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Abstract. The Western Region, located in the Central Region of Portugal, has a vast and rich natural
and cultural heritage allowing a wide range of tourist experiences. Consequently, the aim of this
study is to analyse the tourist interests and motivations that lead tourists to visit the Western Region
of mainland Portugal. In 2021, 355 individuals were surveyed through a questionnaire survey, most-
ly living in mainland Portugal. The results reveal that the preferences of respondents for the types
of tourism they most like or would like to undergo in the Western Region are Sun and Sea Tourism,
Leisure Tourism, Cultural Tourism, Adventure and Nature Tourism, and Gastronomic Tourism. This
study may contribute to a better understanding of the tourists’ motivations to visit the Western Re-
gion, and may be an important contribution to the tourism management entities, in order for them to
enhance and/or improve their offers in this region of Portugal.
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1. INTRODUCTION

The tourism market evolves according to tourists’ needs and interests, also influ-
enced by the socio-economic and political environment in which the society is.
It highlights the importance of a destination tourist services and products in the

" Daniela AMORIM, Ana Elisa SOUSA, Paulo ALMEIDA, Tania GUERRA, Polytechnic of Leiria,
School of Tourism and Maritime Technology, Campus 4 — Rua do Conhecimento, n°® 4, 2520-614
Peniche, Portugal; e-mails: daniela.amorim@ipleiria.pt, ana.c.sousa@ipleiria.pt, palmeida@ipleiria.
pt, tania.guerra@ipleiria.pt, ORCIDs: https://orcid.org/0000-0003-0391-7554, https://orcid.org/0000-
0002-0710-8829, https://orcid.org/0000-0002-4797-2128, https://orcid.org/0000-0002-7266-9374

. © by the author, licensee LodZ University — L6dZ University Press, £0dz, Poland. This article is an open
@Creatlve access article distributed under the terms and conditions of the Creative Commons Attribution license
COMMONS CC-BY-NC-ND 4.0 (https://creativecommons.org/licenses/by-nc-nd/4.0/)
Received: 23.02.2023. Revised: 18.07.2023. Accepted: 04.10.2023



https://doi.org/10.18778/1231-1952.30.2.11
https://orcid.org/0000-0003-0391-7554
https://orcid.org/0000-0002-0710-8829
https://orcid.org/0000-0002-4797-2128
https://orcid.org/0000-0002-7266-9374
mailto:daniela.amorim@ipleiria.pt
mailto:ana.c.sousa@ipleiria.pt
mailto:palmeida@ipleiria.pt
mailto:palmeida@ipleiria.pt
mailto:tania.guerra@ipleiria.pt
https://orcid.org/0000-0003-0391-7554
https://orcid.org/0000-0002-0710-8829
https://orcid.org/0000-0002-0710-8829
https://orcid.org/0000-0002-4797-2128
https://crossmark.crossref.org/dialog/?doi=10.18778/1231-1952.30.2.11&domain=czasopisma.uni.lodz.pl

184 Daniela Amorim, Ana Elisa Sousa, Paulo Almeida, Tania Guerra

growth of tourism, primarily intended to meet the needs and demands of tourists
(Cunha, 2013; Jiménez and Martin, 2004; Smith, 1989). The factors influencing
tourism demand are closely related to the models of consumer behaviour, such
as attitudes, perceptions, images and motivations, the preponderant variables in
the decision making regarding the choice to visit touristic destination (Amor-
im et al., 2019, 2020; Cooper et al., 2007; Lopez-Guzman et al., 2019; Yoo,
etal.,2018).

The main objective of the present study is to analyse the motivations behind
tourists visiting the Western Region of Portugal and to explore its attractions and
potential for both internal and external promotion. The findings of this study will
enable Destination Management Organizations (DMOs), municipalities, and oth-
er tourism-related entities to formulate strategies that create more enriching and
satisfying experiences for tourists. These strategies will be informed by an under-
standing of the region’s potential and align with the interests and motivations of
tourists.

To achieve this objective, the literature review will focus on exploring the pre-
dominant types of tourism in the western region, which include cultural tourism,
leisure tourism, creative tourism, nature tourism, sun and sea tourism, and food
tourism. Additionally, several models of tourism consumer behaviour will be ex-
amined to gain insights into demand patterns and the evolutionary trajectory of
tourism from the perspective of the tourist consumer.

The sample of this study consisted of 355 individuals, mostly residents in
mainland Portugal, and a questionnaire survey was applied in 2021. The data
obtained was analysed and interpreted using the statistical software Statistical
Package for Social Science (SPSS) version 26. It is intended that this study may
contribute to a better understanding of the needs and motivations of tourists in the
western region of Portugal and may be an added value for the communication and
intervention action strategies of the tourism sector management entities of this
Portuguese region.

2. LITERATURE REVIEW

2.1. Types of tourism and their products

Tourism development must consider the space and resources existing in the des-
tinations. Also, tourism promotion should consider the territorial specificities,
properly planned and structured according to the product-space perspective and
articulated with the involvement of all public and private agents (Leiper, 1979;
Mathieson and Wall, 1982).
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Tourism products and offers originate various types of tourism, leading to a va-
riety of interests and motivations by visitor and/or tourist. Oliveira (2003) defends,
thus, the following tourism typology: leisure tourism, events tourism, thermal wa-
ter tourism, sports tourism, religious tourism, youth tourism, social tourism, cul-
tural tourism, ecological tourism, shopping tourism, nature and adventure tourism,
food tourism, incentive tourism, tourism for the elderly, rural tourism, exchange
tourism, cruise tourism, business tourism, gay tourism, health tourism, and ethnic
and nostalgic tourism.

