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1 INTRODUCTION 

1.1 Project Description 

Since the construcƟon of Faro Airport in 1965, the Algarve has developed into a mass tourism (Costa, 
2005) and sun, sea and sand desƟnaƟon (Do Valle et al., 2012), becoming one of the most popular 
tourist desƟnaƟons in Europe (Andraz & Rodrigues, 2016), and a crucial one for Portugal (Soler et 
al., 2019). The 5,412 square kilometre region has several features contribuƟng to its aƩracƟveness, 
such as mild weather condiƟons, 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 reservaƟons, 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 desƟnaƟon, having recieved 
Ɵtles such as “Best Worldwide Golf DesƟnaƟon” by the InternaƟonal AssociaƟon of Golf Tour 
Operator (IAGTO) on several occasions (Oliveira et al., 2019). The main source markets of the Algarve 
are domesƟc tourism and Europeans seeking a beach or golf holiday (Oliveira et al., 2019). With its 
high contribuƟon 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 desƟnaƟon of excellence and the growing importance of 
tourism acƟvity in the region raised the need for an accurate and conƟnued assessment of the 
impacts on the environment, economy and local populaƟon. As menƟoned, tourism contributes 
posiƟvely to the local economy and generates regional employment opportuniƟes. 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 construcƟon of accommodaƟon along the 
coastline (Pintassilgo & Silva, 2007). Uncontrolled construcƟon in natural areas that do not consider 
the biospheric environment's capacity can lead to degradaƟon (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 polluƟon 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 evaluaƟon of the state of sustainable tourism development in the region and support 
tourism decision-makers commitment to implemenƟng sustainable tourism strategies in the design 
of public travel policies.   

 In 2021, the project ObservaƟon and monitoring of the tourist desƟnaƟon Algarve: 
ContribuƟons to its sustainable development (MONITUR) was hence iniƟated with the goal of 
creaƟng an informaƟon system centred on monitoring sustainability to offer stakeholders relevant 
informaƟon to support decision-making processes for tourism development in the Algarve. The 
project involves four disƟnct and complementary acƟviƟes (Figure 1.1.1): the first acƟvity consists 
of the design of an evaluaƟon model for the Algarve as a main tourist desƟnaƟon in terms of 
sustainability, which allows the idenƟficaƟon of variables and the definiƟon of relevant indicators at 
the desƟnaƟon. The second acƟvity of the project entails data collecƟon on several occasions during 
the high and low seasons to gather informaƟon to feed the developed indicators. The data collecƟon 
includes primary (surveys to tourists, residents and stakeholders in the tourism industry) and 
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secondary informaƟon sources. The third acƟvity involves the implementaƟon of an online decision 
support system through which the informaƟon is made available to the agents, ensuring the transfer 
of knowledge. Finally, the fourth acƟvity focussed on the transfer of knowledge and promoƟon of 
the project’s results to tourism stakeholders and the scienƟfic community. 

Figure 1.1.1 Main Project AcƟviƟes 

 
Source: Own elaboraƟon 

 
1.2 General Objectives and Research Questions  

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

 To idenƟfy the main areas and respecƟve variables and indicators to assess this development 
in a holisƟc, comprehensive and sustainable perspecƟve;  

 To quanƟfy these indicators for the 16 municipaliƟes of the Algarve, both in high and low 
season, using data collected through surveys to tourists, residents, and public and private 
enƟƟes; 

 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 
informaƟon to support their decision-making processes. 

In addiƟon to its pracƟcal relevance, the project is theoreƟcally innovaƟve as it validates an 
integrated and holisƟc model to monitor tourism development in a consolidated desƟnaƟon. 
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2 METHODOLOGY 

2.1 Context of the Study 

As outlined in the project descripƟon, the first acƟvity of the project was focused on the design of 
an evaluaƟon model for the Algarve, which allowed the idenƟficaƟon of variables and the definiƟon 
of relevant indicators for a sustainable development at desƟnaƟon level. This was done by compiling 
indicators under consideraƟon of the World Tourism OrganizaƟon's guidelines, guidelines of the 
European Tourism Indicators System for Sustainable DesƟnaƟon Management, as well as the best 
pracƟces of the various observatories belonging to the United NaƟons World Tourism OrganizaƟon's 
InternaƟonal Network of Sustainable Tourism Observatories (INSTO)  and by scruƟnizing these 
indicators based on criteria such as relevance, clarity, feasibility, complementarity, 
comprehensiveness, credibility, and comparability, among others.. The resulƟng 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 evaluaƟon model. 

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

In this publicaƟon, we focus on the data collected from the residents of the 16 municipaliƟes 
in the Algarve. For more details on the collecƟon of data from tourists, please refer to our 
publicaƟons available in hƩps://monitur.ualg.pt/ . 

2.2 Sampling and Data Collection  

Samples for this study were straƟfied by country of origin according to the number of guests in the 
Algarve in 2018 (INE, 2019). It was ensured that despite the discarded quesƟonnaires, 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 staƟsƟcal analysis was 
conducted with a significance level of 5%. The eligibility criteria for parƟcipants 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 parƟcipate. The quesƟonnaire was available in English, German, French, Spanish 
and Portuguese, allowing respondents to answer in their preferred language. 

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

Surveys were completed once the target sample number per country of origin was reached. 
The quesƟonnaires were self-administered, that is, fulfilled individually by parƟcipants without any 
intervenƟon from the interviewers. Incomplete quesƟonnaires, i.e. those with non-response rates 
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above 10% were discarded, with the awareness that missing data could compromise the staƟsƟcal 
results of the study (Hair, Black, Babin & Anderson, 2014).  

