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Abstract

Purpose – This study aims to analyze the contribution of tourist event and satisfaction with tourism events

as a product of regional tourism competitiveness, as well as evaluate factors of competitiveness.

Design/methodology/approach – The research followed a quantitative methodology by conducting a

questionnaire on the four largest tourist events in Madeira (Carnival, Flower Festival, Atlantic Festival and

Wine Festival), an insular island located in Portugal.

Findings – The sample consisted of 2,262 tourists surveyed during the year 2017 and structural equation

models were used as the statistical method. Results showed that satisfaction is reflected in the client’s
loyalty to the choice of a tourist destination and also contributes directly and indirectly to the regional

tourist competitiveness.

Originality/value – This study contributes to the valorization of local and regional events, perceived by

the level of satisfaction and loyalty of tourists, as products of regional competitiveness of a tourist

destination.
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Introduction

Tourism is undoubtedly a strategic sector of the economy (Abreu et al., 2018; Island and

Higgins, 2018; Kelly and Fairley, 2018; Teixeira and Ferreira, 2018), where tourist

destinations compete aggressively with one another seeking to attract a growing number of

tourists. The competitiveness of the destination, defined as a destination’s ability to

highlight its local tourist attractions and provide services and experiences capable of

attracting more tourists than other destinations, emerges as a matter of extreme relevance

in the field of scientific research in the field of tourism (Cibinskiene, 2012). Thus, event

tourism has aroused a growing interest from many researchers from various fields, both

conceptually and empirically (Cibinskiene, 2012; Jurdana and Frleta, 2016; Montenegro,

2017; McKercher, 2016; Panfiluk, 2015; Santos et al., 2016; Tanford and Jung, 2017; Tiew

et al., 2015; Yürük et al., 2017).

To increase competitiveness levels, tourism events were adopted as a strategic approach

in the field of tourism destination management, being recognized as a strategic product

(Benur and Bramwell, 2015; McKercher, 2016; Todd et al., 2017) which can generate a

variety of benefits at various levels for destinations (Hernández et al., 2014). Events are

seen as a competitive factor not only because of the potential to attract visitors, but also

because of the ability to encourage and motivate satisfied tourists to spend more money,

which results in a significant economic impact of events in the particular sector and the

economy in general (Boytos et al., 2017; Kelly and Fairley, 2018).

In the sphere of problematic management of the competitiveness levels of tourism, the

number of events produced in a territory can be defined as an indicator of its

Sérgio Jesus Teixeira is

based at Instituto Superior

de Administração e

Linguas (ISAL), Funchal,

Madeira, Portugal.

João J.M. Ferreira is based

at University of Beira

Interior & NECE – Researh

Unit in Business Sciences,
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competitiveness indicating the stock of cultural resources, historical and identity resources

and the capacity to transform them into events and experiences (Cibinskiene, 2012).

The importance of analyzing the issues raised from events results also from the fact that tour

operators and those responsible for marketing can create an image that corresponds to the

expectations of tourists, to increase customer satisfaction and take advantage of the

attitudes and assessments that have developed as a result of the experience and exposure

during a stay, therefore, we can assume that there is a probability of a possible view

change of the event due to higher satisfaction levels (Bigné et al., 2009).

In the 1970s, there were few articles and academic studies that referred to the phenomenon

of events, considering that they were not likely to be considered important tourist attractions

in the tourism system (Gunn, 1979). However, Donald Getz & Joe Goldblatt, in the 1990s,

produced a pioneering systemic analysis of the conceptualization of events, identifying

them as a special, unique resource, offering a way out of the daily routine of potential

tourists (Gunn, 1988).

Although there are a large number of analyzes on the motivations and competitiveness of

tourist destinations, there are still gaps regarding the empirical research that simultaneously

encompasses the concepts of satisfaction, its attributes and tourism competitiveness in the

analysis of multiple tourism events (Pansiri, 2014).

Some existing studies on motivation, satisfaction and competitiveness of the destination

have been limited to the analysis of the tourists’ perception about the destination ignoring in

practice the users and agents’ perception that contribute to the competitiveness of the

regions (Chen et al., 2016; Cracolici et al., 2008; Enright and Newton, 2004).

However, another relevant question concerns the information contained in an event and its

technical attributes, that is, the technical attributes are defined in the way an event type

receives values of specific occurrences of that type of event. Attribute values can be

derived from a specified default value in an event type definition, in which an event

organizer or event user provides a certain value (Brito and Pratas, 2015; Mikuli�c et al.,

2017).

Although many of the studies have generally addressed the relationship between technical

attributes of events and satisfaction, many of them have used qualitative and descriptive

techniques, while quantitative empirical studies are still very incipient (Lee et al., 2017).

Despite some important efforts in research competitiveness, there are few studies that

explore the impact of its products on the competitiveness and the essence of the attributes

of a region (Chen et al., 2016). Furthermore, most studies focuses primarily from the

perspective of management and stakeholders to evaluate the competitiveness (Dwyer

et al., 2014; Mulec and Wise, 2013; Newton, 2004), but few studies address the question of

the relationship satisfaction of tourists with regional competitiveness Chen et al. (2016).

This research aims to contribute to bridging the identified gap, regarding the role of tourist

events such as product satisfaction of regional tourism competitiveness. The literature

regarding the importance of events in enhancing competitiveness suggests the following

research question:

RQ1. What is the influence of satisfaction of tourist events such as regional tourism

competitiveness of products?

This study demonstrates the impact of staging successful events well rated by respondents

in a number of technical characteristics (beauty, creativity, etc.) in a series of relevant

situations. First, as shown above, high levels of satisfaction lead to a higher probability of

recommending the destination, which will result at a certain point in time in extra tourists.

Attracting more and more tourists is the ultimate aim of most destinations, and it thus looks

that Madeira is well placed to achieve this target in the near future. Moreover, a number of

tourists travel to the region with the sole purpose of attending the event, meaning that were
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it not for the event, such tourists would not be recorded as guests. Thirdly, the region has

gained a precious experience in handling a series of recurrent events in a rather successful

way, which offers opportunities to bid for and to stage mega-events. If we define destination

competitiveness as the region “ability to increase tourism expenditure, to increasingly

attract visitors while providing them with satisfying, memorable experiences, and to do so in

a profitable way, while enhancing the wellbeing of destination residents and preserving the

natural capital of the destination for future generations” (Ritchie and Crouch, 2003, p. 2), it

can be stated that the events under analysis reinforce the overall level of competitiveness of

the destination based on the positive outcomes in terms of extra expenditure and extra

tourists enjoying highly satisfying memorable experiences.

The results provided so far also helps to explain to what extent “tourist event and

satisfaction with tourism events” [is] a product of regional tourism competitiveness. On the

one hand, the events under analysis enhanced the destination offer and the number of high

points in the low/shoulder season and expanding the tourism potential of the region based

on resources other than nature and islands and capacity of local industry to move beyond a

narrow focus on a number of traditional products (nature-relaxation within the global

framework of leisure-based tourism) and traditional advantages (mild climate, safety and

local people welcome). The local industry seems stronger, competitive and ready to take

advantage of the cultural and historical resources and identity and values to devise new

products and strategies and events are well placed to become key marketing assets in

promoting the region elsewhere. On the other hand, success in staging esthetical and

appealing events ready to become well on the way to become a core element of the tourism

industry is clearly related to the experience accumulated in staging and programing events.

This article is structured as follows: after this introduction, the next section considers a

related literature review, synthesis of major study area and research hypotheses. Later, the

methodological options, procedures, variables and sample data are considered, while the

next section is concerned with the analysis and discussion of results. Finally, the last section

offers some conclusions, implications, limitations and suggestions for future lines of

research.