Culture is the central element in tourism and takes different forms over time
and space. The tourism consumption of heritage assets, both tangible and intan-
gible, serves as a lever for creating different types of cultural tourism (Declara-
tion on Cultural Diversity, OECD, 2009). Cultural Tourism has been one of the
tourism segments with great focus (Oliveira, 2003) considered by Guerreiro et al.
(2014) a promising market segment, with a higher growth trend than other niches.

According to the United Nation World Tourism Organization (UNWTO,
2018), in cultural tourism, the visitor’s essential motivation is to learn, discover,
experience, and consume the attractions or tangible and intangible cultural prod-
ucts in a destination. These attractions and products encompass a diverse array
of material, intellectual, spiritual, and emotional characteristics that are deeply
rooted in society. They embody such elements as arts and architecture, historical
and cultural heritage, culinary heritage, literature, music, creative industries and
peoples with their lifestyle, value systems, beliefs and traditions. Preserving this
rich heritage and its cultural practices is of the utmost importance throughout the
entire process. As pertinently argued by Richards (2010), it is through culture,
tourism, and leisure that it is possible do convey economic growth and enhance
the image of a destination.

Leisure tourism encompasses a wide range of tourism segments and is pri-
marily characterised by trips undertaken for the purpose of pleasure, discovering
new destinations, seeking a change of environment, seeking rest and relaxation,
reconnecting with friends or visiting relatives, and indulging in the beauty of land-
scapes while enjoying a holiday with family. This form of tourism can be pursued
anywhere, and the desire to explore new attractions and landscapes consistently is
the primary motivation for leisure tourists. As a rule, they select places according
to the tourism product that best suits their needs (Oliveira, 2003).

Carvalho (2017) presented a cataloguing of tourist strands that integrate the
type of cultural tourism, namely: heritage tourism, art tourism, ethnic tourism,
literary tourism, gastronomic tourism, indigenous tourism, archaeological tour-
ism, musical tourism, film tourism, festival tourism, historical tourism, military
tourism, dark tourism, among others.

The diverse tourism segments mentioned above contribute to the development
of alternative tourism destinations, fostering fresh perspectives and new oppor-
tunities for various regions. This leads to the emergence of innovative tourism
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models and the rejuvenation of existing destinations, offering tourists an array
of novel experiences and captivating attractions. These transformations enable
tourists to actively participate in co-creating their travel experiences, as explored
by Neuhofer, Buhalis, and Ladkin (2014). This interactive process of experience
co-creation significantly impacts tourists’ decision-making and overall satisfac-
tion with their journeys.

Considering this, in recent years, a new form of tourism known as creative
tourism has emerged, stemming from cultural tourism. This evolving trend, often
referred to as the “third wave of tourism” by various authors (Carvalho, 2011;
Richards, 2010; Santos et al.,2012; UNESCO, 2006), builds upon the progression
from beach tourism to cultural tourism. Creative tourism represents a fresh wave
of tourism experiences that integrate cultural elements and actively engage tour-
ists in participatory and creative activities.

Creative tourism is based on a growing emphasis on intangible resources (such
as traditions, legends, cuisine, among others), enhancing, whenever possible,
the historical areas of the regions, helping destinations to differentiate through
originality, an essential factor to capture and attract tourists with increasingly de-
manding needs and interests in what concerns the tourist experiences they want
to achieve. Novelty, surprise, excitement, and experience are crucial in tourist
choice and motivations, and, therefore, higher levels of quality and satisfaction
are achieved, which in turn influence the tourist loyalty towards the destination
and/or experienced tourist product (Amorim et al., 2019).

In addition, nature tourism has experienced remarkable growth and increasing
demand, both nationally and internationally. The COVID-19 pandemic has further
reinforced the appeal of this particular tourism segment as it provides individuals
with the opportunity to engage with natural surroundings, seek seclusion, and rel-
ish the freedom that comes from being away from densely populated areas prone
to virus transmission (Sousa and Joukes, 2022).

This tourism product, based on the immersive experience of the environment,
is recognised by the World Tourism Organization (WTO) as an important, dynam-
ic and attractive tourism segment. It can also be effectively combined with other
types of tourism, such as sports tourism, business tourism, cultural tourism and ru-
ral tourism (WTO, 2002). In line with this, Wang et al. (2019) conducted an inves-
tigative study focusing on the determinants of tourism demand specifically within
the realm of rural tourism. Their findings highlighted a range of influential factors,
including natural resources, cultural heritage, accessibility, government support,
and marketing efforts, which significantly shape tourists’ decision-making pro-
cesses and ultimately impact the overall demand for rural tourism destinations.

Over the years, many definitions of nature tourism have appeared in the litera-
ture (Valentine, 1992; Lang and O’Leary, 1997; Cunha, 2007; Bryden et al., 2010;
Macouin and Pierre, 2003; Turismo de Portugal, 2023; Tisdell and Wilson, 2012).
According to Turismo de Portugal (2023), nature tourism activities fall within the
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scope of tourist entertainment activities taking place in areas that are part of the
National System of Classified Areas (SNAC). To be recognised, these areas must
be approved by the Institute for Nature Conservation and Forests, I.P. (ICNF).

