of peripheral territories’ economies (Kline et al., 2014) leads to
even higher challenges for people and companies that want to thrive in these
territories. With the lockdown and cancellation of all cultural activities that attract
visitors, these territories were even highly affected. Silva (2021) showed that the
COVID-19 pandemic had had a significant adverse impact on most tourist accom-
modation products in Portuguese rural territories.

Nevertheless, peripheral territories’ characteristics and qualities might also pro-
vide opportunities for place differentiation (Credit et al., 2018), some of those
boosted by the COVID-19 pandemic. These territories can now lead to people’s
increasing interests and concerns with sustainability, the environment, and less
crowded spaces. Also, those can lead to social shifts through investments in renew-
able energy and circular economy. Emerging technologies and the increasing digital
connectivity may help address the lack of human capital and unlock entrepreneur-
ship and innovation in these territories’ traditional sectors (OECD, 2018).

In the case of the tourism sector, Ianioglo and Rissanen (2020) highlight six major
global trends for the post-pandemic world: digitalisation; responsible and sustain-
able tourism; domestic tourism; thriving wellness; changed views on mobility;
changed business travel. Thus, post-pandemic tourism strategies need to be innova-
tive and take into account these opportunities and the new types of tourists that
search for new experiences and search for sustainability, wellness, and contribute to
the local community of the destination.
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2 Remote Work, Digital Nomadism and the Half-Tourists

In 1983, Margrethe Olson highlighted that “office automation technology permits
many office workers to be potential telecommuters in that their work can be
performed remotely with computer and communications support” (Olson, 1983,
p. 182). The author explores almost 30 years ago the remote-work options, charac-
teristics and needs, pointing that “remote work will only become successful when the
concept is institutionalised” (Olson, 1983, p. 187).

Remote work is a work pattern in which workers can perform most of their
working time and tasks at home or in coworking spaces. In turn, in digital nomadism,
remote or self-employed workers travel indefinitely between different locations
while continuously fulfilling their work obligations. In this case, the digital nomad
is considered an “emerging class of highly mobile professionals, whose work is
location independent working while travelling on (semi)permanent basis and vice
versa, forming a new mobile lifestyle” (Olga, 2020).

Despite being discussed for over 30 years, the interest in remote work grew
slowly. There was never (until 2020) a major change in the way people, companies,
researchers and policymakers see new work trends and patterns. Apart from niche
groups of freelancers, entrepreneurs and some employees of the technological field,
few people thought that the work they perform could be done at home, at coworking
space in any country of the world. Nonetheless, the emerging trends of remote work
and digital nomadism were not set aside, even before the COVID-19 pandemic. In
2019, the WYSE Travel Confederation estimated that the number of digital nomads
in 2035 would be more than 1 billion people.

In the last year, this trend boomedwhen most people went to work at home during
the COVID-19 lockdown. Mostly due to the pandemic, the number of people
searching for a more flexible work environment or for a more healthier and less
crowded environment to live in has rapidly increased. Recent studies highlight that
more than one third can be performed entirely at home (Dingel & Neiman, 2020).
Besides, several companies are going to partial or full remote policies. For example,
Twitter and Facebook will allow many of their employees to work from home
(or from wherever they want) permanently. Mark Zuckerberg announced that half
of Facebook employees would be working remotely within the next decade. This
growing interest of companies is led by the increasing confirmation that a more
flexible workplace can increase productivity, improve talent acquisition (that can be
everywhere globally), and reduce costs related to real estate, for example.

Therefore, remote work and digital nomadism are an opportunity that rural and
peripheral territories have to embrace as a tool to attract visitors or future residents.
With the increasing digitisation and decentralisation of jobs, those territories can
offer that healthier and less crowded environment that people are searching for.

In the light of this new trend, a new group of people with different characteristics
from typical tourists is rapidly emerging—the half-tourists. The half-tourist is
“someone who travels to a different city or country and spends part of the time
working remotely while they are there” (Cambridge Dictionary, 2021). Their needs
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and desires are not the same as typical tourists. They search for other infrastructures
and services, their programs and processes are different, they interact with other
people (often, the typical tourist does not even want to interact with anyone).

Thus, it is essential to understand how territories, particularly peripheral and rural
territories, and their stakeholders can innovate their tourism strategies and reconvert
their infrastructures and services to attract and serve this emerging target group.

3 Methodology

To gain a deeper understanding of the topic under discussion—new trends of
working and travelling and impact on peripheral territories—an in-depth case
study methodology was conducted (Yin, 2012). This method allows to understand
complex issues and is not limited to other types of evidence or data which contrib-
utes to triangulate the data and better answering the research question. Although a
single-case study is more simple to implement, multiple case studies provide more
convincing and reliable data. It also allows the investigation of broader topics than
single-case studies (Yin, 2012). Thus, two case studies were selected in order to
compare two peripheral territories with similar strategies. The cases selected were
the Digital Nomads Madeira (Madeira, Portugal) and the Nomad City Gran Canaria
(Gran Canaria, Spain). They were chosen for two reasons. Firstly, because this book
aims to focus on Portugal and Spain and, secondly, because both cases are peripheral
territories and present similar conditions—both are islands with a high focus on
tourism.

Two semi-structured interviews were conducted with the project managers of
Digital Nomads Madeira (DN—consultant and project manager) and Nomad City
Gran Canaria (NC—founder and project manager). The interviewees are also spe-
cialists in the topic of remote work and digital nomadism. The interview script was
divided into four main blocks (the strategy; the challenges of implementing in a
peripheral territory; the social and economic impact; the impact of COVID-19
pandemic) with 13 questions. The interviews were conducted through an online
communication platform in February 2021. The data gathered was transcript and
analysed. The interview data was enriched with secondary data from various
sources, including reports, websites and articles about the projects. These were
essential sources of information to understand the context and to triangulate with
interview data.

3.1 Case 1: Digital Nomads Madeira

Madeira is a Portuguese island and is the largest and most populous of the Madeira
Archipelago. As of 2019, the island had a population of 249,052 (population density
of 310.9/km2) that constitutes approximately 98% of the archipelago population.
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Tourism is an important sector in the region’s economy, contributing 20% to
its GDP.

The project Digital Nomads Madeira was launched in February of 2021, being
promoted by Madeira’s Regional Government and by Startup Madeira. The first
initiative was to create a pilot project in Ponta do Sol, a seaside village with 8593
residents, and to turn this village into the first “Digital Nomad Village”. See more
about the project here—https://digitalnomads.startupmadeira.eu/ (Digital Nomads
Madeira, 2021).

In two months, the project attracted the interest of about 5000 people from all
over the world who signed up to come to work in Ponta do Sol and Madeira. Due to
COVID-19 restrictions and fully-booked housing, most of them were not yet able to
come. By March 2021, there were around 100 people at the Digital Nomad Village
and around 400 remote workers on all the island.

3.2 Case 2: Nomad City Gran Canaria

Gran Canaria is the second-most populous island of the Canary Islands, a Spanish
archipelago in the Atlantic ocean. As of 2019, the island had a population of 851,231
(population density of 545.6/km2) that constitutes approximately 40% of the archi-
pelago population.

The economy is based primarily on tourism, which makes up 32% of the GDP.
The Canaries receive about 12 million tourists per year. And in the case of the island
of Gran Canaria 4,267,385 (2019). Almost one-third of the visitors were residents in
the United Kingdom, which will be an added challenge since Brexit and complex
travelling between UK and Europe.

The project Nomad City Gran Canaria “emerged as the brand that gave shelter to
an international conference organised in Gran Canaria for the last five years. Last
year that conference was renamed Repeople Conference, and Nomad City has
remained an information platform about the destination Gran Canaria for
teleworkers and digital nomads” (NC). The project was born in 2015 to create a
coworking space and organise a conference to answer an emerging movement of
remote workers on the island.

“Las Palmas was already a natural destination for remote workers, although six
years ago it was still a tiny niche and what we did was try to accelerate this process.”
(NC). See more about the project—https://www.nomadcity.org/.

Nowadays, there are 19 coworking spaces, according to their website (Repeople,
2021). Some of them are part of the private organisation that runs the project, but
most of them are from other private organisations.

More recently, the regional government announced an investment of €500,000 in
an international campaign to lure 30,000 Spanish and international remote workers
to the archipelago for long-term stays (Vega, 2020).
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4 Findings and Discussion

4.1 Motivation and Goals

The promotion of digital nomadism, remote work and the enhancement of the tourist
destination are common motivations and objectives in both initiatives. However, the
initiatives also had different motivations and goals.

Regarding motivations, while the DN initiative aimed to position Madeira in a
new tourist market, by attracting “digital nomads, business professionals and entre-
preneurs from all over the world, to come and work from Madeira, for periods
between one and six months, making the island known as one of the best places to
work remotely, where they can enjoy a specially created infrastructure, from work
spaces, activities and community”, the NC initiative aimed at “accelerating this
process”, since Las Palma de Gran Canaria was already a natural destination for
remote workers. It is also curious that one of the motivations of the DN initiative was
the experience of the participation of one of its promoters in the NC initiative.

These different motivations also lead to different goals. On the one hand, in the
DN initiative, its promoters clearly define short- and long-term goals. In the short
term, they intend to “create a community of digital nomads and remote workers with
the primary objective of boosting the economy”, while in the long term, they want
digital nomadism to be the “first step to fixing expatriates who are very interesting,
new expats who pay local taxes, but it also has a local economic impact”. Because of
these goals, measurable results of the initiative’s impact on the territory are made
public.

On the other hand, the NC initiative has no clearly defined goals. It focuses on
remote workers and digital nomads and the growth of that community. In addition, it
aims to be an information portal that provides “additional value to the entire
community” that decides to choose Gran Canaria as its destination.

4.2 Main Challenges

The challenges that both initiatives faced are closely linked to the effects of the
COVID-19 pandemic. If in the NC initiative, since it is prior to the pandemic, the
challenges are related to the lack of knowledge about digital nomadism, in the DN
initiative, due to the pandemic’s impulse to remote work, the main challenges are
related to the capacity of the infrastructures of support for the initiative.

Before the pandemic, Nomad City Gran Canaria was a project with a lack of
recognition “because no one understood what we were talking about or its potential”
(NC). This was one of the biggest challenges to involve other stakeholders (public
government, the tourism sector and the local community) in this strategy and
ecosystem of remote work/digital nomadism in Gran Canaria. With the COVID-19
pandemic, the increasing recognition of new work patterns and opportunities raise
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all stakeholders’ interest in attracting this new target group. Something that has
changed since the COVID-19 pandemic, with the increasing recognition of new
work patterns and opportunities and with other destinations are following similar
strategies. There is more awareness in the companies, public institutions and media
of this emerging trend (NC).

Another challenge is that there are new needs and challenges for a new target
group (in this case, the half-tourists). Thus, local governments and the private sector
cannot answer this new target group with the same strategy, services and infrastruc-
ture to serve the traditional tourist.

In Madeira, for example, in the two months before the initiative started, local
partners, such as restaurants and accommodation, were involved, preparing them to
welcome this new type of tourist.

However, due to the success of the initiative, since the early days, the DN
initiative faced growth problems, because in small villages, when a similar strategy
is successful, it cannot grow quickly, or at least it is more difficult: “in a village if you
are successful, there is no way to grow, you cannot build 50 or 100 beds or a
thousand beds because there is limited space”.

4.3 Governance and Stakeholders

In the case of Digital Nomads Madeira, the project was not created by the local
government, but by a remote work consultant (our interviewee) and “the project was
basically sold, and the Regional Government of Madeira contracted this project and I
am the consultant for the project” (DN). Also, Nomad City Gran Canaria “has been
created by private initiative” with no direct support from the government, only in
specific events or initiatives throughout the last years.

Despite different approaches, both cases consider the local government as an
accelerator of the strategy and its implementation. NC points that “the private sector
will not have the capacity or the means to run a major campaign, because it will not
have a direct return on that investment to justify it” and DN comments that “a big
advantage (of having the local government involved) is that the project can move
much faster”. On another side, both interviewees argue that any exclusive strategy
by the local government will tend to fail since “it is very important that the private
environment is prepared and involved in this issue because otherwise, the effect is
negative” (NC).

Besides the importance of the local/regional government in supporting these
initiatives, other stakeholders should be involved. The local tourism business
(accommodation, restaurants, cafes, tourism animation services, etc.) must be
involved in the strategy since they are essential to serve this target group well. For
example, DN commented that most restaurants did not have a vegetarian menu, and
he had to talk and prepare them before the arrival of the first digital nomads since
almost 30% of those are vegetarian. These simple details are essential for the success
of these projects and emphasise the importance of evolving all the local stakeholders.

The Rise of Half-Tourists and their Impact on the Tourism Strategies of. . . 187



In the opposite way, both cases highlight that there were few or no partners from
major tourism companies that are still not very aware of this emerging trend and
target group. Nevertheless, both believe that those “will certainly be important
partners in the coming years as well” (NC). Also, the national governments should
be aware of these emerging trends and groups, despite not being directly involved in
these local/regional projects. Both interviewees highlight the importance of policies
to facilitate the attraction of this new type of tourists, for example, by providing a
specific visa that goes beyond the typical tourist 3-month visa.

Finally, and one of the most important stakeholders—the local leaders. Those are
essential to orchestrate all the interactions among the different stakeholders and to
dynamise the community of remote workers of the destination. DN affirms that part
of his job is “to find and educate local leaders who are living here (. . .) actually we
already have two people identified (. . .) one of these people is going to start his own
coworking space, create his community, do his business and above all foster the
community which is by far the most important thing”.

Thus, DN concludes that “the partnership between private and public is essential
and the only way for things to happen”, reinforcing the need for public-private-
community cooperation in defining innovative tourism strategies in these territories.

4.4 The Half-Tourists and the Community

Most tourism ecosystems’ frameworks include communities—the “individuals with
a mutually recognised interest in the resources of a destination” (Roxas et al.,
2020)—as important stakeholders of tourism strategies and initiatives. In this case,
the community goes beyond this definition, and it is bidimensional. It includes not
only the local residents, many of the owners/employees of small tourism-related
businesses or simply participants of cultural activities, but also the community of
remote workers/digital nomads that live in that place and have similar goals and
interests.

DN highlights that “the digital nomads do not travel to places, they travel to
communities”. The community, in its bidimensional perspective, is probably the
most important success factor highlighted by both interviewees.

With regard to the community of local residents, factors such as level of educa-
tion, language skills and integration strategies may be essential for the successful
implementation of these tourist strategies. In addition, local businesses must adapt to
a new tourism opportunity. If, on the one hand, there has to be a perception that new
target groups may require the provision of different services, different business
models will also be needed to meet their needs. In the case of tourist accommodation,
for example, in addition to the common overnight accommodation or long-term
rental, there is a need to create a monthly medium- and short-term rental for half-
tourists, whose price is “between 30 and 40% above long term rents”.

While, with regard to the community of remote workers or digital nomads, the
existence of a community is, in itself, a factor of success, as it is perceived by other
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half-tourists as support, welcoming and sharing community. However, the promo-
tion of cultural activities, as well as entertainment infrastructures, is essential to
foster social interaction between members of the community and even with the local
resident community.

4.5 Social and Economic Impact

The social and economic impacts of these initiatives on the territories are similar,
although there are some differences due to the fact that the DN initiative takes place
in a small village, while the NC initiative takes place in a large city.

Regarding social impact, the interviewees pointed out that the cultural integration
and cultural exchanges within the community of half-tourists and between those and
the local community has great value and great social impact. Also, the knowledge
dissemination can lead to new ideas and projects that can impact the lives of tourists,
the local community or the territory.

In terms of economic impact, these types of projects and strategies lead to the
“creation of new business and attraction of subsidiaries of big companies” (NC) and
to the “creation of more businesses associated with these half-tourist communities”
(DN) that need specific infrastructures and services. Also, both interviewees high-
light that the economic impact of the half-tourists is more local and longer than the
short term and many times not the local impact of a typical tourist. DN points that
“(. . .) this is a completely different kind of tourist who spends much more money
locally on local businesses”. The half-tourist books directly in local housing, local
restaurants, local activities and does not book an all-included plan to a hotel, many
times through a tourism agency with no local presences (as most tourists in these
locations do). Also, the economic impact is longer given that the half-tourist stays
more time in a place (one to six months) and at any time of the year, rather than
one/two weeks vacations and in specific seasons of the year, as the typical
tourist does.

Apart from the positive impact, few negative risks were highlighted by the
interviewees. DN stated that “there is always a risk of becoming too famous”,
which can lead to uncontrolled economic development, the rise of housing prices,
more construction in the village and gentrification. Nevertheless, both agreed that
these risks are far from relevant in the short or medium term.

5 Conclusions

In the midst of the COVID-19 pandemic, there were also opportunities and new
perspectives of how people live, work and travel. While businesses were forced to
adapt and leave the traditional office culture, a new era of remote working arrived.
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The interest in remote working and digital nomadism will continue to grow due to
the several perceived benefits for companies, employees and territories.

As remote working grows, the spatial relationship between employee and
employer will be revamped. The understanding that physical proximity is not needed
to maintain high cooperation and productivity levels is leading to an increasing
decentralisation of employment and offices to suburban or more peripheral areas or
to fully remote policies.

Peripheral territories, and particularly those highly dependent on tourism, were
deeply affected by the COVID-19 pandemic and consequent lockdown and closure
of international travel. Nonetheless, those have now the opportunity to give people
what they want by creating infrastructures and services for this emerging group of
half-tourists that is growing exponentially.

The cases analysed showed that this type of strategy and focus on this new target
group can boost the recovery of peripheral territories after this pandemic crisis.
However, several factors should be taken into account to create successful and
innovative tourism strategies within this remote-work trend. The half-tourists do
not have the same characteristics as the typical tourist. Those search for communities
of people with the same (remote working) habits. Also, an increasing concern with
wellness, sustainability and local impact are significant trends to take into account in
post-pandemic tourism strategies.

Some of the factors needed in this new tourism strategy are the close cooperation
between the local government, the private institutions and the community. One of
those alone can develop a project/strategy but will face challenges, and it will take
much longer to achieve results with impact. Also, local leaders are crucial to
guarantee the dynamism of the ecosystem created around this community of half-
tourists. Finally, it is crucial that the local businesses and community are prepared
and engaged in this strategy, even before the arrival of the half-tourists, in order to
avoid cultural shocks.

Future research should try to understand the “true” social and economic impact of
this new target group in the territories. Existent frameworks (Roxas et al., 2020) in
research should include these new trends and stakeholders of the hospitality and
tourism ecosystem. Also, it is important to further clarify these strategies, their
processes and important dimensions to help more and better the local policymakers
of peripheral territories.
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Determinants of Profitability in the Tourism
Sector in Portugal

Carlos Manuel Romão Travanca, Carlos Manuel Rodrigues Vieira,
and Elisabete Gomes Santana Félix

Abstract This paper examines the impact on the profitability of firms in the
Portuguese tourism sector of both internal (size, age, growth, debt) and external
(real GDP growth rate, sovereign debt crisis, location) determinants. Panel data
models have been employed on a large sample of small- and medium-sized firms,
from 2009 to 2017, a period critically influenced by both the financial and the
ensuing sovereign debt crisis in the southern European countries. Alternative prof-
itability measures have been used and the results have been largely robust to the
distinct models’ specifications. The results suggested that profitability is positively
affected by firm’s size and age and by economic real growth rates, and negatively
influenced by the firm’s indebtedness ratio and the sovereign debt crisis. Firms in the
main tourism regions are generally more profitable, and relatively less affected by
the sovereign debt crisis, that was particularly harmful to micro-size firms.

1 Introduction

Portugal is currently one of the major tourism destinations in the world. The
country’s tourism industry has considerably developed since the 1990s, in a con-
scious internal effort to develop this strategic sector, partly aided by political
instability in some more traditional touristic sites and also by numerous international
awards that contributed to an increased visibility and attractiveness. The World
Tourism Organization, a specialized agency of the United Nations, with
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headquarters in Madrid, places Portugal in the 17th position of the world ranking of
countries by number of incoming tourists in 2018.

Owing to its particular nature and type of clients, this sector is strongly affected
by seasonal, conjunctural, and sometimes more structural fluctuations. The peak of
sales of tourist services’ providers in most locations is strongly related to the
holidays’ period, traditionally chosen in the summer months, when the climate is
better suited for outdoor activities and the schools are closed. The profitability and
overall performance of this economic sector is highly sensitive to climatic changes,
the business cycle, political instability, and many other unexpected and disruptive
circumstances with a major impact, such as the recent COVID pandemic.

In view of the extreme vulnerability of this economic sector to, mostly uncertain
and uncontrolled, external circumstances, and also its growing importance for
economic growth and employment rates in the Portuguese economy, this paper’s
main objective is to identify the determinants of firm’s profitability in the tourism
industry, focusing on a large panel of small- and medium-sized enterprises (SMEs).
SMEs represent a very large proportion of all businesses in this sector, both in terms
of volume of sales and employment. Uncovering the determinants of these firms’
profitability is obviously important for a more efficient management, but is also
important for national and regional authorities, interested in strengthening Portugal’s
position as a leading tourist destination.

The next section surveys the relevant theoretical and empirical literature,
intending to identify the dependent and the explanatory variables previously pro-
posed as determinants of a company’s profitability in this particular industry. The
following section describes the empirical model to be estimated and the dependent
and independent variables chosen, bearing in mind the literature review, and the
peculiarities of the country and time period considered. Afterwards we present and
discuss the results obtained with the estimation of the empirical model. The final
section reviews the main conclusions, limitations, and avenues for further research.

2 Literature Review and Hypotheses

In this section we will present the literature review associated with the hypotheses to
be studied. This study considers a set of variables that can be aggregated
according to: internal characteristics of the company; and, external constraints to
the company.

