AREA QUALITA, PROGRAMMAZIONE ~ E SUPPORTO STRATEGICO
SETTORE STRATEGIA PER LA RICERCA
U. 0. DOTTORATI

Dottorato in Scienze Economiche e Statistiche
Dipartimentodi Scienzeeconomicheaziendalie statistichd DSEAS)
SSD-StatisticaSocialeSECSS/05

Tourism expenditure and tourism intra -destination mobility

LA DOTTORESSA IL COORDINATORE
Caterina Sciortino Prof.re Andrea Consiglio

IL TUTOR CO TUTOR

| Prof.re Fabio Mazzola Prof.re Stefano De Capfis

P T S . N

CICLO 34
ANNO CONSEGUIMENTOTITOLO 2022



Summary

[0 [0 Tox (o] o PRSPPI 2
Chapter 1: Defining Tourism EXPENItUIe.........ccooooiiiiiii it mene e e e e e e e e e 10
A T T T 1o o) (o 18 ] o PSP 11
1.2.2TOUMSM AEMANG.......eiiiiiiiiiie e re et e e e e e e e et e e e e e e e e s s s bbb s annnssbbeeeeeeas 13
2 I 0T 11 1 0 TR0 o] o 2RSSR 15
1.2 A short review on tourism consumerbehavior theory .............oevvvvvvviiiiiiicee e, 19
1.3 Tourism expenditure and their €CONOMICIMPACT .........coviiiiiiiiiiiiiiiiree e 23
1.4 Measuring toUriSM €XPENAITUIE. ........ceiiiiiiiiiiiiiieieeeriee e e e e e e s s s eeeere e e e e e e e e s e nnnnreeees 26
1.4.1Factorsthat affect tourism expenditure at destination.............ccccceeeviiiiiieemnsiniinennn. 34
e LT LI =] 0= S 37
YC] (=] (=T To= s ol =T o) (=] 38
Chapter 2: Essayson TOUNSM @XPENAITUIE...........uuuvirriiiiiiiiiiimnnreeeeeeeeeeeaaeeeeeeeeeesssssrnssnnnnnnananns 41
2.1 Tourism expenditure and socicdemographiccharacteristics..................cccco e, 42
First paper: Can Nationality Explain Economic Tourist Behaviour? A Thematic Review......... 45
2.2 Cruise tourism and itS €CONOMIC IMPACL..........c..eeviiiiiiiiiiiieeee e e e e e e e eeeeeeaeereaand 46
Second paper: Cruise passengers' expenditure at destinations: Review of survey technigques and
(o P = o0 | 1= Tox 1o o VP PEEPRP R 52
REfEIrENCECNAPIET 2 ... . et e e e e e e e 53
Chapter 3: Understandingtourist mobility intra-destination.................cooo oo reeceiiiiiiiiiiens 54
3.1 Tourist mobility: an iNtrodUCTION ...........uuuuuiiiiiiiiiiie e eeer e 55
3.2Tourist movementand their PATTEINS ..........coiiiiiiiiiiiii e 56
3.3 THEOIETICAI ASPECES. ...eeiiieiiiitie ettt eeet e e e e et e e e e emme e e e e e e e e e 60
RN \V/I=T 1 gToTe [o] ToTo [or= | IAX=Y o1=Tod €= PR 62
3.5Global PositioNing SYSIEM(GPS)......uuuuiiicieiieiiicme e eees s e a e e e e 64
3.5.10perations and researchopportunities of GPStechnology ...........ccccccvvvvviviviviieenneennn. 66
3.5.2An overview of the GPSuses intourism research............ccccccvvviveviieeeeeeec e, 72
0] 0 [=Tele] 015 Te [=T = 110 o O 75
RETEIrENCETTNAPIET ... et eei et e e e e e s e bbb enensb s e e e e e e e e e e e e annes 77
Chapter 4: Essayon tourist MODIlILY .........ccooooiiiii e 81
Third paper: Tracking cruise passengersconsumption: An analysisof the relationships
betweenonshoremobility and eXpenditure ..o 83
(070} o Tod 1§13 ] 1= 84



Introduction

Tourism is a constantly evolving sector that has always offered important development
opportunities for countries' economies. In this sense, the tourist offer has been characterized

by the constant need to remain competitive and, overall, to be able to offer products that are
always in line with market requests.As a result of this continuaus and exponential
developmenttourism isnow accessibleto all. While taking a holiday usedto be very
expensive in terms of-mhuterard loacost offensaliog wlmostt o d a y «
everyone to take at least one holiday once a Yearthis reason, knowing all the elements

that characterize the tourism market is a requirement that must bertedppy a deep
knowledge of how tourists move in space and tifiee movement of tourists in fact, in

termsof destinatiormanagemerdandpolicies appliedo it, is anextremelyimportantaspect.

Over time, one of the main goals for researchers has bé&amgddactors influencing tourist
behaviour (for instance, Fletcher et al., 2017; Cohen et al., 2014; Mohammadi and Mohamed,
2011; Swarbrookeand Horner, 2007). In general, the definition of behaviorsis not
straightforward and presents several concepamal, above all, methodological problems,
becausedefining the behavior of individuals implies defining certain character and
psychological traits. Indeed, behavior is the set of different attitudes and motivations that
drive the subject to make a particular choice rather than another. Furthermore, under the same
environmental, climatic, and social conditions, two individuals patentially make two

differentchoicesbhecauseheir motivationsand attitudesredifferent.

A similar framework is made in consumer theory, but in the econbina@ncial sphere, it

takes on different connotations.In microeconomicsthe consumeris seenas a rational
individual who uses the resources available with the objectiveadimizing utility. In
addition, in classical consumer theory, utility maximization occurs through the consideration
of a budget constraint that is dictated primarily by theepof goods and disposable income.

In the economics of tourism, similar considerations are made by the tourist, who, however,
has a constraint on their income and leisure time. The basic idea is that the tourist consumes
the tourist product (the holidaypllowing these constraints, which are, however, subject to
further limitations dictated by the fact that the tourist is not only a consumer, and that the
tourist product is going to consume is meaningful to the extent that it is made for and during

thevacation trip.



Smith (2013, pp.58895), defines the term "generic product” as a "conceptual commodity
produced by an industry" Smith (2013, pp.&&85). Referring to agriculture for example, the
products are food and fiber, for the autdive industry it is transport Smith (2013, pp.582
595). According to Smith (2013, pp.5885), in the case of tourism, the function of the
generic product is the facilitation of travel and activity by individuals away from their usual
environment". This mans that a product is considered tourism when it is consumed on the
occasion of travel, alternatively, it could potentially be the consumption of traditional goods
andserviceqcasein point: consumption diood and drink).

The need of studying tourism expenditure is relevant because despite the existing literature it
is still unclear what drives a tourist to make certain consumption choices why and how. The
underlying research goal of this thesis is to understand the dys)dattors, and motivations

that characterizeand drive the economic behavior of tourists in local destinations(for
instance, Olya and Mehran, 2017; Daidgre et al., 2018; Rosseldadal and HE, 2019;
GomezDeénizet al., 2020).

Further,onemoreissueis considered:

1. Is there a relationship between tourism, consumption, and mobility? Isclgaa
relationship or does it need further explanation, to show more complex

dynamics/trends?

This study focuses on tourism expenditure that is destinegiated,i.e., it regarding the

visit that the tourist consumes on a given travel occasion and as such is circumscribed by
certain spacéime coordinates. For this reason, it is also necessatgdl with the movement

of tourists and how they carry out typical activities within an urban area, e.g. eating and
drinking, shopping, anghayingfor museumsandothertourist attractions tickets.

Studies on tourist mobility have only in recent yearsobee more consistent until the last
decade (for instance, Beeco et al., 2013; Hallo et al., 2012; Shoval et al., 2011), little attention
was paid to intralestination mobility, due to the high specificity of the studies, which require

substantialise ofresourcesjn terms ofmoneyand human capital.

Therefore, studies on tourist flows, with respect to ordgstination travel, are just included
in the literature, because the amount of data collected by individual countries in this regard is

substantial Althoughcapturingthe tourist within the destinationis not easy,overthe course



of stable time the focal points where it is possible to intercept the tourist have become more

andmoreevident,and thishas favored amcreasingly widecollectionof data.

On the other hand, that is the intra-destinationmobility, the questionis different: the
territorial unit can be extremelylarge (a country) or extremelysmall (a seasideresort):in

both cases, intercepting the tatrthroughout his visit has always been a challenge that
researchers have tried to face. Another relevant issue comes with the locating the tourist is
understanding what kind of tourist you are detecting: there are different types of tourists and
each of hem needs a different marketing strategy. For example, market segmentation is a
goodstrategy tastudy the spatidbehaviorof visitors.

At first stage, the travel diary was used to track the spatial behavior of the visitors: the

limitations of this tool are clear, including memory bias, excessive subjectivity of experience

and norhomogeneity of data collection. For this reason, data collection techniques have been
refined over time to the point of becoming extremely standardizedand homogeneous,

anywherdn theworld.

The most widely used tool is certainly the questionnaire, which thanks to its brevity succeeds
in defining not only the sociocdemographicprofile of the tourist but also succeedsin
capturing other extremely relevaaspects that come into play when discussing spatial and
economic behavior, including satisfaction and motivation to visit. However, questionnaires
alone fail to capture the tourist's itinerary, in terms of geographical coordinates, and with this
method, esential information is lost on how the visit went, how the tourist moved, and for
how long (Bauder, 2015Andrienko et al.2011).

For this reason, GPS tools, which were previously used only in the military and strategic
spheres, have now become parthaf logic of understanding the tourism market because they
have enabled researchers and market strategists to understand how tourists move through
space and time (Huang and Wu, 2012; Birenboim et al., 2013; Birenboim et al., 2015; Lai et
al.,2007; Hallo et al., 2012).

GPS instruments have expanded rapidly, dictated by several factors (as will become clear in
the following pages) including their evolution on a global scale. The information collected
through these tools is aggregated with tlaglittonal ones and in this way relevance is given

not only to the information that determines the trip itself (i.e., the information prior to the trip
that led the tourist to choose a particular location at a particular time with certain activities)

but ,in fact, emphasiss given to everythingthat is the place of destinationand how the
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tourist moves, i.e., the decisiomaking process that traces the itinerary of the individual to
understand the movement of the collective (Huang, 2020; Dend and Andrada, 2020; Su et al.,
2020; Barros et al., 2020; Sugimoto and Suzuki, 2019; Li et al.,, 2Gi8) et al., 2018; Yun

et al., 2018; Korpilo et al., 2017; Zheng et al., 2017; Chhetri et al. 2015; Grinberger et al.,
2014).

The present thesis herfecuses on the application of the GPS tool to a particular tourist
segment: cruise passengers. Studyingise passengers is an important point in literature
research because the industry represented by this segment is the most relevant in terms of
economic impact for countries. A last, but non least point is that the cruise passenger can be
considered anxeursionist because the passenger arrives at the destination and stays in that
location only for a certain period{B hours generally). And, for this reason, tracing the visit

of the cruise passenger is easier than tracing the visit of a tourist wheperay the night in

the chosen destination, and would thus not allow GPS instrument to be capable of tracking a

precisatinerary butwould obtain datéhatcould notbeused interms ofaggregation.

Instead, with cruise passengerst is easy to consider this segmentas unitary and
homogeneous: all started from the same starting point (disembarkation point) and all return to
the samepoint. In this way, the studyis extremelycontrolled,andit is possibleto evaluate
the effectsof the cruiseship phenomenoron the destinationfor political decisionssuchas
the organization of the point of interest, tourist attraction, and locating the shops around the

rightitinerary beaten bgruisepassengers.

This work is divided into four chapters:Two chapters(Chapterfirst and chapterthird,
respectively) provide a theoretical framework where one of them deals with tourism
expenditure and the other with mobility. Two other chapters are empirical ones, there are two

casestudieg(called "essayshere) on spendingnd mobility.

Chapter one and chapter three can be considered the chapters that define the research context,
set out the objectives, and what the literature has so far achieved. Chapters one and three are
thereforethe chapterghat formthe framework fortheentirepager.

Chapterstwo and four can be consideredthe practical applicationsof the frameworks
described in the chapters: chapter two aims to highlight the concept of tourism expenditure
and the methodological problems connected in the context of cruise towtnsle,chapter

four involved the casestudy correspondingo tourism mobility and aboveall, the useand



limits of GPS as well as the relationship between expenditure at the destination and spatial

movementt the destination.

The first chapter has the objective of defining tourist spending, and in order to do this the
tourist market is considered in the first part, with supply and demand, while the second deals
with methodology, statistics, and measurements related to spehditsp. discusses with the
variablesthat are the object of study in models that aim to study tourist spendingin

destinations.

The second chapter presents two works that focus on expenditures: the first is is a thematic
review of the possible relationshp betweennationality (country of origin) and tourist

expenditurest thedestinations (Sciortino et al., 2022a

Sciortino C., & De Cantis S., (2022) Can Nationality Explain Economic Tourist
Behaviour? AThematic Review. Journal of Tourism and Hospitality Management, Jan
Feb.2022, Vol.10, No.1, 1823.

The secondarticle is a collection of works orthe expenditure®f cruise passengers in
destinations, in which the survey techniques aatd dollection are reviewed (Sciortino et al.,
202213):

Sciortino, C., De Cantis, S., Ferrante, M., & Gyiméthy, S. (2020). Cruise passenge
expenditure at destinations: Review of survey techniques and data collection. In' S
2020(pp. 1442 1447). Pesson.

The third chapterhasa similar structureto the first, a theoreticaland conceptuaframework
on tourist mobility, where the first part defines the conceptof tourist movementand
movement patterns and then continues with the different types of tourist mobility. In the
second part, great attention is given to tools for capturing tourist movement, with strong
emphasis on GPS tools. In this sense, the data obtained from these tbthe @ossible

variablesof mobility obtained in thisegardarediscussed.
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The fourth chapter is dedicated to the work conducted to evaluate the possible relationship
between consumption and mobility of cruise passengersn a specific destination,i.e.
CopenhagefSciortino etal., 2022bj.

Sciortino C., De Cantis S., Ferrante M., & Gyimothy S. (2022). Tracking cruise
passenger s0 c analgsis of ghe ire@tronshipgbetween onshore mobility

and expenditure. Annals of Tourism ResearchEmpirical Insights Journal

In this chapter, after an introduction to the topic, the work carried out in the destination is
included with the objective to unify the two theoretical frameworks described in Chapters 1
and 3.

In terms of impact, the following doctoral thesis contributethe existing literature and the

internationakourism scenario in thregays:

- Theoretical contribution: severalissuesfrom the literature are addressedand some
guestions related to the concept of spending in the destination are updated and ridated to
theory of the consuméourist, in terms of factors influencing economic behavior or in terms
of mobility to the destination and application of GPS tools with a discussion of strengths and

drawbacksharacterising this approach.

- Marketing contribution : using GPS tools at the destination enriches the scarce existing
literature in terms of knowledge of cruise passengers' spending at the destination, evaluating

the Spatietemporal consumptiobehavior.

- Methodological contribution: the survey techniques are reviewed and some assumptions
regarding data collection in the field of tourism are questioned, evaluating the advantages and
limitations of questionnaires that are widely used in tourism literatullepasposing new

tools which can capture tourist behaviour. The combination of GPS tools and questionnaire
based survewnd finally, stop locations analysere themost important innovation in terms

of methods.

In terms of scope, the main objectives of this doctoral thesis can be summarized in three

points:

1. To establish whether there is a link between the mobility and the expenditure factors

of cruisepassengers in local destination, during thesit.




2. To find out whether the methodologies of data collection and analysis are sufficient to
detecttourist behavioand whethethey canbeimproved.

3. To evaluatewhether GPS tools are to assessthe movementof tourists in the
destinationand determineon a qualitative level whether existing studies have

managedo achieveagoodexplanation otourist behaviour.

In terms of the research objectives, questions, and hypotheses of the following thesis, these
have been summarized in Table 1. The theoretical frameworks had more general objectives,
which were to presentourism expenditure and tourisrmobility from a theretical and

contextual point of view. Table 1 deals with the collection of papers presented in the doctoral

thesisand whythesepapers werencluded to suppothetheoreticaframeworks.

Table 1: Researchaims, questionsand hypothesef this dissertation

ResearchAim

ResearchQuestion

Assumptions

RAl: To Define whether
t o ur isaicderographic
profiles haveaninfluenceon

tourismexpenditure

RQ1: is it

establish whether nationali

possible to

determineglifferentlevelsof

spendingamongtourists?

Different tour
nationalities correspond to
differentlevels of

expenditure

RA2: Provide a review of
cruise studies in terms of
expenditure,with a special

focuson surveytechniques

RQ2: are the investigation
techniquespresentedin the
review sufficient to define o

cruisep a s s e bepawiora

The studies conducted so 1
are homogenous, and the
techniques of investigation
usedto reflect the behaviof
of the cruise passengersare

standardized

RAS3: To describe the cruis
p as s e nvgie nnd ecal
destinationCopenhagen)

RQ3: is there a relationshi
between mobility behavior
and economic behavior of
the cruise passengers in t

destination?

Starting from the data
obtained through GPS and
from those obtained throug
gquestionnairest is possible
to determine that the
economic and mobility of
cruise passengershave a
relationshipin termsof

patternbehaviour.

RA4: To Characterizeand

Is it

RQ4: possible to

There are nerve points to




measureahe stoplocationsof
cruise passengersat the

destination

manage the tourist
destinationstarting from the

thestoplocationsanalysis?

which policymakers should
pay attentionbecause tourist
stop in those areas where
they spendtime and money.
It is possible define that a

long stop into a point of

interestis a possiblereason

of buying.

Thiswork actively contributedo theexisting literatureon thefollowing research areas:

- Tourismexpenditureat thedestination

- Useof GPSto monitorcruisepassengerduring theirvisit

- Relationshibetweerspatialandeconomidoehaviorat the destination.

A final contributionof the work is to be ableto offer a qualitativeoverview of the studies

carriedout using GPS ithe tourisnscenario.



Chapter 1: Defining Tourism Expenditure

This chapter aims to clarify the concept of tourism expenditure. More specifically, dealing
with tourist spending, concepts such as visipmrgling, consumer theory applied to tourism,

and more generally, the idea of tourist demand will be considered. After an initial revision of
the terminology related to tourism demand, several goals and applications of the concept of
tourism expenditure areonsidered, putting more emphasis on expenses for day visits and
overnight stays. The secondpart of chapter one dealwith tourism expenditurefrom a
methodological point of view, considering all the methods and statistical models to assess the
economic behavior of tourists within the destination during their stay. In addition,
information is provided on data collection, with the multiple techniquesthat have been
adoptedbver time, highlightingneritsand shortcomings of each.
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1.1 Definition of tourism

Tourism is a remarkably complex phenomenoninvolving more than one field and one
subject, so that it has a multidimensional connotation. Given the extraordinary importance of
tourism, it seems natural to adopt an economic lexicon and deal with tourism in terms of
supply and demand, as specified by Baggio (2019, pg89% Tourism hasa twofold
connotation:

1. Collective: involves modes of use, integration between cultures, the economic impact on
incomeproducedemployment, and productivaructure.

2. Individual: more oriented towards concepts such as choice, motivation, time, lifestyles, and
spending.

There are several definitions of tourism concerning the discipline that deals with it and its
characteristics. The complexity of this definition is diethby the "tourism" phenomenon

and is therefore describedthrough various reports that enable us to understandits real
meaning. Many factors come into play here, too: attitudes, perception, travel motivation, and
image(theset ofassumptions and impreésssabout thedestination).

Cohenetal. (2014)definethetourist insevendimensions:

1. Temporariness.

2. Voluntariness.

3. Circularity of displacemenga closedcircuit, returningfrom whencet came);

4. Temporaldimension.

5. Non-recurrencef the route.

6. Nonrinstrumentalityof the objectives.

7. Desirefor noveltyand change.

Cohen et al. (2014) define the tourist a®@né& who travels voluntarily and for a limited
period, motivated by the expectation of pleasure derived from conditions of novelty and
change gperienced in a relatively long and noacurring round trip itinerary"(Cohen et al.,
2014).

As already defined by Cohen et al. (2014), tourism is a multidisciplinary activity that has to
do with many and different economic activities that intersect @aith other with the aim of
definingthe touristfactor.

Therefore, there are three elements characterizing tourism phenomenon: space, time, and
motivation (Parisi2017,pp. 34).
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It is the author'sopinion that thesethree dimensionsalone do not delineatethe tourist
phenomenon and what the tourist represents, rather the different combinations of the three
elementsmentioned above determinedifferent types of tourism and different types of

tourists.
In termsof space, iis possibleto definefour primarytypesof tourism,which are:

o Domestictourism:thatwhich is carriedout within a given country by the country's
residents.

o Inboundtourism:i.e.,nonresidentcomingfrom abroad

o Outboundourism:carriedout abroadby residentof acountry

o Transit tourism: i.e., tourism representedy those crossingne country to reach
another.

Tourism carried out by residents(both inbound and outbound)can be defined national
tourism. If, on the other hand, one considers trips made within the country (both by residents

andnonresidents), onean speakbout domestitourism.

As regards the classification related to motivation, there are leisure motives and professional
reasons Moreover, when we talk about motivation, we can also refer to different types of
tourism, e.g., religious trips, wellness trips, trips dedicated to particular events (e.g., festivals,

exhibitionsor sporting events).

