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ABSTRACT

TOURISTS’ DESTINATION IMAGES AND HOLIDAY CHOICE: WITH 

SPECIAL REFERENCE TO THE MARKETING OF MALLORCA, SPAIN. 

Douglas M Gyte (B.Ed.Hons.)(Univ.Nottm.)

This thesis focuses on the development of tourists’ destination images, image change 
and the effect of image on holiday choice by both ideographic and cognitive approaches 
in complementary roles. Ideographic pilot studies support simple methods of analysis 
(Chapters 2 and 3). Ideographic image analysis of tourist destinations is conducted on 
two levels by consensus repertory grid of the constructs most important in affecting 
choice (Chapter 4). Tourists’ images of Mallorca are compared to those of eight other 
destinations. Secondly the images of Mallorca of visitors before and after their holiday 
are monitored.

In Chapters 5 and 6 quantitative and qualitative approaches are applied to image, 
determinants of initial choice of destination and the effect of holiday experience on 
image and on future holiday choice. It is argued that the commonly accepted research 
approach of qualitative research preceding quantitative may be reversed. Qualitative 
analysis gains deeper insights into possibilities suggested by the results of quantitative 
analysis of the survey data.

Mallorca had a relatively positive image on constructs important to package tourists. 
This partly explained the strong pattern of repeat visits. General conclusions were that 
images of destinations (particularly of security) were important in affecting the holiday 
choice of tourists. These were more likely to be affected by social contact than formal 
image sources such as brochures. Accommodation was the most important factor likely 
to influence image and choice. Post holiday images tended to be more positive for all 
tourists, however those on first-choice holidays and in first-choice resorts tended to 
have more positive images both before and after their holiday. Both simple stereotype 
and complex images were influential in affecting destination choice.
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INTRODUCTION

The main theme of this thesis is to investigate the images tourists’ have of holiday 

destinations and how these images influence holiday choice. In structuring the 

investigation of this theme it became clear that many supplementary themes needed to 

be considered to shed some light on the link between the destination image and choice 

aspects of the holiday decision-making process. These various themes will be reviewed 

by presenting the overall structure for the thesis. It will be clear from the title of the 

thesis that aspects of the whole holiday decision-making process of potential tourists 

will have to be considered. For example when discussing tourists’ images of 

destination it is essential not only to identify what these images might be, but also how 

did they develop, how do they change, how do they actually affect holiday choice ? In 

order to attempt to answer these questions the scope of the study includes those aspects 

of choice with specific reference to image.

Chapter 1 introduces the various literature on the subject of tourist image and also on 

holiday choice. There are many studies on these two themes but as will be made clear 

little work has been done on the actual link between image and choice. The complexity 

of the decision-making process is one possible reason for this. In addition the notion of 

tourist image is a nebulous concept for which there is no agreed definition. Studies 

have adopted various definitions and widely varying methods of research. Chapter 1 

commences with an introduction to the study of image of place within Geography. This 

is then linked to the more general framework of tourism studies. A framework for the 

research on tourist cognition of destination is proposed based on the model of the 

subjective factors affecting tourist behaviour (Mayo and Jarvis, 1982) and the 

distinction between designative and appraisive images (Pocock and Hudson, 1978),

The study of tourist image is reviewed from an interdisciplinary perspective broadly 

split into ideographic and cognitive image studies (Lew, 1987). Ideographic studies 

relate mainly to destination attributes. Cognitive studies relate to studies of motivation 

(image attribution), image fonnation, tourist experience of place (image change), image 

and choice and holiday satisfaction and holiday choice. In the final section of Chapter 1



the various approaches that have been used within tourism studies are reviewed and a 

research strategy for the thesis is proposed. It is suggested that a variety of approaches 

are used which will be complementary; a structure that incorporates both positivistic 

and humanistic methodologies is proposed. Both quantitative and qualitative 

approaches are used, although it is argued that quantification is not synonymous with 

positivism, it also has a role to play in humanistic approaches.

Chapters 2 and 3 contain details of pilot studies that were undertaken to consider how to 

investigate tourists’ images. In Chapter 2 means of measuring and monitoring tourists’ 

images are investigated. Possible indicators of image are formulated and experimented 

with by means of a before and after study of students’ images of Tunisia. It is proposed 

that simple numerical-graphical measures of image can be effective without immediate 

recourse to complex statistical techniques. The underlying theoretical issues are 

discussed and the techniques evaluated. In Chapter 3 the relevance of Personal 

Construct Theory and the Repertory Grid Interview to the investigation of tourist 

images is considered. Simple methods of analysis are considered further by pilot study 

of the before and after images of two groups of students of three destinations. A 

consensus grid of bi-polar adjectives (constructs) directly relevant to tourist image and 

holiday choice is formulated from interviews with tourists in Mallorca, Spain. The 

methods developed from these pilot studies are evaluated and a research strategy for 

their implementation is proposed for study with tourists in Mallorca and potential 

tourists in Britain. (Chapter 4). Whilst both these chapters recount pilot studies it is 

essential that they are included within the main text of the thesis because they form the 

basis for the research that follows in Chapters 4, 5, and 6. Within each Chapters 2 and 3 

the approaches used in the thesis are explained and justified and the underlying 

theoretical issues discussed. However the reader interested in the substantive results of 

research of the image of Mallorca could commence at Chapter 4 and refer back to 

Chapters 2 and 3 to answer questions regarding methodology for the measuring and 

monitoring of image. It should also be pointed out that because a variety of approaches



have been taken that each chapter has separate sections on the sample, method and 

analysis of the relevant data.

In Chapter 4 image studies are conducted with special reference to Mallorca, Spain. 

Mallorca was selected for the focus of image study because it is arguably the largest 

single destination region for British package tourists. In the British holiday market it 

has a high profile and tends to have a strong image, whether this is positive or negative. 

The image is not necessarily related to knowledge or experience of the destination.

This makes it an interesting example for the destination image case studies: these 

studies are undertaken on two levels. Firstly the images of Mallorca and eight other 

destinations of two groups of respondents (visited and not visited) are identified and 

compared. Secondly a detailed before and after image study of Mallorca is carried out 

with tourists who visited the island for a holiday. Some of the simple methods of 

analysis proposed in Chapters 2 and 3 are implemented and extended and the possible 

relevance of such methods are discussed. The results of the image analyses of Mallorca 

in relation to the management of tourism on the island are discussed: Up to this point 

emphasis is on the identification of the structure of image and the monitoring of image 

change between various groups of actual tourists and potential tourists. The link to 

actual holiday choice is made by inference. The consensus repertory grid formulated in 

Chapter 3 and used extensively in Chapter 4 consists of the most relevant (salient) bi

polar descriptions (constructs) of those aspects of destination image most likely to affect 

tourists’ destination choice. In Chapters 5 and 6 the link between destination image and 

choice is investigated more thoroughly.

Chapter 5 is based on research with 387 tourists on holiday in Mallorca during May 

1988. The structure of the investigation can be summarized thus:

(a) Tourists’ initial reasons for choice of Mallorca for their holiday.

(b) Sources of information, destination image formation and choice.

(c) Tourists’ experience of Mallorca and image change.

(d) The effects of tourists experience on image and on future holiday choice.



These themes axe investigated by means of both open and structured methods. 

Discussion of the findings considers their significance to the marketing and 

management of the image of Mallorca.

An attempt is made in Chapter 6 to link tourists’ images of Mallorca and holiday choice 

and to investigate the same themes as in Chapter 5 listed above. In Chapter 5 a more 

quantitative approach is taken to research of these themes, in contrast Chapter 6 is based 

on qualitative data based upon interviews with travel representatives in Mallorca. By 

researching similar themes through different approaches it is aimed to gain deeper 

insights into the link between image and choice. Statistical analysis of data undertaken 

in Chapter 5 is useful in that relationships between aspects of holiday image, experience 

and choice can be described in the language of probability. However whilst this may be 

desirable for some purposes, in other ways it is a rather superficial description that does 

not suggest actual explanations why such choice patterns occur. The qualitative data in 

Chapter 6 and the accompanying analysis, it is argued, are an invaluable counterpoint to 

the insights gained in Chapter 5. Whilst both chapters stand in their own right, together 

they give a greater depth of analysis than individually.

An overview of the findings of the thesis and how these relate to the existing literature 

reviewed in Chapter 1 is given in Chapter 7. The suggestions for the relevance of the 

findings to the marketing of destinations are drawn together. In conclusion the 

implications of the major findings are considered and suggestions for future research are 

made.

The system for the highlighting of text throughout this thesis is fully explained in 

Appendix 0.3. The reader is advised to consult this in order to clarify the general 

approach that has been taken.



CHAPTER 1

REVIEW OF LITERATURE AND RESEARCH METHODOLOGY

So where should I  go? It was just a question of getting there. France?
Italy? Greece? I  knew nothing at all about any o f them, they were just 
names with vaguely operatic flavours. I  knew no languages either, so felt I  
could arrive new-born wherever I  chose to go. Then I  remembered that 
somewhere or other I' d picked up a phrase in Spanish for  'will you please 
give me a glass o f water* and it wets probably this rudimentary bit o f lifeline 
that finally made up my mind. I  decided Vdgo to Spain.
(Laurie Lee - As I Waiked Out One Summer’s Morning, p 42-3).

1*1 Introduction.

It was stated in the preceding introduction to the thesis that the main aims were to 

structure the investigation around the identification of tourists’ images of destinations 

and how these images affect holiday choice. One of the main problems of reviewing 

the relevant literature on this subject is the variety of material available. The study of 

image by Geographers reflects the fact that it has been the focus of study across all 

social sciences. Many perspectives within disciplines such asPsychology, Geography or 

Sociology have been used to discuss and investigate the notion of image all of which 

could inform this review. General theories and definitions of image within such 

disciplines have direct relevance to the discussion of tourists’ images of destinations. 

Clearly any attempt to present a co-ordinated account of all possible relevant 

information on the notion of image would be beyond the scope of this thesis. However 

an attempt will be made to illustrate some of the diversity of views on image by 

drawing into the discussion illustrative material from various social sciences.

During the research for this thesis a wide variety of source materials were consulted. 

Initial literature review concentrated on the research of place image and environmental 

perception studies within a Geographical context. The additional focus on the link with 

holiday choice also drew in material from market research, travel trade papers and 

journals and the academic tourism literature. Geographical material will be discussed 

within the general literature review along with relevant material from all other sources.



However, initially it is useful to briefly discuss the evolution of the study of image of 

place in Geography.

1.2 Geography and the study of image of place.

1.2.1 Introduction

Relph (1976) points out that "geographers have frequently held that place is central to 

their discipline." He argues that the issues raised by place image studies have much 

wider relevance than the discipline of Geography. This not only illustrates the 

relevance of geography to the study of the image of place but also that such study is 

inevitably multi-disciplinary (Gold, 1980). The study of image of place can be situated 

in the behavioural geography that began to emerge during the late 1960’s. Behavioural 

geography is a generalised term to describe the many studies that took account of 

"human subjects as thinking beings whose actions are mediated by cognitive processes" 

(Gold 1980, p 6). It is not a unified coherent perspective or methodology and describes 

"an approach and an outlook rather than specific subject matter" (p 5) and "that part of 

geography....where explanation of spatial patterns of behaviour is sought primarily in 

cognitive processes that underpinned that behaviour" (p 4). It developed from the 

increasing dissatisfaction many geographers felt for the so called ’quantitative 

revolution’ in Geography. Harvey (1968) summarised one of the main trends of this 

’revolution’;

"a growing number of geographers are willing to examine the phenomena of 
human geography as //they could be understood in terms of universal 
laws." (p 109)

The shift in human geography towards model building and the seeking of ’universal 

laws’ denied or minimized the influence of individual, subjective factors in explaining 

human behaviour. For exponents of this approach this was the precise aim; to ignore 

this ’variable’ in favour of the abstraction of trends from larger data set, the ’subjective 

factor’ was largely discounted in these circumstances. Whilst there may be 

circumstances where such an approach may be desirable, for many, the shift went too 

far. Clearly the subjective factor could not be discounted so easily and is crucial in 

explaining many people-environment relationships. Behavioural geography does not



preclude quantification as illustrated by many of the studies in seminal texts, such as 

Downs and Stea (1973) and Golledge and Rushton (1976). However, it does permit the 

collection and analysis of data on individuals own perceptions cognitions of place. 

Useful summaries of geographical research of image and behaviour are given by 

Walmsley and Lewis (1984), and Gold (1980). Within geography there is a spectrum of 

approaches related to environmental psychology (Spencer and Blades, 1986) and 

cognitive psychology (Lloyd, 1982) to more humanistic approaches such as Relph 

(1976), Buttimer and Seamon (1980) or Burgess and Gold (1985).

Gold and Goodey (1984) observe the "growing division between the positivist and 

humanist wings of behavioural geography" (p 546). Johnston (1987) goes so far as to 

identify behaviouralism with behaviourism and positivism in opposition to humanistic 

approaches (p 169). The original dichotomy between behaviourist and behaviouralist 

was that the former investigate only stimulus-response, the latter include expressed 

subjective judgements of stimuli as ’intervening variables* in models of behaviour. 

Johnston relocates behaviouralism back to its behaviourist roots by observing the 

unifying positivist assumptions and that the modelling of behaviour will reveal 

"generalizations and theories". He summarizes humanistic approaches as "treating the 

person as an individual". However, because humanistic approaches do not seek 

universal laws or principles this does not mean that they do not seek generalisations that 

have relevance beyond the particular study. The contrast may be that generalisations 

from humanistic approaches cannot be said to be absolute in the sense usually applied to 

laws in the physical sciences, but may have a general significance relative to certain 

groups for a period of time. The notion of change, of interaction of the individual and 

the environment can much more easily be accommodated within such a framework. (It 

should be observed that even laws in the physical sciences are subject to change and 

should not really be regarded as absolute). The approach used in this thesis will be a 

predominantly humanistic one in accordance with the overall approach concentrating on 

individual cognition as the basic focus of study.



Research of place image has been reviewed simply as part of general environmental 

perception studies (Saarinen and Sell, 1981 : Saarinen et al 1982) or behavioural and 

perceptual geography (Gold and Goodey, 1983, 1984). Saarinen et al 1982 identify 

studies of image of place as part of sense of place studies which they see as a unifying 

concept for behavioural geographers. For general reviews of geographical studies of 

place image the reader is referred to these articles. A few references will be selected 

from the literature to illustrate further the notion of place image with special reference 

to distant destinations. With regard to tourist image of destinations, three main areas of 

research may be seen as relevant:

(a) References of general relevance to the relationship of people to environment directly 

relevant to tourist cognition and experience of place.

(b) Image studies of specific places.

(c) Studies of tourist image of place.

1.2.2 Geography and the images of "far places".

The concept of image as an intermediary between environment and behaviour in 

geography Gold (1982) points out is derived primarily from the work of Boulding 

(1956). Boulding suggested that oyer time "individuals develop mental impression of 

the world (images) through their everyday contacts with the environment" (Gold, 1982 

p 38). Goodey (1974) draws attention to the fact that people are "made aware of distant 

places through contact with the printed, spoken and photographic media" (p 7) and 

through such sources will develop images of ’far places’ that they have not visited. 

Pocock (1973) suggests a model to illustrate how an individual may interact with the 

environment to create their mental image of destinations (Figure 1.1). It should be 

recognised that image is only one factor amongst many influencing behaviour, this is 

useful because it illustrates that image is dynamic and moderated by the individual’s 

own value system. It is dynamic in the sense that action leads to new experiences and 

modifications or reinforcement of previously held ’beliefs’. Tourists may have images 

of destinations but experience may lead to changes in attitude to places. Also, their own
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value systems which reflect their motivations for, and attitude towards holidays in 

general, will affect their judgements concerning the ’desirability’ of places.

The interpretation of the environment by individuals clearly relates to their experience 

of it. Changes in attitudes towards holidays resulting from experiences of particular 

places may have more global consequence affecting images of places in general. For 

example at a simple level, a bad experience of ’far places’ for a holiday may deter an 

individual from repeating a ’far place’ holiday. Images of all ’far places’ may be 

negatively affected with this extreme, but not uncommon reaction.

Work on subjective experience and interpretation of people-environment interaction has 

been carried out by many geographers (Relph, 1976, 1981 ; Buttimer and Seaman, 1980 

; Goodey, 1974 ; Gold and Burgess, 1982 ; Burgess, 1986). Burgess and Gold (1985) 

review issues relevant to the media and transmission of image of place. The role of 

televisions’ influence on images of distant places is discussed by Gould and Lyew-Ayee 

(1985) and Burgess (1987). Dilly (1977) considered the impact of sources such as 

National Tourist Office brochures on the image of destinations. The relevance of such 

research to destination images will be discussed later within a more general framework 

of tourism studies that will be developed. It is relevant at this point to discuss some 

specific "far place" image studies undertaken by geographers.

1.2.3 "Far place" image studies.

Much of the research on "far place" has concentrated on "mental maps" research.

Gould (1973) points out that psychologists concern with the mechanisms of 

’perception’ led to a neglect in their investigation of mental images of geographic space 

(p 185). He suggests that an understanding of issues such as residential location 

decisions in the U.S. A could be understood by the research of preferential mental maps 

of the U.S.A. Much of mental maps research has concentrated on the development of 

mental maps (Hart and Moore, 1973) Urban images (Lynch, 1960 ; Burgess, 1978 ; 

Briggs, 1973 ; Francescato, 1973 ‘ Orleans, 1973 ; Sarre, 1971 ; Hansen, 1976 ; Ewing,



1973) or regional images (Cox and Zimmerman, 1973 ; Simmons and Young, 1968 ; 

Gould, 1973 ; Gould and White, 1968 ; Vance, 1972 ; Coyne, 1974).

Image studies at a global level i.e. of other countries has been given much less attention 

compared to urban and regional image Cook and Young (1974) Goodey (1971) and 

Saarinen (1973) studied students’ images of the world. Gould (1973) considered 

Europeans’ view of Europe.

1.2.4 Geography and the study of tourists’ images.

It was observed in the previous section that relatively few studies have specifically set 

out to establish images of countries. It is also true that relatively few geographers have 

specifically studied tourists images of destinations and tourists experience of place. 

Possibly the most influential contribution by geographers reviewed later in Section

1.7.4.2 is that of Britton (1979) who discussed the image of the Third World to tourists. 

He emphasises that negative images of Third World countries creates great resistance to 

the promotion of tourism.

Duncan (1979) proposed a general framework from a symbolic interactionist 

perspective which offers potential value in gaining deep insights into the tourist 

experience and images tourists hold of destination. Kent (1987) attempts to implement 

this approach to tourists’ destination images and holiday choice of potential tourists. 

Mansfeld (1987, 1988) applies a more psychological decision theory approach to 

holiday image and choice. He links the information required by tourists and that 

provided by national tourism agencies. These studies however are not destination 

specific but aim to identify the social mechanisms that operate within the image-choice 

link.

A study by Potter and Coshall (1988) of perceptions of regions in Barbados, whilst 

appearing in the tourism literature as a study of tourists’ images, is in fact based on 

research of perceptions of regions in Barbados by residents. As already discussed a 

great deal of work has been undertaken by geographers on environmental perception,



images and experience of the environment. However, whilst much of this work is 

relevant to the discussion of tourists’ images of destinations, few studies by geographers 

have specifically concentrated on tourist image.Notable new geographical work 

includes Stabler’s (1988) study of the image of resorts of the Languedoc-Roussillon 

region of France and the consideration of image and marketing by Ashworth and 

Goodall (1988). It is proposed, therefore, to now review the full body of relevant 

literature within a more general framework of tourism studies.

1.3 Tourism studies and tourist images.

1.3.1 Introduction

After locating place image in a tourism context tourist image will be defined. The 

possible subjective factors affecting image arid choice will be introduced by discussion 

of the model proposed by Mayo and Jarvis (1982). This model will be supplemented by 

aspects of the Pocock model introduced in Section 1.2.2 to form a framework for the 

proposed research for the thesis. This will be followed by a full literature review of 

tourist image research

1.3.2 The importance of destination image to tourism.

The World Tourist Organisation estimate that 279 million international travellers spent 

$95 billion in 1984; this is likely to be a conservative estimate. It is also estimated that 

it is the second largest item of world trade, surpassed only by oil (I.T.Q. 1979). Naylon 

(1967) argued that, in the case of Spain, tourism could be classed as the major industry. 

Spain hosts over 42.9 million visitors a year, i.e. 5 million more than the indigenous 

population in 1982. (Salmon 1986, p 20).

It is interesting to consider the object of sale, a holiday, and the means of selling it. In 

the absence of actual previous visits to a place, one of the things that the travel trade is 

selling is "an image of place". Unlike most purchases the customer must make the 

purchasing decision without actually being able to see or to evaluate the item prior to 

purchase, thus the image becomes more crucial than with other forms of consumer



marketing. The fact that image of place is important is reflected by the vast amount of 

money spent on promotion of holidays in the U.K., an estimated £120 million in 1983 

(Kemp 1983). There is an awareness on the part of the promoters of destinations that 

the image that is presented to the outside world is important. Carlos Pedrazuela, 

President of the Tourist Promotion Board of the Costa del Sol, said that in 1988:

"500 million pesetas is being spent trying to change the image of 
Torremolinos. The image people have got is one of just buildings and 
buildings. We are trying to improve the image and we are going to have 
some campaigns. It’s an image problem." (Ellegard 1987)

1.3.3 Defining a Tourist Image

The Oxford English Dictionary (1971) defines one sense of image as:

"To form a mental image of: to conceive, devise plan..an object of 
perception or thought, to imagine, picture in the mind, represent to oneself 
..A representation in the imagination or memory."

It can be seen from this definition that there are components of both the previously 

experienced and the anticipatory (imagined). When considering place as "an object of 

perception", it can be seen how places can be said to have "an image", i.e. certain 

attributes come to be associated with place.

With reference to definitions of image, from psychology it can be illustrated how image

of place may operate in decision-making:

"Image: a revised sense experience, in the absence of the sensory 
stimulation.
( i) Composite image - i.e. based on a number of sensory experiences of 
the same or similar objects.
( ii) Generic image - i.e. capable of representing any one of a class of 
objects.
(iii) Hallucinatory image- i.e. one with temporary perceptual character.
( iv) Optical image - i.e. focused on the retina by the lens system of the 
eye."

(Drever 1978, p 129)
i 1

The two senses particularly relevant to tourists images are the generic, i.e. where one 

place may be linked to another because, rightly or wrongly, it is perceived as similar, 

and the composite i.e. image based on previous holiday experience.



A definition of imagination, which is used when thinking about a destination, is useful

in that it highlights a further important point: the comparative importance of ’self’ and

’other’ in forming an image of place.

"The constructive, though not necessarily creative, employment of past 
perceptual experience at the ideational level, which is not in its totality a 
reproduction of material derived from past experience: such construction is 
either:
(a) creative - self initiated and self organised.
(b) imitative - when following a construction initiated and organised by 
another"
(Drever, 1979, p 130)

Creative image would be that related to a tourists’ own experiences and value system 

and imitative image would be that constructed around the images of others and from 

publicity material i.e. media, books, magazines etc.

Crompton (1978) defines tourist image as:

"The sum of all those emotional, aesthetic qualities such as experiences, 
beliefs, ideas, recollections and impressions that a person has of a 
destination"

The definition reflects the predominant subjectivity of image. Whilst part of the image 

may include some factual knowledge, the individual characteristics of potential tourists 

is of greater importance, i.e. how the perceived characteristics of a destination are 

interpreted.

1.4 A framework for factors influencing tourists’ images and holiday choice.

In the context of this thesis these subjective factors are clearly relevant to the role of

destination image in holiday choice. In order to investigate image and its role in choice,

consideration of how these factors actually operate in influencing individual

interpretation of image will be necessary. Mayo and Jarvis (1981) apply psychological

theory to leisure travel and identify categories that help to clarify understanding of how

travel decision-making may be influenced by individual psychological characteristics.

(Figure 1.2). They define their terms thus :

"Perception : the process by which an individual selects, 
organises, and interprets information to 
create a meaningful picture of the world.
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Learning : changes in an individual’s behaviour based on 
his experiences.

Personality: refers to the patterns of behaviour displayed 
by an individual, and to the mental

structures that relate experience and 
behaviour in an orderly way.

Motives : Internal organising forces that direct a
person’s behavior toward the achievement of 
personal goals. \

Attitudes : Knowledge and positive and negative feelings 
about an object, an event, or another 

person." (p. 19)

They acknowledge that these "internal influences" do not operate in a vacuum, thus they 

also identify four major social influences:

(a) Role and family influences.

(b) Preference groups.

(c) Social class.

(d) Culture and sub-culture.

The term perception as used in the psychological framework is a little confusing and is 

indeed one that is often used loosely (Walmsley and Lewis 1984, p. 64). In psychology, 

perception strictly refers to the physiological function of the reception of external 

stimuli by the sense receptors the eyes,ears nose etc.. Mayo and Jarvis include the 

selection, organisation and interpretation of information in their definition of 

perception. A more accurate term for this is cognition which Drever (1978) defines as 

"a general term covering all the various ways of knowing - perceiving, remembering, 

imagining, conceiving, judging,reasoning". It is clear from this definition that there is 

thus a great deal of overlap between these "internal processes". Drever’s five categories 

form a useful model to make sense of how tourists view destination images, aspects of 

all of these are relevant to the decision making process and will be related to the 

structure of the thesis.

The lack of clearly delineated boundaries between areas of research relevant to tourists’ 

images is a source of potential confusion when discussing the studies carried out. These 

studies originate from a wide range of sources and many theoretical and methodological 

approaches are used. Pocock and Hudson (1978) propose a useful distinction that may
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be used to help to categorize the themes studied in this thesis. They propose two main 

sorts of image : Designative and Appraisive. Designative images are those that 

individuals have of the relative location and direction of places (Lynch, 1960). 

Appraisive images are those aspects of image relating to the meanings evoked by 

places. Walmsley and Lewis (1978) suggest appraisive images are more important in 

explaining behaviour than designative images. The majority of the studies of tourist 

image of destination relate to appraisive images. Pocock and Hudson identify two 

components. The evaluative, concerned with the expression of opinion and the 

affective, concerned with the specification of a preference. The distinction between 

these two components of the appraisive image can be related to the categories proposed 

by Mayo and Jarvis ( T a b le  1.1). This framework draws out some of the similarities 

between the categories. For example, both perception and attitudes focus on the 

individual’s image of a destination. On the one hand this image can be more evaluative 

and describe attitudes towards destinations, on the other more affective and describe 

preference between destinations.

Mayo and Jarvis suggest that there is a close link between attitude and preference, if not 

with actual choice (p 189).

Within the framework proposed in Figure 1.3 a distinction is made between attitude, 

preference and choice (behaviour). Acjzen and Fishbein (1980) suggest that by 

focussing on individual attitudes towards purchasing products (affective) rather than 

simply attitude towards products (evaluative) a greater understanding of consumer 

choice is possible. Table 1.1(b) illustrates that the research for this thesis will focus on 

both the evaluative and affective components of image. By investigating both aspects 

of image the link between image and choice can be considered more closely.

1.5 A framework for tourist image research

Lew (1987) situates tourist image research within the more general term tourist 

attraction and proposes a framework for tourist attraction research. He proposes three 

main perspectives:-



Table 1.1 Structure for factors influencing image of destination
(Based on Mayo and Jarvis, 1982, and Pocock and Hudson, 1976)

Appraisive image
(a)
Evaluative
(opinion)

Affective 
(reference)

(b)
Evaluative Affective

Perception Image 
profile: 
opinion 
of
destinations

Image
profile
preferences
between
destinations

Image
profiles
of
destination
attributes

Reasons
for
preference
for
Mallorca

Attitudes Knowledge of 
attitudes 
towards 
destinations

Preferences
between
destinations

(Chapter 4) (Chapter 5)

Learning Changes of 
opinion

Changes in 
preferences

Before and 
After
Studies of
Tunisia
and
Mallorca 
(Chapters 
2 and 4)

Effect of
holiday
experience
on future
holiday
intentions
(Chapter 5)

Personality Description 
of patterns 
of (holiday) 
behaviour

Description
of
preference 
patterns 
of (holiday) 
behaviour 
(activities)

Description
of
destinations 
by tourist 
type, links 
to self- 
image
(Chapter 6)

Preference 
between 
destinations 
by resort 
'type 1

(Chapter 6)

Motives Description 
of various 
types of 
motivations 
for
holidays

Description
of
preferences
between
motivations

Repertory 
grid of 
constructs 
(attributes) 
relevant to 
holiday 
choice 
(Chapter 3)

Summary of 
preference 
for
destination
attributes

(Chapter 4)
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(a) Ideographic : definition and description of attraction types.

(b) Organisational: focus on spatial, capacity and temporal nature.

(c) Cognitive : perception and experience of tourist attractions by different 

groups.

He suggests that such a framework can be applied to past research to:

"..highlight the decisions which the researcher makes in formulating the 
research design. It also allows a better understanding of the relationship 
between different studies and of the utility of a single study within the 
context of the three perspectives." (p. 53)

He points out that each perspective has its own strengths and weaknesses. The

ideographic, characterised by detailed descriptive categories is weak on giving insights

into actual experience of places. Cognitive studies do not address the "complementary

and competitive nature of specific attractions." This may seem a tautology because this

is precisely the basis on which they are categorized. However the point is well made

that these ’shortcomings’ are acceptable within the "context of the research objectives

of each approach, so long as they are recognised as such" (p.563). It is clear that many

studies, whilst concentrating on one of these perspectives, often include elements of

others. Thus largely ideographic studies, such as that by Crompton (1979), also contain

statements relating to the cognitive/perception perspective. Such cross-perspective

approaches will be noted, although studies will be categorized by the perspective or

research approach that is predominant. No image studies were designated as

predominantly organisational thus studies are categorized as either ideographic or

cognitive. Several sub-divisions within each category will be created to structure the

literature review.

1.6 The study of tourist images : the ideographic perspective

1.6.1 Introduction

The studies that may be classified as ideographic in emphasis will be reviewed in a 

series of sub-sections that will highlight the various emphases on particular aspects of 

image that authors have taken. The studies selected will be used to illustrate authors’ 

views on the nature of image. The intention is to present sufficient material to provide a



context for the research undertaken for this thesis. An attempt will be made to highlight 

those studies most relevant during the formation of the structure of the thesis.

1.6.2 Attribute specific image studies

Lew (1987) cites work such as Pizam et al (1978), Ritchie and Zins (1978) and 

Goodrich (1977) as typical ideographic research. What they also have in common is 

that the emphasis is more on the relevance of destination attributes to tourists in a 

general sense rather than on the image of particular destinations. Goodrich (1977) 

identified 11 "touristic benefits" sought by a group of International travellers from the 

U.S.A to nine destinations in the U.S.A and the Caribbean. He identified three "clusters 

of benefits” important to tourists. The most important group was "scenic beauty" 

followed by "pleasant attitudes" (of the local people), and "suitable accommodations." 

The second group was "opportunity for rest and relaxation", "airfare cost", "cultural 

interests", "cuisine" and "water sports". The third least valued benefits were, 

"entertainment", "shopping", "facilities" and "golfing and tennis". He suggests that the 

identification of "benefit bundles" of particular client groups or indeed of particular 

destinations could assist in the design of marketing materials and the promotion of 

destinations to relevant client groups.

Ritchie and Zins (1978) considered how aspects of culture related to the attractiveness 

of tourism destination regions. The study was related to the cultural attractiveness of 

Quebec. The most important three factors factors influencing the attractiveness of 

tourism were: "natural beauty and climate", "cultural and social characteristics" and 

"attitudes towards tourists". It is noticeable that two of these closely match those 

factors included in the most important "benefit bundle" in the Goodrich study.

However it is difficult to compare many studies because of their differing 

methodologies and the lack of direct comparability between the attributes identified by 

researchers. In this instance Ritchie and Zins go on to analyse other socio-cultural 

elements within each of the general factors considered important within the tourist 

image of place, these were not addressed by Goodrich. Rating scores were averaged



across all respondents and presumed "a relatively homogeneous group with respect to 

their perceptions of the importance of tourism/cultural elements" (p.264). Analysis of 

the perceptions of respondents from different industry sectors, from different areas of 

expertise or from different levels of experience did not reveal any differences. This 

type of methodology has been used in Chapters 2 and 4 of this thesis.

A study of tourist satisfaction with a destination was conducted by Pizam et. al. (1978) 

who identified those attributes of destination deemed important after the holiday 

experience. By factor analysis they identified eight factors that they claimed were 

relevant to rural summer beach resort areas : "beach opportunities", "cost", 

"hospitality", "eating and drinking facilities", "accommodation", "campgrounds", 

"environment" and "commercialisation". By analysing destination in relation to these 

factors the causes of satisfaction/dissatisfaction could be identified and "rectified 

accordingly".

Others have attempted to identify destination attributes relevant to tourists. Mansfeld, 

(1988) studying foreign tourists in London, attempted to highlight the mismatch 

between destination attribute information in tourist literature and the information 

requirements of tourists. Davis and Stemquist (1987) with tourists in Traverse City, 

Michigan attempted to isolate attribute clusters relating to preference. Five tourist- 

attracting attributes were consistently placed highest within these clusters: "scenic 

beauty", "water sports", "rest and relaxation", "availability of suitable accommodation" 

and "pleasant attitudes of the people". They suggest that the attributes introduced by 

Goodrich (1977) "represent both inherent features of a tourist area as well as those 

(over) which the resort area has some control" (p.29).

However it is clear from the above discussion of image studies and those in the next 

section, that it is not desirable or necessary to fonnulate on ’ideal’ checklist of 

destination attributes that is applicable to all ’tourist destinations’ because there are 

many contrasts between resort areas and amongst potential clients.



It is argued in Chapter 3 that it is necessary to formulate specific sets of destination 

attributes for specific studies. It is undeniable that some attributes recur throughout 

image studies and possibly are "core" attributes to the holiday experience. However 

holiday experience is such a personal thing that it is difficult to think of any one 

attribute as ’absolute’ that ’should’ be included in a list of destinations attributes. All 

attributes are relative to the particular client group or resort areas which are being 

researched. Thus for this thesis a list of destination attributes is formulated by 

interviews with British package holiday tourists in Mallorca (Chapter 3).

Mayo and Jarvis (1981) suggest that vacation attributes may be perceived differently by 

members of different cultural groups (Figure 1.1). Cultural variations in perception of 

vacation attributes were considered by Richardson and Crompton (1988). They found 

differences between French and English Canadians and related these differences to 

culture (language); income and age differences between the groups exerted little 

influence. Generally they found that French Canadians viewed holidays ’at home’ i.e. 

in Canada more favourably than English Canadians. However both groups considered 

perceived holidays to be ’better in Canada’ than in the U.S.A.

Pyo et. al (1989) suggest that destination promotion should consider not simply

destination attributes but also tourist motivation. They point out that the link between

the two has been neglected because motivation is not seen as destination specific

(Crompton, 1979; Pearce, 1982). However they argue that motivation can in fact

explain attribute preference patterns of tourists and advocate the study of the link

between the two. The outcome of their study basically, is to suggest "types" of people

likely to have "types" of preferences for destination attributes. For example

"budget conscious people with kinship and relaxation motives...want a safe 
destination environment and good weather to travel....family oriented, 
health conscious people visit natural attractions".

The study is useful because they attempt to link destination image (attributes) to

possible destination choice by arguing that "since people act to satisfy their needs,

motivation is thought to be the ultimate force that governs behaviour". However they



acknowledge that since motivation is only one of many variables which explains "the 

tourist attraction attribute preference behaviour" other variables need to be considered. 

The research in this thesis will attempt to account for many factors, including 

motivations, and their effects on tourists’ image of destination in explaining travel 

behaviour.

The study by Pyo et. al. is cited here because it is ideographic, not destination specific, 

and also because of the attempt to link image to choice by the study of destination 

attributes to motivation. The link between image and choice has not been studied 

explicitly in many studies. It will be noted during the next sections where implicit 

statements are made regarding image and choice. Holiday choice studies are considered 

in more detail in Section 1.7.5.

1.6.3 Destination specific image studies

An early attempt to define regional images was also one of the few studies that have 

attempted to directly link image to choice (Mayo, 1973). He compared the destination 

attractiveness ratings of eight destination regions in the U.S.A. with an ’ideal’ 

destination defined by the "auto vacationer" respondents. The ideal region : "would

offer a great deal of scenery; it would not be congested and finally it would offer a

very comfortable climate" (p.216). He argues that tourists compare what is known 

about a destination to this "ideal". The ability of a destination to match to the ideal, 

makes it more likely to be the destination chosen. Their notion of the "ideal" 

destination can really be viewed as an indicator of individual motivations i.e. the 

attributes of a destination needed to satisfy an individuals subjective needs. The 

proposed link between image and choice is thus based as the study of Pyo et. al. (1989) 

on attributes and motivation.

Levens (1972) proposed the use of Repertory Grid for the analysis of tourist destination 

images. He attempted to identify the images of eight Mediterranean British package 

tour destinations. This was measured by the "conceptual distance" between each of the



countries. He defines this as "the number of times they are classed apart, divided by the 

total number of times they are compared" (p.33). It is an interesting study because of 

his use of factor and cluster analysis of image of destinations several years before 

similar studies started to appear in the mainstream tourism literature. The combinations 

of similar destinations and factors derived to describe them are not relevant here. 

However, one interesting secondary theme he pursued was the link between attitude and 

individual preferences. This related to a rating of the countries on a construct "for 

me/not for me." He found a correlation between preference and the assignation of 

characteristics to the various countries. However, the correlation was weak for one third 

of the sample, for whom preference was not linked to choice. They suggest that 

preference may be influenced "by considerations other than their perceptions of national 

image". It could also be that preference may link to consideration of the motivations 

and images of other people that may be involved in the decision-making process; this is 

discussed later in Section 1.7.3.

The research of Hunt (1971) is the work often referred to as the first in-depth image

study. In an image study of the U.S. Rocky Mountain states he defined state image as:

"the impressions that a person has about a state in which they do not 
reside...images are implied to mean the aggregate impressions of the public 
in general or any stratified segment thereof'.

This aggregate approach is typical of the ideographic study of image and is one used in

this thesis in Chapters 2, 3 and 4. This is in contrast to cognitive studies which

concentrate more on the subjective interpretation of the images and holiday experiences

of individuals discussed in Sections 1.7 and used in Chapter 6. Hunt (1971) linked the

image research literature that had previously concentrated on corporate, product and

brand image profiles to the notion of tourist image of destination. Wood (1964 p.99)

suggests that successful promotion of product is based as much on the product concept

as the physical characteristics of the product. Hunt proposed that precisely the same

was true of destinations for tourists. The image of place is as important as the reality of

the place in attracting tourists. Indeed in a sense image is more important because prior

to a first-time holiday at a destination it may only be judged through tourism literature



and socially transmitted opinions. In this sense tourism is a much less tangible 

’product’ and thus susceptible to strong image influence on consumers.

Hunt (1975) found that the state images did not always reflect reality 

Respondents were willing to evaluate the residents of these states in terms of political 

and attitudinal dimensions, along with climatic and landscape variables. Particularly in 

the case of Utah these images were often inaccurate. Although no attempt was made to 

link image to choice he did make recommendations for the creation of a favourable 

state image for non-coastal states. These recommendations were based on the image of 

Colarado which was expressed as most desirable by respondents. The omission of the 

image-choice link he saw as unfortunate and called for more research on the variables 

that influence choice of destination. It will become clear in this review that image 

studies have concentrated on the identification and measurement of image and 

continued to neglect this link.

A seminal study on comparative image analysis was that of Goodrich (1977). He 

studied the relative performance on ten attributes of nine destinations using multi

dimensional scaling (MDS), His study was similar to that of Anderssen and Colberg 

(1973). The use of MDS has also latterly be advocated by Fenton and Pearce (1988). 

This study contains a review of applications of MDS to tourism and related subjects.

1.6.4 Cross-cultural comparative image studies

Haahti (1986) used MDS to study the relative position of Finland with other European 

holiday destinations for four nationalities of respondents on 10 attributes. She attempts 

to link image and choice by identifying Finlands’ relative strengths and weaknesses in 

relation to primary competitors within particular market segments. Choice patterns are 

inferred (as in other studies) from expressed destination preference. Two choice 

dimensions "different experience" and "ease and economy" were identified. Finland 

performed well on the first dimension but poorly on the second for each group of 

respondents. The study is of particular interest because it highlights cross-cultural



differences of cognition of a set of destinations using a common set of attributes. Some 

attempt is made to link the attribute patterns of four European nationalities of potential 

tourists to preference between possible destinations and how their choice of destinations 

may be influenced by marketing.

Boerjan (1974)studied the destination attributes of the Belgian Coast compared to the 

English and Spanish coast with English tourists and to the German and Dutch coasts 

with Gennan tourists. He draws a distinction between attitude towards a product as an 

evaluation and the motivation to acquire it. The investigation included a qualitative 

stage in which attributes salient to the choice of a coastal resort were formulated by 

interviews with tourists. These were then used to establish the relative importance of 

each attribute to the respective English and Gennan samples and to make cross 

comparison of the coasts outlined above. The reactions were collected by semantic 

differential scales and analysed by arithmetic means, which will be discussed in Chapter 

2. By identifying the attributes salient to tourists’ choice he attempted to relate image 

and choice by analysis of their attitudes and preferences. The study is relevant because 

it is an early, effective attempt at simple analysis that allowed the image of a 

destination, which was the focus of study, to be compared to that of competitor 

destinations for contrasting national markets.

Morello (1983) suggests in his cross-cultural study that people’s attitudes toward 

destinations is highly related to their attitudes towards nations. Both the Dutch and 

Italian groups of respondents he studied showed high correlations on three dimensions 

of semantic differential, bi-polar adjectives. However the link to choice is only 

suggested because it is assumed "that attitudes are good predictors of behaviour". It has 

been argued by authors such as Boerjan (1973)and Acjzen and Fishbein (1975) that in 

fact choice is more likely to be related to preference for destinations and attitudes 

towards the actual taking of a holiday at a destination. A study by Wee et.al. (1986) of 

various national groups’ images of Singapore is discussed more fully in Section 1,6.5. 

However, it is relevant to note at this point that they found that visitors from more
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distant destinations had less favourable images than did respondents from nearer to the 

destination. The ability to generalise such findings from a single study is discussed in 

Section 1.6.5 in relation to work by Crompton (1979) who found the reverse to be the 

case.

Cross-cultural studies of travel trade attitudes to destinations have been made by 

Nyaruwata (1986) and McLellan and Foushee (1983). Nyaruwata investigated the 

image of Africa held by European tour operators (British, French, German and Swiss). 

He found a generally negative image of the African continent, the consequence of 

Which was a reluctance to promote destinations there. He identified particular image 

problems for Kenya, Malawi, Tanzania, Zaire and Zimbabwe. McLellan and Foushee 

researched negative images of the United States held by tour operators in Britain, 

France Canada,Japan, West Germany and Latin America. The tour operators were 

asked to indicate how they felt their clients perceived selected problems they might 

encounter when travelling in the U.S.A. Generally the greatest problem was seen to be 

"personal safety", however some cross-cultural differences in attitude were identified. 

The importance of these studies is the inference that researchers believe that the travel 

trades’ view of tourists’ perception of places is relevant to the study of image. There 

are two main reasons for this. Firstly the travel trade is expected to have, quite 

reasonably, a ’feel’ for their customers preferences and concerns. Secondly, they are 

themselves an important determinant in affecting tourists’ choice of destination; they 

choose to promote destinations based on their own view of destinations and also affect 

tourists by their advice. In this thesis the importance of these themes is emphasised as 

being worthy of further investigation and are followed up. The views of travel 

representatives in Mallorca to tourists expectations, holiday experiences and choice 

patterns are investigated in Chapter 6.

An extensive cross-cultural study by Moutinho (1982) considered the attitudes of 

British, German and U.S.A. tourists to Portugal. He suggests that:



"the tourists’ perception of salient benefits leads to the development of 
travel preferences. These, in turn, lead to intentions that directly influence 
the tourists’ decision making';.

Perception of destination attributes was only one of the objectives of his study which is

discussed in more detail in Section 1.7.5. All the studies discussed so far have had an

emphasis on either tourists’ attitudes to destination attributes (by implication towards

holidays) or towards the image profiles of destinations’ attributes. It is useful to

conclude this review of ideographic image studies with a summary of studies where the

emphasis has been on a particular factor likely to affect the image of a destination or

destinations.

1.6.5 Studies of factors affecting image

Studies have been conducted considering the attitudes of residents or tourist areas 

towards tourism and tourists; Liu and Var (1986); Liu, Sheldon and Var (1987). These 

concentrate on attitudinal statements towards tourism and tourists rather than to 

destination attributes. However the study by Witter (1985) is of direct interest in the 

context of this thesis because she compares the attitudes to a resort area of tourists and 

local retailers by means of destination attribute profiles. She identified "the proud 

parent syndrome" in that, where there were differences, retailers evaluated the resort 

more favourably than did tourists. In addition, retailers believed that most attributes 

were of greater importance than did the tourists. She concludes that residents of 

destinations cannot simply rely on their own views of what the destination offers 

tourists. In order to attract tourists and thus influence choice, research into potential 

tourist attitudes towards the destination in particular and attributes in general is 

essential.

Crompton (1979) found the factor of distance dominant in explaining differences in the 

images held of Mexico as a holiday destination. Respondents residing in regions of the 

United States most distant from Mexico had more favourable images. Although the 

study was carried out with students and caution should be exercised in generalising this 

finding, it is a conclusion often referred to. However it was observed earlier that Wee



et.al.(1986) had found the opposite to be the case for Singapore. The difference may be 

due to the scale of the investigations. Crompton studied attitudes within the U.S.A. 

whilst Wee et.al. studied image at a world scale. However it is more likely that it is the 

particular destination and the source regions that were studied that resulted in different 

results. This indicates that there are so many variables in image studies that findings 

should not be generalised. The likely influence of image on choice was inferred from 

the difference between the image of Mexico and those attributes considered important 

in any decision to visit or not to visit the country. The poor performance of Mexico on 

the key attributes on which a decision to vacation would be made implied that few 

students would actually choose to visit Mexico. The majority of discussion 

concentrated on how to improve the image of Mexico in the United States. Crompton 

suggests that it is easier to maximize positive image attributes rather than improve 

negative images.

In some cases perceptions of a single destination attribute have been thought 

sufficiently important to warrant study in its own right. A good example is Henderson 

and Mullaghan (1983) who studied the effect of violence on the attractiveness of 

Northern Ireland to British tourists. They found that from a peak of visitors in 1968 

there was a drastic decline which coincided with the commencing of civil disturbances 

in 1969. Although the number of deaths in the province has fallen dramatically from 

peaks of 500 per year* in 1971 and 300 in 1976 to an average around 100 between 1977 

and 1983, the number of visitors in 1983 was only 350,000 compared to 1.1 million in 

1968. They concluded in 1983 that whilst

"in Northern Ireland we know that things are back to normal, that the 
average person in Great Britain may not comprehend this for quite some 
time".

Whilst it clearly a complex matter and it is doubtful that the sporadic violence that 

continues can really be described as ’normal’ they make a useful point. Specific 

identifiable events may cause the image of a destination to change. It may be that once 

an image is established it is difficult to change; a negative stereotype image is formed. 

It is likely that new images are created or old ones reinforced by particularly strong or



significant events that ’fracture’ cultural perceptions of place image. This is discussed 

further in Chapter 6. It is irrelevant what the ’reality’ of place may be in this case, 

because the image of violence continues to have a high profile as it is continually 

reinforced by media reports of relatively isolated or sporadic violence. It is possible that 

it is the perception of random violence that deters tourists, although in fact it is difficult 

to recall incidents of tourists in Northern Ireland suffering violence. This study, 

although based on very simple indicators of image, is also notable because it was 

conducted over a twelve year period. Such longitudinal work is relatively rare in image 

studies and forms the final type of ideographic studies to be considered before turning 

to the cognitive image studies.

Gartner (1986) considered temporal influences on image change. He conducted 

research on the image of Colorado, Montana, Utah and Wyoming on 13 attributes 

during November 1982 and February 1983. No significant changes occurred during the 

five month period although minor changes were in the "the hypothesized direction." In 

later work Gartner and Hunt (1987) suggest that achieving significant changes in state 

image is likely to be a long, slow process. It was observed earlier that Hunt (1971) had 

found that Utah had a relatively poor image compared to other Rocky Mountain states. 

In their study, twelve years later, Gartner and Hunt (1987) found that the image of Utah 

had "significantly improved". They also found that image was "more impressive" for 

respondents closer to Utah. They argue that the reason for this is that most advertising 

is conducted in California and states contiguous to Utah. However it may also be due to 

incidence of previous travel to Utah: they found that respondents who had visited had 

more favourable images than did those who had not. This aspect of image is 

investigated in more detail in this thesis in Chapter 4. Regions closer to Utah tended to 

have a higher proportion of residents who have travelled to Utah than did regions 

located a greater distance from Utah. The study suggests that image change is a slow 

process in the absence of "any catastrophic impact" (such as in Northern Ireland). They 

were unable to explicitly identify the factors most effective in changing the image. It 

was suggested that change was due to an amalgam of effective advertising based on



image research and the positive effects of increased incidence of travel to Utah. They 

imply that influence of tourist choice can only be effectively achieved by "in depth 

image study....to reposition the ’product’ i.e. destination" in order to maximise tourist 

potential.

The measurement of image change is a potentially important aspect of image and has 

received relatively little attention in the tourism literature. Downs and Haynes’ (1984) 

work on store image before and after a repositioning strategy has great relevance to the 

study of tourists’ images of destinations. They suggest that expensive marketing 

campaigns must be accompanied by before and after studies to monitor their 

efectiveness. Kemp (1983a, 1983b) points out that tourist agencies often spend large 

amounts on advertising campaigns, the utility of which is questionable. It may seem 

surprising then that whilst many studies identify destination images and base marketing 

recommendation on the findings (e.g. Haahti, 1983; Hunt, 1971; Davis and Stemquist, 

1987;Boerjan, 1973), few studies actually follow up marketing campaigns with a before 

and after research strategy. Such research could be based on either the general 

population (Gartner, 1986), the perceptions of tourists before visiting a destination and 

after then visit (Wee et.al, 1986; Short and Wilkinson, 1983; Phelps, 1986; Gyte, 1987) 

or a number destinations before and after a visit to one or more of the destinations 

(Pearce, 1982; Gyte, 1988).

The studies above are the few that exist on this topic. The potential importance of this 

area of image research and the relative lack of attention paid in the past to it led to its 

selection for research within this thesis. Pilot image studies are conducted of image 

before and after visit for a single destination (Chapter 2) and images of three 

destinations for two groups of respondents (Chapter 3). These are followed by an in- 

depth image study of a single destination before and after a holiday for various sub 

groups of tourists (Chapter 4). The findings of this thesis will be discussed in Chapter 7 

in relation to the above mentioned before and after studies. They will not be 

commented on further at this point.



1.7 The study of tourists' images : the cognitive perspective

1.7.1 Introduction

Lew (1987) suggests that within tourist attraction research cognitive studies (defined in 

Section 1.5), are sometimes found intermixed with ideographic categories but in 

virtually all such cases the ideographic categories clearly predominate. This applies to 

many of the studies discussed in Section 1.6 (e.g Pearce, 1982; Boerjan, 1973; Witter, 

1985; Shih, 1986; Davis and Stemquist, 1987; Pyo et.al, 1989). Thus aspects of some 

studies from Section 1.6 are also referred to in this section.

Studies that concentrate on individual cognition of destinations, in contrast to the 

ideographic studies discussed above, focus on how individuals interpret the destination 

attributes. Few studies have been done which simply concentrate on the more 

qualitative, interpretive study of images of destinations. Statements tend either to be 

speculations based on ideographic studies or referenced within the context of tourist 

experience of place. It is therefore necessary at this point to construct a framework 

within which cognitive studies can be discussed. It will be necessary to discuss both 

tourist cognition and experience of destinations to do this. All these studies are relevant 

to the thesis themes of tourist image and choice. One important theme identified and 

followed up in Chapters 5 and 6 is the importance of tourist experience in affecting both 

image of place and tourist destination decision making.

It is difficult to draw hard distinctions between the types of literature contributing to the 

understanding of tourists cognition and experience of destinations. It will become clear 

from a discussion of review articles (Cohen, 1988b; Lew, 1987; Hamilton-Smith, 1987; 

Iso-Ahola and Mannell, 1982; Dann et.al., 1988) that many disciplines have contributed 

to the understanding of tourist behaviour. Thus authors such as McCannell (1976) and 

notions such as authenticity of experience are quoted in the contributions of sociology, 

social psychological and anthropological studies.



The task of categorization of contributions to the various themes discussed in the 

following sections is not always easy because many research perspectives are used. 

However this can be seen as an inevitable and desirable outcome from the 

interdisciplinary nature of the study of tourism. There has been considerable cross

fertilization with regard to method and theory. Stringer and Pearce (1984) see this as a 

"non-parasitic relationship'1 and part of "pre-paradigmatic research". In this they share 

the assumptions of Dann et.al. (1988) that a discrete discipline is being created. The 

implications are that a discrete body of theory and methodology will result from the 

integration of disparate perspectives and their attendant theories and methodologies. 

One common theme however is the emphasis on tourists and interaction with the 

environment. Initially therefore, the various social science contributions to the study of 

tourist cognition and experience of destination will be identified. The review of the 

relevant literature that follows this will be summarized in a series of themes that draw 

from all these perspectives.

1.7.2 Social sciences and the study of tourist cognition

1.7.2.1 Sociology

Studies have emerged which postulate frameworks for relating various aspects of the 

social sciences to the tourists’ cognition and experience of destinations. Hamilton- 

Smith (1987) attempts to link leisure theory to tourism study from a sociological 

perspective . He identifies four types of tourism that could usefully be employed to 

categorize ’leisure theory’ research. Other examples of sociological approaches to the 

study of tourist cognition are Foster (1964); Rogers, (1968); Holloway, (1981); 

Boorstin, (1961), de Kadt (1976); McCannell, (1973, 1976); Cohen (1972, 1979a, 

1979b, 1982); Mannell and Iso-Ahola, (1987); Dann, (1981) and Adler, (1989). These 

studies illustrate the relevance of sociology to the analysis of tourists’ holiday 

experience ,such work is reviewed later.
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17.2.2 Social Psychology

The seminal text on social psychology and tourist behaviour is Pearce (1982) who 

considers both ideographic and cognitive perspectives on research. Issues that he 

identifies are ; the social role of the tourist, approaches to tourist motivation, social 

contact between tourists and hosts; tourists and the environment and inside the tourists’ 

perspective. Throughout he argues for research that devotes more attention to tourists’ 

views of their travel experience.

Fridgen (1984) links environmental and social psychology to tourism research and 

reviews literature in a five phase model of tourist behaviour: anticipation, travel to the 

destination, on-site behaviour, return and recollection. Stringer and Pearce (1984) 

attempt to illustrate how social psychology can most usefully be implemented in 

tourism studies. Stringer (1984) later illustrates the methodology used in six social 

psychology Masters theses to suggest future research avenues in this area. A theme 

issue of social psychology and tourism appeared in Annals of Tourism Research 1984,

It has been clear since Smith’s (1977) collection of essays that anthropology has great 

relevance to the study of tourism. The special relevance is the cultural impact of 

tourists and the interactions of tourists with the indigenous population. Anthropological 

research has appeared regularly on these topics Chalfen (1979), Papson (1981), Gottlieb 

(1982), Albers and James (1983) and Adams (1984). Annals of Tourism Research 

devoted an entire issue to anthropology and tourism (1983, 10.1).

1.7.2.4 Human Geography

Research of place image by geographers was reviewed earlier in Section 1.2. 

Geographers have also made one of the most substantive contributions to tourism 

research in general (Dann et.al., 1988). However, as observed in Section 1.2.3,

11. 1.

1.7.2.3



relatively few have concentrated on tourists’ images of place or on tourists’ subjective 

experience of holidays.

A review of the whole range of material that is relevant to tourists’ image of place and 

holiday experience will now be discussed within a number of themes that integrate the 

various approaches to this topic. In the review of ideographic studies the implications 

of the research for holiday choice were noted. In this section (oh the cognitive 

dimension) the literature is much more diverse and references to (a) individual 

cognition; (b) social interaction and holiday experience, and (c) the influence of these 

on choice of holiday, appear in various combinations from many sources. Because 

these three themes are central to this thesis they will be used as the basic framework to 

integrate the review of tourist cognition of destination.

Figure 1.4 is an attempt to amalgamate the insights of the Pocock (1973) model (Figure 

1.1) and the Mayo and Jarvis (1981) model (Figure 1.2). Pocock highlights the 

interaction of image formation and environmental experience. Mayo and Jarvis identify 

more specifically the subjective and mediating influences on travel behaviour.

1-7.3 Motivation and destination image

The review of ideographic studies (Section 1.6) commenced with those relevant to

tourists’ judgements of destination attributes, i.e. which factors motivate tourists when

choosing their holiday. Mayo and Jarvis (1981) define motivation as an

"active driving force that exists to reduce a state of tension (whose purpose 
is) to protect, satisfy or enhance the individual" (p. 147).

Dann (1981) points to the variety of approaches to the study of motivation in tourism

studies. Motivation and choice may be seen as opposite ends of a continuum with

image an important mediating influence between the two. It is what the potential tourist

believes to be true about a place and the matching to an individual’s own motivations

that is likely therefore to affect choice (Britton, 1979).
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Dann (1977) suggests that at a personal level push factors are related to anomie and 

ego-enhancement. How this may

relate to image and choice is summarised in Figure 1.5. Thus, holiday destinations for 

Dann represent an escape from what Berger and Luckmann (1967,p.35-39) would tenn 

"paramount reality", i.e. to a new situation that will allow them to pursue ego-enhancing 

activities outside the constraints of ’everyday life’.

Iso-Ahola (1982) criticizes Dann’s neglect of psychological texts on motivation and 

social psychological research on leisure behaviour. He proposes a model of tourism 

motivation (Figure 1.6) that integrates individual and interpersonal motivations and 

claims that a study by Iso-Ahola and Alien (1982) supports this model. In this study the 

application of factor analysis of leisure needs led to the identification of four factors: 

Interpersonal diversion (cell 2), personal competence (cell 1), escape from the daily 

routine and problems (cell 3), and positive interpersonal development (cell 4). 

Destination images can be overlain across these four cells to illustrate the kinds of 

attributes a destination might possess. An ’ideal’ destination would possess all four 

dimensions, a totally unsuitable one would possess none. It is clear from the application 

of models such as these that image of destination is a relative concept. The judgement 

of place is related to personal motivations. For example Mallorca may appear to one 

individual to perfectly match their holiday aspirations on all four cells whilst another 

may not see it as satisfying any. Hie relevance of this model is also that it reflects the 

fact that individuals do not act or think in isolation from others. Motivations are 

moderated by the social/cultural influences identified in Figure 1.2. Thus there are two 

strands to image research here. Firstly, individual images of destinations related to 

personal motivations. Secondly, images of destinations may be negotiated with others. 

Individual motivations may be linked to the motivations and attitudes of the family 

group or social peers (Kent 1988). An attempt will be made to accommodate both these 

aspects in the thesis. Attention however, will concentrate on the ’pull’ factors of 

destination, and individual cognition of destination. The ’push’ factors of motivation
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will be referred to in relation to the ’pull’ factors, group influences will be referred to in 

relation to individual cognition of destination and choice.

1.7.4 Image formation

It was noted in Section 1.6.5 that ideographic studies, with the exception of before and 

after studies, tended to be ’one-shot’ image studies. It was therefore noted that they 

shed little light on how images were fonned and how meanings associated with image 

evolved. However, cognitive studies are particularly useful in this area. Therefore it is 

relevant at this point to consider studies relating to aspects of image formation.

1.7.4.1 Photographic images and meaning

Attitudes towards destinations were considered in detail in the ideographic perspective.

Individual cognition of destination and image formation will now be considered.

Sontag (1977 p.9-10) notes:

"Photography develops in tandem with one of the most characteristic of 
modem activities : tourism.,.It seems positively unnatural to travel for 
pleasure without taking a camera along...Travel becomes a strategy for 
accumulating photographs....Most tourists feel compelled to put a camera 
between themselves and whatever remarkable is encountered".

The role of photography in the development of tourist images has been considered by

Chalfen, (1979); Albers and James, (1983, 1988) and Botterill, (1987, 1988). Chalfen

discusses image sensitivity and image accommodation i.e. the sensitivity of the

relationship between the photographer tourist and subject host and the extent to which

the host should accommodate photography. These issues will be discussed in relation to

tourist experience (Chapter 6).

Botterillusing repertory grid techniques (Chapter 3) considers how holiday snapshots 

are interpreted to reconstruct the holiday experience retrospectively and inform future 

decision-making.

Albers and James discuss the role of post cards between 1900 and 1970 on the image of 

the Great Lakes Indians, They identify a shift in cognition from early tourist images of 

"authentic and indigenous features" to more "created attractions outside the ordinary



environment which was open and free". They link the shift to the development of a 

tourism economy. Secondly, they*see the postcard images as "metaphors of modernity" 

i.e. they obscure the true history and struggle of the indians and transform it to a "dead 

object - a relic". They suggest that only under these conditions could the Great Lake 

Indians be accepted in contemporary tourism as "authentic". Albers and James illustrate 

that in addition to helping form images, postcards are a good indicator of ’shifts in 

popular stereotypes’.

Uzzell (1984) investigates more specifically the role of tourist image formation by his 

analysis of photographic images in travel brochures. He conducts the analysis within a 

semiotic framework. He argues that the images of destinations in travel brochures 

although superficially promoting attributes of culture, food, weather etc are in fact 

merely signifiers. Meanings signified by these images are more related to individual 

motivations such as self actualization, social interaction, sexual arousal and excitement. 

An example is the analysis of a single photograph from a ’Medina holidays’ brochure.

First Order SIGNIFIER______  SIGNIFIED_____________________,
semiological system Bottle of wine The, good life
: language. SIGN SIGNIFIER_____________________ SIGNIFIED .
________________________ Good lifeness______________Holidaymakers.
Second Order '______ ________ SIGN_____________  .
semiological system A Medina holidaymaker
: myth________________________________     .

Figure 1.7 : Semiotic analysis of travel brochure photograph (Uzzell 1984).

Such relationships of meaning are complex and open to many interpretations, operating 

on various levels of meaning. The relevance of this particular study is that he analyses 

package holiday advertisements at the level of image fonnation and links motivation 

with image and influence on choice. He makes three main conclusions. Firstly, holiday 

brochures sell ’sun, sea, sand and sex’ which have "a powerful semiotic function in their 

own right". Secondly, advertisers should focus not only on destination-specific 

attributes but also to "those attributes of places which may contribute to any identity 

one wishes to undertake". Thirdly, holiday brochures sell "images of ourselves....the 

association of people, objects and ideas...are given as tools to create his own fantasies



and meanings" (p.97). Analysis of such image sources for tourists on holiday in 

Mallorca is analysed using a similar framework in Chapter 6. Semiotics is discussed 

later in relation to authenticity of experience (McCannell, 1976). The application of 

semiotics to Geography are discussed by Sitwell and Bilash (1986) and in Marketing by 

Mick (1986).

Other studies of the role of tourism brochures have been conducted by Dilly (1976) and 

Henshall et.al.(1985). Whilst brochures are clearly important in informing decisions at 

some level their direct influence on choice has yet to be established. Studies such as 

Lilly (1984) suggest the possibility of the predominance of friends/relatives advice, or 

previous experience (Leisure Intelligence, 1989). These important issues are discussed 

further in Chapter 5.

1.7.4.2 Tourists’ images of developing countries

An interesting focus for considering image fonnation is how the image of Third World 

destinations can be portrayed in order to both reflect reality and still to attract the 

international tourist. The points made are powerful because of the often great disparity 

between the promoted image and reality. However they have a wider relevance to the 

international tourism industry globally (Krippendorf, 1987). Oxfam (1986) point to the 

difficulty of portraying positive images of Africa that truly relate to their work there. 

The media tends to find the Third World newsworthy only when there is drought, 

famine or war. The negative consequences for tourism were noted earlier (Nyaruwata, 

1986). It may be true that news reporting of all places is susceptible to this, however in 

the case of the Third World the events are strongly negative and especially counter

productive to the promotion of tourism.

Britton (1979) identifies three themes in the representation of the Third World in 

advertising

(a) Myth and Fantasy : An inability to portray developing countries as ’real’ places.

The dominant images are "paradise", "unspoilt", "untouched, "sensuous".



(b) Minimization of foreignness by the amplification of the familiar e.g. "India : the 

most foreign country you can visit speaks your language".

(c) Suitability for tourism e.g. the West Indies as ’American’s Pleasure islands’.

(d) Romanticization of local society.

(e) Inauthentic place making e.g. "Mexico offers the best of the Mediterranean, the 

fountains of Spain ".

Adams (1984) in a study of the role of tourist literature in the genesis of ethnic

sterotypes of Indonesia suggests that travel agents are "brokers in ethnicity" and that,

"In the process of marketing images of exotic places, travel brochures draw 
upon a small set of ethnic markers,...These brochure images become indices 
of "authenticity" and the stereotypes generated by them become reified 
during the tourists’ visit abroad" (p.469).

Britton advocates the portrayal of image of place that reflects more accurately the ’real

place’ to increase tourist satisfaction and to promote a more symbiotic tourist/host

relationships. Mohammed (1988) is pessimistic that this can be achieved whilst the

local culture is portrayed as an "amusing curiosity". The impact of inaccurate images,

Britton suggests, cannot be dismissed as only advertising:

"If places are perceived either as composed of nothing more than beaches, 
sun, and obsequious smiling locals, or at the other extreme, as some 
mystical paradise, visitors are much less likely to learn anything about the 
real place. The experience is reduced to validation of cliches and 
stereotypes. When tourists perceive of places as less than real, their 
behaviour is less than acceptable" (p.323).

Weightman (1987) in an analysis of package tours to India concludes that the actual 

experiences were organised in such a way as to "maintain a good image". This was 

achieved by "encapsulation" and protection from the realities of India rendering the 

package tourist an "outsider". The studies reviewed above illustrate the link between 

tourist image and tourist experience of place. The discussion will now be broadened to 

accommodate the literature relevant to tourists’ experience of place and how this relates 

to tourist image fonnation and holiday choice.



r  ’ J  “'A ■ "  v : ';V' . T  ■ V • -~y-. r - V ’':" /--''-'I . -  " . \  .J-. , ' V * ’ *

s f

P;

L7.4.3 Tourists’ experience of place

Tourists’ interaction with hosts has been discussed elsewhere (Smith, 1977; Pearce,

1982; Cohen, 1986). However the actual holiday experiences of tourists are of 

particular relevance because of the insights these experiences afford into the 

development of tourists’ images, their evaluations of places and their choice criteria.

Van Raaij (1986) points out that tourism researchers have tended to concentrate on the 

decision making process although analysis of "actual vacation activities is an important 

source of information for designing and improving touristic products". This clearly has 

relevance to this thesis because tourist experience of place is hypothesised as important 

in explaining the development of image, and this is likely to affect holiday choice in the 

future. It is intended that some of the causal links between image and choice can be ^

identified by research into holiday experience (Chapters 5 and 6). McCannell (1976) 

proposes a semiotic of tourist attractions at destinations. He argues that tourist 

attractions provide the language through which people in modem society seek an 

authentic understanding of their world and thus believes that tourism provides the
MJ i  iV:

symbols by which modem people give their lives meaning. His approach may be | |

summarized as social structural differentiation i.e. societal development or if
modernisation has led to growing complexity and diversification or differentiation 

between social roles and activities. People are alienated by ’modernity’ and through 

activities such as sightseeing seek the authentic experience outside their everyday lives 

which they will find ’fulfilling’. His semiotic of tourist attractions is summarised in 

Figure 1.8. He argues that through prior ’marker involvement’ (i.e. expectations and 

knowledge of sights), more meaningful experience is encountered than through mere 

’sight involvement’ (i.e. experience without realisation of the significance of the sight 

as a marker). Authenticity of experience is relevant to this thesis when considering the 

evolution of the images of destinations. In Chapter 6 this will be related to the notion of 

authenticity of place.

- /j

HMacCannell’s view of tourists may be contrasted to that of Boorstin (1964) and Turner : ||

and Ash (1975). They see tourism as a ’malaise’ and the tourist as not seeking

I
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Figure 1.8 Semiotic of tourist attraction 
(McCannell, 1976, p.112-24)
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information)

Figure 1.9
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Figure A two-way model of tourist-environment authenticity
(Pearce, 1982, p.101) (after Cohen, 1979)

Figure 1.10 Two types of Vacation Inversions (after Gottlieb, 1982)
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authentic experience at all but rather being satisfied with ’pseudo-events’ (Boorstin, 

1964). Cohen (1979(b)) builds on earlier work (1972, 1974) and disputes both views as 

being relevant only to ’some’ tourists. He observes "different kinds of people may 

desire different modes of tourist experiences; hence ’the tourist’ does not exist as a 

type", (p 180). He proposes instead five modes of tourist experience which tourists may 

experience at various times. These are the recreational, diversionary, experiential, 

experimental and existential modes of tourist experience. Pearce (1982, p 101) 

abstracts a two-way model of tourist-environment authenticity based on Cohen’s 

(1979a) arguments (Figure \ .9  ). Pearce relates this framework to the work of 

Goffman, (1959) (as indeed had McCannell) and to the notion of ’front’ and ’back’ 

regions. The ’front’ regions, are the level at which tourist and host are ’allowed’ to 

interact but the ’back’ regions are the ’real’ social world of the host that exists beyond 

the tourists’ normal interactions. ’Authenticity’ for McCannell was penetration to the 

’back’ regions. Cohen links these to the ’reality’ of the scene and to tourists’ 

motivations for authenticity.

Gottleib (1982) disputes the view held by all the above authors that touristic experience 

can be "meaningless", "superficial" or based on "false consciousness". She proposes 

that "what the vacationer experiences is real, valid and fulfilling no matter how 

"superficial" it may seem to the social scientist" (p 167). She argues that rather than 

expressing alienation from the modem social process, holidays provide renewed faith in 

that process. Drawing on the work of Turner (1969, 1973) she sees the most important 

function of tourist experience being to allow for inversion (communitas) of normal 

social roles (societas), (Figure 1.10). She identifies two extremes of inversion of 

societas. First, upper middle class people associating with lower-class inhabitants of the 

host country (communitas), something not done at home (peasant for a day). Second, 

lower-class people intensify societas and raise their social position to one of superiority. 

How far her model disputes Cohen’s (1979) authenticity model is unclear. She implies 

that tourist experience is moulded by class, the upper middle classes seeking 

authenticity through communitas, and the lower classes by the boosting of self esteem



by accentuated societas. Neither of these propositions necessarily directly conflict with 

Cohen’s model and may be seen as supplementary arguments. They may help to 

explain why different tourists are either overt authenticity seekers or do not actively 

seek authentic experiences. The sense of authenticity as interaction with the ’real’ local 

culture is not undermined.

The most fundamental criticism of the notion of authenticity of experience is from a 

social construction of reality or interactionist standpoint (Berger and Luckmann, 1966). 

Papson (1981) argues that the issue is not whether an experience is true or false but 

"how the definitions which make up social reality arise" (p221). "Spurious realities" are 

created to attract and manage tourists, he contends that these are alien and imposed on 

social groups by "alien forces" such as bureaucracy, private enterprise and tourist 

expectations. He identified four main themes to illustrate his argument:

(a) Marketing - The role of tourist marketing is to integrate the tourist with the 

destination. Tourist literature allows agencies to "redefine" a destination’s image to fit 

market demands. The images in the literature "establish the boundaries of experience of 

what is beautiful, what is scenic and what should be experienced....experience is shaped 

by preconceptions learned from advertising".

(b) Routing and zoning - are part of the process of turning MacCanneU’s ’markers’ into 

’sites’ i.e. meaningful actual places to visit. However, by so clearly identifying the 

places to visit tourists do not experience the "spaces-in-between" which would include 

negative images or images which contradict advertising material.

(c) Creating community events - The creation of festivals purely to attract tourists not 

only creates an image based on "pseudo-events" but actually influences the structure of 

everyday life as it becomes integrated into it. It is "spurious" because the event has not 

emerged from everyday life.

(d) The organisation of history in tourist settings

This is similarly "spurious" experience because "historical reality has been 

reconstructed to meet the demands of the tourist market."
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Overall Papson concludes "the first two processes aim at the transformation of the 

image of place, the latter two transform place itself. Cohen (1988b) attempts to link 

the work of Boorstin, McCannell and Turner to establish a perspective on methodology 

for research of tourist experience and tourist typologies. Cohen concludes that 

typologies of tourists and tourism do not resolve the problem of synthesizing a 

meaningful approach to tourist experience. Examples of typologies of tourists and 

tourism are Hamilton-Smith (1988), Machlis and Birch (1983), Cohen (1972a), 

Yiannakis and Gibson (1988). He suggests a,

"research program which would simultaneously take account of and 
compare, tourists’ psychological needs and experiences, the socio-structural 
features of tourist settings, and the cultural symbols expressed in the 
touristic process." (p.43)

One of the aims of this thesis is to apply this type of approach (Chapters 5 and 6).

Tourists’ experiences will be related to (a) their motivations in choosing Mallorca for

their holiday, (b) investigation of their experiences, and (c) its relationship to holiday

choice.

Further discussion of authenticity appears frequently in the tourist cognition literature as 

a central theme. For example authenticity in relation to; commoditization, (Cohen, 

1988a); special events, (Getz, 1989); theme parks, (Moscardo and Pearce, 1986); leisure 

experience, (Mannell and Iso-Ahola, 1987); group tours, (Schuchat, 1983) and guided 

tours, (Holloway, 1981). Reference will be made to the debate in the context of the 

research findings in Chapters 5 and 6 and the discussion of conclusions in Chapter 7.

In the foregoing review the implications of tourists’ image of place for holiday choice 

have been suggested. It is relevant at this point to briefly discuss the study of holiday 

choice, before introducing the methodologies employed in the thesis to research all the 

themes identified.



1-7.5 Holiday choice and destination image

The extent to which image of destination is important in holiday choice has been 

discussed in relation to destination attributes, attitudes, motivation, holiday experience 

and sources of information. Some more general aspects not previously discussed are 

now presented.

Possibly the most thorough review of tourist decision making is by Moutinho (1986). 

He concludes that "the attractiveness of a tourist destination and the choice of it will 

greatly depend on its image" (p 14). One of the reasons for this is a purely functional 

one.

"Vacation destination comprehension is related to the halo effect, which is 
the tendency of a tourist to be biased by his or her overall opinion in the 
process of evaluating distinct attributes of a destination. This is a form of 
generalisation and it minimises the effort to make travel decisions".

He also suggests that in "the relationship between self-image and product image is 

important to predict tourists’ behaviour towards destinations (i.e. choice)."(p.8)

Gray and Herbert (1983) suggest destinations were chosen less on the attributes and 

attractions than their perceived "user image". Thus, they suggest tourists have an image 

of themselves as tourists and images of destinations based on the people who go there. 

This notion of typing of self and place emerges in Chapter 6 and is discussed in more 

detail in relation to choice. However, in contrast Hodgson (1983) found that the 

general image of destination was an important consideration in tourists’ holiday choice. 

Once a holiday destination was decided upon other aspects of a holiday were far more 

likely to be changed than the chosen resort. He identifies four orders of questions 

relevant to holiday choice:-

(a) First order - external constraints regarding cost and timing.

(b) Second order - ’type’ and ’purpose’ of holiday.

(c) Third order - destination, accommodation, transport, booking.

(d) Fourth order - when to book.



He implies that destination image is important and is likely to become operational after 

’higher-order’ questions have been answered. Thus, for example, a ’sun and sand’ 

holiday must be decided upon before destinations with this type of holiday image are 

considered. Thompson and Cooper (1979) suggest the notion of classifying destination 

into inept, inert and evoked sets. Evoked sets are the groups of destinations selected as 

possibilities, inert sets are possibilities discarded because they "are not perceived as 

having any advantage over the evoked set"; and inept sets are those which are discarded 

as unsuitable. Whilst not adopting their research methodology the notion of destination 

classification by such grouping into sets is followed up in Chapter 3. The objective is to 

identify the criteria by which package tourists group destinations using repertory grid 

interview.

The effect of social groups such as families on holiday choice has been considered: they 

are relevant to the link between image and choice in that they affect attitudes towards 

holidays in general (motivations) and thus also towards destination images (attributes). 

For example studies have been made of family roles and choice (Jenkins, 1978) and 

family roles and choice with holiday attributes (Nichols and Snepenger, 1988); 

destination attributes (Michie, 1986); and family life cycle (Cozenza and Davis, (1981). 

These studies are not reviewed because the theme was not followed up explicitly, 

although reference has been made to group influences when relevant. Michie found 

evidence for the reduction of destination attributes to eight that were deemed "most 

important". He also found the role of the travel agent in image formation and choice 

was seen as crucial when helping clients to identify their needs and accurately identity 

destinations likely to satisfy these needs, i.e. match desired destination attributes with 

actual destinations. This theme is discussed further in Chapters 5 and 6.

1.7.6 Holiday satisfaction and holiday choice

Van Raaij (1986) suggests that satisfaction is related to the difference between 

expectation and actual experience and that this has a greater influence on future holiday 

intentions. It would seem reasonable that such influence is not only applicable to



judgements of specific destination (attitudes) but also to changes in judgements 

regarding holidays in general (motivations). Thus in Chapters 5 and 6 measures of 

satisfaction with Mallorca and of future holiday intentions are formulated. They are 

used to link expectations (prior image) with initial reasons for choice. Levels of 

satisfaction and changes in image are linked with future holiday intentions and the 

patterns of repeat business.

However, Botterill (1986) disputes Van Raaij’s contention that satisfaction depends 

purely on matching ’image’ and ’reality’. He suggests that the unexpected and 

unanticipated also lies at the heart of the touristic experience. Van Raaij (1986b) 

counters that whilst this may be true, at least at one level, his definition of satisfaction 

holds. "Expectations of beautiful scenery, friendly people, good food, attentive service, 

good weather....proximity to beach, absence of traffic noise" must be matched by 

experience. An interesting point to conclude this introduction is that Whipple and 

Thach (1988) found that future holiday intentions were more affected by actual 

performance (experience) than by a mis-match between expectation (image) and 

experience. Thus, not unreasonably, they cite actual holiday experience as a crucial 

factor in decision-making. It is clear then that if holiday experience is a crucial factor in 

the development of place images it will play a key role in future decision-making.

1.8 Conclusions on tourist image studies

The present study is cross-disciplinary study not only because the focus of study is 

tourism, but also because of the variety of other factors likely to affect image and 

choice, holiday experience and satisfaction and the choice procedures of tourists. For 

this reason the literature review was considered essential to provide a framework of 

understanding. How the literature informed the investigation and relates to the 

conclusions will be further discussed within each chapter and in the overview in 

Chapter 7. It is relevant at this point however to discuss the methodological framework 

adopted for the research.



1*9 Theory and method of tourism research

It will have become obvious that the study of tourists’ images has been undertaken from 

many different perspectives using a variety of different methodologies. Dann et.al. 

(1988) suggest that:

"In the relatively new sphere of tourism research, which is conducted under 
the aegis of a number of behavioural disciplines, there has been an 
unfortunate tendency to gloss over questions of theory and method, and a 
concomitant failure to acknowledge their interelationship. As a result 
research often falls into one of the following three categories: theoretical 
discourse without empirical foundation; descriptive essays which assemble 
a collection of impressionistic and anecdotal material; and data analyses 
devoid of theoretical content. " (p 4)

Dann et.al. depict various combinations of theory and method in a two dimensional,

four quadrant diagram (Figure 1.11(a)). This model will be used to guide this brief

discussion of method, because it incorporates some of the main issues that must be

raised regarding work within this eclectic field of research. The main themes drawn

from this discussion are the relationship between positivistie and humanistic research,

the relationship between theory and method and a discussion of the overall applicability

of findings. These themes can be illustrated using Figure 1.11(a):

(a) Quadrant 1 : Interpretation of phenomena from a given perspective such as conflict, 

symbolic interactionism. Cognitive studies of meaning (Section 1.7.).

(b) Quadrant 2 : Ethnographic approaches (e.g. anthropology, history, political science) 

often descriptive and not related to theory or explanation.

(c) Quadrant 3 : Positivist (e.g. economics, market research, psychology) scant attention 

is paid to theory or meaning (e.g. ideographic studies, Section 1.6).

(d) Quadrant 4 : Optimum balance between "causal adequacy" (Q3) and "adequacy on 

the level of meaning" (Ql) (Weber) The model identifies continua between low and 

high theoretical awareness and low and high methodological sophistication.

They also identify a continuum that may be summarized as in Figure 1.11(b)

The four quadrant model is useful to summarize the balance between method and 

theory. However several assumptions are implicit in Dann et.al.’s conceptualisation of



the continuum between Quadrant 1 and 3 which directly equates these two quadrants 

with phenomenology and neopositivism respectively, with an "optimum" (Q4) seen as 

existing between the two (Figure 1.11(b)). Firstly, despite appearing to acknowledge 

the existance of "different types of social scientific explanation" (p 10) Dann et.al. 

nevertheless appear to equate "methodological sophistication" with quantification and a 

neopositivist framework (Q3). Thus apparently implying that more qualitative 

approaches are not methodologically sophisticated, a conclusion which it will be argued 

is incorrect. They see a sophisticated methodology as:

(a) conceptualisation : formulation of problem. Concepts formed and theory to be 

tested.

(b) Operationalisation : hypothesis formation.

(c) Measurement: hypothesis to be tested and "research variables should be 

measurable" (p 14).

(d) Data collection : Results should be "typical" and "generalisable" (sampling 

methodology).

(e) Data analysis : reference is only made to statistical analysis.

Throughout their discussion they make only fleeting reference to qualitative,

phenomenological criticisms of quantitification and hypothesis testing. However the
is

methodological model described above^a positivist framework based on the assumptions 

of this model of research. Indeed they explicitly reject Silvennan’s (1973) "rhetoric of 

verification" (p 13) i.e. the notion that the variables in any hypothesis have themselves 

to be proved to exist. Like Peterson (1987, p.435) they imply that qualitative research is 

a useful interpretative and theory fonning tool and is most useful as a precursor to 

quantitative, hypothesis testing research. They thus demote qualitative research to the 

role of a critique of quantitative research, and implicitly accept the latter as the ’real’ 

model for research that proves or disproves causal connections between variables.

Whilst it is true that both approaches must address issues of sampling and methodology 

the idea that only one mode of inquiry deals with proofs (i.e. quantitative) is 

dangerously restrictive. Phenomenological studies by authors such as Relph (1976,
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1981); Wilson ,(1980) and Duncan, (1978) do not necessarily produce concepts which 

axe testable by hypothesis testing, This does not mean that these concepts are invalid, 

rather that they have been developed following a different research methodology. 

Phenomenology is a perspective that has its own theoretical and methodological 

approach and its own system of understanding and ’proofs’ or validation (Krale 1984; 

Pickles, 1985; Denzin, 1986; Fouche, 1984; Howe, 1985). It is not within the scope of 

this thesis to explore all the philosophical and methodological issues in detail. These 

issues are discussed elsewhere (Silverman, 1985; Fielding and Fielding, 1986; Kirk and 

Kirk, 1986; Johnston, 1983,1986,1987; Relph, 1976; Pickles, 1985). However, in 

relation to the structure of this thesis several points must be made because both 

humanistic and positivistic approaches are used. The following discussion will help to 

describe how these contrasting approaches have been integrated into the thesis structure.

Dann et.al. argue that the most meaningful research findings should be more widely 

applicable beyond the specific topic of study. It has been argued earlier (Section 1.6) 

that ideographic (quantitative) studies have generally failed to produce such findings. It 

was further argued that generalised typologies based on theoretical discussions were 

equally suspect. However it may be argued that both approaches are capable of results 

at varying degrees of validity and applicability (Table 1.2).

Completely objective research in the social sciences is unattainable as indeed it is even

in the physical sciences (Christensen, 1982). However it is essential for all ’good’

research to at least attempt to achieve as great a degree of objectivity as possible in both

quantitative or qualitative approaches. Kirk and Kirk (1986) suggest objectivity is:

*'the realisation of as much reliability and validity as possible. Reliability is 
the degree to which the finding is independent of accidental circumstances 
of the research, and validity is the degree to which the finding is interpreted 
in a correct way." (p.20)

This is important for each of the three types of geography that Johnston (1983) has 

identified: positivistic, humanistic and structuralist. Clearly to avoid spurious 

conclusions, data must be collected and analysed carefully. Thus throughout this thesis



both data collection and analysis are discussed in relation to the methods used whether 

they be quantitive or qualitative. The aim in each section of this thesis is to reach 

reliable and valid conclusions at either the study specific or general relevance level.

The predominant approach to this study is humanistic. Relph (1981) relates humanistic

approaches to humanism and observes that:

"its character is still far from clear and varies from discipline to discipline, 
but it is apparent that (humanistic approaches) are united at least in their 
distaste for scientism and the reduction of human beings to there units of 
behaviour in deterministic theories and quantitative models” (p. 128)

However it is important to note that taking a humanistic approach does not preclude

quanitification per se (Johnston, 1986 p 95). For example the repertory grid used in

Chapter 3 and 4 is based on the humanistic psychology of Kelly (1933) and specifically

includes quantification. This illustrates the widest sense of humanistic approaches i.e.

research based primarily on individual subjective viewpoints in contrast to the

processing of mass ’objective’ data such as tourist arrivals and departures, the effect of

tourism on the economies of destinations etc..

Hartmann (1988) suggests that the field investigation of phenomena such as tourist

motivation and cognition should combine methods of data selection and collection

which would provide both "qualitatively and quantitatively relevant results." Fielding

and Fielding (1986) argue that the value of multi-method work is that it allows the

complementary use of micro- and macro-level work and qualitative and quantitative

work. In this thesis macro-level work (e.g. Chapter 2 and 4 destination attribute

profiles) is supplemented by micro-work (e.g. Chapter 6, in-depth individual and group

interviews). They also observe th a t:

"If the degree of generality in macro-research means that the analysis must 
often be treated as suggestive or a plausible version which requires more 
rigorous, detailed investigation, smaller-range qualitative work has a role in 
lending its empirical warrant to components of the macro-analysis."



Denzin (1970) also suggests that a variety of approaches may be used to research the 

same issue as a means of ’triangulation’ i.e. the use of multiple modes of data collection 

to verify the results of each approach.

A number of approaches are incorporated into the stmcture of this thesis. General 

patterns of tourists’ travel behaviour are investigated by means of a large scale 

questionnaire study (Chapter 5). The results are amenable to statistical analysis, this 

type of approach contains the positivist assumptions that causal links between expressed 

factors of choice and behaviour may be generalised on the basis of the observed 

statistically significant results. General patterns of tourist cognition of destination are 

achieved by means of destination attribute profiles (Chapters 2, 3 and 4) open and 

structured questionnaires (Chapter 5) and in-depth interviews (Chapter 6). Each 

Chapter is founded on a separate methodological and theoretical basis. However the 

overall design of the thesis is to aim to use approaches that are complementary and 

appropriate for the particular aspect of tourist image and holiday choice being studied.

Johnston (1987) argues that few behavioural and humanistic geographers "totally 

derogate the other" (p 170). Each type of geographer recognises that both methods of 

study are relevant in different circumstances. It is argued that in the context of this 

thesis positivistic approaches are more relevant when summarizing macro-pattems of 

tourist behaviour (Section 5.2). However some humanistic and quantitative approaches, 

it is argued in Chapters 3 and 4, can also provide insights at a macro-level by the 

grouping of individual rating scale data. It is acknowledged that this might be seen by 

some as a neo-positivistic approach in that individual responses are aggregated and the 

concensus repertory grid represents constructs collected from one group of respondents 

is offered to other groups deemed as similar (i.e. package tourists). However even with 

the analysis of qualitative data, aggregation of data is necessary via tape transcription 

analysis (Chapter 6). This does not necessarily entail positivist assumptions, merely 

that aggregation is one means towards generalisation; this must be the aim of research if 

it is to be not merely descriptive.



By treating each chapter as a self contained study on either the macro or micro-level no 

attempt is made to coalesce research methodologies or theories. Each is discussed 

separately and conclusions are drawn within each chapter. It is at this level that the 

synthesis of ideas takes place in Chapter 7. Conclusions have been formulated on the 

basis of different methods and analyses but these conclusions inform and build upon 

conclusions reached elsewhere in the thesis. Simply because conclusions have been 

reached by different research perspectives, theories and methodologies which are 

apparently incompatible does not mean that the conclusions are also incompatible.

Thus one of the main aims of Chapter 7 will be the review and synthesis of conclusions 

and a review of the various methodologies employed. It is beyond the scope of this 

thesis to analyse and review all the theoretical and philosophical issues that will be 

raised by the use of multi-method research, but some key issues are addressed during 

the discussion of method within each chapter and in Chapter 7.

Finally the approach of this thesis will be related to the model of tourism research 

proposed by Dann et.al.(Figure 1.11(a)). It has been suggested that multi-method 

approaches are viable and to some extent it is hoped that the thesis approximates to 

quadrant 4 on the continuum between quadrants 2 and 3 (Figure 1.11(b)). However 

whilst it is hoped that an optimum ’mix’ of appropriate methods has at least been 

approached, it will not be by the means suggested by Dann et.al., They envisage strictly 

defined research roles for the identification of causal links (neopositivism) and 

meanings (phenomenology) with the latter subservient or preliminary to the fonner. It 

has been argued that no such an hierarchy exists and that both approaches have 

important roles to play. Both are of equal worth but have different purposes to which 

they should be most appropriately applied.

Humanistic approaches, of which phenomenology is only one of many, can also provide 

insights into causal links though not ’prove’ them in a positivistic sense. Equally 

conclusions from neopositivist research may suggest insights into individual meanings 

but not ’prove’ them in a qualitative sense. It is thus accepted that both approaches



exist within human geography and tourism studies. As such they may be used in 

tandem, complementary roles rather than attempting a synthesis of the two in the sense 

of Dann et.al. Any attempt at synthesis would involve extensive philosophical and 

theoretical issues (Johnston 1983) which are beyond the scope of this thesis. However 

the use of multi-method research was deemed the most effective means of providing a 

’nested’ series of insights into tourist image and choice. It is hoped that together these 

insights will build up a coherent and meaningful picture that will provide an overview 

of some to the main forces at work in fonning tourists’ image and influencing tourists’



CHAPTER 2

TOURIST COGNITION OF DESTINATION: AN EXPLORATION OF 

TECHNIQUES OF MEASUREMENT AND REPRESENTATION OF IMAGES

OF TUNISIA

2.1 Introduction

The aim of the research conducted for this chapter was to investigate means of 

measuring and monitoring tourists’ images of a destination that were simple in 

execution yet yielded valid results^ A pilot study was designed to test group images at 

the aggregate rather than the individual level. This does not necessarily reflect an 

implicit assumption that such a group image exists independent of each individuals’ 

images that are the basic data on which the group image is based. However the 

asssumption is made that individual responses may be grouped together to form an 

overall generalised image that adequately reflects the views of the majority of the 

group. The issues related to this will be considered during the analysis, and a review of 

the validity and quality of the methods used form an important part of this initial work 

on tourist images. The study is reported in some depth because many of the techniques 

developed and the foundation on which they are based are used in later chapters. It is 

therefore important to explore some of the possible underlying problems and questions 

raised at the outset. It will be argued that simple methods of analysis, both graphical 

and numerical, are sufficient to provide insights into ’rating-scale’ data without 

immediate recourse to complex statistical analysis.