The National Nature Tourism Program (PNTN), which was approved by Res-
olucdo do Conselho de Ministros (RCM) no. 51/2015, on 21 July, is an integral
part of the strategy for promoting nature tourism. Its main objectives include pro-
moting and highlighting the values and potential of classified areas, as well as
other areas with natural and cultural significance. Additionally, the program aims
to foster the creation of innovative and sustainable tourism products and services.
It also seeks to ensure integration and sustainability in various domains, namely
nature conservation, local development, enhancement of the tourism offerings, di-
versification of tourism activities, and dissemination and enhancement of cultural
heritage (Turismo de Portugal, 2021).

Nature tourism can be distinguished into two categories: soft nature tourism
and hard nature tourism. The former includes lower-risk activities such as walks,
excursions, hiking and wildlife watching. Hard nature tourism refers to more rad-
ical activities for the tourist, such as rafting, kayaking, hiking, climbing, among
others, which require a high degree of concentration or knowledge (for example,
birdwatching) (Turismo de Portugal, 2006).

In the case of hard nature consumers, they are generally young people be-
tween 20 and 35 years old, students and liberal professionals, practicing/involved
in sports or activities of special interest. This type of consumer gathers infor-
mation in specialised magazines, clubs/associations, and online, where they also
buy activities and trips related to the Nature product. The type of accommodation
where they stay is Bed and Breakfast, accommodation integrated in nature (coun-
try houses, camping...), and mountain refuges. The period when they most look
for this type of tourism is spring and summer, normally up to 5 times a year. The
activities they do are related to the practice of sports or special interest activities,
to deepen the knowledge of nature and about environmental education.

Cunha (2007) has indicated that sun and sea tourism is also one of the types
of tourism that maintains high levels of demand, continuing to have quite signifi-
cant numbers of visitors and income generated. This type of tourism is present in
tourist destinations that enable bathing activities on attractive beaches in a natural
environment and is therefore a type of tourism that is limited only to the coastal
areas of a given territory.

This type of tourism product faces several significant challenges, particularly
in relation to spatial planning. These challenges manifest in the form of high lev-
els of tourist concentration, environmental and landscape degradation, especially
in coastal areas due to excessive development, pronounced seasonality, and is-
sues of tourist overcrowding. As a consequence, the quality of tourist services can
be compromised, with challenges such as precarious employment, inadequately
trained human resources, and high turnover rates among staff members, among
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other concerns (Cunha, 2007). In response to these challenges, continuous ef-
forts have been made over the years to promote innovation, requalification, and
reorganisation. Additionally, strategic alliances have been formed with comple-
mentary tourism products, including golf tourism, sports tourism, and nautical
tourism, among others, while maintaining sun and sea tourism as the primary
focus (Cunha, 2007).

Cuisine tourism has also been in the spotlight in recent years, positively in-
fluencing the competitive strength and sustainability of a destination, the local
economy and regional development (UNWTO, 2017). In 2027, the Strategic Plan
for Tourism advocated for cuisine as a “priority strategic asset” (Andrade-Suarez
and Caamano-Franco, 2020).

This type of tourism refers to all tourism activities related to the visitor’s ex-
perience with food and beverages in destinations that stand out for cuisine (UN-
WTO, 2012). Hall and Mitchell (2001) have argued that food tourism can in-
clude food festivals, food fairs, restaurants, farmers’ markets, food fairs, visits to
food-related sites, and food tours.

For Tikkanen (2007), cuisine is considered part of local culture and a tool
for local economic development; furthermore, it encourages tourism in the area.
According to Kivela and Crotts (2005), food tourism plays an important role in
tourists’ decision to revisit a place, in the destinations choice and in destination
advertising. It is also one of the main factors that determine the attractiveness of
a destination (Aydogdu ef al., 2016).

There are also authors who argue that cuisine may not be considered an es-
sential part of the tourist trip, but it can also lead to the satisfaction of the tourist
experience and needs (Bjork and Kauppinen-Réisdnen, 2019), being an element
that may influence the tourist when choosing a destination (Levitt et al., 2019).

2.2. Factors influencing tourism demand

The field of tourism has witnessed a multitude of studies exploring the diverse
range of factors that drive tourism demand (Wu et al., 2017). According to the
comprehensive analysis conducted by Cooper et al. (2007), the factors that signifi-
cantly influence tourism demand are closely related to models of consumer behav-
iour. The dimensions of attitudes, perceptions, images, and motivations emerge
as preponderant variables in the decision-making process when choosing tourist
destinations to visit.

Attitudes reflect individuals’ perceptions of the world, while perceptions in-
volve the mental impressions that shape attitudes and behaviours towards prod-
ucts. Images encompass beliefs, ideas, and impressions associated with tourist
destinations and products. Motivations are the inner needs that drive individuals
to travel and initiate the demand for tourism.
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Considering these dimensions, it becomes possible to gain insights into tour-
ism consumption by:

1) Understanding consumer behaviour and decision-making processes related
to tourism products, driven by needs, motivations, and decision processes.

2) Analysing the impact of promotional strategies on consumer behavior.

3) Identifying different market segments based on consumption behaviour.

4) Exploring ways for managers to enhance marketing effectiveness.

Figure 1 provides a simplified representation of the main influences affecting
consumer decision-making.

Socioeconomic Influences Cultural Influences

Motivations or

. Perception
energizers

The consumer as
a decision maker

Personality/attitude Learning

Fig. 1. Framework of consumer decision-making
Source: Copper et al. (2007, p. 79).

