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Abstract

Holistic tourism has become a new and alternative form of tourism
and an important trend among tourists who seek programs and
experiences that would allow them to achieve balance between
mind, body and soul. Choosing holistic tourism means that a tourist
can enjoy a different and full experience which goes beyond the
simple contact with cultures, people, places or landscapes. It focuses
on self-transformation and on an attempt of people understanding
more about themselves. It is crucial we understand each person’s
view about this new type of tourism since this perspective will surely
bring potential new investors to this product. Knowing what every
tourist values, feels and needs- in terms of personal fulfillment- can
turn this new type of tourism into a competitive one. This study
includes an empirical research conducted through questionnaires
to 300 holistic tourists in four different Portuguese destinations:
Azores, Gerés, Lisbon and Algarve. The results allowed a better
understanding of the holistic tourists’ characteristics, their main
motivations, self-image perception and satisfaction levels while
taking part in holistic tourism.
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Introduction

Tourism is an industry that truly contributes to the economic
growth of a country. But it is also a socio-cultural phenomenon with
great importance in the study of modern [1]. Nowadays, tourists seek
new living experiences and not merely a simple contact with cultures,
people, landscapes and/or places any more [2]. They are also focused
on their self-transformation and on being part of a spiritual experience
Holladay & Ponder [3]. Tourism is a spiritual journey Willson [4] and
journeys can be ways of spiritual tourism. So the spiritual dimension
is part of new forms of tourism: wellness [5,6] or holistic tourism
are some of these new forms [7]. In the last decades, holistic tourism
has gained strength in the modern world with tourists pursuing
programs and experiences that they believe will bring balance to
their lives. This growth is mainly due to the current human desire to
focus on the “I” and on wellbeing Wang. The desire to escape their
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routine, to disappear for a while to find one’s inner self [5]. Holistic
tourists represent a new segment for touristic spiritual experiences
[3]. Tourists seek a holistic harmony between body, spirit and mind.
Some researchers define this new tourism as a high-level wellbeing
product [3]. In fact, holistic tourism is considered one of the most
prospective tourism markets in the wellness industry representing
about 6% (524.4 million) of all domestic and international trips and
14% ($438.6 billion) of the money spent in that market. According
to projections, this market is expected to grow by more than 9% per
year throughout 2017, nearly 50% faster than what can be expected
in the other tourism contexts [9]. Holistic tourists’ main goals are
to preserve or promote their body, mind and spirit health. They
usually stay in specialized hotels or resorts that provide professional
care, counseling and expertise similar to those wellbeing tourists are
known to expect [9]. Some resorts and spas are exploring this high
profile market offering expensive and luxurious packages to improve
health (body), provide relief from pain and stress (spirit), and educate
towards a wellbeing concept in life (mind) [8,10]. In addition, some
destinations are revitalizing themselves, searching for uniqueness
and distinction, establishing their image and offer in this “growing
global leisure-based and self-conscious fitness lifestyle” [11]. Besides
its growing importance, holistic tourism has been poorly studied
[5,7], studies have focused on the wellness market and specifically
on the holistic tourism. The studies that focused on how the spiritual
movement influences tourists’ motivations and experiences are scarce
[4,12]. So, the aim of the present study is to fill this literature gap
and to deepen the knowledge about this new form of tourism. This
study also brings insights for holistic destination managers that will
help them to explore this new luxury market as they will understand
holistic tourists’ motivations, self-image and satisfaction levels.

Literature Review

Tourism is considered a spiritual journey [13]. Spirituality can
be found through travelling, particularly when a person is looking
for a greater meaning in his life, trying to understand more about
himself as an individual [14]. The spiritual perspective describes
what people look for in their lives, rather than defining what they
expect. This can be seen as a connection between the person and the
surrounding world, something that travelling offers [13]. Tourists
are now looking for new experiences. More than a simple contact
with other cultures, people, places or landscapes they want to live,
experience something unique [2]. For this new generation of tourists,
this spiritual dimensions of travelling as a lot to do with welfare [5,6],
and living a holistic experience [7]. Holistic tourism has been growing
in the last decades as a result of the individuals desire to focus on
the “T” instead of on the “other” Wang. It comes from the desire and
need to escape and to meet their inner self [5]. Holistic tourists are
looking for a greater sense of life, trying to understand more about
themselves as human beings [15]. Some researchers concluded that
most individuals seek inner spirituality through travelling. In other
words, individuals travel to give a greater meaning to their lives as
they try to understand more about themselves as human beings [14].
However, few researchers have explored the experiences, motivations
and behaviors of individuals involved in tourism spiritual movements
[4]. In the holistic approach, the main goal of a tourism experience
is to obtain balance between the wellbeing of his body, mind and
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spirit. In order to allow the knowledge and wellbeing adapted to
each person’s personal needs, holistic tourism offers a set of activities
that connect counseling for spiritual development with therapies
and treatments that involve body, mind and spirit [5]. In a holistic
experience, tourists seek emotional pleasure parameters, cognitive
stimulation, psychological growth, self-expression and common
consciousness [3]. In fact, the balance between body, spirit and mind
is the key for those who look for a holistic experience. Wellbeing
contributes to the overall harmony of a person’s health and is related
to changes in lifestyle and to the pursuit of new possibilities for a
healthier life [10]. Purchasing a particular touristic product or service
involves several processes in the tourist’s future purchase decision.
The decision to travel is the result of an intersection of personal,
social and commercial factors [16], namely motivations, self-image
and satisfaction. Motivations are important forces that influence
tourists’ buying decisions [16] which makes its study crucial to
understanding tourists’ behaviors. Holistic tourism is considered a
search for the inner self [5] conducted by high profile individuals that
look for a balanced wellbeing and a healthier lifestyle [10]. Within
this context, the self-image of these peculiar consumers becomes an
important factor to be analyzed. Determining and evaluating the
satisfaction level that holistic tourists have regarding destinations
that offer holistic products is very important if we want to attract and
satisfy this kind of consumers [17]. That’s why describing holistic
tourists, mainly their motivations, self-image and satisfaction when
consuming holistic products is a main goal of this study.