Table 2.2.1 DistribuƟon of Respondents 

Mercados de Origem 
Number of 
residents 
TOTAL 

% 
residents 
TOTAL 

Sample in 
high season 
2022 

Sample in 
low season 
2022-2023 

Sample in 
high season 
2023 

France 147 5.7% 41 33 73 
Germany 201 7.8% 94 44 63 
Ireland 125 4.8% 42 14 69 
Portugal 831 32.1% 279 179 373 
Spain 194 7.5% 66 46 82 
37The Netherlands 116 4.5% 49 30 37 
United Kingdom 586 22.7% 279 86 221 
Other Countries 386 14.9% 124 82 180 
Total 2,586 100.0% 974 514 1098 

 
Source: Own elaboraƟon 

 
QuesƟonnaires to the tourists were applied during the high season of tourist acƟvity 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 secƟons describe the sample characterizaƟon for each of the survey instances 
in detail.  
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2.2.1 High Season 2022 

Table 2.2.2. High Season 2022 | Sample CharacterisƟcs 

Characteristic N % 

Net Monthly Income   

Up to 1000€ 136 14.0 

1001€ - 2000€ 253 26.0 

2001€ - 3000€ 234 24.0 

3001€ - 4000€ 128 13.1 

4001€ or more 99 10.2 

DK/DA1 124 12.7 

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

The gender distribuƟon among parƟcipants 
shows a slightly higher response rate among 
people idenƟfying as females (53.8%) 
compared to the male represenƟng (45.3%) 
and non-binary ones (0.2%).  

Most parƟcipants 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 educaƟon (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 elaboraƟon 
1 DK/DA stands for Does not know/Does not answer 

 

Characteristic  N % 

Gender    
Male  524 53.8 

Female  442 45.4 

Other  2 0.2 

DK/DA1  6 0.6 

Age Group    

18 – 24 years  163 16.7 

25 – 64 years  670 68.8 

65 and more  25 2.6 

DK/DA1  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/DA1  19 2.0 

Education Level    

Primary School  45 4.6 

High School  342 35.1 

University  534 54.8 

DK/DA1  53 5.4 

Employment Situation    

Employed 632 64.9 

Entrepreneur 148 15.2 

Unemployed 23 2.4 

Student 103 10.8 

Retired 34 3.5 

Homemaker 5 0.5 

DK/DA1 29 3.0 
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FiŌy-eight naƟonaliƟes' views are included in the survey. The data is presented by the parƟcipant’s 
country of origin and closely reflects the distribuƟon of origin markets reflected official staƟsƟcs of 
priority markets of the Algarve Tourism Board. Most parƟcipants 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 

 
Source: Own elaboraƟon 
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2.2.2 Low Season 2023 

Table 2.2.3 Low Season 2022-2023 | Sample CharacterisƟcs 

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/DA1 93 18.1 

 
During the low season of 2023, 514 
quesƟonnaires to tourists were collected and 
validated (Table 2.2.3).   

The gender distribuƟon among parƟcipants 
shows a higher response rate among people 
idenƟfying as females (55.8%) compared to the 
male represenƟng (43.2%) and non-binary ones 
(0.2%).  

Most parƟcipants 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 educaƟon (36.8%).  

Respondents indicate being employed (54.7%), 
reƟred (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 elaboraƟon 

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

Characteristic N % 

Gender   

Male 222 43.2 

Female 287 55.8 

Other 1 0.2 

DK/DA1 4 0.8 

Age Group   

18 – 24 years 62 12.1 

25 – 64 years 287 55.8 

65 and more 68 13.2 

DK/DA1 97 18.9 

Marital Status   

Single 171 33.3 

Married/Living together 274 53.3 

Divorced/Separated 33 6.4 

Widowed 12 2.33 

DK/DA1 24 6.7 

EducaƟon Level   

Primary School 22 4.3 

High School 189 36.8 

University 254 49.4 

DK/DA1 49 9.5 

Employment SituaƟon   

Employed 281 54.7 

Entrepreneur 69 13.4 

Unemployed 12 2.3 

Student 28 5.5 

ReƟred 88 17.1 

Homemaker 3 0.6 

DK/DA1 33 6.4 



 

7 
 

Fourty-four naƟonaliƟes' views are included in the survey. The parƟcipant’s country of origin closely 
reflects the low season distribuƟon of markets reflected in the staƟsƟcs of priority markets of the 
Algarve Tourism Board. Most parƟcipants 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 

 
Note: Values in percentage 
Source: Own elaboraƟon 
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2.2.3 High Season 2023 

Table 2.2.4 High Season 2023 | Sample CharacterisƟcs 

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 12.5 

DK/DA1 198 18.0 

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

Most parƟcipants are between 25-64 years 
(59.2%), and the smallest age group is over 65 
(7.6%), followed by over 18-24 years 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 educaƟon 
(37.6%).  