Cooper et al. (2007) have proposed a system for analysing the tourism consum-
er’s decision-making process, consisting of four key elements. These elements
include energisers of demand, which are the motivational forces that drive tourists
to visit attractions or go on holidays. Demand enhancers involve the influence of
learning processes, attitudes, and associations that shape consumers’ perception
of a destination or tourism product. The roles and decision-making process high-
light the involvement of family members in the various stages of acquiring and
finalising decisions about when, where, and how to consume the tourism product.
Lastly, determinants of demand play a crucial role in filtering and shaping con-
sumer decisions, considering economic, sociological, and psychological factors
that impact travel choices.

Tourist demand is driven by various motivational factors, encompassing socio-
logical and psychological aspects that shape individuals’ norms, attitudes, culture,
and perceptions. Mclntosh ez al. (1995) and Mathieson and Wall (1996) identified
four categories of tourists’ motivations.
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1) Physical motivators encompass rest, health, sports, and pleasure, providing
activities that alleviate tension.

2) Cultural motivators reflect a desire to explore other cultures, learn about
local lifestyles, music, art, folklore, dance, and other cultural aspects.

3) Interpersonal motivators involve the motivation to meet new people, visit
friends or relatives, and seek unique experiences, offering an escape from routine
relationships and satisfying spiritual motives.

4) Status and prestige motivators revolve around personal development, edu-
cation, ego elevation, and recognition from others, enhancing one’s self-esteem.
This category also includes personal growth through hobbies and education.

Regarding the effectors of demand, it is found that the image of a tourist des-
tination is important for the individual because the image a tourist has is part of
a general image of a tourist destination, and these two are closely interrelated.
It is unlikely that if a tourist does not have a positive image about a destination,
they will visit that same destination (Gunn, 1972). The presentation of the image
of a tourist destination must be built on an existing image. The notion of image is
closely related to the individual’s behaviour and attitudes, which are established
based on the image internalised by the person, which will only change if there is
the acquisition of new information or experiences. Mayo (1973) has argued that
even more important than the image of a place in the choice of a tourist destination
is the image that the tourist brings when returning from holiday.

Regarding roles and the decision-making process, the family plays a key role
in the tourist destinations choice. According to Cooper et al. (2007), the family
exerts influences on the individual since childhood, each element has a special
role, and may represent the husband/father, wife/mother, son/brother, and daugh-
ter/sister. Decision-making within the family thus has its impact on certain family
members and this decision-making can be shared or led by one person, with one
family member being the facilitator. The family thus functions as organised pur-
chasing unit whose different role patterns are directed towards particular formats
of obtaining tourism products.

Consumer behaviour in the tourism decision-making process is intentional
and goal-oriented, with individuals making free choices in their consumption
decisions. According to Cooper et al. (2007), who referenced Ajzen and Fishbe-
in (1975), individuals consider the implications of their actions before deciding
to engage in a particular behaviour. This decision-making process involves sev-
eral stages: the emergence and recognition of a need, the level of involvement
in the decision process, the identification and evaluation of alternatives, the ul-
timate choice, the act of purchase, and post-purchase behaviour. In the context
of travel, post-purchase behaviour often involves the need for reassurance and
confidence renewal, which can be addressed through guarantees, access to cus-
tomer service, or seeking recommendations from those who have already expe-
rienced a similar trip.
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Schmoll (1977), as cited by Cooper et al. (2007), presented a model that out-
lined four fields influencing the final travel decision. These fields include triggers
to travel, personal and social determinants, external variables, and the touristic
destination itself. Triggers to travel involve external stimuli such as promotion-
al communication and recommendations. Personal and social determinants are
linked to travel-related needs, desires, expectations, and perceived risks. External
variables encompass factors like trust in service providers, the destination’s im-
age, acquired experiences, and practical constraints. Finally, the touristic destina-
tion’s characteristics play a significant role in the decision-making process and its
outcome.

In a related model, Mathieson and Wall (1982) focussed on the system of travel
buying behaviour, which built upon Schmoll’s model by emphasising external
factors and the consumer’s active information-seeking intention. However, this
model overlooks key aspects such as perception, memory, personality, and infor-
mation processing. It primarily takes a product-cantered perspective rather than
a comprehensive consumer behavioural perspective. The model consists of five
stages, as summarized in Table 1.

Table 1. Travel-buying behaviour model

First Feeling the A desire to travel arises, analysing the reasons for and against
stage need/desire to travel | that desire.

Second | Information and Prospective tourists obtain information with the help of

stage evaluation intermediaries, brochures, travel advertisements, friends,

family members with experience in travel. The evaluation
of this information is confronted with the economic and
time constraints, as well as the evaluation of factors such as
accessibility and other options.

Third Decision to travel This stage occurs after the selection of the tourist destination,
Stage mode of travel, accommodations and activities.

Fourth | Preparing for the trip | The trip takes place after confirming reservations, approving
Stage and travel experience | budgets, arranging clothes and equipment.

Fifth Satisfaction The experience is evaluated as a whole, during and after the
stage evaluation with the | trip and the results will have an influence on future travel
trip activities.

Source: Mathieson and Wall (1982).

These steps are influenced by four interrelated factors, namely:

1) Tourist profile: age, education, income attitudes, experience, and inner mo-
tivations;

2) Trip awareness: facilities and services of a tourist destination, considering
the credibility of the source;
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3) Features and characteristics of the tourist destination: attractions, and as-
pects of a tourist destination;

4) Travel aspects: distance, duration, and risk perception of the area visited.

