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Abstract

This study investigates the likelihood of tourists to repeat a visit to a cultural destina-

tion. We use a sample of 432 tourists who had visited Guimarães, Portugal. A cluster

analysis separates visitors according to their opinion of the city's attributes.

Afterward, a logistic regression analyses the variables that affect the likelihood of

revisiting, taking into account the three clusters obtained. Results showed that,

among the total sample, global quality of the destination had the biggest influence

on the tourists' decision of whether to revisit the destination, whereas the least

important reason was prior visits. These influential factors varied when different

cluster group compositions were considered.
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1 | INTRODUCTION

Satisfaction individuals withdraw from a service is related to their

emotional perception about the service (Zhang, Fu, Cai, & Lu,

2014). Thus, based on the experience a tourist has at a destination,

we can assume that the more memorable and authentic the

experience is the more pleased the tourist will be (Chi & Qu, 2008;

Deng & Pierskalla, 2011; Prayag, Hosany, & Odeh, 2013;

Vanhove, 2004; Wongpan & Khamwon, 2016; Wu & Liu, 2017;

Yoon & Uysal, 2005). As underlined by Bosque and Martín (2008),

following a few other authors, namely, Crompton (1979) and Oliver

(1997), emotions do seem to play an important role in satisfaction

formation.

It is quite plausible that the satisfaction the tourist gets can be

expressed through future returns to the destination or, at least,

through recommendations to relatives and friends who seek living a

similar experience (Petrick & Backman, 2002; Zhang et al., 2014).

Indeed, the better the destination is perceived by tourists the greater

the probability of being revisited or recommended to others, consider-

ing the image plays an important role in tourists' decision‐making and

subsequent travel behaviour (Baloglu & McCleary, 1999; Zhang et al.,

2014). Satisfaction is the visitor's overall assessment regarding the

service provided compared to the service expected (Antón, Camarero,

& Laguna‐García, 2017; Chen & Chen, 2010).
wileyonlinelibrar
Crompton (1979) proposed that individuals' psychological dimen-

sions play a major role in a tourist's decision of whether to visit a cer-

tain site and, thus, his or her satisfaction gathered from the visit

(Bosque & Martín, 2008; Carvalho, Salazar, & Ramos, 2015; Martin

& Bosque, 2008; Oliver, 1997; Yoon & Uysal, 2005). That is, cognitive

and affective components play an essential role in the level of satisfac-

tion attained (Cronin, Brady, & Hult, 2000; Oliver, 1997). Thus,

managers and marketers must acquire a good knowledge of tourists'

behaviour and of their overall satisfaction towards a destination in

order to position and promote it (Campo‐Martínez, Garau‐Vadell, &

Martínez‐Ruiz, 2010; Chi & Qu, 2008; Martin & Bosque, 2008;

Moreno, Gálvez, Ortuya, & López‐Guzmán, 2016; Yoon &

Uysal, 2005).

As underlined by many authors (viz., Bigné & Andreu, 2004;

Campo‐Martínez et al., 2010; Castro, Armario, & Ruiz, 2007; Hui,

Wan, & Ho, 2007; and Lee, Petrick, & Crompton, 2007), the composi-

tion of the travelling group may also play a role in the level of

satisfaction attained and related intention regarding a repeat visit.

Furthermore, within a group visiting a place, we can expect to find

individuals expressing diverse levels of overall satisfaction and the

desire to return to the destination (Campo‐Martínez et al., 2010).

In this paper, we address the issue of return intention in an

attempt to connect the revisit intention to the perceived global quality

of the destination as expressed by different segments of visitors. That
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is, we will try to determine whether the influential factors varied when

different cluster groups' compositions were considered.

Looking to the literature review at international level, there are

not yet consistent results concerning the return intention of visitors

to a destination, mainly in emerging destinations, like the one of

Guimarães, which is the municipality of our research. In this regard,

we believe this empirical approach can provide a valuable contribution

to the literature on tourist satisfaction and return intention. This will

be possible by testing the relationship between satisfaction and the

perceived overall quality of the destination and its tourist attributes,

and, indirectly, tourists' motivations and profile. This study also aim

to contribute to the design of planning and management policies that

can more effectively address the needs and wishes of target visitors,

keeping in mind the main attributes of the destination.

Guimarães is a good example of a middle‐sized city located in

north‐west Portugal, endowed with the cultural tourism segment,

and has a historical centre classified by United Nations Educational,

Scientific and Cultural Organization (UNESCO) as a world cultural

heritage site. This city hosted one of the 2012 European Capital of

Culture (2012 ECOC) events, which facilitated the enhancement of

its international visibility as a heritage site. The data used in the empir-

ical research came from a survey conducted to tourists that visited this

city during 2015 and 2016, and several analytical methods to test the

hypotheses under inquiry were applied.

The paper is organized as follows: after Section 1, we review the

literature on tourists' satisfaction and return intention; in the next

section, we present the analytical methodology used and a summary

description of Guimarães. Section 4 deals with the empirical results,

followed by its discussion, and the last section includes the conclu-

sions and policy recommendations.
2 | TOURISTS' SATISFACTION AND REPEAT
VISIT INTENTION

Satisfaction individuals withdraw from a good or a service, including

tourism services, is closely related to their emotional perception

towards the good or service provided (Zhang et al., 2014). The same

way, satisfaction plays a critical role in the consideration of repeating

the acquisition (Antón et al., 2017; Baker & Crompton, 2000; Bigné,

Sanchez, & Sanchez, 2001; Petrick & Backman, 2002). Of course, the

products/services provided must address a particular consumers'

need. A tourism destination is, in this sense, a set of services in

addition to an image. In any case, places are endowed with more

complexity than single products (Carvalho et al., 2015).