Thus, internal characteristics of the company aspects such as size, age, growth of
the company and the level of indebtedness of the company will be considered. The
constraints external to the company that will be considered are GDP growth, the
sovereign debt crisis, and the company’s geographical location.
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2.1 Internal Characteristics of the Company

2.1.1 Size

In the study of business profitability, it is important to take into account the
company’s size, mainly because large firms can take advantage of economies of
scale in their activities, and this is therefore a differentiating factor compared to
smaller companies. But, according to the Schumpeterian theory, it is the small and
new enterprises (particularly in the area of technology) that are gradually growing
and acquiring market share where large companies are already established
(Papadogonas, 2007). This study analyzes tourism companies and, according to
Dwyer et al. (2020), this is a sector in which economies of scale also seem to be
present.

Moaveni (2014) shows us that a significant part of the financial performance of
Turkish tourism companies, between 1998 and 2011, is affected by internal deter-
minants, with size presenting a positive impact on profitability. More recently, Aissa
and Goaied (2016) have drawn similar conclusions, referring that the size of a hotel
has important implications for its profitability.

In the literature on hotel profitability, many studies have shown the positive
relationship between size and profitability, such as Babayan et al. (2014), for hotels
located in the Region of Alicante, and Dimitrić et al. (2019), for Spanish and
Portuguese hotels. Even considering the impact that a financial crisis (considering
pre, during, and post-crisis periods) may have on hotel profitability, Agiomirgianakis
et al. (2012, 2013) and Magoutas et al. (2016) concluded that larger companies in the
Greek tourism sector were more profitable, suggesting as justification the advantages
that these companies have in price negotiation.

Based on the presented arguments, we formulated the following research
hypothesis:

H1 There is a positive relationship between size and profitability in small- and
medium-sized Portuguese hotels.

2.1.2 Age

The issue of age is important in the study of the economic performance of compa-
nies, including hotels. Wang et al. (2006) argued that the performance of the hotel
increases with its age, to the extent that over time hotels gain organizational
resources such as experience, reputation, and local and/or international brand.
These resources positively influence strategic, operational, and innovation decisions.

Also, the research presented by Agiomirgianakis et al. (2012, 2013) and
Magoutas et al. (2016), for the Greek tourism sector, show that as time goes by
there is an impact of learning on organizations which becomes decisive for
profitability.
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The consideration of age allows to consider the life cycle of companies, in that in
the first years of life of companies they aim to achieve a minimum of efficiency scale
that allows them to survive in the markets in which they operate. In this way, it is
normal that in the first years of life, companies present higher growth rates.

However, there is no consensus in the literature regarding the impact of the age of
hotel profitability. Aissa and Goaied (2016), in the case of Tunisia, observed a
negative relationship between the age and profitability of these hotels. Dimitrić
et al. (2019) obtained different results depending on the country of the hotels, so
that in Spain and Portugal, more recent hotels were more profitable, while for
example for hotels in Croatia they could not obtain any statistically significant
relationship.

Consequently, we formulate the following hypothesis:

H2 There is a positive relationship between age and profitability in small- and
medium-sized Portuguese hotels.

2.1.3 Firm Growth

The company’s pace of growth is also a variable with potential links to its profit-
ability. On the one hand, growth shows the dynamism of the company, its willing-
ness to take advantage of market opportunities to grow and increase its profitability.
On the other hand, however, higher growth rates may also indicate that the company
is still in the initial phase of the business, with higher investment requirements and
therefore with higher costs. As demonstrated by Serrasqueiro and Nunes (2016), the
issue of business growth has distinctive particularities in the case of the tourism
sector and, within this, when we consider smaller companies, as is the case of the
companies that are part of the sample used in the present study. It is a sector that is
characterized by being very capital intensive, where the will for growth may require
large investments.

However, there is little empirical evidence regarding the impact of a company’s
growth on its profitability. Note the work of Sandvik et al. (2014), who study the
relationship between hotels’ innovative actions and their profitability. Throughout
the study the authors claim that sales growth has a positive impact on the business
profitability.

Based on the arguments presented, we formulated the following research
hypothesis:

H3 There is a positive relationship between hotel growth and profitability in small-
and medium-sized Portuguese hotels.

2.1.4 Debt

In a simple way, it is possible to define the financing policy as being the set of
decisions that aim to obtain the necessary funds for the growth and management of
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the company. The more financial resources companies have, the better their opera-
tion and results. The fewer resources, the greater the difficulties in achieving the
goals. Management seeks maximum profitability of the resources needed to achieve
the objectives.

According to Tsai et al. (2011), hotels prefer to fund their needs through debt,
which has a lower cost than external equity. However, Gai et al. (2017) claim that an
increase in leverage and, consequently, in debt levels, can have a positive impact
(multiplier effect) on business profitability. But an increase in debt, particularly of a
financial nature, carries a greater risk to the business, given its greater dependence on
banks.

Leverage is negatively related to profitability in the tourism sector. High interest
rates (and therefore costs), due to the company’s increased risk, associated with high
levels of indebtedness probably result in lower profits (Agiomirgianakis et al., 2012,
2013; Magoutas et al., 2016). In addition, when a large part of the revenue is
intended to cover interest payments, fewer funds are available for reinvestment,
thereby reducing the company’s growth opportunities.

Also, Aissa and Goaied (2016) claim that the level of indebtedness is an influen-
tial factor in profitability but has a negative impact on the company.

Thus, we have formulated the following research hypothesis:

H4 There is a negative relationship between leverage and profitability in small- and
medium-sized Portuguese hotels.

2.2 External Constraints to the Company

2.2.1 Economic Growth

The real GDP change rate is an indicator of economic growth with an expected
positive impact on profitability. In the event of a decrease in GDP growth, there will
be a negative impact on the consumer’s purchasing power, which may reduce
demand for products, thereby reducing the company’s profitability (Tandelilin,
2010).

Oh (2005) looked at the relationship between GDP and tourism growth in South
Korea and concluded that economic expansion causes a short-term increase in the
tourism sector. Moaveni (2014) tested the effect of this variable on profitability
obtaining a positive impact. According to this author, it is expected that as GDP
increases over time, the number of tourist arrivals increases, which means that hotels
can achieve higher profitability levels. As hotels are important tourism-related
service industries, it can be said that “real GDP growth” has a positive impact on
their profitability.

So, our hypothesis is:

H5 There is a positive relationship between economic growth and profitability in
small- and medium-sized Portuguese hotels.
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2.2.2 Sovereign Debt Crisis (2011–2014)

The sovereign debt crisis, that had significant impact in Portugal, predominantly
from 2011 to 2014, began as part, and a consequence, of the global financial crisis
that began in 2007–2008, developing in the context of the eurozone public debt
crisis, which mainly affected southern European countries and also Ireland.

The ensuing economic crisis can affect the tourism sector due chiefly to the
reduction in disposable income. In this way, this reduction in income is expected
to adversely affect traditional tourist destinations, especially in the luxury segment
(Stabler et al., 2009).

Agiomirgianakis et al. (2013), when analyzing the impact of the economic crisis
on Greek tourism companies, conclude that it had a negative impact on the perfor-
mance (profitability) of those companies.

A similar result was obtained by Babayan et al. (2014), who conclude that in
times of crisis, hotel companies do not seem to be able to cover their costs, namely
financial costs. The authors even argue that, as a general rule, all hotels in a crisis
situation obtain relevant losses as a result of their financial results.

Based on the arguments presented, we formulated the following research
hypothesis:

H6 In times of sovereign debt crisis, the profitability of small- and medium-sized
Portuguese hotels is lower.

2.2.3 Location

The ideal location for a hotel establishment presupposes certain levels of occupancy,
seasonality, and competitive intensity, among others. All these aspects directly
impact the profitability of the establishments. In addition, decisions about the
location of the business are one of its main success factors (Lundberg et al., 1995),
because in addition to establishing the main forces that act in the profitability of the
hotel, these are decisions that cannot be modified in the short term, and therefore
have a marked strategic nature (Martínez-López & Vargas-Sánchez, 2013).

Location is a particularly relevant issue in the case of the sector under review.
Lado-Sestayo et al. (2016) analyzed the effect of location through the market
structure on the profitability of the Spanish hotel sector, concluding that profitability
depends largely on the structure of the market.

In the case of this study, focused on Portugal, the Algarve region proves to be
the main destination of tourists, both national and international. A mirror of this is
the fact that in 2019 it was, for the second consecutive year, the NUTS II region with
the highest GDP growth, with more than 50% of SMEs operating in the tourism
sector. Thus, it is extremely important to study the particularities of the profitability
of companies in this region.

Thus, our research hypothesis with respect to location is as follows:
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H7 There is a positive relationship between the location of hotels in the Algarve and
the profitability of small- and medium-sized Portuguese hotels.

3 Methodology

3.1 Sample

The data used in this study were obtained through the Amadeus database as supplied
by Bureau van Dijk. The companies comprising the sample meet the SME condi-
tions set out in the Commission Recommendation 2003/361/EC of 6 May 2003.
These are companies with: (1) a number of employees below 250 and (2) turnover
less than or equal to EUR 50 million or total annual balance sheet less than or equal
to EUR 43 million. Companies belonging to the category hotels and similar accom-
modation were also elected, which corresponds to code 551 of CAE—Rev. 2 (Por-
tuguese Classification of Economic Activities).

This study is therefore based on financial accounting data from a final sample
composed of 2508 SMEs from the tourism sector of Portugal, for the period 2009 to
2017, and it is a non-balanced sample.

3.2 Variables

Profitability ratios relate the company’s profits to its assets. Although there are
multiple profitability ratios with different variations and specific interpretations,
the principle is always the same: compare the profit that the company was able to
generate in a given period with data relating to the size of the company (be it the
amount invested, the value of the asset, or the net value of the company). Thus, as
dependent variables we used the ratios: Return on Investment; Return on Equity; and
Return on Assets.

Based on the results of the relevant literature, the variables presented in Table 1
were thus defined and computed.

3.3 Estimation Method

In this study, the estimation models with panel data are adopted. These have
numerous advantages over sectional data or time data models, combining them
and leading to more accurate statistics and increased power of statistical tests.
They allow to perceive the relationship between variables under study over time
and the level of individual heterogeneity. Thus, the panel data provide a greater
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amount of information, greater variability of the data, lower linearity between the
variables, greater number of degrees of freedom, and greater efficiency in estimation.

The main equation is:

Y ¼ f ðsize, age, firmgrowth, debt, GDP growth, dsdcrisis, local, dmicroÞ ð1Þ

being Y given by ROI, ROE, and ROA. Thus, the three equations under study will be
(for firm i in year t, with μ being the error term):

ROIit ¼ β0it þ β1 sizeit þ β2 ageit
þ β3 firmgrowthit þ β4 debtit
þ β5 GDPgrowthit þ β6 dsdcrisisit
þ β7 localit þ β8 dmicroit þ μit ð2Þ

Table 1 Definition of variables

Variables Description Acronym

Dependent variables

Return on invest-
ment (%)

Net Income
Total Assets � 100 ROI

Return on equity
(%)

Net Income
Equity � 100 ROE

Return on assets (%) EBIT
Total Assets � 100 ROA

Independent variables Expected
effect

Size (log) Turnover logarithm size +

Age (log) Logarithm of: Data year—year of constitution age +

Firm growth (%) Total Assetst�Total Assetst�1
Total Assetst�1

� 100 firmgrowth +

Leverage ratio Total Liabilities
Total Assets

GDP at constant pricest�GDP at constant pricest�1
GDP at constant pricest�1

� 100

debt �
Economic growth
(%)

GDPgrowth +

Dummy sovereign
crisis

Dummy variable, with 1 from 2011 to 2014
and 0 for the remaining years

dsdcrisis �

Dummy location
(Algarve region)

Dummy variable, with 1 in Algarve region and
0 in the remaining regions

dalgarve +

Dummy location
(Lisbon region)

Dummy variable, with 1 in Lisboa region and
0 in the remaining regions

dlisboa +

Dummy location
(Porto region)

Dummy variable, with 1 in Porto region and
0 in the remaining regions

dporto +

Dummy micro firms Dummy variable, with 1 for micro firms and
0 in the remaining dimensions

dmicro +

Dummy small firms Dummy variable, with 1 for small firms and
0 in the remaining dimensions

dsmall +
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ROEit ¼ β0it þ β1 sizeit þ β2 ageit
þ β3 firmgrowthit þ β4 debtit
þ β5 GDPgrowthit
þ β6 dsdcrisisit þ β7 localit
þ β8 dmicroit þ μit ð3Þ

ROAit ¼ β0it þ β1 sizeit þ β2 ageit
þ β3 firmgrowthit þ β4 debtit
þ β5 GDPgrowthit
þ β6 dsdcrisisit þ β7 localit
þ β8 dmicroit þ μit ð4Þ

Additionally, the models have also been estimated including alternative interac-
tion terms between some of the variables, that may help interpret the obtained results
and attain a better fit.

The chosen estimation method is validated through several tests: R-Square;White
and ModifiedWald (tests to heteroscedasticity); Hausman (fixed and random effects
test); Test F; and Test F for fixed effects.

4 Empirical Results and Discussion

The appendix includes Tables 2 and 3 with, respectively, descriptive statistics and
the correlation matrix of the variables employed, and Tables 4, 5, and 6, which
present the results obtained for the various estimated models.

Let us start by analyzing the results of Table 2, with regard to dependent vari-
ables, which reflect the profitability of hotels measured in three different ways. As
we may observe, ROI, ROE, and ROA present negative average values (3.71%,
5.40%, and 1.27%, respectively), thus indicating that, on average, the activities
carried out by the companies generated losses in the period under analysis. Note
that our sample comprises the period when economic activity was negatively
affected by the global financial crisis and the European sovereign debt crisis.

As regards the hotels included in the sample under study, it is noted that: their
average size, measured by turnover, is EUR 36.45 thousand; have an average age of
12.95 years; grew on average by about 0.84% (again, note that this low growth rate
may be explained by the financial and sovereign debt crisis in Portugal); the average
leverage ratio is 1.44, a high value but that may be due to the fact that hotels need a
high initial investment to start their business. It is also observed that 73% of the
hotels are microenterprises, 23% are small and 4% medium sized. With regard to the
location of the hotels, 15% are located in the Algarve region, 27% in the greater
Lisbon area, 7% in the Porto region, and 51% are located in the rest of the country.

The average change in GDP for the period under review is very close to zero. This
scenario is mainly due to the figures recorded in 2009, 2011, 2012, and 2013, where
there was a negative variation in GDP caused by the effects of the financial crisis.
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Analyzing Table 3, which presents the correlation coefficients between the vari-
ables used in this study, we can observe that the correlations between the indepen-
dent variables are less than 30%. Therefore, according to Gujarati and Porter (2010),
the problem of multicollinearity between these variables is not relevant.

Next, we present and discuss the results obtained with the models, which are
presented in Tables 4, 5, and 6. Initially, the results of the base model are analyzed in
more detail and then the impact of the inclusion of variables related to the sovereign
debt crisis and the location of hotels. Afterwards, we examine the impact of
introducing interaction terms, combining the sovereign debt crisis and financial
leverage with the location and size of enterprises (micro-enterprises).

4.1 Base Model

Let us start by analyzing the base model (relative to the above eqs. 1, 2, 3, and 4)
whose results are evidenced in Table 4, in appendix. The Hausman test showed
statistical evidence that the choice between the two model specifications should
favor the fixed effects, since the P-value associated with the test statistics of the three
models (ROI, ROE, and ROA) is lower than the usual level of significance (5%).
However, as observed in Table 4, the results do not differ qualitatively between
the two models, except for the variable size, which is statistically significant with the
random effects specification, but, conversely, is not statistically significant when the
fixed effects specification is applied. Thus, for the purposes of analysis of the study,
we selected the random effects, since the fixed effects model admits that the
intersecting coefficient is different between the companies, allowing to detect dif-
ferences that do not change with time and homogeneity in the slope coefficient.
Although the fixed effects model allows capturing differences not observed between
companies, the inclusion of dummy variables reduces the degrees of freedom, which
can make the model estimates less efficient than in the random effects model.

All models present strong overall significance, since the F and Wald tests for joint
significance of all covariates allow us to clearly reject the null hypothesis that all
coefficients are equal to zero.

Analyzing the impact of each explanatory variable, we observe that the size
variable is statistically significant at 1% in all models, except for the random effects
model 3.1 where it is statistically significant at 5%, showing a positive impact on all
models. Thus, we can confirm hypothesis 1 in which we suggested a positive
relationship between size and profitability in small- and medium-sized Portuguese
hotels. If we analyze the impacts of this same variable in Tables 5 and 6, we observe
the same results, which indicates that the result is consistent. This result confirms
those of authors as Agiomirgianakis et al. (2012, 2013), Moaveni (2014), Aissa and
Goaied (2016), Magoutas et al. (2016), Dimitropoulos (2018), and Dimitrić et al.
(2019). Our results thus show that the larger the size of the hotel, the higher the
profitability it achieves, which seems to be consistent with the impact of scale
economies ensuring a lower average cost (even in the case of tourism companies).
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The result is also an indicator that larger companies can better control resources, but
also have an easier and cheaper access to funding, which allows them to achieve
higher levels of profitability.

The variable age has a positive and statistically significant impact at 1% in all
models of Tables 4, 5, and 6 (with the exception of random effects models 3.3, 4.6,
5.1, and 5.3, in which it is statistically significant at 5%). It is therefore possible to
confirm our hypothesis 2, there is a positive relationship between age and profit-
ability in small- and medium-sized Portuguese hotels. These results suggest that
older companies can achieve greater profitability, thus confirming previous results
by Agiomirgianakis et al. (2012, 2013), Aissa and Goaied (2016), Magoutas et al.
(2016, 2018). This result reflects the impact of accumulated “learning by doing” or
“incumbent” effect, indicating that experience and reputation is an advantage for the
portuguese hotels. However, when we consider ROE as the dependent variable, we
observe that the impact of age on profitability is negative and statistically significant
(between 1% and 5%). In fact, Dimitrić et al. (2019) in a recent paper on the
determinants of profitability in some Mediterranean countries (Croatia, Greece,
Spain, and Portugal) for the period 2007 to 2015, found a similar result for the
case of Spain and Portugal (although considering ROA as the measure of profitabil-
ity). These authors present as a possible justification the fact that the newest hotels in
these countries are more modern, prone to new technologies and services and can
more easily adapt to customers. Indeed, in the recent past there has been a high
number of renovations of existing hotels, as well as the emergence of a large number
of hotels. According to data from PORDATA, from 2012 to 2013 there was a rate of
variation of 10.1% of beds in total tourist accommodations (such high peaks had
only occurred in 1973, 1979, and 1986). For Spain, this peak was observed in 2003,
in the order of 10.3% compared to 2002, and later in 2005 and 2011 but of a smaller
relative dimension (annual growth rates of 3% and 2.7%, respectivley) (PORDATA,
2020).

In what the growth of the company is concerned, we have not found any
statistically significant relationship with profitability, so we do not confirm the
third hypothesis.

With regard to the impact of the amount of debt on profitability we found, in all
models, an expected negative impact with a statistical significance of 1%, so our
fourth hypothesis is confirmed. Our result is in line with the literature and, in
particular, the specific literature on the tourism sector, for example Agiomirgianakis
et al. (2012, 2013), Murugesu (2013), Dimitropoulos (2018) and Magoutas et al.
(2018). Highly leverage firms are required to pay higher interest amounts, which will
increase their expenses and lower their profits. They also have to show higher returns
to potencial investors because of the amount of leverage they have. On the other
hand, higher leverage leads to higher levels of risk, leading to greater difficulties on
the part of these companies in obtaining financing. This ends up having an adverse
effect on the company’s future investment opportunities which in turn can lead to a
negative impact on its long-term operating performance and solvency
(Dimitropoulos, 2018; Singh & Faircloth, 2005; Shin-Ping & Tsung-Hsien, 2009).
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In terms of external determinants, it is observed that the impact of economic
growth on hotel profitability is always positive and statistically significant at 1%
(with the exception of models 4.1, 4.2, and 5.1, in which it is equal to 5%), allowing
to confirm hypothesis 5. In periods of higher economic growth, there is an increase in
consumer purchasing power, which may be reflected in the increased demand for
hotel stays (whether national or international). Indeed, tourism is a key industry
worldwide, having spread rapidly in recent decades, it is an activity with increasing
importance in economic development and vice versa. These conclusions are in line
with those of Moaveni (2014).

Finally, two dummies were included that intended to analyze the impact of the
fact that the hotels are micro and small. As we may observe, these do not have
statistical significance, which seems to indicate that being classified in a specific
dimension does not favor the profitability of the Portuguese hotels in our sample.

4.2 Sovereign Debt Crisis and Location

Table 5 presents the results obtained when incorporating some other variables in the
base model described above. Note that the results for the variables from the base
model remain qualitatively similar, both in terms of sign and statistical significance
of the coefficients. The country’s real GDP growth ratio and the firm’s dimension
and age (in this case, except when ROE is the dependent variable) positively affect
profitability. The firm’s leverage ratio has a negative effect on profits. Notably, these
results are robust across all model specifications and with distinct profitability ratios.

The effect of the sovereign debt crisis is clearly negative, as expected, and
strongly significant in statistical terms, whatever the dependent variable considered,
thus confirming our initial research hypotheses (H6). The sovereign debt crisis, a
by-product of the financial crisis had a large impact in Portugal, extending the
economic recession and forcing harsh austerity policies during a large part of the
sample period considered in this study. The result was a sharp fall in disposable
income and a large increase in the unemployment rate and in business bankruptcies.
Overall demand fell significantly, particularly for non-essential goods and services,
such as tourism.

This sovereign debt crisis had also a strong negative impact on the economies of
other European countries, thereby diminishing external demand for tourism services
in Portugal, particularly from Spain, one of the major sources of tourists in Portugal.
Furthermore, tourists from Spain are typically not concentrated in the summer
months, alleviating the seasonal characteristics of this economic sector.

These results confirm previous findings by Agiomirgianakis et al. (2013) and by
Babayan et al. (2014), who have also uncovered a statistically significant negative
effect of the financial crisis on firm’s profitability in the tourism sector. Both studies
have also focused on Southern European countries, the most negatively affected.
While the former study the Greek tourism sector, the latter examine the impact on
hotels in Spain.