Finally, about duration, it is pos$ébto speak of excursionists (if the visit lasts less than 24
hours without an overnight stay) and tourist visitors (for more than 24 hours with at least one

overnightstay) (Parisi, 2017, pp-B).

In the scenario of the tourism system, there are sevéagérgs: tourists, businesses, the
political-administrative system, and the local population (Parisi, 2017,-pp. The tourist is

the principal agentof the tourist market. The tourist marketis, like othermarkets,given by

the combination of tourism supply and demand which find balance in the intersection of the
quantity bought and sold of the tourist good. In other words, the encounter between tourism

businesseand touristsletermineghe tourism market.

Another aspect tbe taken into account in the tourism system is the relationship established
betweenlocal residentsandtourists,in termsof managemenof sharedspacesand utilities

andalso in terms of coexistence.

12



A fair degree of integration between tourists and local residents makes the destination a
sustainable one. On the contrary, if the coexistence does not work and the destination is too
small for these two entities, it is difficult in the long run to alleurtsm to flourish freely so

that government action is needed to avoid such distortions for the local and the tourism

marketingmanagers.

To define tourism market, the general criteria used to identify the production sectors are not
enough. According to the traditional economic theory, an enterpriseusesa production
function, and this is highly dependenton production factors (land, labor, capital and
technology) and the cost of remunerating them. Usually, companies are part of an industry
and, more genally, of a sector.For tourism companies the linearity of this concept is
lessened because in this industry there is an important intersection between different actors,
who interact with each other, and the different degrees of interaction determirrendiffe
products and serviceS.herefore, since there is no single industry producing goods and
servicesfor tourism, other definingcriteria areneeded.As in other marketshuyers and

sellers determine the supply and demand for tourism goods and serVieggrotiucts and
services differ and are adapted to the consumer. The latter must be segmented and classified
into various groups. Therefore, there are different types of tourism and tourists. The tourism
market also represents all enterprises selling ga@ods services related to the travel and
tourism sector. This economic category also represents the sector related to leisure, business,
study, and other sorts of trips. Following the Industrial Revolution, the tourism market began
to develop in the 19th oéury, enabling workers to travel for leisure, social and cultural

reasons.

1.1.1Tourism demand

Thetouristdemands the setof goodsandservicesequestedy thosewho wantto carry out

a specific touristic activity. The people who require this type of goods stay in a place other
than their usual residence for 24 hours and 365 days (Magliulo, 200731).30herefore,

the heterogeneousharactercreatesthe demandfor tourist servicesand the nature of
plurality, generatesthe need for tourism (examplesof tourism services are catering,

receptiontransport, anéhtermediary services).

Another definition made by Candela and Figini (2003, pp-1%8) about tourism demand

refersto threelevels of analysis:
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I.  Microeconomic level: goods and services required for the several components of the
touristproducts.
II.  Mesa economic level: quantity demandedaccording to presences,for spatial
aggregationsind different tourists.
lll.  Macroeconomiclevel: total value of goods and servicesin each period and a

particularplace(touristdestination).

There are several disciplines involved in the analysis of tourism demand. In general, the most
relevant ones are geography and economics. Considering geographical perspective, tourist
demand represents the total number of people who travel or wish touuise fiacilities and
services in places other than their usual residence or business of work (Fletcher et al., 2017,
pp. 24-26).

The analysis of tourism demand in economic terms focuses on the determinants, i.e., factors
that affect the individual willingness to pay and the ability to pay (Fletcher et al., 2017, p.29).
Generally, the demandfor travelrelated goods and services can be expressedby the

following function:

A= "(R0s 01,8 8,04, 0009 (1)
where
N°= is aquantitymeasurendis a functionally "(¥relatedto the following components:
0o = priceof touristproduct.
01,8 8 ,04 = prices ofothergoodsandserviceghatinfluencedt h e t budgeti st 6 s
= individualincome.

0= sociologicalanddemographicalactors thainfluencedthei ndi vi dual 6 s deman

From equation (1) the demand for tourism depends not only on ldteveeprice of tourist
goods and services but also on other exogenous variables that contribute to changing demand

levels.
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Income (or wealth) is an exogenous variable that influences the demand for tourism: tourism
is usually considered as a comfort good, which means that the elastiatger with respect

toincome is very high (greater than 1).

Another variable that comasto play in the market dynamics is the price of other goods:
transportservices,for example,are complementaryto hotel services,so if the cost of
transporincreasesthe cost of hotel accommodation decreases.

The currency exchangete is thethird variable that comes into play when dealing with
tourist demand: an American going on holiday to Europe must calculate the average price for
the holiday and convert it from euros to dollars. The real exchangédidteis calculated

from the nominal exchaye rate(6¢), the price of domestic tourist goo(lsa), and the price

of foreign tourist goodé-Q:

(Q ) _(_sfl)Ql (2)

The last two variables are the preferences and expectations of tourism consumers and the
nature of the tourism product (e.g., beach tourism in summer, ski tourism in winter). It is also
possible to specify equation (1), considering several variables dedipeve as constants

(ceterisparibus). Equation (IDecomes:
= "o 0’ Q0 QIGRIPOO |
= (209 3)

From theindividual's point of view,tourist demand is nothing more thanmechanism
underlying the consumption process that induces the tourist to demand a good or service of

touristnature.

1.1.2Tourism supply
To meet the demand for tourism, businesses must offer tourism goods and services. The

combinationof thesegoods andervicesletermiresthe tourism supply.

The production along the supply chain of the tourism sector can be summarized in the
following goods and servicéMagliulo, 2007):

4 Elasticityis the ratio betweenthe percentagechangein quantity andthe percentagechangein price/income.
In the case of price, we refer to types of goods such as complementary, substitutes; in the case of income, the
differenceis betweenprimary goods secondarygoods(i.e.,necessitiemnd commodities)andincome.
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- Intermediaries of tourist services and packages ("tour operators" and travel agencies in

general);

- Transportserviceqtheair, rail, andtourismcompaniesnvolved inthis);

- Accommodatiorestablishmentéhotelsandnonhotelestablishments);

- Cateringservicegqall enterprisegngagedn "food andbeverage'at variouslevels;

-Other (cruise industry, for instance, companies involved in the organization of cultural,

social,sporting, recreation, shopping and oteeents).

Thetourist supplyis compositebecauseat comprisesa setof goodsandserviceshatendup

as a product. It is also not transferable because it is particular and unique and cannot be
replaced by other products. Finally, the tourist offer tends to be rigid because it is unlikely to
change over timeThe tourism supply chain is characterized by various businesses that

interact,creating products in conjunction.

Following the scheme proped by the WTO in the General Guidelines for Developing the
Tourism Satellite Account (TSA, 2000), starting from the four primary characteristic groups
of tourism,i.e., food and drink, transport,and culture/entertainment/recreatian,is possible

to combine thesewith a matrix that describeghe interactionbetweenthe variousbusinesses

in thechain:

Table 1.1: Interactions betweentourism industries and tourism products

Main tourism industries

Principal tourism

products Hotelsand Food and Transportation Entertainment

similar Beverages andrecreation
Hotelsand similar X X X X
Food and X X X x
Beverages
Transportation X X X X
Enterta_lnment and X X X X
recreation

SourceWTO(2000)

For instance, hotels mainly provide accommodation services (i.e., lodging). Still, they also
offer catering services within their accommodation; they often offer transport services such as

shuttlesFinally, theymay alsoneedto provideservicedo entertairtheir guestanside.

The tourism product resulting from the interaction between the various businesses in the

tourismchainis describedy a seriesof distinctivecharacteristicsummarizedn Tablel.2.
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Table 1.2: Characteristics of tourism products

Characteristics Description

Experiencggood  The productis uniquebecausst is requestedy the individual tourist (or group)

ata givenmomentin time fora specific locatiorchosen

Nottransferable  Holidaysarecloselylinked to the environment andheterritory, sothey cannotbe
"di splaced. 0o

Not storable Oncethe trip hasbeenorganizedit is not a goodthat canbe storedbut mustbe

consumedn themanner establishaeghenthetrip is organized.

Source:ownelaboration

Taking into consideration the IHIP characteristics (intangibility, heterogeneity, inseparability
and perishability) which after the 1980s were widely observed (Moeller, 2010; Edgett and
Parkinson, 1993; Zeithaml et al., 1985), it is also possible to canfid tourist product in

this scheme for théllowing reasons:

- Thetouristproductis intangiblebecausét is anexperientiaproduct

- itisinseparabldecausé cannotbetransferred

- it is perishable because it must be consumed from the momentahiged and once
organizedt cannot be stored

- it is heterogeneous because it is taiftade for each individual and each tourist

productis different fromitself.

There are two types of tourism products at the macro level: primary (i.e., primary resources
and attractions) and secondary (accommodation, transport, commerce, tourism). Both macro
products are consisting micro products which, when combined, generaidittesy (Van der

Borg, 2009, pp.220). Van der Borg (2009) defines the primary tourism produtalaghose
resourcesthat becomethe tourist's and excursionist'sreason for traveling. We should
remember that tourists generally choose their destinatiased on the primary product and

not on the basis of the secondary product[...] the primary product is stable, difficult to
influence and unique (little modifiable); it has the characteristicsof uniquenessnon
reproducibility (they are scarce resources)and nonsalability (they are often public

resources)'(Van der Borg, 2009, pp-20)

The author (Van der Borg, 2009, pflQ) also defines the secondary product as the set of
serviceghatallows primary resourcego be flexible (restaurantshotels,shops...Jand
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furthermore'their quality depends partly on the primargsources; therefore, in general, the
tourism offer can only be modified in terms of the secondary product through, for example,
targeted investments: it is possible to increase the number of hotels or restaurants, but it is
not possibleto increasethe nunber of lakesor mountains'(Van derBorg, 2009,pp.210).

Swarbrooke and Horner (2021) provide a further detailed description of the tourism product.
According to the authors, talking about the tourism product is necessary to understand the
complex decisicm-making behavior of tourists. In the meantime,the tourism product is

defined as complex and muléiyered (Swarbrooke and Horner, 2021) because it has both
tangible (food and beds) and ntamgible elements (such as supplies or tour packages).
Moreover, it is a product experiencebecausethe tourist does not buy a single defined
product, but itis an overallexperience characterized by several intersect dpuents.
Furthermore, the tourism product is highly
overall experience are measured through the tourists' impressions, and if these are optimistic,
others will further purchase the products; vice vetisay will lose their acquired quality.
Finally, external events strongly characterizethe tourist experience,such as weather
conditions, pandemics, or epidemics. For example, a beach holiday is ruined by sudden
storms, disruptions, and forced quarantidas to COVID19 are good examples of external
factorscharacterizing th&urist experience.

Consideringthe studies conductedon tourism demand,these are generally divided into
macroeconomic and microeconomic (Wang and Davidson, 2010, pp. 507-508).
Macroeconomic studies refer to aggregate demand, notably time series, polled/panel, and
crosssectional. Microeconomic studies, on the other hand, refer to three main groups (Wang
andDavidson, 2010, pp.56910):

1) Optimal choice in tourism demanthey deal with tourists who choose under certain
conditions and are influenced by various aspects (in particular, this group concerns the tourist

decisionmakingprocess).
2) Factorghataffectindividual touristexpenditures.
3) Modelling tourismprices.

This dissertation focuses on the second group of studies in the microeconomic category

becauset is essentiato distinguishdifferenttypologiesof behaviorbecauseouristspending
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includesa multi-layeredworld characterizedy different meaningghat concernthe context

of theexpenditure.

Moreover, another important reason for the focusing on microeconomics category is that few
studies have been conducted on this subject. Those that exist are studies done-lbocan ad
basis, unlike the other two groups of studies that can consider existing data or data
simulationsto define researchobjectives. For this reason,further studiesare neededto

actively contributeto theknowledgeof tourismbehaviorat an economitevel.

1.2 A short review on tourism consumerbehavior theory

To consider the tourist as someone who buys a good or service to satisfy a need is to consider
the tourist as another consumer. In this brief overview the consumer theory applied to tourism
is going to be discusdewith reference to the concept of tourism consumption as any other

type of consumptionhat has specific features thatakeit unique.

Consumer behavior is a relevant aspect of planning marketing activities to support the sale of
products, be they commercial products of any kind or specifically tourist products
(Swarbrooke and Horner, 2021) In addition, there are different approachede#hatith
studyingconsumer behavior fromhifferent perspectivesor example:

-psychologytriesto identify whichmental processafkrive apersonto buyand how;

- sociology, for example, has the task of assessing how culture and cultural styles ih genera
influence different purchasing decisions and how consumption is also a variable that depends

stronglyon society and its institutions.

As Mohammadi and Mohamed (2011, pp.4%PR) reported, consumer behavior has been a
long-term issue in the academicliterature. The first definitions of consumer behavior
appeared as early as the 1980s., for instance Moutinho (1897) refers to consumier bshav

the process of knowing and analyzing information related to the decision to buy and evaluate

productsand services general.

l. Who s essentiain decidingto buy?

Il. How do consumerduy?

Il Which arethecriteriabehindbuying choice?
V. Wheredo they buy?

l. Whendo theybuy?
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Tourism consumertheory deals with the factors influencing tourists to buya particular
product. To do this, the elements are divided into motivators (i.e., those that drive the tourist
to buy that product) and determinants (that determine the extent to which the tourist can
purchase the desired effect) (Swarbrooke and Horner, 2021). Mog\aiitors motivate a
person to take a holiday and encourage a person to choose a particular holiday (concerning
placeandtime) (Swarbrookeand Horner,2021).Figure 1.1 showsthe mostrelevantgroups

of motivating factors. In literature, the most apprag and widely accepted distinction of
thesefactors is madef push factors and pull factors.

Figure 1.1: Factorsinfluencing tourist consumptionby groups

PHYSICAL:
* relaxation
* suntan
* exercise and health
¥ ey
CULTURAL.: EMOTIOMNAL:
* sightsesing * nostalgia
* gxperiencing new - 1 *romance
cultures - * adventure
\ _— * escapism
TOURIST * fantasy
* gpiritual fulfilment
STATUS:
* exclusivity
* fashionability PERSONAL:
* gbtaining a good * yisiting friends and
deal relatives
* pstentatious spending PERSOMNAL *make new friends
opporunities DEVELOPMENT: * need to satisfy others
* increasing knowledge * search for economy if on
*learning a new skill very limited income

Source:SwarbrookeandHorner, 2021

Despite this exhaustiveclassification, the ways to catalog the different motivators for

choosing a holiday are varied, and these depend on the point of view from which they are
observed.

Bearingin mind, for example,the currentemergencycausedoy COVID-19, it is clearhow
the reasons behind a vacatiosexs to a different sphere: health security. Tourists also decide
a travel choice accordingto the restrictionsimposed by governments,the number of

infectionsfrom COVID-19, andhow muchthe governments inclined towardgourism atthat
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precise moment. In this sense,the marketing advertising campaigns sponsoring the

destinationsignificantly affect tourist flows.

Subsequently, the literature review by Cohen et al. (2014) notes several key concepts in
tourism consumerdhavior research. In particular, the authors classified key dimensions on
the subject, which are decisiomaking, values, motivations, sebncept and personality,
expectations attitudes, perceptions satisfaction,trust, and loyalty (Tab.1.3).The idea is
dividing the conceptual dimensions into some categories, to have a good descriptive of the

differentdimensions in terms aburism consumer behavior research.

Table 1.3: Conceptualdimensionsof tourism consumerbehavior research

Conceptualdimensions Description

Decisionmaking In marketingpolicy management

Values Enduringbeliefregardgpersonabnd sociapreferences

Motivations Needandwantsof theperson

Self-concepiandpersonality Quality of humanbehaviourandresponseto the stimuli

Expectations Desiresor wantsof consumers

Attitudes Degree of favorability and not on a specific object

Perceptions The consumer expectshathe perceives

Satisfaction Evaluationor judgemenbnagiven mnsumption

Trustand loyalty Therelationship establisheslith the customer
Source:Cohen(2014)

It is possible, basedn Cohen'spioneeringmodel, to presenta further classificationof
conceptual dimensions relating to research into tourist consumer behavior. One could think of
the first six dimensions as the grensumption dimensions and the last two as the- post
consumption dimensions. Therefore, it is possible to apply a funnel nwmdbke tourist
consumer'urchasewherethe purchasgwhich is a proxy for consumption)s determined

by using the antecedents + consequences.

Fletcher et al. (2017, pp. &8) identify three main stages of consumer behavior theory

development:

1. The early empiricist phase: between the 1930s and the (late) 1940s, characterized by
commercialresearchregarding effects on distribution, advertising,and promotion

strategiesln this phaseheonly focus ison buying behaviour.
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2. The motivational research phase: in the 1950s, the research focused on Freudian and
drive-related concepts. In this phase there is the analysis of the preditttrs
buyingprocedure.

3. The formative phase: The & 6 Qvas the time of the fi g r anrod e lthe magst
influential theories so far. After that time there was a desire for searching models that
could reflect the tourist behavior. The title of the examplel9@6 Wahab et al.,
proposesa linear model for decision making in tourism. And again, in 1982
Mathiesonand Wall proposeda model to explain the five stages:travel desire,
information gathering, travel decision, travel preparationand experiencestravel

satisfactiorand evaluation.

Consumer behavior is a discussed issue in the marketing sectors and tourism disciplines. In
addition, models of consumer behavior linked to purchasing behavior also help to understand
tourism demand(Fletche et al., 2017, p.52). There are three main reasonsbehind the

importanceof understanding consumer behavior:

a. Toimprovethe outcomesf thedecisioamakingprocesof marketingmanagers.
b. Toforecasfuturetouristbehavior.

c. Todevelopnewtourismin line with theworld changes.

The tourist purchase decision is compared to other products and services, but it is unique and
differentwhen comparetb other consumeror threemainreasons:

1) It is aninvestmenthatdoesnot haveatangible rateeturn.
2) Thepurchases aresultof savingsalongtime.
3) Thevacationwill investwith no expectatiorof return.

Fratu (2011, pp.12220) does another classification made by tourism consumer behavior
literature: the author divides the inflnced factors for tourist consumer behavior into three
sections:personal,social, and situational. Individual factors are also psychologicalfactors

and al l those wvariables that affect the con
foremost) also include the familyds moral, t
factors include, for example, the state of mind, the time, tysigal and social ambiance

(Fratu, 2011pp.119120).
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Tourist travel decisions at the individual level are studied in the literature from several
perspectives (Mohammadi and Mohamed, 2011). The terms 'tourist behavior' and ‘travel

behavor' referto tourismrelatedto consumebehavior researcireagCohenetal., 2014).

Several models have been developed to explain consumer behavior in tourism (Swarbrooke
andHorner,2007),but despitethis, empiricalresearchs only well advancedn recentyears.

What characterizes this type of behavior is the presence of the purchase of a holiday, which is
the most important event in an individual's working year and, above all, is one of the most

significantexpense monetary termgSwarbrookeand Horner2007).

Therefore, the motives and determinants that characterize and convey the consumer's choice
to take a specific type of holiday are diverse and can be influenced by the context in which
theyaredeterminedand theworld in whichtheyareborn (SwarbrookendHorner, 2007).

Consideringthe tourist as a consumeris necessarybut insufficient to define economic
consumer behavior. The described product (as defined in the section dedicated to the tourist
differences because it possesses characteristics specife tmurist sector, such as the
abstract tourism product. If the consumer/tourist decides to buy a cruise travel package, the
package isnot touchable, andt is exhaustedhe momentt is consumed. Moreover, the
tourist product is generally unique (alttlgh in the last 20 years travel has also become
increasinglystandardized).

1.3 Tourism expenditure and their economicimpact

In the previous pages, we have dealt with tourist consumption from several points of view.
Tourist expenditure is included in tourist consumption in a different sense. WTO classifies
tourist expenditurd N2 Y G KS O2 YL 4 A thare ig @ spdfit Idurist éxpenditured A S ¢
when the expenses are strictly related to the stay; on the contrary, all the costs that are not

strictly related to thevisit and thathetourist makesreconsidered ordinary.

In the tourism industry, one of the most importardicators required to quantify tourist

demand is the amount of visitor consumption expenditure (VCE). The official definition,

which is also used and recommended by the Tourism Satellite Accounts, is as follows: "VCE
means the total consumption expenditom@de by a visitor or on behalf of a visitor for and
during his or her travel and stays at the de
of tourism demand.Moreover, WTO definesa visitor a s any persontravelingto a place

otherthanthatof his/herusualenvironmenfor lessthan12 monthsandwhosemain purpose
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of the trip is other than the exercise of an activity remunerated from within the place visited"
(WTO, 2005). Tourism activity is, therefore, mainly consumption. Tourism consumption
means all the goods and services used by tourists. Vaccaro-§3p.281) considers seven

specificationf consumption:
1) Concerninghelocation:

1.1 Consumption by tourists: wherever incurred (in the country of origin, in transit, in the

placevisited);
1.2 Consumptiorby visitors:In placespeoplestayandvisit.
2) Aboutthe economimatureof the products:

2.1 Market products: provided by private operators and tourism enterprises (e.g., payment for

ahotelroom;
2.2 Generakervicespublicoperatorge.g.,means ofransportpostalservicesgtc.)