Most studies of tourist destination images have been essentially static, i.e. were 

conducted either before, during or after a tourist visit to a particular region (e.g.Boerjan, 

1974; Goodrich, 1978; Section 1.6). One of the few examples of a before and after 

study is the recent work of Wee, Hakem and Ong (1986). The main reason why such 

studies of image are important Wee, Hakem and Ong suggest is to establish whether 

tourists have positive or negative images of a holiday destination. Such research has



clear practical relevance for those involved in the promotion of tourism of destinations. 

Attention could be focussed either on the favourable images that may be exploited or on 

the negative images where ’corrective action’ may need to be taken. Indeed as Huit 

(1984) suggests the development of foreign tourism is part of the overall strategy of 

’corrective action’ of destinations such as Tunisia. What is required for destinations 

such as Tunisia are ways of portraying an image in a realistic way that does not deter 

tourism. This is important because dissonance between projected image and actual 

experience can prove counter-productive in the long tenn promotion of a destination 

(Eigler and Langeard, 1977 p43).

2.2 Methodology.

It was suggested in Chapter 1 that whilst in many cases complex statistical analysis is 

desirable and useful, in the context of this thesis the overall approach was to use a wide 

variety of techniques as and when appropriate. The time available in which to design, 

conduct the research and analyse the data for each of the approaches outlined in the 

following chapters was limited. If, for example, only Personal Construct Theory 

(Chapter 3) had been used as an approach for the whole thesis, then much more detail of 

individual case studies could have been researched. However this would have been at 

the expense of other approaches that were used. The point of the approaches used in 

this thesis is that they are different yet complementary. Whilst each approach could 

have yielded more ’fine’ detail this was deliberately eschewed to pursue the possible 

insights that might be gained from the combining of a set of approaches to the research 

issue of tourist cognition of holiday destinations. The study of environmental 

perception by means of rating-scale data as in this chapter is often analysed by means of 

multivariate analysis. Cleveland (1985) and O’Muircheartaigh and Payne (1978) both 

argue against the immediate use of methods such as factor analysis as often totally 

inappropriate. They argue that the more complex statistical analysis are moved towards 

if initial graphical and numerical analysis do not prove satisfactory. They consider 

graphical techniques efficient for teasing out, initial, overall patterns within data. 

Multivariate techniques become essential only when it is specifically desirable to



consider the inter-relationships of sub-groups within the data. Schroeder (1984) in a 

study of data sets of environmental perception rating scales argues a case for using the 

smallest number of respondents and simplest fonns of analysis to improve the cost- 

effectiveness of use of research time (p 577). In a study of fourteen data sets of sample 

sizes between six and 100 he considered several methods of analysis. He compared 

simple methods such as the mean score with three more complex scaling methods 

which took account of intra-rater reliability (i.e. the relative reliablity of individual 

repondents repeating the rating tasks). In the more complex methods the more ’reliable’ 

respondents were given more weight in the analysis than the less consistent 

respondents. Consistency was established by the selection of stimuli which were rated 

more than once by respondents. Shroeder found that "the simple mean rating produced 

virtually identical results to the more sophisticated analyses" (p 586). He does not 

suggest that the more sophisticated analyses are incorrect but that "equivalent results 

can be achieved by a simpler procedure." The fact that mean scores of environmental 

perception rating-scales produced reliable results suggests that rating-scales "often 

maligned as merely ordinal may in fact actually approximate interval scale data more 

closely than many people suspect." (Schroeder, 1984 p587). He cites a wide range of 

literature in support of this view, (Schroeder and Daniel, 1981; Schroeder and Brown, 

1983; Buhyoff et al., 1982; Hull and Buhyoff, 1983; Brush, 1981; Shafer et al., 1969; 

Arthur, 1977). Schroeder’s contention is that environmental rating scales reflect actual 

preferences for environments and that the points on the rating-scales adequately reflect 

the degree of preference.

This is important because it justifies the use of rating-scales as interval data and 

provides a finn basis for their use to fonn a mean score for the group or, as in this 

chapter, the formulation of a weighted index based on the numerical value of responses. 

Schroeder goes on to compare the sizes of groups in the data sets in relation to 

reliability. Whilst it is common for high inter-group reliability to be achieved with 

groups of 15 to 25 raters (Brush, 1976; Craik, 1972; Schroeder and Daniel, 1980) he 

suggests that "a group size of 15 provides high enough reliability for most applications"



(Schroeder, 1984 p589). Overall it is argued that sophisticated methods of analysis 

have practical applications in, for example, identifying subtle changes in a series of data 

sets. However they do little to "actually change the reliability of the interval properties 

of the ratings in practice." (Schroeder, 1984 p591). Thus simple methods are adequate 

and valid means of rapidly analysing data. A further advantage is that they are more 

amenable to simple interpretation and presentation of results.

One of the main criticisms of the simple analysis of data is that it aggregates data, thus 

concealing important underlying trends. However it is equally true, that many 

multivariate techniques also rely on such aggregation. The interpretation of the output 

eventually relies upon general conclusions that conceal many qualifications that could 

and perhaps should be made about the results and the algorithms of any particular 

method used.

After a brief introduction to the context for this study, the methods developed will be 

explained before the results are presented. Finally the techniques developed will be 

appraised and the main conclusions will be made about the images of Tunisia of the 

study group.

2.3 The investigation of images of Tunisia

2.3.1 Introduction

Three specific aspects were selected because of their possible link with tourists’ choice 

of holiday destination.

(a) Images of Tunisia as a holiday destination.

(b) Images of the Tunisian people.

(c) Images of the Tunisian landscape.

The images of third year University of Nottingham, Geography students were tested 

before and after attending a fieldcoiirse during December 1986. Several points must be 

made to counter the charge that geography students are not representative of tourists 

because they would have specialised knowledge of the area. None of the group had



been to Africa or visited a developing country. Prior to the fieldcourse they had no 

formal lectures on Tunisia and only a brief introductory session together: this was 

mainly concerned with practical details related to travel rather than specific information 

on and images of Tunisia. They were not issued with extensive fieldcourse guides and 

therefore any image they had was, as far as could be determined, from other sources.

All the students were about twenty one years-old and came from predominantely 

middle-class backgrounds. It could be argued that they represent an important target 

group for developing destinations such as Tunisia, i.e. they are young and potentially 

affluent and adventurous.

The three aspects of image were investigated by (a) open methods and (b) structured 

methods, mainly to compare the possible strengths and weaknesses of each type of 

approach.

2.3.2 Open approaches to the investigation of image change

One of the purposes of this study was to make a comparison of open and structured 

techniques and therefore a simple approach of open response to stmctured questions 

was attempted. Goodey (1973), Pocock (1982) and Cook and Young (1974) have used 

this technique. In this study the students were first asked open questions that matched 

the aspects that were being investigated later in the structured section of the 

questionnaire. The questions asked concerned Tunisia as a holiday destination and the 

students’ images of the Tunisian people and the landscape. This gave the students the 

opportunity to express things about their images of Tunisia that would not necessarily 

be included in their responses on the matrices in the structured part of the study 

(Denzin, 1970 pl25). (See Appendix 2.1 for a list of the open questions used in this 

survey).



2.3.3 Structured approaches to the investigation of image change

2.3.3.1 Images of Tunisia as a holiday destination

Fridgen (1984) in a review of environmental psychology and tourism research suggests 

that image research is important because images do not always reflect reality and that 

the before and after phases are important aspects of the total holiday experience, 

especially as they may affect future holiday choice decisions. He concludes that the 

importance of images is central to the development of tourism and therefore is worth 

research. Gartner (1986) investigated temporal changes in image of four states in the 

U.S.A. between November 1982 and February 1983, but these were not linked to actual 

visits. Pearce (1982) appears to have been the first to have conducted a study of 

destination images before and after holiday experience. He used an adapted fonn of 

Kelly’s repertory grid to evaluate the image change of 13 major constructs elicited 

from 10 subjects who were planning or had taken Mediterranean holidays. These were 

then used to test the images of 72 subjects, 41 of whom were travellers to Morocco 

while 34 were travellers to Greece. It was of particular interest because he found that 

among the images that changed most were those of Tunisia. A group of travellers’ 

images were tested before and after a visit to Morocco, and he found that after the visits 

Morocco and Tunisia were seen as "being more adventurous holidays, having cheaper 

shopping, more tourist sights and spectacular scenery" ( Pearce, 1982 pl57). Thus it 

was thought to be of interest to see whether in fact similar changes in image occurred 

after a group had actually visited Tunisia. The same descriptors (constructs) were used 

as in the Pearce study for the purposes of comparability (Figure 2.4, p78). They were 

also useful because they had been elicited by repertory grid techniques and were 

’destination-specific’ in that they referred to Mediterranean resorts.

The scaling that was used was the same as for Pearce, i.e. a series of Likert-type scales 

(1970) where subjects were asked to indicate the degree to which they agree with a 

statement.



2.3.3.2 Images of the Tunisian people

In a study of a number of European countries Morello claims to have confirmed the 

hypothesis that "peoples’ attitude towards vacation places is highly related to their 

attitudes towards nations" (Morello, 1983 p47). Thus national stereo-typing appears to 

be an important element of tourist images and therefore possibly to have an important 

bearing on holiday destination choice. Morello used the semantic differential technique 

using the basic adjectives formulated by Osgood,Suci and Tannenbaum (1967). 

However for this study the pairs of adjectives (bi-polar adjectives) were selected from 

the 3 domains of adjectival descriptors (the evaluative, potency and activity domains) 

identified in their cross-cultural study by Osgood, May and Miron (1975 p218-23). In 

this study they had attempted to identify the most important bi-polar adjectives in many 

different languages and cultures. The adjectives that were selected are listed in Figure

2.8 (p9l).

2.3.3.3 Images of the Tunisian Landscape.

The semantic differential technique has been widely used in environmental perception 

studies (Lowenthal and Riel, 1972; Kasmar, 1970; Bowler and Warburton 1986). 

However as Kasmar points out the descriptors when used directly from source (Osgood 

and Snider, 1969) "may or may not have relevance for the description of environments" 

(Kasmar, 1970 pl55). He elicited 232 bi-polar adjectives from 54 respondents in an 

attempt to formulate a lexicon of architectural environment descriptors from which "by 

judiciously selecting... adjectival pairs" (Kasmar, 1970 pl65) one could formulate a list 

that was relevant to a particular study. His criteria for this selection was to choose the 

terms that proved "least ambiguous" and "most appropriate". Lowenthal (1972) used a 

list of adjectives elicited from individuals with differing backgrounds to reflect what 

they considered important constituents of environmental experience. Discussing the 

analysis Lowenthal stated that "previous experience had shown it to be an effective 

instrument for comparing environmental responses over abroad range of landscapes, 

observers, circumstances and traits" (Lowenthal, 1972 pl91). The list was of the 25 

most often stated bi-polar adjective^, interestingly it included 13 pairs that were also in



the list compiled by Kasmar. In the Tunisia study 16 of Lowenthal’s 25 adjectives were 

used, 9 were rejected because they were applicable to the more urban environment 

Lowenthal was studying. Figure 2,12 (p i00) contains the 16 bi-polar adjectives which 

were used in the Tunisia survey. For example "open” and "closed" were the pair of 

opposing adjectives (i.e. bi-polar) used to describe respondents attitudes to one attribute 

of the Tunisian environment. Interestingly this still included 11 of Kasmars’ adjectives 

(Appendix 2.2).

2.3.3.4 The semantic differential

As Lowenthal (1972) points out "in its limited and dichotomised form it permits only a 

partial and biased response to multi-form reality" (pl91). Nevertheless as noted 

previously it has proved effective in varied circumstances. Osgood et.al. (1975) 

propose that it measures a "hypothetical semantic space" the contention is that:

"certain gross and universal features of meaning can be isolated in this 
fashion, even though many fihe distinctions may be observed" (Osgood 
et.al., 1975 p39)

and that:

"a relatively small number of basic dimensional attributes (or semantic 
features) of the adjectives will serve to characterize their multitudinous 
diversity." (Osgood et.al., 1975 p40)

From these attributes a ’cube of data’ is created that reflects this ’hypothetical semantic 

space’(Figure 2.1), It is to the analysis of this ’cube of data’ that we shall return later.

As regards the fonnat and scaling of the questionnaire tables, two important points were 

borne in mind. Firstly, some of the adjectives could loosely be classified as positive or 

negative images, therefore a deliberate attempt was made to mix the bi-polar adjectives 

between the two poles to encourage thought about each pair in turn. Thus if a subject 

had a totally positive image then all the responses would not be on one side of the table. 

Secondly, the scaling between the poles was considered. On both the image of the 

Tunisian people and the image of the Tunisian environment a seven-point scale was 

used. This was because many comparative studies in psychology have shown that the



Table 2.1 Seven-point scale of elements

0
strongly mildly neither mildly strongly
disagree disagree disagree___________ agree agree agree

3 2 1 0 1 2  3

Table 2.2 The calculation of the Image Index

No. of responses Weighting Score
Mildly disagree 4 1 4
Disagree 11 2 22
Strongly disagree 7 3 21

Total (Image Index) = 44

Figure 2.1 Dimensions of rating-scale data

64

a -  a t t r i b u t e s

r -  ra t i  ng  s c a l e

n -  n u m b e r  o f  

r e s p o n d e n  ts



optimum interval appears to be between 7 and 11 (Nunnally, 1967). Phelps (1986) 

found that subjects often needed help in interpreting numerical scales and that a word 

description of the scale aided comprehension and completion. Thus single word 

descriptors were added to what was essentially an ordinal scale.

2.4 The representation of image change

2.4.1 The open approach: method of representation

On reading the responses to the open questions a very wide range of disparate views 

were expressed, nevertheless certain recurrent themes begin to emerge and these were 

categorised (Jones,1985). For example references to "heat" or "sun" were grouped 

together, although a record of each specific response was kept in case certain important 

sub-groups emerged. It transpired that some of the groups were relatively easily 

defined and responses were fairly easy to categorize, such as references to "heat" and 

"sun". However many of the categories were determined by looking for related concepts 

amongst the responses. For example when asked about the people of Tunisia "interest 

in foreigners" and "curious" came up as two responses, it was thought to be justified to 

place these together. Comments on the "pushiness of traders" and "harassment by men" 

tended to overlap and therefore were counted as one group of images. However it was 

not always easy to group many of the images that were left and in such cases no attempt 

was made to do so because this would have distorted the overall findings. Thus an 

image was excluded from the analysis if it occurred less than three times, and a note 

was made of these as "others" (see Tables 2.4, 2.7 and 2.10; p 76, SO and 98).

2.4.2 The stmctured approach: method of representation

2.4.2.1 Representation of the raw counted data and the Image Index 

The fonnat in Figure 2.4 (p78) is the same as that used in the questionnaire. Thus the 

respondents were asked to tick one of the boxes ranging from "strongly agree" to 

"strongly disagree" for each of the attributes listed down the left-hand side of the table. 

A similar approach was adopted for the Tunisian people and Tunisian environment



sections of the survey. The resulting diagrams contain the responses for both the before 

and after surveys.

Although the results shown in Figure 2.4 were very useful it was thought that other 

techniques might highlight the major features contained in the data, In this chapter the 

raw counted data are analysed by treating the data as interval data to formulate an 

Image Index. In Section 2.2 it was noted that Schroeder (1984) argued that the use of 

the mean score data is an effective simple method Of analysing environmental cognition 

data and in later chapters this method is used. The Image Index takes account of the 

points of the rating-scales used by respondents in much the same way as a mean score 

does. However rather than analysing each bi-polar scale as a continuum, each pole is 

analysed separately. Thus each adjective has a score rather than each pair of adjectives 

having a single score. The main justification for taking this approach was that whilst it 

was still a simple method of analysis it allowed deeper insights into the data than would 

have been gained by simply using the mean scores. In later chapters the mean scores 

are deemed adequate for some purposes. In this case, a detailed analysis of the image of 

a single destination, it was thought justifiable to experiment in developing a simple 

technique that could yield quite sophisticated detailed insights into an environmental 

perception data set. To calculate the Image Index the raw data have been converted and 

presented in a clearer fonnat (Figure 2.6, p80). This was done by the following 

process. On the seven-point scale of elements shown in Figure 2.4 (p78) the "neither" 

responses are at the mid-point and were scored as zero. The rest of the elements were 

then given the weightings shown in Table 2.1 (p64). The responses for each element 

were multiplied by the relevant weighting and then added together, this total was termed 

the Image Index and is shown in Table 2.2 (p64).

Two Image Index figures were calculated for each pair of the bi-polar adjectives, one 

for each pole. For example before the visit disagreement that Tunisia offered "good 

winter sports" had an index of 58, whilst the opposing pole had a score of zero, The 

former was termed the dominant pole and the latter the subordinate pole. (In Figure



2.4, p78) the agreement that Tunisia offers the relevant attribute is denoted by Y and 

disagreement by N). Two methods of representing this information were fonnulated, 

the aim being to find complementary rather than mutually exclusive techniques.

2.4.2.2 The Image Index: line and*bar graph

The image indices were sorted so that the left-hand side of the chart would contain all 

the dominant poles for the before responses. These were then ranked in order to 

provide a clear representation of the before image with which to compare the after 

images. A change in Image Index scores of more than six points was used in 

determining a set of image change descriptors. The full range of descriptors of image 

change are shown in Figure 2.2 (p68). In Figure 2.6 (p80) the left side represents the 

dominant poles in rank order, thereby providing an easy-to-follow list of the most 

important constructs before the fieldcourse. It is then possible to evaluate the image 

change by comparing the pecked line {after) in relation to the solid line {before), The 

neutral responses were shown as bar graphs to show whether ah image became more 

neutralised (o-p) rather than reversed (q-r). This method of representing group 

responses was applied to all three sections of the survey (Figures 2.6, 2.10 and 2.14; p 

80, 93 and 102).

If the analysis was to have any validity then initially it was necessary to consider two 

important issues, these have to be borne in mind throughout the analysis. These issues 

are (a) the relationship of the raw counted data to the image index and (b) the 

relationship of the group image index to the individual image shift.

2.4.2.3 The relationship of the raw counted data and the Image Index

It was important to establish the validity of the Image Index as a reflection of the group 

image change. An attempt was made to interpret the basic data represented by the bar 

graphs. This initial interpretation was then compared with the statements classified on 

the relevant Image Index line and bar graph. This was done by taking a blank copy of
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the relevant table and placing this beside the bar graph. The image change shown by 

the bar graph was then interpreted by the following stages:

(a) the main concentration of before responses were highlighted by inserting an elipse 

where this occurred;

(b) an arrow or arrows were then inserted to reflect the direction and extent of the image 

change;

(c) annotation of the direction and degree of change was inserted;

(d) a statement of what type of change appeared to have occurred was made (Figures

2.5, 2.9 and 2.13; p79, 92 and 101).

For example in Figure 2.4 (p76) with "cheap shopping" the concentration appears to be 

in the "mildly agree" and "agree" columns and there seems to be little change but what 

change does occur is towards the opposing pole: "strongly agree" loses 1, "agree" loses 

2, "mildly agree" gains 5 and mildly disagree gains 2. Thus the constmct was adjudged 

to be constant or possibly diminished. It was not neutralised because the "neither" 

responses fell to zero. "Adventurous holiday" had the same concentration in the "mildly 

agree" and "agree" columns but the changes are more complex. There were losses in 

"mildly agree" (6) "strongly agree" (2) but gains in the "agree" (4) and "neutral" (4) 

columns. On the opposite pole there were gains in "disagree" (2) and losses in "mildly 

disagree" (2). Overall this was interpreted as a slight change both ways from "mildly 

agree", therefore it was categorised as constant with a neutralising element. Both these 

were examples where it was difficult to make a definite statement, therefore two 

possibilities were suggested. However in most cases it was possible to make a definite 

statement, for example with "contact with the local people" the concentration of the 

before responses is in the "agree" and "strongly agree" categories. Clearly the after 

responses strongly intensify this concentration: "disagree", "mildly disagree" and 

"neither" lose all their before responses, "mildly agree" falls from four to one, whilst 

"agree" rises from three to 12 and "strongly agree" rises from three to 12. Thus the 

dominant constmct was intensified. This method of interpretation was repeated for all



the constructs on the three bar graphs representing the aspects of image (Figures 2.4, 2,8 

and 2.12; p 78, 91 and 100). They were then compared to the statements that had been 

derived from the Image Index line graphs (Figures 2.6, 2.10 and 2.14; p 80, 93 and 

102). It is interesting to note that all the statements matched the bar graph 

interpretations (Figures 2.5, 2.9 and 2.13; p79, 92 and 101). Thus it was a useful 

exercise because it established that the Image Index did indeed adequately reflect the 

group responses. This is important because whilst the bar graph appears to be the 

simplest method of presentation of the data it is not so easy to interpret. It tends to be 

time consuming when attempting to reach statements to describe the changes that occur. 

Also it is difficult from the raw data to rank the constructs in order of the strength of the 

images. The line and bar graph has advantages in that it is easy to identify the dominant 

constructs and the degree of change of each of these and to reach valid statements about 

the image change. For example it can be seen from Figure 2.6 (p80) that agreement that 

Tunisia offers "contact with the local people" is the sixth most important construct 

before the fieldcourse with 28 points. After the visit it is intensified by 26 points to 56 

which is the strongest image after the fieldcourse. The extent of the intensification is 

further increased by the opposing pole decreasing from 10 to zero and by the loss of 

both "neither" responses.

The line and bar graph was useful for interpreting the strength of image and the degree 

of image change numerically by the image index. However it was thought that it would 

be useful to be able to reach statements of strength of image and degree of image 

change in a consistent manner. This had been achieved with the statements describing 

the type of image change (Figure 2.2, p68) thus a means of arriving at statements 

describing the strength of the images was devised. As will be seen by comparing the 

strength of images before and after the visit it is also possible describe the degree of 

change.



2.4.2A Tri-axis scatter graph.

The aim in formulating this technique was to attempt to find a quick method of 

categorizing the strength of image statements and the degree of change in this. This 

was done by means of a tri-axis scattergraph (Figure 2.3, p72) on which the central y 

axis is the scale for both the dominant and the subordinate poles after the fieldcourse 

and the two A* axes are the scales for the image indices before the fieldcourse* The lines 

drawn from the origin at 45 degrees on both scattergraphs represent the situation where 

there was no change of image i.e. any point on the a  axis would read off the same on the 

y axis. Thus it can be seen that any points above these lines represents an 

intensification of an image and below the line a reduction in the strength of image. 

Furthermore the degree of movement above or below the line indicates how much the 

image has intensified or diminished* The strength of the images was described by four 

categories: weak, medium, strong and extreme. The range of the scale was 60 points, 

therefore this was split accordingly at 15 point intervals. The four statements were 

labelled along each of the three axes in the 15 point intervals. The statements could then 

be used to describe the strength of images and changes that occurred before and after 

the visit. For example on Figure 2.3 point A is an image constmct that has intensified 

from medium to extreme and B has diminished from an extreme to a medium 

constmct. In practice it was found that most of the subordinate pole constructs clustered 

in the weak sectors although this need not necessarily have been so. For example it is 

theoretically possible for a group to have strongly polarised images that would result in 

two equally medium or strong images. An important facet of image change that was 

highlighted was the reversal of image, this was achieved by linking the reversed 

constructs with a dotted line as shown by C-D. In this case C was the dominant pole 

before the visit with an image index of 25 whilst D was the subordinate pole with 10. 

After the visit D was dominant with 25 whilst C was subordinate with 6. It should be 

observed that the tenn reversed refers to a trend in the data and did not necessarily 

result in the dominant pole becoming the subordinate pole. An example is G-H: G has 

fallen from 29 to 16 while H has risen from 1 to 14, G is still the dominant pole though 

the trend is a reversal from G to H. A last feature of this method is that the set level for
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the change of image to be seen as significant can be varied easily. In this case a level of 

6 points of change had been chosen (Section 2.4.2.2) so although E-F represents a 

minor reversal of image this does not constitute any significant change. The level can

significance.

Once the relative importance of the constructs was established and the statements of 

type and degree of image change were decided upon it was thought that a summary 

table of these factors would be a useful extension of the transformation of the raw data 

to a set of statements about image strength and image changes (Tables 2.6, 2.9 and 2.11; 

p86, 96 and 104). Before discussing the tables further it is necessary to consider the 

changes of individuals within the group totals of responses, because this may well be a 

qualifying factor when considering the image change statements. This issue is discussed 

further in later sections.

2.4.2.5 Individual image shift and its relationship to the group Image Index.

One possible criticism of the analysis of group responses before and after the visit was 

that there may be underlying individual changes of image that are counter-balancing.

For example one respondent may change from "strongly agree" to "strongly disagree" 

whilst another does the reverse. Such changes would not be evident in the group data. 

An attempt was made to measure the individual image changes (shifts) between the 

poles of the bi-polar adjectives by counting the numbers of points of difference there 

were in the students’ reactions to a construct before and after their visit. For example:

Table 2.3 The calculation of the inter-polar shift

be set easily on this graph by simply extending or contracting the width of the band of

Before Ugly 
After

Beautiful

Inter-polar shift = 3

When analysing the change in image by group totals it is essential to take account of 

these inter-polar shifts within the data: it may be that there is a strong underlying trend



running against the apparent group changes. However by the same token it may well be 

that the internal shifts in the data do match the group image change. An attempt was 

made to establish a simple indicator of this internal shift by differentiating between shift 

from the subordinate to the dominant pole and vice-versa: these figures are listed in the 

summary tables 2.6, 2.9 and 2.11 (p86, 96 and 104). By interpreting these figures, it 

should become apparent if the internal shift is congruent with the group image change. 

For example if an intensified image contained an inter-polar shift heavily biased 

towards the dominant pole this would not exhibit an underlying shift towards the 

subordinate pole. Equally one would expect constant images to have a low incidence 

of shift between the two poles. This method would also reveal whether there was high 

incidence of counter-balancing shift that would not be revealed by the group image 

change index: this would apply whatever the change designation was (e.g.constant, 

intensified etc.). The purpose of the methods outlined so far was to experiment with 

simple indicators of complex changes in images. The overall objective was to find 

methods of reaching specific descriptive statements that accurately reflected the major 

changes in images of Tunisia. Analysis of their effectiveness is discussed below in 

Section 2.5.

2.5 The analysis of image changes of Tunisia: comparison of approaches 

In order to analyse and to compare the relative effectiveness and interrelationships of 

the techniques, they will be analysed within the three main aspects identified in Section 

2.3.1. This approach has been adopted so that the main findings from the open and 

structured approaches within each section can be considered together. It will then be 

possible to compare their relative effectiveness. The accent of this chapter is on both 

the techniques and the findings. Priority will be given to the evaluation of the 

techniques, this will be done in the context of the main findings of the images of 

Tunisia.



2.5.1 Image of Tunisia as a tourist destination

This section begins with a comparison of the open and structured approaches. It was 

interesting that some similar categories emerged, for example ’'good sun and beaches" 

was strong both before and after in both approaches. "Interesting sights" and "cheap 

shopping" both diminished on the structured approach, whereas comments on these 

dropped below the threshold of three on the open approach. However apart from these 

items it was not easy to find overlapping categories. Conversely this was a useful 

outcome because it elicited responses from the open approach that would not otherwise 

have been highlighted. For example "isolated hotels" is a strong open construct both 

before and after the visit (Table 2.4). This particular constmct raises interesting issues 

of the relativity of image cognition. For example "isolated hotels" would be regarded as 

’good’ by those who have strong negative images of Tunisia but ’bad’ by those who 

have strong positive images and who wish to make "contact with local people". Indeed 

it is interesting to contrast this expressed image of isolation with the most intensified 

image "contact with the local people" on the structured approach: this would seem to 

highlight the complexity and ambivalence of images held by tourists. Indeed it would be 

unrealistic to expect images to be totally positive ones, ’real life’ experiences are 

seldom like this. However, in the case of holidays the tourist spends a large proportion 

of their annual disposable income on the ’product’ and therefore comes to have 

expectations, rightly or wrongly, that their experiences will be more positive and 

pleasurable than everyday ’real life’. An important component of this is the tourist 

expectation of satisfactory hotel accommodation which the tourist agencies attempt to 

fulfil. This often takes the fonn of purpose built "isolated hotels", indeed their 

constmction and the accompanying infrastructure have been given priority {Travel 

Trade Gazette, 1986). This has been done in order to accommodate the volume of 

business thought to be needed to stimulate the Tunisian economy to a significant 

degree.

Other important images to emerge from the open approach were comments on the 

coastal nature of tourism (3 responses before to 6 comments after) and "harassing men”



Table 2.4 Image of Tunisia as a tourist destination:
responses to the open approach.

Responses before the visit Responses a f t e r the visit .

Isolated hotels 8 Isolated hotels 7
Good climate 8 Good climate 7
Tourism little developed 7 Good beach/sun holiday 7
Great contrasts 5 Harassing men 7
Cheap shopping 5 Coastal tourism only 6
Good beaches 4 Interesting landscape 6
Interesting sights 4 Poor holiday destination 4
Sand 4 Poor food 3
Unspoilt 3 Holiday camps 3
Little nightlife 3 Little nightlife 3
Package tours 3
Sea 3
Coastal tourism only 3

Total 60 Total 53
Others 15 Others 14

Total = 75 Total = 67



(0 to 7). This latter construct will be returned to later because it emerged as a very 

strong construct in the structured section on the Tunisian people. It was suggested in 

Section 2.4.2.3 that the bar graph of the raw data was accurately reflected by the image 

index line and bar graph. Most of the following discussion will centre around analysis 

of this index and the various refinements that were devised for doing this. However 

before doing so a few comments are necessary to illustrate the link between them. The 

generalised interpretation on a copy matrix was useful at arriving at a general statement 

of the changes in image and as shown in Section 2.4.2.3. The identification of a general 

statement was fairly easy in all cases except for the first two, "cheap shopping" and 

"adventurous holiday" (Figure 2.5, p79).

The immediate attraction of the line and bar graph (Figure 2.6, p80) is that it can be 

scanned down the left-hand column to identify the major images in rank order before 

the visit. This is useful in itself but by tracking the relevant position of the pecked line 

one can immediately identify the

amount of positive and negative image change on both poles. Thus the two most 

obvious changes are a diminishing of both poles for "cheap shopping" and an 

intensification of the "contact with local people". Other intensified images are the 

relatively weak images of "swinging social life" and "interesting politics and society". 

The graph provides an overall summary of the changes of group image and is easy to 

interpret.

The overall aim was to find a method of reaching consistent statements on the strength 

of image and a measure of the inter-polar shift within the data. Thus the tri-axis 

scattergraph was formulated (Figure 2.7, p81) and an overall summary of both types of 

graph and the indicators of inter-polar shift were gathered together in tabular form 

(Table 2.6, p86) How the graphs were interpreted to reach this summary table is 

presented below.



Figure 2.4 Image of Tunisia as a holiday destination: bar graph
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Figure 2.5 Image of Tunisia as a holiday destination: interpretation 
of bar graph
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Figure 2.6 Image of Tunisia as a holiday destination: line and 
bar graph
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Figure 2.7 Image- of Tunisia as a holiday destination
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First, the structure of the table was established by reworking the image index line and 

bar graph by grouping the constant images, intensified images etc; this gives an 

immediate guide to the overall groups of similar adjectives. In order to give greater 

depth and meaning to this structure, it was necessary to also have consistent qualifying 

statements of image strength. These statements were added to the responses before and 

after the visit by interpretation of the tri-axis scattergraph. For instance "contact with 

local people" was intensified from 29 to 55 index points (Figure 2.6, p80) and this 

change may be classified as medium before the visit amd extreme after (m+e) (Figure 

2.7, p81). Further refinements were to indicate where there was significant movement 

within a category (i.e. more than six index points). It may be, for example, that while 

there is significant change this may not be sufficient to change the statement category.

A good case in point are the two diminished images, the degree of reduction and 

strength of image is clearly greater for "cheap shopping" (s-m) than for "interesting 

tourist sights" (s-s).

In the case of the reversed images it was necessary to specify the degree of the reversal. 

As observed in Section 2.4.2.5 whilst there may be an element of reversal this may not 

lead to an absolute reversal of the dominant and subordinate poles. Thus a statement of 

the status of both poles before and after would indicate the degree of reversal. In the 

case of the only reversed image on this matrix "spectacular scenery" the degree of shift 

while deemed significant, was insufficient to reverse the dominant and subordinate 

poles. The dominant remained medium (yes) and the subordinate pole remained weak. 

This is designated on the table mm to ww. If it had been sufficient to reverse the 

constructs then this would have been reflected by mw to wm on the table. By the same 

token the intensified image "contact with local people" was a medium constmct greatly 

intensified to extreme (m+e). "Swinging social life" and "interesting politics" were less 

intensified because they remained medium constructs (m+m). Thus it can be seen that 

in the summary table so far, one can quickly make statements to describe the type and 

degree of image change if any.
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It is now relevant to turn to the final qualification about the group image change by 

setting it in context of the underlying, inter-polar shift (Section 2.4.2.5). This will be 

discussed in some detail in this section because many important issues will be raised. 

The first group of images to be considered are the constant group images. It can be 

seen that the constructs ranked first second tenth and thirteenth have relatively little 

inter-polar shift, ranging from 15 to 21 in total both ways (the subordinate and 

dominant poles (S-D) and the dominant and subordinate poles (D-S)). In contrast those 

ranked fourth and ninth have 35 and 37 points total shift respectively. A construct that 

was very strong was the top ranking factor "good winter sports" it was an extreme 

construct that remained extreme (e/e). This construct was stable in that the 13 before 

responses were the same after the visit. Moreover there was very little inter-polar shift: 

7 points from the subordinate to the dominant pole (S-D) and 8 points from the 

dominant to the subordinate pole (D-S). Interesting underlying trends can be revealed 

by careful interpretation. For example it is interesting that the constant constructs 

"good sun and beaches" ranked fourth, and "appealing food" ranked ninth, have higher 

inter-polar shift figures in both directions (S-D and D-S) than the other constant 

constructs. In this case, this inter-polar shift is counter-balancing and highlights a 

subject for further investigation. It would suggest that there is a degree of ambivalence 

in the individual responses that was not picked up at the group level of analysis. It is 

important to highlight these trends because it may be valuable to research into the 

reasons for the differences in such responses. What is it about the beaches and the food 

that elicited such different responses ? It may be a strength of this technique that it can 

highlight such ambivalent aspects of tourist images.

It should be noted at this point that even inter-polar shift totals of 35 an 37 points as in 

the case of "good sun and beaches-' and "appealing food" do not necessarily represent 

extreme shifts. It is useful to show how the potential for degree of shift between the 

subordinate and dominant poles (S-D) and the dominant to subordinatepoles (D-S) 

varies with the stregth of the initial image. This can be illustrated diagrammatic ally 

(Table 2.5, p84).



Table 2.5 (a) Potential for individual inter-polar shift
Dominant Pole (D) Subordinate Pole (S)

S-D 3 2 1 0  1 2  3 D-S
0 (0) X > . 6 (132)
1 (22) .< X >. 5 (110)
2 (44) . < X >. 4 (88)
3 (66) .< X >. 3 (66)

(n.b. figures 
sample size n

in parenthesis represent potential 
=22)

for a

Table 2.5 (b) Approximation of potential for orroup
inter-polar shift within strencrth
of imaae descriptor cateaories

Dominant Pole Subordinate Pole
Maximum
potential
Extreme

60 45 30 15 0 15 30
S-D D-S

o----—  >< 105-120
0-15

45 60

>

Strong <
S-D D-S
o-----><
15-30 90-105

>

Medium <
S-D D-S

o----><
30-45 75-90

>

Weak <
S-D D-S

o----><
45-60 60-75

>

Key 
— >

S-D
15-30
D-S

105-120

Range of statement
Number of points of image shift potential 
subordinate to dominant pole
Number of points of image shift potential 
dominant to subordinate pole



It can be seen that in an individual case the potential for D-S shift changes with the 

stregth of the initial image. In the most extreme case there is no opportunity to move S- 

D but the potential for a 6 points move D-S. In the case of the second most extreme 

response the potential is 1 and 5 respectively and so on. This may be elevated to the 

group level. In the present study there were 22 respondents, thus all the individual 

figures are multiplied by 22 (figures in parentheses). Therefore these figures in 

parentheses indicate that the potential for group shift towards either pole is dependent 

on the initial strength of image.

It can be observed that there is correspondence between the maximum potential for uni

polar image shift (66) and the maximum potential for uni-polar image index (66). For 

example if all the before responses were neutral the image index would be zero for both 

poles. Thus if all 22 respondents after reponses shifted to the extreme of one of the 

poles the uni-polar shift would be 66 (3 x 22): this is also the maximum possible Image 

Index. However it was found that the actual observed maximum across the three 

matrices was 58; i.e."good winter sports" on the destination matrix. Therefore a range 

of sixty points had been used to categorize the four strength of image statements at 

intervals of 15 points. It would seem justified therefore to suggest an approximate 

framework of potential for group inter-polar shift based on these intervals (Table 2.5(b)) 

This made it easier to discuss the strength of image statements in the context of the 

underlying individual variations.

These figures serve as illustration that in their raw counted form, shifts towards the 

dominant pole have a greater significance than shifts towards the subordinate pole. The 

reason for this is that a greater potential for movement exists towards the subordinate 

pole. It is at this point that the limitations of the graphical/ numerical approach can be 

seen and the advantages of statistical techniques that accommodate such factors become 

obvious. However as has previously been suggested the level of analysis reached so far 

may be sufficient to make a meaningful summary of the main trends in the pattern of



Table 2.6 Image of Tunisia as a tourist dest.inat.ion:
summary of Image Index

Rank Pole Const.ant. images Inter-polar 
shift 

S-D : D-S
No
image
change

Change
in

image
1 No Good winter sports 7 7 13 e/e
2 No Absence from tourists * 12 7 6 e/e
4 Yes Good beaches and sun 15 20 9 s/s
9 No Appealing food 20 17 5 m/m

10 Yes Exotic local1 customs 13 12 6 m/m
13 Yes Strong attraction* 14 8 6 m/m

Rank Pole Intensified images
6 Yes Contact with locals* 32 2 3 m+e

11 No Swinging social life 18 8 1 m+m
12 Yes Interesting politics 16 4 10 m+m

Rank Pole Reversed images
8 Yes-No Spectacular scenery 4 20 9 mm to ww

.

Rank Pole Diminished image
3 Yes Interesting sights* 7 13 7 s-s
5 Yes Cheap shopping 10 17 7 s-m

Rank Pole Neutralised image
7 Yes Adventurous holiday 6 14 7 m/m

Key
Poles Change in image intensity

S = Subordinate • w = weak
D = Dominant m = medium

s = strong
e = extreme* description + = intensifies

abbreviated - = diminishes
/ = remains constant i.e.

plus or minus 6 index points



images. For the purposes of this study the figures presented in Table 2.5 will simply be 

used to establish a context within which to consider the image shift figures for the 

summary of image change (Tables 2.6, 2.9 and 2.11; p86, 96 and 104). The main factor 

that will be taken into account in interpreting these figures is that more weight may be 

given to the S-D shift than to the D-S shift. Thus when considering the "appealing food" 

shift the 20 S-D shift is a proportion of the range 30-45 for medium constructs and the 

17 D-S shift is a proportion of the range 75-90.

Table 2.6 is a summary table of the inter-polar shift figures. An important overall 

observation is that there are no extreme counter-balancing shifts underlying the group 

data, for example of the order 50 S-D and 46 D-S. If we consider the shifts within the 

constant images , in most cases they are,m in proportion to their potential, relatively 

small shifts to the subordinate pole. Whilst the shifts towards the dominant poles are a 

higher proportion of their relative potential. It is now possible to summarise the overall 

patterns in the inter-polar shift figures. The constant images appear to have an 

underlying trend towards intensification rather than negation of the original images. In 

the case of all except "good sun and beaches" the S-D shift is greater than the D-S shift. 

This need not have been the case, indeed it is unlikely that such a pattern is likely to 

have occurred by chance. In the case of the intensified images the differences are only 

a matter of degree. There is a strong shift of "contact with local people" (32 S-D, 2 D- 

S) and weaker changes within "swinging social life" (18 S-D, 8 D-S) and "interesting 

politics" (19 S-D, 4 D-S). The group image change "contact with local people" is 

intensified from the medium to an extreme construct (m+e).

It is clear that the inter-polar shift figures are congruent with the group responses 

because the shift is nearly always towards the dominant pole. The changes in "swinging 

social life" and "interesting politics" are also towards the dominant pole and there is 

little shift towards the subordinate pole. In the case of the diminished and neutralised 

images there appears to be an underlying trend of reversal of image because the D-S 

shifts exceed the S-D shifts. However earlier it was argued that the D-S figures would



be given less weight than the S-D figures thus it is doubtful if it could be argue strongly 

for there being an underlying inter-polar shift interpretation in these cases. In the case 

of the reversed image of "spectacular scenery" (4 S-D, 20 D-S) the shift of D-S greatly 

exceeds the S-D shift and thus the apparent group trend of reversal is borne out by the 

individual shift figures.

It is interesting to recall that the constructs for the table in this section of the study had 

been taken from a study by Pearce (1982) and none of Pearce’s findings were 

replicated. This is not surprising when it is recalled that none of the respondents in 

Pearce’s study had actually visited Tunisia: Tunisia was only included because it was 

seen as "similar" to Morocco which was their actual destination. This raises an 

important issue, Mayo and Jarvis (1981) suggest that in the case of lack of specific 

knowledge of places an image may be formed within an overall context of perceived 

"similar" places. In the Pearce study it would appear that holiday experiences in 

Morocco formed the context which led to the fonnation of similar images of Tunisia: in 

this study holiday experience of Tunisia appears to have led to different images. The 

relevance of such findings are obvious, Tunisia is attempting to establish itself as a 

holiday destination with other emerging destinations such as Morocco. It may be that 

Tunisia must evolve a strong individual image that differentiates it from all competitors 

if the large volume tourist trade that is desired is to be attracted and return visits 

secured.

Before turning to the image of the Tunisian people it is worth relating some of the 

findings to the fieldcourse experiences of the students. The reason for the strong 

intensification of the "contact with the local people" construct was that the students had 

undertaken a series of excursions into the inland, rural areas. The students felt that 

there they encountered the ’real’ Tunisia. As will be seen in the following section this 

provided their image of the Tunisian people with very positive dimensions.



2.5.2 Images of the Tunisian people

The first impression of the open responses (Table 2.7, p ) is the consistency of the 

strongest images. The dominant impression in both before and after the visit responses 

are the apparently contrasting images of "harassing/pushy" and "friendly" constructs. 

The former comments more usually referred to traders in the markets, this is probably 

an expression of cultural differences. Clearly the western students were not used to this 

type of commercial transaction! It would be wrong, however, to construe this image 

necessarily as a negative judgement on the Tunisian people, rather it may be an 

expression of individual reactions to one of many new situations and experiences that 

were encountered. Indeed this does seem to be the case when it is considered that the 

image of the Tunisian people as "friendly" is strong before the visit and increases after 

the visit. This is reinforced later in the structured approach. Qualifying statements did 

emerge of rural/urban differences. The rural Tunisians were perceived as more "open" 

and "friendly" than the urban. This would seem to be a common perception the world 

over but in the case of Tunisia the students remarked upon the interest and the helpful, 

friendliness of the rural peoples wherever they went in the interior of the country. This 

would seem to augur well for the possible future development of tourism irt the 

Tunisian interior. The positive comments about the rural population tended to be more 

recurrent than the negative comments about the urban peoples. Finally the relativity of 

cognition once again appears when one compares the "lazy" responses with the "relaxed 

and easy-going" responses. Little comment will be made on the bridging of the bar 

graph to the Image Index line and bar graph as most of the relevant comments have 

been made in Section 2.5.1. The first impression of the change in image (Figure 2.10, 

p93) is that the changes appear to be greater than on Figure 2.6 (p80). Closer inspection 

reveals this to be the case and is summarised in Table 2.8.

When the open and structured approaches are compared "pushy" again is the most 

important constmct. "Friendly" and related constructs such as "unreserved", "happy", 

"open" and "pleasant" are all important. Indeed "friendly" is a construct that is 

intensified on both approaches. It could be argued that the structured approach 

contains aspects of "friendliness" and that these bear out the image of the Tunisian



Table 2.7 Image of the Tunisian people;
responses to the open approach

Responses before the visit Responses a f t e r the visit
Haras sing/Pushy 18 Harass ing/Pushy 18
Friendly 14 Friendly 16
Contrast: urban/rural 5 Contrast: urban/rural 8
Contrast: men/women 5 Contrast: men/women 8
Women: shy/quiet 3 Honest/Kind 8
Polite/Reserved 3 Men lazy 6
Unfriendly 3 Women :shy/quiet 5
Curious 3 Curious 5

Relaxed/easy-going 4
Cunning 3

Total 54 Total = 81
Others 18 Others 11

Total = 62 Total = 92

Table 2.8 Summary of the type of image changes of Tunisia.

Images Tourist 
destination 
(Figure 3)

Tunisian 
people 

TFieure 4)

Tunisian 
environment 
(Figure 5)

Constant 6 5 9
Intensified 3 7 2
Reversed 1 3 4
Diminished 2 0 0
Neutralised 1 2 0
Diversified 0 0 1

Total = 13 17 16

people as a friendly people. For instance "open", "pleasant", "kind", "happy" are all 

intensified, whilst "stingy" is reversed to "generous" after the visit. Another 

interesting point is that on the open approach "honest and kind" (8 responses) appears 

after the visit: on the structured approach, "dishonest" is reversed to "honest". 

Although the "dishonest" construct is still dominant. ranked seventeenth, it is the 

weakest and least important of all.

The interpretation of the line and bar graph and tri-axis scattergraph have been 

explained earlier, thus the rest of the analysis of the overall pattern of image of the 

Tunisian people will be done from the summary table with reference to the graphs 

where relevant. It can be seen from Table 2.9 (p96) that in the case of the constant



Figure 2.8 Image of the Tunisian people; bar graph
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Figure 2.9 Image of the Tunisian people: interpretation of the 
bar graph
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Figure 2.10 Image of the Tunisian people: line and bar graph
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Figure 2.11 Image of the Tunisian people 
tri-axis scattergraph
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constructs the strongest three appear to have an element of intensification, especially if 

one gives more weight to the S-D shift as suggested in Section 2.5.1. Whereas the 

weaker constructs "lively" and "dirty" appear to have an underlying shift towards the 

opposing poles of "indolent" and "clean" constructs. However it should be noted that 

they do not represent large shifts as they are relatively low proportions of the potential 

movement.

When one considers the intensified images, the most notable feature throughout is that 

the group image change clearly also reflect the underlying trends. The shift is clearly to 

the dominant pole which it will be remembered is proportionally more significant, 

without any counter-balancing reverse shift of not. Further, the degree of change is 

sufficient for each construct to change statement category: four change from medium to 

strong and three from weak to medium.

In the case of the reversed images, the opposite is the case: there is no underlying 

reverse trend towards the dominant poles. Interestingly the "honest" and "lazy" 

constructs come out on the open approach after the visit, on the structured approach 

they both reverse sufficiently to change the statement of image strength, (mw to wm 

and ww to wm respectively). Thus overall it would seem that that with the image of the 

Tunisian people, the underlying trends of individual variations do not qualify the group 

image changes to a significant degree. On the contrary they reinforce them because the 

inter-polar shifts tend to be towards the direction of the dominant constructs in the case 

of the constant images and are strongly uni-polar in the case of the intensified and 

reversed images.

There seems to be a certain correspondence between the two approaches in that some of 

the stronger responses "break through" on both. Beyond this the open approach appears 

to have value in opening up aspects of image not revealed by the more constraining 

structured approach, such as the sex specific and urban/rural contrast comments. It



Table 2.9 Image of the Tunisian people;
summary of Image Index

Rank Intensified images
2 Cunning 14 4 4 m+s
5 Friendly 27 5 6 m+s

10 Happy 27 7 4 m+s
11 Open 27 7 4 m+s
12 Pleasant 25 6 4 w+m
14 Optimistic 18 7 5 w+m
16 Kind 17 4 7 w+m

Rank Reversed images
6 Dishonest to Honest 5 16 10 mm to ww
9 Industrious to Lazy 4 26 5 mw to wm

15 Stingy to Generous 6 27 4 ww to wm

Rank Neutralised images
4 Helpful and Unhelpful 15 8 3 mm and ww

17 Violent and Calm 11 11 2 ww and ww
Key
Poles Changes in image intensitv .

S = Subordinate pole w = weak
D = Dominant pole m = medium

s = strong 
e = extreme 

+ = intensifies 
- = diminishes 
/ = remains constant

plus or minus 6 index points

can be said that while there are both positive and negative dimensions to the image of 

the Tunisian people, overall the image is a good one and if Morello’s contention that 

images of nations influence holiday destination choice then this augurs well for the 

future of tourism in Tunisia.
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2.5.3. Image of the Tunisian environment.

The open responses reveal a pattern of attributes that may be seen as ’Tunisia-specific’, 

that is more images of/w m  e.g. mountains, oasis etc than the experiential descriptions 

of the environment in its wider sense which may include sounds,smells, etc. This may 

be said to be more the case before the visit than after. After the visit environmental 

quality comments move from tenth to first place (Table 2.10, p98). This is probably an 

expression of the direct individual experience of actual place in contrast to simple 

description of form. Indeed this is very much as one might have expected, image 

without actual experience is predominantely built on the visual. The main source of 

images of the experiential aspects of environment before the visit can only be 

experienced at second-hand from friends who have been or from travel brochures etc.

In holiday brochures an attempt is made to convey the ’flavour’ of places, however 

these usually fail because they tend to be rather bland and stereotyped. Indeed any 

images of the environment usually concentrate on the quality of accommodation and 

price: images of the rest of the environment are definately of secondary importance.

After the visit "arid" falls from first to third ranking, whilst "greener than expected" 

enters at sixth place. These changes reflect a shift in the stereotype image of the before 

responses; for instance "arid", "hot", "desert" and "oasis". The image that the Tunisian 

National Tourist Organisation (TNTO) is attempting to convey is that while all the 

stereotype images are true, this is only part of the "reality" of the Tunisian environment 

(TNTO 1983). In the publicity brochure issued to the U.K. market emphasis is given 

not only to the images of sun and beautiful beaches but also to the rich greeness of some 

areas of the country. The message is that the Tunisian environment has much more to 

offer than the "arid" and "desert" stereotype suggests.

As observed previously a comparison of the structured and open clearly indicates, that 

the open approach, in the main, contains the more concrete (form) images of the 

environment. The structured constructs tend to be more generally applicable 

constmcts, rather than being specific to Tunisia. It may be argued that constructs on the



Table 2.10 Imacre of the Tunisian environment: 
responses to the open approach

Responses before the visit Responses a f t e r  the visit
Arid 14 Environmental quality 11
Contrasts: north/south 8 Contrasts: north/south 10
Sun/heat 8 Arid 9
Desert 8 Dusty 8
Mountains 5 Monotonous 6
Oases 5 Greener than expected 6
Barren 4 Barren 4
Flat 4 Open 4
Overcrowded towns 4 Mountains 4
Environmental quality 4 Poor housing 4
Fertile coast 4 Olive groves 4
Olive groves 3
Palm trees 3

Total = 74 Total = 70
Others 14 Others 26

Total = 88 Total = 96



structured approach are, in a sense, almost a breakdown of aspects of the 

environmental quality which is the dominant image on the open approach.

Again the summary chart (Table 2,11, p i04) will be considered in relation to the 

relevant diagrams and figures. Images of the Tunisian environment show a different 

pattern to the other structured sections (Table 2.8, p90). Whilst the number of 

constant constructs is high, proportionally slightly higher than tourist destination, it has 

the lowest number of intensified constructs (two). It has the greatest number of 

reversed constructs (four). However it can be seen from Figure 2.14 (pl02) that in the 

cases of "contrast/uniform" (sm to ww) and "noisy/quiet" (mm to ww) this was not 

sufficient to completely reverse the constructs, the dominant poles remain dominant.

On the other hand the constructs of "rough" and "vivid" do completely reverse to 

"smooth" and "drab" respectively (mw to wm).

On the structured approach it is interesting to note that three of the top four constructs 

("open", "natural" and"interesting") remain strong images after the visit. However it 

must be said that the next group of constructs, that may be described as negative images 

("chaotic", "poor", "smelly" and "dirty"), do stay constant after the visit. Though it is 

noticeable that "beautiful" and "pleasant", while remaining fairly constant as measured 

by the image index, do improve their relative position in the rankings.

The inter-polar shift figures do not appear to qualify the constant images to a 

signifiacant degree. Only in the case of "interesting" is there more than 30 points in 

total (13 S-D, 18 D-S). Neither of the intensified images exhibit underlying inter-polar 

shifts towards the subordinate pole. The "empty" construct changes strength (m+s) 

whilst "horizontal" remains the same (m+m), this is because the "empty" constmct was 

initially stronger and nearer to the threshold of the strong statement. Likewise the 

reversed images do not have significant underlying shift towards the dominant poles. 

The possible exception to this is "contrast/uniform" with a 12 points shift towards the
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Figure 2.12 Image of the Tunisian environment; bar graph
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Figure 2.13 Image of the Tunisian environment: interpretation
of the bar graph
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Figure 2 . 1+ Image of the Tunisian environment: bar graph
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Figure 2.15 
Image of the Tunisian environment 
tri-axis scattergraph
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Table 2.11 Image of the Tunisian environment:
Summary of Image Index

Rank Constant images Inter
S-D

-polar 
: D-S

No
image
change

Change
in
image

1 Open 10 11 7 s/s
2 Natural 6 5 12 s/s
4 Interesting 14 18 8 s/s
5 Chaotic 10 13 7 m/m
6 Poor 10 11 8 m/m
8 Smelly 9 9 7 m/m
9 Dirty 11 9 7 m/m

14 Beautiful 7 12 7 m/m
16 Pleasant 9 15 4 w/w

Rank Intensified images
7 Empty 17 8 6 m+s

11 Horizontal 23 8 7 m+m

Rank Reversed images
3 Contrast to Uniform 12 32 ‘5 sm to ww

10 Noisy to Quiet 8 21 7 mm to ww
12 Rough to Smooth 7 17 5 mw to wm
15 Vivid to Drab 4 18 8 mw to wm

Rank Diversified image
13 Like and Dislike 10 13 6 mm and ww

Key

Poles Change in image intensity
S = Subordinate pole 
D = Dominant pole

w = weak
m = medium
s = strong
e = extreme
+ = intensified
- = diminished
/ = remains constant i.e.

plus or minus 6 index points
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dominant pole out of a possible range of 0-15, although the 32 points shift towards the 

subordinate pole is the largest such shift.

Britton (1979) makes the point that developing countries do have a difficult situation 

here, clearly they cannot improve overnight the environmental factors that cause 

negative reactions from affluent western tourists. On the other hand they cannot attract 

the large volumes of tourist trade they may want without providing the type of 

environment that the international tour operators demand for their clients. A 

compromise appears to have been reached by Tunisia concentrating on a long term 

strategy of providing purpose-built holiday developments with the related supporting 

infrastucture in a restricted number of areas (Travel Trade Gazette, 1983; 1987). The 

main thrust of tourism policy however is designed to attract large volumes of 

international tourist trade to coastal developments. Inland tourism is still seen as a 

potential for the future and although promoted as an "adventure holiday" it is low 

volume trade at the present.

2.6 Appraisal of the open and structured approaches

2.6.1 The open approach

One of the main criticisms of the semantic differential used in the structured approach 

is that whilst it provides a relatively straightforward means of investigating peoples’ 

views of the world, it does this by reducing the world to a set of simple preferential 

judgements. Whether this is justifiable depends on ones’ view of the psychological 

theory and Osgood’s’ notion of semantic space that underpins the technique (Section 

2.3.3.4). However there is a more fundamental point that arises when approaching

people for their perceptions of the world in which they live. It can be argued that one
\

should allow them to express their views in their own temis rather than in those of 

others. Essentially the bi-polar adjectives used in this study formed a preconceived 

framework within which the respondent was expected to express their world view. This 

objection is overcome to an extent by the use of previous research findings on important 

recurrent adjectival pairs as was done in Section 2.3.3.3. The open approach in this



study was an attempt to allow students to express their own responses in their own 

tenns. Although the analysis of the questionnaires was time consuming it did add a 

dimension to the images that otherwise would not have been highlighted, thus it was 

seen as an important supplement to the structured approach. In the following chapter an 

attempt will be made to incorporate the advantages of the open approach by the use of 

repertory grid interviews with respondents that allows them to formulate their own bi

polar adjectives. By eliciting individually meaningful bi-polar adjectives it is possible to 

reflect individual cognition of specific places at specific times for particular studies. 

Although it can be argued that there will be little cross-comparability between studies, 

this is to misunderstand one of the purposes of qualitative research. The aim will be not 

to achieve over-arching theoretical concepts, although certain recurrent themes may 

emerge, but to achieve problem-specific explanations. In the case of a tourist 

destination study this should therefore not present a major problem, indeed it is 

interesting to recall the point made earlier that ’product-specific’ research (i.e. 

’destination-specific’ research) tends to be more effective (Wilkie and Cohen 1979).

2,6.2 Structured approaches

One of the aims of this chapter was to investigate simple techniques of presenting data 

to reach statements that adequately described respondents images and how these images 

changed after a visit to Tunisia. The bar graphs (Figures 2.4, 2.8 and 2.12; p 78, 91 and 

100) were selected as the simplest form of presenting the data. However the 

interpretation of them was found to be more complex and time consuming than had 

been expected. The image index was formulated as an alternative and line and bar 

graphs were constructed to represent the indices (Figures 2.6, 2,10 and 2.14; p80, 93 

and 102). They were thought to be superior to the bar graphs for the following reasons:

(a) the overall image pattern was immediately apparent;

(b) it was possible to show the most important poles of the bi-polar adjectives by

sorting them into dominant and subordinate poles and then ranking them in order

of importance;



(c) it was easy to distinguish the before and after responses for comparison of the 

pattern of image change;

(d) it was possible to describe the type of image change in a consistent manner by 

the use of a set of criteria (Figure 2.2, p68).

It was demonstrated that the Image Index was an adequate reflection of the group image 

data. This was achieved by an intermediate interpretation that linked the bar graphs to 

the line an bar graphs (Figures 2.5, 2.9 and 2.13; p79, 92 and 101). The tri-axis 

scattergraphs proved a successful supplement to the bar and line graph because:

(a) the constmction of the graph was relatively simple and quick, it did not take 

long to rework the Image Index data;

(b) it provided a more subtle description of the image strength that could be used 

to indicate the degree of change to supplement the statements that described the 

type of change;

(c) it was possible to change the level required to qualify for change statements by 

simply expanding the band of tolerance (Figures 2.7, 2.11 and 2.15; p81, 94 and 

103).

The strength of using the line and bar graph and tri-axis scattergraph together is that 

they provide the mechanism for making descriptive statements about the individual 

images. This precludes the need to enter into protracted description of them in the text 

once the method of interpretation has been explained.

The tri-axis scattergraphs were a useful supplement to, rather than a duplication of, the 

line graphs in that they were more effective for representing the data to highlight 

different aspects. However in future it may be best to construct the tri-axis scattergraph 

first because they are easily constructed and would make it possible to start to



summarise the data at an early stage. Whilst the techniques were designed to be 

complementary the scattergraph may be a useful technique in the field when a quick 

feedback is required. The main advantages of the line and bar graph over the 

scattergraph were:

(a) It provided a clear reference point for the neutral responses;

(b) It was possible to indicate clearly the relative importance of the images before 

the visit by ranking. This provided a clear reference point for contrasting image 

changes;

(c) It was possible to include more subtle detail of the image changes on both 

poles of the bi-polar adjectives. This made it easier to identify the type of image 

change that occurred.

The image shift figures were an important supplement to the graphical techniques in 

that they were a means of taking account of individual changes that occurred within the 

group responses. It was found that in most instances the underlying shift figures were 

congment with the group image

changes. They did not significantly alter the major findings of the study which were 

based on the group image data.

The summary tables (Tables 2.6, 2.9 and 2.11; p 86, 96 and 104) were useful in that 

they provided a synthesis of all the main findings that could be gleaned from an 

interpretation of the three types of graph. They were thought to be especially important 

if this technique were to be of wider use in the tourist industry . Whilst research must be 

rigorous and detailed the individual or body commissioning such study would expect to 

be presented with the main findings in a readily accessible form. Clearly they would 

also expect the more subtle details to be available. The graphs are a clear means of 

presenting this detail. The summary tables were a means of achieving the aim of the 

study because they presented the images in groups that could be categorised by 

statements describing the type of changes that occurred after the visit: these were 

ranked in order of importance. They also included statements that described the degree



of image change for every construct. For example an image could be described as 

intensified (type) from a medium to a strong image (degree). Finally the most subtle 

detail of the underlying individual changes could be shown by the inter-polar shift 

figures.

It would seem that the use of the three techniques together, (the bar and line graph, the 

tri-axis scattergraph and the summary table), may be a useful combination for 

effectively reviewing complex data simply but meaningfully. This may be especially 

true when all that is required is an identification of strong and weak images without too 

much reference to the intricate details of individual responses.

This point may be sustained by observing that at the conclusion of many detailed 

statistical analyses, global conclusions are made that do conceal many underlying 

qualifying factors. It may be that these graphical and numerical analyses are sufficient 

to reach valid statements about images and image changes.

2.7 Summary of images and image change.

Both the open and structured approaches proved valuable in assessing images and 

image change. In the structured approach the specific attributes of the images were 

specified at the outset, this made the measurement of image change by comparison of 

the before and after responses straightforward. The Image Index was thought to be a 

satisfactory measure of the strength of image and of image change. The techniques 

were thought to be effective in achieving the aim of reaching meaningful statements 

from complex data by simple graphical and arithmetical means.

Images of Tunisia as a holiday destination were the most extreme, the majority of which 

remained constant. The most important images were that Tunisia did not offer "good 

winter sports" and "absence from tourists" but did offer "contact with the local people", 

"good sun and beaches" and interesting tourist sights".



The dominant images of the Tunisian people tended to be medium to strong images and 

of the 17 constructs the majority were either constant (five) or intensified (seven). The 

most important constructs reflected ambivalent responses, Tunisians were seen as 

"pushy" and "cunning" but also as "friendly" and "happy". This was attributed to 

differing experiences in the urban and rural environments. The main group of 

intensified images were the positive attributes of "helpful", "happy", "open", "pleasant" 

and "kind". This was thought to be a good indicator for the future of tourism in Tunisia.

The images of the Tunisian environment were the most moderate and had the largest 

number of constant images (nine). The most important images were that Tunisia was 

"natural", "empty", "open" and "interesting". However there were also the greatest

number of reversed images (four): "rough" and "vivid" before the visit were reversed to 

"smooth" and "drab" after the visit.

There was a degree of correspondence between the open and structured approaches in 

that the strongest images tended to ’break through’ on both. The open approach was 

important because it revealed dimensions of the image that could not emerge through 

the structured approach. For example "isolated hotels" in the tourist destination image 

and "contrasts: urban/rural" in the image of the Tunisian people. Finally in the image of 

the Tunisian environment there was a distinct shift away from the concrete images of 

form to the more abstract images related to environmental quality.

This chapter was the first phase of the research programme and was designed to 

establish if simple graphical representation of results and simple numerical analysis 

may be a useful first step in the analysis of environmental cognition data. Phase two, 

described in Chapter 3, an analysis is made of the image and image changes of three 

destinations Menorca, Holland and Tunisia by two study groups. Similar data was



obtained but this time by using repertory grid techniques. The aim was to explore 

further the use of simple techniques of analysis of environmental cognition data, and to 

compare these alternative techniques to those presented in this chapter.



CHAPTER 3

REPERTORY GRID ANALYSIS OF IMAGES OF DESTINATIONS

3.1 Introduction

The aims of the research in this chapter are twofold. Firstly to consider the relevance of 

Personal Construct Theory and Repertory Grid Interviews to the investigation of tourist 

images. Secondly to investigate further the simple methods of analysis as advocated in 

Chapter 2. Two pilot studies using Repertory Grid Interviews were conducted, first 

with a group of students and later with a group of tourists in Mallorca. For both groups 

a series of individual Repertory Grid Interviews were conducted to elicit sets of bi-polar 

statements that summarized how they thought about foreign holiday destinations. In 

each study the individual responses were used to form a consensus repertory grid that 

summarized the major pairs of statements important to each group. For the first group, 

the students, this was followed by a before and after image study of Menorca, Holland 

and Tunisia of students who visited either Menorca or Holland.

The method of analysis is compared to those used in Chapter 2. The main relevance of 

the first study was to experiment further with the simple methods of analysis advocated 

by Schroeder and outlined in Chapter 2. The grid was analysed by using the group 

mean scores. The mean scores and the Image Index (Chapter 2) are then compared in 

order to decide which to use for analysis of the data collected for the main study of 

tourists in Mallorca (Chapters 4 and 5). A full account is not given of the repertory grid 

interviews with the first group, the students, because this was a preliminary study and 

the consensus grid was only used once; for the Mallorca, Holland and Tunisa image 

study. The repertory grid interviews with the tourists however, are explained in full 

because the resulting grid was used extensively in Chapter 4.

The interviews with the second group, the tourists, were important because many 

interesting points were raised that; guided later research. The conclusions are



summarized and they are related to the chapters which follow. However, initially it is 

necessary to introduce Personal Construct Theory (PCT) and Repertory Grid Interviews 

(RGI) to explain why it was selected for this section of the study.

3.2 Personal Construct Theory and the Repertory Grid Interview.

Before describing how the Repertory Grid Interview was used it is necessary to explain 

a little about the underlying theory from which it was developed. It is derived from the 

humanistic psychology of George Kelly. In the 1930’s Kelly started to react against the 

statistical analysis of large samples in attempting to establish ’psychological laws’. A 

simple example is of a significant correlation of 0.3 between smoking and extraversion 

on a sample of 200,000. He found such ’laws’ useless when dealing individually 

with an introvert, chronic smoker. He reasoned that in order to understand cases such 

as this it is necessary to study them individually. He was interested in how individuals 

constmcted and interpreted the world and how to allow them to express their views on 

this in their own tenns.

The underlying assumption of Kelly’s Personal Construct Theory (PCT) is that "Man is 

a Scientist”, i.e. people act on a series of propositions and expectations that govern 

behaviour and perceptions. People gradually build up a network of hypotheses based on 

their own unique experiences that guide their behaviour. It can be seen here in direct 

opposition to the behaviourist approach, where people are seen only to act in response 

to external stimulus. He assumes people to be proactive, whilst they may be stimulated 

by outside influences. Essentially action is related to peoples’ own system of personal 

constructs and their internal motivations, needs and desires. A basic postulate of PCT 

states that behaviour is guided by people’s efforts to anticipate events. He rejects the 

more humanistic approaches of Gestalt psychologists because they still involve the idea 

that the direction of activity comes from the environment rather than from the 

individual. For Kelly action takes place with reference to an individual’s personal 

construct system. People are credited with the ability to create and construct situations,



or to predict and evaluate outcomes in their own terms based on their own experience 

i.e. their personal construct system.

The Repertory Grid Interview allows the interviewer to gain insights into how the 

interviewee sees the world. It is a technique for getting people to talk about how they 

construct their world view, i.e. the personal constructs with which they make sense of 

the world. The main attraction of using the Repertory Grid Interview is that it allows 

people to express the ways they hold an image of place. Stewart and Stewart (1981, 

p i 1) comment that the RGI is a technique with wide practical applications and may be 

used to elicit constructs in many subtly distinct ways. The terms within which the 

interviews are conducted, determine the level at which constructs are elicited. For 

example, in this chapter the purpose of the interview was to elicit constructs that were 

important to respondents in evaluating the image of destinations with the intention of 

visiting them for a holiday. The terms in which the interview is conducted must be 

clearly defined and reinforced during the interview; this is not to say that the constructs 

are being guided or predetermined. It is rather that the relevance and context for them 

is made clear, without this context the constructs are not meaningful.

Many applications of the Repertory Grid Interview illustrate its adaptability and 

relevance to research concerned with the investigation of environmental perception and
(1973)

images. In architectural literature Honikman* Leff and Deutsch (1973) used it to 

explore environmental evaluation. Reid and Holley (1972) attempted to link the image 

of universities with the university choices of 30 boys and 40 girls in a geographical 

context. Sarre (1973) used RGI to investigate the urban images of Bath of a group of 20 

residents. The work of Preston and Taylor (1981) related the residential images and 

residential choice in order to further understand residential mobility decisions.

In a tourism context applications have been varied. Riley and Palmer (1976) studied 

perceptions of seaside resorts. Botterill and Crompton (1987) studied the Personal 

constmction of holiday experience through the medium of holiday snapshots. Pearce



(1981) studied images of a range of holiday destinations before and after holiday 

experience. Potter and Coshall (1988) used Repertory Grid Interview to study residents 

images of areas of a Caribbean island. Two common themes emerged from such 

research. First, is the adaptability and suitability of repertory grid to environmental 

perception research. Second, an attempt by some authors such as Riley and Palmer 

(1976), and Preston and Taylor (1981) to link image and choice. The study of 

destination image and holiday choice was one of the main concerns of this research and 

suggested the suitability of repertory grid for the purpose.

PCT of course is not without its critics. Hudson (1980) suggests that a major weakness 

of Kelly’s "rejection of other positions in psychology was grounded in a failure to 

appreciate either their content or purpose" (Hudson (1980) p 355.) Hudson argued 

that behaviour is in many cases detennined by external constraints and not as Kelly 

insists by the personal construct system. Constraints set parameters which limit the 

degree of freedom of action open to individuals. In these circumstances he contends 

that "the focus necessarily shifts to a structural analysis of the social processes which 

underline both environmental images and behaviour" (p356) i.e. preference and choice 

cannot be simply linked within the framework of PCT. A broader structural explanation 

must be sought which accommodates the individual world view as well as the mechanism 

of external constraints in behaviour. He suggests that coexisting paradigms exist within 

human geography; spatial analytical, behavioral and structural. PCT is central to the 

second but issues of images and choice must take account of more than simply the 

behavioural stance.

One of the main themes of this thesis is the need to use varied approaches to research in 

order to give a ’picture’ that has many facets which may be viewed from different 

perspectives. Together the different perspectives offer a wider, deeper understanding of 

the research area; tourist cognition of destinations. From this point of view Hudson’s 

points are acknowledged and alternative explanations are sought from different 

approaches. However in the context of the immediate research objective of building up



insights into how respondents hold images of destinations, it was thought justifiable to 

pursue this approach. The aim of using RGI was not to link image and choice in a 

direct causal sense but rather to elicit constmcts relevant to the image of destinations 

that were most likely to be influential in affecting choice. Thus the assumption is not 

made that the resultant constructs are the sole explanation for holiday choice but that if 

image of place exerts influence on choice, then the resultant constructs or aspects of 

image are likely to be important.

Kelly suggested that there was the possibility of a degree of commonality between the 

grids of various people (Bannister and Mar,1968). For the purposes of this study, the 

accent has been on identifying the possible recurrent constmcts that are important when 

describing an image of a tourist destination. Brief details of the Repertory Grid 

Interviews will be given before concentrating on how the grid was used and analysed. 

The single most useful text on basic techniques is by Stewart and Stewart (1981), The 

use of the Repertory Grid Interview is explained in more detail later in this chapter with 

reference to work with tourist in Mallorca.

3.3 Study of students' destination images before and 

after fieldcourses.

3.3.1 Method

Prior to their fieldcourses 15 students were selected for interview from two groups: 8 

from those students bound for Menorca and 7 from those bound for Holland. The 

method for eliciting the constructs is simple but takes experience to work effectively. 

The method is discussed in detail in Section 3.4 on the interviews with tourists in 

Mallorca, The students selected nine destinations that were representative to them of 

places of various degrees of desirability. Their reactions to these destinations led to the 

elicitation of many constmcts. All the interviews were then reviewed and it became 

clear that there was a high degree of similarity between the interviews. The most 

frequently recurring constmcts were used to formulate a consensus repertory grid 

(Figure 3.1). This grid was then used with the whole group of students from the two



fieldcourses, 35 students bound for Menorca and 14 for Holland. Their reactions to 

three destinations, Holland, Menorca and Tunisia, were tested before and after their 

fieldcourses. Tunisia was used as a control destination because it was a destination 

neither group would be visiting.

The scaling that was used was a seven-point scale as shown in Figure 3,1, The 

responses for all students were then scored and analysed twelve groups of scores 

resulted (Table 3.1)

Table 3.1: Twelve groups of scores collected from students.

Menorca Students Holland Students

Image of Holland B + A B + A
Image of Menorca B + A B + A
Image of Tunisa B + A B + A

B = Before Fieldcourse A = After Fieldcourse

The mean of the score for each group before and after the fieldcourses are shown in 

Figures 3.2 to 3.7

3.3.2 Results

Three major points emerged from the study:

(a) The mean scores for the Menorca and Holland students’ images of the three 

destinations before the fieldcourses are similar.

(b) After the fieldcourses, the mean scores remain consistent, i.e. less than one 

category change, for the places the students did not visit: Tunisia (Figures 3.6 and 

3.7)

(c) The only changes exceeding one category are the Holland students’ image of 

Holland (Figure 3.3, two constmcts changed) and the Menorca students’ image of 

Menorca (Figure 3.4, seven constmcts changed).



Figure 3.1 Example of completed destination image questionnaire 
(Holland)

TRENT POLYTECHNIC DEPARTMENT OF GEOGRAPHY 
HOLIDAY QUESTIONNAIRE

H O L L A N DName ...............................   *.............

In the table below tick the relevant box that most closely 
matches your image or opinion of HOLLAND as a holiday destination
Columns: 0 = Neither

1 = Mildly agree
2 = Agree
3 = Strongly agree

3 2 1 0 1 2 • 3
Well developed 
facilities for 

tourism <
Facilities not 
developed for 
tourism

Familiar culture Unfamiliar culture
People are friendly 
towards tourists People are not 

friendly 
towards tourists

Cheap for a holiday Expensive for a 
holiday

Language is a 
barrier v/

Language is not a 
barrier

Adventurous travel Routine travel
Good beach and sun 
holiday

Not a good beach 
and sun holiday

Interesting history 
and culture v/

History and 
culture are not 
interesting

Feel at ease as a 
tourist

Feel ill at ease 
as a tourist

Great scope for 
varied activities

Restricted scope 
for activities

“Upmarket"
destination v /

"Downmarket"
destination

Dominated by 
tourism

Not dominated by 
tourism

Wide variety of 
s i ght s

Restricted range 
of sights

Traditional customs 
little affected 
by tourism..... . v''

Traditional custom 
are greatly change 
by tourism



One of the objectives of Chapter 2 had been to find reliable yet simple graphical means 

of presenting complex data. Schroeder (1984) makes out a case for simple methods of 

analysis of rating scales of environmental perception data. In the present study, the 

relatively crude measure of the mean appears to be useful in describing general changes 

that occurred in the evaluation of the destinations. It would appear that the Holland 

students found the country much as expected. The changes that did occur reflect the 

opinions expressed by students throughout the visit; surprise at how much English was 

spoken and how much higher the cost of living was than expected. Holland was 

considered familiar culturally by both groups; this may explain why other constructs did 

not change as much as was the case with the Menorca students’ image of Menorca.

The Menorca students also found that language was less of a barrier than expected, 

again because English was spoken rather than they found an aptitude for Spanish! One 

of the things that surprised them most was that Menorca was less "dominated by 

tourism" than expected and thus that "traditional customs were little affected by 

tourism". The other changes reflect their surprise at the variety of the island:

"interesting history and culture", "wide variety of sights" and "great scope for varied 

activities".

3.3.3. Discussion

It is relevant at this point to ask how valid is the concept of a group mean. It may be 

that the existence of something is being assumed that does not actually exist. If each 

individual is unique and different, is it therefore a valid exercise to group the responses 

together ? However, it was argued earlier it would seem a reasonable assumption that 

there is at least the possibility of a generally held image of places that is transmitted 

culturally. Where does the image of places not previously visited come from, if not 

from secondary sources ? Image of place is formed by such culturally transmitted 

material that it is a diverse mixture of fact and half-truths interpreted by each individual. 

If image is negotiated in this way, it seems reasonable to expect there might be some 

degree of correspondence between individuals’ images of a place. This is also more



Figure 3.2 Menorca Students: Image of Holland
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Figure 3.3 Holland Students: Image of Holland
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Figure 3.4 Menorca Students: Image of Menorca
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Figure 3.5 Holland Students: Image of Menorca
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Figure 3.6 Menorca Students: Image of Tunisia
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likely to be the case when studying a more homogeneous group such as students or as 

later in the thesis groups of package hoilday tourists who have chosen to visit Mallorca.

When considering the group mean scores, it is relevant to ask how far does the score 

represent the underlying trends in the data. The standard deviation seems to indicate a 

moderate degree of variability. How far does this undermine the observed changes of 

one category ? It seems curious that, irrespective of underlying shifts that may go 

counter to the main trend, the group mean scores seem to adequately summarize the 

actual major changes in perception experienced by the group as a whole. Possible ways 

of probing beyond the mean scores by simply counting the total shift both from pole A 

to B and B to A can give a simple indicator of how much actual change is occurring 

beneath an apparently stable score. This was discussed in detail in chapter 2. However 

it does appear that the mean scores are sufficient in themselves to summarize the major 

changes that took place within the group.

It was interesting to note that the sample of 14 for the Holland students appeared to 

justify Schroeder’s contention that sample sizes over 15 do not necessarily lead to more 

significant or consistent environmental perception data. It is remarkable that of the 

images of places not visited, not a single one of the 56 constmcts, (Figures 3.3, 3.5, 3.6 

and 3.7 each have 14 constmcts), shows a significant change. This suggests that the 

mean scores are in fact reflecting the images of the groups accurately. Chance 

variations of at least some constmcts would have been expected to have appeared had 

this not been the case. The fact that the vast majority of constmcts show no change is 

as significant in establishing the status of the data as the changes already noted.

It is also reasonable to ask how representative are the constmcts elicited from a small 

group (in this case 14) to wider samples of people, i.e. is it replicable ? The constmcts 

elicited from the group of students to a large extent mirrored an earlier study by Pearce

(1982). In a follow-up study with 17 tourists in Mallorca discussed in Section 3.4 it was 

found that similar constmcts emerged on a consensus grid fonnulated from the



interviews. Indeed, after the first ten interviews, no new construct emerged that 

subsequently became important enough for inclusion on the consensus grid, Consensus 

grids based on small initial samples have proved adequate in previous studies: Hudson 

(1976), Hopkinson (1973), Riley and Palmer (1976) and Reid and Holly (1972). That 

key constructs had been identified appears to be borne out by studies such as Haahti 

(1986). Haahti had identified ten attributes by a tourism literature research and 

discussions with tourism specialists. Eight of these attributes emerged as constmcts in 

this study, the extent to which findings should be generally applicable and replicable is 

discussed in Section 7.1.

It was decided on the basis of this study and the Tunisia study undertaken in Chapter 2 

that simple methods of measurement of images would be the most efficient means of 

summarizing major changes or differences between the images of groups of tourists. 

The mean scores appear to be as productive in the final analysis as the Image Index, 

Therefore in the analysis of tourists’ images of Mallorca in Chapter 4 the mean scores 

were used as the basis for analysis. It was decided to include both pilot studies in the 

thesis in order to show the justification for the use of simple techniques and small 

samples as argued by Schroeder (1984).

The results appear to show that the perceptions of the country that students visited 

changed in important ways after their visits whereas the perceptions of the countries 

that they had not visited remained relatively stable. The study indicated that repertory 

grid analysis could be used at the group as well as the individual level for which it was 

first designed. It also showed that reactions to the opposing statements (constructs) on 

the repertory grid could be gauged by the use of a seven-point rating-scale. Used 

together they were an effective means of measuring the various dimensions of images 

and how these images changed. This reinforces the findings in Chapter 2 in which 

similar scaling of reactions to opposing (bi-polar) statements or adjectives were used.

In the study of students’ images of Holland and Menorca the level of analysis had 

started from the basis of individual interviews and the investigation of individual



perceptions of contrasting destinations. The aim was to use the individual images to 

establish reliable indicators of the dimensions of image that are most relevant to tourist 

choice at a group level. This was done by taking the most commonly recurring 

constructs to fonn a consensus grid. The next stage of the investigation was to test 

whether the constmcts established by the repertory grid interviews with students, were 

similar to those that would be found with a wider, more representative group of tourists. 

This was one of the objectives of fieldwork during August 1987 which is discussed in 

Section 3.4.

3.4 Repertory grid analysis of images of destinations: British tourists in Mallorca.

3.4.1 Introduction

The rationale for PCT and RGI were discussed in Section 3.2. This section will 

concentrate on the practical aspects of the interviews with tourists in Mallorca and the 

issues that these interviews raised. Seventeen tourists were interviewed at length about 

their images of destinations by using RGI technique. Acjzen and Fishbein (1980) 

suggest that when considering consumers’ attitude towards products, what is important 

is not so much their attitude towards the product in a general sense, but their attitude 

towards the purchasing of the product. Thus in the present study it was thought 

important to conduct the interviews using a selection of destinations and asking for 

reactions to actually choosing to go on holiday to these places. The aim being that this 

would then elicit the strongest reactions and reveal the most important (salient) 

constmcts by which people evaluate destinations; an attempt would be made to link 

image to choice.

It is suggested that the respondents’ perceptions can be summarised by a set of opposing 

adjectives or statements (constmcts) by which individuals gauge their judgements about 

holiday destinations. The purpose of establishing the salient constmcts at an individual 

level was that the interviews could then be considered together in order to create a 

consensus grid. The consensus grid should then contain the most salient desination 

image constmcts from a cross-section of tourists who had chosen Mallorca for a



holiday. This was to be done with a view to using the consensus grid with a large 

sample of tourists during the main fieldwork in 1988.

3.4.2 The Sample

The sample of seventeen may seem small but in the past other researchers have found 

small samples produce satisfactory results (Pearce (1982), Hudson (1976), Honikman 

(1973), Riley and Palmer (1976) and Reid and Holly (1972). Some consensus grids 

have been based on 10 interviews, indeed it was found in the study of students (15) and 

tourists (17) that no new construct emerged after the first ten interviews that 

subsequently became important enough for inclusion on the consensus grid. The 

interviews took between forty and ninety minutes depending on the willingness or 

ability of the respondents to participate. There were two main reasons for interviewing 

seventeen tourists rather than a smaller group of ten. It allowed a coverage of tourists 

of various ages at two different locations on the island. Thus the structure of the 

interview sample was as follows:

Table 3.2: Age and location of tourist sample for 
repertory grid interviews.

Age Palma Bay East Coast Total
<20 1 2 3
21-30 2 2 4
31-40 1 2 3
41-50 2 2 4
>51 2 1 3

1 7

The interviews were to serve a dual purpose. Besides compiling the consensus grid for 

further research, they were also useful in affording insights into the individual 

preferences of tourists and their decision-making processes. It had been found in the 

study of students’ images that although places may be judged by certain constructs, 

individual preferences for constructs varied and indeed preference for the pole of some 

constructs varied. For example with "familiar culture/unfamiliar culture", one person 

may say a place is enjoyable because it is familiar and gain feelings of security and



relaxation from this. Another person may actively seek out "unfamiliar cultures" in 

order to experience something completely different from their ’normal everyday life’. 

Thus it was important to consider not only what the constructs were but also how they 

were used by the respondents. It may also be possible to investigate how the constmcts 

appeared to be related. For example, are distinctive groups of constmcts often used 

together in order to describe places or feelings?

3.4.3 Repertory grid interview: method

The initial stage was for each tourist to name nine destinations that had positive and 

negative images for them. In the study of students’ images this had been carried out by 

asking the following questions:

(a) When I say holiday what is the first place that comes to mind ? (Place was 

defined in terms of countries or islands)

(b) What was the last country you went on holiday to?

(c) Name a place that you have been on holiday to that you did not like.

(d) Name two places that friends have recommended to you for a holiday.

(e) Name two places that friends have recommended that you do not visit.

(f) Name a place that you consider cheap for a holiday.

(g) Name a place that you consider expensive for a holiday.

These questions had been asked for two main reasons. Firstly the research was into 

their perceptions and therefore they must be free to choose the places to talk about. It 

would be less valuable asking tourists about their images of places chosen by someone 

else. Secondly the places should represent a cross-section of possible destinations in 

terms of preference. However it was found in practice that the tourists took too long to 

complete the questions; this made them unwilling to give as much time and thought to 

the main part of the interview that followed. An alternative means of selecting the nine 

destinations was needed that would also take account of the individual meaning and 

cross-section of destinations. An alternative approach was used.



Respondents were offered twenty destinations cards and asked to sort then into places 

they would be likely or unlikely to choose for a holiday. They were also asked to form 

a thir d pile of destinations about which they were unsure. The twenty destinations 

were based on the seventeen most frequently named by students in the pilot study. It 

was interesting that this broadly represented a balanced geographical distribution of 

places from those near to home through to more distant destinations. To these were 

added three other destinations; Ibiza and Lanzarote were introduced as counter-points to 

Mallorca and Tenerife. It had emerged from earlier research that islands tended to have 

images distinct from the country they may be part of; there was the possibility of 

contrasting images emerging of the Balearic and Canary Islands, both Spanish islands 

groups. Mainland Greece was introduced as a counter-point to Corfu and mainland 

Spain. Corfu was substituted for the more general term the Greek Islands used by the 

students. The cards shown to the respondents were thus:

Table 3.3: Destination cards shown to the respondents 
prior to repertory grid interview.

France Mainland Spain Holland
Scotland Mainland Greece Turkey
Switzerland Seychelles Corfu
Tunisia U.S.A. Mallorca
Yugoslavia West Germany Tenerife

Once the places had been sorted then they were asked to choose 4 from the yes pile, 4 

from the no pile and 1 from the unsure piles of cards. These were then sorted into the 

sequence of yes, no, yes, no, no, ye s ,unsure, no, yes and numbered 1 to 9. These were 

then presented in groups of three (triads) and the respondents were asked to group them 

two against one in any combinations they liked. This was to be done in terms of the 

types of things they would find attractive or otherwise that would be likely to affect 

their choice of the place for a holiday. If possible they were asked to summarize the 

constmcts as opposing adjectives or statements. The sequence of triads that were 

presented were 123, 456, 258, 369, and if they were willing a few more combinations 

were presented. This ensured that a number of combinations were offered so that each

Italy
Belgium
Wales
Ibiza
Lanzarote



destination could occur at least twice in opposition to different destinations. This 

included various yes/no combinations and an all yes and all no grouping. Thus, it was 

hoped, the main constructs that were important to them about their image of destination 

would emerge in terms of how likely this would be to affect their choice or rejection of 

a range of destinations. At the end of each interview the constmcts were reviewed and 

respondents asked if the constmcts represented what was important to them about 

holiday places.

It is of paramount importance that the exact terms of reference are clear before the 

interviews commence. The interview may appear to be fairly open because the 

individual is free to express his or her own impressions, feelings, knowledge (correct or 

incorrect) and even prejudices that make up the image of destination. However it is 

important to constantly encourage them to frame their answers within the terms of 

reference of the study. A synopsis of each interview and repertory grid interview report 

forms are included (Appendix 3.1). Although they are central to the study for ease of 

reference they have been included as an Appendix rather than in the main text. The 

sections that follow are based on these individual interviews and it will be useful for 

reference to be made to them during the reading of the analysis. The synopsis for each 

interview is included because they convey information that emerged other than that 

directly relevant to the elicitation of constmcts.

3.5 The formulation of a consensus repertory grid for measuring tourists' images 

of destinations

At the end of each interview the constmcts that the repondents had given were read 

back to them and they were asked if they were a satisfactory summary of the things that 

were important to them when choosing a holiday. In all cases the technique was 

successful in achieving this aim, There were some minor qualifications of which pole 

of the constmcts they had constmed as attractive or not attractive, but there was a 

general agreement that the list reflected their views adequately. Also the constmcts 

most often quoted tended to be the most important to them.



Clearly the interviews cannot inform the researcher of all the details of how the 

interviewees think about holidays. However it appears to be a good method for eliciting 

the most salient constructs in the tenns of the project which were to identify those 

dimensions of image that were most important in determining choice. It is relevant at 

this point to question the justification for reviewing the individual construct systems and 

forming a collective consensus grid on this basis.

In qualitative research work inevitably a greater onus is put on the researcher to 

interpret infonnation at each stage of an investigation. For example when confronted 

by texts of open interviews patterns of similarity and recurrent themes start to emerge 

that unify some parts of the interviews and differentiate others (Jones,1987 p60-l). 

During the interviews for this study it became clear that there were in fact many similar 

constructs that were common to most tourists. Therefore it seemed justified to attempt 

to group together the constmcts that emerged in all the interviews to ascertain which 

constmcts were the most often quoted. The most important constmcts will then be 

identified to form a group consensus grid that may be used for testing the most relevant 

dimensions of tourist images of destination that affect tourist choice.

In order to form the consensus grid all the constmcts that had been elicited during the 

course of the interviews were noted down and a cumulative total was kept of how many 

times each was mentioned. During the interviews 46 constmcts were elicited. The total 

number of times all the constmcts were mentioned was 416; 25 constmcts accounted 

for 392 (94%) of the total. Table 3.4 shows the constmcts mentioned more than three 

times i.e. the top twenty five constmcts. The figures in parenthesis show the number of 

occurences of each constmct. To select the constmcts for the consensus grid a cut-off 

point of 10 responses was set; there was a break to eight responses after this. "Curious 

enough to visit" had nine responses but as explained later this was amalgamated with 

"unfamiliar culture". The cut-off point of 10 responses separated the top thirteen 

important constmcts. However there were some important alterations that had to be



made to some of the constructs to take account of how they were inter-related. It was 

necessary to consider how they had been used in the interviews and to amalgamate 

some constructs and reject others where they were used to express similar views. By 

doing this it was hoped that the consensus grid would cover the most salient aspects of 

image that were likely to affect choice without needless duplication or the inclusion of 

potentially conflicting and confusing constructs. How this was done is shown below.

Out of the fourteen constructs elicited from the students in the pilot study shown in 

Figure 3.1, seven were confirmed in broadly the same terms. These were constructs 

1,2,3,4,6,7 and 9 in Table 3.4. Alterations and subsitutions of the other seven constructs 

are as follows, for brevity only one pole of a construct will be referred to. The 

consensus grid that resulted is shown in Table 3.5.

(a) The constructs from the study of students’ images (Figure 3.1) ’’Well developed 

facilities for tourism" and "dominated by tourism" were replaced by "spoilt by tourism". 

