Tourists’ perceptions about the tourism in the Algarve:
contributions for a sustainable tourism development

Joao Albino Silva e Jorge Andraz e Luis Nobre Pereira

Rui Nunes e Ana Rita Rijo

Scientific Committee:
PORTUGAL

@ UMg C|N &' é UNIKO EUROPEIA
Research Centre for Tourism,
Smmapiysnawerveana  TURS ALGARVE 2 2 B R

UNIVERSIDADE DO ALGARVE - =— ¢ 2020




CinTurs - Centro de Investigacdao em Turismo, Sustentabilidade e Bem-Estar
Faculty of Economics - Building 8

Campus de Gambelas, 8005-139 Faro, Portugal

All rights reserved in accordance with current legislation.
©CinTurs
Faro, January 2024

ISBN: 978-989-9127-70-8
DOI: https://doi.org/10.34623/32cf-sh18



Technical
Information

COORDINATION

Jodo Albino Silva | CinTurs | FEUAIg
Luis Pereira | CinTurs | ESGHT-UAIlg
Jorge Andraz | CEFAGE | CinTurs | FEUAIg

Rui Nunes | FEUAIg

RESEARCHERS

Milene Langa | CinTurs | FEUAIg

Christina Muhs | CinTurs | FEUAIg

Ana Rita Manjua Rijo | CinTurs | FEUAIg

Joana Ferreira | CinTurs | FEUAIg

Hannah Franz | CinTurs | FEUAIg FIELDWORK TEAM
Ana Rita Rijo Joana Ferreira Cristina Kaysyn
César Rijo Barbara Simbes Jenny Mogo
GRAPHIC DESIGN
David Rijo Michael Volk Richard Santos
Ana Portada Paulo Correia Milene Langa

Hannah Franz | CinTurs | FEUAIg
Christina Muhs  Susana Lopes Tiago Gago

ACKNOWLEDGMENTS

The coordination team and the researchers are thankful for the support of the European Regional Development Fund
(ERDF) through the Program CRESC Algarve 2020 and Portugal2020, through the project ALG-01-0145-FEDER- 072582
- Monitur: “Observation and monitoring of the Algarve tourist destination: contributions for its sustainable
development”. We would also like to thank the Faro Airport Coordination for allowing the data collection, the fieldwork
team, and the tourists and residents in the Algarve who kindly answered the MONITUR questionnaire.

© All the photos in this document were taken from free public domain websites such as Unsplash.com, Pixabay.com
and Visit Algarve (www.instagram.com/visit_algarve).



GENERAL INDEX

1 INTRODUCTION. .. etitttette ettt te ettt ettt sttt eae e e s bt e et e e sbeesabeebeesabeebeeesseenbeeeseeesaeesabeeneesnnennnees 1
I N o] (o TT=Tot D=1 ol g o) n (o] o H U T T TP T 1
1.2  General Objectives and Research QUESTIONS......cccvuveieiieiiiiiiiieeeeeeeeeeeirreereeeeeeeesnrsreeeeeeeens 2

2 IMETHODOLOGY ...uetiiiieiieeieeit ettt et ste e st sie e st s e s e st ess e shee e st e s e e s ameesaneeaneessneeaneesnneenneeenns 2
2.1 CONtEXE Of ThE STUAY . .uuiiiiiiiiiiciieeeeec e e e e et e e e e e e e e snaabreereeeeeesesnsresees 2
2.2 Sampling and Data CollECTION......ueeiiiiiiicctiiteeec et e e searbb e e e e e e s easareeeees 2

2.2.1 High SEASON 2022.......eiiieiiiieee ettt et e e s s e e e st te e e s e saba e e e s s aaaeeenanes 4
2.2.2 LOW SEASON 2023 ... ittt e e e 6
2.2.3 High SEASON 2023 ... ..ttt e e s e e e e st te e e s e saba e e e e aaeeenanes 8

3 RESULTS ettt ettt ettt e he e st et e s at e e bt e eht e e ebe e et e e eheeeabe e bt e eabe e bt e nnbeebeenaeeens 11

N R = [=4 s BT =T 1o o OO PPN 11
Y 1= 1V =] B o =1 u oL PRSPPI 11
3.1.1.1 Motivations t0 ViSit the AlZArVe ... 16
3.1.2  Assessment of Service’s Quality, Accessibility and Price Levels.......cccccccveeevriireeeinnnne. 17
3.1.3  Activities inN the AlGArVe........ui it 21
3.1.4  Tourist Experience on Social Media .........cccviiiiiiiiiiiiiiiiee e 22
3.15 SAfELY CONCEINS ..ttt e st e e et ra e e s sbbae e e s saneeeenaraeaees 23
3.1.6  Destination EVAlU@tioN .......c.ceoviiiiiiiiiieiiecieeeeeteeee et 25
3.1.7 DESHINATION LOYAITY...cciiiiiiiieiiiccc ettt e e e e enanareeree e e e eeenaraeaaes 27

3.2 LOW SEASON 2023 ...ttt e e 29
I R 1 = 1V =] B o =1y u oL TP PRSPPI 29
3.2.2 Motivations to Visit the AlGArve ........couiiiiiiiiiei e 33
3.2.3  Assessment of Service’s Quality and Price LevelS.......cccccvveiiiieiiinciieeiineee e 34
3.2.4  Activities iN the AlGArVe........u it 39
3.2.5  Tourist Experience on Social Media .........cocuiiiiiiiiiiiiiiiieeeesiiiee e 39
3.2.6 SAfElY CONCEIMS . uuuuiiiiieieiieiiiititriee e e e eeeeibree et e e e e e e erabbeeeereeesessssbasaaeseseeesesssrrbeeeeeeessananes 40
3.2.7  Destination EVAlU@tioN .......cceeoviiiiiiiiieieceeeteeee e 42
3.2.8 DESHINATION LOYAITY...cciiiiiiiiiiiii ettt e e e e eaare e e e e e e e eeennraeeaes 44
3.2.9  Destination TOUTiSt Profile......coceiiiiiiieieeeeeeee e e 45

3.3 High SEAsON 2023 ......ceiiiiiiiee ettt ettt e e s e e st ae e s et e e s n e e e e sabaaeeenan 47
T8 70 R 1 - 1Y I o =41 u o PP RRPPPRRPP a7
3.3.2 Motivations to Visit the AlGArve ........oouiiiiiiiiei e 51



3.3.3  Assessment of Services’ Quality and Price Levels.......cccccvevvicvvreeeieeieiieieeeeee e 51
3.3.4  ActiVIIeS iN the AlGArVe......cccouvvieiiiiiiieceeeee e e e e e e beeeeee e e s snanns 56
3.3.5 Tourist Experience on SOCial MEAIa ......eiiiiiieiiciiiieiiiie et 57
3.3.6 SAfEY CONCEIMS. ..uuuuiiirieiieieiiiitittiee e eeeeitree et e e e e e e etabbeeeereeesessssbasaaeeesseesesssrrbeeeeeeeesenanes 57
3.3.7 Destination EVAlUGtioN ........cooieiiiiiiie et e 59
3.3.8 DeStiNAION LOYAItY.ciiuiviiii ittt e e e e e s e e e e e sbre e e e eans 61
3.3.9 Destination TOUNISt Profile.........ooiii i 62

3.4 LoNGItUAING] ANQIYSIS .uuveiiiiiiiiee e e st e e e s aee s 64
341 TraVel LOZISTICS.ccicuuureereeieeieiiiititriee e e eeceitte e et e e e e s e abbeeeereeesenssnsbasaaeeeseeesesssrrbeeeeeeeesennnes 64
3.4.2 Motivations 10 ViSit the AlZarve ........ueeeeeiiiiiiiiiiieiie e 69
3.4.3  Assessment of Services’ Quality and Price Levels.......ccccevvveicvrreeeieeieiicieeeree e e 69
3.4.4  ActiViieS iN the AlGArVe......cccouuieeiiiiiieceeeee et e e e e earbeereee s e e seanns 75
3.4.5  Tourist Experience on Social Media .......c.cocviiiiiiiiiiiiiiiieeccriiee e 75
I Y Y- ) (=Y AV @] o ol =T o LU PPPRRPPP 77
3.4.7 Destination EVAlUGtioN ........cooiiiiiiiiiee et 79
3.4.8 DeStiNAtION LOYAItY.ciiciriiii ittt e e e e e s ae e e e are e e e eaes 81
3.4.9  Destination TOUKiSt Profile......coceiiiiiiiiieeeeeee e e 83

4 CONCLUSION. ...ttt ettt e e ettt e e e e e s ettt et e e e e s ane e e eeeeeasssasnnsrnreeeeeessesannnnneeeeeeeessannne 85
REFERENCES .....eeiieeit ittt e ettt e e ettt e e e e e b et e e e e e e s sesaanra bt e e e ee e e e snannseneeeeeeeannnrnnneeeeaesans 87



INDEX OF FIGURES

Figure 1.1.1 Main Project ACHVITIES ...cooee e e 2
Figure 2.2.1 High Season 2022 | Main SOUrce Markets........ccceeevueeeruieeiieeeiiiecsieeseieeeseeeesveeesvee e 5
Figure 2.2.2 Low Season 2022-2023 | Main Source Markets .........cccveercuieerieeesieeessieeceeesceee e 7
Figure 2.2.3 High Season 2023 | Main SOUrce Markets........cccveevueeeeiieeiiieeiiiecsieescieeeseee e svee e 9
Figure 3.1.1. Number of Nights Spent in the Algarve ...t 11
Figure 3.1.2. MOde Of BOOKING......cutiiiiiiiiiiiiiie ettt ettt s e s s bae e s s sabaaeeesnaneee s 12
Figure 3.1.3. AccommOdation WEDSITES ........uiiiiiiiiiei ittt saae e 12
Figure 3.1.4. TransSpOrt WEDSITES ....cceiicuiiiiiiiiee ittt ettt essie e siaee e s st e e e s e e e s s aaae e s s saaeaeessnnneeeen 13
Figure 3.1.5. Type of ACCOMMOTATION ...ueviiiiiiieiiiiiiieerieee ettt s e e s e e e e s aae e s 13
Figure 3.1.6. Means of transportation to the AIZArve ..........eeeeiieiiiiiiiiieeiie e 14
FIgure 3.1.7. AIrPOrt OFf OFiZiN coociicciiieeiee et ertrre e ee st e e e e e e e e s eaasbaeseeeeessnsnsrarseeeaeenns 15
Figure 3.1.8. INfOrmMation SOUICES......uuuiiiiiiiiitiiieeeeee ettt e et e e e e e seeaabbaeeeeeeesssassssareneeeeens 15
FIGUIE 3.1.9. TraVel Party..uuuecic i ittt eeeeettt e e e e e et e e e e e e e e seaatsaaaeeseeseesensbatreeeaeeens 16
Figure 3.1.10. Motivations t0 ViSit the AlGArVe .........ccoovriieeiii i e e 16
Figure 3.1.11. Quality Of TOUIISIN SEIVICES....cuuvreeieieeiiiiitiieree ettt e e e e e eerbeereeeeeseenarareeeeeeeens 17
Figure 3.1.12. Quality of Local Trade/Traditional StOreS.......ccuvveeeeueieeeeiiiee et 18
Figure 3.1.13. Quality of SNOPPING CENTIES ....uuvvveieeeiiiiiiiiieeeee e e ee e e e e e ebbar e e eeeees 18
Figure 3.1.14. Evaluation of oVerall Price LEVEIS.........couviiiieeiiieiiiciereeeee e ee e 19
Figure 3.1.15. Evaluation of Accommodation Price LeVEIS .........coovvurreeereeiiiiiiiiiieeeec e, 19
Figure 3.1.16. Evaluation of Restaurants' Price LeVEIS.......cveeeiiiiiiiiiiiiieiiec e eeinreeeee e 20
Figure 3.1.17. Evaluation of Local Trade and Traditional Stores Price Levels ........ccccccceeeevnvrvveeeeneenn. 20
Figure 3.1.18. Evaluation od Shopping Centres and Malls Price Levels........ccccovvvveereiieiieicinneeeneeeenn. 21
Figure 3.1.19. ACtiVITIES iN the AlZArVe.......ccoccrereiiiee et e s e e e e e ae e 22
Figure 3.1.20 SOCIal MBI ...uuiiiiiiiiie it e e e s s st e e s s e e e e e s ate e s s saataeeesnsaaeens 22
Figure 3.1.21. SOCIal MEdia USEU....cciiiiiiiiiiiie ettt sttt e e s e s e aae e s s sarta e e e s snaaee s 23
Figure 3.1.22. Existence of Crime and VIOIENCE.......cooivuiiiiiiiiieccteee et 23
Figure 3.1.23. GIObal TRIATS ..civuiiiiiiiiiee ettt rre e e e s be e e e sabaaee s 24
FIUIE 3.1.24. EPITEIMICS coiuvireeiieieeeeeeiee e eiitee s ettt e e st e e e et ae e s s sate e e e s s abe e e e sabbaeessnsbaeeesesneeeennnraeaens 24
Figure 3.1.25. Epidemic Influence on Travel ChOICE .......uivviiiiiiiiiiiieeceee e 25
Figure 3.1.26. Overall Satisfaction with the Algarve, by country of origin .........ccccocoveeiiiiiieeniiienn. 25
Figure 3.1.27. Algarve Comparison with other Sun & Sand Destinations..........ccccvveveeeeiiiiieeeenneennnn 26
Figure 3.1.28. Algarve Safety Comparison with other Sun & Sand Destinations.........c.cceccvveeevrueenn. 26
Figure 3.1.29. Intention to Revisit in the Next five Years .......cccvvivieei i 27
Figure 3.1.30. Destination TOUrist Profile..........coouiiiiiiiiiiiiiieee et 28
Figure 3.2.1. Number of Nights Spent in the Algarve ...t 29
Figure 3.2.2. MOde Of BOOKING......cuiiiiiiiiiiiiiiie ettt etee e et e e s e e s e aae e s s sabaaeeesnaneee s 29
Figure 3.2.3. AccommOdation WEDSITES ........uiiiiiiiiiei ittt saae e 30
Figure 3.2.4. TranSPOrt WEDSITES .....uvveeiiiiiiiiiiiiiieieiee et eerarree e e e e e sesaarb e e e e e e s e eassasaeeeeeeeees 30
Figure 3.2.5. Type of ACCOMMOUATION c.ociiiiiiiiiiiiiiiiee ettt re e e e e eebbaer e e e e e s e e e esbbabereeaeeens 31
Figure 3.2.6. Means of Transportation 10 the AIZarve ........eeeeeeiiiieiiiiivieiiec e 31
FIgure 3.2.7. AIrPOrt OFf OFiZiN coooiieciiieeiei ettt ees st e e e e e e e e s eaabbaereeeeessnsnsrarreeeeesens 32
Figure 3.2.8. INfOrmMation SOUICES ... .uuuuiiiiiiiiiiiiteeeeee et ee e et ree e e e e e e s esaabbbreeeeeesssansasaeeneeeeens 32
FIUIE 3.2.9. TraVel Party..uuueiiiii ittt ettt e e e e et e e e e e e e s eeaasaaaaeeseeseesensrarreeeaeeens 33