2.3 Collective services: provided by public authorities without direct payment (e.g., tourist

assistancegivil servicesetc.).

3) Goods and services consumed: there can be either specific consumption (which would not
have been performed without the occasiorhef trip, such as accommodation) or ordinary
consumption (which is achieved regardless of the experience of the journey, such as the

purchasef thenewspaper odrinks andfood);
4) Concerninghe origin of the productsconsumed locgbroductsor importedgoods;
5) By location:i.e.,domesticpand foreigrconsumption

Tourist expenditure can therefore be understood as the total amount of tourist consumption
and represents the total consumption expenditure made by tourists and on behalf of tourists.
This meansthat the expressionTourism Expenditure(TE) also meansvarious consumer

goods and servicesthat require a seriesof specificationsand classificationsto be well

understoodTable 1showstheseclassificationssetout byVaccaro (2011)p.99)
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Table 1.4: Classificationsof tourism expenditure

Classification Description

Accordingto time before the trip/stay
during the trip
during the stay

after returning

About place at the place of residence
in the placevisited

Basedon origin/destination by residentsthe expenditurenadewithin
by residentsthe expendituranadeoutside

by nonresidents, performed in the destination

Dependingn thetypeof financing chargedo households
chargedo by enterprises
charged to by public administrations

Accordingto paymentinstruments cash
credit cards
other

Productstypology transport (national and international, public and private)
accommodation
food
useof leisuretime
é
Source:adapted byhe authorgfrom Vaccaro, 2011, p.99)
Another definition for TE made by Eurostat may be helpful to understand its multifaceted
nature.Tourismexpendituras definedasfi t ocorsumptionexpendituremadeby a visitor
or on behalf of wvisitor, for and during his,
The expressionTE incorporatesa wide variety of concepts,for instance:spendingfor
consumergoods and servicesrelated to travel, leisure, and accommodation purchasing

durablegoods for personal use, souvenirs, and similar.

Accordingto the ONT, TE is definedas: 'Total expenditureon goodsand servicesincurred

by a traveller, or on behalf of a traveller, in connection with the traveller's stay abroad. It also
includes the expenses of individuals who are not considered travellers, namely: (a) seasonal
and border workers and (b) those who go abroad for studyatthhteeatment even if the

studyor treatmenttayslastmorethanoneyear. Transporicostsfor travel within the country
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visited are included, while international transport costs are excluded."(Tourism Glossary,
ONT).

It is possible taletermine three different contexts from TE, according to Frechtling (2006):
the occasion (i.e., all those situations/events that attract tourists, such as festivals or sports
games), the location (geographical area or site of interest/tourist attraction) and finally the
time frame (past if it is an event that has passed and we are taking stock of what has

happenedor future whenthereis aforecastof aneventthat isstill to come).

Touri st spending is understood as the touri s
consumption component because of travel. In general, however, tourists who spend their
money generate an economic impact on the destination on seweslal In general, tourism

affects country'ssconomy (of a destination/tourist location) in terofsexpenditureson
infrastructure, investments, and tourist arrivals, which combine to produce effects on the

destination(Brown, 1998). There arthreetypesof effects: directindirectandinduced.

Direct effects are given by: Value of tourism expendituréalue of imports needed to
provide that good/service (Fletcher et al., 2017, p.154). For example, if the number of tourists
increases, the number of omgght stays increases; consequently, the businesses (in this case,
hotels and accommodation services) will receive an increase in bookings as a direct effect.
Hotels alone cannot satisfy all the tourist demand, which requires other sectors not directly
related to the tourism sphere. In this case, we speak of indirect effects, such as the increase or
decreasein bookings which induces changesin jobs, monetary managemenby banks,
cateringservices,useof servicesof generalinterest(suchas energyandwateruse.Finally,

the interaction between direct and indirect expenditure generates income within the locality in

theform of wagesyents,interestetc... Whicharethe induced effects.

1.4 Measuring tourism expenditure
There are many different investigats carried out to assess the economic impact in terms of

tourism expenditure, and the extent of such studies depends on the type of data available. For
this reason, a distinction should be made between surveys carried out at a national level
(dealing wit official bodies that monitor incoming and outgoing tourist flows to quantify the
tourism phenomenon) and local surveys (carried out ad hoc, with the objective of monitoring

visitor expendituran a particuladestination/area).

Lin et al. (2015, pp.10A@01) stated that two main types of survey data establish tourist

expendituretourist behavior and structurdabusehold surveys.
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Establishing the economic impact of tourism has been one of the main goals fomgevesr

in terms of planning and managingtourist destinations.A first step in estimating the
economic impact of tourism is, as Henderson (1975) says, to assess visitor spending because:
"it is the spending behavior of tourists that triggers the chain of events that introduces an

economidmpact on a hostommunity" (Hendersori,975).

As mentionedby Pearce (1981), a firsime visitorspending survey appeared fragmented.
This, over time, has created many undefined methodological casesand a variety of
methodologies designed to bring with them several problems, sometimes considered, and
oftenignored (Pearce, 1981).

For this reason, i.e., to have a clear idea about visitor spending, WTO (2000) defines six

methodsof estimating visitor expenditure:
1) Existingdata:beforecollectingdata,it is necessaryo assesandanalyse whagxists.

2) Householdsurveys:are defined as the mostefficient and suitable tool,but the time
between the travel activity and the reporting activity affects the quality of the data due to
recallbias (Frechtling, 2006).

3) Visitor surveys: ad hoc organized data cavgrilifferent geographical areas and collection

andestimation methods.

4) Tourism establishment surveys: e.g., in terms of transport (plane, bus, etc...) but this case,
the phenomenon is not estimated in its entirety because some of the most relevant expenses

arenot taken into account;

5) Central bank data: these are reliable daitaa national level, helpful in assessing the

expenditureof foreignersand theireconomidransactions.

6) Expenditure models: without interviewing visitors, they try to capture the main aspects of

theirexpenditure.

Once the different methodsto capturethe phenomenonof visitor spendinghave been
established, propaedeutic to measuring visitor expenditure is quantifying this phenomenon in
terms of numbers. One of the prerequisites for a reasonable cost estimate is good information
(Stynes, 1999)Any study on spending must define what information has been used and how
(Stynes1999).
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Assessing the total number of visitors in a particular geographical area is a frequent estimate
that is made. In particular, the number is estim&taa the mode of transport and the type of
accommodationused (Pearce,1981). There are counts at entry and exit points about
transport surveys to calculate the total population of visitors. An accurate record of this is
easily obtainedvhen most arrivaland departures are bgcheduled public transport (air,

train, bus); in other cases,the measurements less accurate(e.g., border arrivals). For
example, local and regional studies estimate the number of visitors with appearances by car,
whichresultsin a lessaccuratecount (Pearce, 1981).

Counts made according to accommodation records determine a second important source of
data, which establishe a further dimension of the visitor population (Pearce,1981).
Unfortunately, no documents are available for all types of accommodation. A more informal
accommodationsector (camping, caravanning,second homes, staying with friends or
relatives, etc.) fé short of official statistics. Another less common way of estimating the
number of visitors is through attractions (for example, automatic counts at the entrance of the

attractionor ticket sales).

The challenges for survey methodology in terms of spgndt is also considering two
essential aspects of surveys: the collection method of the data and the sampling technique. As
defined by Groves et al. (2011), a survey is "a systematic method of collecting information
from (a sample of) entities to consttiquantitative descriptors of the attributes of the wider
population of which the entities are members.The word 'systematic'is deliberateand
significantly distinguishes surveys from other ways of collecting information” (Groves et al.,
2011). Survey methodologyis the study of survey methods.It is intendedto assesghe

sources of error in surveys and determine the numbers produced by as\amairately as
possible.The total expenditure is calculated by multiplying the average spending per visitor
timesthe numberof visitors (Stynes, 1999).

The tourist/visitor is asked to list their expenses in survey methods. Generally, interviews are
conducted fac¢o-face or through a questionnaire sent by post, online, or telephone. The
advantages and disadvantages of these procedures are clear ierdh@ditand have been
widely discussed. In table 1.5, all methods with pros and cons are listed, from the quick guide

to survey researchvritten byJoneset al. (2013pp.57).
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Table 1.5: Survey methodsfor data collection pros and cons

Methods Pros Cons

Faceto-face  Higher response rates, visual aids, complex Expensivefime inefficient

guestions
Telephone Largerradiusthanpersonallessexpensive No visual aids, difficult to
developrapport
Postal Largertargetandlower responseates Non-response, time  for
compilation
Electronic Quick responsequick datacollection Norrresponse

Source:Jonesetal. (2013,pp. 57)
Samplingquestiongnustanswerseveral questions:
- Whois beinginterviewed?
- Whereis beinginterviewed?
- Whenis beinginterviewed?

When interviewing, usually only one person is interviewed, but in most cases, tourist trips are

carriedout inpairs orin groups,which causeslot of problemsn the estimation.

In addition, figuring out where (and when) to interview subjects is another methodological
problem, because depending on the interview point, the tourist may not have completed the

visit and, potentially, may not hagpent any monegofar.

Sampling methds are varied and determining which is the most appropriate depends on
several factors, which Pearce (1981, 240241) summarisesas follows: "The size,
configuration and internal diversity of the study area, and the extent to which other visitor
population data can be used, data on the visitor population can be used as a control" (Pearce,
1981, 240-241). Stynes(1999) defined that sampling proceduresshould be designedto

produce a representative sample of the visitor population. Sampling ezresally depend

on the size of the sample population and the amount of internal variance in expenditure. In
tourism studies, the unit of analysis is defined according to the chosen study objective: in this
sense, the period of coverage and the referermeeAprritory must be specified. (Stynes,
1999).

These data types tend to have high variances, and to fill this, much larger sample sizes are

neededAs Groveset al. (2011) definedaswith all the other surveyerrors,thereare two
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typesof sampling error: sampling bias and sampling variance. Sampling bias arises when
somemembersof the samplingframe are given no chance(or reducedchance)of selection.

In such a design, every possible set of choices excludes them systematically. To the extent
that they have distinctive values on the survey statistics, they will depart from the
corresponding ones on the frame population. Sampling variance arises bgpaersehe

design for the sample, by chance, many different sets of frame elements could be drawn
(Groves et al.,, 2011). For example, the segmentingtechnique reducesthe variance
significantly. For example, identifying high and low spenders provides ingighthe most

profitablevisitors to thedestination (Pearce, 1981).

Data collection methods are several, and all have their merits and drawbacks. Cannon and
Ford (2002) list the oldest forms of data collection: intercepting visitors, travelogue, mail
back, and call back. Blocking visitors is undoubtedly the best solution becaugse-face

allows a higher propensity to respond on the part of respondents. Moreover, this is one of the
best methods from the point of view of the quality of the informatibtained. Once the
respondent is unclear about a question, the interviewer can clarify any doubts with direct

contact.

The most significant disadvantage is cost because nerve centres are needed to intercept all
incoming visitors, blocking the most important number of incoming tourists. Therefore, in the
case of a single country, for example, the points of interest wilidborders (airports, ports,
railway stations, motorway outlets). In contrast, from the point of view of a single
destination, it would seem more straightforward to intercept visitors because the area is
limited to a singleterritory, which is certainlysmallerin scale,but this is not the case Even

in the caseof local studies, multiple visitors escapebecausethe entrancesto a single

destinatiorarenumerousand ofterescapéehe careful eyeof theinterviewer.

The questionnaire is undoubtedly the most widely used tool for data collection: it is simple,
clear, and concise, allows the researcher contact with the respondent, and enables the telling
of a variety of information. There are different types of questoes proposed by agencies
andinternationalbodies.They areall supposedlyidentical becausehe purposeis the same:

to obtain information on thexpenditurenadeby visitorsat thedestination.

Looking at existing literature, it is possible to determine how the academic world deals with
this issue, in particular, if keywords such"asitor* spending” OR "tourism* expenditure”

OR "tourist spending”AND "questionnaire"are searchedor, the resuts are not numerous,
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because the data collection aspect and the problems concerning the questionnaire have been

analysednly superficially and never in depth.

In fact, in macreeconomic studies of a national scale, academics have limited themselves
exclusively to analysing existing data without questioning the quality of the information

providedby the questionnaireaeemselves.

On the other hand, from micermomic studies (i.e., from the point of view of the particular
area/destination)guestionnairesare often not available as they are conductedad-hoc.
Although the two types of studiesrefer to different territorial contexts, most of the
guestionnaires from the point of view of research on spending behavior are similar. Starting

from the past,Stynes (1999) definemn exampleof aquestionnairéFigure 1.2).

Figure 1.2: An exampleof a questionnaireto investigatetourism expenditure

Sperding category Spendingin local area (by your party)

Lodging
Hotels,motels,cabinsB&B

Campgroundees

Foodand Beverages

Restaurantand bars

Groceries

Transportation
GasandOil (auto,RV, boatetc)

Otherautoexpensegrepairs parking,tolls, etc)

Airfares,Rail, Bus,Taxi,Carr ent al é

Other expenses
RecreatiorandEntertainmentees

Sportinggoods

Clothing

Othergoods(fim,b o o k s é)
Otherserviceqhaircuts etc)

Source:Styneg1999)

While considering a questionnaire structure from the 1990s, the scheme of the categories has
not changed in practice over the years. In fact, looking at other surveys and questionnaires, it

would seem that theystem has remained mareless the same.
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Once data on tourist spending has been collected, it is necessary to analyse it. This second
phase of statistical surveys has been revolutionized and refined over time. A widely used
strategy in estimating visitor expenditusesegmentation strategies: using distinct subgroups

of visitors givesmoreclarity to thesurvey.There ardwo segmentatiostrategies:

1) A priori: the target population is divided into subgroups according to particular criteria that

is followed in theinterviews;

2) A posteriori: once the sample from the population has been interviewed, it is segmented

accordingo theanswers obtained whiaeterminesimilaritiesbetweengroups.

Furthermore,segmentationwhich is typical for marketsand has to do with marketing
straegies, allows the tourist destination to understand which aspects to spend more time and
moneyon than the tourisctivitiesthat comeout of thesurvey.

From the point of view of macro surveys (at a national level in the borders), there are several
segnents most commonly used: residents vs. visitors, excursionists vs. tourists for more than
one day, or segmentation according to the type of accommodation chosen. On the other hand,
segmentationis a prerequisiteto identify the most effective marketing strategiesfor

microanalysigat thelocal level, withad hocsurveys).

The nature of spending is going to be considered a further aspect in the analysis. There are
different ways of understanding visitor spending, and this depemdfiow the qustionsin

the questionnaire are asked. In particular, it is possible to define additional criteria around
which expenditure can beasoned:

1) Concerningtime: the expenditure cagoncern the daypent,the whole holiday,the

expensesadefor the journey, dring, andreturnto thedestination.

2) Concerning the dimension: the expenditure can concern the individual or the travel group.
Once the size has been established, it is then possible to determine to how many people the

declaredexpendituras attributable.

Unlike macro surveys, however, in the case of local surveys, it is possible to dig deeper
because there is a higher level of precision in constructing the tourist profile from the point of
view of spending/economic behavior. This is beeamsthis type of survey, dealing with a
smallernumberof tourists/visitorsthe level of detailis higher.As emphasizedhy Wangand
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Davidson (2010, pp. 51820), Microeconomic models have three main advantages over

macroeconomimodels

I) Theydo notdeviateexcessively fronthetheoreticalkeconomicconsumemodel.

II) They allowfor controllingparticipationbiasrelatedto aggregatedata,for instance.

[II) Thediversitybetweerconsumers isecognizednsteadof aggregate studigbatignoreit.

As defined by Gomebéniz et al. (2020, pp.43&39), empirical research has focused more
on data at the micro-level; only few have analyzedexpenditureat the macro level. In
addition, micro econometric tourism demand mlbdg can be helpful to understand the

determinant®f destinations choicgRosselleNadal and HE, 2019).

Following the review by Wang and Davidson (2010), the issues concerning tourist

expendituresurveys arsamplesizeand modelling methods.

The sample size depends on the number of questionnaires completed by tourists and the type
of sampling used. On the modelling hand, the methods depend on what the researchers want
to analyse. Generally, the most used methods ardpieulinear regressions because they
have the main advantageof collecting the effects on tourism expenditureof several
independentariables separately. (Wamagd Davidson2010).

Having dealt with the measuremenbf tourism expenditurein its various phasesand
meanings, a final reflection is given to the quality of the data collected and subsequently
analysed.In this sensethe UNWTO proposes list of issues that have to do with data

quality:

1. Quality starts with the countries: an efficient and regular national statistical data
collection system is essential to obtain good quality data on arrivals, profiles, and
activitiesof external visitors.

2. There must be a clear distinction between domestic and international visitors and
betweerreasongor visiting.

3. Mostsupplysidedatacomefrom hotels,but this doesnot cover allvisitor activities.

4. Coordination between public and private bodies can facilitate an efficient data

collectionsystem.

What therefore makes the difference in assessingthe tourism phenomenonin a

destination/country/regiois the qualityof the data collectedndthe analysi®f thedata.The
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interpretation of the data is a further stage of the survey that has its weight in evaluating the

phenomenahut this requireslatathat iscongruent wittthe objectiveset.

The methodological aspect is often set aside when approachingesociomic phenoena:
research is often more resoltiented than proceswiented. However, the researcher needs to
pay attention to every part of the investigation and note its strengths and weaknesses so that

theinitial objectiveof thestudy andhe quality of the da remains intact.

1.4.1Factorsthat affect tourism expenditure at destination

In the literature, many models are used to understand the several factors that affect tourism
expenditure (for instance, Olya and Mehran, 2017; Dalddre et al., 2018; Rosselidacal

andHE, 2019; GomeDeéniz et al., 2020).

Olya and Mehran (2017) contribute to the existing literature by proposing a fresh analytical
approach, using complexity theory to assess outbound tourist expenditures, finding that the
model succeeds in predicting future outcomes and noting asymmetric relationships between

touristexpendituresnd its antecedents.

David-Negre et al. (2018) idenyif t our i st s6 spending patterns
using the Social Network Analysis (SNA) methodology. They use bipartite practices, placing
tourists with the activities carried out. A network is bipartite when the set of vertices that
compose itcan be divided into two separate subsets, so that the links do not connect two
nodesof thesame set together.

RosselléNadal and HE (2019) investigate the relationship between tourist arrivals and tourist
expenditure, using a general standard theoretical model, i.e, Ordinary Least Squares
regression (OLS) to study the determinants of tourist demand in a particular destination. This
relationship is also investigated using elasticities in the regression models adopted by the
authors. The authors find diffamces in the measures of tourism demand when the elasticities

arecalculated.

GomezDéniz et al. (2020) calculate two measures: the tourist budget share with a fractional
regression and the difference in growth rates between expenditure in the countynairal
thatin the land of destination. The authors' results show how this type of regression leads the

relevantvariables inthemodelcompared tdhe classiclinear regressiomodel.

The dependent variables most commonly used in the literature aréodsws (Wang and
Davidson,2010): Expenditureper person(per day), Total travel expenditure,Total travel
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party expenditure, Party expenditure per day;gaiel expenditure in the country of origin,

Expendituran thedestination.

As far as the independent variablae concerned, these are divided into economic, social,
and psychological. In addition, the hats suggest including destination and traedhted
variables (Wang and Davidson, 2020). GomezDéniz et al. (2020, pp.438439), in their
review, collect the main factors affecting expenditure: sociceconomic status, age,
nationality, work, length of stayype of accommodation used, income, travel company, kind
of trip. The following table has comprehensivelygroupedall possiblefactors that may

influencetourist spending:
Table 1.6: Categoriesof variablesthat may affect tourism expenditure

Category Description

Economicvariables Financialand nornfinancial assets(income, price,
nutritionalstatuse t ¢ . é)

Socicdemographicharacteristics Gender,age, marital status, occupational status,
educationalevel, numberof family components,

and soon

Trip-relatedvariables Party size, length of stay, accommodatiorchoice,

repeatandfirst-time visitors,transporimeansg t ¢ . €

Psychologicabspectandtreats Attitudes, opinions, lifestyles, experiences,

perceptionsandsoon

Source:ownelaboration

Brida and Scuderi pose an econometric approach to the problem in their systematic review
conducted in 2013: the authors present a comprehensive review of theevfmkmed on
analysing tourism expenditure from a purely econometric point of view. They have only
considered regression models because, as already stated in this paper, these are the ones most
widely used in the literature to explain tourist spending. According to the authors,
econometricmodels offer an analytical approachand techniquesthat describe tourist

spending (Brida and Scuderi, 2013). It has already been discussed that OLS estimates are the
most widely usedin the contextof linear regressios. Moreover, as statedby the authors,

these techniques are the most popular when one has many variables, and the researcher wants
to adopt a criterion to select the regressors that will be part of the model (Brida and Scuderi,
2013). The authors consider expenditureas a zerocensoredvariable. In OLS models,
expenditure often undergoesa logarithmic transformation,and expenditure levels are

calculatedn terms ofelasticity.
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Another systematic review in the literature is the one conducted by Mueimandez et al.

in 2019. The authors use the type of tourists as a feature of the literature review, assessing
which factors influence tourist expenditure. As the acquisitionoofdg and services takes
place in different places, the authors highlight the classification of three types of expenditure

(alreadyanticipated in this paper):

1) Expenditureattheorigin: beforetraveland preparatorto travel;
2) Expenditureat thedestinationduring thestayin the placevisited;
3) Total expenditurethe sunof thefirst two.

