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Abstract 

Tourism product competitiveness depends on innovation and quality levels and on its 

capacity to reflect the destinations’ identity. For these reasons and inspired by the EC 

and UNWTO recommendations we developed a tourism quality scale, adapted to the 

Portuguese reality, which is supported by 5 subscales. This paper focuses on the 

validation of the tourism product subscale, which was tested among local public 

stakeholders, specifically Portuguese municipalities. Exploratory and confirmatory 

factor analyses were performed, and three factors supported quality measurement 

regarding the tourism product: (1) services; (2) resources and attractions; and (3) 

accessibilities and infrastructures. Results demonstrate there are theoretical and practical 

implications and the conclusions provide useful insights for future research. 
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1. Introduction 
 

This article is the last of a series of five. The series aims to validate the 

psychometric properties of a measuring instrument, adapted to the Portuguese reality, 

which evaluates the perception of local public decision-makers about the quality of 

tourism. 125 Portuguese counties participated, totalling 134 respondents. The 

questionnaire built for this study (‘Quality of tourist destinations' - QTD) is organized 

into subscales or quality dimensions, namely: economic, development, human 
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resources, marketing, and product. As a whole, this project aims to endow the 

Portuguese Destination Management Organization (DMO) of instruments that are 

adapted to the local reality and of easy application, collection, and data processing. This 

said, the main intention is to assure DMOs possess tools that allow them to easily 

monitor their counties’ touristy activity. Instruments with these characteristics are 

scarce and none-existing adapted to the Portuguese reality at the local level. The 

different subscales of QD-TUR can be applied together or separately accordingly to the 

objectives and necessities of each organization. For this reason, each of these subscales 

were treated as an autonomous instrument. 

This works’ objective is to present the results related to the validation of the 

‘product’ subscale. It is shown that ‘services’, ‘resources and attraction’, and 

‘accessibilities and structures’ are the dimensions that respondents take into 

consideration in regard to the conception of competitive and differentiated tourism 

products. 

In Portugal, creating conditions that make tourism competitive at a local level 

come mostly from the initiative of local public power such as Town Halls. Therefore, 

the Town Halls become the DMO with responsible for the promoting of tourism 

destinations identity at the Town level. They also play a major role in: (Stylidis, Sit, & 

Biran, 2016): (i) planning of local tourism; (ii) supporting business initiative; (iii) 

promotion of the tourism destinations and fomenting networking; (iv) coordination 

between public and private sectors; (v) attracting funding, business, target markets, and 

specialized knowledge in the region under their supervision. For these reasons, it is 

important to understand which factors to consider when developing tourism products 

are and how these will be reflected in the quality of the offer from the perspective of 

someone who has a broad vision of the local level destinations. 

 

2. Literature Review 

 

Undoubtedly, the tourist profile is changing. Tourists are increasingly 

demanding and selective and are becoming progressively captivated by endogenous and 

authentic attractions that portray the uniqueness of destinations (Badulescu, Hoffman, 

Badulescu & Simut, 2016). The new context of international tourism stresses that 

tourism products evolve towards the tourism experience, which arises from the 
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activation of cultural and natural resources of a certain region (Bernabé & Hernández, 

2016). 

For these authors, the tourism experience relies on stakeholders’ partnerships, 

which, in turn, support political strategies that promote the incorporation of all 

dimensions of the cultural and natural patrimony, in order to transform local wealth into 

competitive tourism resources. Within this context, emphasis is given to tourism 

products and services management. in that placing tourists in the centre of the initial 

development stage of products and tourism markets in the final stage of this process, 

aiming to increase exportation earnings (Blasco, Guia & Prats, 2014; Bohlin, Brandt & 

Elbe, 2016). To Booyens and Rogerson (2016), it is also necessary to combine local and 

non-local, tangible and intangible resources, such as: knowledge (tacit, technical and 

scientific), technology, professional experience and other personal and professional 

skills, fundamental for the innovation of products and services. Offering a tourism 

experience relies on a type of creative tourism that sets innovation at the centre of 

product development, thus responding to changing demand motivations. 

Creative tourism stimulates variety and product differentiation by reinventing 

them and adding them value (Bohlin et al., 2016; Sanz-Ibáñez & Clavé, 2016). Products 

and services competitiveness depend on their innovation and quality levels and on their 

capacity to reflect the destinations’ identity. Developing tourism products and services 

under this perspective ensures destination attractiveness. In new economies driven by 

creativity, knowledge and technological development, innovation is considered to be the 

success key to achieve competitiveness (Booyens, 2016; Sarasa, 2015; Kiráľová, 2016). 