Figure 3.2.10. Motivations t0 ViSit the AlZarve..........couvcrieeeeei it errreee e 34
Figure 3.2.11. Quality Of TOUIISM SEIVICES......iiiiiiiiiee ittt e s srarae e e e saaaeee s 34
Figure 3.2.12. Quality of Local Trade/Traditional STOres.........ccccuevuieeiieiiiiciiecee et 35
Figure 3.2.13. Quality of ShOPPING CENIIES ....eeiiiiiiiieiiiee et 35
Figure 3.2.14. Quality of Restaurants and Similar SErviCes........ccvviiiiiiiiiee i 36
Figure 3.2.15. Evaluation of OVerall Price LEVEIS ......ccoiuiiiiiiiiiie ettt 36
Figure 3.2.16. Evaluation of Restaurant Price LEVEIS ........ccoovviiiiiiiiiiiriiiee et 37
Figure 3.2.17. Evaluation of Local Trade and Traditional Store Price Levels.........cccoccerviiiniiiieninnnne 37
Figure 3.2.18. Evaluation of Shopping Centre and Malls' Price Levels ........ccoocvveviiviieeiiniiieeeinieennn, 38
Figure 3.2.19. Evaluation of Accommodation Price LEVEIS .........covviiiiriiiieeeiiiiiee e 38
Figure 3.2.20. ACtiVIties iN the AlGarVe.......ocuuiii it e e e s 39
Figure 3.2.21. SOCIAl MBI ..uiiiiiiiiee ittt et e e s e e e e s aae e e s satbaeeesnraeeens 39
Figure 3.2.22. SOCIal MEdIa USEU....cciiiiiiiiiiieee ittt ettt et e e s s aae e s s saaaaee e s sraaeens 40
Figure 3.2.23. Existence of Crime and VIOIENCE.......cooiviiiiiiiiiicceteee et 41
Figure 3.2.24. GIoDal TRIATS ..civueiiiiiiiiee ettt e bree s s st e e e s ae e e e sabaaee s 41
T U T A A T = o] [ 1= o [ o 42
Figure 3.2.26. Epidemic Influence on Travel ChoiCe ......ccuuvveeeiieeiicieeeeeee et 42
Figure 3.2.27. Overall Satisfaction with the Algarve, by country of origin ......cccccvveeiiieiievciineeeeeeenn. 43
Figure 3.2.28. Algarve Comparison with other Sun & Sand Destinations.........ccccceeeeeeeeiiiiccneveeeeeeenn, 43
Figure 3.2.29. Algarve Safety comparison with other Sun & Sand Destinations ...........cceeeevvvveeeeennn. 44
Figure 3.2.30. Intention to Revisit in the NeXt FIVE YEArS .......eeiiviiiiieivrieiiee i eeveeeeeee e 44
Figure 3.2.31. Intention to Recommend the Destination to Friends and Family.........ccccceeeuvvveeeeenn. 45
Figure 3.2.32. Destination TOUTISt Profile.......ccuuvieiiiiiiiiiiiieeeeee ettt ebaareereee e 46
Figure 3.3.1. Number of Nights Spent in the AlZarve .......cceeeeeiiiiiiiciiiieeiic e 47
Figure 3.3.2. MOde Of BOOKING.......uuiiieiiiiiiieecteeeeee ettt e e e e e e e e s e enaanreeeeeeeees 47
Figure 3.3.3. Online Booking of ACCOMMOTAtION ......ccoviuiiiiiiiiiiiecictireeeeee e e e ee e 48
Figure 3.3.4. Online BoOOKINE Of TranSPOItS....ccvuviiiieeeeiiiiiieeeeeeeeeeiicrereeeeeeeeesestnsraeeeeeseseesnssnreereeeeees 48
Figure 3.3.5. Type of ACCOMMOUATION c.eciiiiiiiiiiiiiieiee ettt ee e e e e eee b b are e e e e e s eeeesbbabereeaeeens 49
Figure 3.3.6. Means of Transportation 10 the AIZarve .......eeeeeeiiiieiciiereeiiec e 49
Figure 3.3.7. Informationa Sources about the AlGarve .........cccuve i e 50
FIGUIE 3.3.8. TraVel Parfy...ccuueeeiieiiee ettt ettt st e e e be e e e s abaae e s s bba e e e s nabeeeesnnnaaeees 50
Figure 3.3.9. Motivations to Visit the AlGarve.........cev ittt 51
Figure 3.3.10. Quality Of TOUFISIM SEIVICES .. .uiiiiiiiiieeiesiiiee ettt e e s saeree e s aaeee s 52
Figure 3.3.11. Quality of Local Trade/Traditional STOres.........cccuevveeiieiiiecieecee et 52
Figure 3.3.12. Quality of ShOPPING CENIIES ....eeiiiiiiiiiiiiee et 53
Figure 3.3.13. Quality of Restaurants and Similar SErviCes........ccovvvviiiiiiiieeiiniieeereee e 53
Figure 3.3.14. Evaluation of OVerall Price LEVEIS ......ccoivuiiiiiiiiiie ettt 54
Figure 3.3.15. Evaluation of Restaurant Price LEVEIS ........ccoovuiiiiniieiiiriiiee e 54
Figure 3.3.16. Evaluation of Local Trade & Traditional Store Price Levels .......ccccccevvvieeiiviiieeeniieennn, 55
Figure 3.3.17. Evaluation of Shopping Centre and Malls' Price Levels .......cccoocvveviiviieeiiniiieeennieennn, 55
Figure 3.3.18. Evaluation of Accommodation Price LEVEIS .........covvviiiiiiiiieeiiiiiiee e sreeee e 56
Figure 3.3.19. ActiVities iN the AlGarVe.......ouuiei i e e e aae e s 56
Figure 3.3.20 SOCIal MBI ...uiiiiiiiiii ittt e e e st e e s e e e s e s bate e e s sabtaeeesnraeeens 57
Figure 3.3.21. SOCIal MEIa USEd......uuueiiiiiiiiiiiiiieeiiee ettt e e eeertarree e e e e e sesaasbbeeeeeeessenssssaaeneeeeens 57
Figure 3.3.22. Existence of Crime and VIOIENCE.........covviiieiiiieeeeiireeeee e e rarree e e 58
FIgure 3.3.23. Global TRr@ats ....ccocvviieeiiee ettt e e e ee b e e e e e s eesebbabreeeeeeeas 58
T U R T T T o] T 1= o | o 59
Figure 3.3.25. Epidemic Influence on Travel ChoiCe ......ccvvvveeiiieeiicieieeeee e 59



Figure 3.3.26. Overall Satisfaction with the Algarve, by country of origin ......cccocvveeeiieiieiciineeeeeeenn. 60
Figure 3.3.27. Algarve Comparison with other Sun & Sand Destinations..........cccecvveeeiviiieeenniieennn. 60
Figure 3.3.28. Algarve Safety Comparison with other Sun & Sand Destinations.........c.cceccvveeevrveenn. 61
Figure 3.3.29. Intention to Revisit in the Next FiVe YEArs ......cccccvviiieiiniiieeesseees e 61
Figure 3.3.30. Intention to Recommend the Alarve........cccouieiiiiiiii e 62
Figure 3.3.31. Preferences for Next Holiday Destinations ...........coocuuveiiriiieieiniiieee e 62
Figure 3.4.1. Number of Nights Spent in the Algarve ...t 64
Figure 3.4.2. MOde Of BOOKING......cutiiiiiiiiiiiiiie ettt ettt e e s e aee e s s saaa e e e e snanaeeen 65
Figure 3.4.3. Online Booking of ACCOMMOAAtION ....cciiiiiiiiiiiiiieiiceee e 65
Figure 3.4.4. Online BooKing Of TranSPOItS......cciiviiiiiiiiiiiieiiieee sttt e see e e siaae s s aae e e e s saeeee s 66
Figure 3.4.5. Type of ACCOMMOTATION ...uiiiiiiiiieiiiiiiieeeicee ettt a e e e s baee s 67
Figure 3.4.6. Means of Transportation to the Alarve .......ccccceeviiiiieiiniiieee e 67
Figure 3.4.7. Information Sources About the AlZarve........cccueeiiriieii i 68
FIUIE 3.4.8. TraVel Parfy.....ueeeiieiiee ettt ettt e s s te e e s abe e e e st ae e s s sbbaeeessnbeeeesnnnnaeees 68
Figure 3.4.9. Motivations t0 ViSit the AlZarVe ..........eeeiiiiii i 69
Figure 3.4.10. QUality Of TOUIISIN SEIVICES.....uuvveeieieeeiiiitrieeee e eeeeecectrrre e e e e e eerbeereeeeesensarareeeeeesens 70
Figure 3.4.11. Quality of Local Trade/Traditional StOreS.......ccuuveeeeueeeeeeiriee et 70
Figure 3.4.12. Quality of SNOPPING CENTIES ....uuvvreeiieiiiiieiiiiieeeee e e e e e e e eesebrarreeeeeeees 71
Figure 3.4.13. Quality of Restaurants and Similar SEIVICES.........coouvvrrreeiieeiiiicieeeee e, 72
Figure 3.4.14. Evaluation of OVErall Price LEVEIS ........covvvviviiiiiiiee ettt 72
Figure 3.4.15. Evaluation of Restaurants' Price LeVEIS.......ueeeeiiiiiiiiiriiieiiee it eeinreeeee e 73
Figure 3.4.16. Evaluation of Local Trade and Traditional Stores' Price Levels.......ccccccveevvevcrnvvvennnennn. 73
Figure 3.4.17. Evaluation of Shopping Centres and Malls' Price Levels........cccoevvvveireiieiieicinneeeeeeennn. 74
Figure 3.4.18. Evaluation of Accommodation Services' Price LeVels ........ccccoovvvvvvrveeriieiiiiiiiinreneeneenn. 74
Figure 3.4.19. ACtiVITIES iN the AlZarVe.......cooocrivieiiee et e s e e e e e ae e 75
FIgure 3.4.20. SOCIAl IMEAIA .......coiiiiiiiiiiei ettt e et e e e e e s esaaabbeeeeeeeseenssasreneeesens 76
Figure 3.4.21. SOCIal MEIA USEd......uuueiiiiiiiiiiiiiieieiee ettt ettt e e e e e seeaasbbe e e e e e e s esasassarereeeeens 76
Figure 3.4.22. Existence of Crime and VIOIENCE.........covviiveiiiic et e e e 77
FIgure 3.4.23. Global TRr@ats ....ccccvviieeiiee ettt e e e b r e e e e s e e ebbabreeeeeeees 77
FIUIE 3.4.24. EPITEIMICS coouvivieeieiieeeeeiiiee e ettt e ettt e et e e e baae e s s sata e e e s s abe e e e sabbaeeesssbaeeessnneeeennasaeeens 78
Figure 3.4.25. Epidemic Influence on Travel ChOICE .......uevviiiiiiiiiiiiee e 79
Figure 3.4.26. Overall Satisfaction with the Algarve .........ccoovuviiiiiiiiiiiie e 79
Figure 3.4.27. Algarve compared with other Sun and Sand Destinations ..........ccccecvveeeiriiiieeennieeenn. 80
Figure 3.4.28. Algarve Safety compared with other Sun and Sand Destinations ...........cccceeeerrneennn. 81
Figure 3.4.29. Intention to Revisit in the Next Five YEArs ......ccccccvvviieeiiiiiiee et 81
Figure 3.4.30. Intention to Recommend the Alarve........ccccocueeiiiiiiiiiriiieee e 82
Figure 3.4.31. Destination TOUrist Profile.........ccooiiiiiiiiiiiiinie e 83
Figure 3.4.1 Tourists Questionnaire | High SEason 2022.........cccccveeiiieeeieeeiiieeiiee e cee e e ssaeee s 89
Figure 3.4.2 Tourists Questionnaire | LOW S€ason 2023 ........ccccceveiiieeenieeeiieesireessieesseeessveeessneeeens 91
Figure 3.4.3 Tourists Questionnaire | High Season 2023.........ccccoviiiiieciieeiieeeree e e ssaeee e 93

viii



Table 2.2.1 Distribution of RESPONAENTS.........uuiiiiieiieeeeee e e e e e e e e e e e e eanes 3

Table 2.2.2. High Season 2022 | Sample CharacteriStiCs ......ccoueeeeiiiieeieeiiiie e et e 4
Table 2.2.3 Low Season 2022-2023 | Sample CharacteriStiCS......ccuuiriieiiieeeeeiiieeeecieeeeeeeeeeeeeciree e 6
Table 2.2.4 High Season 2023 | Sample CharacteriStiCs .....ccocuuiiiieciieee et 8



1 INTRODUCTION

1.1 Project Description

Since the construction of Faro Airport in 1965, the Algarve has developed into a mass tourism (Costa,
2005) and sun, sea and sand destination (Do Valle et al., 2012), becoming one of the most popular
tourist destinations in Europe (Andraz & Rodrigues, 2016), and a crucial one for Portugal (Soler et
al., 2019). The 5,412 square kilometre region has several features contributing to its attractiveness,
such as mild weather conditions, over 3,000 hours of sunshine per annum and low rainfall (Visit
Algarve, 2018). Natural areas occupy 70% of the 318 km Algarvian Coast and 37% of its territory
consists of natural reservations, nature parks or protected landscape areas (Visit Algarve, 2018). The
region hosts 31 of the 70 golf courses of Portugal and is a reputable golf destination, having recieved
titles such as “Best Worldwide Golf Destination” by the International Association of Golf Tour
Operator (IAGTO) on several occasions (Oliveira et al., 2019). The main source markets of the Algarve
are domestic tourism and Europeans seeking a beach or golf holiday (Oliveira et al., 2019). With its
high contribution to the GDP, the region strongly relies on tourism as a contributor to the economy
(Do Valle et al., 2012).

The status of the Algarve as a tourist destination of excellence and the growing importance of
tourism activity in the region raised the need for an accurate and continued assessment of the
impacts on the environment, economy and local population. As mentioned, tourism contributes
positively to the local economy and generates regional employment opportunities. However, with
increased visitor numbers, adverse effects started to unfold. Tourism in coastal areas can exploit
resources such as water, leading to supply issues (Garcia & Servera, 2003). Another adverse effect
of mass tourism on the region includes the uncontrolled construction of accommodation along the
coastline (Pintassilgo & Silva, 2007). Uncontrolled construction in natural areas that do not consider
the biospheric environment's capacity can lead to degradation (Vaz et al., 2011). Coastal regions
need to be especially protected due to the increased risk posed by the shortage of land suitable for
urban development, which in turn leads to more dense urban areas with higher pollution and a
gradual loss of biodiversity (Vaz et al., 2011). It can therefore be noted that sustainable tourism
development for coastal regions, such as the Algarve, is even more crucial to protect against adverse
environmental impacts. Sustainable development can be achieved by designing a framework to aid
an ongoing evaluation of the state of sustainable tourism development in the region and support
tourism decision-makers commitment to implementing sustainable tourism strategies in the design
of public travel policies.

In 2021, the project Observation and monitoring of the tourist destination Algarve:
Contributions to its sustainable development (MONITUR) was hence initiated with the goal of
creating an information system centred on monitoring sustainability to offer stakeholders relevant
information to support decision-making processes for tourism development in the Algarve. The
project involves four distinct and complementary activities (Figure 1.1.1): the first activity consists
of the design of an evaluation model for the Algarve as a main tourist destination in terms of
sustainability, which allows the identification of variables and the definition of relevant indicators at
the destination. The second activity of the project entails data collection on several occasions during
the high and low seasons to gather information to feed the developed indicators. The data collection
includes primary (surveys to tourists, residents and stakeholders in the tourism industry) and



secondary information sources. The third activity involves the implementation of an online decision
support system through which the information is made available to the agents, ensuring the transfer
of knowledge. Finally, the fourth activity focussed on the transfer of knowledge and promotion of
the project’s results to tourism stakeholders and the scientific community.

Figure 1.1.1 Main Project Activities

Activity 1 — Design and validation of a model for evaluating tourist destinations as a tool to guarantee its sustainable development

T1.1- Analyse new trend and needs for evaluating tourist T1.3 - Preparation of the first report and presentation of the
destinations model
T2.1- Conduct a survey to identify

. : : T2.3 - Conduct surveys to residents, :
S 2 2 T2.2 - Design and validate primary z 5 = 7 T2.5 — Preparation of reports and
existing secondary information and ot follsetiontaals tourists and pl{b_llc and private presentations with resuits
needed primary data entities
Activity 3 — Design and development of an online Decision Support System

coT:c: 13;2?::::‘;};’ = ien &l e b eidie develzai;nsty;toe:?torin
P methodologies architecture of the system P! g
databases and system pre-test

Activity 4 — Promotion and transfer of knowledge to ensure continuity of the project

T4.1- Organisation of project's seminars and T4.3 - Launch of the DSS TA‘A._ Preparation and _pre§gntation of_
conference project's results for the scientific community

Source: Own elaboration

T3.1- Organisation of a
workshop with tourism
regional stakeholders

1.2 General Objectives and Research Questions

As outlined before, the MONITUR project aims to build an evaluation model to measure and monitor
the development of sustainable tourism in the Algarve. This general goal is associated with the
following specific objectives:

e Toidentify the main areas and respective variables and indicators to assess this development
in a holistic, comprehensive and sustainable perspective;

e To quantify these indicators for the 16 municipalities of the Algarve, both in high and low
season, using data collected through surveys to tourists, residents, and public and private
entities;

e To design and implement an online decision support system, meant to be the main way to
promote and transfer knowledge, allowing all stakeholders to easily access up-to-date
information to support their decision-making processes.

In addition to its practical relevance, the project is theoretically innovative as it validates an
integrated and holistic model to monitor tourism development in a consolidated destination.