With the student sample the sentiment for "spoilt by tourism" had also been phrased 

"dominated by tourism". However the number of responses from the tourist 

respondents in the present study shows that the phrase "spoilt by tourism" was the 

clearest way of expressing the construct as most likely to affect destination choice. 

Clearly individual perception as to what constitutes being "spoilt by tourism" will vary 

but the constmct itself is a clear one. The original two constmcts reflected two aspects 

of tourist development. International tourists tend to expect a certain level of 

development of facilities to satisfy their demands of material comfort. Some places 

become overdeveloped (dominated) by tourism, i.e. resorts may be seen as too large and 

suffer consequences such as overcrowding, traffic congestion, noise etc.. There is a 

certain degree of overlap between the two constmcts that may lead to confusion. The 

two constmcts as expressed in the student study did not really penetrate to the important 

core meaning. Therefore it is propbsed that as the most salient construct likely to affect 

choice appears to be "spoilt by tourism". There is no need for the other two constmcts.



Table 3.4 : Constructs elicited from respondents by 
repertory grid interviews Mallorca 1987.

Good beach and sun holiday 
(55)
Wide variety of sights 
(45)
People are friendly 
towards tourists 
(36)
Feel at ease as a tourist 
(29)
Peaceful holiday 
(28)
Cheap for a holiday 
(25)
Attractive scenery 
(25)
Interesting history and 
culture 
( 2 0 )
Restricted scope for 
sports and activities 
( 11)Spoilt by tourism 
( 11 )
Good food and drink 
( 11 )Too near home for a 
holiday 
( 1 1 )
Good entertainment and 
nightlife 
( 1 0 )
Curious enough to visit
( 9 )Good for winter sports 
( 8 )
Language is a barrier 
( 8 )
Well developed for tourism 
( 8 )
Weekend break 
( 6 ) .Climate is too hot 
(5)
Easy to reach 
(5)
Dirty
(5)
Contact with the local

Not good for a beach and 
sun holiday
Restricted range of 
sights
People are not friendly 
towards tourists
Feel ill at ease as a 
tourist
Active holiday
Expensive for a holiday
Unattractive scenery
History and culture are 
not interesting
Great scope for 
activities and sports
Unspoilt by tourism
Unappealing food and 
drink
Far enough away for a 
holiday
Poor entertainments and 
nightlife
Not curious enough to 
visit
Not good for winter 
sports
Language is not a barriejr
Facilities are not well 
developed for tourism
Main summer holiday
Climate is sufficiently 
warm and sunny
Difficult to reach
Clean
Little contact with the



local people local people
(4)

20 . Familiar culture Unfamiliar culture
(4)

20 . For older people For younger people
(4)23. Exciting Quiet
(3)

23. Good for shopping Not good for shopping
(3)

23. Once in a lifetime Regular holidays

There were three other constructs mentioned twice each and 
eighteen mentioned only once. These can be found on the 
individual repertory grid report forms, (Appendix 3.1)
Total number of constructs 4 6
Total number of times all constructs 416
were mentioned in all interviews.

Table 3.5; Consensus grid of constructs of tourists.

Good beach and sun holiday

Wide variety of sights

Feel at ease as a tourist

Peaceful holiday
Cheap for a holiday
Attractive scenery
Interesting history and 
culture
Restricted scope for 
sports and activities
Spoilt by tourism
Good food and drink

Good entertainment and 
nightlife
Familiar culture

Not good for. a beach and 
sun holiday

Restricted range of 
sights

Feel ill at ease as a 
tourist

Active holiday
Expensive for a holiday
Unattractive scenery
History and culture are 
not interesting
Great scope for 
activities and sports
Unspoilt by tourism
Unappealing food and 
drink
Poor entertainments and 
nightlife
Unfamiliar culture



(b)"Traditional customs little affected by tourism" was redundant, it can be seen as 

coming under the domain of "spoilt by tourism"

(c) "Language is a barrier", "adventurous travel" and "upmarket destination" were 

redundant and not included in the consensus grid because they were mentioned less than 

ten times.

(d) The new constmcts that were included were "Good food and drink", "Peaceful 

holiday", "attractive scenery", "Good entertainment and nightlife".

(e) In the pilot study of students two dimensions relating to culture had emerged, 

"Interesting history and culture" and "Familiar". "Interesting history and culture" again 

emerged as an important construct. "Familiar culture" however proved a more complex 

construct than had been the case with the students. For the students "Unfamiliar 

culture" had tended to be the pole that was important. For the tourists however the 

reactions were more mixed and can be summarised thus: "familiar culture" (4 

responses), "curiosity" about an "unfamiliar culture" (9 responses) and places being 

"too near home for a holiday" (11 responses) i.e. too familiar. This latter construct was 

distinct from the "familiar/ unfamiliar construct" in that for these respondents a holiday 

place must not be "too near home". However this did not necessarily mean that the 

most distant places were the most desirable. There was also a desire for places not to be 

too distant or too unfamiliar: there appeared to be an optimum distance and cultural 

barrier that approximated to the European Mediterranean destinations. Therefore it is 

proposed that the "familial/ unfamiliar culture" constmct is retained but an attempt 

should be made to identify which pole is most important to tourists.

3.6 Background to the holiday experiences of the interviewees 

One point that came through clearly from the interviews 

was that a negative holiday experience at one particular



destination can affect the overall perceptions of a whole island or country. None of the 

interviewees at Palma expressed a desire to return to Mallorca. The main reason 

appeared to be disappointment with their accommodation, not particularly the 

apartments themselves but the design of the building and its location in el Tereno, the 

night club district of Palma. The two main negative factors were (a) unacceptable 

noise levels, particularly in the apartments facing the courtyard over the bars and (b) the 

distance to the nearest beach, which was a half-hour bus journey away. This led to the 

condemning of Mallorca as a desirable place for a holiday, and the view that the tour 

operator that had placed them they must be a ’bad company’ to offer such 

accommodation. Most interviewees realised that there must be many places on the 

island that would have suited them, however they were not prepared to take another 

chance in the future. Holidays were seen as ’precious’ and a great investment of time 

and money. In particular it was thought that during their lifetime they were likely to 

have relatively few opportunities of ’getting it right’,

The feeling amongst the interviewees seemed to be that they had to "make the best of it 

because we’re here now" but to ensure that such a mistake was not made again. The 

immediate reaction was a total rejection of all Mallorca as a future choice for a holiday 

and never to use the tour operator again , The majority of tourists I talked to were with 

Broadway!Horizon with a few having travelled with AirtourslCar ousel. Other reactions 

were not to take a late booking with random accommodation placement.

In the case of those who had booked early there was increased scepticism about 

brochure descriptions, in future they would rely even more on personal 

recommendations by friends. In most cases their holidays were not considered 

particularly cheap, costing around £300 for 14 days. The money was not seen as 

important so long as it secured an acceptable location with a "more holiday 

atmosphere". Many stated that if they had been placed at Palma Nova or Magalluf then 

their reactions and image of Mallorca would have been totally different. Their 

responses to day visits to these places was very positive but the feeling was that having



to return to the Victoria Apartments each evening spoilt the experience, especially for 

those who had children, because of the travelling involved. There was fmstration at 

feeling that they were not experiencing a ’real’ holiday destination. Evening activities 

such as walks by the sea after dinner and relaxing in sea front bars were seen as central 

to the holiday experience. Palma was seen as unsuitable because it was a large urban 

area with a working port area rather than a beach.

The tour company representatives role was seen as important and could make a real 

difference to the enjoyment of a holiday. The Broadway representative was seen as 

courteous and efficient, he had arranged for those who had complained about the noise 

from the bars to be moved round to apartments at the rear. However this had proved 

only to be a marginal improvement, they would have preferred to have been moved to 

accommodation to a coastal resort. Although in some situations representatives were 

blamed because they were seen as unhelpful and disinterested, at the Victoria 

Apartments the Representative was seen as "doing a good job considering the situation 

he is working in". He was not blamed personally for their situation, they accepted the 

fact that it would be difficult during high season to find alternative accommodation. 

Indeed it was known that two groups had returned home a week early because they had 

insisted that the accommodation was unacceptable and they had not been relocated. It 

was the tour operators who received the brunt of the criticism because they offered this 

accommodation and were unable to offer alternative accommodation when it proved 

unacceptable. Interestingly few stated that they would write and complain on their 

return home. The main reaction appeared to be not to select the same resort/island or 

tour operator in future.

It was useful to have the opportunity of interviewing tourists who were having a 

strongly negative holiday experience because this offered insights that would not have 

emerged otherwise. Their experiences proved to be in stark contrast to experiences of 

tourists on the East coast.



All the interviewees on the East coast sites were satisfied with their accommodation and 

resorts and expressed a desire to return to Mallorca. The interviews were conducted at 

the Ferrera Blanca Apartments, Cala D’Or/ Cala Ferrera. One minor criticism was the 

hour and threequarters transfer time from the airport but the location was seen as 

compensation for this inconvenience. Not all of the sample had expected to enjoy their 

holiday so much. Many had a negative image of Mallorca as the package tour island 

and expected overcrowding and noise to spoil their holiday. They had been convinced 

by friends to try the East coast resorts and had been pleasantly suprised. It is not being 

suggested that all people visiting Palma have ’bad’ holidays whilst people going to the 

East have ’good’ holidays. However it was useful to interview two groups who were 

having such contrasting experiences.

A recurring theme of the interviews was the desire for places that had tourist facilities 

such as beach, bar, shops, pool, restaurants etc.. Moreover these facilties were preferred 

in places that felt "manageble". A desirable destination appeared to be one that would 

be large enough to have tourist facilities but small enough to have a "relaxed holiday 

atmosphere". Future research was concentrated on the large resorts Palma Nova and 

Magalluf in the West and the smaller resorts Cala D’Or and Cala Ferrera in the East.

The purpose of doing this was to gain insights into possible differences in the holiday 

experiences of tourists in such contrasting resort areas.

3.7 General summary of interviews: Images of destinations 

I shall review the interviews of tourists in tenns of how respondents talked about 

images of destinations as likely to affect their choice. They had no problem sorting the 

twenty cards into yes, no and unsure piles. It became clear that places do have positive 

and negative images and that these are likely to affect choice. In most cases the yes and 

no piles were by far the largest, very few destinations were put in the unsure piles.

This would suggest that a time when image affects choice is in the early stages of the 

decision-making process. Karen for example said some places had such a poor image 

for her that they were not even considered when looking at the brochures.



Image seems to be important when late bookings are taken bacause many random 

locations are offered in quick succession. The sorting procedure adopted by people 

under a situation such as this is likely to be similar to that used by respondents in this 

study when offered the selection of twenty destinations. Usually the decision to choose 

or reject destinations was taken quickly and without great conscious thought or 

deliberation. However this is not to say that there were no particular reasons for their 

choices. Respondents had images of destinations of varying complexity that seemed to 

be recalled instantly as a feeling towards a place.

The tourists found the interviews ’hard work’ because they were being asked to analyse 

’feelings’ that they would not normally have been questioned. What were the particular 

things that attracted or repelled them about places ? What was the basis for these 

images ? Where had they come from ? What were the most important things to them 

about a holiday? Images are built up over long periods of time based on many 

disparate sources and often included aspects that they themselves considered 

"irrational'’, "unreasonable" or "inaccurate". It was emphasised throughout the 

interviews that there were no right or wrong an swers because I was interested in 

their images of places. Archie for example had an unattractive image of Turkey which 

he said was rather unfairly based on the images he retained from the film Midnight 

Express . He had little further information to go on and consequently little interest in 

thinking further about Turkey as a holiday destination. Throughout the interviews this 

kind of split, where some places had strongly positve or negative images, emerged with 

the majority of places having ill-defined images. Nevertheless, the way that they were 

perceived still exerted some influence on choice no matter how strong the feeling was. 

In the absence of other information, a little information can exert a disproportionate 

effect on holiday choice.

It may be that the marketing of destinations should revolve around establishing what the 

general publics’ perceptions of places are and then raising of public awareness of the



positive dimensions and counteracting the more negative perceptions. The comments 

of Skidmore (1989) suggest Archie’s view reflects a recurrent image problem for 

Turkey. "Turkey is a fantastic countiy with friendly people but it still has a Midnight 

Express image" (p3). The answer he advocates is a television advertising campaign or 

to

"take a leaf out of Tunisia’s book by organising press trips and educationals.
They are spending a lot on infrastructure but must now concentrate on the
image."

Certainly this study suggests that whilst advertising may not directly influence choice, 

at the very least it can improve the image of place and ’facilitate’ future choice.

The investigation was useful in that it was possible to highlight certain important 

dimensions of image that appeared to have an important role in affecting destination 

choice. It will be suggested that on the basis of the consensus grid of constmcts that 

was built up from the interviews that there are certain core constructs that are generally 

relevant to package holiday decision-making.

There was an awareness by the tourists that theii images were, in the main, poorly 

developed. Often they were unsure about the factual basis for them. However when 

they were encouraged to make decisions and express preferences it became obvious that 

it was irrelevant how well developed an image was: even poorly developed images 

would affect choice. In instances where the respondents had simple images judgement 

could be swayed for or against a place by a single idea such as "I don’t really know but 

I don’t think the people would be friendly would they ?". A good example of an image 

that was in most cases poorly developed but had strong positive connotations was the 

Seychelles. Virtually nothing was known or felt about the place except that it was the 

"paradise island" and that it was distant and expensive and therefore that "there must be 

something about the place".



One interesting possibility emerged that when places have poorly developed images 

then choice may be related to personality. For example for one person a positive, 

simple image may lead to "curiosity about an unknown" if they are ’adventurous’, 

whilst for another it may lead to rejection because their preferences are for ’security and 

stability’. Equally of course this may also apply to personal circumstances putting 

constraints on the possibility of free choice. People often stated that their children or 

spouse tended to make them less adventurous in their choice of holidays. They would 

tend to have a veto on certain ’types’ of holidays and destinations. An important 

implication of this is that at an individual level it may prove futile to attempt to link 

their expressed preferences and images to their eventual choice. Decision-making in 

many cases was a result of negotiation by the holiday group and therefore an attempt 

must be made to accommodate this fact in linking image and choice. It may be 

productive to attempt to investigate the group dynamics of decision-making of small 

holiday groups to see how peoples’ images change by negotiation and how it affects 

choice

It became clear through the interviews that destinations were quite strictly designated as 

suitable for certain types of holidays and activities. It may be that places have images 

that are relatively consistent i.e. most people have the same images of places. If a larger 

sample of tourist were used these could be regarded as cultural stereotype images. The 

implications of this could be to highlight the particular elements of image that needed to 

be promoted to tourists for more effective marketing. Generalised images that appeared 

to emerge were that:

North European destinations were good for short break and early holidays, active/ 

touring/sight-seeing/historical cultural holidays.

Southern European destinations were good for main holidays, relaxing sun and beach 

holidays but tended not to be good for sight-seeing or being culturally interesting. This 

illustrates how some of the constructs may be inter-related. For example:



Table 3.6 Inter-relationship of constructs used bv respondents

Good beach and sun holiday< ..>Culturally interesting

Not good for sight-seeing Good for sight seeing

Relaxing holiday Active holiday

Destinations tended to be judged in one group of constructs or another as a first 

impression. It seems that whilst tourists may accept that places may in fact be both 

"culturally interesting" and "good for a beach and sun holiday", when they were asked 

in terms of the factors that would affect their choice, then there was still this tendency to 

categorize destinations by such groupings as a ’type’ of place.

Some "beach and sun" destinations such as Greece were also considered "culturally 

interesting", however this tended to be the exception. The reason for Greerce having 

this different image is possibly because of the cultural stereotype of Greece as the 

ancient ’cradle of civilisation’ which is so strong in Britain. Destinations such as 

Turkey were not peceived as at all interesting culturally although there is arguably as 

great a potential there for historical/ cultural sight-seeing as in Greece. The important 

observation is that the image held by British tourists of Turkey tended to be a poorly 

developed negative image. Images of "dusty and dirty" and of "feeling threatened" by 

an "unfamiliar country" emerged.

Other destinations that had poorly developed negative images were Yugoslavia and 

Tunisia. This stemmed from the perception that the places were poor and therefore 

would not have satisfactory tourist accommodation. They also imparted feelings of 

insecurity and being threatened for various reasons, the most important being that the 

people were seen as not being particularly friendly to tourists. Interestingly most 

interviewees qualified their statements by saying "I don’t really know but..." or asking



"Am I right ?" However it was pointed out that there were no right or wrong 

answers because I was interested in their images and opinions. Respondents admitted 

that these feelings about these destinations were sufficient to deter them from choosing 

them for a holiday or indeed being curious enough to find out more about them. They 

were seen as "unsuitable" and had been rejected outright by some respondents.

It emerged that a very important consideration for many tourists was how friendly 

people were perceived to be. This shows that it is important to bear in mind that image 

of destination is not just about the physical reality of place but also the social and more 

intangible qualities. Other constmcts that illustrate this are "relaxing/active holiday" 

and "feel at ease /feel ill at ease". It further emerged that people tended to measure the 

success of a holiday by the people they met. In most cases this involved meeting people 

from then own country, probably from a different area from themselves. Thus it would 

seem that whilst the friendliness of the people of the destination is seen as important in 

influencing choice it is the interaction with other tourists that is at least as important in 

detennining the enjoyment of the holiday. There seemed to be no evidence from the 

sample that "absence from other tourists" was an important construct as in a previous 

study by Pearce (1982). Rather the reverse was the case, the feeling that you were on 

holiday and were able to relax was enhanced and reinforced by the presence of other 

tourists and contributed to the "holiday atmosphere". Issues such as was the experience 

likely to be the ’authentic’ Spain were irrelevant. The holiday experience itself was 

’authentic’ in that certain things were required for a successful holiday and the succcess 

or failure of the holiday was judged in these tenns. The main basic requirements for a 

’Good holiday’were: good accommodation in a quiet environment with sufficient 

activities and facilities near to hand for use when required.

Images tended to be consistently positive or negative, places that were selected for 

holidays were usually referred to throughout in a positive light. Places that were 

rejected were usually referred to in a negative manner. However when faced with three 

destinations that they had initially rejected they were usually able to think of something



that would be attractive to them. The interesting thing is that on balance they would 

still reject the destination when compared to other more desirable places. However in 

the case of late bookings this is exactly what happens, it is often not the preferred 

destinations that are offered. Therefore this would suggest that image at all levels is 

worth investigating, for it may be that even minor, positive elements of image may lead 

to a destination being chosen for a holiday.

The initial images of destinations seemed to persist throughout the interview. As noted 

previously places tended to be designated as suitable for certain ’types’ of holiday. For 

example if a place was seen as being good for an "active holiday" it would maintain this 

image and be unlikely to be described later as being good for a "relaxing holiday". This 

is interesting because many places could really have great possibilities for either type of 

holiday. However once a place has been evaluated as good for an "relaxing holiday" 

then other possibilities did not seem to be contemplated. A good example might be 

Mallorca where there are great possibilities for mountain walking and yet this and other 

"active holidays" did not appear to have been considered by any of the interviewees. 

This may be due to the images of most places being simple but it may also signify that 

individuals have fairly fixed images of places that go largely unquestioned once fonned. 

Clearly this simplification of image is part of the decision-making process; at one level 

it is entirely functional. It is easier to make a decision between simple rather than 

complex options; this often leads to the rejection of knowledge that does not fit the 

image that is already held.

How these images were fonned is an interesting area for research, not least because of 

the expense of the promotion of destinations as a ’product’. Later permutations of 

places in the triads led to the repetition of the most important constructs rather than 

greatly altering the initial images attached to places. However the various additional 

permutations were worth pursuing because they revealed some additional constmcts.



The most often quoted reason for image fonnation directly related to choice was the 

advice and experiences of a friend or aquaintance. The next most trusted source 

appeared to be advice by the travel agent, especially if they could relate personal 

experiences. There was a marked scepticism of brochures descriptions and television 

advertising.

The interviews revealed insights into patterns of personal preference by the inter

relationships of the constmcts. For example in the course of Earl’s interview the 

apparently conflicting attractive constmcts emerged of "fast pace of life" for the U.S.A. 

and "tranquil/quiet life" for the Seychelles. However there was a unifying theme 

underlying these of "curiosity about unknown places". This related to the notion that 

emerged of holiday career i.e. personal preference was not simply directed at one type 

of destination but at many. Each year a person is free to make a completely different 

choice; one year it may be a "sun and sand" holiday and the next a "cultural/touring" 

holiday. The stereo-typing of destinations as suitable for certain types of holiday is 

interesting. The consensus grid is an attempt to identify the most important elements of 

image that affect decision-making by which destinations are classified.

3.8 Summary of initial conclusions on the effect of tourist images on choice

Based on the above summary the following conclusions may be suggested. It was 

found that:

-Negative holiday experience at one particular destination can affect overall perceptions 

of a whole island or country.

-Image affects choice in the early stages of decision-making through a process of 

sorting of possible destination choices. Some destinations are not even considered 

because they have a strongly negative image.



-Image is important when late bookings are made. Although there is less freedom for 

destination choice and many places that would have been chosen are not on offer, of 

those that are offered some destinations will still be rejected because of their negative 

image.

-Image is important during the decision-making once a number of possible destinations 

has been decided upon. It is related to the type of holiday that is sought and the 

perceived ability of the destinations to satisfy the tourist's holiday motivations.

-A long term perspective of a holiday career emerged. Individuals’ holiday motivations 

are complex and not necessarily stable. The explanations for an individual’s choice of 

holiday may vary considerably from year to year.

-The respondents’ images of destinations were relatively simple and poorly developed.

-The complexity of an image did not appear to make the respondents less or more likely 

to visit a destination. A simple image was as likely to affect choice as a complex one. 

However it was important whether the image was a positive or negative one. Even 

simple negative images could be powerful in affecting choice.

-Individual personality differences may be related to reactions to simple images. It may 

lead to curiosity or feelings of insecurity : to selection or rejection of a destination.

-Decision-making was not necessarily directly related to individual images and 

preferences. Decision-making in many cases was a result of negotiation within a group 

and the decision may not relate to an individuals’ expressed image and preferences.

-Destinations tended to be designated as suitable for certain types of holidays and 

activities. There may exist a consensus on such images and these could be regarded as 

cultural stereotypes of holiday destinations.



-Images tended to be consistently positive or negative throughout the interviews.

-The most often quoted important factor in image development after direct personal 

experience was the advice and experiences of a friend or acquaintance. The next most 

important was the advice of the travel agent, especially if it could be related to personal

experiences.

-Certain constmcts emerged consistently through the interviews and were isolated by 

analysis. These were seen as core constructs relevant to the choice of a holiday 

destination by the tourist group of respondents. They were used to fomiulate a 

consensus repertory grid (Table 3.5)

It was useful to research individual image of place to gain insights into what role it 

plays in the decision-making process. However it was not thought appropriate to 

attempt to predict future behaviour based simply on personal preferences or images. 

Peoples’ patterns of preference for holidays are complex and changeable and factors 

that may affect choice from year to year are unpredictable. Given the complexity and 

unpredictability of choice behaviour at the individual level it was thought that any 

attempt to formulate a predictive choice model would be of limited value. Therefore 

rather than attempting to examine all aspects of image in the decision-making process it 

is proposed that the focus of research is concentrated on what appears to be the most 

important aspects. The conclusions outlined above suggest what some of the focii 

might be. It was therefore decided to concentrate on the following themes:

-Do different destinations have distinct identifiable images that affect choice ? What 

are these stereotype images ?

(Chapter 4)

-Does actual experience of place affect the image ? (Chapter 4)



-How does image of destination affect choice ? What attracts tourists to particular 

destinations ? (Chapter 5)

-What sources of information are important influences on image and choice of 

destinations ? (Chapter 5)

- How does tourist holiday experience change image and how likely is this to affect 

future holiday choice ? How might tourists experiences and images of destinations be 

developed to influence future holiday choice ? (Chapter 5 and 6)



CHAPTER 4

STUDY OF DESTINATION IMAGES: 

WITH SPECIAL REFERENCE TO MALLORCA

4.1 Introduction

Mallorca will be the focus for the investigation in Chapters 4,5 and 6. In this chapter 

the image of Mallorca is considered at a generalised level, in Chapter 5 the development 

and role of image in affecting tourists’ choice of Mallorca and their holiday experiences 

are considered in more detail. A brief contextual introduction to Mallorca is given at 

the start of this chapter; a more detailed account of the Geography of Mallorca and 

tourism on the island is more appropriately placed at the start of Chapter 5.

4.1.1 The growth of tourism in Mallorca

Spain is one of the most popular international destinations in the world, with 29.9 

million international tourist arrivals recorded in 1986, this accounts for some 9 percent 

of all such arrivals world wide. Mallorca receives a substantial proportion of this 

figure; in 1986 there were 3.9 million international tourist arrivals accounting for 13 

percent of the total for Spain (Bardolet, 1982; World Tourism Organisation, 1987). 

Tourism to Spain is growing rapidly with Mallorca maintaining its share with an 

increase in tourist arrivals of 33 percent from 1981 to 1986 (World Tourism 

Organisation, 1982; International Tourism Quarterley, 1982; Bardolet, 1986). Two 

nationalities account for the great majority of visitors; in 1986 42 percent were British 

and 29 percent were from West Germany.

The investigation of tourists’ images of destinations in this chapter was carried out 

using the methods developed and outlined in Chapters 2 and 3. The structure for the 

research is outlined in Table 4.1. The purpose of organising the study in this way was 

to use simple structured techniques to consider the image of Mallorca at two different
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levels: (a) Mallorca in comparison to other possible destinations (b) a detailed before 

and after image study of Mallorca.

4.1.2. The image of Mallorca compared to other possible holiday destinations.

At the most general level it was decided to compare the image of Mallorca to other 

possible destinations. It was suggested in Chapter 3 that in the initial choice procedure 

relatively simple images have a great impact upon choice and that it is often based on a 

simple scanning of possible alternatives. Therefore it was thought useful to study the 

images of a cross-section of destinations. The repertory grid constructs which were 

important in affecting holiday choice that had been elicited in Chapter 3 were used to 

do this.

The effect of holiday experience on image was considered by comparing those that had 

visited destinations with those who had not. Any differences revealed should give clues 

as to how the images of those who have not visited a destination may be developed 

positively. These differences should also indicate the negative images of a place that 

might need to be counteracted.

4.1.3 Before and after image study of Mallorca.

The second level was to conduct a study of the image of Mallorca similar to that of 

Tunisia in Chapter 2.

(a) The image of Mallorca as a holiday destination using the Repertory Grid 

constructs (Chapter 3).

(b) The image of the Environment of Mallorca.

(c) The image of the People of Mallorca using the semantic differential tables 

discussed in Chapter 2.

It was suggested in Chapter 2 that before and after studies were valuable because they 

indicated the effect of holiday experience on image. This study of Mallorca therefore



was conducted as a before and after study to reveal the details of the image of Mallorca. 

In addition it was also possible to consider in this context the differences between first

time and return visitors, first-choice m d not first-choice visitors and regional 

differences between tourists in the North, South and East of the island.

4.1.4 The Sample

Both parts of the investigation were designed as a separate study; each was conducted 

with a separate sample group. It was not thought feasible, or necessary to attempt to use 

the same respondents for each part of the study. There were many reasons for this but 

the most powerful practical reason was that it would have been asking too much of a 

small group of respondents to complete the number of repetitive tasks that would have 

been involved. When the tasks are repetitive, involving the completion of similar 

looking data sheets with no immediate feedback and sense of involvement for the 

respondents, drop-out rates are likely to be high. Thus by separating the study into 

three distinct yet complementary studies, the tasks for each respondent were reduced to 

single interviews or to the completion of before and after questionnaires.

There were further advantages to using separate sample groups. It was clear that 

respondents may have become confused if they were presented with the same repertory 

grid for two purposes. To attempt to secure a sample size large enough to allow for a 

large drop-out rate and yet be able to satisfy the criteria for both levels of the 

investigation was to needlessly increase the organisational problems associated with this 

study. The organisation and sampling frame for each study will then be discussed at the 

start of each section. There will also be a brief contextual introduction to the purpose of 

each study. The methods employed to analyse each section will be explained before 

conclusions are drawn and the possible implications of the patterns of image revealed 

are considered.



4.2 Image study of nine holiday destinations

4.2.1 Background to the destinations

Nine potential holiday destinations were selected for study. These reflected a wide 

range of contrasting destinations, both in geographical distribution and in the types of 

holiday that were available at these destinations. The central concern of this part of the 

study was to provide a context for considering the image of Mallorca. The aim was to 

establish, in general tenns, how Mallorca performed in relation to other destinations. 

The other destinations selected were the Greek Islands, Tunisia, Turkey, Yugoslavia, 

Tenerife, Austria, Holland and Finland.

Five of the other eight destinations selected were in direct competition with Mallorca in 

the British package holiday market. Four were competing Mediterranean destinations 

representative of contrasting features of this market: Turkey, Tunisia, The Greek Islands 

and Yugoslavia. Turkey was chosen because its growth as a package tour destination 

was relatively recent. Tour operators were attempting to promote this new destination 

during 1987 and 1988. Many had produced brochures specifically aimed to promote 

Turkey, for example Travel Turkey’ in which Lancaster Holidays offered 7 nights 

from £89.00 in 1987. The number of British tourists visiting Turkey in 1984 was 

90,000 which had increased to 154,000 by 1987 (Travel Trade Gazette 1987a). The 

1988 figure of 273,000 represented a 77 per cent increase in a single year.

Tunisia was seen as an emerging destination that was attempting to boost its share of 

the market. Indeed during 1987 - 1988 it recorded a 19 percent increase to 220,000 

British tourists (Travel News, 1988) and aimed to achieve 300,000 by 1992 (Travel 

Trade Gazette, 1987b). These figures represent a dramatic increase because the 1984 

total was 68,000 British tourists (Travel Trade Gazette,1989). In 1987 it was 

considered a popular enough destination to warrant a separate brochure, for example 

"Tunisia - a touch of Mediterranean magic" (Intasun) with a starting price of £169.00.

It was also of interest because whilst it was an emerging destination attempting to 

cultivate a Mediterranean image, it was also a Third World African state.
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The Greek Islands were an alternative long established Mediterranean island location 

for British tourists. There were 1.32 million British visitors to Greece in 1985, the 

majority of which went to the islands (Travel Trade Gazette, 1985). In terms of 

capacity, in 1986 "Turkey had 80,000 bed spaces which was less than one tenth of the 

capacity of Spain, less than one third the capacity of Greece and less than Tunisia" 

(Leisure Management, 1986).

Yugoslavia was a Mediterranean, Eastern European state which was very popular with 

British tourists attracting 700,000 UK tourists (Travel Trade Gazette, 1987c). The 

Balkans in particular were a growing source of competition. Bulgaria and Rumania 

were attempting to emulate the success of Yugoslavia in the British Market (Travel 

Agency, 1988). The fifth direct competitor was Tenerife, the largest and most tourist 

orientated of the Canary Islands. It is also an established Spanish holiday island 

destination that would provide a contrast between the Balearic and Canary Islands.

Austria, Holland and Finland were selected as representative of contrasting European 

holiday destinations: geographically they represented Central, Northern and 

Scandinavian Europe. During 1987, Austria had conducted a promotional campaign in 

an attempt to broaden its image away from a winter alpine destination to a summer 

destination (Travel Trade Gazette, 1988a). During 1987, Austria attracted 765,000 

British tourists of which approximately half were winter season visitors. Britain, aftfer 

West Germany, is the second most important source region for tourism in Holland. 

During 1985 nearly a million visitors arrived from Britain mostly on Spring holiday and 

short break holidays (Travel Trade Gazette, 1986 p i 1) popular with British tourists. 

Finland had been the subject of a study by Haahti (1986) in a comparative European 

Context. Many of the constructs used in that study were similar to those to be used in 

the present study. It was therefore selected as the Scandinavian destination to complete 

the set of possible contrasting holiday destinations. Finland was a comparatively 

minor destination for British tourists, although 1987 was a record year with 110,239 bed



nights. The majority of the increase had been in the summer months which were up 39 

per cent on the 1986 figures (Travel Trade Gazette, 1988b).

To set these destinations in context, Mallorca alone attracted 1.63 million British 

tourists in 1986 (Bardolet, 1986). Thus, of the nine destinations, Mallorca receives the 

greatest number of British visitors.

4.2.2 The questionnaire and sample

The constructs that had been elicited from tourists in Mallorca outlined in Chapter 3 

were used to investigate the images of these nine destinations. The constructs were 

those most likely to influence potential tourists when first considering the selection of a 

holiday destination. The letter and postal questionnaire sent out to potential 

respondents is included in Appendix 4.1. The sample was selected from two main 

sources, fieldwork in Mallorca and a systematic telephone directory sample.

During interviewing in Mallorca at Easter 1988, 128 contact addresses had been 

collected for possible follow-up work. The reason was to seek a response from these 

tourists after they had been at home for several months, on their intentions of returning 

to Mallorca for a future holiday. It was thought reasonable to expect a good return rate 

from this group because they had expressed a willingness to complete a follow-up 

questionnaire when asked in Mallorca. It was also a means of ensuring enough 

respondents for this study who had actually visited Mallorca.

In addition 160 questionnaires were sent to addresses in Nottingham in order to gain 

access to potential tourists who had not visited Mallorca. This would also increase the 

possibility of receiving sufficient responses to split those for each of the other eight 

destinations into two groups; those that had visited and those that had not visited each 

place. They were selected by taking the first name and address in Nottingham from the 

top of every fourth page of the 1988 Nottingham telephone directory. Overall a total of 

92 correctly completed questionnaire replies were received. Of this total 57 were



received from the Mallorca follow-up contacts, a response rate of 45 percent, and thirty 

five replies were received from the telephone directory sample, a response rate of 2 2  

percent. Each respondent made 117 responses on a seven-point scale (13 constructs for 

9 destinations). The questionnaires were coded for computer input. This was done 

because of the large number of responses that had to be manipulated accurately. The 

responses for each destination by respondents could then be easily split by those who 

had or had not visited each place. The program used was SPSS-X utilizing the 

FREQUENCIES command to calculate the frequency of responses in each of the 

categories of the seven-point scale and the mean and standard deviation of these 

responses.

The aim of this section of the study is to fonn a general impression of the position of 

Mallorca compared to a number of possible alternatives. Based on the pilot studies and 

work by Schroeder (1984), discussed in Chapters 2 and 3, the mean scores and standard 

deviation were thought to be adequate to achieve this aim taking into account the 

sample size used for this study.

4,3 Comparison of the images of nine destinations for the visited and the not 

visited groups

The responses for each destination are summarised in Figures 4.1 to 4.9 which show 

the pattern of the image of each destination both for those who had visited and those 

who had not visited each place. For example, for Mallorca both the visited (1.5) and 

not visited (1.8) groups thought Mallorca was a "Good beach and sun holiday”. A 

review of the visited and not visited responses revealed that there was a remarkable 

congruence between them for each of the destinations. Tunisia and Finland had to be 

dropped from this analysis because insufficient numbers of respondents had visited 

them. Only two constmcts changed by more than one category, which was the limit 

used in the pilot study in Chapter 3. In order to draw out more of the differences 

between the two groups, the cut-off point for detennining a difference between the 

images of the visited and not visited groups was set at more than 0.5 of a category



Figure 4.1 Images of Mallorca
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Figure 4.2 Images of Austria
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Figure 4.3 Images of Holland
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Figure 4.4 Images of Tunisia
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Figure 4.5 Images of the Greek Islands
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Figure 4.6 Images of Tenerife
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Figure 4.7 Images of Turkey
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Figure 4.8 Images of Yugoslavia
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Figure 4.9 Images of Finland
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change. It can be seen that of the 78 constructs (6  destinations x 13 constructs each), 17 

are different and 61 are not; these differences have been summarized as in Table 4.2. 

The relatively low number of constmcts that were deemed to be different suggests that 

there is possibly a tendency for the image of those who have not visited places to be 

fairly accurate and in agreement with those who have visited the destinations. It may be 

that the preconceptions held by tourists actually influences their experience of place and 

results in a reinforcement of these preconceptions. Clearly it was not possible to 

discern if this was the case from this data. However the pattern of differences does 

make some general comments possible about the differences between the visited and 

not visited groups.

For five of the six destinations, those that had visited a destination felt more "At ease as 

a tourist" than the not visited group. This would appear to indicate that actual 

experience of place reduces some of the anxiety felt prior to the visit about visiting a 

destination. However it should be noted that in all five cases the not visited group also 

expected to "Feel at ease as a tourist" but to a lesser extent than the visited group.

In the case of the "Wide range of sights" construct there were three differences between 

the two groups of a similar order. In each case the visited group responses were closer 

to the "Wide variety of sights" pole of the construct. In the case of Mallorca, the visited 

group saw a less "Restricted range of sights" than the not visited group. For Austria and 

Tenerife those who had visited expected a more "Wide range of sights". This suggests 

that experience does affect image in that complexity of places is appreciated more after 

a visit than it is before. However it is probably safer to restrict this statement to apply 

to Mallorca, Austria and Tenerife; those that had not visited these places under

estimated the variety of sights at these destinations.

The only other inferences that may be drawn from reading across from each constmct at 

this stage is in noting that the constructs most accurately judged (i.e. had the lowest 

number of differences) without previous experience are: "Beach and Sun Holiday",



"History and Culture", "Scope for Sports and Activities" and "Entertainment and 

Nightlife" constructs, none of which showed any difference between the two groups.

Table 4.2 also shows that Yugoslavia was the most misjudged destination. Those that 

had visited had higher scores on the constructs "People are friendly","Feel at ease", 

"Active holiday", "Cheap for a holiday"and "Unspoilt by tourism". In general it could 

be said that those who had visited Yugoslavia had a more positive view than those who 

had not. Indeed it was observed that of those constructs that could be judged positive or 

negative, only in one instance did a mean score for the not visited growp result in a more 

positive response than that for the visited group. Those that had not visited Holland 

considered it to have more attractive scenery than those that had. It was interesting to 

compare the difference on this construct between Holland and Austria. Those that had 

visited Austria had a mean score 1.1 higher at 6 . 6  than that of those who had not visited 

the destination. This might reflect the strong positive reaction to mountain scenery 

compared to feelings of the disappointment with the relatively flat terrain of Holland.

4.4 Comparison of the images of nine destinations of the not visited groups.

The pattern of responses to all nine destinations was compared to consider their 

comparative performance. In order to do this the responses for those that had not 

visited each destination were used because this was the group for which there was a 

complete set of responses. It was noted in Section 4.3 that the numbers for those who 

had visited Finland and Tunisia were to small to be of use.

A table of the mean scores for the not group was compiled (Table 4.3). A

simple initial comparison of the relative performances of the nine destinations was 

carried out by identifying the highest and lowest mean scores for each construct. For 

example on the "Beach and Sun Holiday" constmct Austria had the highest score (5.7) 

indicating perhaps not unexpectedly, that it was seen as the worst "Beach and Sun" 

destination. The Greek Islands had the lowest score (1.6) indicating that it was seen as 

the best "Beach and Sun" destination. However it was clear that Mallorca (1.8), Tunisia



Table 4.2 Summary of the differences between the "visited" and
"not visited11 group scores on-six destinations

^^.E)esti nati ons 

Constructs D1 D2 D3 D5 D6 D8
£rows

Contrast.
Good beach and sun 
holiday 0

Not good for a beach 
and sun holiday

Restricted range j 
of sights N1 V2 V2 3 Wide variety of 

slants

People are friendly 
towards tourists VI 1 People are not 

friendly towards 
tourists

Feel at ease as a 
tourist VI VI VI VI VI 5 ' Feel ill at ease as 

a tourist

Active holiday VI VI 2 Peaceful holiday

Expensive for a 
holiday N1 V2 2 Cheap for a holiday

Attractive scenery N1 VI 2 Unattractive scenery

History and culture 
are not interesting 0 Interesting history i 

and culture

Restricted scope for 
| sports and activities 0 freat scope for 

activities and sports

Unspoilt by tourism N2 VI 2 Spoilt by tourism

Good food and drink VI VI 2 Unappealing food and 
drink

Poor entertainment 
and ni^nt life 0 Good entertainment 

and night life f

Unfamiliar culture V2 1 Familiar culture

*£ of columns 3 3 3 2 2 6

Key; Destinations
VI = Visited group score greater on construct D1 Mallorca D8 Yugoslavia
V2 = Visited group score greater on contrast ^2 Austria
N1 = Not visited group score greater on construct Holland
N2 = Not visited group score greater on contrast ^5 Greek Islands

D6 Tenerife

170
. , . ,  y.V



T a b l e  4 . 3  Mean s c o r e s  f o r  n i n e  d e s t i n a t i o n s  f o r  t h e  " n o t  v i s i t e d "
group

' ^ D e s t i n a t i o n s  

C o n s tr u c ts Dl D2 D3 D4 D5 D6 D7 D8 D9 ^ - " ' ' C o n t r a s t

Good beach end sun 
holiday

1 .8 5 .7 5 .6 1 .9 © 1 .7 2 .4 2 .6 5 .4 Not good for  a beach 
and sun holiday

Restricted range 
o f  s ig h ts 0 5 .5 4 .8 3 .7 4 .8 3 .7 5 .1 5 .0 4 .6

Wide variety  o f  
sig h ts

People are friendly  
towards to u rists

3 .1 3 .1 2 .8 3 . 8 © 2 .7 3 .7 3 .1 2 .8 People are not 
friend ly  towards 
to u r ists

Feel a t  ease as a 
to u r ist 2 .9 2 .9 2 .6 4 .1 2 .7 0 3 .8 3 .1 2 .9

Feel i l l  a t  ease as 
a to u rist

Active holiday 3 .7 3 .6 4 .1 4 .4 3 .4 3 .5 4 .0 3 .9

©

Peaceful holiday

Expensive for  a 
holiday 4 .2 0 3 .0 3 .9 3 .4 3 .2 3 .9 4 .5 2 .4

Cheap for a holiday

Attractive scenery 3 .2 0 3 .0 4 . 5 2 .4 3 .4 3 .3 2 .3 2 .3 Unattractive scenery

History and culture 
are not in teresting © 4 .9 4 .7 4 .6 5 .4 3 .7 5 .3 5 .2 4 .4 In teresting h istory  

and culture j

Restricted scope for 
sports and a c t iv it ie s 4 .2 4 .4 3 .7 0 4 .6 4 .1 3 .5 3 .7 4 .0

Great scope for  
a c t iv it ie s  and sports

Unspoilt by tourism 5 .7 2 .7 3 .1 3 .6 3 .7 4 .8 3 .0 3 .2 0 S p o ilt by tourism

Good food and drink 3 .3 © 2 .8 4 .6 2 .8 3 .0 4 .3 3 .7 3 .1 Uiappealing food and 
drink

Poor entertainment 
and night l i f e

5 .3 3 .9 414 3 .9 4 .5 5 .0 3 .6 3 .7 ©
Good entertainment 
and night l i f e

Unfamiliar culture 3 .9 3 .9 4 .2 © 4 .0 4 .1 3 .0 3 .2 3 .5 Familiar culture

T o ta l  o f  
ex trem e s c o r e s 4 5 1 7 4 | 1 0 1 3

Key: = lo w e s t  s c o r e  on c o n s t r u c t  
3 .6  = h ig h e s t  s c o r e  on c o n s t r u c t



(1.9) and Tenerife (1.7) were also seen as excellent "Beach and Sun" destinations. 

Turkey (2.4) and Yugoslavia (2.6) were generally seen as not being quite so good on 

this construct.

The highest and lowest scores were used to highlight those destinations to which 

reactions had been strongest. Tunisia elicited the strongest reactions having the most 

extreme score on 7 out of 13 constructs. As a holiday destination Tunisia was seen as 

having the least "Friendly people", respondents felt they would "Feel ill at ease", it was 

seen as having the most "Unattractive scenery", "Unappealing food", "Restricted scope 

for sports and activities" and "Unfamiliar culture". Tunisia was without doubt the least 

favourably perceived holiday destination, especially when contrasted to the Greek 

Islands.

The Greek Islands were one of the most favoured destinations, it was seen as being the 

best "Beach and Sun" destination, having the most "Interesting history and culture", 

"Greatest scope for sports and activities" and "Friendly people". Austria was perceived 

almost as positively as the Greek Islands, it was seen as having the most "Wide variety 

of sights", the most "Attractive scenery" and the best "Food and drinks" although it was 

seen as "Expensive for a holiday". The reaction to Mallorca was also strong,it was seen 

as having the most "Restricted range of sights" and "Spoilt by tourism", the least 

"Interesting history and culture" and being the best destination for "Good entertainment 

and nightlife".

Table 4.4 was useful simply as an easily accessible summary however it highlighted 

some possible relationships between the constmcts. The constructs for which Tunisia 

had the extreme scores suggested a possible interrelationship between the constructs 

shown in Figure 4.10. There also appeared to be a link between constructs 10 and 12 

summarized in Figure 4.11. This reflects the paradox in the development of tourism in 

that what was seen to ’spoil’ destinations is in fact the very entertainment and nightlife 

that is created because of tourism. The possible relationships between constmcts was -



Table 4.4 Summary of destinations with the lowest and highest
mean scores for the "not visited1* group

Lowest score 
on construct

Highest score ! 
on construct

1 Good beach and sun 
holiday ! Greek Islands Austria Not good for a beach 

end sun holiday

Restricted range 
of sights Mallorca Austria Wide variety of

sights

People are friendly 
towards tourists Greek Islands Tunisia People are not 

friendly towards 
tourists

Feel at ease as a 
tourist Tenerife Tunisia Feel ill at ease as 

a tourist

Active holiday Finland Tunisia Peaceful holiday

Expensive for a 
holiday Austria Yugoslavia Cheap for a holiday

Attractive scenery Austria Tunisia Unattractive scenery

History and culture 
are not interesting Mallorca Greek Islands Interesting history 

and culture

Restricted scope for 
sports and activities , Tunisia Greek Islands (k>eat scope for 

activities and sports

Unspoilt by tourism Finland Mallorca Spoilt by tourism

Good food and drink Austria Tunisia Unappealing food and 
drink

Poor entertainment 
and night life Finland Mallorca Good entertainment 

and night life

Unfamiliar culture Tunisia Holland Familiar culture



Figure 4.10 Inter-relationships between constructs based on
Tunisia scores.

C3
People are not

C13
Unfamiliar

friendly towards culture
tourists

C4
Feel ill at ease {- 

as a tourist

C l l

^ Unappealing 
food and drink

Figure 4.11 Inter-relationships between constructs based on 
Mallorca and Finland scores

CIO C12

Spoilt by Tourism
Mallorca

Good Entertainment 
and Nightlife

CIO C12

Unspoilt By Tourism <------- >
Finland

Poor Entertainment 
and Nightlife



interesting in that they gave insights into how the constructs may be grouped. This was 

valuable in purely descriptive terms but could also help to explain the functional 

relationships between constructs. This has possible implications for the effective 

marketing of destination image. Simple methods of highlighting the main inter

relationships between destination attributes (constructs) and their implications will be 

discussed in the following sections.

4.5 Factor analysis of the constructs of the Consensus Repertory Grid for the not 

visited group

4.5.1 Introduction

In order to analyse further the inter-relationships between constmcts and how they were 

used in assessing destinations a non-parametric factor analysis was used. This had been 

developed by Kelly (1955) for the analysis of individual repertory grids. As Potter and 

Coshall (1988, p69) suggests it is possible to use this ’hand’ method of factor analysis 

for consensus repertory grids such as that used in the present study. The method 

requires dichotomized data i.e. responses are related to one pole or the other of each 

construct. There are several methods of dichotomizing data. Potter and Coshall (1988) 

used a count of responses to each pole of a series of semantic scales from their survey 

groups to determine the pattern of the dichotomised data. For example if the majority 

of respondents felt the first adjective applied to the element (country) then a tick was 

recorded, if less than half then a void was recorded. In cases such as this based on a 

seven-point scale it is possible to use an alternative method of analysis which uses the 

mean scores for the sample group to dichotomize the data. Thus Table 4.3 was used to 

compile a table of dichotomized data (Table 4.5). On a scale of one to seven the mid

point is four, thus all scores of less than four were recorded as incidents (1) and related 

to the left pole of the constmcts in the table. Scores of more than four were recorded as 

voids (0 ) and related to the right pole of the constmcts.

Non-parametric factor analysis is a method of comparing the relationship between 

constmcts by considering how they are constmed in relation to a range of elements
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Table 4.5 Non-Parametric factor analysis of constructs of Consensus Repertory Grid
^ —d e s t i n a t i o n s  

C o n s t r u c t s
t) 1 P2 D3 Lid 05 H6 07 08 D9 s \ F I

■i

\ F2 F3 F4

Oqpd bendl end m n 
holiday

1 0 0 1 1 l 1 1 0 fb t  p o d  f i r  a  beech 
end s in  holiday

6 6 7 6 5 5 7 F

Restricted  range 
o f  sl^ifai 1 0 0 1 0 i 0 0 0 Wlda varie ty  o f 

s l^ i ts 5 6 8 9 F

People ere friendly 
towards to u rists 1 1 1 1 1 l 1 1 1 People era not 

(VI endly towards 
to u rists

5 -6 5 6 7 F I t
re e l a t  case as
to u r is t

a 1 1 1 0 1 i 1 1 1 re e l 111 a t  sees ea
a  b a r  l e t 6 -6 6 7 7 F

' M--

Active holiday 1 0 0 0 1 l 0 r ; 1 Peaceful holiday 7 7 6 5 7 F

Expensive fo r a 
1*311 day 0 1 1 1 1 l 1 0 1 Cheep (tor a  lo l l  day

--6 8 5 e 5 -5 7 F v :J$,

A ttractive scenery 1 1 1 0 1 i 1 r , 1 U m ttroctlvs scenery 6 -r> 6 7 8 F .' •
■ -i

History end culture  
are  not in te resting

1 0 0 0 0 l 0 0 0 In teresting  h istory  
end culb.ro

6 d 7 8 F
■"1;{

Restricted socps fo r 
R x rt*  end a c t iv itie s 0 0 1 1 o o 1 1 0 d ’e s t  soopo fo r 

a c t iv itie s  and rporta -5 r> -5 5 -7 F
i

U w potlt by tnarlme 0 V 1 1 i 1 0 1 1 f . I S po ilt by tourlam -6 8 7 8 F
. Vvl 

1
flood food end d rlth 1 I 1 0 1 1 o 1 1 Uxypealing fbod end

drltic
5 5 -5 6 7 F

‘*pt

; |

Peer miterteliment 
mid n ltf it l i r e 0 1 0 i 0 0 l 1 1 Oood entertainment 

end night l i f e 5 -6 7 5 5 6 6 F

I h f t n l l i s ’ cu lture 1 1 0 0 0 0 l 1 1 Femtller out bars 7 5 -7 6 7 F
"

‘ To © 0 7 7 0 0 © ©
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(destinations). The more similar the pattern of incidents and voids, the more the 

constructs are correlated. Kelly (1955) likens it to:

"a fonn of scanning analogous to that used in electronic computing 
machines...it gives essentially the same answer that conventional factoral 
methods yield and in a small fraction of the time" (pg 280).

4.5.2 Method of conducting non-parametric factor analysis: the first factor.

The first step was to count the total number of incidents in each of the nine columns of 

destinations (elements). The highest totals, approximately half the number of columns, 

were circled; these were to represent the incidents of a first trial row (1T0): those not 

circled represented the voids. This first trial row of incidents and voids was compared 

to that of each construct in turn. The number of matched incidents and voids was 

recorded to the right of the table in column 1T0. For example trial row 1T0  matched 

construct one a total of six times, construct two, five times and so on. The maximum 

possible total of matches is nine. If four matches were recorded in effect it did not 

match five times, in other words if the construct had been reversed (i.e. reflected) five 

matches would have occurred. Thus any figures of four or less were subtracted from 9 

and recorded as a negative number of matches. The first trial row resulted in 76 

matches. In order to check whether this could be increased, constructs with the negative 

scores on constructs 6  , 9 and 10 were reflected (reversed) and the pattern of incidents 

and voids were recalculated. The highest totals were identified to form a second trial 

row IT i . ITi was different from 1T0  and therefore this second trial row was applied to 

each construct in turn and the number of matches occurring were recorded in column 

IT i . This increased the number of matches to 80 and was adopted as a more effective 

row. However, new negative values had arisen for constructs 3, 4, 7 and 12, these were 

reflected and the total for each row of incidents and voids had to be recalculated to form
i 1

a third trial row 1T2- Although this only increased the number of matches by one to 81 

another negative value emerged on construct 11. Row IT3 was different to IT2  and 

resulted in an increase of a further three matches to a total of 84 without any new 

negative values arising. It was adopted as the most effective summary row for Factor 1.



4.5.3 Levels of significance: the fiducial limit

The level of significance for the number of matches not occuring by chance is known as 

the fiducial limit and was determined from a significance table in Kelly (1955, p 286). 

For a grid with 9 cells in each row the fiducial limit was 8 matches. Constructs 

"Restricted range of sights", "History and culture are not interesting" and "Spoilt by 

tourism" had eight or more matches with IT3 . Therefore, they were judged to load, in a 

statistically significant manner, on the first factor. This factor was summarised as 

"Uninteresting/Spoilt", the constructs were excluded from further analysis and a second 

and additional factors were calculated using the same procedure.

4.5.4 Derivation of additional factors

In the case of the second factor construct 9 was reflected but resulted in fewer matches. 

The initial trial row 2To was retained as the most effective summary of the second 

factor. It will be noted that the second factor includes constructs that showed 7 

matches. This is because the fiducial limit was relaxed from 8 to 7 for this and 

subsequent factors. Rigid adherence to a fiducial limit of 8 resulted in Factors 2, 3, and 

4 consisting of only one construct. Potter and Coshall (1988, p6 6 ) relaxed the fiducial 

limit in order to form factors that included more than one construct. By reducing the 

fiducial limit from 8 to 7 the level of significance is reduced and may be more likely to 

be occuring by chance. However in this instance it seemed justifiable to accept this 

because it formed a more generalized factor that could be used to explain the pattern of 

perceptions of the destinations. The constructs associated with each factor and the 

summary titles are shown in Table 4.6

4.5.5 The association of each destination (elements) with each factor of constructs 

One of the aims of the study was to consider how and in what ways destinations were 

seen as similar, with special reference to Mallorca. The constructs in each factor were 

compared to the pattern for each destination to determine the level of association 

between each destination and each factor. Factor 1 has three constructs and therefore a



Table 4.6: Constructs composing Factors 1-4
Factor 1 Uninteresting/Spoilt 47.2 %

Factor 2

History and culture are not interesting 
Spoilt by tourism 
Restricted range of sites

Friendly/Active 36.0 %
People are friendly
Feel at ease as a tourist
Good food and drink
Active holiday
Great scope for activities
Attractive scenery
Unfamiliar culture

Factor 3 Cheap Sun 12.9 %
Good beach and sun holiday 
Cheap for holiday

Factor 4 Good Entertainment
Good entertainment and nightlife

3.4 %

Table 4.7: Matches of destinations with Factor 1, 2 and 3

Factor 1 Factor 2 Factor 3 .
Destination

Uninteresting
/Spoilt

Friendly
/Active

Cheap
/Sun

Mallorca 3 7 2
Austria 0 6 0
Holland 0 4 0
Tunisia 1 1 1
Greek Islands 0 6 1
Tenerife 3 6 1
Turkey 0 3 1
Yugoslavia 0 6 2
Finland 0 7 0



maximum number of matches 3, Factor 2 has a maximum of 7 and Factor 3 a maximum 

of 2 matches; the results are shown in Table 4.7.

It occured by chance that Mallorca recorded a high degree of association with all three 

factors. The three factors on balance showed Mallorca to be in a good position relative 

to other destinations. Factor 1 may be seen as a negative factor and it was interesting to 

note that it was grouped with Tenerife in this respect. It could be argued that Factor 3 

counter balances any negative effects that may be caused by perception in Factor 1; i.e. 

it may not have an "Interesting history and culture" or a "Wide range of sights" but it is 

"Cheap" and "Good for beach and sun holiday". It does appear to reflect a stereotype 

image of the destination held by those who have not visited the destination. One of the 

things that emerged during the field work was the level of surprise at the range of sights 

and scenery and how little of Mallorca is in fact spoilt by tourism. It was also 

interesting that on Factor 3 it performs better than any of its Mediterranean rivals other 

than Y ugoslavia.

Factor 2 was one that consisted of constructs that could generally be interpreted as 

positive. Mallorca had the highest degree of association with this factor along with 

Finland scoring the maximum 7 matches. However Austria had 6  matches as did the 

direct competitors the Greek Islands, Yugoslavia and Tenerife. It was apparent that 

Mallorca and these three direct competitors performed far better, on this important 

factor of constructs, than did rivals Turkey and Tunisia.

It was suggested earlier when considering the constructs for which Tunisia registered 

extreme scores in Section 4.5 that there appeared to be a pattern to the use of four 

constructs "People are not friendly towards tourists", "Feel ill at ease", "Unfamiliar 

Culture" and "Unappealing food and drink". It is interesting that Tunisia has only one 

match with Factor 2, and that each of the opposing poles of these constructs are in 

Factor 2. This indicates that the connection between these constmcts occurred 

generally in response to all nine destinations.



4.6 Linkage analysis of correlation matrix of constructs and destinations

4.6.1 Method.

One disadvantage of using non-parametric factor analysis in the previous section is that 

by dichotomizing the data much of the initial variation in the data is lost. It will be 

recalled that the data had been dichotomized on the basis of the mean scores of all 

responses. The original responses had been on a seven-point rating scale, however 

following the suggestions of Schroeder (1984) discussed in Section 2.2 the resultant 

mean scores can be treated as interval data. If the data is treated as interval data it is 

possible to use these mean scores to effect a linkage analysis, a rudimentary parametric 

factor analysis, (Hammond and McCullagh 1978, p240) by using a matrix of Pearson 

Product Moment correlation coefficients. It was decided to do this because it could be 

done quickly using MICROTAB and would serve as a check on the effectiveness of the 

hand factor analysis. One reservation that had been held about the use of dichotomized 

data when interval data was available was the problem of categorization. For example, 

destinations only fractionally either side of the dividing mid-point score of 4.0 would be 

judged as differently as those with scores of 1.0 and 7.0 at either end of the scale. By 

using the mean scores this method offers a simple means of gaining deeper insights into 

the data because more of the variability of the data is retained.

Table 4.8 shows the data input and matrix of correlations between constructs. The 

method of factoring used was linkage analysis of the highest significant bonds between 

constructs at p=0.01 level. First the highest significant value in each column was 

circled. Then the largest value of p in the matrix was selected i.e. between 4 and 3 

(-0.956). This reflexive pair formed the core of Group 1. The rows were then scanned 

for each of the reflexive pair to identify other constmcts that were linked to either. Aiiy 

constructs indentified from the columns when the rows were scanned were added to 

Group 1 and the row for the new member was also searched. This continued until no 

new circled values were encountered from scanning the row of a new member. The 

reflexive pair for Group 2 was selected from the highest correlation not yet assigned to
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a group and repetition of the above procedure. It is important to note that not all 

correlations at p=0.01 are used but only the highest correlation between constructs. For 

example for C3 only the link with C4 (0.956) is used though it also has other 

correlations at p=0.01 with C13, C9 and C5. Therefore the groups of constructs 

indentified in the following analysis are a simplified form of the correlations at p=0 .0 1  

level. More detailed interrelationships exist within these groups of constructs that could 

be added should further detail be required. However for the purposes of this analysis 

the simplest linkage analysis will be used.

4.6.2 Results of linkage analysis of correlation matrix of constmcts 

Three distinct groups of constmcts emerged from this analysis; it was clear that they 

closely matched the factors derived from the hand factor analysis. Within each factor 

derived from the linkage analysis the strongest or core bond was identified. The highest 

core bond or reflexive pair was between "People are friendly towards tourists" and 

"Feel at ease as a tourist" (0.956) this was used to indentify Factor 1. Constmct 4 was 

correlated negatively with 13, therefore 13 was reflected (reversed) and was thus 

"Familiar Culture". Constmct 13 was similarly correlated negatively with 11 and thus 

was not reflected. This grouping of constmcts matches exactly Factor 2 derived from 

the ’hand’ factor analysis. However the linkage analysis reveals more of the structure 

of the relationship between the constmcts and it is worth interpreting Figure 4.12 in 

detail to show this.

The core of Factor 1 is C3, C4 and C13 which have the highest correlation bonds, thus 

destinations where "People are friendly to tourists" and tourists "Feel at ease" are most 

likely also seen to be "Familiar culture". It is also clear "Good food and drink" is 

closely linked with "Familiar culture" and "Feel at ease" and bears out the initial • 

suggestion of the linkage between these constmcts in Section 4.4. This is interesting 

because it indicates that tourists may opt for destinations that are seen as "familiar" • 

because of these connections. It is also likely that in general tourists will not choose 

destinations seen as an "Unfamiliar culture" because they will also be seen as places



Figure 4.12 Factors derived from linkage analysis of a matrix of 
Correlations between constructs (p = 0.01)
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where the "People are not friendly" and making tourists "Feel ill at ease" and also have 

"Unappealing food and drink". In evaluating the utility of insights such as this it may 

be suggested that destinations seen as a "Familiar culture" could simply reinforce this 

familiarity to reap the benefits of these other positive associations. Many destinations 

possess truly unfamiliar cultures and are likely to be perceived as such even after British 

tourists have visited these places. However if such destinations wish to appeal to the 

mass package tour market in Britain then it could be that the tourist authorities should 

concentrate on raising awareness of the quality of the local food and the friendliness of 

the people to tourists. Clearly some segments of the market may find unfamiliar 

cultures appealing but this was not necessarily indicated here or found later in Section 

4.8. What is revealed here is the pattern of association between the way constructs were 

used to describe a variety of destinations. Conclusions have been drawn regarding the 

inter-relationships between destination attributes; clearly they have relevance to the 

marketing of individual destinations. These general attribute inter-relationships provide 

supplementary information to the discrete attribute profile of a destination. Most 

importantly they provide clues to the most effective means of altering destination 

image.

In Factor 2 the second core bond linked "Unspoilt by tourism" to "Poor entertainment 

and nightlife" (0.904). This matches the constmcts in Factor 2 and 4 derived from the 

non-parametric factor analysis and the link suggested in Section 4.4. In Figure 4.12 the 

constmcts CIO and C12 form the core bond, the link between CIO and C2 is a negative 

correlation therefore C2 has been reflected, the correlation between C2 and C8 is 

positive thus C8 has also been reflected. The constmcts C8 , C2 and CIO factored by 

linkage analysis are the same constmcts, but the opposing poles to those derived from 

the hand factor analysis. The link in Factor 3 of "Good sun and beach holiday" and 

"Cheap for a holiday" also matched Factor 3 derived by the hand factor analysis. Thus 

overall essentially the same connections between the use of constructs are being 

identified by the two methods.



4.6.3 Comparison of non-parametric factor analysis and linkage analysis

It should be noted that the labelling of the relevant poles constructs was done to aid 

interpretation of the correlations. In the case of the linkage analysis this was done by 

starting from the core bond and reflecting (reversing) other constructs in the factor in 

relation to this. The essential linkage is between the poles of the constructs; it is 

therefore justifiable to interpret the obverse of any relationship stated in this text. For 

example in Factor 2 if interpretation commenced from construct 8 it could be said that 

destinations seen as having an "Uninteresting history and culture" were also seen as 

having a "Restricted range of sights" being more "Spoilt by tourism" and having "Good 

entertainment and nightlife".

Overall the use of linkage analysis to derive factors based on the Pearson Product 

Moment Correlation coefficient produced results similar to those derived from the hand 

factor analysis. Thus at a general level it did not appear to matter whether the data was 

dichotomized by the mean score or if the mean scores were treated as interval data. 

However it was useful to conduct the linkage analysis because it indicated that this was 

an acceptable fonn of factor analysis and also confirmed the findings of the non- 

parametric factor analysis. Linkage analysis was seen as superior in this instance 

because fuller use was made of the data available. It gave an indication of not only the 

groupings of factors of constructs but also the inter-relationships between constructs. 

These inter-relationships were more accurately revealed and in more detail than had 

been the case with the non-parametric factor analysis.



4.7 Factor analysis of nine destinations

4.7.1 Introduction

In the preceding Sections 4.4 to 4.6 the constructs were factored in relation to the 

elements (destinations). It is also possible to use the constructs as elements in order to 

factor the destinations in relation to the pattern of use of the constructs. In Section 4.5.5 

the matching of destinations to the derived main factors based on the pattern of use of 

constructs was done in order to compare the perceptions of destinations in relation to 

the derived factors. In Section 4.5 the elements had been the destinations and analysis 

had revolved around the factoring of the constructs. In the followins section a full 

factor analysis will be conducted by reversing the constmcts and elements and treating 

the constmcts as if they are elements.

4.7.2 Non-parametric factor analysis of nine destinations

The ’hand’, non-parametric factor analysis resulted in three factors shown in Table 4.9; 

the method used was the same as outlined in Section 4.5. The destinations were 

grouped into three factors (Table 4.10). Factor 1 grouped the three non-Mediterranean 

destinations together with the Greek Islands. Factor 2 grouped Mallorca, Yugoslavia 

and Tenerife together. Tunisia was in this group as reflected, this was interpreted as 

meaning that which ever constmcts loaded onto this factor they did not apply to 

Tunisia, in fact the exact reverse would be the case. Part (b) of Table 4.10 shows the 

constmcts most strongly contributing to the Factors 1 and 2.

There is a degree of overlap between Factors 1 and 2 which is summarised in Figure

4.13. It can be seen from Figure 4.13 that the grouping of both Factor 1 and Factor 2 

destinations is on the basis of sets of positive attributes. However although all 

destinations, except Turkey and Tunisia, were seen as places where tourists would "Feel 

at ease" and there would be "Attractive scenery" and "Good food and drink", the Factor 

1 destinations would also be "Unspoilt by tourism" and where "People are friendly" 

although it would be "Expensive". The Greek Islands were grouped by this analysis 

with Holland, Austria and Finland. It would appear that there are additional attractions
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Table 4,10 (a) Summary of factors of dest.inat.ions
Factor 1 Holland 

Austria 
Finland 
Greek Islands

Factor 2 Mallorca
Yugoslavia
Tenerife
Tunisia (Reflected)

Factor 3 Turkey

Table 4.10 (b) Summary of constructs loadincr on factored
destinations.

Factor 1 Factor 2
Cl 0 3
C2 0 2
C3 4 3
C4 4 4 Maximum
C5 2 4 number of
C6 4 1 matches = 4
C7 4 4
C8 0 3
C9 1 1
CIO 4 1
Cll 4 4
C12 2 1
C13 2 3

Figure 4.13 Constructs most associated with Factors 1 & 2

Unspoilt by tourism 
Expensive
People are friendly

Active holiday

Feel at ease as a tourist 
Attractive scenery 
Good food

Factor 1

Holland 
Austria 
Finland 
Greek Islands

Mallorca 
Yugoslavia 
Tenerife 
(Not) Tunisia

Factor 2
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in its image profile that suggests it is seen as having the ’best of both worlds’. Many 

destinations that would be seen as "Good for a beach and sun holiday" would not 

necessarily be expected to have an "Interesting history and culture" and vice-versa. By 

this analysis the Greek Islands may be seen as having a slightly more ’upmarket’ image 

compared to their ’sun holiday’ competitors, having an image of being "Unspoilt by 

tourism" and more "Expensive for a holiday".

4.7.3 Linkage analysis of correlation matrix of destinations

A linkage analysis of a Pearson Product Moment Correlation coefficient matrix was 

also done which resulted in broadly similar conclusions to the factor analysis in Section 

4.7.2. The matrix is shown in Table 4.11 and the resultant linkage analysis in Figure

4.14. In Factor 1 the core bond was between Austria and Finland (0.932). Austria was 

also bonded with Holland (0.880) showing they were all seen as similar to each other. 

Factor 2 bonded the two Spanish Island destinations of Mallorca and Tenerife (0.906).

The reflexive pair of Factor 3 linked the Mediterranean destinations of Yugoslavia and 

Turkey (0.850). The other destinations in this factor linked the Greek Islands as most 

similar to Yugoslavia (0.768) and Tunisia as most similar to Turkey (0.665). It has 

already been observed in the non-parametric factor analysis (Section 4.5.5) that Tunisia 

tended to be associated with constmcts that could broadly interpreted as negative and 

the the Greek Islands with the more positive constmcts. This interpretation will be 

discussed and substantiated in Section 4.8 in relation to respondents’ views of the 

constmcts. It is difficult to establish which constmcts are loading on this factor to 

explain the linkages. When the constmcts are the elements as in this case, the non- 

parametric factor analysis (Section 4.7.2) appears more effective. However an initial 

interpretation of this third factor is that there is some similarity in the usage of 

constmcts in describing Yugoslavia and Turkey. It was suggested in Section 4.5.5 that 

Yugoslavia had a better image profile than Turkey overall. It is difficult to establish 

whether the similarities between these two destinations are on negative or positive 

aspects. However by scanning the tables of mean scores discussed earlier in Section 4.4
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Figure 4.14 Factors derived from linkage analysis of
matrix of P ..P.M.C/s .between destinations

Group 1

0.932 0.880Austria
D2

Holland
D3

Finland
D9

Group 2

D1 D6
Mallorca 0.906 Tenerife

Group 3

0.768

0.665Turkey
D7

Yugoslavia
D8

Greek
Islands

D5

Tunisia
D4



it is possible to suggest which constructs may be contributing to the link. A summary
'

of the constructs within half-a-category for the pairs of destinations is presented in I
IFigure 4.15. . J

It can seen that the reflexive pair Yugoslavia and Turkey (0.850) have eight constructs

within 0.1 to 0.2 of each other. The links between the Greek Islands and Yugoslavia
■V:

and Turkey and Tunisia are weaker and thus the similarity scores tend to be greater, JI

ranging up to 0.5 difference. It should be noted that some constructs contribute to each 

of the links such as "People are friendly" and "Unspoilt by tourism". However Factor 3 

illustrates a linear relationship. The Greek Islands and Yugoslavia may in some ways 

be similar as may Turkey and Tunisia but this does not link Tunisia and the Greek 

Islands. Factor 3 should be seen as a continuum on which these two destinations are at 

opposing ends. In contrast the correlation between Turkey and Tunisia is based more 

on the negative links of "Unfamiliar culture", "Unappealing food and drink" and "Poor 

nightlife and entertainment". The correlation between Yugoslavia and the Greek

Islands is likely to be based more on positive links such as "Interesting history and
'•If

culture", "Wide range of sights" and "Good food and drink". f!

It is now relevant to discuss the salience of the constructs in relation to which are 

actually required for a ’good holiday’. Some of the value judgements previously 

suggested are in fact borne out by an analysis of the expressed preferences for the 

constructs of the sample group of respondents.

193

I

The Greek Islands and Yugoslavia coefficient (0.769) is greater than that between %

Turkey and Tunisia (0.665). At first sight this seems strange because the similarity 

scores are generally closer for the latter. However, the Pearson Product Correlation 

Coefficient takes account of the pattern of the mean scores for all constructs not just the 

similar constructs identified in Fig.4.15.

yg.~s5j



Figure 4.IS Linkage analysis of Group 3: Similar constructs
between factored destinations

GREEK ISLANDS

0.768
Wide variety of sights (0.2) Attractive scenery (0.1)
People are friendly (0.5) Interesting history and
Feel at ease as a tourist (0.4) culture (0.2)
Active holiday (0.5) Unspoilt by tourism (0.5)

YUGOSLAVIA

0.850
Good beach and sun holiday' (0.2) 
Wide variety of sights (0.1) 
Peaceful/Acti.ve holiday (0.1) 
Interesting history and 
culture (0.2)

Great scope for sports and 
activities (0.2)
Unspoilt by tourism (0.2) 
Poor entertainment and 
nightlife (0.1)
Unfamiliar culture (0.2)

TURKEY

0.665
Good beach and sun holiday (0.5) Unspoilt by tourism (0.3)
People are friendly (0.1) Unappealing food (0.3)
Feel at ease/ill at ease (0.3) Poor entertainment (0.3)
Expensive (0.0) Unfamiliar culture (0.5)

TUNISIA



4.8 The importance of constructs to respondents for a ’good holiday’

The final sheet of the questionnaire asked respondents to rate each construct to show 

how important each constmct was to them for a ’good holiday’. Figure 4.16 shows the 

results. The most important constmcts were seen as "People are friendly towards 

tourists", "Feel at ease as a tourist" and "Good food and drink". The least important 

were "Familiar culture", "Great scope for sports and activities" and "Active holiday". It 

was noticeable that the most important and least important constmcts might be termed 

"Friendly" and "Active" respectively and that these were the two main aspects of Factor 

2  derived earlier from the hand factor analysis (Section 4.5). Clearly this shows that 

some caution must be exercised when simply summarizing the attractiveness of a 

destination against a check list of constmcts of attributes. Some constmcts may be 

more important than others as would appear for the not visited group of respondents. 

Also it may be that for example that "Great scope for sports and activities" may be very 

important to a particular section of the market and may feature prominently in 

marketing aimed at this group. However in this instance it was not thought necessary to 

actually drop any constmcts from the analysis as redundant. "Familiar culture" is 

arguably not a constmct which is cmcial either way to respondents however it was not 

actually unimportant. It seems therefore that there is no need to reconsider the earlier 

findings in the light of the differences in importance of the constmcts.

The results of the rating of the constmcts for a ’good holiday’ were used to form a row 

of incidents and voids that could be compared to the pattern of images of the nine 

destinations and analysed in Section 4.5 by the hand factor analysis. Each column of 

incidents and voids for the nine destinations (Table 4.3) was checked against this 

column of preferred constmcts to find the number of matches (Table 4.12). The highest 

number of matches denotes the most favourably viewed destinations in terms of their 

congmence with the preferred constmcts of the respondents. These are summarized in



Figure 4.16 Rating of constructs by importance for 
a-'good1 holiday

Mean Score (n = 91)
S.D.

Good beach and sun 
holiday 1.2

Wide variety of 
sights 1.0

People are friendly 
towards tourists 0.9

Feel at ease as a 
tourist 0.9

Cheep for a holiday

Attractive scenery

Interesting history 
and culture 1.4

Great scope for 
activities and 
sports 1.6

thspoilt by tourism

Good food and drink 0.7

Good entertainment 
and nightlife 1.8

Familiar culture 1.6

Peaceful holiday 1.6

Statements 1
1 Very important
2 Important
3 Mildly important
4 Neither'

5 Mildly unimportant
6 Unimportant
7 Very unimportant



Table 4.12 Number of matches between/destination Images of
"not visitedtr'.group .and preferred constructs of respondents

Preferred
constructs

Constructs
PI D2 D3 ; D4 D5 D6 D7 D8 D9

Good beach and sin 
holiday 1 1 0 0 1 1 1 1 1 0 Not good for a beach 

and s m  holiday

Restricted range 
» of sights 0 o 1 1 1 0 1 0 1 1 1 Wide variety of

sights

People are friendly 
towards tourists 1 1 1 i 1 1 1 1 1 1 People are not 

friendly towards 
tourists

Feel at ease as a 
tourist 1 1 1 1' 0 1 1 1 1 1 Feel ill at ease as 

a tourist

Active holiday 1 1 0 o : 0 1 1 0 1 1 Peaceful holiday
0 0 1 l ' 1 0 0 1 0 0

Expensive for a 
holiday 0 1 0 0 0 0 0 0 1 0 Cheap for a holiday

Attractive scenery 1 1 1 l 0 1 1 1 1 1 Unattractive scenery

History and culture 
are not interesting .0 0 1 l *, 1 1 0 1 1 1 Interesting history 

and culture

Restricted scope for 
sports and activities 0 1 1 0 0 1 1 0 0 1 Great scope for 

activities and sports

Unspoilt by tourism 1 0 1 ; l 1 1 0 1 1 1 Spoilt by tourism

Good food and drink 1 1 1 i • 0 1 1 0 1 1 Uiappealing food and 
drink

Poor entertainment 
i and night life 0 1 0 l 0 1 1 1 0 0 0 Good entertainment 

and night life

Uifamiliar culture 0 0 0 l 1 , ! i 1 0 0 0 Familiar culture

Total matches with 
preferred constructs 
column

9 9 10 6 12 9 8 10 9



Table 4.13: Summary of matches of image of destinations
with preferred constructs of respondents.

1. Greek Islands 12
2 . Holland 10
3. Yugoslavia 10
4. Austria 9
5. Finland 9
6 . Mallorca 9
7. Tenerife 9
8 . Turkey 8
9. Tunisia 6

13 Maximum

It was clear that the Greek Islands had the best profile with 12 out of 13 matches. 

However most destinations recorded a large enough number of matches to be seen as 

being assessed favourably. The pattern of matches for any particular destination could 

be used to pinpoint aspects of the image that may need promoting. Mallorca for 

example could perhaps attempt to improve on constructs where it is seen as lacking 

such as: "Restricted range of sights", "History and culture are not interesting", "Spoilt 

by tourism" and "Unfamiliar culture". Whilst it may be that for the present the nine 

constmcts with which it matches is sufficient to maintain its market position, in future 

neglected aspects of the image of Mallorca may need promoting to break into new 

markets. This is discussed in Section 6.12.

4.9 Images of Mallorca

4.9.1 Introduction

The next stage was to investigate in more detail the image of the case study destination, 

Mallorca. Techniques developed during pilot studies and outlined in Chapters 2 and 3 

were used. Three aspects of the image of Tunisia had been studied in one of these pilot 

studies, these fonned the basis of the study of the image of Mallorca and were:



(a) Image of Mallorca as a holiday destination based on the consensus repertory 

grid elicited from tourists in Mallorca during Summer 1987 and outlined in 

Chapter 3.

(b) Image of the Environment of Mallorca.

(c) Image of the People of Mallorca (Chapter 2).

4.9.2 The Questionnaire and Sample

An example of the questionnaire sent to respondents is included in Appendix 4.2. The 

sample frame was composed of tourists who had booked through Horizon Travel 

Centres to holiday in Mallorca during late August and September 1988. The aim was to 

investigate the pattern of images of Mallorca before and after their holiday. A 

questionnaire was sent out before their holiday and an identical follow-up questionnaire 

sent out on their return. From an initial mailing of 202 addresses, 135 returned the 

before questionnaire and 64 returned both the before and after questionnaires, thus a 

completion rate of 32 percent was achieved. As in Section 3.3 the mean scores will be 

used to investigate the images. The program SPSS-X was used utilizing the 

FREQUENCIES command to calculate the frequency of responses in each of the 

categories of the seven-point scale, the mean and the standard deviation of the 

responses. The SELECT IF sub-command was used to split the sample by three 

different criteria or variables. These splits will be used to structure the investigation of 

the image of Mallorca. They were:

(a) First-time visitors and repeat visitors This data is shown in Tables 4,14 to
4.22„ Each table is shown in two ways

(b) First-choice holiday and not first-choice (a) allows each variables' Before and
After scores to be- contrasted;

(c) Area of Mallorca for holiday (b) compares each groups' Before scores
seperately from each grmjps* After 

South-West, North and East scores,

4.9.3 Background to the sample of tourists

Virtually all the 64 respondents had been abroad before (97 percent). Similarly the 

great majority had been on a package tour holiday before (92 percent). Most were



repeat visitors to the island (75 percent) although 52 percent were visiting their resort 

for the first time.

With regard to choice 76 percent replied Mallorca was their first-choice holiday and 81 

percent that they were staying at their first-choice resort. The sample was fairly evenly 

spread between the three areas of Mallorca indentified: South (34 percent) East (30 

percent) North (31 percent). There were sufficient numbers within each of the groups 

to pursue the analysis by the three splits of visit, choice and area. For Sections 4.10,

4.11 and 4.12 the most efficient way of comparing the images of the various groups was 

by tables of mean scores rather thart the graphs used in Section 4.3.

4.10 Images before and after holiday; the first-time and repeat groups

4.10.1 Image change

The group mean scores before and after a visit to Mallorca for first-time visitors and 

repeat visitors were calculated. Scores below four denote an image related to the pole 

on the left of the tables and scores greater than four relate to the poles on the right. It 

can be seen from Tables 4.14 (a), 4.15(a) and 4.16(a) that, for both groups, the image of 

Mallorca was in general a positive one. This possibly reflects the fact that although not 

all of the sample had Mallorca as their first-choice destination, all had at least accepted 

Mallorca as their holiday destination. It seems to confirm that expectations and 

evaluation of a destination must be favourable in order to choose a destination. It was 

noticeable for example that the study of nine destinations (Section 4.3, Figure 4.1) 

showed a less positive view by those who had not visited Mallorca compared to the 

first-time visitors (Table 4.14(a)). This may be because the not visited Mallorca group 

in Section 4.3 included tourists who would not choose to go to Mallorca. It was noted 

in Section 4.12.3 that 92 percent of the sample for the present study had been on 

package holidays before. It may be suggested this also served to create a more 

favourable disposition towards predominantly package holiday destinations such as 

Mallorca.



Table 4.14(a) Images of Mallorca as a tourist destination:
First-time and repeat visitors

B A B A
R R ' FT FT

Good beach and sun 
holiday 1.5 1.5 1.6 1.5 Not good for a beach 

End sun holiday

Restricted range 
of sigrta 4.7 4.6 5.0 5^6

Wide variety of 
sitfits

People are friendly 
towards tourists 2.4 2.2 2.9 2.8 People are not 

friendly towards 
tourists

Feel at eaae as a 
tourist 2.0 1.9 2.4. 2.4

Feel ill at ease as 
a tourist

Active holiday 3.8 4.3 3.8 3.9 Peaceful holiday

Expensive for a 
holiday 4.4 4.2 3.8 3.9 Cheap for a holiday

Attractive scenery 2 . 4 2.4 2.1 1.8 Uiattractive scenery

History and culture 
are not interesting 4.6 5.0 5.1 4.9 Interesting history 

and culture

Restricted scope for 
sports and activities 5.5 5.2 5.1 5.1 Great scope for 

activities and sports

Unspoilt by tourism J L Z 3^9 4.6 4.4 Spoilt by tourism

Good food and drink 2.2 2.3' 3^2. 2^6 Uiappealirg food and 
drink

Poor entertainment 
and nlfjjht life 5.2 5.1 5.5 5.2 Good entertainment 

and nitf\t life

Unfamiliar culture 4.1 4.5 4.1- 4.3 Familiar culture

Key:

R = Repeat visitors (n = 48)
FT =.First-time visitors (n = 16)
Figures in bold are pairs more than h:alf a category 
difference (0.5)
B = Before holiday 
A = After holiday
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Table 4.14(b) Image of Mallorca as a tourist destination:
First-time and repeat visitors

Before After i
:r FT- R FT

Good beach and sun 
holiday 1.5 1.6 1.5 1.5 Not good for a beach 

and sun holiday

Restricted range 
of sights 4.7 5.0 4.6 5.6 Wide variety of 

sights

People are friendly 
towards tourists 2.4 2.9 2.3 2.8 People are not 

friendly towards 
tourists

Feel at ease as a 
tourist 2.0 2.4 1.9 2.4 Feel ill at ease as 

a tourist

Active holiday 3.8 3.8 4.3 3.9 Peaceful holiday

Expensive for a 
holiday 4.4 3.8 4.2 3.9 Cheap for a holiday

Attractive scenery 214 2.1 2.4 1.8 Unattractive scenery

History and culture 
are not interesting 4.6 5.1 5.0 4.9 Interesting history 

and culture

Restricted scope for 
aports and activities 5.5 5.1 5.2 5.1 Great scope for 

activities and sports

Unspoilt by tourism 4.7 4.6 " 3.9 4.4 Spoilt by tduriem

Good food and drink 2.2 3.2 2.3 2.6 Unappealing food and 
drink

Poor entertainment 
and night life 5.2 5.5 5.1 5.2 Good entertainment 

and night life

Unfamiliar culture 4.1 4.1 4.5 4.3 Familiar culture

Key:
R = Repeat visitors (n = 48)
FT = First-time visitors (n = 16)*
Figures in bold are pairs more than half a category 
difference (0.5)
Before = Before holiday 
After - After holiday
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^abl#4i 15(a) Images of. 'environment of Mallorca: First-time ’
and repeat visitors

z -B a /  /
R /  R /  FT. /  FT

Natural 2.7 '2.3 2.9 2.5 Artificial

Mgiy 5.5 5.4 5.5 5.7 Beautiful

Enpty 4.2 : 4.1 4.5 4.5 Dense

Pleasant 2.0 2.1 2.1 2.6 Unpleasant

Drab 5.1 4.8 5.5 4.9 Vivid

Interesting 2.4 2.2 1.9 2.1 Boring

Dirty 5.3 5.3 5.1 5.3 Clean

Quiet 4.2 3.5 4.2 3.8. Noisy

Uhiform 5.3 5.1 5.6 5.5 Contrast

Like 1.9 2.0 2.3 2.4 Dislike

Pdor 3.9 4.2 4.7 3.9 Rich

Ordered 3.6 3.2 3.2 3.5 Chaotic

Vertical 3.9 4.0 3.6 3.6 Horizontal

Smooth 4.0 4.3 4.6 4.4 Rcajgjh

Bounded 5.0 5.1 4.8 4.9 Open

Fresh 3.1 2.9 3.1 3.3 9nelly

Key:
R = Repeat 

visitors 
(n = 48)

FT = First-time 
visitors 
(n = 16)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)
B = Before 

holiday 
A = After holiday



Table 4.15(b) Images of environment of Mallorca: First-time and
repeat visitors

Before After
.FT /  R /  FT zz

Natural 2.7 2.9 2.3 2.5 Artificial

Mgiy 5.2 5.5 5.4 5.7 Beautiful

Errpty 4.2 4.5 4.1 4.5 Dense

Pleasant 2.0 2.1 2.1 2.6 Unpleasant

Drab 5.1 5.5 4.8 4.9 Vivid

Interesting 2.4 1.9 2.2 2.1 Boring

Dirty 5.3 5.1 5.3 5.3 Clean

Quiet | 4.2 4.2 3.5 3.8 Noisy

Uhiform 5.3 5.6 5.1 5.5 Contrast

Like 1.9 2.3 2.0 2.4 Dislike

Poor 3.9 4.7 4.2 3.9 Rich

Ordered 3.6 3.2 3.2 3.5 Chaotic ,

Vertical 3.9 3.6 4.0 3.6 Horizontal

Smooth 4.0 4.6 4.3 4.4 Rcugh

Bounded 5.0 . 4.8 5.1 4.9 Open

Fresh 3.1 3.1 2.9 3.3 Smelly

Key:
R = Repeat 

visitors 
(n = 48)

FT = First-time 
visitors 
(n = 16)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)
Before = Before 
holiday 
After = After 
holiday
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Table 4.16(a) Image of people of Mallorca: First-time and
repeat visitors

Z B A B A
R z R X  FT /  FTz

Honest 2.4 2'. 2 2.9 2.5 Dishonest

Uhhappy 5.6 5.8 5.6 5.6 Happy

Industrious 2.9 2.6 3.5 2.7 Lazy

Dirty 5.5 5.8 4.9 5.5 Clean

Generous 3.3 3.0 3.4 3.4 Stipgy

Cunnihg 5.0 5.2 4.6 4.8 Straight
forward

Pessimistic 4.8 4.8 5.1 4.4 Optimistic

Friendly 2.2 2.2 2.8 2.9 Unfriendly

Unsophisti
cated 3.6 3.7 3.4 3.2 Scphi s ticatec

Indolent 4.7 5.3 4.8 5.1 Lively

HelpfUl 2.3 2.3 2.6 2.5 Unhelpful

Closed 4.5 ‘ 4.7 j 5.1 4.8 Open •

Kind 2.5 2.5 2.7 2.6 Not Kind

Reserved 4.4 4.1 4.8 4.4 Unreserved

Unpleasant 5.6 5.7 5.4 • 5.3 Pleasant

Pushy 4.0 4.2 4.1 4.1 Yielding

Violent 5.1 5.3 4.4 4.9 Calm

Key:
R = Repeat 

visitors 
(n = 48)

FT = First-time 
visitors 
(n = 16)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)
B = Before 

holiday 
A = After holiday
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Table 4.16(b) Image of people of Mallorca:; First-time and repeat
visitors

Before After
FT z?R / F T

Honest 2.4 2.9 2.2 2.5 Dishonest

Unhappy 5.6 5.6 5.8 5.6 Happy

Industrious 2.9 3.5 2.6 2.7 Lazy

Dirty 5.5 4.9 5.8 5.5 Clean

Generous 3.3 3.4 3.0 3.4 Stingy

Cumihg 5.0 4.6 5.2 4.8 Straight
forward

Pessimistic 4.8 5.1 4.8 4.4 Optimistic

Friendly 2.2 2.8 2.2 2.9 Uhfriendly

Unsophisti
cated

3.6 3.4 3.7 3.2 Sophisticated

Indolent 4.7 4.8 5.3 5.1 Lively

HelpfUl 2.3 2.6 2.3 2.5 UhhelpfUl

Closed 4.5 5.1 4.7 4.8 Open

Kind 2.5 2.7 2.5 2.6 Not Kind

Reserved 4.4 4.8 4.1 4.4 Unreserved

unpleasant 5.6 5.4 5.7 5.3 Pleasant

Pushy 4.0 4.1 4.2 4.1 Yielding

Violent 5.1 4.4 5.3 4.9 Calm

Key:
R = Repeat 

visitors 
(n = 48)

FT First-time 
visitors 
(n = 16)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)
Before = Before 
holiday 
After = After 
holiday
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As had been done in Section 4.3 a limit of more than half-a-category change was set to 

establish those constructs or adjectives that had changed. Of 46 constructs Tables 

4.14(a), 4.15(a) and 4.16(a), six of th & first-time visitor group had changed and only 

three for the repeat visitors. After the holiday first-time visitors thought Mallorca 

(Table 4.14(a)) offered a more "Wide range of sights" and better "Food and drink" than 

had been expected. They saw the Environment (Table 4.15(a)) much as expected 

except it was less "Vivid" and less "Rich" than had been supposed. The People of 

Mallorca (Table 4.16(a)) were seen in a positive light before their visit, after their 

holiday they were seen as more "Industrious" and "Clean" although less "Optimistic" 

than expected.

The repeat visitors image changed less than that of the first-time visitors. After their 

visit they saw Mallorca (Table 4.14(a)) as less "Spoilt by tourism". It is possible that 

this may relate to many return visitors staying in resorts and areas of the island they had 

not previously visited. This may account for the change in seeing the Environment 

(Table 4.15(a)) as "Quiet" rather then "Noisy". It was noted in Section 6.5 that many 

repeat visitors are now trying the quieter resorts of the North and East. This appears to 

be borne out in Section 4.11.1. The other change was that the People (Table 4.16(a)) 

were seen as more "Lively" after their visit, again this may relate more directly to their 

experiences on this particular holiday. Clearly changes in image of repeat visitors does 

occur although it appears to a lesser extent than for first-time visitors.