The complexity of destinations relates to the composite nature of

the tourism product and, similarly, to its attributes (tourism attributes),

which are the features of a product or service as perceived by the

tourist (Carvalho et al., 2015). This way, the satisfaction derived from

visiting a place keeps a close relationship with the fulfilment of its pro-

vision as it was expected by the consumer; that is, the tourist (Antón

et al., 2017; Bigné, Andreu, & Gnoth, 2005; Bosque & Martín, 2008;

Campo‐Martínez et al., 2010; Oliver, 1999). Even when dealing with

a repeated provision, the level of satisfaction attained just can be eval-

uated post‐consumption and maintains temporary validity (Grönroos,
2004; Oliver, 1999; Yoon & Uysal, 2005). Satisfaction is related not

only to the pleasure of the travel experience but also to the compari-

son between the initial expectations of the tourist and their percep-

tions. Tourist will be satisfied if the perceived experience is greater

than their expectations (Chiu, Zeng, & Cheng, 2016).

In this regard, invoking a review of the literature, Campo‐Martínez

et al. (2010) claim that, when a tourist has already visited a destina-

tion, his perceptions towards it tend to change, specifically those

regarding the risk faced, thus influencing the expectations held.

Additionally, according to the empirical research performed by

Campo‐Martínez et al. (2010), if travellers' expectations are fulfilled,

this will contribute to their level of satisfaction attained and the inten-

tion to repeat the visit.

On the issue of satisfaction, research must consider the attributes

of the destination itself (Correia, Kozak, & Ferradeira, 2013; Moreno

et al., 2016), together with the quality of services and the motivation

of the visitor (Chen, Lee, Chen, & Huang, 2011). As underlined by

Bosque and Martín (2008), individuals' image of a destination has three

components: cognitive, affective, and holistic aspects. The perception

of tourists about the different attributes and characteristics of the des-

tination, such as attractions, infrastructure, environment, and service

quality, allows to measure the cognitive image of the destination. How-

ever, more and more, the role that the feelings and emotions of the

tourists towards a destination, that is, the affective dimensions of the

destination image, is emphasized in the image formation (Zhang et al.,

2014). So a joint cognitive–affective approach should be adopted to

capture destination image in a better way (Martin & Bosque, 2008).

Regarding destination attributes, following the work of Oliver

(1993), Chi and Qu (2008) concluded that satisfaction with city's

attributes has a significant and positive influence on a tourist's overall

satisfaction. The researchers add, too, that satisfaction affects destina-

tion loyalty directly and positively (Chi & Qu, 2008), a result which

matches that attained by other researchers (see Bosque & Martín,

2008; Gandhi‐Arora & Shaw, 2002). Satisfied tourists are more likely

to repeat a visit and share their positive experience with relatives and

friends (Bosque & Martín, 2008; Campo‐Martínez et al., 2010; Lee,

Lee, & Arcodia, 2014; Yoon & Uysal, 2005). One way of approaching

loyalty is through the return intention, together with recommendations

to relatives and friends (Antón et al., 2017; Baker & Crompton, 2000;

Campo‐Martínez et al., 2010; Moore, Rodger, & Taplin, 2015).

Chi andQu (2008) underlined that the destination image influences

perceived quality and satisfaction, in addition to playing a major role in

the process of choosing a site to visit. These researchers concluded that

satisfaction towards a destination results from the overall experience

lived (Bigné et al., 2005; Chen & Chen, 2010; Petrick & Backman,

2002). A destination claims a place in the market, that is, it captures a

place in tourists' minds or enhances its positioning envisaging getting

the full satisfaction of the tourists it attracts, which also relates to the

emotions it can provide (Bigné et al., 2005; Bosque & Martín, 2008).

Several studies cited by Chiu et al. (2016) suggest that satisfaction

is a necessary step towards tourist loyalty, with the relationship

between satisfaction felt and loyalty being a positive one. Therefore,

the propensity to revisit a destination or recommend it increases as

levels of satisfaction increase. The same conclusion was drawn by

Yoon and Uysal (2005) when examining northern Cyprus
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archaeological and historical sites, and by Poria, Reichel, and Cohen

(2011), who studied a UNESCO World Heritage Site in Israel.

As emphasized by Nam, Ekinci, and Whayatt (2011), loyalty and

repeated visits are not the same concept; that is, tourists can be loyal

to a destination and not return to it. An explanation for this can be

found in the differentiation between behaviour loyalty and psycholog-

ical commitment (attitudinal loyalty). According to Zhang et al. (2014),

the first definition is related to the behaviours, namely, the continued

patronage and the act of recommendation. The attitudinal loyalty is

defined as the general attitude towards a product or service, for exam-

ple, the intention to repurchase. An alternative approach results from

the aggregation of the two points of view (Zhang et al., 2014).

The priory visiting experiences in terms of travel group composi-

tion also seem to affect a tourist's intention to return (Campo‐

Martínez et al., 2010). This is consistent with the claim that, when a

tourist has already visited a destination, his/her perceptions towards

it tend to change.