The majority of respondents indicated to be 
employed (60.6%), to be students (11.5%) or 
entrepreneurs (10.5%). The distribuƟon 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 elaboraƟon 
1 DK/DA stands for Does not know/Does not answer 

Characteristic N % 

Gender   

Male 440 40.1 

Female 626 57.0 

Other 2 0.2 

DK/DA1 30 2.7 

Age Group   

18 – 24 years 189 17.2 

25 – 64 years 650 59.2 

65 and more 83 7.6 

DK/DA1 176 16.0 

Marital Status   

Single 462 42.1 

Married/Living together 504 45.1 

Divorced/Separated 69 6.3 

Widowed 14 1.3 

DK/DA1 49 4.5 

EducaƟon Level   

Primary School 43 3.9 

High School 413 37.6 

University 573 52.2 

DK/DA1 69 6.3 

Employment SituaƟon   

Employed 665 60.6 

Entrepreneur 115 10.5 

Unemployed 19 1.7 

Student 126 11.5 

ReƟred 109 9.9 

Homemaker 8 0.7 

DK/DA1 56 5.1 
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The parƟcipant’s country of origin closely reflects the high season distribuƟon of the number of 
guests by markets reflected in the staƟsƟcs of priority markets of the Algarve Tourism Board. Most 
parƟcipants 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 

 
Source: Own elaboraƟon 
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3 RESULTS 

Data from the tourist surveys was processed and analysed using SPSS soŌware, including descripƟve 
and inferenƟal 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 

 
Source: Own elaboraƟon 

 

Bookings are primarily executed online (69.3%), compared to a small secƟon 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. 
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Figure 3.1.2. Mode of Booking 

 
Source: Own elaboraƟon 

 

Individuals that booked accommodaƟon online uƟlised Booking.com (21.6%), Airbnb (13.9%) and 
TripAdvisor (9.2%). A significant number of respondents, 15.5% for accommodaƟon and 13.3% for 
transportaƟon 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 
menƟoned in Figures 3.1.3 and 3.1.4. 

Figure 3.1.3. AccommodaƟon Websites 

 
Source: Own elaboraƟon 
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More than a quarter of the respondents book their transportaƟon 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 

 
Source: Own elaboraƟon 

Hotels or Resorts with four or more stars (22.8%) and local lodging (24.0%) are the primary 
accommodaƟon choices, followed by a Ɵe 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 AccommodaƟon 

 
Source: Own elaboraƟon 
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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 transportaƟon (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 uƟlisaƟon 
from the airport or train staƟon to respondents' accommodaƟon. A taxi is not expected to be feasible 
for the targeted group to travel to the Algarve as most origin desƟnaƟons are too far away. Tourists 
oŌen use taxis at the desƟnaƟon 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. AddiƟonal transportaƟon includes campervans 
(0.7%), motorhomes (0.3%), motorbikes (0.2%) and hitchhiking (0.2%). 

 

Figure 3.1.6. Means of transportaƟon to the Algarve 

 
Source: Own elaboraƟon 

 

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, reflecƟng 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 transportaƟon arrivals. 
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Figure 3.1.7. Airport of Origin 

 
Source: Own elaboraƟon 

 

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

Figure 3.1.8. InformaƟon Sources 

 
Source: Own elaboraƟon 

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

 
Source: Own elaboraƟon 

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 
visiƟng family and friends (2.8%) taking the highest porƟon of the remaining moƟvaƟonal 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. MoƟvaƟons to visit the Algarve 

 
Source: Own elaboraƟon 
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3.1.2 Assessment of Service’s Quality, Accessibility and Price Levels 

Service quality in the Algarve in terms of accommodaƟon, 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).   

AccommodaƟon services received the most significant number of posiƟve quality raƟngs, and 
tradiƟonal stores the lowest (very good, 13.5%). 

 

Figure 3.1.11. Quality of Tourism Services 

 
Source: Own elaboraƟon 

 

Local trade and tradiƟonal 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). 

17,1%

19,1%

7,1%

24,5%

28,7%

12,1%

12,9%

15,3%

18,8%

61,0%

56,4%

50,0%

71,4%

54,1%

69,7%

57,3%

62,9%

58,4%

12,2%

20,2%

40,5%

4,1%

9,7%

13,6%

26,9%

20,2%

18,4%

France

Germany

Ireland

Netherlands

Portugal

Spain

United Kingdom

Others

All Countries

Bad Regular Good Very good NR/DK



 

18 
 

Figure 3.1.12. Quality of Local Trade/TradiƟonal Stores 

 
Source: Own elaboraƟon 

 

 

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 

 
Source: Own elaboraƟon 

 

The overall price levels in the Algarve are rated as average (49.7%) or high (29.3%) across all countries 
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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. EvaluaƟon of overall Price Levels 

 
Source: Own elaboraƟon 

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

Figure 3.1.15. EvaluaƟon of AccommodaƟon Price Levels 

 
Source: Own elaboraƟon 
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expensive than other naƟons. Such assessment may be based on the lower income of Portuguese 
naƟonals compared to the other key markets of the Algarve (Figure 3.1.16). 

Figure 3.1.16. EvaluaƟon of Restaurants' Price Levels 

 
Source: Own elaboraƟon 

 

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

 

Figure 3.1.17. EvaluaƟon of Local Trade and TradiƟonal Stores Price Levels 

 
Source: Own elaboraƟon 
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The price levels of shopping centres and malls in the Algarve are seen as average by most 
naƟonaliƟes (63.6%), with even Portuguese visitors assigning a high average score (67.0%) (Figure 
3.1.18). 

Figure 3.1.18. EvaluaƟon od Shopping Centres and Malls Price Levels 

 
Source: Own elaboraƟon 

 
3.1.3 Activities in the Algarve 

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

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

 

Source: Own elaboraƟon 

 

 

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 plaƞorms most uƟlised for trip sharing are Instagram (49.9%), WhatsApp (24.6%) 
and Facebook (24.5%) (Figure 3.1.21).  