4.10.2 Comparison between the first-time and repeat groups

It was thought useful that in addition to considering the general structure of the image 

of the two groups and the changes that took place also to compare the two groups before 

and after their visit. In order to do this the mean scores were compiled on Tables 

4.14(b), 4.15(b) and 4.16(b). Generally there was a convergence of the image scores 

after the visit. Nine of the constructs differed before the holiday; only one of these, 

"Friendly" (Table 4.16(b)) remained different after the visit. However two differences 

emerged after the visit that appear connected. The first-time visitors thought that
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Mallorca (Table 4.14(b)) offered a "Wider variety of sights" and had more "Attractive 

scenery" than did the repeat visitors. It was suggested above that this may be due to 

their particular experiences, it may also be due to the impact of the new experience 

being uppermost in their minds. Repeat visitors also had high scores on these 

constructs but not as high as that for first-time visitors.

4.11 Images before and after holiday: the first-choice and not first-choice groups

4.11.1 Image change

To investigate further the pattern of image of Mallorca the data was split by other 

variables that may have affected the tourists’ image of Mallorca. Choice was seen as a 

possible key variable. When the data was split this way it became clear that this 

variable appeared to make more difference to the tourists image of Mallorca then had 

the first-time or repear visit split (Tables 4.17(a), 4.18(a) and 4.19(a)). Tourists on their 

first-choice holiday showed less changes (2 out of 46) than did the not first-choice 

group (11 out of 46). The aim of this section was to see if choice was a more crucial 

variable for image than first-time or repeat visit (Section 4.10.1).

It can be seen from Tables 4.17(a), 4.18(a) and 4.19(a) that the first-choice tourists’ 

only changes in perception are in two aspects of the Environment (Table 4.18(a)). They 

saw the island as both more "Natural" and more "Quiet" than had been expected. This 

may be due to the growing number of visitors taking their holiday in the North and East 

of the island where tourist capacity is growing. In comparative terms these areas were 

often described as quieter and more natural than the concentration of tourist facilities in 

the South-West; this will be discussed further in the next Section 4.11.2.

There were changes in 11 of the 46 descriptors for the not first-choice tourists, all of 

which could be seen as more positive after the visit than before. Most of the changes 

related to the People of Mallorca (Table 4.19(a)). After the visit they were seen as more 

"Industrious", "Generous", "Straightforward", Friendly", "Lively", "Open" and 

"Yielding". Mallorca as a holiday destination (Table 4.17(a)) was seen as more for a



Table 4.17(a) Image of Mallorca as a tourist destination:
First-choice and not first-choice visitors

B A B A
NF NF' FC FC

Good berch and sun 
holiday 1.7 1.6 1.5 1.4 Hot good for a beach 

and sun holiday

Restricted range 
of sights 3.9 3.6 5.1 5.2 Wide variety of 

sights

People are friendly 
towards tourists 2.7 2.2 2.5 2.4 People are not 

friendly towards 
tourists ,

Feel at ease as a 
tourist 2.3 2.2 2.0 2.6

Feel ill at ease as 
a tourist

Active holiday 2.6 4.1 4.2 4.2 Peaceful holiday

Expensive for a 
holiday 4.4 4.2 4.3 4.2 Cheap for a holiday

Attractive scenery 2.6 2.4 2.2 2.2 Unattractive scenery

History and culture 
are not interesting 4.2 4.8 4.8 5.0 Interesting history 

and culture

Restricted scope for 
sports and activities 5.6 5.5 5.4 5.1 Qneat socpe for 

activities and sports

Unspoilt by tourism 4.7 4.0 4.7 4.1 •Spoilt by tourism

Good food and drink 2.9 2.9 2.3 2.3 Unappealing food and 
drliic

Poor entertainment 
and nlgnt life 4.5 4.9 5.5 5.2

Good entertainment 
end night Ufa

Unfamiliar culture 4.2 4.2 4.1 4.5 Familiar culture

Key:

B = Before holiday 
A = After holiday
NF = Not first-choice holiday (n = 15)
FC = First-choice holiday (n = 50)
Figures in bold are- pairs more than half a category 
difference (0.5)

209



Table 4.17(b) Image of Mallorca as, a tourist destination:
First-choice and not first-choice visitors

Before After
NF FC NF FC

Good beach and a m  
holiday 1.7 1.5 1.6 1.4 Not good for a beach 

and sun holiday

Restricted range 
of sights 3.9 5.1 3.6 5.2 Wide variety of 

sights

People are friendly ! 
towards tourists 2.7 2.5 2.2 2.4 People are not 

friendly towards 
tourists

Feel at ease as a 
tourist i2.3 2.0 2.2 2.0 Feel ill at ease as 

a tourist

Active holiday 2.6 4.2 4.1 4.2 Peaceful holiday

Expensive for a 
holiday 4.4 4.3 4.2 4.2 Cheap for a holiday

Attractive scenery 2.6 2.2 2.4 2.2 Unattractive scenery

History and culture 
are not interesting 4.2 4.8 4.8 5.0 Interesting history 

end culture

Restricted scope far 
sports end activities 5.6 5.4 5.5 5.1 Great scope for 

activities and sports

Unspoilt by tourism 4.7 4.7 4.0 4.1 Spoilt by tourism

Good food and drink 2.9 2.3 2.9 2.3 Unappealing food and 
drink

Poor entertainment 
and night life 4.5 5.5 4.9 5.2 Good entertainment 

and night life

Unfamiliar culture 4.2 4.1 4.2 4.5 Familiar culture

Key:
Before = Before holiday 
After = After holiday
NF = Not first-choice holiday (n = 15)
FC = First-choice holiday (n = 50)
Figures in bold are pairs more than half a category 
difference (0.5)
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. '  >. -:v - V - ^ V v t V  " I1--W .‘; «VTable 4.18(a) Image ..of environment of Mallorca: First-choice
and not first-choice visitors

B A 7

Natural 2.6 2.8 " 2.8 2.2 Artificial

Mgiy 5.0 5.2 5.6 5.5 Beautiful

Empty 4.1 4.2 4,4 4.2 Dense

Pleasant 2.3 2.2 2.0 2.2 Unpleasant

Drab 4.5 4.0 5.3 4.9 Vivid

Interesting 2.6 2.6 2.1 2.1 Boring

Dirty- 4.9 5.4 5.3 5.3 Clean

Quiet 4.4 3.9 4.1 3.5 Noisy

Uniform 4.9 5.2 5.5 5.2 Contrast

Like 2.8 2.6' 1.8 2.0 Dislike

Poor 4.0 4.1 , 4.1 4.1 Rich

Ordered 3.6 3.4 3.5 3.3 Chaotic

Vertical 4.0 4.0 3.8 3.9 Horizontal

Smooth 3.8 3.8 4.3 4.3 Rougfr

Bounded 4.9 5.2 5.0 5.0 Open

Fresh 3.6 3.0 3.0 2.9 Smelly

Key:
B = Before holiday 
A = After holiday
NF = Not first- 

choice 
(n ~ 15)

FC = First-choice 
(n = 50)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)



Table 4.18(b) Image of environment of Mallorca: First-choice
and not first-choice visitors'

Before After
NF /  FC / N F  /  FCz

Natural 2.6 2.8 2.8 2.2 Artificial

Ugly 5.0 5.6 5.2 5.5 Beautiful

Ehpty 4.1 4.4 4.2 4.2 Dense

Pleasant 2.3 2.0 2.2 2.2 Unpleasant

Drab 4.5 5.3 4.0 4.9 Vivid

Interesting 2.6 2.1' 2.6 2.1 Boring

Dirty 4.9 5.3 5.4 5.3 Clean

Quiet 4.4 4.1 3.9 3.5 Noisy

Uniform 4.9 5.5 5.2 5.2 Contrast

Like 2.8 1.8 2.6 2.0 Dislike

Poor 4.0 4.1 4.1 4.1 Rich

Ordered 3.6 3.5 3.4 3.3 Chaotic

Vertical 4.0 3.8 4.0 3.9 Horizontal

Smooth 3.8 4.3'.. 3.8 4.3 Rou^i

Bounded 4.9 5.0 5.2 5.0 Cpen

Fresh 3.6 3.0 3.0 2.9 Smelly

Key:
Before = Before 

holiday 
After = After

holiday
NF = Not first- 

choice 
(n = 15)

FC = First-choice 
(n = 50)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)
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S ' "  - v  ^W * '* rX  *•*,Table 4.19(a) Image of people of Mallorca: First-choice  ̂' -
and not first-choice visitons

, :'; v> p^'Tr'z'!

Z B B A
NF /  FC z 7

FC

Honest 2.5 2.3 2.6 2.3 Dishonest '

thhappy 5.1 5.5 5.7 5.8 Happy

Industrious 3.2 2.5 3.0 2.6 Lazy

D irty 5.3 5.7 5.4 , 5.7 Clean

Generous 4.0 3.2 3.1 3.1 iStingy

C im ihg 4 . 5 5 . 2 5.0 5.1 S tra igh t
forward

P essim istic 4.6 4.9 5.0 4.7 O ptim istic

Friendly 3.1 j2.5 2.1 2.3 Utifriendly

U hsophisti-
cated

2.8 3.2 - 3.7 3.7 Sophisticated

Indolent 4 . 2 5 . 2 4.9 5.3 L ively

HelpfUl 2.7 2.8 2.3 2.2 UhhelpfUl.

Closed 3 . 9 4 . 8 4.9 4.7 Open

Kind 3.0 2.8 2.5 2.4 Not Kind 1

Reserved 3.6 4.0 4.7 4.2 Unreserved

Unpleasant 5.2 5.5 5.7 5.6 Pleasant

Pushy 3 . 7 4 . 5 A .  1 4.1 Y ielding

V io len t 5.2 5.2 ; 4.9 5.2 Calm

Key: 
B =
A =

NF = 

FC =

Before
holiday
After
holiday
Not first- 
choice 
(n = 15) 
First-choice 
(n = 50)

Figures in b o ld  
are pairs more 
than half a 
category 
difference (0.5)

I

M
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I
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/ v* <*/v 7.?%^'rr / - 'Table 4.19(b) Image of.people of Mallorca:■ First-choice 
and not;.first-choice visitors

Before After
/ FC zNF /  FC

Honest 2.5 2.6 2.3 2.3 Dishonest

Unhappy 5 . 1 5 . 7 5.5 5.8 Happy

Industrious 3.2 3.0 2.5 2.6 Lazy !

Dirty 5.3 5.4 5.7 5.7 Clean

Generous 4 . 0 3 . 1 3.2 3.1 Stingy

Cumihg 4.5 5.0 5.2 5.1 Stra igh t
forward

P essim istic 4.6 5.0 4.9 : 4.7 O ptim istic

Friendly 3 . 1 2 . 1 2.5 2.3 Unfriendly

Unsophisti
cated

2 . 8 3 ,
3.2 3.7 Sophisticatec

Indolent 4 . 2 4 . 9 5.2 5.3 Lively

Help Ail 2.7 2.3 2 . 8 2 . 2
■ ■

UnhelpfUL

Closed 3 . 9 4 . 9 4.8 4.7 Open

Kind 3.0 2.5 2.8 2.4 Not Kind

Reserved 3 . 6 4 . 7 4.0 4.2 Unreserved

Unpleasant 5.2 5.7 5.5 5.6 Pleasant ‘

Pushy 3.7 4.1 4.5 4.1 Y ielding

V iolent 5.2 4.9 5.2 5.2 Calm

Key:
Before = Before 

holiday 
After = After

holiday
NF = Not first- 

choice 
(n = 15)

FC = First-choice 
(n = 50)

Figures in bold 
are pairs more 
than half a 
category 
difference (0.5)



"Peaceful holiday", having a more "Interesting history and culture" and being much less 

"Spoilt by tourism" than expected. It would seem therefore that choice appears to affect 

perception more than first-time or repeat visit.

Both repeat and first-choice tourists showed few changes in their image of Mallorca. 

However it was noticeable that both first-time and the not first-choice visitors showed 

more changes in their images: all these changes were more favourable after their visit 

than had been the case before their visit. In the case of the not first-choice visitors it 

appeared that the tourists experiences had been good ones especially of the People of 

Mallorca. In part this may also be due to more circumspect pre-holiday evaluations of 

places that were not first-choice and had therefore probably not been considered in as 

much detail as their first-choice destination.

4.11.2 Comparison between the first-choice and not first-choice groups 

A comparison of the mean scores of the first-choice and not first-choice groups was 

carried out (Tables 4.17(b), 4.18(b) and 4.19(b)). As had been found with the first-visit 

and repeat groups in Section 4.10.2 there was generally a convergence of the mean 

scores after the visit. Of the 17 scores which were different before the visit only three 

remained so after. These 17 differences were considered and it emerged that the not 

first-choice group evaluated Mallorca less favourably than did those on their first- 

choice, Compared to the first-choice group the not first-choice group saw Mallorca as 

a holiday destination (Table 4.17(b)) as having a more "Restricted range of sights" and 

being "Active" rather than "Peaceful". It was seen as having a less "Interesting history 

and culture" and had lower scores on the "Good food and drink" and "Good 

entertainment and nightlife" constructs. The Environment (Table 4.18(b)) was seen as 

less "Beautiful", "Vivid", "Contrasting", "Liked" or "Fresh". The People (Table 

4.19(b)) were seen as less "Happy", "Generous", "Friendly", "Unsophisticated", 

"Lively", "Open" and "Unreserved".



The consistency with which the not first-choice group evaluated Mallorca less 

favourably than did the first-choice tourists indicates two things. Firstly the technique 

appeared effective in identifying differences that ’intuitively’ made sense. Secondly it 

seemed to confirm the earlier suggestion that choice has an impact on pre-holiday 

image of destination. As can be seen from Tables 4.17(b), 4.18(b) and 4.19(b) the only 

constructs that remained different after the visit were that Mallorca had a more 

"Restricted range of sights", less "Good food and drink" and the Environment was less 

"Vivid" and less "Liked".

There were two differences that emerged after the visit. The Environment was seen as 

more "Natural" by the first-choice visitors. It was suggested earlier that this may be 

related to the growing numbers of tourists staying in newer more "Natural" resorts away 

from the concentration of tourism in the South-West. The first-choice visitors also saw 

the People of Mallorca as more "Helpful" than the not first-choice tourists after their 

holiday. This may of course relate to the holiday experiences of these groups with the 

Mallorquin people, but it was expected that any changes due to this would be reflected 

in more than one construct. Indeed it is noticeable for both groups a change of only 0.1 

occurs after their holiday but that this was sufficient to move the difference over the 

half-category threshold.

4.12 Image before and after holiday: the South-West, East and North groups

4.12.1 Image change

The area of stay in Mallorca was considered a possible variable that may have resulted 

in differing expectations and experience of holidays. The sample was split by the 

regions of the island in which respondents stayed. Those identified were; the South- 

West, which contained the largest concentration of tourist provision on the island; the 

East which contained a wide range of generally smaller resorts and; the North centred 

on the main resorts of Alcudia and Puerto Pollensa (Tables 4.20(a), 4.21(a) and 

4.22(a)). Further details on these tourist areas is given in Section 5.2 and advance 

reference to Figures 5.1 and 5.2 may be useful. However sufficient description is given



Table 4.20(a) Image of Mallorca as a tourist destination Kj
visitors to 3 areas of Mallorca

B A B A B A
SW SW' E E N N

Good beach and sun 
holiday

1.4 1.5 1.6 1.5 1.5 1.3 Not good for a beach 
and sin holiday

Restricted range 
of Bigita 5.1 5.1 4.7 4.5 4.7 5.2 Wide variety of 

sigits

People are friendly 
towards tourists 2.5 2,5 2.6 2.7 2.8 2.3 People are not 

friendly towards 
tourists

Feel at ease aa a 
tourist 2.0 2.3 2.1 1.9 2.1 1.9 Feel ill at ease as 

a tourist

Active holiday 4.1 5.0 3.6 3.6 3.6 4.0 Peaceful holiday

Expensive for a 
holiday

4.5 4.1 4.7 4.6 3.8 4.0 Cheap for a holiday

Attractive scenery 2.0 2.2 3.1 2.7 1.8 1.8 Unattractive scenery

History and culture 
are. not interesting 4.7 4.9 4.5 4.8 4.7 5.2 Interesting history 

and culture

1 Restricted scope for 
sports and activities 5.2 4.9 5.7 5.0 5.4 5.7 Great soope for 

activities and sports

Uispoilt by tourism 5.0 ;4.2 5.4 4.5 4.0 3.'5 Spoilt by tourism

Good food and drink 2.1 2.4 2.6 2.1 2.7 2.8 bheppealirvi food and 
drink

Poor entertainment 
and night life 6.0 5.3 5.2 5.4 4.6 4.8 Good entertainment 

and night life

Unfamiliar culture 4.5 4.2 3.7 4.8 4.2 4.4 Familiar culture !

Key:
SW = Tourists visi 

' E = Tourists visi 
N = Tourists visi 

Figures in bold an 
> 0-5 apart 
B = Before holiday 
A = After holiday

ting south-west of Mallorca (n = 22) 
ting east of. Mallorca (n = 19) 
ting north of Mallorca (n = 20) 
d underlined = if two scores are
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Table 4.20(b) Image of Mallorca as a tourist destination b\j
visitors to 3 areas of Mallorca

Before After !
SW E ’ N SW E N

Good beach and sin 
holiday

1.4 1.6 1.5 1.5 1.5 1.3 Not good for jft' beach 
and sin holiday

Restricted range 
of algita . 5.1 4.7 4.7 . 5.1 4.5 5.2 Wide variety of 

Bigits

People are friendly 
towards tourists 2.5 2.6 2.8 2.5 2.7 2.3 Peqple are not 

friendly towards 
tourists

Feel at ease as a 
tourist 2.0 2.1 2.1 2.3 1.9 1.9 Feel ill at ease as 

a tourist

Active holiday 4.1 3.6 3.6 5.0 3.6 4.0 Peaceful holiday

Expensive for a 
holiday 4.5 4.7 3.8 4.1 4.6 4.0 Cheap for a holiday

Attractive scenery 2.0 3.1 1.8 2.2 2.7 1.8 unattractive scenery

History and culture 
are. not interesting 4.7 4.5 4.7 4.9 4.8 5.2 Intereatir̂ j hleboty 

and culture

Restricted scope for 
sports and activities 5,2 5.7 5.4 4.9 5.0 5.7 Qneat soope for 

activities and sports

UiBpoilt by tourism 5.0 5.4 4.0 4.2 4.5 3.5 Spoilt by tourism

Good food end drink 2.1 2.6 2.7 2.4 2.1 2.8 Unappeallr^ food and 
drink

Poor entertainment 
and night life 1^0 5.2 4.6 5.3 5.4 4.8 Good entertainment 

and night life

Unfamiliar culture 4.5 3.7 4.2 4.2 4.8 4.4 Familiar culture

Key:
SW - Tourists visiting south-west of Mallorca (n = 22)
E = Tourists visiting east of Mallorca (n = 19)
N = Tourists visiting north of Mallorca (n = 20)
Figures in = > 0 . 5  apart from both other areas
Figures in bold and underlined = if two extreme scores are 
> 1.0 apart
Before = Before holiday 
After = After•holiday



Table 4.21(a) Images of environment of Mallorca j>y visitors
to 3 areas of Mallorca

zz
SW SW E /  N

Natural 2.8 2.3 2.8 2.8 2.6 2.1 A r t if ic ia l

ugly 5.6 5.4 5.4 5.2 5.5 5.8 B eautif\il

Brrpty 4 . 6 4 . 0 4.1 4.7 4.2 4.0 Dense

P leasant 1.9 2.4 2.4 2.4 1 .9 1.8 Unpleasant

Drab 5.1 5.0 4.9 4.5 5.2 5.1 Vivid

In terestin g 2.2 2.1 2.2 2.2 2.2 2.3 Boring

D irty 5.1 5.0 5.3 5.3 5.2 5.6 Clean

1

Quiet 4.4 4.0 4.4 4.0 3 . 8 2 . 9 Noisy

Uniform 5 . 7 4 . 9 4.9 5.1 5.3 5.8 Contrast

Like 1.7 2.2 2.4 2.1 2.1 2.0 D is lik e

Poor 4.2 4.1 3.9 4.0 4.1 4.3 Rich

Ordered 3.7 3.4 3.7 3.8 3.2 2.9 Chaotic

V ertica l 3.9 3.7 3.9 4.3 3.5 3.9 Horizontal

Smooth 3.8 4.2 4.5 4.2 4.2 4.5 Rougfr

Bounded 5.1 5.1 4.9 5.2 5.0 5.2 Open

Fresh 3.4 ' 3.4 3.3 3.3 2.8 2.3 Smelly

7
z

Key:

SW =
South-west 
(n = 22)
E = East 
(n = 19)
N = North 
(n = 20)
Figures in 
bold and 
underlined =
two
scores > 0*5 
difference
B = Before 
holiday 
A = After 
holiday
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Table 4.21(b) Images of environment of Mallorca k\j visitors
to 3 areas of Mallorca

Before After
SW 7 T ^ N /  SW ./ E Z N

Natural 2.8 2.8 2.6 2.3 2.8 2.1 A r t if ic ia l

Ugly 5.6 5.4 5.5 5.4 5.2 5.8 BeautifXil

Ehpty 4.6 • 4.1 4.2 4.0 4 . 7 4.0 Dense

P leasant 1.9 2.4 1.9 2.4 2.4 1.8 Unpleasant

¥

Drab 5.1 4.9 5.2 5.0 4.5 5.1 Vivid £C

In terestin g 2.2 2.2 2.2 2.1 2.2 2.3 « • * Boring

¥

D irty 5.1 5.3 5.2 5.0 5.3 5.6 Clean
I

Quiet 4.4' 4.4 3.8 4.0 4.0 2 . 9 Noisy

Uhiform 5.7 4.9 5.3 4.9 5.1 5.8 Contrast I
•_ -I

Like 1.7 2.4 2.1 2.2 2.1 2.0 D is lik e

Poor 4.2 3.9 4.1 4.1 4.0 4.3 Rich

Ordered 3.7 3.7 3.2 3.4 3.8 2.9 Chaotic

V ertica l 3.9 3.9 3.5 3.7 4.3 3.9 Horizontal

Smooth 3.8 4.5 4.2 "4.2 4.2 4.5 RcMgfr

Bounded 5.1 4.9 5.0 5.1 5.2 5.2 Open

Fresh 34. 3.3 2.8 3.4 3.3 2 . 3 Smelly

North

bot-K othfcT

2 2 0



Table 4.22(a) Images of, pc~°p,<£ of Mallorca by visitors
to 3 areas of Mallorca

B A
SW

B A
E E

Honest 2.5 2.5 2 . 6 2 . 0 2.7 2.3 :Dishonest

Unhappy 5.9 5.7 5.3 5.7 5.4 5.7 Happy

Indbstrious 3.0 2.8 3 . 2 2 . 6 2.9 2.4 Lazy

D irty 5.4 5.3 • 5.1 6.1 5.6 5.7 Clean

Generous 3.3 3.0 3.3 3.2 3.3 3.1 Stingy

Cumihg 5.2 5.1 4 . 5 5 . 2 4.8 5.2 S tra igh t
forward

P essim istic 4.7 4.7 4.8 4.3 5.1 5.3 O ptim istic

Friendly i 2.0 2.6 2.7 2.2 2.3 2.4 Unfriendly

U nsophisti
cated

4.0 3.8 3.3 3.5 3.2 3.4 Sophisticatec

Indolent 5.1 5.1 4 . 5 5 . 6 4.8 5.2 L ively

HelpfUl 2.3 2.6 2.6 2.6 2.4 2.3 Unhelpful

Closed 4.6 4.6 4.4 4.7 4.7 5.0 Open

Kind 2.4 2.5 2.7 2.5 2.8 2.6 Not Kind

Reserved 4.7 4.2 ' 4.6 . 4.2 4.4 4.0 Unreserved

Unpleasant 5.8 5.6 5.4 5.8 5.3 5.4 Pleasant

Pushy 4.2 4.0 ■{ 3.8 4.3 4.1 4.3 Y ielding

V iolent 4.8 „ 4.7 5.1 5.5 5.1 5.5 Calm

Key:
SW =
South-west 
(n = 22)
East = East 
(n = 19)
N = North 
(n = 20)
Figures in 
bold and 
underlined =
two
scores > 0 -5  
difference
B = Before 
holiday 
A = After 
holiday
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Table 4.22(b) Images of people of Mallorca i>V visitors
to 3 areas of Mallorca

Before
N

Afterzzzzzzz7 ................... /

Honest ; 2.5 2.6 2.7 2.5 2.0 2.3 Dishonest

Unhappy 5.9 5.3 5.4 5.7 5.7 5.7 Happy

Industrious 3.0 3.2 2.9 2.8 2.6 2.4 Lazy

Dirty 5.4 5.1 5.6 5.3 6.1 5.7 Clean

Generous ; 3.3 3.3 3.3 3.0. 3.2 3.1 Stingy

Curmihg 5.2 4.5 4.8 5.1 5.2 5.2 Straight
forward

Pessimistic 4.7 4.8 | 5.1 4.7 4.3 5.3 Optimistic

Friendly 2.0 2.7 2.3 2.6 2.2 2.4 Unfriendly

Unsophisti-
cated

4.0 3.3 3.2 3.8 3.5 3.4 Sophisticated

Indolent 5.1 4.5 4.8 5.1 5.6 5.2 Lively

Helpfbl 2.3 2.6 2.4 2.6 2.6 2.3 Unhelpful

Closed 4.6 4.4 j 4.7 4.6 4.7 5.0 Open

Kind 2.4 2.7 2.8 2.5 2.5 2.6 Not Kind

Reserved 4.7 4.6 4.4 4.2 4.2 , 4.0 Unreserved

Unpleasant 5.8 5.4 ‘5.3 5.6 5.8 5.4 Pleasant

Pushy 4.2 .3.8 4.1 4.0 4.3 4.3 Yielding

Violent 4.8 5.1 5.1 4.7 5.5 5.5 Calm

Key:
SW =
South-West 
(n = 22)
E = East 
(n = 19)
N = North 
(n = 20)

itFigures in 
bold - 

O-S -from 
b a th  o t h e r

Qreas

B
Before 

. holiday 
A.
After
holiday



in Section 4.12 to introduce the character of these contrasting resort areas and illustrate 

the main findings at a generalised level.

It is argued in Chapter 6  that the image Mallorca has for many people is that of a very 

lively, boisterous, overdeveloped resort area. It is also argued that this image originated 

from a perception of the South-West of the island that is transposed to include all 

Mallorca. Whilst there is some basis in fact, it is an oversimplification and even within 

the South-West and indeed within large predominantly high-rise resorts such as Palma 

Nova and Magalluf there is a great variety of holiday locations. This seems to be bome 

out in the perceptions of those visiting the South-West (Table 4.20(a)). After their 

holiday visitors saw the area as providing a "Peaceful holiday", much less "Spoilt by 

tourism" and that the "Entertainment and nightlife" was not quite as good as expected. 

The actual overall pattern of the image will be considered later in relation to the other 

two areas investigated.

The East of the island contains many smaller resorts without the continuous 

development characterised by the seventeen kilometres of resorts around the Palma Bay 

area of the South-West. The area was seen as less "Spoilt by tourism" than had been 

expected. It was also considered to have not as "Great scope for activities and sports" 

as had been expected. Whilst many tourists actively seek the quiet East precisely 

because of its smaller more intimate resorts, it does tend to have less organised 

activities for tourists. These are based far more on tourists’ own initiative and is less 

overt than elsewhere on the island. However there was a large change toward 

considering the area a "Familiar culture". Other changes that occurred were in their 

perceptions of the People of Mallorca (Table 4.22(a)). All changes could be 

summarized as positive they were seen as more "Honest", "Industrious", "Clean", 

"Straightforward" and "Lively" after their holiday. :

There was only one construct that changed for the tourists visiting the North; the 

Environment (Table 4.21(a)) was seen as more "Quiet" than expected. It appears that



this group had expectations of Mallorca that were borne out by their experiences. It was 

thought important at this point to consider any differences between the tourists’ images 

of the three areas. It emerged that most differences were shown between the North 

compared to the South-West and East.

4.12,2 Comparison between the South W est East and North groups 

The mean scores for the three areas were grouped together for before and after the visit 

(Tables 4.20(b), 4.21(b) and 4.22(b)). The method for establishing differences was, 

more than half-a-category change for differences between any two areas. For example 

before the holiday the North was seen as more "Expensive for a holiday" than either the 

South-West or the East. However there were three sets of mean scores and in some 

cases there were less than half-a-category change between each area but more than a 

full category difference between the highest and lowest scores. For example after the 

holiday for tourists in the North, Mallorca (Tables 4.20(b))was seen as having more 

"Attractive scenery" than the East} whereas before the holiday both the North and the 

South-West were seen as more attractive than the East. Why this situation changed 

appeared due to an improvement in the perceived attractiveness of the East and slight 

reduction of the attractiveness of the South- West with the Aorth score remaining stable. 

Of the other ten differences, six showed the North to be perceived differently to the 

other areas; most of these differences appeared after the holiday experience. Both 

before and after the holiday the North was seen as the least "Spoilt by tourism". After 

the holiday Mallorca was seen as having the most "Wide scope for activities and 

sports". The Environment (Table 4.21(b)) was seen as the most "Pleasant", "Quiet" and 

"Fresh".

4.13 The importance of constructs to Mallorca respondents for a ’good holiday’.

In Section 4.8. respondents had been asked to rate the constructs on the consensus 

repertory grid in relation to their image of a ’good holiday’. Respondents visiting 

Mallorca had also been asked to complete this task. No significant differences were 

found on either the first time and repeat groups or first-choice and not first-choice



groups. However some differences emerged between visitors staying in different areas 

of the island (Table 4.23). Visitors to the North expressed a greater desire for places 

with "Attractive scenery", "Interesting history and culture”, being "Unspoilt by tourism" 

and showing less interest in "Good entertainment and nightlife". It is interesting that 

these constructs were ones on which visitors to the North rated Mallorca more highly, 

especially after their visit. This suggests that before their visit their reason for choice of 

the North was related to their more positive image on these constructs. More 

importantly the experience of Mallorca seems to have more than fulfilled their 

expectations and thereby satisfying their motivations and resulted in a more positive 

image.

4 J 4  Summary and discussion

The image of Mallorca was compared to those of eight other possible destinations : The 

Greek Islands, Tunisia, Turkey, Yugoslavia, Tenerife, Austria, Holland and Finland. 

Sufficient data was collected to compare the visited and not visited group image of 

Mallorca with six of these destinations, (i.e. not Finland and Turkey). The following 

conclusions were suggested.

(a) There was a relatively low number of constructs that were perceived differently by 

the visited and not visited groups. Cultural stereotype image may account for this 

similarity between the two groups. (Section 4.3).

(b) The construct showing the most difference for those that had visited destinations 

was "Feel at ease as a tourist". Actual experience of place appeared to reduce any 

anxiety that tourists felt prior to their visits. (Section 4.3).

(c) Tourists who had visited a destination tended to see the place as having a wide 

variety of sights. This indicates that not suprisingly the complexity and variety of 

places is generally not appreciated to the full by those who have not visited the places.

It was also noted that this was related to an under-estimation of the variety of place.



Table 4.23 Rating of constructs by importance 
for a 'good1 holiday: South-West, " 
East and North-groups

SW N E 
(n= (n= (n= 
.22) 19) 20)

Good beach and sun 
1x3 li day 1.5 1.8 1.5

Wide variety of 
sights 2.1 ' 2.4 2.4

People are friendly 
towards tourists 2.0 2.0 2.1

Feel at ease as a 
tourist 2.0 1.6 2.0

Active holiday 3.5 3.5 3.1

Cheap for a holiday 3.5 3.0 3.3

Attractive scenery 2.6 2.5 1.9

Interesting history 
aid culture 3.4 3.1 2.6

Great scope for 
activities and 
sports

3.7 3.1 3.2

' Chspoilt by tourism 2.8 3.0’ 2.0

Good food and drink 1.4 1.5 1.8

Good entertainment
and nightlife

2.4 2.8 3.7

Familiar culture 4.4 4.4 4.3

• Peaceful holiday 2.6 2.0 2.5

Key: !
Figures in bold are a more than 
half a category difference 

'(0.5)



However even with those destinations that were seen differently between the two 

groups (Mallorca, Austria and Tenerife), Austria was still seen as having a significantly 

wider variety of sights than either Mallorca and Tenerife, even by those who had not 

visited the destinations. (Section 4.3).

(d) Some constmcts exhibited no differences between the visited and not visited groups 

including "Beach and sun holiday", "History and Culture", "Scope for sports and 

activities", and "Entertainment and nightlife". (Section 4.4).

(e) Yugoslavia was the most misjudged destination, six out of thirteen constructs were 

seen differently by the visited and not visited groups. Mallorca, Austria and Holland 

exhibited three differences and the Greek Islands and Tenerife two. (Section 4.4).

(f) Mallorca along with Tunisia, Tenerife and the Greek Islands were seen as the best 

"Beach and Sun holiday" destinations and significantly better overall than either Turkey 

or Yugoslavia. However Mallorca was also seen as having the most "Restricted range 

of sights" and "Spoilt by tourism" and the least "Interesting history and culture"

(Section 4.4).

(g) Whilst Mallorca compared unfavourably on some constructs with other 

destinations, this did not necessarily deter tourists from choosing it for a holiday. It was 

seen as having a more "Restricted range of sights", less "Attractive scenery", less 

"Interesting history and culture" than destinations such as Austria, Holland or the Greek 

Islands. Whilst these constructs were more important to the notion of a ’good holiday’ 

(Section 4.8) they were not the most important constmcts for the group as a whole. 

Mallorca still perfonned well on constmcts such as "People are friendly, "Good food 

and drink" and "Feel at ease as a tourist". It was noted that competitors such as Tunisia 

fared badly on these important constmcts, and possible inter-relationships between 

constructs was proposed (Section 4.4).
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(h) Non-parametric factor analysis was used to group constructs using the not visited 

group scores. Three main factors of constructs were identified, Factor 1 (47.2 percent 

of variance) was summarized as "Uninteresting/ spoilt". Factor 2 (36.0 percent) as 

"Friendly/ Active" and Factor 3 (12.9 percent) as "Cheap/Sun". By chance Mallorca 

loaded significantly onto all three factors, The factors thus summarized the groupings 

of the constmcts applicable to Mallorca : Factor 1 was considered a negative factor and 

Factors 2 and 3 were considered positive. Pearson Product Moment Correlation 

Coefficients were also applied to the matrix of mean scores. A linkage analysis of the 

most significant correlations revealed a similar grouping of constmcts. The latter 

method had the advantage over the fonner because it indicated something of the inter

relationships between the constmcts constituting each of the factors. More of the 

original variance of the data was also conserved. Both methods were considered 

appropriate, simple and satisfactory summaries of the data. The use of the methods to 

identify the pattern of use of the constmcts by factors was useful because it identified 

which constmcts were related to each other. This is useful in tenns of marketing 

because a knowledge of which aspects of image were related would allow for more 

effective image management. For example, it could be anticipated that campaigns 

aimed at the promotion of an image of security and familiarity (see Fig 4.12) might be 

promoted around the constmcts identified in Factor 1. Tourists can be made to feel at 

ease by perceiving the local people as friendly, the culture familiar, the food and drink 

’good’ (i.e. familiar). Factor 2 suggested that destinations seen as historically and 

culturally interesting would also be unspoilt by tourism. (Section 4,5 and 4.6.2).

(i) Similar analyses as in (h) were also applied to group destinations perceived as 

similar based on the pattern of use of the constmcts (Section 4.7). The factors derived 

were broadly similar between the two methods. It was inappropriate it) name the factors 

but it was noticeable that Factor 1 was dominated by Central and North European 

destinations, Factor 2 by package tour beach/sun destinations in developed countries 

and Factor 3 package tour beach/sun destinations in developing countries. Whilst this 

may not at first sight seem surprising, it should be observed that the constmcts used



were generally applicable to holiday destinations. There was no clear reason for 

expecting a similar use of constructs that identified these groups of destinations beyond 

the obvious construct "Good for a beach and sun holiday". The grouping of destinations 

was useful in that it identified those destinations seen as most similar or distinct from 

each other. Such information would be useful to position a destination in the travel 

market. The constructs which link destination images could be evaluated as desirable or 

undesirable associations and thus inform future marketing strategies. Attempts to 

realign image and reposition a destination in relation to competitors could be taken on 

the basis of this infonnation. The consequences and effects of the promotion of 

particular aspects of image based on these constructs (as observed in (h)) could be 

anticipated and an effective marketing campaign planned. (Section 4.7.2 and 4.7.3).

(j) A detailed image study of Mallorca was undertaken in Chapter 4 using the consensus 

repertory grid formulated in Chapter 3 and two other aspects of image which were 

identified following research for Chapter 2 :

(i) Image of Mallorca as a holiday destination. (Ch 3).

(ii) Image of the Environment of Mallorca. (Ch 2).

(iii) Image of the People of Mallorca. (Ch 2).

These aspects of image were evaluated by subgroupings of tourists before and after 

their visits to Mallorca for a holiday (Section 4.9.2). Overall there were relatively few 

differences: this had also been observed in the study of visited and not visited groups

4.14 (a). However where they did occur there were interesting differences between the 

sub-groups that were identified in (Section 4.9.2.5). These will be summarized (k) to 

(q) then discussed together (r). •



(k) First-time visitors (Section 4.10, Table 4.14 (a) had a more positive view of 

Mallorca than had the not visited group analysed earlier (Section 4.3., Figure 4.1). It 

was suggested that this more positive image was related to a more favourable 

disposition toward the island which probably caused the initial choice of Mallorca for a 

holiday. The not visited group included respondents who would not choose to visit 

Mallorca.

(1) First-time visitors image changed more than did that of repeat visitors (Section 

4.10). Experience resulted in more favourable images after the holiday. Changes in 

repeat visitors’ image was related to the visiting of new resort areas on the island.

(in) A comparison of the images offirst-time and repeat visitors groups before their 

holiday compared to after revealed a convergence of image scores. Experience of 

Mallorca tended to lead to a more similar image pattern for the two groups (Section 

4.10.2).

(n) First-choice visitors’ image changed less than did not first-choice visitors. This 

was attributed to the more favourable image of first-choice visitors prior to the visit. 

The not first-choice visitors image changes were all in a more ’positive’ direction. 

(Section 4.11.1).

(o) As had been found above (m) there was a convergence of scores after their visits. 

Experience of Mallorca led to a more similar image pattern for both groups. This was 

related to a less favourable pre-holiday attitude for the not first-choice group being 

greatly affected by a positive holiday experience of Mallorca. (Section 4; 11.2),

(p) Area of stay on the island appeared to make some difference to the image tourists 

had of the island (Section 4.12). The changes may be summarised in relation to the 

high density/intensive tourism image of Mallorca discussed in Chapter 6 , which 

originates from the South-West area and which bears the closest resemblance to this



image. South-West visitors saw the island as more peaceful and less spoilt than 

expected. Visitors to the East saw it as less spoilt than expected with less scope for 

activities and sports.

Overall the image of the North was most different to both the South-West and East. 

Most of these differences arose after the holiday. The expectations and experience of 

this area appear both more accurately anticipated and positive. For example it was seen 

as the least spoilt area both before and after the visit. All areas appear to have been 

viewed more positively after the visit than before. This clearly indicates that whilst 

there has been sufficient development of Mallorca to have created an image revolving 

around notions of a destination spoilt by tourism, it is still not an image that is bome out 

by experience. Positive changes occurred even for visitors to the highly developed 

South-West. The North clearly is viewed by visitors as the Mallorca ’behind the 

image’, unspoilt, quiet and with interesting scenery. The image of the East appears to 

be somewhere between the two, intuitively this matches ’reality’. In terms of 

development of tourist potential the East is more developed than the North and less 

developed than the South-West.

(q) Visitors to the North of the island appeared to have slightly different motivations 

for their holiday (Section 4.12). They viewed Mallorca more positively and had greater 

motivations on the constmcts "Attractive scenery", "Interesting history and culture" and 

"Unspoilt by tourism" and showed less interest in "Good entertainment and nightlife".

(r) There are some overall conclusions that may be drawn from (j) to (p) above that are 

relevant to the marketing of the island. One overall theme that emerged from the results 

was that experience of Mallorca resulted in a more ’positive’ image of the island. First

time visitors image was more similar to the repeat visitors positive image after the 

holiday. Choice seemed to be the key variable affecting image; not first-choice visitors 

showing the greatest difference to first-choice visitors. However even with these 

groups there was a convergence of scores after the visit. The North, South-West and



East areas of the island were broadly perceive to be similar in the majority of 

constructs. However the constmcts on which they differed identified the North as 

different to either the East or the South-West. The North was identified as a possibly 

more ’upmarket’, area of the island. It was a place for a quiet holiday in an area less 

spoilt by tourism although more expensive, with attractive scenery and a fresh pleasant 

environment. Visitors to the North had slightly different motivations for a holiday 

(Section 4.13) and these appeared to match their image of Mallorca and possibly 

accounted for their choice of the North in preference to the South-West, However 

overall the image for all groups of Mallorca could generally be described as positive, 

especially after their visit.

Whilst it is true that visitors may view a place more positively because a holiday is fresh 

in their minds this was partially overcome by delaying the despatch of the after 

questionnaire until two to three months after their return. Further it might be pointed 

out that there is no reason to expect that any holiday will result in a more positive 

image. At the very least it appears to indicate that tourists experience of Mallorca was 

good and did not result in a general decline in the image profile.

Finally it is interesting to compare the mean score for all these visitors as a whole 

compared to the not visited group identified in (Section 4.3, Figure 4.1). In Section 4.3 

it was found that generally the not visited group viewed Mallorca less positively than 

did the visited group. If both these scores are compared to the Mallorca tourists group 

studied in Section 4.9 to 4.12 it is clear that this tendency is highlighted to an even 

greater extent. The Mallorca visitors group after their holiday showed a much more 

positive view ( > 1.0 difference), on the following constmcts: "Wide variety of sights", 

"Attractive scenery", "History and culture are interesting", "Great scope for activities ' 

and sports", "Unspoilt by tourism" and "Good food and drink". Two important 

observations must be made. Firstly these constmcts appear to indicate that Mallorca 

does in fact offer a great deal more than is popularly known. Experiences result in 

much more positive views on the variety and complexity of the island in addition to the
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popular perception of the archetypal package tour ’sun and sand’ destination. Attempts 

to increase the appeal of Mallorca to a wider range of tourists must concentrate on 

these aspects of image. It was observed in (Section 4.13) that they may not in fact be 

important constructs for tourists visiting the island at present. However this will not 

necessarily apply in future. This theme emerged in later research and is discussed in 

Chapter 6 . Secondly, as counterpart to the widening of the appeal to a greater range of 

tourists, it is also essential to capitalise on the positive experiences of visitors. Repeat 

business is likely to be cultivated On the basis of this. Positive experiences may result 

not only in the return visit of the tourists but also of others, whom they encourage by 

their ’good reports’ on their return. This is a theme that emerges and is discussed 

further in Chapter 5.

It has emerged from this ideographic study of the image of Mallorca and alternative 

destinations, that the results are largely descriptive. Such results are useful in 

identifying areas of strength and weakness in the image of a destination that will help 

infonn marketing decisions. They suggest that a visit to Mallorca generally improved 

an already positive image for tourists. However as Fielding and Fielding (1986) point 

out, quantitative data often suggests causal relationships but does not actually fully 

explain these relationships. For example, how decisions come to be made or how 

experience affects image and choice. It is proposed therefore in Chapter 5 to use a 

combination of quantitative and qualitative methods to study tourists’ expectations, 

initial choice and experience of Mallorca and the effect of experience on future choice 

of holidays.

The aim will be to combine the methods in such a way that the quantitative data 

provides a background context of relationships between aspects of experience and 

choice. The qualitative data will extend these initial insights and provide a means of 

further explaining the observed relationships. Peterson (1988) suggests that findings 

from qualitative data "must usually be regarded as informed hypotheses, not as proven 

facts." However to pennanently condemn qualitative data to a subservient, preliminary



role to quantitative data is to underuse and undervalue it. It will be suggested that in 

fact this role can be reversed and that quantitative data can be a precursor to a 

qualitative approach. Out of all the possible topics for discussion with travel 

representatives discussed in Chapter 6 , specific areas are identified based on 

quantitative information collected and discussed in Chapter 5. This is one example of 

how the popular hierarchy of quantitative data gathering ’real, hard’ facts after 

preliminary ’subjective, soft’ interview data can be redefined. The aim of Chapter 5 is 

to present both approaches in more complementary roles.



CHAPTER 5

TOURIST EXPECTATIONS. CHOICE AND EXPERIENCE OF

DESTINATION:

BRITISH TOURISTS IN MALLORCA, SPAIN.

5.1 Introduction

In order to investigate the holiday choice patterns of tourists in more detail, the Spanish 

island of Mallorca was used for a case study. As suggested in Chapter 4, Mallorca is an 

extremely important package tour destination for British tourists and accounted for 42 

percent of the 3.9 million international tourists received on the island in 1986 (Bardolet 

1986). As pointed out in International Tourism Quarterley (1987) the image of the 

Balearics, in common with Spain as a whole, is of "Sun, Sea and Sand" destinations. 

The great majority of visitors to Spain do stay in coastal resorts. However these resorts 

differ significantly in character and for this reason two contrasting tourist areas were 

selected:

(a) Palma Nova and Magalluf to represent the predominantly high-rise, intensive 

development of Palma Bay in the South-West of the island, and

(b) Cala D ’Or and Cala Ferrera to represent the smaller resorts of the East Coast. 

These are subsequently referred to in both text and tables as Palma Nova and Cala 

D’Or respectively,

The resort areas were selected to give an overview of the pattern for the island as a 

whole but also to allow for possible variation due to resort types. Before outlining the 

stmcture of the questionnaire interviews carried out for this chapter it is relevent to 

build on the general introduction to tourism in Mallorca given at the start of Chapter 4. 

A description of the geography of Mallorca is given, therefore as background for the 

references made in the questionnaire and interviews in the following two chapters.



5.2 The Geography of Mallorca

5.2.1 Physical Geography

Mallorca is the largest of the Balearic Islands with an area of 3,640 square kilometres. 

The other islands of Menorca, Ibiza and Formentera together cover 1,354 square 

kilometres. The Balearic archipelago lies in the Western Mediterranean with Mallorca 

being 160 kilometres from mainland Spain (Figure 5.1). The North-South axis of 

Mallorca is 96 kilometres and West-East is 121 kilometres (Figure 5.2).

The low mountain range of the Sierra Tramuntana dominates the North of the island. It 

is aligned south-west to north-east and occupies the entire northern coastline. Puig 

Mayor is the highest peak at 1443 metres. There is also the smaller Sierras de Levante 

in the East, but these are much lower and discontinuous reaching a maximum height of 

500 metres. The interior of the island to the South-East of the Sierra Tramuntana and to 

the East of Palma is the large fertile lowland plain Es Pla covering approximately 70 

percent of the island. The island has no river but many intennittent streams occur in the 

winter. There are several fertile agricultural areas which need draining, the ’Albuferes’, 

the largest being near Alcudia. The climate is Mediterranian with cool wet winters and 

warm, dry summers. The temperature ranges from 10.9 degrees Celsius in January to

26.2 degrees Celsius in August.

Table 5.1 Climatic information: Mallorca, Spain.

J F M A M J J A S 0 N D

10.9 12.1 13.0 15.6 18.0 21.2 25.6
Temperature (degrees C) 

26.2 23.6 20*0 15.0 12.5
76 75 74 72 71 67 65 67

Humidity (percent) 
69 73 76 78

8 6 6 7 4 2 1 1 4
Days of rain 
8 8 8

23 22 25 23 27 28 30 30 26
Sunny days

23 23 23
Source: 'Mallorca: a closer look' p4 (Consell Insular de Mallorca, 1988)



Figure 5.1 Location of Mallorca, Spain
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Figure 5.2(a) Relief map of MallorcaFigure 5.2(a) Re~ief map 
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Mean temperatures for Mallorca are higher than neighbouring Menorca; in part this is 

because it is further south but also because it does not lie directly in the path of the cold 

north wind of the Tramuntana from the Rhone-Saone corridor in France. In addition the 

effects of the north winds for the majority of Mallorca are alleviated by the physical 

barrier fonned in the North of the island by the Sierra Tramuntana. The coastline of 

Mallorca is 400 kilometres long and its varying character can be linked to the tourist 

development that has occurred.

5.2.2 The coastal areas and tourist development in Mallorca.

The sheltered bay of Palma in the south-west consists not only of some of the longest 

stretches of sandy beaches on the island but also forms the focus of one of the largest 

concentrations of tourist development in the world (Cooper, 1986). At the centre of this 

development is the capital city of Palma where 311,000 of the islands’ 572,000 

inhabitants live. There are 30 kilometres of almost continuously developed coastline 

from Magalluf/ Palma Nova in the west to El Arenal in the east. The resorts are by no 

means simply devoted to low budget accommodation, there are many expensive and 

exclusive resorts such as the private resort of Bendinant in addition to the large tourist’s 

resorts such as El Arenal or Magalluf. To the west of Magalluf there are only two more 

large resorts; Santa Ponsa and Paguera. However there are more isolated developments 

of predominantly self-catering accommodation at Camp de Mar, Puerto Andraitx and 

San Telmo. Development to the east continues as far as El Arenal.

The Southern coastline from El Arenal to the southern most point of Mallorca, Cabo de 

Salinas is predominantly cliffed coastline with the notable exceptions of the ten 

kilometre long sandy beach at Ses Trencs and the small resorts of Colonia St Jordi and 

La Rapita. The beach at Ses Trencs is undeveloped and fringed by pine forest. 

Development along this southern coastline has been restricted so far despite intense 

pressures to develop sites particularly at Ses Trencs.
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Almost the entire length of the northern coastline consists of the sheer cliffs or steep 

slopes of the north flank of the Sierra Tramuntana. There is only one significant tourist 

resort on this coast, Puerto Soller (pop. 1,000). In common with many towns on the 

island the town of Soller is several kilometres inland from its port. This settlement 

pattern arose in response to frequent sea raids and invasions throughout the island’s 

history. Until early this century Soller and its port were isolated from the rest of the 

island and it developed many trade links with France which exerted much influence on 

the town. Today it is still a focus for many French tourists. Although the building of a 

railway link to Palma early in the twentieth century improved communications the 

north of the island has remained isolated and undeveloped despite its apparent 

proximity to Palma and the airport.

The mountain villages of Deya and Banyalbufar are the villages most visited by tourists 

because they are on the north coastal road and therefore on the itenery of the many 

private coach operators tours of the north. Other mountain villages such as Fomalutx 

and Biniaraitx are accessible only by foot or car and thus receive far fewer visitors. 

Overall however the villages of the island as a whole are relatively unaffected by the 

advent of mass tourism and retain their original Mallorquin character. The place most 

affected by tourism in the north besides Soller and Puerto Soller is Valdemossa, which 

is on all coach tour itineries of the north. Tourists come to visit the former Carthusian 

monastery, La Cartuja. Frederick Chopin stayed at the monastery during the winter of 

1838 and composed some of his finest piano pieces there. The monastery today has 

become a museum devoted to Chopin. The street from the coach park to the monastery 

contains many tourist orientated shops all selling Chopin memorabilia.



The main communications to the north coast are still by the torturous road link with

more than twenty steep hairpin bends on both the northern and southern approaches.

Plans to build a road link through the mountains are being strenuously resisted by many

Mallorquins because it would increase the environmental pressures on the north of the

island. Areas of the north that have started to develop their tourism potential are Puerto

Pollens a and Puerto Alcudia. Both resorts are accessible without traversing the Sierra

Tramuntana and can be reached from the airport without entering Palma. Puerto

Pollensa is typically described as "an old fishing quarter surrounded by peaceful new

towns which never become overcrowded by tourism" (Secretaria General de Tourismo

1985: Mallorca plO ), Puerto Alcudia especially is developing rapidly and whilst it is

relatively small at present there is great potential for more development along the sandy

beaches in the Bay of Pollensa and Bay of Alcudia. Both these resorts are the main

destinations to which tourists refer when discussing going to "the North" for a holiday.

The only other resort on the Bay of Alcudia is Ca’n Picafort which has a promenade of

four kilometres. Unlike Puerto Pollensa and Puerto Alcudia, which have grown around
the

older port settlements, Ca’n Picafort has been developed duringTast thirty years entirely 

in response to tourism.

The eastern coastline consists of many small coves with small sandy beaches. The 

exceptions to this are Cala Millor, Porto Cristo and Porto Colom. There are many small 

resorts all along the coastline such as Cala Murada and Cala Romantica. Along the east 

coast there is relatively little contact between tourists in the resorts because of the road 

communications. The main coast road is five kilometres inland and each coastal 

settlement is only linked to this road (Figure 5.2(b)); this effectively adds ten kilometres 

to the distance along the coast between settlements. There are few buses each week 

between settlements, contact for tourists is thus limited to taxi or private hire car. The 

consequence is that the resorts of this coast have developed and retain an individual 

identity. A typical description of this coastline is:



Figure 5.2(b) Settlement and conrnunications map of MallorcaFigure 5.2(b) Settlement and communications map of Mallorca 
:~ 

k 
9 6 10 15 

---- 'Motorway 
!..; ., 

Main road 

----- Secondary road 

@!; Built-tJp area 

• Village 
. ~ .. '; 

.·:.:: 



"between Porto Colom and Porto Cristo, deserted beaches await in nearly 20 
coves. The crowds are kept away by the topography. It’s an almost two-mile 
hike that takes you from the main coastal road, over dusty tracks, to the sea" 
(Berlitz Travel Guide to Majorca, 1988 p 41).

The main resorts are Cala Ratjada, Cala Millor, Calas de Mallorca, Porto Cristo and 

Cala D ’or/Cala Ferrera. Only Cala Millor and Calas de Mallorca have much high rise 

accommodation although of completely contrasting layout. Cala Millor is the most 

similar resort to the extensive development of C’an Pastilla/ Arenal in the Bay of Palma 

with a coastal road hotel development and promenade at the edge of a sandy bay. Calas 

de Mallorca is a complete contrast, the hotels are built inland, away from a series of 

coves (calas) and small beaches, and are spaced well apart a short walk from the central 

area of restaurants and shops. However the majority of resorts on the east coast are 

small and low rise. Cala D’Or/ Cala Ferera was selected as a case study example of a 

resoxt area typical of the area: it is a predominantly low-rise resort area although it does 

contain some high rise blocks in the surrounding smaller Calas, Cala Ferrera and Cala 

Egos. Cala D’Or forms the focus for this series of small resorts as can be seen from 

Figure 5.3. The other area selected was Palma Nova/ Magalluf which is extremely 

popular with the British tourists and is representative of the Palma Bay area of intensive 

tourist development. Palma Nova/ Magalluf are focussed on two main bays of sandy 

beaches, the largest being that at Magalluf (Figure 5.4). The development at both resorts 

is predominantly of high-rise hotel and apartment blocks constructed mainly during the 

late 1960’s and early 1970’s. Together Palma Nova/ Magalluf and Cala D’Or/ Cala 

Ferrera were thought to provide two good sampling points for interveiwing tourists. It 

was anticipated that any possible similarities and contrasts between tourists’ views and 

experiences could be effectively drawn out by using these locations.

5.3 The structure of the investigation

5.3.1 Aims.

The purpose of the investigation was to gam insights into each stage of the holiday 

decision-making process. The stages identified for study were:
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Figure 5.4 Map and photograph of Cala D'Or/Cala Ferrera
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(a) initial reasons for tourists’ choice of Mallorca for their holiday,

(b) tourists’ experience of Mallorca, and

(c) the effects of tourists’ experience of Mallorca on future holiday choice.

The experience of place (b) was investigated at three levels considered to be important:

(i) experience of accommodation, (ii) resort and (iii) the island of Mallorca. Three 

questionnaires were fonnulated using this structure which are outlined in Figure 5.5.

Figure 5.5 Framework for fieldwork research in Mallorca Spring 1988.

Experience of place

Island of Mallorca 
(Questionnaire 1)

Resort
(Questionnaire 2 )

Accommodation
(Questionnaire 3)

The three questionnaires are included in Appendix 5.2 along with the notes for 

fieldwork assistants that were given to explain how to conduct the questionnaire 

interviews. It is relevant to explain the reasoning behind the approach used in the 

questionnaires in a little more detail. In later chapters it is argued that individual and 

group in-depth interviews are an effective means of investigation for issues such as 

destination image and holiday choice. However depth interviewing is time consuming 

and limits the numbers of people who can be contacted. The aim of this part of the 

study was to form a general overview of the holiday decision-making processes of a
I'

fairly large number of tourists at one destination from one source region, i.e. British 

tourists in Mallorca.

The overall aim was to gain insights into destination image and holiday choice by using 

both quantitative and qualitative approaches. The first objective was to collect data th&t 

would be relevant to image and choice that would be amenable to statistical analysis. 

The second objective was to gain insights by more open qualitative approaches. The

Reasons for 
choice of 
holiday

Effecks 
experience 
on future 
choice



two approaches were complementary in that the quantitative approach would provide a 

context within which to situate the insights from the qualitative approaches. The 

qualitative approach used in this chapter is the open approach used in Chapter 2. 

Interviews were conducted with 387 British tourists in Mallorca during Spring 1988. 

Questionnaire interviews were seen as most appropriate for this stage of the 

investigation. The results from both these approaches will in one sense be more 

superficial than the insights from the in-depth interview in Chapter 6 ; the interviews 

were shorter and carried out with many more respondents. However in Chapter 6  the 

in-depth interviews with travel representatives about tourists’ experience of Mallorca 

will also be referred back to the context provided by the larger scale study of this 

chapter. This is pointed out at this stage to illustrate how the approaches used within 

each chapter and between chapters are related to each other to form a coherent overall 

stmcture to the study.

The questionnaires (Appendix 5.2) included two types of questions:

(a) Structured. - where answers were easily categorized and would later be 

amenable to statistical analysis. There were three types of such questions:

(i) Categorical: for example whether they were first-time or repeat visitors.

(ii) Rating-scales: to gauge satisfaction with holiday experience and intentions 

of return.

(iii) Multiple choice and ranking tasks: on factors affecting tourists expectation 

and choice of Mallorca.

(b). Open - where answers were likely to be divergent. Respondents were given 

scope to describe those things that were important to them. Whilst a few 

categories might be anticipated and were included on the questionnaire, these 

were only for the use of the interviewer to speed up completion of the 

questionnaires. Categories were not offered to the respondents, the questions 

were asked as open questions to which respondents were free to answer in their 

own tenns.



A more detailed structure underlying the questionnaires is shown in Figure 5.6. In the 

Tunisia study described in Chapter 2 it was found that the structured and open 

approaches were complementary. Therefore most of the questions were asked using 

both the structured and open approaches. The open questions were likely to reveal 

things not brought out by the structured questions. By conducting the questionnaire 

interviews in this manner the aim was to elicit sufficient breadth and depth of 

information to fonn a general picture of the holiday choice patterns of a sample of 

British tourists in Mallorca.

5.3.2. The sample.

The survey was carried out in May 1988 and involved interviewing 387 British 

holidaymakers in Mallorca. Two contrasting tourist areas were selected: (a) Palma Nova 

and Magalluf to represent the predominantly high-rise intensive development of Palma 

Bay in the south-west of the island; and (b) Cala D’Or and Cala Ferrera to represent the 

smaller, more intimate resorts of the east coast. These are subsequently referred to in 

both text and tables as Palma Nova and Cala D’Or. The resort areas were selected to 

give an overview of the pattern for the island as a whole but also to allow investigation 

of possible variations due to resort type.

It is difficult to determine the actual population of British tourists at any one time but it 

was estimated that the sample constituted about 0.4 percent of British tourists on the 

island at the time of the survey. *

*May attracts 11 percent of the yearly total of tourists to Mallorca (i.e. 5.5 percent for 
the two weeks of the survey)

British tourists account for 42 percent of the yearly total of 3.9 million.

387
42 x 3,900,000 x 
100

5J>
100

0.4 percent
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Within the context of this study 387 face to face interviews were considered sufficient 

to provide meaningful insights into the holiday choice patterns of British tourists in 

Mallorca.

The sample was collected by interviewing on the beach, promenade and shopping areas 

of the resorts, at varying times of day and days of the week, to provide a cross-section 

of the visitors in the resort. Interviews were conducted in three areas simultaneously. 

On the beach a random sample was collected by interviewing respondents at regular 

points across the beach. Elsewhere interviewers operated a randomizing system by 

approaching the next person encountered after the completion of each interview. Each 

interview represents a travel party, the group break-down being as follows:

alone 15

adults with young children 9 5

adults with teenage children 33

adults under thirty without children 84

adults over thirty without children 152

(group type unrecorded 8 )

Total number of parties______________________________ 387

Response rates were good, two-thirds of people approached were willing to complete 

the questionnaire once they were reassured that the interview was not a precursor to a 

sales pitch for time-share apartments. Thus this should be a fair reflection of the 

tourists in the resorts at the time. The relatively small number of adults with teenage 

children was due to the study being conducted in school tenn-time.

\
Further information on the analysis of the questionnaires will be given within the 

relevant sections that follow. The results will be reported in three main sections 

following the structure outlined in Figure 5.6.



5.4 Tourists’ reasons for choice of holiday

5.4.1. Tourists’ choice of Mallorca: Open approach

The open question "What were your main reasons for choosing Maliorca (or resort) 

for your holiday ?" was asked to elicit free responses related to initial choice of 

destination. The question was not asked in relation to accommodation because it was 

not thought to directly influence destination choice. In retrospect this should not have 

been assumed and the questions should have been asked. However this does not detract 

from the relevance of the responses elicited on the other dimensions of image;

Mallorca and resort. m

i
Responses were analysed in the same way as in the Tunisia study in Chapter 2, they 

were grouped in the categories of responses that emerged during the analysis. A 

summary of these is given in Table 5.2. Perhaps not surprisingly the most quoted 

reason for choice was the "climate" (32 responses). What may be surprising is that the 

"advice of friends" was almost as important (28 responses) in affecting choice. Also 

important were their own "previous holiday experience"; to many Mallorca was seen as 

a ’safe and reliable’ holiday package that had proved satisfactory on previous occasions.

Some visitors were returning after inferior holidays elsewhere. Considering the 

prominence given to "cost" in the marketing of package tour destinations in the British
ft

market it might have been expected to be mentioned more than seventeen times, in fact f||
■%

it was seen as only the fourth most important component of choice. It was interesting to 

note that specific hotels and resorts were influential in affecting choice of Mallorca for 

twenty five respondents overall, appearing to justify the decision to investigate holiday 

experience of these factors in detail.

J
-•i

The categories which registered more than ten responses were split by resort of stay. ^

The main difference between the resorts were that respondents in Palma Nova (22 4

responses) tended to mention the "climate" as being the most important consideration 

more often respondents in Cala D’Or (10 responses). In Cala D ’Or, the resort itself (10 

responses) and the "advice of friends" (19 responses) feature much more prominently
I

m
m
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Table 5.2. Reasons for choice of Mallorca.
Both resorts Palma Nova Cala

(n = 123) (n = 63) (n =
Climate 32 2 2 10
Advice of friends 28 9 19
Previous holiday 20 12 8
experience

Cost 17 11 6
Hotel 13 5 8
Resort 12 2 10
Quiet 12 5 7
Flight and accommodation 12 8 4
available

Mallorca interested me 9
Island holidays 9
Like Spain/Balearics 6
Good for children 5
Travel agents advice 4
Relaxed atmosphere 4
Others 11

Total 194
N.B : Respondents may give more than one reason 

for choice thus total is more than 123.

Table 5.3. Reasons for choice of resort.
Both resorts Palma Nova Cala D'Or

_____________________(n = 131) (n = 71) (n = 60)
Advice of friends 2 9 15 14
Quiet 21 4 17
Hotel 20 12 8
Accommodation/flight 18 9 9
available

Previous holiday 15 9 7
experience

Climate 15 14 1
Good for children 14 2 12
Cost/ VFM 13 8 5
Beaches 13 10 3
Nightlife 10 10 0
Brochure 9
Others 16



compared to Palma Nova. Many respondents in Cala D’Or had been told about the 

resort by friends and had chosen it on this basis. There was a strong feeling that it had 

been chosen in preference to the ’overdeveloped’ core tourist regions of the South- 

West. Aspects of reasons for choice of resort were investigated in more detail by a 

further questionnaire analysed in the following section. It is interesting to note at this 

stage that resort was an important reason for choice of Mallorca for many visitors to 

Cala D ’Or.

5.4.2. Tourists’ choice of resort: open approach.

Resorts appeared to be chosen mainly on the "advice of friends" (29 responses) (Figure 

5.3). The choice of specific "hotels" (20 responses) was also clearly important in 

determining resort choice. Although eighteen respondents had not chosen the resort 

and quoted "simply accommodation or flight was available", the majority of responses 

relate to specific qualities expected from resorts. The most important factor relating to 

resort was "quiet" (2 1  responses) which was quoted more often than "climate" (15 

responses), the latter would presumably be expected at all resorts on Mallorca. The 

needs of children and quality of beaches and nightlife were more important in 

detennining resort choice than they had been for the choice of Mallorca in general. 

This suggests that for the majority of visitors the reasons for choice tend to be more 

specific with respect to resort. Resorts were expected to satisfy more specific holiday 

criteria important to the tourists. The responses were again split by resort. As had been 

noted in reasons for choice of Mallorca in Section 5.4.1, respondents at Palma Nova 

tended to simply quote the "climate" (14 responses) as a reason for choice compared to 

Cala D’Or (1 response). Other differences were that the "beaches" and "nightlife" were 

more important to visitors to Palma Nova.

I

At Cala D ’Or the main differences were that it was chosen because it was ’quiet’ and 

’good for children’. These differences possibly reflect the difference in character of the 

resorts and the differing priorities of people who choose to visit them. Visitors to Palma 

Nova giving more priority to ’sun, sand and nightlife’ and those to Cala D’Or more
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priority to qualities such as quietness and suitability for young children at least in temis 

of determining initial choice of destination.

One final point worth noting is that in response to a question specific to choice of resort, 

hotel accommodation emerged as an important factor at both resorts. This theme again 

emerged in the experience of resort (Section 5.5.2). Before this however it is relevant 

now to turn to the analysis of the structured approach used to investigate tourists’ 

expectations and choice of Mallorca for their holiday.

5.4.3. Tourists’ choice of Mallorca ; Structured Approach.

In addition to the open questions about destination choice two multiple choice questions 

were asked relating to tourists’ expectations of Mallorca and their reasons for choice.

A list of possible salient factors for both expectations and choice were drawn up based 

on pilot studies with forty Horizon tourists in 1987 (Table 5.4 and 5,5). Postal 

questionnaires (Appendix 5.1) had been sent out which included questions relating to:

(a) the sources of infonnation that had been consulted which had most affected 

tourists’ expectations or image of Mallorca and

(b) which factors most affected tourists’ holiday choice.

The questions on the pilot questions were open. The lists in Table 5.4 and 5.6 are the 

most frequently quoted factors affecting respondents’ image and eventual choice of 

Mallorca. Each of the lists were offered to tourists in Mallorca clearly printed on card 

with a further category "other/ specify" to allow for any unanticipated responses.

It is important to state that in attempting to study what sources of information were 

most influential in affecting their images or expectations of Mallorca only the conscious 

recalled usage of sources was being sought. It is accepted that there is much evidence 

from psychology that much ’passive’ assimilation of infonnation also occurs. However 

this was not the central aim of this study. The parameters for this study were:
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(a) Which sources of infonnation did the respondents consciously recall using that 

they consider influential in affecting their image or expectations of Mallorca.

(b) Which factors did respondents consider to be most influential in affecting their 

holiday choice.

(c) How sources of infonnation most directly influenced tourists’ holiday choice

It may be that there are unconscious forces at work within the holiday choice process 

and possibly ones that would not be revealed immediately to the researcher. However it 

seemed reasonable that given these reservations to the comprehensiveness of the 

possible outcome, it was still a valid exercise to gain insights into what the respondents 

themselves consciously considered important in the holiday choice process. Thus the 

study will concentrate on the identification of the consciously assimilated information, 

i.e. the forces at work external to the respondents. The subjective interpretation of such 

infonnation i.e. cognition, will not be considered in-depth in this section.

5.5 Sources of information destination image formation and holiday choice

5.5.1 Introduction

In Chapter 1 it was noted that much research had been undertaken with regard to image 

of destination and holiday choice. Analysis of the stmcture of images of destinations 

was conducted by Hunt (1979); Crompton (1979); Haahti (1986); Phelps (1986); and 

McLellan and Foushee (1983). The influence of time on image (Gartner, 1986; Gartner 

and Hunt, 1987), and changes in image before and after holiday experience have also 

been considered (Pearce,1982; Gyte, 1987, 1988a; and Wee et.al., 1986). The use of 

destination infonnation by potential tourists (Etzel and Wahlers, 1985; Nolan, 1979;

Van Raaij and Franken, 1984) and the choice of destinations by tourists have been 

studied (Gray and Herbert, 1983; Hodgson, 1983; Henshall, 1985; Moutinho, 1986). 

However little attention appears to have been paid to the study of the links between (a) 

the factors affecting the image tourists have of a destination and (b) how these influence 

its eventual choice.



In Chapters 2 and 3 simple methods of data analysis were advocated. In the present 

study it is proposed that simple analysis is appropriate and adequate to reveal some 

important patterns in the factors affecting image and destination choice and the inter

relationship between them. The results will be presented in three sections: the sources 

of infonnation and image, the factors affecting choice and finally the interaction 

between destination image factors and holiday choice.

5.5.2 Sources of images of Mallorca

Respondents were asked to select from the factors shown in Table 5.4 those that had 

influenced their image or expectations of Mallorca prior to their visit. They were then 

asked to select, in rank order, the most important three. Respondents were permitted to 

tie ranks if they considered two or three factors to be of equal importance. The degree 

of importance attached by respondents to each factor was used to calculate a weighted 

score for each factor. Three points were allocated for a top rank factor, two points for a 

second place and one point for a third. Tied ranks were calculated by adding the points 

for the tied ranks and dividing by the number of tied ranks: for example 3 + 2 = 5 f 2 = 

2.5. It should be noted that a few respondents only gave one or two factors, thus the 

total for the sample does not add up to the theoretical maximum of 1308 (i.e. maximum 

score 3+2+1 = 6  for each respondent multiplied by 218, the number in the sample). The 

results are shown in Table 5.5, column 1. The information was also scored using only 

the top ranked factor (Table 5.5 columns 3 and 4). This was done to experiment with 

even simpler methods of analysis for example by comparing the two sets of results..

It would be unwise to attribute too much significance to small divisions between the 

scores calculated by the above method and shown in Table 5.5 column 1, thus they were 

not used strictly to rank the factors by importance. However there emerged some quite 

substantial differences in scores between groups of factors. Therefore in the discussion 

of the findings factors will be referred to by the categories Group one to Group five 

identified in Table 5.5. There were substantial differences of at least 25 points

256

- '___________ , v  *, ' ,_•___________________________________  i i i ____ - U s -



Table 5.4 Sources of information affecting destination image

Travel Agent

Travel Company Brochures 

National Tourist Office Brochures 

Travel Guides

Television travel programmes 

Advice of friends or relatives 

Previous holiday experience 

Newspapers and Magazines 

Tour Company videos 

Others (specify)



Table 5.5 The factors Influencing respondents' image of Mallorca

Column 1 2 3 4 5 6 7

Score Rank First Score Rank Percent. Group
ranks order rank order of
1-3 total (x 3) col. 1

Advice of
friends or 330 1 82 246 1 75
relatives GROUP
Previous ONE
holiday 274 2 75 225 2 82
experience

Travel
Company
Brochures

220 3 24 72 3 33 GROUP
TWO

Travel
Agent 104 4 19 57 4 55

GROUP
T.V.
programme 93 5 15 45 5 49

THREE

Travel
Guides 18 6 2 6 6 33

GROUP
National Tourist 10 7 1 7 33

FOUR
Office Brochure O

Tour Company 
Videos 4 8.5 0 0 9 -

Other 4 8.5 0 0 9 - GROUP
FIVE

Newspapers and 
Magazines 3 10 0 0 9 -



between groups of factors, indeed in all except one case the difference was more than 

40 points. These breaks were used to isolate the factors into five discrete groups 

(column 7).

Column 3 shows the number of times it is rated the most important factor; these were 

then multiplied by three (column 4) as had been done in the weighting calculations for 

the scores by ranks 1 to 3 (column 1). (The figures in column 6  are the column 4 

figures as a percentage of column 1). The percentage figures in column 6  are a 

measure of the level of primary importance attached to a factor because they take 

account of the percentage of the score by ranks 1 to 3 (column 1) by the top ranked 

factor. For example "Advice of friends or relatives" was rated most important by 82 

respondents which was multiplied by three when the score by rank 1 to 3 (column 1) 

was calculated. The resulting total of 246 accounts for 75 percent of the total score of 

330. The relevance of these percentages (column 6 ) will be commented on in the 

following analysis. It is worth noting at this point that if the single most important 

factor is used this makes no difference to the overall rank order of the factors (columns 

2 and 5).

Table 5.5 shows that by far the most influential image-formation sources are the Group 

one factors: "Advice of friends or relatives" and "Previous holiday experience", 

Together these could be described as experiential sources of infonnation, i.e. based on 

actual experiences or on those of others. It is noticeable that for both these factors, a 

large percentage (75 percent and 82 percent) of the score calculated by rank 1 to 3 was 

accounted for by the top ranked factor. This suggests that for some respondents these 

two sources of infonnation are very influential in directly fonning image rather than 

performing a secondary role.

"Travel company brochures" are a Group tw>o factor and the number of times these were 

quoted as the most important factor is much lower than the Group one factors, 

accounting for only 33 percent of the score by ranks 1 to 3. This suggests that whilst
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brochures may be considered important image-formation material it is of secondary 

importance. The possibility that they are used to complement "Advice of friends or 

relatives" and "Previous holiday experience" is discussed later.

The Group three factors form a grouping between "Travel agent" and "T. V. travel 

programmes", if deemed important both were more likely to be judged as the more 

influential factor (55 percent and 49 percent respectively) compared to "Travel 

Company Brochures" (33 percent). It may be suggested from opinions expressed by 

respondents that travel brochures are used as substitutes for experience. The advice of 

travel agents was particularly valued when it was based on experience travel agents 

could also relate the experiences’ of previous clients. Television programmes were 

judged important because they could "see for themselves what places were like". They 

tended to tmst the advice given by the programme host because they were not seen as 

having a vested interest. During the preceding year a series of destination specific 

reports were shown on B.B.C.Television which included Mallorca and which as a 

consequence had been the subject of a half-hour critical review.

The Group five factors of "Travel guides" and "National Tourist Office Brochures" 

were used very little. There is the some justification for expecting a relatively poor 

showing for such infonnation sources for tourists visiting Mallorca. It is a destination 

dominated by the inclusive package tour market. It may well be that the travel 

company brochures provided for this destination provide sufficient information. 

However it does call into question the value of the analysis of National Tourist Office 

Brochures (Dilly 1986) without reference to how important these sources are to the 

tourists using the destination, their utility cannot simply be assumed. It could be that 

much of the excellent material produced by the National Tourist Offices does not find 

potential client groups effectively.
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5.5.3 Factors affecting choice of destination.

Respondents were asked to select from the factors listed in Table 5.6 those that had 

influenced their choice of Mallorca for their holiday (a) sources of information used to 

form their image or expectations of Mallorca (Table 5.6, 4-12) (b) other factors 

highlighted as important in affecting holiday choice. These factors (Table 5.6, 13-18) 

were compiled from pilot questionnaires conducted with tourists visiting Mallorca 

during 1987 (Appendix 5.2). It should be noted that this list included the three aspects 

of image of place used to structure the questionnaires for this study referred to earlier: 

accommodation, resort and the general appeal of Mallorca (Table 5.6, 1-3).

Respondents were then asked to select in rank order the most important three. The 

splitting of the task into two stages calls for the respondent to reconsider the list and 

was therefore more likely to reflect the choice factors they actually found most 

important. In the majority of cases they were clear on which factors were important to 

them and found little difficulty with the tasks. This suggests that the results are an 

accurate reflection of the factors influencing actual holiday choice, at least at the 

conscious level of respondents. Scores were calculated in the same way as for the 

sources of image information, the results are shown in Table 5.7.

It emerged that "Advice of friends or relatives" was the top choice factor as well as top 

image-fonnation factor. Fomentor del Turismo (1984) also found this to be the most 

important choice factor with a group of winter tourists visiting Mallorca. Although 

"Cost" and "Suitable accommodation was available" could also be classified as Group 

one factors, it is noticeable that they were less likely to be deemed the most important 

factors, 56 percent and 58 percent of score by rank respectively. It is relevant that 

"Advice of friends or relatives" was more important than "Cost" in that it illustrates that 

far from being the over-riding choice factor in the British package tour holiday market, 

cost is only one amongst many other factors of similar importance. Although cost is 

obviously important, once this and other external constraints such as length of holiday 

and departure dates are decided upon there are still many possible destination choices.



Table 5.6 List of choice factors offered to respondents

1. Suitable accommodation was available.
2. Resort was attractive.
3. Mallorca appealed to me.
4. Travel agent.
5. Travel company brochures.
6. National tourist office brochures.
7. Travel guides.
8. Television travel programmes.
9. Advice of friends or relatives.

10. Previous holiday experience.
11. Newspapers and magazines.

12. Tour company videos.
13. Departure airport.
14. Departure dates.
15. Tour operator.
16. Cost.
17. Mallorca was a compromise for me.
18. Anywhere would do with sun and beaches.
19. Others (specify).
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Table 5.7 Factors affecting choice of Mallorca for a holiday

Column 1 2 3 4 5 6 7

Score
ranks
1-3

Rank
order

First
rank
total

Score 
(x 3)

Rank
order

Percent. 
of 

col. 1
Group

Advice of 
friends or 
relatives

183 1 41 123 1 67

Cost 176 2 33 99 2.5 56 GROUP
ONE

Suitable
accommodation 172 3 33 99 2.5 58
was available

Resort was 
attractive 132 4 26 78 4 59

GROUP
Previous TWO
holiday 120 5 25 75 5 63
experience

Mallorca 
appealed to me 96 6 17 51 6 53

Departure
airport 76 7 10 30 8 40

Departure
dates 59 8 11 33 7 56 GROUP

THREE
Anywhere would
do with sun 47 9 6 18 10 39
and beaches
Travel Agent 36 10 7 21 9 58

Television
programme 33 11 2 6 12 18

Travel Company 
Brochures 24 12 2 6 12 25 GROUP

FOUR
Mallorca was 
a comprise 17 13 2 6 12 36
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It is at this point that the image of a destination appears to become particularly 

important.

Of the three aspects of image identified earlier, accommodation is a Group one factor, 

resort a Group two and the general appeal of Mallorca a Group three. Two main 

conclusions can be drawn from this. Firstly, that overall image appears to have been 

important to respondents destination choice, being third, fourth and sixth place in 

importance. Secondly, the groups of factors suggest that the more immediate 

environment of accommodation was most important in affecting choice, the wider 

environment of the resort is second in importance and the least important was the 

general setting of Mallorca. Each individual respondent was not directly asked to rank 

these three factors in a trade-off situation. However they were asked to discriminate 

between them indirectly by ranking the most important three factors. It therefore seems 

reasonable to draw this conclusion for the group as a whole.

Whilst "Previous holiday experience" was a very important image-formation factor it 

appears less important in the choice of destination. However only "Advice of friends 

and relatives" has a higher proportion of the score by rank (67 percent to 63 percent). 

This indicates that when it was mentioned it was often the most important factor. The 

list presented to respondents in Table 5.6 contains more factors than Table 5.4. Tourists 

with "Previous holiday experience" (by definition repeat visitors) are more likely to be 

able to specify in more detail exactly why they have chosen Mallorca again for a 

holiday. This will have the effect of reducing the score for this factor and will be 

discussed in Section 5.5.5.

Most of the Group three factors axe external constraints and appear to be more ! 

important than the Group four image-formation factors in directly affecting choice. It is 

essential to note that it is not being suggested that because these Group five factors fair 

badly in this analysis that they may not be important in an indirect way, rather that they 

were not quoted as being the most consciously important. However it does seem



reasonable to assert that these results are useful if only because they reflect the factors 

to which respondents themselves consciously attach importance. This is likely to be at 

least as important as their unconscious motivations. Further it is probable that 

conscious decisions form the most important part of an explanation of the holiday 

choice process of potential tourists. Unconscious motivations may be important in 

understanding the decisions but are not, in themselves, explanations for the eventual 

decision.

When analysing choice factors, there may be interaction between these and the sources 

of infonnation of images of Mallorca. It is likely that there are causal links which may 

help to describe exactly how, for example, travel agents’ advice, television programmes 

and travel company brochures were used to fonn images that affected eventual choice. 

This is discussed in the following section.

5.5.4 The links between image formation factors and choice of destination.

The use of the single most important factor given by respondents was shown in Tables

5.5 and 5,7 to be a satisfactory indicator of the overall pattern of image-formation and 

choice factors. Thus, when the links between the two sets of factors were considered 

only the first rank factors were used (Table 5.8). For simplicity of presentation the 

lowest group of factors which account for only six of the cross-tabulations have been 

omitted from this analysis. The following analysis is limited by the fact that the number 

of possible cross-tabulations is large and the number of occurences in each cell was 

small. Nevertheless some interesting patterns can be found in the data that provide 

insights into the inter-relationships between the image-formation and choice factors.

"Advice of friends or relatives" was quoted as top image-fonnation factor by more than 

a third of the sample (82 of 212), it was also top choice factor for 32 of these 

respondents. A further 16 gave "Cost" and 22 quoted image factors identified earlier as 

accommodation, resort and general appeal of Mallorca. This illustrates how the



Table 5.8 Cross-tabulations of Image-formation and choice factors

v,...

IMAGE-FORMATION FACTORS

Travel Travel Television Advice Previous
CHOICE Agent Company Travel of holiday
FACTORS Brochures Programmes Friends experience

Suitable
accommodation 2 5 3 6 15
was available

Resort was *1 Q R 8 oattractive X o D

Mallorca
appealed 2 2 l 8 3
to me
Travel
Agent 5 0 0 1 1

Travel
Company 0 2 0 0 0
Brochures
Television
programmes 0 1 1 1 0

Advice of
friends or 0 0 1 32 5
relatives

Previous
holiday 0 0 0 1 24
experience

Departure
airport 2 1 2 3 2

Departure
dates 2 3 0 4 2

Cost 3 5 1 16 8

Anywhere
would do with 1 1 1 2 1
sun and beaches

Totals 18 23 15 82 70

I
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advice of friends most affected respondents’ choice. It is interesting to contrast this 

pattern with the other Group one image-formation factor "Previous holiday experience"

A large proportion of respondents who had given "Previous holiday experience" as top 

image-formation factor also gave it as top choice factor (24). Choice factors 1 to 3 

reflect aspects of image. "Suitable accommodation was available" was more important 

and "Mallorca appealed to me" less important than they had been for respondents 

whose images were mainly based on "Advice of friends or relatives". This suggests that 

respondents with previous experience of Mallorca were more likely to have specific 

ideas about accommodation and be less influenced by the general appeal of the island. 

This further suggests that a general image of place is an important influence on choice 

when a place is chosen for the first-time. However on return visits more definite ideas 

have been fonnulated and the choice factors become more specific.

Of the eighteen respondents who gave "Travel agent " as most important in 

affecting their image of Mallorca, five also considered them most influential in 

affecting their choice. The others appear to have used the travel agents’ advice in fairly 

equal measure for aspects of image, cost and departure airport and dates. It is 

noticeable that there are no cross-tabulations with "Advice of friends" or "Previous 

holiday experience" or indeed "Travel company brochures" or "Television travel 

programmes". This seems to show that travel agents become important in affecting 

choice in the absence of these sources of infonnation. Travel company brochures 

appear to have been influential in affecting the choice of accommodation and by 

providing infonnation on the cost of the holiday. This is not surprising as brochures 

tend to concentrate more on this aspect of the image of place. "Television travel 

programmes" appear to have affected the choice of the resort more and as pointed out 

earlier this was the aspect of image on which they tended to concentrate.



5 .5.5 Discussion.

Several significant points emerged from this study of image-formation and choice 

factors and the inter-relationships between them. The most important appeared to be 

that direct personal experience or those of others was more influential than printed 

promotional materials, in both forming image and in affecting choice. The importance of 

this is that promotional materials are expensive to produce and distribute and their 

utility is often assumed rather than proven. Mayo and Jarvis (1981) suggest that much 

of this material is used after the holiday to reinforce the feelings of ’having been there’ 

and to prolong the experience of the event.

Boston and Moll (1983) suggest that the role of advertising is to create the desire to 

holiday in a country because without the initial desire to visit, information is irrelevant. 

However the findings of this study suggest that the desire to holiday in Mallorca was 

created by the "Advice of friends and relatives" more than by advertising. By 

concentrating solely on the media for the promotion of destinations it is likely that 

resources are not being used effectively. The main aim of such materials is to secure 

business for the tour operator or destination. It cannot be assumed that the simple 

provision of material will affect clients’ choice. Mansfeld (1988) suggested that there 

was often a serious mis-match between the destination attributes promoted in tourist 

literature and the attributes on which tourists required information. This may assist in 

an explanation of why tourists attach more importance to ’word-of-mouth’ than in 

official literature. However it is likely that even if such literature is improved to satisfy 

more directly tourists’ infonnation needs, trust will still be put more on the direct 

subjective experiences of others in preference to official information sources. Tourist 

literature will probably be seen as having a vested interest in image conflation of 

destination attributes and therefore to be less trusted, at least at the conscious level. 

However it is likely that advertising and tourism literature can still be influential in 

promoting or creating the ’desire to visit’ a destination, albeit in a secondary role.



This study suggests that an effective means of securing business is by means of the 

social network. Obviously this cannot be done unless the holiday experience is a good 

one. Tour operators who succeed in providing a good holiday product have created an 

excellent opportunity for more informal promotion of other destinations provided by 

that company. Whilst tourists are still on holiday they are the ideal ’captive audience' 

and it is important to consider how this situation may be used most effectively.

In the study of repeat business patterns in the following section it will be suggested that 

a ’soft-selT rather than a ’hard-sell* is likely to be more effective. This equally applies 

to attempts to secure secondary repeat business i.e. business secured via the social 

network. The devotion of more ’soft-sell’ attention to the possibility of secondary 

repeat business might create greater loyalty to tour operators in the long term. How this 

might be done is suggested in Section 5.8 in conclusion to this chapter.

By attempting to cultivate a company image of quality and dependability the longer 

tenn health of the company might be ensured. The notion of ’aggressive’ selling may in 

fact be counter-productive in securing such a company image. The image of the 

company is an important part of a balanced marketing strategy (Bishop, 1981; Downs 

and Haynes, 1984). Essentially it appears that infonnation is given a higher status when 

conveyed by the social network. Successful promotion of a company image can only be 

achieved by providing not simply the product that customers require but by selling in 

the manner to which they will best react. This is most effectively achieved through the 

social network. This concludes the first section of the study outlined in Figure 5:5 

concerning the choice patterns of tourists before their visit to Mallorca. The next 

section deals with the holiday experiences of tourists and their effect on tourists’ image 

of Mallorca. : ;



5.6 Tourists* holiday experience.

Respondents were asked open questions about what they had found most and least 

attractive about (a) Mallorca, (b).their resort, and (c) accommodation. The responses 

are summarised in the following three sections.

5.6.1 Tourists’ experience of Mallorca

The three most attractive aspects of experience given were all concerned with the 

physical environment of Mallorca: The "Sun/climate" (71 responses), "Beaches and 

sea" (51 responses) and the "Scenery" (44 responses) (Table 5.9). Eight of the next nine 

features concerned more social aspects of place, "Relaxing atmosphere", "Local 

people", "Good food", "Nightlife", "Good for children", "Quiet", "Clean", and "Good 

shopping". Clearly the factors of the physical environment of Mallorca were an 

important part of the holiday experience. It is interesting that when asked for 

favourable impressions of place in general terms i.e. Mallorca as a whole, it is the 

physical attributes of place that figure most prominently. However it is also important 

to note the significant number of references to the social aspects of experience of place. 

In promoting Mallorca it is clearly important to continue to stress the qualities of the 

physical environment but there is also an indication of the types of things that may be 

stressed to tourists with regard to the social dimension of their holiday. Overall it 

appeared that there was more consensus over which aspects of the physical environment 

of Mallorca were attractive for the majority of respondents. It appears that the social 

dimension reflects more diverse views on what in particular was found to be most 

attractive about Mallorca.

Respondents were much less likely to quote things they found unattractive about the 

island. The most often encountered response was "No criticism". However it was 

important to note that in response to a general question asking what was unattractive 

about Mallorca, most comments related to the environmental quality of the resorts. 

"Noise" (18 responses), "Traffic" (16 responses), "Untidy resorts" (17 responses) and 

"Over-development of resorts" (13 responses) (Table 5.10). This seems to reflect the



Table 5 . 9 Most, attract.ive features of Mallorca.
Both resorts (n =123)

1 . Sun/Climate 71
2 . Beaches/Sea 51
3. Scenery 44
4 . Relaxing atmosphere 33
5. Local people 20
6 . Good food 19
7 . Good for children 15
8 . Good nightlife 14
9. Coves 11
10. Quiet 9
11. Clean 9
12. Good shopping 9
13 . Vegetation 8
14 . Resort 7
15 . Hotel/Accommodation 6
16. Feels safe 5
17 . Mountains 5
18 . Good walks 4
19. Prices 3
20 . Good VFM 3

Table 5.10 Least attractive features of Mallorca. 
Both resorts (n =123)

No criticisms 25
Noise 18
Untidy resorts 17
Traffic 16
Beaches 9
Food 7
Palma Bay 7
Prices 7
Locals 5
Transport 4
Other tourists 3
Not a relaxing atmosphere 3
Ap artments/Hote1 3
Palma 2
Inland dirty 2
Bad weather 2
Others 9



importance of general resort quality to the holiday experience. This theme emerged in 

later fieldwork and will be discussed in Section 6 .8 .2.2. There were no great 

differences between the resorts except Palma Nova/ Magalluf accounted for 15 of the 

18 response registered for ’’Noise" as an unattractive aspect of Mallorca.

5.6.2 Tourists’ experience of resort.

When asked specifically about what respondents had found most attractive about their 
Table 5./I

resorts'bv far the most important feature was the "Beaches" (60 responses). This 

appeared to be more important at Palma Nova/ Magalluf where the beaches are much 

larger and enclosed within two large bays than in Cala D’Or where smaller beaches are 

found in a series of coves. Another aspect of the physical environment seen as 

important was the "Weather/ Climate" (29 responses). These may seem unremarkable 

and have been the expected views at such ’sun and sand’ destinations. However it is 

interesting that in response to a question specific to the resort that the second largest 

group of comments related to accommodation (32 responses). The top three aspects of 

attractiveness of resort may be summarized as reflecting the structure of the physical 

environment of the resort, at the macro level the "Weather/ Climate" and the "Beaches" 

and at the micro level the immediate ’home’ environment of "Hotel/ Apartments". The 

other things quoted as attractive about the resorts mainly concentrate on the social and 

experiential aspects of the resorts. The most notable difference between the resorts 

being "Good nightlife", all 28 responses occurring at Palma Nova/Magalluf.

