
17/04/2023

1

Branding & Image Perception of A Seasonal
Tourist Destination in Southwestern Europe:
A Case Study by the IMPACTUR ALGARVE Project

Speakers:

Prof. Maria João Custódio
mjcusto@ualg.pt

Prof. Fernando Perna 
fperna@ualg.pt

STRUCTURE OF THE PRESENTATION

Part I by Prof. Maria João Custódio

1) What is Destination Image? Why is important to measure?

2) Case Study: The Algarve (Portugal) 

2.1 The Algarve viewed by the British

3) Research Findings and Contributions.

Part II by Prof. Fernando Perna

4) When the image & success of the destination goes beyond the limits of 
sustainability

4.1 Tourism Carbon Footprint

4.2 Carrying Capacity

1) What is Destination Image?
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WHAT IS DESTINATION IMAGE AND WHY IS
IMPORTANT MEASURE IT?

• Because we could understand the perceptions that visitants
have about our country or a destination;

• Because is an important instrument to adjust the promotion
and advertising strategy of a destination;

• It is a valuable instrument to destination branding strategies
to align destination brand strategies according to the
intended positioning for each market;

• This knowledge could make a contribution for the 
competitiveness and for the destination branding strategies 
development.
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Can help you differentiate yourself from 
other destinations in a context of 

growing competition 
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TOURISM DESTINATION IMAGE CONCEPTS
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SCOPE OF DESTINATION IMAGE BY AUTHOR
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EXAMPLE: TOURISM DESTINATION IMAGE MEASUREMENT
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VARIABLE’S INFLUENCE ON DESTINATION IMAGE BY AUTHOR

Example

Visual Images by Google…
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PORTUGAL

WHAT IS IMAGE? BY … WHAT IS IMAGE? BY … 

SPAIN
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WHAT IS IMAGE? BY … 

UNITED KINGDOM
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WHAT IS IMAGE? BY … 

Malásia/Malaysia

WHAT IS IMAGE? BY …

ALGARVE

WHAT IS IMAGE? BY … 

MADRID
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WHAT IS IMAGE? BY … 

DEVON

LET´S CHECK YOUR IMAGE ABOUT PORTUGAL
(PLEASE FOLLOW THE LINK OR SCAN THE QRCODE )

https://www.menti.com/aln43w6hftdk

18

Go to www.menti.com and use the 
code 6382 0012

2) Case Study: The Algarve (Portugal)
19

Source: http://portidageo3.blogspot.pt/2012/09/paises-desenvolvidos-do-norte-ii-europa.html

• It has an area of 4,997 square
kilometres (1,929 sq mi) with 451,000  
inhabitants.

• From Arabic: Al-Gahrb
Al-(The) Gharb (West)
Meaning “The West”

• The Kingdom of Portugal conquered 
the Algarve region from the Arab 
empire in the thirteenth century.

THE REGION OF ALGARVE LOCATION

• And currently, in 2022, a total of 
19.1 million overnight stays in tourist 
accommodation establishments.

Tourism Intensity: 42 overnight stays by 
each resident: 
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WHAT ARE THE MAIN MARKETS: WHO VISIT US?

Percentage of Overnight Stays in Algarve lodgings by Country of Residence: 2019 (Pre-COVID) 

U.K. 
32.5% in 2013

Source: http://portidageo3.blogspot.pt/2012/09/paises-desenvolvidos-do-norte-ii-europa.html

WHY DO TOURISTS LOOK FOR THE ALGARVE?

• 133 Beaches & 87 Beaches with Blue Flag (65%).

• 34 Golfe Courses & 6 Marinas  

• 1 International racetrack F1 MotoGP

• Nature and Outdoor Sports

• 1 International Airport; 

• 124,273 Accommodation establishments

• (…)

The Benagil Caves

21 22
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WHAT IS PHOTOGRAPHED IN THE ALGARVE ? AND WHAT ABOUT OUR FOOD?