204 C. M. R. Travanca et al.



Table 5 also reports the results of estimating the models with dummy variables for
the three major tourism regions in the country: the Algarve, the capital, Lisbon, and
the second largest city, Oporto. Although the results are not uniform across all
estimated models, location in one of these three regions positively affects profitabil-
ity relatively to firms located elsewhere. The exception is when the dependent
variable is return on investment (ROI), in which case only firms in the Algarve
show a positive effect, albeit with a low statistical significance. These results confirm
our research hypothesis H7 and may possibly be explained by higher occupancy
rates across the year and the advantages of possible network effects in the major
tourism centers.

These results compare with those obtained by Lado-Sestayo et al. (2016), who
have studied the effects of location on profitability in a large sample of Spanish
hotels, from 2005 until 2011, thereby including the effects of the financial crisis but
not yet the combined impact of the following sovereign debt crisis. Employing
dynamic panel data models, the authors conclude that profitability depends largely
on the market structure and the level of demand of the tourist destination.

This model presented in Table 5, with dummy variables for the sovereign debt
crisis and for the main tourist destinations in Portugal, has been further extended to
allow for possible interaction effects between some of the variables (see Table 6).
Note that the previous results are largely robust to this extended model. Profitability
in this economic sector is conditioned by a number of internal firm characteristics,
such as its size, age, and leverage ratio, but also by external determinants, like the
real growth rate of GDP, location, and the sovereign debt crisis.

As expected, the results from these interaction terms are less uniform across the
different models presented in Table 6, both in terms of sign and statistical signifi-
cance. Overall, there is a suggestion, with a weak statistical significance, that hotels’
profitability in the Algarve region has been less severely affected by the debt crisis,
possibly because a large part of the hotels’ clients come from northern European
countries, less affected by this crisis.

A more convincing result is the particularly harsh effect of the sovereign debt
crisis on the smaller firms. Businesses in the tourism sector ranked as micro firms, a
very large part (73%) of the sample employed in this paper, have experienced a
particularly negative effect of the crisis on profitability. This result corroborates the
conclusions from a paper by Ferreira and Saridakis (2017), focused on Portuguese
firms’ survival rates across the business cycle and in particular during to the two
recent financial and sovereign debt crises. The authors found that smaller firms were
more likely to shut down than larger firms and were more affected by the sovereign
than by the financial crisis.

Location and firm size have also been interacted with leverage, trying to uncover
a significant relationship between these determinants. The results for the interaction
term between leverage and location in the Algarve region are mixed, not allowing
convincing conclusions. The results for the interaction term between leverage and
the firms’ rank as micro companies are more robust across the distinct dependent
proxies of profitability. The statistically significant negative effect of a firm’s
leverage ratio on profitability, consistently found in all estimated models, is lower
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for micro firms. Given its very small size these firms may be more credit constrained,
and therefore less affected when credit conditions, and the economic cycle, unex-
pectedly worsen.

5 Conclusion

The main goal of this paper was to identify the factors determining the profitability of
Portuguese companies in the tourism sector, including internal variables (size, age,
firm growth, leverage, and a dummy variable categorizing as a micro or small firm,
since these represent, respectively, 73% and 23% of the companies in the sample)
and also some relevant external determinants (economic growth, a dummy variable
for the financial and sovereign debt crises that caused a major disruption in the
Portuguese economy and geographical location).

Our results confirmed hypotheses 1, 2, 4, 5, 6, and 7, confirming, respectively,
that the profitability of companies in the Portuguese tourism sector is positively
influenced by the size and age of the company, negatively influenced by the amount
of debt, positively influenced by GDP growth, has suffered a negative impact with
the sovereign debt crisis and, finally, is positively influenced by being located in the
Algarve region.

With regard to the variables that were used to measure the profitability of
companies, ROI, ROE, and ROA, all three demonstrated to fit well with a strong
overall significance, and the ROA seems to be the one with the best explanatory
power, with an R-square of around 30%, a value very close to the coefficients of
determination obtained by Dimitropoulos (2018). We believe that it was important to
use these three profitability measures because they measure the relationship between
results and alternative dimensions of the firm, particularly in the case of ROI and
ROA, with the former taking into account the weight of financial expenses in the
company.

This study reveals that a significant part of the financial performance of tourism
companies is affected by internal determinants. It is demonstrated that the profit-
ability of these companies increases with their size and age, evoking the impact of
possible economies of scale as well as the increase in the level of reputation and
experience that occurs with age. As entirely predictable, the impact of the level of
leverage in hotels is negative. This type of companies requires high levels of
financing (in particular when entering the market), but funding has high expenses
and increases the level of risk, which ultimately has a negative effect on access to
new financing, with adverse effects on opportunities for future growth.

GDP real growth rates exhibit the largest coefficient in the model, displaying a
strong positive and highly statistically significant effect on these firms’ profitability,
suggesting that in periods of stronger economic expansion, consumers affect a larger
share of their income to the demand for hotels’ services. This result shows that
economic growth is of high importance for the countries’ tourism activities and vice
versa.
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When analyzing the impact of the sovereign debt crisis, we observe a significant
negative impact on the profitability of companies in the Portuguese tourism sector. It
was also observed that the impact of this crisis is significantly enhanced for
microenterprises, but lower in companies located in the Algarve.

The present study has implications at various levels. At the level of the literature
on this research area, its impact is threefold: it studies the influence of various
determinants of profitability on alternative measures, as ROI, ROE, and ROA, in
companies in the tourism sector of Portugal; studies the influence of the sovereign
debt crisis that deeply affected the Portuguese economy at the first half of the decade;
and it studies the impact on profitability of different geographical locations.

At the level of the companies in this particular economic sector, it sets out the
main external and internal determinants of their profitability. It warns these compa-
nies for the need of a balanced and efficient management of their external financing,
given the strong negative impact of financing costs on profitability. On the other
hand, it draws attention to companies for taking advantage of periods of economic
expansion, usually characterized by a greater influx of tourists. In these periods,
these companies should focus on a good management of the internal capital they
generate, for amortization of their debts of external capital, and to implement
investments that would allow them to take advantage of opportunities for future
sustained growth.

Finally, the results obtained with the variables of leverage, sovereign debt crisis
and dimension, should serve as a warning to the need for government policies that
presenting more appropriate forms of financing for companies in this sector. It also
suggests the need for the development of public policies that address the impact that
possible crises have on profitability of the tourism sector businesses in the face of the
weight that this type of sector already represents in GDP. In Portugal, the sectors of
trade and repair of vehicles, accommodation and catering accounted for 19.4% of
Gross Domestic Product in 2018 (PORDATA, 2021).

This study has a limitation related to the specific nature of small and medium
hotels in Portugal, that is, many companies do not present correct or complete data,
thus limiting the size of the sample to be collected. In the future, as this limitation
relaxes, it would be interesting to include the use of more comprehensive and recent
data, along with additional internal variables such as marketing expenses and/or
innovative activities, as well as the weight of fixed costs. It would also be interesting
to extend the study of profitability to other countries, at the European Union level,
for example, considering the difference between hotels located in Nordic countries
and those located in the Mediterranean countries, so that international analyses can
be made. Finally, while we are still living in a pandemic situation, it would be
important (after extending the time series) to analyze the effect it had on the
profitability of hotels in Portugal, but also in other countries, particularly those
where this industry represents a large fraction of the economy.

Acknowledgments This paper is financed by National Funds of the FCT—Portuguese Foundation
for Science and Technology within the project “UIDB/04007/2020”.
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Appendices

Table 2 Descriptive statistics of the variables under study

Variables Observations Mean Standard deviation Minimum Maximum

ROI 19,512 �3.71 198.27 �6675 25,559

ROE 14,948 �5.40 80.77 �997.81 881.87

ROA 18,737 �1.27 16.38 �99.60 98.49

Size 9151 36.45 10.58 �3 3

Age 20,342 12.95 2.62 0 2.03

Firmgrowth 19,274 0.84 20.31 �1 1493.42

Debt 12,227 1.44 3.30 �0.05 98.07

GDPgrowth 22,410 0.00 0.02 �0.04 0.03

Dsdcrisis 22,410 0.44 0.50 0 1

Dalgarve 22,410 0.15 0.36 0 1

Dlisboa 22,410 0.27 0.44 0 1

Dporto 22,410 0.07 0.25 0 1

Dmicro 22,410 0.73 0.44 0 1

Dsmall 22,410 0.23 0.42 0 1
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Table 6 Regressions of the profitability determinants model (final model)

Independent variables

Dependent variables

ROI ROE ROA

5.1 5.2 5.3

Internal determinants:

Size 1.226** 8.243*** 2.247***

(0.56) (1.535) (0.243)

Age 3.56** �15.566*** 1.55**

(1.576) (4.495) (0.703)

Firmgrowth 0.058 �0.124 0.022

(0.049) (0.124) (0.019)

Debt �9.55*** �37.107*** �3.557***

(0.511) (4.611) (0.253)

External determinants:

GDPgrow 38.722** 231.689*** 49.049***

(17.49) ´(48.098) (6.8)

Dsdcrisis �2.343** �10.122*** �1.96***

(1.006) (2.7) (0.386)

Dalgarve 2.731 0.932 7.819***

(2.184) (8.926) (1.141)

Dlisboa 1.003 13.06*** 2.021**

(1.679) (4.555) (0.786)

Dporto �2.694 17.356** 4.735***

(2.828) (7.681) (1.333)

Dmicro �0.303 �22.122*** 0.664

(2.208) (7.073) (0.951)

Dsmall �0.77 �4.458 �0.256

(1.898) (5.103) (0.794)

Dsdcrisis � Dalgarve 2.44 9.103* 1.122

(1.88) (5.108) (0.722)

Dsdcrisis � Dmicro �6.003*** 1.865 �1.304**

(1.345) (3.777) (0.521)

Debt � Dalgarve �0.377 22.293*** �4.13***

(0.630) (8.641) (0.622)

Debt � Dmicro 2.953*** 26.336*** 0.72**

(0.55) (5.141) (0.294)

_cons 2.55 27.295*** �3.357**

(2.98) (9.2) (1.297)

R-square 0.226 0.081 0.248

Wald test 1321.18*** 231.54*** 1022.19***

Observations 6440 5218 6363

Firms 1327 1153 1319

***p < 0.01; **p < 0.05; *p < 0.1; Standard errors in parentheses
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Good Practices Within the European
Project Smart Rural

Antonio Martínez-Puche, Xavier Amat-Montesinos, Carlos Cortes Samper,
Jose Antonio Larrosa Rocamora, Alberto Lorente Saiz, Samuel Ortiz Pérez,
and Isabel Sancho Carbonell

Abstract Since November 2019, the University of Alicante, through the Human
Geography research group, has participated as a partner in the European Smart rural
project. Its objective is to identify the existing gaps and best practices in the EU
countries to develop a training program in smart rural tourism aimed at students,
authorities, and local communities (stakeholders). In total there are seven universi-
ties involved. The purpose of the communication is to illustrate the process followed
to date, determine the content of the training program, the topics and the methodol-
ogy for its development, which must then be tested to obtain learning that improves
the final product. The University of Alicante contributes the value of geography in
the development of these training programs linked to tourism, reinforcing the
importance of an integrated rural and territorial approach, with the local population
as a fundamental pillar. It also provides an analysis of the good practices of each of
the partners and a methodological guide.

1 Introduction

The European project SMART RURAL (2019–2021),1 dedicated to smart rural
tourism, aims to develop a MOOC with applied content and that collects good
practices and case studies that make it easier to understand and disseminate. For
this reason, it contemplates improving training in the field of smart rural tourism, as
well as creating a common training program between seven European universities.
Hence the need to undertake, from training, the possibility of training and sensitizing
local populations and rural entrepreneurs, of the possibility of applying innovations
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in rural areas. It is not easy, and we have verified it in the current project. The digital
divide, but also the cultural one between the countryside and the city, is notable, and
the approaches that prevail in this matter (from the partner Universities of the
SMART RURAL project) are excessively technological and theoretical (IoT), and
not so much territorial and applied (differentiated rural contexts).

Traditionally, innovations have been generated in places where resources and
knowledge were concentrated in physical proximity. Large cities or business clusters
ensured sufficient physical density to generate the processes of economic growth and
territorial development. However, the digital transformation has prioritized virtual
density over physical density (Gallardo, 2016), which implies greater independence
regarding the location of the various groups of people or companies, providing an
extraordinary opportunity for rural areas. It is in this context that the notion of
territorial intelligence associated with research, innovation, and knowledge emerges
as a means to achieve economic growth supported by sustainable development
(Naldi et al., 2015), with increasingly notorious implications in rural regions.

Smart rural development is considered as part of the strategies introduced in
response to the low rates of growth and productivity in rural areas (Naldi et al.,
2015), but also in the face of the dichotomy caused by the digital divide between
urban and the rural (Gallardo, 2016) and even as a stimulus to satisfy the aspirations
of rural youth in marginal territories (Fennell et al., 2018). But, in addition to all this,
the intelligence paradigm incorporates technology as a component for the transfor-
mation of economic activities in rural areas, and some productive sectors such as
tourism are proving to be especially prone to the rapid expansion of the smart
phenomenon. Smart tourism or smart tourist destinations thus constitute another
step in the evolution of smart cities (Buhalis & Amaranggana, 2013). In rural areas,
with the application of new technologies and the optimization of the cultural,
environmental, and human resources of the territory (Fig. 1).

2 Theoretical Framework

The rise of rural tourism is a complex social construction (Fig. 2). A territory is a
space where the economic, the social, the cultural, the environmental and the
political are present. In these cases, a destination image can spread even further
through various channels, such as residents, tourists, advertising brochures, tourist
guides, novels, travel writing, literary works, the media, and image campaigns (Kim
& Oh, 2009). Technology (IT) is also heavily involved in imaging tourist destina-
tions (Choi et al., 2007). Smart tourism is recognized as a term that describes the
convergence of IT with the tourism experience. It includes forms of information
exchange in tourism based on mobile technology and Internet connectivity. As a
result, the tourism public culture is no longer totally dependent on information
provided in printed or even official form and commercial websites. Visitors now
exchange user-created content via social media in the form of storytelling, tips, and
shared comments. At present concepts and terms such as “e-tourism,” “connected”
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tourist, “social” tourist, “prosumer,” “ewom,” “electronic commerce,” “tourist appli-
cations,” “geographical location” or all those related concepts with intelligence or
“smart:” “smart cities,” “smart destinations,” “wired cities,” “smart destinations”
have become benchmarks in the study, planning, and management of destinations, as
well as in the business tourism (Beltrán, 2018).

In this context, the development of new technologies also allows students to learn
more effectively, efficiently, flexibly, and comfortably. Students use smart devices to

Fig. 1 New trends in rural tourism. Source: Own elaboration

Fig. 2 Smart rural project elements. Source: Own elaboration
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access digital resources over the wireless network and to immerse themselves in
personalized and continuous learning. Smart education, a concept that describes
learning in the digital age, has gained increased attention. In general, the intelligent
learning environment is effective, efficient, and attractive (Merrill, 2013). And the
objective is to provide self-learning, self-motivation, and personalized services so
that students can attend courses at their own pace and be able to access the content
and enjoy personalized learning according to their different needs and targets (Kim
& Oh, 2009).

The concept of smart tourism implies the technological integration in all the
organizations and entities that make up a tourist destination, with the aim of
exploiting the synergies between technologies and users to enrich tourist experiences
(Buhalis & Amaranggana, 2013). This perspective is based on guaranteeing maxi-
mum connectivity in destinations through new technological applications (Ballina
et al., 2019) and is crucial for the competitiveness of companies in the tourism sector
(Polo & Frías, 2010). In this sense, the academic literature agrees that smart tourism
must inevitably address the needs of travelers before, during, and after their trip, with
the tourist experience being the central nucleus in the development of smart tourism
destinations (Ballina, 2019; Buhalis & Amaranggana, 2013), which only in this way
can be competitive (Ballina et al., 2019; Luque et al., 2015).

The conceptualization of a destination as smart has undergone an accelerated
transformation in recent years, maturing from a limited approach to tourism promotion
through web pages and online management of reservations (San Martín & Herrero,
2012) to another much more complex and diverse approach, which refers to the
integral management of tourist destinations and incorporates multiple and disparate
categories. Thus, for example, important elements are revealed, such as political and
governance conditions, available infrastructures, the way of analyzing the data gener-
ated by tourists or the way in which sustainability variables are incorporated (Shaifee
et al., 2019), taking into account that the implementation of the smart paradigm in
tourist destinations implies an inescapable commitment to their habitat and the quality
of life of its inhabitants (Sigalat-Signes et al., 2020). Thus, the new approach to smart
destinations requires a global project that ideally incorporates five areas of action:
governance, sustainability, connectivity, information systems and innovation, its
adaptation to each territorial environment being unavoidable (Ivars et al., 2016).

However, when referring to rural areas, the notion of intelligence is most often
reduced to connectivity and communication options that, in the best of cases, can have
a catalytic impact on the lives of rural inhabitants when they are integrated adequately
with other rural development initiatives (Fennell et al., 2018; Holmes, 2017). But the
use of technology can also facilitate the participation of rural communities in the
processes of socio-economic development and, from the tourist point of view, can
promote the conservation and appreciation of rural heritage through the stimulation of
activities such as environmental interpretation and education (Martini et al., 2017).

In rural settings, experience has shown that the application of new technologies is
related to the creation of new tourism products, favors the dissemination of infor-
mation and ultimately contributes to the promotion of rural destinations. Thus, for
example, the potential offered by new technologies in the creation of products has
been identified through the incorporation of GPS, QR codes, mobile applications or
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augmented reality. However, in most cases, the use of technology is limited to
information functions for visitors, while the rest of the stages of tourism consump-
tion still show an incipient development in the digital tourism environment (Coma
et al., 2016).

In this context, development strategies through smart tools aspire for the moment to
complement the existing tourism offer by adding new products and services to the
generic offer of rural tourism (Romão & Neuts, 2017). However, smart tourism
specialization seems to show more and more relevant impacts in rural areas where
tourism already plays a prominent role, incorporating improvements in aspects such as
mobility, access to facilities and services, or the supply of local resources. In addition,
new technologies could also be improving relations between rural tourism and other
productive sectors by exploring the synergies that can be established in the tourist
appreciation of goods and services produced in the same region (Meyn, 2017).

In short, the notion of intelligence is still diffuse and incorporates disparate
characteristics, variables, and dimensions. The conditions to affirm a territory or a
productive sector as intelligent are not exempt from academic and institutional
controversy (Desdemoustier et al., 2019) and, in the absence of an adequate con-
ceptualization, many villages, tourist destinations or rural regions are pushed to
define themselves as intelligent without a basis to justify such consideration. Con-
sequently, the academic literature and applied research through projects such as
Smart rural face the challenge of conceptualizing through rigorous analysis the
notion of intelligence and its application to tourist destinations in rural areas, but
starting from education and training.

3 Smart Rural European Project: Content and Objectives

It must be said that smart rural tourism is the basis of the SMART RURAL project. A
program—ERASMUS+, understood as a key cooperation action for innovation and
the exchange of good practices and framed in a strategic alliance in higher education.
The project began in October 2019 and will run until December 2021. It is made up
of seven partners, led by Eskisher Osmangazi University, Faculty of Tourism
(Turkey). The rest of the partners are:

1. VDU Faculty of Bioeconomics Development (Lithuania)
2. University of Warmia and Mazuryin Olsztyn (Poland)
3. Liubliana University (Slovenia)
4. Department of Humain Geography of Alicante University (Spain)
5. Unipegaso University (Italy)
6. University of Economics (Czech Republic)

Through an in-depth analysis of existing smart rural tourism training programs in
the EU and beyond, our project identifies existing gaps and best practices in EU
countries, developing a new smart rural tourism development program for students,
graduates, entrepreneurs, and local authorities, as well as rural tourism communities.
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It is planned to test the training program in each country and rely on the input of the
participants. These will be students who will test the training program, with 30 stu-
dents from each of the seven partner countries. In addition, it will also be tested by
stakeholders in rural communities. The intention is to improve and adjust, as best as
possible, an open online course (MOOC). The objective is to propose a useful tool to
analyze, train, communicate, and optimize rural spaces, with modules distributed
among the different partners (Table 1).

So far, the production of 16 tutorials, of up to 15 min, which will be in English,
for each of the seven modules, with materials (videos and complementary readings)
has been completed. Each module will last 4 h. Adding a total of 30 h (2 final hours
for evaluation). The course, which will be certified by the participating universities,
has been evaluated by groups of students and professionals in the field of rural
tourism. The results will be edited for their MOOC format on the UNIPEGASO
platform (Italy). In addition, a practical guide has been produced for operators in
smart rural tourism that aims to act as a tool for the transfer of good practices.