Theoretical background

Tourist events, tourism satisfaction and competitiveness

Events can generate a variety of benefits for destinations (Hernández et al., 2014),

particularly in terms of strengthening the competitiveness of the destination. It is important,

however, to move forward with some previous considerations, especially with regard to

issues of empirical and conceptual rigor (Higgins-Desbiolhes, 2018; Ulvnes and Solberg,

2016; Ziakas and Boukas, 2013; Zhang et al., 2017).

Regarding the studies of satisfaction these are one of the most important tools to gather

information and opinions of a tourist destination (Alegre and Garau, 2010), thus through the

analysis of events and tourist satisfaction it is possible to reach tourist competitiveness.

Tourism is fundamental for the development of new clusters able to sustain regional

competitiveness, bringing challenges to the tourism and cultural sector nourishing its

competitiveness, (Alberti and Giusti, 2012; Jackson and Murphy, 2002; Novelli et al., 2006;

Zan et al., 2007).

An event is considered special when occurring in a limited registration in terms of

frequency, integrating a ceremonial or ritual that has the key purpose of meeting the

specific needs of a particular group or organization in a territory, within the limits of the

general population (Goldblatt, 1990). According to Getz (2005), a special event occurs

punctually or infrequently, not integrating the usual programs or activities of an organization,

thus offering an opportunity to enjoy a social or cultural experience different from the normal

and recurrent options in terms of experiences of citizens (and consumers). An event can
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also be an opportunity for leisure experiences, social or cultural interactions that occur

outside the usual universe of routine everyday choices and activities (Getz, 1991).

Getz (1991) and Goldblatt (1990) coincide with the idea that an event is the creation of

something that is unique and that translates into a special experience or moment. This same

perspective is similarly present in Wilkinson (1998), suggesting that an event is a periodical,

designed to meet specific needs at a given time or place. Shone and Parry (2004), share

the same ideals and proposed a redefinition of the concept of an event in an attempt to

introduce greater clarity in the definition, referring that an event consists of a phenomenon

arising from non-routine occasions that pursues leisure, cultural, personal or organizational

goals and that occurs outside the normal activity of daily life, and its sole purpose is to

celebrate, entertain or challenge the experience of a group of people.

According to a study, developed by Getz (2010), focused on the construction of a

conceptual model, the author privileges the process of creating events, noting that a

tourism event is the result of a systematic management and marketing of the basic event

(traditions and ancestral feast) organized, as factors of tourist attraction, with a view to

maximizing the impact in terms of image, positioning and market strengthening. In addition

to the conceptual rigor of attention, often they sought to find an economic base of the

events with a growing participation and interest of tourists at events. Another issue

highlighted in the literature (Higgins-Desbiolhes, 2018; Jhamb and Fang, 2017; Kelly and

Fairley, 2018; Sutton, 2016) lies in the continued growth of the role of events throughout the

tourist offer of short breaks and special interest tourism being the result of the growing

importance of travel primarily motivated to participate in a specific event. Attendance at the

event becomes one of the main reasons for tourist travel to a particular region. Another

perspective concerns the long-term impact of events.

Panfiluk (2015) analyzes the effects generated by the regional events, identifying the social

and economic effects of the events, but highlighting the fact that regional events affect the

volume of arrivals and have an impact on loyalty behavior, especially as regards

lengthening the duration of average tourist stays per night, the author considers that the

longer-term effects for the development of tourism emerge when the supply meets the

needs and interests of tourists, especially when participation in events creates and

reinforces positive emotions associated with the image the region and its tourist attractions.

Events are an important promoter of tourism and a prominent figure in the development and

marketing challenges of most destinations, and the roles and impacts of events organized

for tourism are increasingly important for the competitiveness of a destination (Getz, 2008).

The Cibinskiene and Snieskiene (2015) conceptual model on the competitiveness of tourism

highlights internal and external environmental factors, emphasizing that internal

environmental factors constitute competitive conditions for tourism. The groups of external

factors include a legal political nature, economic, social, cultural, ecological, natural and

technological factors, while the internal environmental factors groups concern tourism

companies, tourist resources, tourism, and recreation infrastructures.

Even though this paper deals primarily with the topic of events and competitiveness, we

also considered in the literature review a number of papers on the subject of the economic,

social and environmental impact of events, as well as a few papers offering an ontological

foundations of event tourism (Getz, 2008; Getz and Page, 2016) to establish the foundations

for this research. Mair and Whitford (2013) acknowledged that future research should pay

greater attention to socio-cultural and community impacts, as well as to environmental

impacts and sustainability issues and policy dimensions of event tourism. For the moment,

most research relates to the “commercial realities [. . .] prevailing in the public event

discourse” (Antchak, 2017, p. 284; Stokes, 2008) through the analysis of economic impacts

(Hede et al., 2002, 2003; Barajas et al, 2016; Arnegger and Herz, 2016), as this paper does.

This study intends to describe a real-case example based on a large database containing
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data pertaining to attendees’ socio-demographic, motivation to attend and satisfaction to

characterize in a quantitative manner the set of events under analysis. Having defined the

core elements of the events in terms of demand, the profile of attendees and factors

affecting satisfaction, further research must offer in-depth insight on issues such as identity,

place attachment and motivations to attend through qualitative analysis.

Getz and Page (2016) offer an epistemological and ontological analysis of event tourism.

Getz (2012a, 2012b, 2013a, 2013b) also offers an “ontological mapping of event studies”,

to define the core propositions of event tourism (Laing, 2018). In this study we analyze a

number of studies on the subject of Carnival (Ferdinand and Williams, 2013; Ziakas and

Boukas, 2013), cultural events in general (Hernández-Mogoll�on et al., 2018; Qi et al., 2018;

Todd et al., 2017) and portfolio of events (Kelly and Fairley, 2018).

To strengthen and complement the literature review, it was decided to synthesize in Table I

the main publications and related intellectual knowledge on the subject of events. For this

purpose, the main studies and types of events were studied, through the identification of the

authors, scientific journals and titles of the publications highlighting the research questions,

main research topic, methodological approach and object of study.

The data systematized in Table I were undoubtedly an important step and interlaced within

the context of this study, since it allowed a more robust approach, with information about

studies undertaken in this research field. Furthermore, it brings an innovative contribution,

since it fosters studies and empirically proves through this study some factors that

contribute to regional competitiveness.

There were thus interconnections that reinforce the importance of satisfaction, events and

other factors on destination competitiveness (Boes et al., 2016). In this sense, the tourism

industry can contribute to more rewarding interactions and indicates that a higher level of

satisfaction allows increasing recognition and loyalty towards a destination. This requires,

however, the development of a framework of holistic theories based on real cases, where

co-creation is reinforced as a common practice of intelligent tourist destinations, indicating

that they need to be increasingly explored and studied. (Buhalis, 2014; Mistilis et al., 2014;

Xu et al., 2017).

Although there are some studies on the motivations and competitiveness of tourist

destinations, there are still gaps in relation to the empirical research that simultaneously

encompasses the concepts of satisfaction, its attributes and tourism competitiveness in the

analysis of multiple tourist events. Another aspect is the limitation of studies focusing only

on tourists ’perception of destination, ignoring in practice the perception of users and

agents that contribute to the regions’ competitiveness (Chen et al., 2016; Cracolici et al.,

2008; Enright and Newton, 2004; Pansiri, 2014).

Research hypotheses and conceptual framework

Cultural attractions play a key role in tourism and attracting visitors to a destination (Molinillo

and Japutra, 2015; Richards, 2002). However, the definition of cultural attractions is not

consensual (Molinillo and Japutra, 2015; Leask, 2010). In this ample concept of cultural

tourism (Barbieri and Mahoney, 2010; Silberberg, 1995) cultural attractions in terms of

facilities, location, events or attributes motivate tourists to visit a destination due to its

historic, artistic and scientific value or heritage (Molinillo and Japutra, 2015).