Motivation for holistic tourism

Motivation is defined as psychological needs and wants which
include internal forces that trigger, direct, and integrate individuals’
behaviors and actions [18-20]. Motivation analysis helps to
understand why humans decide to do something, for how long and
with what commitment they do it and thus has a strong impact on
consumers’ behavior [16]. It is also associated with psychological
needs and desires [21,22] emotional and cognitive reasons [21] or
internal and external reasons [22]. Motivations are the basis of all
behavior [23] and traveling is included in these behaviors [24]. In fact,
motivation is accepted as being the central concept in understanding
tourists’ behavior particularly when it comes to travel and destination
choice process, trip planning and tourists’ consumption. Tourism
motivations influence tourists’ buying process since all their decisions
are based on fulfilling their needs and their desires [25]. Tourists
travel for many and various reasons [26]. They travel according to
their needs, hoping to achieve personal satisfaction [27]. Past research
highlights the desire to escape from their daily life, resting and relaxing
as the most important tourists’ motivations [28], particularly since
the stress and tension can be eased through tourist experiences [23].
On the other hand, getting away from work, community and even
nature has become an extrinsic motivating factor in tourism [29],
which contributes to seek new experiences and new environments
[30]. Holistic tourism being the quest for the perfect balance between
body, mind and soul, it provides an intense and existential experience
that goes hand in hand with knowledge, novelty seeking, utilitarian
and maximizing reward’ motivations [30-35].

Self-Image in holistic tourism

Consumer self-image is known to have a strong impact on
consumers’ behaviors and choices since “a product-user image
interacts with the consumer’s self-concept thus generating a
subjective experience” [36]. The main focus is put on the image
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projected by a particular product. The consumer is influenced to
select a product through a certain image. The ideal self-image reflects
how tourists want to be perceived by others, while the real image
reflects the perception tourists have about themselves [36]. Previous
research states that self-image may dictate certain behavior standards
like the purchase of certain products since the main choices are made
under the influence of a strong symbolism. It is accepted that self-
image plays a leading role in influencing consumers’ behavior, that
it facilitates positive attitudes towards brands or products, influences
the individual’s choices, attitudes, brand quality perception, brand
preferences and loyalty. Tourists pay for a whole range of services
during their holiday and vacation experience. They base their
judgments of the quality of the services on the satisfaction they got
from the service value chain. Self-image embraces a variety of things
which range from personal attributes to fantasies. They mainly
seek a destination to express themselves [37]. In fact, past research
suggests that the harmony existing between consumers’ self-image
and the image they held from a product can be an important factor
in any initial purchase and long-term loyalty [38]. Consumers’
self-congruence and functional consistency with the product they
purchase are essential to understand a consumer’s decisions and
behaviors so that efficient marketing strategies can be developed in
the end [39]. Tourism is considered a superior good, sometimes seen
as a luxury product. Thus tourists’ attitudes regarding a destination
or any other tourism product are influenced by the correspondence
they perceive between those and their own self-concept [39]. In other
words, consumers attribute a certain meaning to a product, a brand
or destination and they feel that this meaning can be transferred to
themselves as they buy it [38]. Self-image is related to and can explain
many aspects of the buying process and behavior, like satisfaction,
positive attitudes towards products or destinations, perceived quality,
preferences for a given product and loyalty to the product itself Chon
(1992). Every tourist seeks a unique, extraordinary and memorable
experience, mainly because it has an impact on the image they seek
for themselves [37]. Holistic Tourism is recognized as a luxury
product, directed to upper-class tourists. In this sense it is important
to understand how this product purchase affects tourists’ self-
image. Self-image perception includes five factors: Expressive Value
perceptions, Hedonic value perceptions, Cost value perceptions,
Value Consciousness and Economic value [40-45].

Satisfaction in holistic tourism

Customer satisfaction is considered “a business philosophy”
[46] that place customers in the center. We have to create value,
anticipate their expectations and satisfy their needs [47]. Consumer’s
satisfaction is defined as “the consumer’s fulfillment response, a
judgment that a product or service feature, or the product or service
itself, provided a pleasurable level of consumption-related fulfillment”
[48]. Customer’s satisfaction is seen as a judgment one makes about
the qualities of a service which guarantees a pleasure level related
to consumption [49]. In tourism industry, customers’ satisfaction
is crucial. It is the result of the comparison between the image that
tourists have about a given destination, brands and products and what
they really experienced. It’s based on the relation between the amount
of money tourists spend and the benefits they get from their purchase
[50]. Thus maximizing the tourists’ satisfaction is very relevant to
business since it influences the destination choice, the products
and services acquired and future decisions which may include to
return to or to recommend that destination. In fact, satisfaction or
dissatisfaction are related to a cognitive or affective reaction towards
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product consumption [51] and play a leading role in future purchase
decisions [52,53]. The improvement of consumers’ satisfaction
is widely considered one of the most important factors in tourism
destinations and firms’ development and survival. In hotels and
accommodation industry customers’ satisfaction is very important
to the success and performance of companies and ultimately to their
profitability [46]. Since holistic tourism is a luxury product, tourists’
satisfaction regarding the services provided is of great importance
[54-56]. Tourism products are in fact packages of several products
and services. Tourists assess all those components, namely the hotels
Staff, the Holistic Program, Holistic Singularity, Functional Holistic
Value, Touristic Holistic Value and Overall Satisfaction [55].