2 METHODOLOGY

2.1 Context of the Study

As outlined in the project description, the first activity of the project was focused on the design of
an evaluation model for the Algarve, which allowed the identification of variables and the definition
of relevant indicators for a sustainable development at destination level. This was done by compiling
indicators under consideration of the World Tourism Organization's guidelines, guidelines of the
European Tourism Indicators System for Sustainable Destination Management, as well as the best
practices of the various observatories belonging to the United Nations World Tourism Organization's
International Network of Sustainable Tourism Observatories (INSTO) and by scrutinizing these
indicators based on criteria such as relevance, clarity, feasibility, complementarity,
comprehensiveness, credibility, and comparability, among others.. The resulting proposed indicator
set was then evaluated by regional stakeholders to include their opinion on the indicators’ relevance,
using the Delphi method, and establish the final set of indicators as basis for the evaluation model.

As part of the second project activity, primary data was collected on several occasions during
the high and low seasons to gather information to feed the developed indicators. Using this
approach, the project collected and validated 2,628 questionnaires to residents, 2,586
guestionnaires to tourists and 62 questionnaires to public and private entities. Surveys to tourists
and residents were implemented in three distinct moments during the high and low seasons of the
tourist activity in the Algarve, in the years 2022 and 2023.

In this publication, we focus on the data collected from the residents of the 16 municipalities
in the Algarve. For more details on the collection of data from tourists, please refer to our
publications available in https://monitur.ualg.pt/ .

2.2 Sampling and Data Collection

Samples for this study were stratified by country of origin according to the number of guests in the
Algarve in 2018 (INE, 2019). It was ensured that despite the discarded questionnaires, the
percentage of visitors to countries of origin was maintained (Table 2.2.1). The sample size was
calculated for a 95% confidence level and a margin of error of 3%. The statistical analysis was
conducted with a significance level of 5%. The eligibility criteria for participants were: spend a
minimum of one night in the Algarve and a maximum of 12 months in the Algarve and had to be
over 18 years old to participate. The questionnaire was available in English, German, French, Spanish
and Portuguese, allowing respondents to answer in their preferred language.

To ensure accurate data collection, nine interviewers received specific training on conducting
face-to-face surveys. Respondents were personally approached by the interviewers, applying a
random sampling approach. Stratified targets were assessed to ensure the target group reflected
the distribution of the number of guests per country of origin, and related flights were chosen for
data collection.

Surveys were completed once the target sample number per country of origin was reached.
The questionnaires were self-administered, that is, fulfilled individually by participants without any
intervention from the interviewers. Incomplete questionnaires, i.e. those with non-response rates



above 10% were discarded, with the awareness that missing data could compromise the statistical
results of the study (Hair, Black, Babin & Anderson, 2014).

Table 2.2.1 Distribution of Respondents

Number of %

Mercados de Origem residents  residents
TOTAL TOTAL
France 147 5.7%
Germany 201 7.8%
Ireland 125 4.8%
Portugal 831 32.1%
Spain 194 7.5%
37The Netherlands 116 4.5%
United Kingdom 586 22.7%
Other Countries 386 14.9%
Total 2,586 100.0%

Source: Own elaboration

Sample in
high season
2022

Sample in
low season
2022-2023

33
44
14
179
46
30
86
82
514

Sample in
high season
2023

73

63

69

373

82

37

221

180

1098

Questionnaires to the tourists were applied during the high season of tourist activity in the
Algarve, i.e. July 2022 and June to July 2023, as well as the low season, i.e. February and March 2023.

The following sections describe the sample characterization for each of the survey instances

in detail.



2.2.1 High Season 2022

Table 2.2.2. High Season 2022 | Sample Characteristics

Characteristic N %
Gender

Male 524 53.8
Female 442 454
Other 2 0.2
DK/DA" 6 0.6
Age Group

18 — 24 years 163 16.7
25 — 64 years 670 68.8
65 and more 25 2.6
DK/DA" 116 11.9

Marital Status

Single 342 35.1
Married/Living together 541 55.5
Divorced/Separated 64 6.6
Widowed 8 0.8
DK/DA" 19 2.0

Education Level

Primary School 45 4.6
High School 342 35.1
University 534 54.8
DK/DA" 53 5.4

Employment Situation

Employed 632 64.9
Entrepreneur 148 15.2
Unemployed 23 2.4
Student 103 10.8
Retired 34 35
Homemaker 5 0.5
DK/DA* 29 30

Characteristic N %

Net Monthly Income

Up to 1000€ 136 14.0
1001€ - 2000€ 253  26.0
2001€ - 3000€ 234 240
3001€ - 4000€ 128 13.1
4001€ or more 99 10.2
DK/DA! 124 12.7

974 questionnaires to tourists from the 8
markets of origin were collected and validated
during the high season of 2022 (Table 2.2.2).

The gender distribution among participants
shows a slightly higher response rate among
people identifying as females (53.8%)
compared to the male representing (45.3%)
and non-binary ones (0.2%).

Most participants are aged between 25-64
years (68.7%), and the smallest age group is
over 65 years (2.57%), followed by 18-24-year-
olds (16.7%).

The majority of the respondents are married,
living with a partner (55.5%) or single (35.1%).
They hold a university degree (54.8%) or have
completed high school education (35.1%).

Respondents indicate being employed (64.8%),
entrepreneurs (15.2%) or students (10.6%),
with a net monthly income of 1.000 € to 2.000
€ (25.9%) or 2.000 € to 3.000 € (24%) (Table
2.2.2).

Source: Own elaboration
1 DK/DA stands for Does not know/Does not answer



Fifty-eight nationalities' views are included in the survey. The data is presented by the participant’s
country of origin and closely reflects the distribution of origin markets reflected official statistics of
priority markets of the Algarve Tourism Board. Most participants originate from Portugal (28.6%),
the UK (28.6%), and Germany (9.7%) (Figure 2.2.1).

Figure 2.2.1 High Season 2022 | Main Source Markets

12,7%

m Portugal
Spain

= France

m Germany

28,6%
m Ireland

6,8%
- A ° m The Netherlands

k m United Kingdom

4,2%

5,0% -/. ' Other Countries
9,7%

4,3%

Source: Own elaboration



2.2.2 Low Season 2023

Table 2.2.3 Low Season 2022-2023 | Sample Characteristics

Characteristic N %
Gender

Male 222 432
Female 287 55.8
Other 1 0.2
DK/DA? 4 0.8
Age Group

18 — 24 years 62 12.1
25— 64 years 287 55.8
65 and more 68 13.2
DK/DA? 97 18.9
Marital Status

Single 171 333
Married/Living together 274 53.3
Divorced/Separated 33 6.4
Widowed 12 2.33
DK/DA’ 24 67
Education Level

Primary School 22 4.3
High School 189 36.8
University 254 49.4
DK/DA' 49 95
Employment Situation

Employed 281 54.7
Entrepreneur 69 134
Unemployed 12 2.3
Student 28 5.5
Retired 88 171
Homemaker 3 0.6
DK/DA" 33 6.4

Characteristic N %

Net Monthly Income

Up to 1000€ 69 16.4

1001€ - 2000€ 136 26.5

2001€ - 3000€ 111 21.8

3001¢€ - 4000€ 46 9.0

4001€ or more 59 11.5

DK/DA! 93 18.1
During the low season of 2023, 514

guestionnaires to tourists were collected and
validated (Table 2.2.3).

The gender distribution among participants
shows a higher response rate among people
identifying as females (55.8%) compared to the
male representing (43.2%) and non-binary ones
(0.2%).

Most participants are between 25-64 years
(55.8%), and the smallest age group is 18-24
years old (12.1%), followed by over 65-year-olds
(13.2%).

The majority of the respondents are married or
living with a partner (53.3%) or widowed (2.3%).
They hold a university degree (49.4%) or have
completed high school education (36.8%).

Respondents indicate being employed (54.7%),
retired (17.1%) or entrepreneurs (13.4%), with a
net monthly income of 1,001 € - 2000 € (26.4%)
or 2,001 € to 3,000 € (21.8%) (Table 2.2.3).

Source: Own elaboration

1DK/DA stands for Does not know/Does not answer



Fourty-four nationalities' views are included in the survey. The participant’s country of origin closely
reflects the low season distribution of markets reflected in the statistics of priority markets of the
Algarve Tourism Board. Most participants originate from Portugal (34.8%), the UK (16.7%), and Spain
(8.9%) (Figure 2.2.2).

Figure 2.2.2 Low Season 2022-2023 | Main Source Markets

16,0%

m Portugal
34,8% " Spain
France
16,7% m Germany
® reland
The Netherlands
8,9% m United Kingdom

5,8% ’
~ m Other Countries

8,6% 6,4%

Note: Values in percentage
Source: Own elaboration



2.2.3 High Season 2023

Table 2.2.4 High Season 2023 | Sample Characteristics

Characteristic
Gender

Male

Female

Other

DK/DA?

Age Group

18 — 24 years
25— 64 years
65 and more
DK/DA?
Marital Status

Single

Married/Living together

Divorced/Separated
Widowed

DK/DA"

Education Level
Primary School

High School
University

DK/DA'
Employment Situation
Employed
Entrepreneur
Unemployed
Student

Retired
Homemaker

DK/DA!

N

440
626

30

189
650
83

176

462
504
69
14

49

43
413
573

69

665
115
19

126

109

56

%

40.1
57.0
0.2
2.7

17.2
59.2
7.6

16.0

42.1
45.1
6.3
1.3

4.5

3.9
37.6
52.2

6.3

60.6
10.5
1.7
11.5
9.9
0.7
51

Characteristic N %

Net Monthly Income

Up to 1000€ 164 14.9
1001€ - 2000€ 260 23.7
2001€ - 3000€ 221 20.1
3001¢€ - 4000€ 118 10.8
4001€ or more 137 125
DK/DA! 198 18.0

Out of the total sample of 1098 respondents in
the high season of 2023, the gender distribution
among participants shows a higher percentage
among people identifying as females (57.1%)
compared to the male group representing
40.1% and non-binary ones (0.2%) (Table 2.2.4).

Most participants are between 25-64 years
(59.2%), and the smallest age group is over 65
(7.6%), followed by over 18-24 vyears old
(17.2%). The majority of the respondents are
married, living with a partner (45.1%) or single
(42.1%).

More than half of the respondents hold a
university degree (52.2%) and more than one-
third have completed high school education
(37.6%).

The majority of respondents indicated to be
employed (60.6%), to be students (11.5%) or
entrepreneurs (10.5%). The distribution of net
monthly income is slightly asymmetric, with the
largest groups with net monthly incomes of
1,001 € - 2000 € (23.7%) or 2,001 € to 3,000 €
(20.1%) (Table 2.2.4).

Source: Own elaboration
1 DK/DA stands for Does not know/Does not answer



The participant’s country of origin closely reflects the high season distribution of the number of
guests by markets reflected in the statistics of priority markets of the Algarve Tourism Board. Most
participants originate from Portugal (34.0%), the UK (20.1%), and Spain (7.5%) (Figure 2.2.3).

Figure 2.2.3 High Season 2023 | Main Source Markets

16,4%
m Portugal

34,0% Spain
® France

m Germany
20,1%

® Ireland

m The Netherlands
7,5%

‘/' = United Kingdom
. 6.6% Other Countries
6,3% 5,7%

Source: Own elaboration
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3 RESULTS

Data from the tourist surveys was processed and analysed using SPSS software, including descriptive
and inferential analyses and univariate and bivariate tests. Results are presented in percentages and
disaggregated according to the eight markets of origin.

3.1 High Season

3.1.1 Travel Logistics

The majority of respondents report that their stay in the Algarve lasted between 8 and 14 nights (52.
6%) or between 4 and 7 nights (28. 3%) (Figure 3.1.1.). Only 1.5% of the respondents stayed over 30
nights in the region.

Figure 3.1.1. Number of Nights Spent in the Algarve

1,5%
9.7% ’80%

® Up to 3 nights

= 4 to 7 nights
28,3%

|

8 to 14 nights
m 15 to 30 nights
52,6%

= More than 30 nights

Source: Own elaboration

Bookings are primarily executed online (69.3%), compared to a small section purchased at a travel
agency (5.3%) (Figure 3.1.2). Tourists that didn’t book online nor on a physical store represent 15.1%
of the respondents.

11



Figure 3.1.2. Mode of Booking

Didn't Book [N 15,1%

Physical Store - 5,3%
oniine - [ o3
other [ 8,6%

NR/DK [ 2,7%
Source: Own elaboration

Individuals that booked accommodation online utilised Booking.com (21.6%), Airbnb (13.9%) and
TripAdvisor (9.2%). A significant number of respondents, 15.5% for accommodation and 13.3% for
transportation bookings (Figure 3.1.3), chose country-specific sites. As these differ per language and
region, the accumulated percentages per website are not significant enough to be individually
mentioned in Figures 3.1.3 and 3.1.4.

Figure 3.1.3. Accommodation Websites

21,6%

11,1% 7

B 4%

21,9%
F 9,2%
N 1,2%
15,5% —/ 13,9%
3,3% 0,9%
m Booking Expedia m TripAdvisor ® HomeAway
m Airbnb m HostelWorld m Hotel/Resort website Other
Not applicable m NR/DK

Source: Own elaboration
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More than a quarter of the respondents book their transportation through the airline website
(25.1%), followed by a country specific website (13.3%) (Figure 3.1.4). More than 10% booked in
Skyscanner (10.9%).

Figure 3.1.4. Transport Websites

m Airline website
m Edreams
Momondo

m Skyscanner

. o
m Other
2,0%
= Not applicable
= Don't know/No response
24,4%
’ 10,9%

13,3%

Source: Own elaboration

Hotels or Resorts with four or more stars (22.8%) and local lodging (24.0%) are the primary
accommodation choices, followed by a tie between hotels of up to three starts (11.6%) and being
housed by friends or family (11.6%) (Figure 3.1.5).

Figure 3.1.5. Type of Accommodation

0,3%

Hotel/Resort up to 3 stars
m Hotel/Resort with 4 or more stars
m Local lodging
= Hostel
m Camping/caravan
m Aparthotel
Family/friends home
= Own holiday home

m Other

= Don't know/No response

Source: Own elaboration
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Arrival by airplane (58.9%) and car (33.0%) are the primary travel choice to reach the Algarve,
followed by public bus and train transportation (2.7%) (Figure 3.1.6).

The main transport choices are related with the origin of respondents. Some visitors from Portugal
and neighbouring countries are expected to travel to the Algarve by car. In contrast, most choose
plane travel due to the longer distances between their country of origin and the Algarve.

The taxi as a transport choice to reach the Algarve may have been indicated due to the utilisation
from the airport or train station to respondents' accommodation. A taxi is not expected to be feasible
for the targeted group to travel to the Algarve as most origin destinations are too far away. Tourists
often use taxis at the destination when no car or rental is available.

Portuguese or Spanish living close to the Algarve are not expected to travel by taxi due to the high
cost and the possibility of choosing their vehicle. Additional transportation includes campervans
(0.7%), motorhomes (0.3%), motorbikes (0.2%) and hitchhiking (0.2%).

Figure 3.1.6. Means of transportation to the Algarve

58,9%

33,1%

2,7% 1,5%

Airplane Car Public Transportation Taxi
Source: Own elaboration
An overview of the primary origin airports (Figure 3.1.7) shows that most individuals arriving by
airplane come from the United Kingdom, Germany and the Netherlands, reflecting the respondent's

country of residence findings. Due to the proximity, many Portuguese and Spanish visitors are
expected to be included in the car and public transportation arrivals.
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Figure 3.1.7. Airport of Origin

Rotterdam 1,6%
Eindhoven 1,6%
Manchester 2,0%
Bristol 2,5%
Hamburg 2,8%
London 3,2%
Dublin 3,4%
Belfast 3,5%
London Luton 4,0%
Dusseldorf 4,2%

London Gatwick 7,1%

Source: Own elaboration

Family and friends (66.5%) are indicated as the primary information source for reccommendations on
the Algarve, followed by past experiences (46.8%) and Internet and social media (42.2%) (Figure
3.1.8).