With this in mind, it is important to approach some of the features, which directly or indirectly

influence the competitiveness of a destination. In the particular case of the islands, events

were seen as exempt from taxes to attract visitors who, besides being able to shop and

spend money, can also enjoy the exotic beauty of the island (Zainuddin et al., 2015).

Tourists seek information to help them identify and assess options before purchasing, not
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rá
ti
c
a
s

E
v
e
n
to
s
tu
rı́
s
ti
c
o
s
e
s
a
ti
s
fa
ç
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only to improve the quality of the trip but also to maximize the use of scarce resources

(Wong and McKercher, 2011).

In contrast with other features, Cai et al. (1999) point out that local shopping sites, historic

sites, places of worship, museums, theme parks and river cruises are the most popular

places for travelers. Facilities and safety are the most important factors in the choice of

travel destinations, followed by attractions, practical accessibility and the quality of

accessibility symbols (Lai and Graefe, 2000). Cai et al. (1999) conclude that safety is a

necessary attribute when choosing travel destinations, followed by scenic beauty, price of

the trip and quality of hotel and restaurant service (Mok and Armstrong, 1995). In this sense,

the following research hypothesis is proposed:

H1. The beauty factor positively influences tourists’ satisfaction levels in regards to a

regional/island destination.

Creativity has become increasingly more relevant for the development of tourism in the past

few years. Creativity has been used in several ways in tourism: to develop products and

tourism experiences, revitalize existing products, value cultural and creative assets and

provide economic spin-off for creative development using creative techniques to improve

the tourism experience and environment of the place (Richards, 2014).

Creativity offers a series of advantages towards a destination’s brand, including the ability

of segmenting the members of the creative luxury class, flexibility, attractiveness of creative

lifestyles and the ties between creativity and social networks (Trueman et al., 2008;

McRobbie, 2006; Richards,2014; Zenker, 2009).

For example, over the last few decades’ companies have become increasingly interested in

the creativity factor (Bittner and Heidemeier, 2013; Boytos et al., 2017; Castillo et al., 2018;

Przychodzen et al., 2016) and the importance of creativity has an impact on companies’

competitiveness (Berg, 2016; Castillo et al., 2018; Groza et al., 2016).

There is evidence, which indicates that creativity is an important stimulus and a feature of

successful businesses (Ludvig et al., 2016). It helps to discover new business model

opportunities and highlights the fundamental role of innovation and entrepreneurship as

sources of economic growth (Teixeira et al., 2018; Tu and Yang, 2013). The aforementioned

discussion supports the formulation of the following research hypothesis:

H2. The creativity factor positively influences tourist satisfaction in a regional/island

destination

An important factor in the determination of the amount of resources spent on the

organization of events is the analysis of the impact of an event on the satisfaction of the

visitors’ needs. In this sense, the role of events in the development of tourism should be

preferred to meet the tourists’ interests (Panfiluk, 2015). Organization is a term, which

means conceptual effort throughout the entire organization process as a means to increase

efficiency and feasibility of an organization by economizing and contributing towards the

company’s competitiveness. (Shatrevich, 2014).

Organization quality and satisfaction are two concepts which are analyzed in most of the

literature on brand loyalty (Gong and Tung, 2016; Jurdana and Frleta, 2016; Lee et al.,

2017; Montenegro, 2017; Oom et al., 2012; Okayasu et al., 2016a; Santos et al., 2016; Yürük

et al., 2017).

Another relevant factor in the analysis of the relation between tourist events and competitiveness

lies in human resources. They are an essential factor in the process of competitiveness and job

creation, via the hiring of skilled and creative labor. In other words, the investment in human

resources means the investment in creating competitiveness, as it allows to create highly skilled

workers which are essential for an increase in productivity (Sekuloska, 2014). These arguments

support the formulation of the following research hypothesis:
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H3. The quality of the organization of tourist events is an important factor in tourist

satisfaction in a regional/island destination

Tourism, in its cultural dimension may be interpreted by the way in which tourists use their

cultural resources (Peters et al., 2011; Teixeira and Ferreira, 2018). Their current cultural

models define different groups of tourists distinguished by their fruition of culture and

products at their disposal (Swarbrooke, 1995). Thus, Jatzold’s (1993) classification is based

on the destination’s available resources (Goeldner and Ritchie, 2009; Hughes, 2000;

Jatzold, 1993; Peters et al., 2011; Ritchie and Crouch, 2003; Siller, 2010). Cultural tourism is

an adequate field of studies to carryout research from a management (Peters et al., 2011)

and cultural resources point of view, which are characterized by a high level of immobility

and may be particularly valuable in the market, as well as from the perspective which

considers the clients’ motivation for traveling (Goeldner and Ritchie, 2009; Ritchie and

Crouch, 2003; Siller, 2010).

Based on Porter (1980, 1985) as well as other researchers in the field of strategic

management (Almeida-Santana and Moreno-Gil, 2018; Munjal et al., 2018) several models

and analysis structures have been developed for the formulation of strategies regarding

strong and weak points of destinations, in addition to environmental and local threats and

opportunities, to better understand the sources of competitive advantages (Learned et al.,

1969; Porter, 1980,1985).

The models and theories centered on the analysis of a destinations’ competitiveness (Chen

et al., 2016; Dwyer et al., 2014; Erbas, 2016) emphasize the way a destination’s resources

are dynamized rather than comparing a destination’s performance according to the

resources it possesses.

The globalization of countries has, to a certain degree, forced regions to increase their

economic efficiency standards due to interest and concern in competitiveness, and for that

reason nations, regions and cities have no other choice but to try hard to be competitive

and survive in the global market, based on an economy shaped by information and

knowledge (Gardiner et al., 2004; Stanickova, 2015). Other attributes, which are

undoubtedly important in terms of competitiveness of a destination, are related to the quality

of the organization of resources, event, calendar, promotion, activities and other

characteristics (Fraj et al., 2015; Husain et al., 2015; Siriphattrasophon, 2017; Stavroulakis

and Papadimitriou, 2016). In this sense, we raised the following research hypothesis:

H4. The scheduling of tourist events is an important characteristic of tourist satisfaction in

a Regional/island destination

Recreational facilities and the distance of the destination of choice are of less importance.

We also discovered that tourists place an increased value on the innovation and authenticity

of attractions, visiting historic sites, tasting local food, partaking in sport activities and

getting to know new environments and cultures during their trips (Hsieh et al., 1992; Wong

and Lau, 2001).

According to Wong and Yan (2004), some of the relevant factors and criteria in the selection

of trips are, among many, the place and quality of services, attractions, hotels and airlines,

promotion and customer service, referral, personal interests, word-of-mouth publicity,

schedules, motivations and travel time are also fundamental technical attributes. Therefore,

we propose the following research hypothesis:

H5. The promotion of regional tourist events influences tourist satisfaction in a regional/

island destination.

Motivation is understood as a psychological/biological necessity and the wish to awaken,

direct and integrate individuals’ behavior (Dann, 1981; Pearce, 1993). Motivation explains

behaviors in specific moments and represents a stimulus, which leads us to act in a certain

way. It is the driving force behind all behaviors and affects numerous aspects such as
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involvement, perception and satisfaction (Castaño et al., 2003; Prebensen et al., 2012).

Motivation is complex, multidimensional and dynamic and may vary from person to person,

from one market sector to another and from one decision to the next (Kozak, 2002).

In this context, tourism, by means of traveling, and far from being a passive activity of mere

contemplation and imposition of itineraries and schedules, is an active instrument of

knowledge and social participation. It is a phenomenon conducive to offering experiences

which contrast and differ from those experienced on a day-to-day basis and may lead to

self-knowledge, an improved feeling of self-worth and personal fulfillment (Fromer, 2003).