Considering these assertions, we believe that acquiring a good

knowledge of tourists' behaviour and of their overall satisfaction with

a destination or of its tourism attributes is essential for managers and

marketers to position and promote it. This is even more important

when dealing with an emergent destination, as is the case of

Guimarães, as there is a need to identify the extent to which the

attributes and components of the destination are perceived.

Additionally, as the empirical literature available on the issue

seems to indicate (see Campo‐Martínez et al., 2010), if different travel

groups gain different levels of satisfaction from visiting a destination,

then the strategies developed to attract them should address each

segment motivation instead of adopting standardized promotion

campaigns.

Following the review of literature, the hypotheses that we

decided to test were the following:
H1. Tourists with different profile perceive differently

the city's attributes.

H2. The global quality perception of the destination

affects positively the intention to return.

H3. The satisfaction felt with the visit affects positively

the intention to return.

H4. The prior visits to the destination affect positively

the intention to return.
In what regards H2–H4, these hypotheses will be tested taking

into account the different clusters obtained, because the different

visitors profile found may influence the intention to return.
3 | METHODOLOGY AND PRESENTATION
OF THE DESTINATION

3.1 | Data and analytical methods

The research methodology consisted of a quantitative approach based

on a self‐administered survey of 432 tourists who visited Guimarães
during 2015 and 2016, aiming to investigate the likelihood of tourists

to repeat a visit to a cultural destination, taking into account the rela-

tionship between the destination's global quality, tourists' satisfaction,

and destination loyalty. The questionnaire was applied by technicians

that work at the city of Guimarães tourism office.

As previously mentioned, the empirical literature revealed that

different travel groups gained different levels of satisfaction from

visiting a destination (Bigné & Andreu, 2004; Campo‐Martínez

et al., 2010; Castro et al., 2007; Hui et al., 2007). Considering these

findings, we believe it makes sense to inquire on the satisfaction

attained by visitors endowed with different profile from their visit

to Guimarães.

The questionnaire was composed by the tourism services of the

municipality together with the research team. Both Portuguese and

English versions were available in the tourism office for visitors to

complete. Although the questionnaire was self‐administered, each vis-

itor was asked to fill in it in the presence of tourism office employees

who could clarify any issue raised.

The survey included a total of 22 questions, most of them catego-

rized and closed, and three main parts. The first relates to the visit to

the destination and the motivation to do so, and the second part

invites tourists to express their opinion regarding the city's attributes,

global quality of the destination, and the level of satisfaction they got

from the visit.

Eighteen city's attributes were considered, taking into account the

tangible and intangible heritage, security, and access to the city and

following the main attributes of cultural destinations. A 5‐point Likert

scale ranging from complete disagreement (Level 1) to complete

agreement (Level 5) was used for rating the attributes. These

attributes were partially adapted from a previous study (Remoaldo,

Ribeiro, Vareiro, & Santos, 2014), after an in‐depth interview con-

ducted to the head of the tourism office of the city regarding the per-

ceived tourists' attributes of the city and tourists motivations to visit it.

Additionally, the survey respondents were invited to share their

intention to return or to recommend the visit to relatives and friends

(the identification of having chosen the destination as a main option

of their tour was also previously inquired in this section). Finally, in

the third part, they were asked about their socio‐demographic

features (gender, age, level of education, residence, marital status,

and income level).

In the analysis of data, SPSS statistical software, version 24,

was used, and we have chosen to conduct one approach following

four steps:
1. In the first step, a non‐hierarchical cluster analysis, using the k‐

means cluster algorithm for the 18 items measuring the attributes

of Guimarães was performed. The socio‐demographic variables

were omitted from this analysis so that tourists could be grouped

only by their perceptions of the city's attributes.

2. In the second step, the socio‐demographic features of the visitors

included in the three groups obtained in the clusters analysis

were compared with assess their profile.

3. In the third step, one‐way analysis of variance tests were used to

identify the differences between the three clusters regarding
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satisfaction levels, global quality of Guimarães held, previous

experience with the destination, and intention to return and

recommend. Analyses of variance tests were applied, because

the independent variable was divided into three subgroups.

4. Finally, in order to analyse the variables that affect the likelihood

of a return visit, a logistic regression analysis was performed.

The use of cluster analysis in this study relies on a previous diagnosis

based on the computation of the Kaiser–Meyer–Olkin statistics. The

result of the test was 0.881, which is above the recommended value,

indicating that both the sample size and the number of variables were

appropriate. Cox and Snell and Nagelkerke's pseudo R2 statistics and

the −2 log likelihood were used to measure the model's goodness of

fit to the data.
3.2 | Guimarães: A cultural destination

Guimarães is a medium‐sized city located in the north‐west Portugal

(Figure 1). It boasts a central geographical location, 50 km away from

Oporto (the second most important city in the country and three times

deemed a Best European Destination) and in close proximity to the

Oporto airport, the main entrance of foreigners into northern Portu-

gal. It is the birthplace of the first king of Portugal and is associated

with the emergence of the Portuguese national identity in the 12th

century. The city serves as an example of a very well‐preserved

historic centre, with some buildings showing the Portuguese architec-

ture from the 15th to 19th centuries.
FIGURE 1 North of Portugal, NUTS III Ave and its municipalities (includ
In 2015 (the last year available), 1,983 lodging beds were available

in the Guimarães municipality as a whole, accounting for 54.1% of the

NUTS III Ave accommodation capacity (subregion in which Guimarães

is located) (I.N.E., 2016). The city received 3.7% of the guests of the

NUTS II northern region in 2015.