We can already advance some achievements, despite the fact that the project has
not finished. As a result of the heterogeneity of the different partners of the project,
complementarity has been achieved in the materials produced. Adding modules with
a more technological or business bias, with others that are more social or territorial.
In this sense, the University of Alicante, from its geographical profile, has focused
on overcoming the “urban centric” perspective of some of the proposals and has
contemplated the rural environment from a holistic approach, needing not only
investments and finalist grants, with a marked welfare character. Overcoming the
perception that the territory is only limited to hosting technology-based activities and
infrastructures (smart). This may require competitive, pedagogical, and territorial

Table 1 Modules/subjects and responsible partners in the SMART RURAL project

Modules/subjects Responsible university

1. Smart rural tourism: Introduction to the concept of smart
rural tourism, identification of problems related to the rural
tourism community/village

VDU, Lithuania

2. Design and co-creation of smart rural tourism experiences
(the importance of territorial resources and the local commu-
nity in the rural world. Diagnostics and instruments to “co-
create” between public and private initiatives. Experiences
and studies of case

U. Alicante, Spain

3. Models and theories of gamification/ICT and internet of
things in rural tourism. Connectivity and digitalisation

U. Liubliana, Slovenia

4. Sustainable rural tourism University of Economía, Czech
Republic

5. Accessible rural tourism. Physical accessibility to the rural
destination and inclusiveness

University Eskisher Osmangazi,
Turkey

6. Generate and develop smart ideas for rural tourism desti-
nations. Creativity

University of Warmia and
Mazury, Olsztyn, Poland

7. Smart business models/scenarios/strategies of rural tourism
(entrepreneurship and entrepreneurship)

UNIPEGASO, Italy

Source: Own elaboration
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strategic plans and actions, led by the administrations (governance), but accompa-
nied by the rest of the stakeholders in rural áreas (Martínez-Puche, 2020). Hence, the
module proposal, made by the University of Alicante, and taking into account our
profile of geographers, has contemplated innovation, from a social and territorial
perspective, with an integrated approach, where consultation between public and
private entities is necessary (cooperatives, agritourism, etc.). Also, putting in value
what has been done and known by entities of our country in the field of rural tourism
and innovation. Thus, among others, Wine Routes of Spain and the characteristics of
the province of Alicante, INVAT.TUR (Valencian Institute of Tourism Technolo-
gies) of the Generalitat Valenciana, SEGITTUR, (Spanish State Society, dedicated
to the management of innovation and tourism technologies) and the agroecological
cooperative from Alicante La CAMPEROLA,2 which has been chosen by the
National Rural Network of the Ministry of Agriculture, Fisheries, and Food, to be
included as a good entrepreneurial practice in rural areas.

Thus, in a rural context, a tourist destination can become intelligent when it
makes use of technological infrastructures (connectivity through 5G) in order to
improve the tourist experience and strengthen the decision-making process.
Although without neglecting aspects related to sustainability, empowerment of the
local population, economic diversification of rural areas, quality of life and improve-
ment of services of all kinds. That is what we are working on from our geographical
perspective in the different meetings held to validate proposals and training actions.

It is a shared and community learning, which is part of a process, which we will
measure when we apply it. And fundamentally, from an attempt to share tools and
knowledge in relation to training in smart rural tourism. And all this, in a European
context, which also introduces participatory action-research (PAR), to continue
advancing in a field where concepts must be nurtured by experiences and needs,
and in which the territorial and integrated approach is really important to achieve
optimal and useful results for rural communities.

The innovative elements it provides are (Martínez-Puche, 2020):

• There is no similar smart rural tourism development program at the EU level.
• It is counting on the participation of students (of tourism degree), academics, rural

tourism professionals and institutions, for the joint creation of the course content.
• The content of the training is being enriched, with the skills necessary for its

development. That is applied knowledge on rural tourism, sustainability, ICTs,
citizen participation and public and private initiatives (co-creation).

• Use of best practices, evaluating their strengths and weaknesses, to propose a
high-quality training program.

• Application of new teaching approaches. That is, discussion and analysis of real
case studies of various rural tourism destinations; personalized tutorials, visits to
well-known rural tourism destinations, guest speakers, gamification, storytelling,
and design thinking).

2http://www.lacamperola.org/
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There will also be pedagogical tools (infographics, educational videos, and other
support material).

• Use the media to attract attention, raise awareness and develop more positive and
sustainable perceptions of rural tourism in the minds of young people (students).

The main target groups for this training program will be:

• Students and teachers.
• Rural tourism entrepreneurs.
• Local authorities, rural communities and stakeholders related to rural tourism.

4 Good Practices in the Framework of the Smart Rural
Project

The development of rural communities depends on the enhancement of their
resources and their adaptation to new market conditions and consumer habits. The
emergence of the Internet and ICTs has brought about a change in tourist destina-
tions, including in rural areas, which have become a digital tourism scenario
(Jacobsen & Munar, 2012). For their part, tourists have also changed, as they are
now hyper-connected and multi-channel people closely linked to smart phones and
the use of information and activity management apps (Buhalis & Foerste, 2014;
Xiang et al., 2015). Tourists make use of technology to obtain personalized services
according to their needs and interests. The new generation of tourists highly values
being able to digitally integrate with the destination before, during, and after the visit
(Fernández et al., 2017). This leads to the empowerment of tourists thanks to the
democratization of ICT, which allows them to make decisions throughout the tourist
trip, thus being the protagonist of the creation of their own experiences (Celdrán-
Bernabeu et al., 2018). Hence the importance, in the Smart rural project, of identi-
fying, making visible and transferring good practices.

4.1 Why a Manual of Good Practices? What for?

The Good Practices in Intelligent Rural Tourism is a response to the needs and
concerns expressed by the partners of this ERAMUS+ project regarding the promo-
tion and articulation of intelligent rural tourism. Understood as a useful instrument to
achieve collective benefits for rural communities and renewed entrepreneurs in
European rural areas. All this in order to collect and capture those experiences or
initiatives that respond to the needs of the territory, such as:
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– Promoting economic activity and diversification through small enterprises.
– Promoting entrepreneurship and new business models through the association of

tourism activity with ICTs.
– Making environmental conservation compatible with tourism development

(sustainability).
– Creating an offer of accommodation and complementary activities, not concen-

trated and small-scale, but coordinated with the local environment.
– Favouring cooperation and co-governance networks between stakeholders in the

territory.
– Developing more advanced tourism management based on knowledge and a new

framework of relations between tourism agents.
– Facilitating connectivity and accessibility to rural destinations, both physically

and digitally.
– Improving the proposals in the offer of activities based on creativity through

Design Thinking.
– Differentiating the destination and positioning it in the market.
– Favouring the retention of socio-demographic staff and attracting new settlers.
– Improving the efficiency of destination management in all areas (marketing,

environmental management, mobility, etc.).

The experiences collected in the manual that we have developed in the project are
examples of good practices that stand out for their innovation, reinventing new
actions to promote smart rural tourism. Not only for applying new technologies
(connectivity) but also for being more sustainable, cultural, environmental, creative,
and making destinations more accessible (digitalization). It also covers how to
undertake and design new tourism projects (activities). Hence, this manual of good
practices seeks transferability, i.e., the transferability to other geographical areas of
the rural environment, by having a demonstrable impact (demonstrative example).
They are experiences that have been evaluated and have a positive impact on the
community and the territory. For this, good practices must be well planned, have an
integrated approach, and be efficient in the use of local resources. Furthermore, they
must be transformative and integrated actions, beyond the project proposed, and
with a long-term perspective (durability and permanence over time).

Phase 1—Definition of Intelligent Rural Tourism Best Practice. In order to
establish a methodology for the selection of Best Practices, the first step to follow
is to define the concept. A Smart Rural Tourism Best Practice is understood as an
experience or initiative that responds in an innovative and satisfactory way to the
objectives set out above.

Phase 2—Drawing up a summary sheet. Brief sheet for the collection of infor-
mation by the partners participating in the project. The purpose of this sheet is to
collect the name of the initiative, as well as to summarize what the activity consists
of, its location, objectives, the attributes of being a good practice, the difficulties and
problems detected and the contact details of the person/s or bodies directly related
to it.
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Phase 3—Compilation and validation of experiences, which have been collected
by theme, two for each of the partners (Table 2).

4.2 Methodological Design of the Guide

In each of the good practices that have been considered, and which are structured by
thematic modules: Introduction, co-creation, digitalization, sustainability, accessi-
bility, creativity, and entrepreneurship, you will find a series of headings that will
help you to identify the key issues that you can consider in your project to help
you (Martínez-Puche, 2019):

– General Data About the Project: Name, Location, etc.

For information purposes, the general data of the project considered as a good
practice are given below.

Table 2 Location of partners and list of good practices

Partner Good practice 1 Good practice 2

Lithuania Adaptation of Zypliai manor ensemble
for cultural tourism

Homestead “BARONO VILA”

Spain CAMPEROLA TOURS—RURAL
COMMUNITY TOURISMCooperativa
Agroecològica La Camperola

Clúster Alicante wine route

Slovenia Alpe-Adria-Trail LOCALS FROM ZERO. Slovenia—
Worldwide (online platform)

Czech
Republic

Leading quality trails best of Europe:
Lužnice Valley Hiking Trail. Czech
Republic, South Bohemia, TOULAVA
DESTINATION

Regional product brand. Czech Repub-
lic, 27 regions

Turkey Monteverde, Italy. Accessible Village REMOURBAN PROJECT—regenera-
tion model for accelerating the smart
URBAN transformation. TEPEBASI
DISTRICT MUNICIPALITY—ESKI-
SEHIR TURKEY

Poland Warmia and Mazury thematic villages
partnership. “PLACES WITH A SOUL.”
Poland, Vistula lagoon, Elbląg upland
and the area of the Elbląg Canal

Cittaslow week. Poland, Warmia, and
Mazury region. (Cittaslow towns asso-
ciated in Cittaslow organization)

Italy TURI.S.MO. (TURIsmo Sostenibile a
Montepulciano—Sustainable tourism in
Montepulciano

The Bufala tour. (Buffalo tour) RIS
BUFALA association—Location of
members offering the Bufala tour
connected to the presence of certified
cattle rearing acivities complying with
the relative dairy DOP brands

Source: Own elaboration
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– Introduction and Context.

In the introduction, you will find some brief basic introductory information about
the project.

– Why Is it a Good Practice?

This section specifies the reasons why the project has been considered a good
practice. In short, it explains why it has been classified as such.

– Participants in the Project.

In the following section, the participants in the project must be listed. This is
essential to consider the economic and social agents that have participated directly or
indirectly in the project developed in order to assess the degree of impact of the
project from a socio-economic point of view.

– Lessons Learnt.

This section of the fiche indicates the lessons learnt after the development of the
project. Here you can find the key issues of each project, and that can surely be useful
to be considered in other projects.

– Developed Activities.

The developed activities section specifies the actions that have been carried out in
each of the partners’ projects. The list of these activities can help other territories to
identify some of them that can also be considered for the development of similar
proposals and that work (benchmarking).

– Results

In this section of the sheet, we have considered the effects and achievements of
the development projects that have been considered as a good practice. You will be
able to see the results obtained after the implementation of the project. A brief
explanation of why the good practice has had a social and territorial impact has been
included here. In addition, the impact has been measured, and each partner has rated
from 1 to 5, according to the achievements obtained (Table 4).

5 Conclusions

The concept of smart rural tourism implies the technological integration of all the
entities that make up a tourist destination. The objective is to exploit the synergies
between the territory and the visitors to enrich the tourist experience. This perspec-
tive is required to achieve maximum connectivity in destinations through new
technological applications. In addition, it is decisive to achieve the competitiveness
of the tourism sector (Table 3).

However, the concept of good practice in smart rural tourism has evolved in
recent years, from a limited approach to the partial use of new technologies, towards
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a much more complex and diverse approach. Thus, smart rural tourism incorporates
elements such as political and governance conditions, infrastructures, analysis of
data generated by visitors, the way in which sustainability variables are included, in
addition to the unavoidable commitment to the quality of life of the local inhabitants.

In summary, the definition of good practice in smart rural tourism implies a global
strategy that ideally incorporates seven areas of action: (1) Introduction to the smart
rural tourism, (2) design and co-creation of the tourism experience, (3) digitization,
(4) sustainability, (5) accessibility, (6) creativity and (7) entrepreneurship.

1. Introduction to the Smart Rural Tourism

The basic potential elements to facilitate smart rural tourism are identified. There
are capacities to promote a process of smart rural tourism, generating the first jobs
along with the fulfillment of these principles, putting in value the basic resources that
make up a conceptualization of rural tourism. Some services offered throughout the
territory are identified, and it is seen whether networking relationships exist between
the different actors.

2. Smart Rural Tourism Experience, Design, and Co-creation

The use of technology can facilitate community participation in the design and
co-creation processes of new economic activities in rural areas, such as tourism. The
smart rural tourism experience is based on the links between public and private
entities of a territory, capable of generating networks and rich and diversified
governance structures. Collaboration, communication, and active participation of
the different entities (city councils, companies, associations, cooperatives, etc.) in
the process of design and co-creation of the smart rural strategy will determine its
economic, social, and territorial impact.

3. Use of ICT and Internet of Things for Rural Tourism. Digitalization

In rural areas, digitization facilitates the creation of tourist products, helps to
disseminate information and favors the promotion of destinations. A good practice in

Table 3 Traditional rural tourism versus smart rural

Traditional destination Smart destination

It is all about commercial relations What matters are the interactions between all com-
ponents of the tourism system (supply and demand)

Creation of standardized products and
unidirectional promotion

Co-creation (based on conversation) and product
customization

Stable destination configuration. Defined
products and predictable tourist flows

Dynamic configuration of the destination. Continu-
ous adaptation and self-production of products and
flows

Relatively simple behavior of tourist flows
with a tendency to overcrowding

More complex behavior and very limited
predictability

Limited (and delayed) access to
information

Abundance of information (in real time)

Source: Own elaboration
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smart rural tourism must be properly integrated in a digital environment. On the one
hand, new technologies provide dynamic and personalized information for visitors,
who are capable of being involved in the tourist experience. On the other hand, the
ability to collect and analyze data generated by tourists allows destinations to learn
about behavior patterns and adapt the offer in real time to the needs of visitors. The
abundance of information and the capacity for interaction make the digital tourism
experience more functional, interactive, and satisfying.

4. Sustainable Rural Tourism

The definition of sustainability for a rural tourist destination implies the adequate
use of natural resources (natural heritage and biodiversity), respect for the social and
cultural identity of the host communities and the consolidation of a viable and lasting
economic model (stable employment, poverty eradication, etc.). The smart tourism
strategy is based on the reasonable and weighted use of a territory’s own resources,
with decisive support for goods and services produced on a local or regional scale
according to the parameters of sustainability. Digital tools can become the support of
tourism marketing, helping to spread the values of sustainability and raise awareness
among local inhabitants and visitors.

5. Accessible Rural Tourism

The smart strategy must have relevant impacts in rural areas. It implies incorpo-
rating improvements in aspects such as mobility, access to facilities and services, or
the inclusion of people with specific needs. Accessibility is a multidimensional
concept that has an impact on people’s daily lives in many areas (building, transport,
social activities, communication, etc.) and on the tourist experience. Accessibility
refers, therefore, to the design of products and environments accessible to as many
people as possible. Technology can improve territorial and universal access to
tourism resources and services, so good practice requires the existence of plans to
ensure accessibility (physical and virtual) to rural destinations.

6. Creativity and Smart Ideas for Rural Tourism Destinations

Smart ideas in the field of tourism allow the creation of innovative products and
services based on an understanding of the problems and needs of visitors. Therefore,
a good practice must be adapted to the needs of the demand, be technologically
feasible and be economically justified. The entities that make up the tourist destina-
tion carry out a continuous search for innovation and develop original solutions
based on demand trends. In this way, the offer consists of creative activities and
experiential products based on its own territorial resources, supported and promoted
from the institutional and business spheres.

7. Strategies and Business Models

Rural spaces are no longer exclusively associated with agricultural production but
are seen as multifunctional places for the stimulation of new socio-economic activ-
ities that often incorporate tourism. In this context, development strategies through
smart tools allow to expand and complement the tourist offer by adding new
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products and services based on technology. But in addition, digitization also
improves relations between rural tourism and other productive sectors by generating
synergies in the tourist valorization of goods and services produced within the same
territory (online marketing, marketing platforms, etc.).

It is necessary to establish levels that measure the degree of materialization of this
good practice, distributed from 1 to 5, and organized by basic, medium and high
level. The characteristics and levels are summarized and reflected in the following
Table 3. With these standards, we believe that the partners themselves can measure
the degree of development and impact of their good practice, with the action being
valued more than the intention. It is important that all the themes show a degree of
development above level three (medium) in order to be considered good practice in
this project (Table 4). This aspect was agreed with the rest of the partners, and we
consider that the results are optimal. We hope to finish the materials by the end of the
year and have the meeting next September to finalize the assignments and launch the
different intellectual projects and subjects through the MOOC (Image 1).
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Tourism Events: Bringing Innovation to the
North of Portugal

Susana Silva, Cândida Silva, and João Alves

Abstract Tourist destinations are places or regions that offer a set of tourism
products, which provide experiences to the consumer according to their itinerary,
culture, travel motivation, education, or life experience. Events usually provide the
consumer with an opportunity for leisure and social interaction that goes beyond the
experience of everyday life and by the desire of people to live an original and
exclusive experience. Therefore, an event can be used to promote a destination
and to make known the traditions, cultures, and experiences of local communities.
In this way, it was carried out a study to understand the importance of events for the
promotion of a tourist destination, identifying the themes of the events used to that
promotion, and the role of events in the promotion of a touristic destination. This
study was conducted in the Municipalities of the North of Portugal, following a
qualitative methodology to collect and analyze data. The municipalities participating
in this study hold entertainment, cultural, sports, and educational events, and the
results showed that those events are a great attraction for visitors creating a good
economic impact in the region, contributing to the increase of consumption and
bigger dissemination of their products facilitating potential new contacts for business
and partnerships.
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1 Introduction

Tourist destinations are a set of tourism products that offer experiences to the
consumer. However, it is increasingly that destinations can have a more subjective
concept, which can be interpreted by consumers taking into account their itinerary,
culture, travel motivation, education, or life experience (Buhalis, 2000). In turn, the
World Tourism Organization (WTO) defines tourist destinations as a physical space
in which a visitor stays at least one night. This space has to include several products,
such as ancillary services and tourist attractions, and resources that can be visited in
less than a day’s travel. The organization of a specific event is, many times, also
developed to be a tourist attraction.

Over the years, numerous events have been held with the most diverse themes,
from fairs, festivals, exhibitions, sports, culture, business, among others (Mair &
Whitford, 2013). Although they have existed for a long time, events are phenomena
that have been growing worldwide both in quantity and popularity (Gursoy et al.,
2004), as they provide a way to mark important personal or public occasions and
personal or public occasions and celebrations of important milestones throughout
life (Mair & Whitford, 2013).

Given that the essence of tourism is linked to human activity and the will of each
person to achieve certain goals or satisfy their needs related to the act of traveling
(Ratkowski & Ratkowska, 2018), these will give rise to a desire in people to
participate in events in other parts of the world, such as events. These can be used
as attractions to enhance the tourism growth of a region (Saayman & Rossouw,
2010).

Therefore, it can be noticed that the degree of the importance of events in the
quality of the tourism offer has been increasing. This is because tourists’ interest in
travel has increased to attend a specific event, which makes attending an event one of
the most important motivations for a tourist to travel (Panfiluk, 2015).

Thus, considering this possible effect of events on the increase of tourism, this
study aimed to understand the importance of events in the promotion of a tourist
destination in a smaller region, in this case, in the North of Portugal. Thus, the main
goals were to characterize the importance of events for the promotion of a tourist
destination, identify the theme of events in the promotion of a tourist destination, and
identify the role of events in the promotion of a touristic destination.

This paper is structured as follows: the next section makes a literature review on
the main concepts related to the study, namely, events, and their types, events in
tourism, and the impacts of events. Section 3 will describe all the methodology used
to carry out the study; Sect. 4 presents and discuss the main results of the study, and
the last section is dedicated to conclusions and final considerations.
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2 Literature Review

Events are commonly characterized by a one-time or infrequent occurrence, by a
limited time that provides the consumer with an opportunity for leisure and social
interaction that goes beyond the experience of everyday life, and by the desire of
people to live an original and exclusive experience (Hernández-Mogollón et al.,
2014) that only events can offer, and thus differentiate them from other permanent
attractions.

Events are considered important activities and even a factor that socioculturally
unites communities or even nations. In this sense, more and more governments are
investing invest in this area due to the growing impact they can have on society
(Jamieson, 2014).

Events make it possible to create different kinds of experiences with a very wide
diversity, from fun and entertainment to carnival and festivals, to the spirituality of
religious pilgrimages and rituals of celebration. However, the purposes associated
with the event can be in the promotion of commerce or learning, that is, using the
event to enhance a transformation of behaviors, beliefs, values, and attitudes (Getz,
2008).

Events were, in the beginning, mostly an area of individual and community
initiative. Nowadays, with the growth of the interest in events, it has become a
professional and entrepreneurial activity and typified in four main categories
according to its nature (Getz & Page, 2016).

2.1 Types of Events

Getz and Page (2016) classify events into four categories, namely business events,
sporting events, festivals, and other cultural celebrations, and entertainment events.
The categories are summarized in Fig. 1 as follows.

Business events are of great importance, as they can bring together professionals
from one or more industries in one place, providing great opportunities for business,
learning communication, and market research (Bathelt & Schuldt, 2008).

Trade fairs are a type of business event that have been growing in importance
increasing in importance because of the experiences that visitors can get visitors can
get from their participation in these events. This type of event was firstly more used
for marketing and sales purposes. More recently, a greater impact has been felt in the
use of these fairs with innovative spaces that allow and facilitate the sharing of
knowledge from different companies or market sectors (Zhong & Luo, 2018).

Sporting events have been growing in the tourism industry and are considered to
have an economic, socio-cultural, and political impact on the places where they are
organized (Maussier, 2017). Nowadays, people have different motivations for par-
ticipating in these events, whether for health reasons, pleasure, or passion for the
sport itself, for the contact with the local community, or the authenticity of the event.
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These events are usually able to generate benefits for the city, region, and the host
country. For example, sometimes these events are used as a means of promotion of
the host city in the national or international market, and thus they can differentiate
themselves from the competition (Hemmonsbey et al., 2018).

The link between sports and tourism is recognized in different areas. In the area of
health, leisure, leisure time management, cognitive values, and their economic
effect, and this same connection leads to the organization of sporting events with
tourism aspects (Ratkowski & Ratkowska, 2018). For this reason, tourism is one of
the industries that greatly benefit from sporting events.

Festivals and other cultural celebrations events encompass several types of
events, from cultural events, historical commemorations to festivals.

Cultural events are a source of creative experiences and have a strong economic
component for regions because they enhancement the existing infrastructures, or the
creation of new ones, and drivers of creative expression and local animation (Liu,
2014).