AND SWEETS…

Made From 
Almonds…

Almond Tree
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Carob

Carob Tree

Old postcards
from the
Algarve

Typical Dance 
“Corridinho” 
and Algarve 

Chimney

IMAGE AT PRINT POCKET TRAVEL GUIDE BOOK
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DK EYEWITNESS TRAVEL: PORTUGAL GLOBETROTTER TRAVEL GUIDE BOOK: ALGARVE

ROUGH GUIDE DIRECTIONS: ALGARVE 

Credit: Maria João Custódio.

THE IMAGE OF THE ALGARVE BY A RESIDENT…
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SUN AND SEA DESTINATIONS: IMAGES

ANTALYA CRETE

BULGARIA ALGARVE

2.1 The Algarve Viewed by the British
39

INTRODUCTION

40/31

The research was based in the destination image
perception of the UK tourists that visit the Algarve in four
different periods:

- The off-peak and the peak season;

- Pre and post-visit.

37 38

39 40



17/04/2023

11

AIM OF THE RESEARCH

• To measure and enhance the role of destination image
in destination branding and competitiveness in the UK
market in the Algarve;

• Expect to give a contribution to the knowledge of
destination branding in a model that covers destination
image and holidays profile;

• This knowledge could make a contribution for the
competitiveness and for the destination branding
strategies development.

41/31 Introduction: Algarve Tourism Characterization

Percentage of Overnight Stays in Algarve lodgings by 

Country of Residence: 2013 

UK share in 
total Algarve 

foreign
markets 2013

 42.2%

THE ALGARVE TOURISM CHARACTERIZATION

42

LITERATURE REVIEW:

43/31

Seven Main Topics
2.1. Tourism Destination Concepts

2.2. The role of destination marketing in 
DMOs context

2.3. Destination Competitiveness

2.4. Tourism Destination Image: Concepts 
and Scopes

2.5. Models on Analysis Relating to the 
Process of Destination-Image Formation

2.6. Destination Image Measurement

2.7. Destination Branding

A total of 226 
references;

Dates between 
the years

1972 and 2014;

2000-2010 is the 
most referred 

decade with 114 
references.

GENERAL FRAMEWORK FOR THE FORMATION OF DESTINATION IMAGE

44Source: Adapted from Baloglu and McCleary (1999: 870).
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IMAGE FORMATION BASED ON SOURCES OF INFORMATION

Source: Gartner (1993:197-205)

IMPACT OF DIFFERENT SOURCES OF INFORMATION ON DESTINATION IMAGE

Source: Adapted from Kastenholz (2002:146)

LIST OF ATTRIBUTES MOSTLY USED IN STUDIES OF DESTINATION IMAGE MEASUREMENT

Source: Adapted from Gallarza et al. (2001: 63)

METHODOLOGY: MODEL OF ANALYSIS

45 46

47 48



17/04/2023

13

Approach(es)Research Objective(s)

Qualitative analysis: literature review and
meta-analysis to compare the different studies
undertaken in destination image-making. Semi-
structured interviews. Exploratory research.

1. To discuss the scientific framework of
destination image concepts and related
methodological developments in destination
branding and competitiveness models.

Qualitative analysis: literature review and
meta-analysis to compare the different studies
undertaken in destination image-making. Semi-
structured interviews. Exploratory research.

2. To create a model of analysis for
tourism-destination image and its
influential factors.

Quantitative analyses to measure the different
variables. Descriptive research.

3. To compare the profile and image of four
different target markets of visitors: pre- and
post-visit, high (summer) and low (winter)
seasons.

Mixed-methods approach. Qualitative analysis to
select the attributes to be measured via a
questionnaire.
Quantitative analysis to measure pre- and post-
visit image. Descriptive and causal research.

4. To acquire an understanding of the
secondary image (pre-visit) as opposed to
primary image (post-visit) of the Algarve
destination, applying Importance Performance
Analysis (IPA) methodology and models of
tourism-destination image. To test the
differences between pre- and post-visit and high
(summer) and low (winter) seasons.

METHODOLOGY: RESEARCH OBJECTIVES AND APPROACHES

49/31

Approach(es)Research Objective(s)

Quantitative analyses to measure Algarve’s
overall image. Causal research.