The historical economic export basis of the municipality highlights

the importance of the textile and clothing industries.

The historical centre of Guimarães was classified by UNESCO as a

World Heritage Site in December 2001. That certification came after

local authorities made efforts towards the restoration and preserva-

tion of the city historical centre.

Guimarães was also a host city of the 2012 ECOC. New cultural

and sports facilities have been built in recent years, including the

Multipurpose Hall (Pavilhão Multiusos), the Vila Flor Cultural Centre,

and the Platform of Arts and Creativity. This last equipment was built

for the hosting of the 2012 ECOC.

Due to the equipment built and the general dynamic acquired for

hosting the 2012 European Culture Capital, the city reinforced its

positioning in the cultural and urban national tourism context.
4 | RESULTS

4.1 | Tourists' profile

The main features of the database regarding the socio‐demographic

profile of the survey respondents are as follows: 52.8% were male,

the majority were 26–45 years old (50.8%), 31.6% had a secondary

education level and 60% had a tertiary one, the majority of them
ing Guimarães)



TABLE 1 Intra‐group variability

Clusters 1 2 3

1 5.951 3.410

2 5.951 2.944

3 3.410 2.944

Source: Calculations based on the authors' own survey data.
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(67%) were married, and 84% were foreigners. These represent the

general profile of tourists who visit cultural and heritage destinations,

but only regarding a few characteristics—more women than men use

to visit this kind of destinations, as well as older and with higher levels

of education than tourists average are usually found (as stated by

Silberberg, 1995). However, following the recent transformations in

the profile of cultural tourists, Perez (2009) showed an increase of

the younger segments in these kind of destinations.

The sample structure was not far from the one found in Bosque

and Martín (2008), with 807 individuals visiting a destination in Spain.

The major difference refers to the amount of foreigners inquired. In

the case of the empirical research performed by these authors

(Bosque & Martín, 2008), the dominant origin was the domestic

market (nationals), who accounted for 85.6% of the respondents.

Some similarity can also be found in the structure of respondents of

the survey used by Moreno et al. (2016) to approach tourists' motiva-

tion towards visiting the Valparaíso (Chile) World Heritage Site. The

most notorious difference vis‐à‐vis the previously identified samples

regards to the balance of national (52.3%) and foreign tourists

surveyed.
4.2 | Cluster analysis

As indicated, the main aims of this paper are to investigate the level of

satisfaction tourists get from visiting Guimarães and their willingness

to return to this cultural destination, or at least to recommend the visit

to family and friends. Following the literature (see Antón et al., 2017;

Yoon & Uysal, 2005), we assume that this willingness keeps a relation

with the perceived quality of the destination or to a few of its

attributes and previous visiting experiences (Antón et al., 2017;

Campo‐Martínez et al., 2010; Oliver, 1999).

Additionally, we also know that different travel groups gain differ-

ent levels of satisfaction from visiting a destination (see Bigné &

Andreu, 2004; Campo‐Martínez et al., 2010; Castro et al., 2007; Hui

et al., 2007). Keeping this in mind, as a first move in the analysis of

data, a cluster analysis was performed.

A non‐hierarchical clustering approach (k‐means), in which the

individuals are iteratively moved into clusters, was adopted to mini-

mize the variability within clusters and maximize the variability

between clusters. This clustering approach was performed on three

different cluster solutions (n = 3, 4, 5). Comparing the results obtained

from these solutions, the three clusters solution was selected for fur-

ther analysis because it provided the greatest difference between

clusters and yielded the most interpretable results. The comparison

of the intra‐group variability was based on the mean distances of each

tourist from his or her cluster centroid (Table 1). The data indicated

that Clusters 1 and 2 have the greatest level of disparity, whereas

Clusters 2 and 3 show greater similarity.

An analysis of the different clusters was carried out by examining

the mean score for the 18 items measuring the attributes of Guimarães

(Table 2), thus revealing the tourists' agreement/disagreement regard-

ing these items for each cluster. The results attained (Table 2) indicate

that the contribution of all attributes was significant for defining the

clusters (p value < 0.01). In addition, the attributes that differentiated
the clusters the most are as follows: “Good range of entertainment in

terms of quality,” “Good range of entertainment in terms of quantity,”

and “Quality and diversity of general shops.” The attributes that differ-

entiated the clusters the less are as follows: “Good transport services”;

“Linked to the origin of the Portuguese nationality”; and “Relevant,

artistic, and monumental heritage.”

Following our results (Table 2), the three clusters kept can be

characterized as follows:

Cluster 1—Enthusiastic: This cluster contains 30% of the sample

of respondents. These respondents are the most firmly convinced of

the positive attributes of Guimarães, with only one item indicating a

percentage lower than 82% (good transport services, with 72.9%).

One hundred per cent agree that Guimarães is a “welcoming city”;

97.7% agree that it has a “relevant, artistic, and monumental heritage”;

and 96.9% agree that it has “cleanliness of places” and a “good rehabil-

itation of historical centre.”

This is the more gender‐balanced cluster (men—51.9%; women—

48.1%), containing the youngest and least‐educated tourists, when

compared with the other clusters. This cluster has the highest percent-

age of Portuguese tourists. Touring, its classification as a World

Heritage Site, and the city's gastronomy and wines emerged as the

main motivations for visiting the city as their main destination.