Figure 3.1.8. Information Sources

Family/friends |

Past experiences |

Golf Media )

Books/magazine |
Internet/social Media |
Advertising |

Travel Agent/ Tour Operator 6
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B No "Yes mNR

Source: Own elaboration

Participants spend their time at the Algarve with family members (39.8%), a partner or spouse
(39.0%) or friends (29.8%). Only a small portion of the surveyed group travelled solo (5.2%) (Figure
3.1.9).
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Figure 3.1.9. Travel Party

Alone I 5,2%
Spouse/Partner [ 39,0%
Family/Members |, 39,8%
Friends | 29,8%
Work Colleagues [ 0,8%
Organized Group | 0,3%
Other | 0,4%
NR/DK | 0,62%
Source: Own elaboration
3.1.1.1 Motivations to visit the Algarve
Undertaking a holiday (92.4%) is the main reason for respondents' journey to the Algarve, with

visiting family and friends (2.8%) taking the highest portion of the remaining motivational factors
(Figure 3.1.10).

It is concluded that most visitors during the summer high season travel to the Algarve for leisure and
holiday purposes.

Figure 3.1.10. Motivations to visit the Algarve
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92,4% w 2,8% “A
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= Vacation/Holiday m Business Health & Wellness
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Source: Own elaboration
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3.1.2 Assessment of Service’s Quality, Accessibility and Price Levels

Service quality in the Algarve in terms of accommodation, restaurants, local trade stores and
shopping centres is considered to be of high quality.

The overall quality of tourist services was regarded as very good (18.4%) and good (58.4%) by the
respondents from all the countries in the sample (Figure 3.1.11).

Accommodation services received the most significant number of positive quality ratings, and
traditional stores the lowest (very good, 13.5%).

Figure 3.1.11. Quality of Tourism Services

All Countries I
Others IFEEZANN

United Kingdom
Spain
Portugal
Netherlands 1,19
Ireland
Germany
France

B Bad ®Regular Good M Verygood M NR/DK

Source: Own elaboration

Local trade and traditional stores are assessed the highest by visitors from Spain (good — 72.7% and
very good — 7.6%) and the Netherlands (good - 61.2% and very good — 4.1%), whereas Irish and
German visitors rated the quality lower (Figures 3.1.12).
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Figure 3.1.12. Quality of Local Trade/Traditional Stores

All Countries | 29,5% 50,8% 13,6%
Others 29,0% 52,4% 9,7%
United Kingdom
Spain 16,7% 72,7% 7,6%
Portugal 36,6% 49,1% 7,9%
Netherlands
Ireland
Germany 45,7% 39,4% 8,5%
France 39,0% 46,3% 9,8%

M Very bad Bad mRegular EmGood M Verygood M NR/DK

Source: Own elaboration

Shopping centres and malls are rated best by Spain, France and United Kingdom, whereas German
and Dutch visitors rated the lowest quality (Figure 3.1.13).

Figure 3.1.13. Quality of Shopping Centres

All Countries [l
Others W
United Kingdom i
Spain
Portugal [l
Netherlands [N
Ireland [
Germany [N
France 41,5% 19.5%

H Very bad mBad Regular W Good m Verygood NR/DK

Source: Own elaboration

The overall price levels in the Algarve are rated as average (49.7%) or high (29.3%) across all countries
in general. The country that stands out the most in terms of answer distribution is Portugal, who
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rate them as high (57.3%) and very high (16.5%) (Figure 3.1.14). This can be explained by the high
cost of living in Portugal compared with the other countries.

Figure 3.1.14. Evaluation of overall Price Levels

All Countries |l 49.7% 29.3%
Others
United Kingdom N 58 1% 15.8%
Spain
Portugal
Netherlands [l
Ireland MW
Germany 62,8% 14.9%
France W -1 53 7% 29,3%
H Very low Low H Average H High H Very high H DK/NR

Source: Own elaboration

The price levels for accommodation and similar services are rated as average (44.0%) and high
(30.2%) across all countries, with Portuguese evaluating them as high (45.9%) and very high (24.7%.)
(Figure 3.1.15).

Figure 3.1.15. Evaluation of Accommodation Price Levels

All Countries | 302% ______0O8% LRI
Others | 258% 4 0%LEF
United Kingdom 17.2%  43%

Spain 7,6%

Portugal | 45.9% 24.7% 7,9%
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mVerylow ®Low Average M High mVery high DK/NR

Source: Own elaboration

The prices of restaurants and similar services in the Algarve are seen as average (48.3%) and high
(26.7%) across all nationalities (Figure 3.1.17). Again, Portuguese visitors rate these services as more
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expensive than other nations. Such assessment may be based on the lower income of Portuguese
nationals compared to the other key markets of the Algarve (Figure 3.1.16).

Figure 3.1.16. Evaluation of Restaurants' Price Levels

All Countries || 48.3% 26.7% 8.1%
Others 55 6% 20.2% 3,2%
United Kingdom B 55,9% 143% 43%
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Netherlands 57.1% 10.2%
Ireland M 54.8% 16.7% 7.1%
Germany 56,4% 181% 0,0%
France 46,3% 24.4% 9.8%

H Very low Low M Average MHigh mVeryhigh mDK/NR

Source: Own elaboration

The price levels of local trade stores are evaluated as average (59.2%) across all nationalities, with
Portuguese perceiving that the price levels are higher than average (Figure 3.1.17).

Figure 3.1.17. Evaluation of Local Trade and Traditional Stores Price Levels
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Source: Own elaboration
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The price levels of shopping centres and malls in the Algarve are seen as average by most
nationalities (63.6%), with even Portuguese visitors assigning a high average score (67.0%) (Figure
3.1.18).

Figure 3.1.18. Evaluation od Shopping Centres and Malls Price Levels

All Countries | 63,6% 15.2% 8.7%
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Source: Own elaboration

3.1.3 Activities in the Algarve

Respondents indicated various individual answers to the open-ended question about the activities
carried out during their stay. The most common answers were included in the above overview of the
top eight activities (Figure 3.1.19).

The main activities in the Algarve in the summer are outdoor experiences, such as visiting the beach,
swimming, sunbathing, or kayaking and food-related activities, such as visiting restaurants (Figure
3.1.19)



Figure 3.1.19. Activities in the Algarve

M Beach, Sun and Sea W Gastronomy Sports
W Nautical Activities B Tours and Sightseeing Other
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Source: Own elaboration

3.1.4 Tourist Experience on Social Media

Most respondents (61.7%) share their travel experiences in the Algarve on social media (Figure
3.1.20) and the platforms most utilised for trip sharing are Instagram (49.9%), WhatsApp (24.6%)
and Facebook (24.5%) (Figure 3.1.21).

Figure 3.1.20 Social Media

mNo mYes mDK/NR

Source: Own elaboration
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Figure 3.1.21. Social Media Used
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3.1.5 Safety Concerns

This section focuses on the safety concerns of visitors during the trip to the Algarve and their
influence on choosing a destination to visit.

Crime and violence are not a primary concern for most visitors during their holiday at the Algarve
(Figure 3.1.22). However, the Dutch respondents indicate a more significant problem than other
main origin markets (agree — 55.1%).

Figure 3.1.22. Existence of Crime and Violence
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Global threats, such as Terrorist attacks, are of low consideration for most surveyed individuals
during their stay at the Algarve, with the Netherlands showing the most significant concern (agree
—55.1%) (Figure 3.1.23).

Figure 3.1.23. Global Threats
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An epidemic outbreak such as COVID-19 is of the lowest concern to Irish visitors, whereas Dutch
respondents show higher consideration rates (Figure 3.1.24).

Figure 3.1.24. Epidemics
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Lastly, similar to previous results, Dutch respondents mention epidemics occurrence like COVID-19
to influence their trip choice strongly. Irish visitors, however, showed little concern about such when
choosing their tourism destination (Figure 3.1.25).

Figure 3.1.25. Epidemic Influence on Travel Choice
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3.1.6 Destination Evaluation

The overall satisfaction of visitors with the Algarve is high (55.2%) or very high (27.7%), with 16.1%
rating it as average (Figure 3.1.26). The countries of origin valuing the overall satisfaction as very
high are the United Kingdom (46.7%) and Ireland (35.7%).

Among the "high" satisfaction score, tourists visiting from Spain (78.8%), France (70.7%) and the
Netherlands (68.8%) rate the destination the highest (Figure 3.1.26).

Figure 3.1.26. Overall Satisfaction with the Algarve, by country of origin
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Differences become clear when analysing the overall satisfaction of the Algarve per destination
origin. Respondents from the UK, one of the main visitor groups to the region, reported the highest
satisfaction levels. On the other hand, Portuguese indicated the lowest satisfaction levels in this
study, with a high proportion of average satisfaction (29.2%) results.

Respondents that have previously visited other sun and sand tourism destinations (83.2%) indicate
that the Algarve compares better (34.6%) or the same (33.0%) (Figure 3.1.27).

Figure 3.1.27. Algarve Comparison with other Sun & Sand Destinations

Much worse | 0,3%
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Source: Own elaboration

The group with prior experience of sun destinations, 36.2%, evaluate the Algarve as safer or of a
similar standard (34.8%) (Figure 3.1.28).

Figure 3.1.28. Algarve Safety Comparison with other Sun & Sand Destinations
Much less safe 0,2%
Less dafe 1,5%
Neutral 34,8%
Safer 36,2%
Much safer 9,4%
Not applicable 15,5%

NR/DK 2,3%

Source: Own elaboration
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3.1.7 Destination Loyalty

Most respondents intend to revisit the Algarve within five years (87.5%), with no revisitation
intentions voiced by 12.5%. Participants residing in Portugal (98.9%), the United Kingdom (90.2%)
and Ireland (83.3%) indicate the highest openness to revisit (Figure 3.1.29).

Examining the revisit intentions per origin, apparent differences can be observed. Germans show
the lowest interest in revisiting the Algarve (61.1%).

Of the other key origin markets, most offer a high revisit intention of 81-84%, with the highest being
shown by respondents from the UK (90.2%) and Portugal (98.9%) (Figure 3.1.29).

Figure 3.1.29. Intention to Revisit in the next five years

All Countries 12.5%

Portugal
United Kingdom
Ireland
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Other Foreign Countries 16.7%
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Source: Own elaboration
Destination Tourist Profile

The tourist profile of the Algarve shows that the majority enjoy visiting new destinations while on
holiday (61.5%) (Figure 3.1.30).

The profile also indicates a preference for exotic and unknown destinations (59.3%). Interestingly, a
similar portion enjoys revisiting the same destination due to knowing what to expect (57.6%).
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Figure 3.1.30. Destination Tourist Profile
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It can be concluded that a large portion of the sample consists of first-time visitors drawn to the
Algarve as an unknown and exotic destination. After the initial visit, the majority decides to revisit
the Algarve.

In the 2022 high season, Tourism in the Algarve was dominated by the beach and beach-related
activities. Although tourists were distributed across a very wide range of accommodation facilities,
non-traditional accommodation represented an important part of the demand for such facilities.

On the other hand, hotels and other traditional means had a less important weight than expected.
This fact may have been due to the high levels of demand for tourist accommodation, typical of high
seasons, resulting in the need for many tourists to be forced to resort to lower quality means, even
if these were not their first choice.

Typically, tourists stayed in the Region for periods of between one and two weeks, meaning that the
length of the average stay is between the short and medium term. The Portuguese and the British
were the biggest contributors to the total tourist flows in the Region. The results regarding tourists'
income levels showed that, in general, tourists exhibit above-average purchasing power given the
characteristics of the populations from which they originate. This may lead to the conclusion that
the Algarve benefits from a relatively high-quality tourist profile.
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3.2 Low Season 2023
3.2.1 Travel Logistics

Respondents spent, on average, up to 3 nights (41.2%), or 4 to 7 nights in the Algarve (2.3%) (Figure
3.2.1).

Figure 3.2.1. Number of Nights Spent in the Algarve

5,1%
5,4%

= Up to 3 nights
4 to 7 nights
= 8 to 14 nights
m 15 to 30 nights
= More than 30 nights

Source: Own elaboration

Bookings are primarily executed online (76.6%), compared to a small percentage of tourists who
book directly through travel agencies (5.0%) (Figure 3.2.2).

Figure 3.2.2. Mode of Booking

M | didnt book Physical store B Online B Other m DK/NR

Source: Own elaboration

Individuals that booked accommodation online utilised Booking.com (26.1%), Airbnb (8.6%) and
TripAdvisor (8.6%) (Figure 3.2.3).
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Figure 3.2.3. Accommodation Websites
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Source: Own elaboration

Respondents that booked their transportation online preferred the airline website (39.1%), followed
by a country-specific website (21.0%) and Skyscanner (6.2%) (Figure 3.2.4)

Figure 3.2.4. Transport Websites

m Airline website
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Source: Own elaboration

A significant number of respondents, 18.9% for accommodation and 21.0% for transportation
bookings, chose country-specific sites. As these differ per language and region, the accumulated
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percentages per website are not significant enough to be individually mentioned in Figures 3.2.3 and
3.2.4.

Hotels or Resorts with four or more stars (31.3%) and local lodging (17.1%) are the primary
accommodation choices, followed by being housed by friends or family (15.2%) and hotels of up to
three stars (14.8%) (Figure 3.2.5).

Figure 3.2.5. Type of Accommodation
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Source: Own elaboration

Arrival by airplane (85.8%) and car (8.8%) are the primary travel choice to reach the Algarve, with
only a few participants indicating making use of public bus and train transportation (1.8%) (Figure
3.2.6). One possible explanation can be the application of the surveys mainly in the boarding gates
of Faro airport and therefore the sample is biased to have as a main transportation the airplane.

Figure 3.2.6. Means of Transportation to the Algarve
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Source: Own elaboration
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An overview of the origin airports (Figure 3.2.7) shows that most individuals travelling in the low
season arriving by airplane come from Portugal, the United Kingdom, Germany and Belgium. The
overview reflects respondents’ country of residence findings.

Figure 3.2.7. Airport of Origin
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Source: Own elaboration
Family and friends (29.1%) are indicated as the primary information source for recommendations on

the Algarve, followed by past experiences (24.1%) and Internet and social media (17.9%) (Figure
3.2.8).

Figure 3.2.8. Information Sources
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Source: Own elaboration
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Participants spend their time in the Algarve with a partner or spouse (36.3%), family members
(19.6%), or friends (19.6%). Only a small portion of the surveyed group spent their time with work
colleagues (4.1%) or an organised group (1.8%) (Figure 3.2.9).

Figure 3.2.9. Travel Party
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Source: Own elaboration

3.2.2 Motivations to visit the Algarve

Undertaking a holiday (66.8%) is the main reason for respondents' journey to the Algarve, with
business (9.8%) and visiting family and friends (9.2%) taking the highest portion of the remaining
motivational factors (Figure 3.2.10).

It is concluded that most visitors during the low season travel to the Algarve for leisure and holiday
purposes, with some business travelers.
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Figure 3.2.10. Motivations to Visit the Algarve

— 000000
66,8%
1,6%
9,8%
y @

® Vacation/holiday m Business Health & wellness
m Visiting friends & relatives  m Study/training ® Meeting/convention
= Other

Source: Own elaboration

3.2.3 Assessment of Service’s Quality and Price Levels

After discussing the travel logistics and primary reasons for visiting the Algarve, the following section
highlights the quality assessment of several tourism features.

Service quality in the Algarve regarding accommodation, restaurants, local trade stores and shopping
centres is considered high quality. The overall quality of tourist services was regarded as good
(60.5%) and very good (19.6%) by the respondents (Figure 3.2.11).

Figure 3.2.11. Quality of Tourism Services
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Source: Own elaboration
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Local trade and traditional stores are considered to be of good quality by 51 % of respondents.
However, they are rated more favorably by visitors from Spain, France and Germany, while most
visitors from the Netherlands rate the quality as regular or bad (Figure 3.2.12)

Figure 3.2.12. Quality of Local Trade/Traditional Stores
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Source: Own elaboration

The quality of shopping centres is assessed as the most positive by visitors from France and Portugal,
whereas Dutch visitors rated it lower (Figure 3.2.13).

Figure 3.2.13. Quality of Shopping Centres
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The quality of restaurants and similar services is ranked as good (50.4%) and very good (23.5%)
across all countries., with Spanish having the highest bad (4.3%) and French having a very bad
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assessment (3.0%) (Figure 3.2.14). Ireland reflects the highest percentage of very good assessment
(71.4%).

Figure 3.2.14. Quality of Restaurants and Similar Services
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Source: Own elaboration

The evaluation of overall price levels is rated as average (46.1%) and high (31.5%) across all
nationalities, with Portuguese evaluating them as high (54.2%) and very high (18.4%.) (Figure
3.2.15).

Figure 3.2.15. Evaluation of Overall Price Levels
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The prices of restaurants and similar services in the Algarve are seen as average (44.7%) and high
(29.4%) across all nationalities (Figure 3.2.16). Again, Portuguese visitors rate these services as more



expensive than those of other nationalities. Such assessment may be based on the lower income of
Portuguese national compared to the other key markets of the Algarve.