When asked about what was least attractive about the resorts (Table 5.12) by far the 

biggest single group was "no criticism". This reflected the general satisfaction with 

holidays observed later in Section 5.8. The most important criticism related to "Hotel/ 

Apartment" (15 responses) which again indicated the importance of accommodation to 

the holiday experience. Comments relating to "Beaches and sea" (11 responses) were 

again also important. Both these categories were important in relation to the 

attractiveness of the resort (Table 5.11).



Table 5.11 Most attractive features of resort
________________________________________________________________________ JLBoth resorts Palma Nova Cala 1

(n = 131) (n = 71) (n =
Beaches .60 37 23
Hotel/Apartment s 32 23 9
Weather/Climate 2 9 16 13
Good nightlife 28 28 0
Relaxing atmosphere 22 7 15
Good shopping 20 10 10
Good for children 19 9 10
Clean 17 8 9
Eating out 16 9 7
Local people 16 5 11
Quiet 14 4 10
Picturesque resort
/buildings 12 0 12
Lively/plenty to do 12 7 5
Compact 8
Coast/ Coves 7
Other tourists 6
Cheap/ VFM 5
Scenery/ Views 5
Near to Palma 5
Food 3
Table 5.12 Least attractive features of resort.

Both resorts (n = 131)
No criticism 47
Apartments/Hotels 15
Overdeveloped by tourism 12
Building work 12
Beaches and sun 11
Pavements 11
Noise 10
Prices 9
Food 8
Isolated/Transport 8
Disco touts 7
Weather 7
Lacks character 6
Untidy resort 6
Transfer time 4
Poor nightlife 4
Sewage 4
Traffic 4
Crowds 4
Local people 3
Others 9



The three categories of comments ’’Building work" (12 responses), "Over-developed by 

tourism" (12 responses) and "Pavements" (11 responses) all relate to the physical or 

built environment. Taken as a group these categories indicate that one of the main 

criticisms of resorts relate to the construction of new accommodation and the perception 

of "overdevelopment" resulting from the continual growth of resorts. Some respondents 

who had visited Cala D’Or ten years previously in particular, saw current development 

as going ’too far’. Interestingly newer visitors were less likely to see Cala D ’Or in this 

light. In comparative tenns Cala D’Or is still not as developed as the resorts of the 

south-west. First-time visitors compared Cala D’Or to Palma Nova/ Magalluf and other 

resorts in the more intensively developed south-west of the island rather than to the of 

Cala D’Or of ten years ago.

5.6.3 Tourists’ experience of accommodation

In summarizing the comments on accommodation (Table 5.13) three overall categories 

were designated for overall classification of comments. These were:

(a) Design - comments on the physical fabric of the accommodation.

(b) Locational - comments relating to the relative location.

(c) Experiential - comments relating to the actual experience of the 

accommodation particularly to how well it was managed. The comments include 

those aspects that could be affected by the quality of the services provided for 

tourists at their accommodation.

In response to what was most attractive about accommodation by far the most 

important were whether it was "Clean" (35 responses) and if there was "Good food'' (33 

responses). Both these factors are experiential and not directly related to the physical 

fabric of the buildings. However the comments "Swimming pool" (23 responses), 

"Design and layout" (19 responses) and "Spacious" (14 responses), reflected that design 

was an important criteria forjudging accommodation quality.



Table 5.13 Most a~bt.ract.ive features of accommodation.
Both resorts (n = 131)

Clean 35 E
Good food 33 E
Swimming pool 23 D
Design and layout 19 D
Freedom of movement (apts) 18 E
Spacious 14 D
Near to beach 11 L
Surrounding environment pleasant 10 L
Service is good 10 E
Relaxed friendly atmosphere 8 E
Entertainment 8 E
Well situated for facilities 8 L
Utilities/well equipped 7 D
Helpful travel rep 4 E
Comfortable furnishings 8 D
Good VFM 4 E
Good for children 4 E
Good views 
Nothing

2
12

L

Table 5.14 : Least attractive features of accommodation.
Both resorts (n = 131)

No criticisms 35
Noisy 22 E
Poor utilities 16 D
Rooms too small 11 D
Poor service 10 E
Bad food 10 E
Poor views/dark 10 L
Furnishings 7 D
Poor design 6 D
Long way from beach 6 L
Self service dining room 6 E
Too crowded 5 E
Bar expensive 5 E
Lifts 5 D
Isolated location 5 L
Damp/Smells 4 E
Not cleaned 4 E
Key
E = Experiential D = Design L = Locational



Locational considerations were important for having a "Pleasant surrounding 

environment" (10 responses) and being "Near to the beach" (10 responses) and "Well 

located for facilities" (8  responses). Clearly accommodation cannot always meet all 

these requirements. However it is likely that tourists have different locational 

considerations. It should be possible to provide more information for tourists, on which 

they could make a satisfactory decision. If sufficient information were provided for 

tourists to ensure that the accommodation they select meets their requirements then this 

could improve the chances of increased client satisfaction. Although design and 

location are important factors in detennining accommodation quality, it is important to 

note that many of the comments are experiential and thus can be managed by providing 

a good quality service to clients. Thus whilst accommodation may be of varying 

physical quality this need not mean that lower quality accommodation necessarily 

leads to lower quality holidays. What seems to emerge is that the provision of good 

service is at least as important as design and location. Respondents were realistic in that 

they accepted, that they "got what they paid for" in tenns of the physical fabric of the 

accommodation. What was not acceptable was to have poor service provision at their 

accommodation whatever the standard of the building.

With respect to the least attractive features of accommodation (Table 5.14) generally 

respondents seemed satisfied and had "No criticisms" (35 respondents). The main 

problem seemed to be "Noise" (22 respondents) and "Poor utilities" (16 respondents). 

Although this latter is a design feature it is one that could be improved by regular 

checks that the utilities function properly and the basics for apartment accommodation 

such as cutlery and crockery have not been removed. Generally the occurrence of 

design, locational and experiential comments were similar to the more favourable 

comments and support the conclusions made above.

In the research framework suggested earlier in Figure 5.4 the objective was to not only 

investigate initial choice and holiday experience but to also attempt to link holiday
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experience to future choice. It is to the analysis of this data that the remainder of this 

chapter is devoted.

5.7 The influence of holiday experience on future choice.

In order to investigate the link between holiday experience and future choice a 

combination of the open and structured approaches was again used. The results from 

the structured approach will constitute the majority of this section whilst the responses 

to the open questions will be used to introduce the topic.

5.7.1 Overview of results of open approach.

Respondents were asked in what ways their experiences of accommodation, resort or 

Maiiorca were likely to influence their choice of their next holiday. The aim was to 

identify which aspect of holiday experience seemed to affect future holiday intentions 

most. In order to describe the pattern of the relationship between these three important 

areas of holiday experience the responses were categorized as comments on 

accommodation, resort or Mallorca in general: combinations of these with a further 

category for other comments were also recorded. Table 5.14Xshows the count of the 

number of responses in each category elicited from the three questionnaires. When 

asked about how Mallorca had affected their intentions for their next holiday 

(Questionnaire 1) there was a tendency to reply in tenns of the resort (54 responses) 

rather that in general tenns about the island of Mallorca as a whole (37 responses).

This indicated that respondents tended to experience the island of Mallorca mostly 

through their experience of the resort in which they stayed. This is understandable • 

because as observed in Chapter 6 the majority of tourists stayed in their resorts most of 

the time. It does suggest however that the type of information offered to tourists about 

destinations should concentrate on details specific to resorts more than on the general 

features of a destination region. This appears to be borne out by the responses to the 

effect of experience of resort on holiday choice (Questionnaire 2).
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The most important group of responses regarding experience of resort and holiday 

choice are the 73 expressed in terms of resort. Only 19 referred to the Mallorca in
O*y

general. Also it is important to note that large number of comments about experience of 

resort were in tenns of accommodation. This reinforces the suggestion made earlier in 

Section 5.6 that experience of accommodation is an important component of holiday 

experience. It appears that experience of resort influences choice of accommodation. 

However in this context it is more likely to be the other way round i.e. that choice of 

resort will, for many tourists be qualified by the type of accommodation available.

For example where a resort may appear to be suitable in all other ways to a tourist the 

presence of the ’right’ accommodation is likely to be crucial when making the final 

choice between resorts.

The link between experience of accommodation and future holiday choice was the 

most direct; 113 responses were in terms of accommodation. Relatively few related to 

resort (31 responses) or Mallorca (14 responses). Respondents were always willing to 

talk about accommodation, it clearly had a fundamental impact on holiday quality and 

future holiday choice. Some more detailed examples of the comments of respondents 

will be used to illustrate some of the trends drawn from this initial analysis of the 

responses to the open questions.

Table 5.14X: Summary of categories of responses to open question on the influence of 
holiday experience on future choice.

Categories for summary of responses 
to questionnaires

Effect of the holiday 
experience of:

Mallorca Resort Accornm Other Total

Qi Mallorca 37 54 26 15 132

Q2 Resort 19 73 46 12 150

Q3 Accommodation 14 31 113 4 162
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* References in text in Section 5.7.2 refer to Questionnaire type: M = Mallorca: R = 

Resort: A = Accommodation and reference number for interviewee e.g. (M l21), (R36).

5.7.2 Experience of Mallorca and choice of holidays.

Generally the comments about Mallorca were good ones and respondents expressed a 

willingness to return if not for their next holiday, for a future one. Respondents who did 

not intend to return to Mallorca usually gave generalised reasons for their decision; 

specific alternative destinations were rarely named. Respondents who did usually did 

so with reference to specific reasons why they preferred alternative destinations. "I’m 

going to Yugoslavia because it’s cheaper" (M6), "I prefer Greece because it’s quieter 

and friendlier" (M72). Some respondents claimed to never visit anywhere more than 

once but always chose "the same type of holiday" (M26) and "placeswere ticked off a 

list" (M49), however they appeared to be in the minority. Whilst many tourists were 

experimenting and building up places to compare to one another (M l20) once an 

acceptable ’set’ of places were found these were then often chosen in rotation because 

they were known to be satisfactory. For example, "I’ve been to either Benidorm or 

Mallorca (Palma Nova) ten times, it depends which is available each year" (M63). For 

some Mallorca was a first visit abroad and had given them the "confidence to return 

again" (M79); "now we’ve taken the plunge and come we would return to the same or 

similar environment" (M5). The question was raised regarding the extent to which 

places were relevant to holiday choice. It was possible that a general type of ’sun and 

sand’ holiday destination was all that tourists required. Indeed for some "anywhere 

similar in the Mediterranean area would be O.K." (M22) or they would choose "less 

commercialised resorts" (M7). From comments such as these it may seem that place is 

less specifically important than the perception of whether a place was generally likely to 

satisfy the holiday requirements of tourists. In principle tourists can be satisfied at ' 

many possible ’sun and sand’ destinations. In practice what appears to happen is that 

for many tourists it is their own experiences or those of others that most directly 

influence this choice. The consequence of this is that place is specifically important 

because it is only on the basis of such experiences that future choices can reliably be
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made. Thus whilst there were a few tourists who "never went back" the majority tended 

to actually use their own and friends experiences to build up a number of safe 

alternatives, of which Mallorca was one, that could be returned to even if some years 

holidays were taken in new destinations. Comments such as "it was supposed to be our 

last time, but we might well return again next year because we enjoy it each time we 

come" (M94) suggests that there is a strong tendency towards conservatism in the 

holiday choice of package tourists. When the final decision was made each year this 

conservatism acted to the benefit of destinations such as Mallorca which are familiar to 

the British package tour market. However this does not by any means guarantee that 

this will hold for the forseeable future, because many other destinations are becoming 

more familiar. As experience and awareness of these emerging alternative destinations 

grows the present large number of tourists who return to Mallorca simply because of 

familiarity may start to decline.

5.7.3 Experience of resort and choice of holidays.

Generally tourists were satisfied with their resorts. When asked how their experience of 

the resort was likely to affect future choice it was interesting that most comments 

related to general rather than specific characteristics of resorts. Whilst a few tourists 

specifically expressed an intention to return to the same resort because of a good 

experience, for the majority the experience had helped them consider further what it 

was that they looked for in a resort in more general tenns. "Not too rowdy but plenty of 

nightlife, I like being able to choose an active or quiet time" (R23). Specific comments 

tended to apply to accommodation, for example "make sure the apartment was as good, 

near to beach and shopping close" (R39), "next time I ’d go near to the beach, (with a) 

swimming pool for kids and avoid crowds" (R55). The list of requirements of resorts 

was long and varied between individuals and there is little point in giving too many 

examples. For example whilst some respondents had found it "nice to be out of the 

resort" (R126) and others found it "nice to be in the resort (R127). The point that 

emerged was that the majority of tourists were clear about the sorts of things they 1 

required of resorts and that these would form the criteria for future holiday choice.



Whilst tastes may differ, a number of focal points arose for which tourists required 

information. It is the sort of information they would look for in brochures, and should 

be incorporated clearly into such presentations. The type of information required will 

be recounted as a series of themes.

A theme that underlay the majority of the comments made about resorts and that is the 

need to know in advance about the geography of the resort. A main focus for many 

tourists was the beach and most tourists sought to find accommodation near to it.

Others required information about shops, bars, restaurants and the location of 

nightclubs. Many older tourists complained that insufficient information was available 

about the terrain of the resort, many found there were too many steep slopes, and 

required more information on the character of the resorts. Infonnation required 

regarding resort character varied widely ranging from whether there is a promenade for 

evening walks to the type of buildings or age of development or resort. More general 

background infonnation could be given that would aid tourists’ decision-making and 

ultimately lead to greater client satisfaction.

The notion of resort character is an interesting one that is entirely subjective. A better 

description of what is occurring when respondents talked about resort character is to 

realize that they were attempting to match themselves with resorts. They had certain 

views about the ’type’ of place and by implication the ‘type’ of people at the resorts that 

they would feel at home with. One of the largest number of similar comments referred 

to Palma Nova where many respondents said they required somewhere "less 

commercialised" and with more "character". These tourists often expressed an intention 

to try the North or the East of the island in future to seek such places. Cala D’Or 

attracts tourists who want less commercialised places and is portrayed as a place of 

"character" in tour operator brochures. However Cala D’Or did not always satisfy those 

people seeking character. Some comments were "It hasn’t enough character" (R91), 

"It’s not genuine" (R85,99) and "It’s getting overdeveloped, I prefer somewhere with 

more character" (R ill) . This is an important theme for the future of tourism on



Mallorca and one that needs immediate attention. The continued development of 

smaller resorts means that Mallorca is losing the diversity of resorts that has allowed it 

in the past to cater for a wide range of tourists. This is followed up in more detail in 

Chapter 6. There was a large number of comments about resort that specifically related 

to accommodation. This illustrates again that accommodation is one of the most 

important factors of holiday experience and is a significant part of the experience of a 

resort. The comments will be included in the final section on accommodation.

5 7.4 Experience of accommodation and choice of holidays.

Comments about accommodation evoked responses that were more easily grouped 

than had been the case with comments about Mallorca or resort. The two biggest 

groups (25 responses each) were those who had stayed in a hotel or self catering 

accommodation who would continue to do so. Again particular preferences varied so a 

review of the themes which emerged is a suitable fonn of analysis for the comments. 

The themes focus on the types of information required about accommodation.

In the case of hotels there was a recurrent theme that in future it would be worth paying 

more for better quality accommodation and upgrading their hotel rating by one star;

"it’s worth saving up longer for a 3-star hotel" (A56). Tourists staying in hotels had 

often been elsewhere but returned to Mallorca specifically because of the quality of 

much of the accommodation in comparison to places such as Greece. Once a certain 

quality of accommodation had been experienced it seemed uncommon for this aspect 

of holiday choice to be compromised. Compromise in accommodation often resulted 

in disappointment:

"last time we had a good hotel and liked the resort, so we came back to a 
cheaper hotel. When we book next year we’ll go for a dearer hotel, this 
year’s too basic" (R8).

There were a further thirteen comments from the resort questionnaire that also related 

specifically to hotel quality. The type of infonnation required about hotels was about
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factors such as the age groups using the hotel, for example older people usually did not 

wish to be with large numbers of young families. Generally respondents required 

infonnation on the presence or absence of entertainment and discos; self-service or 

waiter service at meal times and an honest assessment of the quality of the utilities, size 

of rooms, views and relative location to other activities in the resort. Those tour 

companies who attempted to convey fully such information were viewed favourably. 

For example:

"I trust Thomsons’ and Thomas Cooks’ brochures. I ’m impressed by the 
honesty of the descriptions because they are big companies" (A80).

There was a strong association made between tour operators and accommodation. A 

good hotel was equally as likely to cause a repeat booking with the same company as a 

return to the same hotel. A remarkable number of respondents (18) questioned about 

accommodation and future holiday choice specifically named the SOL hotel chain as 

being a fundamental factor in their holiday choice pattern. More often than not a 

change of resort would be guided by the presence of SOL hotels. Indeed the SOL chain 

publicises the location of its hotels elsewhere specifically to tap this trend towards hotel 

chain tourism which clearly for some is as important a factor as place tourism. A 

common comment was:

"I would pick a similar hotel, I ’ve been self catering for four years, now 
after SOL I wouldn’t settle for less. It even works out cheaper than self 
catering." (A71).

With regard to self catering accommodation the most often given reason for preference 

was freedom of movement, tourists did not feel tied to the timetable of the hotel. Again 

there was a willingness to pay for better quality accommodation but this was less 

pronounced than for the hotels. This may be due to the perception that generally self- 

catering accommodation is newer than hotels and more likely to be better quality as a 

matter of course. There does appear to be a degree of truth in this which is discussed in 

more detail in Chapter 6.



The open questions were useful in providing insights into the holiday experiences of a 

sample of visitors and the effect of these on future choice. In particular it was effective 

in picking out features that could not have been anticipated in advance and would not 

have been revealed by the structured approach that was also used for this study. A set 

of rating-scale questions were included in the questionnaires. These were specifically 

designed to investigate in a more structured way the effect of experience of Mallorca of 

resort on tourists intention of returning to Mallorca for a holiday. The analysis of these 

questions will fonn the final section of this chapter.

5.8 Experience of Mallorca and resort on choice of holidays: structured approach

5.8.1 Introduction

It was observed in Chapter 1 that many studies have considered the initial choice of 

destination by tourists (Gray and Herbert,1983; Hodgson, 1983; Henshall, 1985; 

Moutinho, 1986; Van Raaij and Francken, 1986), and the marketing of destinations by 

the travel companies (Ainnark Strategic Marketing, 1986; Graham-Hart, 1985;Kemp, 

1983). However, there appears to have been little consideration of the pattern of repeat 

business at specific destinations: the research of Gitelson and Crompton (1984) into 

repeat vacations of tourists at Texas Visitor Centers being one of the few examples.

Travel companies are aggressively competing for a larger market share, increasing 

capacity while keeping prices at unrealistically low levels. The outcome has been an 

overall loss of some £25 million by the top thirty tour operators in the U.K. in 1987 

(Observer, 1988). An alternative strategy might be greater consideration of repeat 

business; market share could be increased by retaining more clients for subsequent 

holidays. Thus it was thought desirable and appropriate in the stmctured section to 

attempt to link the holiday experience of a group of tourists to their expressed intentions 

of returning to Mallorca in future.



5.8.2 The sample.

As explained in Section 5.3, Figure 5.5 the questionnaire was structured to investigate 

three aspects of holiday experience relating to impressions of (a) Mallorca, (b) the 

resort and (c) accommodation. There were some common questions across the three 

questionnaires, with some questions being designed to investigate these specific themes. 

Thus, some responses represent the full sample of 387 whilst others are taken from the 

subsets with a minimum of 120 respondents for each theme, split evenly between the 

resort areas. The following questions were extracted from the questionnaires (Appendix 

5.2) to investigate the pattern of repeat business:

1. Is this your first visit to Mallorca ? (n=387)

2. Was Mallorca your first-choice holiday ? (n=123)

3. Is this your first visit to this resort ? (r»= 132.)

4. Was this your first-choice resort ? (n=130)

5. Would you return to Mallorca for a holiday ? (n =3#7)

Respondents were offered seven possible answers: 

Yes - next year, same resort 

Yes - next year, different resort 

Yes - in a few years, same resort 

Yes - in a few years, different resort 

Perhaps 

Doubtful 

Definitely not

The initial description of the results of the responses to these questions will be followed 

by an analysis of cross-tabulations of the first four questions with the final question. 

This will allow the pattern of likely repeat business by both time and place to be 

analysed, i.e.they can be cross classified by return to Mallorca ("Yes/No11) and return to 

resort ("Yes/No") in relation to next year and future years. This will reveal the pattern 

of repeat business amongst the tourists interviewed and provide a framework for
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discussion regarding the way in which tourists’ future holiday choices may be 

influenced.

5.8.3 Background to the sample.

The majority of the sample were repeat visitors to Mallorca (55 percent) but there was a 

substantial minority on their first-visit (45 percent). Within the sample there were more 

repeat visitors at Cala D’Or (58 percent) compared to Palma Nova (52 percent), but the 

difference between the resorts was within the sampling error for a survey of this size so 

it could not be considered significant. Numerical information on repeat business from 

other sources is sparse but a study of visitors travelling to Menorca in 1985 revealed a 

similar split between first-time and repeat business (Phelps , 1986). Interestingly 

Gitelson and Crompton (1984) also found that a majority of tourists had returned to 

destinations that they had visited before. The results of these studies and the present 

survey indicate the importance of repeat business to the travel industry. In the subset 

relating to the resort the proportion of repeat business was slightly smaller (49 percent) 

than that for the island as a whole. However more than three-quarters of these were 

first-time at resort visitors (11 percent) indicating the extent of the return visitors 

opting to go to a new resort. Visitors to the island were predominantly on their first- 

choice holiday (81 percent) and most of the tourists were in their first-choice resort (72 

percent). The rest of the tourists were on special deals where the tour operator selected 

the resort. There was no apparent difference between the two resort areas in the trends 

identified so far.

5.8.4 Holiday experience and intentions of choice of Mallorca and resort for a future 

holiday.

The overall results are shown in Table 5.15(a). Table 5.15(b) shows the same responses 

reclassified as "yes" and "less certain" about their return to Mallorca. Table 5.16 (a) 

shows the "yes" responses broken down by return to same or different resort (place)md 

Table 5.16(b) shows the positive responses by time of return. Both tables include a 

further division by resort area; Palma Nova or Cala D’Or.
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Table 5.15 Tourists' intentions of return visit: to
Mallorca for a holiday

(a) Total Palma Nova Cala D'Or
% Number % Number %

Number
Yes-next year,

same resort 17.3 67 18.9 39 15.5 28
Yes-next year, 
different resort 8.8 34 7.3 5 10 .5 19
Yes-in a few years,

same resort 20.9 81 20.9 43 21.0 38
Yes-in a few years, 
different resort 30.0 116 32 .5 67 27 .1 49
Perhaps 10.1 39 8.7 18 11.6 21
Doubtful 7 . 0 27 6.3 13 7.7 14
No 5.4 21 4.9 10 6 .1 11

100% 387 100% 206 100% 181

(b)
Tourists' intentions of return visit: to Mallorca

"Yes” "Less Certain”
77% (298) 23% (87)

Palma Nova
"Yes" "Less Certain"

79.6% (164) 20.4% (41)
Cala D'Or

"Yes"______“Less Certain”
74.1% (134) 25.9% (46)



Table 5.16
(a) Different.xat.xon of "Yes" response by return to resort;

Return to same resort Return to different resort
49.7% (148) 50.3% (150)

Palma Nova Cala D'Or
Same resort Different resort Same resort Different resort 

53.2% (82) 46.8% (72) 49.3% (66) 50.7% (68)

(b) Differentiation of "Yes”

Next Year 
33.9% (101)

Palma Nova
Next year In a few years 
28.6% (44) 71.4% (110)

raaponaea by time of return

In a few years 
76.1% (197)

Cala D'Or
Next year In a few years 
35.3% (47) 64.7% (87)



The complete set of data in Table 5.15(a) shows that the majority of respondents felt 

they would return to Mallorca, with the biggest single category, representing one third 

of the sample, indicating a return in a few years but to a different resort. Put together 

with the respondents who would return to the same resort in a few years time accounts 

for half the sample. One quarter of respondents indicated a return the following year 

which brought the positive responses up to more than three-quarters of the total number 

of respondents (Table 5.15(b)). When the positive responses are considered alone, there 

is an equal split between intention to return to the same resort or seek somewhere new 

(Table 5.16(a)). However, returning visitors are twice as likely to return in a few years 

time than next year (Table 5.16(b)).

The relatively few "less certain" reponses suggests a high level of satisfaction with 

Mallorca as a holiday destination, but there is the possibility of a bias towards positive 

responses when interviewing tourists in the course of their holiday (Rollins &

Chambers, 1988). A follow up postal questionnaire was conducted with half of the 

sample of 386, six months after their holiday. No significant changes in intentions to 

return appear to have taken place, the majority of tourists’ responses remained 

unchanged. The intentions of the tourists who had changed their minds tended to be 

minor changes. Few changed from a positive "Yes" response to a "less certain" 

response. Clearly this does not confirm that these intentions to return will be carried 

out, but it does at least indicate that the potential for repeat business is high. Finally, it 

would be wrong to conclude that all those who said they would definitely not return to 

Mallorca were dissatisfied with their holiday as this includes a significant minority who 

deliberately choose to go to different places each year. Indeed, respondents in this 

group commonly stressed that they deliberately never repeat a holiday so that they can 

visit more places.

When the two resort areas are considered separately (Table 5.15(a)) some statistically 

significant differences are apparent. Of the people intending to return next year those at



Cala D’Or showed a greater tendency towards changing resort than those at Palma 

Nova, whereas of those considering returning in a few years time, respondents at Palma 

Nova were more likely to change their resort. This may be due to differences between 

the types of tourist frequenting these contrasting resort areas or to the character of the 

resorts themselves. It would appear that the tourists in Palma Nova are more likely to 

repeat the same holiday for several years, enjoying the variety of facilities and nightlife 

in the larger resorts, before considering a change. Whilst most of the respondents at 

Cala D’Or commented favourably on the quietness and seclusion of the smaller East 

coast resorts, they were more likely to take a subsequent holiday at a similar type of 

resort but in a different location in Mallorca.

5.8.5 Factors influencing the pattern of repeat business to Mallorca 

The following analysis is based on cross-tabulations between the question concerning 

the likelihood of return with the other questions, the results of which are shown in 

Tables 5.17 to 5.20. The chi-square test was used to establish the significance of the 

differences between the cross-tabulations (the observed frequencies). The expected 

frequencies calculated for each table for the chi-square test are shown in parentheses.

Table 5.17 shows first-time and repeat visitors with intention to return. There is no 

difference between first-time and repeat visitors as regards place of return (Table 

5.17(a)(ii)). However, there is a significant difference in the time interval before their 

intended return to Mallorca (Table 5.17(a)(i)). First-time visitors are just as likely to •• 

change resort as repeat visitors, but they are more likely to return in a few years. The 

biggest difference in the whole table shows that repeat visitors are more likely to return 

the next year, possibly suggesting there is a core of tourists showing strong place 

loyalty. When the resort areas are considered separately (Table 5.17(b)) it was found 

that Palma Nova represented this trend more strongly than Cala D’Or. This supports 

the earlier finding that visitors to Cala D ’Or are less likely to return to the same resort 

the following year.
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Table 5.17 First-time and repeat visitors to Mallorca by
intentions of return visit to Mallorca.
(a) Both resorts
(i)First Visit Repeat Visit
to Mallorca______ to Mallorca

35 66 = 1 0 1  Return
(45.4) (55.6) Next Year
94 103 = 197 Return
(88.5) (108.5) Few Years
44 43 == 87 Return

 (39.1)_____________(47 . 9)___________ Less Certain
173________________212_____ = 395__________ Totals

(Figures in parenthesis throughout are the expected 
frequencies (E) figures without are the observed 
frequencies (O).)
Chi-square = 6.05 DF=2 (P = < 0.05)
(ii)
First Visit Repeat Visit
to Mallorca________ to Mallorca

62 86 = 148 Same
(66.5) (81.5) Resort
67 83 = 150 Different
(67.4) (82.6) Resort
44 43 = 87 Return

 (39.1)_____________(47.9)________  Less Certain
173 212 = 385

Chi-square = 1.68 DF=2



Table 5.17 (continued)
(b) (i) Cala D'Or (b) <ii) Palma Nova
First Visit 
Visit
to Mallorca

Repeat Visit 
to Mallorca

First Visit 
to Mallorca

Repeat 
to Mallorca

16 31 =47 Return 19 35 =54
(19 .8) (27.2) Next Year (25.6) (28.4)
36 51 =87 Return 58 52 =110
(36 .7) (50.3) Few Years (52) (58)
24 22 =46 Return 20 21 =41
(19 .4) (26.6) Less Certain(19.4) (21. 6)
76 104 =180i Totals 97 108 =205

Chi-square = 
DF=2

=3.18 DF=2 Chi-square =4.52 
(P = <0. 05)

(c) (i) Cala D' Or (c)(ii) Palma Nova
First Visit Repeat Visit First Visit Repeat
Visit
to Mallorca to Mallorca___________ to Mallorca to Mallorca

25 41 =66 Same 37 45 = 82
(27 . 9) (38.1) Resort (38.8) (43.2)
27 41 =68 Different 40 42 = 82
(28.7) (39.3) Resort (38.8) (43.2)
24 22 =4 6 Return 20 21 =41
(19.4) (26.6) Less Certain (19.4) (26.6)
76 104 =180 Totals 97 108 =205

Chi-square =2.55 DF==2 Chi-square =0.26
DF=2
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Table 5.18 shows the relationship between first-choice holiday and intention to return. 

The table shows a significant difference between first-choice holiday and not first- 

choice holiday groups of visitors, in both the question of time and place of return. In 

each case this is due to the larger proportion of "less certain" responses by the not first- 

choice holiday respondents. Thus those on their first-choice holiday tourists are more 

likely to return to Mallorca and the resort, suggesting that people are likely to react 

more favourably to a place if they have chosen to be there.

Table 5.19 couples first visit to resort with intention to return. There is a significant 

difference between the first or repeat visit to the resort and both the time and place of 

the return visit. In both cases this is due to the repeat visitors who are more likely to 

return to Mallorca next year, and to the same resort, than are visitors in the resort for 

the first time (Table 5.19). This again suggests that some repeat visitors show place 

loyalty, not only to the island but to a particular resort. An extreme case was one 

respondent found in Palma Nova who had been to the same hotel for seventeen 

consecutive years!

Table 5.20 links first-choice resort with intention to return. There was a significant 

difference with respect to intention to return to Mallorca next year between the first- 

choice resort and not first-choice resort groups. The first-choice resort group were 

more likely to return to Mallorca the following year, whilst the not first-choice resort 

group were less likely to return and if they did they were more likely to do so after an 

interval of a few years.



Table 5.18. First, choice holiday or not, first choice
holiday by intention of return visit to Mallorca.
First Choice 

Holiday
Not First 

Choice Holiday
30 4 34 Return
(27. 6) (6.4) Next Year
49 8 57 Return
(46.3) (10.7) Few Years
20 11 31 Return
(25.2) (5.8) Less Certain .
99 23 = 122 Totals

Chi-square = 7,,59 DF=2 (P = <0 . 05)

First Choice Not First
Holiday Choice Holidav

36 7 43 Same
(34.9) (8.1) Resort
43 5 48 Different
(39.0) (9.0) Resort
20 11 31 Return
(25.2) (5.8) Less Certain.
99 23____ = 122____ Totals



Table 5.19. First or repeat visit to resort by intentions
of return visit, to Mallorca.
First Visit Repeat Visit
to Resort_____________ to Resort

25 15 = 40 Return
(30.9) (9.1) Next Year
54 13 = 67 Return
(51.8) (15.2) Few Years
23 2 = 25 Return
(19.3) (5.7) Less Certain
102 30 =132 Totals

Chi-square 8.48 DF=2 (P= < 0 . 01)

First Visit Repeat Visit
to Resort to Resort ______ ..... •

29 16 = 45 Same
(34.8) (10.2) Resort
50 12 = 62 Different
(47.9) (14.1) Resort
23 2 = 25 Return
(19.3) (5.7) Less Certain
102 30 =132 Totals

Chi-square = 7.71 DF=2 (P = <0.01)



Table 5.20. First choice or not first choice resort by
intention of return visit, to Mallorca.
First Choice Not First

Resort___________ Choice Resort
34 6 = 40 Return
(28 . 6) (11.4) Next Year
45 21 = 66 Return
(47.2) (18 .8) Few Years
14 10 = 24 Return
(17.2) (6.8) Less Certain
93 37 =130 Totals

Chi-square = 5.98 DF=2 (P = < 0.05)

First Choice 
Holiday

Not First 
Choice Holiday

36
(32.2) 
43
(43,6)
14
(17.2)

9
( 1 2 . 8 )

18
(17.4)

10
JJL JL L

= 45

61

Same
Resort

Different
Resort

24 Return
Less Certain

93 37 =1.30, Totals
Chi-square = 3.67 DF=2
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5.8.6 Discussion

Several significant points can be drawn from this study. The most important factors 

influencing the intention of tourists to return wer z repeat visit and attaining their first- 

choice holiday. Mallorca is an example of an established international destination 

dominated by the package tour market. Indeed its development has been dependent on 

the accessibility provided by tour operators who offered tours priced for the mass tourist 

market. If a tour operator wishes to cultivate repeat business this study suggests a need 

to ensure that clients not only have good holiday experiences but are also able to have 

the destinations of their choice. Burkart (1984) points out that ninety percent of 

package tours are sold through travel agencies, it is therefore important to ensure that 

travel agents are more effective at matching clients’ requirements to destinations.

Indeed a major British tour operator has recently instituted such a system (Travel Trade 

Gazette, 1988)

Another important trend was that the majority of tourists were likely to return in a few 

years and that half of these would return to a different resort. This suggests that perhaps 

the activities of the travel representatives in the course of a holiday should include 

promotion of other resorts on the island that tourists might choose on future occasions.

In this situation Boston and Moll (1983) suggest that the provision of infonnation 

would be more effective because the desire to holiday at the destination in future was 

strong. Moutinho (1986) identified three stages in his tourist behaviour model, the '' 

stages are: "pre-decision processes", "post purchase evaluations", "future decision- 

making". Whilst tourists are on holiday they are the ideal ’captive audience’ and there 

is an excellent opportunity for influencing all three stages simultaneously. Tourists will 

be forming opinions that will later be recalled during "post purchase evaluations" on the 

basis of their experiences during their holiday. It is likely that "pre-decision processes" 

such as perceived risk and plans for "future decision-making" can also be influenced 

because tourists are being encouraged to think about all three stages whilst in a ’good’ 

frame of mind.



It is also worth noting that there is increasing criticism of the hard-sell tactics employed 

by some travel representatives in for example promoting coach trips. The devotion of 

more ’soft-sell’ attention to the possibility of repeat business might create greater 

loyalty to tour operators and destinations in the long term and make the role of the 

representatives more of an advisory one rather than concentrating, as at present, on 

immediate sales of extras. This might be achieved for example through social evenings 

involving the use of video designed to inform tourists, whilst they are on holiday, of 

accommodation and resorts offered by the tour operator elsewhere on the island. 

Comments made by tourists suggest they would react better to a ’soft-sell’ rather than a 

’hard-sell’ when recalling their experiences of tour operators during subsequent holiday 

decision-making..

This study has concentrated on the question of repeat business but nearly half the 

tourists were on their first visit to Mallorca. Perhaps this is not surprising in view of the 

increase in the number of tourists visiting Mallorca over the last few years. The volume 

of repeat business will grow as the market expands, but as indicated by the high 

intention of return found in this survey, it is likely that the repeat business share of the 

market will also grow. This illustrates the importance to both tour opertators and travel 

agents of satisfying clients’ preferred destination choice. The more sucessfully this is 

done the more likely they are to encourage clients to make repeat bookings with the 

same company.



CHAPTER 6

TOURISTS EXPERIENCE OF A HOLIDAY DESTINATION:

THE TRAVEL TRADES’ VIEW

6.1 Introduction

In Chapter 5 tourists’ views of Mallorca were considered to gain insights into the 

development of the image of a destination with reference to how the holiday experience 

affected their images. It was also thought desirable to investigate the travel trades’ 

views of tourists’ images of Mallorca. The travel trade is a very important agent of 

image fonnation. By using insights gained from travel trade employees on the island an 

overview of this process, and the role played by the employees in this process could be 

gained.

6.2 Sample

Thirty travel representatives of major British tour operators were interviewed during

early October 1988 in Mallorca using individual and group interviews. The stmcture of

the interviewee sample is given in Table 6.1. It was realised that there were inherent

dangers in using an intermediary to recount the experiences of others; however there
1

were advantages that were judged to justify this approach. By interviewing members of 

the travel trade of different ranks and length of experience it was aimed to reflect a wide 

range of views: from young representatives experiencing the island for the first time to 

the most senior regional controllers with years of experience of tourism on the island.

1
I n  t h i s  C h a p t e r  t h e  t r a v e l  t r a d e s *  v i e w s  o f  v i s i t o r  i m a g e s  a r e  
i n v e s t i g a t e d .  T h i s  i s  i n  c o n t r a s t  t o  p r e v i o u s  C h a p t e r s  i n  t h a t  
i t  s t u d i e s  i m a g e s  two s t a g e s  r e m o v e d  f r o m  r e a l i t y .  T h i s  a p p r o a c h  
was c o n s i d e r e d  v a l i d  b e c a u s e  t h e  t r a v e l  r e p r e s e n t a t i v e s  w e r e  n o t  
b e i n g  e v a l u a t e d ,  t h u s  t h e r e  was  no r e a s o n  f o r  them t o  d e l i b e r a t e l y  
m i s r e p r e s e n t  t o u r i s t s  * v i e w s .



Table 6.1 Structure of sample for interviews

South-West East
_________________________Mallorca_________________ Mallorca

Representatives: 
one to four years 
experience

5 3

Senior
Representatives

2 2

Regional Controllers 2 1

Group Interviews 6 ( 2 x 3 ) 9 ( 3 x 3 )

Representatives 
Total = 15 15

Welcome Meetings 2 2

Head of island 
tourist authority

1

6.3 The Interviews

6.3.1 Introduction

The insights into individual tourist experience considered in Chapter 5 reflect the views 

of tourists during a single holiday at a specific time of the year. The representatives on 

the other hand will have been in contact with a great number of tourists at all times of 

the year. It was from this range of experience that the greatest potential for valuable 

insights into tourists’ experience of place lay. Moreover the views of the travel 

representatives were seen to be of interest in their own right as an important factor in 

image infonnation. It was also decided, in common with other parts of the case study of 

Mallorca, to conduct the interviews in the South-West, concentrating mainly on 

Magalluf/ Palma Nova, and the East, concentrating on Cala D’Or/ Cala Ferrera. This 

was done in order to highlight any differences there might be in perceptions and 

experiences’ of tourists of these contrasting resort areas.



6.3.2 Interview techniques

Qualitative research interviews can be conducted on an individual or a group basis. It 

was decided to use both approaches because both have advantages and disadvantages 

and as Hedges (1984) points out "often the two techniques are best used together in the 

same project because their respective strengths and weaknesses can complement each 

other". By interviewing individually a more through knowledge of each respondents’ 

views can be gained. The interaction is restricted to interviewer and interviewee and 

thus an individual has more scope to explore their own views’ with the interviewer. In 

a group situation views are challenged and the discussion can quickly change course as 

each respondent offers their views. These two situations are given as examples but are 

not necessarily advantages and disadvantages per se: they have to be judged in the 

context of the research topic being investigated. In the present study there was virtue in 

using both together. Individual interviews could provide subtle detail and could later be 

compared for consistency. Group interviews offered the opportunity that differences of 

opinion would stimulate others’ views and generate insights not provided by the 

individual interviews. This is important because in interviewing about topics such as 

this, the respondents were being asked about things they had not previously been called 

upon to articulate. There was of course the danger that the social pressures of group 

interviews would affect responses, but this was less of a danger when they were relating 

their opinions about others’ experiences. Respondents were less likely to feel the need 

to give artificial or ’standard’ responses because they were attempting to present 

themselves in the best light.

An in-depth interview approach was taken in preference to structured questionnaires 

because of the nature of the topic being researched. Questionnaires in this instance 

were thought to be counter-productive in that they would constrain the possible 

responses and insights would be lost.

"Because qualitative techniques are not concerned with measurement they 
tend to be less structured than quantitative ones and can therefore be made 
more responsive to the needs of respondents and to the nature of the subject 
matter." (Walker 1984)



6.3.3 Interview structure

In order to ensure that the topic of tourist images and experience of Mallorca was 

covered a preliminary underlying structure to the interviews was drawn up (Figure 5.1). 

It was anticipated that it would be counter-productive to force the interviewee to deal 

with these topics in a strict order. It was thought likely that most of the topics would 

arise during a discussion around tourist images and experience of Mallorca, so this 

structure was used as a reference check. It was not considered essential to force a 

response on each item if time was running out or if the discussion took a previously 

anticipated but productive course. The aim of the depth interview was to gain insights 

based on the interviewees experiences and views, if these consistently contradict 

expectations or take a different course to that anticipated, then the interviewer must be 

able to adapt and evolve an interview strategy to cope with such changes. In short this 

initial underlying structure to the interviews was in essence a catalyst to "get the 

interview going". Hedges (1985) suggest that "the primary underlying structure is 

imposed by the objectives of the research which provides a conceptual framework 

within which the analysis can be organised". It was found that as each interview was 

conducted the structure and questions changed slightly because some questions were 

more or less productive than anticipated. The stmcture of the interview was 

changedafter the first few interviews and an alternative structure was developed that 

provided a more productive framework. It is within this framework that the interviews 

will be analysed (Figure 6.2). This approach to the interview is essentially based on the 

interactionist perspective in that the interview is seen as a social event involving 

interaction between the interviewer and interviewee. This interaction leads to a 

negotiated interview stmcture that most properly conveys the individuals actual views.

Silvennan (1985, p i62) summarizes the contrasts between the interactionist and 

positivist approaches to the interview.



Table 6.2 Two versions of the interview relati onship

Positivism Interactionism
Status of 
interviewer

Object- following 
protocol

Subject- constructing 
interview context

Status of 
interview

Object- revealing Subject- complying
items relevant to with or resisting
research protocol this construction .

Further this view leads to the practical implication for conducting the interviews:

(a) It allows respondents to lise their ’unique ways of defining the world’ (Denzin, 
1970 p 125).

(b) It assumes that no fixed sequence of questions is suitable to all respondents.

(c) It allows respondents to ’raise important issues not contained in the schedule’. 
(Silvennan 1985)

One of the problems for interviewers in this situation is how far are they supposed to 

interact with the respondent. Silverman (1985) points out that the researcher that strives 

to maintain a minimal presence is implicitly accepting the positivist view that 

interaction with respondents is to be avoided in order to avoid the bias that may be 

introduced by the researchers. The interactionist view would be that interaction is 

essential in order to at least give clues to the interviewee as to what may be relevant. 

There can be no hard and fast line on this but a summary is given below to illustrate the 

practical approach that was taken.

(a) The underlying structures (Figures 6.1 and 6.2) were used to provide clues to 

interviewees as to what may be relevant within the context of the study. It was 

not desirable to have a totally open interview, there must be some initial focus no 

matter how loosely defined and open to change.

(b) This stmcture acted as stimulus to interviewees who were free to respond in 

any manner they saw as relevant. If they interpreted a question in a different 

manner to that intended, this in itself was interesting and was explored.



Figure 6.1 Underlying structure for interviews (topic areas) with 
travel representatives in Mallorca

First-time Visitors Repeat Visitors

Expectations Reasons for choice

Image development: requests for information

Evaluation of holiday experience 
positive and negative comments 
Accommodation/Resort/Mallorca

Intentions of return to Mallorca: 
effects of experience on future 
choice of holiday

Travel Representatives 
summary of island for 
tourists

Tourists' experience of resort 
and island
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(c) The questions were not structured in any set order; completion of a ’set’ of 

questions was also not thought essential.

(d) The interviewers’ role was to attempt to structure what appeared to being said
e

by the interviwee. The intervikvers ’ interpretation was related to the interviewee. 

They were thus free to agree or to carry on expanding a point or to correct the 

interviewer by exploring a little more what they meant. Thus the role of the 

interviewer is interactive without being influential or biased in the sense that they 

interject with their opinions or disagree with the interviewee. These would, of 

course, be entirely inappropriate forms of interaction. The aim was to allow 

interviewees to develop their views in their own terms without being intimidated 

by the interviewer or made to feel that there was a correct answer towards which 

they should be moving in order to satisfy the interviewer.

(e) Another fonn of interaction that seemed appropriate was to mention other 

opinions that had been expressed by other groups or individuals to get their 

reactions. The interviewer can be interactive without getting personally involved 

and influential in determining the outcome of the interview. That is Objectivity 

cannot be guaranteed in social research or indeed seen as desirable if the 

interviewer is to be sensitive and interactive with respondents. However, this is 

not to say that the conducting and subsequent analysis of social research cannot be 

rigorous.

Attempts to achieve rigorous research must necessarily revolve around organisations of 

approach whatever it may be and consequent description, conceptualisation and 

exploration. This is essential in order that the value of any research can be judged and 

applies both to quantitative and qualitative approaches, whatever theoretical framework 

guides the course of the research. The role of the researchers is to reach a point when 

they can review what has been suggested by the research and can attempt to 

conceptualise and explain what has been established. Clearly this point may be arrived 

at by many research routes. It is also important to describe how the researcher arrived at 

these conclusions. In the present study several types of approach have been used. In



Chapter 4 and 5 it was relevant to describe how the sample was selected, and how the 

resultant data was analysed statistically: this gave the reader the background 

information by which the status of the results and conclusions may be judged. The 

same approach should apply to the analysis of interviews. In the preceding sections the 

reasons for the type of interviews conducted have been given and the interview 

stmcture has been described. It was also important however to describe in a little more 

detail how the stage of conceptualisation and exploration was arrived at. Thus the 

sequence of interviews will be reviewed and some important points raised relevant to 

how the stmcture of the interview evolved and how this affected the conduct of the 

interviews. It is essential to describe these things because without doing so the analysis 

may just seem to ’appear from nowhere’. The analysis of the interviews is therefore 

described in Section 6.4. Further details on the conduct Of the interviews are given 

in Appendix 6.1.

6.4 The analysis of the interviews

6.4.1 Introduction

The analysis starts with a clear indication of how the interview was conducted. This is 

followed by a transcription of the interview tapes. The potential for bias being 

introduced by the researcher is at least as great at the beginning as with the later 

analysis of the interviews. Therefore in attempting to establish the status of the 

interview analysis in comparison to other methods of analysis some general points are 

discussed in 6.4.2 and 6.4.3. A brief description of the researcher’s thoughts at the time 

of the interviews is also included in Appendix 6.1.

6.4.2 Interpretation and relativism

Concepts and theories are more likely to be valid if they are based on primary 

information of some kind whether it be census data or interview transcripts. What it is 

important to accept is that any interpretation is relative not absolute. For example, 

interpretation is relative to the use to which the data is being put: are the interviews 

being analysed for policy recommendations or for an understanding of an individual’s



experience ? Also it is relative to the research perspective used and values of the 

observer, no analysis can be ’value-free’ in the social sciences. The researcher can 

attempt to ’suspend’ their own viewpoint but is this always the case ? To put it crudely 

why else will one researcher choose a marxist perspective whilst another chooses a 

functionalist view and another a symbolic interactionist view ? It is likely that it is 

because the conceptual and methodological framework seems to make sense to that 

researcher relative to their own world view. By consistently applying the rules within 

one perspective, an apparently coherent, consistent approach can be taken. The 

researcher is essentially protected from the ravages of other perspectives so long as they 

are consistent within the methodological rules associated with the theoretical 

perspective that they use. However within each perspective there are shades of 

interpretation of theory and methodology. As part of the procedure for establishing the 

status of research writers often maintain that other perspectives are ’wrong’ and that 

theirs is ’right’. Attention is then turned to other interpretations within their own 

perspective where some are seen as ’more right’ and others as ’less right’. As part of 

the justification for my research I too claim that I have got it right , indeed it would not 

be acceptable for my thesis to be submitted if this were not the case. However, the 

approaches taken were selected because they seemed to me to be relevant and useful to 

gaining insights into tourists’ images. Many other possible approaches and 

interpretations could have been of equal or possibly even greater worth. It could be 

argued that by taking this eclectic approach I am opening the door to ’unbridled 

relativism’. What I am attempting to do is admit that the qualitative work in this thesis 

is by its nature interpretative. However I also want to give this interpretation status by 

situating the analysis in a context of the framework for the interviews and the 

methodology, and clearly trace how the concepts emerged from the analysis. This 

might be termed situated relativism where for Glaser and Strauss (196",) conclusions 

and the resulting theoretical insights are firmly ’grounded’ in empirical data. It seems 

reasonable to assert that all social science research is an interpretation of social 

phenomena that are by their nature dynamic. However, this does not inevitably lead to 

’unbridled relativism’ where no research can be given value or status. The same



principle applies to both quantitative and qualitative research; the clearer the detail of 

methodology of research is, the more information there is to judge the status of the 

outcome.

6.4.3 Method

The analysis of the tapes of the interview commenced with transcription of the tapes by 

hand in A4 notebooks on one side of the paper, the facing page being left blank for 

notes on the text. A note of the tape counter was taken at regular intervals so that any 

quote could be cross-referenced to any part of a tape. This was important for possible 

reference that may have had to be made to the context for statements or for listening to 

the tone of voice in which things may have been said. This is important because by 

going over the tapes and transcripts at leisure avoids what Hedges (1984 p87) refers to 

as ’selective perception’ i.e. only noticing what is dramatic and/or which interact with 

the interviewer’s prejudice. It also helps in the assessment of the quality of the 

interview, not all interviews are of equal value.

The taping and transcription of interviews is accepted as a thorough method of 

qualitative data collection. However this presents a most daunting task at the analysis 

stage because of the sheer volume of information to be processed. After transcription of 

the tapes by hand my second contact with the material was to re-read it. Ideas began to 

form on the basis of this and notes were made on the facing pages of the transcriptions. 

These notes were then read through and an attempt was made to sort the quotes and 

comments drawn from the interviews into the categories that had emerged during the 

course of the interviews. At first this was attempted by means of listing and indexing 

references on separate sheets devoted to each category. For example first-time visitors 

images, comments on excursions etc. However this proved unwieldy and resulted in 

too much replication of note-taking. A more efficient way to reorganise the information 

was by photocopying and reducing to seventy percent a copy of the notebook. The 

notes were categorized by cutting them out and sticking on eight by five inch record 

cards. Each card was given a category title referenced by number of interview and page



in notebook (e.g. 11/96) and thus could be traced precisely to any point in an interview. 

Cards that contained more complex references could be given second category titles. 

Some cards were also cross-referenced to others where interconnections between the 

categories had been noted.

Clearly not all the infonnation from the tapes, which amounted to approximately 30,000 

words, would be required but this method of organising the transcripts allowed 

considered judgements to be made on which examples to extract from the tapes that best 

illustrated the concepts and ideas that emerged from the analysis. It was also a means 

of ensuring that ideas that were put forward were firmly "grounded" in the data and 

could be referenced clearly. By making explicit how and why ideas were formulated an 

attempt at rigorous qualitative research could be made.

6.5 Representatives*images of Mallorca

6.5.1 Introduction

The analysis of the interview data will start with the representatives own images of 

Mallorca. This is useful because it gives a first overview of some of the general ideas 

that emerged throughout the interviews. Aspects of image formation, holiday 

experience and choice will be covered. The sections that follow deal with each aspect 

of image identified in Figure 6.2.

The representatives fell broadly into two groups, those who had never been to the island 

and had not wanted to work there and those representatives who had been on holiday to 

the island, knew it and wanted to work there. For those who had not been before the 

area that was to be avoided in particular .was the South-West.

"Originally I asked for Turkey. I thought I hope to hell I don’t get the 
South-West, simply because of the reputation. I didn’t think I ’d be able to 
cope with it but I actually worked on the South Goast and it wasn’t as bad as 
that round Magalluf. (7/22)



6.5.2 Image as simile

The biggest single factor working against Mallorca for the representatives with no 

experience was coping with the workload due to the size of the island and the perceived 

"character" of the resorts.

"I’d heard it was commercialised like Blackpool". (14/57)
"The image I had was like the Magalluf.. you know, what you see in the 
paper, rowdy" (2/6)
"You think it’s like Southend or Blackpool but I was pleasantly surprised. 
The only places I had been before are France and Malta. I really expected it 
to be like Malta like the places in Malta . To be honest I thought of it only 
as a holiday resort not where it was or what it was but that’s because I ’d got 
no choice in where I was going to. It is a beautiful island I can say that now 
but I was n’t expecting anything but a holiday resort. Like Blackpool or 
something". (11/40)

Two things are emerging here. Firstly, how representatives on their first visit recall

framing their expectations in terms of what they knew and were familiar with. Thus "I

thought of it as a Spanish version of Blackpool" (18/81) or "I thought it would be

another Benidonn". Secondly the influence of the negative image of Magalluf on the

overall image of Mallorca. Magalluf was seen as the resort that "typified" Mallorca.

Sally’s comments illustrate this well.

"Unless you’ve been yourself, you say you’re going to Mallorca on holiday 
to a lot of people and they ...immediately assume... everywhere is like
Magalluf. I expected contrasts but not as such a great contrast I expected
the rest (of Mallorca) to be like Magalluf but on a smaller scale". (7/23)

This image was not modified by working elsewhere as travel representatives.

"I worked for many years in the Canaries and one of the places I said I 
would never go to was Mallorca and then I was moved to Mallorca and just 
before I came here to work I came over for the weekend and was quite 
shocked. It wasn’t bad after all!". (17/76)

This suggests that strong feelings about destinations results in strong reactions when the

place is experienced. In these cases it seems to have been one of pleasant surprise

rather then confirmation of strong negative expectations. Keith suggests how such

negative images may have originated.



"In the early 1960’s people that were looking for somewhere to go and 
didn’t know the island tended to get bombarded with cheap and cheerful 
advertising which for the most part was what was needed; Millions of 
people have been to Mallorca and it tends to create an image of., that the 
place is only suitable for bucket and spade type tourists, which is not at all 
true and the press have a bee in their bonnet about Mallorca as well. So all 
in all it ’s a much maligned island." (20/100)

What was interesting was that Magalluf in particular continued to be seen in a negative

light by representatives who had worked elsewhere on the island. However, most

representatives changed their views after working there.

"I worked in Paguera last year, then I thought "Oh God I ’m bound to get 
Palma Nova next year" and that’s only from down the road. I work in the 
busiest place, right in the heart of Magalluf in Tora Nova and the discos are 
right there. I live there right outside and I wouldn’t change it for the world, 
even in July and August". (12/45)
"It really didn’t live up to that image at all. There are certain areas and bars 
in Magalluf, but then even that is blown out of all proportion by the media. 
The time I’ve been here I don’t think I have witnessed any incident in the 
street or anything like that. I walk about at all hours of the day and night 
but there’s no danger, my impressions are very positive. Other parts of the 
island are more scenic but they attract a different type of tourist than 
Magalluf. (18/81)

6.5.3 Image stereotype

In discussing expectations, the role of travel agents arose, in particular when comparing 

their own poorly developed image of Mallorca to that of travel agents who are selling 

Mallorca to tourists.

"To sell Mallorca you have got to have been here, been round the island to 
sell it properly. Tour operators should keep sending travel agents out to see 

it and then sell it properly and haven’t got the image of the people who 
are coming in who have not been there. That’s why you go to a travel agent 
to book your holiday and to get advice on your holiday. Let’s face it you go 
into a travel agent and you think they’ve been everywhere. You go into a 
lot of places and the girls don’t even like going abroad which is crazy. They 
should go to see places so they can sell it and advise, but tour operators 
don’t offer enough educationals." (7/23)

Two aspects in particular were mentioned, knowledge of the resorts and matching to 

’types of tourists’. Travel agents’ knowledge of these ’types of resorts’ was most often 

formed on the basis of an image of the ’types of people’ to whom they sold holidays. 

One of the travel agent’s main roles was seen as matching types of people to types of



place. The criteria for such typing was made at a relatively simple level (Table 6.3). 

There may seem to be a contradiction here concerning this simple categorisation of 

people and places by type . Travel representatives started by talking about their simple 

stereotype image of the island and the misconceptions they had prior to their visit. They 

went on to say how much more complex their image now was, yet still they used simple 

labels for types of place. There was also a contradiction in their defence of Magalluf 

as a place that was not as ’bad’ as it’s image. They maintained in fact it was a place 

that was varied and suitable for many types of tourists. However, they persisted in 

classifying Magalluf as a "lively, young person’s resort" and places such as Cala D ’Or 

as "quieter and for older people". The probable explanation for this is that there are 

levels of meaning that are adequate for certain purposes (Table 6.4). It can be seen that 

at a superficial level places may be classified as resorts for "young" or "old" clients but 

this in fact is not an adequate description. More complex typing of place involves 

linking it to the motivations of the particular tourists involved. This gives a more 

realistic framework and sums up the main overall point made by representatives about 

the image of Mallorca.

Mallorca is a far more complex place than is realised by even those in the travel trade. 

Greater awareness of this complexity was required by those travel agents selling the 

island. Tourists’ destination images and holiday choice is a complex relationship: more 

emphasis on the matching of clients to places must be based on a greater awareness of 

both the image and the reality of destinations such as Mallorca. As tourists tastes and 

demands change tourist satisfaction with package holidays in Mallorca in the future will 

be dependent on the succesful matching of clients and resorts.

6.6 First-time visitors and early experiences

6.6.1 The image of Mallorca and Palma Nova/ Magalluf

The image of Mallorca appears to be synonymous with the image of Palma

Nova/Magalluf for most first-time visitors. The travel representatives were able to

portray vividly what this image was and how it worked during tourists’ early



Table 6.3 Simple place stereotype

Types Of People 
"Young Lads" 
"Young Families" 
"Older People"

Types Of Place 
"Lively" 
"Lively" 
"Quiet"

Table 6.4 Levels of adequacy of image of place and matching
to 'type1 of tourist.

Level Cala D'Or Maaalluf

Quiet place Lively place
Superficial Older people Young people

Intermediate Young people with 
young children

Older people who 
like nightlife

Complex Young, single people 
who prefer quieter 
resorts and informal 
recreation

Young & old people 
with a preference 
for nightlife, 
themeparks, 
amusements and 
organised 
recreation
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experiences of the resorts. It was also interesting to contrast the reactions of tourists’ 

eventually staying in Magalluf with those staying outside this resort. Possibly the 

strongest single image that has immediate impact on tourists is the realisation of the 

scale of tourism on the island.

"A lot of people think it is a (tourist) factory. To an extent it is, if you go to 
the airport at Palma tonight Thomsons have got 40 flights with 150 reps, it’s 
got to be run like a factory otherwise you’d never even cope with it". (8/27)

Thomsons take 143 flights a week and have 260 representatives working on the island. 

Others described expectations as "one big Butlins" or a place you could have "Fourteen 

Saturday nights if you want it".

For many first-time visitors, resorts on the island were seen as being "Magalluf like" i.e. 

smaller but similar in character. This illustrates the strength of the image of Magalluf 

which is represented in the press as the "typical" Mallorquin resort and even the 

typical resort of all that is tasteless and indicative of what is seen as wrong with 

mass-tourism. These attributes might be summarised as over developed and badly 

planned high-rise developments which are populated by the 'sheep-like' mass tourists. 

Latterly this has been added to by an image of vandalism, drunkeness and violence. As 

the Independent (16/07/88 p i7) observed

"From reading the papers, Majorca seems like an island under siege from 
the "holiday hooligans". The language used to describe the problems may 
be over dramatic but the situation is none the less a serious one. In the first 
six months of 1987 the number of British people arrested by the police and 
prosecuted was 16 the figure so far (this year) is 47".

Thus an article attempting to play down the excesses of description of the tabloid press 

still sees an increase for 16 to 47 as "serious". It could be represented as a 300 percent 

increase, it equally could be pointed out that 1.8 million British tourists visit the island 

each year. In this context 47 arrests in six months hardly seems excessive.



6.6.2 The conflation of negative images of place

It is useful to illustrate a single event which occured during July 1988 which 

precipitated a great deal of media attention and was seen as having a serious effect on 

tourism on the island. The Guardian (Saturday July 2, 1988) under a headline of 

"Majorca taxi-driver dies as holiday Britons brawl" reported that a group of drunken 

Britons launched an assault on a group of taxi drivers as they waited at a local rank and 

that: "One driver collapsed after a massive heart attack and another was taken to 

hospital after a bottle was broken over his head."

This incident was a focus for much newspaper attention during the following weeks and 

the five Britons were threatened with manslaughter charges. Whilst undoubtedly it is 

always difficult to be sure what actually happened in such a situation it is worth noting 

that four separate similar account of what actually happened were given by travel 

representatives. One of these accounts was from the representative at the hotel where 

the father of one of those arrested had stayed. A regional controller for a major British 

tour operator in Magalluf, summed up the general opinion on the event.

"You’ve probably heard about the death of the taxi driver. The way it came 
out in the press was absolutely ridiculous. The truth of the matter is. it was 
the taxi driver’s fault in the first place. I know witnesses who were there. A 
taxi came down the road; lads walking in the middle of the street. The taxi 
didn’t slow down, he kept on going so the guy had to move and hit the top 
of the taxi as it went past. The taxi driver got mad about it, got out with a 
baton and started laying into these guys so a big melee started. Another taxi 
driver came to help, slipped, and had a heart attack. He’d already had two 
heart attacks and shouldn’t have been driving a taxi. That was the thing that 
started off the "yobs abroad" thing for this year". (17/77)

Miles summed up the consequences of this negative publicity for the resort of this 

single incident.

"After that no-one wanted to come here because of preconceived ideas 
about how rough it was and because of the hooliganism and drunks 
everywhere; vandalism. So, particularly late-availability, wanted to go 
anywhere except Palma Nova/Magalluf. As a result some of them got 
disappointed. It was a matter their of reasurring them. "Before you change, 
just stay here for a day, take a look outside, see what it’s like for yourself. 
Make your own mind up." I would say about 90 to 95 percent stayed. It was 
only those who arrived and said, "We want to move, we want to



move."...The majority stayed once they realised what the resort was like. 
The press caused us a lot of harm because obviously it is a bustling, lively 
resort but as soon as that press report went out people were reading it and 
saying, "There’s no way we’re going there". They were ringing up 
Birmingham to telex us, "Mr and Mrs Smith do not wish to go to 
Magalluf."" (14/58)

The hotel in which Miles was working catered predominantly for families and older 

people. Pepe contrasts their reactions to those of young people arriving in the resort.

"The young chaps here arrive like conquerors. It’s only the first night
really, after that they go calm. But they come here thinking it’s Brighton or
Blackpool or something like that".

Thus the resort is not actually as expected and is in fact more restrained overall than 

either group expected. For both groups, early experiences start the process of 

accommodating expectations to reality . The reality appears to be that Palma Nova/ 

Magalluf is a large but more moderate resort than most tourists expect. What is 

interesting here in relation to image is how there may be a basis in fact, but it is the 

representation of image and the meanings that are attached to an event. At best the 

media exaggerated events at worst they totally misrepresented the events that occured in 

Magalluf. Actual events are interpreted in terms of popular negative preconceptions of 

such resorts that already exist. It is almost as if all negative associations with mass 

tourism are concentrated in one archetypal package tour destination. In the case of 

Magalluf all these associations are transferred to form the image of the resort. However 

in reality rarely will all these associations apply entirely to any one resort. What 

happened in Magalluf as a consequence on this occasion is illustrated in Takle 6,3. No 

charges were brought and the Britons were released after the full facts were 

investigated. The incident is used here to illustrate the impact on the initial image of a 

resort. Clearly it was also likely to have an impact on choice and will be referred to 

later in Sections 6.9.2.1.



Table 6 .3  Transmission and conflation of negative image of p lace.

Actual event between tourist and taxi driver. Reported as an unprovoked attack 
by drunken Britons on taxi drivers.

Y
Fits stereotype and expectations of what does happen in Magalluf and Mallorca. 
Reports of "Riots in Magalluf streets".

V
Linked to English football hooliganism in Europe. Expectations of need for 
firm response.

Y
Reports of police with machine guns on streets to keep order. In fact police 
only armed as normal. Escalation of image of instability, danger and violence.

Y
Reality an isolated incident, situation not escalated in the resort. Police 
presence low-key. In Britain a series of stories are published over two weeks 
on the theme of holiday violence. Incidents chosen from all over Europe but 
initial focus on Magalluf retained.

V
Tourists arrive with increased apprehension about Palma Nova/ Magalluf. 
Travel representatives have to reassure about "reality" of place and counter 
negative expectations.



6.6.3 Image and earlv experience

It is not only the image that tourists bring with them that is important in increasing their 

tension or apprehension but also the early experiences they might have. Sue and Savy 

recall:

"I think they expect a great big.... Benidonn I don’t know if you’ve been 
there but it’s one great big square mile of bars discos all together. Whereas 
here it is spread out more....
"Yes, but it’s so small, Tora'Nova, and there’s so many people on the street. 
When someone arrives on a square deal at four o’clock in the morning they 
get apprehensive. At the welcome meeting we sort it out. They come to you 
really worried; I feel sorry for them because they don’t know. I just wish 
sometimes agents would say "Just wait till the welcome meeting, if you’re 
on a square-deal go to the welcome meeting and they’ll tell you exactly 
where you are and what you can do.""
"Once they know there is something here for them, then they relax their 
minds because all they read is the bad propoganda they get from the 
national newspapers, Magalluf, Palma Nova, blown up hotels, jumping off 
balconies. It gives people a false impression, blown up". (12/47-48)

The late-availability first-time visitors are seen to present the biggest problem in that 

because they agree to accept any resort on the island as part of a cheap holiday package. 

However they do not always like the resorts in which they are placed. They often have 

a clear idea of where they want to be and when they are not placed there they are 

disappointed; they travel to Mallorca in the hope that they will get their choice. The 

South-West has a large proportion of the accommodation on the island. Many tourists 

on late-availability bookings therefore are placed in the South-West. Sue explains how 

the images of such tourists ar e developed in order to reduce the initial tension they may 

feel and to reassure them by quickly developing a more complex image of place.

"We point out to them when they first arrive that there’s bars and discos for 
everyone out there. If you’re looking for somewhere quiet or noisy you can 
find it. We make a joke about it. "If you want to bang your head against a 
wall we’ll tell you where to go" It’s tme, you can sit in a quiet piano bar 
even in July/August and not see anybody." (12/45)

All age groups are helped to come to terms with the fact that Magalluf is not exclusively 

a resort for any one age group. Representatives explain that it has in fact a more settled 

"holiday atmosphere" than tourist expect exist there.



Discussion has so far concentrated on Magalluf but clearly tourists may arrive in Cala 

D ’Or that would have preferred to actually be in Magalluf. Several representatives 

indicated in fact that the majority of late-bookings expected and wanted Magalluf. One 

tourist arriving at an isolated hotel at Cala Egos outside Cala D’Or, in the East of 

Mallorca, exclaimed "it ain’t like Benidonn ... we don’t want to be out here in the 

sticks". However the representative pointed out that "by the fifth day they said it was 

the best holiday they’d ever had." (1/2) The tourist had a fixed idea of what a resort 

should be like and Cala Egos on the edge of Cala D ’Or did not fit his expectation at 

all. However experience had led to a reformation of what was acceptable or necessary 

for their holiday. Carol gives a good example of how this might work and relates this to 

some of the points made earlier about the role of travel agents.

"I do transfers and go to many different resorts. They have a certain fixed 
idea in their head of what it’s going to be like. They don’t want certain 
places although they’ve never been, I suppose through word of mouth or 
brochures. Sometimes you can’t win. Different age groups want different 
things and this is maybe where the travel agent falls down or hasn’t got the 
knowledge of what a certain resort will offer a certain age or type of 
person.. Really young people or maybe not young people but a certain 
"type" of person who comes to Cala D’Or, might be asked to be moved 
because there isn’t nightlife or loud bars or whatever and they hate it here. 
Then you’ll get people put into Palma Nova or Magalluf who don’t want it 
that have been put there." (3/10)

What appears to be happening here is that although image may be based on information 

conveyed by media and friends, this in a rather limited way prepares the expectations of 

what a place will be like. It is also formed by the individual motivations and desires 

that a person might have. They have "an image of their holiday" (2/12) that is partly 

based on secondary sources of image and partly on their subjective needs. The degree 

to which these can be matched to the eventual holiday experience the better the chance 

of achieving satisfaction.

Carol went on to suggest the reason why such expectations are so high and why 

reactions can be so strong during those early experiences. There is a ’build-up’ of
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anticipation from studying brochures through those winter nights so you do expect a lot 

when you get there." The notion of a holiday image emerged. This holiday image is 

likely to be influenced by more than simply the information acquired from various 

sources. It will also be influenced by the accumulated desires that tourists may expect 

their holiday to satisfy. This is almost a fantasy element that is substituted for the 

’unknown’; a fonn of wish fulfilment. An important part of early experiences, 

especially for first-time visitors is the ’welcome meeting’ provided by representatives. 

They are discussed in the following section.

6.7 Welcome meetings and early experiences

6.7.1 Introduction

An important factor for many tourists, especially first-time visitors, in the development 

of the image of place are the welcome meetings. During the course of research twelve 

meetings were observed and a common approach emerged. They usually commenced 

with an introduction to the hotel followed by an introduction to the resort and general 

problems that might be encountered by tourists. Finally an introduction was given to the 

various excursions offered by the tour operator. Many of the points that emerged in 

these meetings will be dealt with in the relevent sections of experience of 

accommodation, resort and island. However it is useful to relate some of the points that 

specifically relate to early experiences.

6.7.2. Tourists’ attitude to welcome meetings

Although representatives were aware that many tourists saw the meeting as a "lecture" 

(12/46) and in some ways a "necessary evil". The main purpose was seen by tourists as 

being to sell excursions, however this was not how they were seen by the 

representatives. They saw them as essential for ensuring that tourists got the "most out 

of their holidays". Representatives felt that they had got to the stage where they knew 

what clients wanted to know. Tourists needed to be made to feel at ease and assured 

and informed about their holiday location. It was particularly important for first-time 

visitors. In fact the tourists that did not approach the representatives until late in their



holidays were often seen as having "wasted" much of their holiday finding out 

information that could have been provided instantly by the representatives.

An attempt to get away from the representative standing and reading "the lecture" from 

a clipboard in a formal manner was being made by some of the tour operators (12/46)

A "team" approach was taken. Each representative allowed their own views to come 

out and almost role played the types of tourists who would require different types of 

information. One representative might infonn people about the discos and another 

about the quiet restaurants and bars. Humour was seen as important in aiding a quick 

transition from their state of possible disorientation and tiredness after the journey, to a 

state of relaxation having overcome the tension caused by coping in a new environment.

With regard to the information most immediately requested there was a feeling that 

often the smallest details about accommodation were very important in that they could 

colour all other experiences if left unresolved.

"Their home comes first, then there’s shell shock. It’s always the same 
when anyone arrives, first night in a new place, it’s always dreadful. But 
sometimes they’ll calm down, sometimes they don’t. They go to apartments 
and expect a kettle, they don’t have that over here but little things can be 
really big things to them". (16/73)

These small details could often dominate the welcome meeting if the representative 

allowed them to. Part of the skill of managing the meeting was to be able to 

accommodate points of complaint by deferring them until the end of the meeting. They 

were almost seen as ’Rites of Passage’ that were required by the majority of tourists in 

order to enhance their enjoyment of place. This was not seen in a condescending 

manner where the tourists were merely a ’mass’ that needed the information because 

they ’knew no better’, but as concern for the individual tourists’ experience.



6.7.3 Welcome meetings and image formation

Other information often requested was how to make phone calls home and how to get 

around the resort to discover the area. Tourists were helped to locate areas of the 

resorts to visit which were likely to satisfy their needs. Information on the rest of the 

island was less frequently requested. General enquiries were about trips that tourists 

were considering going on or enquiries about hire cars. Thus the important themes of 

early experience are the bridging of the security of the home back in Britain and the 

home here in Spain: this was achieved for some by contact with Britain by telephone, to 

be reassured that the home back in Britain was secure. There is also a need for 

reassurance that the place where they have arrived is a secure home here in Spain: this 

was achieved by a rapid structuring of the image of the immediate environment. The 

structuring (i.e. fonnation) of image by the acquisition of information took place on 

amny levels. Most specifically structuring of the image related to the home 

environment of accommodation. There was a more rudimentary structuring of the 

surrounding environment of resort. This was usually based on information regarding 

mobility around the resort and expectations of the services and facilities given by the 

travel representatives.

With regard to expectations about the island of Mallorca for first-time visitors, it was 

clear that there were often specific ideas about tourist excursions. "They seem to have 

ideas from friends of what to expect, a general pattern of thoughts about the place 

before they come" (1/6). The development of the image of the island in general and the 

role of excursions in this will be discussed in Section 6.10. However it is relevant to 

note at this point that the general structure of the welcome meetings varies with the 

location of the types of hotel and resorts in which they are situated.

In Magalluf the emphasis was on reassurance regarding the negative image many may 

have of the resort. Information is also given regarding the existence of facilities to 

satisfy all tastes and age groups. Less emphasis is placed on accommodation than in 

places such a Calas de Mallorca where the resort is seen of less importance than the



accommodation itself. The hotels are very well equipped and in effect are self- 

contained holiday centres and the resort centre is much less complex and needs little 

explanation. In the Cala D’Or area emphasis between accommodation and resort is 

more evenly balanced.

The resort area of Cala D’Or is quite disparate and is centred around several coves, 

however the core area of restaurants of the linear development is centred on the cove of 

Cala D’Or. Two aspects are concentrated on, explanation of and access to the Cala 

D’Or core and emphasis on the satisfactory facilities available within the hotel. Access 

to the rest of the island is emphasised at all locations. This is done not only because of 

the commission earned on the selling of excursions but also because it is seen to 

positively affect the quality of the holiday experience. Many representatives quoted 

tour operators’ own research which had established a link between client satifaction and 

numbers of excursions taken. The welcome meetings are not only the earliest 

opportunity but also the only opportunity to introduce them to clients as a group. 

However as Jackie pointed out it was not easy to convince tourists to go on excursions 

out of the resorts.

"They don’t come up to you and ask to go on trips because it looks good; 
the only one I can say is the Caves of Drach and Palma. The others have to 
be explained in more detail to them after the meeting if they are interested 
(11/40)

Thus the function of welcome meetings is to quickly but efficiently develop the tourists’ 

image structure. This gives the tourist a general framework within which they begin, to 

know what to expect. Within this framework they will stmcture their own images of the 

place as they experience their holiday. Much of this finer detail is provided by the tour 

operators in two main forms. Tourists are usually given a booklet that contains the 

basic information they are likely to need with details of the excursions provided 

(Appendix 6.2). In addition all tour operators provide a Lobby guide that replicates 

much of the information in the booklets. It is composed by the travel representative 

specifically for that accommodation.
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6.7.4 Printed sources of image .-tf

The guides issued to tourists by the tour operators are particularly important in the early 

stages of image fonnation. For example it is likely that it will be the first time a more
■M

detailed map of Mallorca will have been seen by tourists. Therefore only at this stage 

can tourists begin to situate themselves in relation to activities and places on the island.

They may also start to evaluate the excursions in relation to distance relative to their 

resort and identify the various areas of the island. Important within this context are the 

photographs of other locations and activities on the island. In the case of Horizon this is
: Ak

well illustrated by the mixture of material provided. The official "Holiday Tips"
Ibrochure providing essential background infonnation of use to tourists. There are six

separate sheets of background infonnation on Mallorca and Spain but over half the >;
|

brochure is given over to the excursions available. There are also individual publicity

leaflets on "Marineland" "Son Amar Fiesta" and "Pirates Adventure". The dual 

emphasis of the pack thus is to provide not only information about but also access to the ::|I

island of Mallorca. This is done by a predominantly photographic image-orientated 

approach; the text accompanies image rather than vice versa. The images act as

signifiers and the text gives information on and access to what is signified. It is useful

to consider some of the infonnation leaflets within this framework. The contribution of 

the Fomento del Turismo de Mallorca leaflet (Appendix 6.2) is primarily an image 

rather than a detailed information source, entitled "Mallorca, a dream, it will always be 

a dream". It contains 38 photographs of Mallorca with no coniment other than the titles 

for some of the locations. They convey something of the architecture, landscape 

(especially coastal), culture and holiday activities. The leaflet can be divided into four 

sections (Table 6.6).

In contrast the other leaflets on the "Son Amar", "Marineland" and "Pirates Adventure" 

concentrate on conveying images of particular staged events for tourists (Table 6.7). 

"Marineland" and "Pirates Adventure" particularly illustrates how images of the 

’reality’ of Mallorca as shown in the "Mallorca is always a dream" leaflet became
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Table 6.6 Analysis of "Mallorca is a dream" leaflet.
Sianifier Sianified

Six coastal 
images

Clear blue sky 
Clear blue sea 
Tree lined beaches 
Few people on beaches

Sunny climate 
Unpolluted 
Environment 
is unspoilt by 
tourism

Twelve
Activities

Horse riding. Sailing 
Water skiing. Golf 
Parachuting. Tennis 
Wind surfing. Scuba 
Hana alidina.

Great scope for 
sports and 
activities

Eating out 
Sea front bars 
Niahtlife

Good food and 
drink 

Good entertainment 
and niahtlife

Landscape
and

culture

Villages
Markets. Folklore 
Festivals
Historical remains 
Olive groves 
Palm trees 
Mountains 
Historic towns

Attractive 
scenery 

and 
Wide range 
of
sights

Architecture
Courtyards. Cloisters 
Monastery. Churches 
Wind mills. Castles

Interesting 
history and 
culture

Table 6.7 Analysis of promotional literature for staaed
tourist events

Signifiers Theme signified Common theme 
sianified

Penguins
Seals
Dolphins

Marine

Alligators
Parrots Tropical/ 
Tucans Exotic 
Monkeys 
Flamingoes
Beach/Bars
Family groups Young/ 
Childrens' family 
entertainment atmosphere 
Trains

Tourist centred/ 
exotic activities 
experienced in 
safe controlled 
environments.



transposed on a collection of more general holiday images, these might be classed as 

fantasy images. Eventually all these images and experiences will form part of the 

whole, that will be the ’’holiday experience". Thus later it is more difficult to separate 

recollections into component cause/ effect linkages. It is easier to analyse through 

examples such as these, how the holiday image is built up in the first place and becomes 

part of the total experience.

The coherence of the experience is given by the tourists individual cognition of places, 

events and experiences. Whilst the eventual outcome may be subjective and unique, the 

initial input of image sources is more common i.e. all Horizon tourists will receive the 

same leaflets. However although there will be differences in cognition of the images in 

such leaflets it is important to attempt to decode these images at this stage.

The "Pirates Adventure", which has apparently been the most successful new ’night out’ 

for years, is an interactive event; at many points in the evening the audience can be 

directly involved in the entertainment. Tourists act out events such as ’Pirate Raids’. 

Again the fantasy element is important. In order to participate fully the fantasy of being 

"pirates for the night" has to be accepted and participants must allow themselves to be 

carried along by the actors who ’create’ the atmosphere. The atmosphere has fantasy 

elements related more to general images of the holiday ideal. The comments by tour 

operators mention "a taste of South Pacific paradise for us all" and "it turns a dream of a 

Carribean island into reality". Other comments give a clue to the function of 

experiences of those staged events for tourists "It makes a good holiday - brilliant."

Thus whilst these experiences could not be described as ’authentic’ by authors such as 

McCannell (1978) they are providing what many tourists would regard as an ’essential’ 

experience. These issues are discussed in more detail in Section 6.10.3.3.



6.8 Experience of accommodation and resort

6.8.1 Introduction

Accommodation emerged as one of the fundamental elements of holiday experience 

likely to affect the development of the image of Mallorca. In Chapter 3 the pilot 

repertory grid interviews had seemed to show this to be the case. Strong negative 

experiences of accommodation in Palma had formed a bad image and expectations of 

other parts of the island. In this section attention will be focussed on investigation of 

the ways in which accommodation functions as part of the image of Mallorca. It was 

not always easy to categorize comments clearly into accommodation, resort and island 

comments. The picture will be built up using points unique to accommodation to points 

overlapping accommodation and resort, then points unique to resort and so on.

6.8.2 Accommodation; image and reality

Expectations of accommodation were high and this presented problems because as 

standards have risen over the years tourists have come to expect more. Unfortunately 

the old accommodation is still being let. Much of the old accommodation on the island 

is hotels although the market has now changed and the dominant trend today is self- 

catering accommodation. In fact very few hotels have been built during the last decade. 

How this relates to image and reality is interesting.

There are the brochure images of accommodation, of hotels and apartments that show 

each in the best light. The reality however is that many of the hotels are now over 

twenty-five years old and in need of refurbishment. In some cases high-rise, high- 

density developments are not amenable to refurbishment to present day standards, 

because of poor design and location. Apartments are, in general, much newer and better 

designed and more likely to fulfil the high expectations of tourists; this may in part, 

account for the steadily increasing demand for apartments and a decline for hotels. It is 

worth quoting at length, Keith, a regional controller of seventeen years experience, on 

the variable quality of accommodation.



"Some of the places that are still being rented are appalling. People are still 
making money out of them. Alright it’s a very short tenn view because 
people who go there never go back again but that confirms the worst part of 
the image of Mallorca. This is what is now responsible for the degradation 
of the image of places like Arenal, Cala Major and Ca’an Pastilla, not yet 
this area (Magalluf). Because there aren’t that many hotels here that cannot 
be suitably renovated or refurbished. Now they have just turned down flat 
in the legislature what would have obliged the people with worn out hotels 
to reinvest if they want to keep going because they have a very powerful 
lobby as you can imagine. All the political infrastructure belongs to the 
established generation of hotels and they don’t want to see a change in the 
status quo, but it’s being rammed down their throats by the public who are 
voting with their feet artd going to the new apartment blocks. There are 
chains of hotels who actually specialise in run down properties, they 
actually buy up run down properties and ran them down even more, like 
tourism asset strippers. Actually their profit margins and their success rate 
is possibly ten times higher than a good quality operation. Their long term 
effect on the environment arid the tourist image is disastrous". (20/106)

Thus it seems that without immediate action there is a danger that much of the hotel 

accommodation will increasingly compose the cheap, lower end of the market. To 

allow over the next twenty years further deterioration of old accommodation will 

inevitably have a damaging effect on the image of Mallorca. Tourism is a commercial 

enterprise and as such offers many opportunities for short term gains. It would appear 

only legislation and a long tenn investment strategy will be effective in ensuring that 

degradation of accommodation does not continue. However at present, legislation 

which in 1988 was working through parliament only affects future construction. An 

island authority said that;

"About a third of the plot will be built on, the rest will have to be 
recreational areas, green space, pools and gardens and they have got to be 3- 
star upwards which is obviously upmarketing the offer. That’s all very well 
but what about the existing offer?" (19/94)

Pepe felt that in his experience many of the hotel tourists were those older people who

remained faithful and continued to return to the same hotels. The hotel in which he w as.

interviewed was the Atlantic which was. the original 4-star hotel that was Magalluf

when first constructed. It was now at the heart of the night club/ restaurant district.

Nevertheless tourists returned there even after so many changes during the last decade.

It could be that as these old clients stop coming abroad for holidays the market demand

for hotels will decrease further and pressure on apartments increase further.



Many hotel chains however are excellent. For example Sol Hotels were quoted by most 

representatives in this context. An extreme example was given by Alan: "I had one 

woman who’d been here twenty two times and it’s only been open since 1973" (15/63). 

There is clearly a group of tourists who are loyal to Mallorca, this will be discussed 

later.

Costs relative to Britain for hotel accommodation are seen as very good value. Luigi

suggests why this is not appreciated.

"Any 4-star hotel in Britain would cost two or three times as much but 
people tend to forget that, a lot of this is our own fault. The tour 
operators.. .the images that we ’re pushing.... ctre dreams. People
expect these dreams to be fulfilled when they arrive".(17/79)

Clearly there is a balance that needs to be stmck between providing a realistic image of 

accommodation in the brochures whilst also being able to attract tourists. In cases when 

the hotel accommodation is poor it is difficult to attract tourists without them being 

disappointed.

Keith illustrates an interesting link between brochure image of accommodation and 

marketing. The travel company for which he works is criticized for not anticipating the 

market changes to apartments from hotels. The brochure for the last two years 

contained very few apartments. He contended that simply because hotels have provided 

for the demand of accommodation in the past was no guarantee that this would remain 

so.

"The trouble is that tour operators, while they appear to be so dynamic and 
so go ahead, forever changing their image in tenns of colours and in their 
brochures or their representatives or their logos. They are very conservative 
entities for the most part. It can mean sudden death to more than an 
"exciting" market, If you’ve been sending people to the 3-star hotel for the 
last 10 years and its proved a winner you carry on sending people to those 
hotels for the next 10 years or until you are proved wrong then, because of 
inertia, you’ve fallen into the fatal error of the example of the British Motor 
Industry of telling the customer what he wants rather than asking him what 
he wants. (20/104)



He suggested that tour operators are essentially conservative and have an image of 

dynamism that was not borne out in their marketing strategy which changed little. With 

respect to image it was important that for many tourists holiday choice was likely to be 

affected by the image of accommodation. Image of self-catering accommodation 

tended to be better than that of hotels because generally they were newer and of a higher 

standard.

6.8.3 Accommodation and resorts: place-imaee and self-image.

Keith referred to the "package tour mentality" where tourists expect everything to be 

organised for them. He attributed this to a "defensive mentality" i.e. many tourists are 

afraid of the unknown and are helped to overcome their fears by being reassured that all 

their basic needs will be catered for by the tour operator, Today Spain is more familiar 

and he considered that it was an attitude now more associated with new destinations 

such as Tunisia or Turkey. The "defensive mentality" had started to break down in 

places such as Mallorca. This only: has to be to the degree that it has at present i.e. 

tourists today are confident that they can find restaurants where they may eat out and 

where English will be spoken. They also know that supermarkets will be available 

where similar products to the U.K will be available for purchase. Indeed in many cases 

British food is imported to stock such shops. Luigi comments on the lengths to which 

consideration for British tastes in food are taken.

"The British taste in food is very basic. The caterers tear their hair out 
trying to accommodate them. Thats why a lot of bars serve pub grub. "What 
can I feed them besides chips and pork chops ?" It’s difficult because they 
have to please other nationalities." (17/79)

It would seem from comments such as this that what has changed is not the tourists 

"defensive mentality" but the reality and image of Mallorca. Mallorca is now seen as 

more known and familiar, more British. It is now seen as a secure ’tourist culture’ 

where visitors come with the expectation that they will be the focus of attention. 

Residents are seen as economically dependent on tourists and therefore are more likely



to be welcoming. Socially there is the security of large numbers of other British 

tourists. The British tourists in Mallorca were thought to need security, this not only 

has consequences for catering in the accommodation and resorts but also in the way 

resorts and hotels are grouped. Keith said:

"I don’t necessarily consider it a positive thing but English people like to go 
together and be isolated from other nations not even haying to acknowledge 
they exist. A classic example was I just had a lady complaining about the 
plumbing in her apartment, the plumber came round and she went beserk 
because he didn’t speak English. I pointed out that if he could speak more 
than one language then the chances of him being a plumber would be 
remote".

The last example illustrates that expectations have been raised to the point where all 

workers in contact with tourists are expected to speak English. Indeed Elaine suggests 

that to an extent this is a quality of the holiday, she suggested that many tourists were 

dissappointed when they found themselves in a holtel dominated by another national 

group.

"You see this hotel you might not hear a British voice all day, it’s 
guaranteed in Magalluf. Here (Santa Ponsa) they don’t say they wish they 
were in Magalluf but they do say they wish there were more British, but 
they don’t like the Magalluf type.... everybody says if they had the sun back 
home they wouldn’t come abroad." (16/72)

Thus it is not just a wish to be with any British people but also the ’right sort’ of British 

people. This leads to resorts being classified not only by the extent to which it is a 

’British’ resort but also by the ’type’ of people who use it. It may be suggested that 

people match the image of a place to their self image. To what extent will the type of 

place match the type of person T  am and the sorts of things T  require.

If information on only one factor is knoy/n the rest of the image is inferred, rightly or 

wrongly from this knowledge. It may be, as was suggested earlier, that this may be 

from a single incident such as that with the taxi driver.



6.9 Experience of resorts

6.9.1 Resort character

Concentration of nationalities in resorts is not necessarily a soley British trait. Resorts i -  

such as Paguera are predominantly German, and Soller rather French. It is not simply a 

matter of choice but a commercial consequence of the nationality of tour operators. The 

purchasing of accommodation in large units is done to cut costs and to limit the number 

of airport to resort transfers to be catered for. For example the Irish market is 

concentrated in four or five resorts because of this, whilst the dominance of the British 

tour operators on the island provides choice to all resorts on the island.

There was a feeling that British tourists wanted to be organised to a greater extent than 

the continential tourists. They were perceived to make more demands on their 

representatives and expected greater direction and provision of entertainments and 

activities. The reason for this was not simply because of tourists’ insecurity but also 

because British people were thought to be sociable. It was suggested in Chapter 3 that 

interaction with other British tourists was at least important as interaction with 

Mallorquins. This would seem to be borne out here.

Elaine gives a good example of how perceptions differ between two resorts only a short 

distance apart, Magalluf and Santa Ponsa.

"The people in Santa Ponsa want to ’get away from it all’ but not too far 
away. The people in Magalluf want to be right in the centre of it all with 
British this and British that, here there’s’s too many Germans for the 
Magalluf type of person, they want their own back yard sort of thing. A 
home from home". (16/71)

It is interesting to note here how the characters of resorts are seen to change. Tourists 

are likely to return to Mallorca but to resorts that are seen as most similar to the resorts 

where holiday experiences were obviously recalled as good. This seems to show, as in 

Sections 6.5 and 6.6.3, that tourists have a clear image of what type of holiday they
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require and judge places within these terms. This will be discussed in relation to choice 

in Section 6.12.

6.9.2 Resort image and image of Mallorca

6.9.2.1 Magalluf

Many points have been made so far about the image of Magalluf. However possibly the 

most interesting point is how this image seems to originate from one particular street 

where all the nightclubs and restaurants are concentrated.

Pepe: "There are families as well but Magalluf gets judged by this street but 
Magalluf is not just this street. We have the Hotels Barbados and Antilles, 
Guadaloupe and Trinidad, they are family hotels. People go there and have 
everything they want. Aerobics at 8.30 in the morning. Bingo until midday, 
entertainment for everybody all day. They don’t have to go out of the hotel 
for anything at all."

However later in this interview he states.

"When I worked on reservations I never recommended Magalluf to families. 
It should be a family resort, it has a nice beach but having here so many 
disco’s and pubs creates this atmosphere."