Methodology

To the empirical research undertaken, a survey approach applied
to tourists in Portuguese destinations with tourism holistic offer
was used. A scale to measure the three main concepts: motivation,
self-image perception and satisfaction was developed. An initial
version of the instrument was developed using previously existing
scales to measure motivation Beard and Ragheb et al. available in
literature. These scales were then discussed with people capable
of understanding the nature of the concepts to be measured. Then
the original scales were translated into Portuguese and then the
instrument was translated back into English in order to validate
the scales. After revisions, a pre-test sample of 30 tourism students
in natural areas was used in order to test the reliability of the scales
(through Cronbach alpha). The pre-test results were used to further
refine the questionnaire. 12 items were used for motivation, 5 items
for self-image, and 16 to satisfaction. All the items were measured
with a five points Likert scale ranging from 1 - Strongly disagree to 5
- Strongly agree. The final data was collected between November 2014
and January 2015. We used a convenience sample collected from four
holistic destinations in Portugal. We contacted some resorts in the
four destinations that were offering packages of holistic tourism which
included the three components: counseling, therapies and body,
mind and spirit treatments, Smith & Kelly (2006) so we could contact
tourists that would accept answering our questionnaire. Tourists were
then randomly selected in loco across two resorts in each destination:
Gerés, Lisbon, Algarve and Azores. The questionnaires were self-
administrated and allowed a final sample of 300 valid responses. The
sample profile is displayed in Table 1. The sample is composed mostly
by women; the most prevalent age group is set between 31 and 40
years old (53.3%), 23% were between 41 and 50 years old; 14% were
people between 21 and 30 years old and 6.7%%, from 51 to 60; the
least represented group was formed by people older than 61 (3%).
As far as the respondents’ marital status was concerned 25.3% were
single, 22.7% were couples without children; the highest percentage,
49%, was formed by couples with children, only 3% were divorced.
On average, each tourist has 2 or 3 trip periods per year (48% and 33.3%
respectively). When it comes to monthly income, the group with less
than 1000€ earned was formed by 13.7% of the respondents; the most
represented group - 55.3%- declared to have earned a monthly salary
ranging from 1001 to 2000€ and 26.3% of the sample had an income
between 2001 and 3000€ and 4.7%. Earned over 3001€. 47% of the entire
sample population mentioned visiting one of the four places in analysis
once a year. However, there is a small percentage that was visiting
those areas for the first time (12%). The tourists from our sample travel
especially with a group of friends (35%), with other couples without
children (19%) and couples with children (17%), within a trip period of 7
days (31.80%). Each tourist travels especially for leisure or for health and
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welfare reasons (38.3% and 16% respectively), while 49% prefer free trips
and 17.7% travel with tour packages (Table 2).

Results

Based on a univariate analysis of the data collected during the
investigation, those are the results for the motivation, self-image and
satisfaction factors in holistic tourism. Regarding the motivation
in holistic tourism, the mean values are above 3.32 in all variables.
The higher mean values are associated with the desire to escape the
routine of work, with getting away from daily life stress , experiencing
something new and with the authenticity of this new form of tourism
(4.75, 4.72, 4.31 and 4.43 respectively). These answers confirm
escaping, seeking balance and well-being as the main motivations
for holistic tourism. Regarding the self-image in this new type of
tourism (Table 3), the most highlighted dimensions were not only
the value for money attributed to holistic products, but also the way
the product reflected the consumer’s self-image. The least important
dimension was the social status achieved with this product and the
relationship between this product and a wealth sensation, which is
an interesting result. When analyzing satisfaction in holistic tourism,
the levels were globally high (Table 4), with mean values around 4.
However, the most satisfying dimensions were the staff's kindness
and their willingness to help (4.44 and 4.29) and the choice of a
holistic product because it is considered a product that improves
life quality and one’s health (4.12 and 4.04). Tourists showed they
were satisfied with the holistic destinations in general (4.06) stating
that they loved visiting the chosen holistic destination. In order to
understand and analyze what kind of impact motivations may have
on holistic tourists’ self-image and satisfaction, some exploratory

Table 1: Socio-demographic characteristics of the respondents.

Socio-demographic profile Frequency Percentage
Gender:
- Male 87 29%
- Female 213 71%
- Total 300 100%
Civil Status:
- Single 76 25.3%
- Couple without Children 68 22.7%
- Couple with Children 147 49%
- Widower/widow 0 0%
- Divorced 9 3%
- Total 300 100%
Age Group:
- Between 21 and 30 42 14%
- Between 31 and 40 160 53.3%
- Between 41 and 50 69 23%
- Between 51 and 60 20 6.7%
- More than 61 9 3%
- Total 300 100%
Income / Yield:
- Less than 1000 Euro 41 13.7%
- Between 1001 and 2000 Euro 166 55.3%
- Between 2001 and 3000 Euro 79 26.3%
- More than 3001 Euro 14 4.7%
- Total 300 100%
Professional O_cgupanon. 28 9.3%
- Individual Entrepreneur o
- Liberal Professional i UEE70
. . 71 23.7%
- Medium / High Framework
h L ) 57 19%
- Commercial or administrative worker
- Pensioner / Retired o
- Housewife / Unemployed gj ;:/3 #
- Other b
_ Total 10 3.4%
36 12%
300 100%
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Table 2: Variables — Motivations in holistic tourism.

Variables — Motivations Mean Mode Median Standard Deviation 1%t Quartile 3 Quartile
Possibility to try and experience something different 4.31 4 4 0.615 4 5
Character and authenticity of this new form of tourism 4.43 5 5 0.695 4 5
Product Image 3.98 4 4 0.610 4 4
Product attractiveness 4.06 4 4 0.608 4 4
Desire to escape the routine of work 4.75 5 5 0.521 5 5
Desire to escape daily life stress 4.72 5 5 0.513 4 5
Appeal of the retreats 4.02 4 4 0.560 4 4
Recreational programs associated with the product 4.01 4 4 0.586 4 4
Superstructures associated with the product 3.84 4 4 0.668 4 4
Weight Loss 3.54 4 4 1.027 3 4
Recovering body energy 4.34 5 4 0.835 4 5
Disease Prevention 3.66 4 4 0.924 3 4
Contact with Nature 4.09 4 4 0.628 4 4
Seeking unity and a sense of well-being 4.03 4 4 0.678 4 4
I';gssk(i):g If?::ire?:itti;/emic experiences in order to revitalize 4.07 4 4 0.510 4 4
Seeking to develop personal and spiritual aspects 3.32 4 4 1.031 2 4
Self-realization 3.94 4 4 0.654 4 4
Purifying oneself 3.93 4 4 0.675 4 4
Achieving balance between body, spirit and mind 4.14 4 4 0.658 4 4
Looking for relaxation and meditation sessions 4.05 4 4 0.719 4 4
Table 3: Variables — Self-Image in holistic tourism.
Variables — Self-Image Mean Mode Median Standard Deviation 1t Quartile 3 Quartile
| often enjoy products that reflect my image 415 4 4 0.600 4 4
| want to enjoy unknown products before others do it 3.93 4 4 0.756 3 4
It is important for me to enjoy pleasant holistic tourism 3.62 4 4 0.660 3 4
I think that a high price equals high quality 3.75 4 4 0.932 3 4
| travel to have a higher social status 277 2 3 1.152 2 4
When | buy my trips, | want my money to be well spent 4.65 5 5 0.542 4 5
| choose holistic tourism only when prices are more affordable 3.53 4 4 0.619 3 4
| think this type of travel is synonymous with wealth 3.25 3 3 0.709 3 4