Figure 3.2.16. Evaluation of Restaurant Price Levels
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The price levels of local trade stores are evaluated as average (56.4%) and high (23.5%) across all
nationalities (Figure 3.2.17). Most United Kingdom tourists percieve the price levels as low (11.6%)
and average (65.1%).

Figure 3.2.17. Evaluation of Local Trade and Traditional Store Price Levels
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The price levels of shopping centres and malls in the Algarve are ranked average by most nationalities
(61.1%) (Figure 3.2.18).

Figure 3.2.18. Evaluation of Shopping Centre and Malls' Price Levels
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The prices for accommodations in the Algarve are ranked average (47.1%) and high (26.5%), with
Portuguese and Spanish regarding them as “very high” (Figure 3.2.19).

Figure 3.2.19. Evaluation of Accommodation Price Levels
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3.2.4 Activities in the Algarve

Respondents indicated various individual answers to the open-ended question about the activities
carried out during their stay. The answers were grouped under common themes to showcase the
main activities participants indicated (Figure 3.2.20). The main activities in the Algarve in the winter
are exercise & sport (25.2%), beach (15.4%), tours & sightseeing (14.5%) and gastronomy (12.4%).

Figure 3.2.20. Activities in the Algarve
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Source: Own elaboration

3.2.5 Tourist Experience on Social Media

Half of the respondents (49.42%) indicate sharing their travel experiences in the Algarve on social
media (Figure 3.2.21).

Figure 3.2.21. Social Media
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Source: Own elaboration

The platforms most utilised are Instagram (36.0%), WhatsApp (26.5%) and Facebook (22.9%) (Figure
3.2.22).

Figure 3.2.22. Social Media Used

2,54% 1,69%
\ I 1,91%

\
1,48% 3,4% 3,6%

M Facebook M Instagram WhatsApp W Twitter M Pinterest

Tripadvisor MW Snapchat M Personal blog M Other m DK/DA

Source: Own elaboration

3.2.6 Safety Concerns

This section focuses on the safety concerns of visitors during the trip to the Algarve and their
influence on choosing a destination to visit.

Crime and violence are not a primary concern for most visitors during their holiday at the Algarve.
However, French and German respondents consider security to be a more relevant problem than
tourists from other markets (Figure 3.2.23).
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Figure 3.2.23. Existence of Crime and Violence
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Global threats, such as Terrorist attacks, are of low consideration for most surveyed individuals
during their stay at the Algarve, with Spain showing the lowest concern (Figure 3.2.24).

Figure 3.2.24. Global Threats
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An epidemic outbreak is of the lowest concern during their visit in the Algarve to Spanish visitors,
whereas French respondents show higher consideration rates (Figure 3.2.25).



Figure 3.2.25. Epidemics
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Spanish respondents reported the lowest influence of possible epidemic occurrence on their
destination choice, with French and German visitors showing the highest concern (Figure 3.2.26).

Figure 3.2.26. Epidemic Influence on Travel Choice
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3.2.7 Destination Evaluation

The overall satisfaction of visitors with the Algarve is high (51.8%) or very high (26.7%), with 18.9%
rating it as average (Figure 3.2.27).



The countries of origin valuing the overall satisfaction as very high are the United Kingdom (45.3%)
and Ireland (42.9%). Among the "high" satisfaction scores, tourists visiting from France (63.6%),
Portugal (59.2%) and Spain (58.7%) rate the destination the highest (Figure 3.2.27).

Figure 3.2.27. Overall Satisfaction with the Algarve, by country of origin
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Respondents that have previously visited other sun and sand tourism destinations (80.9%) indicate
that the Algarve compares better (31.7%) or the same (32.7%) (Figure 3.2.28). Portugal is the country
from key markets that rate the region worse (39.7%) and much worse (12.8%).

Figure 3.2.28. Algarve Comparison with other Sun & Sand Destinations
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Of the group with prior experience of sun destinations, 33.3% evaluate the Algarve as safer and
33.1% consider the region with a similar safety standard (Figure 3.2.29). The highest perception of
security comes from German tourists (61.4%).

Figure 3.2.29. Algarve Safety comparison with other Sun & Sand Destinations
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3.2.8 Destination Loyalty

Most respondents intend to revisit the Algarve within five years (87.5%), with no revisitation
intentions voiced by 10.5%. Participants residing in Portugal (96.1%), Ireland (92.9%) and the United
Kingdom (90.7%) indicate the highest openness to revisit (Figure 3.2.30). Examining the revisit
intentions per origin, the French report the highest intention to not revisit the Algarve (27.3%).

Figure 3.2.30. Intention to Revisit in the Next Five Years
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Source: Own elaboration

The overwhelming majority of respondents (86.3%) indicated recommending the Algarve to their
family and friends (Figure 3.2.31).

Figure 3.2.31. Intention to Recommend the Destination to Friends and Family
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Source: Own elaboration

3.2.9 Destination Tourist Profile

The tourist profile of the Algarve shows that the majority enjoy visiting new destinations while on
holiday (75.3%).

The profile also indicates a preference for exotic and unknown destinations (52.7%). Interestingly, a
similar portion enjoys revisiting the same destination due to knowing what to expect (50%) (Figure
3.2.32).

It can be concluded that a large portion of the sample consists of first-time visitors drawn to the
Algarve as an unknown and exotic destination. After the initial visit, the majority decides to revisit
the Algarve.
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Figure 3.2.32. Destination Tourist Profile
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Based on the results obtained through carrying out the various questionnaires, it can be argued that,
in general, the tourist market in the low season presents very marked differences compared to the
high season. For example, tourist activities in the low season showed a greater degree of dispersion
compared to those in the high season: sporting activities, including golf, have some preponderance.
The demand for accommodation was much more polarized in traditional accommodation,
particularly in hotels.

Regarding the length of stay periods, at least two distinct situations could be detected, probably in
conjunction with the practice of different tourist models: 1) very short stay periods (two to three
nights), framed within what could be called 'weekend tourism’, in association with various activities;
2) very long periods of stay (over 30 nights), possibly led by tourists from Northern and Central
Europe, in the post-active phase of their lives, whose accommodation is predominantly carried out
in their own residence, or that of family or friends. It cannot be excluded that this is a regular
phenomenon with the aim of escaping the harsh winters typical of Northern Europe.

One aspect that differentiated the low season of 2023 from the high season of 2022 is the loss of
importance of the British in determining the region's tourist volume. On the other hand, the
Portuguese increased their relative preponderance, whilst among the non-Portuguese there was an
increased level of diversification.

From the point of view of tourists' purchasing power, the results of the 2023 low season are in line
with those recorded in the 2022 high season.

Finally, with regard to the evaluation of the destination, the levels of satisfaction did not differentiate
significantly from those relating to the high season of 2022, with the exception of those referring to
the environmental dimension, in which the appreciation made by tourists in the low season was
clearly higher than that of tourists in the 2022 high season.
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3.3 High Season 2023

3.3.1 Travel Logistics

More than half of the respondents spent, on average, 4 to 7 nights (56.1%) with approximately one-
fifth spending between 8 and 14 nights (19.8%) in the Algarve (Figure 3.3.1).

Figure 3.3.1. Number of Nights Spent in the Algarve
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Bookings are primarily executed online (74.0%), compared to a small section purchased at a travel
agency (5.8%) (Figure 3.3.2).

Figure 3.3.2. Mode of Booking
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Source: Own elaboration
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Individuals that booked accommodation online utilised Booking.com (26.0%), Airbnb (12.1%) and
the hotel or resort website (6.3%) (Figure 3.3.3).

Figure 3.3.3. Online Booking of Accommodation
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The airline website was the most frequent choice of booking transportation (41.6%), followed by
Skyscanner (5.7%) and Edreams (3.8%) (Figure 3.3.4).

A significant number of respondents, 17.4% for accommodation and 18.5% for transportation
bookings chose country-specific sites (Figure 3.3.3 and 3.3.4).

Figure 3.3.4. Online Booking of Transports
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Hotels or Resorts with four or more stars (29.4%) and local lodging (21.5%) are the primary
accommodation choices, followed by being housed by friends or family (17.3%) and hotels of up to
three starts (8.4%) and (Figure 3.3.5).

Figure 3.3.5. Type of Accommodation
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Arrival by airplane (84.3%) and car (13.4%) are the primary travel choice to reach the Algarve, with
only a few participants indicating making use of public bus and train transportation (1.2%) (Figure
3.3.6).

The main transport choices correlate with the origin of respondents. Some visitors from Portugal
and neighbouring countries are expected to travel to the Algarve by car. In contrast, most choose
plane travel due to the longer distances between their country of origin and the Algarve.

Figure 3.3.6. Means of Transportation to the Algarve
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Family and friends (34.3%) are indicated as the primary information source for getting information
about the Algarve, followed by past experiences (23.4%) and Internet and social media (22.3%)
(Figure 3.3.7).

Figure 3.3.7. Informationa Sources about the Algarve
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A significant proportion of respondents spend their time in the Algarve with a partner or spouse
(37.2%), family members (27.4%), or friends (22.9%) (Figure 3.3.8).

Only a small portion of the surveyed sample spent their time with work colleagues (3.0%) or an
organised group (0.6%).

Figure 3.3.8. Travel Party
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3.3.2 Motivations to visit the Algarve

Undertaking a holiday (84.3%) is the main reason for respondents' journey to the Algarve, with
visiting family and friends (6.5%) and business (4.4%) taking the highest portion of the remaining
motivational factors (Figure 3.3.9).

It is concluded that most visitors during the high season travel to the Algarve for leisure and holiday
purposes, with few business travellers.

Figure 3.3.9. Motivations to Visit the Algarve
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3.3.3 Assessment of Services’ Quality and Price Levels

After discussing the travel logistics and primary reasons for visiting the Algarve, the following section
highlights the quality assessment of several tourism features.

Service quality in the Algarve regarding accommodation, restaurants, local trade stores and shopping
centres is considered high quality.

The overall quality of tourist services was regarded as good (57.6%) and very good (24.1%) by the
respondents (Figure 3.3.10). Traditional stores received the highest number of “bad” quality ratings
(3.2%) across all responses, although it represents a small percentage.
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Figure 3.3.10. Quality of Tourism Services
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Local trade and traditional stores are assessed the highest by visitors from France and Germany,
whereas Irish visitors rated the quality lower (Figure 3.3.11).

Figure 3.3.11. Quality of Local Trade/Traditional Stores

All Countries [l
Others [l
United Kingdom [l
Spain [N
Portugal
Netherlands [l
Ireland I
Germany [N
France [l 53.4% 12,3%

m Very bad mBad Regular ®WGood m Verygood DK/NR

Source: Own elaboration

The quality of shopping centres is assessed as the most positive by visitors from Ireland and the
Netherlands, whereas German visitors rated it lower (Figure 3.3.12).
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Figure 3.3.12. Quality of Shopping Centres
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The quality of restaurants and similar services is ranked as good (46.5%) and very good (26.2%) by
tourists from all countries, with Portuguese having the highest percentage of bad (2.9%) and British
very bad assessment (0.5%) (Figure 3.3.13).

Figure 3.3.13. Quality of Restaurants and Similar Services
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The evaluation of overall price levels is rated as average (47.6%) and High (31.1%) across all
nationalities, with Portuguese evaluating them as high (49.6%) and very high (22.0%.) (Figure
3.3.14).

Figure 3.3.14. Evaluation of Overall Price Levels
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The prices of restaurants and similar services in the Algarve are seen as average (43.4%) and high
(34.0%%) across all nationalities (Figure 3.3.15). Portuguese visitors rate these services as very high
(21.2%).

Figure 3.3.15. Evaluation of Restaurant Price Levels
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The price levels of local trade stores are evaluated as average (54.7%) by tourists from all countries.
About 50% of the Portuguese visitors consider the prices high or very high (Figure 3.3.16).

Figure 3.3.16. Evaluation of Local Trade & Traditional Store Price Levels
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The price levels of shopping centres and malls in the Algarve are ranked average (65.7%) and high
(16.6%), with Portuguese (23.3%) and Spanish (22.0%) regarding them as very high (Figure 3.3.17).

Figure 3.3.17. Evaluation of Shopping Centre and Malls' Price Levels
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The prices for accommodations in the Algarve are rated as average (43.0%) and high (30.5%) across
all nationalities. Portuguese (29.5%) rate the prices very high (Figure 3.3.18).

Figure 3.3.18. Evaluation of Accommodation Price Levels
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3.3.4 Activities in the Algarve

Respondents indicated various individual answers to the open-ended question about the activities
carried out during their stay. The answers were grouped under common themes to showcase the
main activities participants indicated (Figure 3.3.19).

The main activities in the Algarve in the summer are ebeach, sun and sea (38.4%), gastronomy
(23.6%), tours and sightseeing (16.7%) and nautical activities (8.4%).

Figure 3.3.19. Activities in the Algarve
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3.3.5 Tourist Experience on Social Media

Most respondents (58.4%) indicate sharing their travel experiences in the Algarve on social media
(Figure 3.3.20).

Figure 3.3.20 Social Media
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The platforms most utilised are Instagram (42.3%), WhatsApp (23.7%) and Facebook (20.1%) (Figure
3.3.21).

Figure 3.3.21. Social Media Used
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3.3.6 Safety Concerns

This section focuses on the safety concerns of visitors during the trip to the Algarve and their
influence on choosing a destination to visit.
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Crime and violence are not a primary concern for most visitors during their holiday at the Algarve.
However, Portuguese respondents indicate a more significant problem than other main origin
markets (Figure 3.3.22).

Figure 3.3.22. Existence of Crime and Violence
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Global threats, such as terrorist attacks, are of low consideration for most surveyed individuals
during their stay at the Algarve, with Portuguese showing the greatest concern (Figure 3.3.23).

Figure 3.3.23. Global Threats
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An epidemic outbreak is of the lowest concern during their visit to the Algarve to Dutch visitors,
whereas Portuguese respondents show higher consideration rates (Figure 3.3.24).
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Figure 3.3.24. Epidemics
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Spanish respondents reported the lowest influence of possible epidemic occurrence on their
destination choice, and the Portuguese showed the highest concern (Figure 3.3.25).

Figure 3.3.25. Epidemic Influence on Travel Choice

All Countries (]l
Others [
United Kingdom |
Spain [}
Portugal 32,44% 30,29%
Netherlands
Ireland | |
Germany 52.38% 26.98% [ |
France 64,79% 21,13% |

W Strongly disagree  m Disagree Neutral mAgree M Strongly agree DK/NR

Source: Own elaboration

3.3.7 Destination Evaluation

The overall satisfaction of visitors with the Algarve is high (52.0%) or very high (28.2%), with 17.4%
rating it as average (Figure 3.3.26).
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The countries of origin valuing the overall satisfaction as very high are the United Kingdom (39.8%)
and Germany (38.1%). Among the "high" satisfaction scores, tourists visiting from France (61.6%),
Germany (55.6%) and Ireland (52.2%) rate the destination the highest.

Figure 3.3.26. Overall Satisfaction with the Algarve, by country of origin

All Countries I
Others W
United Kingdom |
Spain M
Portugal i
Netherlands
Ireland 52.2% 33 3%
Germany ] 55.6% 38,1%
France N 61.6% 21.9%

H Very low ™ Low Average MHigh mVery high DK/NR

Source: Own elaboration

Respondents that have previously visited other sun and sand tourism destinations (83.4%) indicate
that the Algarve compares equally (38.5%) or better (31.1%) (Figure 3.3.27).

Figure 3.3.27. Algarve Comparison with other Sun & Sand Destinations
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Among those tourists with prior experience of sun destinations, 38.3% consider the region to have
a similar safety standard, and 35.8% evaluate the Algarve as safer (Figure 3.3.28).
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Figure 3.3.28. Algarve Safety Comparison with other Sun & Sand Destinations
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3.3.8 Destination Loyalty

Most respondents intend to revisit the Algarve within five years (80.8%), with no revisitation
intentions voiced by 18.2%. Examining the revisit intentions per origin markets, participants residing
in Portugal (96.0%), Ireland (89.9%) and the Netherlands (86.5%) indicate the highest intention to
revisit (Figure 3.3.29). On the other hand, the French report the highest intention to not revisit the
Algarve (38.4%).