As for historical commemoration events, these can be incorporated into event
development strategies for tourism, i.e., they should be considered as tools that are
valuable and with great potential to be exploited at the level of the organizing
destination’s tourism development. Nevertheless, to be used as tourism events, it
will be necessary to overcome the domestic orientation of the celebration, converting

• Professional leagues
• Recreation, fun
• Tournments, single tours

• Concerts, shows
• Award ceremonies
• Street performance

• Festivals, celebrations
• Carnaval, parades
• Religious rituals, 

Pilgrimages
• Art exhibitions and 

installations

• Meetings, conventions
• Corporate marketing events
• Governmental / political

• fairs and exhibitions
• markets
• incentives
• private parties

Business
(convention and 

exhibition centers; 
hotels and resorts; 

trade fairs)

Festivals and 
Culture

(art centers, 
museums and 

galleries, 
sanctuaries)

Sports
(stadiums and 
arenas; special 

outdoor facilities)

Entertainment
(concert halls; 

theaters; outdoor 
venues; parks; 

streets)

Fig. 1 Event types (adapted from Getz & Page, 2016)
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them to an international level so that tourists do not feel like intruders (Viol et al.,
2018). This way of utilizing the culture and traditions specific to each region
increases the ability of destinations to attract visitors and increase the competitive-
ness of the different regions (Liu, 2014).

Entertainment events are difficult to define, as they can encompass a large number
of events and diverse activities, such as sports, celebrations, or firework displays.
These activities have entertainment value, meaning that anything that creates fun or
joy can be considered entertainment (Getz & Page, 2016).

These types of events coupled with tourism activity can be used to revitalize
cities. This revitalization includes the construction of various infrastructures appro-
priate for different types of entertainment, from atriums, convention centers, reha-
bilitation of historic centers, among others. This change ends up diversifying the
existing offer and attracting tourists and professionals appropriate to the different
types of attractions (Che, 2008). The theatre, concerts, shows, and spectacles are a
good sample of these types of events, and their realization is normally provided by
the private sector (Getz & Page, 2016).

2.2 Events in Tourism

The degree of importance of events in the quality of the tourism offer has been
increasing. This is due to the fact that tourists’ interest in travel has increased for the
purpose of attending a specific event, which makes attending an event one of the
most important motivations for a tourist to travel (Panfiluk, 2015).

Liu (2014) mentions that for tourism development, events are seen as a solution to
the problem of seasonality and the issue of differentiation of the offer that each
region can offer and consequently increase the competitiveness of the tourism
market. Additionally, Getz and Page (2016) refer that their great boost in tourism
is due to the strong economic impact that events have on the regions where they are
organized.

However, although there is a great demand in the tourism sector, combating
seasonality remains one of the biggest challenges for the supply of tourist destina-
tions (Connell et al., 2015).

Another important factor for the development of tourism is the fact that events can
promote the image of a destination both nationally and internationally. As a less
positive point, we can say that events are very associated with the image of the
destination. If the event does not go as planned or serious problems occur, it will end
up being very negative for the destination, due to the great exposure it will have in
the media (Liu, 2014). Given the association between events and destination image,
care must be taken to choose the events that are best suited to project a genuine
image of destinations (Hemmonsbey et al., 2018).

To take advantage of the fact that events promote a destination’s image, many
countries use mega-events to gain prestige by attracting attention to their
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achievements, for trade promotion, tourism, or to help promote their countries’
image in the world (Getz, 2008).

As a general rule, smaller-scale events, i.e., more local and regional events, are
created by people who have an interest in a particular activity and who use events as
a means of celebrating that activity and emphasizing their identity. These events do
not have tourism as an objective, but when they end up having a more touristic
aspect, they can lose their value and authenticity (Kelly & Fairley, 2018).

From a tourism industry perspective, through the vision of Destination Manage-
ment Organization and event organizing agencies, events are very valuable as
attractions, as promoting agents, animators, and creators of a positive image of the
destination (Getz, 2008).

Getz and Page (2016) refer that events are animators of a tourist destination,
making it more attractive. Thus, they are the key to marketing in the promotion of a
destination. Given the great increase in global competitiveness, they also serve to
attract and encourage tourists to spend more money during their stays. The authors
also mention that events are used to develop unique selling propositions that
differentiate the destination from other competing markets.

In this sense, several effects caused by events in tourist destinations are identified
(Getz & Page, 2016):

– Great attraction of tourists, sponsors, and media, among others, that without the
events might not get to visit a particular region.

– Leverage to maximize the value of destinations and a key factor in combating
seasonal demand, extending tourism geographically, and contributing to urban
and economic development.

– Their value can be used to strongly influence the market, especially if several
market segments are involved in the process.

– They can create a very positive destination image, help in the promotion of
region-specific brands, reposition the different destinations in the market, be
part of marketing strategies.

– They make cities more dynamic, being able to animate cities, resorts, parks, urban
spaces, among others.

– They make destinations more attractive to visit and offer more reasons for tourists
to return to the already visited places, increasing the efficiency of the places.

2.3 Impacts of Events

The events produce positive and negative impacts on the regions and communities
where they are held. These impacts can be divided into three types: economic,
environmental, and personal, social, cultural, and political (Getz & Page, 2016).
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2.3.1 Economic Impact

The events organisation in tourism change the consumption and income patterns of
local inhabitants. The taxes that arise due to the increase of tourism activity during
events ultimately benefit government organizations (Getz & Page, 2016). Saayman
and Rossouw (2010) reinforce this idea with the results obtained in their study of
music events that reinforce the idea that not only government organizations benefit
economically but also the private sector, local businesses, and the tourism industry in
general. It is noteworthy that not only do these events help in creating more jobs and
attracting more investors, more investors, but they also help in the economic growth
of the region. Since this financial return exists, along with your entity’s exposure
during the event, public and private entities will continue to financially support the
events, even though the economic crises in the world have been decreasing the
amount of funding these organizations invest. This funding is essential for the
economic sustainability of the event (van Wyk et al., 2015). Financial support is
not only important for organizing events but also to support the high costs of the
revitalization of some cities that are beginning to focus on tourism (Che, 2008).

If the events take place during peak demand season, there may be an opportunity
for hotels to raise their prices even higher, since they would already be in high
demand because it is high season. Then they can further inflate their prices due to the
extra tourists that want to attend the event. Likewise, this can be seen as a negative
point (Andersson & Lundberg, 2013).

2.3.2 Environmental Impact

Events, by their nature, have an impact on the environment where they are orga-
nized, since they are large consumers of energy and other resources, i.e., they
generate a high ecological bill to be paid. However, sustainable venues are beginning
to be created to reduce the pollution caused by events and restore the balance of the
environment (Getz & Page, 2016) in addition, and there are beginning to be changed
in the management and disposal of waste that arises from the events and thus
minimize the negative impacts on the environment (Dickson & Arcodia, 2010).

The construction of permanent infrastructure needed to good accessibility to the
events and to the actual the event itself end up modifying the landscapes of the
regions where they are organized, also causing an increase in costs and costs and
demand for resources for their construction. However, there are already practices and
rules that try to educate and encourage the protection and conservation of nature
(Getz & Page, 2016).

Dickson and Arcodia (2010) note that there is great complexity in creating the
most environmentally friendly industry. Nevertheless, the events industry is devel-
oping research into the relationship between events and the environment and acting
on the results. The authors also emphasize that researchers, professionals, and
governments need to work together to help predict, plan for and if possible overcome
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challenges as a matter of urgency. Some of these challenges they mention are the fact
that events depend on consistent and stable weather patterns or depend on environ-
mental conditions for the event to take place, such as ice fishing competitions. They
also highlight how the impact of climate change continues to be felt; events have to
adapt to changes in the environment to maintain their continuity.

2.3.3 Personal, Social, Cultural, and Political Impact

Getz and Page (2016) state that there is difficulty in distinguishing impacts on a
personal social, and cultural level, and can have political effects on destinations.
Some of the social and cultural impacts are due to the fact that the change of
traditional culture events begins to have a more touristic aspect and consequently
lose authenticity. Gursoy et al. (2004) state that the growth of events can cause
problems of overpopulation and inflations in local commerce, especially if they are
organized only for the purpose of generating income. Overpopulation can also
generate problems of insecurity, new conflicts, excess traffic, and pollution.

From another point of view, events can help preserve traditions, promote civism,
national pride, and support culture and the arts (Getz & Page, 2016).

The social aspect that is disseminated by the media eventually affects the percep-
tions and attitudes of those who attend through demonstrations of disgust, protests,
or antisocial behavior (Getz & Page, 2016).

The organization of events can create social and cultural capital by increasing
cooperation networks between employees and the companies involved, such as
volunteering, to promote personal development (Getz & Page, 2016). As mentioned
earlier, events increase cooperation, unity, and social cohesion.

Gursoy et al. (2004) state that understanding the perceptions of event organizers
about the impacts of festivals and special events on the local community is vital to
the success of events.

The fact that events have both positive and negative impacts leads many people to
be either for or against, depending on the benefits each person derives from the
events (Getz & Page, 2016).

3 Methodology

3.1 Study Design

A qualitative methodology was used to answer the research question “How tourism
events promote a tourist destination?” The main aims were to characterize the
importance of events for the promotion of a tourist destination, identify the theme
of events in the promotion of a tourist destination, and identify the role of events in
the promotion of a touristic destination.
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3.2 Instrument

It was used a semi-structured interview to reach the study objectives. This interview
had two sections: the first section had seven sociodemographic questions such as
gender, age, marital status, graduation, and professional experience; the second
section had 16 questions about events. The section about events had questions
about the infrastructure used, the objectives of the events, how the events are
publicized, what results are obtained with the events, what is the link between events
and tourism to questions related to the possible future development of the region.
The questions were constructed more openly to give some freedom of response and
to give some freedom of response and thus possibly obtain more information.

3.3 Participants

The participants in this study were responsible for the organization of events in
several departments in the Municipalities of North of Portugal. The choice of these
participants was made taking into account that they were the informants who best
know the reality under study; therefore a theoretical sample was used.

Regarding the sociodemographic characteristics of the participants, 11 were
female, and 4 were male, with a mean age of 45 years (SD ¼ 7.51), 10 participants
were married. Most of the participants were from the cultural department (n ¼ 8)
from several hierarchical levels and had a high education level. The participants were
in the current function, on average, for 15.03 years (SD ¼ 4.5).

3.4 Procedure and Data Analysis

The study dissemination started with an inviting e-mail to several municipalities in
the North of Portugal. To the municipalities that answered the e-mail, a second
e-mail was sent scheduling the interview. The interviews occurred during September
and November 2019. All the interviews were record and verbatim transcripted. All
ethical procedures were taken.

Data were analyzed according to grounded theory procedures (Strauss & Corbin,
1990). Each interview was analyzed line by line to extract its meaning, coding it
initially in open codes and later organizing it in central themes, from where rise the
axial and selective codes. This phase ends with the formalization of the concepts that
emerged from the information collected.

At the end of this process, it was obtained a set of concepts and relationships
between them, based on the information analyzed and confirmed by the literature.

To ensure the validity of the analysis and the coding process, two researchers
were consulted as auditors (independent researchers that discuss and validate the
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categories) throughout the entire data analysis process to assist the primary author by
challenging ideas and assisting in the construction of the categories. The main results
are presented in the next section.

4 Results

This section presents the main results of the grounded theory analysis performed.
Table 1 presents the structure of the codes created.

This analysis has one central theme, Events, emerging from Type of Events,
Purposes, Planning, Infrastructure, Local Community, Dissemination, Disadvan-
tages, Evaluation Methods, Results, Organization, Projects, and Future.

Regarding the main category, Events, the interviewees state that events are
increasingly important for the Municipalities; all of them assume this importance
and are often associated with the region logos. These logos are used to transmit the
image of the Municipalities, its traditions, culture, and gastronomy to the world, as
can be verified in the following quote “I think that this executive had the great vision
to promote what is genuine. And this is what we are moving forward and this is what
is that is managing to put the Municipality on the map.” (Interview 2).

The category Type of Events is related to the several kinds of events, themes that
are organized by the Municipalities, namely cultural events, entertainment events,
sports events, and educational events. Illustrating this category in interview 9, it is
mentioned, “There are different types of events, in the environmental area, in the
cultural area, in the sports area, in the education area, and the social action area.”

As for the category Purpose, given the different types of events, there are several
purposes. The purposes may range from promoting the identity of the region to the
practice of sports, to the creation of personal and professional skills in young people,
or to combat school failure. It should be noted that the infrastructures that Munic-
ipalities have for the practice of outdoors are a strong point in this field for the
growth of sporting events, as can be seen in the following quote “We can train young
people competently to prepare them for the job market, but we also want schools to
prepare people for life, to live in society, with values, with a taste for what are the
roots of their land, to realize their potential, and somehow this also contribute to their
personal development, we want educational success to also allow us to have habits of

Table 1 Codes structure

Events

Type of Events Purpose Planning Infrastructures Local
Community 

Disclosure Disadvantage Evalua�on
methods 

Results Organisa�on Projects Future
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healthy living, healthy eating healthy life habits, a healthy diet, sports, in the end, the
goal is all of this goal is all this, educational success in all dimensions” (Interview 6).

The category Planning encompasses the factors most mentioned by respondents
in the planning stage, assuming extreme importance in the organization of events,
not losing sight of the purposes of the events and the culture, heritage of the region,
and its recognition as a territory, as mentioned in interview 10, “So the most
important events are those that in some way exalt our cultural, historical, and natural
roots, are the brands, the sierras, the bread, the cookie, the toys, our religious
heritage, the slate. And I think that somehow a series of events have been held and
developed that have these same identity marks have been praised.”

In the category Infrastructures, there are no infrastructures built from scratch for
events, for this reason, several existing infrastructures are used that have other
purposes such as Museums, auditorium, Forum, or other infrastructures, or outdoor
spaces, such as streets and squares of the cities in the Municipalities, as shown in
interview 2: “The infrastructures can be varied according to the nature of each
event.”

The category Local Community is a factor to be taken into account when
organizing events where it is held. More and more the involvement and willingness
to participate of the local population in the events. An important factor is a fact that
the population can revive the old traditions of the region, which helps in the approval
of the region to the events held, as shown in interview 3, “We notice that we are
getting more adhesion from the public, people are recognizing these events that are
being held periodically, so they are looking for participation in the events.”

The category Disclosure refers to the way how dissemination is done to reach a
greater number of people, as mentioned in the quote: “We have various outreach
mediums including the posters, billboards, we have the digital channels, the
municipality’s website, Facebook” (Interview 11). This disclosure is performed
through Digital media, such as social media, website, or television, and
Non-Digital Media, such as posters, flyers, and billboards.

In the category Disadvantages, these refer to the events and are because roads
have to be cut for the events to take place, which makes it difficult to access certain
places. The noise that is originated by the events ends up bothering some of the local
population revealing itself as another disadvantage. As mentioned in interview 2:
“But there is always a person who complains because they cut a street or they don’t
have access to a restaurant, the access to the gas stations is or because a lot of noise
was made in the street and the baby wanted to sleep, and could not sleep at 10 pm, he
only got to sleep at midnight.”

The category Evaluation Methods represents the mentioned ways of how the
entities, evaluate the performance and the results of the events. It is a sector of the
events that the interviewees state that there is a need for improvement. Sometimes
they state that they only perceive the results by some kind of feedback from the
public and not something structured such as surveys, as presented in interview 3:
“We end up understanding how the events are going through the feedback from the
public and the participants of the activities themselves.”
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The Results category reveals that the results obtained from events are diverse.
You can get different results depending on the type of event you are organizing. But
most of the events end up being a strategy for the Municipalities to show themselves
to the world and present all their cultural heritage and all their added value, as the
quote reveals: “By attending events, they get to know the region and realize that
there are more activities they can do throughout the year, not only cultural ones but
also others” (Interview 1). These results are related to the number of visitors, the
amount of consumption, the economic impact, and the exposure of the Municipality.

In the subcategory Organization, some aspects that influence the organization of
events are identified. In this case, there are some limitations for those who are
organizing the events and some aspects that should be improved in the organization,
cited in interview 10: “For now we are still planning with the outside in mind, but we
are still planning a lot inward, we have a minimally defined strategy, but we are still
planning a lot to educate internally and with the perspective of attracting externally,
but for now we are responding to the influence of tourism is null” (Interview 10).
Limitations are related to some aspects that end up limiting the organization of
events were identified, namely the reduced number of workers and the event’s costs,
which ends up hindering the growth of the events or hindering the work of those who
organize them, as can be seen in the quote: “Of the closed spaces that we needed, for
example, a large multipurpose pavilion for certain activities which we also don’t
have so this is a disadvantage for us when we are preparing an event” (Interview 3).

The category Projects has new infrastructure under development in the Munici-
palities. These projects aim at the growth of the Municipalities, in having more
attractions and creating new reasons to visit, as exemplified in interview 4, “we have
some projects in agenda that will help to develop the Municipality, to do more
events, and to attract more visitor. . .”

In the category Future, the same is expected to be promising. The Municipalities
have been developing strategies for the region with the creation of logos that
represent the region’s greatest assets, with all the events organized, with the various
infrastructures that have stood out in the outdoor sports level of outdoor sports and
the new strategies that are being developed, as previously mentioned, to grow the
region and the growth of the region and thus improve prospects, as mentioned in
interview 2: “We are a municipality rich in history, rich in tradition, and a very good
path is beginning to be taken towards that promotion. I hope that the future will
enlighten even more those who are in this area and that in the future they will be able
to help transform the Municipality into a special land.”

5 Final Considerations

The organization of events is an important strategy for the promotion of a tourist
destination, and it is advisable to focus on different themes (Getz & Page, 2016). In
our results, this strategy is reinforced to the extent that municipalities hold enter-
tainment, cultural, sports, and educational events. The first three types of events
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mentioned belong to three of the four main event typologies elaborated by Getz and
Page (2016).

One of the purposes of events is to promote the recognition of the region at
regional and national levels. In this regard, Hemmonsbey et al. (2018) note that it is
necessary to carefully select events that are best suited to project a genuine image of
destinations. The choice of events that give greater visibility to the Municipalities
seems to be related to the region’s logos that aim to preserve the culture, traditions,
and recognition of the region’s image. In this way, the events become an important
reason to visit the region, as Getz (2008) states that events with their increasing
growth allied to tourism are included in the development and marketing strategies of
a tourist destination.

In this case, and in line with the literature (Getz & Page, 2016), events are a great
attraction for visitors creating a great economic impact in the region, contributing to
the increase of consumption on the days of the events and greater dissemination of
their products facilitating potential new contacts for business and partnerships.

The existence of events throughout the year seems to have a great financial impact
on the economy of a region due to a greater consumption caused by an increase in the
number of visitors. Thus, events are a strategy to combat seasonality, making cities
more dynamic and lively, and making the region a more attractive place to visit, as
stated by Getz and Page (2016).

Events are a reason for tourists to travel and contribute to the increase in the
number of visits to a region (Panfiluk, 2015). Additionally, events promote the
dissemination of the characteristic products of the region, thus being a differentiating
reason to attract visitors to the region. This is why they are increasingly used in the
development and marketing strategies of a region (Getz, 2008).

On the other hand, events contribute to the valorization of existing infrastructures
in the region. By taking place in the infrastructures themselves or their immediate
surroundings, events attract people to visit spaces that they would hardly get to know
otherwise.

Although there is a growth in the number of events, some aspects need to
be improved for the growth to be even greater and the quality of the events to be
improved. The lack of evaluation of the events’ results is one of the aspects to be
improved. For that to happen, it is imperative to know the opinion of visitors and
partners about the opportunities for improvement as well as to improve the way
events are promoted.

One of the limitations of this study, it is important to mention that we only have
the perspective of one actor in the organization of events—the Municipalities. In
future studies, it is suggested to replicate this study with visitors, but also with event
partners as well as with local communities and companies to get a more global view
about the impact of events in the promotion of a tourist destination.
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Entrepreneurship Education in Portuguese
Tourism: Fostering Ideation, Innovation
and Initiative

Francisco Banha, André Rui Graça, and Francisco Miguel Banha

Abstract At a time when it is important to start preparing the future and devise new
ways for economic and financial recovery, we look back to the some of the factors
that helped Portugal take a significant leap in the quantity and quality of services
related to tourism in the last decade. This chapter will address how state intervention,
through an approach based on the triple-helix model, has helped new projects
emerge. We analyse Turismo de Portugal’s strategy and the Fostering Innovation
in Tourism (FIT) programme and how it has been stimulating the economy around
tourism through development of entrepreneurial and business skills. In order to do
so, we will resort the Tourism Creative Factory programme case study to see not
only the methodologies used to foster and promote an entrepreneurial culture
throughout the different regions of the country, but also to assess the role that this
programme had in attaining the strategic goals set by Turismo de Portugal. The
analysis of this case study will add to the literature on entrepreneurship education, as
well as to research related to the history and evolution of tourism in Portugal.

1 Introduction

Due to its geographical position, good weather, moderate cost of living, low
criminality rates and the quality of its endogenous resources and products, Portugal
has been riding the tide and making the most of its touristic potential—especially in
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the last 10 years. The big qualitative and quantitative leap, as we will see, was made
possible not only by big investments from already-established players, but also by a
plethora of enterprises carried out by small companies, led by a new generation of
entrepreneurs. Effectively, while the former investors have focused on a more
traditional approach to hospitality, the latter have created (mainly) small, boutique
projects that have been the disruptive driving force of this new chapter in the history
of tourism in Portugal.

This myriad of initiatives and businesses centred around tourism has given the
country new economic breadth and provided plenty of case studies in terms of
creativity, attention to detail and innovation in the fields of hospitality and tourist
experience. In the following pages we will analyse how this significant increase in
entrepreneurial activity came about, i.e. how it was propelled and how it took shape
through a series of initiatives meant to enable, train and empower people to ideate
and create their projects. We will use Turismo de Portugal’s FIT programme and its
impact as case study. With this analysis, we aim to add to the literature on how
strategic state intervention and coordination with people and businesses can help
entrepreneurship and innovation in tourism. Moreover, this research matters given
the scarcity when it comes to studies on entrepreneurship education1 (and its
implementation) in Portugal.2

Tourism (and its related activities) has become one of the largest and fastest-
growing economic industries in the world. Currently, tourism directly contributes to
about 4.4% to GDP, 6.9% of employment and 21.5% of service exports of the OECD
economies. According to recent data, the tourism sector was bound to continue to
grow. It was expected to present a weight of 17% of the Portuguese GDP and 20.9%
of employment by 2025 (WTTC, 2016).