Cluster 2—Unconvinced: These participants constitute the

smallest group, involving 27% of the sample. In comparison with the

other clusters, the Unconvinced are less certain about the attributes

of Guimarães. Only a very small percentage of tourists completely

agree with the statements they were confronted with. The attribute

that met the highest total agreement within this group was “cleanli-

ness of places visited.” None of the statements attracted high levels

of agreement within the group, with the majority choosing to respond

“do not agree or disagree.” This group has the highest percentage of

dissatisfaction with the attributes of Guimarães, specifically the

quantity and quality of entertainment and the “good dissemination

of cultural events.”

The demographic profile of the tourists belonging to this cluster is

marked by the highest percentage of females, the lowest percentage

of younger tourists, and people who are well educated (with the low-

est percentage of tourists with basic education). Touring, its classifica-

tion as a World Heritage site, and the architectural heritage emerged

as the main motivations for visiting the city (similar to Cluster 3).

Cluster 2 has the lowest percentage of visitors choosing Guimarães

as the main destination and the highest percentage of those choosing

Oporto instead.

Cluster 3—Satisfied: This is the largest group of respondents,

comprising 43% of the sample. Like Cluster 1, these respondents held

extremely positive views about the attributes of Guimarães, but the

percentage of those who completely agreed is much lower. For



TABLE 2 Guimarães perceived attributes

Cluster 1 n = 129 (30%) Cluster 2 n = 117 (27%) Cluster 3 n = 186 (43%)

F ratio Sig.Agree (%)a Average scores Agree (%) Average scores Agree (%) Average scores

Cleanliness of places visited 96.9 (84.5) 4.81 63.2 (17.9) 3.77 94.1 (62.9) 4.56 91.582 0.000*

Welcoming City 100 (82.2) 4.82 70.1 (12.8) 3.79 95.2 (55.4) 4.50 99.041 0.000*

Relevant, artistic, and monumental
heritage

97.7 (76.0) 4.74 76.9 (16.2) 3.91 93.0 (48.9) 4.42 57.977 0.000*

Good rehabilitation of historical
centre

96.9 (79.1) 4.76 69.2 (15.4) 3.84 95.1 (51.6) 4.47 77.970 0.000*

Safe city 96.1 (72.1) 4.68 54.7 (12.0) 3.63 81.2 (43.0) 4.24 70.340 0.000*

Professionalism in service delivery 94.6 (65.9) 4.60 43.6 (3.4) 3.45 88.2 (32.3) 4.20 109.581 0.000*

Linked to the origin of the
Portuguese nationality

86.8 (71.3) 4.57 43.6 (13.7) 3.56 65.6 (36.0) 4.01 49.390 0.000*

Good gastronomy 90.7 (65.9) 4.57 47.0 (6.8) 3.54 67.7 (30.1) 3.98 65.136 0.000*

Good value for money in services 97.6 (61.2) 4.59 35.1 (4.3) 3.38 74.8 (22.6) 3.97 115.432 0.000*

Quality and diversity of restaurants
and coffee shops

93.0 (58.1) 4.50 36.7 (1.7) 3.36 76.9 (25.3) 4.02 90.528 0.000*

Good signage and tourist
information

92.3 (48.1) 4.40 32.5 (7.7) 3.17 68.3 (36.3) 3.88 66.691 0.000*

Quality and diversity of general
shops

92.2 (51.9) 4.44 18.8 (0.9) 3.16 54.8 (8.6) 3.63 144.917 0.000*

Good dissemination of cultural
events

83.0 (45.0) 4.28 18.0 (2.6) 3.16 44.7 (12.4) 3.54 85.112 0.000*

Quality hotels 82.2 (40.3) 4.22 24.8 (3.4) 3.27 45.7 (11.3) 3.57 67.828 0.000*

Good transport services 72.9 (34.9) 4.08 24.8 (7.7) 3.26 50.0 (11.3) 3.61 39.386 0.000*

Good range of entertainment in
terms of quality

92.3 (56.6) 4.49 13.7 (1.7) 3.12 33.9 (3.8) 3.37 217.688 0.000*

Good range of entertainment in
terms of quantity

91.5 (52.7) 4.44 11.1 (1.7) 3.09 30.7 (5.4) 3.34 199.275 0.000*

Good shopping opportunities 82.9
(48.8)

4.31 18.0 (6.0) 3.16 34.9 (4.8) 3.39 106.206 0.000*

Source: Calculations based on the authors' own survey data.*p < 0.01.
aPercentage of respondents who agree, having answered 4 or 5 on the 5‐point Likert scales (in parentheses, percentage of respondents who answered 5 on
the 5‐point Likert scale).

VAREIRO ET AL. 285
instance, although 82.2% of the 100% of tourists in Cluster 1

completely agree that Guimarães is a welcoming city, only 55.4% of

the 95.2% of tourists in Cluster 2 do so. This cluster has the highest

percentage of males, including people who are well educated and

the lowest percentage of Portuguese tourists. The classification as a

World Heritage site, touring, and the architectural heritage emerged

as the main motivations for visiting the city. Oporto and Braga

emerged as the main destinations chosen.