According to the presented arguments, we propose the following research hypothesis:

H6. Motivation to participate in a tourist event has a positive effect on the visitors’ level of

satisfaction in a regional/island destination

To develop the competitiveness of a tourist destination, it is essential that the brand and

diversity factor of these main events is strategically implanted to produce prominent

differentiation points rooted in a richer and more complex perception of identities and images

of the destination (Ren and Blichfeldt, 2011). According to Xu (2010) and Smith (1994), tourism

products are essentially experiences, regarded as fundamental for the choice and satisfaction

of the tourist. In addition to this, higher levels of satisfaction are associated to higher levels of

daily expenses (Borges et al., 2016; Jurdana and Frleta, 2016). According to the

aforementioned arguments, one can suggest the following research hypothesis:

H7. The greater the level of expense of the tourist events the greater the satisfaction level

of the tourists.

Thus, it is necessary to consider not only the tangible aspects but also equally the primary

intangible products of the destinations and the experiences that they harness, as well as the

interconnection between them. In this sense, one of the difficulties stems from the fact that

tourist destinations develop several tourism products amongst themselves, emphasizing a

synergistic relationship between them, though it may hamper their analysis. The

assessment of the role of primary tourism products, obviously recognizes that synergy

between the products and their combination of destinations, with on-going attempts to

systematize and conceptualize them (Benur and Bramwell, 2015).

Another relevant issue is related to the systems used for recommending events, which have

recently gained prevalence with the arrival of social networks (Jhamb and Fang, 2017).

Therefore, recommendations are, according to Son and Lee (2011) and Tanford and Jung

(2017) a loyalty factor. In other words, recommendation and intention are attributes with

multiple relationships between these variables. In short, the most important factor is

eventually a recommendation of the destination, which allows for the creation of networks

based on the tourist experience, namely with the destination and attributes associated to

events and leads to client loyalty, the best publicity possible for a tourist destination (Jhamb

and Fang, 2017). In this context and as a result we can formulate the following research

hypothesis:

H8. The recommendation of a tourist event has a positive effect on its satisfaction in a

regional/island destination

In the context of the constant development of event production, innovation in some of the

primary products becomes rather complex for some destinations, due to complex factors

associated to those very same products. The main tourism products involve, to a certain

extent, a differentiated mixture of elements such as physical premises, natural features and

climate, services and hospitality (Benur and Bramwell, 2015; Smith, 1994).

Amongst some of the more intangible product’s emphasis is placed on representations and

images of tourism products which the tourism industry and other communication channels

may promote, as well as cultural and symbolic meanings which the tourist associates to

these products (Morgan, 2014; Murphy et al., 2000).
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The level of tourist satisfaction with a tourism product constitutes a fundamental concept in

the analysis of brand loyalty (Murray and Kline, 2015). In this context, and providing the

reasoning of the aforementioned literature, the following research hypothesis is formulated:

H9. Satisfaction based on the increase in revenue and the recommendation of the

regional/island destination contributes towards regional competitiveness.

From the literature review and the formulated research hypotheses, the conceptual research

model was designed (Figure 1).

Methodology

Data, variables and methods

The analysis developed in this study is based on the examination of four tourist events

organized by the Madeira Regional Tourism Board (DRT): Carnival, Flower Festival, Atlantic

Festival and the Wine Festival. These events were selected, amongst many registered by

the organization, as a means to encompass well-established events with others which are

on the rise. Data collection, supported by the DRT, was carried out during 2017. The survey

respondents were selected based on sampling (centered on the weighting of each

nationality of guest arrivals in the region) as a means to ensure the representation of the

tourist population at the time of the event.

The survey questionnaire was translated into four languages (English, German, French and

Spanish) and validated by the DRT. Sampling and data treatment processes were organized

by a team of the Tourism Observatory at the University of Madeira and carried out, essentially,

at the departures of the International Airport of Madeira – Cristiano Ronaldo and the main

hotels in the region. A total of 2262 questionnaires were compiled. Sample values are

compatible with the margin of error guideline values of 5 at a 95 per cent level of confidence,

considering the population of tourists staying overnight on the island at the date of the events.

The contextual setting under analysis offers the possibility to analyze a real-life portfolio of

events, which has rarely been done before (Getz and Page, 2016; Laing, 2018; Antchak,

2017).

Questionnaires mainly include closed-ended questions related to the level of satisfaction of

the event and assessed on a 7-point Likert scale (Marinao et al., 2017) bearing in mind

different dimensions and analysis variables related to the production of events as we can

see in Table II.

Figure 1 Conceptual model proposal
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The questionnaire was self-administered to ensure a higher response rate and freedom of

expression of the respondents, mainly in terms of the “space” for criticisms and/or

recommendations for improvements.

The retrieved data was later analyzed using the IBM SPSS Statistics for Windows, Version 23.0

Armonk, NY: IBM Corp. Data processing included two components: relative use of univariate

analysis and model estimation based on structural equation modeling as a means to identify

interesting causal links and therefore confirm or rebut the outlined research hypotheses.

Sample

The target population consisted of all the tourists staying on the Autonomous Region of

Madeira during the year 2017 in which the events occurred. Sampling was carried out after

each of the events under the following dates: Carnival (February 22 to March 1); Flower

Festival (May 4-21); Atlantic Festival (June 3, 10, 17 and 24); Wine Festival (August 27 to

September 10). In total, the sampling encompasses 2262 tourists redistributed throughout

the four events: 662 at the carnival, 665 at the flower festival, 337 at the wine festival and

598 at the Atlantic festival (Figure 2).

Results

Descriptive analysis of data

Sampling is evenly divided between men and women, in which the average age of

participants is 56 years. Most of the respondents are married (66 per cent), travel in family

Table II Study variables

Dimension Variables Variable measurement Authors

Demographic Data Age Age group: [15-24]; [25-34]; [35-44];

[45-54]; [55-64]; over 65

Lai (2018), Marinao et al. (2017);

Jurdana and Frleta (2016)

Gender Female; Male

Marital Status Single, Married/Domestic Partnership,

Divorced, Widow

Country of Residence Portugal, Germany, Great Britain,

France, Other (Which?)

Qualifications Basic, Secondary, Undergraduate

Degree, Masters/Doctorate

Professional Status Employed, self-employed, student,

unemployed, retired, Other (which?)

Trip Profile First visit Yes, No Cibinskiene and Snieskiene

(2015), Okayasu et al. (2016a,

2016b), Jurdana and Frleta

(2016)

Support Yes, No

Previous knowledge Yes, No

Main motivation Yes, No

Number of Nights Number of Nights?

Traveling with someone Number of people?

Expenses (euros e) Less than 500; [501-1000]; [1001-1500];

[1501-2500]; [2501-3500]; [3501-5000];

[5001-7500]; more than 7500

Income (euros e) Menos 500; [501-1000]; [1001-1500];

[1501-2500]; [2501-3500]; [3501-5000];

[5001-7500]; more than 7500

Satisfaction Level Beauty Likert Scale 1-7 Blanco-Cerradelo et al. (2018),

Okayasu et al. (2016a, 2016b);

Jurdana and Frleta (2016)

Creativity Likert Scale 1-7

Quality of the Organization Likert Scale 1-7

Schedule/Calendar Likert Scale 1-7

Promotion/Exposure Likert Scale 1-7

Motivation Likert Scale 1-7

Overall Satisfaction Likert Scale 1-7

Recommendation Yes, No
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and are Portuguese (20 per cent), German (25 per cent), British (25 per cent) and French

(15 per cent). Around 30 per cent of the sample has a university diploma, and 35 per cent

reported secondary level education. The respondents stay on the island, an average of,

9 days. About 45 per cent are repeating visitors and 25 per cent (on average) have already

participated in this event. In Table III, it is possible to identify the key overall indicators of

this study, in regard to each event.

In line with Tanford and Jung (2017), satisfaction is defined as the “general satisfaction with

the festival”, so we analyze the satisfaction and its specific attributes that we classify in the

category of relevant attributes. Beauty refers to the visual beauty of floral arrangements,

flowery floats and dancers in traditional costumes and other elements present in the

parade. Creativity refers to the respondents’ perception and evaluation of the

innovativeness and capacity to produce ingenious and imaginative solutions in terms of

the elements present in the lowered floats, cancers choreography and themes.