Innovative tourism products are often associated with authenticity. In this 

spectrum, innovation means circumscribing the focus on what is unique and authentic in 

the local culture, as well as on the means to present these experiences to visitors (Bohlin 

et al., 2016; Sanz-Ibáñez & Clavé, 2016). Creating, better said co-creating, promotes 

knowledge transfer between local stakeholders and communities, thus increasing mutual 

skills to deal with competition, access to new niche markets and therefore leading to 

tourist’s loyalty (Booyens & Rogerson, 2015). 

In this sense, it’s important to create a consistent tourism supply based on a solid 

product strategy that highlights the differentiating characteristics of products as well as 

other conditions for attractiveness (Badulescu et al., 2016; Booyens & Rogerson, 2015, 

2016; De Noni, Orsi & Zanderighi, 2014; Rovira, 2016). In synthesis, these are the 
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premises that promote meaningful tourism experiences in a given region. Under these 

conditions, territories tend to be attractive for tourists and for highly qualified workers. 

It’s this dynamic and ability to attract that leads to a higher index of product 

competitiveness. But there’s no competitiveness without quality, meaning that tourists 

may feel attracted and motivated to go to certain destinations, but territories’ ability to 

consolidate a rentable search volume, from an economic point of view, also depends on 

the quality of products and services provided to the costumer. 

In this context, there are some topics to consider, namely: 

a) the sustainability of the destinations’ brand, in the long term, depends on the 

quality of client service, products, suppliers, and productive capacity 

(Nilsson, Eskilsson & Ek, 2010; Kiráľová, 2015); 

b) the basic element to transform a given space into a tourism destination is a 

quality environment (Sarasa, 2015); 

c) there are no quality tourism destinations without high qualifications in the 

hospitality business (Soares, Baidal & Gândar, 2015); 

d) the product’s quality is usually evaluated by its value for money perception 

and by its level of innovation (Weidenfeld, 2013); 

e) the higher quality of social and communicational skills the tourist has, 

greater the need for the destination to exhibit high quality patterns (Volgger 

& Pechlaner, 2015). 

 

In summary, the consulted authors defend that the tourism product must have 

quality to be internationally attractive and competitive. For such it needs: (i) cultural 

and natural diversity; (ii) external promotion and internal cohesion; (ii) accessible 

transport network; (iv) being inserted in a network that assures political support as well 

as the fundamental natural resources for its sustainability (Bernabé & Hernández, 2016; 

Bohlin et al., 2016; Ferdinand & Williams, 2013; Getz & Page, 2016; Rovira, 2016; 

Timothy, Saarinen & Viken, 2016; Wieckowski & Cerić, 2013). 

 

3. Methodology 

 

3.1 The sample 

 



5 

 

The proposed “Tourism product subscale” was tested among one hundred and 

twenty five municipalities, corresponding to 40.6% of the total Portuguese 

municipalities (N = 308). From the participating municipalities, answered the survey 

134 participants (see Table 1). Most of the respondents were aged from 35 to 49 years 

old (65.7%) and there were more female (57.5%) than male (42.5%). The majority 

occupies the position of Senior Technician (59.7%), above 80% work in the tourism 

department of municipalities (81.3%) and have been working at the institution for more 

than 10 years (56.7%). Most of them hold a tenure position (63.4%) and have higher 

education qualifications at the undergraduate level (50.0%), followed by a master’s 

(20.1%) or a postgraduate degree (21.6%) (Table 1). 

 

Table 1 

Characteristic of participants from the 125 Portuguese municipalities  

[N = 134 participants] 
 
Sample n % 

Sex:   
Male 57 42.5 

Female 77 57.5 

Age:   

Between 18 and 24 years 1 0.7 

Between 25 and 34 years 24 17.9 

Between 35 and 49 years  88 65.7 

Between 50 and 64 years 20 14.9 
Over 64 years 1 0.7 

Working time in the Municipality:   

Up to 1 year  4 3.0 
From 1 to 5 years 22 16.4 

From 5 to 10 years 32 23.9 

More than 10 years 76 56.7 

Positions in the Municipality:   
Technical position 109 68.6 

Political position 25 15.7 

Mayor 3 1.89 
Alderman  9 5.66 

Vice President  4 2.52 

Other 9 5.66 

Hiring regime of workers in the Municipality:   