Considering H1, regarding the perception of the city's attributes,

relying on the clusters found, we have to conclude that we are

confronted with tourists endowed of different socio‐demographic

profiles and visit motivations.
4.3 | Intention to return model

In order to analyse the variables that affect the likelihood of a return to

the destination, a logistic regression analysis was performed. The logistic

regression model gives us an equation that can be used to estimate the

likelihood of an events occurrence (in this study, the intention whether

or not to return to Guimarães), based on the values of variables that are

considered to be explanatory. Following the review of literature (Antón

et al., 2017; Campo‐Martínez et al., 2010; Chen & Chen, 2010; Chi &
Qu, 2008; Kozak, Bigné, & Andreu, 2005; Petrick & Backman, 2002; Yoon

& Uysal, 2005), we adopted the following variables: global quality of the

destination, satisfaction, and prior experience of visiting the destination.

The tourists' return intention was measured, as in Anderson and Sul-

livan (1993), Chen and Tsai (2007), and Campo‐Martínez et al. (2010),

using a 5‐point Likert scale, representing different rates of intention to

revisit Guimarães. However, because the main goal of this paper was to

determine whether the independent variables introduced in the model

jointly contributed to the increase in the probability of the intent to

return to the destination, the intent variable had to be dichotomous

(expressing whether the tourist had the intent to revisit the destination

or not), instead of categorical (the rate of intent to revisit Guimarães).

Therefore, in order to perform a binomial logistic regression model, the

categorical variable, return, was transformed into a new dichotomous

variable with two possible answers: (1) certainty of returning and (0)

any other situation (not returning or not being sure of it).

Satisfaction and the global image of the destination can be mea-

sured in an overall way or as the result of multidimensional interaction

among a number of variables rated by the consumer (Miller, 1976,

cited by Campo‐Martínez et al., 2010; Cruz Ruiz, Bermúdez González,

& Tous Zamora, 2018; Kaplanidou & Vogt, 2007; Petrick, Morais, &

Norman, 2001; Petrick & Backman, 2002). In this study, the first

approach was taken, and satisfaction and the global quality of the



TABLE 4 Model's overall goodness of fit to the data (total sample)

Total sample

Cox and Snell R2 0.153

Nagelkerke R2 0.206

−2 times log likehood 513.129

TABLE 5 Relationship between explanatory variables and the
intention to return to the destination: Total sample

Estimated parameters

Constant −7.408*

Global quality of the destination 0.947*

Satisfaction felt with the holidays in Guimarães 0.539**

Number of visits to Guimarães 0.415*

*p < 0.01.**p < 0.05.
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destination were measured in a one‐dimensional way (following Bigné

et al., 2001; Campo‐Martínez et al., 2010; Chen & Tsai, 2007; Oh,

1999; Petrick, 2004; Soderlund, 1998; and Zins, 2001).

Previous tourists' experience with the destination is measured in

the questionnaire as the number of times that the tourist has visited

it in the past, including the current one (such as Campo‐Martínez

et al., 2010; Kozak et al., 2005; and Lam & Hsu, 2006).

Before performing the logistic regression, we calculated a means

test in order to identify whether there were significant differences in

the obtained satisfaction levels, perceived image, previous experience

with the destination, and recommendations made, depending on the

cluster. The results of that test are shown in Table 3. As can be

inferred from previous analyses, significant differences were found,

depending on the different clusters.

As for the explanatory variables included in the study, it can be

observed that the highest mean values for all variables correspond

to Cluster 1, while the lowest correspond to Cluster 2. Cluster 1 dis-

plays the highest mean value regarding the recommendation of

Guimarães to family and friends (4.53) and is the group that captures

the higher amount of previous visits to the destination.

Regarding the logit model, the model's parameters are estimated

using the maximum likelihood method. Cox and Snell and Nagelkerke's

pseudo R2 statistics and the −2 log likelihood were used to measure

the model's goodness of fit and are presented in Table 4 for the total

tourist sample.

The values of the Cox and Snell and Nagelkerke's pseudo R2 sta-

tistics are reasonable—0.153 and 0.206, respectively—although they

should be considered with caution, because none of the statistics

explains variance in the same way as the R2 coefficient of a linear

regression model.

Table 5 contains the results of the analysis. Within the whole set

of tourists under analysis, the estimated parameters show that per-

ceived global quality, prior experience on the destination and satisfac-

tion level play significant roles in motivating tourists to revisit the city.

The first two variables have a significant influence on revisiting inten-

tions at a confidence level of 99%, and the latter of 95.
TABLE 3 Satisfaction and recommendation

Cluster 1 n = 129 (30%) Clust

Agree (%)a Average scores Agree

Global quality of the destinationb 98.5 (66.7) 4.65 88.0

Satisfaction felt with the
holidays in Guimarãesc

99.2 (73.6) 4.73 84.6

Will returnd 66.7 (41.1) 3.98 29.0

Recommendation to family and friendse 89.1 (68.2) 4.53 81.2

Number of visits to Guimarães 1.53

Source: Calculations based on authors own survey data.
aPercentage of respondents who agree, having answered 4 or 5 on the 5‐point L
the 5‐point Likert scale).
bScale ranges from 1 (bad) to 5 (excellent).
cScale ranges from 1 (not at all satisfied) to 5 (very satisfied).
dScale ranges from 1 (0% hypothesis) to 5 (100% hypothesis).
eScale ranges from 1 (do not recommend) to 5 (strongly recommend).