Q. So do you think they are disappointed?

"No, not all believe me, because they get everything they want here and 
more". (13/54)

This illustrates a dissonance that exists between image and reality.

Table 6.8 Image and "reality" of Magalluf

Image Magalluf is Magalluf
lively/boisterous is not

suitable for 
families 

I 
I

dissonance
I
I

Reality Magalluf is varied Magalluf is
it is both lively suitable for
and has quiet areas families

During the course of the research what seems to have emerged is that the image of 

Magalluf in Britain is a fairly negative one: this image seems to be largely based on one



street in Magalluf. Clearly this image is most likely to affect holiday choice decisions 

of tourists who have not visited the resort. It is also of great consequence to those 

responsible for the marketing of Mallorca because the image of Mallorca for many is 

synonymous with Magalluf. Attempts to upmarket Mallorca will certainly have to 

address this problem which is discussed further in Section 6.12.3.6.

With regard to tourists’ reactions to Magalluf it is therefore not surprising that it is 

expected to be 'more than it i s '; expectations both, positive and negative, are built up so 

high. Indeed it was quite common for tourists not to realise it when they were staying 

in the centre of Magalluf. Sue explained

"Where I am it’s on the headland (Tora Nova) it’s four minutes to the beach, 
10 minutes to Magalluf and fight in the middle of Magalluf night life and 
today was a prime example. "Could you tell me where to get the bus to 
Magalluf please ?" You have to walk into Magalluf to get the bus, it’s just 
down there. "Oh is that Magalluf, Oh I didn’t realise." I think they think 
they are in Palma Nova." (12/47)

This cognition of the resort does not often fit the expectations of it which leads tourists 

to the conclusion that they cannot in fact actually be in Magalluf. The image of 

Mallorca has become dominated by the youth market image of Magalluf in July and 

August. Expectations are that the place itself will be totally dominated by young 

people; this is not in fact the case. Keith illustrates a conflict inherent in the marketing 

image of Magalluf and the future economic health of the resort.

"As far as image is concerned the future lies with family image because the 
trouble with the youth market is its very fickle. Young people aren’t 
conservative by nature and aren’t build up loyalty to a destination like older 
people or families do. If a family has a good holiday somewhere there’s 
every chance they’ll go back there again. If young people have a good time 
they are sure it’s because they are with their mates and go somewhere else 
with the same mates". (20/109)

The difference is clear, the youth market may be lucrative in the short term but it is 

potentially destructive in the long tenn. Attempts at "upmarketing" of the image of 

Mallorca must tackle this problem.



It is relevant now to consider some tourists’ experiences of resort specific to Cala D’Or 

and compare these to Magalluf. Similar themes of security emerged.

"They don’t just come back to the same place, they go to the same place for 
the next 14 nights as they did last year. They come to Cala D’Or, find a 
local, when they leave it’s thank you Manuel, see you next year. We’ll send 
you a photograph and then they’re back. The same can happen in 
Benidorm, especially ’Winter Sun’ year after year after year in the same 
hotel, same room." (8/29)

Tourists who were not there by chance on a square deal had chosen Cala D’Or because 

of it’s image. This may have been because of advice from friends or they were simply 

experimenting with different parts of the island. It was interesting to hear 

representatives’ views on the image that Cala D’Or has compared to the ’reality’.

"The image it presents is being sort of local, a lot of the brochures make it 
sound a lot like this. "Quiet family resort" Nothing is ever quite right 
because a lot of people when they do come find it a lot bigger than they 
thought. Cala D ’Or is expanding very fast, the centre is moving more that 
way towards Cala Ferrera, even buildings round where I live weren’t there 
two months ago. A lot of villas that were on the edge of town now are right 
in the centre next to a supennarket" (6/19).

Simon’s comments were in a similar vein and complete the description of the dilemma 

facing Cala D’Or which indeed is a microcosm of the problem to be faced by those 

responsible for the development of tourism on Mallorca.

"Cala D’Or was considered the San Tropez of Mallorca... It’s getting a lot 
busier and in some ways may become the Magalluf of the east coast. Some 
people have started to look for somewhere quieter on the n orth of the 
island. It is developing rapidly, apartments shooting up everywhere, 
consequently you’re going to get the nightlife, more fun orientation, more 
’South’ Mallorca. I think it’s inevitable, yOu can’t have a peaceful resort 
that expands seven miles along the coast. It doesn’t contribute to peaceful 
living, (being in) a large place" (5/16)

Table 6.9 illustrates two themes that can be traced through these comments; image-lag 

and image accuracy and complexity.



Table 6.9: Image of Cala D fQr: Image lag and accuracy/complexity

(a) Image lag

Time Place description Image of place and 'reality'

mid-1970s Quite small/intimate 
resort.

Image and reality match.

early 1980s Retains image and 
intimacy despite 
growth.

Growth begins to separate 
image based on 1970s 
reality from present 
reality.

late 1980s Rapidly expanding and 
coalescing linear 
resort still retains 
low-rise buildings 
and some intimacy.
Much larger population.

Even greater disparity 
between image and reality 
of place. Image ; 
'dissonance' experienced 
by those who experienced 
Cala D 'Or in 1970s.

i

(b) Image accuracy/complexity

Cala D'Or Magalluf

Simple
image

Peaceful/Quiet. Lively/Noisy.

Experience of 
complexity

Experienced as 
"livelier" than image.

Experienced as 
"quieter" than image.

Consequences of 
simple images

( i) Deters people who may enjoy resorts.
(ii) Helps people avoid resorts they would not 

enjoy.



Resort image is based on the past experiences of tourists that may in fact not apply to 

the present reality of the place. Changes that may occur in a resort take time to alter the 

image; there is an image lag. In the case of Cala D ’Or many tourists that were attracted 

in the past were now choosing to go elsewhere for their holidays. For them Cala D’Or 

had changed it was not as "small and quiet" as it had been. There was often a feeling of 

dislocation, a dissonance between what they had looked forward to based on their past 

experience and what they actually found. Their reaction was often to seek a type of 

place which matched their remembered image of Cala D’Or as it had been.

There was a similar pattern of stereo typing place by people as found in previous 

sections.

"Cala D’Or is hyped up as an upmarket resort, it has more class about it.
It’s not a concrete jungle, the hotels are more tastefully designed there’s not 
a lot of high rise round here at all. Everything new is limited to three 
storeys and you’ve got arches and other design features, the people that 
book in Cala D’Or are a different class and they book with this in mind."
(4/13)

The opposition of the Magalluf and Cala D’Or 'types' of tourists was stressed by Sally

What do you find people coming to Cala D’Or are looking for?

"99 percent of people coming here have come to get away from Palma.
They say wouldn’t go to Magalluf, everyone is drunk there and there’s 
murders, etc. So most people come to the East: they know where it’s 
advertised in the brochure they know its quiet. They never say I ’m going to 
Magalluf next year though they may say I ’ll go North next year. Over here 
we get mainly families." (7/22)

Here then can be seen the dilemma for tourism in the East and North of the island. At 

present each area is seen to have its own distinctive image. Can this image or character 

be maintained in the face of rapid expansion ? It may be that the segregation of 'types 

of tourists' and the inferred 'types of places' that has evolved is sufficient to maintain a 

satisfactory division of resort areas on the island. However it may be that the distinctive 

character of each area can only be sustained so long as continued growth is controlled.



The small and intimate character may reflect a lack of discotheques and other fafclitiel .̂̂ 5— 

At present noise levels in bars in Cala D’Or is strictly controlled after midnight. The 

initial attraction for families was that Cala D’Or was small and intimate and it has so far 

remained a family resort despite it’s continuing growth. It may be that control of these ^  

factors is more important than actual resort size in determining the image of places.

Indeed it may be instrumental in maintaining the attraction of the resort to families in 

the future.

It is however not just the present growth of the resort that should cause concern, there 

are other developments which are likely to change the character of east coast resorts and 

the "intimate atmosphere" at present experienced by tourists. Jackie summarizes well 

the concern expressed concerning this:

"It (Mallorca) has so much different character with all the different 
resorts...the only thing with building all these roads is they are going to lose 
the character of the island. It’s going to bring too many people in, the 
transfers will be so easy to get here (the East). The bus service this side of 
the island just brings a few people in for the day. People use this area as a 
home base, but it’s quiet, the east coast resorts. The roads will change all 
that" (11/42)

Thus it is the increased accesibilty in addition to construction that is likely to change the 

character of East Coast destinations in the future. It seems clear that the character of 

resorts on the island will change with continued expansion. The overall effects on 

tourism on Mallorca are difficult to assess. It is likely that any negative consequences 

will be delayed by the effects of image lag. It would be prudent for resorts such as Cala 

D ’Or, which are undergoing structural changes to study the changes in tourists’ 

experiences. Studies such as this would help to anticipate the consequences of the 

changing character of resorts and thus help to inform future development to alleviate 

negative consequences.



6.10 Experience of the island of Mallorca.

6.10.1 Introduction.

It is not easy to make a clear distinction between experience of resorts and experience 

of the island because this will also involve experience of other resorts. However it is a 

useful distinction in that it involves access by means of either coach excursions, hire car 

or use of local transport from the resort of stay. In this section the excursions organized 

by coach will be concentrated on; it is the mode by which most tourists experience a 

broad range of sights and activities offered on Mallorca.

6.10.2. Representatives and excursions.

The point was made in Section 6.7 that the welcome meeting is important in the early

development of the image of Mallorca. There is a possible conflict in the relationship

between tour representative and client with regard to the selling of trips which is

important in the early negotiation of image of Mallorca. The tour representative wishes

to be perceived as ’friend’ who is helpful in suggesting which places tourist should

see. Representatives saw no conflict between these two aspects of their role (Table

6.10). Indeed the ’good rep’ was one who managed to ’be’ the infonnal role most

naturally and almost incidentally and therefore achieved the aims of the underlying

formal role. As Jackie puts it:

"They do want to get out and see the island, go on excursions, That is how 
you project the image of the island. We try to go on the excursions so we 
do know what we’re talking about. The night out to Mallorca Palas I would 
sell well because I ’d been there and loved it. If you’ve been on them you’re 
at an advantage because you can really portray your feelings not just the 
selling point of view." (16/75).
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Table 6.10 Representatives’ roles.

Informal role.

’Friend.’

Fonnal role. 

Salesperson.’

Advice of places to visit Earned commission, 
to improve this holiday.

Improved Customer 
Satisfaction Questionnaire 
(CSQ).

Explore island to come to Offer of more work /
know the "real" Mallorca client more likely to
(Enhanced Image). return.

The organisations employing travel representatives in Mallorca are separate Spanish 

companies from the British parent companies. Excursion commissions provide the 

income of the Mallorquin employers of the representatives, thus both their basic pay 

and commission is ultimately from this source. Clearly it is important then to sell 

excursions and sales targets are indeed set (8/28). However these can only be achieved 

if the excursion package is satisfactory to the tourists and preferably the representatives 

are themselves convinced of the quality of the excursions on offer. As Elaine 

illustrates:

"When you get them on the trips they really enjoy themselves. The thing is 
getting them on them first. They have this attitude now that we just want to 
sell them trips, but once you get them on they really enjoy them." (16/75).

The representatives however did not appear to single out the selling of excursions as 

their primary duty. The dominant factor appeared to be to ensure that clients are 

enjoying their total holiday experience. This is probably due to representatives 

awareness that their perfonnance is assessed by Customer Satisfaction Questionnaires 

(CSQ) which cover all aspects of their holiday experience (Appendix 6.3). However 

excursions are seen as a key factor in boosting the CSQ ratings and an important part of 

a ’good’ holiday.
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6.10.3. Experience of excursions.

General reactions to the island may be summarized as surprise at the size of the island 

and at the variety and attractiveness of the landscape and resorts. Also it was interesting 

to consider the way the island was experienced as an ’event’.

6.10.3.1. Size and variety.

Roland sums up a common reaction to the island:

"(tourists) say, "Can we see the island in a day by car ?" and we say, "You 
need at least three days and do it in sections." I think they are surprised. 
They didn’t realise how big the island was and how long it takes to get to 
places. They didn’t realise how unspoilt it (the countryside) was in the 
middle and only parts of the coastline tend to be built up. Really the 
variety, the little towns and up into the mountains they don’t associate (with 
Mallorca): the variety (of) the city (Palma), the resorts and the countryside" 
(12/50).

For many tourists there is a disparity between image and reality. The appreciation of 

the size and therefore potential for further exploration in future is an important theme 

that emerged. Accommodation of such new information is an important part in the 

developing of tourists ’ images of the island; it is likely to be a significant contributing 

factor to likely return holidays. Tourists with a more highly developed image of the 

island are more likely to return again because they have a greater awareness of the 

range of holidays possible on the island.

6.10.3.2. Resorts.

It emerged that excursions were used by many for "fine tuning" of holiday decision

making. Sally illustrates this well:

"Trips have a big effect on return trips. They don’t go with that intention, 
they go to see a pretty part of Mallorca but then they see there are other 
hotels here. They have a look in the brochure or ask the ’rep’ when we get 
back if they can recommend hotels... You explain about the other parts of 
the island, they are very surprised. They come back from the excursions 
and love it and obviously this gives them an insight for next year. They can 
go round and see other parts of the island." (7/22-4).



This 'fine tuning' can be taken to the extent of not only visiting resorts but asking to see 

accommodation in other hotels (9/31). Judy relates how information about excursions 

circulates :

"People must talk about them when they get home. The amount of guests 
who say, "Oh we’re going to the Caves of Drach because ’so and so’ told us 
all about it and we want to go on the train to Soller because ’so and so’ told 
us all about it." If they like the trips they go back and tell them at the hotel,
"have you heard of the Caves of Drach?" (10/36)

Thus excursions perform an important function not only for increasing holiday quality 

and satisfaction but in cultivating repeat business. Even many first-time visitors have 

expectations about particular excursions that form part of their image of Mallorca. 

Knowledge of excursions seems to have contributed to many tourists’ initial images and 

choice of Mallorca for a holiday

6.10.3.3. Excursions as ’staged events’.

The Caves of Drach and the railway journey through the mountains to Soller from . 

Palma had very strong images and)for many people were a focus for activities beyond 

resort that would constitute their experience of the ’real’ Mallorca. "It’s like going to 

Paris and not seeing the Eiffel tower (1/4)." "If you’ve not been to the Caves of Drach 

you’ve not been to Mallorca" (10/35). In Chapter 1 the notion of authenticity of holiday 

experience was discussed. After McCannell (1978) the experience of the Caves of 

Drach may be evaluated thus

Signifier Signified
Caves of Drach. "Natural wonder of Mallorca."

"Eons old, authentic place".

Experience of the Caves of Drach woulcj be categorised as ’staged authenticity’. It is 

useful to review how the experience is staged for the tourist.

Coloured lights highlight the rock formations which gives a softer warmer atmosphere 

more like a ’fantasy grotto’ than simple presentation of geological formations. This



fantasy aspect is later compounded as the passageway opens out into a large 

underground chamber where a concrete amphitheatre has been built around a large 

underground lake. Several hundred people quietly take their seats and the lights go out; 

a string quartet play adaptations of Chopin piano pieces , as their boats comes into view. 

They take about ten minutes to complete their circuit of the lake before rowing to the 

foot of the amphitheatre and taking a few tourists across to the exit. The rest of the 

tourists file out to the exit by foot. In questioning the ’authenticity’ and implicitly the 

’validity’ of such an experience an important point is being missed. The experience is 

not intended as replication of a native custom or rite: however it does contain elements 

of ritual that give it a greater impact on the tourists’ experience. In this sense the 

objection by Gottlieb to the social scientist judging the authenticity of the experiences 

of others seems particularly appropriate (Section 1.7.4.3).

Table 6.11 Experience of Caves of Drach.

Lighting used to create 
"Fantasy grotto" effects

Guided tour/geological 
explanations.

Historical allusions - 
discovery last century 
has been a focus for 
geologists pre-tourism.

Natural wonder - feelings 
of awe induced at splendour 
of ’natural’ Mallorca.

Staged event -
string quartet in 

period dress in traditional 
rowing boats playing 19th 
century Romantic music.

These images all serve to situate the experience in a pre-tourist time. The efforts to 

make the experience special and memorable makes the individual feel as if this has 

been done solely for them. It almost denies the fact that the tourist group is only part of 

one of a succession of tourist groups. However in a sense the experience is unique and 

special to the tourist in tenns of their subjective experience. In this sense it is irrelevant 

that the experience is ’staged’ several times a day. What is important is whether the 

experience is memorable and special to the tourist and contributes to the overall quality



of the holiday experience. From the remarks made by tourists to travel representatives 

the Caves of Drach clearly fulfils this function. Furthennore precisely because the 

event has been staged over a long period of time and has been experienced by so many 

tourists it has passed into tourist folklore. It is present in all guide books and 

knowledge is passed on by one tourist group to another. It takes on what Cohen terms a 

"patina of authenticity". There is no way that tourists experience the Caves of Drach 

and consider it an ’authentic’ experience, yet it is a memorable experience accentuated 

by this "patina of authenticity". The experience of a highlight such as the Caves of 

Drach reinforces a feeling of ’really having been there’. That the Caves of Drach 

performs this role effectively is borne out by examples of tourists who have been to 

Mallorca for seven years and visited them seven times or even more than once during 

the same holiday (11/40).

6.10.3.4 Experience of landscape.

For the first-time visitor expectations of the landscape of Mallorca seem to be poorly 

developed.

"I don’t think they think about that when they book their holiday; about 
landscape. They come to the welcome meeting then they think "Oh, that’s a 
good idea I ’ll go there. They are happy it’s like an added bonus to them, it’s 
like an extra, they’ve come for the sun, but with a day extra seeing the 
landscape of Mallorca". (2/8).

In this regard Mallorca was often seen as having an advantage over the Canary Islands.

"In Tenerife you don’t get the same sort of sight seeing trips to be honest. 
You can go to Puerto de la Craze but there’s nothing really to see. Here 
there’s more to see because its green and it’s pretty. More people are 
interested. It’s like seeing a cake in a shop window. You go into buy it, but 
if it looks boring in the shop window you don’t bother. So when they come 
up from the airport they see all this nice landscape and think they’d like to 
see a bit more of it. Whereas if you go to a volcanic island like Tenerife 
where its barren it doesn’t really give you that enthusiasm, "Well it’s alright 
this."" (1/5).

Keith describes in more detail his own feeling and gives an insight into why the 

landscape of Mallorca should be reacted to more positively than the more arid Canary 

Islands.



"Another thing about Mallorca is you can walk down a country land in some 
parts and swear you’re out in the English countryside. One of those areas 
the other side of the mountain where there aren’t any pine trees. When it’s 
full of deciduous trees, grass and flowers and roses you’d think you were 
walking along a country lane in Britain. It’s nice and hospitable, you don’t 
feel that you’re in a stark horrible foreign unfamiliar landscape". (20/112).

There are three common themes expressed here;

Like Britain - Not like Britain. 
Green - Arid.
Familiar - Unfamiliar.

For most tourists it seems that the attachment to the British climate is not as strong as to 

the British landscape. Many expressed the view that in many ways Mallorca was "not 

that different" to Britain. For many the more alien the landscape the more unattractive 

and threatening it seemed. An example of a landscape feature will be used to illustrate 

this point further and also to consider how landscape fonns an important part of many 

tourists holiday experience. Cala Formentor (photograph in the "Mallorca is a Dream 

leaflet", Appendix 6.2) is an isolated beach on the northern coast. Miles in fact sells 

the excursion with the promise of seeing "The Paradise Beach that was used for a 

Bounty advert". Miles continued:

"The tourist never sees The Real Mallorca’, only by the coach but they 
wouldn’t get a chance to look at it properly. The only thing is to hire a car 
and if they hire a car they’ll have to explore places like the beach at 
Formentor. Completely unspoilt, just a little jetty, but then again 15 tourist 
coaches arrive every hour. There’s a boat trip that runs across the bay every 
two hours. They go to observe it, all around you’ve got these mountains and 
that’s all totally isolated. There’s a hotel up around the comer, a few villas 
and one farm. (They say) "It’s beautiful, it’s a contrast, it’s lovely" the boat 
takes you out from that and all you can see are the trees, the hotel tucked 
away into the mountains". (14/60).

It was interesting how image was linked to associations inferred from small pieces of 

information. In Section 6.6.2 the example of the taxi-driver incident was shown to have 

a negative series of associations:

Violence in Not my sort Not my sort 
resort ....... of resort ------------ of people



An example of a positive series of associations arose in connection with the 

British Royal Family. The Prince and Princess of Wales had visited the island the 

previous summer and the Queen was due to visit during the time of the fieldwork. 

Savy:
"The royals have helped a lot, they’ve done a lot to help change the image 
because people thought it’s all just Magalluf or whatever. Now they might 
think, "Oh well if the Royals go there it just can’t be that bad."

Sue:
"You come from the airport and you say, "We’re going past Cala Mayor" 
which is just nearby the Palace where Charles and Di stayed. You tell them 
all that and people go, "Oh they come here this side of the island as well, not 
to some little place up in the mountains." They didn’t think they’d be 
anywhere near where the holiday makers are."

Savy:
"I was reading an article about it, that the Royals have done a lot for tourism 
because a lot of people that come to stay in Palma now have said, "If it’s 
good enough for the Royals it’s good enough for us." (12/51).

The associations made relate to the idea of categorizing place by people, only in this 

case they are positive.

"Royals" visit I ’m flattered I feel better
Mallorca.  that they chose— about making the

the same place, ’right’ choice.

Although these visits were not seen to affect choice as much as the negative incident 

with the taxi-driver they were thought important in at least partly alleviating the 

consequences of the taxi-driver incident. The taxi-driver incident was possibly more 

effective because it triggered a much longer period of attention on the negative aspects 

of the "British Yob Abroad" whereas the Royal visits did not. Focus will now be turned 

to the interaction of experience of accommodation, resort and the island in forming the 

total holiday experience and this will then be related to holiday quality and satisfaction.



6.11 Holiday quality and holiday experience.

6.11.1. Introduction.

Satisfaction with holidays is dependent to a large extent on the quality of the the three 

aspects of the image of a destination considered in this chapter. The experience of 

accommodation, resort and island will now be considered in relation to their effect on 

perceptions of holiday quality.

6.11.2. Accommodation.

There was a consensus among the representatives over the comparative contribution of 

accommodation, resort and island to the quality of the holiday. This is summed up by 

Sally:

"It’s difficult to separate as their holiday as a whole is normally centred 
around their accommodation; it’s difficult to get a separate view from them 
about the resort or the island. If they’ve got accommodation they don’t like 
or they’ve got poor food then they tend to class the whole holiday as not 
being very good. Because they are angry they want to throw everything in, 
that they don’t like everything and so that they bunch it all together. Those 
that are happy with their accommodation tend to be happy with the resort. 
It’s difficult to separate the two but fortunately in a place like this the 
general opinion of Cala D’or and Mallorca is very good from the excursions 
they go on." (7/25).

Thus experience of accommodation was seen as paramount but difficult to distinguish 

from other aspects of experience. For many tourists accommodation was of such 

importance that they are not willing to take a chance. For example:

"They were in a resort down the coast and came here for a day and some 
people wandered in off the streets and say we’re thinking of coming here 
next year and we’d like a look. So I show them the apartments. They say, 
"Yes we will come here."" (5/21). '

The reason why many tourists, after unfavourable experiences elsewhere, were likely to 

return to the same accommodation (and therefore resort and island) was because of the 

security of the known holiday environment. However no matter how adventurous was



the individual tourists, for the package tourist, accommodation was seen as fundamental 

to the quality of holiday experience.

6.11.3. Accommodation and resorts.

There was a view that the extent to which accommodation was important was also 

related to the type of resort in which tourists stayed. For example in Calas de Mallorca 

the hotels were seen to be critical because the resort was dominated by large hotels 

spread out around a small retail/restaurant core (2/9). Whereas in resorts that were 

more predominantly self-catering such as Cala D ’Or the resort was seen as being of 

almost equal importance to accommodation. This was because the resort determined 

the type of food and restaurants available and more time was likely to be spent in and 

around the resort.

It was clear that there was a dimension that overlapped between accommodation and 

resort experience and indeed experience of the island. This was the social dimension 

summarised by the view that "It’s not the resort that makes holidays it’s the people." 

(3/10).

"If you meet someone having a good time then inevitably you’ll have a 
good time yourself. It could be a crap hotel but if you’ve got good people 
round you you remember the holiday. Also the food in the hotel and their 
days out are important too. They always remember either say Inca market 
or party night. In years to come that’s how you remember the holiday. You 
remember meeting ’so and so’ or ’that night when." (4/14)

These comments illustrate how the social dimension is crucial to holiday quality and 

overlays all aspects of holiday experience. The importance of the social dimension in 

holiday experience may be linked to the aspect of image identified in Section 6.5 

whereby tourists identify ’type of place’ by ’type of person’. The more likely a place is 

to contain ’our sort of people’ the more satisfactory will be the holiday experience. The 

social dimension extends not only to the interaction with other tourists outlined 

previously, but also to interaction with the local people:



"There are clients who go back the next year to that same bar. You find a 
lot of that, they become very friendly with them. I suppose its nice when 
they go home and are planning their holiday for next year in the same area 
and they’ve got in mind, "We’ll go to the same hotel and that little bar 
again." A lot of people have one foot in the door in that respect." (9/32).

This is the means by which ’real’ attachment to place may be cultivated. It is an 

attachment that is an important part of a holiday experience that may be termed an 

emerging authenticity. The holiday is experienced as ’authentic’ because of contact 

with local people and also by the repetition of this contact to establish continuity of 

experiences, memories and an attachment to a foreign place. It is irrelevant to the 

tourist that it happens to be a ’new’ resort. The attachment to place formed by many 

tourists is an emotional one with the people of Mallorca and is an important component 

of the judgement of holiday quality. A hybrid lifestyle is adopted that is a cross 

between the familiar and secure aspects of an British way of life mixed with aspects of 

the local culture that best accommodate a leisured life style (Table 6.12). With 

repetition the familiar and unfamiliar coalesce to establish a new realm o f activity 

within which they feel experienced and comfortable. This hybrid lifestyle provides a 

holiday experience that is:

"Not so Spanish so they feel lost, but it’s Spanish enough to be different, to 
be abroad."

Question: "So a lot of people perceive it as being foreign and very Spanish 
?"

"Yes, you can get sangria here, local liqueurs, therefore this is Spain."
(14/72).

Accommodation and resort contribute towards holiday quality in providing a pleasant, 

secure base from which to escape the everyday structure of British life and to explore a 

foreign place. The best of their "British way of life" is improved by leisure time, sun 

and selected aspects of local lifestyle. By going in search of the unfamiliar out there the 

aspects of security of the home territory that is being escaped from are not relinquished. 

This is precisely why accommodation is of paramount importance. The immediate 

home environment of accommodation must be a secure base from which to experiment



Figure 6. 3 Dimensions of holiday quality
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Table 6.12 Push-Pull factors of holiday experience.

Unfamiliar
British food Siesta
European beer/lager Local wines and spirits
English tourists
English spoken by 
people in bars and 
restaurants

Local people, bars 
restaurants
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with a foreign lifestyle. The object was always to sample the foreign lifestyle rather 

than be immersed in it. Immersion carries the threat of loss of control and associations 

of insecurity.

6.11.4 Excursions

The function of excursions was to provide "a highlight that tourists like to remember, 

like the landmarks of Mallorca itself (18/83). Both sightseeing excursions and 

excursions such as barbeque and cabaret club outings can be seen as functioning as one 

within the social dimension. They provide an ’event’ whether it be cabaret or a 

viewpoint of historical/ cultural markers such as a cathedral. Each provide a spectacle 

that is experienced as a group, the ’event’ provides a focus of interaction and 

discussion. It is also an ’event’ to be related to other tourists and later to others at 

home; it becomes a powerful memory, an experiential talisman that is proof of the 

value of their holiday experience. How effective excursions can be in providing the 

memorable ’event’ is suggested by Luigi:

"In the past two years we’ve reversed a steady decline in people going on 
trips and that was reflected in peoples’ enjoyment of the holiday. The 
C.S.Q. (Clients Satisfaction Questionnaire) points improved, so we feel the 
more we sell trips of good quality the better it is not just to make money but 
to increase clients’ enjoyment." (16/79).

To what extent are excursions essential in providing that 'added bonus’ that increases 

clients’ enjoyment ? It was estimated that thirty to fifty percent of tourists did not 

venture out of the resort: by what criteria was it being suggested that they were having 

inferior holidays ? Luigi suggested that younger people were more likely to choose 

market and barbeque excursions whereas older tourists tended to choose sightseeing or 

cabaret excursions. Clearly tourists have differing tastes and some will possibly 

achieve their memorable events within the confines of the resort. However one 

representative, who admitted having been to Portugal five times without leaving the 

resort, said it was common for tourists to express regret at doing this once they did 

venture out to see beyond the resorts. The consensus appears to be that there is virtue in 

convincing people to try at least one excursion as part of a holiday package. It may be



that a way to improve a holiday package may be to include at least a half day excursion 

included in the price as part of the holiday.

In tenns of holiday quality one factor that strongly influences perceptions of holiday 

quality is the weather. If the weather is poor then more time tends to be spent in the 

accommodation, more faults are found and the whole holiday experience is affected. 

However because foreign resorts are so popular precisely because of the dependable 

sunny climate this has not been considered in detail, it has been taken as a constant 

factor in that sun is a central important factor possessed by all Mediterranean resorts. 

However because Mediterranean destinations generally are perceived as having a warm 

sunny climate experience of poor weather does not necessarily have a negative effect on 

future holiday choice. Poor weather is accepted as a chance occurence that is unlikely 

to be repeated. Also as Carol puts it:

"In the short tenn weather is the thing which gives you problems but in the 
long tenn it’s the memories from trips that stay longest in the memory. It’s 
been proved that if they go on trips it does make your holiday better. They 
don’t say we spent two hours on the beach here and two hours there on that 
day. You say we went to Alcudia or we saw this. That’s what they 
remember, they don’t remember the hours they sat on the beach." (1/4).

Thus in the short tenn weather is seen as important to holiday quality, but it is the other 

events that are more memorable and more likely to influence future holiday choice. 

Whilst a sunny climate can be taken as a constant factor, it is beyond the control of the 

tour operators anyway. However other factors influencing holiday choice can be more 

directly affected; there are thus opportunities for future holiday decisions to be 

influenced whilst tourists are on holiday as suggested in Section 5.5 and 5.8.

6.12. Initial holiday choice and the effect of experience on 

future holiday choice: British tourists in Mallorca

6.12.1. Introduction.

In looking at holiday choice it is difficult to separate factors relating to initial choice 

and choice of repeat visits. An attempt will be made to illustrate how both aspects of



choice operate and relate this to the effect of holiday experience on choice.

Conclusions based on the preceding sections will be drawn into this discussion

6.12.2. Image by association.

In Section 6.6.1. it was observed that many resorts were considered to be "like 

Magalluf' or "like Blackpool." In the absence of information or experience individuals 

formed an image based on what is ’known’ to form expectation of what is ’not known’. 

Ruth’s comments illustrates this and also the random element in choice that must be 

acknowledged:

"They might enjoy it so they come back year, after year, after year. It’s like 
people that go to Tenerife they say I love Tenerife much better than 
Mallorca. Last year was the first time I ’d been abroad and to me this what 
every place abroad is like. I ’m thinking, "Mallorca oh yes this is what so 
and so’s like." I can imagine Turkey being like this though I ’m sure its not.
I thought, "This is it, this is what being abroad’s all about." By chance they 
may go to Tenerife, like it and go back next year." (2/9).

It is interesting that image by association is still made even when the means of doing so 

is consciously doubted. Ruth imagined Turkey being "like Mallorca" although she was 

"sure it wasn’t". In the absence of experience or knowledge, images of place are made 

by association. Initial choice therefore may be a random decision based on no more 

than a single criterion such as climate, or be based on a very simple image that may or 

may not be accurate. Thus it might be suggested that destinations may successfully be 

promoted by concentrating on marketing of a few aspects of image of place. These 

aspects of image could be selected by means such as those illustrated in Chapter 4 

which concentrated on the general attributes of destinations deemed to be important in 

package holiday decision-making.

Tourists.who had booked late and who selected the island simply because it was 

available were in the minority. However it appeared that few tourists who chose to 

come to the island actually did so without some image of the island. Sally represents the 

views of all representatives when she said:



"A lot of people come on recommendations from people who have been 
before, family, friends, You can go down the coaches arriving in Gala D ’Or 
and you can speak to every single person, "What made you choose Gala 
D ’Or ? "Oh next door neighbour went" or "Brother-in-law went last year 
and said how nice it was and we should come." I would say 75 percent of 
the coach and the other 25 percent are normally Ones who have been 
before." (7/25).

How this advice filters back to influence first- time visitors was suggested by Miles. He 

said that comments on the excursions were usually favourable and it was this type of 

personal recommendation that was important in influencing others on their return home. 

(14/61). Reinforcing the word-of-mouth transmission the holiday excursions, 

brochures and leaflets given out at the welcome meetings would probably be retained. 

Photographs and post-cards to friends were also seen as important sources likely to 

influence preconceptions and choice of Mallorca for a holiday of first-time visitors. 

Brochures were seen as secondary to friends advice and more likely to be read after a 

destination had been decided upon. (6/21). This may possibly be because brochures 

concentrate more on conveying information on accommodation than place. This would 

seem justifiable in the light of the importance attached to accommodation in 

determining holiday quality. However it does suggest that image is an important factor 

in the initial search procedure. It operates as a means of limiting the amount of 

information that will have to be assimilated later as more detailed decisions on resort 

and accommodation have to be made. Thus image appears to play an important role in 

decision-making, especially during the early stages of the process.

6.12.3. Image of Mallorca and holiday choice.

6.12.3.1. Climate.

So what in particular about the image of Mallorca continued to attract tourists ? The 

first reaction was often "sun", although it must be acknowledged that this is true for all 

Mediterranean resorts and many other package tour destinations beyond. Indeed the 

view was often expressed that if it was sunny in Britain there would be no "need" to go 

abroad at all. Clearly however because "Sun" is such a dominant factor does not mean



that all Meditteranean places are therefore of equal attractiveness. On the contrary as 

suggested in Section 5.4.1 because "Sun" is a constant it can, to a certain extent, be 

ignored. It is likely that other image factors such as "Cost" are more influential when 

choosing a destination when they all offer "Sun". In the British market it was thought 

that:

"The first thing people look at is price but once they’ve looked at it then 
they’ll hunt a bit further. If low prices goes with a bad experience it won’t 
be the ’be all and end all’." (20/11).

6.12.3.2. Cost and risk perception.

Cost and quality of experience seemed to account for much of the repeat business in 

Mallorca. There was a tension between cost and risk for many tourists that led to them 

being conservative in the pattern of choice:

"A man told me that for the money that they were spending they know what 
they are going to get. They know the quality of the service, they know the 
place and although sometimes they may feel like a change to branch out 
somewhere new they are a little bit unsure. With Mallorca they know what 
to expect." (6/20)

Relatively few tourists were seen as visiting new destinations each year ’on principle’. 

On the questionnaires in Chapter 5 it was found that 90 to 95 percent of tourists 

intended to return to Mallorca. Many extreme examples of the conservative attitude 

were found; the couple who had been to Magalluf fifty seven times in twenty years ! 

(3/55). A pattern emerged whereby many tourists would visit other destinations out of 

interest but retain a core of ’safe destinations’ such as Mallorca to which they returned 

at regular intervals. Many expressed the view that many tourists, especially those who 

had been visiting the island for ten years or more, thought that the cost of living was 

higher than expected in Mallorca, and that:

"This perceived expense may drive them away for a year so they go off to 
Greece, find lower quality facilities so they come back." (20/11).
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This gives a clue to the resolution of the cost against risk factors in choice. Mallorca 

was seen as giving good value for money and was therefore used as a base for a 

’reliable holiday’. More adventurous holidays included ’risks’ and would be taken in 

between holidays in resorts such as those on Mallorca.

Table 6.13 Role of adventure and stability in holiday choice

Adventurous. Stability.
(a) Main holiday Mallorca an out-of-season

base for second holiday.

(b) Alternate years Mallorca returned to every
other year.

An interesting possibility for tourists to maintain stability whilst being more 

’adventurous’ with regard to place was to find a hotel group that was satisfactory and to 

try different resorts served by the chain. ’Sol Hotels’ were the example given most 

frequently. The Sol chain includes a range of 4-star rated hotels and appear to provide 

excellent customer service. The hotels are so good that they are used for what might be 

termed hotel chain tourism and are thus for many tourists a determining factor in 

destination choice. However Mallorca was seen to provide a satisfactory holiday for a 

wide variety of tourists and was able therefore to exert a conservative attraction as a 

holiday destination. The particular attractions that together constituted this general 

appeal to repeat visitors will now be discussed in more depth.

6.12.3.3. Security.

Sally introduced a number of points that may be classed as aspects o f security:

"I think Mallorca has got something of its own because it was one of the 
first places for tourism and it’s one of the most popular. People are always 
going to come back to places that are popular rather than go back to Tunisia 
or Morrocco which a lot of people are frightened about because they’re a 
completely different cultures. Here the English people have changed it 
round, a lot of things are English...Its a secure little place for people to come 
to."

Question: Why little place ?

"Because it’s an island, rather than mainland Spain. You’ve got so many 
places to choose from Costa Blanca, Costa del Sol, Almeria, all down the 
coast. But you’ve got nice ’little’ Mallorca and you’ve got North, South, 
East, West and you go to generally all those points." (7/26).



A telling phrase is ’a secure little place’; by this Sally meant "little" in comparison to 

mainland Spain and "secure" partly from being an island but also because of the secure 

tourist culture in Mallorca. Common phrases were Mallorca was "foreign but not that 

foreign"; "Spanish but not that Spanish". The fact that it is an island was seen to 

contribute to the image of security; because of this it had less "street crime, drug related 

crime, general delinquency, car theft, political problems, terrorist activity than on the 

mainland" (20/100) and especially that "older couples and senior citizens like Magalluf 

because they know they are safe" (19/80). This might seem curious as the image of 

Magalluf was seen as anything but "safe and secure" by people who had not visited the 

island (Section 6.6.1). However there was a large number of tourists who chose to go 

there out of season, when older people are the great majority. Magalluf/Palma Nova 

has the infrastructure and hotels to be able to cope with such out of season business 

(15/68). Feelings of security are enhanced by the factors associated with "home out 

there" laid out in Section 6.7.3. The British character of these resorts was seen as 

particularly important to such long tenn visitors.

The image of Mallorca as a tourist culture cannot be seen as ’good’ or ’bad’, simply 

that it has a twofold effect. Using the typology of tourists suggested by Plog (1973, 

p i 5) Mallorca is likely to attract the psychocentric tourist to whom security is 

paramount, and to discourage the allocentric tourist to whom the more unusual 

experiences are central to the holiday experience. However in reality this is an 

oversimplification of Mallorca as a destination; there are at least nineteen coastal resorts 

on the island all of contrasting characters. In addition the interior rural areas and the 

Sierra Tramontana offer great scope for a wide range types of holiday.

6.12.3.4 Friendliness.

Feelings of security were further enhanced by the feeling that Mallorquins are actively 

friendly to tourists. A common comment was:



"The island, I feel, is very friendly. Tourists rarely come up against 
problems with the locals. I ’ve worked on the mainland and they were much 
more stand offish...it’s the shopkeepers, busTdrivers and taxi-drivers too.
The bus-drivers shout out the stops when they don’t have to." (18/85).

Differences were even commented on in comparison to where there was thought to be a 

"palpable difference in the way the people treat tourism." Keith goes on to suggest why 

this should be:

"You can say they (Mallorquins) are very greedy or they are very pragmatic.
They put their financial situation before all else, that’s why I say it’s 
difficult to get them to change direction and think about the environment 
and the ecology and the future when they are making money now. This has 
a positive effect because it tends to suppress any kind of resentment. As 
long as people are spending money you won’t get this sulky resentment of 
tourism that you get in some places." (20/109).

It is interesting to observe that Pepe, a Mallorquin travel representative, when asked 

about whether the continued expansion of Mallorquin tourism would have more costs or 

benefits he answered, "Benefits, because money never brings problems." (13/55) 

However this should also be set in a context of his sadness at how much had been lost 

of the Mallorca he remembered from thirty years before and his concern that "Mallorca 

may become a totally concrete coastline."

6.12.3.5. Accessibility.

Important for many tourists was the accessibility of the island. A flight time of one and 

three-quarter hours compared favourably with four to four and a half hours to the 

Canary Islands or Greece. This perception of relative nearness from Britain compared 

to other destinations was possibly important in forming the impression of familiarity. 

However it was most influential in choice for many for the practical reason of taking 

less time out of a holiday to arrive at their destination. This was particularly important 

for one week holidays and for the many tourists who used Mallorca as a second holiday 

destination. There is however an interesting question for the future here. A 

consequence of easy accessibility and mass tourism volume is lower cost. Many long 

haul destinations such as Florida are becoming cheaper. If perceptions of the relative



cost and accessibility of such destinations can be changed there may be a long term 

threat from long-haul destinations to Mallorca.

6.12.3.6 Complexity and diversity of tourism provision.

In describing the complexity and diversity of the island two main aspects emerged:

(a) Description of the island by resort type and tourist type.

(b) Description of diversity of activities.

These factors influenced tourist choice in several ways. Many tourists come for the 

first-time, possibly to Magalluf and discovered the diversity of the island. They return 

home with a more complex image and with the intention to return in future to discover 

more of the island. Other first-time visitors went directly to specific alternative resorts 

such as Cala D’Or or Alcudia on the advice of friends. Tourists who returned may 

times took an almost conspiratorial delight in ’knowing’ about the diversity of the 

island. They derived satisfaction from being able to advise ’novice’ tourists about 

Mallorca; this was also instrumental in reinforcing their sense of attachment to place.

6.13 Discussion

There was a real concern expressed by many about how this variety could be 

maintained in the face of continued expansion, that this may "bring it all to one sort of 

resort." (11/41). The forces promoting tourism growth by the construction of new 

accommodation were based on the belief that in future, demand would continue to grow 

and fill any increased capacity that would be provided. Much of the development 

taking place during the time of this study was the laying of foundations of developments 

prior to the deadline of forthcoming legislation that would prohibit such development. 

Clearly much of this development was done on the basis of short tenn financial gains. 

To what extent continued expansion of capacity will be accompanied by continued 

growth in international tourism that will take up such capacity is a moot point. The 

central issue is how and why in future will tourists choose to visit Mallorca. Image is an 

important factor in this.



There were divergent views on how tourism on Mallorca should be developed in order 

to ensure continued choice by holidaymakers in the future. Issues that needed to be 

addressed were:

(a) consideration of the aims of matching future marketing strategies and the 

provision of tourism facilities;

(b) establishing a clear definition of the future image or images of Mallorca to be 

promoted by such marketing.

It was clear that there were conflicting forces at work that did not necessarily operate 

with any references to such issues. It was assumed that expansion of tourism was 

desirable purely because it was equated with economic growth and therefore a ’good 

thing’. Two arguments against this view were expressed. One was a concern that 

future growth in the numbers of tourists visiting Mallorca was possible but counter

productive to the long term health of both the economy and ecology of the island. The 

other was that the future aim should be to concentrate on increased profit margins by 

’upmarketing’ the holiday product. ’Upmarketing’ refers to the attempt to market the 

destination to attract tourists of higher socio-economic status. The advantage of 

’upmarketing’ was that it would not involve increasing the volume of tourism on the 

island. Local retailers for example were concerned that increases in the volume of 

tourists did not necessarily mean increases in sales per capita. Spending by tourists was 

down in 1988 despite a record number of visitors; there was a feeling that:

"The traditional "big spenders" have been lured to the other destinations 
being developed by tour operators and their places taken by a dramatic 
upsurge of holidaymakers on low budget package with little spare cash"
{The Reader, pi).

As one trader put it: "by selling cheap holidays you get cheap people" {Travel News 

1988 ). One of the reasons given for the continued popularity of Mallorca was the 

sheer volume of beds on the island compared to emerging destinations such as Tunisia, 

Morrocco and Turkey. The tour operators offered so many varied holidays on Mallorca



it was seen almost as an inevitable consequence that this was a guarantee that places 

would be filled, albeit by late availability holidays. It was thought to be in the tour 

operators’ interest to promote the destination because the scale of their operations in 

Mallorca directly affected their solvency. Whether this will continue to be the case in 

future is not guaranteed. Tour operators may choose to to develop other destinations in 

preference to the utilisation of the continually growing capacity of Mallorca. 

Nevertheless the late availability holidays were still seen as an important factor 

influencing future choice patterns of tourists. It was an important way in which tourists 

were introduced to the diversity of the island compared to it’s stereotype image. "They 

arrive by chance...then return by choice." The best possibility for sustainable growth of 

tourism on Mallorca was that there was still scope for growth so long as it was not 

concentrated in particular locations as it had been in the past. Expansion must not be so 

rapid or great that it materially altered the essential contrasts within the tourist regions 

of Mallorca. A homogenisation of tourist resorts was seen as the biggest danger to 

future prosperity. Liu and Yar (1986) found similar attitudes in Hawaii. They found a

reluctance to attribute social and environmental costs to tourism. Residents also
*

regarded environmental protection as more important than the economic benefits of 

tourism, however there was an unwillingness to lower their standard of living in order 

to achieve this goal. Liu et.al. (1987) found that residents of destinations with mature 

tourist industries are more aware of both positive and negative environmental impacts. 

This ambivalent attitude towards tourism does not necessarily lead to the resolution of 

the problems of management of tourism in the future. Conscious positive action is 

required to achieve solutions to the growing environmental problems of mature tourist 

destinations such as Mallorca.

There are inherent dangers in assuming that the negative effects of future growth can be 

reduced by spreading into other areas of the island. Keith was clear on the issues that 

had to be faced during the coming decade when he observed that:



"Resorts are actually wearing out now. Whoever thought that resorts could 
wear out ? It all seemed so new and fresh. One of the most overused words 
in advertising tourism is new. If it’s new it must be good. I dislike the idea 
that by making anything new you’re improving it. Something that is 
perfectly acceptable is changed simply because they think they should. 
Conversely the things they should be changing like the types of 
accommodation they’ll (tour operators) go along with the same old stale 
stuff." (20/115)..."The trouble is now that because Mallorca was in the 
forefront of mass tourism...the older resorts are starting to wear a bit thin, 
there is a need for massive reinvestment. They are trying to er... to put it 
crudely, to ’tart up’ their old hotels and it’s not going to work. Now there is 
a lot of new stuff on offer but it’s mainly a change of area, mainly the east 
coast. So Mallorca can renew its desirability in terms of new beds on offer 
and it can continue to build in that respect but the trouble is that eventually 
they are going to run out of new areas to develop. Ecologically it’s not 
desirable for them to develop much more anyway, so they are going to have 
to swallow a very bitter pill shortly and start to have to consciously try to 
reduce tourism and that is something that is totally against the nature of the 
local population and against the the process that has been continuous for the 
last thirty years. A massive effort is going to be necessary to do it but like a 
lot of preventative medicine it’s better sooner rather than later because, if 
it’s later then the actual environment that they are attempting to promote 
will be so degraded that nobody will want to come here anymore because 
the whole place will be just one mass of concrete. Mallorca is a finite thing; 
it’s an island." (20/101).

The main point of conflict here with regard to image and reality is this. At present 

tourists come to find the island is in fact not so densely developed as was anticipated; 

the majority of the coastline is still undeveloped. However these unoccupied sites are 

increasingly attractive to developers who would provide the new types and standard of 

accommodation and resorts being demanded by tourists. The development of 

greenfield coastal sites evades the issues of the financing of the refurbishment and 

improvement of declining resorts at the expense of the ecological resources of 

Mallorca. These ecological resources are part of the image of Mallorca that is known 

to exist by the ’initiated’. The paradox here is that Mallorca has for many people 

already an image of having a "concrete coastline" that is not bome out in fact. Attempts 

are being made to overcome this image at a time when rapid development is taking 

place that many fear will lead to the present image becoming future reality. It was 

reported during 1988 that Mallorca was "ready to spend billions (of pesatas) to foster a 

new image" (Reader, 1988 pi). However this meant the selection of "areas of some of 

the islands most beautiful coastline for future development of hotel and apartment



construction in the 4 or 5-star range" (Reader\ 1988 pi). This is indicative of the view 

that ’upmarketing’ of the image of Mallorca means new growth not reconstruction of 

the old.

This "upmarketing of the image" (19/92) appears to be the future aim which will be 

accompanied by the provision of facilities such as "up to 30 golf courses"

(R ea d er1988)) and the provision of international conference facilities (19/92). It is 

essential that the marketing of the image of Mallorca in the future is clearly linked to 

developments in reality. If new developments do not include refurbishing and 

upgrading of the older resorts there will be a credibility gap between the attempt to 

promote the new ’upmarket image’ of Mallorca. Tourists’ experiences of a rapidly 

degrading tourism infrastructure may actually result in a reduction in the volume of 

tourists visiting Mallorca without an increase in the upmarket tourist envisioned. The 

image of Mallorca must not be allowed to become that of the an old declining tourist 

destination. The transition upmarket would have to be carefully planned. Clements 

(1989) points to the example of Cyprus and the effectiveness of ’de-marketing’. ’De- 

marketing’ is the discouraging of low-cost package holiday deals to the island and 

actively encouraging more upmarket accommodation and developments, thus the 

more affluent less dismptive tourists are encouraged to visit the area. How far he is 

correct in asserting the success of Cyprus in this regard is a moot point. However, in 

the case of Mallorca it is more likely that low-budget mass-tourism will coiltinue to be 

an important part of the economy of the island. This leaves no alternative but massive 

investment in the older, existing resorts as part of a coherent effort to maintain the 

facilities. The evolution of an image of Mallorca as an established yet still improving 

resort area could be attained. It should be possible to promote the positive aspects of 

the destination because it is one of the longest established and still retains many tourists 

loyal to the destination. In order to do this not only must the ’reality’ be improved but 

also marketing must not sell new developments at the expense of the old resorts. Both 

aspects should be promoted in an attempt to emphasize that Mallorca contains "the best 

of the old and the new."
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The main problem regarding marketing of Mallorca was seen as it s complexity. It is 

not one resort but eighteen all differing in character whilst the image that was strong in 

Britain was that of Magalluf/ Palma Nova (19/94). In this study however it has been 

suggested that complexity was an important factor in stimulating repeat visits. There 

was a feeling of 'initiation' experienced by many tourists. This is the key to the 

effective marketing of Mallorca. It could be targeted so that potential tourist groups and 

tourist regions are matched and marketed accordingly, i.e. The many images need not 

be conveyed all at once to all groups. In Chapter 5 it was suggested that the social 

network was by far the most important means of conveying image of place and 

affecting tourist choice. It would seem likely that it may take time for the image to be 

changed. It must be experienced by people before the image of outsiders can begin to 

be affected by their advice. In this chapter it has been suggested that tourists’ holiday 

experiences in Mallorca were generally good and that these were instrumental in 

encouraging return visits and the promotion of secondary repeat business. Tourists’ 

experiences of Mallorca are still sufficiently diverse and positive to continue to promote 

tourism by these routes despite a negative image for many potential tourists in Britain. 

The reality of the experiences of the majority of tourists still overcomes the image .

In order to maintain this functional link between tourists’ experiences and their positive 

influence on future choice, infrastructure improvements and the accompanying 

marketing strategy suggested in this section could prove effective.



CHAPTER 7

OVERVIEW OF METHOD. CONCLUSIONS AND SUGGESTIONS FOR

FUTURE RESEARCH,

7.1 Introduction

The main conclusions and a discussion of these in relation to image and the marketing 

of destinations have been considered at the end of each chapter of this thesis. It is not 

then proposed to reiterate these comments. However because a variety of approaches 

have been used to reach these conclusions, it is appropriate at this point to attempt to 

inter-relate them to form an overview of the research findings. This is important in 

order to review how each stage of the research informed the next step. It is also 

important to indicate how the various methodologies were integrated within the thesis 

structure in order to evaluate the effectiveness of the approach. The main conclusions 

will then be reviewed as a whole. Illustrating how the conclusions relate to each other 

across the thesis as a whole document will help to draw out these main conclusions. 

These conclusions will be situated within the context of the literature reviewed in 

Chapter 1. Finally suggestions for future research leading from the main conclusions 

will be suggested.

7.2 Overview of methodology 

Gunn (1988) suggests that:

"Tourism is a complex phenomenon and therefore the research of tourism 
must utilize all the disciplinary approaches that will be most useful in 
solving problems and in providing new information" (p. 10)

This has been one of the central methodological themes of this thesis. The research into 

tourists’ images of destinations and their role in holiday choice was approached using a 

variety of approaches. It was suggested in Chapter 2 that simple, numerical and 

graphical techniques were sufficient to evaluate the destination images of potential



tourists. (Section 2.1 and 2.2). Before and after studies (Section 1.6.5) were advocated 

in preference to "one-shot" image studies (Section 1.6.2 to 1.6.3 ). They were favoured 

because they took account of, and reflected, the impact of holiday experience on image. 

Simple before and after image studies were also useful because they were a relatively 

quick and effective means of reaching adequate image profile summaries. This was 

especially important because this approach was one of several used to investigate 

destination images in the thesis: the time spent on each approach was necessarily 

limited.

In Chapter 2 group images were evaluted by the calculation of an Image Index which 

was based on individual ratings on Likert type scales of semantic differential statements 

and bi-polar adjectives. The Image Index was considered an effective and appropriate 

means of analysing destination images. However use of group mean scores (Section

3.3) appeared to be as effective and simpler in practice. Thus group mean scores were 

used for the main image study of the image of Mallorca (Chapter 4). It was also argued 

in Chapter 3 that the use of Repertory Grid Interview technique could be used to 

investigate the most salient factors in the holiday choice patterns of package holiday 

tourists. A consensus repertory grid of the most important constructs of package 

tourists in Mallorca was formulated (Section 3.4 to 3.6). The interviews also yielded 

other insights into the role of image in holiday choice. These insights suggested lines of 

research which were followed up in Chapters 4 to 6 (Section 3.7 and 3.8).

Simple comparison of mean scores in tabular form was considered effective in 

identifying some important differences between group images (Chapter 4). The overall 

consistency of a positive image of Mallorca by these groups was also noted and is 

discussed in Section 7.3. The results were useful in identifying the areas of strength and 

weakness in destination image. The relevance to the marketing was considered (Section

4.13 (r)). A major disadvantage of ideographic studies is that the results are good 

descriptors of image and image change but the actual reasons for such images and 

changes can only be suggested. It was proposed that qualitative research was the
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logical means of exploring the phenomenological roots of such changes. Quantitative 

data it was argued could in fact be used in a secondary role to identify areas for deeper 

qualitative research. A reversal of the usual positivistic assumption of the superiority of 

quantitative data as the producer of ’hard data’ and ’real’ answers was suggested. It 

was proposed that the relationship is a more dynamic one; there are occasions on which 

either approach can predominate dependant on the research problem or issue. On 

occasions qualitative research may identify the focus for quantitive data, on other 

occasions the reverse may apply. In Chapter 5 an attempt was made to achieve a 

balance by using the two approaches simultaneously; a more complementary, balanced 

role for each was proposed.

It was argued (following on from work by Schroeder, 1984) that relatively small sample 

sizes between 15 to 30 were adequate to produce meaningful image profiles. Sample 

sizes above 15 did not necessarily lead to more significant or consistent environmental 

perception data. Certainly for sample sizes of over 30 little additional information was 

gained. However larger samples were needed if sub-groups were to be identified that 

could then be compared. The image of Mallorca was compared with a range of 

destinations. Non-parametric factor analysis and linkage analysis based on Pearson 

Product Moment Correlations were used to review how potential tourists used the 

constructs of the consensus repertory grid (Sections 4.5 and 4.6) and to group 

destinations using these constructs (Section 4.7). The two methods of analysis were 

both considered effective yet simple methods of summarizing the data at these two 

levels. The use of the findings was considered in the context of the marketing of 

Mallorca (Section 4.14). The relative performance of the destinations was assessed in 

relation to the expressed value of the constructs to respondents for a good holiday 

(Section 4.8).

The mean scores of rating scale data were used to evaluate three aspects of the image of 

Mallorca with tourists before and after their holiday. (Sections 4.10 to 4.12). The data



was split on the basis of three criteria (a) First-time and repeat visitors, (b) First-choice 

and not first-choice visitors and (c) Area of stay : North, South-West and East.

The approaches used in Chapter 5 were summarized in Figure 5.5. However it is 

relevant here to review how the different approaches used were integrated. All the 

research was based on questionnaire work conducted with tourists in Mallorca. The 

fonnat of the questionnaires included both structured and open questions as used in 

Chapter 2 i.e. (a) rating-scale questions (classified as structured) and (b) questions 

which allowed free response (classified as open). How the general approaches used in 

Chapters 5 and 6 inter-relate is summarised in Table 7.1. Each approach used could be 

seen as a discrete study of an aspect of destination image, experience and choice. 

However together the intention was to provide a broad view, sometimes by applying 

two approaches to the same aspect, (e.g. 1 and 4; 3 and 4; 2 and 3). An attempt has 

been made to indicate the transition from positivistic to more humanistic and 

quantitative to qualitative approaches. It was observed in Section 1.7 that quantification 

is not restricted to positivistic approaches.

Overall the use of a mixture of approaches as discussed in Chapter 1 need not 

necessarily lead to a position of ’mere relativism’. It has been argued throughout this 

thesis that by its nature as a social science, the study of tourism is not an area of 

research where absolutes can really be expected to be found. Results of research, it has 

been suggested, may be generalised to varying degree but this does not imply that these 

results are necessarily nearer to some achievable ’absolute’ finding. They will remain 

relative findings; relative to the scope, focus and aims of the research and relative to the 

time of study and culture of the society being studied. However this does not mean that 

the results of studies such as this thesis and other tourism research are merely relative. 

Findings can be situated within the context of the study and general area of research. 

Thus the conclusions which are considered as an overview in the following section may 

well have general relevance to the European package tourist industry during the late 

1980’s and the 1990’s and may be generalised within this context. In Chapter 6 the 

term situated relativism was proposed to describe the status for research in this thesis



Table 7.1 Summary of complementary approaches used in Chapters 5 in 6

Type of 
data Analysis Purpose Section Approach

1 Rating
Scale

Probabilistic: 
chi-square

Description of 
pattern of 
repeat business 
intentions 
Effect of 
experience on 
future choice

5.8 Positivistic
Quantitative

2 Ranked
factors

Weighted ranks 
to calculate 
index value 
for each 
factor

Formation of 
hierarchy of 
factors 
affecting 
image and 
choice

5.5 Positivistic
Quantitative

3 Classified 
(nominal)

Based on open
responses
later
classified by 
themes

Identify 
main factors 
affecting 
choice and 
quality of 
experience of 
Accommodation, 
Resort and 
Mallorca

5.4
5.6

Humanistic
Quantitative

4 Open
responses
Summary
comments

Summary notes 
of comments 
coded on cards 
and used as 
qualitative/ 
illustrative

Effects of 
experience on 
future choice 
Interrelation 
of
Accommodation, 
Resort and 
Mallorca 
experience

5.7 Humanistic
Qualitative

5 Open
group
interviews: 
Inter- 
actionist 
approach

Tape
transcripts 
of interviews 
Inductive 
analysis 
building up 
of concepts 
Themes 
'grounded' 
in interview 
data

Overview via 
travel
representatives 
of tourists' 
images, choice 
and experience 
of Mallorca and 
patterns of 
repeat visitors

Chapter
6

Humanistic
Qualitative



and indeed much social science research. The central point that is being made here may 

be summarized at this point. A common misconception prevalent in the social sciences 

and exemplified by publications such as Ritchie and Goeldner (1988) is that the study of 

social phenomena should be ’scientific’. The statement is often made that quantitative, 

hypothesis testing, positivistic approaches yield ’hard facts’; qualitative data does not.

The inference is that these ’hard facts’ are irrefutable and provide generalisations.

However it was pointed out in Chapter 1 that ideographic studies, largely posivistic in 

stance and application produced ’hard facts’ that for some reason or other could not be 

generalised beyond the study. The conclusions to these studies included speculative 

explanations for the apparent connections between factors. Whilst it is reasonable to 

speculate in such discussions the assumption that such speculation is somehow superior 

because it follows quantitative analysis is unwarranted. Generalised models of tourist 

behaviour are more likely to be based on intuitive insights such as Plog (1988) rather 

than on more inductive, empirical research. Some models are based purely on 

qualitative research such as McCannell (1976), or even literature reviews of the 

frameworks of others such as Cohen (1988b). Such models are not necessarily inferior 

even though they are not always empirically based they still fomi an important basis for 

discussion of tourist phenomena not all of which are amenable to statistical analysis.

In the field of tourism research, Gunn (1988) suggests that knowledge can arise from 

four ways of knowing. She states that the most reliable method of attaining knowledge 

of tourism is by science and that:

"In scientific research there are many points along the way of investigation 
that force critical examinations. Objective research is systematic, logical 
and empirical and can be replicated....It is in the context of science that 
many new truths of tourism are developing" (p4).

Exactly what is meant by "new truths" is not explained but truth as absolute is implied.

The extent to which these "new truths" have proved replicable has been thrown into 

doubt in the literature review in Chapter 1 and the preceding discussion. In addition it 

was contended, in Chapter 6, that the results obtained from the qualitative research was;<™



as far as possible, "systematic, logical" and indeed "empirical" in at least the sense that 

they were "based on the results of observation or experience and not from mathematical 

or scientific reasoning" (Irvine, 1972).

7.3 Overview of conclusions and discussion.

It was stated in the introduction to this chapter that the conclusions are given in full 

detail at the end of each chapter along with a discussion of the marketing implications 

of these conclusions. It was observed in the overview of methodology (Section 7.2) that 

the intention has been to research aspects of image and holiday choice from various 

perspectives. Therefore what will be reviewed in this section is how the general 

conclusions reached in the various sections relate to each other and may be generalised 

(as discussed in Section 1.6.5 and Section 7.2).

These general conclusions are relative to British package tourists’ images and holiday 

choice behaviour in the late 1980’s and 1990’s. By stating them explicitly in this way 

they may be tested by future research in this area to assess their validity or their 

continued validity. Some of the conclusions may have more general relevance beyond 

the immediate focus of study of Mallorca or the first level of generality suggested here, 

British package tourists. Some findings may be applicable to international tourists. It 

will be made clear where such is being proposed.

In order to investigate tourists’ destination images and holiday choice three broad focii 

of study were identified, image prior to a visit, holiday experience and image after a 

visit. In Chapter 1 two main categories of image studies were identified following work 

by Lew (1988), ideographic studies (e.g. studies of attitudes towards destinations and 

holiday motivations) and cognitive studies (e.g. phenomenological, experiential 

studies). Figure 7.1 summarizes how these approaches were used to address the 

research topic. How some of the conclusions evolved during the various stages and 

using different approaches may be illustrated by using a series of headings which 

summarize these conclusions. Some ideas were suggested by the initial literature
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review (Chapter 1), some emerged during the course of the early research (Chapters 2 

and 3) and others were suggested during the main research in Mallorca (Chapters 4, 5, 

and 6). These will now be integrated in the following sections.

(a) Image of destination : definition and perspectives

The concept of tourists’ image of destination was linked to research in many social 

sciences (Chapter ,1). Firstly the evolution of image of place studies in Geography was 

reviewed (Section 1.2) and then the contribution of various social sciences to tourism 

studies of image was outlined. A definition of tourist image was quoted (Section 1.3) to 

highlight the predominant influence of subjective factors on image. The subjective 

factors such as motivation, personality, attitudes, perception (cognition), learning, were 

outlined (Section 1.4). The notion of tourist image of destination was also linked to that 

of national stereotypes (Boulding, 1956) and of brand image (Joyce 1972). Research 

from both these viewpoints was relevant. National or cultural stereotypes, i.e. of the 

people and culture of a place, was suggested as crucial in the holiday choice process by 

Morello (1983). The parallel between brand image, market research and the package 

tour industries marketing of places as ’product’ to be ’consumed’ was noted. An 

attempt was made to reflect three important aspects of image of destinations in the 

research (a) the tourist ’product’ (i.e. how places were seen as holiday destinations); (b) 

the people and (c) the environment (Chapters 2 and 4). These largely ideographic 

studies were complemented by the study of three levels of the image of a destination 

relevant to the tourist ’product’ : accommodation, resort and general location (i.e. 

Mallorca) (Chapter 5).

(b) The effect of experience of destination on image

It was observed in Chapter 1 that few before and after studies have been conducted. 

Pearce (1982) acknowledges this pointing out that such studies could not only be a 

direct research goal but also act as a reliability check on image data. He notes that:

"the notion that travel can change attitudes and beliefs is an implicit 
assumption....in the tourist literature" (pl04),



It seems curious then that little research has been conducted to test and measure such 

changes in attitude. One of the key concerns of Chapters 2, 3 and 4 was the 

measurement of such change, principally using an ideographic approach. Pearce 

suggested from his study that visits to a destination did result in significant changes in 

attitude and the findings of Chapter 2 and 3 reflect this view. In Chapter 3 changes 

were observed for two groups’ images of the country which they visited, whilst the 

images of the countries they did not visit remained unchanged. Changes were also 

noted in the image of Tunisia amongst a group of students after their visit (Chapter 2) 

but no control destination was simultaneously assessed. In Chapter 4 changes in the 

image of Mallorca were also noted for various sub-groups of visitors (Section 4.9). It 

was also noted that the images of visited and not visited groups of respondents for seven 

destinations showed some differences. There was a consistency to these differences in 

image that suggests the next conclusion.

(c) Experience of destinations and influence on image

It was suggested in Section 2.7 that generally the images after a visit could be 

summarized as more positive, For example the people of Tunisia were seen as more 

"helpful", "happy", "open", "pleasant" and "kind" than had been expected. A similar 

positive pattern to image change was found for visitors to Menorca and to a lesser 

extent for Holland. (Section 3.3). It was suggested that fewer changes in the image of 

Holland than Menorca may be a result of Holland being nearer and having a more 

culturally familiar image. The findings of Chapter 4 also suggested that experience 

positively affects destination image. In the study of the image of Mallorca before and 

after visit, repeat visitors tended to have a more positive view of Mallorca than did 

first-time visitors (Section 4.10). Also, after the visit first-time visitors image changed 

to match more closely the image of repeat visitors, i.e. positive change had occurred. 

Both first-choice and not first-choice visitors also exhibited positive image change 

after their visit. In the study of the images of seven destinations for the visited and not 

visited groups of respondents, the visited groups tended to have similar images to the



not visited groups. However those image differences that emerged were generally 

viewed more positively by the visited group compared to the not visited group. 

Experience of the destination positively affected its image. Possible explanations were 

suggested by outcomes elsewhere in the research. Thus pre-visit images may reflect 

anxiety over constructs such as "Feel at ease" and "People are friendly" (Section 

4.14(b)).

(d) Underestimation of the complexity of place in tourists’ images of destination.

It was proposed in Chapter 3 that the image structures of tourists’ are often relatively 

simple and that choice is made on a small number of criteria. It often follows that 

without experience of the place its complexity is not anticipated. What is ’known’ 

(judgements on a small number of criteria important to the individual) predominates 

over what is ’not known’. Interviewees often realised the paucity of images they held 

but nevertheless had allowed the little they did know (often by their own admission 

inaccurate or prejudiced) to influence their choice of destination (Chapter 3). Thus the 

recurrent changes in images, the increased awareness of the variety of sights; interesting 

history and culture, attractive scenery and so on simply reflects the underestimation of 

the complexity of places before a visit. This was not only indicated in the ideographic 

studies outlined above but also in the qualitative interviews in Sections 6.10.3.1 and 

6.12.3.6.

(e) Simple images and their effect on destination choice.

It was suggested in Chapter 3 that destination images for most package tourists were 

relatively simple. Nevertheless image still was likely to exert a great influence on 

choice. Thompson and Cooper (1979) suggest that this may be a deliberate choice to 

limit the number of criteria by which a destination is assessed to simplify the choice 

process. The implication is that even when a great deal of information is known about a 

destination this is reduced to those most important to the individual. Various simple 

stereotype place images were identified, for instance it was noted in the ideographic 

studies in Section 3.3 that the images of countries not visited by tourists did not change
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after a holiday elsewhere. The idea that group images could be measured to reflect 

group stereotype image was proposed in Chapters 2 and 3. The overall similarity of 

image profiles was also noted in Chapter 4 and suggests that a broad consensus attitude 

towards particular places can be observed. There were, however, some important 

differences that occurred that will be highlighted in the sections that follow.

The origin of cultural attitudes towards destinations (reviewed in Section 1.6.4) can be 

viewed on various levels. For Morello the most salient dimension likely to affect 

choice is that of national stereotypes i.e. how the people are seen. It was suggested in 

Chapter 3 that respondents attitude towards the inhabitants related more towards their 

perceived friendliness and how comfortable the respondents would feel as tourists. 

Many other aspects of image were highlighted as salient by repertory grid interviews 

(Section 3.5). Interestingly it was found that knowledge of complexity of destinations 

did not discourage the use of simple stereotype images. (Section 6.5.3.). Places were 

classified initially on the basis of simple descriptions of types of places. The 

complexity of the description of these types of places varied, more complex 

classification of place by type was more satisfactory because it involved considering the 

motivations of the tourists.

(f) Matching of destination image with self-image and its influence on holiday choice. 

Travel agents were criticised in Chapter 6 for using simple stereotype image of both 

places and people and failing to appreciate the complexity of destinations and the wide 

variation of peoples’ holiday motivations. For example not all young people wanted to 

go to the South-West of Mallorca or all older people to the East and North (Section

6.5.3). It was proposed that it is essential to attempt to match clients with destinations. 

This would entail greater awareness of destinations by travel agents and greater 

emphasis on clients particular holiday criteria (Section 3.8). Gray and Herbert (1973) 

suggest that an important aspect of image likely to influence choice is the ’user image’ 

of destinations, that tourists classify destinations by type on the basis of what type of 

people use them. Destination choice results when tourists match their self-image (what



type of person they perceive themselves to be) with the image of the type of person 

using a particular destination (Section 6.8.3).

(g) Matching of destination image and tourists’ motivations and choice

Some differences were noted between the images of the South-West and East of 

Mallorca compared to the North (Section 4.12). These differences matched closely the 

differences in motivations of the three tourist groups measured by their expressed 

preference for constructs on the concensus repertory grid for a good holiday (Section

4.13.3). This indicated that tourists have an image of their holiday (Section 3.7) that 

relates to their individual motivations. These motivations are matched to the image of 

destinations; although this often relates to knowledge, it equally may be based on ’wish- 

fulfillment’ and initially this leads to disappointment (Section 6.8.3). The difference in 

opinion between Van Raiij (1986) and Botterill (1986) regarding holiday satisfaction 

was noted in Section 1.7.6. It would appear (for package tourists at least) Van Raiij is 

right in asserting that satisfaction is more likely to be achieved if the unknown factors 

are reduced for the tourist, i.e. matching of client and place can more effectively ensure 

an appropriate choice and holiday satisfaction. Other dimensions of image that 

appeared important in affecting holiday experience and choice can be linked to aspects 

of holiday motivations for package tourists.

(h) Destination images of security important to package tourists’ choice of destination 

It was noted in Section 1.6.4 that the most crucial aspect of national stereotypes likely 

to affect choice was the image of friendliness. It was found that the friendliness of the 

people of Mallorca was an important reason why people enjoyed their holiday and 

returned on subsequent occasions (Chapter 6). The constructs "People are friendly 

towards tourists" and "Feel at ease as a  ’ tourist " were highly correlated (Section

4.6) and were important to tourists (Section 4.8 and 4.13). These perceptions of 

friendliness of people are an important aspect of security. Although "Familiar culture" 

was not a construct deemed important to tourists for a good holiday it emerged that, at 

least in Mallorca, the presence of a secure tourist culture was important in attracting



tourists. It was suggested that package tourists match the ’psychocentric tourist’ in 

Plog’s (1973) typology. Clearly there are wide variations in types of resort on Mallorca 

and indeed in types of resorts offered on package tours but security is to a varying 

extent likely to be important, no matter what the type of destination. The whole notion 

of strict typologies of tourists however was questioned (Section 1.7.4.3)

(i) The dynamics of holiday motivations.

The notion of a holiday career was proposed from initial research in Chapter 3 and also 

emerged from group results in Chapter 5 and 6. This undennines the models which 

classify tourists by criteria such as personality or tourist type. Whilst undoubtedly there 

is some basis for such models it was found, as suggested in Section 1.7.6, that 

individual motivations change during a person’s life-cycle or family-life cycle 

(Chapters 3 and 6). As people experience each holiday they develop new motivations, 

indeed most people have a variety of contrasting motivations some of which are brought 

into play one year and others the next. Thus in Hodgson’s tenns (Section 1.6.5) a first 

order question might be "what type of holiday shall I take this year ?" The particular set 

of motivations relevant to this type of holiday are then brought into operation. It is at 

this stage that image is important because only if a destination is included in a rough 

grouping for that type of holiday will it be given further consideration. This was noted 

in the Repertory Grid interviews in Chapter 3 and is discussed in the following section.

(j) The effect of respondents’ classification of ’similar’ destinations on image.

It was suggested in Sections 6.5.2 and 6.12.2 that one way in which image might 

operate is by the classification of resorts by type, i.e. grouping of similar' destinations. 

This tendency had been brought out clearly during the Repertory Grid Interviews in 

Chapter 3. Respondents were able to classify destinations quickly into three groups 

(Yes, No and Unsure) with respect to their likelihood of being chosen for a holiday.

The subsequent interviews, using triads to assess various combinations of possible 

destinations, drew out the constructs relevant to how the destinations were assessed.

The ease with which destinations were categorized by respondents suggested that image



is important at several stages of the decision-making process as well as in different 

situations that arise during this process, for example in late bookings where a large 

number of alternative destinations may be on offer and a quick decision has to be made. 

It is likely that even simple images exert a great deal of influence on the rough sorting 

of destinations into those considered and those rejected. This is also true of longer term 

decision-making, but at least in that situation the opportunity exists for destinations to 

be reclassified as potential choices after initial consideration. The notion of image as 

similie matches closely that of destination type. Haahti (1984) implicitly incorporates 

this notion in her research on the comparative market position of Finland relative to 

other destinations. (Chapter 1). Thus the awareness of the range of destinations that are 

perceived as similar is an important factor in the marketing of destinations. Methods 

and criteria for the identification of such groupings were highlighted in Section 4.7.

Such information is invaluable for defining market position and planning strategies for 

re-positioning (Section 4.13 (r)). Information on the inter-connections between the 

attributes by which destinations are evaluated is an important tool for planning such 

image management (Section 4.13 (i)).

(k) Image attributes grouped bv similarity of use in construing destinations 

It was noted with regard to ideographic studies in Chapter 1 that many destination 

attribute studies had been conducted. Goodrich (1977) suggests that these attributes 

may be grouped into "benefit bundles" i.e. hierarchical clusters of groups of attributes.

In the present study simple methods of grouping the constmcts identified from the 

consensus repertory grid (Chapter 3) were proposed. They were grouped on the basis of 

the pattern of use of the constmcts in response to seven destinations (Sections 4.4 to

4.6), No attempt was made to order the groups by‘their importance to tourists although 

reference was made to the constmcts deemed important to tourists for a good holiday 

(Section 4.8). It was thought that the importance of such groupings lay in how aware 

destination promoters were of them; they could be used to anticipate the effect of 

marketing campaigns on particular aspects of destination image. However the overall 

importance of such formal sources of image were questioned by the next conclusion.



(1) The effect of the social network and formal sources on the image of destination and

holiday choice of tourists.

It was observed in Section 1.3.2 that enonnous sums of money are spent in the travel 

industry promoting destinations, essentially conveying a chosen image of a destination. 

Saltmarsh (1984) comments that the effectiveness of marketing campaigns is often far 

from proven. As Downs and Haynes (1984) point out few before and after image 

studies are conducted on image change. Smith (1983) comments that there is "little 

hard data in the travel research literature documenting advertising’s effect on changing 

travel patterns" (pl49), Gartner and Hunt (1987) (reviewed in Section 1.6.5) being one 

of the few such studies.

The findings of the present study suggested that whilst formal sources of image were 

important in some aspects of image formation, their use was often restricted to 

reinforcement of the holiday experience after the event or as ancillary image 

information sources. With regard to the latter the inference was that brochures were 

often used simply to provide information such as price and availability and were less 

likely to directly influence choice than the advice of friends or relatives. Brochures 

were not as likely to be quoted as being consciously important in either the fonnation of 

image or in affecting choice (Sections 5.4.1, 5.4.2, 5.5.2, 5.5.3, 5.5.4, 5.7.2). It emerged 

that the advice of friends or relatives and previous holiday experience were more 

important factors affecting both image and choice. It was proposed that effective 

marketing of destinations should actively utilise the word-of-mouth transmission of 

image. The tenn secondary repeat business was suggested to describe the influence of 

others on choosing a destination for a holiday. Possible methods of utilizing the social 

network were proposed (Section 5.5.5). These proposals revolved around the ’soft-sell’ 

of alternative resorts or accommodation offered whilst tourists are on holiday. The 

roles of image and holiday experience (image fonnation) were evaluated and similar 

conclusions reached regarding primary repeat business these are reviewed below in 

(m). It was suggested that the influence of friends and respondents’ own experience



related to specific destinations and thus made place important in decision-making. 

Information on specific places was more important than more general typologies of 

place in affecting choice. The number of tourists who never returned to the same 

destination were in the minority. A strong trend of conservatism existed amongst 

package tourists (Section 5.7.2).

(m) The effect of accommodation on holiday experience and choice.

Three aspects of image of destination were identified as important with respect to 

holiday experience: accommodation, particular resort and choice of the island of 

Mallorca. It was suggested that the aspect of experience most likely to influence future 

choice intentions was experience of accommodation (Section 5.7.1) although resort 

experiences were more important than of Mallorca as a whole. Whilst the holiday 

experience is clearly a composite of all these aspects, this relationship was suggested by 

the number of comments made in relation to each category on the three types of 

questionnaire (Table 5.14). The majority of comments on Mallorca related to the 

resort stayed in. Comments on the resort mainly related to infonnation on the layout 

of the resort and its character. The notion of resort character is, of course, a subjective 

and variable one, however comments appeared to predominantly top refer to the level of 

commercialism: the less commercialised the more the resort was assumed to have 

character. (5.7.3). With respect to architecture, low-rise developments were accepted as 

more authentic and having more character (Section 6.9).

Whilst Mallorca (Sections 5.7.1 and 6.10) and resort (Sections 5.7.3 and 6.9) were 

important aspects of holiday experience, accommodation was seen as the most 

fundamental factor likely to affect the quality of holiday and to influence future choice 

(Sections 5.7.4, 8.8, 3.7). It was suggested that this is related to the most immediate 

environment being most important (i.e. the home environment of accommodation), 

followed by the intermediate context of the resort and least important being the most 

general context, Mallorca. The implication for the tourist industry is obvious, holiday 

quality is more susceptible to management than might at first seem to be the case. In 

the study of image in Chapters 2, 3 and 4, image was described in general terms.



Destinations generally were not perceived to have distinct images relating to 

accommodation. However from closer analysis this is a crucial factor to holiday 

experience (and thus to image fonnation) and holiday choice.

It was also found in the study of the experience of accommodation (Section 5.6.3) that 

experiential factors (i.e. manageable factors such as service, food, utilities and noise) 

were more important than design or locational considerations. Image may be important 

in generally affecting choice in the ways suggested by the findings of this thesis, but at 

the level of image development by experience it is the micro details of the immediate 

milieu that are more important than the macro context of the resort and island of 

Mallorca.

Despite having noted above the importance of accommodation to holiday quality it 

would be inadvisable to dismiss the resort or general holiday location of Mallorca as 

irrelevant. Thus indeed whilst poor accommodation might spoil a holiday and translate 

into a negative image of place (Section 3.8) good accommodation provides the essential 

basic context for a good holiday experience. It is in this context that experience of 

resort and general location (Mallorca) become important image formation and choice 

factors. How resort and destination image functions in the holiday decision-making 

process, was suggested by the qualitative approach discussed later in (o). As general 

context for this the conclusions reached from quantitative, probabilistic research will 

first be reviewed.

(n) Fust-choice holiday as an important factor in determining image and future holiday 

intentions

It was found that tourists on their first-choice holiday had more positive images of 

Mallorca than did the not first-choice visitors. It was noted in (c) that the latter groups’ - 

image improved with experience and matched first-choice visitors image more closely 

after their visits (Section 4.11). It was proposed that the more positive images held by 

first-choice visitors before their holiday reflected their more positive attitudes to their



destination because it was their first-choice. The improvement in the image of not first- 

choice visitors’ image was seen as a sign that Mallorca was able to provide a good 

holiday on constructs that had previously not been rated highly.

Priority of choice was more important in affecting future choice of Mallorca for a 

holiday compared to first-time or repeat visit (Section 5.8.4), The not first-choice 

respondents were less likely to return to Mallorca or to their resort of stay. Visitors in 

their first-choice resort were more likely to return to Mallorca the following year.

Those not in their first-choice resort were less likely to return and if they did they were 

more likely to do so in a few years time. Section 5.8.4)

The implications for the travel trade is clear. The greater the number of clients that can 

be offered their first-choice holiday area and resort the greater the likelihood of a 

positive holiday experience and a repeat visit. The preceding section suggests that a 

similar concern with accommodation is also essential. It was proposed that repeat 

business could be cultivated by a ’soft-sell’ approach (Section 5.8.5). Attention could 

focus on utilizing the observed tendency of tourists to return on visits in "a few years" 

and "to a different resort". Infonnation could be provided in a variety of ways to 

attempt to influence repeat visits with the same tour operator to the same destination 

area (Section 5.8.5). Provision of infonnation whilst on holiday when tourists were in a 

positive, receptive frame of mind might allow tourism agencies to utilise the important 

social network.

(o) Holiday experience and authenticity.

The idea that tourist experience could be evaluated in terms of authenticity was 

challenged. It was proposed that the experience of staged events on excursions were 

meaningful to the tourist and that the authenticity framework was inappropriate.

Tourists in such situations such as the Caves of Drach (Section 6.10.3.3) were 

consciously aware the event was staged. In Cohen’s (1987) terms the event had aquired 

a "patina of authenticity" (Cohen 1987) i.e. repetition lent the experience authenticity.



In a sense the Caves of Drach staged event was part of tourist folklore i.e. the visit was 

one of a number of highly significant sights widely available by excursion from any 

resort on the island. The excursion also had many historical references within it and 

was, for many, an essential experience of ’The Real Mallorca’. It was argued that 

notions of authenticity and inauthenticity of experience were questionable in these 

circumstances. How are package tourists’ experiences to be evaluated using such a 

framework ? It is implied that these notions are absolute and tourists’ experiences 

easily categorized. Tourists experience their holidays as real and authentic experiences. 

Who is to judge contact with local people, even if in tourist restaurants and bars as 

inauthentic contact ? It was proposed that tourists’ experiences must be judged in the 

context of then own lifeworld. Whilst admittedly there are fantasy elements to the 

holiday experience, it is part of the real life experiences of the tourist and in this sense is 

no more or less real than any other aspect of life. A framework for considering the 

tourists’ experience of place was made by considering their hybrid lifestyle (Section

6.11.3). This entailed the coalition of the benefits oflome back in Britain and their 

home here in Spain. A non-judgemental framework was thus proposed as a more 

meaningful approach to the consideration of tourist experience.

(p) Negative images of place conflated bv media coverage.

Negative images of package tour destinations tended to be cultivated and reinforced by 

media coverage (Section 6.6.2). Specific events were found to be misrepresented and to 

be conflated to tarnish the overall image of destinations such as Mallorca. The negative 

consequences of such coverage were seen to be out of all proportion to the reality of 

place and the experiences of tourists at these destinations. Visitors arrived in a state of 

apprehension that had to be dealt with by those responsible for the visitors holiday 

quality at the destination. Images of violence and danger were in stark contrast to the 

needs identified for package tourists of a secure holiday environment (Section 6.12.3.3). 

Tourists arriving with such negative images adjusted to the reality of Mallorca and 

experienced more peaceful holidays than they had been led to expect. The most serious
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repercussions were the deterrent effect such negative images were seen to have on many 

potential visitors. How such images function is suggested in the next section.

(q) Image of destination regions dominated bv stereotype images based on only 

restricted areas or events in that region.

Negative images of destinations such as Mallorca were related to cultural stereotypes of 

package tour destinations in general. In the case of Mallorca the diversity and 

complexity of the destination was masked by the stereotype image of resorts such as 

Magalluf/Palma Nova. Such resorts were often perceived as "overcrowded, high 

density" places that were negatively connected with images of violence and danger 

noted in the previous Section 6.6. Tourists’ experiences of such resort areas were 

generally at variance with these images. (Section 6.5.3 and 6.6). Magalluf/Palma Nova 

were experienced as "lively and boisterous" but not as "violent and dangerous". 

Nevertheless the negative images of the resort area were generalised and translated by 

many to apply to the island of Mallorca in general. This effect on image can be related 

to the tendency to use simplified images in determining choice (noted earlier in Section 

3.8). With the general lack of attention to the more positive aspects of image 

experienced by tourists, the negative coverage of relatively isolated incidents can have 

grave consequences for tourism at package tour destinations. The tendency to classify 

places as similar* (Section 6.5.2) compounds this problem. It was noted that even 

incidents at various package tour destinations across Europe can translate to negative 

consequences at all package tour destinations (Section 6.6.2).

(r) The time-lag between the ’reality’ of place and image of destination.

With the rapid development that is taking place at many resorts on Mallorca the 

tendency was noted for resort image to be different to the ’reality’ of place. This was 

tenned image lag and could have positive or negative consequences. Many tourists 

arrived at resorts that had cultivated images as small and intimate but were developing 

rapidly. Tlrus tourists often found that expectations based on this image were not borne 

out by experience (Section 6.9.2.2). Equally visitors who had known such resorts in



their early stage of development experienced them differently to first-time visitors. The 

former experienced image dissonance and did not always view their experience 

positively. They considered seeking alternatives in future that would match their earlier 

experience of the resort. The first-time visitor often experienced less dissonance and 

compared the resorts to the more densely developed resort areas. The development of 

previously small and intimate resort areas was viewed as a future threat to the overall 

health of the tourist economy of Mallorca. The experience of Mallorca as more 

complex and diverse than the stereotype image suggests (Section 6.12.3.6) was an 

experience that was under threat. In the future continued development will tend to alter 

the character of the smaller resorts. However at present image lag seems likely to be 

acting positively. The large number of tourists who have visited Mallorca in the 

pas^turrently have an image of complexity and diversity. This may be seen as a pool of 

latent repeat business. It is possible that in future tourists who visit the island on the 

basis of past experience may be disappointed by present developments and their images 

will be negatively affected. These perceptions will filter through the social network 

(Section 5.5) and discourage others from visiting the island. This possibility should be 

acknowledged and efforts made to monitor the future experiences of repeat visitors to 

the island. This should be used to influence future efforts to manage the development 

of tourism and image of the destination.

(s) As the tourism infrastructure of a destination ages it is increasingly difficult to match 

brochure image of accommodation and resort ’reality’

As the standard of accommodation has risen during recent years, so has the level of 

expectation of tourists. It was found that the majority of this new accommodation in 

Mallorca was apartments rather than hotels (Section 6.8.2). A shift in the market away 

from the traditional hotel to apartments for package holidays was evident, this created a 

marketing problem. How can the older, inferior quality accommodation (predominantly 

hotels) be presented in brochures to reflect this reality and yet still be able to sell 

holidays. Certainly the large tour operators would argue that accommodation must be 

of a minimum standard to remain on their books. However, there is a great range of



quality within the same price range. Tourists experiencing the top of this range for one 

holiday will be disappointed by the lower end of this range the following year. The aim 

of the Mallorca tourist agencies should be to upgrade the older accommodation to the 

newer, higher standard in order to retain existing clients and not lose them to newer 

emerging destinations. It was argued that destination loyalty could probably be relied 

upon to retain clients in the short tenn, however in the long term if the tourism 

infrastructure is not upgraded then there is a danger of overcapacity of accommodation 

in the future. There are two main reasons for this prospect. Firstly the continued 

expansion of the international package holiday market is not guaranteed and secondly 

more long haul packages have begun to appear in greater quantity and at prices 

comparable with those usually expected for a Mediterranean holiday. Additional 

competition for visitors to established destinations such as Mallorca also comes from 

emerging destinations such as Tunisia which also aim to capture more of the 

Mediterranean package tour market. Clearly the past success of Mallorca as a reliable, 

value for money holiday is no guarantee of success in the future. The problems outlined 

above must be anticipated and a coherent plan established to attempt to avoid the 

prospect of deserted tourist developments and the economic problems this would bring.

1A  Suggestions for further research

It was noted in Chapter 1 that conclusions from image studies within the tourism 

literature have tended to be specific to particular destinations. As a result studies often 

resulted in conclusions that were of insufficient general applicability to the role of 

image in affecting choice. In this thesis an attempt has been made to consider this 

theme, in doing so a series of studies were undertaken to investigate how image 

functions as one factor amongst many affecting choice. Conclusions were drawn from 

each study at the end of each chapter and the implications for the marketing of place 

were considered. An attempt was made in Section 7.2 to form a series of general 

conclusions which may be tested by future research to test their validity and utility in 

describing the role of image in holiday choice, many of these conclusions could form



the basis of a future research project. It is suggested that future research should attempt 

to distinguish between findings that are specific to the particular destination studied and 

the more general conclusions that may be abstracted from the research. At present the 

majority of studies do not draw conclusions at this level nor illustrate how the findings 

relate to the existing literature and might be tested by future research. The research in 

this thesis has highlighted some particular areas for research that require further study.

(a) How individual motivations for holidays are matched to tourists’ images of 

destinations is a potentially fruitful line of research. It is likely that the link between 

these affects tourists’ choice of destination. Studies have tended to concentrate on 

either tourists’ motivations or images and not the link between the two.

(b) The effect of holiday experience on image has not been the subject of much study. 

More ideographic before and after studies such as those in Chapters 2 and 4 could be 

carried out to address this issue. It would also be useful if such studies attempted to link 

changes in image to the effect on holiday choice intentions.

(c) The sequence of image fonnation could also be considered by qualitative in-depth 

interviews of tourists’ destination images before and after their holidays. It is likely 

that insights could be gained from this approach that would supplement those gained 

from the ideographic studies. The findings from Chapter 6 using the qualitative 

approach were considered more effective in informing future marketing decisions. 

However both approaches have great potential in the investigation of image change.

The utility of image study should progress from a simple measurement of image at one 

time to the monitoring of image in relation to marketing strategies, only by doing so can 

the effectiveness of marketing campaigns be judged.

(d) More studies should concentrate on the particular aspects of image that are most 

influential on holiday choice. Image is a nebulous concept that may include many



aspects of the holiday experience. The findings of this thesis suggest that 

accommodation is a crucial dimension of the holiday experience and as such has a great 

influence on the tourists’ image of destination after their holiday. Studies aimed at 

illustrating how image may be positively influenced would be a useful addition to the 

literature.