However, this was all before the outbreak of the Covid-19 pandemic (an era
where tourism was in clear expansion in Portugal). There are no studies, as of yet,
that demonstrate the impact of the ongoing pandemic3 (only projections). Neverthe-
less, Portuguese tourism players have reported average losses of 60% on their
revenues (AHRESP, 2021) and dozens of small companies either apply for state
support or file for bankruptcy by the hour. If and when the pandemic is over, ceteris
paribus, it is predictable that this economic sector will somehow recover and
continue to grow, but we cannot predict the direction of its growth or how things
will play out in the near future. For that reason, we shall speak in general terms when
considering the future and will mention mainly past events that led us thus far. In

1We use this term to refer to the transfer and transmission of entrepreneurial skills. It is indeed the
established term in the academic field and literature, and it is also the concept most closely
associated with the approach of the case study analysed, according to the OECD (Lackéus, 2015).
2In this particular, we ought to highlight the work carried out by Daniel et al. (2017), entitled
Tourism Education: What About Entrepreneurial Skills? This paper provides a very interesting and
pioneer overview on the transmission of entrepreneurial skills in tourism courses. In a way, we
intend to take that study further, provide an up-to-date state of the art, as well as the analysis of a
case study concerning the way Turismo de Portugal articulated its strategy on entrepreneurship.
3Although the negative impact is rather clear (especially from March 2020 to March 2021).
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fact, the size of the damage provoked by the pandemic and the governmental action
enforced to prevent its spread reflect the size of the industry itself and an indicator of
a mature sector.

The continuing growth of this sector has a significant impact on labour markets,
since tourism is a significant source of employment, due to its high labour-intensive
nature, mainly in a market like the Portuguese which is strongly influenced by
tourism in its territory. The tourism sector has been the largest economic export
activity in Portugal. In 2019, it was responsible for 52.3% of services exports and
19.7% of total exports (Turismo de Portugal, 2019).

This economic sector (which is now struggling to reinvent itself within the
measure of the possible to fight back the impact of lockdowns and survive economic
crises) has seen considerable development in the last decades. Its outlook as potential
income source has also changed, as it has also been increasingly seen as attractive to
young people and investors wanting to create value. Thus, there has been a rather
considerable increase in the number of educational programmes offered by schools
and higher education institutions in this field (Airey, 2005, 2016; Wang et al., 2013).
The registered activity rate in Portugal, six months after concluding a tourism-related
degree, is 90.0%. Of these students, 90.0% found a placement in less than three
months. Moreover, 19.4% were integrated in the hotel or restaurant units where they
did their internship (Turismo de Portugal, 2021a).

Nevertheless, due to the highly competitive environment of the tourism industry,
entrepreneurship and innovation are crucial for dealing with current consumer,
technological and environmental trends (Daniel et al., 2017). Innovation in tourism
may contribute to the competitiveness of a state and lead to national prosperity and
wealth. A specialised network focused on new ideas and business models associated
with tourism, with the ability to revitalise and enhance innovation and the compet-
itive growth of the sector (Hall & Williams, 2008). The Portuguese public body for
tourism, Turismo de Portugal, has a network of schools that is also associated with
the innovation initiative since decision-makers intend that students, when they finish
their courses, can participate with their ideas in these ideation, acceleration and open
innovation programmes. During their studies, they will have been stimulated to
develop these ideas in the entrepreneurship syllabus (Turismo de Portugal, 2021b).

Students entering the tourism sector, with its high levels of volatility and rapid
globalisation, need different skills and abilities to achieve meaningful and successful
professional lives (Dredge et al., 2015). Thus, governments worldwide, such as the
Portuguese and Spanish governments, adopt programmes aimed at taking action in
supporting innovation to enhance national innovativeness (Hall, 2008). The FIT
programme—Fostering Innovation in Tourism—by Turismo de Portugal is one of
these programmes and it will be at the centre of our analysis. Indeed, several studies
have elaborated on governmental interference in the area of innovation, government
involvement on a national scale and the contribution that this involvement has
brought into national systems of innovation (Edquist & Chaminade, 2006;
Rodrigues et al., 2015).

In the context of tourism, various types of innovations that exist have been
examined (Budiman et al., 2020; Rodrigues et al., 2015; Volo, 2005). Yet, there is
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a lack of focus on the factors that contribute to the innovation factor and the role
played by government (Batra, 2016; Edwards et al., 2008; Jugmohan & Giampiccoli,
2017). In fact, the definition of innovation is not yet stabilised. Therefore, it is widely
discussed by several scholars the features and nature of innovation in an ever-
changing, ever-evolving environment—in this case, tourism. Thus, a successful
working definition has yet to be developed (Hjalager, 2010; Sardak et al., 2016).

In the tourism industry, innovation is often divided into five categories: Product
or service innovations; Process innovations; Managerial or organisational innova-
tions; Marketing innovations and Institutional innovations (Hall, 2009; OECD,
2018, 2020; OECD & European Union, 2005). Moreover, innovation can be
influenced by the government’s decisions, because it controls several policy instru-
ments that can be used to influence and foster its various categories (Michael &
Pearce, 2009). Typical government actions to promote innovation may include
engaging in activities like R&D, funding the education sector, tax breaks, promoting
the creation of innovation clusters and deployment of new technology (De la Vega &
Stankosky, 2006). In fact, governmental influence is so great that it basically shapes
the rules of the game through regulation, taxation and legal processes (Basheer et al.,
2019; Mei et al., 2013).

Despite the many arguments for government involvement, others also stress the
negative sides of public sector interest (Bryant et al., 2017; Hartley, 2005). Some
claim that innovation policies have difficulty in helping up and coming economic
activities that require long-term development (Barbero et al., 2021; Boschma, 2005).
Although government involvement is inevitable due to its role as the ultimate
guarantor of social rules and minimal conditions, an ultra-liberal approach to the
subject might find that regulations limit the ability of individuals and groups to freely
organise, debate and take initiatives by themselves to enhance allegedly, attain
maximum efficiency—especially in highly-regulated societies (Etzkowitz, 2003).
Nevertheless, it seems clear that tourism innovation at a national level is not
effectively possible without government intervention, as it is crucial in the general
economic development.

Considering, for instance, the example of a researched conducted in Norway
regarding the role of governments in tourism innovation (Mei et al., 2013), the
results confirmed that public investment through government does have a key
facilitating role to play in terms of providing the framework in which the private
sector can innovate—although true innovation and successful outcomes will depend
on the involvement and drive from actors in both the private and public sectors.
These results, despite being collected from Norway (which is a wealthy and well-
developed country, and therefore with its own national, geographical and regional
idiosyncrasies) may be applicable to other countries with similar stages of develop-
ment in the field of tourism.
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Another approach that worked well in regions with non-competing destinations
was the Canadian Product Club Programme.4 Created in 1996, it promoted product
development for 45 product categories through research and development facilita-
tion (Weiermair, 2006). Two hundred and one co-ordinating partners and more than
5000 businesses cooperated through this product club programme. The author
concluded that:

this poses the well-known policy question as to how much governments ought to spend on
innovation projects in tourism on account of externalities and prohibitive risk and cost of
process and product innovation and the indivisibility of research and development activities
vis-à-vis a multitude of small user firms. (Weiermair, 2006)

Secondly, if it is clear that governments should get involved, the question is how
money should be spent. A mention that deserves to be pointed out is the provision of
a well-functioning, free market. In fact, the difference between North American
versus European tourism companies’ or entrepreneurial firms’ mandatory regulation
and point of view is substantial when innovation barriers are considered—with one
key difference being the amount of bureaucracy existing in European cases. In the
context of the above-mentioned literature we will provide insights into the Portu-
guese case—especially when it comes to programmes aimed at educating entrepre-
neurs and guide people through the process of setting up a business in the context of
tourism.

2 The Portuguese Case

Tourism in Portugal is regulated and represented by a secretary of state, incorporated
within the ministry of economics and digital transition. The institution that puts in
practice the ministerial guidelines and serves as link between the government and the
business community is Turismo de Portugal (TdP). This entity, which is a public
institute and the national authority in all things regarding tourism, operates in two
fronts, inwards and outwards; its mission rests on four main pillars: promote
Portugal as travel destination; support the development of infrastructures and invest-
ment in the sector; develop and train human resources and regulate and oversee
gambling activities. In order to carry out its purpose, TdP is divided into three
sections: the planning section, which is in charge of devising strategies and carry
out quality control; the business section, responsible for the development and
maintenance of the business activity related to tourism in the country; and the
support section, focused on activities such as communication, finance, HR and
legal matters.

In order to materialise its mission with regard to the training of skilled pro-
fessionals for the tourism and hospitality sector, TdP runs a network of 12 vocational

4For more on the discussion about innovation and sustainable tourism is Canada, see Thout et al.
(2010).
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schools, spread throughout the country. These schools, which have been inspired by
the best international institutions (such as EHL Lausanne Tourism School), have
been providing the different Portuguese regions with thousands of young graduates,
that have received intensive training, looking to enter the labour force. Thus, TdP
schools have been pivotal in setting higher standards and uplifting the overall quality
of services in tourism and hospitality in the country.

In addition to the core training programmes, which are mainly job-oriented and
focus on the basic specificities and know-how of hospitality, TdP has been
expanding the scope of training through various initiatives. In 2017, TdP released
an official document containing a global, 10-year strategy, for tourism in Portugal.
Among the different goals and topics in the Estratégia Turismo 2027,5 one
stands out: the importance of investing more in innovation and entrepreneurship.6

Indeed, the stimulation of innovation and entrepreneurship was signalled as one of
the 10 overall goals of this strategy and much of its operationalisation is meant to be
carried out through the fostering of an entrepreneurial culture, in which different
stakeholders and players can become connected and promote the growth of the
economy centred around tourism in particular and the overall economic growth and
prosperity of the country in general.

In line with the guiding principles of its mission and the objectives enshrined in
this document, the business section of TdP created the Fostering Innovation in
Tourism (FIT)7 programme. This initiative, which we found to be aligned with the
triple-helix model (Etzkowitz & Leydesdorff, 1995), linked the TdP8 with a network
of business incubators and education programmes in the realms of business ideation
and business acceleration. The goal is to empower the community9 with the neces-
sary knowledge and motivation to develop and shape business models related to
tourism and, ultimately, enable entrepreneurs to engage with the entrepreneurial
ecosystem10 in order to start new, viable businesses. According to TdP the FIT
programme has two strands (and therefore looks for two types of training in
companies related to entrepreneurship education): one related to ideation, which is

5https://estrategia.turismodeportugal.pt/sites/default/files/Estrategia_Turismo_Portugal_ET27.pdf
6It should be noted that, before the final version of this document there was a document put to public
scrutiny and discussion, in 2016. This was the year of the first edition of the Tourism Creative
Factory. The success of this programme was acknowledged in the 2017 document by the then
minister of economics, Manuel Caldeira Cabral in his opening note and the 2017 document
underlines the importance of entrepreneurship and innovation more emphatically probably due to
the globally positive impact of their 2016 initiatives around those topics.
7http://business.turismodeportugal.pt/pt/Conhecer/Inovacao/programa-fit/Paginas/default.aspx
8Especially through its schools. However, the programme is open to the broader community of
entrepreneurs-to-be.
9We would like to underline that, the Tourism Training Talent programme (included in the TdP
2027 strategy) is aimed at providing students from TdP vocational schools with soft skills—many
of them related to entrepreneurship. As we will see, FIT and its associated programmes fall into this
scope.
10For a detailed account of the Portuguese entrepreneurial ecosystem and the main barriers to its
development, see Banha et al. (2017).
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carried out in partnership with the TdP schools; and another dedicated to acceleration
and open innovation—which is promoted by the business incubators network. TdP
also supports the presence of start-up companies at international tourism fairs.

The importance of the FIT programme has been paramount in changing the
paradigm in the country when it comes to the scope of entrepreneurship education
and its impact.11 For instance, in 2020, 16 programmes were selected,12 involving
327 startups and projects. With regard to the two strands, several companies have
collaborated regularly with TdP to promote the entrepreneurship education initia-
tives that are inherent to FIT. However, two stand out: GesEntrepreneur (ideation)
and Fábrica de Startups (acceleration and open innovation). The former through the
Tourism Creative Factory programme (TCF) and the latter through the Tourism
Explorers and Discoveries programmes. We will now look into the TCF case study
in order to provide an account of the methodologies used and how they created an
impact in the entrepreneurial ecosystem throughout the years.

3 Case Study: Tourism Creative Factory

As mentioned, the TCF is an entrepreneurship education programme, provided to
TdP by the company GesEntrepreneur, focused on business ideation. Starting in
2016, TCF had, so far, five editions. According to reports given by GesEntrepreneur
to TdP (and validated by this institute), the hard numbers boil down to: involvement
with eight schools (seven in Portugal’s mainland and one in the Azores), 316 project
applications, 189 projects (approved after the first stage) and 281 entrepreneurs.
However, even with such loquacious numbers, it is important to tell the story behind
them and how TCF, through its methodologies, has successfully worked to maintain
its partnership with TdP, encompass its demands and challenges and be able to attain
the above-mentioned numbers.

Founded in 2006, GesEntrepreneur has been working with (and within) the
Portuguese entrepreneurial ecosystem. Resorting to a “learning-by-doing” approach,
the company has consistently worked with several public and private institutions,
such as intermunicipal communities, Government of Azores or EDP—Energias de
Portugal (the county’s main electric utilities company). With regard to the

11Ideation programmes, which eventually lead to venture creation, according to the OECD
(Lackéus, 2015): “allows for the development of entrepreneurial passion and perhaps even entre-
preneurial identity in some learners. The value created as formal part of curriculum can be so
significant that it sometimes leads to real-life economic growth for the collaboration partners outside
the educational institution. The final output of the embedded approach is more entrepreneurial
people creating new kinds of value in all domains of society and all walks of life”.
12Four in the realm of ideation, five acceleration programmes and seven open innovation
programmes. It should be noted that all entities that promote these programmes answer a public
call released by TdP. The programmes are selected and contracted based on the merit of the
proposal.
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involvement in the FIT programme, GesEntrepreneur designed TCF to help improve
the output (both in quantitative and qualitative terms) of viable business ideas. In
other words, to promote the development of entrepreneurial and business skills,
through training, in those in charge of their projects. TCF also allows its participants
to engage with regional entrepreneurial ecosystems, the possibility to integrate
circular economy initiatives and connect with qualified mentors/businesspeople
that will enrich their experience.

In practical terms, the TCF programme consists of a six-step course with a
multidisciplinary approach to business (product design, marketing, financial educa-
tion, business management and tourism). The courses usually run for 10 or
14 weeks. During this timeframe there is a dimension of continuous self-improve-
ment.13 Also, given that the FIT programme is decentralised, so has been the TCF.14

This can be better understood by explaining the process; the six steps are the
following15:

1. Open call
This is the first stage of the TCF programme. As the name implies, this a

period when a call is released and interested applicants submit their proposals
online. A preliminary screening occurs at this moment, i.e., only projects that fall
within the scope of, at least, one of the eligible business areas (a factor that is
pre-determined by TdP) are accepted. Since the TCF programme is sponsored by
TdP, the TCF experience is free for applicant who sees their projects selected. The
projects with most potential (around 40) are selected and continue to the next
stage of the process. The selection criteria are: the degree of innovation; viability;
overall potential impact for the tourism sector; maturity of the project and merit of
the team.

2. Bootcamps
Bootcamps (applied to the TCF context) are intensive training moments in

which there is a strong interaction between the participants and the training staff.
They occur in different cities and usually last for three days. On the one hand,
bootcamps allow participants to be fully immersed in a setting where they must

13Entrepreneurship skills presuppose that they are known and understood (JO EU, 2018: C 189/11)
“(. . .) project planning and management methods (. . .) strategic thinking, critical and constructive
reflection on the evolving creative processes and about innovation (. . .) ability to work individually
and as a team, to mobilize resources (people and things) and to develop a sustainable activity (. . .)
ability to make financial decisions related to cost and value (. . .) communicate and to negotiate
effectively with others and to deal with uncertainty, ambiguity and risk as elements of the informed
decision-making process”.
14One of the TCF’s goals is to bring to people outside the Lisbon area specialised training and
entrepreneurial culture. During this process, people will be exposed to a course based on the best
international practices and promote networking activities.
15To some extent, TCF mirrors the broader methodology used in other programmes and initiatives
promoted by GesEntrepreneur—which are based on international best practiced and adapted to the
Portuguese context (especially its entrepreneurial ecosystem and geography). For a detailed over-
view and explanation of these programmes, see Banha et al. (2021).
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develop their communication skills, take part in training activities and focus on
improving their projects upon receiving feedback and inputs from different
coaches. On the other hand, bootcamps aim to assess the specific needs of each
team, as well as the strengths and weaknesses of each project, in order to address
those issues through a custom-made plan.

3. Regional Demonstration Day (whenever possible)
To conclude the bootcamps, the communication skills and the maturity of each

project and team are put to the test. In a public session, where the entrepreneurial
community or that specific region, coaches, staff and TCF ambassadors are
present, the participants must pitch their ideas. The interventions are recorded
for future reference and analysed by the TCF staff in order to evaluate what
should be addressed first in the following step and track the evolution of the
project and the team throughout the programme. This step is part of the overall
methodology. However, due to practical and specific reasons, sometimes, the
public session does not occur. All of the other elements are still carried out.

4. Business modelling
This stage focuses on the development of the projects. To that end, contact

with several business modelling tools and concepts is provided to participants
who take classes on: pitching ideas; minimum viable product; pivoting; branding;
business model/lean canvas; branding; business model; legal and compliance
basics; fundraising and strategic communication. Since the TCF has the ambition
of being a far-reaching programme, this stage also occurs in different areas of
Portugal, in partnership with the nearer TdP schools.

Throughout the years, point of contact in these schools has been designated as
ambassadors, who work closely together with the TCF staff. The programme
endeavours to provide an experience as homogeneous as possible, regardless of
the area, i.e., put participant in contact with same number of mentors and tutors,
and allow them to participate in side-events as well. Given that there is a great
concentration of ideation programmes in Lisbon for obvious reasons, the TCF
assumes the social commitment of reaching different areas and provide a broad
territorial coverage. This stage usually lasts for about 2 months.

5. Mentoring
During this stage the participants are put in contact with experts in the field.

They are given access to classes and workshops on specific aspects of tourism and
engage in networking activities. The mentors, who are already-established per-
sonalities in their fields of business, interact formally with participants (in one-on-
one sessions or in classes) and informally (such as in the casual setting of a
business lunch or dinner). Some of these mentors are also investors or business
angels and may provide interesting advice in various aspects of business or
network tips.

6. National Demonstration Day
This is the zenith of the TCF programme. After successfully completing the

business modelling stage, participants will have the chance to publicly present
their improved projects. This event will take place in a high-profile venue in a
Portuguese city. Tourism experts, investors and representatives of potentially
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interested companies will be among the audience. In the end, a certificate of
conclusion is issued, along with a letter of recommendation stating the develop-
ment stage and potential of each project.

The TCF programme has had the same structure since its inception and
continues to improve, following a kaizen philosophy based on the feedback
provided by previous participants, the profile they present and the needs they
show in general. Recently, due to the covid-19 pandemic, some changes had to be
put in place to accommodate the new reality of education methods and the
hospitality sector in the country. Based on the best possible knowledge, i.e.,
studies and projections available throughout the world, GesEntrepreneur identi-
fied one particular field of business (within the broader scope of TdP) that show
resilience, still has room to grow during the pandemic situation and will, hope-
fully, be more economically relevant in the future: gastronomy. This adaptation is
part of the sustainable entrepreneurship ethos of the TCF. Resorting to a similar
structure, the 2021 edition of the TCF programme had the subtitle “food edi-
tion”,16 since it focuses specifically on gastronomy, endogenous products and
initiatives around wine tourism.

4 Outcomes

Having presented here the history and functioning of the TCF programmes as part of
the broader strategy by TdP to boost entrepreneurship in Portugal in the field of
tourism, we should highlight some of the results of the FIT Programme.

With regard to the acceleration and innovation strand, a report from Fábrica de
Startups,17 which traces the evolution of their two programmes (Discoveries and
Tourism Explorers) from 2015 to 2020, states that, in eight editions (five from the
Discoveries Programme and the remaining three pertaining to the Tourism Explorers
programme), 1124 applications were received, 380 startups were created and
932 entrepreneurs were reached. Of those 380 startups, 60% were still active in
2020, 30% received external investment to stimulate their growth and 39% of those
startups had managed to internationalise their business/service. If we add the TCF
programme results to these numbers,18 from 2015 to 2020, 1443 projects submitted
their application to these three programmes and a total of 1213 entrepreneurs
actively participated in them (an average of 243 per year).

Moreover, the TCF programme has been the genesis of some successful busi-
nesses (across the whole country) that have contributed to change the landscape of

16https://tourismcreativefactory.com
17https://www.fabricadestartups.com/blog/25/2020/relatorio-de-impacto-startups-de-turismo
18It should be noted, once more, the difference in the nature of the initiatives on ideation and those
on acceleration. The TCF, by its own nature and size of its structure, supervises fewer projects than
acceleration projects.
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travel and accommodation services. We shall mention a few examples. Amicis Gin19

was created in 2016. After a partnership with a business angel, the brand was created.
The product utilises endogenous resources from the Beiras regions in its formula and
has already a solid implementation in the Portuguese market. Coimbra Airport
Shuttle20 is also another good example. Given the fact that the Portuguese mainland
is served, mostly by three airports (in Porto, Lisbon and Faro—which serves
specifically the Algarve), this service allows an unprecedented access to people
from the Centro region to both Porto and Lisbon airports. Another example is Eco
Soul Guest House Ericeira,21 a small and cosy Guest House, located between the
beach and the valley of Sao Juliao, inserted in the World Surfing Reserve of Ericeira.
The name Eco Soul refers to the decisions that the founders made when they started
this project on what concerns the sustainability and environment issues. Abrigo
Queijo Serra da Estrela DOP22 is one of the latest investments made by a public
venture capital firm and consists on a Museum that will gather and show all the
material and immaterial heritage on the ancestral manufacture of Serra da Estrela
Cheese. Finally, TryPortugal,23 which has attracted funding from a venture capital
firm, has also built a reputation in being a provider of customised experiences in the
context of active tourism, using as background the cultural and natural heritage of
the country.