factorial analyses were done. Once the factors were identified, the
scales’ reliability was examined through Cronbach’s alphas [56-58].
As a result, some factors were eliminated. Those were not included in
the measurement because they presented alphas that were less than
.65. After this process, 28 of the initial items remained, divided into
nine dimensions, five related with motivations, one with self-image
and three with satisfaction (Table 5). It was possible to find five
dimensions of motivation in holistic tourism:

e Relaxation and escape

e Health and body

e Holistic motivation

e Recreation and wellbeing

o New experience and authenticity

One dimension for self-image: holistic and wealth self-image, and
three dimensions for satisfaction:

»  Satisfaction with holistic experience to life quality and wellbeing;
»  Satisfaction with the holistic destination
»  Satisfaction with the holistic experience’s uniqueness.

After this process a Pearson correlation analysis between the
factors was developed (Table 6). Results show that all motivations

for holistic tourism correlate with the self-image dimension. The
recreation and wellbeing motivation is the only one which doesn’t
correlate significantly with the holistic and wealth self-image. The self-
image dimension correlates positively with the satisfaction with holistic
experience to life quality and wellbeing, and with the satisfaction with
the holistic destination but not with the satisfaction with the holistic
experience uniqueness. On the other hand, there is a positive and
significant correlation between satisfaction with holistic experience to
life quality and wellbeing and with almost all the motivations found
for holistic tourism but health and body motivation. The satisfaction
with the holistic destination dimension doesn’t show a significant
correlation with the recreation and wellbeing motivation. The factor
of satisfaction with the holistic experience uniqueness doesn’t correlate
significantly with any motivation for holistic tourism.

Conclusions and Implications

Currently, tourists are more and more demanding and critical
when dealing with the trips they make. The purchase of a particular
product or tourist service requires complex processes that can have
an impact on future purchasing behaviors. In fact, the decision to
travel, the process of buying and consumption are the result of a
combination of personal, social and commercial variables [1]. Holistic
Tourism is a new alternative product in the tourism industry. It is
based on the desire to escape from routine and everyday life stress,
the search for unity and the feeling of self-wellbeing as well as the
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Table 4: Variables — Satisfaction in holistic tourism.

Variables — Satisfaction Mean Mode Median Standard Deviation 15t Quartile 31 Quartile
The Staff was kind 4.44 4 4 0.536 4 5
The Staff was willing to help 4.29 4 4 0.620 4 5
The holistic programs were varied 3.92 4 4 0.436 4 4
The holistic programs were well organized and well managed 4.02 4 4 0.420 4 4
The concept of this holistic program was unique 3.65 4 4 0.763 3 4
| enjoyed an unique experience in this holistic destination 3.74 4 4 0.754 4 4
Doing holistic tourism was economical 2.96 2 3 1.052 2 4
g;):;fiicti;ering this holistic destination cost, it provided a lot of 392 4 4 0555 4 4
The value of this holistic destination exceeded travel expenses 3.86 4 4 0.742 4 4
:gﬁ:i/negdt:? ?:rl]issitci;place evoked energy for my living and 3.09 4 4 0514 4 4
Holistic Tourism was good for my health 4.04 4 4 0.503 4 4
Holistic Tourism improved my life quality 4.12 4 4 0.585 4 4
| am satisfied with my decision to choose holistic tourism 412 4 4 0.471 4 4
On the whole, | am happy with this holistic destination 4.06 4 4 0.501 4 4
Overall, I loved visiting this holistic destination 4.02 4 4 0.526 4 4
| enjoy and am passionate about this holistic destination 3.93 4 4 0.510 4 4

Table 5: Factors, variables and Cronbach’s Alpha.

Factors

Variables Cronbach’s Alpha

Desire to escape the routine of work.

|. Relaxation and escape motivation

Desire to escape everyday life stress.

0.805

Recovery of body energy.
Disease Prevention.

1. Health and body motivation Weight Loss.

Self-realization.

Il Holistic motivation Purifying onesel.

Achieving balance between body, spirit and mind.

0.877

0.846

Looking for relaxation and meditation sessions.
Recreational programs associated with the product.

IV. Recreation and wellbeing motivation

Superstructures associated with the product.
Contact with Nature.

0.807

Seeking unity and a sense of well-being.

V. Motivation for new experience and authenticity

Possibility to try and experience something different.
Character and authenticity of this new form of tourism.

0.711

It is important for me to enjoy pleasant holistic tourism.

VI. Holistic and wealth self-image

VII. Satisfaction with holistic experience regarding life quality
and wellbeing

| choose holistic tourism only when prices are more affordable.
| think that enjoying this type of travel is synonymous with wealth.

Considering this holistic destination cost, it provided a lot of benefits.

Visiting this holistic place evoked energy for my living and relieved my tension.
Holistic Tourism was good for my health.

Holistic Tourism improved my life quality.

0.653

0.880

New Trends in Tourism Management

| am satisfied with my decision to go on holistic tourism.
On the whole, | am happy with this holistic destination.

VIII. Satisfaction with the holistic destination

Overall, | loved visiting this holistic destination.

0.887

| enjoy and am passionate about this holistic destination.

IX. Satisfaction with the holistic experience uniqueness

search for authentic experiences in order to revitalize the individuals’
personal identity [6]. By practicing and living a holistic experience,
tourists seek to achieve a balance between body, spirit and mind,
looking for their self-fulfillment, relaxation and meditation. The
main goal of this study is to deepen the study of holistic tourism due
to the lack of studies in this specific area. We analyzed the profile
of tourists who choose holistic tourism, namely their motivations,
self-image and satisfaction. As far as holistic market characterization
is concerned it was possible to prove that the main motivations for
choosing this type of tourism are the desire to escape the routine of
work, to get away from everyday life stress, to experience something
new, and the authenticity of this new form of tourism. All these
conclusions confirm that the main motivations for holistic tourism

The concept of this holistic program was unique.
| enjoyed an unique experience in this holistic destination.