Term employment contract 4 0.8 

Permanent employment contract 85 10.5 
Individual work contract 7 0.8 

Consultant   6 4.5 

Other 7 5.2 
Missing-values 25 18.7 

Professional category:   

Director of services and equivalent positions 1 0.7 
Head of Division 14 10.4 

Sub director, Director General and equivalent positions 1 0.7 

Senior Technician 80 59.7 
Other 13 9.7 

Missing-values 25 18.7 

Qualifications:   

Basic education (9th year) 1 0.8 
Secondary Education (12th year) 5 3.7 

Bachelor’s degree 4 3.0 

Graduation 67 50.0 

Postgraduate studies 29 21.6 

Master 27 20.2 

PhD 1 0.8 
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Source: Own source based on the SPSS software output (version 22.0) 

Local public stakeholders were considered as the target study population; since 

literature suggests that tourism competitiveness involves the active participation of 

stakeholders in the definition of policies, planning and strategic orientation for 

destinations. For this reason, it is emphasised the importance of assessing the quality of 

destinations, through indicators that reflect the concerns of DMO’s at the local level. 

Portuguese municipalities have many of these responsibilities in the territories they 

manage, including in the tourism sector. Knowing their perception about indicators that 

assess of the tourism product was the foundation for building this questionnaire. 

 

3.2  Questionnaire construction 

 

The entitled “Tourism product subscale” was designed considering the European 

Commission (Comissão Europeia, 2000, 2003, 2013, 2016) and the United Nations 

World Tourism Organization (UNWTO, 2007, 2010, 2012) recommendations. These 

entities defend that the tourism products should guarantee some conditions, namely: (i) 

attraction; (ii) access; (iii) activity; (iv) services; (v) qualified personnel; and (vi) 

promotion. The questions related to the qualification of human resources and promotion 

was previously treated in the subscales ‘human resources in tourism’ and ‘destination 

marketing strategy’ (Mira, Mónico & Moura, 2017). The subscale presented in this 

article highlights the attraction, access and services dimensions. The activity dimension, 

when related to the tourism experience, becomes part of the services component. 

Moreover, the presented questionnaire was also supported by the previous 

research on the analysis of competitiveness indicators of destinations adapted to the 

Portuguese reality (Mira, Breda, Moura & Cabral, 2017; Mira, Mónico, Moura, & 

Breda, 2017; Mira, Mónico & Moura, 2017; Mira, Moura & Breda, 2016). 

The results of these different studies and publications allowed the definitions of 

the items presented in this questionnaire (Table 2).  

The main procedures in the construction of a measurement scale were followed, 

including the design and execution of different studies for development and 

improvement of the questionnaire, which led to the creation of the final version of the 

scale (Nunnally & Bernstein, 1994; Netemeyer, Bearden & Sharma, 2003). Likert’s 

recommendations (1932) in the construction of scales (see Lima, 2000) were also 
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followed. Thus, based on the literature review, a set of items that expressed opinions 

about the product dimension of quality in tourism were created, having been selected 25 

that showed a favourable or unfavourable position (see Table 2). Then a sample 

described on Table 1 were asked to evaluate each of them using a 5-point Likert scale 

(from 1 = strongly disagree to 5 = strongly agree). The questionnaire also included a set 

of questions to determine the sociodemographic profile of the respondents. 

Table 2 

Tourism product subscale 
 

Instructions 

This questionnaire intends to collect data on the quality of tourism destinations. Your participation is voluntary and, in case you accept 

to participate, we kindly ask you to answer all the questions. If you leave some blank, it compromises the inclusion of your 
questionnaire in the study. The questionnaire is confidential, and your answers will be anonymous. There are no right or wrong answers. 

It is expected sincerity in the responses, not needing to spend time reflecting to give your answer.  

Thank you very much for your participation! 