Overall, the FIT programme and its associated initiatives have actively contrib-
uted not only to boost the quantity and quality of services in Portugal but has also
become an example of continued commitment and investment in entrepreneurship
education programmes.

5 Final Remarks

Entrepreneurship education is a field in expansion in Portugal, with much room for
further implementation. The FIT programme and the results we have presented are
important evidence of the impact that this type of education can produce in a very
unequal territory, marked by regions of very high or very low density in terms
of population and wealth. The TCF programme has strived to reach various zones of
Portugal and help entrepreneurs make the most of the characteristics and resources of
their regions. Hopefully, this text will shed new light on the state of the art
concerning entrepreneurship education in Portugal (especially when it comes to

19https://amicisgin.com/en/
20https://www.airportshuttle.pt
21 h t tps : / /www.ecosouler ice i ra .com/pt -p t /? fbc l id¼IwAR1FvuHLeJ7Ggw8GCW-
bCyiMBLzX9POVEMQlNWMOg8XI-X-3ycBgRz15yT0
22https://abrigoqueijoserradaestrela.pt/en/
23https://tryportugal.pt
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the tourism and hospitality sector) and help explain the qualitative and quantitative
leap that the country has taken in the last decade.

It should be noted that only an efficient operationalisation of the strategic
guidelines of TdP can guarantee the fostering of innovation in tourism. The concrete
data presented here should not only contribute to the academic discussion around the
innovation in tourism in Portugal and Spain but may also contribute to the wider
research about the relevance of entrepreneurship education. Indeed, the success of
the FIT programme24 seem to bring to the fore proof that these initiatives do have a
significant reach and fulfil their purpose. Perhaps this example may be able to shape
the creation of future evidence-based policymaking around entrepreneurship educa-
tion or encourage further research on the topic. Ultimately, all of these initiatives are
bigger than the sum of the parts. This is a mosaic, consisting of hundreds of pieces
(some larger, some smaller) that coexist within the same frame and are, somehow,
interconnected.
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Factors Affecting Portuguese and Spanish
Hotel Guests’ Safety Perception Under
COVID-19: Insights for the Development
of Personalized Hotel Offers

Cristina Estevão, Paulo Duarte, Adília Cabral, Ana María Campón-Cerro,
and Uci Yuliati

Abstract Portugal and Spain have both cultural differences and similarities. The
current study evaluates the hotel safety perception by Portuguese and Spanish
tourists during the COVID-19 pandemic. It discusses the differentiated changes
needed to be implemented by the hotel industry to address each country’s tourists’
safety concerns. A sample of 533 Portuguese and Spanish hotel guests was inquired
using an online questionnaire to assess safety perception and service needs under the
COVID-19 situation by exploring seven critical dimensions: financial risk, front-
desk digitalization, entertainment, front-desk service, hygiene and sanitation, hotel
characteristics, and space management, and food and beverage service.

The results show that there are differences regarding safety perception and
preferences between Spanish and Portuguese hotel guests. Findings indicated that
the differences spread across all categories with special incidence in hygiene-related
factors. The differences vary with gender, and Women seem to be more sensitive to
safety as they present more differences than men. The level of education and having
children also affects the perception of hotel safety and the requisites of guests. The
need to prove hygiene care and have the hotel certificate for COVID-19 emerged as
key factors in restoring the client’s trust.

The research on the effects of pandemics on hotel guests’ safety perception is
scarce. Therefore, the proposed framework for assessing hotel clients’ perceptions
and the findings are particularly important for Iberian hotel managers to adopt an
innovative approach and shape their offer to better address specific needs and
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preferences of Portuguese and Spanish clients in the face of the COVID-19
pandemic.

1 Introduction

Peace, safety, and security are essential conditions for tourism development in any
country, region, or destination (Cavlek, 2002). However, over the past decades, the
tourism industry has been severely hampered by the increasing lack of security
caused by crime, terrorism, food security, natural disasters, and health problems
(Breda & Costa, 2006).

The tourism industry is most vulnerable to disasters and usually experiences the
effects of a disaster across organizations and geographic boundaries (Jiang &
Ritchie, 2017). According to Sydnor et al. (2011), any crisis or disaster ends up
making a certain region/country lose some tourists and damaging its image. Even a
small disaster may have huge impacts on tourism and cause severe consequences to
the hotel industry (Sydnor et al., 2011).

The hospitality sector represents an essential piece for tourists’ satisfaction and is
extremely important for the tourism industry since it is responsible for many jobs
(McManus et al., 2008). However, to remain competitive, the hotel industry must
preserve its current customers and attract new ones (Nunkoo et al., 2019). Innovation
is considered a critical source of competitive advantage (Dess & Picken, 2000;
Tushman & O’Reilly, 1996) and the most important determinant of organizational
performance (Mone et al., 1998). Since the hotel industry operates in a very
competitive environment, having the best marketing strategies by strengthening
the offer in vital dimensions, like the cleanliness, diversity, and quality of services
and safety, is crucial to ensure profitability and long-term survival (Ching, 2007).
Hence, hotel managers must emphasize innovation to increase service quality and
improve customer satisfaction as a key strategy. However, to achieve these objec-
tives, the hotel industry needs to know customers’ concerns in difficult times and use
innovation to provide a personalized answer to guests’ needs and worries (Mártinez-
López & Vargas-Sánchez, 2013).

Prideaux et al. (2003) suggest that one thing that could be very demanding for the
hotel industry’s innovation capacity could be disasters, especially pandemics caused
by a new strain of influenza or other unknown diseases. Their concern turned out to
be right, as confirmed by the arrival of COVID-19, which was officially considered a
pandemic on March 11, 2020, by the World Health Organization (2020).

To assist the hotel industry in understanding where and how to innovate under a
pandemic crisis, the current study focuses on identifying what dimensions hotel
industry are more critical for Portuguese and Spanish hotel guests, as Portugal and
Spain are two of the most visited countries in the world. These study outcomes are
useful for hotel managers, who by better understanding the safety concerns of
tourists from each country can innovate and customize the services provided to
better address and resolve the guests’ anxieties and fears. Hence, this study discusses
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the differentiated changes that should be implemented to better address the concern
of each type of customer according to seven critical dimensions: financial risk,
digitalization of reception, entertainment, front desk service, hygiene and sanitation,
hotel characteristics, and space management, and food and beverage service. The
research findings provide a theoretical contribution for the profiling of the two
countries tourists aims but also a managerial contribution by guiding the innovative
management of hotel–client relationship by Iberian hotel managers to shape their
offer to better respond to the specific needs and preferences of Portuguese and
Spanish customers in the face of the COVID-19 pandemic.

2 Literature Review

The economic disruption resulting from the COVID-19 epidemic outbreak is having
a major impact in tourism markets (González-Torres et al., 2021). Travel restrictions
around the globe have led to staggeringly low occupancy levels in hotels (Pillai et al.,
2021).

Different types of crises and disasters have had different effects on the hotel
industry. The COVID-19 pandemic, in particular, has forced the hospitality industry
to take unprecedented measures to respond to unanticipated challenges and negative
consequences affecting the DNA of hotels at their core (Rivera, 2020). In this
uncommon scenario, the hotel industry must identify the critical factor under
pandemic and segment the customers according to how they decide when choosing
a hotel (Choorichom, 2011). The emergence of a major pandemic, such as COVID-
19, has reinforced the need to update the existing knowledge as travelers’ expecta-
tions have changed (Hu et al., 2021). A shift in consumers’ expectations is likely to
impact their perceptions of hotel performance and requisites (Hu et al., 2021), thus
demanding novel approaches to the services provided.

Companies must realize the best ways to create value for their target markets and
develop strong, profitable long-term relationships with customers (Lee & Hwang,
2011). To achieve these objectives, the hospitality industry should implement
demographic profiling and enhance the knowledge and understanding of customer
demographic differences concerning expectation, perception, and quality of service
(Tsiotsou & Vasioti, 2006).

According to Lee and Hwang (2011), demographic variables are especially useful
sources of information to understand customers’ needs and buying habits. Thus,
hotel managers may innovate and differentiate their strategies to reach distinct
market segments. Humans behave differently based on their sociodemographic
individualities, which play an essential role in dealing with and responding to their
daily behaviors and health threats (Foroudi et al., 2021). However, for Tefera and
Migiro (2017), segmenting customers based solely on their age, gender, or marital
status may not provide a substantial advantage in how they are approached as hotel
guests. Instead of classifying customers using demographic attributes, hotel man-
agers must understand the relationship between sociodemographic characteristics
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and their buying behavior to attend to their individual needs and desires to meet or
even exceed their expectations.

Palan (2001) suggests that the choices and behavior may differ between men and
women in their choices in general and the emphasis each places on the attributes of
choice. For this reason, gender has been the subject of study as a key demographic
factor in influencing individual behaviors in the hospitality industry for some time
(Seo & Hwang, 2014).

Similarly, Maoz (2007) considers that the tourists’ country of origin plays an
important role in shaping traveler’s behavior and motivations due to distinctive
cultural characteristics. Early research by Tsiotsou and Vasioti (2006) suggested
that employment and family status did not affect customers’ expectations, percep-
tion, and satisfaction of services, while education and age significantly predicted
customer satisfaction. In contrast, the family composition seems to play a notable
role in vacation decisions. Families with children generally have a different choice
process and criteria for vacation and accommodation selection (Bronner & de Hoog,
2008; Gram, 2005). Children can influence the early stages of decision-making
regarding the vacation period, choice of destination, hotel, and activities to be
developed (Jenkins, 1979).

Acting in a globalized environment, hotel companies are also advised to identify
differences in behavior associated with nationality to improve the prediction of
customer behavior and decision-making and adjust their strategies accordingly
(Andreu et al., 2017; Tran et al., 2019). According to Foroudi et al. (2021), the
COVID-19 outbreak has resulted in psychological, economic, and sociocultural
changes that will impact hospitality demand for an uncertain period. Hotels need
to be prepared to change their value proposition to match the customers changing
beliefs and perceptions.

Based on the evidence in the existent literature, the next section of this research
explores the impact of the aforementioned variables on hotel guest perceptions and
behavior to aid hotel managers in designing innovative plans to cope with the
changes in customers’ demands.

3 Methods

To fulfill the objective of evaluating Portuguese and Spanish clients’ perceptions and
expectations regarding hotel services safety during the COVID-19 pandemic, an
online questionnaire was designed to collect hotel guests’ data.

Considering the study’s setting, it was problematic to find studies addressing
safety and health risk perception in hotels explicitly during pandemic crises. Though
many studies address the topic of risk perception in travel and tourism connected to
disasters, no studies were found addressing specific and objective measures for the
impact of pandemics on hotel clients’ perception and confidence. To overcome this
problem, a panel of tourism experts was assembled. The researchers and four hotel
managers used the Delphi method to define the relevant dimensions and measures to
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evaluate them. A list of items covering seven critical categories: (1) Financial risk;
(2) Front-desk digitalization and automation; (3) Entertainment; (4) Front-desk
service; (5) Hygiene, sanitation, and cleanness; (6) Hotel characteristics and space
management; and (7) Food and beverage service; was prepared based on information
collected hospitality professionals. The list was distributed among the panel mem-
bers, who were instructed to evaluate each item for later debate in an online meeting.
Using this interactive process, a compromise on the final list was attained after five
online meetings.

After defining the items, an online questionnaire was prepared to include the
52 items measured using five-point Likert-type scales for agreement and importance,
two questions about travel habits, one ranking question to evaluate respondents’
priorities on selected hotel attributes, and a group of questions aimed at character-
izing the respondents. The questionnaire was made available in Portuguese and
Spanish in May 2020. The survey was publicized through multiple channels, namely
social media pages and groups, mailing lists, and personal contacts from the
researchers. A final sample comprising 401 Portuguese and 132 Spanish hotel guests
was obtained. Data analysis included descriptive statistics and ANOVA with post
hoc tests. These statistical methods have been extensively used in hospitality
research (Rivera & Pizam, 2015) Microsoft Excel and SPSS 27 software were
used to produce the results.

4 Results

4.1 Sample Characterization

The final sample was composed of 67.5% (360 out of 533) females and 32.5%
males, aged between 18 and 90 years old, almost evenly distributed by the four age
categories defined. Married people represent almost half of the sample (48.2%).
Globally the sample was well educated, as 78.5% holding a college degree.
Concerning occupation, 59.3% are employed in public and private sectors, and
only 18.6% were students. Globally, the samples from Portugal and Spain display
similar characteristics. The complete information on sample characteristics is
presented in Table 1.

4.2 Priorities for Hotel Choice

Respondents were also asked to order the importance of a set of factors for choosing
a hotel vis-à-vis COVID-19. The results in Fig. 1 indicate that the most important
factor is the perception of hotel health safety, which was mostly ranked first,
followed by the limitation of people in public spaces. The size of the hotel and the
availability of alternative food services are regarded as not important since they were
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the factors ranked most times in the last positions. Broadly, the pattern of the curves
shows that the priorities for hotel choice are very similar between the two samples.

The results from the ranking of priorities for hotel choice suggest that the
preferences are similar for both samples. Therefore, hotel managers do not need to

Table 1 Characteristics of respondents (N ¼ 533)

Nationality

TotalPortuguese Spanish

N % N % N %

Gender

Female 282 70.3 78 59.1 360 67.5

Male 119 29.7 54 40.9 173 32.5

Total 401 100.0 132 100.0 533 100.0

Age

18–25 78 19.5 37 28.0 115 21.6

26–40 106 26.4 62 47.0 168 31.5

41–50 101 25.2 20 15.2 121 22.7

>50 116 28.9 13 9.8 129 24.2

Total 401 100.0 132 100.0 533 100.0

Marriage status

Single (never married) 144 35.9 62 47.0 206 38.6

Married or cohabitating 192 47.9 65 49.2 257 48.2

Divorced 65 16.2 5 3.8 70 13.1

Total 401 100.0 132 100.0 533 100.0

Education

Basic education 4 1.0% 1 0.8% 5 0.9%

High school 50 12.5 5 3.8 55 10.3

Professional degree 26 6.5 23 17.4 49 9.2

Bachelor’s 165 41.1 64 48.5 229 43.0

Master degree 92 22.9 21 15.9 113 21.2

Doctoral degree 58 14.5 18 13.6 76 14.3

Other 6 1.5 0 0.0 6 1.1

Total 401 100.0 132 100.0 533 100.0

Employment status

Unemployed 26 6.5 12 9.1 38 7.1

Employee (private sector) 126 31.4 40 30.3 166 31.2

Employee (public sector) 115 28.6 35 26.5 150 28.1

Entrepreneur 18 4.5 3 2.3 21 3.9

Liberal professional 23 5.7 2 1.5 25 4.7

Student 66 16.5 33 25.0 99 18.6

Retired or pre-retired 16 4.0 4 3.0 20 3.8

Other 11 2.6 3 2.3 14 2.7

Total 401 100.0 132 100.0 533 100.0
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put especially emphasis on any of these attributes when marketing the hotel to
potential guests from one specific country.

Fig. 1 Ranking of hotel choice priorities for Portuguese and Spanish

Factors Affecting Portuguese and Spanish Hotel Guests’ Safety Perception. . . 269



4.3 Analysis of Importance and Differences in Critical
Factors

To decide which areas to successfully innovate, hotel managers need to know what
factors the clients value the most in a pandemic context. Since a five-point Likert-
type scale was used, we consider as most important the factors presenting a mean
greater than four. According to Table 2, this resulted in 17 factors distributed across
five critical dimensions for Portuguese tourists and 17 factors spread across six
dimensions for Spanish tourists.

An important difference is linked to the preference for hotels with entertainment
in open spaces, without agglomerations which scored higher among Spanish. The
Spanish also seem to be more responsive to hotels having special agreements with
local healthcare units in case of getting sick during the stay. In general, the results in
Table 1 indicate that despite little quantitative differences between the means,
Portuguese and Spanish hotel guest concerns seem to coincide. Without surprise,
hotel guests are especially concerned with factors related to hygiene and cleaning as
this dimension is vital to ensure safety regarding contagion. Hotel hygiene and
cleanliness were already extremely important to customers before COVID-19 (Pillai
et al., 2021), but it has become the focal point for any recovery plan during the
pandemic. Like the current results, Park et al. (2019) found that customers rank hotel
hygiene and cleanliness as the most important factor when booking a hotel.

Other dimensions demanding attention from hotel managers are those related to
space organization and management, food and beverage services, and assuring
appropriate front desk service. Hu et al. (2021) reinforce this idea by stating that
hygiene is relevant in common areas (meal service and reception) as a priority during
the pandemic and adds that some core hotel attributes (room, bed, and price) are
perceived as less important during the pandemic.

The financial risk associate with the reservation seems to more important for
Spanish guests. However, the difference in the mean is not statistically significant,
preventing us from proposing measures for a specific market.

To provide meaningful indications for hotel managers on how to innovate by
customizing the offer for the Portuguese and Spanish markets, the responses from
the two groups were compared using the t-test for comparing independent samples.
The results are presented in Table 3. The results show that Portuguese and Spanish
hotel guests have a different opinions in 17 from the total 52 factors.

These differences constitute an opportunity for hotel managers to innovate in
their approach to each market. Interestingly the Portuguese hotel guests seem to be
more worried about the hotel characteristics and space management, and food and
beverage services, besides hygiene e-sanitation. In contrast, the Spanish are more
concerned with financial risk, front-desk service, and entertainment. Regarding
hygiene and sanitation, they seem to value different things. Portuguese are more
aware of the general risks involved in any hotel stay and are more concerned at a
general level with hotel practices. For its side, the Spanish seem to value specific

270 C. Estevão et al.



Table 2 Descriptive statistics

 

 

Mean Std.  
Deviation Mean Std.  

Deviation 
FR01 I only book if I am assured that I can change the reservation at any time 4,02 0,978 4,21 1,063 
FR02 I do not mind paying extra for pandemic insurance when I am booking. 3,36 1,145 3,59 1,084 
FR03 I attach more importance to ensuring Covid-19's prevention conditions than to the price 3,74 0,945 3,84 1,025 
FR04 For me, it is very important that hotels offer free health and personal accident insurance 3,42 1,120 3,51 1,037 
FR05 I would give preference to hotels that allow the extension of the stay at reduced prices if it is  

impossible to continue the trip. 4,07 0,829 4,12 0,856 
FR06 A higher price corresponds to higher health quality 2,48 1,098 2,51 1,037 
FD01 New technological ways of customer service will negatively affect service personalization 2,86 1,132 2,96 1,155 
FD02 New technological ways of customer service can positively increase service satisfaction 3,35 0,921 3,36 1,013 
FD03 Be attended by digital assistants will compromise my satisfaction with the service 2,93 1,041 3,13 1,059 
FD04 I only choose hotels with qualified staff capable of responding to situations of anxiety in  

case of crisis 3,30 1,037 3,20 1,115 
FD05 Technologies that minimize direct contact will decrease the trust 2,61 1,063 2,85 1,115 
FD06 Digital technologies in hotels will prevent the creation of empathy with the client 3,33 1,154 3,30 1,159 
ET01 I prefer hotels that offer personalized counseling in choice of experiences at the destination 3,61 0,947 3,83 0,821 
ET02 I prefer hotels with entertainment in open spaces, without agglomerations 3,94 0,851 4,11 0,902 
FDS01 At reception, it is important to ensure health safety conditions 4,68 0,533 4,60 0,770 
FDS02 The temperature measurement at the time of arrival will make me feel uncomfortable  2,01 1,033 2,20 1,196 
FDS03 I prefer to have a personalized service to minimize the risk of contagion from Covid-19 3,84 0,902 4,00 0,933 
FDS04 I get upset if attended by employees with mask/visor and gloves 1,68 0,839 1,58 0,901 
FDS05 The digitization of the hotel service is vital to ensure the customer's confidence regarding  3,39 0,967 3,39 1,103 
FDS06 Be able to check in and out by appointment 3,38 1,205 3,69 0,982 
FDS07 Having differentiated entrances and exits for customers 3,56 1,169 3,83 0,985 
FDS08 Being serviced by appropriately uniformed employees with mask/visor and gloves 4,18 0,939 4,46 0,725 
FDS09 Be informed daily of the occupation rate, clients with Covid-19 and hygiene and disinfection  

practices 3,93 1,128 3,95 1,104 
HG01 Hotels should only reopen if they meet all hygienic conditions to avoid contamination 4,73 0,544 4,64 0,568 
HG02 I trust hotel safety against the risk of contagion 3,49 0,889 3,75 0,859 
HG03 The Covid-19 certification ensures that there is no risk of contagion. 2,59 1,033 2,91 1,059 
HG04 Health entity certifications reinforce the degree of trust when selecting the hotel 3,85 0,810 3,86 0,923 
HG05 In hotels there are always risks resulting from deficiencies in the hygiene of the rooms 3,77 0,841 3,48 0,969 
HG06 In hotel stays there is always a health risk associated with the poor hygiene of the common  

and service areas 3,76 0,877 3,45 0,968 
HG07 Hotel chains have stricter health safety policies 3,23 0,943 3,37 0,936 
HG08 Hotel chains have greater ability to react to dangerous situations such as pandemics 3,13 0,970 3,25 1,022 
HG09 Hotels adopt a responsible behavior towards the risk of contagion 4,66 0,574 4,69 0,526 
HG10 Hotels periodically close for general sanitization and disinfection 4,10 0,986 4,15 0,815 
HG11 The Safety and health practices in hotel choice 4,50 0,682 4,34 0,750 
HG12 Promote Online Check-In and Check-out to avoid agglomeration 4,11 0,927 4,12 0,856 
HG13 Offer masks, disinfectant gel and gloves in rooms 4,29 0,901 4,39 0,768 
HG14 Favoring hotels that have special agreements with local healthcare units 3,75 1,111 4,13 0,992 
HC01 Staying in a hotel with a small number of rooms  is safer 3,24 1,023 2,96 0,960 
HC02 Rural accommodations and isolated units will be preferred over large hotels 3,79 0,905 3,74 1,024 
HC03 I prefer a large hotel 2,60 0,912 2,60 0,964 
HC04 I prefer a higher class hotel 3,36 0,949 3,19 1,057 
HC05 It bothers me that some services are not available to minimize the risk of contagion. 3,25 1,307 2,97 1,330 
HC06 Hotels have infrastructure to ensure physical and psychological comfort in case of   4,05 0,959 4,14 0,789 
HC07 Hotels ensure safety distance in common spaces 4,45 0,789 4,48 0,659 
HC08 Hotels with limited number of clients in common spaces 4,39 0,812 4,49 0,599 
FBS01 Because of the pandemic, I have become more sensitive to food security issues 3,88 1,043 3,58 1,099 
FBS02 The meals should not be served in buffet 4,15 1,047 4,04 1,007 
FBS03 I feel more confident in hotels that have kitchnet/kitchen where I can prepare/take meals 3,47 1,051 3,42 1,019 
FBS04 Because of the Covid-19 the room service is safer. 3,37 0,940 3,49 0,860 
FBS05 Meals being served in reduced capacity locations 4,21 0,862 3,88 0,865 
FBS06 The meals be served by appointment 4,06 0,956 3,86 0,966 
FBS07 Having an option for take-away meals provided by the Hotel kitchen 4,11 0,959 4,25 0,785 

Dim. Factor 

FR 

FDA 

ENT 

FDS 

HGS 

HSM 

FBS 

Portuguese 
(N=401) 

Spanish 
(N=132) 

FR Financial Risk, FDA Front-Desk Automation, ENT Entertainment, HSC Hygiene, sanitation,
and cleanness, HSM Hotel characteristics and space management, FBS Food and beverage service
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things like the hotel have been awarding with a COVID-19 safety certification by
health authorities.