Figure 3.1.20 Social Media 

 
Source: Own elaboraƟon 
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Figure 3.1.21. Social Media Used 

 
Source: Own elaboraƟon 

3.1.5 Safety Concerns 

This secƟon focuses on the safety concerns of visitors during the trip to the Algarve and their 
influence on choosing a desƟnaƟon 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 

 
Source: Own elaboraƟon 
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Global threats, such as Terrorist aƩacks, are of low consideraƟon 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 

 
Source: Own elaboraƟon 

 

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

Figure 3.1.24. Epidemics 

 
Source: Own elaboraƟon 

46,34%

57,45%

54,76%

30,61%

27,96%

46,97%

34,77%

38,71%

37,47%

29,27%

23,40%

23,81%

4,08%

36,56%

10,61%

27,24%

23,39%

26,69%

17,07%

11,70%

19,05%

10,20%

19,35%

6,06%

10,75%

10,48%

13,55%

4,88%

7,45%

0,00%

55,10%

14,70%

33,33%

26,88%

24,19%

20,94%

France

Germany

Ireland

Netherlands

Portugal

Spain

United Kingdom

Others

All Countries

Strongly disagree Disagree Neutral Agree Strongly agree NR/DK

29,27%

24,47%

40,48%

18,37%

18,64%

34,85%

24,01%

23,39%

23,82%

39,02%

26,60%

28,57%

14,29%

35,84%

15,15%

32,97%

23,39%

29,88%

19,51%

32,98%

21,43%

10,20%

21,51%

12,12%

14,70%

19,35%

19,10%

9,76%

15,96%

4,76%

57,14%

21,86%

36,36%

27,24%

31,45%

25,56%

France

Germany

Ireland

Netherlands

Portugal

Spain

United Kingdom

Others

All Countries

Strongly disagree Disagree Neutral Agree Strongly agree NR/DK



 

25 
 

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

Figure 3.1.25. Epidemic Influence on Travel Choice 

 
Source: Own elaboraƟon 

3.1.6 Destination Evaluation 

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

Among the "high" saƟsfacƟon score, tourists visiƟng from Spain (78.8%), France (70.7%) and the 
Netherlands (68.8%) rate the desƟnaƟon the highest (Figure 3.1.26). 

Figure 3.1.26. Overall SaƟsfacƟon with the Algarve, by country of origin 

 
Source: Own elaboraƟon 
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Differences become clear when analysing the overall saƟsfacƟon of the Algarve per desƟnaƟon 
origin. Respondents from the UK, one of the main visitor groups to the region, reported the highest 
saƟsfacƟon levels. On the other hand, Portuguese indicated the lowest saƟsfacƟon levels in this 
study, with a high proporƟon of average saƟsfacƟon (29.2%) results. 

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

Figure 3.1.27. Algarve Comparison with other Sun & Sand DesƟnaƟons 

 
Source: Own elaboraƟon 

The group with prior experience of sun desƟnaƟons, 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 DesƟnaƟons 

 
Source: Own elaboraƟon 
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3.1.7 Destination Loyalty 

Most respondents intend to revisit the Algarve within five years (87.5%), with no revisitaƟon 
intenƟons voiced by 12.5%. ParƟcipants 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 intenƟons per origin, apparent differences can be observed. Germans show 
the lowest interest in revisiƟng the Algarve (61.1%).  

Of the other key origin markets, most offer a high revisit intenƟon 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. IntenƟon to Revisit in the next five years 

 
Source: Own elaboraƟon 
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Figure 3.1.30. DesƟnaƟon Tourist Profile 

 
Source: Own elaboraƟon 
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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 

 
Source: Own elaboraƟon 

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 

 
Source: Own elaboraƟon 
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Figure 3.2.3. AccommodaƟon Websites 

 
Source: Own elaboraƟon 

 

Respondents that booked their transportaƟon 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 

 
Source: Own elaboraƟon 
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percentages per website are not significant enough to be individually menƟoned 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 
accommodaƟon 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 AccommodaƟon 

 
Source: Own elaboraƟon 

 

Arrival by airplane (85.8%) and car (8.8%) are the primary travel choice to reach the Algarve, with 
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Figure 3.2.6. Means of TransportaƟon to the Algarve 

 
Source: Own elaboraƟon 

14,8%

31,3%

17,1%1,6%
1,0%

5,4%

15,2%

7,8%

2,9%
2,9% Hotel/Resort up to 3 stars

Hotel/Resort with 4 or more stars

Local lodging

Hostel

Camping/caravan

Aparthotel

Family/friends home

Own holiday home

Other

Don't know/No response

85,80%

8,75%

1,75% 2,92% 0,78%

Plane

Car

Public
Transport
Other

DK/NR



 

32 
 

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 

 
Source: Own elaboraƟon 
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Figure 3.2.8. InformaƟon Sources 

 
Source: Own elaboraƟon 
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ParƟcipants spend their Ɵme in the Algarve with a partner or spouse (36.3%), family members 
(19.6%), or friends (19.6%). Only a small porƟon of the surveyed group spent their Ɵme with work 
colleagues (4.1%) or an organised group (1.8%) (Figure 3.2.9).  

 

Figure 3.2.9. Travel Party 

 
Source: Own elaboraƟon 
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Figure 3.2.10. MoƟvaƟons to Visit the Algarve 

 
Source: Own elaboraƟon 
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Figure 3.2.11. Quality of Tourism Services 

 
Source: Own elaboraƟon 
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Local trade and tradiƟonal 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/TradiƟonal Stores 

 
Source: Own elaboraƟon 

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

 

Figure 3.2.13. Quality of Shopping Centres 

 
Source: Own elaboraƟon 
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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 

 
Source: Own elaboraƟon 

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

Figure 3.2.15. EvaluaƟon of Overall Price Levels 

 
Source: Own elaboraƟon 
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expensive than those of other naƟonaliƟes. Such assessment may be based on the lower income of 
Portuguese naƟonal compared to the other key markets of the Algarve. 