(e) It was proposed that the social network was more important than formal (e.g. 

printed) sources in influencing both image and choice of destination. Further 

exploration of how the social network operates in transmitting the image of place would 

be a logical extension to this research finding. Qualitative research is the approach that 

offers the greatest potential for research of this issue.

(f) An important aspect of image that was likely to influence choice was the occurence 

of negative publicity transmitted through the media of television and newspaper reports. 

Although such publicity may be based on relatively isolated incidents, such incidents 

were found to have a disproportionate effect on destination image and choice. It would 

be interesting to study in detail how particular incidents are covered by the media and 

how such coverage is interpreted and used by potential tourists. Cognitive studies using 

qualitative methodologies hold the greatest potential for researching this issue. This 

type of study would be useful to the promoters of destinations as part of then strategy 

for image management.

(g) Research in this thesis has been concentrated on the images of British package 

tourists. The findings therefore have applied specifically to this group. It is possible 

that similar studies of other national groups might produce different findings. Cross- 

cultural studies using a similar framework to that outlined in this thesis would be an 

interesting method of establishing if such differences exist or whether the findings 

outlined at a general level in Section 7.2 may be extended to other national groups.
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(h) Finally it was suggested that the experience of destinations generally resulted in 

more positive and complex images. This was seen as one potential source for 

encouraging repeat business at established destinations such as Mallorca. It was 

suggested that repeat business was more likely to be encouraged through providing 

tourists with their first-choice holiday and resort. Future image research could 

investigate the link between image and repeat business in order to identify the particular 

aspects of image most likely to influence the choice of the same destination for a future 

holiday. This would involve the identification of which particular client groups were 

most likely to repeat holidays. In this study it was found that the majority of tourists 

were likely to return at some time to the same destination. Clearly there is great 

potential for the promoters of destinations if this aspect of tourists ’ destination choice 

was more thoroughly understood. At present there have been few studies of image and 

repeat business.

(i) In conclusion whilst much research has been conducted on tourists’ images the major 

weakness is that, in common with much research on tourism related isssues, the 

literature is disparate and the many scattered research findings need incorporating into a 

coherent structure. Chapter 1 was an attempt to bring together the research in such a 

framework. The thesis was structured in the fonn laid out in the introduction in order to 

utilize the variety of potential research approaches to the theme of destination image 

and holiday choice. Much of the discussion has focussed on how such research might 

inform those concerned with the marketing of destinations. This emphasis was in part a 

consequence of the accent of the main body of the tourism literature on tourism as an 

economic activity and indeed as a rapidly growing sector of the global economy. 

However image research does not always have to be concerned only with the promotion 

of destination image as a means of encouraging tourists to visit. There is a danger that 

in the pursuit of such a goal that the promoters of destinations simply establish what it is 

that the tourist appear to require and attempt to convey an image to appeal to those 

requirements. However expectations based on this image are not always borne out by 

experience. This is clearly counter-productive in that the disappointed tourist is
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unlikely to return. The alternative is that, as has happened at many destinations such as 

Tunisia, a large number of international package tourists are encouraged to visit by the 

building of tourist enclaves. A major impact of international tourism is thus the 

construction of similar types of holiday accommodation worldwide that provide similar 

types of holiday at what would be expected to be vastly different locations. The wish to 

use tourism as a catalyst for economic development, especially in the Third World, is 

now being questioned, not all countries wish to become so dominated by tourism as for 

example has Spain. Relph (1976) considers how mass images of place such as those of 

international holiday resorts come about. He commences with a quote from Sandford 

and Law (1967 p89) who observe that:

""Package-trip British tourists see nothing strange in the fact that hundreds 
and hundreds of miles of the Mediterranean seaboard have been built up in 
the image of their dreams..(Sandford and Law 1967, p89)."

Relph then comments:

"..and the same could be said of innumerable tourist centres. In effect both 
the image and the actual physical setting have been manipulated and 
manufactured so that they correspond, and the result is a superficial and 
trivial identity for places which increasingly pervades all our experiences of 
places and which can only be transcended by a considerable intellectual or 
social effort." (Relph, 1976 p59)

The social impact of tourism is now being evaluated in more depth than in the past 

when it has often been assumed to be an economic activity with few negative 

consequences. One possible use for image research that has barely been explored is the 

potential for the changing of attitudes of tourists towards potential destinations. It is 

possible in future only through the questioning of the underlying values of tourism can 

the greatest potential for international tourism, the promotion of greater understanding, 

be achieved. Image research that addresses the underlying values of tourists and their 

attitude towards destinations and their inhabitants may be the theme which holds the 

greatest potential for future research of this aspect of tourism.

Krippendorf (1984) in attempting to understand the impact of leisure and travel suggests 

that the underlying values of international tourism are based on the "illusion of limitless



economic growth" and in the long term is unsustainable in its present form. He 

proposes that:

"Those who live as tourists and those who live off tourists must become 
aware of this fact and accept a new hierarchy of values. Their common goal 
must be to develop and promote new fonns of tourism, which will bring the 
greatest possible benefit to all the participants-travellers, the host population 
and the tourist business, without causing intolerable ecological and social 
damage." (p i06)

Image research, which includes the study of tourists’ attitudes towards destinations and 

their inhabitants and tourists motivations for holidays, could in future become part of a 
two-way process for the development of a "soft-humane" tourism (p i09) in contrast to 

the essentially exploitative tourism that exists at present. In future new forms of 

tourism might evolve that are more sensitive and less dominant in form. Such 

developments cannot take place without the changes in the values of the tourist and 

those involved in the tourist industry. Image research in future could be used as a 

means of analysing and questioning the whole system of values that underpin the 

present international tourist system.
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Appendix 0.1

Positions Held

1987-88
1988-89 
1988-

Committee member of Postgraduate Forum (I.B.G.)
Treasurer of Postgraduate Forum (I.B.G.)
Committee member of Higher Education Study Group (I.B.G.)

Conferences Attended

Title Location
Organising

Body Date Duration

Geography and Tourism 
Whose Leisure Theory?

Annual Conference 
I.B.G.
Putting Research into 
Practice:
Postgraduate Workshop 
Research Methodology

Annual Conference 
I.B.G.
Environmental 
Assessment: making 
the system work
Leisure, Labour and 
Lifestyle: 
International 
comparisons
Annual Conference 
I.B.G.
Promoting Tourism

L.S.E.
Sheffield 
Univ.
Portsmouth
Poly.

G. A.

L.S.A.

I.B.G,

Gregynog Hall I.B.G,

Dorset Inst. Same 
of H.E.

T.C.P.A.
London

Univ. of 
Sussex

Coventry
Poly.

Oct. 1986 1 day
Dec. 1986 1 day
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Feb. 1987 3 days

Nov. 1987 1 day

Loughborough I.B.G. Jan. 1988 3 days
Univ.

T.C.P.A. Apr. 1988 1 day

L.S.A. June 1988 3 days

I.B.G, Jan. 1989 3 days

Trent Tourism Mar. 1989 1 day
Polytechnic and

Recreation
Studies
Unit
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Patterns of Destination Repeat Business: 
British Tourists in Mallorca, Spain

D O U G L A S  M . G Y T E  A N D  A N G E L A  PH ELPS

M u ch  research  h a s  been c o n d u c te d  on im a g e  o f  d e s tin a tio n  a n d  d e s tin a tio n  choice. 
H ow ever, little  a tten tio n  a p p e a r s  to .h a v e  been  p a id  to the p a tte rn  o f  repea t b u sin ess a t  
sp e c ific  d es tin a tio n s. T h is s tu d y  in v e s tig a te d  the p a tte rn  o f  repea t b u sin ess o f  B ritish  
to u ris ts  in M a llo rc a , S p a in . The im p lic a tio n s  o f  the f in d in g s  f o r  the m a rk e tin g  o f  
d e s tin a tio n s  a re  con sidered .

M an y studies have considered  tourists' initial ch o ice  o f  
destination  (G ray  and Herbert 1983; H od gson  1983; H en -  
shall et al. 1985; M outinho 1986; V an Raaij and Francken  
19 8 6 ) and travel com panies' m arketing o f  destinations  
(A irm ark Strategic M arketing 1986; G raham -H art 1985;  
K em p 1 9 8 3 ). H ow ever, few studies seem  to have considered  
the pattern o f  repeat business at sp ecific  destinations; the 
research o f  G ite lso n  and Crom pton (1 9 8 4 )  into repeat vaca
tions o f  tourists at T ex a s V isitor C enters is one o f  the few  
exam p les.

T ravel com p anies presently are com peting aggressively  
for a larger m arket share, increasing capacity  w hile  keeping  
prices at u n realistically  low levels. T he outcom e has been  an 
overall lo ss  o f  som e £ 2 5  m illion by the top 3 0  tour operators 
in the U .K . in 1987  ( O b sen 'e r  198 8 ). A n alternative strategy  
might be greater consideration  o f  repeat business; market 
share cou ld  be increased  by retaining m ore clien ts for sub
sequent holidays.

R ecently  a questionnaire study o f  tourists in M allorca  w as 
undertaken as part o f  an on-going investigation  into the role o f 
the im age o f  p lace in destination ch o ice  (G y te  1 9 8 7  a. b: 
1988). From  this study a number o f  questions can  be e x 
tracted to shed som e light on the pattern o f  repeat b u sin ess to 
this m ajor international tourist destination .

THE GROWTH OF TOURISM IN MALLORCA

Spain is one o f  the m ost popular international destinations  
in the world. In 1 9 8 6 , Spain recorded 2 9 .9  m illion  inter
national tourist arrivals, accounting for som e 9%  o f  all such  
arrivals w orldw ide. M allorca  receives a substantial propor
tion o f  these  arrivals; in 1986  M allorca's 3 .9  m illion  inter
national tourist arrivals accounted for 1 3% o f  the total for 
Spain (B ard olet 1986; W T O  1 9 8 7 ). T ourism  to Spain is 
grow ing rapidly, and tourism  to  M allorca is a lso  growing; 
tourist arrivals increased by 33%  from 1981 to 1 9 8 6 (W .T .O . 
1982; I.T .Q . 1982; Bardolet 1986). T w o  nationalities. Britain  
and W est G erm an y, account forthe great m ajority o f  visitors; 
in 1 9 8 6 , 4296  o f  v isitors were British and 29%  w ere from  
W est G erm any.

Douglas M. Gyte is Research Assistant/  Demonstrator 
and Angela Phelps is Senior Lecturer, Geography Division, 
Clifton Main Site, Trent Polytechnic, Nottingham, England. 
Support for the project by Mr. A. Walsh, Managing Director, 
BS Executive Travel, Birmingham. England is gratefully 
acknowledged.

THE MALLORCA SURVEY

T he survey w as carried out in M ay 1988 and involved  
interview ing 387 British holidaym akers in M allorca. T w o  
contrasting tourist areas were se lected . T h ese were Palm a  
N ova  and M agalluf. to represent the predom inantly high- 
rise in tensive developm ent o f Palm a B ay in the south -w est o f  
the island; and C ala  D 'O r and C ala  Ferrera, to represent the 
sm aller, m ore intim ate resorts o f  the east coast. T h ese  areas 
are subsequently  referred to  in both text and tables as “ Palm a  
N ova"  and “ C ala  D 'O r."  T he resort areas were se lected  to  
give an overview  o f  the pattern for the island as a w h o le , but 
also  to a llow  investigation o f  possib le  variations due to resort 
type.

T he sam ple w as co llected  by interview ing British tourists 
on the b each , prom enade and shopping areas o f  the resorts, at 
varying tim es o f  day and days o f  the w eek , to provide a cross- 
section  o f  the visitors in the resort. Interview s w ere conducted  
in three areas sim ultaneously . On the beach , a random  
sam ple w as collected  by interview ing respondents at regular 
points across the beach. E lsew h ere, interviewers random ized  
the sam ple by approaching the next person encountered after 
the com pletion  o f  each interview . E ach  interview represents a 
travel party, the sam ple breakdown being as follow s;

A lo n e  15
A dults with 

young children 95
teenage children 33

A dults under 30  84
A dults over 30  152
(G roup  type unrecorded) 8

T ota l no. o f  parties 387
R esponse rates were good; two-thirds o f  people approached  

w ere w illing  to com plete the questionnaire once they w ere  
reassured that the interview was not a precursor to a sales pitch 
for tim e-share apartments. Thus the results should be a fair 
reflection o f  the tourists in the resorts at the tim e. T he rela
tively sm all number o f  adults with teenage children w as  
attributed to the fact that study w as conducted during sch oo l 
term -time.

T he questionnaire w as structured to investigate three 
aspects o f  ch o ice  relating to im pressions o f  M allorca, the 
resort, and accom m odations. A fter som e com m on questions, 
the interview  branched to investigate these specific them es. 
Thus, som e responses represent the full sam ple o f  38 7  w hile
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others are taken from the su b sets , with a m inim um  o f  120  for 
each them e sp lit even ly  betw een  the resort areas. T h e fo llo w 
ing questions w ere extracted  from the survey to investigate  
the pattern o f  repeat business:
1. Is this your first visit to M allorca? ( n = 3 8 7 )
2. W as M allorca  your first ch o ice  holiday? (n — 123)
3. Is this your first v isit to  this resort? ( n =  132)
4. W as this your first ch o ice  resort? ( n =  3 3 0 )
5. W ould  you  return to M allorca for a holiday? ( n = 3 8 7 )  

T he initial description  o f  the results o f  these five questions
will be fo llow ed  by an analysis o f  cross-tabu lations o f  the first 
four questions w ith the final question. The cross-tabu lation  
reveals the pattern o f  repeat b u sin ess am ong the tourists  
interview ed and provides a fram ework for d iscu ssion  o f  
possib le future trends.

QUESTIONNAIRE RESULTS  
T he majority o f  the v isitors had been  to M allorca before  

(5 5 % ), but a substantial m inority w ere on their first visit 
(45% ), and the sam ple contained  m ore repeat visitors at C ala  
D 'O r (5 8 % ) than at Palm a N o v a  (5 2 % ). H ow ever, the dif
ference betw een the resorts w as not sign ificant b ecau se  it w as  
within the sam pling error for a survey o f  this size. N u m erica l 
inform ation on repeat b usiness from other sources is sparse, 
but a study o f  v isitors traveling to M enorca  in 1985  revealed  a 
sim ilar split betw een  first-tim e and repeat business (P h elp s  
198 6 ). Interestingly, G ite lso n  and C rom pton (1 9 8 4 )  a lso  
found that a m ajority o f  tourists had returned to destinations  
that they had visited  before. T he results o f  these studies and 
the present survey indicate the im portance o f  repeat b usiness  
to the travel industry. In the subset relating to the resort the 
proportion o f  repeat business w as slightly sm aller (4 9 % ) than  
that for the island as a w hole. H ow ever, m ore than three- 
quarters o f  these w ere visiting the resort for the first tim e  
(7 7 % ), indicating the extent to w hich return visitors opt to  go

to a new  resort. V isitors to  the island w ere predom inantly on  
their first-choice holiday (81  % ), and m ost o f  the tourists were 
in their first-choice resort (7 2 % ). O f the rest, som e w ere on  
sp ecia l tours for which the tour operator selected  the resort.
T he tw o resort areas show ed no difference in the trends
identified so  far.

R espondents asked about their intention to return to  
M allorca were offered seven  p ossib le  answers:

Y es, next year, sam e resort
Y es, next year, different resort
Y es, in a few  years, sam e resort
Y es, in a few years, different resort
Perhaps
D oubtfu l
D efin ite ly  not
T h is ch o ice  allow ed for analysis o f  the pattern o f  likely  

repeat business by both tim e and place. T he overall results are 
show n in T able 1. Table 2 show's the sam e responses re
c lassified  as “ yes"  and “ less certain." T able 3 show s the 
“ y es"  responses broken dow n by return to the sam e or a 
different resort, and T able 4 show s the positive responses by 
tim e o f  return. A ll the tables include a further d ivision  by  
resort area.

T he com plete set o f  data in T  able 1 show s that the majority 
o f  respondents felt they w ould return to M allorca: the biggest 
single category, representing one-third o f  the sam ple, indi
cated a return in a few  years but to a different resort. T hese

TABLE 2
WOULD YOU RETURN TO MALLORCA?

R e s p o n s e O verall P a lm a N ova C ala  D 'Or

Y es
L e s s  c e r ta in

77%  (2 9 8 )a 
2 3  (87)

79.6%
20.4

(164)
(41)

74.1%
25.9

(134)
(46)

aN u m b ers  in p a re n th e s e s  a re  n u m b e rs  of re s p o n d e n ts .

TABLE 1
WOULD YOU RETURN TO MALLORCA FOR A HOLIDAY

R e s p o n s e Total P alm a N ova C ala  D Or

Y e s-n e x t year, s a m e  re so rt 17 .3% (67)a 18.9% (39) 1 5.5% (28)
Y e s-n e x t year, d iffe ren t re s o rt 8 .8 (34) 7.3 (5) 10.5 (19)
Y es-in  a  few  y e a rs , s a m e  re s o rt 20 .9 (81) 20.9 (43) 21 .0 (38)
Y es-in  a  few  y e a rs , d iffe ren t re s o r t 3 0 .0 (116) 32 .5 (67) 27.1 (49)
P e rh a p s 10.1 (39) 8.7 (18) 11.6 (21)
D oubtful 7 .0 (27) 6.3 (13) 7.7 (14)
No 5.4 (21) 4.9 (10) 6.1 (11)
T o tals 100% (387) 100% (206) 100% (181)

aN u m b ers  in p a r e n th e s e s  a re  n u m b e rs  of re s p o n d e n ts .

TABLE 3
D IFFER ENTIA TIO N OF “ YES" RESPONSE BY RETURN TO RESORT

R e s p o n s e  O verall P alm a N ova C aia D'Or

R etu rn  to  s a m e  re so rt 4 9 .7 %  ( I 4 8 )a 53 .2%  (82) 49 .3%  (66)
R etu rn  to  d iffe ren t re s o rt 5 0 .3  (150) 4 6 .8  (72) 50 .7  (68)

aN u m b ers  in p a r e n th e s e s  a re  n u m b e r of r e s p o n d e n ts .

TABLE 4
D IFFER ENTIA TIO N OF “ YES” RESPONSES BY T IM E OF RETURN

R e s p o n s e  O verall P a lm a N ova • C ala  D'Or

N ext y e a r  33 .9%  (1 0 1 )a 28 .6%  (44) 35 .3%  (47)
In a few  y e a r s ______________________________________________7 6 . 1 ____ (197)_______________ 7 1 .4_____ (110)______________ 64 .7  (87)

aN u m b ers  in p a r e n th e s e s  a re  n u m b e rs  of re s p o n d e n ts .
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respondents together with the respondents w h o w ould  return 
to  the sam e resort in a few y ea rs’ tim e, accou n t for h a lf the 
sam ple. O ne-quarter o f  the sam ple indicated  a return the 
fo llow in g  year, w hich  brought the p ositive resp on ses up to  
m ore than three-quarters o f  the total num ber o f  respondents 
(T ab le  2). T he p ositive responses considered  a lon e show  an 
equal split betw een  intention to return to the sam e resort or to  
seek  som ew here new  (T ab le 3). H ow ever, returning visitors 
are tw ice as likely to return in a few  years' tim e than next year  
(T ab le  4 ).

T h e relatively few  “ less certain" resp onses suggest a high 
level o f  sa tisfaction  with M allorca  as a holid ay  destination , 
but p ossib le  bias ex ists tow ards positive resp onses b ecau se  
the tourists were interview ed in the course o f  their h oliday  
(R o llin s and C ham bers 19 8 8 ). N ev er th e less desp ite  the p os
sibility that intentions to return m ay not be carried out, the 
potential for repeat business is high. F in a lly , it w ould  be 
wrong to conclude that all those w ho said they w ould definitely  
not return to the island were d issatisfied  with their h oliday, as 
this group includes a significant m inority w ho m ake a practice 
o f  going to different p laces each  year. Indeed , respondents in 
this group com m only  stressed that they never repeat a holiday  
in principle.

W hen the tw o resort areas are considered separately (Table  
1) som e statistically  sign ificant d ifferences are apparent. O f  
the people intending to  return next year, those at C ala  D 'O r  
show ed a greater tendency  tow ards changing resorts than  
those at Palm a N o v a . H ow ever, o f  respondents considering  
returning in a few years' tim e, those at Palm a N o v a  w ere m ore 
likely to change their resort. T h is m ay be due to differences 
b etw een  the types o f  tourist frequenting these contrasting  
resort areas or to the character o f  the resorts them selves. It 
would appear that the tourists in Palm a N o v a  are m ore likely  
to repeat the sam e holiday for several years, enjoying the 
variety o f  facilities and nightlife o f  the larger resorts, before  
considering a change. W h ile  m ost o f  the respondents at C ala  
D 'O r com m ented  favorably on the quietness and seclu sion  o f  
the sm aller east coast resorts, they w ere more likely to take a 
subsequent holiday at a sim ilar type o f  resort but in a different 
location  in M allorca.

INFLUENCES ON REPEAT BU S IN ES S

T he follow ing analysis is based on cross-tabu lations be
tw een  the question concerning the likelihood o f  return with  
the other questions. T h e results are show n in T a b les 5 to  8.

TABLE 5
FIRST-TIM E AND REPEAT VIS ITO RS TO MALLORCA BY IN TEN TIO N S OF RETURN VIS IT TO MALLORCA®

B oth  R eso rts

F irst Visit R e p e a t Visit First Visit R e p e a t Visit
to  M allo rca to  M allorca to  M allorca to  M allo rca

35 66 =  101 R etu rn 62 8 6 =  148 Sam 'e
(45.4) (55.6) nex t y e a r (66.5) (81.5) reso rt
9 4 1 0 3 =  197 R etu rn  in 67 8 3 =  150 D ifferent

(88.5) (108.5) few  y e a rs (67.4) (82.6) re so rt
44 4 3 8 7 R etu rn 44 4 3 87 R etu rn

(39.1) (47.9) le s s  c e r ta in (39.1) (47.9) le s s  c e r ta in

173 21 2 =  3 9 5 T o ta ls 173 2 1 2 =  3 8 5

C h i-s q u a re  — 6 .0 5 DF =  2 (P =  < 0 .0 5 ) C h i-sq u are  = 1.68 DF —  2

C ala  D 'Or P a lm a N ova

First Visit R e p e a t Visit First Visit R e p e a t Visit
to  M allo rca to  M allo rca to  M allo rca to  M allorca

16 31 = 4 7 R etu rn 19 35 z= 54
(19.8) (27.2) nex t y e a r (25.6) (28.4)
3 6 51 = 8 7 R etu rn 58 52 = 11 0

(36.7) (50.3) few  y e a rs (52) (58)
24 22 s= 4 6 R etu rn 20 21 = 41

(19.4) (26.6) le s s  c e r ta in (19.4) (21.6)

7 6 104 = 1 8 0 T o tals 97 108 = 20 5

C h i-sq u a re  =  3.1 8 DF =  2 C h i-sq u are =  4 .52  DF =  2 (P =  <  0 .05)

C ala  D’O r P a lm a  N ova

F irst Visit R ep e a t Visit First Visit R e p e a t Visit
to  M allo rca to  M allorca to  M alio rca to  M allorca

25 41 = 6 6 S am e 37 4 5 SK 82
(27.9) (38.1) re so rt (38.8) (43.2)
27 41 = 6 8 D ifferent 4 0 -4 2 = 8 2

(28.7) (39.3) re so rt (38.8) (43.2)
2 4 22 = 4 6 R etu rn 20 21 = 41

(19.4) (26.6) le s s  c e r ta in (19.4) (26.6)

76 104 = 1 8 0 T o tals 97 108 = 2 0 5

C h i-s q u a re  =  2 .5 5  DF =  2 C h i-sq u a re  =  0 .2 6  DF =  2

aF ig u re s  in p a re n th e s is  th ro u g h o u t a re  th e  e x p e c te d  f r e q u e n c ie s  fig u res  (E); w ithou t a re  th e  o b s e rv ed  f re q u e n c ie s  (0). 
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The ch i-square test w as used to estab lish  the sign ifican ce o f  
the d ifferences b etw een  the cross-tabu lations (the observed  
frequencies). T h e  exp ected  frequencies ca lcu lated  for each  
table for the ch i-square test are show n in parentheses. T ab le 5 
show s first-tim e and repeat visitors to M allorca  with intention  
to return. N o  difference ex ists betw een  first-tim e and repeat 
visitors regarding p lace o f  return. H o w ever, a sign ificant  
difference d oes e x is t  in the tim e interval before their intended  
return to  M allorca . F irst-tim e visitors are just as likely  to  
change resorts as returning visitors, but they are m ore likely to  
return in a few  years. T he b iggest difference in the w h ole  table  
show s that repeat v isitors are m ore likely to return the next 
year, su ggesting the presence o f  a core o f  tourists w ith strong  
place loya lty . W h en  the resort areas are considered  sep a
rately, P a lm a N o v a  exhib its this trend m ore strongly than  
C ala D 'O r. T h is finding supports the earlier finding that 
visitors to  C a la  D 'O r  are less likely to return to the sam e  
resort the fo llow in g  year.

T ab le 6 show s the relationship betw een  first-choice holi
day and intention to return. T he table sh ow s a significant 
difference betw een  visitors w ho w ere on their first-choice  
holiday and those w ho were not, in the question  o f  both tim e  
and place o f  return. In both cases this d ifference is due to the 
larger proportion o f  “ less certain” responses by th o s e n o t  on  
their first-choice holiday. T hus those on their first-choice  
holiday are m ore likely to return, suggesting that p eop le are 
likely to react m ore favorably to a p lace for w hich they have a 
strong preference.

TABLE 6
FIR ST-CHO ICE HOLIDAY OR NOT FIRST-CHOICE  

HOLIDAY BY IN TEN TIO N  OF RETURN  
VIS IT  TO MALLORCA

F irst-C ho ice N ot First-
H oliday C h o ic e  H oliday

3 0 4 = 34 R etu rn
(27.6) (6.4) nex t y e a r

49 8 57 R etu rn  in
(46.3) (10.7) few  y e a r s
20 11 31 R etu rn

(25.2) (5.8) le s s  c e r ta in

99 23 122 T o ta ls

C h i-sq u are  = 7 .5 9  DF =  2 (P = < 0 .05)

F irst-C h o ice N ot First-
H oliday C h o ic e  H oliday

36 7 4 3 S a m e
(34.9) (8.1) re s o r t

4 3 5 4 8 D ifferen t
(39.0) (9.0) re so rt

2 0 11 31 R etu rn
(25.2) (5.8) le s s  c e r ta in

9 9 2 3 122 T o ta ls

C h i-sq u are  =  8 .0 2  DF =  2 ( P = < 0 . 0 5 )

T ab le  7 cou p les first v isit to  resort w ith intention to return 
and sh ow s a sign ificant difference betw een  the first or return 
visit to  the resort and both the tim ing and p lace o f  the return 
visit. In both ca se s  this difference is due to the repeat visitors 
w ho are m ore likely  to return next year, and to the sam e resort, 
than are visitors in the resort for the first tim e (T ab le  7). T his  
finding again suggests that som e repeat v isitors sh ow  p lace  
loya lty , not on ly  to the island but to a particular resort. A n  
extrem e ca se  w as one respondent in P alm a N o v a  w h o had 
been to the sam e hotel for 17 con secu tive  years!

TABLE 7
FIRST OR REPEAT V IS IT TO RESORT 

BY IN TEN TIO N S OF RETURN V IS IT  TO MALLORCA

First Visit R e p e a t Visit
to  R eso rt to  R eso rt

25 15 as 4 0 R etu rn
(30.9) (9.1) .n ex t y e a r
54 13 = 67 R etu rn  in

(51.8) (15.2) few  y e a rs
23 2 = 25 R etu rn

(19.3) (5.7) le ss  c e r ta in

102 3 0 = 132 T o tals

C h i-sq u are  =  8 .4 8 DF =  2 (P = < 0 .0 1 )

First Visit R e p e a t Visit
to  R eso rt to  R e so rt

29 16 aa 4 5 S am e
(34.8) (10.2) re so rt
50 12 as 62 D ifferent

(47.9) (14.1) re so rt
23 2 = 25 R etu rn

(19.3) (5.7) le s s  c e r ta in

102 3 0 = 132 T o tals

C h i-sq u are  =  7.71 DF =  2 ( P = < 0 . 0 1 )

T able 8 links first ch o ice  resort with intention to return. A  
significant difference ex ists with respect to  intention to return 
next year betw een  those w h o w ere and those w ho w ere not 
staying in their first-choice resort. T he former group were  
more likely to return to M allorca  the fo llow ing year, while  
those not staying in their first-choice resort were less likely to  
return to M allorca— and if  they did plan to return, they w ere  
more likely to do so  after an interval o f  a few' years.

TABLE 8
FIRST-CHOICE OR NOT FIRST-CHOICE RESORT 

BY INTENTIO N OF RETURN VIS IT TO MALLORCA

F irst-C hoice Not First-
R eso rt C h o ic e  R eso rt

34 6 = 40 R etu rn
(28.6) (11.4) next y e a r
45 21 = 66 R etu rn  in

(47.2) (18.8) few  y e a rs
14 10 24 R etu rn

(17.2) (6.8) le s s  c e r ta in

93 37 13 0 T o tals

C h i-sq u are  =  5 .98 IIaCMItu.O

< 0 .0 5 )

F irst-C hoice N ot First-
H oliday C h o ice  H oliday

3 6 9 4 5 S am e
(32.2) (12.8) re so rt
4 3 18 61 D ifferent

(43.6) (17.4) re so rt
14 10 24 R etu rn

(17.2) (6.8) le s s  c e r ta in

93 3 7 13 0 T o ta ls

C h i-sq u are  =  3 .67 DF —  2

D ISCUSSION

Several significant points can be drawn from this case  
study. T he m ost im portant factors influencing the intention o f  
tourists to return w ere a previous v isit and attaining their first-
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ch o ice  holiday. M allorca  is an exam p le  o f  an estab lished  
international destination  dom inated  by the package (inc lu 
sive) tour market. Indeed , its d evelop m en t has depended on  
the a ccessib ility  provided by tour operators w ho offered tours 
priced for the m ass tourist m arket. T h is study su ggests that a 
tour operator w ho w ish es to cu ltivate repeat b u sin ess needs to  
ensure that c lients not on ly have good  h oliday ex p erien ces but 
are a lso  able to  have the destinations o f  their ch o ice . Burkart 
(1 9 8 4 )  points out that 90%  o f  package tours are sold through  
travel agencies. T h is high percentage show s the im portance o f  
ensuring that travel agents are m ore effective  at m atching  
c lien ts’ requirem ents to  d estinations. Indeed , a major British  
tour operator has recently  instituted such  a system  {T ra v e l  
T ra d e  G a ze tte  1 9 8 8 ).

A nother im portant trend w as that the m ajority o f  tourists 
w ere likely to return in a few  years and that h a lf o f  these w ould  
return to a different resort. T h is trend suggests that perhaps 
the activ ities o f  the travel representatives in the course o f  a 
holiday should include prom otion o f  other resorts on the 
island that tourists might ch o o se  on future o cca s io n s. In this 
situation B oston  and M oll (1 9 8 3 )  suggest that providing  
inform ation w ould be more effective because the desire to  
holiday at the destination  in future w as strong. M outinho  
(1 9 8 6 )  proposes a three-stage vacation  tourist behavior  
m odel, including p re-decision  p rocesses , post-purchase eva l
uation, and future decision  m aking. M outinho notes that while 
tourists are on holiday they are the ideal captive audience and 
an excellen t opportunity ex ists for influencing all three stages 
sim ultaneously . T ourists will be m aking d ecis io n s relevant to  
post-purchase evaluation  on the basis o f  their exp erien ces  
during their holiday. In addition they m ay be engaged in pre- 
d ecision  p ro cesses such  as perceived  risk and plans for future 
d ecision  m aking and these can be influenced if  tourists are 
encouraged  to think about all three stages w hile  in a good  
frame o f  m ind.

A lso  worth noting is the increased  criticism  o f  the hard-sell 
tactics em p loyed  by som e travel representatives, as for ex 
am ple in prom oting coach  trips. The devotion  o f  m ore soft- 
sell attention d irected to  the possib ility  o f  repeat business  
m ight create greater loya lty  to tour operators and destinations  
in the long term and m ake the role o f  the representatives m ore 
o f  an advisory on e rather than concentrating as at present on  
im m ediate sa les o f  extras. T he soft-sell approach might in
clude soc ia l evenings involving the use o f  v id eo  designed  to  
inform  tourists, w hile they are on holiday, o f  accom m oda
tions and resorts offered by the tour operator elsew h ere on the 
island. T ourists recalling their exp erien ce w ith tour operators 
during subsequent holiday decision  m aking suggested through 
their com m ents that they w ould  react better to a soft-sell 
rather than a hard-sell.

A lthough  this article has concentrated  on the question  o f  
repeat bu sin ess, nearly h a lf the respondents w ere on th eir  first 
visit to M allorca. Perhaps this proportion o f  first-tim e visitors 
is n ot surprising in v iew  o f  the increase in the num ber o f  
tourists v isiting M allorca  over the last few years. T he volum e  
o f  repeat b u sin ess w ill grow as the market exp an d s and as 
ind icated  by the high intention o f  return found in this survey,

the repeat business share o f  the m arket probably w ill grow as 
w ell. T h is probable growth underscores the im portance o f  
both tour operators and travel agents o f  sa tisfy in g  clients' 
preferred destination ch o ice . T he m ore su ccessfu lly  desti
nation ch o ice  is accom m odated  the m ore likely c lien ts will 
m ake repeat bookings with the sam e com pany.
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TOURIST COGNITION OF DESTINATION: AN EXPLORATION OF TECHNIQUES OF 
MEASUREMENT AND REPRESENTATION OF IMAGES OF TUNISIA

P .M . Gyte-  Dep a r t m e n t  o f  G e o g r a p h y ,  T r e n t  P o l y t e c h n i c ,
C l i f t o n .  N o t t i n g h a m  NG11 6NS

ABSTRACT

The i m p o r t a n c e  o f  im a g e  o f  d e s t i n a t i o n  i s  r e f l e c t e d  i n  
t h e  a m o u n t  o f  r e s o u r c e s  p u t  i n t o  m a r k e t i n g  by  t h e  t o u r i s t  
i n d u s t r y .  However  l i t t l e  r e s e a r c h  a p p e a r s  t o  h a v e  b e e n  c a r r i e d  
o u t  on i m a g e s  o f  s p e c i f i c  d e s t i n a t i o n s  b e f o r e  a n d  a f t e r  h o l i d a y s .  
T h i s  w o u ld  seem s u p r i s i n g  a s  im a g e  i s  o n e  o f  t h e  f a c t o r s  t h a t  
a f f e c t s  d e s t i n a t i o n  c h o i c e .  I t  i s  p a r t i c u l a r l y  i m p o r t a n t  i n  t h e  
c a s e  o f  d e v e l o p i n g  c o u n t r i e s ,  b e c a u s e  t h e y  a r e  a t t e m p t i n g  t o  
c o m p e t e  w i t h  w e l l  e s t a b l i s h e d  d e s t i n a t i o n s ,  a n d  t o  b r e a k  e x i s t i n g  
m a rk e t p a t . t e r n s  .

The im a g e s  o f  T u n i s i a  o f  a g r o u p  o f  s t u d e n t s  v i s i t i n g  t h e  
c o u n t r y  f o r  t h e  f i r s t  t i m e  w e r e  t e s t e d  b e f o r e  a n d  a f t e r  a  v i s i t  
i n  D e ce m b e r  1986 .  T h r e e  a s p e c t s  o f  im a g e  w e r e  i d e n t i f i e d  a s  m o s t  
l i k e l y  t o  a f f e c t  t o u r i s t  d e s t i n a t i o n  d e c i s i o n - m a k i n g  ( a )  T u n i s i a  
a s  a  h o l i d a y  d e s t i n a t i o n  ( b )  Im ag e  o f  t h e  T u n i s i a n  p e o p l e  an d  ( c )  
Im age  o f  t h e  T u n i s i a n  e n v i r o n m e n t .  T h e r e  i s  a  n e e d  t o  e s t a b l i s h  
s i m p l e ,  r e l i a b l e  m e t h o d s  o f  m e a s u r i n g  s u c h  i m a g e s  a n d  i d e n t i f y i n g  
how t h e y  c h a n g e . T h i s  p a p e r  d e m o n s t r a t e s  t h e  a p p r o a c h e s  t h a t  
w e r e  d e v i s e d  a n d  i l l u s t r a t e s  t h e  g e n e r a l  f i n d i n g s  t h a t  e m e r g e d .  
The t e c h n i q u e s  a r e  e v a l u a t e d  w i t h  r e f e r e n c e  t o  t h e i r  v a l i d i t y  and  
e f f e c t i v e n e s s  an d  p o s s i b l e  a p p l i c a t i o n s  i n  t h e  t o u r i s t  i n d u s t r y  
a r e  c o n s i d e r e d .  The p o s s i b l e  r e l e v a n c e  o f  t h e  f i n d i n g s  a r e  
a s s e s s e d  a n d  d i r e c t i o n s  f o r  f u t u r e  r e s e a r c h  a r e  s u g g e s t e d .
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ABSTRACT

One o f  t h e  m a in  p r o b l e m s  t h a t  i s  e n c o u n t e r e d  i n  
i n v e s t i g a t i n g  i m a g e s  i s  t h a t  t h e y  a r e  t o  a l a r g e  e x t e n t  
u n i q u e  t o  i n d i v i d u a l s .  R e p e r t o r y  g r i d  i s  a m e t h o d  o f  
i n v e s t i g a t i n g  an  i n d i v i d u a l ' s  w o r l d  v i e w  t h a t  a l l o w s  th e m  t o  
e x p r e s s  t h e i r  o p i n i o n s  i n  t h e i r  own t e r m s .  I n i t i a l l y  i t s  
u s e  was r e s t r i c t e d  t o  u s e  b y  p s y c h o l o g i s t s  w i t h  i n d i v i d u a l s .  
H ow ever  i t  i s  p o s s i b l e  t o  u s e  t h e  t e c h n i q u e  t o  i d e n t i f y  
r e c u r r e n t  t h e m e s  a b o u t  s p e c i f i c  i s s u e s  w i t h  g r o u p s  o f  
p e o p l e .  T h i s  p a p e r  i l l u s t r a t e s  how t h e  t e c h n i q u e  was  u s e d  
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Current postgraduate research— poster session
T his was the first poster session convened by the Postgraduate Forum. T h e  session was 
well attended and proved useful in establishing contacts and stim ulating som e productive dis
cussions. T h e  session was particularly interesting in that three o f the presentations involved the 
use o f  A R C /IN F O  software for different purposes. T im othy Rideout (U niversity o f  Edinburgh) 
provided a display o f  his use o f  com puterised Geographical Inform ation System s (G IS ) to 
research the effects o f planning controls on office developm ent in D ublin  and Edinburgh. T w o  
applications o f  the A R C /IN F O  software were presented based on 1,441 office planning appli
cations in Edinburgh and 2,025 in D ublin  during 1976-85. M aps show ed the pattern o f  concen
tration o f  office developm ent within the city centre and in D ublin  the number o f  schem es 
affecting large sites. A more com plex query utilized the resources o f  A R C /IN F O  more fully  
and showed the differing character o f  the applications for office developm ent. Steve Carver 
(U niversity o f  N ew castle) displayed maps drawn using A R C /IN F O  software, which were used 
to evaluate potential sites for the burying o f  nuclear waste. T h e  software was shown to be flexible;

IB G  Annual Conference 199

criteria such as nearness to railway links and areas o f low population density resulted in more 
refined maps. ‘ W hat i f ’ m odelling, i.e. the effects o f  the ‘ fine tuning ’ o f  factors on the resulting  
m aps, was illustrated. Roger Chan (U niversity o f  Oxford) illustrated some o f  his research  
findings from fieldwork on T hird L ine C onstruction in China. M aps using A R C /IN F O  software 
show ed the relocation o f  industry during the cultural revolution. D uring that tim e, m any  
industries were relocated from the border with the U S S R  and the eastern coastal regions to the 
central southern areas. T h is  region was seen as the ‘ Third line ’ o f  defence in the event o f  attack 
from the U S S R . T oday the military strategic industrial locations are uneconom ic and relocation  
to the eastern coastal regions is taking place. Peter Martyn (U niversity o f  Salford) did not use  
A R C /IN F O . H e exhibited aspects o f  his research into the urban m orphology o f  W arsaw. U sin g  
maps and photographs, he illustrated a typology o f  Warsaw tenem ent houses during the late 19th 
to 20th Century and traced the W W II destruction and post-war reconstruction o f  the city. T h ese  
changes were linked to the political changes that were taking place, in particular the housing  
problem s caused by the industrialisation policy during the Stalin period.

It is hoped that a sim ilar poster session will be convened at G lasgow IB G  in 1990; if  you are 
interested, please contact T im  Jenkins, Postgraduate Researcher, D epartm ent o f  G eography, 
M anchester Polytechnic.

Douglas Gyte 
Trent Polytechnic



Appendix 0.3 Key to highlighting categories for text.

Double inverted commas are used for quotations from other authors’ work, interviewees 

or from tables and figures.

e.g. "Vivid", "People are friendly towards tourists".

Single inverted commas are used for other researchers concepts or for figures of speech, 

e.g. ’authentic’, ’real’.

Italics are used to highlight any concepts that are fonnulated. 

e.g. secondary repeat business, hybrid lifestyle.

Underlining is used occasionally to place particular emphasis on words or phrases.

The system for highlighting the categories used to group the data throughout the thesis 

are given for each chapter. Categories subsequently used in other chapters use the same 

highlighting fonnat.

Chapter 2

(a) Two types of research approaches used.

Open and Structured

(b) Two stages for image measurement.

Before and after image studies

(c) Statements to describe the types of image change identified by the change in Image 

Index.

Diminished Reversed Constant

Intensified Neutralised Diversifed

(d) Description of opposing poles of pair s of adjectives or statements.

Subordinate or dominant poles



(e) Statements to summarize the strength of image. 

Extreme Medium Strong Weak

Chapter 3

Groups for elements selected by respondents

Yes No Unsure

Chapter 4

(a) Image of Mallorca and eight other destinations.

visited or not visited a destination.

(b) Image of Mallorca.

Data is split by the following groups of respondents:

First-time and repeat visitors;

First-choice and not first-choice holiday;

South-West, East and North of Mallorca for holiday.
{also itxn(icsf

Chapter 5

(a) Three aspects of image identified as important in affecting holiday choice.

Mallorca resort accommodation

(b) Categories for factors identified as relevant toimage formation and holiday choice.

Group one Group two Group three 

Group four Group five

(c) Categories for groups of tourists for study of the influence of experience on future 

choice.

First-time at resort and not first-time at resort;

First-choice holiday and not first-choice holiday;

First-choice resort and not first-choice resort.

(d) Categories for aspects of accommodation identified by the open approach

Design Experiential Locational



Appendix 2.1 Questions common to two image studies

The 11 adjectives that were the same in both studies were:
natural/artificial, ugly/beautiful, rich/poor, dirty/clean, 
vivid/drab, vertical/horizontal, fresh/smelly, pleasant/unpleasant, 
interesting/boring, ordered/chaotic, open/bounded.

It may be that some bi-polar adjectives are more generally applicable 
and therefore could be "core" constructs (in Kasmars terms the least 
"ambiguous"). However, it is probably not a good idea to have a 
completely standardized checklist as it is desirable to include pairs 
that may be more "appropriate" to specific destinations, as, for 
example, suggested in section 2.3 (i) and (iv).

Appendix 2.2 Questions asked in the open section of the Tunisia 
questionnaire

1. What is your image of Tunisia as a holiday destination?

2. What do you imagine to be the main characteristics of the 
Tunisian people?

3. Briefly describe your image of Tunisia in terms of its 
environment.
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Appendix 3.1

The f o l l o w i n g  t a b l e s  show a sy n  o p s i s  o f  t h e  r e p e r t o r y  
g r i d  i n t e r v i e w s  and  t h e  r e p o r t  f o r m s  on w h i c h  t ine d e t a i l s  o f  
t h e  i n t e r v i e w s  w e r e  r e c o r d e d .  The f o l l o w i n g  i s  an 
e x p l a n a t i o n  of. t h e  m e t h o d  o f  r e c o r d i n g  t h e  v a r i o u s  p o s s i b l e  
r e s p o n s e s .

( a )  The f i r s t  t i m e  a g r o u p i n g  l e d  t o  e l i c i t a t i o n  o f  a 
c o n s t r u c t  i t  i s  e n t e r e d  i n  c o l u m n  1. I f  t h i s  c o n s t r u c t  i s  
L a t e r  r e p e a t e d  i t  i s  i n s e r t e d  i n  c o l umn  4,

( b )  The f i r s t  c o n s t r u c t  t h a t  was named was a l w a y s  p u t  i n  t h e  
’' c o n s t r u c t  a"  c o l u m n  2,  and  t h e  p l a c e  t h a t  c o r r e s p o n d s  t o  
t h i s  i s  u n d e r l i n e d .  F o r  e x a m p l e  T a b l e  4 i n t e r v i e w  1, S u s a n ,  
Camp d.e Mar:  I t a l y  and- G r e e c e  n u mb e r s  1 and  3 r e s p e c t i v e l y  
a r e  c o n s i d e r e d  a t t r a c t i v e  b e c a u s e  t h e y  h a v e  an  . " i n t e r e s t i n g  
h i s t o r y  and  c u l t u r e " .  On t h e  o t h e r  h a n d  B e l g i u m ,  n umber  2,  
was c o n s i d e r e d  t o  h a v e  a n  " u n i n t e r e s t i n g  h i s t o r y  and  
c u l t u r e " .  T h i s  was l a t e r  r e p e a t e d  M a i n l a n d  G r e e c e  a g a i n  
b e i n g  i n t e r e s t i n g  w h i l s t  T b i z a  and  S w i t z e r l a n d  w e r e  n o t  
c o n s i c t e r e d  i n t e r e s t . i n g .

( c )  O c c a s i o n a l l y  a c o n s t r u c t  w ou l d  r e c u r  b u t  i n  t h e  r e v e r s e  
o r d e r .  I f  f o r  e x a m p l e  I b i z a  and  S w i t z e r l a n d  h ad  b e e n  
m e n t i o n e d  b e f o r e  G r e e c e  i t  w o u l d  h a v e  b e e n  shown t h u s  3 6 9 
j . e . t h e  " u n i n t e r e s t i n g  h i s t o r y  and c u l t u r e "  w o u l d  h a v e  b e e n  
m e n t i o n e d  a s  i m p o r t a n t  f i r s t .  T h i s  p r o v e d  a u s e f u l  
d i s t i n c t i o n  when l o o k i n g  f o r  w h e t h e r  p o s i t i v e  o r  n e g a t i v e  
i m a ge s  w e r e  more  i m p o r t a n t  i n  d e t e r m i n i n g  c h o i c e .

i d )  Many c o n s t r u c t s  t h a t  e m e r g e d  w e re  s i m p l y  t h e  r e v e r s e  o f  
a s t a t e m e n t  e . g .  w h e t h e r  a  c o u n t r y  was o r  was n o t  "good  f o r  
a b e a c h  and  s u n  h o l i d a y " .  I n  o r d e r  t o  s a v e  s p a c e  and  t i m e  
t h e s e  w e r e  s i m p l y  l a b e l l e d  w i t h  a t i c k  t o  d e n o t e  t h a t  t h e  
o p p o s i n g  po. le h a d  b e e n  c i t e d .  The f u l l  l i s t  o f  o p p o s i n g  
s t a t e m e n t s  a r e  on t h e  c o n s e n s u s  g r i d  t h a t  was  f o r m u l a t e d  on 
t h e - b a s i s  o f  t h e  i n t e r v i e w s .  Some c o n s t r u c t s  w e r e  u n i q u e  t o  
i n d i v i d u a l s  o r  w e r e  n o t  i n c l u d e d  on t h e  c o n s e n s u s  g r i d ,  
t h e s e  a r e  l a b e l l e d  i n  f u l l  on t h e  r e p e r t o r y  g r i d  i n t e r v i e w  
r e p o r t  f o r m s .  S u c h  i n f o r m a t i o n  was  u s e f u l  f o r  t h e  
i n d i v i d u a l  r e v i e w  o f  e a c h  o f  t h e  i n t e r v i e w s .

( e )  O c c a s i o n a l l y  r e s p o n d e n t s  f o u n d  i t  d i f f i c u l t  t o  name an 
o p p o s i t e  o r  t o  g r o u p  t h e  o t h e r  two  d e s t i n a t i o n s  t o g e t h e r .  
T h i s  i s  d e n o t e d  by a c r o s s .

( f )  The p o l e  t h a t  was  l i k e l y  t o  a t t r a c t  t h e m was l a b e l l e d  
w i t h  a p l u s  s y mb o l  ( + ) ,  a nd  t o  be  u n a t t r a c t i v e  t o  t h e m  w i t h  
a m i n u s  symbol  ( - ) .  In m o s t  c a s e s  t h i s  may  a p p e a r  r a t h e r  
o b v i o u s  but ,  i n  some c a s e s  i t  was n o t  a nd  p r o v e d  a u s e f u l  
d i s t i n c t i o n  when w r i t i n g  t h e  i n d i v i d u a l  r e v i e w s .  I t  a l s o



p r o v i d e d  a means  o f  q u i c k l y  r e v i e w i n g  w h e t h e r  p o s i t i v e  o r  
n e g a t i v e  c o n s t r u c t s  we r e  m e n t i o n e d  f i r s t  a s  i m p o r t a n t  
f a c t o r s .  I n  some i n s t a n c e s  b o t h  p o l e s  w e r e  a t t r a c t i v e  i n  
d i f f e r e n t  c i r c u m s t a n c e s ,  t h i s  was d e n o t e d  by a d o u b l e  p l u s  
symbo l  ( ++) .

X X I V
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Appendix 4.1

Postal questionnaires: Image of nine destinations



Trent Polytechnic Nottingham
School of Modern Studies Director R Cowell BA PhD

Departm ent of History and  G eography
Head R J Fielding BSc(Econ) DipEconPolSci MPhil

Clifton Lane Nottingham NG11 8NS 
Tel (0602) 418248 Telex 377534 Polnot G 
Fax (0602) 484266

Our ref DMG/DRW

Your ref

Date September 1988
Ext 3274

Dear Sir/Madam,

I am writing to you to request your co-operation in a survey of impressions 
or images of holiday destinations. The survey is to form part of my studies 
for a Ph.D. at Trent Polytechnic. I would be very grateful if you could take 
5 to 10 minutes to complete the enclosed questionnaire. It does not matter 
if you have not visited the places or feel you do not have any factual knowledge 
of the places; I am interested in your general feelings and first reactions, 
i.e. almost a 'gut reaction'.
Thank you for your assistance.
Yours faithfully,

P.S. I am also attempting to organise some individual interviews, so I am writing 
to those living in the East Midlands to request their assistance. It would 
involve my coming to see you at a date and time of your convenience to 
interview you for about an hour to an hour and a half about choosing 
holidays. The interview is completely confidential and is only to be 
used in my studies for my Ph.D. thesis at Trent Polytechnic. If you are 
interested in taking part in the study, would you please complete and return 
the attached reply slip.

D. M. Gyte
Research Assistant/Demonstrator

Enc,



REPLY SLIP

I am willing for you to interview me. It would be most convenient if you 

came during the: morning/afternoon/evening*

*Tick as appropriate

Name: 

Address:

Telephone No.:

XL-IV



TRENT POLYTECHNIC GEOGRAPHY DIVISION

QUESTIONNAIRE 2

There are 10 sheets, one for each of 10 possible holiday destinations. 
Would you complete every sheet even if you have not visited the place.

INSTRUCTIONS

For each of the 3 following tables

- Work quickly through the pairs of statements and tick a box near to the 
statement with which you agree.

-  E xam ple; in the first table asking for your views on "Mallorca as a 
holiday destination", if you "strongly agreed" that Mallorca was "good 
for a beach and sun holiday", you would tick the first column. On the 
other hand, if you "mildly agreed" that Mallorca was "not good for a 
beach and sun holiday", you would tick the fifth column.
Only one tick per line.

The centre column is for when you cannot decide between the pair of 
statements.

- Please WORK QUICKLY. It is important that you register your FIRST 
REACTIONS.

N .B . P le a s e  k eep  t h e  s h e e t s  s t a p le d  t o g e t h e r  and r e tu r n  a l l  s h e e t s  o f  th e  
q u e s t io n n a ir e .



C ^ ip le te  th e  t a b le  on you r o p in io n s  o f
M allo rca  as a h o l id a y  d e s t i n a t i o n

Have you
v^lited
Mallorca?

, yft

vN?

(^.ck as 
appropriate)

Good beach and sun 
hoiiday

N O L gO O Ci J O j ’ a  |.’J e a c h  
and sun holiday

Restricted range 
or sights

i'iidc; variety or sights

p ist o p  .1 u  j i t ' c  r‘ riwiid Ly 
lowurda tourists

People ci ru not friendly 
towards tourist

h e e l  a t  e a s e  a s  a 

tour i s  t

jj'csu 1 i .L L inf.. i h a S t f  a h 
ex u o u r i s 'U

Active holiday’ Peaceful holiday

Expensive l'or a 
hoiiday

Cheap .for a holiday

Attractive scenery Unattractive scenery

History and culture 
are not interesting

l

Interesting history 
and culture

Kestrictud scope for 
sports and activities

Great scope lor 
activities and sports

Unspoilt by tourism Spoilt by tourism

Wood food and drink Unappealing food and 
d r i A k

poor entertainment 
n i girt 1 \ I e

Good entertainment 
and nightlife

Uni1 auviliar culture Familiar culture

EXAMPLE: a  t i c k  i n  c o l u m n  2 l i n e  2 w o u l d  m e a n  t h a t  y o u  " a g r e e "  Mallorca 
h a s  " a  r e s t r i c t e d  r a n g e ,  o f  s i g h t s " 0



C o m p le te  th e  t a b l e  on your o p in io n s  o f
A u s tr ia  as a  h o l id a y  d e s t i n a t i o n

f t
#

Hflye you 
vreited/rej 
Austria?

Yes

: •
No

□
□

(tick as 
appropriate).

v y

Uood beach and sun 
hoi. .itl ay

Not, good for a beach 
and sun holiday

Restricted range 
o Is sights

Hide variety of sights

People are friendly 
towards tourists

People are m o l friendly 
towards tourist

1 Reel at ease as a
tourist

Peel ill at ease as 
a tourist

Active holiday Peaceful holiday

Expansive l'or a 
hoiiday

Cheap for a holiday

Attractive scenery Unattractive scenery

. ................- .. ...........................  *
History and culture 
are not interesting

1
Interesting history 
and culture

Restricted scope tor 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Good food and drink Unappealing food and 
drink

' Poor entertainment 
nightlife

* Good entertainment 
and nightlife

Unfamiliar culture Familiar culture

Xi-VH
EXAMPLE: a t i c k  i n  column 2 l i n e  2 would mean th a t  you "agrae*1 A u s tr ia

has "a  r e s t r i c t e d  ran g e  o f  s i g h t s ’1,,



Com plete th e  t a b l e  on your o p in io n s
o f Holland as a  h o l id a y  d e s t i n a t i o n

#

Have you
^ s i t e d
Holland?

Yes

No

□

I •i; (tick as
appropriate)

Good beach and sun 
holiday

Not good j or ci beach 
and sun holiday

Restricted range 
of Sighta

Ride variety of sights

People ace friendly 
towards tourists

People are not friendLy 
towards tourist

(‘eel at ease as a
tourist

Eea 1 ill at. ease as 
a tourist

Active holiday Peaceful holiday

Expensive l’or a ~ 
holiday

Cheap for a holiday

Attractive scenery Unattractive scenery 

... *
History and culture 
are not interesting

»
Interesting history 
and culture

Restricted scope for 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Good food arid drink Unappealing food and 
drink

Poor entertainment 
nightlife

* Good entertainment 
and nightlife

Unfamiliar culture Familiar culture

XLVlfl

EXJLMPLE: a t i c k  i n  column 2 l i n e  2 would mean th a t  you " a g re e ” H olland
has "a  r e s t r i c t e d  ran g e  o f  s i g h t s " 0



I  >4.

Com plete th e  t a b le  on you r o p in io n s  o f
Tunisia as a  h o l id a y  d e s t i n a t io n

'd*.
0^AO'VS.0>v

ave you
isited
unisia?

Yes

No

□
□

tick as 
appropriate)

Uood beach and sun 
ho i t cl a /

Not good for a beach 
and sun holiday

Restricted range 
or' a i.jihv.a

Wide variety of sights

Peoples arc friendly 
towards tourists

People are not friendly 
towards tourist

-Foel at ease as a 
tourist

I’oa 1 ill at ease as 
a tourist

Active holiday Peaceful holiday

Expensive l’or a 
holiday

Cheap for a holiday

Attractive scenery Unattractive scenery

History and culture 
are not interesting

1
Interesting history 
and culture

Restricted scope for 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Uood food and drink Unappealing food and 
drink

' Roor entertainment 
nightlife

* Good entertainment 
and nightlife

Unfamiliar culture
.

Familiar culture

XUIX

EXJLWPLE; a t i c k  i n  colum n 2 l i n e  2 would mean t h a t  you '’a g re e 11 Tunisia
has "a  r e s t r i c t e d  range ,-o f s i g h t s " «

•* • * -___________ s_______ - __________ *_:______I_ _ _ _ _ _ _ _ ■ C T ' l i t ?  4 / ir f ’iV ii& s A 'J & ' i »



Complete the table on your opinions 
of Tenerife as a holiday destination

TENERIFE

Uood bench and sun 
hoiiday

Not good for a beach

Restricted range
Wi de  v a r i e t y  o f  s i g h t s

ave you
isited
enerife?

People are friendly 
i.owards tourists cowards tourist

es

Active holiday Peace1u i holidayo

Expensive ior t  

holiday
tick as 
appropriate) Cheap .for a holiday

Unattractive sceneryAttractive scenery

History arid culture 
are not interesting

Interesting history 
and culture

Great scope for 
activities and sports

Restricted scope for 
sports and activities

Spoilt by tourismUnspoilt by tourism

Unappealing food and 
drinkGood food and drink

poor entertainment 
nightlife

Good entertainment 
and nightlife

Unfamiliar culture Familiar culture

EXAMPLE: a tick in column 2 line 2 would mean that you ”agr$e” Tenerife 
has "a restricted range of sights’- o



V  *

Complete the table on your opinions of 
Turkey as a holiday destination

TURKEY
Uood beach and sun 

hoiiday
Not good for a beach 
arid sun holiday

Rest.rioted range 
or' sight a

Wide variety of sights

H«op.1 e are friendly 
towards tourists

ave you 
risited 
urkey?

People are not friendly 
towards tourist

Keel at ease as K e e l  i l l  at. e a s e  a s

es a tourist

Active holiday Peaceful holidayo

lilxpensive l'or a 
holiday

tick as 
appropriate) Cheap for a holiday

Unattractive sceneryAttractive scenery

History and culture 
are not interesting

Interesting history 
and culture

Great scope for 
activities and sports

Restricted scope for 
sports and activities

Spoilt by tourismUnspoilt by tourism

Unappealing food and 
drinkGood food and drink

Good orrterfainment 
and nightlife

Poor entertainment 
ni ghil.il u

Unfamiliar culture Familiar culture

EXAMPLE; a tick in column 2 line 2 would mean that you "agree1* Turkey 
has "a restricted range of sights!'„ .



Complete the table on your opinions of the 
reek Islands as a holiday destination

GREEK ISLANDS
Uood beach and sun 

• hoi iday
Not good for a beach 
and sun holiday

Restricted range 
o I* s i,j]hts

Wide variety oi! sights

lave you 
isited the 
reek Islands?

People are not friendly 
towards tourist

People are friendly 
towards tourists

Feel at ease as a
es a tourist

Active holiday Peaceful holidayo

lilxponsive for a- 
holiday

tick as 
appropriate)' Cheap-for a holiday

Unattractive sceneryAttractive scenery

Interesting history 
and culture

History and culture 
are not interesting

Great scope for 
activities and sports

Restricted scope for 
sports and activities

Spoilt by tourismUnspoilt by tourism

Unappealing food and 
drinkGood food and. drink

' poor entertainment 
nightlife

Good entertainment 
and nightlife

Unfamiliar culture Familiar culture

EXAMPLE: a tick in column 2 line 2‘would mean that you "agree" the Greek Islanc? 
has "a restricted range of sights"*



• - ’>■' ''" t v’ <.-V '.S:-.; -

Complete the table on your opinions of
Yugoslavia as a holiday destination

A ?ST Aioy

lave you
visited
Yugoslavia?

Yes

No

□
□

tick as 
appropriate)

/

Uood bench and sun 
holiday

Not good for a beach 
and sun holiday

Restricted range 
or' sight3

rtide variety of sights

People are friendly 
towards tourists

People are not friendly 
towards tourist

Reel at ease as a 
tourist

Peel ill at ease as 
a tourist

Active holiday Peaceful holiday

Expensive ior a 
hoiiday

Cheap for a holiday

Attractive scenery Unattractive scun«ry

. . .... .. ______ ... \

i History and culture 
are not interesting

1
Interesting history 
and culture

Restricted scope lor 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Good i!ood and drink Unappealing food and 
drink

' poor entertainment 
night l.i to

Good entertainment 
and nightlife

Unfamiliar culture Familiar culture

•4y-3

I

i

i

LIU

EXAMPLE: a tick in column 2 line 2 would mean that you nagre>e” Yugoslavia
has "a restricted range of, sights’1»



'■ "( ■■y.j.y: * -r& j$  ^ . f ! '  ■ M s* .***v .*  >v.*?

0  Com plete th e  t a b le  on your o p in io n s
Finland as a  h o l id a y  d e s t i n a t io n

#

Have you
^p.sited
Finland?

? Yes □

1^;ick as 
appropriate)

Uood be it oh and sun 
holiday

Restricted range 
or' sights

People are friendly 
towards tourists

FINLAND

Feel at ease as a 
tourist

Active holiday

Expensive for a 
holiday

Attractive, scenery

History and culture 
are not interesting

Restricted scope for 
sports and activities

Unspoilt by tourism

Uood food and drink

' poor entertainment 
nightlife

Unfamiliar culture

Not good for a beach 
and sun holiday

Wide variety of sights

People are not friendly 
towards tourist

Feel ill at ease as 

a tourist

Peaceful holiday

Cheap for a holiday

Unattractive scenery

Interesting history 
and culture

Great scope for 
activities and sports

Spoilt by tourism

Unappealing food and 
drink

Good entertainment 
and nightlife

Familiar culture

s

LIV

EXAMPLES a t i c k  i n  column 2 l i n e  2 would mean th a t  you "a g re e "  F in la n d
has "a  r e s t r i c t e d  ran g e  o f  s i g h t s " 0



'I'.'1 *4"'-%  ̂V U 'tf.V y *?*’ " '' ‘‘ ' - * , ■' ‘ - ‘ ■*' -.y- .s-VT.-N;'" «*'5K5f'5 iV'.

i A
P i n a i x . )  v . u u x a  y o u  c o m p l e t e t h i s  t a b l e  t o  s h o w  h o w  i m p o r t a n t  e a c h  

o f  t h e  f o l l o w i n g  i s  t o  y o u  f o r  a  g o o d  h o l i d a y

l

&

G o o d  b e a c h  a n d  

s u n  h o l i d a y  ;

i ------------

W i d e  v a r i e t y  

o f  s i g h t s

P e o p l e  a r e
f r i e n d l y  t o w a r d s  

t o u r i s t s

F e e l  a t  e a s e  

a s  a  t o u r i s t s

A c t i v e  h o l i d a y

c h e a p  f o r  a  

h o l i d a y

A t t r a c t i v e

s c e n e r y

I n t e r e s t i n g  
H i s t o r y ,  
a n d  c u l t u r e

G r e a t  s c o p e  f o r  

a c t i v i t i e s  & 

s p o r t s

U n s p o i l t  b y  

t o u r i s m

G o o d  f o o d  

a n d  d r i n k

G o o d  e n t e r t a i n m e n  

a n d  n i g h t l i f e

t

F a m i l i a r

c u l t u r e

P e a c e f u l

h o l i d a y

E X A M P L E  t a  t i c k  i n  c o l u m n  1 o n  l i n e  5  w o u l d  m e a n  t h a t  y o u  t h o u g h t  

i t  w a s " v e r y  i m p o r t a n t ' 1 t h a t  a  p l a c e  w a s  s u i t a b l e  f o r  a n  
" a c t i v e  h o l i d a y " 0 

A  t i c k  i n  c o l u m n  6  o n  l i n e  5  w o u l d  m e a n  t h a t  y o u  t h o u g h t  

i t  w a s  " m i l d l y  u n i m p o r t a n t "  t h a t  a  p l a c e  w a s  s u i t a b l e  f o r  
a n  " a c t i v e  h o l i d a y "  „ L . y

'1

I
i

«
■1

■s
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Appendix 4.2

Postal questionnaires: Image of Mallorca before and after holiday
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Trent Polytechnic Nottingham
School of Modern Studies Director R Cowell BA PhD

Department of History and Geography
Head R J Fielding BSc(Econ) DipEconPolSci MPhil

Clifton Lane Nottingham NG11 8NS 
Tel (0602) 418248 Telex 377534 Polnot G 
Fax (0602) 484266

Our ref DMG/DRW

Your ref

Date 13th July, 1988

Ext 3274

Dear Sir/Madam,

I am writing to ask you to help me with some research I am conducting in 
co-operation with Horizon Travel Centres.

The study is of tourism in Mallorca and is part of my studies at Trent 
Polytechnic. It would be extremely helpful if you could take ten minutes to 
complete the enclosed questionnaire for me. I have enclosed a stamped,
addressed envelope for its return. I would be pleased.to send a summary of
the results when the study is complete.
The questionnaire consists of tables, on which I would like you to give your
opinions on:

(a) Mallorca as a holiday
(b) The environment of Mallorca
(c) The people of Mallorca

It is not a test of knowledge. It does not matter if you have not been before, 
what I am interested in is your feelings and opinions about these 3 aspects 
of Mallorca.
Yours faithfully,

D. M . Gyte
Research Assistant/Demonstrator



TRENT POLYTECHNIC GEOGRAPHY DIVISION 

QUESTIONNAIRE

Is this your first visit abroad? YES □ NO □
Is this your first package holiday? YES □ NO □
Is this your first visit to Mallorca? YES □ NO □
Was Mallorca your first choice holiday? YES □ NO □

INSTRUCTIONS

For each of the 3 following tables

Work quickly through the pairs of statements and tick a box near to the
statement with which you agree.

- Example: in the first table asking for your views on "Mallorca as a
holiday destination", if you "strongly agreed" that Mallorca was "good 
for a beach and sun holiday", you would tick the first column. On the 
other hand, if you "mildly agreed" that Mallorca was "not good for a 
beach and sun holiday", you would tick the fifth column.

- Only one tick per line.
- The centre column is for when you cannot decide between the pair of

statements.
- Please WORK QUICKLY. It is important that you register your FIRST 

REACTIONS.

N.B. Please keep the sheets stapled together and return all sheets of the 
questionnaire.

LV/ f l



Complete the table on your opinions 
of Mallorca as a holiday destination

Not, good J or a beach
hoiiday

Restricted range

towards tourists towards tourist

tourist a tourist

Active holiday PeaceJfui holiday

k’xponsive ior a 

holiday
Cheap tor a holiday

Unattractive sceneryAttractive scenery

History and culture 
are not interesting

Interesting history 
and culture

Great scope lor 
activities and sports

Restricted scope ior 
sports and activities

Spoilt by tourismUnspoilt by tourism

Unappealing iood and 
drinkGood iood and drink

Good entertainment 
and nightliie

poor entertainment 
ra glit 1 i i u

Unfamiliar culture Familiar culture

EXAMPLE: a t i c k  i n  column 2 l i n e  2 would mean th a t  you "a g re e "  M a llo rca
has "a  r e s t r i c t e d  ran g e  o f  s i g h t s " «

A



Vivid

Noisy

Rich

Com plete t h i s  t a b l e  on your o p in io n s  o f  th e  EWIRONMENT o f  M allo rca*

Natural

pleasant

Drab
#
Interesting 

Dirty 

. Quiet

Aliform

Poor

Ordered

Vertical

Smooth

f t unded

Chaotic

Horizontal

Rough

Open

Smelly

EXAMPLE: a t i c k  on column 5 l i n e  1 would mean t h a t  you " m ild ly  ag ree"
t h a t  th e  env ironm en t o f M a llo rc a  was " a r t i f i c i a l " .



Com plete t h i s  t a b l e  on your o p in io n s  o f  th e  PEOPLE o f M allorcao

DISHONESTHONEST

HAPPYUNHAPPY

L A Z YINOUSTRIOUS

CLEANDIRTY

STINGYGENEROUS

STRAIGHTFORWARDCUNNING

OPTIMISTICPESSIMISTIC

UNFRIENDLYFRIENDLY

SOPHISTICATEDUNSOPHISTICATED

LIVELYINDOLENT

UNHELPFULHELPFUL

OPENCLOSED

NOT KINOKIND

U N R E SE R V E DRESERVED

PLEASANTUNPLEASANT

YIELDINGPUSHY

CALMVIOLENT

EXAMPLE: a t i c k  i n  column 1 l i n e  1 would mean t h a t  you " s t r o n g ly  a g r e e " th a t  th e
p e o p le  o f M a llo rc a  a re  " h o n e s t" .  j_xf



F i n a l l y  w o u l d  y o u  c o m p l e t e t h i s  t a b l e  t o  s h o w  h o w  i m p o r t a n t  e a c h  

o f  t h e  f o l l o w i n g  i s  t o  y o u  f o r  a  g o o d  h o l i d a y

y .
G o o d  b e a c h  a n d  

s u n  h o l i d a y

W i d e  v a r i e t y  
o f  s i g h t s

P e o p l e  a r e  
f r i e n d l y  t o w a r d s  

t o u r i s t s

F e e l  a t  e a s e  

a s  a  t o u r i s t s

A c t i v e  h o l i d a y

c h e a p  f o r  a  

h o l i d a y

A t t r a c t i v e

s c e n e r y

^ r e s t i n g  

a n a  c u l t u r e

G r e a t  s c o p e  f o r  
a c t i v i t i e s  & 

s p o r t s

U n s p o i l t  b y  

t o u r i s m

G o o d  f o o d  

a n d  d r i n k

G o o d  e n t e r t a i n m e n  

a n d  n i g h t l i f e

t

F a m i l i a r

c u l t u r e

P e a c e f u l

h o l i d a y
I

E X A M P L E  : a  t i c k  i n  c o l u m n  1 o n  l i n e  5  w o u l d  m e a n  

i t  w a s " v e r y  i m p o r t a n t "  t h a t  a  p l a c e  w a s  

" a c t i v e  h o l i d a y " .

A  t i c k  i n  c o l u m n  6  o n  l i n e  5  w o u l d  m e a n  

i t  w a s  " m i l d l y  u n i m p o r t a n t "  t h a t  a  p l a c e  

a n  " a c t i v e  h o l i d a y " .

t h a t  y o u  t h o u g h t  

s u i t a b l e  f o r  a n

t h a t  y o u  t h o u g h t  

w a s  s u i t a b l e  f o r



Trent Polytechnic Nottingham
School of Modem Studies Director R Cowell BA PhD

Department of History an d  Geography
Head R J Fielding BSc(Econ) DIpEconPolScI MPhil

Clifton Lane Nottingham NG11 8NS 
Tel (0602) 418248 Telex 377534 Polnot G. 
Fax (0602) 484266

Our ref DMG/DRW

Your ref

Date September 1988
Ext 3274

Dear
You completed a questionnaire about your impressions of Mallorca before your 
holiday. I am grateful for your assistance and I am writing to ask you if you 
could complete a follow-up questionnaire for me. Although the first questions 
are different, you will notice that the 3 tables are the same as those you 
completed before your visit. I would like you to complete them again because
grateful if you could complete this questionnaire for me as I need to achieve 
a good return rate so that I have sufficient information to complete the study.

I enclose a summary sheet based on part of a study previously completed.
Should you be interested in further details in future, I would be pleased to 
send them to you. Thank you for your assistance.
Yours sincerely,

I am interested in your reactions after your holiday. I would be most

D. M. Gyte
Research Assistant/Demonstrator

Encs.

uxni
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TRENT POLYTECHNIC GEOGRAPHY DIVISION

QUESTIONNAIRE

Please tick the statement that reflects your feelings.

1. On balance, would you describe your holiday as:
Excellent Very Good Good Average Poor Very Poor Appalling

2. Would you return to Mallorca for a holiday?
Yes, next year, same resort
Yes, next year, different resort
Yes, few years, same resort
Yes, few years, different resort
Perhaps
Doubtful
Definitely Not

3. At which resort did you stay? ________________
YES NO

4. Was this your first choice resort? _________
YES NO

5. Was this your first visit to the resort? [

INSTRUCTIONS

For each of the 3 following tables
Work quickly through the pairs of statements and tick a box near to the
statement with which you agree.

- Example: in the first table asking for your views on "Mallorca as a
holiday destination", if you "strongly agreed" that Mallorca was "good 
for a beach and sun holiday", you would tick the first column. On the
other hand, if you "mildly agreed" that Mallorca was "not good for a
beach and sun holiday", you would tick the fifth column.
Only one tick per line.
The centre column is for when you cannot decide between the pair of 
statements.

- Please WORK QUICKLY. It is important that you register your FIRST 
REACTIONS.

N.B. Please keep the sheets stapled together and return all sheets of the 
questionnaire.

LXiV



If you feel that, your opinion of Mallorca has changed 
because of this holiday could you comment briefly on 
changes and the reasons.



t a b l e  on y o u r  o p i n i o n s  
a s  a  h o l i d a y  d e s t i n a t i o n

Uood beach and sun 
ho]iday

Not. good l o r  a beach 
arid sun holiday

People are not. 
towards tourist

Cheap f o r  a h o l i d a y

U n a t t r a c t i v e  s c e n e r y

History and culture 
not interesting

I n t e r e s t i n g  h i s t o r y  
and c u l t u r e

Great  s c o p e  f o r  
a c t i v i t i e s  and s p o r t s

S p o i l t  by t o u r i s m

U n a p p e a l in g  food and 
d r i n kGood food and drink

Good e n t e r t a i n m e n t  
and n i g h t l i f e

poor entertainment 
nightli fe

Unfami l i a r  c u l t u r e F a m i l i a r  c u l t u r e

Com plete th e
Of M a llo rc a

EXAMPLE: a  t i c k  i n  column 2 l i n e  2 would mean t h a t  you "agree" Mallorca
h as " a  r e s t r i c t e d  ran g e  o f  s ig h ts " *



1

Com plete t h i s  t a b l e  on you r o p in io n s  o f  th e  ENVIRONMENT o f M allo rca ,

Natural

Ugly

^mpty

pleasant

Drah

Interesting 

Dirty 

. Quiet

Uniform

0Lke

.^>or

Ordered

Vertical

Smooth

f t unded

resh

Artificial

Beautiful

Dense

Unpleasant

Vivid

Boring

Clean

Noisy

Contrast

Dislike

Rich

Chaotic

Horizontal

Rough

Open

Smelly

®  EXAMPLE: a t i c k  on column 5 l i n e  1 would mean t h a t  you " m ild ly  ag ree"
t h a t  th e  env ironm ent o f M a llo rc a  was " a r t i f i c i a l " „

u*v |



C om plete  t h i s  t a b l e  on y o u r  o p in io n s  o f  th e  PEOPLE o f  M a llo rcao

H O N E S T D IS H O N E S T

U N H A P P Y H A P P Y

IN O U S T R I O U S L A Z Y

D I R T Y C L E A N

G E N E R O U S S T IN G Y

C U N N IN G S T R A IG H T F O R W A R D

P E S S I M I S T I C O P T I M I S T I C

F R IE N D L Y U N F R IE N D L Y

U N S O P H I S T I C A T E D S O P H IS T IC A T E D

IN D O L E N T LIVELY

H E L P F U L

O PE NC L O S E D

N O T  KINDK IN D

U N R E S E R V E DR E S E R V E D

PLEASANTU N P L E A S A N T

Y IELD IN GP U S H Y

C A L M

EXAMPLE: a tick in column 1 line 1 would mean that you "strongly agree"that the
people of Mallorca are "honest". locVft



Appendix 5.1 
Appendix on use of video
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S choo l of M o d ern  Studies

Trent Polytechnic Nottingham
D irector Professor J O ’Neill BSc(Eng) CEng

D e p a r tm e n t  of History a n d  G e o g r a p h y  
H e a d  R J Fielding BScEcon DipEconPolSci MPhil

Clifton Lane N ottingham  N G 1 1 8NS 
T e lep h o n e  (0602)418248 Telex377534

Our ref

Y o ur ref

Date 6th Ju ly  1987

Dear Sip/M adam,

I  am w r i t 3nr; t o  you t o  i n v i t e  you t o  a  s o c i a l  ev e n in g  t h a t  i s  
o r g a n i s e d  by T r e n t  Y o l y t e c h n i e  an d  H o r izo n  H o l id a y  C e n t r e s .  I t  i s  
p a r t  o f  a  r e s e a r c h  p r o j e c t  b e in g  u n d e r ta k e n  by th e  D epar tm en t o f  
G eography, T re n t  l o l y t e c h n i c , i n t o  t o u r i s t  d e s t i n a t i o n  d e c i s io n - m a k in g .

The s o c ' a l  e v e n in g  has  been o r g a n i s e d  f o r  p e o p le  who have  chosen 
M a jo rc a .  I t  i s  p ro p o se d  t h a t  t h e  s o c i a l  e v e n in g  s h o u ld  be on T hu rsd ay  
2g>rd J u l y  from 7*30 t o  10 p .m . a t  a  h o t e l  venue in  N o tt ingham  c i t y  
c e n t r e , t o  be a r ra n g e d *  Then num bers a t t e n d i n g  a r e  known, h o s p i t a l i t y  
w i l l  be  p ro v id e d  a lo n g  w i th  f r e e  c o m p lim e n ta ry  t r a v e l  g i f t s .  The main 
p u rp o se  o f  t h e  even ing  i s  t o  viev; v id e o s  o f  t h e  i s l a n d  and  to  have  
s m a l l  g ro u p  d i s c u s s i o n s  on y o u r  im ages o f  M a jo rc a  and  on th e  v id e o s*

I t  i s  hoped t h a t  t h e  e v e n in g  w i l l  p ro v e  an e n j o y a b l e , i n t e r e s t i n g  
e x p e r i e n c e  w h i l s t  a l s o  v a l u a b l e  f o r  t h e  r e s e a r c h  p r o j e c t .  I  would  be 
most g r a t e f u l  i f  a l l  o r  some o f  y o u r  p a r t y  c o u ld  come.

W hether you a r e  a t t e n d i n g  o r  n o t  i t  would be most h e l p f u l  i f  you c o u ld  
co m p le te  and r e t u r n  t h e  e n c lo s e d  q u e s t i o n n a i r e  and r e p l y  s l i p  i n d i c a t i n g  
how many o f  y o u r  p a r t y  w i l l  be  a t t e n d i n g .  ( T e e n a g e rs  a r e  in c lu d e d  i n  t h i s  
i n v i t a t i o n ,  b u t  u n f o r t u n a t e l y  n o t  c h i l d r e n ) .

I  would l i k e  t o  w r i t e  t o  you a g a in  w i th  t h e  f i n a l  d e ta i3 .s  o f  t h e  
e v e n in g  a s  ..oon a s  p o s s i b l e  so I  would be g r a t e f u l  i f  you would r e p l y  
w i t h i n  t h e  week so t h a t  I  can  s e n d  you an  i n v i t a t i o n  by 1 5 th  J u ly *

Thank you f o r  y o u r  t im e  and I  hope t o  s e e  you on 2 3 r d  J u l y .

Yours s i n c e r e l y ,

Doug G y te ,
R e s e a rc h  A s s i s t a n t / D e m o n s t r a t o r .

L X I X



TRENT POLYTECHNIC DEPARTMENT OF GEOGRAPHY
HOLIDAY QUESTIONNAIRE
( 1 )  N A M E .......................................................................................................................... ( 2 )  S E X   .................

A D D R E S S ....................................................................................................................................................................................

( 2 )  A G E  G R O U P

< 2 1  2 1 - 3 0  3 1 - 4 0  4 1 - 5 0  5 1 - 6 0  > 6 0

( 3 )  I S  T H I S  Y O U R  F I R S T  H O L I D A Y  A B R O A D ?  

Y e s   N o

( 4 )  I S  T H I S  Y O U R  F I R S T  P A C K A G E  H O L I D A Y ?  

Y e s   N o

( 5 )  I S  T H I S  Y O U R  F I R S T  V I S I T  T O  M A J O R C A ?  

Y e s   N o  _______

( 6 )  I F  N o  P L E A S E  S T A T E  H O W  M A N Y  P R E V I O U S  V I S I T S  A N D  D E S T I N A T I O N S

N u m b e r  o f  v i s i t s  t o  M a j o r c a  __________
D e s t i n a t i o n s  i n  M a j o r c a  Y e a r

( 7 )  W A S  M A J O R C A  Y O U R  F I R S T  C H O I C E  H O L I D A Y  D E S T I N A T I O N  T H I S  Y E A R ?  

Y e s  ______ N o

( 8 )  I F  N o  P L E A S E  S T A T E  T H E  D E S T I N A T I O N S  Y O U  W O U L D  H A V E  P R E F E R R E D

( 9 )  H O W  W O U L D  Y O U  D E S C R I B E  Y O U R  H O L I D A Y  G R O U P ?
F a m i l y  w i t h  y o u n g  c h i l d r e n ________________________________

F a m i l y  w i t h  t e e n a g e r s ___________________________________ _______
T r a v e l l i n g  a l o n e

T r a v e l l i n g  w i t h  a d u l t s  u n d e r  t h i r t y  _______

T r a v e l l i n g  w i t h  a d u l t s  o v e r  t h i r t y p.r.o.



School of M odern  Studies

Trent Polytechnic Nottingham
D irector Professor J O'Neill BSc(Eng) CEng

Depciitmenl of Hislory a n d  G e o g r a p h y  
H e a d  K’ J f ie ld ing liScLcon DipEconPolSci MPIul

Clifton Lana N ollingham  NG11 ONB 
I a  la p h o n o  (0602)418240  te lex  877834

Our ref D G /E A S

Your ref

D ate J u l y  1 9 8 7

I n  o r d e r  to  h e lp  u s  t o  o r g a n i s e  t h e  numbers a t t e n d i n g ,  

p l e a s e  t i c k  t h e  r e l e v a n t  box c o n c e r n in g  t h e  c o n v e n ie n c e  

o f  th e  d a t e .

I  /  M e  do n o t  w ish  t o  p a r t i c i p a t e .

I  /  Vie would l i k e  t o  a t t e n d  t h e  even ing  

I  /  We w i l l  n o t  be a b l e  t o  corne on T hu rsday  2p rd  J u l y .

AND

The number a t t e n d i n g  w i l l  be



School of M odern  Studies

Trent Polytechnic Nottingham
Director Professor J O ’Neill BSc(Eng)CEng

D e p a r tm e n t  of History a n d  G e o g r a p h y  Clifton Lane N ottingham  N G 11 8NS
H e a d  RJ Fielding BScEcon DipEconPolSci MPhil T e lep h o n e  (0602)418248 Telex377534

A j 'K

Ounef

Younef

Date 1 5 J u l y  1 987

D ear 8 i r  o r  hadam

Thank you f o r  a c c e p t i n g  th e  i n v i t a t i o n  to  th e  s o c i a l  e v e n in g  to  he  h e ld  
on T h u rsd ay  23 J u ly  1987. I t  w i l l  t a k e  p l a c e  a t  th e  H orizon  T r a v e l  C e n t r e ,  
'H o l i d a y s * ,  20 Long Row, N o t t in g h am , commencing a t  7 .2 0  p .m . The f i r s t  
20 m in u te s  w i l l  be f o r  m e e t in g  th e  r e s t  o f  t h e  g roup  i n  o r d e r  to  a l lo w  f o r  
a  f l e x i b l e  a r r i v a l  t im e ,  i t  i s  p la n n e d  to  commence th e  e v e n in g  more f o r m a l l y  
a t  7 -4 0  p .m .

The n e a r e s t  c a r  p a rk s  a r e  a t  th e  V i c t o r i a  C e n t re  and T r i n i t y  S q u a r e .  The 
e v e n in g  s h o u ld  f i n i s h  a t  a ro u n d  10*00 p.m .

1 lo o k  fo rw a rd  to  s e e i n g  you on tine 23 J u l y  and th a n k  you a g a in  f o r  y o u r  
c o o p e r a t i o n .

Yours f a i t h f u l l y

D ouglas Oyte
R e s e a rc h  A ss is ta n t /D e rn o n s  t r n t o r
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Q u e s t i o n n a i r e  t o  b e  s e n t  o u t  w i t h  i n v i t a t i o n  t o  p a r t i c i p a t e  i n  
t h e  s t u d y  a n d  come t o  t h e  s o c i a l  e v e n i n g

S h o p  i n t e r v i e w s  w i t h  a r a n d o m  s a m p l e  o f  c l i e n t s  i m m e d i a t e l y  a f t e r  
b o o k i n g  t h e i r  h o l i d a y s

PROPOSALS FOR EVENING/S WITH HORIZON. CLIENTS BOOKED FOR MAJORCA
AUGUST 1987

PART 1 : IMAGE OF MAJORCA
t i m e

I n t r o d u c t i o n  on  t h e  r e s e a r c h  a n d  p u r p o s e  o f  t h e  e v e n i n g  10

B r i e f  s c a l e d  q u e s t i o n n a i r e  on i m a g e s  o f  M a j o r c a ,  H o l l a n d  a n d  15 
T u n i s i a

View v i d e o  i m a g e s  o f  M a j o r c a  i n  t h e  s p r i n g  a n d  c o m p l e t e  30
q u e s t i o n n a i r e  on  t h e i r  r e a c t i o n s  t o  t h e  v i d e o

D i s c u s s i o n  o f  t h e  " I m a g e s  o f  M a j o r c a "  i n  c o n t r a s t  t o  t h e i r  20 
p r e - c o n c e p t i o n s /  e x p e c t a t i o n s .

B r e a k  20

RAX̂ T__2_:—HOjkJLilAY_JI[HÔ
( i n c l u d i n g  r o l e  o f  im a g e  o f  d e s t i n a t i o n )

I n t r o d u c t i o n  t o  t h e  q u e s t i o n n a i r e s  on t h e  f a c t o r s  t h a t  a f f e c t e d  
t h e i r  c h o i c e  o f  h o l i d a y  a n d  d e s t i n a t i o n  5

C o m p l e t e  q u e s t i o n n a i r e s  5

D i s c u s s i o n  i n  s m a l l e r  g r o u p s  o f  f i v e  o r  s i x  o f  t h e i r  c h o i c e  o f  
M a j o r c a  f o r  t h e i r  h o l i d a y ,  a n d  t h e i r  u s e  o f  H o l i d a y s /  H o r i z o n  
t h r o u g h  w h i c h  t o  b o o k  t h e i r  h o l i d a y .  30

C o n c l u s i o n  _ 1 0 _

145

The  p u r p o s e  o f  t h e  e v e n i n g  i s  t o  i n v e s t i g a t e  i n  p a r t  1 
t h e  c l i e n t s  im a g e  o f  M a j o r c a  a s  a h o l i d a y  d e s t i n a t i o n  a n d  i n  p a r t  
2 t h e  f a c t o r s  t h a t  i n f l u e n c e d  t h e i r  c h o i c e  o f  h o l i d a y .  The  
p u r p o s e  o f  c o m p l e t i n g  q u e s t i o n n a i r e s  a n d  t h e n  d i s c u s s i n g  t h e  
t o p i c  t h e  q u e s t i o n n a i r e s  w e r e  t e s t i n g  i s  t h a t  I t h i n k  t h a t  b o t h  
a p p r o a c h e s  a r e  u s e f u l .  The q u e s t i o n n a i r e s  p r o v i d e  u s e f u l  d a t a  
t h a t  c a n  b e  a n a l y s e d  r e l a t i v e l y  q u i c k l y  and  f o r  some p u r p o s e s  may 
b e  a d e q u a t e .  H ow ever  w i t h  s u c h  a c o m p le x  f o c u s  o f  s t u d y  a s  
c h o i c e  o f  h o l i d a y  d e s t i n a t i o n  i t  may b e  t h a t  more  o p e n  e n d e d  
m e t h o d s  s u c h  a s  d i s c u s s i o n - g r o u p s  may p r o v i d e  i n s i g h t s  t h a t  c o u l d  
n o t  a l w a y s  be  a n t i c i p a t e d  o r  p r o v i d e d  f o r  i n  m ore  s t r u c t u r e d  
a p p r o a c h e s  s u c h  a s  q u e s t i o n n a i r e s .



HORIZON CLIENTS ATTENDING SOCIAL EVENING 2 3 . 7 . 8 7

Mr a n d  Mrs  F a l l o w s  ( J u l i e  a n d  A l l e n )  
S c h o o l  B u n g a l o w  
A s p l e y  l a n e  
Not-tm

Mr an d  Mrs Law ( P a u l  a n d  V i c k i )
98 B r o x t o w e  Lane
C i n d e r h i l l
N o t tm

Mr a n d  Mrs P i l l i n e r  (Mark  a n d  M a r g ' e r e t )
12 The L i l l y p o o l
M e l b o u r n e
D e r b y s

V R B lu n t ,  a n d  B A W right.
62 The B ro ad w ay  
D u f f i e l d

Mr a n d  Mrs M a n n e r i n g  
95 Cand. 1 e Meadow 
C o l w i c k  P a r k  
Nott.ni

Mr a n d  Mrs Crow 
49 H a s l e m e r e  Road  
B o b b e r s m i 11 
N o t tm

M i s s  B r a m h a l l  
176 N ew m ark e t  Road 
B u i w e I 1

Mr a n d  Mrs  A l t o n  
S p r i n g  C o t t a g e  Farm 
H o r s l e y  W oodhouse  
D e r b y

P l u s  o n e  o t h e r  w i t h  Mr an d  Mrs Crow
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I n  b o t h  d i s c u s s i o n s  i t  w o u l d  b e  u s e f u l  t o  g e t  s o m e  f e e d b a c k  o n  

t h e i r  r e a c t i o n s  t o  t h e  s t r u c t u r e d  q u e s t i o n n a i r e s  a n d  t h e  r a t i n g  

s c a l e .  . D i d  t h e y  f i n d  t h e m  e a s y  t o  u s e ?  D i d  t h e y  f e e l  t h e y  c o u l d  

g i v e  a n  a d e q u a t e  a n s w e r  o r  r e a c t i o n  i n  t h i s  a p p r o a c h  c o m p a r e d  t o  

t h e  d i s c u s s i o n  g r o u p s .