In addition, information on the variables influencing tourism expenditure is also derived from
three primary sources: scientific publications, secondary sources, and search engines
(MudarraFernandez et al., 2019).

The authors also divide the socioeconomic travelrelated, destinatioarelated, and
psychological variables. The difference with the previous classifications is that the authors
also arguethat thesevariablesinfluence different types of tourism. The a u t htourissnd
types are cultural, sportunmal, cruise, gastronomic, sun and nature, and MICE (Meeting,
Incentive,Conferencing, and Exhibition).

As regards thefirst group of variables,educationallevel and nationality influence total
expenditure in all tourism categories, except for cruise and rural tourism. Age is a variable

studiedin all typesof tourismand is correlatedith price.

The group of variables relating to travel refers first to accommodation: this variable is studied
for all types of tourism, exceptruise tourismsince itis included in" dai Iy tour i sm.
other variables relating to travel, such as packages, places visited, type of payment, have not

receivedmuch attention in the literature.

Variablesincluded in the destinationcategory, such as image, attendancedistance, are
factors that have appeared in the literature sporadically. Nevertheless, the authors found a

correlationbetween thesand each type dburism.

Psychologicalvariables, first and foremost personality, have had little relevancein the
literature. Another variable that falls into this category is travel motivation, directly linked to

total expenditure. Theame appliet satisfaction.
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The relationshipbetweenthe latter and the economicbehaviorof touristsis also studiedin
the |Iiterature frequently (Disegna and Osti,
satisfaction is a recurring theme in the literature, especially in managementnioamnid
hospitality (Disegnaand Osti, 2016). In Diseghaand Osti (2016), a study analysesthe
influence of satisfaction in expenditure categories. The authors mean transport,

accommodatiorfood and drink,shoppingandother serviceby categories.

In general, the study results suggest that satisfaction is a predictor of expenditure, to a greater
or lesser extent. It has a negative influence (for instance, on transportation, because probably
the more satisfied you are, the less yowkltmr other places to visit). Similar results in work
conducted by D'Urso et al. (2020) show that it is possible to quantify satisfaction as an

explanatoryariable of expenditurievels from FuzzypoubleHurdle models

Final remarks
The main objectivesfdhis chapter has been to define tourist spending in its various aspects

and characteristicslo do this, it was decided to devote the first part of the chapter to the
tourism market, the concept of tourism supply and demand and how these have totde with

concepiof spending.

A great deal of attention has been paid to the tourism product, which differs from other
products that are traded in the markets: on the other handouhiem market is different

from others because it has its own characteristias distinguish it. A previous revision of
definitions related to tourism demand,the various theories supporting consumer/tourist
behavior were also considered. The second part of the first chapter dealt with tourist spending
from a methodological point of view, considering a series of methods and the main statistical
models aimed at evaluating the economic behavior of tourist®iddktination during their

stay. In addition, information is provided on data collection, with the multiple techniques that

havebeen adoptedver time highlighting themeritsand shortcomingef each.

5 Formore detailsabout appliedmethodologypleasesee5 Q| BLRI22020.
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Chapter 2: Essayson Tourism expenditure

The following chapter contains two introductory essayson tourism expenditure: the
relationship with sociodemographic variables and the expendifurriise passengers. The

first one concerns the relationship between nationality and tourist expenditure, while the
second one deals with cruise passengers as a specific segment in evaluating expeEmaliture.
sociodemographic profile of individuals inrggral and tourists, in particular, is the identity
card in understanding people's intrinsic nature, concerning their attitudes and characteristics
and their preferences cultural backgroufidhas already been discussed in the previous
chapter that many variables can influence gpending behavior. Here, the focus is on the
categoryof sociodemographic/ariablesto introduce the final focus on the relationship
between expenditure and natititya Assessing the relationship between different variables is
part of bivariate and multivariate statistics. It is essentialto understandwhat kind of
relationship one is looking for in analyzing and modeling these functional arfdimctional
relatiorship. The main difference lies in assessing a priori whether Y (dependent/response
variable) depends on X (explanatory variable). The caffset relationship is, in fact, one of

the most sougkdfter relationships. It assumes that the sociodemographabies are the

influencing/explanatoryariables andhat expenditurés theresponseariable.

As for this first essay, the idea is to understand if the nationality of the tourists influences the
spending behavior and to do so, a thematic review has dsgged out, showing that the
different results contained in the literature suggest that there is indeed a link between the two
variables, all things being equal (ceteris paribug. Moreover, cruise tourism has been
extensively analysed in the literature, so it was decided to include it separately, giving it

autonomyfrom thetourism sector in general.

In particular, the condition of cruise passengers can be compared to that of excursionists
because cruise passengers only spend a few hours in a destination, and this could be a double
edged sword for the destination, which has to host for a short geraule who are neither
tourists nor residents. In order to assess the precise nature of this tourism segment, it was
decided to study how to cruise passenger expenditure in destinations is discussed in the
literature, starting with a review of the survegliniques: data collection, questionnaires, and

resultsachieved.

41



2.1 Tourism expenditure and sociocdemographiccharacteristics
Sociodemographic characteristics are factors deéihe individuals, groups, andopulation

in general. The termsociodemographic refers to the social and demographic characteristics

thatcharacterizéhe membersf agroup.

Asking questions within the questionnaire,about different sociodemographicaspects
provides a clearer picture of the profile of the respondents. Thanks to such questions, it is
possible to understand whether the sample has the desired characteristics. In addition, these
guestions form the basis of the various classifications and targets proposed.
Sociodemographic data include age, education, religion, occupation, marital status, income

levels,cultural background, and origin.

Age is mainly used in consumer theory because age groups strongly influence purchasing
decisions. Even purchasirdgcisions from a tourist point of view can be influenced; for

example, it is found that cruise tourism is, for the most part, a type of tourism experienced by
retirees. The questionnaire for this reason, it is advisable to indicate how to answer accepted

by agegroups.

The level of education is a variable that can influence different choices in the purchase, but

this also has to do with the degree of information that an individual has that may or may not

depend on it. The level of education usually coreslatith the type of job and income. For

this reason, a possible targeting of tourists based on the reason for the study could also

promotethe understanding of tHevel of expenditure.

The marital status is interesting when there is the evaluation @& thabits; for example,

from thespendingperspectiveit couldexplain certairbehaviorgelatedto spendindevels.

The cultural background influences certain purchases, which depend on the geographical

physicaldistancesNationalityis anessentiafactorin determiningthis evaluation

Finally, gender is a spirit with different identities and is a sensitive topic; therefore, we can

keepin mind how toask thisquestion irnthe questionnaires.

The study of possiblelinks betweensociodemographigariablesandtourist spendingbegan

as early as the 20th century. In 2004, for example, a study by Peerapatdit argued that it was
necessary, from a theoretical point of view, to increase the body of literature to give a more
holistic picure of the relationship between travel expenditure and independent variables. The

variablesconsideredn Peerapatdit'$2004) study arethe householdncomethat historically
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influences consumers' purchasidgcisions.If we think aboutmicroeconomic theories and,

in particular, the theory of optimal consumer choice, we realize that the budget constraint to
which the consumer is subjected is mainly constrained by disposabl@an€onsumers'
utility functions define their preferenceand attitudes;the availability of money always
dictates the choice of consumption. Income is the most critical determinant of tourist demand

in general and tourist spending in particRReerapatit, 2004).

A study conducted in 2019 by Muda#farnandez et al. further confirms that income is the
sociodemographic variable that most influences tourist consumption choices because it is
directly correlated with the tourist's choices and the destmageided (Mudarrirernandez

etal., 2019).

Another variable considered by the author in the determinants of expenditure is age; Iin
particular, this relationshipis vital for groups of subjectssharing the same age group
(Peerapatdit, 2004). For exampleggraup of young people will make consumption decisions
consistent with their age group and live the tourist experience according to what is closest to

their preference, which usually gokandin handwith age.

The author also explores the possible refeiop between gender and spending. There are no
significant results in the literature showing statistically significant differences between female
and male spending behavior (Peerapatdit,2004). As the author defines, it cannot be

consideredh variableto segment thenarket(Peerapatdit, 2004).

This theoreticalframework makest clear howdifferent sociodemographic characteristics
may have to do with different spending behavior. As defined by Hung et al. (2012), studying
how it is possible toegment the market through tourism expenditure to define who spends a
lot from who spendslittle in terms of sociodemographicfactors, allows allows the
establishment consistent results that could benefit policy-makersin the economicpolicy
decisionsof destinationsAs further statedby Amir et al. (2017),studiesthat profile tourists

in sociodemographic terms succeed in determining and managing different tourist profiles,
and this contributes to local destinations in managing businesgescavities (Amir et al.,

2017)

Krejil et al . (2016) al so confirm the <cl ain
sociodemographic factors and tourist expenditure in their study of Hungarian tourists in the
village of Skorenovac (in the muniepKovin in Banat). The variables considered were age,

level of education,and gender,and the results of the study suggestedhat the primary
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hypothesis that sociodemographicvariables influence tourist consumption could be

confirmed (Krejil et al., 2016). For exampl e
correspond to high |l evels of expenditure anc
al.,2016).

A factor not widely discussedin the literature but worth investigatingis the tourists'
nationality/country of origin. The following section deals with this sociodemographic

variableby showing thecurrentliteratureresults.
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First paper. Can Nationality Explain Economic Tourist

Behaviour? A Thematic Review
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Can Nationality Explain Economic Tourist Behaviour? A

ThematicReview

CaterinaSciortino,StefandDe Cantis
Universityof Palermo, Palermo, Italy

Numerous studies focus on the determinants of choices regarding tourism consumption utilizing several methods,
different data sources, with diverse results. And the notion of considering nationality as an influential factor in
tourism expenditure has beeonsidered very often in the literature. This work examines this relationship between
nationality and tourism expenditure by means of a thematic review approach. The results suggest the critical role

played bynationalityin understandinghe determinant®f tourismexpenditure.

Keywords:tourismexpenditure, spendingatternscountryof origin, residence

Introduction

Tourist behaviour has been debated in the literature relating to many aspects, from many perspectives, and
utilising different techniques and methods (Farahani & Mohamed, 2013). Several studies have focused on
tourism spending patterns and tourist behayiproviding an idea of how the market could be segmented in
assistingpolicymakersanda given destinatio(Soteriades Arvanitis, 2006).

Thus, the analysis of factors affecting the economic behaviour of tourists is a frequent issue in scientific
debate, with tourist expenditure being the main effect and measure of economic behaviour. There are several
classifications regarding the keyfacts r el ating to tourist behaviour. M
of tourist behaviour is composed of eight critical factors: motivation, culture, age, gender, social class, lifestyle,
life cycle stage, and reference groups.

Of the aforementionefictors, the role of nationality as an influential factor in expenditure behaviour has
been specifically investigated in the literature. The country of origin and country of residence, or nationality are
similar expressions used in several studies (Th&arfearstad, 2012a). And, since the 1990s, many studies in
the literature have been dedicated to analysing and understanding how the country of origin/nationality can play
aspecific role intouristchoices.

However, nationality reveals different results eleging on the available data, destinations, and travel
typologies. Some authors have considered nationality as an important and significant factor in the differences in
spending behaviour, but not suf fi ci englevels Flogefeldh anc e
1999; Pizam & Sussmann, 1995). With reference to the literature review conducted by Soteriades and Arvanitis
(2006),therecanbe saidto be two categorie®f factorsin the literature:sociodemographiandtravel related
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(Soteriades & Arvanitis, 2006). Nationality, as an explanatory factor for economic behaviour, is considered a
sociodemographitactor.

This study will focus on tourist nationality, a related component of which is the notion of tourist distance,
which has éng been debated in the literature (Ahn & McKercher, 2018; Xue & Zhang, 2020). The concept of
distance applied to tourism has been summarized by Ahn and McKercher (2018) from four points of view:
physical, psychic, social, and cultural. Some studies irs¢ientific literature are dedicated to crasstural
research, and their aim is to measure and understand consumer behaviour and marketing studies. The cultural
characteristics of a given group are determining factors, which can explain, albeitingparts u mer s 6 beha
and their significant differences (Ozdemir & Yolal, 2017). As defined by Ozdemir and Yolal, a specific culture
associated with nationality is one of the most frequent approaches to studies regarding consumer behaviour in
the literature The importance of cultural background (i.e., national identity) in tourist behaviour has also been
studied directly and indirectly in the literature (Pizam & Sussmann, 1995). Finally, the relationship between
cultures in general and tourism (particulaty cultural differences between tourists) has been widely debated
in the literature (Pizam & Sussmann, 1995; Ozdemir & Yolal, 2017). Bearing in mind the comments, the aim of
this paper is to understand if nationality can be considered an importantendindiant factor regarding levels
of tourism expenditure. A thematic review of the more important studies, which have been conducted in
assessinghe relationshipbetweentourism expenditureand nationality, will be undertakenin accomplishing
thisaim.

Methodology

As described by Kim, Bai, Kim, and Chon (2018), a thematic review can be qualitative or quantitative. In
the study outlined in this paper, a qualitative, thematic approach was deployed with the specific aim of
integrating and comparing differefindings, as gleaned from the relevant literature. The Scopus search engine
wasusedto collectarticlesof interest.A stepby-stepproceduravasadoptedor this study: Thefirst stagewas
a paper collection, according to the research protocol deddsddew (Table 1). The latter commenced with a
combining of relevant keywords, through synonyms and different links, and a combining of various keywords.
Thereafter, the papers were read in their entirety, to arrive at 19 articles for further study, &ipadicise
subsebdf 11 papersvasselectedor considerationDetailsregardinghesearctprotocolarereportedn Tablel.

Table 1
SearchProtocol

Keywordsandexclusionssteps N
TITLE-ABS-KEY ((tourismOR touristsOR tourist) AND (expenditureDR spendingOR moneyOR economic

behaviour)AND (nationalityOR countryof origin OR countryof residencéOR nationalities)) 90
AND (EXCLUDE (SUBJAREAA MEDARBENVAARTBGCOMPENGH AGRIBARMTMATEO,

AMATHO) ) 69
After readingandscreeningf abstracts 44
After readingthearticles 19

Final paper set, according to quantitative research approach (sample survey, use of several regression modelsl,lincluding
nationalityas aregressor)

The Scopusdatabasallows usersto enteradvancedsearchqueriesthroughoperatorsandfield codes.It
wasevidentthatthe constraintplacedon thesearctprotocolproducecdarelativelylow numberof articles.
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However, the selected set, which was sufficiently representative and corresponding to the purpose of this
article and the thematiceview approach, was retained. The main criteriatiier exclusion of articles are
defined in Table 1, in particular: Subjertas not related to the tourism sector and seximomic disciplines
were excluded; papers were also excluded; and finally, journals not dealing with these topics were excluded. As
for the inclusion criteria, the main ones included reading the keyveordsl aut hor sdé abstract
those papers were included that presented: extensive survey, use of several regression models, including
nationalityasa regressor.

Resultand Discussion

Some authors have observed no relationship between ecoaanhitourist behaviour, and nationality
(Archer & Flatcher, 1996; Sampol, 1996). The analysis conducted by Archer and Flatcher in 1996 in the
Seychelles revealed that the differences in economic impact between the various tourists in terms of country of
origin were not significant. Flognfeldt (1999) has demonstrated that the tourist market segmentation, which is
based on nationality, is of some utility to the researcher in this field. In the opinion of the authors of this study,
country of origin can be useab a discriminating factor with other related factors. Moreover, the relationship
betweencountry of originand tourism expenditurean be considereds afunction of the length of stay.

Indeed, De Menezes and Moniz (2011) have found differences regarding the length of stay, which also affect
tourist spending. Similaresultshave also been obtainedy Wicker (2012), who considersationality asa

driver of tourist spending. The papersested for this study, with reference to the authors, year of publication,
Destination country, and sample size, are detailedin Table 2 below. All the selectedstudies show the
significance of nationality, albeit in a diverse and limited way. In Tablecy, were taken into consideration in

the statisticalinformationof thearticles:regressiomodelused maincovariate§ andresponseariable.

Table 2

P a p eDes@riptionfor Authors,PublicationYear,Destination,and Samplesize

ID Authors Destination N

1 SoandMorrison (2004) Taiwan 1,429
2 BridaandRisso (2010) CostaRica 893
3 Anderson(2010) Spain 843
4 Thraneand Farsta@2012) Norway 2,895
5 Thraneand Farsta2012) Norway 4,286
6 Bridaetal. (2013) Colombia 1,361
7 Sunget al.(2015) Taiwan 249

8 Marrocuetal. (2015) Italy 1,445
9 Markseletal. (2016) Slovenia 357
10 GarganandGrassq2016) Italy 5,500
11 MortazaviandCialani(2017) Italy 7,330

1 I: income;G: gender;A: age;O: occupationaktatus;P: previousvisits; H: hoursawayfrom the ship; N: nationality;L: length
of stay; ACC: accommodation; SIZE: group size; M: marital status; T: transport; PL: place visited; SAT: satisfaction; EXP:
expenditureEXPDAY: exp.perday; MOT: motivation; EDeducdional level.
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Table 3

InformationAboutthe PapersSelectedor RegressiomModel,Main CovariatesandRespons¥ariables

ID Regressiomodel Main covariates Responseariable

1 GLM ,G,AO,P Total expenditure

2 Crosssectional A, H,N, |, EXP Total expenditure

3 oLS G,A |, L, ACC, SIZE Averagedaily expenditure

4 oLS N, A, PL, SAT, P,EXPDAY Length ofstay

5 OoLS MOT, L, PL, SIZE,A, T Groupandperpersonexpenditure

6 Logit and Tobit A, H,N, I, EXP Averagedaily and categorgxpenditure
7 Factorandclusteranalysis G,A ED,M, N, I, EXP Motivationfor trip

8 Quantile linearmodels SIZE,L, ACC, T Averagedaily and categorgxpenditure
9 Categoriabataanalysis G,A, N, L, PL, SAT,MOT Expenditure

10 LM, concomitanfinite mixture G,0O,L, PL,SAT Total expenditure

11 OoLS A G, SIZE,T, EXP Length ofstay

The articlesselected,over the 20042017 period, havalifferent sample sizes. Regardingthe tourist
destination involved in the study, many of them can be found scattered throughout Europe (Italy and Spain for
instance).About the statistical information obtainedfrom the thematic review, the three main pieces of
information obtained, namely the regression model used, the covariates present in the study, and the response
variableused, allowed the constructionTdible3.

Most of the studies use generic OLS models, the most popular covariates being income, age, use of the
transport, and gender. The most frequent response variable in the models is total expenditure, followed by
average daily expenditure and expenditure bggmy. A popular response variable is the length of stay, i.e.,
the time spent by the tourist in the tourist destination. This variable is particularly used in models because some
authors have observed that, given the same conditions and geographicaledissome nationalities tend to
stay longer or shorter in certain tourist places (for example, the length of stay of Japanese in Italy is greater than
thatof Chinese)As for thesummanyof theresults,Table4 lists themainresultsgroupedn five differentsections:

| Thesignificantrelationshipbetweemationalityandtouristexpenditure.

| Differentnationalityfor differentlengthof stay.

| Differentlevelsof incomedetermindifferentlevel of expenditure.

| Nationalitycanbeusedfor marketsegmentation.

| Cruisepassengemxpenditures a specifictouristsegmenfor differentnationalities.

Table 4

Principal Resultdy ThematidReview

ID Roleof nationality

[1]-[11] All analysed papers show a significant but general relationship between nationality and tourist expenditure.

However differentauthorshaveexplained thicorrelationby consideringlifferentinterveningvariades.

[4]: [11] Length of stay: Different nationalities are correlated with different length of stay. Consequently, the total
' expenditurdevel differs amongourists.
-2l ncomelevel: Therearedifferencesn mearexpendituremongdifferentnationalitiesForinstancetourists

[1]: [3]: [8] I level: Th diff 3 pendi odiff ionalitiesFori i
T fromthe USA (characterizethy a higherlevel of income)tendto spendnorethanothernationalities.

[6]; [7] Nationalityis usedasa segmentation criteriofceterisparibus).