Considering the fact that activities are also a fundamental link between the
trip and the choice of the tourist destination, Moscardo et al. (1996, in Cooper
et al., 2007) presented a different perspective for consumer behaviour, in which
the choice of the tourist destination was made according to the activities offered.
These authors supported the idea that segments of people who make their trips
based on activities could be linked to the activities of tourist destinations through
communication strategies and product development.

2.2.1. Tourist motivation

According to Gutiérrez and Bosque (2010) there is a set of attraction factors, com-
prising various destination attributes that possess motivational power leading the
individuals to desire travel. Considering Abraham Maslow (1970) and the most
classical theory on motivation, this concept focuses on universal human needs that
span one’s life. Maslow’s hierarchy presents five types of needs (physiological
needs, safety needs, love and belonging needs, esteem needs, and self-actualiza-
tion needs), with higher level needs being fulfilled once the preceding lower-level
ones have been satisfied. It is at the third level, where social needs arise, that
Puertas (2004) has suggested the conditions are met for tourism to become a part
of an individual’s life, as a form of social and cultural attainment, and enabling
access to the two upper levels of Maslow’s pyramid, namely esteem and self-ac-
tualisation.

Additionally, Puertas (2004) has considered that the realisation of the tourist
experience serves as a facilitator for achieving these latter two levels, and tour-
ism motivations correspond to the answers that a tourist will give to the question
“Why do I enjoy travelling?”

Undoubtedly, motivation plays a vital role in driving tourist activity (Lopez-Guz-
man et al., 2019; Yoo et al., 2018). Tourists embark on their journeys drawn by ex-
ternal forces that extend beyond the destination itself (Yoo et al., 2018). Heritage,
cultural and natural resources are the determining factors influencing the tourism
development and attractiveness of destinations (Amorim, 2019).

Tourism managers must possess knowledge and awareness of visitors’ and
tourists, as well as their decision-making processes, as these factors are integral to
the development of tourism in regions. Accordingly, marketing and communica-
tion strategies of destinations should be tailored to meet the needs and demands of
participants, effectively motivating visitors and tourists to choose the destination
(Amorim, 2019; Amorim et al., 2019; Cao et al., 2021; Humagain and Singleton,
2023; Kitterlin and Yoo, 2014).
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3. METHODOLOGY

Our study started from the research question: What motivates and interests tour-
ists to visit the western region of Portugal? Based on this question, the following
objectives were outlined:

1) To understand the preferred types of tourism practiced in the western region
of Portugal.

2) To examine the factors influencing travel decisions in Portugal and identify
the primary reasons for not visiting the region.

3) To identify he most appealing activities and attractions in the region, focus-
ing on the key points of interest in the western of Portugal.

4) To understand the region’s potential for both internal and external promotion.

To address the initial question and meet the established objectives, the following
hypotheses were formulated: Hypothesis 1: Sun and sea tourism, along with cul-
tural tourism, are the preferred choices among tourists visiting the western region;
Hypothesis 2: The lack of time is the predominant reason cited by tourists for not
visiting the western region, despite their interest in exploring the region; Hypothesis
3: In addition to sun and sea tourism, cuisine emerges as a tourism offering with sig-
nificant potential in the western region; Hypothesis 4: The western region demon-
strates substantial potential for promoting integrated activities in creative tourism.

By investigating these hypotheses, we aim to gain valuable insights into the
motivations and interests of tourists visiting the western region of Portugal, thus
contributing to a deeper understanding of its tourism dynamics.

The methodology employed in this study is quantitative, as it aims to test the
formulated hypotheses using structured and statistical quantitative data.

To gather data for this study, a questionnaire survey was applied from January
to April 2021. The survey was distributed online, through social networks, and
email. A non-probability convenience sample was used, which involved selecting
individuals from the population who were easily accessible and willing to answer
the questionnaire. The structure of the questionnaire was based on the literature
review, as well as on the formulated research question and relevant constructs
identified in the literature review. A mixed questionnaire was chosen, which in-
cludes open-ended, closed-ended and multiple-choice questions.

This approach enabled a comprehensive exploration of the research topic, en-
abling respondents to provide qualitative insights while also facilitating quantita-
tive analysis of the collected data.

The initial version of the research instrument underwent analysis by four high-
er education teachers. Additionally, it was tested with two individuals from the
same respondent universe as the study. The purpose of this testing phase was to
identify any issues, collect feedback, and address any challenges encountered dur-
ing the completion of the instrument.
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Based on the suggestions and feedback received, necessary changes were
made to refine the questionnaire. This iterative process ensured that the instru-
ment was improved and tailored to effectively capture the required data from the
respondents.

Once all questionnaires were collected, the data was analysed and interpreted
using the Statistical Package for Social Science (SPSS) version 26. A descriptive
analysis of the data was conducted, providing an overview and summary of the
collected information.

Regarding the study’s focus on the western region, here is a brief background:
The region is part of the statistical territorial unit of level III (NUTS III), and is
situated within the Central Region of Portugal. It encompasses the northern part
of the Lisbon district and the southern part of the Leiria district. Geographically,
the region spans an area of 2,486 square kilometres and borders the Lisbon Met-
ropolitan Area to the south, the Leziria do Tejo to the east, the Leiria region to the
north, and the Atlantic Ocean to the west.