The following list contains statements regarding the product dimension of quality in tourism. Please select your answer according to the 

scale below: 

1 = I strongly disagree 
2 = I disagree 

3= I do not agree or disagree 

4 = I agree 
5= I totally agree 

1.1 According to my municipality, I consider that: 

1. Rich in natural resources 1   2   3   4   5   

2. Rich in heritage resources 1   2   3   4   5   

3. Rich in cultural resources 1   2   3   4   5   

4*. There local transportation service is efficient 1   2   3   4   5   

5. It has a good climate. 1   2   3   4   5   

6*. It is a clean place. 1   2   3   4   5   

7. Our traditional festivities are unique. 1   2   3   4   5   

8*. Welcoming people. 1   2   3   4   5   

9*. There are designated places that are prepared for the practice of water sports. 1   2   3   4   5   

10*. We have attractive  1   2   3   4   5   

11*. Our regional products are exclusive to the county. 1   2   3   4   5   

12. It is a good shopping place.  1   2   3   4   5   

13. Diversity of good quality accommodation services 1   2   3   4   5   

14. The touristy sites are well signalized. 1.  2   3   4   5   

15.. Having trendy and different things makes it distinct when compared with the nearest tourism destinations. 1   2   3   4   5   

16. It offers good quality food. 1   2   3   4   5   

17. It has health and well-being tourism projects of quality. 1   2   3   4   5   

18*. Wine, fruits and other agricultural goods are a tourism attraction. 1   2   3   4   5   

19. The quality of its cuisine, makes it a distinct destination.  1   2   3   4   5   

20. It has good connection routes from and to the airports. 1.  2   3   4   5   

21. It has good road access. 1   2   3   4   5   

22. It offers a diverse array of entertainment options.  1   2   3   4   5   

23. There are various viewpoints.   1   2   3   4   5   

24.  It has the necessary infrastructures to enable the practice of tourism. 1   2   3   4   5   

25*. There are databases with the characterization of the county's tourism agents (businesses, artisans, 

associations, etc.). 

1   2   3   4   5   

Source: Authors 

Note: (*) Items deleted after exploratory factor analysis 
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3.3 Procedures 

 

The data used in this study were collected taking into account ethical issues such 

as participants’ anonymity, data confidentiality, and as well for avoiding biases.  

An online version of the questionnaire was built using Google Forms and sent by 

e-mail to all Portuguese municipalities. The average time of response was 12 minutes. 

The control of the responses was carried out monthly through the variable 

‘Municipality’, being sent a reminder to the municipalities that had not yet responded, 

reinforcing the importance of their participation in the study. The questionnaire had the 

instruction that it should be filled in by representatives of the municipality with 

responsibilities in tourism. Information on the objectives of the study, completion 

instructions, and the voluntary and anonymous nature of the participation and the 

guarantee of data confidentiality were also included in the beginning of the 

questionnaire. 

 

4. Data analysis 

 

All the analyses were completed using the statistical program SPSS and AMOS 

22.0 for Windows operative system. Outliers were analysed according to Mahalanobis 

squared distance (Tabachnick & Fidell 2007), not having been found values relevant. 

The normality of the variables was assessed by the coefficients of skewness (Sk) and 

kurtosis (Ku), showing that no variable presented values violating normal distribution, 

|Sk|< 1.49 (SE = .209) and |Ku| < 3.16 (SE = .416).  

Exploratory factor analysis was performed using SPSS by Principal Component 

Analysis (PCA). The PCA assumptions were tested through the sample size (ratio of 5 

subjects per item and at least 100 participants; Gorsuch, 1983), the normality and 

linearity of the variables, factorability of R, and sample adequacy (Tabachnick & Fidell, 

2013). Since we expected to obtain correlated factors, we have chosen Direct Oblimin 

rotation method with Kaiser’s normalization. 

Confirmatory factorial analysis was performed with AMOS (v. 22.0, SPSS Inc, 

Chicago, IL; Arbuckle, 2013), estimation method by maximum likelihood (Jöreskog & 

Sörbom, 2004). Goodness of fit was analysed by the indexes of NFI (Normed of fit 
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index; good fit > .80; Schumacker and Lomax 1996), SRMR (Standardized Root Mean 

Square Residual; appropriate fit<.08; Brown 2006), CFI (Comparative fit index; good 

fit > .90; Bentler, 1990), RMSEA (Root Mean Square Error of Approximation; good fit 

< .05; Kline 2011; Schumacker & Lomax, 2010), and X
2
/df (acceptable fit < 5; good fit 

< 2; Marôco, 2011; Schumacker & Lomax, 2010). The improvement of model fit was 

evaluated by the modification indices (MI; Bollen, 1989), and we considered liberating 

the parameters with higher MI. We followed Arbuckle’s proposal (2013), which 

consists in analyzing the MIs by their statistical significance (α < 0.05). Inside each 

factor, the correlation of the residual variability between variables with MI > 11 was 

performed (Marôco, 2011). 