0.936

are the desire to escape, achieving balance and well-being [3,14]. The
most highlighted dimensions of self-image - when practicing holistic
tourism - were the value for money attributed to holistic products
and the product reflecting tourists’ self-image. These results are in
consonance with other studies [37-39]. Due to the high profile of
these tourists, their satisfaction levels were analyzed [56-59]. The
levels were globally high but holistic tourists were more satisfied
with the staff’s kindness and willingness to help and the choice of the
holistic product itself because it is considered a product that improves
life quality and is good for people’s health. Tourists also showed their
satisfaction with the holistic destinations in general stating that they
loved visiting those destinations. These are very important insights
for managers, especially because holistic tourists are satisfied with the
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Table 6: Factor Pearson Correlations.

Relaxation Health _n Recreation Motivation for Holistic H.°I'St'f" Satisfaction Satisfaction
Holistic . . satisfaction . e . .
and escape and body L and wellbeing new experience and wealth | = " .. with the holistic | with the holistic
o L Motivation e L. . with life quality s .
motivation motivation ) motivation  and authenticity = self-image and wellbein destination uniqueness
U] (I (Iv) v) (V1) Vi) 9 (v (IX)
| 1
Il 0.370** 1
11l 0.396** 0.347* 1
\% 0.523** 0.304** 0.365** 1
\Y 0.367** 0.455** 0.136 0.258** 1
\ 0.200* 0.148 0.447* 0.176 0.250* 1
\ll 0.425** 0.150 0.517* 0.249* 0.021 0.376** 1
VIl 0.276** 0.209* 0.456** 0.136 0.255* 0.273** 0.602** 1
IX 0.053 0.066 0.080 0.090 -0.184 0.013 0.227* 0.171 1

This positive relationship indicates that, currently, more and more people seek new alternatives for tourism or to travel. They mainly desire to recover their energy levels

and enjoy some quality time and rest.

choice of this kind of product. They are aware of its importance to
their life and health quality as showed in previous research [8,10,11].
The human aspect of service providers was highlighted with the
emphasize put on the staff’s behavior. In this study the connections
between holistic tourists’ motivations; self-image and satisfaction
levels were also analyzed. It was possible to conclude that there is a
generic relationship between motivations, holistic and wealth self-
image and holistic tourists’ satisfaction. The holistic motivation is
related with the relaxation and escape motivation, health and body
motivation, with the holistic and wealth self-image, with the holistic
satisfaction to get life quality and wellbeing and finally with the
satisfaction with the holistic destination. This is a very interesting
result, since it confirms previous studies that connect holistic
tourism to the triangle formed by body, mind and wellbeing in a
destination that offers quality [7,10,11]. However, it was not possible
to prove the existence of a relationship between satisfaction with the
holistic experience uniqueness and motivation for new experience
and authenticity. This probably occurs because this product is
too exclusive and differentiated from the other tourism products.
This study allowed us to help filling a literature and research gap
regarding a very prospective tourism product by analyzing the main
characteristics of holistic tourists, specially their profile, motivations,
self-image and satisfaction. Based on the results it is possible to point
out some implications for firms and destination managers whose aim
is to explore this luxury market. Therefore, a strategy for tourism
destinations, attractions and accommodation structures depends
on how and why tourists connect with products and destinations.
Managers of holistic destination hotels and resorts that want to target
these tourists should not only find strategies that will increase their
offer for relaxation, escape, uniqueness and authenticity, but also
positioning their offer focusing on the high value for money. These
results can also provide some direction on how to better define an
information-oriented business strategy. By identifying tourists’ main
motivations for holistic tourism, it becomes possible to define better
marketing strategies to target this specific market segment and create
differentiated strategies and to improve their implementation . It’s
fundamental for resorts and spas that want to explore this market to
be aware of tourists’ expectations so they can offer better options for
their life and health quality and so that their staff might adopt the best
possible behavior. Hotels, resorts and destination managers that want
to target holistic tourists should build an offer that connects all these
dimensions: body, mind and wellbeing; and base their main image
and promotion on those components. Last but not least, the four
Portuguese destinations where this study was made - Gerés, Lisbon,

Algarve and Azores should improve their positioning as holistic
destinations since tourists showed high levels of satisfaction with
those destinations for holistic tourism practice [59-62].

Limitations and Further Research

There are some study limitations to be considered. The first
limitation is that the final instrument (i.e. the questionnaire) may
have created common method variance that could have inflated
construct relationships. This could have been particularly threatening,
if the respondents had been aware of the conceptual framework.
However, they were not told the specific purpose of the study, and all
the construct items were separated and mixed so that no respondent
should be able to detect which items were affecting which factors. On
the other hand, the study might omit and therefore not consider other
eventually existing relevant motivations, self-image and satisfaction’
dimensions regarding holistic tourism. Another limitation is related
with the study setting; the data was gathered in four Portuguese
destinations, which may limit the results’ generalizability. To
establish the data generalizability, it is suggested that data should be
gathered in other potential holistic tourism destinations. Therefore,
future research is encouraged in order to analyze new items and
factors applicable to the same or other similar research settings
and that other variables which might be related with the present
constructs (lifestyles, place-attachment and/or involvement) can
be taken into account. Taking the correlation results into account
it could be interesting in future studies to analyze the causality
between motivations and self-image and satisfaction. The analysis of
satisfaction with the holistic experience uniqueness and with other
motivations and personal image factors is also suggested. On the
other hand developing a structural equation modeling, analyzing
and studying the relationship between motivation, self-image and
satisfaction is also suggested, particularly causal models that could
explain the impact of motivations and self-image on the holistic
tourists satisfaction.

Acknowledgements

Polytechnic Institute of Viseu, the Center for Studies in Education,
Technologies and Health (CI&DETS) and the Portuguese Foundation for Science
and Technology (FCT).