*p < 0.01.
With these findings, we can accept H2–H4, when using the all

sample. In other words, it can be said that the likelihood of a return

visit to the destination is positively dependent on tourists' satisfaction

with or good impression of the visit made and on the learning effect

(i.e., the more familiar they are with the destination, the more likely

they are to return). However, differences in the coefficients show

that, although the global quality of the destination contributes the

most to the return intention, satisfaction with the holiday contributes

the least.

In continuation, an analysis was conducted for each of the previ-

ously defined tourist clusters. As can be inferred from an analysis of

Table 6, the values of the Cox and Snell and Nagelkerke's pseudo R2

statistics are higher for Cluster 1 than for the whole sample, being

these statistical values reasonable. Clusters 2 and 3 achieve lower

values, showing lower consistency of the model.

Table 7 shows the results of the estimated parameters for the dif-

ferent cluster samples. The results indicate that the influence of satis-

faction, global quality, and experience variables on the intention to

return differ depending on the travelling group composition.
er 2 n = 117 (27%) Cluster 3 n = 186 (43%)

F ratio Sig.(%)a Average scores Agree (%)a Average scoresb

(5.1) 3.93 94.1 (36.0) 4.30 59.836 0.000*

(11.1) 3.94 94.6 (40.3) 4.34 62.927 0.000*

(12.8) 3.03 30.6 (14.5) 3.16 30.346 0.000*

(39.3) 4.15 86.6 (53.8) 4.36 6.861 0.001*

1.29 1.22 6.418 0.002*

ikert scales (in parentheses, percentage of respondents who answered 5 on



TABLE 6 Each model's overall goodness of fit with the data

Cluster 1 Cluster 2 Cluster 3

Cox and Snell R2 0.178 0.094 0.073

Nagelkerke R2 0.247 0.134 0.102

−2 times log likelihood 139.952 129.512 215.238

TABLE 7 Relationship between explanatory variables and the
intention to revisit the destination: Subsamples

Estimated parameters Cluster 1 Cluster 2 Cluster 3

Constant −10.418* −7.002* −5.409*

Global quality of the
destination

0.648 1.895** 0.753***

Satisfaction with the holidays
in Guimarães

1.615* −0.500 0.187

Number of visits to
Guimarães

0.368 0.413 0.327

*p < 0.01.**p < 0.05. ***p < 0.1.
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More specifically, the estimated parameter relating to satisfaction

is significant for Cluster 1 visitors at a confidence level of 99%,

whereas the parameter for the global quality variable is significant at

a 95% confidence level for Cluster 2 and at a 90% confidence level

for Cluster 3. Interestingly, the number of visits is not significant for

any of the clusters identified.

With these results, and although for the total tourists sample H2–

H4 can be accepted, we have to conclude that the composition of

each cluster does make a difference. When taking Cluster 1, satisfac-

tion influences positively the desire to return, that is, H3 can be

accept. For Clusters 2 and 3, the global quality of the destination

shows making these tourists to want revisit the destination, that is,

H2 can be accept, in both cases. H4 cannot be accepted for any of

the clusters. Table 8 summarizes the factors that contribute the most

and the least for a further visit to the destination, following the

hypotheses tested.

Looking at the empirical results attained, one has to agree that

satisfaction towards a destination results from the overall experience

lived, as claimed by Bosque and Martín (2008), Chen and Chen

(2010), Petrick and Backman (2002), and Yoon and Uysal (2005). In

this regard, it is worth to remember that the perceived global quality

of a destination or image of it which was kept is surely the key factor

behind enjoying or not visiting a site (Antón et al., 2017; Bigné et al.,

2005; Bosque & Martín, 2008; Campo‐Martínez et al., 2010; Chiu

et al., 2016), even if that can be expressed differently according to dif-

ferent groups of visitors, as underlined by Campo‐Martínez et al.

(2010). Enjoying visiting a destination and returning to it is another

issue (Nam et al., 2011).
TABLE 8 Influences on revisiting intentions by subsamples

Sample
used

Most
influential

Least
influential

Acceptance of
hypotheses

Total Global quality Number of visits H2–H4

Cluster 1 Satisfaction Not significant H3

Cluster 2 Global quality Not significant H2

Cluster 3 Global quality Not significant H2
In this respect, Bigné et al. (2001) and Lee et al. (2007) claim that a

relationship between satisfaction and return intention was far from

being confirmed. That is, loyalty and repeat visit intention are not

the same (Nam et al., 2011). Certainly, enjoying a visit and showing

loyalty can be expressed other ways, namely, recommending the

destination to family and friends (behaviour loyalty).

As mentioned, the composition of the travelling group does seem

to play a role in the level of satisfaction attained. We found that the

intention to return to Guimarães related mostly with satisfaction

among Cluster 1 visitors, whereas the most relevant parameter for

Clusters 2 and 3 was the global quality kept. These findings support

the aforementioned claim, following the findings of Bigné and Andreu

(2004), Campo‐Martínez et al. (2010), Castro et al. (2007), Hui et al.

(2007), and Lee et al. (2007).

The amount of previous visits also did not allow expression in

statistically significant new return intentions for any of the clusters

identified but presented statistical significance for the whole sample.