Reliability was calculated by Cronbach's alpha (Nunally, 1978). Despite 

reliability coefficients higher than .70 were considered acceptable for convergence and 

reliability (Hair, Black, Babin & Anderson, 2009), we’ve chosen the value of .80 as a 

good reliability indicator. The composite reliability and the average variance extracted 

for each factor were evaluated as described in Fornell and Larcker (1981). 

 

5. Results  

 

Exploratory factor analysis was initially carried out because the scale items were 

developed based o literature review (see Table 3 for PCA main results). After the 

factors’ extraction, the factorial solution was analysed by a confirmatory factor analysis. 

The goodness-of-fit statistics indicated that the structural model fit was acceptable (see 

Table 4 for fit indices and Figure 1 for the structural model). 

 

5.1 Exploratory factor analysis 

 

The requirements for a reliable interpretation of PCA were analysed. Since the 

questionnaire we used has 25 items, the ratio found was 134 subjects/25 items = 5.36 

subjects/item, which enables, according to Gorsuch (1983), a reliable use of PCA. The 

inter-correlation matrix and the identity matrix were different, X
2
(136) = 779.22, p 

<.001 for the Bartlett’s test, and the sampling was higher than the required value of .70, 

Kaiser-Meyer-Olkin (KMO) = .723.  
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Eight factors emerged according to the eigenvalue criteria over one, explaining 

66.90% of the total variance. This factorial solution was not interpretable, and it is not 

in accordance to the Scree plot, which discriminates a maximum of 4 factors. Attending 

to the factorial loadings (s), we found an amount of items with scores lower than .50 

(Tabachnick & Fidell, 2013) and others with similar factorial loadings in more than one 

factor. Additionally, excluding these items leads to an improvement of the Cronbach’s 

alpha. These situations lead us to the exclusion to the eight items: 8 – ‘People are 

hospitable’; 10 – ‘Our regional products are attractive’; 6 – ‘It is a clean place’; 9 – 

‘There are places prepared for the practice of water sports’; 25 – ‘There are databases 

with the characterization of local tourist agents (companies, artisans, associations, etc.)’; 

11 – ‘Our regional products are exclusive to the municipality’; 18 – ‘Wine, fruit and 

other agricultural products are a tourist attraction’; and 4 – ‘There is an efficient local 

transportation service’. 

With the remaining 17 items three factors emerged as more distinctive both 

attending the eigenvalues score and the scree plot. These factors explain 49.83% of the 

total variance, with the first factor explaining 25.79%, the second factor 13.81%, and 

the third 10.24%. Factorial loadings (s) are above .38 and the majority are higher than 

than .50 (Tabachnick & Fidell, 2013; see Table 3). Factor 1 is composed of seven items 

related to the variety and quality of tourism enterprises, accommodation, gastronomy, 

shopping, and tourism information. These were the most valued aspects by the 

respondents concerning the creation of a tourism product that assures the quality and 

competitive differentiation of Portuguese destinations. Reason why this factor has been 

designated ‘Services’. 

Factor 2 also comprises seven items concerning endogenous resources, climate, 

traditions and entertainment and was called ‘Resources and attractions’. At last, the 

third factor was named ‘Accessibilities and infrastructures’, since it is comprised by 3 

items concerning to connections and tourism infrastructure. 

Table 3 
PCA of the Tourism product dimension measure: Factorial loadings of F1, F2, and F3, 

communalities (h2), eigenvalues, and shared variance of the Pattern matrix 

 

 

F1 

Services 

F2 

Resources and 

attractions 

F3 

Accessibilities 

and 
infrastrutures 

h2 

19. It is distinguished by the quality of its gastronomy. .743 -.021 -.101 .515 

16. It has quality food. .726 -.012 .135 .595 

17. It has quality tourism enterprises of health and well-being. .722 -.174 -.047 .475 
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13. It has quality diversity of accommodation. .654 .157 -.084 .477 