Figure 3.2.16. EvaluaƟon of Restaurant Price Levels 

 

Source: Own elaboraƟon 

 

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

 

Figure 3.2.17. EvaluaƟon of Local Trade and TradiƟonal Store Price Levels 

 
Source: Own elaboraƟon 
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The price levels of shopping centres and malls in the Algarve are ranked average by most naƟonaliƟes 
(61.1%) (Figure 3.2.18).  

Figure 3.2.18. EvaluaƟon of Shopping Centre and Malls' Price Levels 

 
Source: Own elaboraƟon 

The prices for accommodaƟons 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. EvaluaƟon of AccommodaƟon Price Levels 

 
Source: Own elaboraƟon 
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3.2.4 Activities in the Algarve 

Respondents indicated various individual answers to the open-ended quesƟon about the acƟviƟes 
carried out during their stay. The answers were grouped under common themes to showcase the 
main acƟviƟes parƟcipants indicated (Figure 3.2.20). The main acƟviƟes 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. AcƟviƟes in the Algarve 

 

Source: Own elaboraƟon 

 
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 elaboraƟon 

 

 

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

Figure 3.2.22. Social Media Used 

 
Source: Own elaboraƟon 

 

 

 

3.2.6 Safety Concerns 

This secƟon focuses on the safety concerns of visitors during the trip to the Algarve and their 
influence on choosing a desƟnaƟon 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 

 
Source: Own elaboraƟon 

Global threats, such as Terrorist aƩacks, are of low consideraƟon 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 

 
Source: Own elaboraƟon 

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

 
Source: Own elaboraƟon 

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

Figure 3.2.26. Epidemic Influence on Travel Choice 

 
Source: Own elaboraƟon 
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The countries of origin valuing the overall saƟsfacƟon as very high are the United Kingdom (45.3%) 
and Ireland (42.9%). Among the "high" saƟsfacƟon scores, tourists visiƟng from France (63.6%), 
Portugal (59.2%) and Spain (58.7%) rate the desƟnaƟon the highest (Figure 3.2.27). 

Figure 3.2.27. Overall SaƟsfacƟon with the Algarve, by country of origin 

 
Source: Own elaboraƟon 

 

Respondents that have previously visited other sun and sand tourism desƟnaƟons (80.9%) indicate 
that the Algarve compares beƩer (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 DesƟnaƟons 

 
Source: Own elaboraƟon 
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Of the group with prior experience of sun desƟnaƟons, 33.3% evaluate the Algarve as safer and 
33.1% consider the region with a similar safety standard (Figure 3.2.29). The highest percepƟon of 
security comes from German tourists (61.4%). 

Figure 3.2.29. Algarve Safety comparison with other Sun & Sand DesƟnaƟons 

 
Source: Own elaboraƟon 
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intenƟons voiced by 10.5%. ParƟcipants 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 
intenƟons per origin, the French report the highest intenƟon to not revisit the Algarve (27.3%).  

Figure 3.2.30. IntenƟon to Revisit in the Next Five Years 
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Source: Own elaboraƟon 

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

 

Figure 3.2.31. IntenƟon to Recommend the DesƟnaƟon to Friends and Family 

 
Source: Own elaboraƟon 
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The tourist profile of the Algarve shows that the majority enjoy visiƟng new desƟnaƟons while on 
holiday (75.3%).  

The profile also indicates a preference for exoƟc and unknown desƟnaƟons (52.7%). InteresƟngly, a 
similar porƟon enjoys revisiƟng the same desƟnaƟon due to knowing what to expect (50%) (Figure 
3.2.32).  

It can be concluded that a large porƟon of the sample consists of first-Ɵme visitors drawn to the 
Algarve as an unknown and exoƟc desƟnaƟon. AŌer the iniƟal visit, the majority decides to revisit 
the Algarve. 
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Figure 3.2.32. DesƟnaƟon Tourist Profile 

 
Source: Own elaboraƟon 
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the environmental dimension, in which the appreciaƟon made by tourists in the low season was 
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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-
fiŌh 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 

 
Source: Own elaboraƟon 

Bookings are primarily executed online (74.0%), compared to a small secƟon purchased at a travel 
agency (5.8%) (Figure 3.3.2). 

Figure 3.3.2. Mode of Booking 

 
Source: Own elaboraƟon 

 

 

18,5%

56,1%

19,8%

4,5%

1,1%

Up to 3 nights

4 to 7 nights

8 to 14 nights

15 to 30 nights

More than 30 nights

15,0% 5,8% 74,0% 3,2%

2,1%

I didn´t book Physical store Online Other DK/NR



 

48 
 

Individuals that booked accommodaƟon online uƟlised 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 AccommodaƟon 

 
Source: Own elaboraƟon 

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

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

Figure 3.3.4. Online Booking of Transports 

 
Source: Own elaboraƟon 
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Hotels or Resorts with four or more stars (29.4%) and local lodging (21.5%) are the primary 
accommodaƟon 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 AccommodaƟon 

 
Source: Own elaboraƟon 

 

Arrival by airplane (84.3%) and car (13.4%) are the primary travel choice to reach the Algarve, with 
only a few parƟcipants indicaƟng making use of public bus and train transportaƟon (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 TransportaƟon to the Algarve 

 
Source: Own elaboraƟon 
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Family and friends (34.3%) are indicated as the primary informaƟon source for geƫng informaƟon 
about the Algarve, followed by past experiences (23.4%) and Internet and social media (22.3%) 
(Figure 3.3.7). 