Organization values issues such as access to the key areas of the event, provision of

information in situ, and accessibility by bus. Timetable refers to the opening and closing of

the main event and divulgation (advertising) refers to all aspects pertaining to the event’s

promotion prior to the event itself. Motivation is defined as a binary variable, coded with

value 1 when the respondent declared to be traveling to the region mainly to assist to the

event and 0 otherwise. A recommendation is defined as a binary variable in similar terms.

For estimation purposes, the value of the level of income reported by respondents was

defined as the mean of each income class listed in the questionnaire. In this study, we

included the following classes: 500 eor less; 501e-1,000e; 1,001e-1,500e; 1,501-2,500e;

2,501-3,500e; 3,501e-5,000e; 5,001e-7,500e; 7,500eor more. The value of the level of

Table III Key statistics

Events

indicators Carnival Flower festival Atlântic festival Wine festival Observations

Satisfaction 5,73 5,77 6,20 5,70 Average

Beauty 6,07 5,91 6,60 6,12 Average

Creativity 5,89 5,72 6,33 6,12 Average

Organization 5,81 5,87 6,47 6,10 Average

Timetable 5,64 6,03 6,14 6,16 Average

Advertising 5,31 5,39 5,89 5,65 Average

Motivation 12,7%/87,3% 3,7%/96,3% 42,1%/57,9% 2,7%/97,3% Perc. Yes/No

Recommendation 80,1%/19,9% 72,7%/27,3% 87,1%/12,9% 61,7%/38,3% Perc. Yes/No

Income 3744,63 3229,60 3158,12 3393,18 Average

Expenditure 2705,12 2670,86 2913,37 2525,13 Average

Sample size 662 598 665 337

Figure 2 Number of respondents per event
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expenditure reported by respondents was defined in the questionnaire as a mean of each

expenditure class, as in the previous case, with similar classes employed in each case.

As the literature suggests, high levels of satisfaction shared by participants in events lead to

high levels of intention of recommending a destination (Jhamb and Fang, 2017) which may

be associated to a positive word-of-mouth, positive assessment on Social Networks and

return in the near future. Improvements in satisfaction and probability of return, besides a

positive word-of-mouth, contribute towards the competitiveness of the destination.

Multivariate analysis

The research hypotheses were successfully tested resorting to structural equation modeling

(SEM), via STATA 13.0, in all four events. Table IV shows the path coefficients of the four

models. Model 1 refers to Carnival, Model 2 to the Atlantic Festival, Model 3 to the Flower

Festival and Model 4 to the Wine Festival.

The models relate the observed variables according to the causal sequence and the

estimates provide paths coefficients for each structural path (research hypotheses).

Conventional tests were applied to assess the statistical significance of each hypothesized

relationship. To assess the suitability of SEM to model the data we examined the

incremental and absolute fit indexes according to practice in addition to chi-square

statistics. (Hair et al., 2010).

The absolute fit indexes are employed to assess the extent to which (how well) the structural

equation modeling “reproduces the sampling data” (Whittaker and Stapleton, 2006). The

“most common fit indexes” available in standard software packages “include” Chi-Square

statistics, Standardized Root Mean Residual (SRMR) and the Root Mean Square Error of

Approximation (RMSEA). The most common incremental fit indexes are the comparative fit

index (CFI), and the Tucker Lewis Index (TLI). By definition, both the CFI and the TLI exhibit

figures ranging between 0 and 1, with higher scores indicating greater improvement in the fit.

Table V highlights the Goodness of fit measures, for the different models related to each

event, and the results of structural equation modeling are analyzed as follows: Likelihood

ratio (x ), Prob > chi2, RMSEA, 90 per cent CI, lower bound, upper bound, pclose, CFI, TLI,

Table IV Path coefficients

Model 1: Carnival Model 2: Atlantic Model 3: Flower Model 4: Wine

Coef. Significance Coef. Significance Coef. Significance Coef. Significance

Satisfaction

Beauty! Satisfaction 0,2594 0,001� 0,1556 0,002� 0,1787 0,032�� 0,3661 0,006�

Creativity ! Satisfaction 0,2300 0,001� 0,1567 0,001� 0,0291 0,644 . . . . . .
Organisation ! Satisfaction 0,1082 0,075��� 0,0737 0,062��� 0,2481 0,001� 0,2468 0,087���

Timetable ! Satisfaction 0,0757 0,165 �0,0047 0,899 0,9659 0,066��� 0,0002 0,998

Divulgation! Satisfaction 0,0963 0,006� 0,0596 0,036�� 0,0165 0,620 0,1178 0,087���

Motivation ! Satisfaction 0,0963 0,097��� 0,0246 0,881 0,1779 0,049�� 0,1797 0,715

Recommendation

Satisfaction ! Recommendation 0,0709 0,000� 0,0987 0,000� 0,1304 0,000� 0,1905 0,000�

Timetable! Recommendation 0,0547 0,000� 0,0041 0,638 �0,0209 0,203 0,0675 0,052��

Motivation! Recommendation 0,0787 0,133 �0,0315 0,508 �0,0328 0,338 0,0598 0,810

Divulgation! Recommendation . . . . . . . . . . . . . . . . . . �0,0946 0,006�

Expenditure

Satisfaction! Expenditure �0,1156 0,036�� 0,0442 0,603 0,1283 0,093��� �0,1904 0,028��

Income! Expenditure 0,3518 0,000�� 0,3018 0,000� 0,2174 0,000� 0,3125 0,000�

Motivation! Expenditure . . . . . . . . . . . . . . . . . . 1,9528 0,007�

Divulgation! Expenditure . . . . . . . . . . . . �0,1739 0,001� . . . . . .

Notes: �p<0.01; ��p<0.05; ���p<0.10
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SRMR, CD. The results of the statistic goodness of it measures are shown in Figures 3-6 for

each event.

The results of structural equation modeling (Table V) reveal an acceptable fit for all models.

Likelihood ratio figures (12,76; 16,119; 18,20; 14,001), Prob > chi2 = (0,466; 0,243; 0,109;

0,122), indicate an adequate fit for the data. The CFI (0,998; 0,989; 0,970; 0,969) and TLI

measures (0,996; 0,979; 0,939; 0,927) are located above the recommended “cut-off point”

of 9,9 for a well-fit model. The RMSEA (0,012; 0,022; 0,033; 0,056) figures are in conformity

with the recommended “cut-off point” of 0,08 for an acceptable model fit (Hair et al., 2010).

Discussion

H1 is supported as the beauty factor shows a direct positive and strong relation to

satisfaction in all models and events. These results are corroborated in several studies

(Blanco-Cerradelo et al., 2018; Lowe et al., 2018; Madzı́k et al., 2015).

Regarding H2, it is clear that the creativity factor is irrelevant in the determination of the level

of satisfaction at the Flower Festival and is rejected in this model but accepted in other

events. It is not possible to, therefore, state that H2 is entirely confirmed. Being creative is

equally important in this respect, but not decisive (Bittner and Heidemeier, 2013; Boytos

et al., 2017; Przychodzen, et al., 2016).

Table V the Goodness of fit measures

Carnival Atlantic Flower Wine

Likelihood ratio (x ) 12,76 16,119 18,20 14,001

Prob> chi2 0,466 0,243 0,109 0,122

RMSEA 0,012 0,022 0,033 0,056

90%CI, lower bound 0,000 0,000 0,000 0,000

upper bound 0,047 0,053 0,062 0,111

pclose 0,975 0,927 0,809 0,375

CFI 0,998 0,989 0,970 0,969

TLI 0,996 0,979 0,939 0,927

SRMR 0,016 0,023 0,015 0,038

CD 0,547 0,353 0,290 0,563

Figure 3 Structural model of the carnival event
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In regard to H3, the variable organization is statistically significant in all models and

therefore the hypothesis is accepted. However, the coefficient path of creativity in regard to

satisfaction is merely statistically significant in two models (Carnival and Atlantic). It is

possible, nonetheless, to advance that matters of organization, information and accessibility

are considered important for most of the respondents. From this we can conclude that they

value all the information and support, which allows one to know how to get to the area of the

event and understand its choreography. In this sense, it is possible to refer that the

organizers of the event are forced to stand out in offering attractive, well-planned and

aesthetically appealing events. This result is in line with previous studies in the literature.