References

1. Seabra C, Abrantes J, Kastenholz E (2014) The influence of terrorism
risk perception on purchase involvement and safety concern international
travellers. J Market Manage 30: 874-903.

e Page 6 of 8 o


http://www.tandfonline.com/doi/abs/10.1080/0267257X.2014.934904
http://www.tandfonline.com/doi/abs/10.1080/0267257X.2014.934904
http://www.tandfonline.com/doi/abs/10.1080/0267257X.2014.934904

Citation: Rocha G, Seabra C, Silva C, Abrantes JL (2016) Holistic Tourism: Motivations, Self-Image and Satisfaction. J Tourism Res Hospitality S2-004.

12.
13.

20.

21.
22.
23.
24,
25.
26.
27.

28.

New Trends in Tourism Management

Urry J (1990) The tourist gaze: leisure and travel in contemporary societies.
London: Sage Publications

Holladay P, Ponder L (2012) Identification-of-self through a Yoga-Travel-
Spirit Nexus. Akademisk 4: 308-317.

Willson G (2011) The search of inner peace: Considering the spiritual
movement in tourism. The Journal of Tourism and Peace Research 1: 16-26.

Smith M, Kelly C (2006) Holistic Tourism: Journeys of the Self? Tourism
Recreation Research 31: 15-24.

Reisinger Y, Steiner CJ (2006) Reconceptualizing object authenticity. Ann
Tourism Res 33: 65-86.

Smith M (2003) Holistic holidays: tourism and the reconciliation of body, mind
and spirit. Tourism Recreation Research 28: 103-108.

Mueller H, Lanz-Kaufman E (2011) Wellness tourism: market analysis of a
special health tourism segment and implications for hotel industry. J Vacat
Mark 7: 5-17.

Lim Y, Kim H, Lee T (2016) Visitor motivational factors and level of
satisfaction in wellness tourism: Comparison between first-time visitors and
repeat visitors. Asia Pac J Tourism Res 21: 137-156.

.Langviniene N (2011) The peculiarities of wellness day and resort spa

services in Lithuania. Societal Studies 3: 1313—-1328.

. Hall D (2011) Tourism development in contemporary Central and Eastern

Europe: Challenges for the industry and key issues for researchers. HUMAN
GEOGRAPHIES—-Journal of Studies and Research in Human Geography 5:
5-12.

Allcock J (1988) Tourism as a sacred journey. Loisir et Société 11: 33-48.

Sharpley R, Jepson D (2011) Rural Tourism: A spiritual experience? Ann
Tour Res 38: 52-71.

. Timothy DJ, Conover PJ (2006) Nature religion, self-spirituality and new age

tourism. In D. T. Olsen (Ed.), Tourism, Religion and Spiritual Journeys (139-
155). New York: Routledge.

. Sharpley R, Sundaram P (2005) Tourism: A sacred journey? The case of

Ashram tourism, India. Int J Tourism Res 7: 161-171.

. Seabra C, Silva C, Abrantes J, Vicente M, Hernstein R (2016) The influence

of motivations in tourists’ involvement. Anatolia - An International Journal of
Tourism and Hospitality Research 27: 4-15.

. Taplin RH (2012) The value of self-stated attribute importance to overall

satisfaction. Tourism Manage 33: 295-304.

. Pearce P (1982) Perceived Changes in Holiday Destinations. Ann Tour Res

9: 145-164.

.Pearce P (1993) Fundamentals of traveller motivation. In D. Pearce, &

R. Butler (Edits.), Tourism research: Critiques and challenges (113-134)
London: Routledge.

Uysal M, Hagan A (1993) Motivation of pleasure travel and tourism. In M.
Khan, M. Olsen, & T. Var (Edits.), Encyclopedia of Hospitality and Tourism
(798-810) New York: Van Nostrand Reinhold.

Ajzen |, Fishbein M (1980) Understanding attitudes and predicting social
behaviour. Englewood Cliffs, NJ: Prentice Hall.

Yoon Y, Uysal M (2005) An examination of the effects of motivation and
satisfaction on destination loyalty: A structural model. Tourism Manage 26:
45-56.

Fodness D (1994) Measuring tourist motivation. Ann Tour Res 21: 555-581.

Crompton JL, McKay S (1997) Motives of visitors attending festival events.
Ann Tour Res 24: 425-439.

Shoemaker S (1994) Segmenting the US travel market according to benefits
realized. J Travel Res 33: 8-21.

Baloglu S, Uysal M (1996) Market segments of push and pull motivations: A
canonical correlation approach. Int J Contemp Hospit Manag 8: 32-38.

Iso-Ahola S (1982) Towards of a social psychology theory of tourism
motivation: A rejoinder. Ann Tour Res 9: 256-262.

Crompton JL (1979) Motivations for pleasure vacation. Ann Tour Res 6: 408-
424,

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

40.

41.

42.

43.

44,

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

doi:http://dx.doi.org/10.4172/2324-8807.52-004

Sharpley R (ed) (2002) The Tourism Business: An Introduction. Sunderland.
Business Education Publishers Ltd.

Silva C, Abrantes J, Lages C (2009) Push motivations for tourism mountain
destinations. In A. Fyall, M. Kozak, L. Andreu, J. Gnoth, & S. Sibila, Marketing
innovations for sustainable destinations (pp. 92-101). Oxford: Good fellow
Publishers.

Beard J, Ragheb M (1983) Measuring leisure motivation. J Leis Res 15: 219-
228.

Goossens C (2000) Tourism information and pleasure motivation. Ann Tour
Res 27: 301-321.

Lee TH, Crompton J (1992) Measuring novelty seeking in tourism. Ann Tour
Res 19: 732-751.

Silva C (2011) A imagem dos destinos turisticos de montanha: Os olhares dos
residentes e dos turistas. Departamento de Economia, Gestéo e Engenharia
Industrial - Aveiro, Portugal.

Ryan C, Glendon | (1998) Application of leisure motivation scale to tourism.
Ann Tour Res 25: 169-184.

Sirgy J, Grewal D, Mangleburg T, Park J, Chon K, et al. (1997) Assessing
the predictive validity of two methods of measuring self-image congruence. J
Acad Market Sci 25: 229-241.

Hosany S, Martin D (2012) Self-lmage congruence in consumer behavior. J
Bus Res 65: 685-691.