14. The tourist sites are well signposted. .646 .040 .017 .439 

12. It is a good place to shop. .641 -.036 .071 .430 

15. It is distinguished by having things new and different from the 
nearest tourist destinations. 

.495 .206 .054 .358 

2. It is rich in assets. .066 .752 -.033 .589 

3. It is rich in cultural resources. .104 .742 .066 .619 

1. It is rich in natural resources. -.099 .698 -.164 .474 

23. It has a variety of landscape observation points. -.029 .652 -.065 .412 

7. His traditional festivities are unique. -.007 .595 .114 .379 

5. It has a good climate. .020 .394 .023 .163 

22. It has variety of entertainment. .255 .387 .280 .404 

21. It has good road access. .017 -.089 .896 .801 

20. It has good accessibility from the airports. .027 -.185 .872 .771 

24. It has infrastructures for tourism practice. -.063 .234 .713 .573 

Eigenvalues 4.38 2.2834 1.74  

% of explained variance 25.79 13.81 10.24  

Source Own source based on the SPSS software output (version 22.0) 

 

5.2 Confirmatory factor analysis 

 

CFA was performed in order to test the fit of the factorial solution found by EFA 

(see fit indices for model 1 in Table 3, no error terms correlated). For model 1, only the 

χ
2
/df showed an acceptable fit. In model 2 error terms were correlated between the items 

belonging to the same factor, based on the higher modification indices (see Figure 1). 

This covariation might indicate non-random measurement errors, which can result from 

some semantic redundancy between items, sequential positioning in the scale, as well as 

the specific characteristics of the respondents (Aish & Jöreskog, 1990). Model 2 

showed a good fit for CFI and χ
2
/df, an acceptable fit for SRMR and RMSEA (see 

Table 4, model 2).  

Table 4 

Fit statistics of the three-factor model for ‘Tourism product’ dimension measure 

 

Model NFI SRMR CFI χ2/df RMSEA 
RMSEA  

90% CI  

1 .659 .089 .774 2.18* (df = 116) .095 .079 - .110* 

2 .771 .075 .904 1.52* (df = 113) .063 .043 - .081*                                                                                                                                                                                                                                                                                                                                                                                                

Source: Own source based on the AMOS software output (version 22.0) 

Note: X2 chi-square, df degrees of freedom, NFI normed fit index, CFI comparative fit index, PNFI 

parsimony normed fit index, SRMR standardized root mean square residual, RMSEA root mean square 

error of approximation, CI confidence interval,  * p < .05 

 

In Figure 1 can be seen the standardized regression weights (ranged from .25 to 

.88) and the squared multiple correlations (ranged from 6 to 77%) of model 2. Despite 

item 21 has the lower regression weight, the communality in EFA is high and we 

consider this item as an important one in Factor 3, attending its content.  
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Cronbach alpha for the global scale are good (α> .80; see Table 4), and 

acceptable for factors 1 and 2 (α> .70). Factor 3 reached a low reliability, which can be 

due to its small number of items (3 items), among other reasons. This score is near .60, 

alpha’s value accepted by DeVellis (2003) and items 21 and 24 have a corrected item-

total correlation above the .30 reference value suggested by Field (2009). 

Figure 1 

CFA for ‘Tourism product’ dimension measure (model 2): standardized regression 

weights and squared multiple correlations  

 

 

Source: Own source based on the AMOSSPSS software output (version 22.0) 

 

Composite reliability showed good scores only for factors 1 and 2, since higher 

than .70. Concerning the average variance extracted (AVE), none of the factors exceed 

the cut-off value of .40 that is indicator of an acceptable convergent validity 

(Diamantopoulos & Siguaw, 2000), which points out the need to revise the items 
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regarding the issue of convergent validity. Discriminant validity should also be revised, 

given that, excluding the R
2

F1,F2 score, the AVE corresponding to each factor is not 

higher than the squared correlations (R
2
) between the three factors (Fornell & Larcker 

1981).  

Mean score for the Global scale showed a value near the 4th point of the Likert 

scale. The scores for both factors were similar, receiving the F1 the lower score and the 

F2 the highest score (Table 5).  

Table 5 

Composite reliability (CR), average variance extracted (AVE), Cronbach's Alpha (α), 

means (M), standard-deviations (SD), and intercorrelations among factors (R
2
 between 

brackets) for ‘Tourism product’ Subscale 
 

Source:  Own source based on the AMOS software output (version 22.0) 

* p < .001 

 

 

6. Discussion and Implications 

 

The results highlight three dimensions that should be considered when 

structuring a tourism product in order to assure its quality. These are: services, resources 

and attractions, and accessibilities and infrastructures. As referred to previously, the 

promotion dimension is a fundamental component for the structuring of the tourism 

product. 