The respondents seem to be time sensitive individuals willing to recommend well-planned

events (Abebe and Angriawan, 2014; Fraj et al., 2015; Shatrevich, 2014).

In what concerns H4, one can state that the schedule in which the event is carried out is

only accepted in regard to the Flower Festival. The schedule variable is not statistically

Figure 4 Structural model of the atlantic festival event

Figure 5 Structural model of the flower festival event
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significant to explain the level of satisfaction reported by participants in the remainder

events. Besides this, the scheduling variable seems to significantly affect the probability of

recommending the event in Models 1, 2 and 4. Also, Marinao, et al. (2017) study refers to

this aspect evidencing results in the same sense.

H5: The promotion of regional events influences tourist satisfaction and competitiveness,

and in light of the results, does not seem to be at all relevant, as this hypothesis is merely

supported in the model regarding the flower festival and rejected in the remainder events.

Matters related to promotion and details of schedules are of less importance, which

suggests that the core of the concerns of the organization should be centered on creative

solutions, which attract the attention of participants (Marinagi et al., 2014).

In what concerns H6, the results are not globally consistent. Significant results were only

found in the Carnival and Flower Festival.

The results indicate a direct effect between motivation and satisfaction in model 1

(significance level of 10 per cent) and model 3 (significance level 5 per cent). It is

possible to conclude that the events in analysis meet the expectations of motivated

participants, besides also matching the interests of those who travel specifically for an

event. These results emphasize the importance of attracting and “satisfying” not only

tourists who travel on purpose as well as those who attend an event by chance. Event

organizers have managed to create attractive events for an ample base of potential

“clients”, equally “satisfying” the interests of tourists traveling to the island for general

purposes as some studies in the literature state (Molinillo and Japutra, 2015;

Montenegro, 2017).

H7 is only accepted in Model 3 (flower festival) and rejected in the remaining models seeing

that the highest level of satisfaction does not seem to positively influence the level of

expense. Contrarily, greater levels of satisfaction are matched to lower levels of expense,

which is the case for the Carnival, Atlantic and Wine Festival. However, higher levels of

income lead to greater levels of expense. In other words, being a motivated participant

leads to a higher level of expense. In addition to this, the promotion seems to lead to higher

levels of expense, as evidenced in the study of Ferrari et al. (2018).

In regard to H8, we can observe that in terms of recommendation, traveling with the

sole purpose of attending an event is relevant. This hypothesis is accepted in all the

Figure 6 Structural model of the wine festival event
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analyzed models and events for which a recommendation may be considered as an

important attribute for the destination and cultural events (Jhamb and Fang, 2017).

H9 refers that the most satisfied participants would be willing to recommend a destination

and spend more money. The results indicate a statistically significant direct effect of

satisfaction on the probability of recommending the destination in all models, for which this

hypothesis is accepted. These results corroborate some of the studies revealed in the

literature (Alegre and Garau, 2010; Parker et al., 2017; Tsai et al., 2009).

Table VI summarizes the results of the formulated hypotheses for each of the four events.

Most hypotheses are quite simple (and quite predictable) from a methodological point

of view. However, as stated above, we offer insights into a real-life portfolio of events.

In terms of conclusions, and in a number of instances, the findings vary depending on

the event under analysis, which adds an element of complexity to the analysis.

The obtained results are used to relate event participation and the positive assessment of a

series of technical features of events with greater satisfaction levels, resulting in a greater

interest in returning to the destination. Generally speaking, results suggest that the

organization of events reached a considerable level of success in the transformation of

cultural resources (which includes geography, history of the local streets, secular tradition in

organizing events on specific streets of the city) and the value of decades-worth of

experience in organizing attractive popular events such as the Carnival, for most of the

respondents who traveled on purpose for such events or other reasons. The reliance of

satisfaction levels with issues such as beauty and organization suggest two routes for event

organization.

There is an obvious on-going focus on providing aesthetically appealing events that bear in

mind the importance of factors such as the local natural beauty, comfort and safety that the

island of Madeira offers as a destination. In this sense factors such as the venues for key

events, accessibility issues (on foot, public transports), the interpretation of resources and

downtime are continuously subject to improvements. Thus, in a general sense one can state

that a greater level of satisfaction with technical features associated to local/regional events

has an impact on the level of competitiveness.

Conclusions

Theoretical conclusions

The purpose of this study was to analyze the contribution of satisfaction levels with tourism

events as a product of regional competitiveness. A few existing studies on motivation,

satisfaction and destination competitiveness have been limited to the analysis of the

tourist’s perception regarding the destination, ignoring in practice the perception of tourists

Table VI Result of hypotheses

Events

Hypothesis Carnival Atlantic Flower Wine

H1 - Beauty Not Reject Not Reject Not Reject Not Reject

H2 - Creativity Not Reject Not Reject Reject �

H3 - Quality of Organisation Not Reject Not Reject Not Reject Not Reject

H4 - Timetable Reject Reject Not Reject Reject

H5 - Divulgation Reject Reject Not Reject Reject

H6 - Motivation Not Reject Reject Not Reject Reject

H7 - Expenditure Reject Reject Not Reject Reject

H8 - Recommendation Not Reject Not Reject Not Reject Not Reject

H9 - Satisfaction Not Reject Not Reject Not Reject Not Reject

Note: This variable was not analyzed at the Wine Festival
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as consumers of tourism products. Studies have been focused on competitiveness, yet they

have ignored tourists’ perceptions (Chen et al., 2016; Cracolici et al., 2008; Enright and

Newton, 2004; Pansiri, 2014).

It is an essential investment for the reinforcement of destination competitiveness. Another

relevant implication results from the fact that higher levels of satisfaction are related to a

higher level of initial visits in the near future as well as the probability of an increased volume

of positive publicity. Another result with implications is the number of participants who

participate by chance. In this sense, there should be a concern with this segment, and

action plans and strategies should be outlined to captivate and actively involve this type of

participant. To sum up, we can conclude that events have an impact on tourist satisfaction,

which leads to recommendations, tourist loyalty and an increase in tourism demand and

regional competitiveness.

Practical conclusions

In terms of practical contributions, it is important to emphasize that we also sought to

analyze the relationship between the tourist’s satisfaction and their intention to

recommend the destination. In terms of implications, it matters to refer that the results

indicate that additional investments in terms of conception, production and

organization of pleasant events are profitable as they contribute towards higher

satisfaction levels and consequently a greater probability in recommending the event. It

is of a greater implication of this study. As managerial implications, it is important that

the DRT invests in technical skills in terms of the analyses of the partakers’ preferences,

and in the design and conception of scenarios and experiences. It is an essential

investment for the reinforcement of destination competitiveness. Another relevant

implication results from the fact that higher levels of satisfaction are related to a higher

level of initial visits in the near future as well as the probability of an increased volume of

positive publicity. Another result with implications is the number of participants who

participate by chance. In this sense, there should be a concern with this segment, and

action plans and strategies should be outlined to captivate and actively involve this

type of participant. To sum up, we can conclude that events have an impact on tourist

satisfaction, which leads to recommendations, tourist loyalty and an increase in tourism

demand and regional competitiveness.

These findings suggest that it will be worthwhile to take into consideration esthetical aspects

plus organizational elements inherent to the events to identify possible strategies and

initiatives to improve the design and the overall performance of the events under analysis.