Figure 3.3.7. InformaƟona Sources about the Algarve 

 
Source: Own elaboraƟon 

 

A significant proporƟon of respondents spend their Ɵme 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 porƟon of the surveyed sample spent their Ɵme with work colleagues (3.0%) or an 
organised group (0.6%). 

  

Figure 3.3.8. Travel Party 

 
Source: Own elaboraƟon 
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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 
visiƟng family and friends (6.5%) and business (4.4%) taking the highest porƟon of the remaining 
moƟvaƟonal 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. MoƟvaƟons to Visit the Algarve 

 
Source: Own elaboraƟon 
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The overall quality of tourist services was regarded as good (57.6%) and very good (24.1%) by the 
respondents (Figure 3.3.10).  TradiƟonal stores received the highest number of “bad” quality raƟngs 
(3.2%) across all responses, although it represents a small percentage. 
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Figure 3.3.10. Quality of  Tourism Services 

 
Source: Own elaboraƟon 

Local trade and tradiƟonal 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/TradiƟonal Stores 

 
Source: Own elaboraƟon 
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Figure 3.3.12. Quality of Shopping Centres 

 
Source: Own elaboraƟon 

 

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 BriƟsh 
very bad assessment (0.5%) (Figure 3.3.13).   

 

Figure 3.3.13. Quality of Restaurants and Similar Services 

 
Source: Own elaboraƟon 
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The evaluaƟon of overall price levels is rated as average (47.6%) and High (31.1%) across all 
naƟonaliƟes, with Portuguese evaluaƟng them as high (49.6%) and very high (22.0%.) (Figure 
3.3.14). 

Figure 3.3.14. EvaluaƟon of Overall Price Levels 

 
Source: Own elaboraƟon 

 

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

 

Figure 3.3.15. EvaluaƟon of Restaurant Price Levels 

 
Source: Own elaboraƟon 
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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. EvaluaƟon of Local Trade & TradiƟonal Store Price Levels 

 
Source: Own elaboraƟon 

 

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. EvaluaƟon of Shopping Centre and Malls' Price Levels 

 
Source: Own elaboraƟon 
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The prices for accommodaƟons in the Algarve are rated as average (43.0%) and high (30.5%) across 
all naƟonaliƟes. Portuguese (29.5%) rate the prices very high (Figure 3.3.18). 

Figure 3.3.18. EvaluaƟon of AccommodaƟon Price Levels 

 
Source: Own elaboraƟon 

 
3.3.4 Activities in the Algarve 

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

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

Figure 3.3.19. AcƟviƟes in the Algarve 

 
Source: Own elaboraƟon 
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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 

 
Source: Own elaboraƟon 

 

The plaƞorms most uƟlised are  Instagram (42.3%), WhatsApp (23.7%) and Facebook (20.1%) (Figure 
3.3.21).  

Figure 3.3.21. Social Media Used 

 
Source: Own elaboraƟon 
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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 

 
Source: Own elaboraƟon 

Global threats, such as terrorist aƩacks, are of low consideraƟon 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 

 
Source: Own elaboraƟon 

An epidemic outbreak is of the lowest concern during their visit to the Algarve to Dutch visitors, 
whereas Portuguese respondents show higher consideraƟon rates (Figure 3.3.24).  
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Figure 3.3.24. Epidemics 

 
Source: Own elaboraƟon 

Spanish respondents reported the lowest influence of possible epidemic occurrence on their 
desƟnaƟon choice, and the Portuguese showed the highest concern (Figure 3.3.25).  

Figure 3.3.25. Epidemic Influence on Travel Choice 

 
Source: Own elaboraƟon 

 

3.3.7 Destination Evaluation 

The overall saƟsfacƟon of visitors with the Algarve is high (52.0%) or very high (28.2%), with 17.4% 
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The countries of origin valuing the overall saƟsfacƟon as very high are the United Kingdom (39.8%) 
and Germany (38.1%). Among the "high" saƟsfacƟon scores, tourists visiƟng from France (61.6%), 
Germany (55.6%) and Ireland (52.2%) rate the desƟnaƟon the highest. 

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

 
Source: Own elaboraƟon 

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

Figure 3.3.27. Algarve Comparison with other Sun &  Sand DesƟnaƟons 

 
Source: Own elaboraƟon 
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Figure 3.3.28. Algarve Safety Comparison with other Sun & Sand DesƟnaƟons 

 
Source: Own elaboraƟon 

3.3.8 Destination Loyalty 

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

Figure 3.3.29. IntenƟon to Revisit in the Next Five Years 

 
Source: Own elaboraƟon 
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Figure 3.3.30. IntenƟon to Recommend the Algarve 

 
Source: Own elaboraƟon 

 

 

3.3.9 Destination Tourist Profile 

The tourist profile of the Algarve shows that the majority enjoy visiƟng new desƟnaƟons while on 
holiday (74.5%). Results also indicate a preference for exoƟc and unknown desƟnaƟons (53.5%). 
InteresƟngly, a similar porƟon enjoys revisiƟng the same desƟnaƟon due to knowing what to expect 
(47.2%) (Figure 3.3.31).  