Figure 3.3.29. Intention to Revisit in the Next Five Years
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The overwhelming majority of respondents (94.0%) indicated recommending the Algarve to their
family and friends (Figure 3.3.30). The analysis through the origin markets shows a similar answer
distribution compared with all the countries.
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Figure 3.3.30. Intention to Recommend the Algarve
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3.3.9 Destination Tourist Profile

The tourist profile of the Algarve shows that the majority enjoy visiting new destinations while on
holiday (74.5%). Results also indicate a preference for exotic and unknown destinations (53.5%).
Interestingly, a similar portion enjoys revisiting the same destination due to knowing what to expect
(47.2%) (Figure 3.3.31).

It can be concluded that a large portion of the sample consists of first-time visitors drawn to the
Algarve as an unknown and exotic destination. After the initial visit, the majority decides to revisit
the Algarve.

Figure 3.3.31. Preferences for Next Holiday Destinations
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As is natural, the figures for the 2023 high season have a common basis compared to those for the
2022 high season. Even so, it is possible to detect discrepancies, some of which suggest some
evolution whose consolidation may only be confirmed, or no, by carrying out new questionnaires.

Thus, although the practice of leisure activities has remained the main motivation for tourist trips to
the Region, there has been an increase in importance on the part of others; namely, visits and
business.

Consequently, there was an increased resource in the accommodation provided by friends and/or
family. On the other hand, and in relation to the 2022 high season, the traditional hotel industry, as
a whole, recovered slightly through higher quality establishments, at the same time that non-
traditional means saw their importance in the global demand for accommodation reduced. On the
other hand, the value of the average stay fell. The conclusion seems to be clear: in the high season
of 2023, tourists preferred to visit the Algarve for shorter periods, but enjoying better quality
accommodation.

The aforementioned changes should have some impact on the levels of satisfaction of the
experience enjoyed by tourists in the 2023 high season. In fact, despite the level of general
satisfaction remained stable, there was a significant improvement in the evaluation made by tourists
regarding concerns the overall quality of tourist services. In contrast, dissatisfaction with the general
level of prices in the Algarve increased in view of the high season of 2022.
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3.4 Longitudinal Analysis

In order to allow for a longitudinal analysis of tourists’ experience in the Algarve, we conducted
comparisons between the results of the high seasons 2022 and 2023, as well as the low season 2023.
It needs to be noted that, while the analysis can give a general idea about trends and developments,
differences in the sample characteristics (e.g. regarding age or the respondents or their dependency
on tourism) as well as other external factors, such as overall economic development, may influence
the observed results.

Additionally, it is important to note that the analysed data was obtained in three different moments
in a relatively short period of time. Therefore, although this analysis is possible to be done with the
available data, further studies should be conducted with future data in a long-term perspective.

3.4.1 Travel Logistics

Comparing the number of nights spent in the Algarve in all seasons, there is a clear growth in short
visits when one observes high season 2022 (7.9%) and high season 2023 (18.4%) (Figure 3.4.1). The
same occurred with 4 to 7 nights stays, going from 52.0% to 55.6%. More than a week-long stay fell
over the course of each season. The low season differs from the high seasons due to the great
increase in short visits (41.2%). Very long visits is also a distinct feature of the lower season.

Figure 3.4.1. Number of Nights Spent in the Algarve
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In what concerns the mode of booking trip to the Algarve, there is not a significant difference in
answers in high season 2022 and high season 2023 (Figure 3.4.2). However, in the low season more
tourists preferred to book their trip online (76.6%) or through other means (7.1%).

Figure 3.4.2. Mode of Booking
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An increase in reservations through booking is clear through the seasons, as well as a decrease of
TripAdvisor’ usage, from 9.2% in high season 2022 to 1.7% in high season 2023 (Figure 3.4.3).
However, an increase in bookings from the hotel website is noticeable in all seasons.

More than a third did not book their accommodation online in the low season (34.8%).

Figure 3.4.3. Online Booking of Accommodation
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The booking of transportation using the airline website increased from 2022 to 2023, representing
in the last season 41.6% of surveyed tourists (41.6%) (Figure 3.4.4). Additionally, the platform
Edreams has the same trend, even though in smaller percentages.

On the other hand, Skyscanner presents a downward trend, representing more than ten percentin
the high season 2022 (10.9%) and 5.7% in the high season 2023.

Figure 3.4.4. Online Booking of Transports

m Airline website
m Edreams
41,6% Momondo
5,1% m Skyscanner
m Other
Not applicable

m DK/NR

Source: Own elaboration

External Ring — High Season 2023: Middle Ring — Low Season 2022-2023; Internal Ring — High Season 2022

The longitudinal analysis regarding type of accommodation reveals an increase of housing by family
or friends and hotels with 4 or more stars (Figure 3.4.5). There were no significant changes in the
number of tourists that have their own holiday home. In the low season 2022/2023 there was an
increase in accommodation in hotels up to 3 stars (14.8%) and a significant decrease in aparthotels
(5.4%) and local lodging (17.1%).
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Figure 3.4.5. Type of Accommodation
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Airplane was certainly the most used transportation to the Algarve in all seasons, being more
represented in low season 2022/2023 and high season 2023 than in high season 2022 (Figure 3.4.6).
Public transportation suffered a decrease through all seasons.

Figure 3.4.6. Means of Transportation to the Algarve
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Friends and family are considered the main sources of information to come to the region, followed
by past experiences and social media (Figure 3.4.7). These three factors all suffered a significant
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decrease in low season 2022/2023. Information from books and magazines and travel agents or tour
operators did not present significant differences in all seasons. Advertising had a very small increase
through the seasons, going from 4.5% in high season 2022 to 6.3% in high season 2023.

Figure 3.4.7. Information Sources About the Algarve
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There exists a clear difference in high and low season in what concerns the travel partnership (Figure
3.4.8).

In low season, tourists prefer to come alone, when compared to the high seasons. In high season on
the other hand, family members and friends have a greater parcel of the sample. Regardless the
season, a third of tourists choses to come to the region with their spouse or partner.

Figure 3.4.8. Travel Party
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3.4.2 Motivations to visit the Algarve

The main motivation to visit the Algarve is vacation holiday, present in all seasons (Figure 3.4.9).
However, in low season 2022/2023, other motivations have a stronger representation when
compared to high seasons, namely business (9.7%), visiting friends and relatives (9.1%) and meeting
or conventions (7.4%). From high season 2022 to high season 2023, there is a clear growth in terms
of business trips (6.5%) and visiting friends and family (6.5%).

Figure 3.4.9. Motivations to visit the Algarve
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3.4.3 Assessment of Services’ Quality and Price Levels
A longitudinal analysis of the quality of overall tourism services shows no significant difference in

tourists’ assessment throughout the seasons (Figure 3.4.10), with the exception of the increase in
“Very Good” assessment in high season 2023 (24.1%).
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Figure 3.4.10. Quality of Tourism Services
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The quality of local trade and traditional stores was accessed by the majority of tourists as good and
very good in all seasons (Figure 3.4.11). This perception increased in low season 2022/2023, and the
assessment of regular and bad decreased in this season.

Figure 3.4.11. Quality of Local Trade/Traditional Stores

High Season 2023 I 45,6% 18,2% ,0%
Low Season 2022-2023 I 51,0% 14,4% SR
High Season 2022 I 50,8% 13,6% ¥i¥A

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m\Very Bad mBad Regular W Good ™ Very Good DK/DA

Source: Own elaboration
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Observing the answer distribution of the quality of malls and shopping centres through all the
seasons, from high season 2022 to low season 2023, there is a decrease in the good, regular and
bad perceptions and an increase in very good and non-respondents (Figure 3.4.12).

In high season 2023, the trend shifts with an increase in the bad and regular perceptions and a drop
in good and very good perceptions. The percentage of non-respondents in the latter season is very
close to zero.

Figure 3.4.12. Quality of Shopping Centres

High Season 2023 | 31,1% 11,2%
Low Season 2022-2023 42,8% 18,3%
High Season 2022 m 46,3% 12,4%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

m\Very Bad mBad Regular W Good ™ Very Good DK/DA

Source: Own elaboration

Tourists’ perception of the quality of restaurants and similar services is homogeneous throughout
the seasons with most respondents rating it as good and very good (Figure 3.4.13). In the low season
it is clear an increase in positive classification and a decrease in regular (19.5%) perception.
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Figure 3.4.13. Quality of Restaurants and Similar Services
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Low Season 2022-2023 I

High Season 2022
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Source: Own elaboration
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Even though the overall price levels do not seem to suffer significant changes when observing all
seasons, there is an increasing trend in the perception of high and very high price levels (Figure

3.4.14).

Figure 3.4.14. Evaluation of Overall Price Levels
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Source: Own elaboration

High Season 2023

Don't know/No response

Regarding restaurants’ price levels, it follows the same trend as the overall price levels, with a
decrease in the low and very low from 2022 to 2023 (Figure 3.4.15).
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Figure 3.4.15. Evaluation of Restaurants' Price Levels
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Tourists’ perceptions of local trade and traditional stores’ price levels suffered an increase in low
season 2022/2023 compared with high season 2022 and high season 2023 (Figure 3.4.16).

Figure 3.4.16. Evaluation of Local Trade and Traditional Stores' Price Levels
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The perception of price levels in shopping centres and malls (Figure 3.4.17) is quite similar with the
one registered in local trade and traditional stores, with an increase in high and very high
classification in the low season 2022/2023 compared with the high seasons.
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Figure 3.4.17. Evaluation of Shopping Centres and Malls' Price Levels
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The trend registered in the price levels of accommodation services (Figure 3.4.18) is the opposite of
the previous graphs. High season 2022 and high season 2023 present approximately the same
answer distribution, except in the “very high” perception in 2022 (9.8%) and 2023 (14.2%). The
perception of high price levels decreased in low season 2022/2023 in comparison with high seasons.

Figure 3.4.18. Evaluation of Accommodation Services' Price Levels
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3.4.4 Activities in the Algarve

In the longitudinal analysis concerning the activities practiced by tourists in the Algarve indicates a
clear difference between high and low seasons (Figure 3.4.19).

During high season, beach sun and sea were the favourite activity of tourists, followed by
gastronomy and tours and sightseeing. In the low season, approximately half of the activities were
tours and sightseeing and other type of activities. The nautical activities decreased during low
season compared with high season 2022 and high season 2023, possibly due to the unfavourable
weather conditions.

Figure 3.4.19. Activities in the Algarve

High Season 2023 38,4% 23,6% 8,4% 16,7% 5,9%‘

Low Season 2022-2023 19,4% 11,4% ,0% 24,8% 24,8%
High Season 2022 35,4% 12,7% 6,2%  17,2% 18,4% ﬂ

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
MW Beach, Sun and Sea  m Gastronomy Sports W Nautical Activities

B Tours and Sightseeing I Other m DK/DA

Source: Own elaboration

3.4.5 Tourist Experience on Social Media
Regarding the usage of social media during the trip to Algarve, a clear difference is noted between

high season and low season (Figure 3.4.20). It might be explained by the decrease of young tourists
in low season 2022/2023.
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Figure 3.4.20. Social Media

High Season 2023 41,3% 58,5% 0,3%
Low Season 2022-2023 49,6% 49,4% 1,0%
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Source: Own elaboration

The distribution of social networks used through all seasons is very similar, with Instagram, Facebook
and WhatsApp being the most used social media networks (Figure 3.4.21). Compared with the other
seasons, there was a significant decrease in the use of Instagram and Snapchat in low season
2022/2023. From 2022 to 2023, Twitter was less utilized by tourists.

Figure 3.4.21. Social Media Used

High Season 2023 20,1% 42,3% I
Low Season 2022-2023 22,9% 36,0% I
High Season 2022 21,1% 43,0% I
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Source: Own elaboration
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3.4.6 Safety Concerns

A longitudinal analysis of the existence of crime and violence allows to conclude that tourists are
less and less concerned about crime and violence in the Algarve (Figure 3.4.22). Therefore, the
region is seen by tourists as a safe place.

Figure 3.4.22. Existence of Crime and Violence

High Season 2023

Low Season 2022-2023

11,3%

High Season 2022 26,8%

24,5%
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B Strongly disagree M Disagree m Neutral B Agree M Strongly agree ' Don't know/No response

Source: Own elaboration

The same trend as the previous item is seen regarding global threats (Figure 3.4.23). While the share
of strong disagreement increased from high season 2022 to high season 2023, the share of
agreement decreased significantly in the same period.

Figure 3.4.23. Global Threats

High Season 2023 47,5% 29,7%

Low Season 2022-2023 42,0% 31,1%
High Season 2022 37,5% 26,7% 20,9%
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Source: Own elaboration

In what concerns the risk of epidemics, the respondents perceive it as a low concern factor for their
trip to the region (Figure 3.4.24). It is visible a great increase in the strong disagreement answer from
high season 2022 to low season 2022/2023 and even in high season 2023. In the opposite direction,
the share of agreement falls from 25.6% in high season 2022 to 5.2% in high season 2023.

Figure 3.4.24. Epidemics

High Season 2023 44,3% 28,5%
Low Season 2022-2023 37,2% 33,3%

High Season 2022 23,8% 29,9% 25,6%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Strongly disagree M Disagree m Neutral B Agree M Strongly agree ' Don't know/No response
Source: Own elaboration
Epidemics do not seem to have a relevant importance in the travel choice of the respondents

throughout all seasons (Figure 3.4.25). Neutral answers did not suffer any significant change,
however strong disagreement increased from 22.5% in high season 2022 to 43.5% in high season

2023.
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Figure 3.4.25. Epidemic Influence on Travel Choice
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Source: Own elaboration

3.4.7 Destination Evaluation

A longitudinal analysis of the overall evaluation of the tourist experience in the Algarve states a high
and very high assessment in all seasons (Figure 3.4.26). High season 2022 and low season 2022/2023
do not present very low assessments, and the value in high season 2023 is residual (less than 1%).

Average rating increased slightly and high and very high rating decreased in the same amount in low
season 2022/2023.

Figure 3.4.26. Overall Satisfaction with the Algarve
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High Season 2022
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Source: Own elaboration
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When compared with other sand and sun tourism destinations, more than a third considers the
Algarve to be better or much better in high season 2022, low season 2022/2023 and high season
2023 (Figure 3.4.27). In high season 2023, it can be observed a greater percentage in “the same”
response. All other ratings did not change significantly through the seasons.

Figure 3.4.27. Algarve compared with other Sun and Sand Destinations

High Season 2023 31,1% 7,6% 15,8% I
31,7% 8,0% 18,3% I

Low Season 2022-2023

High Season 2022

34,6% 8,9% 15,5% I
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m Don't know/No response

Source: Own elaboration

Concerning safety, more than 40% consider the Algarve to be a safer destination than other sand

and sun destinations in all seasons (Figure 3.4.28). Similar to Figure 3.4.26, the neutral position
increased in high season 2023.
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Figure 3.4.28. Algarve Safety compared with other Sun and Sand Destinations
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Source: Own elaboration

3.4.8 Destination Loyalty

The large majority of tourists intent to revisit the destination in the next five years (Figure 3.4.29).
This percentage decreased in the high season 2023 (80.8%).

Figure 3.4.29. Intention to Revisit in the Next Five Years

High Season 2023 18,2% 80,8% 1,05
Low Season 2022-2023 ul0R$

High Season 2022 12,3%
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Source: Own elaboration
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More than 90% of respondents will recommend the Algarve to their family and friends (Figure
3.4.30). Through the seasons, there were no significant changes in the answer distribution.

Figure 3.4.30. Intention to Recommend the Algarve

High Season 2023 /N 94,0% 1,5°
Low Season 2022-2023 FissYS 93,4% 2,1

High Season 2022 Fi¥sl4
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Source: Own elaboration
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3.4.9 Destination Tourist Profile

To characterize the tourist profile, three items were analysed: visit exotic and unknown destinations,
visit new destinations and revisit same destinations (Figure 3.4.31).

Regarding visiting exotic and unknown destinations, more than half the respondents enjoy visiting
this type of destinations. High season 2022 registered the highest agreement rating as well as the
highest disagreement rating.

Around 75% of tourists enjoy visiting new destinations. There is a decreasing trend in the agreement
responses and an increasing trend in the neutral and disagreement responses throughout the
seasons.

More than 45% of respondents in all seasons revisit the same destinations. Even though the
disagreement responses were approximately the same through the seasons, the agreement
responses decreased from high season 2022 to high season 2023.