Staging well-planned events increase the overall competitiveness of the destination via

positive word of mouth and attraction of extra tourists and show a clear aptitude to transform

raw cultural and historical resources into interesting and appealing products, a process that

in itself provides evidence to suggest an increasing proficiency in understanding and

managing the level of competitiveness of the destination. Nevertheless, this study

demonstrates that the enhancement of the competitiveness of the destination lies in a

number of practical issues such as creativity, organization and timetables, essentially fall

within the competence of the event organizers. Instead of setting higher levels of a grand

strategy on the subject of events, the DMO and event’ organizers should focus their

attention on the fine tune management of a few practical aspects relating to the

implementation and post-event phases. This is one of the main contributions of this paper

for theory and practice.

The results obtained in this study and answering the initial question raised, indicating that

the organization of aesthetically appealing, well-organized events with appealing

schedules, among other technical characteristics which offer experiences which lead to a

higher level of satisfaction, reflect greater competitiveness in terms of the destination.

Furthermore, it matters to refer that the results indicate that additional investments in terms
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of conception, production, and organization of pleasant events are profitable as they

contribute towards higher satisfaction levels and consequently a greater probability in

recommending the event. It is of a greater implication of this study. As managerial

implications, it is important that the DRT invests in technical skills in terms of the analyses of

the partakers’ preferences, and in the design and conception of scenarios and

experiences.

It should be highlighted the importance of learning how to accumulation and transfer of

knowledge and experience from one event to the other. Events seem to follow a main

narrative throughout the year, rather than an individual line of action.

Limitations and suggestions for future research

Results have enabled the identification of several interesting results, which allow for a wider

line of research and extension to other fields of research. For instance, due to the number of

participants involved in a casual manner (who did not travel specifically to the island for an

event) it would be interesting to analyze the reason behind their participation in the event

(ex. information given by the hotel reception, advice and information passed on by other

guests).

This is an issue of greater importance, seeing that the majority of participants end up

casually involved in the events. Another line of research would be to identify the

resources or tools, which may ease the involvement of participants in learning sessions

regarding local cultural resources. Only a small number of participants partake in other

activities besides the key activities or sessions of the events. Another interesting issue

to research would be to explore and analyze the role that some of these crafts may have

on the island’s competitiveness, that is, on the region’s gross domestic product or even

on a national level.

With the intention of an overall panorama, it would be extremely interesting to also analyze

competitiveness factors and the innovation of companies in the tourism sector. Thus, we

would have an extremely important transversal analysis focused on the identification of

research gaps, the analysis of tourist satisfaction with these products and their contribution

towards regional competitiveness. In addition to that, other fields for future research may be

to highlight the importance of local crafts as a competitive factor and advantage as well as

the way that companies in the tourism sector work.

This study also contributes to an increasingly mature perspective of intelligent destinations.

Offering the main current challenges of destinations, companies and government strategies

to achieve greater competitiveness. It is also important to mention the importance of

information technology in the tourism industry by increasing its demand, enabling these

technological tools to be an imperative partner in the promotion, coordination, marketing

and efficient cooperation of industry by increasing their cooperation on a global scale

(Buhalis, 2014; Mistilis et al., 2014; Xu et al., 2017).
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Vol. 46 No. 4, pp. 310-324.

Castaño, J.M., Moreno, A., Garcı́a, S. and Crego, A. (2003), “Aproximaci�on psicosocial a la motivaci�on

turı́stica: variables implicadas en la elecci�on de Madrid como destino”, Estudios Turı́sticos, Vol. 158,

pp. 5-41.

Castillo, V.M., Alvarez, M.A. and Placencio, H.D. (2018), “A bibliometric analysis of creativity in the field of

business economics”, Journal of Business Research, Vol. 85, pp. 1-9.

Chalip, L. and Costa, C.A. (2005), “Sport event tourism and the destination brand: towards a general

theory”,Sport in Society, Vol. 8 No. 2, pp. 218-237.

Chang, J. (2005), “Segmenting tourists to aboriginal cultural festivals: an example in the Rukai tribal

area”, TourismManagement, Vol. 27 No. 6, pp. 1224-1234.

Chang, S. andMahadevan, R. (2017), “Different hearth, different worth: sustaining an emerging festival in

the newcultural city of Singapore”, TourismAnalysis, Vol. 22 No. 1, pp. 93-98.

Chen, C.M., Chen, S.H., Lee, H.T. and Tsai, T.H. (2016), “Exploring destination resources and

competitiveness: a comparative analysis of tourists’ perceptions and satisfaction toward an island of

Taiwan”,Ocean&Coastal Management, Vol. 119, pp. 58-67.

Chirieleison, C., Montrone, A. and Scrucca, L. (2013), “Measuring the impact of a profit-oriented

event on tourism: the Eurochocolate festival in perugia”, Tourism Economics, Vol. 19 No. 6,

pp. 1411-1428.

Cibinskiene, A. (2012), “Impact evaluation of events as factors of city tourism competitiveness”,

Economics andManagement, Vol. 17 No. 4, pp. 1333-1339.

Cibinskiene, A. and Snieskiene, G. (2015), “Evaluation of city tourism competitiveness”, Procedia - Social

andBehavioral Sciences, Vol. 213, pp. 105-110.

Colombo, A. (2015), “How to evaluate cultural impacts of events? A model and methodology proposal”,

Scandinavian Journal of Hospitality and Tourism, Vol. 16 No. 4, pp. 500-511.

Cracolici, M.F., Nijkamp, P. and Rietveld, P. (2008), “Assessment of tourism competitiveness by

analysing destination efficiency”, TourismEconomics, Vol. 14 No. 2, pp. 325-342.

Cudny, W. (2016), “Manufaktura in Ł�od�z, Poland: an example of a festival marketplace”, Norsk

Geografisk Tidsskrift - Norwegian Journal of Geography, Vol. 70 No. 5, pp. 276-291.

Dann, G.M.S. (1981), “Tourism motivation: an appraisal”, Annals of Tourism Research, Vol. 8 No. 2,

pp. 187-219.

Dantas, D. and Colbert, F. (2016), “Festival de lanaudière: differentiation in customer experience”,

International Journal of ArtsManagement, Vol. 18 No. 3, pp. 79-85.

Davis, A. (2016), “Experiential places or places of experience? Place identity and place attachment as

mechanisms for creating festival environment”, TourismManagement, Vol. 55, pp. 49-61.

Della, L.M. (2012), “Economic performance measurement systems for event planning and investment

decisionmaking”, TourismManagement, Vol. 34, pp. 91-100.

Duglio, S. and Beltramo, R. (2017), “Estimating the economic impacts of a small-scale sport tourism

event: the case of the Italo-Swiss Mountain trail CollonTrek”, Sustainability, Vol. 9 No. 3, doi: 10.3390/

su9030343.

Dundon, A. (2013), “Gogodala canoe festivals, customary ways and cultural tourism in Papua New

Guinea”,Oceania, Vol. 83 No. 2, pp. 88-101.

Durbarry, R. and Sinclair, M.T. (2003), “Market shares analysis”, Annals of Tourism Research, Vol. 30

No. 4, pp. 927-941.

Duvnjak, N., Vrakela, J., Mlađenovi�c, M. and Petrovi�c, N. (2014), “Gastronomical manifestations in the

tourism of South-Eastern Serbia”, Researches Reviews of the Department of Geography. Tourism and

Hotel Management, Vol. 642, pp. 210-220.

Dwyer, L., Dragi�cevi�c, V., Armenskid, T., Mihalic, T. and Cvelbar, L.K. (2014), “Achieving destination

competitiveness: an importance-performance analysis of serbia”, Current Issues in Tourism,

pp. 1-28.