Tourism requires activities. The activities most valued by the respondents were 

gastronomy, shopping, and wellness. These need to be complemented with quality 

accommodation and tourism information services (Bohlin et al., 2016; Ferdinand & 

Williams, 2013; Getz & Page, 2016; Soares et al., 2015). These aspects were defined as 

qualifying or emerging assets in the Portuguese tourism strategy, defined by the 

‘Government’ for 2027 (Turismo de Portugal, 2017). In this document the greatest 

challenges tourism will face, in Portugal, in the next decade are presented. Strategic 

markets for future investment are also defined, from which stand out Asia Pacific and 

 CR AVE α mín máx M SD 
R2 

F1 F2 F3 

Global scale - - .822 2.94 5.00 3.91 0.43    
F1- Services .792 .352 .786 1.57 5.00 3.62 0.61 - .176 .518 

F2 - Resources and 

attractions 
.738 .316 .748 2.43 5.00 4.11 0.49  - .462 

F3 - Accessibilities and 

infrastructures 
.442 .238 .583 2.33 5.00 4.09 0.57   

- 
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Brazil. The primary motivations for these markets to visit Portugal are precisely: 

gastronomy, shopping, and wellness. 

These tourists also highly appreciate quality accommodation. However, 

promotion services, as well as tourism information, are essential to make Portugal 

known as a tourism destination, as well as help tourists take the most out of their visit 

without wasting unnecessary time. Services are responsible for aggregating in an 

organized fashion all the activities tourists might, or not, be able to find on their own 

(Blasco et al., 2014; Bohlin et al., 2016). They also facilitate the combination of 

different activities that enrich the tourism experience (Booyens & Rogerson, 2016). 

They include tourism information services which are a fundamental tool for travel 

planning and in the divulgation of all the fundamental activities to the tourism activity. 

These are the ones that make it possible to know which products exist, as well as 

indicate how to access them. 

These results suggest that participants of this study are aware of the challenges 

proposed by the Government and that they share the same objectives. They also indicate 

that this can be a strategy to make Portugal a tourism destination different from the 

destinations of proximity and, therefore, competitive and attractive internationally. This 

combination of interests and objectives between the public and private sectors, 

regarding the 'services' is a positive sign in the development of tourism in Portugal. And 

it can be one of the most important differentiating assets in the organization of quality 

and competitive tourism. 

There is also an association between item 19. 'It is distinguished by the quality of 

its gastronomy' and item 15. ‘It is distinguished by having things new and different from 

the nearest tourist destinations.’ This result suggests that one of the distinguishing assets 

of tourism attractiveness in Portugal is its gastronomy. This is one of the products that 

can contribute to increase the competitiveness of this destination in relation to 

destinations of proximity. 

The high ratio of factor 1 'Services' to factor 3 'Accessibilities and 

infrastructures' reinforces what was said earlier. Without getting the tourists to the 

destination there is no tourism. Access to activities is key. There are many activities that 

are quite attractive, but the difficulties associated with travel are so many that they make 

tourists give up (Gretzel, Hwang & Fesenmaier, 2012; Pearce & Schänzel, 2013). 

Access is key to exploring the attractions. These are the ideas that stand out in factor 3 
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('Accessibilities and infrastructures'). It also appears that at the level of connections, 

rather than road networks, are the good accessibility of airports that contribute most to 

the quality and competitiveness of destinations. This assertion is supported by the low 

correlation between items 21. 'It has good road access' and factor 3, meaning that this 

item contributes little to the explanation of this construct (see Figure 1). In summary, 

tourism infrastructures and airways are the most important elements in attractiveness of 

the tourism product at the international level because they allow tourists to reach the 

destination and increase their stay rate (Brouder & Ioannides, 2014, Leiper, 1979, 2000, 

2004). In other words, it is the infrastructures and attractions that allow carrying out a 

set of activities that fix the tourists in the territories. 

Factor 3 ('Accessibilities and infrastructures') reflects what has been defended by 

Turismo de Portugal, regarding the goals that tourism has already reached, at national 

level. The diversity of the offer and the freedom to travel within the destination has been 

accompanied by the increase of the air accessibilities. These are also the conditions that 

the Portuguese municipalities defend as central to the development of tourism at the 

local level, especially in inland tourism. And these are the necessary requirements to 

stimulate the creation of competitive and quality tourism products, in the opinion of the 

Guardianship and the local agents. 