. [ [71 QT Nationality is analysed with reference to specific tourist segments, including, for example, the economic
[21; [5]; [7]; [9]; [10] i i
behaviourof cruisepassengers.
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Conclusions

Tourism promotion strategies at the local, regional, and national levels require apposite strategies at the
levelof marketsegmentatiorSomesegmentatioanalysesocuson demographicghemotivationfor aparticular
visit, and the country of origin. This work has foc
tourist behaviour in general and economic specifically is differentiated in the various tourist segments, which in
turn are based on natiality (Baum & Mudambi, 1996). In conclusion, final remarks are warranted. Many of
the papers herein reviewed demonstrate a significant relationship between tourist expenditure (a dependent
variable) and a set of variables, which can be variously termed;Hich can be included in the same category
(regressors): country of origin, nationality, country/place of residence, distance traveled, and first language of
the tourists. However, despite the identified statistical association, the reasons accouthisgrétationship
are manifold. When discussing the relationship between nationality and tourism economic behaviour, various
specifications should be considered: (a) the exact definition of the response variable (total expenditure vs. total
expenditure pr day, per capita, per group, or per person per day; overall total expenditure vs. expenditure on
specific items, such as shopping, food and beverages, transportation, entertainment, etc.). All these possible
response variables are related in differenyavéo the nationality of the tourist and related concepts; (b)
nationality, country of origin, and distance traveled could all play a different role in explaining the relationship
with tourist expenditure. This role could describe indicators for cultistlrite (social, religious, racial, ethnic
habits), economic distance (in terms of purchasing power, cost of living, income, etc.), and geographical
distance (in terms of intention to return, traveling costs, ease to travel, etc.); (c) consequentlya@ilees
and those having a differing effect could play a moderating or intervening role in the relationship between
nationality and tourist economic behaviour. If appropriately controlled and/or used with other variables, these
variables could enhanaair understanding of tourist behaviour (Pizam & Sussmann, 1995, p. 905) in terms of:
length of stay, level of income, trip motivation/purpose, previous travel experiences, etc. Thus, the authors of
this study hold that many variables can markedly influgheerelationship between tourist expenditure and
tourist behaviour. Furthermore, these same authors are also convinced thataatysta could support the
existing literature by applying metagression techniques, as applied to the topic of tourtsaviour, in
understandingp whatextentnationalityis a significantvariableacrosghevariousstudiesregardinghistopic.
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2.2 Cruise tourism and its economicimpact
Cruise tourism is an essential part of the whole sector, which to date, together with traditional

tourism, has seen an eviacreasing in number of passengers, workforce, cargo capacity, and
the number of ships. Amato (2015) confirmed that the cruiserssamong the most active

in tourism industry.

Cruise tourism is a compositeproduct, which is different from the traditional holiday
becauseeverythingis done on a ship: however, it is possibleto visit different tourist
destinations in a brief period. Indeed, as stated by Kester (2002), the cruise ship "serves as a
floating hotel, offering an attractive, convenientand hasslefree way to visit various

destinationsvithout having tachangeaccommodation” (Kester, 2002.337).

Usually, cruises have a short duration (3 to 7 days), but there are cruises with a longer
duration characterized by much more essential routes in terms of geographical distances. The
importance and economic impact of the cruise industry is now aatagpect to consider in

tourismstatistics.

Considering the work conducted in 2015 by Amato, it is possible to recreate the most critical

stages in the evolution of cruise tourism. It is thought that the origins of the industry can be

traced back to 1835 with advertisements promoting travel to the Shetland Islands (Amato,

2015, p.2). Instead, David (2016) writes that the first actual tlansatcruise which reached

New York from England dates back to 1840. In the early 20th century, transatlantic liners

were used for migration and the transport of goods. The main objective of these ships was to
reach the destination as quickly as possihg, therefore the internal organization was aimed

at this goal (Amato, 2015, p.3). However, the first luxury ship coincidedwith 1912, the

White StarLine.

In contrast, the Titaniand Olympics far surpassed the other transatlantic liners (David,
2016). Hbwever, from the 1950s onwards, sea transport was challenged by air transport,
which began to take hold internationally. The first passenger jet took off from London bound
for New York in 1928, causing a sharp decline in the popularity of the transattamte.

Indeed air travelwasfasterandhadfoundgreater fame thacruisegDavid, 2016).

In the 1960s, the need to assert themselves led airlines to reshape their organizations and
schemes in order to offer a new product to the market: at the expense of speed in reaching the
destination, a new business based on the choice of travel itinerary and the places to visit took

onimportancg Amato, 2015, p.2).
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In this context, cruise ships are born, with the characteristic of being a "Multidestination”
tourist product, which includes a series of stops in intermediate ports that make up the
itinerary (Amato, 2015, p.2). In 1965, the Oceanic was built in Italy and was the first cruise
ship for Home Lines. Instead, the port of Miami is the first port fer American cruise
market, followed by two other Norwegian companies (the Royal Caribbean Cruise Line
RCCL and the Royal Viking Line- RVL) (Amato, 2015, p.3). In the 1970s, several
transformations took place in the cruise industry to determine its suodass These years

saw the birth of Fun Ships, ships designed to entertain tourists (Amato, 2015-q.3).
example, organizing excursionsand guided tours to the various countries and places

determinedn theitinerary and activitiesn board the shipAmato, 2015, p.3).

In the 1980s, demand and supply for cruises grew exponentially, thanks to a larger catchment
areaenabledby a considerableeductionin fares(Amato, 2015, p.3): it wasin theseyears

that crusing was no longer seen as a luxury trip or niche tourism. The 1990s also saw a shift
of the industry to new locations worldwide, such as the Mediterranean and Asia (Amato,
2015, p.4).

Todaythere arghreecompetingmarketsin thecruiseindustry:

1) The first is the American market; where the cruise productwas born, and it is quite
advanced

2) The European/Mediterraneanarketis in adevelopmenphase.
3) TheAsianmarketis in anintroduction/takeoff phase.

Eachyear CLIA (CruiseLines InternationalAssociation)publishesa comprehensiveeport

onthe performancef thecruiseindustry worldwide.

As far as the demand for cruise tourism is concerned, this has increased over time and has
changed because it has become more differentiated towe and has affected the tourist

offer.

Figure 2.1: CLIA Global OceanCruise Passengers20092019(Millions)
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The data presented in the figure show an impressive increase in the number of users for the
time series 2002019. Cruiseoriented tourist flows have increased exponentially, pushing
cruise lines to adopt more and more userfriendly solutions for an increaingly large
catchment area. Today, cruise demand has changed over time and has become increasingly
heterogeneous because the segments of tourists interested in a cruise are multiple because the
needs to be satisfied are different (relaxation, culturadores and others). Regarding the
segmentation of the cruise market, several studies to support it has been made. Amato (2015,

pp.1011) definesthe qualitative criterisof demand by meetingeveral criteria:

1) Motivation: there are several reasons for chogs cruiseThe reasons differ from each
other (some choose the ship to have everything at hand; others choose the cruise to visit more

sitesof cultural/ tourist interest).

2) Knowledge of the geographic origin of the customers: a more remarkable acquaintance of
the customer supports tle@nstruction oh differentiatedcruiseoffer.

3) Durationandtiming of the cruiseTheavailablebudgetplays acrucialrolein the choice.

4) Valuefor money:the propensityo spendby customers.
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Tourism supply is constantly evolving and is strongly influenced by changes in demand.
Being many the segmentof touristsinvolved in the cruiseindustry, the standardizatiorof

the products is not always feasible, supports Amato (2015, p. 12). The packages available are
many, and almost all travel agencies (cruise operators) offer the same packages to different

people.

From a primary product configuration powitview, however, the cruise supply is influenced

by severaklements, which are:
Valuefor money
Itineraries anaxcursions
Duration

Time availableonboardandashore

o o o o Do

Entertainmenservices

The intersection of supply and demand achieves equilibrium in the cruise market due to the
product brought in. Like generalcase of tourism products, the cruise product is also
purchased under certain conditions mentioned above: for example, the high heterogeneity of
these products has been discussed, but in recent decades they have become increasingly
standardized thanks to the proposals of travel agencies, which no longecusfiemized
packages but rather homogeneous ones to allow an increasingly wide circle of people to have
the possibility of purchasing cruise.

There is an increasing growth in cruise passengers. As Horner and Swarbrooke (2021) state,
the first distinctivefeature of the cruise market compared to other markets is its exponential
growth. Cruise Passenger is defiresl "aseapassenger making sea journey om cruise

ship. This does not include d#&yp passengers” (European Union, 2009). According to the
UNWTO Recommendations on Tourism Statistics for destinations visited, "cruise passengers
are considered a specific category of international day visitors." According to Kester (2002)
also," Since they do not strictly spend the night in collective or pra@emmodation in the

visited country,they do not fall into the category oftourists (overnight guests)from a
statistical point of view. The situation is generally more complicated by base ports because
cruise participants can stay overnight at the Hueédre or after the trip and must therefore be

countedas tourists. In addition, in most cases,some passengersvill not be international
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visitors, but they will come from the domestic market. "(Kester, 2002, p.347) Considering the
growth in the number of cruise passengers (Table 2.2) is possible to see the increasing and

exponentiatrend in thenumberof cruisepassengers.

Table 2.1: Number of cruise passengerg19702019)

Year Number of passenger

1970 500,000

1980 1,400,000

1990 3,800,000

2000 7,200,000

2010 18,400,000

2019estimate 30,000,000
Source:Swarbrooke2020

Consideringthe time seriesbetween19702019, every ten years, they have more than
doubled to 30,000,000 units in 2019. In terms of the country of origin of passengers, the
majority (as of 2018) are from North America (49.9%), followed by Europe (25.1%); Asia
Pacific(20%), and finally, Soth Americaand otherg5%).

The economic impact of the cruise industry is undoubtedly significant, especially in terms of
job creation (1,166,000 jobs as of 2019), wages and salaries ($50.53 billion as of 2019), and
finally as total output worldwide ($158 billion as of 2019) (CLIA, 2021). Assessing the
economic impact of cruise tourism is not easy, as many industries and territories are involved.
As stated by Amato (2015, pp-2Q), looking only at the traffic in the ports and the final
purchase demandylithe cruise lines, it would seem that it is reductive to consider only these

two types ofcompaniesand theras a riskthat the total impact isnderestimated.

According to Amato (2015, pp.Z21, in order to have a general idea of the economic impact
of cruise tourism, it is necessary to study the occupational level as well, and in this, there is
the supportof someassociationsand companiesthat shedlight on the relationsbetween

cruise production and the territorial systems involved. Furthermore, the economic
contribution must also be studied concerning the category of port: homeport or port of call

(Brida and Zapata,2010).A homeportis a destinationfrom which the ship startsand ends.
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The port of call is the one that refers to the intermediate stops (Brida and Zapata, 2010).
Usually, cruise passengers stay in the port of call for less than 10 hours (Brida and Zapata,
2010): during this period, they can carry out excursions, guided tours organized by cruise
operators or independently. They can also stay aboard the ship @réheyt interested in

visiting the destination that the port of call offers. In homeports, the economic impact must
consider several segments: transportation, hotels and resorts, restaurants, attractions, and
others(Bridaand Zapata2010).

According to sudies by Pallis et al. (2022), "A cruise passenger spends six to seven times
more in a home port than in a port of call." Moreover, with the modernization of ships,
passengers tend to spend more onboard than on land. Nevertheless, assessing the economic
impact at home ports is essential. A 2020 study in Barcelona (Spain) showed the benefits of
the cruise industry on the destination by assessing the average cruise passenger expenditure
(Palliset al., 2022).

There are many studiem cruise passengers' spendingoaier the world. Inrecent years,
they have increased and refined thanks to new survey techniques that haveapaited
cruisepassengerdiehaviorin the destination On the otherhand,the lack of literature,even
in the case of cruise passengers, is also represented by less attention for the methodology
behind the surveys, the construction of the questionnaire, the methods of survey, and data
collection in general. The following is a short paper aimed to review sintlee work
conducted in the literature on cruise passengers, focusing on survey techniques, questionnaire

constructionand datacollection.
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Second paper: Cruise passengers'expenditure at destinations:

Reviewof survey techniquesand data collection
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Cruise passengers' expenditure at destinations:
Reviewof survey techniquesand data collection

La spesa dei crocieristi nelle destinazioni: Revisione delle
tecnichedi indaginee raccoltadati

ICaterinaSciortino,?StefanoDe Cantis,*Mauro FerranteSzilvia Gyiméthy

Abstract Spending by cruise passengers constitutes an important contribution to the
economy of destinations. The issues related to the analysis of the expenditure have
beenwidely debated for many years both ihe scientific literature anih the
common political debate. Despite 20 years of empirical research on this topic, not
consolidaed quantification methods exist to inform the debate. This work offers a
brief review of the principal research on cruise tourist spending. It analyses the main
characteristicsof the surveys, reviews the different methods and techniques
employed as well as assesseshe main results. The article concludeswith a
discussion of the studies conducted and identifies future researchdirections.
Abstract La spesa dei crocieristi costituisce un importante contributo all'economia
delle destinazioni. Le questioni relative all'analisi della spesa sono state
ampiamente dibattute per molti anni sia nella letteratura scientifica che nel dibattito
politico comune. Nonostante 20 anni di ricerca empirica su questo argomento, non
esistono metodi di quantificazienconsolidati per informare il dibattito. Questo
lavoro offre una breve rassegna delle principali ricerche sulla spesa dei crocieristi.
Analizzera le principali caratteristiche delle indagini, esaminera i diversi metodi e
tecniche impiegati e valutera i ipcipali risultati. L'articolo si conclude con una
discussionalegli studicondottie identificale direzionidi ricerca future.
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Sciortino,etal.
1 Introduction

Thecruiseindustryexperiencedmportantdevelopmenin recentyears bothin terms
of expansion and diversification of the sector and of market volumer the last
twenty-years, cruise tourism represents one of the fastest growing sectors in tourist
field [12].

This work contributes to understanding how cruise passengers' expenses were
analysedfrom a methodologicapoint of view. Thisis doneby meanof arevisionof
the survey techniqgques for collecting informatio
their destination, implemented in various studies that emerged from the literature on
thistopic. In particular this paperaimsatcritically assessingndimprovingthetools
of data collection on cruise passengers spending and addresses one of the most
relevant researchquestionsin this area of study: How is cruise passengers’
expendituradefined pperationalisecand measuredn tourismresearcHhiterature?In
order to consider the most relevant articles dealing with an analysis of the spending
behaviour of cruise passengers, the following selection criteria have been applied:
studies that deal exclusively with cruise tourism and its economic impact; studies
which primaryaim wasto analysespendingoehavioutthroughinterviewswith cruise
passengers; studies that used questionnaire as empirical data collection method. A
better knowledge of the way in which cruise p a s s e rexpenditsirécan be
surveyed in practice represents a crucial step in order to determine the economic
impactof the cruisesectorin termsof costsandbenefitg[1].

2 Sampling schemeand Questionnaires

A review of relevant literature from the past two decades(19982018) were
performed, mainly based on the assessment of three 1tecnes (Table 1). The

first theme addresses questions related with the definition and operationalization of
tourist expenditure; the second one analyses issu@kta collection procedures.
The third theme focuseson the analysis of questionnairesand related survey
techniques.

Table 1: Articlesincludedin thereview,by authorsyearof publicationandjournal.

#  Authors Year  Journal

1 HenthorneT .L. 2000 J.of TravelResearch

2  Mar uZjetdl 2009  TourismMar. Environ.

3 BridaJ.G.& Risso W.A. 2010  TourismAnalysis

4 BridaJ.G.etal. 2012  TourismEconomics

5 Larsen Setal. 2013  Tour.Manag.Perspect.
6 ParolaF. etal. 2014  Res.Transp.Bus.Manag.
7 BridaJ.G.etal. 2015  Currentlssuedn Tourism
8 MarkselM. etal. 2016  TourismEconomics

9 GargandR. & Grassadr. 2016  J.of InternationalStudies
10 DeCantis Set al. 2016  TourismManagement
11 DomenechA. etal. 2019  Tour.Plan. Dev.

12 PinoJ.F.B. &Tovar B. 2019  TourismEconomics
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2.1  Defining cruisetourist expenditure

Cruise passengers differ from tourists. Due to the time spent at the destination (from

2-4 to 810 hours) they could be considered as sdmetravellers. During the stay

period, theirexpenditureis characterizedby a high degreeof variability which

depends, among other things, from the differences between two main categories of

cruise passengers: Guided visitors, i.e. those who buy (almost always on board) a

tour package (whichusually includes entrance®s museumsand attractions tour

guide services, transportation costs, etc.) and the independent visitors: i.e. those who

decide to visit the destination without buying any package, generally with no pre

defined itinerary. According to tthe UNWTO fAvi si
total consumption expenditure made by a visitor or on behalf of a visitor for and

during his/her trip and stay at destinationo [
expenditure of an independentcruise tourist at the destination as the total
consumption expenditure made by the visitor or on behalf of the visitor during
his/her visit at the destination, during the time spent for the visit. We can identify
categoryspecific expenditure as "the total amount spent for one specific category of
consumptn good": food and beverage, transportation, shopping and souvenirs, etc.
It is clear that the concept of cruise tourist consumption expenditure includes a wide
variety of items, from the purchase of consumption goods and services related with
their visit at the destination to the purchase of small durable goods for personal use
and of souvenirsand gifts for family and friends. However, it is not easy to
operationalize this definition, due to several issues. One of these issues is related to
the size of the group size to which the total expenditure is referred to. Type and
amount of expendituregreatly varies accordingto group composition, also by
consideing that some types of expenditure may not comprise all the people of the
group, and due to the presence of scale economies in the degree of expenditure,
which makesanestimateofi p-e api t a 0 diffiquletodbterminer e

2.2  Datacollectionprocedue

Data collection is a crucial stage in empirical research. In the context under analysis
temporal and spatial dimension must be clearly defined, especially in the
implementationof sampling procedure,as a fundamentalstage of the research
design. The selection of units to be included in the sample is one of the most delicate
procedures under the methodological perspective. In the considered research, the
sampling procedures used are manifold, for instance, some have endeavored to use
rotation samplings [7], others general random sampling [9], while some others opted
for a stratified procedure (Table 2). Another aspect to consider is the interview time:
it is possible to divide the research into two macro areas: "Gexg®onal analysis"
and"Time series analysis". The first can be considered as a "snapshot" of a certain
phenomenon in whichhe time dimension is not considered. Studies of this type
have a clear advantageof greatersimplicity and prompt availability of results
compared to logitudinal analysis. Other problems in data collection includes: the
time span,the choiceof the unit underanalysis,which representgritical elements.
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A secondrelevantissueis relatedto the spatialdimension. Irthe majority of studies
consideredthe placesconsideredare the ports, the cruise ships and the cities of
destination.ln the majority of caseghe units areinterviewedat the end of the visit
to the city andustbefore theyeturnon boardin theship[2,9,12].

Table 2: Samplingschemesamplesize,andtargetpopulation.

# N Samplingscheme CrewMembers Tourists
1 1500 Randonpattern No No
2 1592 Stratified random Yes No
3 1121  Not specified No No
4 1361 Convenienceandom No No
5 8371  Notspecified No Yes
6 127 Accidentalsampling No No
7 3348  Stratifiedsampling Yes No
8 357 Randomsampling Yes No
9 5500  Stratifiedsampling Yes No
10 278 Stratifiedrandomwith selectiorcriteria No No
11 161 Randomsampling No No
12 12578 Two-step stratified No No

In table 3, information on study location and on survey period for the papers
consideredin the review are reported. The most significant problemsin data
collection are caused by the fact that some cruise passengers remain on board the
ship, and this may causes problems in terms of sampling, since the size of the
populationbecame unknown. Moreover, some others may decidmmoe back to
the ship for a brdg and performing a second visit afterwards, causing issues in the
implementation of probabilistic samplimgheme.

Table 3: Studylocationandsurveyperiod.

#  Study Location Survey period

1 OchoRios,Jamaica Fiveyears(19931997)

2 Croatia Fourmonths (JurSept2006)
3  CostaRica OneYear(2008)

4  Cartagenalelndias, Colombia Two Months(Oct-Nov 2009)
5 BergenNorway Summerg20102012)

6  WestMediterrean Springseasor{2013)

7 Uruguay 20092010season

8  Portof Koper, Slovenia Onemonth (Sep2013)

9  Portof Messinajtaly Eightmonths(March-Oct2014)
10 Portof Palermojtaly April (2014)

11 TarragonaCatalonia Threemonths(Aug-Oct2017)
12 Canarylslands Six cruiseseason$2001-2015)

2.3 Thequestionnaire

The mostcommonsurveytool for collectingdataon cruisepassengerspendingis
via questionnaireThe useof questionnaireso evaluatethe spendingbehaviourof
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cruise passengers has been a step forward compared to tbensgifed diary and
over time, survey techniques andjuestionnairebuilding have improved. In the
literature examined, the questionnaires are generally divided into sections and eac
sectionis dedicated to theollection of information on factorghat are likely to
affect the spending level at destination, such as psychological;d@tiographic or
contextual factors. For example, some surveys include activities carried out and
pod-consumption items, such as satisfaction [11], others include motivation items at
the beginning of the visit [1], while some scholars consider the number of visits to
other destination during the same trip, or the number of cruise trips made in the past
[2]. Spending is typically measured across standard expenditure categories (food and
drinks, tours, souvenirs, transport and others). Only few and more recent
publications consider the spatiotemporal characteristics of the visit, such as average
time spentin port, the distanctavelledor list of placesvisited[4,5]

As regard the spatitemporal choice, most of the early studies collected data at
onepoint of time, while others[4,5] dividesthe datacollectioninto anopeningand
a closing stage, allowing the interview to take place at separate moments in time
(disembarkatiows. embarkation).