It can be concluded that a large porƟon of the sample consists of first-Ɵme visitors drawn to the 
Algarve as an unknown and exoƟc desƟnaƟon. AŌer the iniƟal visit, the majority decides to revisit 
the Algarve. 

Figure 3.3.31. Preferences for Next Holiday DesƟnaƟons 

 
Source: Own elaboraƟon 
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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 
evoluƟon whose consolidaƟon may only be confirmed, or no, by carrying out new quesƟonnaires. 

Thus, although the pracƟce of leisure acƟviƟes has remained the main moƟvaƟon 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 accommodaƟon provided by friends and/or 
family. On the other hand, and in relaƟon to the 2022 high season, the tradiƟonal hotel industry, as 
a whole, recovered slightly through higher quality establishments, at the same Ɵme that non-
tradiƟonal means saw their importance in the global demand for accommodaƟon 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 beƩer quality 
accommodaƟon. 

The aforemenƟoned changes should have some impact on the levels of saƟsfacƟon of the 
experience enjoyed by tourists in the 2023 high season. In fact, despite the level of general 
saƟsfacƟon remained stable, there was a significant improvement in the evaluaƟon made by tourists 
regarding concerns the overall quality of tourist services. In contrast, dissaƟsfacƟon 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 characterisƟcs (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.  

AddiƟonally, it is important to note that the analysed data was obtained in three different moments 
in a relaƟvely short period of Ɵme. 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 perspecƟve. 

 

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 disƟnct feature of the lower season. 

Figure 3.4.1. Number of Nights Spent in the Algarve 

 
Source: Own elaboraƟon 

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

 
Source: Own elaboraƟon 

An increase in reservaƟons 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 noƟceable in all seasons. 

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

Figure 3.4.3. Online Booking of AccommodaƟon 

 
Source: Own elaboraƟon 
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The booking of transportaƟon using the airline website increased from 2022 to 2023, represenƟng 
in the last season 41.6% of surveyed tourists (41.6%) (Figure 3.4.4). AddiƟonally, the plaƞorm 
Edreams has the same trend, even though in smaller percentages. 

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

Figure 3.4.4. Online Booking of Transports 

 
Source: Own elaboraƟon 

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

 

The longitudinal analysis regarding type of accommodaƟon 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 
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Figure 3.4.5. Type of AccommodaƟon 

 
Source: Own elaboraƟon 

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

 

Airplane was certainly the most used transportaƟon 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 transportaƟon suffered a decrease through all seasons. 

Figure 3.4.6. Means of TransportaƟon to the Algarve 

 
Source: Own elaboraƟon 
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decrease in low season 2022/2023. InformaƟon from books and magazines and travel agents or tour 
operators did not present significant differences in all seasons. AdverƟsing 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. InformaƟon Sources About the Algarve 

 
Source: Own elaboraƟon 

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 

 
Source: Own elaboraƟon 
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3.4.2 Motivations to visit the Algarve 

The main moƟvaƟon to visit the Algarve is vacaƟon holiday, present in all seasons (Figure 3.4.9). 
However, in low season 2022/2023, other moƟvaƟons have a stronger representaƟon when 
compared to high seasons, namely business (9.7%), visiƟng friends and relaƟves (9.1%) and meeƟng 
or convenƟons (7.4%). From high season 2022 to high season 2023, there is a clear growth in terms 
of business trips (6.5%) and visiƟng friends and family (6.5%). 

Figure 3.4.9. MoƟvaƟons to visit the Algarve 

 
Source: Own elaboraƟon 

 

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 excepƟon 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 

 
Source: Own elaboraƟon 

 

 

The quality of local trade and tradiƟonal stores was accessed by the majority of tourists as good and 
very good in all seasons (Figure 3.4.11). This percepƟon 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/TradiƟonal Stores 

 
Source: Own elaboraƟon 

 

18,8%

17,3%

15,2%

58,4%

60,5%

57,6%

18,4%

19,6%

24,1%

3,2%

1,4%

1,7%

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

High Season 2022

Low Season 2022-2023

High Season 2023

Very Bad Bad Regular Good Very Good DK/DA

29,5%

26,3%

29,8%

50,8%

51,0%

45,6%

13,6%

14,4%

18,2%

2,4%

5,8%

3,0%

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

High Season 2022

Low Season 2022-2023

High Season 2023

Very Bad Bad Regular Good Very Good DK/DA



 

71 
 

Observing the answer distribuƟon 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 percepƟons and an increase in very good and non-respondents (Figure 3.4.12).  

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

 

Figure 3.4.12. Quality of Shopping Centres 

 
Source: Own elaboraƟon 

 

Tourists’ percepƟon of the quality of restaurants and similar services is homogeneous throughout 
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it is clear an increase in posiƟve classificaƟon and a decrease in regular (19.5%) percepƟon. 
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Figure 3.4.13. Quality of Restaurants and Similar Services 

 
Source: Own elaboraƟon 

 

Even though the overall price levels do not seem to suffer significant changes when observing all 
seasons, there is an increasing trend in the percepƟon of high and very high price levels (Figure 
3.4.14). 

Figure 3.4.14. EvaluaƟon of Overall Price Levels 

 
Source: Own elaboraƟon 
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Figure 3.4.15. EvaluaƟon of Restaurants' Price Levels 

 
Source: Own elaboraƟon 

 

Tourists’ percepƟons of local trade and tradiƟonal 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. EvaluaƟon of Local Trade and TradiƟonal Stores' Price Levels 

 
Source: Own elaboraƟon 
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Figure 3.4.17. EvaluaƟon of Shopping Centres and Malls' Price Levels 

 
Source: Own elaboraƟon 

 

The trend registered in the price levels of accommodaƟon services (Figure 3.4.18) is the opposite of 
the previous graphs. High season 2022 and high season 2023 present approximately the same 
answer distribuƟon, except in the “very high” percepƟon in 2022 (9.8%) and 2023 (14.2%). The 
percepƟon of high price levels decreased in low season 2022/2023 in comparison with high seasons. 