A particular relevant finding is that the differences are mainly associated with
factors presenting an average rating below four. Factors FDS08 and HG11 are the
only ones with mean ratings above four, presenting statistically significant differ-
ences between Portuguese and Spanish Hotel guests. This result suggests that hotel
managers do not need to innovate in differentiating their offer related to the factors
considered most important by the respondents, suggesting the possibility of a
common approach with small adaptations for the Iberian market.

4.4 Analysis of the Moderating Impact of Demographic
Characteristics

To understand the impact of respondents’ characteristics on the evaluation of the
critical factors when booking a hotel under a pandemic situation, the differences
were controlled by gender, education, and family type (e.g., having children).

The results indicate that the behavior of women is more heterogeneous than that
of men. It was possible to identify 15 factors (FR02, FD03, FD05, ET01, FDS02,
FDS06, FDS07, FDS08, HG01, HG03, HG05, HG06, HG14, HC01, HC05, and
FBS05) where the opinion between Portuguese and Spanish women differ to a
significance level of 0.05, against only 8 factors (FD02, FDS08, HG02, HG03,
HG06, HG14, HC08, and FBS05) for men.

Table 3 t-Test results for the factors mean comparisons

Mean 
Difference

Sig. 
(p -value)

pt-sp (2-tailed)

FR FR02 I do not mind paying extra for pandemic insurance when I am booking. -0,23 0,041

FDA FD05 Technologies that minimize direct contact will decrease the trust -0,24 0,025

ENT
ET01 I prefer hotels that offer personalized counseling in choice of experiences at the destination

-0,22
0,017

FDS06 Be able to check in and out by appointment -0,31 0,008
FDS07 Having differentiated entrances and exits for customers -0,26 0,020
FDS08 Being serviced by appropriately uniformed employees with mask/visor and gloves -0,28 0,002
HG02 I trust hotel safety against the risk of contagion -0,26 0,003
HG03 The Covid-19 certification ensures that there is no risk of contagion. -0,32 0,002
HG05 In hotels there are always risks resulting from deficiencies in the hygiene of the rooms 0,29 0,001
HG06 In hotel stays there is always a health risk associated with the poor hygiene of the common 

and service areas 0,31
0,001

HG11 The Safety and health practices in hotel choice 0,16 0,021
HG14 Favoring hotels that have special agreements with local healthcare units -0,38 0,000
HC01 Staying in a hotel with a small number of rooms  is safer 0,27 0,007
HC05 It bothers me that some services are not available to minimize the risk of contagion. 0,28 0,034
FBS01 Because of the pandemic, I have become more sensitive to food security issues 0,31 0,004
FBS05 Meals being served in reduced capacity locations 0,33 0,000
FBS06 The meals be served by appointment 0,20 0,037

FDS

HG

HSM

FBS

Dim. Factor
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This finding supports the previous indication by Shemwell and Cronin (1995) that
women and men differ in their approaches to assess services. Wolf and Zhang (2016)
provide further details by reporting that women place more value on their uncer-
tainties, time and money constraints, and decision consequences, while men place
more value on information, goals, and motivation. Given that different genders have
different perspectives on decision-making (Khare, 2011), providing different
appeals based on the gender of hotel guests may be a significant and novel improve-
ment to the current selling approach (Chen et al., 2017).

Comparing the results for similar genders, it stands out that Portuguese and
Spanish women’s opinions differ mainly in the factors related to front-desk service
and hygiene, sanitation, and cleanliness. Men’s opinions also differ mostly in the
hygiene, sanitation, and cleanliness critical dimension. Interestingly, FDS08, HG03,
HG06, HG14, and FBS05 are the factors where both women and men have in
common regarding different opinions. Based on this finding, it can be considered
that these factors are the ones requiring more attention from hotel managers because
they are differently evaluated by both genders regardless of their nationality.

The analysis of differences in the perception of Iberian hotel guests regarding
safety under COVID-19 revealed mixed results. Respondents with basic and high
school (secondary) education have a relatively similar opinion on the critical factors
affecting hotel safety under pandemic states. For hotel guests holding basic educa-
tion, the only difference is related to factor FSB02 regarding meals being served in
the buffet. Those who hold a high school degree display differences in four factors
(FD02, HG01, HG09, and HG14). Surprisingly, three of them are related to hygiene,
sanitation, and cleanliness.

The results on the differences among the respondents holding higher education
degree revels a distinctive pattern. Among respondents holding a bachelor’s degree,
it is possible to identify 16 factors (FD05, ET01, ET02, FDS06, FDS07, FDS08,
FDS09, HG02, HG03, HG05, HG07, HG10, HG13, HG14, HC01, HC08, and
FBS07) with significant differences between Portuguese and Spanish hotel guests
based on the t-test for a level of significance of 0.05. Holding a master’s degree
seems to influence the perception of 13 factors (FDS01, FDS09, HG01, HG02,
HG05, HG09, HG10, HG11, HC07, FSB01, FSB02, FBS05, and FSB06). However,
many of them are distinct from those identified for the previous segment, which is
somewhat puzzling. In particular, holding a master’s degree seems to largely affect
the perception of food and beverage-related factors, contrary to the results presented
by the sample holding a bachelor’s degree.

Finally, Portuguese and Spanish guests holding a doctorate differ in evaluating
seven factors (HG01, HG05, HG06, HC02, HC04, FBS04, and FBS05) related to
hotel safety under pandemic. The difference is related to only three critical dimen-
sions: hygiene, sanitation, and cleanliness; hotel characteristics and space manage-
ment; and food and beverages service.

In summary, the findings suggest that Portuguese and Spanish hotel guests with
the lowest level of education and highly educated present fewer differences in how
they evaluate hotel safety.
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These findings suggest a meaningful association between the level of education
and the perception, demands, and preferences of hotel guests. Hotel managers who
are willing to provide innovative and differentiated offers to each market must
account for education. The findings suggest that it may be relevant to assess guests’
profiles and design offers targeted at specific segments to improve guests’ safety
perception, preference, satisfaction, and loyalty. The current results also reinforce
the indication by Tsiotsou and Vasioti (2006) that education can be used to rank
consumers in terms of satisfaction, with less educated people displaying lower levels
of satisfaction with tourism services, while more educated people tended to be more
satisfied.

Finally, as children are always a matter of concern for parents, namely on what is
related to safety, we proceed to assess if having children could influence the
evaluation of the factors associated with safety perception. The greater the number
of children and adolescents in the family, the greater their influence in decisions
about the destination, activities, and spending (Jenkins, 1979). Younger children
may even amplify the influence in the choices simply because of the extra need for
child care and parents’ concerns with meals (Thornton et al., 1997).

The results in Table 4 indicate the differences in safety factors perception between
Portuguese and Spanish guests according to the number of children and their age
range. Findings indicate that clients without children present a higher number of
differences regarding the perception of safety factors. Having children seems to have
a conciliatory effect regarding guests’ opinions as the number of differences in the
perception decreases for those having children, and there seems to be an inverse
association between children’s age and the number of significant differences in the
perception. Therefore, we are convinced that having children and their age category
influence the perception of the safety factors.

The current findings suggest that hotel managers must consider the family profile
when advertising the hotel safety measures and services.

To provide a global overview of the study findings, Table 5 presents the average
of the Portuguese and Spanish scores on the factors affecting hotel guests’ safety
perception and the statistically significant differences associated with the demo-
graphic characteristics analyzed.

5 Conclusions

The hospitality sector is considered one of the most affected by the consequences of
the pandemic COVID-19. The indefinite persistence of the pandemic duration
increases anxiety about the ability to recover from this dramatic situation
(Wieczorek-Kosmala, 2021). Portugal and Spain have worldwide recognition as
tourism destinations by excellence. However, Portugal being one of the world’s
most tourism-dependent economies, with tourism accounting for over 16% of the
gross domestic product in 2018, is particularly vulnerable to crises and disasters
affecting the tourism industry, like COVID-19. Considering this economic exposure
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Table 4 Factors presenting statistically significant differences at 0.05 level

Factors’ means and statistical differences significance

No children (Npt ¼ 323;
Nsp ¼ 88)

Children 0–3 years
(Npt ¼ 45; Nsp ¼ 22)

Children 4–11 years
(Npt ¼ 10; Nsp ¼ 11)

FD01 pt ¼ 2.81; Sp ¼ 3.09;
p ¼ 0.042

pt ¼ 3.32; Sp ¼ 2.42;
p ¼ 0.020

FD03 pt ¼ 2.88; Sp ¼ 3.17;
p ¼ 0.020

pt ¼ 3.36; Sp ¼ 2.58;
p ¼ 0.017

FD04 pt ¼ 3.64; Sp ¼ 2.58;
p ¼ 0.008

FD05 pt ¼ 3.18; Sp ¼ 2.25;
p ¼ 0.018

FD06 pt ¼ 3.86; Sp ¼ 2.75;
p ¼ 0.003

ET01 Pt ¼ 3.62; Sp ¼ 3.85;
p ¼ 0.022

Pt ¼ 3.36; Sp ¼ 3.91;
p ¼ 0.017

ET02 Pt ¼ 3.93; Sp ¼ 4.59;
p ¼ 0.001

FDS02 Pt ¼ 1.96;2.28 Sp¼;
p ¼ 0.021

FDS06 Pt ¼ 3.37; Sp ¼ 3.74;
p ¼ 0.003

FDS08 Pt ¼ 4.18; Sp ¼ 4.50;
p ¼ 0.000

HG01 Pt ¼ 4.82; Sp ¼ 4.25;
p ¼ 0.028

HG02 Pt ¼ 3.48; Sp ¼ 3.75;
p ¼ 0.012

HG03 Pt ¼ 2.58; Sp ¼ 2.97;
p ¼ 0.002

HG05 Pt ¼ 3.76; Sp ¼ 3.50;
p ¼ 0.022

Pt ¼ 3.80; Sp ¼ 3.32;
p ¼ 0.046

HG06 Pt ¼ 3.76; Sp ¼ 3.50;
p ¼ 0.018

Pt ¼ 3.76; Sp ¼ 3.27;
p ¼ 0.047

HG07 Pt ¼ 3.27; Sp ¼ 3.49;
p ¼ 0.049

HG11 Pt ¼ 4.51; Sp ¼ 4.34;
p ¼ 0.041

HG14 Pt ¼ 3.77; Sp ¼ 4.11;
p ¼ 0.005

Pt ¼ 3.55; Sp ¼ 4.33;
p ¼ 0.031

HC01 Pt ¼ 3.20; Sp ¼ 2.98;
p ¼ 0.048

HC04 Pt ¼ 3.38; Sp ¼ 3.13;
p ¼ 0.027

HC05 Pt ¼ 3.22; Sp ¼ 2.89;
p ¼ 0.037

Pt ¼ 4.09; Sp ¼ 3.90;
p ¼ 0.006

FSB01 Pt ¼ 3.87; Sp ¼ 3.57;
p ¼ 0.019

Pt ¼ 3.91; Sp ¼ 3.25;
p ¼ 0.014

(continued)
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of Portugal to the tourism activity, the main purpose of the current article is to
provide usable knowledge about tourism consumers’ risk concerns, service expec-
tations, and demands regarding the hospitality sector under pandemics. These
insights on tourists’ behavior are vital for hotel managers to develop customized
offers crated to low tourists’ risk perception. Additionally, it is being expected that
customers’ perception of risk decreases over time as vaccination progress, and the
governments implement policies aimed at assuring travel safety and stimulating the
tourism industry (Foroudi et al., 2021).

In the meantime, Iberian hotel managers must adopt action to weaken tourists’
fears to sustain and stimulate the demand for hotel services. Hotels safety image is a
remarkably important valuable intangible asset for the hospitality industry (Bor
et al., 2018). It is a determinant factor influencing tourists’ destination choice and
hotel booking, according to O’Neill and Belfrage (2005).

From the current results, it can be concluded that assuring hotel’s safety and
communicate the safety practices must be the primary objective of Iberian hotel
managers to retain Portuguese and Spanish demand. In general, the concerns of
tourists from both countries are much comparable despite some differences. This
suggests that hotel managers may use a similar approach for the two segments in
several critical areas, with clear benefits in terms of efficiency. This approach is
especially viable for the financial risk, front-desk digitalization and automation,
front-desk services, and space management dimensions. In each dimension, single
factors emerge as more important, and these must be comprehended and addressed
by hotel managers. For example, ensuring health conditions at reception, namely by
being serviced by employees using masks and gloves, are considered remarkably
more important than other factors (see Table 2).

Limiting the number of people in common space also emerged as a primary
measure to be implemented, especially for Spanish tourists. Studying innovative
ways of managing guests’ circulation in common areas could significantly positively
impact safety perception. Likewise, the development of alternative food services
alternatives is highly recommendable since this service is considered of high risk for
potential contagious. In general Spanish tourists appear to be more responsive to
hotels having exclusive agreements with local healthcare units.

Factors associated with hygiene and sanitation are obviously at the top of both
countries’ tourists’ priority lists. Even so, the Spanish hotel guests seem more

Table 4 (continued)

Factors’ means and statistical differences significance

No children (Npt ¼ 323;
Nsp ¼ 88)

Children 0–3 years
(Npt ¼ 45; Nsp ¼ 22)

Children 4–11 years
(Npt ¼ 10; Nsp ¼ 11)

FSB05 Pt ¼ 4.21; Sp ¼ 3.89;
p ¼ 0.002

FSB06 Pt ¼ 4.03; Sp ¼ 3.81;
p ¼ 0.049

FSB07 Pt ¼ 3.77; Sp ¼ 4.50;
p ¼ 0.027

276 C. Estevão et al.



concerned with the hotel’s capacity to ensure safety and respond to deal with
consequences of undesired situations (e.g., infection). In contrast, the Portuguese
seem more aware and willing to accept the risks. Consequently, COVID-19 safety
certification by health authorities is more important for hotels targeting Spanish
tourists.

Table 5 Summary of the findings

Dim.
Portuguese Spanish Global Children

Female Male Basic Secondary Bachelor's Master's Doctorate No children 0-3 years 4-11 years
FR01 4,02 4,21
FR02 3,36 3,59
FR03 3,74 3,84
FR04 3,42 3,51
FR05 4,07 4,12
FR06 2,48 2,51
FD01 2,86 2,96
FD02 3,35 3,36
FD03 2,93 3,13
FD04 3,30 3,20
FD05 2,61 2,85
FD06 3,33 3,30
ET01 3,61 3,83
ET02 3,94 4,11

FDS01 4,68 4,60
FDS02 2,01 2,20
FDS03 3,84 4,00
FDS04 1,68 1,58
FDS05 3,39 3,39
FDS06 3,38 3,69
FDS07 3,56 3,83
FDS08 4,18 4,46
FDS09 3,93 3,95
HG01 4,73 4,64
HG02 3,49 3,75
HG03 2,59 2,91
HG04 3,85 3,86
HG05 3,77 3,48
HG06 3,76 3,45
HG07 3,23 3,37
HG08 3,13 3,25
HG09 4,66 4,69
HG10 4,10 4,15
HG11 4,50 4,34
HG12 4,11 4,12
HG13 4,29 4,39
HG14 3,75 4,13
HC01 3,24 2,96
HC02 3,79 3,74
HC03 2,60 2,60
HC04 3,36 3,19
HC05 3,25 2,97
HC06 4,05 4,14
HC07 4,45 4,48
HC08 4,39 4,49
FBS01 3,88 3,58
FBS02 4,15 4,04
FBS03 3,47 3,42
FBS04 3,37 3,49
FBS05 4,21 3,88
FBS06 4,06 3,86
FBS07 4,11 4,25

FDS

HGS

HSM

FBS

Average Statisticaly Significant Differences (0.05 level)
EducationGender

FR

FDA

ENT
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As several differences are associated with gender, however, the findings suggest
that communication targeted at men can be more homogeneous than the one targeted
at women from both countries. Therefore, hotel managers can innovate by modeling
communication targeted at the specific gender of the tourist from each country, with
a special focus on women. The current findings support the findings by Aziz et al.
(2018), portraying women’s power as decisionmakers inside the family. They
usually feel responsible for deciding what will be best for the family, ensuring that
all parties are satisfied during their stay at the destination. The current findings point
to front-desk activities and hygiene and sanitation as the most important dimensions
and also the ones where Portuguese and Spanish women tend to disagree the most.
Even though previous studies have shown that children are important members of
family decision-making (Lee & Collins, 2000), the mother has more influence on the
final decision-making based on her authority and motivation levels.

Nevertheless, the importance of having children to consider must not be
disregarded. The needs of families with young children on vacation change the
request for new services that hotels can provide to improve guests’ experience
(Khoo-Lattimore et al., 2015). Interestingly, based on the current results, the differ-
ences are lower in families having children. Moreover, the differences tend to blur
with the increase in the age of the children. In summary, having children seems to
increase the consensus in evaluating hotel services’ critical factors under pandemics,
suggesting that a common approach is more suitable for the segment of families with
children, especially with older ones.

Huang and Xiao (2000) suggest that income affects leisure-based tourist behav-
ior, especially regarding the length of vacation and accommodation services. Since
income is often associated with the education level, this variable may also have an
important role in hotel assessment. In fact, the results show that as the number of
differences between Portuguese and Spanish guests increases along with the increase
in education, at least until the bachelor’s degree. Surprisingly Spanish holding a
bachelor’s degree presents a higher average in all dimensions except for HC01.
However, the pattern reverses for the respondents holding a master’s and a PhD
degree, with Portuguese respondents presenting higher averages than Spanish
respondents. This relationship between education and the evaluation of hotel ser-
vices, particularly the discrepancies, deserve more attention and future research to
determine how this information could shape current offer and stimulate novel service
offers.

Compared to the results by Bor et al. (2018), which suggest that the most
important attributes when choosing a hotel were perceived value for money,
followed by the condition of the hotel facilities, service delivery, accessibility of
hotel and services, perceived service quality, perceived attractiveness, and employee
provision, the current findings show that under crisis, like a pandemic, new critical
attributes emerge and need to be accounted for. Furthermore, the demographic
profile of customers could be useful to shape the offer to attend to specific demands
related to the unique context. When choosing the type of accommodation, tourists
often can make alternative decisions. To remain competitive despite the context,
hotels must continuously analyze the profile of their customers and be prepared to
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quickly adapt their offer to respond to changes in their target public caused by an
unexpected crisis (Hedlund et al., 2012).

The current study shows significant differences in how Portuguese and Spanish
tourists perceive service hotels under pandemic crises. Globally, it can be concluded
that to cope with the consequences of the COVID-19 pandemic effectively. The
Iberian hospitality industry would benefit from developing profiles based on the
demographic characteristics of potential guests to innovate in terms of services and
communication. Customizing the communication of hotel services and add-ins
according to the target public allows a better fit with customers’ particular needs,
wants, and concerns. The present study provides the base for future research devoted
to improving theoretical knowledge on the determinant dimensions and characteris-
tics more suitable for implementing customized answers to different segments of
hotel guests. At a short-term managerial level, the current findings help hotel
managers get a clearer idea of what they need to do to be able to comply with
customers’ expectations under the current pandemic and future pandemic contexts.

6 Limitations and Future Research

The current research has some limitations that deserve to be noticed. Despite the
sample size, the total sample is unbalanced regarding the origin of responses and
some demographic characteristics. This limitation should be considered when eval-
uating the conclusions. Future research should try to get a more balanced sample.
Additionally, further research should be considered outside the context of pandemics
to expand the current findings to normal market conditions. Other factors and
characteristics should also be considered to provide a broader vision of the differ-
ences in hotel guests’ behavior and allow alternative segmentation criteria. Future
research should also explore reasons behind the change of behavior, namely the
inversion in the averages scores between Portuguese and Spanish hotel guests
holding bachelor’s, master’s, and PhD degrees.
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