The region is widely recognised for its diverse natural and cultural attractions,
making it an appealing destination for tourists. It boasts picturesque mountains
and vineyards, offering scenic landscapes and opportunities for wine tourism.
The region’s stunning cliffs and vibrant blue sea create an ideal setting for na-
ture-based and sun-sea activities. Moreover, the region is home to golf courses,
castles, theme parks, and faience, adding to its allure and attracting a wide range
of visitors. The rich cultural and natural heritage of the western region enables the
creation of customised tourist itineraries that cater to the preferences of tourists.
With such a variety of activities and attractions available, tourists can engage in
different experiences and explore the region’s unique offerings. This diversity fur-
ther enhances the appeal of the region as a sought-after destination for travellers.
(Turismo de Portugal, 2019).

The western region is highly recognised for its abundant natural resources,
which include beaches, mountains, cliffs, and lagoons. In addition to its natural
landscapes, the region boasts a rich cultural and historical heritage, with notable
landmarks such as castles, churches, convents, and monasteries that contribute to
its unique character.

The region also takes pride in preserving its socio-cultural traditions, and his-
torical heritage exemplified through folkloric ranches, thematic events, festivals,
and local celebrations. Moreover, it is known for its agricultural products, such as
Alcobaga apple, rock pear, wines, and Ginginha de Obidos (Regido Oeste, 2022).
This region is composed of 12 municipalities spanning the districts of Lisbon and
Leiria. These municipalities are Alcobaga, Alenquer, Arruda dos Vinhos, Bom-
barral, Cadaval, Caldas da Rainha, Lourinhd, Nazaré, Obidos, Peniche, Sobral de
Monte Agraco, and Torres Vedras.
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Nazaré
Alcobaca
Caldas
da Rainha
Gbidos
Peniche
Bombaral =
Lourinhd
Cadaval
Torres Vedras
Alenquer
Sobral de
Monte Agraco
Arruda
dos Vinhos

Fig. 2. Map of West region

Source: multisector.pt.

4. RESULTS AND DISCUSSION

This section presents the findings of the study on the motivations and interests of
tourists visiting the western region of mainland Portugal. According to Table 2,
the sample of this study consisted of 355 individuals, 24% male and 76% female.
Most of the respondents (63.7%) were married/living together and aged between
31 and 50. Regarding their education, 40.5% had a degree and 34.3% complet-
ed secondary education. As for the monthly household income, most individuals
have between less than 1000 € and 2000 €.

The main motivations for travelling within the country were leisure (68.2%),
family (17%), and work (9.1%), as shown in Figure 3. Also Mclntosh et al. (1995)
and Mathieson and Wall (1996) identified leisure as one of the main motivations
for tourists to travel, as this way people could rest and practice activities that al-
lowed them to reduce tension.
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Table 2. Characterisation of the sample

. . Absolut Relative frequency
Variables Options frequency (n) (%)
Male 85 24
Gender
Female 270 76
Single 98 27.6
. Married/ Living together 226 63.7
Marital Status -
Divorced 25 7
Widowed 6 1.7
Under 20 10 2.8
21-30 56 15.8
31-40 110 31.1
Age
41-50 99 28
51-60 51 14.4
Over 60 28 7.9
Basic School 18 5.1
Secondary School 122 343
Academic Undergraduation 16 4.5
Qualifications Graduation 144 40.5
Master's 47 13.3
Ph.D. 8 2.3
Under 1000€ 79 22.1
1,001-1,500 € 94 26.4
1,501-2,000 € 82 23.2
BTy 2,001-2,500 € ) 11.7
Household
Income 2,501-3,000 € 19 5.4
3,001-3,500 € 15 43
3,501-4,000 € 7 2
Over 4,000€ 17 4.9

Source: own work.

The survey results indicate that the individuals surveyed expressed a strong
preference for certain types of tourism in the western region of mainland Portugal.
The most favoured types of tourism among the respondents were beach tourism
(77.8%), leisure tourism was the second most popular choice (64.8%). Cultural
tourism also ranked high (58.2%), and adventure and nature tourism garnered sig-
nificant attention as well (56.3%). The least preferred types of tourism among the
respondents were black tourism (0.6%), senior tourism (0.9%), industrial tourism
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(1.4%), and religious tourism (6.8%), as shown in Fig. 4. These findings provide
insights into the specific tourism preferences of the surveyed individuals, where
resting, enjoying the sun and sea, contact with culture and exploring nature were
the respondents’ main motivations.

0,90%

m Leisure = Work
2%

2,80% Commercial Educational

= Familiar = Other

Fig. 3. Factors responsible for trips within Portugal

Source: own work.

This data also reveals that the sample of this study aligns with two of the four
categories of tourists’ motivations proposed by McIntosh ez al. (1995) and Mathieson
and Wall (1996), namely: physical motivators, which encompass activities aimed at
resting the body and mind, addressing health concerns, engaging in sports, and seek-
ing pleasure as a means to reduce tension; and cultural motivators, which reflect the
desire to explore and learn about other cultures, local lifestyles, music, art, folklore,
dance, and various cultural aspects (McIntosh et al., 1995; Mathieson and Wall, 1996).
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Fig. 4. What type of tourism would you like to practice in the western region

Source: own work.
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The western region has already been visited by most of the respondents (94.5%).
Those who had not done so indicated as the main reasons the lack of time (33%)
and the lack of tourist offers (itineraries, activity programs, among others) (31.6%).
Figure 5 shows that the lack of interest in visiting the region is not a predominant
reason, but it is important to invest in attractions to attract tourists to the region and
disseminate more information about it. This data suggests that there may be some
weaknesses in the communication strategies, and as Moscardo et al. (1996, in Coop-
er et al., 2007) argued that consumer behaviour in the choice of a tourist destination
was influenced according to the activities offered, being the communication and
product development strategies crucial in the decision-making process.