3 Main resultsand conclusion

The empirical results of the various studies conducted offer a certain degree of
homogeneity for some factors, uneven for others. Research has shown that as time
elapses, money spent in port is increased [7] and there is also a high probability of
returnirg to the destination [1]. Propensity to return is also positively correlated with
high satisfaction levels [1], and higher average age of visitors. Repeat visitation
affected the overall spending of cruise passengers positively: it was observed that
thosewho had already visited the place, spent significantly more than tballsd
ifiriste visitorso [6]. An i mportant component t}
researchers is the weaf-mouth [10]. The empirical evidence has shown that the
opinion of dhers, the opinion that people have and perceive from the destination, is
an important factor. As far as gender is concerned, there is no empirical evidence on
significant differences betwedhe two sexes, althougtsome studies have shown

that female crige passengers spend more on average than men [9]. Age differences
does not have a great impact in the categories of expenditure [9], instead it presents
evidence in terms of total expenditure [5]. Spending by cruise passengers is also
associated with theumber of visitors: if they are part of a large group, they are
likely to spend more money [3]. The size of the group is in fact an important factor,
which many consider when it comes to cruise spending, because it has a significant
impact on total expenditire. Another socicdemographicaspect consideredis
nationality, although the results seems to be conflicting. Many authors have shown
that the nationality of the cruise passengers does not make significant differences in
expenditure [1], others have showmat there are significant differences between
expenditure levels among different nationalit{€s9]. Another highly influential

factor in cruise passengers' spending is the duration of twt as well as the
distancetravelledonshorethosewho stayfor shortperiodsand/ornearthe portarea
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spendlessat the destinationand spendmore moneyon board [8]. This issuehas
beendeeplyinvestigatedespeciallythroughcomparisorwith touristsin general3],
by showingthatcruise passengetsndto spend lesshan tourists.

Researchrelated to the spending of cruise passengershas undergonean
extraordinary evolution, accompanied by the development of the cruise sector. Each
research, having different populations and samplings, different places and methods,
offered a broad investigation of the topic. This work aimed at collating various
studiesconducted on this topic, placing particular attention to the implementation of
survey techniques and of the underlining research hypotheses. The evaluation of the
extent to which cruise passengers' spending can be meeamudeghalysedcan
contributeto the developmenof policiesfor cruise tourism management.
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Chapter 3: Understanding tourist mobility intra -destination

People's mobilityis a collective phenomenon involving tourism. Mobility can be defiagd

all the movements that people make within the territory. For this reason, tourism statistics are
concernedwith studying the phenomenonof mobility in all its forms: both at the
theoretcal/conceptual level and the analytical/quantitative level. It is possible to distinguish
two main types of tourist movements:inter-destinationmovementsand intra-destination
movements.This chapteris focusedon the secondtype becausehe main objective is to

define a general theoretical framework able to provide an understanding of tourist mobility,
the spatial behavior of tourists about the characteristics of destinations and the attractions
within. To do this, mobility is studied, from both a statistical and economic point of view,
and a general and sociological point of view. After defining threcept of tourist movement,

the relative treatment of movement patterns will be studied in the literature and the main

categorie®f factors influencing thesmovementsarealso defined.

Consequently,studying old and new tools, that have made it possibleto identify the
phenomenon of tourism mobility, is the core of this chapter. This is followed by a very
specific discussionon the methodologicalaspects(methodsof collecting and analysing

tourist mobility data) and the more practical aspectsin terms of the advantagesand
disadvantages of traditionalata collection tools and new generatiorovement tracking

tools (GPS first and foremost) and their limitatioi®pecial attention will be paid to GPS

tools with merits, flaws, technicalities, andute directions of these new technologies. The
focus on GPS instruments also includes possible measurements applied in the field of tourism
with an analytical treatment of the devices and the path from the delivery of the device to the

loadingof the dataandthe subsequent dataatrix generated.

A final section is devoted entirely to the tourist studies conducted with GPS tracking. Factors
influencing intradestination movement for the tourist, in terms of managing the visit and in
termsof choiceand other consideratioraboutthe specific studies,are alsoincludedin this

last section. The variables involved in the choice of movementipaite analysed in several
studies categories. Conclusions and future research issues are also included at the end of the

chapter.
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3.1 Tourist mobility: anintroduction
Mobility is a social phenomenon and as such has been the subject of analysis in the sociology

of tourism (Mascheroni, 2007). The travel experience was born from the concept of tourist
mobility (whether physical or virtual) and for this reason, to measgredmpetitiveness and
attractiveness of a destination, it is necessary to consider mobility as an essential element
(Oliveri et al., 2012). Mobility in this context is considered a conceptual category for the
analysis of competitiveness from the perspectf the transportation system (Oliveri et al.,
2012). When looking at the "facilities" system, the measurement of mobility and tourist travel

within the destination ifacilitated ifthesesystemsaremonitored.

As defined by Vaccaro (2007, 5 76), taurism is a phenomenon that concerns the mobility

of people in general, and as such, on the one hand, it has characteristics that are typical of all
mobility phenomena, and on the other hand, it takes on special and connotations that are
typical of the tousst phenomenon. To assess mobility, it is necessary to evaluate five aspects
of movement: scope, nature, voluntariness, purpose, and duration (Vaccaro, 2007, p.75).

Table2.1 defineghe fiveaspects listed above.

Table 3.1: Five aspects othe movement

Aspects Description

Field of movement(scope) Peoplecan move within their either environment or
outdoors.

Nature of movement The move may be temporaryor permanent.n the first

case, the person intends to return to the place of departure,
in the second case there is a presumption of willingness to

changetheplace ofestablishment.

Voluntariness of movement Whetheror not the persondecidesthe displacementAn
exampleof aninvoluntarydisplacementouldbetheprison

Displacementfunction Functionsof consumptionjncomegenerationn the place
of destination and otherfunctionsof a geopoliticalor

similar nature.

Displacementduration When the movementlastsmore than oneyearit is called
migratory, those of less than 24 hours are called
excursions; those between one day and one year are called

tourism.
Source:Vaccaro(2007)

Accordingto Vaccaro (2007)four typesof mobility of personsan bedentified:
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1. Internalmobility: all movementsnadeby subjectswithin the usualplace,for example,a

visit to alocal museum.

2. Migratory mobility: all movementanadeoutsidethe usuallocationto generate/produce

income.
3. Othermobility: with purpose®f aspecialnature(e.g.,military, anddiplomaticmissions.

4. Tourist mobility: voluntary and temporary movements of no more than one year but not

lessthan oneday, outside thesual location for consumption purposes

As noted by Ferrante and Vaccina (2010, p09the study of tourism mob#jitwithin the
destinationhas been little explored in the literature in the past, despite the enormous
importance of this aspect in destination management. Taking into consideration the review of
work conducted by Shoval and Ah&R016), it was possible taentify how in the last
decade, work conducted on the topic of tracking technologies in tourism studies has seen an
increasing growth. They divided the studies into three generations:the first on the
methodological aspects and potential tracking dagasétond more practical with the use of

this data to explore issues not yet considered; and finally, the third on tourist evaluation and

consumebehavior (Shoval and Ahan, 2016).

3.2 Tourist movementand their patterns
Tourist movement is studied by the geography of tourism, because mobility occurs in the

territory and tourist flows determine “increasingly complex geographies" (Spinelli et al.,
2012,pp.212220). As definedby Kumar et al. (2021)the study of tourist movementshelps

to understand the travel behavior and travel habits in the destination. In addition, studying the
movement of travellers is important in destination management, because the policymaker can
get an idea of the movement patterns within the teyrifKumar et al., 2021). In the first
decade of mobility studies, we see studies of a descrpéuestic nature, the main objective

of which is to providéasicconcepts, propositiorte support thditerature.

As defined by the comprehensive work dre tconcept of movement by Andrienko et al.
(2011), movementata, including the dimensions of space, timand objects, provide a
wealth of information that is often not easy to use. Movement data are-gwagioral data

that are developed in a geographical dimension with additional multidimensional attributes

(Andrienkoet al., 2011). Therearethreebasicsetsof movement:Space(S), Time (T), and
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Objects(O) (both physicaland abstractentities)(Andrienkoet al., 2011).Fromthere,in the

analysisof movements, its possibleto distinguishthreedifferent units ofanalysis:

1 focus on objectsand thereforein terms of spaceand time, with the relationships
betweerlocations, timesand otheobjects;
1 focusonspacdn terms oftime andobjects;and

1 focusontimein termsof objectsandspacgAndrienkoetal., 2011).

As defined first by Donaire and Gali (2008), now by Mckercher et al. (2019), destinations
possess three types of space, which are geographical, mental, and social. The behavior of the
tourist derives from the spatieme combination of movements and as sueshcertainly
influenced by the three spaces. Geographical space is the shape of the destination, with roads,
connections, and nodes. The mental space is instead the one connected to the destination
image, so it has to do with motivation. Social spacethenother hand, is that which is
constructedindependentlyof the tourist: prescribeditineraries, movementpatterns, are
nothingmorethan sociatonstructs. (Mckercheatal., 2019).

It is possible to distinguish two main types of tourist movements: inter-destination
movements and intrdestination movements. The first type refers to a global level because
the tourist movesfrom the region of origin to the regionof destination(or, betweernregions

of destination) (Lau and McKercher, 2009). The second type of movement refers to a local
level, characterizedby movementwithin a single destination(Lau and McKercher, 2009).

The factors that most influence tourist movementare classified into three categories
(Cromptionand Mcklay,1997):

- "Push"FactorsHumancharacteristicgravelparty size,motivation,personality

- Pull" factors: physicalfactors including the configuration of the destinati@ttractors

factors)
- "Time" factors:lengthof stay,duration,andsoon.

Following the issue related to the mobility measurement, the authors (Lew and McKercher,
1999) highlighted with their work the challenges behind understanding thedestiaation
movement patterns of tourisi&sccording to the authors, understanding how and why tourists
move in space and time and what influences their movements is of mpaltance for
infrastructure and transport management and destination management in general (Lew and

McKercher,1999). Twocharacteristicenfluenceintra-destination movements:
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1) Specific characteristics of the destination: such as the ¢fccommodation, attractive

locations,andtransporiaccessibility This first category came consideredasa pull factor

2) Tourist characteristicsitime budgets, motivation, and level of knowledge about the

destinationThis second one, instead, Push factor.

In general,the geometry of these movementsis divided into two models: linear and
territorial. Linear models are those that reflect the itinerary travelled (Lew and McKercher,
1999), while spatial models reflect tigeographical distanc&igure 3.1 represents the four

territorial movements ofourist behavior in thdestination.

Figure 3.1: Territorial Movements

Type T1 No Movement (Tourist does not leave the accommaodation property)
*

Type T2 Convenience-based movement

Type T3 Concentric Exploration

Type T4 Unrestricted Destinationwide Movement

(2

Source:LewandMcKercher.(1999)infi Mo d e TouristMgvementsA Local Destination
An al ypp.414445

¢ = Accommodation

The first movement(T1) is called "No Movement"becausehere are tourists who do not
cross the boundaries of the accommodation, e.g., in the case-iotClaBive resorts it is

typical. The secondmovement(T2) called Conveniencébasedmovementis the situation
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where an attraction is visited near the accommodation,ie.gases of business trips where

the time budget is limited. The third (T3) is called Concentric Exploration because it is the
situation where the tourist does not know what to do and there is uncertainty about the places
to visit. The last one (T4) is th@nrestricted destination wide movement which is the case
where there is high information and knowledge of the destination, e.g., repeated visitors. The

second type of model is the linear model and is represented in its three configurations in
Figure3.3.

Figure 3.2: Linear models

Type P1 Point-to-Point Patterns

P1a Single Point-to-Point

P1b Repetitive Point-to-Point

Pic Touring Point-to-Point /\/

Type P2 Circular Patterns

P2a Circular Loop P2b Stem and Petal

L

Type P3 Complex Patterns

P3a Random Exploratory P3b Radiating Hub

/8

IS

4 = Accommodation
e = Attraction Site or Stop

Source: Lew and McKercher. (1999) in fiModel
An al ypp.414445
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The first pattern (P1) follows the same route to and from the place of accommodation. The
second paern (P2)follows different routes to the accommodation. Thied one (P3)is a

mix of P1 and P2. The movement patterns described refer to specific patterns. However,
movement patterns are strongly influenced by space syntax: movement in a city is different
from movement inside a museum, a park, or a specific tourist attraction. This means that in
the study of movements it is necessary to consider the place that gscoasidered, both
physically and geographically. One of the main advantages of these models is the possibility
to have an a priori theory behind the tourist movement: being a conceptual/theoretical model
the main advantageis to allow a quick application of the tourist movement.The main
disadvantage is to consider movement patterns a priori is a limitation for the study of spatial
behaviour: tourists areot habitual and as such, they perform actions which adange
during thecourseof time.

3.3 Theoretical aspects

The concept of "spatial visitor behavior" is defined by Bauder (2015) as the connection
betweenlocationbasedtourist actions(i.e., actualtourist behavior)and the spatialstructure

of the movement pattern that is created from these activities (Bauder, 2015). Thus, mobility is
a consequence of this connection because of the relationship that exists between location and
tourist activity works (Bauder, 2015). Considering the work of@hand Isaacson (2009), it

is possible to assess the theoretical aspects of tourists' spatial behavior. The authors (Shoval
and Isaacson, p.112, 2009) point out that studying tourist mobility is a difficult task from a
twofold perspective: generally, the onsite survey, it is difficult to identify the tourist; it is
difficult to locate them because the entry and exit points from a territory/tourist location are
not defined (Shoval and Isaacson, p1® 2009). In addition, the figure of the tourist is
different from others, because the tourist moves and behaves differently from a resident, in
terms of visiting the destination. Therefore, the visit is conditioned by the condition of the
subject as a tourist, and the movement he/she makes also depemwistioer or not he/she

knowsthedestination and how long he/shél stay there.

Studieson the Spatiotemporal activities of visitors, in general,are descriptiveand are
tailored to the individual case study (Shoval and Isaacson;13,12009). Considering the
literature review carried out by the authors (Shoval and Isaacson, 2009), it is possible to
define 7 categoriesf studies,which differ from eachotherin termsof researchobjectives
andthe typeof dataanalysis used.
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Table 3.2: Categoriesof studiesconductedon tourist movement

Category

Researchaims

Descriptive analysisof tourist movement

and time allocation

Temporal and spatial patterns

of tourists

Explanatory and predictive factors for

t o u r tensporal and spatial behaviour

Discover the uncover factors

that can explain temporal and

patterns spatialbehavioumpatterns

Creation of typologies Distinguishgroupsof tourists

tmaking i s Nlosivés andéactarsthat affect

Understanding

choices decisionmaking choices

Spatial cognition /abilities exploration Improve knowledge about

humanspatialabilities

Movementspatterns and flow Repeamovemenpatterns

Destinationconsumption Spatialconsumptionof the

location

Source:ShovalN., & IsaacsonM. (2009)

Looking at Table 3.2 it is therefore possible to see which categories are studied in relation to
the movement of tourists. In recent years, however, interest in this topic has grown and new

categorie®f studieshaveemerged:

- Studies that have dealt with dispersion analysis (e.g., Hardy et al., 2020): the dispersion of
tourists through a destination is a recurring theme in the current literature, especially in terms
of destination organisation and management. Despite the mmgerof tourist dispersion in

the destination, it is not a wedtudied topic and is limited in terms of conceptualisation and
researchmethods (Hardet al., 2020).

- Studies that have been concerned with understanding the nature of space (e.g. McKercher et
al., 2019): according to the authors (McKercher et al., 2019), there are three types of space on

which touristsseetheir particularbehaviour:

1) Geographic: the distribution of nodes of attractions and the network of roads influences
behavioubecausét determinedrajectories;

2) Mental: built on aseriesof markerghatcreatea preciseamageof thedestination

3) Social: unconsciouslyor consciously,tourists have social constructsthat determine

sociallyaccepted routederived from théackground.
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The combination of thesethree spacesdeterminestourist behaviourin the destination
(McKercheret al., 2019).

- Studies have combined traditional surveys (with questionnaires) antbaion tools
(GPS). For example, the stuly De Cantis et al. (2016) combines these two tools to analyse
the behaviour of cruise passengers in Palermo, Italy. And again, McKercher et al. (2019),
examine the movement patterns of different subjects visiting a historical city (Tasmania,
Australia). The authors combine traditional visitor interviews with customisedtourism

trackingapplications (McKercheet al., 2019).

3.4 Methodological Aspects

Research methodology is a lestanding discipline that has sought to clarify the methods
behind which certain phenomena can be investigated. Tourism is also involved and, given the
extremely multidisciplinary nature of the tourism sciences, the more exqusitely
methodological aspectare also addressed in this text, with the aim of clarifying the limits

andpriorities.

After introducing and stating the theoretical aspects of spatial behaviour, the authors (Shoval
and Isaacson,2008) focus on the methodologcal aspects.The methodologicalaspect
considered by the authors is the data collection (Shoval and Isaacson, 2008). As for the first
one, two techniquescan be distinguished: direct observation and non-observational
techniques.

Table 3.3: Direct observationand non-observationtechniques:a comparison

Techniques Methods

Observational 1. ParticipantObserver(the observempersonallyaccompanieshe

individual underexamination(muchusedin anthropology)

2. nonparticipatoryobservationfollow the individual at a distanceby
recording activitie®verspaceandtime)

3. Remoteobservation(a more economicalmethod,e.g. with cameras
placed instrategic locations)

4. Aggregativevideo tracking (video camerasor closedcircuit
television)

5. Cellulardata

=Y

Non- . Time-space budgets (is the most commonly used, such as dairy). The
Observational natural extension of this method is the new tracking technologies

(such aszPS).

Source:Shovaland Isaacson2009
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It is possibleto definetwo maindatasources analysinpe mobility of tourists/visitors:
1) Traditionalsourcessuchasmobility surveysdirect observations
2) Localisationtechnologiesmobile phonesBluetooth,GPS,smartcardspthertechnologies.

Following the scheme proposedby MufiozMazén (2019) the tools for tracking the
movement of tourists are several. The scheme proposed by the authors is summarized here in
Tab. 2.4, to highlight the differencesand describetheir advantagesand disadvantages.
Traditional ones up to those today that rely on advanced technology tools such as GPS, GIS,

etc.

Table 3.4: Tools fortracking the movement oftourists

Tool Brief description

Interviewsand Surveys Traditional tools are characterizedby a high
response rate (in interview case). The researchers
can verify the information obtained by visitors and,

in the casef thesurveycan be donathome.

DirectObservation The traditional tool usedto study tourists. High
cost in terms of time and number of researchers,

high levelof errorsdueto human interpretation

Video Surveillance The traditionaltools usedto study tourists,alsoin
this case, high level of errors due to human

interpretation.

TouristCard Instruments used by DMOs (Destination
Management Organizations) to improve the
experience of tourists, to increase the consumption
of products and services, and to direct destinations

towardsbetter managemenf tourism resources.

GlSand GPS Technologicaltools, GIS (Geographidnformation
System)and GPSGlobal Position System).

Mobile Networks This is information generatedfrom the use of
devices and cell phones that are often combined

with GIS applications.

Bluetooth The biggest advantage is that even low-

performancesell phoneshaveBluetooth
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SocialNetworks Theinformationis available ortheinternetthrough

thetweetsof theuserswith geographicalocation.

TravelStories The main advantages thatin this way, you do not
invade the privacy of the tourist and you can
reconstructthe path of the visitorin the specific
area visited. Voluntarily, tourists write about their
trip, through diaries and reports. The advantage is
that there are no errors from observation, but the
immediate problem is theds of information due to

memory.

NFC (NearField Communication) This is anothemmoderntool that usesthe QR code,
for examplewith touristcards.

Alge System Theseare sensorgplacedin the participantsankles
to get the combination of the subject'sphysical
movement. Substantial data loss is possible because
thesensorare notike GPSsensors.

Source:MuiozMazoén, 2019

Recent years have seen a gap between advanced tracking technologies and research methods
in the tourism area (Hardy and Aryal, 2019). For example, there are many studies regarding
the behavior of cruise passengers in transit, but there are limited segieding the final
departure from a cruise ship (Hardy et al., 2021). To fill this gap, the authors use Tourism
tracer apgbased technology to collect both GPS and survey data for many days at a time
(Hardy et al., 2021).

As stated by Wolf et al. (2001}fuslies using GPS in those years were beginning to gain
momentum combined with traditional surveys and in the space of a few years have taken the
field in an overbearing manner, eliminating, among many things, travelogues for example
(Wolf et al., 2001). While it is one of the most effective methodsdue to the physical
observation by the researcher, it is a method that has suffered much criticism due to its
invasivenessand ethical issug$lardy and Aryal, 2019).

3.5Global Positioning System(GPS)
Before carryng out analyses and evaluations on the movement of tourists in general, and on

mobility within the destinationanotherpointis carryingout a deepanddetailedassessment
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of the territory, monitoring and evaluating the most salient aspectsconcerning tourist

productsand services.

GPS is a global navigation satellite system (GNSS) that determines position-dakedo
‘geopositioning’ (van der Spek et al., 2009). As stated by Shoval and Isaacson (2009), GPS
navigation systems are part of everyone's daily life today. GPS produces a precise position
and reference in time and space and is used in several technolodigbefiransceivers of

mobile phones (Shoval and Isaacson, 2009). Since the 1990s, the development of GPS and
cell phone networks has allowed the increasingdevelopmentof a variety of tracking
technologieshat carbe used aspatialdatacollectiontools (Shoval, 2007).

It is possible to trace the history of GPS development (see fig. 2.3) starting in the 1960s with
the intention of the U.S. Department of Defence (DOD) to create a global navigation system.
During those same years, severtdkrmpts and projects were channelled into the goal of

creating a navigation system that would give high positional accuracy (Shoval and Isaacson,
2009). The first attempt of experimental satellites program was the 'transit system' used by

submarinegarrying Polarisnucleamissilesin 1965(Shovaland Isaacsor£009).