This considered, one must conclude that having a good tourist experi-

ence at a destination does enhance the probability that one will return

to it. Once the positive experience is confirmed, the intent of

returning can be renewed again (Bosque & Martín, 2008). However,

that can be felt differently by each group of visitors. If each of those

groups has distinct motivations and enjoys the experience differently,

the results we get should not be considered surprising. This result

follows also the claims of Lee et al. (2007) as well as those of

Campo‐Martínez et al. (2010).
5 | CONCLUSIONS AND
RECOMMENDATIONS

The main aim of this paper was to inquire on the Guimarães visitors'

return intention and relating it to the satisfaction attained at the

destination, the global quality perception or image kept, and previous

experiences acquired while visiting it. Even so, one must admit that

different segments of tourists, according to their motivations and

sociocultural profiles, can express distinct levels of satisfaction

towards the same destination, even while being part of the same

tour. This justifies examination of the influential factors of those

different groups.

Cluster analysis was used in our investigation because it can

provide the basis for a focussed approach to the planning and

management of the tourism activity in emerging destinations, such

as Guimarães.

We succeeded to identify three clusters: the Enthusiastic (30% of

the sample of respondents), the Unconvinced (27% of the sample), and

the Satisfied (43% of the sample). We concluded that the level of sat-

isfaction tourists gained from visiting Guimarães, a city remarkable for

its cultural heritage, was quite high, even if they do not show a homo-

geneous evaluation.

For capturing the variables that affect the likelihood of a return

visit to the destination, we performed a logistic regression analysis,

considering the whole sample and the clusters identified. From there,

looking first at the whole set, perceived global image, prior experience

at the destination, and satisfaction level are shown to play significant
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roles in motivating tourists to return to it. However, differences in the

coefficients show that, although the global quality of the destination

contributed the most to the return intention, the satisfaction felt with

the holidays contributes the least.

In terms of the visitors' clusters, the results of the logit model indi-

cate that the influence of satisfaction, global quality, and experience

variables on the intention to return differ, depending on the travelling

group composition. In this regard, the Enthusiastic indicates that the

parameter relating to satisfaction was significant at a confidence level

of 99%, whereas for the Unconvinced and the Satisfied, the parameter

which shown to play a major role in the intent to return was the global

quality variable, at a 95% confidence level. In all cases, the amount of

visits is not shown as significant for explaining the returns declared in

any of the clusters identified.

This empirical evidence should, of course, be considered when

looking the planning, managing, and promotion of the destination. This

raises two sorts of problems: on the one hand, there is occasion to

inquire if the destination positions itself mainly as a heritage destina-

tion, based on its acquired attributes and products provided; and sec-

ond, one must consider if the destination should envisage attracting

the visitors we classified as Unconvinced. In this case, the issue is

not in leading them to repeat the visit but simply capturing this

segment of tourists who are not heritage motivated.

Perhaps the experience that the destination proposes is too pas-

sive for these visitors. In fact, the sites that can be visited only suggest

a passive interaction with visitors. Also, the relevant patrimony of the

Portuguese history cannot be enough to ensure the satisfaction of the

visitors. Authorities must think in a more interactive and creative way

and make the heritage “come alive.” To do so, they must think in terms

of a more creative tourism segment that could complement the more

traditional way of experiencing heritage. This new kind of tourism can

increase the co‐creation of experiences and is linked to the latest ten-

dencies that are linked to both significant and authentic experiences

and to active involvement with culture and contact with real people

(Richards & Wilson, 2008).

This said, we are not suggesting that Guimarães does not need to

identify its attributes and promote them better in order to position

itself in the target tourism market and prevent major misunderstand-

ings on the kind of destination we are examining. As individuals

express their satisfaction towards a destination based on a prior

image, marketing promoters should, in the advertising of the destina-

tion, not create unrealistic expectations for the potential visitors, thus

preventing them from feeling frustrated with the experience and

emotions experienced there.

The empirical results attained bring additional support to the idea

that enjoying a visit and returning to it are not the same. Loyalty can

be expressed in other ways, such as recommending the destination

to family and friends. This is an issue that we have not addressed

directly in this paper, so the opportunity exists for exploring it in

future research.

Even when dealing with the Guimarães destination based on the

results of survey, one should be aware that the sample used is a con-

venience one. Anyway, one must underline that it has the advantage

of being easy to compare with the ones which have been previously

conducted.
The major limitation of our research was having a higher amount

of foreigners than domestic tourists, knowing that Guimarães is still

receiving more domestic than foreigner ones, hereby conditioning to

generalize or to extrapolate results obtained. Nevertheless, the meth-

odology used was the suitable one, as the tourism office was the more

appropriate place to apply the survey due to logistic and budget rea-

sons. In fact, besides the budget reasons mentioned, this kind of

approach works better than the one of applying the surveys on the

streets or on the hotels, where tourists tend to not answering. Using

a tourism office allows the tourists to have access to information on

the destination, and we can expect them to show a more positive

reaction towards such a questionnaire. Assuming this receptivity

relates to the fact that they get in contact with the office tourism ser-

vice providers, which, at the same time, will provide them information

on the city and they are looking for and can help them in the process

of filling in the questionnaire. For the tourism office is also an easy

way of getting information on their visitors, which can be quite valu-

able in terms of better managing and planning the city tourist supply.

In further research, the team will take into account the results

obtained and will focus on investigating what can be done to achieve

a more complete and holistic offer, trying to take better tourism profit

from the rich intangible heritage that characterizes the city of

Guimarães.
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