VOL. 74 NO. 4 2019 j TOURISM REVIEW j PAGE 969

http://dx.doi.org/10.3390/su9030343
http://dx.doi.org/10.3390/su9030343


Einarsen, K. and Mykletun, R.J. (2009), “Exploring the success of the gladmatfestival, the Stavanger food

festival”, Scandinavian Journal of Hospitality and Tourism, Vol. 9 Nos 2/3, pp. 225-248.

Eitzinger, C. andWiedemann, P.M. (2008), “Trust in the safety of tourist destinations: hard to gain, easy to

lose? New insights on the asymmetry principle”, Risk Analysis: An Official Publication of the Society for

Risk Analysis, Vol. 28 No. 4, pp. 843-853.

Enright, M.J. and Newton, J. (2004), “Tourism destination competitiveness: a quantitative approach”,

TourismManagement, Vol. 25 No. 6, pp. 777-788.

Erbas, E. (2016), “Competitive determinance-performance analysis: an illustration on Turkish winter

tourismdestinations”, TourismAnalysis, Vol. 21No. 1, pp. 93-106.

Ferdinand, N. and Williams, N.L. (2013), “International festivals as experience production systems”,

TourismManagement, Vol. 34, pp. 202-210.

Fernández, F.A.J., Mogolh�on, H.M.J. and Duarte, P. (2016), “Destination image and loyalty development:

the impact of tourists’ food experiences at gastronomic events”, Scandinavian Journal of Hospitality and

Tourism, Vol. 17 No. 1, pp. 92-110.
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Mikuli�c, J., Prebežac, D., Šeri�c, M. and Kreši�c, D. (2017), “Campsite choice and the camping tourism

experience: investigating decisive campsite attributes using relevance-determinance analysis”, Tourism

Management, Vol. 59, pp. 226-233.

Mistilis, N., Buhalis, D. andGretzel, U. (2014), “Future destination marketing: perspective of an Australian

tourism stakeholder network”, Journal of Travel Research, Vol. 53 No. 6, pp. 778-790.

Mok, C. and Armstrong, R.W. (1995), “Leisure travel destination choice criteria of Hong Kong residents”,

Journal of Travel & TourismMarketing, Vol. 4 No. 1, pp. 99-104.

Molinillo, S. and Japutra, A. (2015), “Factors influencing domestic tourist attendance at cultural

attractions in Andalusia”, Journal of Destination Marketing & Management, Vol. 6 No. 4,

pp. 456-464.

Montenegro, A.F. (2017), “Motivation, satisfaction and loyalty in the case of a film festival:

differences between local and non-local participants”, Journal of Cultural Economics, Vol. 41 No. 2,

pp. 173-195.

Morgan, N. (2014), “Problematizing place promotion and commodification”, in Lew, A., Hall, M. and

Williams, A. (Eds), TheWiley Blackwell Companion to Tourism, Wiley, Chichester, pp. 210-219.

Mulec, I. and Wise, N. (2013), “Indicating the competitiveness of Serbia’s Vojvodina region as an

emerging tourismdestination”, TourismManagement Perspectives, Vol. 8, pp. 68-79.

Munjal, S., Requejo, I. and Kundu, S.K. (2018), “Offshore outsourcing and firm performance: moderating

effects of size, growth and slack resources”, Journal of Business Research, available at: https://doi.org/

10.1016/j.jbusres.2018.01.014.

Murphy, P., Pritchard, M.P. and Smith, B. (2000), “The destination product and its impact on traveller

perceptions”, TourismManagement, Vol. 21 No. 1, pp. 43-52.

Murray, A. and Kline, C. (2015), “Rural tourism and the craft beer experience: factors influencing

Brand loyalty in rural North Carolina, USA”, Journal of Sustainable Tourism, Vol. 23 Nos 8/9,

pp. 1198-1216.

Novelli, M., Schmitz, B. and Spencer, T. (2006), “Networks, clusters and innovation in tourism: a UK

experience”, TourismManagement, Vol. 27No. 6, pp. 1141-1152.

Okayasu, I., Nogawa, H., Casper, J.M. and Morais, D.B. (2016a), “Recreational sports event participants’

attitudes and satisfaction: cross-cultural comparisons between runners in Japan and the USA”,

Managing Sport and Leisure, Vol. 21 No. 3, pp. 164-180.

Okayasu, I., Nogawa, H., Casper, J. and Morais, D. (2016b), “Leveraging sport heritage to promote

tourism destinations: the case of the tour of Flanders cyclo event”, Journal of Sport and Tourism, Vol. 20

Nos 3/4, pp. 263-283.

VOL. 74 NO. 4 2019 j TOURISM REVIEW j PAGE 973

https://doi.org/10.1016/j.sbspro.2014.07.161
https://doi.org/10.1016/j.jdmm.2017.03.003
http://www.ateliereuropa.com/2.3_essay.php
https://doi.org/10.1016/j.jbusres.2018.01.014
https://doi.org/10.1016/j.jbusres.2018.01.014


Oom, V.P., Mendes, J. and Guerreiro, M. (2012), “Residents’ participation in events, events image, and

destination image: a correspondence analysis”, Journal of Travel & Tourism Marketing, Vol. 29 No. 7,

pp. 647-664.

Page, S.J., Bentley, T. and Walker, L. (2005), “Tourist safety in New Zealand and Scotland”, Annals of

TourismResearch, Vol. 32 No. 1, pp. 150-166.

Panfiluk, E. (2015), “Impact of a tourist event of a regional range on the development of tourism”,Procedia

- Social andBehavioral Sciences, Vol. 213, pp. 1020-1027.

Pansiri, J. (2014), “Tourist motives and destination competitiveness: a gap analysis perspective”,

International Journal of Hospitality & Tourism Administration, Vol. 15 No. 3, pp. 217-247.

Parker, D., Charlton, J., Ribeiro, A. and Pathak, R.D. (2017), “Gastronomic festivals: attitude, motivation

and satisfaction of the tourist”,British Food Journal, Vol. 119No. 2, pp. 267-283.

Parolo, G., Ferrarini, A. and Rossi, G. (2009), “Optimization of tourism impacts within protected areas by

means of genetic algorithms”, Ecological Modelling, Vol. 220 No. 8, pp. 1138-1147, doi: 10.1016/j.

ecolmodel.2009.01.012.

Pearce, P. (1993), “Fundamentals of tourist motivation”, in Pearce, D. and Butler, R. (Eds), Tourism

Research: Critiques andChallenges, Routledge, London, pp. 113-134.

Pereira, E.C.S., Mascarenhas, M.V.M., Flores, A.J.G. and Pires, G.M.V.S. (2014), “Nautical small-scale

sports events portfolio: a strategic leveraging approach”, European Sport Management Quarterly, Vol. 15

No. 1, pp. 27-47.

Perles-Ribes, R.J.F., Ram�on, R.A.B., Rubia, A. and Moreno, I.L. (2017), “Is the tourism-led growth

hypothesis valid after the global economic and financial crisis? The case of Spain 1957-2014”, Tourism

Management, Vol. 61, pp. 96-109.

Peters, M., Siller, L. and Matzler, K. (2011), “The resource-based and the market-based approaches to

cultural tourism in alpine destinations”, Journal of Sustainable Tourism, Vol. 19 No. 7, pp. 877-893.

Porter, M.E. (1980), Competitive Strategy: techniques for Analyzing Industries and Competitors, Free

Press. Competitive advantage, New York, NY.

Porter, M.E. (1985), Competitive Strategy: techniques for Analyzing Industries and Competitors, Free

Press. Competitive advantage, New York, NY.

Prebensen, N.K., Woo, E., Chen, J.S. and Uysal, M. (2012), “Motivation and involvement as antecedents of

the perceived value of the destination experience”, Journal of Travel Research, Vol. 52No. 2, pp. 253-264.

Pretes, M. (1995), “Postmodern tourism”,Annals of Tourism Research, Vol. 22 No. 1, pp. 1-15.
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