Figure 3.4.18. EvaluaƟon of AccommodaƟon Services' Price Levels 

 
Source: Own elaboraƟon 
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3.4.4 Activities in the Algarve 

In the longitudinal analysis concerning the acƟviƟes pracƟced 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 acƟvity of tourists, followed by 
gastronomy and tours and sightseeing. In the low season, approximately half of the acƟviƟes were 
tours and sightseeing and other type of acƟviƟes. The nauƟcal acƟviƟes decreased during low 
season compared with high season 2022 and high season 2023, possibly due to the unfavourable 
weather condiƟons. 

Figure 3.4.19. AcƟviƟes in the Algarve 

 
Source: Own elaboraƟon 
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Regarding the usage of social media during the trip to Algarve, a clear difference is noted between 
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Figure 3.4.20. Social Media 

 
Source: Own elaboraƟon 
 

The distribuƟon 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, TwiƩer was less uƟlized by tourists. 
 

Figure 3.4.21. Social Media Used 

 
Source: Own elaboraƟon 
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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 

 
Source: Own elaboraƟon 

 

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 

 

26,8%

32,1%

36,7%

29,2%

34,6%

31,8%

17,5%

17,9%

17,9%

24,5%

11,3%

8,7%

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

High Season 2022

Low Season 2022-2023

High Season 2023

Strongly disagree Disagree Neutral Agree Strongly agree Don't know/No response

37,5%

42,0%

47,5%

26,7%

31,1%

29,7%

13,6%

12,8%

13,0%

20,9%

9,7%

5,9%

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

High Season 2022

Low Season 2022-2023

High Season 2023

Strongly disagree Disagree Neutral Agree Strongly agree Don't know/No response



 

78 
 

 Source: Own elaboraƟon 

 

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 direcƟon, 
the share of agreement falls from 25.6% in high season 2022 to 5.2% in high season 2023.  

Figure 3.4.24. Epidemics 

 
Source: Own elaboraƟon 
 

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 

 
Source: Own elaboraƟon 

 

3.4.7 Destination Evaluation 

A longitudinal analysis of the overall evaluaƟon 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 raƟng increased slightly and high and very high raƟng decreased in the same amount in low 
season 2022/2023. 

Figure 3.4.26. Overall SaƟsfacƟon with the Algarve 

 
Source: Own elaboraƟon 
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When compared with other sand and sun tourism desƟnaƟons, more than a third considers the 
Algarve to be beƩer or much beƩer 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 raƟngs did not change significantly through the seasons. 

 

Figure 3.4.27. Algarve compared with other Sun and Sand DesƟnaƟons 

 
Source: Own elaboraƟon 
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Figure 3.4.28. Algarve Safety compared with other Sun and Sand DesƟnaƟons 

 
Source: Own elaboraƟon 

 

 

3.4.8 Destination Loyalty 

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

Figure 3.4.29. IntenƟon to Revisit in the Next Five Years 

 
Source: Own elaboraƟon 
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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 distribuƟon. 

 

Figure 3.4.30. IntenƟon to Recommend the Algarve 

 
Source: Own elaboraƟon 
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3.4.9 Destination Tourist Profile 

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

Regarding visiƟng exoƟc and unknown desƟnaƟons, more than half the respondents enjoy visiƟng 
this type of desƟnaƟons. High season 2022 registered the highest agreement raƟng as well as the 
highest disagreement raƟng. 

Around 75% of tourists enjoy visiƟng new desƟnaƟons. 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 desƟnaƟons. 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. DesƟnaƟon Tourist Profile 

 
Source: Own elaboraƟon 
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4 CONCLUSION 

 

Overall, the conclusions regarding the tourists’ percepƟons 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 Ɵme in the Algarve with short visits in low season and longer 
visits in high seasons; 

 Hotels and local lodging are the most chosen accommodaƟon through all seasons; 
 The main form of transportaƟon to the region was the airplane; 
 Family, friends and past experiences are presented as the main informaƟon sources about 

the Algarve 
 Tourists tend to spend their Ɵme 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, tradiƟonal stores and 

restaurants and similar services presented very saƟsfactory raƟngs, 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 
excepƟon of shopping centres, that registered an increase in the low season alone. On the 
other hand, accommodaƟon services present the opposite behaviour – high seasons 
presented a higher percepƟon of prices compared with the low season; 

 During high seasons, tourists spend most of their Ɵme at the beach, in gastronomic 
experiences or at tours and sightseeing. During low season, a significant part of tourists 
also enjoys to pracƟce 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 perspecƟve, 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 saƟsfacƟon 
with the desƟnaƟon; 

 When in comparison with other sand and sun desƟnaƟons, Algarve is mainly perceived as 
the same or beƩer 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 desƟnaƟon 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 desƟnaƟons and at 
least half enjoys visiƟng exoƟc and unknown desƟnaƟons. More than 40 % will revisit the 
same desƟnaƟon. 
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Figure 3.4.1 Tourists QuesƟonnaire | High Season 2022 
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Figure 3.4.2 Tourists QuesƟonnaire | Low Season 2023 
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Figure 3.4.3 Tourists QuesƟonnaire | High Season 2023 
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