35% 33% 31,60%
30%
25% 20%
20%
15% 10%
10% 5% .
5%
0% /=
Lack of time  Lack of interest Lack of Lack of tourist Due to the
information offers pandemic
(itineraries,
programs,
activities,

among others)

Fig. 5. Reasons for not visiting the western region

Source: own work.

The previous premise was confirmed when the respondents were asked direct-
ly about their interest in visiting the western region, where it could be seen that
more than half (59.1%) said they were interested and 40.9% said they could be,
and none of the respondents said they were not interested in getting to know the
region. With these results one can induce that the region gathers tourist products
and offers that motivate the displacement of many visitors and tourists to the re-
gion, considered by the Tourism of Portugal and by many who visit it one of the
most fascinating and diversified tourist destinations of the Centre of Portugal.

According to Fig. 6, the most popular attractions in the western region are the
beaches (85.7%), the fauna and flora (61.9%), the mountains (57.1%), the caves
(47.6%), and the gastronomy (42.9%). In contrast, the region is less known for its
fishing (4.8%), its winemaking (9.5%), and the preparation of food products such
as honey, cheese, jams (19.2%), etc. There were also 4.8% of those who said they
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did not know at all about the attributes of the region. This data may suggest that
it is crucial to invest in the promotion and dissemination of the western region’s
attractions, also reflected in the results obtained according to Fig. 6, also revealing
that this region is known, essentially and mostly, for its most visible natural ele-
ments, such as its beaches.

== 4,80%
Seasonal fruit picking = —— )3 80%
== 4,80%
Viticulture === 9 50%
—— 19,19%

Gastronomy 42,90%
33,30%
Crafts 33,30%
47,60%
Mountains 57,10%

85,70%

Fauna and Flora m————————— 61,90%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Fig. 6. Attractions you know in the western region

Source: own work.

Considering Fig. 7, the most desired tourist offerings in the western region, as
indicated by the respondents, are the beach (4.54), mountains (4.41), cuisine (4.37),
and caves (4.15). These are also the most well-known offerings. However, it is im-
portant to shed light on the remaining tourist offerings that the region has, which
may not be as promoted and thus still unfamiliar to the majority of respondents.
Considering that tourists often prioritise personalised and experiential visits to des-
tinations (Borlido and Kastenholz, 2021), this calls for a reflection on the need for
increased investment in communication and dissemination strategies in the region.

As Cooper et al. (2007) have argued, the decision-making process of the
tourism consumer is integrated into a system consisting of four basic elements:
demand energisers, demand effectors, the roles and process of decision making,
and the determinants of demand. Furthermore, the choices made by tourists when
selecting destinations are influenced by both their personal preferences and the
characteristics of the destination itself (Yoo ef al., 2018). These results highlight
the importance for tourism agents and stakeholders to focus on demand ener-
gisers, which are the motivational forces that drive tourists to visit attractions or
go on holidays, and the demand effectors, which shape the consumer’s perception
through learning processes, attitudes, and associations influenced by promotional
messages and information. These two interrelated factors are essential and influ-
ence the increase or decrease of consumer attitudes.
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Fig. 7. Tourist attractions I would like to explore in the western region (average)

Source: own work.

87% of the respondents have already stayed overnight in the western region
and 72.4% said they had access to information about the region. However, 27.6%
of respondents said they had never received information about the region, which
suggests the need for more information about the region, which could be an attrac-
tion to interest more tourists in the region.

As shown in Fig. 8, the activities that respondents would most like to expe-
rience in the region are rural tourism farms (4.35), walking trails (4.31), tasting
typical food products (4.30), and spas (4.21). The preference for these activities
corresponds to the type of tourism that respondents also revealed they prefer. The
least appealing activities were hang gliding (2.99) and cycling (3.16), i.e., activi-
ties that involve more physical exercise and adventure. However, the majority of
the individuals surveyed were willing to try most of the activities.

Spas 4,21
3,51
Factories (ceramics, glass, cutlery,... 3,74
4,02
Exhibitions 3,97
4,20
Thematic parks 4,14
4,35
Tasting of typical food products (olive oil,... 4,30
3,72
Practice of nautical activities (surfing,... 3,65
3,54
Observation of fauna and flora 3,93
3,30
Cycling 3,16
2,99
Walking routes 4,31

o o5 1 15 2 25 3 35 4 45 5

Fig. 8. Activities I would like to do in the western region (average)

Source: own work.
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Figure 9 reveals that more than half of the respondents (56.2%) if they partic-
ipated in a tourist itinerary they would prefer to travel by car, followed by public
transport (20.9%), and walking (12.7%). These results give an indication to the
tourism agents, such as, for example, travel agencies that conduct this type of
program and tourist offer, that the planning of tourist itineraries may consider this
travel preference indicated by the study sample.

0,30%

12,70%

20,90%

7,10%

m Own car = Bicycle Public transport On foot = Other

Fig. 9. How would you like to get around if you participated in a tourist itinerary

Source: own work.

5. CONCLUSIONS

The western region of Portugal is rich in natural and cultural resources, making
it essential for tourism managers to identify the main motivations of tourists to
strategically promote the various attractions of the destination.