Figure 3.4.31. Destination Tourist Profile
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4 CONCLUSION

Overall, the conclusions regarding the tourists’ perceptions on tourism for the seasons of 2022,
2022/2023 and 2023, as well as the longitudinal analysis, may be highlighted as such:

Tourists prefer to spend their time in the Algarve with short visits in low season and longer
visits in high seasons;

Hotels and local lodging are the most chosen accommodation through all seasons;

The main form of transportation to the region was the airplane;

Family, friends and past experiences are presented as the main information sources about
the Algarve

Tourists tend to spend their time in the region with their spouse/partner, family and
friends, however in the low season some prefer to come alone;

The main reason to visit the Algarve was for holiday in all seasons, even though business
also represented a significant part in low season and high season 2023;

In what concerns the quality of services, tourism services, traditional stores and
restaurants and similar services presented very satisfactory ratings, yet the shopping
centres registered a significant increase in the “regular” response in the last season;
Regarding price levels, all services considered seem to follow an upward trend, with the
exception of shopping centres, that registered an increase in the low season alone. On the
other hand, accommodation services present the opposite behaviour — high seasons
presented a higher perception of prices compared with the low season;

During high seasons, tourists spend most of their time at the beach, in gastronomic
experiences or at tours and sightseeing. During low season, a significant part of tourists
also enjoys to practice some sports;

When it comes to sharing the experience, approximately half the tourist likes to share
their visit on social media, with Facebook, Instagram and Whatsapp being the most used;
In a general perspective, tourists seem to be less and less concerned with the existence of
crime, epidemics and global threats;

More than 75% of the tourists interviewed showed a high or very high overall satisfaction
with the destination;

When in comparison with other sand and sun destinations, Algarve is mainly perceived as
the same or better and in terms of safety is considered safer by at least a third of
respondents in all seasons;

More than 80% of the respondents intent to revisit the destination in five years, and more
than 90% will recommend the Algarve to their family and friends;

Regarding the tourist profile, the majority of tourists likes to visit new destinations and at
least half enjoys visiting exotic and unknown destinations. More than 40 % will revisit the
same destination.
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Figure 3.4.1 Tourists Questionnaire | High Season 2022

QUESTIONARIO ADS TURISTAS

Exmola). Senhar|z), o ohjetivo deste questiondrio@ awaliar a sua experidngia turistica e a sua satisfag3ocomo Algarve. As respostas ser3o tratadas a nivel
estatistico no dmbito do Projeto MONITUR que esté a ser desenvalvido pela Universidade do Algarve e serSo usadasunicamente para fins cientificos. N3o
existem respostas certas ou erradas e este questiondrio & andnimo e confidencial, pelo gue agradecemos que seja 0 mais sincerofa) possivel, PARA
RESPONDER A ESTE QUESTIONARIO, DEVE TERPERM ANECIDO PELO MENOS 1 NOITEN OALGARVE . Agradecemaos antecipadamente asua colabaragda.

| N2, Voo (erapartal): | INQUIRIDOR: Cuest. N¥

@ £ a primelra ver que visita o Algarve? N!oO1 Sirmn O= | @Seuﬁﬂ, quantas vezes visitou o Algarve nos Gltimos 5 anos?

@ Mesta visita ao Algarve, quantas noites permaneceu ?

@ Que melo de transporte usou para chegar ao Algarve? Mléool Carro (), Transporte piblico () Outro(_) Qual?

@ Por favor, Indlgue a sua localidade de origem (de onde velo)?

@ Por favor, indigue o nome da localidade onde ficou alojadola) nesta visita ao Algarve?

@ Que tipo de alojamento escolheu durante esta visita ao Algarve?
Hotal/Resort até 3 estr\elasoj Hotel /Resort 4 ou mais es.tmlas(:)J Alojamento local O‘ Hostel Ol Parque de c;'m'hj:-lsr'noC)l
Aparthotel () Casadefamiliares/amigos(_ ) Casade féras prépria(”), Outro((), Qual?

@ De que for ma reservou esta viagem ao Algarve? (pode esoolher mais do que uma opcSo)
Miofiz reserva("), Loj fisica("), Online()  Outra(") Qual?

@ Se reservou o ALOJAMENT O ONLINE, por favor, indique em que website ?
sooking (), Expedia (), Tripadvisor(D), HomeAway((),
Arbnb (7),  HostelWorld (), Site do hotel/resort wristico (), Outre( ), Qual?
€3 Se reservou o TRANSPORTE ONLINE, por faver, indique em que website?
Site da companhia aérea((),  Edreams(T), Momondo (D), Skyscanner(D), Outro(0), Qual?
@ Querm ofa) acompanhou nesta visita ao Algarve? [pode escolher mais do que uma opglio)
ninguém(_), Esposolalfcompanheiro(a) (), Membrosdafamilia (), Amigo{s)((), Colegals) de trabatho (),
Grupo organlzaan. Outro O'ﬂ_uai?
Mo total, quantas pessoas ofa) acompanharam nesta visita ao Algarve?
M2, de adultos (18 oumais anos): | idades: S R - R
MN%, decrlancas{0-17ancs);_  |ldades:  ; . . . o o .
Par favor, Indique o principal motivo desta visita ao Algarve [escolha apenas uma opgio):
F-érias,.ﬂazerOJ Negdcios OJ Saude e h-emnestarol Visita a familiares e amlmo_ Estmfformgﬁool
ReuniSofeongressa( ), Outm () Qual?
@ Por favor, assinale até 3 fontes de informacio sobre o Algarve que contribulram para a sua decisio de visitar a regiSo;
Familiafamigos( ),  Bxperiéncias anterlores (), Comunicaclo associada 2o golfe(()  Livros/revistas( ),
internet/redes sociais(_), Publicidade (), Agente de viagens/operador turistica(_), Outra((), Qual?

0) Relativamente ao Algarve, de que forma avalia os seguintes aspetos? Muita

£
z
]

0 nivel de qualidade global dos servigos turisticos

0 nivel de qualidade dos servigos de alojamento

0 nivel de qualidade dos servigos de restauracdo e similares
0 nivel de qualidade do coménclo localflojas tradicionais

O nivel de gualidade dos centros comerncials/shoppings

1) Relativamente aos precos praticados no Algarve,
de que forma avalla os seguintes aspetos?

0O nivel global dos pregos

O nivel dos precos nos servigos de alojamento

0 nivel dos precos nos servigos de restauracio e similares
0 nivel dos precos no comérco localflojas tradicionals

0 nivel dos pragos nios centros comerclais/Shoppings
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@ Durante a sua estadia no Algarve utilizou algurn servigo de salde [Hospital ou Centro de Sadda)? Mo O Sim O’

@ Se SIM, como avalia o acesso aos servicos de saiide no Algarve?

Muitodificil(),  Dificl(0), Regular(D), Facl(D), Muito fhell (),
@ Se SIM, como avalla o nivel de qualidade dos servicos de salde no Algarve?

Muito mau (), Ma"'O. ﬂegularOJ Bomol Murbobomo‘
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@ Indigue, por favor, as 3 principais atividades que realizou durante esta visita ao Algarve:
Prafa, Sol & Mar (), Gastronomia (), Atividades Desportivas (), Atvidades Nauticas ()
Excursbes e Passeios Turisticos O Outra O Qual?

@ Partilhou as experiéncias vividas no Algarve nas redes socials?  Nio O Sim O

Se SIM, em qual{guals)? (pode esolher mals do que uma opcio)
Facebookol InstagramO‘ WhaL-;AppOl Twlliero_ PInLE‘esLOI TrIpAdviscrO_ Snapchatoi Bbgpessoalol
Uutrao.ﬂ.ual?

@ Por favor, indigue até gue ponto concorda com cada uma das seguintes Discor do Nio discords Conenrdo
totaiments Dis rdey  Concordo ente
afirmacdes sobre o Algarve? g mm‘ nem concard o totalm

Globalmente, o Algarve é um destino turistico seguro O O O
Globalmente, o Algarve possul urma boa qualidade ambiental O

Globalmente, o Algarve & um destino que preserva o seu patrimanio cultural
Globalmente, os residentes no Algarve tratam as turistas com simpatia

0000

Q
O
Q
Q

000
00

@ Jé visitou outros destinos turisticos de sol e praia para além do Algarve? Nio O Sim O

@ Se SIM, em comparacdo com outros destinos turisticos de sol e praia, o Algarve & globalmente:

Muito plor (), Pior(") leual(C), Melhor (C)  Muito melhor(")

@ Se SIM, em comparacio com outros destinos turisticos de sol e praia, o Algarve é:
Mulwmmsseguraol Menos seguro( ) Neutro( )} Malsseguro( ), Multe maisseguro ()

@ Qual & o seu nivel de satisfacio global com esta visita ao Algarve?
Muito reduzido (), Reduzido((), Médio(), Elevado( ) Muito elevado ().

@8) Pretende regressar ao Algarve nos préximos 5anos?  Nio () sim (),
@ Pretende recomendar o Algarve acs seus familiares e amigos? Nio O. Sim OJ

@ Em relacio as DESPESAS DE VIAGEM, pode indicar de que forma pretende responder as seguintes questies?
Por pesmaol Pelo grupudeviagemO‘ <= Neste caso, guantas pessoas estlo Incluldas no grupo?

@ Pode indicar em gue moeda pretende responder? € O £ O

@ Qual fol o gasto total com esta viagem? (incuindo zlojamento, transportes, zlimentagao, divertimentos, etc.)

@ Qual foi o gasto com esta viagem no seu pals de orlgem? |pacote turisticn, bilhetes de avido, alojamento, transfers, etr )

@ QOual fol o gasto com esta viagem no Algarve?

@ Por favor, especifigue guanto gastou no Algarve em:
Aloamento ; Restauracdo e bares ; Supermercados (mercearia, produtos de higiene) 3
Aluguer de carro (incluindo combustivel, portagens e outros servicos) ;
Transportes piblicos (Uber, autocarro, combolo, téd, bareo, ete.) :
Atlvidades culturals (concertos, festivals, entradas em museus e castelos, ete.) -
Atlvidades desportivas (golfe, ete.) ; Outros (souvenirs, salde, bens de uso pessoal, etc.)

@ Indigue, por favor, atd gue ponto conoorda Diszorde Nio diseards Conmris
com cada uma das seguintes afirmacdes? W':"’"P e R touhrlm-te
A possivel existinda de fendmenos de criminalidade e de violéncia constituiu
uma preccupacdo durante esta visita ao Algarve O O O O D
A possibllidade de ocorréncla de ameacas globals, tals como as colocad as por
atagues terroristas, constitulu uma preocupacdo durante esta visita ao Algarve O O C O O
A possibllidade de ocorréncia de epidemlas, tals como a COVID-15, :
constituiu uma preocupacio durante esta visita ao Algarve O O O O O
A possibllidade de ocorréncia de epidemias, tais como a COVID-19, ~ e
condiciona a minha escelha de um destino turistios O O (') Q O
@ Por favor, indigue até que ponto concorda com cada uma das seguintes Discordn W&o discorda Concordn
afirmagBes sobre a procura de novos destings pam as suas férias? inesimente | DRoomio e oo - Concondty || Ot Ent
Gosto de revisitar os mesmos destinos porgue sel o gue esperar O O D O O
Mas minhas férias, gosto de visitar novos destinos O O O O O
Mas minhas férias, visito destines bastante exdticos e desconhecidos S O @) ) { ]
€3) Género: Masculino("), Feminina (), Outro (), | @8) idade: | €5) Nacionalidade:

€8) Estadocivil: Solteroa)( ),  Casadofa)/Unido de facto(_),  Divorciadofa)/separadofa) (),  Viwela) (),

€7) Escolaridade: Ens. Bdsico (até 92 ano)(_)  Ens. Secunddrio (até 122 ana)(_), Ens. Témieo/Profissional{_)  Ens. Universitirio(_),
Situacho perante o emprego: Empregado(a)(”) Empresario(a){), Desempregado(a)(_) Estudante(”), Reformado(a)(_) Domésticofa)(_),
€9 0SEU rendimento mensal liguido: Até 1.000¢ (7)  1.001€ - 2.000€ (), 2.001€ - 3.000€ (), 3.001€ -4.000¢€ (), 4.001€ ou mais ()
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Figure 3.4.2 Tourists Questionnaire | Low Season 2023

QUESTIONARIO ADS TURISTAS

LOCAL: |DaTA:__ f
Exmal(a). Senhor(a), o objetivo deste questiondrio & avaliar a sua experiéncia turistica e a sua satisfagao com o Algarve. As respostas serdo tratadas a nivel
@statistico nodmbito do Projeto MOMITUR que esta a ser desenvalvido pela Universidade do Algarve e serfousadasunicamente para fins cientificos. Mo
existern respostas certas ou erredas e este questiond o & andnimo e confidencial, pelo que sgradecemas que seja o mais sincerola) possivel. PARA
RESPOMDER AESTE QUESTIONARIO, DEVE TERPERMANECIDO PELO MENOS 1 NOITEN O ALGARVE, Agradecemos antecipadamente asua colabormco,

| M. Voo (Aeroparts): | INQUIRIDOR:____ COuest.h®

@ E a primelra vez que visita o Algarve? Nﬁoo, Sim OJ | @Seuﬁﬂ_ quantas vezes visitou o Algarve nos Ultimos 5 anos?

@ Mesta visita ao Algarve, quantas noltes permaneceu ?

@ Que melo de transporte usou para chegar ao Algarve? Aviso O‘ Carro O= Transporte pu.'nbllm{:}' Outrool Qual?

@ Por favor, indique a sua localidade de origem (de onde velo)?

@ Por favor, indique o nome da localldade onde ficou alojadofa) nesta visita ao Algarve?

@ Que tipo de alojamento escolheu durante esta visita ao Algarve?
Hotel Resort até aestrelasOJ Hotel/Resort 4 oumais estrelasO, Alojamento local O’ Hostel o‘ Parque de campismool
Aparthotel () Casade familiares/amigos( ) Casade férias prépria((),  outro (), Qual?

@ De que forma reservou esta viagem ao Algarve? (pode escolher mais do que uma opclo)
Niofiz reserva(T),  Loja fisica((), Online (), Outra(D), Qual?

€3 e reservou o ALOJAMENTO ONLINE, por favor, indique em que website?

Booking (), Expedia (), TripAdvisor((), Homeaway(),
thnhO, HosteIWorIdO' SItedohuLeJ}resortmrfstlmO‘ U"'“O. Qual?

@ Se reservou o TRANSPORTE OMLINE, por favor, Indique em que website?
Site da companhia aéreaol Edr\eamsO= Momondo O‘ Slryscannero. Outmol Qual?

@ Quern of a) acompanhou nesta visita 20 Algarve? (pode escolher mais do que uma opeao)
Nlnguémo_ Esposo{a)/companheim(a) (7)), Membros da familia () Amigo{s) (), Colegals) de trabatho ()
Grupo organizadool Outro (), Qual?,

@ Mo total, guantas pessoas ofa) acompanharam nesta visita ao Algarve?
N2, de adultos (18 oumais anos); | Idades: 7 : : . : ¥ : ’

N2, de criangas {0- 17 anos); | Idades: b ; s 5 H ; ; 5

Por favor, indique o principal motivo desta visita 2o Algarve (escolha apenas uma opglio):
FérJas,ﬂazerOl Negdclos O’ Salde e bemeslaro. Visita a familiares eamlgorso. Estudnffonﬂagsool
Reunigo/congresso (), Outro (7} Qual?

Por favor, assinale até 3 fontes de informacio sobre o Algarve que contribuiram para a sua decislo de visitar a regiBio:
an[lhfamlgosol Experiénclas anteriores O; Comunicatdo associada ao goifeol Uvms}neulﬁmso_
Internet/redes sociais(_), Publicidade (), Agente deviagensfoperador turisticol ), Outra((), Qual?

F
g

@ Relativamente ao Algarve, de que forma avalia os seguintes aspetos? Muito —

4

O nivel de qualidade global dos servigos turisticos

O nivel de qualidade dos servigos de alojamento

O nfvel de qualidade dos servicos de restauracio o similares
O nivel de qualidade do comércio localflojas tradicionais

O nivel de qualidad e dos centros comencials/sho ppings

OO000-

£ 00000

@ Relativamente aos precos praticados no Algarve,
de que forma avalia os seguintes aspetos?