Finally, we need to address the content reflected by factor 2 ('Resources and 

attractions'). The tourism experience depends on the type and combination of activities 

experienced. As well as, the selected activities are adequate to the profile, tastes, 

motivations and age of the tourists, among others (Badulescu, et al., 2016). The 

differentiation of products is an added value in the experience of unforgettable tourism 

experiences, because it is different from everything that people have ever lived. The 

richness and diversity of natural and cultural resources ensure the attractiveness of 

tourists as long as they are transformed into competitive tourism products (Bernabé & 

Hernández, 2016). Hence, it is extremely important to reflect local traditions on local 

traditions and customs in entertainment activities.   Innovation in tourism products from 

endogenous resources adds value and competitive capacity to destinations (Bohlin et al., 

2016; Sanz-Ibáñez & Clavé, 2016). It is also this strategy that emphasizes the 

differentiating characteristics of the territories and contributes to increase their 

attractiveness (Badulescu et al., 2016; Booyens & Rogerson, 2015, 2016; De Noni et al., 

2014; Rovira, 2016). It is also worth mentioning that 'having a good climate' (item 5) 
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and 'variety of landscape observation points' (item 23) were also considered by the 

respondents as attractive assets, around which the Portuguese tourism products should 

be structured. However, attention is drawn to the fact that item 5. 'It has a good climate' 

is what least contributes to explain Factor 2 ('Resources and attractions'). 

The correlation between factors 2 (‘Resources and attractions’) and 3 

(‘Accessibilities and infrastructures’) has been explained previously. It’s important to 

have resources, but even more important is for these to inspire the design of tourism 

products able to translate the culture and traditions. It’s fundamental to have 

infrastructure that supports and stimulates product innovation, promotion and 

commercialization. It is equally fundamental to get tourists to destinations. 

 

7. Conclusion 

 

The premises that facilitate the attractiveness and competitiveness of tourism 

products, defended by the authors of the specialty identified in these results are verified 

(Bernabé & Hernández, 2016; Bohlin et al., 2016; Ferdinand & Williams, 2013; Getz & 

Page, 2016; Rovira, 2016; Timothy et al., 2016; Wieckowski & Cerić, 2013). Cultural 

and natural wealth, variety of attractions and entertainment associated with 

infrastructure and connections are the factors that Portuguese counties value the most so 

that products differentiate from one another and maintain the level of quality expected 

by tourists. Once again, the coherence between ‘Government’ and local entities is 

observed, when it comes to development of tourism products in Portugal, because the 

results analysed here show that local leaders are aware of the tourism potential of the 

country. It also shows that these actors value what converges the most to: (i) 

differentiation of tourism destination and its competitiveness; (ii) association between 

product quality and the authenticity of the tourism experience; (iii) the necessity to 

invest in infrastructure; and (iv) the consolidation of air ways and airports expansion to 

facilitate the arrival of tourists to destinations. These points are expressed in the 

Governments’ strategy for tourism in Portugal until 2027 (Turismo de Portugal, 2017) 

and are part of the speech of local public decision makers, such as shown by the results. 

Attention is drawn to some frailties of this measuring instrument, which leads 

us, in future studies, to rethink the contribution of each item to the studied instrument, 

following the recommendations of DeVellis (2012) e Netemeyer et al. (2003). We’re 
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referring to the internal consistency coefficient of factor 3 (‘Accessibilities and 

infrastructures’) and to the value of intercorrelations of items 5 (‘It has a good climate’) 

and 21 (‘It has good road access’). These results suggest the need for further studies that 

allow the improvement of some adjustment indexes obtained in the confirmatory 

factorial analysis. However, this theme’s importance and the fact that the items 

constituting the three factors represent what is defended by the Portuguese Government 

as being the Portuguese tourism strategy for the next decade, when it comes to 

developing products, led to further reflection on this data, not excluding any of the 

items that the round factor solution retained. The association verified between items 19 

('It is distinguished by the quality of its gastronomy’) and 16 (‘It has quality food’) 

suggests some semantical redundancy between these two questions, indicating that this 

instrument may improve with the suppression of one of them. Future studies based on 

the application of the subscale to other contexts may contribute to a better explanation 

of this result. 

For the above reasons, the longitudinal application of the proposed instrument is 

suggested, as well as in other international contexts to make comparative analyses and 

to establish temporal evolutions or similarities and differences between countries. In 

addition, it is essential to deepen the knowledge in this area, imposing the continuation 

of the study of this theme and the other dimensions of quality that make up this scale, 

namely: development, economics, human resources and marketing. 
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