The study results have confirmed three out of the four research hypotheses for-
mulated for this study. In hypothesis 1, which suggested that tourists in the region
preferred sun and sea tourism and cultural tourism, was confirmed. The survey
results revealed that the highest percentages were indeed for sun and sea tourism
(77.8%) and cultural tourism (58.2%). Additionally, leisure tourism (64.8%), and
adventure and nature tourism (56.3%) were also preferred by the respondents. Ru-
ral tourism (44.9%) and food tourism (38.4%) were also highlighted as significant
preferences among the respondents.

Hypothesis 2, proposing that the main reason for tourists not visiting the western
region was a lack of time despite their interest, was not confirmed. Instead, the data
indicated that the main reasons for not visiting the region were attributed to a lack of



202 Daniela Amorim, Ana Elisa Sousa, Paulo Almeida, Tania Guerra

tourist offers (31.6%), and a lack of information (20%). These findings suggest the
need for tourism managers to reconsider their communication and marketing strat-
egies while also enhancing the attractiveness of their tourism offerings to generate
greater motivation and interest among tourists capturing their visit and/or stay.

Hypothesis 3, which stated that one of the touristic offers in the western region
with a lot of potential and tourist demand, besides tourism sun and sea, would be
cuisine, was confirmed. Cuisine emerged as a preferred demand among tourists,
following beach tourism, with 42.9% of respondents expressing their interest.

Hypothesis 4, proposing that the region has a strong potential for promoting
integrated activities in creative tourism, was confirmed. The survey revealed that
the activities with the highest interest among respondents were visits to crafts and
handicrafts, picking of seasonal fruit, and participating in the preparation of hand-
made food products. These findings suggest that creative tourism has potential in
the tourism development in the western region. The data obtained and the touristic
activities indicated are integrated in creative tourism practices. This data can consti-
tute important indicators for tourism managers to explore the practices of creative
tourism and, thus, redefine their lines of action in the products promotion and tourist
offers that are under their responsibility. In summary, the study’s findings highlight
the main motivations of the surveyed individuals in the region, with preferences for
sun and sea tourism (77.8%), leisure tourism (64.8%), cultural tourism (58.2%),
adventure and nature tourism (56.3%), and food tourism (38.4%).

According to Mclntosh et al. (1995) and Mathieson and Wall (1996) tour-
ists’ motivations can be categorised into four main categories: physical motiva-
tors, cultural motivators, interpersonal motivators and status and prestige. In this
research, the most prominent motivational factors (energisers of demand, Cooper
et al., 2007) are physical motivators, which encompass the desire to rest the body
and mind, engage in health-related activities, participate in sports, and seek pleas-
ure. Cultural motivators, though, revolve around the curiosity to explore and un-
derstand the cultural aspects of the region.

These findings underscore the significance of cultural tourism, and creative and ex-
periential tourism, where visitors interact and engage with the social environment of
the destination, leading to unique and authentic experiences (Amorim, 2019; Campos
et al.,2018; Long and Morpeth, 2016). This information is crucial for mayors and tour-
ism agents in order to invest in and enhance tourism offerings in these specific areas.

From a theoretical perspective, the implications of this research affirm that
motivation is a key driving force behind tourism activity (Lopez-Guzman et al.,
2019; Yoo et al., 2018). Tourists are attracted to destinations by external forces
(Yoo et al., 2018), and the attractions of a destination are pivotal factors in its
tourism development and attractiveness (Amorim, 2019, 2020).

For tourism managers, it is vital to understand the participants’ tourism and rec-
ognise the essential role of decision-making processes. The marketing strategy must
consider the participants’ needs and demands (Amorim, 2019; Humagain and Sin-
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gleton, 2023; Kitterlin and Yoo, 2014). A well-defined plan based on touristic moti-
vations can also influence the motivation to revisit the same destination or explore
neighbouring destinations in order to continue to achieve satisfying experiences,
thus contributing to touristic loyalty (Amorim et al., 2019; Cao et al., 2021).

The practical implications of the research are related to the contribution to
a better understanding of tourists’ interests and motivations to visit the western
region. This knowledge provides added value for tourism management entities,
enabling them to improve and enhance their tourism products while recognis-
ing the importance of effective communication strategies. Therefore, by utilising
the research findings, these entities can create enriching tourism experiences that
capitalise on the region’s potential and align with the interests and motivations of
tourists, ultimately attracting more visitors.

This study has some limitations that should be acknowledge. Firstly, consider-
ing the nature of the research, it focused solely on the western region of Portugal,
which has its own unique characteristics and attractions. Therefore, the findings
may not be generalisable to other regions or destinations.

Additionally, the sample size could have been larger, but it was constrained
due to the data collection period coinciding with the COVID-19 pandemic. The
pandemic likely had an impact on the number of responses obtained, potentially
limiting the representativeness of the sample.

Furthermore, as with any survey-based research, there is a possibility of re-
sponse bias or self-selection bias. The respondents who chose to participate in the
study may not fully represent the entire population of tourists visiting the region.

It is important to consider these limitations when interpreting the results of the
study and to exercise caution in generalising the findings beyond the specific con-
text of this region of Portugal. Future research could aim for larger and more di-
verse samples, encompassing multiple regions, to provide a more comprehensive
understanding of tourists’ motivations and interests in Portugal also considering
differences of tourists living in large cities compared to those living in rural areas.
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