D nivel global dos pregos

O nivel dos precos nos servigos de alojamento

0 nivel dos precos nos servigos de restauracio e similares
O nivel dos preces no comércio local/lojas tradicionals

O nivel dos precos nos centros comerciais/shoppings

L] Reduzido E

g
&

OLa
000005 OO0000-§

00000f [0O000-
00000} [00000-

OO000
OO0

2) Durante a sua estadia no Algarve utilizou algum servigo de satide {Hospital ou Centro de Saddef?  Nio () sim ()
@ Se SIM, como avalia o acesso aos servicos de salde no Algarve?
Muitodificl (),  Difiell () Regular(D)  Fael(T),  Muito fieil (),
@ Se SIM, como avalia o nivel de qualidade dos servicos de salde no Algarve?
Mmmmauol Mauol H.egu]aroi Bom(:j‘ Munobomoi
@ Se SIM, como avalia o nlvel dos precos nos servicos de sadde no Algarve?
Muitoreduzido((), Reduzido((), Médio((), Eevado((), Muito elevado (),

e FCT Heanl @sgho PR
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@ Indigue, por favor, as 3 prindpais atividades que realizou durante esta visita ao Algarve:
12 3
21
31

@ Partilhou as experiéncias vividas no Algarve nas redes sociais? Mo '::'. Sim O‘

@ Se SIM, em qual{quais) ? (pode escolher mais do que uma opdio)
Facebook(_), Instagram () WhatsApp( (), Twitter{ ) Pinterest( ) Tripadvisor(_),  Snapchat(")  Blog pessoal (7},

outra(_), Qual?

@ Por favor, indique até que ponto concorda com cada uma das seguintes Discarda N3a discatde Concondo
afirmactes sobre o Algarve? wialments  Disorde  nemcomondo Concordo tetsiments
Globalmente, o Algarve & um destino turistico seguro O O O O O

Globalmente, o Algarve pessul uma bea qualidade ambiental =) @] o @) O
Globalmente, o Algarve & um desting que preserva o seu patrimonio cultural O O O D D
O 0O O O O

Globalmente, os residentes no Algarve tratam os turistas com simpatia

@) 14 visitou outros destines turfsticos de sol e praia para além do Algarve? Nio (), sim OJ

@ Se SIM, em comparagio com outros destines turisticos de sol e praia, o Algarve é globalmente:
Muite pior (), Pior(}, leual((), Melhor (), r'.-'lultomelhorO\

@ Se S5IM, em comparacio com outros destinos turisticos de sol e praia, o Algarve é:
Mulr.ommossegumol Menos segumo Neutrool Mais segumo‘ Muito mais segurno

@ QOual é oseu nivel de satisfagdo global com esta visita ao Algarve?
Muito reduzido ("), Reduzide () Meédio (") Elevade(), Muitoelevado ()

@ Pretende regressar ao Algarve nos priximos 5 anos?  Mio D. Sim C)J

@8) Pretende recomendar o Algarve aos seus familiares e amigos? Nao (), sim ()

{0} Em relagio s DESPESAS DE VIAGEM, pode indicar de que forma pretende responder s seguintes questes?
Por PESSGHOI Pele grupo de\rlagemol - Meste caso, quantas pessoas estdo incluidas no grupo?

@Podeindlcaremquemoedapretmdemspamier? EOI EO,

'@ Qual foi o gasto total com esta viagem? {incluindo alojamento, transportes, alimentacdo, divertimentos, etc.)

@ Qual foi o gasto mm esta viagem no seu pais de origem? (pacote turistico, bithetes de avido, alojamenta, transfers, etc )

@ Qual foi o gasto om esta viagem no Algarve?

@ Por favor, especifigue quanto gastou no Algarve em:
Ao jamento, ; Restauracdo e bares ;Supermercados (mercearia/produtos de highene) ;
Aluguer de carro (inclulndo combustivel, portagens e outros servigos) -
Transportes piblicos [Uber, autecarro, comboio, tax, barco, etc.) :
Atividades culturais [concertos, festivais, entradas em mu seus e castelos, etc.) :

Atividades desportivas {golfe, etc.) ; Outros [souvenirs, salde, bens de uso pessoal, etc.)
@ Indique, por Favor, até gue ponto concorda Discoeda NBir discorda Concoda
com cada uma das seguintes afirmagBes? taR: DUy nom conmidn: COncoe:  Iotin e
A possivel existéncia de fendmenos de criminalidade e de violéncla constituiu O O O O O
uma preocupacdo durante esta visita ao Algarve
A possibilidade de ocorrénda de ameacas globals, tais como as colocadas por O O O O O
atagues terroristas, constitulu uma preccupacdo durante esta visita ao Algarve
A possibilidade de ocorréncia de epidemias, tals como a COVID-19, O O O O O
constitulu uma preccupacdo durante esta visita ao Algarve 2 :
A possibilidade de ocorréncia de epidemlas, tals como a COVID-19,
condiciona a minha escolha de um destino turistico O O O O O
@ Por favor, indigue até que ponto concorda com cada uma das seguintes Dismnda . N3a discarda Comnconde
afirmacibes sobre a procura de novos destinos para as suas férlas? CoClmeite. - DDA el Cnmilio. - Cocierks:  “Sotainienis
Gosto de revisitar os mesmos destines porgue sel o gue esperar O O O O O
Nas minh as férias, gosto de visitar novos destinos O O O O C:}
Nas minh as férias, visito destinos bastante extticos e destonhecidos O O O O O

@ Género: Mastullnnol Femlnlnool Outro O. | @ Idade: | @ Nationalidade:

@ Estado civil: Sulteim[ajol casadn[a:l,.l'umﬁndefacmol Diuor\:iadn[a:lfseparadn[ajol vlﬁw[ajo'

@ Escolaridade: Ens. Basico [até Q?anojol Ens. Secunddrio (até 12?ana:|OJ Ens. Téenloo/ Profissional OI Ens. UnhrErsitéHﬂCl*

@ Situagio perante o emprego: Empmgadu[ajol Emprairin[aholl}eserrpregadﬂ{a:lo IEstu:hntEO' Refurmadu[aio\ I:umésticu[a:lo.

5) 0 SEU rendimento mensal liquido: Até 1.000€ () 1.001€ - 2.000€ () 2.001€-3.0006 (), 2.001€-4.0006( ), 4.001€0u mais )
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Figure 3.4.3 Tourists Questionnaire | High Season 2023

QUESTIONARIO ADS TURISTAS

LODCAL: |DaTA: f
Exmo{a). Serthor{z), o objetivo deste questiond i & avaliar 2 sua expariéncia turistica e a sua satisfagSo com o Algarve, As respostas serdo tratadas a nivel
estatisticono dmbito do Projeto MOMITUR que estd a ser desenvalvido pela Universidade do Algarve e serSo usada sunicamente para fins cientificas. Nao
exlstem respostas certas ou erradas 2 este questiondrio é andnimao e confidencial, pelo que agradecemos que seja o mais sincera(z) possivel. PARA
nmnmmﬂmﬁmq DEVE TERPERMANECIDO PELO MENOS 1 NOITENOALGARVE . Agradecemos antecipadamente asuz colaborag 3o,

| N¥. Voo {Aeroporta): | NOQUIRIDOR: Cuest. N9______

@ E a primeira ver que visita o Algarve? hl!oo’ Sim O] | @Se MAD, quantas wezes visitou o Algarve nos dltimos 5 anos?

@ MNesta visita ao Algarve, quantas noites permaneceu 7

@ Que meio de transporte usou para chegar ao Algarve? Mliool Carro O‘ Transporte pL‘:HlmOl Dutmoi qual?

@ Por favor, Indique a sua localidade de origern (de onde veio)?

@ Por Faver, indique o nome da localldade onde ficou alojadofa) nesta visita ao Algarve?

@ Que tipo de alojamento escolheu durante esta visita ao Algarve?
Hotel/Resort até 3 emlaso , Hotel/Resort 4 ou mals estrelasol Alojamento local O. Hostel O_ Parque de amplsmool
Aparthotel () Casade familiaresfamigos(_)  Casa de férias proprial”), Outre (), Qual?

@ De que forma reservou esta viagem ao Algarve? [pode escolher mais do que uma opglo)
Miofiz reserva((), Lojafisica(C), Online () Outra("), Qual?

£ Se reservou o ALOJAMENTO ONLINE, por favor, Indique em que website?

Booking (), Expedia (), Tripadvisor("), HomeAway( ),
Alrbnb O. HostelWorJdO‘ Site do hotelfresort 'q.n'&f.lu:u,(:}T Dun'oO' Qual?

@ Sereservou o TRANSPORTE OMLINE, por favor, indigue em que website?
slmdammpanhlaaémol Edrmmsoj Mmmndnoj Shvscannerob Uutmo’ Qual?

@ Quem ofa) acompanhou nesta visita ao Algarve? [pode escolher mais do que uma opgdo)
Ninguém{_ ) Esposo(a)/companheiro(a) (), Membros da famitia ("), Amigo(s)(T), Colega(s) de trabalho (),
Grupo mganlzadoo Outro (), Qual?

@ Mo total, quantas pessoas ofa) acompanharam nesta visita aohlganre?
N2, de adultos (18 oumais anos); | Idades: ;
Ne. de criancas (0- 17 anaos): | Idades:

Por favor, indique o principal motivo desta visita ao Algarve (escolha apenas uma opgio):
Férlasﬂazeroa Negdelos O, Salide e b-em-estarOj Visita a familiares e 3“"in, Estumﬁorma;ﬁoo.
ReuniSofcongresso (), Outro () Qual?

@ Por favor, assinale até 3 fontes de informacio sobre o Algarve que contribulam para a sua decisio de visitar a regido:
Fanﬂﬂa,.famlgosol Experidncias anterlores O, Comunicacdo associada ao golfe O. leros;.fr\evlstaso'
internet/redes socials(_), Publicidade (), Agente de viagensjoperador turistico(_), Outra(_), Qual?

E
g

fio) Relativamente ac Algarve, de que forma avalia os seguintes aspetos? Mo

D nivel de qualidade global dos servigos turisticos

0 nivel de qualidade dos servigos de alojamento

0 nivel de gualidade dos servicos de restauracio e sirmilares
0 nivel de qualidade do coméncio local/lojas tradiclenais

O nhvel de qualidad e dos centros comencials/sho ppings

El00000
OO0000-§

@ Relativamente aos pregos praticados no Algarve,
de que forma avalia os seguintes aspetos?

0 nivel global dos precos

O nfvel dos precoes nos servicos de alojamento

0 nivel dos pregos nos servigos de restauracio e similares
O nivel dos pregos no comércio local flojas tradicionais

O nivel dos pregos nos centros comerciais/shoppings

L] Reduzids

OO000-§ [OO000-§

X
&
=3
o

00000-f 00000
00000 -{§|000C00-§

OO000O
QOO0O-

@l Durante a sua estadia no Algarve utilizou algum servigo de sadde {Hospital ou Centro de Sadde)? Mo O Sim O

@ Se SIM, como avalia o acesso aos servigos de salde no Algarve?

Mutodificil(C),  Dificll(0),  Regular(T), Faci(T),  Muito il {O),

@ Se S5IM, como avalia o nivel de qualidade dos servicos de sadde no Algarve?

Muite mau (), Mau((), Regular() Bem( ), Muito bom (),

D Oy TEs  FCT e
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@ Indigue, por favor, as 3 prindpais atividades gue realizou durante esta visita ao Algarve:
Praia, Sol & Mar (),  Gastronomia (),  Atividades Desportivas (),  Atividades Nautieas ()
Excursdes e Passeios Turistiens () Outra (), Qual?

@ Partilhou as experiéncias vividas no Algarve nas redes sociais?  Nio C:". Sim O‘

@ Se SIM, em qual{guais)? (pode escolher mals do que uma opdio)
Facebook(), Instagram () WhatsApp(_), Twitter("), Pinterest(") ~Tripadvisor{"), Snapchat() Blogpescal (),

outra ), Oual?

@ Por faver, indigue até gque ponto concorda com cada uma das seguintes Discorda N30 discordo Conconda
afirmaces sobre o Algarve? lutahlm me  Dismorde nemconcordo Concordo mm:e fits
Globalmente, 0 Algarve & um destino uristico seguro ) ) @) ) ®
Globalmente, o Algarve possul uma boa qualidade ambiental O O @) @) £)
Globalments, o Algarve & um desting gue preserva o seu patriménio cultural i D D @ O
Globalmente, os residentes no Algarve tratam os turistas com simpatia ) ®) D ) O3

iE) 14 visitou outros destinos turistieos de sol e praia para além do Algarve? N3o () Sim (),

@ Se 5IM, em com paracio com outros destines turisticos de sol e prala, o Algarve ¢ globalmente:
Muito pior (), Pior(}, lgual((), Melhor () Multamelhnro

@ Se SIM, em comparacio com outras destinos turisticos de sol e praia, o Algarve é:
Muito menos seguro (), Menos segurao Neutro ), Maissegura (), Muito mais seguro ()

@ Qual & o seu nivel de satisfacio global com esta visita ao Algarve?
Mulhnreduzidnol Fteduﬂdn-o__ MédioOl Eleuaan‘ Mul:nelevadnol

@ Pretende regressar ao Algarve nos proximos 5 anos? Nio O. Sim C}‘

@Pmtenderemmndarnmgan@aosseusfamlliareseamigns? Nﬁoo1 SimO_

@ Em relacio &s DESPESAS DE VIAGEM, pode indicar de gue forma pretende responder as seguintes guestdes?
Por PEEG'HOI Pele grupo de '\.rlagEmOJ --» Meste caso, quantas pessoas estdo incluidas no grupo?

@Pod,eim:llcarquuemoedapretderesmnder? €, £,

@ Qual foi o gasto twotal com esta viagem? (incluindo alojaments, trarsportes, alimentagso, divertimentos, etc.)

@ Qual foi 0 gasto m esta viagem no seu pais de origem? (pacate turistico, bilhetes de avido, alojamento, transfers, etc )

@ Qual foi o gasto com esta viagem no Algarve?

@ Por favor, especifigue guanto gastou no Algarve em:
Alpjamento ; Restauracdo e bares ; Supermercados [merceana,.l'pmdums de higlene) ]
Aluguer de carro (Incluindo combustivel, portagens e outros servigos)
Transportes publicos [Uber, autocarro, comboio, tixi, barco, ete.)

Atividades culturais (concertos, festivais, entradas em museus e castelos, ete. J

Atividad es desportivas {golfe, etc.) ; Outres [souvenirs, saide, bens de uso pessoal, etc.)
@ Indique, por favor, até que ponto concorda Disicmntda ] NBo discordo Concarda
tom cada uma das seguintes afirmacBes? oLl Divhn: panconfdn: DO | nteome
A possivel existéncla de fendmencs de criminalidade e de violéncia constituiu O O O O O
uma preocupacio durante esta visita ao Algarve
A possibilidade de ocorréncia de ameacas globais, tais como as colocadas por O O O O O
atagues terroristas, constitulu uma preocupacio durante esta visita ao Algarve
A possibilidade de ocorréncia de epldemias, taks como a COVID-139, O O O {:} O
constitulu uma preocupacio durante esta visita ao Algarve ;
A possibilidade de ocorréncia de epidemlas, tals como a COVID-19,
condiciena a minha escolba de um desting turistioo O O O O O
@ Por favor, indigue até que ponte concorda com cada uma das seguintes Dz ) N3o discorda Concand
sfirmapies sobre a procura de novos destines para as suas férias? RCRMRE/LS. - Dicbfiioi et Conienin - Conterly:  Sreiiien
Gosto de revisitar 0s mesmos destings porgue sel o gue esperar O O O O O
Mas minhas férias, gosto de visitar novos destines {) @ ® () O
MNas minh as férias, visito destinos bastante axdticos e desmnhecidos (:] O O O O

@ Género: Masrullnnol FemlnlnnO‘ Outro O. | @} idade: | @l Nacionalidade:

@) Estado civil: Sohteiro{a)(),  Casadola)/Unifo defacto(),  Divorciadola)/Separadofa) (),  Vidwola) (),

@ Escolaridade: Ens. Basico [atéﬁfannjol Ens. Secundério [até Jz?anajOJ Ens. chlm}PransionalC}l Ens. Unlversit&rlu[:)‘

@ Situacio perante oemprego: Empregadu[a,'lol Em prsirin[a:lo IIJ'EEErrq'magal:l{:-[a}ll:::l IEstu:hm.EO‘ Reform Eﬁl:l[aﬁ(:’]1 Domést icu-[aﬁo.

€8) 0SEU rendimento mensal liquido: Até 1.000€ () 1.001¢ -2.000€ () 2.001€-3.000€ () 3.001€-4.0006() 4.001€ ou mais{ )
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