In the 1970s, the DOD decided to consolidate the various navigation satellite concepts by
merging the individual branchesof the military departmentinto a comprehensiveDOD
system: the Defare Navigation Satellite System (DNSS). In the same years, the department
set about implementing a ftdcale satellite navigation system and created a prototype of the
satellites (Shoval and Isaacson, 2009). Finally, in the 1980s, 11 satellites (BldeHlitesa
called)werelaunched(ShovalandIsaacson2009). The RussianGPS(Glonass)is currently

in orbit and the Europeanone is being planned. However, the most commonly used
navigation system is NAVSTAR (Navigation System with Timing and Ranging) of the U.S.
Department of Defence (Shoval and Isaacson, 2009). Even in the 1990s, although functional,
the system is for military use only and is denied for civilian use. It wasmib2000 that the
system became usable for commercial applications and individual use (Shoval and Isaacson,
2009).
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Figure 3.3: Historical of GPS development
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3.5.10perations and researchopportunities of GPStechnology
The possible uses of advanced data collection methods, from sales geographies to measuring

the vitality of city centers may be subject to several issues that need to be addressed (Shoval,
2007). In particular, the distribution of devices may be complicaedfinally, there may be

ethical and moral issues, especially whéealing with sensitive privacy issues (Shoval,
2007).

GPScontainghreeseparat@perationabegments:

1) Space segment (SS): These satellites orbit the earth. SS, therefore, corntsestatdllites
that orbit the earth and emit electromagneticsignalsto obtain locations.Originally, there
were 24 satellites on six orbital planes; now new satellites have been added (Shoval and

Isaacson2009).

2) Control Segment (CS): Centers located this control on the ground. CS has two functions:
the first is to maintain the orbit patterns and keep theiposif each satellite; the second
functionis tosynchronizeheatomic clock{Shoval andsaacson2009).

3) User Segment (US): consisting of all the receivers used by people to obtain positions
(Shovalandlsaacson2009).

As stated by Hallo et al. (2012) while they are baseline data, locations, travel routes, and time

spentat the destinatiorarethe mostrelevantdata whent comesto recreationahctivities.
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The onerousness of traditional data collectioethods on spatial and temporal use burdens
both interviewers and respondentgHallo et al., 2012). This is becausethese methods
required respondents to plot their travel routes on maps and record the duration of the trip.
This is also timeconsuming and not just resowicgkensive. Finally, computationally using

andanalyzing thiglata isnot straightforward.

Shoval and Isaacson (@9) address the potential sources of errors in the calculation of
positions byGPS.

Table 3.5: Potential sourceof error in GPS positions

Potential sourcesof error Description

Atmospheric interferences Humidity, changing conditions in the ionosphere,different
altitudesof satellites affectthe speecbf thesignal.

Multi -path errors In the denseurban areas(hard surfaceswith buildings) the

signalbounceff (andindoors)

Indirect exposure The receiver needsdirect exposureto the sky, e.g., building
roofsareacommonobstructiorto this.

Time passedfrom the last ephemeris Ephemeris data (which are data of several variable astronomical
calculation guantities,such as magnitude,orbital parameterscoordinates)
in this case calculatethe location of the satellites;they are
transmitted every 30 secondsbut are calculated every two

hours.Thistime gap isadegradatiorof GPSaccuracy.

Intentional degradation of the GPS By the US government in the 2000s, it was not until 2007 that
signal Bush agreedto end the procurement dBPS satellites, which

can degrade thaccuracyof civilian signals.

Densevegetationor rough terrain They hinderthe signalthatis gettingpoorer(Hallo etal. 2005;
Lai etal. 2007;StopherandGreave007).

Source: adaptetly the author

Taking into account methods in order to better analyse the tourist behavior, a 2011 study by
Pettersson and Zillinger compares GPS device and questionnaire in terms of strengths and
weaknesses. The strengths highlighted by the authors are as follows: GPS devices provide
detailed information and are easy to handle and manage, while questionnaires provide a full
understandingof the tourism experience (Petterssonand Zillinger, 2011). From the
disadvantagepoint of view, GPSneedto be rechargedwhile questionnairesaketime and
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require a researcher/assistant to evaluate the correct compilation (Pettersson and Zillinger,
2011).

There has been a change in GPS accua®id (from 3 to 10 meters, approximately) (Hallo

et al., 2012). This improvement has also been accompanied by an increase in the number of
GPS receivers that are now used in multiple aspects of daily life, such as transportation,
monitoring, and travel (Bllo et al., 2012). Over time, fortunately, the signal has improved,

the battery life has increased and the price has decreased dramatically. In tourism research,
methodologicalchallengesconcerningthe use of modern tracking technologiesare still

debate.

Ferrante et al. (2016) presented a general framework to GPS data analysis, on the study of
cruise passengers' mobility in destinations as an initial reference. Therefore, it is possible to
summarizethe most important analysis stage using GPS technology: pre-processingof
information, mapping, extraction, and synthesis of relevant informatiarh (@s average and
variability), merging with questionnaiteased information (or other data collection tool),

analysisof theresultsmodellingand reporting (Ferranetal., 2016).

Before analysing GPS data, a set ofprecessing operations is reqdr, e.g., calculation of

local time and date, latitude and longitude corrections and cumulative recorded time intervals
(Abruzzo et al., 2020). Therefore, data cleaning and validation are operations concerning the
pre-processing phase. GPSs normally recardosition (a couple of coordinates) every 10
seconds, resulting in thousands of data points per statistical unit (Ferrante et al., 2016). For
this reason, the presence of errors, outliers, measurement errors and random point generations
are the most comnon problemsat this preliminary stage.A crucial stepin this is the
identification of anomalies in the data (outliers) and missing data due to e.g., loss of signal or
interference (Abruzzo et al., 2020). Outliers can potentially occur initially wheretheedis

switched on, or when it switches from sleep mode to working mode. In general, however,

signallossis dueto buildings,wooded areagtc. (Abruzzoet al.,2020).

Regardthe mapping phase,visualizing tracking data in a way that uses software with
geographical information systems (Ferrante et al., 2016). Studying the movement of tourists
requires the evaluation of both spatial and temporal information (Kumar et al., 2021) and it is
for this reason that GIS technologies with the hel@BE are important in the evaluation of

such movements. Given that the movement of tourists has always been studied using various

methods,moderntracking technologiesallow for the managemenof a massof datathat
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would otherwise be lost, or at least, handled in an inefficient manner (Kumar et al., 2021).
GIS is a system that integrates software and hardware to collect, hold, manage, analyse, and
representgeographicalrecords (Kumar et al., 2021). GIS technology uses spatial and
geographic data (including, on the one hand, longitude, and latitude, on the other hand, it uses
spatial reference including, for example, postal codes and addresses) (Kumar et al., 2021).
Fajuyigbe et al. (2007) define the Geaghical Information System (GIS) as a 'higleh

map'. Unlike maps, however, GIS can flexibly extract a range of information, allowing the
data obtainedto be analyzed,modelled and so on (Fajuyigbe et al., 2007). The main

component®f GIS arethree:

1) Hardware: includes all the equipment needed to support the activities (from data collection

to analysis).
2) Software:essentiafor creating,editing,and analysinglata

3) Data: spatial data, which are part of the -gatabase and refer to places on earth, then
there are the attribute data, which are secondarydata that contain characteristicsand

information,related to thespatial data.

Another important stepn analysing GPS datés to identify other information on travel
modes and motivation (Ferrante et @016): this is usually possible through surveys using
questionnaires or travel diaries. As defined by Abruzzo et al. (2020) during this phase the
most common operation is to identify the performance activity through the segmentation of
trajectories, whik are distinguished, for example, by a series of variables that can determine
the most relevant information for constructing patterns of tourist movement (Abruzzo et al.,
2020).

An essential aspect in the analysis of GPS data is the identification of wstogrs studying
tourists, it is advisable to check when they stop and for how long, to get an idea of how the
visit is proceeding and what types of activities are being conducted by visitors. The stop is
characterised by consecutive GPS data points wéhipredefined and distance threshold"
(Abruzzo et al., p.5, 2020). However, as stated by Abruzzo et al. (2020) it is important when
identifying stops, to consider, above all the context of the study, the research objective, and
the assumptions regardingetbontext. The characterisation of stops is strongly dependent on
the research object, since for example in the case of tourism, catering activities, cultural sites
and leisure centres are more relevant, whereas in other research fields these activibes ar

relevant.
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Following the discussion of Ferrante et al. (2016), it is possible, at this point, to identify the

main indexes in the analysis of GPS tracking data: total duration of thetdtairJength of

the tour, maximum distance fom the pointof origin, average distance frorthe origin,

averagespeedandfinally, 90th percentileof the speedndexesaredescribedn table 3.6.

Table 3.6: Main indexesfor GPS tracking data

Index Name Formula Description
1 total durationof the Y Thetimeinterval
tour Oo6 EB betweendando+ 1
0& 0
=1
2 total lengthof the Y Straight line distance
tour L= B"YU &N between consecutive
=1 pairsof coordinatesn 6
ando+ 1
3 Maximumdistance 06 dxgs max(Ogy) Forexamplejn thecase
from the point of of cruise passengers it
origin was the port (Ferrante et
] , o al., 2016)
4 averagetistancerom BY Shp” O%0
63 =1 0
theorigin 006 i
5 averagespeed & 5;1 Whor1 2 0% 0 U The ratio of tour length to
0061 ‘06 | totalduration
6 90" percentileof the 905%y : Bert "0 0 90%
speed “ 06l

Source: Ferrante, M., De Cantis, S., & Shoval, N. (2018). A general framework for collecting
and analysing the traakg data of cruise passengers at the destination. Current Issues in
Tourism,21(12), 14261451

With modern technologies,the data processingphase using GIS allows to track the
movement of tourists and get an overview of behaviour trends, evaluating their differences

andsimilarities (Hardy and Aryal, 2019).

The use of GPS has increased over the years, and this has been accompanied by a growing
interest from the scientific commity to explore and apply these new generation tools (van

der Spek etl., 2009).Another factor that hasnabled the increase in the use damhe of

GPS instruments is that these devices are now compact, small, with a certain amount of
batterylife and canstorea large amountof datawith geographicatoordinateAbruzzoet

al., 2020). Transport science is undoubtedly the most investigated field of research when it
comesto GPS(van der Spek et al., 2009).

Table 3.7: The mostinvestigatedfields or tourist researchwith GPS
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Categories Studies

Applied studyon cruisepassengers De Cantis et al. (2016)
Domenectletal. (2020)

Comparisorperspectivavith othermethods Arrowsmithetal. (2005)
Shovalandlsaacsor{2007)

Prosand Con®f GPStechnologies Edward et al. (2010)

Lai et al.(2007)
PetterssomndZillinger, (2011)

Dataprocessingchemeof GPS Van der Spek (2009)
Ferranteetal. (2016)
Visual Analysis McKercher and Zoltan (2014)

DO An tebah (2@10)
Beeco et al. (2013)
Beecoetal. (2014)

Source: Ferrante, M., De Cantis, S., & Shoval, N. (2018). A general framework for collecting
and analysing the tracking data of cruise passengers at the destination. Current Issues in
Tourism,21(12), 14261451

Two-thirds of the studies reviewed by the authors use GPS tools: the accessibility of the tool
in terms of cost, space, and time is arguably the most important factor (Shoval and Ahas,
2016). Some studies focus on geographic areas that are limited in size, such as small towns,
theme parks, zoos, and nature parks (Huang and Wu, 2012; Birenboim et al.,, 2013;
Birenboimet al., 2015; Lai et al., 2007; Halloat, 2012).

Other studies, however, focus on large spaces such as cities (Calabrese and Ratti, 2006;
McKercher et al.2012)andhavesuccessfully use@PSdevices.

Takinginto consideratiorthe systematiditeraturereview conductedoy Kumaretal. (2021),

it is possibleto identify scientific studiesthat have dealt with the behavior of tourist

movemenin destinations usingmodern technologie&G1S, GPS).

Considering the literature review conducted by Kumar et al. (2021), it is possible to identify
some scientific studies (from 2014 to 2020) that dealt with tourist movement behavior in
destinations using modern technologies (GIS, GEB8me of the authorsonsidered by
Kumar et al. (2021) used GPS Technologiesand GIS to investigatetourist behavior at
destinatiofi (Huang, 2020; Dend and Andrada, 2020; Su et al., 2020; Barros et al., 2020;
Sugimotoand Suzuki,2019;Li etal., 2019;Kanget al., 2018;Yun et al., 2018; Korpilo et

6 For moredetailsaboutother studiesonducted othistopic, pleaseseethe Tab.3 inkumaretal.,2 0 2 1 i GI S
Tourism:A Reviewof T o u r MavémerdB e havi or 0
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al., 2017; Zhenget al., 2017;Chhetri et al. 2015;Grinberger etal., 2014). For instance,

Huang (2020) use GPS devices to track the Spatoral behavior of tourists in Hong

Kong Ocean Park. Deng and Andrada (2020) investigate the spatial movements of tourists in
Washington, DC using ArcGIShd loglinear regression models. Su et al. (2020) conducts a
comparative study between tourists and residents in Hong Kong using Geotagged data and
kernel density analysis. Barros et al. (2020) using Geotagged data from social websites
Sugimoto and SuzukP019) use GPS loggers to analyze urban mobility of visitors in Tokyo.
Yun etal. (2018) studyingwalking tourists inSouth Korea with GPSfrom smartphones.

Kang et al. (2018) using social network analysis can define the spatial structure of the tourist

in South Korea.

3.5.2An overview of the GPSusesin tourism research
In this section, we take into account somiethe most recent work conducted on the topic

(that previous literature reviews have not considered), trying to highlight the most important
points of these studies and to shed a light on the different uses of GPS, in terms of methods,

locations tourist segment and sm.
a) Land usepatterns

Some authors use GPS tracking in conjunction with other survey and data collection methods
(Beeco et al., 2014). In the study, the authors (Beeco et al., 2014) investigated how
Recreation Suitability Mapping (RSM) and GPS visitor tracking (GVT) could wagkther
as spatial models. For the study, they intercepted trail runners, mountain bikers, hikers, and
others in the North Forest. The results suggest that combining both models allow for more

robustresults(Beecoet al., 2014).
b) Spatial decisions

Someauthorshaveimplementedstudiesaiming at the useof GIS and GPSdata(Grinberger

et al., 2014). The Hong Kongentered study aimed to shed light on the behavior of tourists
under the constraints of space and time (Grinberger et al.,, 2014). The results of the study
suggest that GPS data describe well the behavior of tourists in terdesisions made at

individual level (Grinberger et al., 2014).
c) Qualify spatial consumption
Other studies use GPS data to track the movements of tourists and determine their essential

distinguishing characteristic{Beeco etal., 2013). In particular, the study conductedby
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Beeco et al. (2013) examines wandering tourists and planned tourists, with the aim of finding
out whetherthe movementpatternsbetweenthemaredifferentin spatialtermsandin terms

of nonspatial characteristicklowever, the results of the study with GPS tracks suggest that
there are no differences between the two groups and there is no significant effect of travel
style(Beeco etl., 2013).

d) Assesghe impact of spatial movement

Other studies haveanalyzed precise segments of tourists, such as cruise passengers (De
Cantis et al., 2016; Domenech et al., 2020) or market segments of tourists in historical towns
(Mckercher et al., 2019) or inrmtionalpark (Hardy andAryal, 2019).

In the study made by De Cantis et al. (2016), the authors used GPS technologies on the one
hand, questionnaireased interviews on the other, to segment cruise passengers visiting
Palermo, Italy. Thus, the objective was to determine what kind of Sieatipoal activities

cruise passengers did during their visit. The results of the study suggest that sespati@n
characteristics have to do with the different movement patterns of the cruise passengers (De
Cantiset al., 2016).

e) Spacesintax: landscape/moverant correlations

Doménech et al. (2020) also studied the spédimporal behavior of cruise passengers, this
time in Tarragona (Catalonia). The aim of the study was to monitor the visit to the city, and
they used both GPS and questionnaimsed interviews. The results of this study suggest that
points of interest and economic activities influence tourist behavior more than other
variables. Again, the policy implication of using such tools in the study of tourism marketing

is relevant (Domenecét al., 2020).
f) Descriptive studies

Mckercher's study also features two combined tools (traditional visitor samneGPS tools)

with the aim of capturingmovementpatternsin the city of TasmaniaAustralia. The results

of the study suggest the potential of such tools from the perspective of tourism marketing
managementMckercheret al., 2019).

g) Differentation/categorization basedon movement

Some authors are also interested in movement patterns in specific locations, such as specific

cities (Edwardsand Griffin, 2013; Grinbergerand Shoval,2018) nationaland themeparks
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(Hardy and Aryal, 2019; Huang et al., 2020) or resort (Debbage, 2011). The authors (Hardy
and Aryal, 2019) base their studies in Tasmania (Australia) with the aim of filling gaps in the
literature in terms of advanced technologies and methods of tourgsarch (Hardy and
Aryal, 2019). The results of this study highlighted that there are distinct segments of tourists
in terms of movement and how these integrated tools can be useful for authorities and to

alleviatethe phenomenaf overtourism (Hardy and Aal, 2019).
h) Spacesyntax-Predictive studies

The study of the tourist movementwithin cities is poorly analysed,becauseas the
geographical size increases, so do the complexities of tracking movements (Edward and
Griffin, 2013). The study conducted in Sydney and Melbourne in 2013 by Edwards and
Griffin  (2013) proposesa spacesyntax approachwith the aim of relating the urban

complexityof cities andpublic transportmodes to tourism activities.

The results of this study represent, for the authors (Edwards and Griffin, 2013), a diagnostic
tool for policy makers, because they offer spatial maps with which the route of toassts h
beentraced. The work of Domenechet al. (2020) also considersSpace Syntax related

indicators specifically:
- Connectivity:numberof neighboringsegmentslirectly connectedo a segment.
- Integration:accessibilityof thesegment
- Choice:whichwould bethefrequency atvhich a segments crossed
i) Mobility and factors that affect

The work conducted by Grinberger and Shoval (2018) suggests that the literature has not
considered the relationship between spatiotemporal constraints and psychotmgjoéive,
social, and cultural factors. To fill this gap, the work conducted irAVal and Jerusalem
proposes a study of tracking and characterizing tourism activities through a smartphone

application(Grinbergerand Shoval, 2018).

For example, to uretstand the spatial behavior of tourists, assessing movement patterns has
been used in the past as well, especially when dealing with small, geographically

circumscribedocations (Debbage, 1991).

In fact, in these studies that did not use GPS before, more primitive tracking techniques that

could capturehow tourists movedthrough spacewere used,in this caseat a resortin the
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Bahamas, to assess possible market segmentatiomms td attraction and consumption

preference¢Debbage, 1991).
J) Clustering/Categorization studies

The work conducted by Huang et al. (2020) also analyses the spatial behavior of tourists at a
theme park in Hong Kong. The study implements clustering tegbgiqvith the aim of
segmenting the spatial behavior into five different segments by path length, tour time, and

area covered (Huang et al., 2020).

There is a body of literature that has devoted itself to assessing the different behavior that
exists betweerfrirst and Repeat visitors (Kempermann and Joh, 2004; van der Spek, 2009;
McKercher et al., 2012; Espelt and Benito, 2018).

For example, Kempermann and Joh (2004) recorded significant differences between first
time theme park visitors in Netherlands. THypothesis the authors wanted to prove was that
first-time visitors spend more time visiting the park and choose more activities in terms of
numbers. In contrast, repeat visitors choose only certain activities indicated as a route in the
park. In 2009, varder Spek conducting a study on pedestrians in Norwich (UK), Rouen
(France) and Koblenz (Germany) shows how the familiarity of places has an impact on

visitors'behavior.

After the initial studies conducted, with the introduction of GPS the segmentation between
first visit and repeat visit has continued to be investigated, e.g., McKercher et al. (2012) used
GPS in Hong Kong to assess such differences: againtifirstvisiors are like wandering
aimlessly, repeat visitors instead focus on fewer places. Espelt and Benito (2018) investigate
the difference of firstime visitors and repeatisitors in Girona (Spain) these authors use
GPS as a data source for collection. Theulte of this study again suggest homogeneous
behaviorsamong regularsandom amondgjrst timers(Espelt and Benit2018).

Someconsiderations
The main goal of this chapter has been to define the concept oflestiaation tourism
mobility. To do so, a revision of the mostimportantworks havebeencarriedout, with the

aim of contributing to @etter overviewof the topicin theacademicscenario.
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In the first part of this work, it has been defined the concept of tourism movement in all its
aspects, described how scholars have dealt with movement patterns and how models have

beenimplemented.

Although there are two main types of tourist movement (inter-destination and intra
destination), the focus of the work is on the second type because the main objective of this
chapter is to define a general theoretical framework that can provide an understanding of

touristmobility and thespatial behavioof touristsduring theirwalking visit.

Therefore,we focuson pedestrian tourist&ind how the behavioimplemented bythese
tourists can be differentiated following not only sedemographic (typical of tourisitype
studies) but lao spatial characteristics. The central part of the work is instead dedicated to
the methodological aspects of tracking tourist movement: we divide this section into data

collectionon the ondnand, data analysan theother.