Sparks B, Bradley G, Jennings G (2011) Consumer value and self-image
conguency at different stages of timeshare ownership. Tourism Manage 32:
1176-1185.

Sirgy M, Su C (2000) Destination image, self-congruity, and travel behaviour:
Toward and integrative model. J Travel Res 38: 340-352.

Lichtenstein D, Netemeyer R, Burton S (1990) Distinguishing coupon
proneness from value consciousness: An acquisition-transaction utility theory
perspective. J Market 54: 54-67.

Lichtenstein DR, Ridgway NM, Netemeyer RG (1993) Price perceptions and
consumer shopping behavior: A field study. J Market Res 30: 234-245.

O’Cass A, McEwen H (2004) Exploring consumer status and conspicuous
consumption. J Consum Behav 4: 25-39.

Shukla P (2010) Status consumption in cross-national context: Socio-
psychological, brand and situational antecedents. Int Mark Review 27: 108-129.

Spangenberg E, Voss K, Crowley A (1997) Measuring the hedonic and
utilitarian dimensions of attitude: A generally applicable scale. Adv Consum
Res 24: 235-241.

Tsai SP (2005) Impact of personal orientation on luxury-brand purchase
value. Int J Market Res 47:177-206.

Radojevic T, Stanisic N, Stanic N (2015) Ensuring positive feedback: Factors
that influence customer satisfaction in the contemporary hospitality industry.
Tourism Manage 51: 13-21.

Dominici G, Guzzo R (2010) Customer satisfaction in the hotel industry: A
case study from Sicily. Int J Market Studies 2: 3-12.

Oliver RL (1996) Satisfaction: A behavioral perspective on the consumer.
McGraw-Hill Publishing Company.

Leeweun L, Quick S, Daniel K (2002) The sport satisfaction model: A
conceptual framework for understanding the satisfaction of spectators. Sport
Management Review 99-128.

Zeithaml V (1988) Consumer Perceptions of Price, Quality and Value: A
Means-End Model and Synthesis of Evidence. J Market 3: 2-22.

Agyapong G (2010) The effect of service quality on customer satisfaction in
the utility industry - A case of Vodafone. Int J Bus Manage 6: 203-210.

Bolton R, Drew J (1991) A multistage model of customers’ assessments of
service quality and value. J Consum Res 17: 375-384.

Chen C, Tsai D (2007) How destination image and evaluative factors affect
behavioral intentions? Tourism Manage 28: 1115-1122.

Bolton R, Lemon K (1999) A dynamic model of customer’s usage of services:
usage as an antecedent and consequence of satisfaction. J Market Res 36:
171-186.

e Page 7 0f 8 e


http://akademiskkvarter.hum.aau.dk/pdf/vol4/Holladay_Ponder_Identifiscation.pdf
http://akademiskkvarter.hum.aau.dk/pdf/vol4/Holladay_Ponder_Identifiscation.pdf
http://www.tandfonline.com/doi/abs/10.1080/02508281.2006.11081243
http://www.tandfonline.com/doi/abs/10.1080/02508281.2006.11081243
http://www.sciencedirect.com/science/article/pii/S0160738305000897
http://www.sciencedirect.com/science/article/pii/S0160738305000897
http://www.tandfonline.com/doi/abs/10.1080/02508281.2003.11081392
http://www.tandfonline.com/doi/abs/10.1080/02508281.2003.11081392
http://jvm.sagepub.com/content/7/1/5.short
http://jvm.sagepub.com/content/7/1/5.short
http://jvm.sagepub.com/content/7/1/5.short
http://www.tandfonline.com/doi/abs/10.1080/10941665.2015.1029952?journalCode=rapt20
http://www.tandfonline.com/doi/abs/10.1080/10941665.2015.1029952?journalCode=rapt20
http://www.tandfonline.com/doi/abs/10.1080/10941665.2015.1029952?journalCode=rapt20
https://www.mruni.eu/upload/iblock/c00/9_Langviniene.pdf
https://www.mruni.eu/upload/iblock/c00/9_Langviniene.pdf
http://www.humangeographies.org.ro/articles/52/5_2_11_1_derek.pdf
http://www.humangeographies.org.ro/articles/52/5_2_11_1_derek.pdf
http://www.humangeographies.org.ro/articles/52/5_2_11_1_derek.pdf
http://www.humangeographies.org.ro/articles/52/5_2_11_1_derek.pdf
http://www.tandfonline.com/doi/abs/10.1080/07053436.1988.10715288
http://www.sciencedirect.com/science/article/pii/S0160738310000678
http://www.sciencedirect.com/science/article/pii/S0160738310000678
http://www.tandfonline.com/doi/abs/10.1080/13032917.2015.1083204
http://www.tandfonline.com/doi/abs/10.1080/13032917.2015.1083204
http://www.tandfonline.com/doi/abs/10.1080/13032917.2015.1083204
http://www.sciencedirect.com/science/article/pii/S0261517711000720
http://www.sciencedirect.com/science/article/pii/S0261517711000720
http://www.sciencedirect.com/science/article/pii/0160738382900445
http://www.sciencedirect.com/science/article/pii/0160738382900445
http://www.citeulike.org/group/38/article/235626
http://www.citeulike.org/group/38/article/235626
http://www.sciencedirect.com/science/article/pii/S0261517703002000
http://www.sciencedirect.com/science/article/pii/S0261517703002000
http://www.sciencedirect.com/science/article/pii/S0261517703002000
http://www.sciencedirect.com/science/article/pii/0160738394901201
http://www.sciencedirect.com/science/article/pii/S0160738397800102
http://www.sciencedirect.com/science/article/pii/S0160738397800102
http://jtr.sagepub.com/content/32/3/8.abstract
http://jtr.sagepub.com/content/32/3/8.abstract
http://jtr.sagepub.com/content/32/3/8.abstract
http://jtr.sagepub.com/content/32/3/8.abstract
http://www.sciencedirect.com/science/article/pii/0160738382900494
http://www.sciencedirect.com/science/article/pii/0160738382900494
http://www.sciencedirect.com/science/article/pii/0160738379900045
http://www.sciencedirect.com/science/article/pii/0160738379900045
http://www.sciencedirect.com/science/article/pii/S0160738399000675
http://www.sciencedirect.com/science/article/pii/S0160738399000675
http://www.sciencedirect.com/science/article/pii/016073839290064V
http://www.sciencedirect.com/science/article/pii/016073839290064V
http://www.sciencedirect.com/science/article/pii/S0160738397000662
http://www.sciencedirect.com/science/article/pii/S0160738397000662
http://link.springer.com/article/10.1177%2F0092070397253004
http://link.springer.com/article/10.1177%2F0092070397253004
http://link.springer.com/article/10.1177%2F0092070397253004
http://www.sciencedirect.com/science/article/pii/S014829631100110X
http://www.sciencedirect.com/science/article/pii/S014829631100110X
http://www.sciencedirect.com/science/article/pii/S0261517710002177
http://www.sciencedirect.com/science/article/pii/S0261517710002177
http://www.sciencedirect.com/science/article/pii/S0261517710002177
http://jtr.sagepub.com/content/38/4/340.short
http://jtr.sagepub.com/content/38/4/340.short
http://www.jstor.org/stable/1251816?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/1251816?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/1251816?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3172830
http://www.jstor.org/stable/3172830
http://nova.newcastle.edu.au/vital/access/manager/Repository/uon:6390
http://nova.newcastle.edu.au/vital/access/manager/Repository/uon:6390
http://www.emeraldinsight.com/doi/abs/10.1108/02651331011020429
http://www.emeraldinsight.com/doi/abs/10.1108/02651331011020429
http://www.acrwebsite.org/volumes/8048/volumes/v24/NA-24
http://www.acrwebsite.org/volumes/8048/volumes/v24/NA-24
http://www.acrwebsite.org/volumes/8048/volumes/v24/NA-24
http://www.acrwebsite.org/volumes/8048/volumes/v24/NA-24
http://www.acrwebsite.org/volumes/8048/volumes/v24/NA-24
http://www.sciencedirect.com/science/article/pii/S0261517715000783
http://www.sciencedirect.com/science/article/pii/S0261517715000783
http://www.sciencedirect.com/science/article/pii/S0261517715000783
http://www.ccsenet.org/journal/index.php/ijms/article/view/8103
http://www.ccsenet.org/journal/index.php/ijms/article/view/8103
http://www.sciencedirect.com/science/article/pii/S1441352302700636
http://www.sciencedirect.com/science/article/pii/S1441352302700636
http://www.sciencedirect.com/science/article/pii/S1441352302700636
https://www.jstor.org/stable/1251446
https://www.jstor.org/stable/1251446
http://www.ccsenet.org/journal/index.php/ijbm/article/view/10443
http://www.ccsenet.org/journal/index.php/ijbm/article/view/10443
https://www.jstor.org/stable/2626833?seq=1#page_scan_tab_contents
https://www.jstor.org/stable/2626833?seq=1#page_scan_tab_contents
http://www.sciencedirect.com/science/article/pii/S0261517706001397
http://www.sciencedirect.com/science/article/pii/S0261517706001397
http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents

Citation: Rocha G, Seabra C, Silva C, Abrantes JL (2016) Holistic Tourism: Motivations, Self-Image and Satisfaction. J Tourism Res Hospitality S2-004.

doi:http://dx.doi.org/10.4172/2324-8807.52-004

55. Choi Y, Kim J, Lee C, Hickerson B (2015) The role of functional and wellness 59. MacCannell D (1977) The tourist. New York: Schockon.

values in visitors’ evaluation of spa experiences. Asia Pacific Journal of X . i X X .
Tourism Research 20: 263-279. 60. Pizam A, Neumann Y, Reichel A (1979) Tourist Satisfaction. Ann Tourism

Res 6: 195-197.
56.Yang Z, Peterson R (2004) Customer perceived value, satisfaction, and

loyalty: the role of switching costs. Psychology & Marketing 21: 799-822. 61. Shu-pei T (2012) Place attachment and tourism marketing: Investigating

international tourists in Singapore. Int J Tourism Res 14: 139-152.

57. Chen CF, Tsai M (2008) Perceived value, satisfaction, and loyalty of tv travel . . L
product shopping: Involvement as a moderator. Tourism Manage 29: 1166- 62. Stange J, Brown D, International S (2011) Tourism destination management
1171, achieving sustainable and competitive results.

58. Cronbach L (1951) Coefficient alpha and the internal structure of tests.
Psychometrika 16: 297-334.

Author Affiliation Top

"Higher School of Technology and Management, Polytechnic Institute of Viseu

( N
Submit your next manuscript and get advantages of SciTechnol

submissions

50 Journals

' o

o
3

21 Day rapid review process
1000 Editorial team
2 Million readers

Publication i diately after

o

o

R

2
E3

o

<

o

<

Quality and quick editorial, review processing

This article was originally published in a special issue, New Trends

in Tourism Management handled by Editor, Dr. Clauda Seabra, Submit your next manuscript at e www.scitechnol.com/submission

Polytechnic Institute of Viseu, Portugal.

New Trends in Tourism Management e Page 8of8e



http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents
http://www.jstor.org/stable/3152091?seq=1#page_scan_tab_contents
http://onlinelibrary.wiley.com/doi/10.1002/mar.20030/abstract
http://onlinelibrary.wiley.com/doi/10.1002/mar.20030/abstract
http://www.sciencedirect.com/science/article/pii/S026151770800040X
http://www.sciencedirect.com/science/article/pii/S026151770800040X
http://www.sciencedirect.com/science/article/pii/S026151770800040X
http://link.springer.com/article/10.1007/BF02310555
http://link.springer.com/article/10.1007/BF02310555
http://onlinelibrary.wiley.com/doi/10.1002/jtr.842/abstract
http://onlinelibrary.wiley.com/doi/10.1002/jtr.842/abstract

	Title
	Corresponding author
	Abstract
	Keywords 
	Introduction 
	Literature Review 
	Motivation for holistic tourism 
	Self-Image in holistic tourism 
	Satisfaction in holistic tourism 

	Methodology
	Results 
	Conclusions and Implications 
	Limitations and Further Research 
	Acknowledgements 
	Table 1
	Table 2
	Table 3
	Table 4
	Table 5
	Table 6
	References 