5. Obtain an integrated view of the Algarve’s
tourism destination image.

Quantitative analyses to measure first/ repeat
visitors’ image. Causal research.

6. To analyse whether first/ repeat visitors and
image modification have any relation to travel
behaviour or visitor characterization.

Qualitative research.7. Propose measures to enhance destination
branding strategy in the two seasons according
to the findings obtained.

RESEARCH OBJECTIVES, APPROACHES AND PHASES

3.1 Research Framework

3.2 Semi-structured interviews conceptualization

3.3 Questionnaire conceptualization

3.4 Data Collection:

50/31

Main Research Phases

- Semi-Structured Interviews

- Questionnaire administration

STAKEHOLDERS INTERVIEW STRUCTURE AND APPLICATION

To the main tourism organizations of the 
Algarve, public and private:

• Private Hospitality Sector Organization

• Algarve Tourism Board 

• Algarve Coordination for Regional          
Development and Planning Organization

• International Faro Airport Administration

• Algarve’s Tourism Delegation to the           

Portuguese Tourism Board in the UK

51/31

Questions about 
the UK Market

About
Competitiveness

Economy and General 
Impacts on Tourism

Policy and Destination 
Management

Image and Branding

Promotion and 
Communication Channels

Interviews Structure

QUESTIONNAIRE DESIGN AND ADMINISTRATION

Empirical approach based on data 
collection from questionnaires 
distributed in two moments to tourists:

• Departure from Faro Airport (Algarve) 
to Exeter UK Airport (Check in Area);

• Arrivals at the airport from the Exeter 
UK Airport (Baggage Claim Area).

This method of collection was only possible 
due the authorization from Faro Airport.

52/31

Visitants Profile

Algarve Image

Visit Profile
Sources of 

Information

Economic Profile
94 variables

Pos-VisitPre-Visit 

Questionnaire Structure

49 50
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CASE STUDY: THE UK TOURIST PROFILE - PRE-VISIT

53/31

ALGARVE DESTINATION STEREOTYPICAL IMAGE: PRE-VISIT

THE AFFECTIVE IMAGE OF THE ALGARVE

55

3) Research Findings and 
Contributions

56
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RESEARCH FINDINGS AND CONTRIBUTIONS

• There exist image differences between the pre and the post visit

that should be monitored namely (pre visit): “nightlife”, “overall

security”, “shopping facilities in superstores”, “health services”,

“overall rate of the visit” and in “distressing and relaxing factors”;

• The image modification reveals differences in the variables regarding

“booking behaviour”, “return intention in summer”, “friend and

relatives recommendations” and “first-time/ repeat visitors”;

• The first time and the repeaters express differences in the “type of

lodging choose”, as well as in the “intention to return” and in the “age

profile”.

RESEARCH FINDINGS AND CONTRIBUTIONS

• Defines a model to study the links between seasonal demand

and primary and secondary image in a specific market and

region;

• The output enables to understand the destination image

structure and its influential factors;

• The visitors tend to identify the Algarve with images of sun

and sea, gastronomy the atmosphere, the hospitality and the

golf courses.

58/31

FUTURE DEVELOPMENTS

• To analyse (include) the impacts of the Instagram Images

and social web on destination image formation and

percepcion;

• To understand the influence of these sources of

information on the segments of the repeters and first

visitants, and on the demographic profile of the visitants

(namely the visitant age).

• (…)

59/31

LET´S CHECK YOUR IMAGE ABOUT PORTUGAL
(PLEASE FOLLOW THE LINK OR SCAN THE QRCODE )

60
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NOW LET´S CHECK YOUR IMAGE ABOUT ALGARVE IN
PORTUGAL
(PLEASE FOLLOW THE LINK OR SCAN THE QRCODE )

https://www.menti.com/alz1ajm8tg54

61

Go to www.menti.com and use 
the code 3296 7002

A RESEARCH ANALYSIS ON TOURISM
DESTINATION IMAGE APPLIED TO THE UK 

MARKET THAT VISIT THE ALGARVE

Thank you.

Maria João Custódio, 
PhD

PhD Management Studies
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