In the section dedicated data collection, the emphasis is placed on the different methods
adoptedover time by researchersvith the aim of capturing the movementof tourists:
traditional and observationaltools such as travel diaries, on the one hand, advanced
technologies on the other, first with Bluetooth, today with GPi$& paragraph on GPS
instruments is the most detailed in the chapter, characterized by first general part of birth and
evolution of these instruments, followed by a part in which the fitatie$ conducted are
described. Moreover, the analysis of GPS data is another important step in the topic because
there are problems related to the instruments that need the careful eye of the researcher in
terms of analysis and data processimgfact, inthis section, much attention is paid to the
methodology dedicated to this process. The specific focus then shifts to tourism studies, with
the first studies conducted through GPS and the variables that researchers have been able to

extrapolate from thesdevices.
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Chapter 4: Essayon tourist mobility

The following chapter concludes the entire dissertation. In particular, the work presented here
is theresultof two years'work on datacollectedin Copenhagerenmark.The work aimed
to explore the relationship between toariexpenditure and mobility through transit cruise

passengerganding in thecity in 20182019.

With the work presented here, there is the investigation of Sgatiporal consumption
behavior, the analysisand exploration of the stops made by cruise passengersand the

assessmermf the different points ofnterestthathaveto dowith thesestops.

The scientific community's interest in the relationship between spending and mobility has
only recently arisen and, above all, the use of GPS to track the movements of tourists in this

respecis anewapplication.

In the literature, we have seenseveral attemptsto track routesin different ways, but
investigating through data collection made ad hoc for the single destination,making a
proximity sampling starting from strategic points of arrival and departure of cruise ships, is a

peculiarityonly of several studies.

The idea of exploring the city of Copenhageralso stemsfrom the needto make the
organization of the city itself more efficient in terms of tourist and leisure services. The city
has a sustainability agenda, efficiamssource management, and CO2 emissions. For this
reason, it is in the interest of policymakers to understand where it is possible to improve and
make sustainable the short visits of cruise passengers arriving in Copenhagen as a port of call

or home port.

Furthermore, the study presented here builds on a previous study carried out in the city of
Palermo, Italy (De Cantis, S., Ferrante,M., Kahani, A., & Shoval, N. (2016). Cruise
passengersbehavior at the destination: Investigation using GPS technology. Tourism
Management, 52, 13B50.). The study by De Cantis et al. (2016) is taken as a starting point
for questionnaire construction, sampling, and GPS technologies. The fundamental difference
lies in the fact that the study by De Cantis et al. (2016) expline spatial behavior of cruise
passengers arriving in the city, the present study considers the possible relationship with the

expendituranadeduringthe visit.
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The study carriedout in Copenhagenis alsoessentiabecauseat showshow differentlevels

of expenditure correspond to highly differentiated profiles of cruise passengers: this means
that in the classic segmentation of the tourism market, it is also necessary to consider not only
the expenditure variable but to further driééntiate it through different levels consistent with

thedestination being considered.

Another critical factor considered in this study is categorizing expenditure types and the care
takento understandany possiblerelationshipbetweenthe individual expenditure category

andthe associated mobility behavior.

Not much attention has been paid to expenditure categories or only on a superficial level in
the literature. Furthermore, the different variables constructed from the GPS instruments
allowed a 360-degree understandingof the mobility behavior of the cruise passenger,

including stopping behaviour.

The precision of the devices is almost accurate thnoligh software with embedded GIS
technology, we were able to track individual tracks and subsequently group them through
different aggregationtechniques.The study presentedhere also enrichesthe existing
literature on tourist behavior in the destinatand supports marketing and spatial planning

strategiesn choosing routeto be proposedo touristsoncetheyarrive at their destination.

This work adds another essentialpiece to the explanationof spatictemporal tourism
consumption and explains why cruise passengers' behavior is different from the average

touristarriving at their destination.
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This paper analyzes the relationships between the spatial behaviour and destination expenditures of cruise
tourists by integrating customer surveys and GPStracking technology. Based on data collated in 2018 and 2019
in Copenhagen, cruise passenger expenditure was modelled via logistic regression, using socio-demographic
characteristics and mobility -related variables. In order to map the spatial behaviour and the key characteris-
tics of the itinerary followed, tracking data were synthesized into meaningful mobility variables. An analysis of
stops was performed to identify locations with the potential highest expenditure density. The results indicated
that spatial movement and, in particular, stop activities are relevant in explaining expenditure behaviour. The
implications of the proposed methodology are discussed with regards to further research, and destination

1. Introduction

Prior to the COVID-19 pandemic, urban coastal destinations wit-
nessed a rapid and unsustainable rise in cruise arrivals, with an excess of
daily peaksin visitor volumes in already congestedcity centers. Indeed,
many consider that cruise tourism often epitomizes overtourism, as re-
ported by the media and in debatesregarding the tourism pressures on
local communities (Holland, Mazzarol, Soutar, Tapsall, & Elliott, 2021 ;
Holtegaard-Kasler, 2019). Despite claims that cruise tourists constitute
an affluent visitor segment, some critics argue that their negligible
onshore expenditure during short term or transit visits does not offset
the social and environmental costs of destinations hosting large vessels
(Larsen, Wolff, Marnburg, & @gaard, 2013). This asymmetric distribu -
tion of benefits and impacts, which is attributable to cruise tourism,
poses a challenge to destination managers in assessing and managing
short-term visitor flows.

Bearing in mind the aforementioned critical challenges of mass
visitation, the COVID -19related break in cruise tourism provides us
with an opportunity to reflect on visitor management at port destina -
tions. This requires a comprehensive view of visitor flows and the
spatiotemporal consumption in port -of-calls, which will also include
greater clarification regarding the determinants of cruise passenger

* Corresponding author.

spending at their destination. The scope of short-term (transit) desti -
nation consumption canbe demonstrated in economic and geographical
terms, whilst assessingonsite expenditure (monetary consumption) and
spatiotemporal behaviour (consumption of destination space). Howev -
er, these strands deriving from the literature have not yet been fully
synthesized. Despite the availability of new tracking technologies and
recent studies in Mediterranean cruise destinations (CasadcDiaz,
Navarro-Ruiz, Nicolau, & Ivars-Baidal, 2021; Domenech, Gutierrez, &
Anton Clave, 2020; Domenech, Gutierrez, & Clave, 2020), the re-
lationships between tourist mobility and spending behaviour merits

further attention. The overall objective of this article is, therefore, to

analyze spending patterns in the urban destination space,and to explore
the relationship between transit (<24 h) cruise passengers'onshore
spending behaviour and mobility -related variables. Accordingly, the
objectives of the research are threefold:

b to analyze cruise visitor expenditure as a function of mobility
behaviour

b to characterize the spending propensity of cruise visitors and analyze
its distribution in geographic spaceand

b to highlight variations in expenditure level, which are basedon
distinct mobility characteristics
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These objectives were formulated into three specific research ques
tions (RQ):

b RQ 1. How do mobility characteristics (e.g., tour duration, tour
length, stop activities) explain the scope and composition of visitor
expenditure?

b RQ 2. How are mobility differences reflected in spending propensity
and expenditure levels (high vs. low spenders)?

b RQ 3. Do socicdemographic characteristics explain the scope and
components of visitor expenditure?

The paper is organized as follows: Section 2 discusses the existing
literature relating to cruise passenger expenditure relating to tourist
mobility and the linkage between spatial behaviour and expenditure.
Section 3 presents the data and methods used for the analysis, illus
trating the survey methodology and the main im portant information,
which has been derived from GPS tracking data. Section 4 reports and
discussesthe results obtained from the city of Copenhagen.And Section
5 discussesthe main implications of the study in concluding the paper.
2. Literature review

In order to explain cruise visitor consumption, this literature review
has compiled publications from the past twenty years, whilst consid-
ering tourism consumption by addressing three main themes:

- cruise passengerexpenditure (monetary consumption behaviour)

- tourism mobility (spatiotemporal behaviour and movement pat-
terns) and

- spatiotemporal consumption (studies combining expenditure and
mobility behaviour).

Each section below in the literature review identifies keyfocusareas,
approaches and contributions, also highlighting uncharted research
questions informing the design of this present study.

2.1. Theonshoreexpenditureof cruise passengers

With the rapid growth of cruise tourism, the number of academic
papers on this topic hasincreasedsignificantly in the past twenty years.
An extensivereview of the literature (Papathanassis& Beckmann, 2011)
has identified passenger expenditure studies as a key theme among
several research interests. High environmental and social costs, which
are associated with crowding in ports, have prompted researchers and
destination managers to explore patterns of cruise passenger spending
(Henthorpe, 2000 ). Based on evidence from different empirical contexts,
scholars have begun to question shore visitors' contribution to local
economies and tourism businesses during their brief time span
(Andriotis & Agiomirgianakis, 2010; Brida, Bukstein, Garrido, & Tealde,
2012; Gouveia & Eusebio, 2019; Larsen et al., 2013; Penco & Di Vaio,
2014; Thurau, Seekamp, Carver, & Lee, 2015).

The initial studies conducted on cruise passenger expenditure were
mainly descriptive and they focused on the general characteristics of
expenditure (Brida & Zapata, 2010; Douglas & Douglas, 2004; Gabe,
Lynch, & McConnon, 2003; Henthorpe, 2000); later publications
attempted to define the key drivers of onshore spending actors. Re
searchers observed that contextual (time, weather) and individual fac-
tors  (sociodemographic characteristics, previous experiences)
determined variations in expenditure patterns. Henthorp e's study
regarding passenger expenditure in the Caribbean (Henthorpe, 2000 )
demonstrated that the amount of time spent in port can have a sub-
stantial impact on the amount of money spent therein. In Adriatic and
Mediterranean ports, namely Koper (Marksel, Tominc, & Bogignik,
2017) and Piraeus (Papadopoulou, Sambracos,& Xesfingi, 2017), the
expenditure of cruise passengers was found to correlate with: gender,
nationality, destination familiarity, age,and number of previous cruises.

Annals of Tourism ResearchEmpirical Insights 3 (2022) 100059

The analysis of the literature relating to cruise passengerexpenditure
highlights a high degreeof variability. The lowest values of averageper-
capita expenditure, of approximately 25i 350, have been reported for
various Mediterranean (CasadoDiaz et al., 2021; Domenech & Gutier-
rez, 2020; Domenech, Gutierrez, & Anton Clave, 2020), Scandinavian
(Larsen & Wolff, 2016), and Latin American destinations ( Brida et al.,
2012; Brida, Lanzilotta, Moreno, & Santiaque, 2018; Seidl, Guiliano, &
Pratt, 2007). Other studies (Pino & Tovar, 2019) have reported slightly
higher values (45 to 750), whereas many visitors to Caribbean, North
American and Australian ports can spend up to (200/visi t (Dwyer &
Forsyth, 1998). The following factors were found to be significant
regarding socio-demographic determinants of passenger expenditure:
income(Brida et al., 2012; Brida & Risso, 2010; Parola, Satta, Penco,&
Persico, 2014, age(Brida et al., 2012, 2018; Brida, Bukstein, & Tealde,
2015, CasadoDiaz et al., 2021; Domenech, Gutierrez, & Anton Clave,
2020; Henthorpe, 2000 ; Parola et al., 2014 Papadopoulou et al., 2017
Gargano and Grasso, 201§, passenger's educational leyélarola et al.,
2014), and nationality (Brida et al., 2012; Marksel et al., 2017; Parola
et al., 2014). And, of the trip -related characteristics, Length of stayas
found to be positively associatedwith expenditure levels (Brida & Risso,
2010; Brida et al., 2012; CasadeDiaz et al., 2021; Domenech, Gutierrez,
& Anton Clave, 2020; Henthorpe, 2000; Parola et al., 2014; Gargano &
Grasso,2019).

Douglas and Douglas (2004) have analyzed categories relating to
cruise passengerexpenditure for two cruisesvisiting sevenPacific island
ports of call. Their results demonstrated that age and weather deter
mined variations in expenditure categoriespatterns for eachport: older
people displayed a greater propensity to seek out food and beverage
options ashore, and purchase more duty-free perfume and alcoholic
beverages. Moreover, altinclusive cruise packages are designed in such
a way so as to retain the largest share of wallet. This means that cruise
tourists will spend significantly lower on other categories. For instance,
asmealsareincluded in the price of the cruise, cruise passengerstend to
return to the ship for their meals (Gouveia& Eusebio, 2019). In addition,
passengers often chose shore excursions offered by cruise companies
(despite premium prices), owing to passenger unfamiliarity and conve -
nience (Douglas & Douglas, 2004).

A comprehensive review of methodical approaches of onshore ex-
penditures has revealed that the majority of studies are based on data
collected, which have been collected from faceto-face interviews and
surveys conducted with embarking passengers, and ad hoc question
naires (Di Vaio, Lepore, & Varriale, 2018; Gargano & Grasso, 2016
Henthorpe, 2000 ; Gabe et al., 2003 Marksel et al., 2017, Parola et al.,
2014). Pino and Tovar (2019) have found evidence of studies drawing
on other types of data, for instance, credit card statements or other data
sources Brida & Risso, 2010, Brida, Bukstein and Tealde, 2015 Brida
etal., 2015, Brida et al., 2018). Neither of these approachesare flawless,
and, as other scholars have noted, particularly recall bias remains a
fundamental weakness in the research rigour (Hardy, Birenboim, &
Wells, 2020; Shoval & Isaacson, 2007).

2.2. Touristmobility at a destination

The analysis and prediction of tourists' spatiotemporal movements
and interactions in a destination is a challenging task from methodo -
logical and managerial (planner) perspectives(Hall, 2015; McKercher &
Lew, 2004). Tourist movements can be considered as the set of spatial
choices within the destination (Caldeira & Kastenholz, 2020; Lau &
McKercher, 2006). The understanding of spatial behaviour of tourist
activities in tourism studies wasfor long a purely conceptual endeavour.
A limited number of works in the 1990s focused on the analysis and
modelling of tourist routes and movement patterns (Oppermann, 1995).
In the cruise context, Jaakson's observation study regarding the port of
Zihuatanejo, Mexico (Jaakson, 2004) was the first to conceptualize
onshore movement patterns. Based on qualitative and quantitative ap-
proaches, this study introduced the notion of the tourist bubble, noting
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that the majority of cruise visitor spending occurs within a very limited
geographical scope.

Owing to the rapid development of GPS-tracking technologies in
recent decades, the number of empirical studies tracking tourist move-
ments has increased rapidly (Caldeira & Kastenholz, 2020; Shoval &
Ahas, 2016). Early contributions to this field were purely exploratory
and they focused on understanding intra-destination m obility and fac-
tors influencing spatiotemporal choices. And, in these early days, the
most widely used methods were simple, descriptive itinerary maps or
travel diaries, in which planned destinations and stopovers were listed
(McKercher & Lew, 2004). These methods produced heuristic typol-
ogies, resting on the assumption that distance and familiarity may be key
factors in explaining variations in tourist flows. For instance, Lew and
McKercher (2006) have proposed a crude territorial model of the pat-
terns of tourist destination movement, differentiating between four
types. These are:zero movementconvenience basefivhen the tourist
remains in the proximity of their accommodation), concentric exploration
(identified as a confused touristwith insufficient information about the
destination) and, finally, the wide movement(with useful knowledge
about the destination (Lew & McKercher, 2006)).

While such models can offer various conceptual guidelines for the
analysis of tourist itineraries at destinations, the applied methods are
fraught with structural weaknesses, mapping inaccuracies and insig
nificant detail. For example, these approaches do not account for indi-
vidual characteristics, despite the acknowledgement that socio-
economic characteristics and lifestyle plays an important role in tour -
ist choicesand spatial behaviour. Whilst acknowledging the significance
of spatial models, several studies have attempted to map the concen
tration of consumption activities around particular attraction sites
(Zoltan & McKercher, 2015) and destination space(Xiao-Ting & Bi-Hu,
2012); however, they have to date failed to identify a universally
explanatory model. Theseapproachesare basedon the assumption that
patterns of tourist movement closely correlate with the location of at -
tractions (identified as either nodal, linearor area), and crowd densities
will follow the rule of distance decay (McKercher, 2018). However, the
center-periphery dispersion theory hasbeenrefuted by Timothy & Boyd
(2015) and Domenech, Gutierrez, and Clave (2020) . Thesetwo groups of
researchers have demonstrated more nuanced relationships between the
characteristics of the built -up environment and the spatial behaviour of
cruise passengers. Whilst the spatial syntax (configuration of street
networks) explained the uneven distribution of visitors in the port of
Tarragona, Domenech and his colleagues (2020b) observed that the
visibility of areas frequented by tourists and ambient factors (e.g.,
shaded side of the streets) were major determinants of destination
mobility.

More recently, Hardy and colleagues (Hardy et al., 2020; Hardy,
Vorobjovas-Pinta, Wells, Grimmer, & Grimmer, 2021) have contributed
to this research with an empirically substantiated model in explaining
variations in tourist intensity and dispersal. They also introduced
meaningful metrics to illustrate the dispersal of tourists in Euclidean
space.With abespokemobile application, TheTourismTrackerApp, they
were able to follow and model: the movement patterns of wine tourists
(Lewis, Hardy, Wells, & Kerslake, 2021), multi -day visitors (Hardy et al.,
2020), and cruise tourists disembarking from the port of Sydney(Hardy
et al., 2021). This latter study has also demonstrated significant differ -
ences in the dispersal patterns between passengers of local, domestic and
international provenances.They observedthat international passengers
travel the shortest distancesand primarily visit recreational, culture and
nature spots.

2.3. Studiescombiningmobility and expenditurebehaviour

Despite their limitations of scope, there are a few notable studies
linking tourist movement and spending choices. For instance, an
extensive observational study by Jaakson (2004) produced an inductive
typology, in which variations in the patterns of cruise visitor spatial
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activity was depicted. Three groups dominated the study: each group
remained in the tourist bubble at the port, however, demonstrating

distinct consumption characteristics. As the following segments indi -
cate, the ShoppingBrowsersand the Cafe Crowd looked for retailing vs.
food & beverage experiences. The saalled Packsegment referred to
passengerswith limited or no spending power, and they remained close
together as a group after disembarkment. Jaakson (2004) also identified

a smaller group of individualistic Explorers who wandered off the
beaten track and beyond the tourist shopping zones. However, this
heuristic typology was not corroborated by means of robust geoloca
tional approaches.

Still later, McKercher and his colleagues initiated mi xed method
approaches (combining data streams from interviews, GPS-tracking, GIS
analysis and/or diaries) with which to enhancethe precision of locating
expenditure estimates. McKercher and Lew (2004) studied the spatio-
economic dispersion of tourism consumption by considering two as-
pects of tourist movement: territoriality and the intensityof spendingAnd
McKercher, Hardy & Arial (2019) have identified major differences in
movement patterns and duration among three visitor segments to a
historic tourist shopping village in Tasmania.

In the past five years, Sicilian, Catalan and Tasmanian tourism re-
searchers have made notable advancesin analyzing the spatial de-
terminants of cruise tourist expenditure. De Cantis, Ferrante, Kahani,
and Shoval (2016) were the first to corroborate a multi -method
approach, combining GPS-tracking and traditional survey meth ods in
analyzing cruise passengerbehaviour at their destination. Doméenech,
Gutierrez, and Anton Clave (2020) have applied a similar methodology
to the analysis of cruise passenger behaviour, confirming the importance
of the length of stay on passenger expenditure, as mentioned above.
Their study also provided empirical evidence of the aforementioned
Explorer patterns; it confirmed that respondents with the highest p er
capita spending visited fewer tourist sites, preferring to spend more time
in areas with mixed (commercial and recreational) functions. Casadc
Diaz et al. (2021) have identified that patterns of cruise visitor spatial
mobility (regarding routes, stops frequency) and onshore choices (in-
dependent vs. group visit) are significant factors affecting destination
spending levels. Based on a statdevel study in Tasmania, Hardy et al.
(2020) established three factors determining the spatial dispersion of
tourists: length of stay, familiarity of destination and transport choices.
They also drew attention to the role of gateways (entry/exit points)
regarding consumption intensity. These studies suggest a considerable
potential in identifying the association between stop activityand expen
diture behaviouy calling for a robust method with which to derive and
summarize stop locations from GPStracking data.

3. Data and methods
3.1. Study site

The Danish capital Copenhagen is a popular portof-call on Baltic Sea
cruises, being located on the Oresound Strait, dividing Denmark and
Sweden. It is the most populated city in Denmark but the host com-
munity of 794,128 inhabitants (2020) is dwarfed by the 10 million
annual tourist arrivals. Prior to the pandemic, cruise tourism had seen an
unprecedented boom in Copenhagen, which led to fierce public debates
regarding overtourism in the 2017712019 period. Critical voices com-
plained of the problem of increasing congestion in the Inner City, and
low consumption levels despite high visitor volumes. As Bent Lohman,
chair of the Inner City Local Committee noted in the summer of 2019:

AOn a busy dDuowmistebusesdravgl arouBdthe Inner City.
After all, the city is like a zoo where the buses pass through. [But] the
tourists are not even here for a day. They don't spend a lot of money in the
city, because it's typically just a lunch they eat here, thien they have to
moveo n @loltegaard-Kasler, 2019).







