D i s c u s s i o n  1 :  b e f o r e  b r e a k  o n  t h e  v i d e o

W h i c h  s h o t s  d i d  t h e y  f i n d  t h e  m o s t  s u p r i s i n g  a n d  f o r  w h a t  

r e a s o n s ?

H o w  d i d  t h e y  e v a l u a t e  t h e  s h o t s  f o r  a t t r a c t i v e n e s s ?
P o s s i b l y  a s k  x h e t n  t o  l o o k  a t  t h e i r  s h e e t  a n d  s e e  w h i c h  t h e y  r a t e d

b e s t  a n d  w o r s t  t o  g e t  t h i n g s  s t a r t e d

C o m m e n t s  o r :  ", : . e  v i d e o :  d i d  t h e y  f i n d  t h e  i n d i v i d u a l  s h o t s  t o o  
l o n g  o r  s h o r *  d i d  t h e y  h a v e  s u f f i c i e n t  t i m e  t o  r e a c t  a n d

. r e g i s t e r  t ;   n  t h e  :-:.h  <.;<-* t" '? C o u l d  t h e y  h a v e  s t o o d  w a t c h i n g  a  f e w

m o r e ? v ?

P i  s s i r e  i  t e r  b r e a k  o n  c h o i c e  o f  M a j o r c a  f o r  t h e i r  h o l i d a y

S t a r t ,  w i t h  a  m o r e  g e n e r a l ,  d i s c u s s i o n  o f  h o w  h o l i d a y s  a r e  d e c i d e d  

u p o n ,  i f  a  c u p l e  i s  + }-,-• d e c i s i o n  j o i n t  o r  d o e s  o n e  t a k e  

r  e  s  p o  n  s i . h i l i t v  ?

W h e n  t h e y  g e t .  i n  t h e  t r a v e l ;  a g e n t s  d o  t h e y  f i n d  t h a t  t h e i r  

c h o i c e  o f  h o l i d a y  c h a n g e s  d u e  t o  o t . l v - r  f a c t o r s  s u c h  a s  

a v a i l a b i l i t y .  H o w  f l e x i b l e  a r e  t h e y  l i k e l y  t o  b e  a n d  w h i c h  

t h i n g s  a r e  t h e y  m o s t  l i k e l y  t o  b e  w i l l i n g  t o  c h a n g e ?  ( i . e .  i s  

d e s t i n a t i o n  o n e  o f  t h e  m o r e  f l e x i b l e  f a c t o r s

A t  w h a t  p o i n t  a n d  h o w  f a r  d o e s  i m a g e  a f f e c t  t h e i r  c h o i c e  ?  F o r  

e x a m p l e  y o u  m a y  a s k  " Y o u  c a n ’ t  h a v e  y o u r  f i r s t  c h o i c e ,  y o u ’ r e  
o f f e r e d  M a j o r c a ,  C y p r u s ,  B e n i d o r m  o r  I t a l y . . . .  t y p e  o f  q u e s t i o n  t o ; J j  

s e e  i f  p e o p l e  d o  h a v e  s t r o n g  p o s i t i v e  o r  n e g a t i v e  i m a g e s  o f  

p l a c e s  t h a t  w o u l d  i n  t u r n  a f f e c t  t h e i r  c h o i c e .

f j

F i n a l l y  a n y  c o m m e n t s  t h e y  m a y  h a v e  a b o u t  t h e  d i s c u s s i o n  g r o u p  
a p p r o a c h  w o u l d  b e  u s e f u l  . ; J§
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VIDEO IMAGES OF MAJORCA
A s  y o u  v i e w  e a c h  s c e n e  o n  t h e  v i d e o  r a t e  e a c h  s c e n e  f o r

( a )  i t s  a t t r a c t i v e n e s s  o r  u n a t t r a c t i v e n e s s  t o  y o u

( b )  w h e t h e r  y o u  f i n d  t h e  s c e n e  s u r p r i s i n g  o r  u n s u r p r i s i n g

D o  t h i s  b y  r a t i n g  i t  o n  a  n i n e - p o i n t  s c a l e  b y  e n t e r i n g  t h e  n u m b e r

o f  t h e  s t a t e m e n t  w h i c h  m o s t  c l o s e l y  d e s c r i b e s  y o u r  r e a c t i o n .  A n
e x a m p l e  i s  g i v e n  b e l o w .

( a  ) A t t r a c t i v e n e s s

( 1 )  v e r y  a t t r a c t i v e

(2 )  /1\
( 3  ) I
( 4 )  I  

I

( 5 )  N e i t h e r  a t t r a c t i v e  o r

u n a t t r a c t i v e
( 6 )  I

( 7  j I
( 6 «
( 9 ;  v - - r y  u n a t t r a c t i v e

H a t i n g  s c a l e

Y o u  m a y  f i n d  i t  e a s i e r  t o  u s e  t h e  

s c a l e  t h i s  w a y  
A t t r a c t i v e  _  U n a t t r a c t i v e  

S u p r i s i n g  _  U n s u p r i s i n g

1 8  9

1
1

S c e n e  A t 1 r a c t i  on S u o r i s i  ng 
   r :? 1 1 n g   •->c a n e _____

C o m m e n t s

.2—

8

9__

10

I J l
- 3 3

1 2 . .
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N U M B E R  I N  S E Q U E N C E

1
2
3

4

5
6  
7  
fi
9
10 
11 
12 
J 3

14
15 
1 6 
1 7  

1 3
1 9  

2 0  

21 
2 2
2  3
2 4
25
2 6
2 7

28
29
3 0

L O O A T I O N / S U B J E O T

P A L M A  C A T H E D R A L  

E L  A R E N A L  
P U E R T O  B O L D E R
A N C I E N T  S E T T L E M E N T ,  C \ lA M t - ' O M

U , C . I . T R O P I C A N A , G A L A  M U R A D A
1 . 4 T H  C E N T U R Y  W A T C H T O W E R S  , E E  L A N  .1

E E L A N I T X

P O R T O  C O L O M
C O A S T L I N E ,  C L I F F S
G A L A S  M A L L O R C A

R U R A L  S C E N E S
P A L M A

P A L M A - S O L L E R  R A I L W A Y  
P A L M A  N O V A  

C A M P  D E  M A R  
P U E R T O  D E  A N D R A I T X  

S ? A R R A C C O
V A L L D E M O S S A :  M O N  S T E R Y  

P U E R T O  V A L D E M O S B A  

S A N  M A R R O I G  
C P  A N  P A S T I L  L A  

G A R D E N S  O F  A L F A B I A  
S O L L E R
M O U N T A I N S : P U I G  M A Y O R  
B T  N I A R I T X / F O R N A L U T Z  

P O R T O  C R I S T O  
A L C U D I A :  T O W N  W A L L S  
R O M A N  A M P H I T H E A T R E  , A« - C , . p ,a  

M U R O :  L A  A L B U F E R A  
P L A Y A  S E S  T R E N C S
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T O P  f t I  S T  L A N D S C A P E S :  C A T E G O R I E S  F O R  V I D E O  I M A G E !

L A R G E  T O U R I S T  R E S O R T S

M E D ! U M / S M A L L  T O U R I S T  R E S O R T S

T R A D I T I O N A L  P L A C E S

T O U R I S T  O R I E N T A T E D  C O A S T A L : 3 .  2 6  I N L A N D :

N O T  T O U R I S T  O R I E N T A T E D  C O A S T A L :  1 9  I N L A N D :

P U R P O S E  B U I  L T  . P L A C E S

H O L I D A Y  V I L L A G E S  

H O T E L  C O M P L E X

L A N D S C A P E S

M O U N T A I N S  

A G R I C U L T U R A L  L A N D  

R U R A L  S C E N E S  

C O A S T A L  : C L I F F S

S A N D  D U N E S  A M D  B E A C H E S

T O U R I S T  A T T R A C T  I O N S

1-11 S  T O R  1 U A L  R E M  A 1 N  S  

A R C H  A E O G I C A L  S I T E S  

R E L I G I O U S  P L A C E S  

H O U S E S  A N D  G A R D E N S  

J O U R N E Y

M O U N T A I N  V I L L A G E S
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Appendix 5.2. Notes for interviewers

The interviews are designed to gain insights into the following aspects of tourist 

destination choice:

How is image of destination formed?

What factors influenced choice of Mallorca for a holiday?

What place has image in this decision?

How is experience of place likely to influence future choice?

The structure underlying the interview sheets is shown in Figure 1.

Fig 1 Framework for fieldwork research Mallorca Spring 1988.

Experience of place

Island of Mallorca 
^  N i

Reasons for —? Resort —> Effects on
choice ^  future choice

^  Accommodation ^

The three questionnaires 1. Mallorca, 2. Resort, 3. Accommodation include questions 

that are aimed to shed some light on the three distinct phases of initial choice, 

experience and effect on future choice. The final two questions are common to all these 

questionnaires. The aim of these questions can be shown with reference to Figure 2.
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Fig 2 Image formation and the role of image in decision-making.

S o u r c e s  o - f a g e  C hoice fa c to r s
C ( - f f e c i r * n y  e  k  j?<?C t a t  io n s  

( y r io c  im y e ) ^

C o r y ip a r i J o n  o f  r e s p o n s e *  

bo 2 . Questions fco t / \ \ /G S b ija b e  

I i'/)K between  
i/M c tg e  < xnd c h o i c e  f a c t o r s .

It should be possible to reach some: conclusions as to which factors seem most 

influential in fonning images of Mallorca and how the images of Mallorca, its resorts 

and accommodation are likely to influence destination choice. It should also be possible 

to see to what extent images of these are moderated or overidden by other external 

constraints such as cost, availability etc. The intention of the interviews is to gain 

insights into the above efficiently through 5 to 10 minute interviews with tourists. Some 

important points need to be made about completion of the attached questionnaire sheets.

Categories.

The overall approach tothe interview should be to use the questions to encourage 

reflection by the interviewee. They should be presented as open questions in the first 

instance do not offer the categories, except for specific questions referred to later. The 

categories in the questions on choice, likes and dislikes about Mallorca, resort or 

accommodation are for your reference only. In order to speed up completion of each 

sheet, and to avoid interrupting the flow of the interviews some possible common 

categories have been suggested. You do not have to use them, there are spaces for you 

to insert additional categories quickly if required. You may also wish to put a brief 

comment or quote in the .space provided beneath each question. Please do so, the 

structure is not meant to be a straightjacket or influence your interpretation of the 

replies into false categories. The whole point is not to anticipate the answers but to 

have key focal questions related to the structures laid out in Figures 1 and 2 that elicit
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free responses but result in manageable data for both aggregate analysis or insights into 

individual choice patterns of tourists.

The only categories you should read out are the excellent to appalling list. In the case 

of the categories:

NYSR : Next year same resort 

NYDR : Next year different resort 

FYSR : Few years same resort 

FYDR : few years different resort 

you should be able to elicit this infOnnation by short addditional questions. For 

example "yes" reponses could be prompted by "next year ?" and "at the same resort ?"

When asking the open questions either with and without categories please do not accept 

just one answer without probing a little deeper and asking whether anything else might 

have been important. Note down which response was given first and quickly reading 

back and check with the interviewee your summary of what they have told you, ask 

respondents to rank their answers in order of importance.

With reference to the final two questions on the resort accommodation and MaHorca 

questionnaires you will have a card that hasa the categories for each question on that 

should be shown to the interviewee. Encourage them to add to the list should they wish 

to. Read back their answers and ask them for the question on image formation to rank 

the three most important influences on their image of Mallorca. Then do the same for 

the final choice factors question. These questionnaires are to be completed at 

contrasting resorts on the south-west and east coasts.

(Examples of the three questionnaires were attached.)
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Q.5 
On 

balance, 
would 

you 
describe 

your 
accom

m
odation 

as:
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I 
I

I

I Resort ________________________ ______
Length of stay _______________________
Have you visited other places on the island? Yes □  No □

Columns 3 - strongly agree 
2 = agree 
1 = mildly agree 
0 = neither

‘ ■

3 2 1 0 1 2 3

' ’l
For each pair of statements 
tick the box that reflects 
your views of Mallorca as 
a holiday destination

Good beach and sun 
hoiiday

Not good for a beach 
and sun holiday

Restricted range 

of sights
Wide variety of sights

People are friendly 
towards tourists

People are not. friendly 
towards tourist

Feel at ease as a 
tourist

Peel ill at. ease as 

a tourist

Active holiday Peaceful holiday

Expensive for a 
hoiiday

Cheap for a holiday

Attractive scenery Unattractive scenery

History and culture 
are not interesting

Interesting history 
and culture

Restricted scope for 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Good food and drink Unappealing food and 
drink

Poor entertainment 
ni ghti i f e Good entertainment 

and nightlife

Unfamiliar culture Familiar culture
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Columns 3 - strongly agree 
2 - agree 
i = mildly agree 
0 = neither

.... (

3 2 1 0 1 2 3

For each pair of statements 
tick the box that reflects 
your view of this resort

Good beach and sun 
hoiiday

Not good for a beach 
and sun holiday

Restricted range 
or' sights

Wide variety of sights

People are friendly 
towards tourists

People are not friendly 
towards tourist

[•‘eel at ease as a 
tourist

Peel ill at ease as 

a tourist

Active holiday Peaceful holiday

Expensive for a 
hoiiday

Cheap for a holiday

Attractive scenery Unattractive scenery

History and culture 
are not interesting

Interesting history 
and culture

Restricted scope lor 
sports and activities

Great scope for 
activities and sports

Unspoilt by tourism Spoilt by tourism

Good food and drink Unappealing food and
drink .&

Poor entertainment 
nightlife

Good entertainment 
and nightlife

Unfamiliar culture Familiar culture



ifePAETKfeT OF GEOGRAPHY, TRENT POLYTECHNIC, NOTTINGHAM
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Natural

ugly

iEmpty

P le a s a n t

In the table below, please /tick the relevant box which corresponds 
aost closely to your reactions tc this scene*

rab
#

Interesting

Dirty

Quiet

»Uniform

^ i k e

^ o o r

Ordered

Vertical

Smooth

Bounded

^ r e s h

#

Extremely Very Fairly Neither Fairly Very Extremely

;H r ■ 'j

•

l l l l l

»

Artificial 

Beautiful 

Dense 

Unpleasant 

Vivid 

Boring 

Clean 

Noisy 

Contrast 

Dislike 

Rich 

Chaotic 

Horizontal 

Rough 

Open 

Smelly

m 'iis  OJ'Mt B
UOocv'n
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Appendix 5.3

Questionnaires for follow-up of Mallorca interviews on intentions of 
return to Mallorca six months after their holiday and opinion on

quality of holiday
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Trent Polytechnic Nottingham
School of Modern Studies Director R Cowell BA PhD
Departm ent of History and  G eography
H ead R J Fielding BSc(Econ) DipEconPolSci MPhil

Clifton Lane Nottingham NG11 8NS 
Tel (0602) 418248 Telex 377534 Polnot G 
Fax (0602) 484266

Our ref DMG/DRW
Your ref

Date September 1988
Ext 3274

Dear

You helped me with a questionnaire survey in Mallorca in May 1988. At that 
time, you agreed that I could contact you again and I am therefore writing to 
ask you to complete a short follow-up questionnaire. There are two parts to 
it, the first being the single blue sheet about your holiday in Mallorca. I 
need a good return rate on this first questionnaire for my studies and I would 
be grateful if you would complete and return it in the envelope provided.
I would also be grateful if you could take 5 to 10 minutes to complete the 
other questionnaire I have enclosed. This is about the general impressions 
you have about a range of possible holiday destinations. It does not matter 
if you have not visited the places- or you feel you do not have any factual 
knowledge of the places. I am interested in your general feelings and first 
reactions, i.e. almost a "gut reaction".

I enclose a summary sheet based on part of the questionnaire you completed in 
Mallorca; should you be interested in further details in future, I would be 
pleased to send them to jou. Thank you for your assistance.
Yours sincerely,

D. M. Gyte
Research Assistant/Demonstrator

P.S. Gould you please return the single blue sheet even if you do not wish 
to complete Questionnaire 2. Thank you.

Encs.

LXXX I X



Trent Polytechnic .Geography Division
Q nest ion n a i r e l

W a s  t h i s  y o u r  f i r s t  v i s i t  a b r o a d  ?  Y e s

W a s  t h i s  y o u r  f i r s t  p a c k a g e  t o u r  ?  Y e s

W a s  M a l l o r c a  y o u r  f i r s t  c h o i c e  h o l i d a y ?  Y e s

W a s  i t  y o u r  f i r s t  v i s i t  t o  t h a t  r e s o r t ?  Y e s

W a s  t h e  r e s o r t  y o u r  f i r s t  c h o i c e ?  Y e s

W o u l d  y o u  d e s c r i b e  y o u r  h o l i d a y  i n  M a l l o r c a  a s

E x c e l l e n t  

V e r y  g o o d  

G o o d  

A v e r a g e  

P o o r

V e r y  p o o r  

A p p a l l i n g

Continued on the other side,. please turn over.



Would. yoijreturn ...to... Mallorca again . for ..a., holiday ‘f

Y o u r  r e s p o n s e  w h i l s t  W o u l d  y o u  t i c k  

o n  h o l i d a y  i s  s h o w n  - t h e  s t a t e m e n t  

b e l o w  y o u  w o u l d  a g r e e
w i t h  t o d a y .

( E v e n  i f  y o u r  a n s w e r  

r e m a i n s  t h e  s a m e . )

Y e s ,  n e x t  y e a r  
s a m e  r e s o r t

Y e s ,  n e x t  y e a r  

d i f f e r e n t  r e s o r t

Y e s ,  f e w  y e a r s  

s a m e  r e s o r t

Y e s ,  f e w  y e a r s  

d i f f e r e n t  r e s o r t

P e r h a p s

D o u b t f u l

D e f i n i t e l y
n o t

C o u l d  y o u  b r i e f l y  c o m m e n t  o n  r e a s o n s  f o r  a n y  c h a n g e  i n  y o u r  

i n t e n t i o n  t o  r e t u r n  t o  M a l l o r c a  s i n c e  y o u  w e r e  i n t e r v i e w e d  

i n  M a y  1 9 8 8 .

J. . 1  ... , .. J.,v - ;



Appendix 6.1: Factors influencing interaction during interviews.

Introduction

Short (1989 p85) points out that

"In seeking the goal of the objective observer most academic writing is dry, 
boring, lifeless and dull because it lacks the life blood of personal 
experience and the presence of a commited ’I ’."

The following sections will be written in the first person not because of stylistic laziness

but because this is the style that is most effective and direct.

At the outset of the interviews with travel company representatives it was stressed that 

the subject of interest was Mallorca and how tourists responded to the place. On one 

level their reactions to Magalluf/ Palma Nova and on another that to the island in 

general. This was done to put the interviewee at ease as to the purpose of the interview. 

It was stressed that the interview was in no way to assess individual representatives or 

companies. It was stressed that they were being interviewed at the end of the season 

because of potentially unique insights into tourist experience of place that they might 

offer. After a whole season or in some cases several seasons they should have much to 

say on the subject that would be invaluable to the research. After conducting a number 

of interviews I began to feel frustrated because of repetition of similar responses by 

interviewees. I felt somehow I was not asking the ’right’ questions or not probing deep 

enough and thus failing to discover the ’real’ answers that lay beneath the surface of 

each interview. On reflection I realised several points needed to be considered; these 

are summarised below.

Interviewer fatigue

By necessity the interviews were conducted intensively over a two week period. The 

sheer repetition of asking similar questions on the same topic can be boring, feelings of 

frustration and aimlessness can emerge. However it was also partly dependent on the 

quality of the relationship between the interviewer and interviewee. I had to ensure 

each interview was approached in a positive fresh manner. In some instances the



interviewee had no real thoughts on some aspects and no amount of probing beneath the 

surface helped, this had to be accepted and the interview had to be allowed to flow.

Interview breakthrough

An important key for me was the realisation that the feelings of excitement and 

discovery that I got when I sensed a breakthrough could not be produced consistently. 

This feeling of breakthrough usually arose when a new theme was opened up by the 

interviewees’ comments or when they expressed a recurrent theme particularly well.

The main reason for my feelings of frustration related to ’diminishing returns’.

hi the early interviews many new points emerge as the initial structure of responses was 

built up. In interviews thr ee and four, repetition of views expressed in interviews one 

and two occurred but still many new points arose. If interviews said elicited no new 

points this was not failure to discover more new points but replication: the discovery 

was of consistency within the sample. This insight allowed me to continue to approach 

each interview in a positive manner. If only a single new point emerged it was likely 

that at some stage in the interview they would also express some views precisely and 

more effectively than others may have done.

Interview structure

A feeling of possible failure arose because many interviewees did not always express 

themselves clearly. I felt that somehow I should be more "in control", yet this was 

precisely what I was trying to avoid. However I realised that in order to produce 

insights interviewees had to be allowed to ’think aloud’. It is in the nature of discourse 

that lines of thoughts are stopped in mid-sentence and started again. I was, after all, 

asking then to articulate something they had been called upon to think about directly 

before. I realised that to conduct the interviews effectively I must balance three things:-



(a) Keep in mind the outline stmcture of the interview I had drawn up to ’keep 

my bearings’.

(b) Allow the interviewee to explore their own thoughts without interruption.
\

(c) If respondents’ meaning was not clear during the interview, then I must 

present them with my interpretation of what they had said. This would allow 

them to rephr ase their ideas or change them if my interpretation was inadequate or 

wrong.

The dynamics of these three main aspects of the interview were not always easy to 

manage. However the realisation that this type of interviewing, to be effective relies 

upon a constant balancing of these factors was reassuring. There was no perfect 

question and answer stmcture to be achieved There would always be sections that 

would be more or less productive than others and this would vary between respondents. 

The aim was to maintain a balance to ensure that the interviewer did not dominate to 

acquire answers that were expected, or the interviewee to dominate and produce much 

talk about topics that may be at best of marginal interest to the researcher.



Appendix 6.2 
Horizon holiday guide and publicity leaflets
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WISH YOU 
"TRAVELSWERE HERE

v  " ' " " W V '  » n /g h t f u

KVALLSUTFARDEN .L-x. i  DANCING, 
ALLA TALAR OM! — ► t d ’N ’N ~ X 
VI GARANTERAR DIG /  * ^EASUR£ 
EN HELLYCKAD KVALU .-ft f ® ^ ART O, 
sA h e l t u n ik t - d e t t a  = I U I  AGE> NOW’, 
AVENTYR ! €

KARIBISKA OMGIVNINGAR..3“^
EN RIKTIG PIRATFEST -  OBEGRANSAT 
MED MAT. DRYCK -  ALLTINKLUDERAT! ■ 
DRAMATIK, FART, ACTION... HUMOR, = 
MYSTIK OCH SPANNING! EN KVALL MED ?  
“MANGA OVERRASKNINGAR!"
DANS, MUSIK OCH ROLIGA TAVLINGAR -  . 
KOM MED OCH DELTAG... KANSKE \  

VINNER DU NAGOT UR SKATTKISTAN?! S 
EN KVALL FOR HELA FAMIUEN (ALLA)- j
o a v s e t t Al d e r ! c h a n s e n h a r  - = 2 ^
KOMMIT!

/ -
. %  ’.is

A N  U N F O R g e t + * d , *'' ' ‘«rgettableexper,ENc _
^ ag a llu f. M ajorca - Tel.: 68  04 7 f

second year running 
VOTED BEST NIGHT OUT

<A D V B m IOHTPlfiATES a d v e n tu r e  INC. ,967

*C v „ ,



“IT’S QUITE 
SIMPLY A 
BRILLIANT 

NIGHT 
OUT!" J

IT TURNS A DREAM OF 
A CARRIBEAN ISLAND 

INTO REALITY -  
ENTERTAINMENT 

VALUE 100%”
“THERE’S
SOMETHING

f o r
’ EVERYONE'

, A GOOD
BRILLIANT“(T MAKES 

h o l id a y - '“IT’S A TASTE OF 
SOUTH PACIFIC 
PARADISE FOR US 
ALL” .

’I GUARANTEE 
THAT 

EVERY FACE 
LEAVING 

IS A HAPPY 
•s. FACE.’

•■THE ‘PIRATES’ MAKE
SURE YOU HAVE A
NIGHT OF SURPRISES
YOU’LL NEVER
f o r g e t .”

X C  V(/ |



Costa d'en Blanes 

RECIO ESPECIAL PARA NINOS OE 3 A 12 At;jOS 
SPECIAL PRICE FOR CHILDREN FROM 3 TO 12 
SPEZJALPAEIS FUR KINDER VON 3 BIS 12 JAHAEN 
PRIX SF'£CIAL POUR ENFANTS OE 3 A 12 ANS 
PAEZZO SPECIALE PEA BAMBINI OA 3 A 12 ANNI 

Free parkmg Ta.1 Serv1ce. minutes de Palma enautobus 
Ask at your hotel receot lon Parking gratu11 Serv1ce 

de Tax1 
Information • Ia reception 
de votre hole· 

CmQue mimrtl '" 
autobus da f'~ma 
Nova · D1ec1 minull da 
Palma Parking 

A 5 mmutes de Palma graiUIIO Serv1z1o tax1. 
Nova en aulobus . A 10 lnlormezlone presso reeeztone 

Tel (971) 67 51 25 - 67 51 2fS 

Costa de Calvia - Mallorca 



Delfines, Leones Marinos, Circo 
de Papagayos, Buceadores de 
Perlas de Ia Pohnesia, Casa 
Trop1cal , Mini Zoo, Parque 
lnfantil , Cafeteria, Zona de Pic
nic, Barbacoa y Playa. 

ltltude of Attr•c 

Dolphin, Sea Lion and Parrot 
Shows, Polynesian Pearl Divers, 
Tropical House, Mini-Zoo, 
Children 's Playground, 
Cafeteria, Picnic Area, 
Barbecue and Beach. 

Delphin·, SeeiOwen- und 
Papagaienshows. Polynes ische 
Perlentaucher, Tropisches 
Haus, Mini-Zoo, 
Kinderspielplatz, Kaffee und 
Pickn1ckplatz, Berbecue und 
Strand. 

Spectacle de Dauphins, Ltons 
de Mer et Perroquets. 
Plongeurs de Perles 
Polynesians, Maison Tropicale. 
Mln1-Zoo, Aire de Jeux pour les 
enlants, Cafeteria et Aire pour 
Pique-nique, Barbecue et Plage. 

ttr. 
Delflni , Leoni Marini , Clrco di 
Pappagalli , Pescatrice 
Subacquea di Perle della 
Polinesia, Casa Troplcale, Mini· 
Zoo, Parco Infantile, Bar, 
Cafeteria, Zona per 
Picnic, Barbecue 

Sp1aggia. 



MENORES DE 3 ANOS

MOINS DF 3 ANS H I ' 1' 1MOINS DE 3 ANS 
MENO Dl 3 ANNI

P R EC IO  E SPEC IA L PA R A  N lN O S  DE 3  A 12 AlslOS  
SPE C IA L  PRICE FO R  C H ILDREN FROM  3 TO 12 
SPE Z IA L P R E IS  FUR KINDER VO N 3 BIS 12 JA H R E N  
PRIX SPE C IA L  POUR E N F A N T S  DE 3 A 12 A N S. 
PREZZO  SPEC IA LE PER BAM BINI DA 3  A 12 ANNI

5 m inu to s  en  a u to b u s  
d e  P alm a Nova. 10 
m inu to s  en a u to b u s  de 
Palm a.
A parcam ien to  g ra tis . 
Servipio Taxi.
Pregunte en la recepcibn 
de su hotel
5 m in u tes  by b u s  from 
P alm a Nova* 10 
m in u tes  by .b u s  from 
Palm a.

F ree parking. Taxi Service. 
Ask at your hotel reception

5 B usm inu ten  von 
P alm a Nova. 10 
B usm inu ten  von Palm a. 
G ebuhrenfre ie  
P arkpta tze. Taxis.
Fragen Sie an ihrer 
Hotelrezeption

A 5 m in u tes  d e  P alm a 
Nova en  au to b u s . A 10

m in u tes  de  P alm a en  au tobus. 
Parking g ra tu it. Service 
d e  Taxi.
Information a la reception 
de votre hotel

C inque m inuti in
a u to b u s  da  P alm a
Nova • Oieci m inuti da
P alm a - Parking
g ra tu ito  ■ Servizio taxi.
Informazione presso recezione

GENOVA SOLLEJ

PORTO'
fiRISTO.

ICAIA 
1 . •iRENAL

MARINELAND
C o s t a  d ’e n  B la n e s  
Tel: (971) 6 7  51 2 5  - 6 7  51 26  

C o s t a  d e  C a lv in  - M a llo r c a  U y  Miembro del grupo Pleasuram a
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MALLORCA NORTH AND INCA MARKET

PALMA • SHOPPING ■ AQUACITY

Inca is famous above all for it's leather, goods, and here you will 
have a chance to look around not only one of the shoe factories, but 
also to explore the market, always rememberting to try your hand at 
bartering before you buy! Travelling North, lunchtime is spent in the 
Port of Pollensa, an elegant resort surrounded by mountains. In the 
afternoon we visit the secluded haunt of many a celebrity. A beauti
ful cove with it's own five star hotel, set among the pine trees. You 
can, if you wish, approach this beautiful place by catching the boat 
from Pollensa. Alternatively, there are breathatking views from the 
lookout point Mirador des Colomer, on the road to Formentor. Either 
way you’ll enjoy the sunbathing when you get there.

Catching sight of the Bay of Palma for the first time you’ll unders
tand why it’s nicknamed the Mediterranean Balcony. The old Roman 
walls: the Gothic: Cathedral; quaint quaysides laden with fish; yacht 
clubs full of luxurious boats; imposing hotels; bars and cafes; all 
mingle together to give Palma seafront it’s own distinctive flavour. 
And just a few minutes away, Jaime III street with it’s exclusive shops 
and the winding alleyways of the commercial centre, Via Sindicato, 
where you’ll find many a bargain. From Galerias Preciados, the big 
departement store, to El Mercadillo, the Flea Market, from a look round 
the Cathedral to a walk in the Park or the Sea, you'll find plenty to 
occupy your time on this excursion.

Enjoy the memory of your holidays, 
and share your holiday experiences* 

with your friends. Hire a video t
camera and take home with you a 

copy video taped on the system *  
of your choice. You will not f  

regret it. A picture is worth a 
thousand words.



/  / /  /

UNFORGETABLE NIGHTS

a -•N' / .
lit

h o r i z o n  s u m m e r
N I G H T S  PARTY TIME IB
SUMMER NIGHTS ARE SPECIALLY 
MADE FOR YOU

%  i  ^FUN SURPRISES,
EVEN YOUR REPS AS YOU 
HAVE NEVER SEEN THEM BEFORE 
YOU ARE GU ARAN TEED A 
LORRA-LORRA-LAUGHS'
G O O D  F O O D , ETC.

A*

la 
I

G O O D  F O O D , WINE A G O - G O  
A N D  D A N C I N G !!1

DO N ’T MISS IT!!!

, YOUR ESTATE AGENT AT THE 
> NORTH OF MALLORCA

OFFERS YOU A  BIG SELECTION 
OF: APARTMENTS, VILLAS, 

AND RUSTIC FARMS.
R IU S E JH  A .K I ^ A n g ld f la ^ a m a r a s a ,  3  - 171) 91

. f  / . l e l e x :  6 9 5 6 6  LITU - F ax : 5 3  4 3  5 0  

*  » ’ P to#T O Ie n c a  (M a llo rc a )  B a le a re s  - E s p a n a  f
t /
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ORANGE GROVES AND TRAIN

Easily Mallorca’s most dramatic scenery. From Palma we trundle 
through rugged mountain ranges on Mallorca’s Orient Express to So- 
Her, on the West Coast, once there travel on down through the valley 
of the oranges to the Port of Soller, where we have plenty of time to 
explore the picturesque harbour - have lunch or just soak up the sun. 
Homeward bound we stop for tea (on the house) in Valldemosa, the 
village which inspired some of Chopin’s most beautiful music. Finally 
we pass through lovely Deya, haven of many a retired British ex
patriate.
A day well spent, seecing a Mallorca that you didn’t know existed.

MALLORCA EAST

Take the high road to the town of Manacor, the centre of Mallorca's 
most important industry, the artificial pearls. Vist the internationally 
famous pearl factory, Majorica, and their showrooms, before going 
to the ceramic and olive wood shop for more browsing for the unu
sual. Top it off with some free liqueur tasting: just make sure you re
member the coach number!
From there it’s on the the quaint fishing village of Porto Cristo, where 
Mallorca’s most famous attraction is located the Caves of Drach. Vi
sit them, should you wish, or you may prefer to explore the village 
or just take advantage of its’ lovely beach.

. /  r
/ *  A  ‘

/ A  '  *

PIRATES ADVENTURES

/

Im ag in e y o u r se lf  in a m a g ica l  
C arib b ean  is la n d , b ack  in th o s e  
s w a sh b u c k lin g  d ays, w hen  
feared  a n d  fa m o u s  p ira tes  
terrorized th e  s e v e n  s e a s  in 
their q u e s t  for g o ld  and  
trea ssu re . F ea st  in true  
p ira te  sp len d o u r  b e s id e  th e  
sh ip w reck ed  Hispaniola 
with s c r u m p tio u s  food .M ake^  
m erry w ith  b ou n tifu l w in e s  
and b u c c a n e e r  p u n c h e s  
serv ed  th ro u g h o u t th e  n ight 
by n a tive  w e n c h e s . E sp erien  
c e  th e  e x c ite m e n t o f  ferocious  
b a t t le s  a s  th e  f e a r le s s  F rench  
pirate L affitte and h is  m en try to  
s te a l from  th e  g a lla n t C apta in  Drake Her M a jesty ’s  
m a g n if ic e n t  jew e lled  crow n an d  trea su re... (  
A trea su re  YOU COULD SH ARE.

MALLORCA PALACE

i
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through all the year. Taking these 
two components into account, 
tem perature and humidity, 
together they produce the sensa
tion of well being in the human 
body. These islands have been 
classified zones of maximum con- 
fort in the summer months and 
zones of maximum efficiency in 
the remaining ones. There are 
about 300 sunny days a year, 
and the average hours of sun

shine per day are about five 
hours in the winter and more 
than ten in the summer months. 
The sea is of purest blue, and of 
an incomparable transparency. 
The most pleasant temperatures 
can be found all along these 
coasts.
The dominant winds are SW and 
the average annual pressure is 
758.7 millimetres of mercury.

WE HAVE THE ANSWER...
CAR HIRE!!

A night and an age to remember. Come back with us 400 years to the 
mansion of Comte Mai. See the best Spanish knights jousting with 
each other on foot and on horseback. A group of folklore dancers will 
entertain you and you will delight in the music from instruments of 
days gone by. Have dinner in the Count's Banqueting Hall, as people 
did four centuries ago. This is a night of jousting as you have never 
seen before in Spain in the twentieth century. Imagine yourself trans
ported back to those days, full or colour. The evening finishes by re
turning to the twentieth century and dancing to the Compte Mai band, 
and to top the evening,.a performance by an Hawaiian Ballet.

BY HIRING A CAR YOU ARE TOTALLY AT LIBERTY TO COME AND GO AS YOU PLEASE, FREE TO DISCOVER MALLORCA HOWEVER 
YOU MAY WISH, VISIT SMALL COVES. SECLUDED BEACHES, ETC. TO MAKE SURE THAT YOU ARE SATISFIED WITH THE SERVICE 
WE HAVE SELECTED FOR YOUR USE HIPER RENT A CAR. THIS CHOICE WAS MADE NOT ONLY BECAUSE OF THEIR WIDE 
SELECTION OF VEHICLES ON OFFER, RANGING FROM LUXURY AIR CONDITIONED MODELS AUTOMATICS CARS AND NINE 
SEATER MICROBUSES TO OPEN TOPS AND JEEPS, BUT ALSO BECAUSE OF THE EXTENSIVE NETWORK OF SERVICE CENTRES 
LOCATED ON VARIOUS PARTS OF THE ISLAND. HERE CLIENTS WILL BE ATTENDED TO PROMPTLY IN THE EVENT OF A PROBLEM 
OCCURING: SOMETHING WE FEEL IMPROBABLE AS THE VEHICLES ON HIRE HAVE A VERY LOW KILOMETRE READING AND 
BESIDES, AT THE END OF EACH LOAN EACH VEHICLE UNDERGOES A RIGOROUS SERVICE. IT IS A CERTAIN FACT THAT YOU WILL 
SEE -OFFERS* WHICH AT FIRST SIGHT SEEM CHEAPER THAN HIPER RENT A CAR 
CONDITIONS. BUT YOU SHOULD NOT BE TAKEN IN AS PROBLEMS WILL ARISE WHEN 
YOU COME TO RETURN THE CAR, OR SHOULD YOU BE UNFORTUNATE ENOUGH TO 
SUFFER AN ACCIDENT OR BREAKDOWN. THIS IS WHEN YOUR RENTAL WILL WORK 
MORE EXPENSIVE AND COULD RESULT IN YOUR LOSING 
A DAY OF YOUR PRECIOUS HOLIDAY AS A RESULT OF 
THE AFORE-MENTIONED WE HAVE PLACEDOUR TRUST 
IN HIPER THEIR RATES ARE FAIR, THEY OFFER A 
COMPLETE SERVICE AND FULLY COMPREHENSIVE 
INSURANCE HIPER IS A COMPANY WHICH. FOR 
PAST TWENTY YEARS HAS HAD THE MOTTO .THE BEST 
SERVICE AT THE BEST PRICE.



jr
you out of trouble:
-  Do not forget to drive on the 

right-hand side of the road.
-A lw a y s  give way to traffic 

from the right.
-  If your car has seat belts you 

must wear them. The penalty 
for not doing so it is expensive.

-  Beware of hidden perils, horse- 
drawn carts, farm animals, etc.

-  Drive with extra care through 
villages.

- P o l ic e  are strict with traffic 
offenders and fines can be 
demanded on the spot.

-  Always carry your driving li
cence and car hire contract.

Filling stations tend to be mere-

C L

ly filling stations rather than 
garages and are usually closed 
on Sundays. The easiest way to 
buy petrol is to show the atten
dant how much you want to 
spend.
In the event of an accident please 
ALWAYS ENDEAVOUR to take full 
name and address of parties in
volved. Please do not admit any 
liability nor part with any money 
or your passport and do co
operate fully with the Police if 
they are called. Contact your 
Representative as soon as possi
ble. Your car hire company 
should be informed of all acci
dents, no matter how minor.

A T E

Due to its privileged position in 
the Mediterranean, these islands 
enjoy an incomparable tern- 
porate climate. Their maximum  
temperatures are not excesive, 
even in the height of summer, 
and they maintain relatively uni
form during the whole year. At

the same time, the benevolent 
maritime dry winters also stand 
out, since temperatures below 
freezing point are practically 
unknown. The humidity is 
characterized by its slight oscil
lation, it remains at about 70%

/ ■
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The Mallorcans are very proud of their Casino, and rightly so, for it 
is one of the most elegant buildings on the island. This is the place 
to dress up. In their newly renovated nightclub you will be served din
ner, which you can chose from the three menus provided.
Then the show begins. The first half is taken up with a colourful dis
play of traditional Spanish dances. During the break you can either 
dance to the resident band, or even try your hand at a little gambling 
in the gaming rooms next door. The second half; and the internatio
nal cabaret begins, with spectacular acts from all over the world. 
Don’t forget to ask your Representative who is the world famous group 
playing that night. Have a really special night and - Good Lucki.

BARBECUE

' / / /  . /  y
Please be very careful about this are probably the best known, but
and leave what you can in the just look for the appropriate sign
hotel safe. in the window.

SUMBATHING PHONING HOME

Banks and exchange offices (cam- 
bio) will cash travellers cheques 
and sterling cheques accompa
nied by an Eurocheque card. 
Exchange offices generaly offer 
the same exchange rate as banks 
do, but tend to open outside 
banks hours. Please always 
remember that you will need 
your passport.

POSTAGE
Stamps can be bought in tobac
conists as well as in the Post 
Office, and from your hotel 
Reception Desk.

LOCAL MARKETS
Markets are normally open from 
around 9:30 am to 2:00 pm. Best 

CH URCH ES buys at markets are hangbags,
souvenirs, slippers, w allets, 

Religion plays an important roll tablecloths, casual wear, vegeta- 
in the Spanish way of life, so bles, food, etc. 
please remember to show the 
proper respect if going into a 
church.

CREDIT CARDS
Widely accepted by hotels, 
shops, restaurants, etc. American 
Express, VISA, and Diner’s Club

DRIVING

Hiring a car is a great way to dis
cover the area you are visiting 
and your Representative has full 
details of the most competitive 
rates. If you decide to hire a car, 
these few hints may help to keep

Please for your own confort and 
enjoyment, take it very easy for 
the first few days. The sun is very 
strong and can damage your 
skin, so do not spoil your holiday 
by overdoing it.
Your tan will last much longer if 
you increase the number of 
hours sp en t in the sun  
GRADUALLY.

WATER
Although tap water is perfectly 
safe to drink, the mineral content 
is different to what you are used 
to, and som e people may find 
that it upsets their stomach to 
drink too much, so just limit the 
amount you drink, or buy the 
bottled variety.

BANKS

Most telephones here in Spain 
have automatic dialling facilities 
and can be used for internation
al calls.
To phone UK, public telephones 
take 5 ,2 5 ,5 0 ,1 0 0  peseta coins 
which line up in a slot on top of 
the dialling box which is a push
button! type. Dial steadily and 
without long pauses between  
digits; dial 07, wait for a second  
dialling tone then dial 44 and the 
UK code omitting the first «0», 
and finally the te lep h o n e  
number.
e.g.: to ring Bristol (STD : 272) 
12345, dial 07-44 272 12345. 
Wait for a connection that can 
take up to a minute and be pre
pared for some unfamiliar noises 
before getting the ringing (or en
gaged) tone.

What can be said about the Barbecue that has not been said beforel.
A succulent dinner of all the chicken and roast suckling pig you can 
cat, accompanied with all the etceteras such as salad and potatoes.
And the wash it all down wine, wine, wine - or soft drinks should you 
prefer, a dessert, champagne and that flaming rum punch will really 
put you in the mood for dancing the night away. And it you’ve done 
it all before - well, do it again. You know you’ll enjoy it!

7 7  ✓  7
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D IS C O -E M P IR E

TWO SU PERC LU BS UNDER

asking if you want to order from 
the meal of the day (menu del 
dfa). This is usually a three course 
meal for a set price, but it can 
sometimes work out more expen
sive than ordering courses 
separately, so do check first.
If you want to read the menu, 
just ask the waiter for «la carta 
por favor». Here’s a list of the sort 
of things you are likely to find on 
the menu.

SNACKS
One of the Spanish eating tradi
tions is «tapas» which are little 
savoury snacks of meat, poultry, 
fish or vegetables, often in a 
sauce and eaten off small dishes.

SOUPS
Gazpacho Chilled soup toma

toes, peppers, 
cucumbers.

Guisado Rich fish and meat 
soup

Sopa de Fish Soup 
Pescado
Sopa de Seafood soup 
marinera

FISH
calamares squid
gambas shrimps
langostinos crawfish
lenguado sole
mero rock bass
salmonete red mullet
merluza hake

MALLORCAN SPECIALITES
lechona roast suckling 

Pig
sopa soup-cum
mallorquina stew of

vegetables 
frito fried liver,
mallorquin kidney, green

pepper, pota
to, leeks

h j  fplf's.

AND... YOU D O N 7 HAVE TO BE RICH!!! 
WE JUST WANT NICE PEOPLE 9

IV O R L D L E A D E R  I N  N I G H T - E N T E R T A I N M E N T

tumbet fried amber-
gine, pepper,
potato,
tomato

sobrasada pork liver
sausage

pa-amb-oli open
sandwich

caracoles snails in
garlic m ayon
naise sauce

DRINKS
w in es Majorcan wines are 

not great in variety 
but the quality is 
good. In Binissalem, 
Felanitx, Santa Maria 
and Inca. There are 
som e excellent main
land wines to try too. 

liqueurs local liqueurs include 
hierbas secas, hierbas 
dulces or palo. 

sherry Comes from jerez 
region of Spain.

Brandy Spanish brandy has a 
distinctive flavour, but 
do go for the better 
quality once.

Sangria Delicious mixture of 
red wine, brandy, 
mineral water, 
lemonade, ice and 
slices of fruit.

LOSSES AND THEFTS
These must be reported within 24 
hours, to the Police in the town 
where they took place. First in
form your Representative who 
may need to accompany you to 
the Police Station and please 
remember that a certificate of 
declaration must be obtained for 
your insurance claim when you 
get home.
It is not ADVISABLE TO CARRY A 
LOT OF MONEY /  valuables 
around with you.

THE EMPIRE DISCO

• WORLD'S TOP-DJS
• FABULOUS LASER-SHOWS
• GIANT VIDEO SCREENS
• HYDRAULIC LIGHTING SYSTEM
• DIGITAL COMPUTERIZED SOUND

SYSTEM

THE “ROYALE” 
NIGHTCLUB

    - 4

• INTERNATIONAL SHOW-BANDS
• WORLD REKNOWNED STARS
• TOPEUROPEAN COMPERE
• FIVE-STAR SERVICE
•FULLY AIR-CONDITIONED I
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A FEW WORDS 

OF SPANISH

You Shouldn't have any difficulty getting by in spain without a wordol Spanish But, 
just in case you'd like to learn the odd word, we've listed below what we hope will 
be useful words and phrases

f

f

Yes Si NO No Breakfast Desayuno
Good m orning Buenos dias Lunch Almuerzo
Good afternoon Buenas tardes Dinner Cena
Good night Buenas noces Thank you Gracias
You're w e lco m e De nada Days of th e  W eek
P lease Por favor M onday Lunes
G oodbye Adios T uesday Martes
S ee  you  later Hasta luego W ed n esday Miercoles
Haw are you? Como est ŝ Thursday lueves
Very w ell Muy bien Friday Viernes
Excuse m e Perdone Saturday Sabado
W hat tim e is  it? Que hora es H ow m uch? Cuanto vale
Hot Caliente Cold Frio
W here is Donde estci N um bers
Police Station Comisaria One Uno
Toilets Servicios Two Dos
Chem ist Farmacia Three Tres
Bank Banco Four Cuatro
Beach Playa Five Cinco
Friend amigo Six Seis
Car Coche S even Siete
Bicycle Bicicleta Eight Ocho
Big Grande Nine Nueve
Small Pequeho Ten Diez

In th e  Bar In th e  Restaurant
Tea Te Table Mesa
Coffee (white) Cafe con leche Knife Cuchillo
Coffee (black) Cafe solo Fork Tenedor
Milk Leche Spoon Cuchara
W ater Agua Plate Plato
M ineral w ater Agua mineral Glass Vaso

(fizzy) ■con gas The Bill La Cuenta
(still) sin gas

Beer Cerveza
W ine Vino
Brandy Cofiac
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THE LARGEST WATER FUN FAIR 
IN THE WORLD

El Arenal

Make the most of your holiday. Only a 
few minutes away from where you are 
staying is Aquacity Arenal, the largest 
water-sports park in the world. A 
fascinating place, where from the 
moment you arrive everything is on 
hand to make sure that even the most 
difficult to please will have fun. Endless 
water-sport attractions, millions of 
gallons of very fresh water and a very 
long day ahead to have the time of your 
life. So live it up!

AQUAOTY A u to v ia  P a lm a  • El A rena l, km. 15  
Tel. 4 9  07 0 4  M allorca

p o n s a

A LCU DIA

C A LA
M ILLOR
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WATH you NEED TO KNOW

SHOPPING
Shopping in the island is one of 
the principal attractions, and 
something you are likely to do. 
Palma is a marvellous place 'to 
shop, but even in smaller towns 
there is a good variety of shops. 
Best buys in Mallorca include 
leather and suede, cultured 
pearls, ornamental glassware, 
pottery, w rought ironware, 
jewellery, embroidery and weav

ing, drinks, tobacco, ceramics, 
olivewood, carvings and many 
others things you will find out 
during your stay on the Isle.

LANGUAGE
Castillian, the official language of 
Spain, is understood everywhere 
but most of the islanders speak 
Majorcan amongst themselves, 
which is the local language.

/

In Spain there’s a grading sys - 
tern for restaurants and cafes sig
nified by a fork symbol (one fork 
is a lower grade cafe, four forks 
indicates better ones). The sym-

7 r 7 ^

bols don’t necessarily guarantee 
the quality of the cooking but do 
indicate the sort of price you will 
pay.
If the waiter ask you «menu», he’s

7  V
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GUIDE TO CLOTHING SIZES

1 M en’s W ear-Suits, lum pers

British 3738 3940 41 42 4344

Continental: 94 97 99102 104-107 109-112

2 M en ’s W ear-Shirts, (collar sizes

British: 14 14 Vi 15 15’/j 16 16V2 17

Continental 36 37 38 39 40 41 42

3 M en’s W ear-Shoes

British: 7 8 9 10 11 12 13

Continental: 41 42 43 44 45 46 47

4 Ladies W ear-Suits, D resses, Knitwear

British: 10 12 14 16 18 20 22

Continental. 42 44 46 48 50 52 54

5 Ladies W ear-Shoes

British: 3 4 5 6 7 8 9

Continental: 36 37 38 39 40 41 42

YOUR DUTY FREE ALLOWANCE BACK INTO THE UK
The following are the duty free allowances HM Customs allow each 

person to bring back into Great Britain.

E.E.C. COUNTRIES 
(i£. Italy, G reece, Portugal an d  Spain)

G oods b ou gh t in 
th e  resort

TOBACCO
300 cigarettes 
or
150 cigarrillos 
or
75 cigars 
or
400 gms tobacco 

ALCOHOL
1,5 litres strong spirits 
(e.g.gin.rum:whisky,etc.) 
or
3 litres fortified/sparkling 
wine and
5 litres still table wine 
PERFUME 
75 gms 
and
375 cc. toilet water 
OTHER GOODS
eg watches, travel clocks 
lewellery to the value of 
207 per person

G oods b o u g h t in a duty  
free sh o p  (Le. at th e  
airport) or on the aircraft
TOBACCO
200 cigarettes 
or
100 cigarrillos 
or
50 cigars 
or
250 gms. tobacco 

ALCOHOL
1 litre strong spirits 
(e.g.gin,rum,whiskyetc.) 
or
2 litres fortified/sparkling 
wine and
2 litres still table wine 
PERFUME 
50 gms. perfume 
and
250 cc. toilet water 
OTHER GOODS
eg watches, travel clocks 
lewellery to the value of 
28 per person

NON E E C COUNTRIES

(i.e. Austria, Malta, 
M orocco, Yugoslavia 
The Canaries.
TOBACCO
200 cigarettes 
or
100 cigarillos 
or
50 cigars 
or
250 gms. tobacco 

ALCOHOL
1 litre strong spirits 
(e.g.gin,rum,whisky,etc.) 
or
2 litres fortified/sparkling 
wine and
2 litres still table wine 
PERFUME
50 gms. perfume ^  
and
250 cc. tolet water 
OTHER GOODS
eg. watches, travel clocks 
lewellery to the value o lw  
28 per person

N .a  THERE ARE NO TOBACCO OR ALCOHOL ALLOWANCES FOR PEOPLE 
UNDER 17  YEARS
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1 EXCURSION DATE

DEPART.

TIME

AMOUNT

PTAS.

1. ORANGE GROVES AND TRAIN

t MALLORCA EAST

3. MALLORCA NORTH + INCA MARKET

• PALMA SHOPPING-AQUA CITY

1 5. AQUA HIGH JINKS - ALCUDIA MARKET

r #
DRACH-SAFARI

7. MARINELAND

8.
A

PUEBL0RAMA

{ 9 BOAT TRIP

10. HORIZON SUMMER NIGHTS

t MALLORCA PALACE

12. BARBECUE

• B.B.Q. SON AMAR

14. PIRATES ADVENTURES

i C0MPTEMAL

16. CASINO

18.

ES F0GUER0

19.

#
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E.............................................................................................................
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Mallorca, is the largest of the 
Balearic Islands, which consist of 
Mallorca, Menorca, Ibiza and For- 
mentera; it is located opposite 
the coasts of the peninsular 
Levante region, in the warm 

i  waters of the Mediterranean. It 
has more than 250 miles of 
coastline, 3640 sq kms and an 
estimated population of 470.000  
inhabitants.
This small «pearl» in the Mediter
ranean has been successively 
conquered over the centuries by 
Carthaginians, also by the Ro
mans in the year 123 AD and 
together with the neighbouring 
Island made it into a Roman 
colony.
In the Vth century, Mallorca was 
invaded by the Vandals and in 
the Vlth century was incorporat
ed into the Bizantine Empire of

✓ ✓

Constantinople. In the VIII centu
ry Mallorca fell into the hands of 
the Arabs. Finally in 1229 the Isle 
was conquered by King Jaime I 
and bound the Islands to the Ara
gon Kingdom, and Mallorca was 
granted independence until the 
XIV century. Later on the Island 
was made part of the Spanish 
Kingdom when Fernando II of 
Aragon married Donna Isabel of 
Castilla, founders of the united 
nation.
Today, however the Islands are 
beseiged by invaders of a differ
ent sort, tourists. Armed with 
bottles of suntan lotion, these 
legions come on the Islands’ san
dy beaches nearly all year. As a 
result, the Baleares boast of cos
mopolitan resorts offering lively 
nightlife and diversions for the 
sportsminded.

7
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'/ - /  6 L FORO BODALLOIO
Jr C arretera  Palm a-A lcudia, Km. 25 Tels. 51 1228 - 51 2005

TO ALL OUR GUESTS
May we take this opportunity to wish you the war
m est of w elcom es, on behalf of all of us who work 
for Viajes Indalo, and indeed, from all the people  
of Mallorca. It is not without reason, that we who  
live and work here, love this island. We hope that 
you will give us the chance to show you just why! 
The picturesque towns and villages, the enchanting  
beaches, the lively, bustling resorts make Mallor
ca the best holiday paradise in the Mediterranean 
- and all set against a glorious backdrop of rugged  
and aw esom e mountains.
We know we offer the best ways and m eans of dis
covering Mallorca - “Our excursion program m e”. 
Take advantage of this booklet and together we can 
m ake this the best holiday you have ever had. 
Have a happy holiday and w e’ll be seeing  you  
around.

VIAJES INDALO S.A.

/

BINISALEM (Mallorca)

r

Situated  in the  cen tre  of the  Island, in 
the  se tting  of a  large m edieval castle , 
you may visit the  WAX MUSEUM and en
joy M ajorca’s fo rem ost A cuatic Park, 
with chu tes, sw im m ing pools, go-karts, 
mini-golf, infla table  cas tle , tram polines 
rockets, shoppers,etc..., 4 re s tau ran ts ,ca 
fes, 6 private lounges, g a rd en s and en 
tertainm ent,80.000sq.m  of am u sem en t is 
waiting for you at FORO DE MALLORCA. 
Live an un fo rge tab le  day!

SALU5

RECO M M END ED  MEDICAL C EN TR E S

CALA MAYOR Cno. C alam ayor, s/n. 68 05 86
MAGALLUF Frente  H. M agalluf Park 68 05 8 ^  

68 05 8 VSANTA PONSA Ju n to  R e s tau ra n te  Las Velas
PAGUERA Playa, s/n. 68 05 86
PUERTO DE SOLLER A ntonio M ontis, 3 63 18 61
CALA S. VICENTE C ala M olins 53 43 30
PUERTO DE POLLENSA Econom o Torres, 2 54 67 5 L
PLAYA DE ALCUDIA Ju n to  H. A lcudia  G arden 54 67 #
PLAYA DE MURO Las G aviotas 54 52 08
CAN PICAFORT Via Francia , 8 52 77 32
CALA RATJADA C aste lle t, s/n. 56 44 11
CALA MILLOR Avda. Colon, 4 58 53 5 ^  

58 53 #S ’lLLOT G regal, 3 (Jun to  Farm acia)
PORTO CRISTO Edificio Rivet, s/n . 57 03 75
CALAS DE MALLORCA R om aguera, s/n. 57 32 21
PORTO COLOM Urb. S. Rocio, 13 57 58 52
CALA D’OR Avda. C ala L longa 65 74 5 ^  j 

26 53 2 WPLAYA DE PALMA Ju n to  H. N eptuN O
C’AN PASTILLA C iceron, 2 (frente  H .O asis) 26 53 21

OFICINA CENTRAL, CLINICA FEMENIA 
CAMILO JOSE CELA N° 20 - PALMA • TEL. 45 23 23 - TELEX 69110 J
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ARCHIPIELAGO CANARIO
LAM2AR0TE

TENERIFE'

H EA D  O FFICE: G R A N  VIA A SIM A  26 
Tel (971) 20 8 5 1 0  & 75 73 4 0  Telex 6 9 4 1 9 IDLO Telefax 20  8 5 1 0  

PALM A DE M A L L O R C A -S P A IN
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AQUA HIGHJINKS AND MARKET

The biggest and the best in w arterchutes!
The ultim ate in fun and gam es • Wet ones!
W here the num ber of tim es you go up them  depen d s on how quickly 
you go down them!
And afterw ads:
Most of the villages on the island have a weekly m arket and th is ex
cursion includes a visit to one of them . Typical Mallorquin m arkets 
where the locals go to shop, where you’ll find the unusual in souve
nirs and the b est prices.

DRAC • SAFARI

Take th e  high road to  the  town of M anacor, th e  c en tre  of M allorca’s 
m ost im portan t industry  - the  artificial pearls. Visit the  in te rnatio 
nally fam ous pearl factory, M ajorica, and their show room s before  
going to the  ceram ic  and olive wood shop  for m ore brow sing for 
th e  unusual. Then off for som e free liqueur ta s tin g . Ju s t m ake su re  
you rem em ber the  co ach  num ber!
From there  on to th e  quain t fishing village of Porto Cristo, w here 
M allorca’s  fam o u s a ttrac tio n  is loca ted  th e  C aves of Drach. To top 
it all off we go on to visit the  local Safari Park. The e a s t and  the 
b e as t are  the  o n e s  for you.

/
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BOAT TRIP

If you like m essing about in b oats and getting a  tan without trying 
- this is the  trip for you!
From our point of em barcation, we take you for a  p leasan t cru ise 
along M allorca's beautiful coastline, before stopping at one of the 
island’s secluded  and unspoilt coves. Freshly cooked fish and som e 
of our p irates special punch (a very potent one at that) will help re
fresh you. The rest of the tim e is spen t prom oting that tan on the 
sandy beach.
The ideal excursion for all the  family.

Enjoy your holidays know ing th a t you will be taken care of as  if 
you were in your ow n h o m e  Look us up and you will be convinced.

The services w e offer you are:

* MONEY EXCHANGE

# CASH POINTS IN BANKS

* SWIFT INTERNATIONAL/ 
OPERATIONS

# ADVICE ON 
FOREIGN INVEST
MENT IN SPAIN

BANCO DE 
CREDITO BALEAR

WHEREVER YOU ARE IN THE BALEARIC ISLANDS WE ARE NEAR 
TO YOU.
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GENER T I O NN FORM
If- you're renting a cot from your hotel, please do check that it satisfies 

safety requirements Here are a few points to look out for

1 If the cot has either a variable base or adjustable side rail, check that
(a) the gap between the base and side rail is appropriate to the size of 

the child
(b) the side rail is at the correct height for the size of the child
(c) the means of adjusting the cot is out of reach of the child

2 Check that there are no projections or sharp edges on which the child's 
clothing could become snagged or trapped

3 Check that theco t is sturdy and f irm -m ak e  sure thatall screwsare firmly 
in position

If you are in any doubt at all about the safety of the cot. please don't 
hesitate to contact your Representative

If your hotel has a lift without an inner safety door (i.e. no protection 
between yourselves and the lift shaft wall), please ensure that

•  Children are not allowed to use the lifts unsupervised
•  Whenever using the lifts, stand well back from the lift exit

~ 1 Men’s Wear—Suits, Jumpers
British 37-38 39-40 41-42 43-44
Continental 94-97 99-102 104-107 109-112

Men’s Wear—Shirts, (collar sizes)
British 14 14b 15 15b 16 16b 17 17b
Continental 36 37 38 39 40 41 42 43

3 Men’s Wear-Shoes
British 7 8 9 10 11 12 13
Continental 41 42 43 44 45 46 47

4 Ladies Wear-Suits, Dresses, Knitwear

British 10 12 14 16 18 20 22
Continental 42 44 46 48 50 52 54

5 Ladies Wear-Shoes
British 3 4 5 6 7 8 9
Continental 36 37 38 39 40 41 42

LOSSES & THEFTS These must be reported, within 24 hours, to the Police in the town where
they took place First inform your Representative who may need to accompany 
you to the Police Station, and please remem ber that a certificate of declaration 
must be obtained for your insurance claim when you get home

It's not a good idea to carry a lot of money/valuables around with you 
Please be very careful about this and leave what you can in the hotel safe.

All inform ation is correct a t tim e o f going to  p ie s s continued overleaf



TIPPING Is customary About 10% is normal in restaurantsand for taxi drivers and a 
few coins in bars—depending on how much you've sp en t1 At your hotel, 
gratuities are not obligatory but it is well appreciated if you reward staff who 
you feel have been especially good to you

WATER Except in Morocco tap water is perfectly safe to drink, though the mineral 
content is different to what you are used to and some people may find that it 
upsets their stomach to drink So. it is advisable to buy the bottled variety

YOUR DUTY FREE ALLOWANCE BACK INTO THE UK

The following are the duty free allowances HM Customs allow each 
person to bring back into Great Britain

E.E.C. COUNTRIES 
(i.e. Italy, Greece. Portugal and Spain] NON E.E.C. COUNTRIES

Goods bought in 
the resort

Goods bought in a duty 
free shop (i.e. at the airport) 
or on the aircraft

(i.e. Austria, Malta, 
Morocco, Yugoslavia, 
The Canaries.

TOBACCO TOBACCO TOBACCO

300 cigarettes 
or
ISOcigarillos
or
75 cigars 
or
400  gms tobacco

200 cigarettes 
or
100 ciganllos 
or
50 cigars 
or
250 gms tobacco

200 cigarettes
or
100 cigarillos 
or
50 cigars
or
250 gms tobacco

ALCOHOL ALCOHOL ALCOHOL

1 5 litres strong spints 
(e g gin. rum. whisky, etc ) 
or
3 litres fortified/sparkling 
wine and
5llitres still table wine

1 litre strong spirits
(e g gin. rum. whisky, etc.) 
or
2 litres fortified/sparkling 
wine and
2 litres still table wine

1 litre strong spirits
(e g gin. rum. whisky, etc.) 
or
2 litres fortified/sparkling 
wine and
2 litres still table wine

PERFUME PERFUME PERFUME
75 gms 
and
375cc toilet water

50 gms perfume 
and
250cc toilet water

50 gms perfume 
and
250cc toilet water

OTHER GOODS OTHER GOODS OTHER GOODS
e g  watches, travel clocks, 
lewellery to the value of 
£207 per person

e g  watches, travefclocks, 
lewellery to the value of 
£28 per person

e g  watches, travel clocks, 
lewellery to the value of 
£28 per person

N B THERE ARE NO TOBACCO OR ALCOHOL ALLOWANCES FOR PEOPLE UNDER 17
YEARS

All information »s correct at time of going to press



FOOD AND DRINK
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If t h e  w a i t e r  a s k s  y o u  ' m e n u , '  h e ’s  a s k i n g  if y o u  w a n t  t o  o r d e r  f r o m  t h e  

m e a l  o f  t h e  d a y  ( m e n u  d e l  d ia ) .  T h i s  is u s u a l l y  a  t h r e e  c o u r s e  m e a l  f o r  a  s e t  

p r i c e ,  b u t  it c a n  s o m e t i m e s  w o r k  o u t  m o r e  e x p e n s i v e  t h a n  o r d e r i n g  c o u r s e s  

s e p a r a t e l y - s o  d o  c h e c k  f i rs t .

If y o u  w a n t  t o  r e a d  t h e  m e n u ,  j u s t  a s k  t h e  w a i t e r  f o r  l a  c a r t a  p o r  f avo r!

H e r e ’s  a  l ist  o f  t h e  s o r t  o f  t h i n g s  y o u ’r e  l ik e ly  t o  f i n d  o n  t h e  m e n u .  

SNACKS
O n e  o f  t h e  S p a n i s h  e a t i n g  t r a d i t i o n s  is ‘t a p a s , ’ w h i c h  a r e  l i t t le  s a v o u r y  

s n a c k s  o f  m e a t ,  p o u l t r y ,  f i sh  o r  v e g e t a b l e s ,  o f t e n  in a  s a u c e  a n d  e a t e n  o f f  s m a l l  

d i s h e s .

SOUPS
Gazpacho c h i l l e d  s o u p - t o m a t o e s ,  p e p p e r s ,  c u c u m b e r s

Gulsado m o r e  l ike  a  s t e w  o f  f i sh  a n d  m e a t

Sopa de pescado f i sh  s o u p

Sopa de marinera s e a f o o d  s o u p

FISH MEAT
Cala mares s q u i d Jamon h a m

Gambas s h r i m p s Polio c h i c k e n

Langostinos c r a y f i s h Cerdo p o r k

Lenguado s o l e Cordero l a m b

Mero r o c k  b a s s Chuletas c h o p s

Salmonete r e d  m u l l e t Ternera b e e f

Merluza h a k e Higado l i v e r

MISCELLANEOUS
Pan b r e a d Mantequilla b u t t e r

Huevos e g g s Ensalada s a l a d

Q ueso c h e e s e Fruta f r u i t

MALLORQUIN SPECIALITIES 
Lechona
Sopa Mallorquina 
Frito Mallorquin 
Tumbet
Sobrasada
Pa-amboil
Carcaloes
DRINKS
Wines

Liqueurs

Sherry
Brandy

Sangria

r o a s t  s u c k l i n g  p i g

s o u p - s t e w  o r  v e g e t a b l e s

f r i e d  liver , k i d n e y ,  g r e e n  p e p p e r ,  p o t a t o ,  l e e k s

f r i e d  a u b e r g i n e ,  p e p p e r ,  p o t a t o ,  t o m a t o

p o r k  l i v e r  s a u s a g e

o p e n  s a n d w i c h

s n a i l s  in g a r l i c  m a y o n n a i s e  s a u c e

M a l l o r c a n  w i n e s  a r e  n o t  g r e a t  in v a r i e t y  b u t  t h e  

q u a l i t y  is g o o d ;  t r y  B i m s s a l e m ,  F e l a m t x .  I n c a  a n d  

S a n t a  M a r i a .  T h e r e  a r e  s o m e  e x c e l l e n t  m a i n l a n d  

w i n e s  t o  t r y  t o o .

L o c a l  l i q u e u r s  i n c l u d e  h i e r b a s  s e c a ,  h i e r b a s  d u l c e  

a n d  p a l o .

C o m e s  f r o m  t h e  J e r e z  r e g i o n  o f  S p a i n .

S p a n i s h  b r a n d y  h a s  a  d i s t i n c t i v e  f l a v o u r - b u t  d o  g o  

f o r  t h e  b e t t e r  q u a l i t y  o n e s  

D e l i c i o u s  m i x t u r e  o f  r e d  w i n e ,  b r a n d y ,  m i n e r a l  w a t e r ,  

l e m o n a d e ,  i c e  a n d  s l i c e s  o f  f ru i t

All information is correct at time o f going to press



P U B L I C  T R A N S P O R T  Alcudia
B u s e s  f o u r  t i m e s  a  d a y  t o  P a l m a

Arenal
B u s e s  e v e r y  1 0  m i n u t e s  t o  P a l m a .

Cala D’Or
T h e r e  a r e  a  f e w  b u s e s  p e r  d a y  t o  P a l m a  p a s s i n g  t h r o u g h  S a n t a n y i  a n d

C a m p o s

Cala Mayor
C a l a  M a y o r  is  w e l l  s e r v e d  w i t h  b u s e s .  T h e r e  is a  s e r v i c e  e v e r y  1 0  r, ,i, - j . e ^  

i n t o  P a l m a ,  e v e r y  3 0  m i n u t e s  t o  P a g u e r a  a n d  a n  h o u r l y  s e r v i c e  t o  A n u a i t x .

Cala Millor
A b u s  r u n s  t h r e e  t i m e s  d a i l y  i n t o  P a l m a  a n d  M a n a c o r  a n d  f o u r  t i m e s  d a i l y

i n t o  S i l l o t  a n d  P o r t o  C r i s t o

Cala San Vicente
A  b u s  r u n s  a  f e w  t i m e s  d a i l y  i n t o  P o l l e n s a .

Calasde Mallorca
T h e r e  is a  t w i c e  d a i l y  s e r v i c e  t o  P a l m a ,  M a n a c o r  a n d  P o r t o  C r i s t o .

Ca’n Pastilla
B u s e s  r u n  e v e r y  1 5  m i n u t e s  t o  P a l m a  a n d  A r e n a l .

Magaluf
B u s  s e r v i c e s  r u n  e v e r y  3 0  m i n u t e s  f r o m  M a g a l u f  t o  P a l m a .

Paguera
T h e r e  a r e  b u s e s  f r o m  P a g u e r a  t o  A n d r a i t x  a n d  P a l m a  r u n n i n g  e v e r y  

3 0  m i n u t e s  in  s u m m e r a n d  e v e r y  4 5  m i n u t e s  in w i n t e r .

Palma Nova
R e g u l a r  s e r v i c e s  r u n  f r o m  P a l m a  N o v a  t o  P a l m a ,  a p p r o x i m a t e l y  e v e r y  

f i f t e e n  m i n u t e s .

Porto Cristo
F o u r  b u s e s  r u n  d a i l y  t o  P a l m a ,  e i g h t  d a i l y  t o  M a n a c o r  a n d  t w o  d a i l y  t o

C a l a  M i l l o r  a n d  S i l l o t

Puerto.Pollensa
T h e r e  a r e  r e g u l a r  s e r v i c e s  t o  P o l l e n s a  a n d  A l c u d i a  r u n n i n g  e v e r y  3 0  

m i n u t e s  a n d  a  f e w  b u s e s  p e r  d a y  t o  C a l a  S a n  V i c e n t e .  I n c a  a n d  P a l m a .

S'illot
T h e r e  a r e  s e v e r a l  b u s e s  d a i l y  t o  P o r t o  C r i s t o .  C a l a  M i l lo r .  M a n a c o r  a n d

P a l m a .

Santa Ponsa
B u s e s  a p p r o x i m a t e l y  e v e r y  h a l f  a n  h o u r  i n t o  M a g a l u f  a r i d  P a l m a .

F O O D  A N D  D R I N K  In S p a i n ,  t h e r e ’s  a  g r a d i n g  s y s t e m  f o r  r e s t a u r a n t s  a n d  c a f e s ,  s i g n i f i e d  b y

a  f o r k  s y m b o l  ( o n e  f o r k  is a  l o w e r  g r a d e  c a f e ,  f o u r  f o r k s  i n d i c a t e s  b e t t e r  o n e s ) .  

T h e  s y m b o l s  d o n ’t n e c e s s a r i l y  g u a r a n t e e  t h e  q u a l i t y  o f  t h e  c o o k i n g ,  b u t  d o  

i n d i c a t e  t h e  s o r t  o f  p r i c e  y o u ' l l  pay .

Ml information is correct o f time ot qomq to pre i . continued overleaf



NIGHTLIFE AND 
ENTERTAINMENTS

m m m

SHOPPING

PUERTO POLLENSA
In P u e r t o  P o l l e n s a  t h e  n i g h t l i f e  is  c e n t r e d  a r o u n d  t h e  r o w  o f  l iv e ly  b a r s a n c  

f r i e n d l y  c a f £ s  a l o n g  t h e  s e a f r o n t  p r o m e n a d e - f r o m  h e r e  y o u  c a n  w a t c h  t h e  

w o r l d  g o  b y  w h i l s t  s a m p l i n g  t h e  l o c a l  d r i n k s .  T h e s e  b a r s  a r e  a  p o p u l a r  m e e t i n g  

p l a c e  f o r  f r i e n d s  o l d  a n d  n e w  b e f o r e  g o i n g  o n  t o  e a t  a t  o n e  o f  s e v e r a l  g o o d  

r e s t a u r a n t s  in t h e  v i l l a g e  A n d  l a t e r  o n  t h e  f u n  c o n t i n u e s  in  a  c o u p l e  o f  d i s c o s  

u n t i l  t h e  e a r l y  h o u r s .

Recommended Bars Recommended Restaurants
P a s c a l i n o s  T a m a r e l l s  L a  L o n | a  C a n  P a c i e n c i a

El L e o n  D o r a d o s  T o lo ' s  B e e  Fi S t a y

V e r d e  L i m o n  V u m V u m  C V o s t r a  E I P o z o

Recommended Discos
P o l l e n s a  P a r k  M a c h a  F r e s c a  

C h i v a s

Recommended Nightclubs
C u e v a  Q u i n t a n a  

( in A l c u d i a )

SANTA PONSA
A r e l a x e d  a n d  l e s s  h u r r i e d  a t m o s p h e r e  T h e  r e s o r t  o f f e r s  a  g o o d  s e l e c t i o n  

o f  b a r s  a n d  r e s t a u r a n t s  p l u s t  t w o  o r  t h r e e  d i s c o s .

S’lLLOT
S ' l l l o t  is  a  q u i e t  a n d  p e a c e f u l  s p o t  w e l l  s u i t e d  f o r  r e l a x a t i o n  In t h e  e v e n i n g  

t h e  c e n t r e  o f  a c t i v i t y  is  t h e  l iv e ly  b a r s  a n d  c a f e s  w h e r e  l o c a l s  a n d  h o l i d a y 

m a k e r s  m e e t  a n d  c h a t  T h e r e  a r e  a l s o  a  c o u p l e  o f  g o o d  r e s t a u r a n t s  a n d  o n e  

d i s c o .  B u t  if y o u ' r e  l o o k i n g  f o r  t h e  b r i g h t  l i g h t s  t h e  d i s c o s  a n d  r e s t a u r a n t s  o f  

C a l a  M i l l o r  a r e  o n l y  2 0  m i n u t e s  w a l k  a w a y .

Recommended Restaurants
O l e  U n c l e  W i l l i e

M a r g a r i t a

Recommended Discos
L a C u e v a

Recommended Bars
O l e  El L a g o

T o n i ' s  K e l l e r

L u n g  F u n g  O l i m p i c

P a l m a  is a  m a r v e l l o u s  p l a c e  t o  s h o p ,  b u t  e v e n  in t h e  s m a l l e r  t o w n s  t h e r e  

is a  g o o d  v a r i e t y  o f  s h o p s .  B e s t  b u y s  in M a l l o r c a  i n c l u d e :

Leather and Suede 

Cultured pearls 

Ornamental glassware

Pottery

Wrought Ironware 

Jewellery

Embroidery and Weaving 

Drinks and Tobacco

I t e m s  c a n  b e  m a d e  t o  m e a s u r e

T h o u g h t  t o  e q u a l  V e n e t i a n  g l a s s w a r e -  

A r a b  i n f l u e n c e

M a i n l y  u n g l a z e d

A n y t h i n g  f r o m  g a t e s  t o  a s h t r a y s

E x c e l l e n t  v a l u e  c o m p a r e d  t o  U K  p r i c e s .

S h o p  O p e n i n g  H o u r s :  P l e a s e  c h e c k  w i t h  y o u r  H o r i z o n  R e p r e s e n t a t i v e .

All information is correct a t time o f going to press



NIGHTLIFE AND
ENTERTAINMENTS

PAGUERA
P a g u e r a  is  a  s m a l l  b u t  n o n e t h e l e s s  l iv e ly  r e s o r t  w i t h  n u m e r o u s  b a r s ,  a  f e w  

g o o d  r e s t a u r a n t s  a n d  a  b a r b e c u e  f o r  t a s t y  a l f r e s c o  m e a l s .  If y o u ' r e  l o o k i n g  f o r  

b r i g h t  l i g h t s  a n d  m u s i c  t h e r e  a r e  a  f e w  p o p u l a r  d i s c o s  o n  h a n d  a n d  n i g h t c l u b s  

w i t h  c a b a r e t  o r  l iv e  b a n d s  t o  e n t e r t a i n  y o u

Recommended Bars Recommended Restaurants
I n t e r n a t i o n a l  G o l d e n  B e a c h  L a P a m p a  C o n t i n e n t a l ««

M i m o ' s  S p o t t e d  D o g  E l C o r d o b e s  A m b a s s a d o r

C h a r l a t o n

Recommended Discos
A l e x a n d r a ' s  3  R a m b a z a m b a

PALMA NOVA
O n e  o f  t h e  m a n y  a t t r a c t i o n s  o f  t h i s  b u s y  r e s o r t  is  i t s  d i v e r s i t y  A  w i d e  v a r i e t y  

o f  b a r s  a n d  r e s t a u r a n t s  o f f e r  y o u  t h e  o p p o r t u n i t y  t o  m e e t  t h e  l o c a l s  in  a  t y p i c a l  

M a l l o r c a n  s e t t i n g  o r  t o  m i x  w i t h  o t h e r  h o l i d a y m a k e r s  in  t h e  p l u s h  m o d e r n

e a t i n g  h o u s e s ;  t o  s a m p l e  t r a d i t i o n a l  M a l l o r c a n  d i s h e s  o r  t o  h a v e  a  t a s t e  o f

h o m e  in  t h e  E n g l i s h  s t y l e  p u b s  a n d  i n t e r n a t i o n a l  r e s t a u r a n t s .  T h e  d i s c o t h e q u e s  

a r e  j u s t  a s  v a r i e d ,  c a t e r i n g  f o r  e v e r y  m o o d  a n d  i n c l i n a t i o n ,  a n d  if y o u ' r e  l o o k i n g  

f o r  l iv e  e n t e r t a i n m e n t  t h i s  is  a v a i l a b l e  in  s o m e  o f  t h e  h o t e l s .

Recommended Bars Recommended Discos
T r o p i c o  M o n r o ' s  M r  M o u s t a c h e  K i n g ' s  C l u b

r ^ 3 Puka Recommended Restaurants
L a d y  D i s  O n o n  j a ^ u

C i r o ’s

PORTO CRISTO

P o r t o  C r i s t o  is a  s m a l l  f i s h i n g  v i l l a g e  i d e a l  f o r  a  r e l a x i n g  h o l i d a y .  T h e r e  a r e  

s e v e r a l  b a r s  a n d  c a f e s  a r o u n d  t h e  b a y  w i t h  a  c o s y  a n d  f r i e n d l y  a t m o s p h e r e  

w h e r e  y o u  c a n  t a l k  t o  t h e  v i l l a g e r s  a n d  s a m p l e  t h e  c h a r a c t e r i s t i c  l i q u e r s  a n d  

w i n e s  o f  t h e  a r e a .  o r .  if y o u  p r e f e r ,  t h e r e  is a  h o m e  f r o m  h o m e  B r i t i s h  P u b .  

T h e r e  is o n l y  o n e  d i s c o  in  t h e  r e s o r t  b u t  a  c o u p l e  o f  b a r s  h a v e  l iv e  m u s i c  in  

h i g h  s e a s o n  a n d  a  b a r b e c u e  is  h e l d  j u s t  h a l f  a  m i l e  f r o m  t h e  v i l l a g e  w i t h  g o o d  

f o o d  a n d  m u s i c  t o  f o l l o w

Recommended Bars
Y o u r s  & M i n e  L o b e n t o

T o n i  F e l i p

Recommended Discos ’
S a b o g a  B a n a n a ' s  M u s i c

C a m e l  M u s i c  B a r

B a r

Recommended Nightclubs
S o l  N a i x e n t  S o c a v o n  d e  H a m s

Recommended Restaurants
S a  C a r r o t j a  

S e s  C o m e s  

P a t r o  P e l a t  

P e r e l l o  

La  P i z z e r i a  

D a  G a m r a

S i r o c c o  

El P a t i o  

L a  L o n j a  

L o s  D r a g o n e s  

C l u b  N a u t i c o

All information is correct at time o f going to press continued overleaf
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Recommended Discos
F a r a h ' s  A l f a 's

&

CALA FORNELLS 
Recommended Restaurants
G r a n  T o r t u g a  A l d e a  1 La G r i t a

CALA MAYOR
T h e r e  a r e  m a n y  l iv e ly  b a r s  a n d  f r i e n d l y  c a f e s  a s  w e l l  a s  s e v e r a l  g o o d  

r e s t a u r a n t s  h e r e  in C a l a  M a y o r  F o r  f u r t h e r  e n t e r t a i n m e n t  t h e r e  a r e  a  f e w  d i s c o s  

a n d  o f  c o u r s e ,  t h e  b r i g h t  l i g h t s  o f  t h e  c a p i t a  I c i ty ,  P a l m a  a  r e  o n l y  t h r e e  m i l e s a w a y

Recommended Bars
P e p e ' s B a r  B u l l ’s  H e a d

F r e d d i e ' s  B a r  Z u m o l a n d i a

L o n g  P l a y  B a r

Recommended Restaurants
El P a d r i n o  C a n t o n

E r o s  L a  T ra t to r i a

Recommended Discos
L a S i r e n a  L i b e r t y  S t i c k e r s

P e p e ’s  P r i s m a ’s

S i r o c c o  M u s i c  B a r  D i s c o  G o l f

W h i t e  H o r s e  

P a p a ' s

CALA MILLOR
T h i s  p o p u l a r  r e s o r t  is w e l l  b l e s s e d  w i t h  b a r s  a n d  c a f e s  o f f e r i n g  a  c h o i c e  o f  

a m b i e n c e  a n d  a t m o s p h e r e .  S e v e r a l  r e s t a u r a n t s  p r o v i d e  d e l i c i o u s ,  l o c a l  s e a f o o d  

s p e c i a l i t i e s .  F o r  t h e  y o u n g  a n d  y o u n g  a t  h e a r t  t h e  f u n  c o n t i n u e s  l a t e  i n t o  t h e  

n i g h t  a t  f iv e  e x c i t i n g  d i s c o s  w h e r e  a  b a n d  p l a y s  f o r  y o u r  e n t e r t a i n m e n t .

Recommended Bars Recommended Restaurants
C a l a  N o u S a t u m o L e o ’s G o r m e t s

M a n c h e s t e r . B o n  S o l P i z z e r i a C h e z  M a t e o

A r m s S o l  y  A i r e V e n e z i a S e s  P a l m e r a s

M a n h a t t a n B a r  P e d r o P i z - P a z L o s  T o r o s

H i p p o c a m p o

P i c n i c

A c a p u l c o  

T o m ’s  B a r
Recommended Discos
C o s m o s

M a g i c

L i p s t i c k

O d y s s e y

CALA SAN VICENTE
T h e  n i g h t  l i fe  in C a l a  S a n  V i c e n t e  is c e n t r e d  a r o u n d  a  h a n d f u l  o f  b a r s  a n d  

c a f e s  w h e r e  y o u  c a n  c h a t  w i t h  t h e  l o c a l s o r  m e e t  f e l l o w  h o l i d a y m a k e r s .  A n d  l a t e r  

o n  w h y  n o t ’t r y  t h e  d i s c o  s i t u a t e d  u n d e r  t h e  H o t e l  D o n  P e d r o .

Recommended Bars Recommended Restaurants
T o l o ’s B a r  B a r L a T a s c a  C a l P a t r o  V o r a m a r

M a r i n a ' s  B a r  B a r  M a l l o r c a  M o d e s t o  M a r y  Pi

P e p e ’s B a r

CALAS DE MALLORCA
E v e n i n g s  in C a l a s  o f f e r  y o u  a  c h o i c e .  R e l a x  in  t h e  f r i e n d l y  a t m o s p h e r e  o f  

t h e  v i l l a g e  b a r s  a n d  r e s t a u r a n t s  w h e r e  y o u  c a n  s a m p l e  t h e  M a l l o r c a n  c u i s m e a n d  

b e  e n t e r t a i n e d  b y  l o c a l  m u s i c i a n s  o r  j o i n  in  t h e  l iv e ly  h o t e l  e n t e r t a i n m e n t s
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p r o g r a m m e  w h i c h  i n c l u d e  b a r b e c u e s ,  p a r t i e s ,  c o m p e t i t i o n s  a n d  d a n c i n g  t o  

b a n d s  o r  r e c o r d s  ( o f t e n  in  t h e  o p e n  a ir ) .

Recommended Bars
C a s a  P i l a r  V i r g in ia ' s  

M r  D a n d y

Recommended Restaurants
C a f e t e r i a  M a l l o r c a  

La  C a r e t a

Recommended Discos
C a s a  P i l a r

S a m o a

C a r m e n

CA'N PASTIL LA
C a n  P a s t i l l a  is  a  l iv e ly  r e s o r t  w i t h  e n t e r t a i n m e n t s  t o  s u i t  e v e r y  t a s t e - j u s t  

t a k l e  y o u r  p i c k  f r o m  t h e  h u n d r e d s  o f  b a r s  a n d  c a t e s  r e a d y  t o  w e l c o m e  y o u  

f o r  a  q u i e t  d n n k  a n d  c h a t  o r  m u s i c  p l a y e d  b y  l o c a l  g u i t a r i s t s .  F o r  t h e  e n e r g e t i c  

t h e r e  a r e  n u m e r o u s  d i s c o s  w i t h  d i v e r s e  d e c o r a n d  a t m o s p h e r e  t o  m a t c h  y o u r  

m o o d ,  o r  f o r  a  s p e c i a l  n i g h t  o u t  t h e r e  a r e  t w o  s o p h i s t i c a t e d  n i g h t  c l u b s  

p r e s e n t i n g  a  l iv e  b a n d  o r  c a b a r e t .  If t h a t ' s  n o t  e n o u g h  P a l m a  is o n l y  a  s h o r t  

b u s  r i d e  a w a y  w h e r e  y o u  w i l l  f i n d  a  c i n e m a  s h o w i n g  E n g l i s h  f i lm s .  

Recommended Bars Recommended Restaurants
I n t e r n a t i o n a l  V a l e n t i n o  G u i t a r  P i z z e r i a  B e l l a  O s c a n t e i r o s

I ta l ia  M a r t i n  F i e r r o

C a l a  E s t a n c i a  S o r r e n t o

P i a n o  B a r  

P i c c a d i l l y  

S o r r e n t o  

A n d r e s

T a lk  o f  t h e  T o w n  

T h e  B u t t e r y  

A n  f o r a  P u b

Recommemded Discos
K iss  P l a y t i m e

G a t s b y  T o k y o  J o e ’s

MAGALUF
T h i s  b u s y  r e s o r t  is  b u s t l i n g  w i t h  l ife  a n d  h a s  e n t e r t a i n m e n t s  f o r  e v e r y o n e .  

I n n u m e r a b l e  b a r s  a n d  o p e n  a i r  c a t e s  e x t e n d  a  f r i e n d l y  w e l c o m e  r i g h t  t h r o u g h  

t h e  d a y  a n d  i n t o  t h e  s m a l l  h o u r s  o f  t h e  m o r n i n g  a n d  s e v e r a l  g o o d  r e s t a u r a n t s  

o f f e r  a  t e m p t i n g  a l t e r n a t i v e  t o  y o u r  h o t e l  f a y r e .  F o r  t h o s e  l o o k i n g  f o r  l iv e  e n t e r 

t a i n m e n t  t h e r e  a r e  r e g u l a r  f o l k l o r e  a n d  f l a m e n c o  e v e n i n g s  in  s o m e  h o t e l s  a l o n g  

w i t h  p a r t y  e v e n i n g s  a n d  c o m p e t i t i o n s ,  a n d  if y o u  w a n t  t o  d a n c e  t h e  n i g h t  a w a y  

s e v e r a l  d i s c o s  a w a i t  y o u  w i t h  m u s i c  p r o v i d e d  b y  b a n d s  o r  r e c o r d s .  F o r  f u r t h e r  

e n t e r t a i n m e n t  h o w  a b o u t  a  t r i p  t o  P a l m a ,  a  d a y  in  M a r i n e l a n d .  o r  a  f l u t t e r  in 

t h e  c a s i n o .

Recommended Restaurants
S e s  P a l m e r e s  A m a d o r

L o s  C a r a c o l e s

Recommended Discos
A l e x a n d r a ' s  S i r  L a w r e n c e

B a n a n a ' s  B a r r a b a s

A t l a n t i s  S c a m p s

O K  D i s c o  P u b  T o k y o  J o e ’s  ;

Recommended Bars
L o n d o n  P u b  P i c k w i c k

P n n c e  W ill iam  S c o t  C o r n e r

R e d  L io n  B r i t a n n i a

V i c t o r i a  R o s e  & C r o w n

Recommended Piano Bars
S a x o  S t a d i u m
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S h o u l d  y o u  f i n d  it n e c e s s a r y  t o  c a l l  a  d o c t o r  p l e a s e  c o n t a c t  y o u r  R e p 

r e s e n t a t i v e  a t  t h e  o f f i c e  in  P a l m a  d u r i n g  o f f i c e  h o u r s  ( t e l e p h o n e :  2 0  8 4  3 0  o r  

2 0  8 4  1 0 )  O u t s i d e  o f f i c e  h o u r s  p l e a s e  a d v i s e  R e c e p t i o n  w h o  w i l l  a r r a n g e  f o r a  

d o c t o r  t o  v i s i t  o r  c o n t a c t  t h e  d o c t o r  o r  l o c a l  C e n t r e  M e d i c o  'S a l u s '  o n  t h e  

f o l l o w i n g  t e l e p h o n e  n u m b e r s :

Palma 
Cala Mayor 
Magaluf/Palma Nova 
Paguera 
Cala d’Or 
Calasde Mallorca 
S'lliot 
Cala Millor

2 8 0 0  6 2  o r  2 3  1 0  4 5  

4 0 0 3  6 2  

6 8  0 5  8 3  

6 8  6 2  3 4

6 5  31 21 o r  6 5  7 2  9 0  

5 7  31  81  

5 7  31 81

5 6  7 9  21 o r  5 6  7 8  2 0

im n

If y o u  h a v e  t a k e n  a d v a n t a g e  o f  t h e  H o r i z o n  h o l i d a y  i n s u r a n c e  y o u  w i l l  b e  

e n t i t l e d  t o  u s e  t h e  s c h e m e  f o r  t h e  l o c a l  s e t t l e m e n t  o f  major m e d i c a l  b i l l s - y o u r  

R e p r e s e n t a t i v e  h a s  full d e t a i l s .  Y ou  w il l  h a v e  t o  p r o d u c e  y o u r  h o l i d a y  c o n f i r m a t i o n  

a s  e v i d e n c e  o f  h a v i n g  b o u g h t  t h i s  i n s u r a n c e  F o r  s m a l l  b i l l s  p l e a s e  k e e p  a l l  

r e c e i p t s  a n d  c l a i m  o n  y o u r  r e t u r n  t o  t h e  U K

C a s t i l l i a n  ( t h e  o f f i c i a l  l a n g u a g e  o f  S p a i n )  is u n d e r s t o o d  e v e r y w h e r e ,  b u t  

t h e r e  is  a l s o  a  M a l l o r q u i n  d i a l e c t .

ALCUDIA
A  r e s o r t  ful l  o f  c h a r a c t e r ,  w h e r e  t h e  p a c e  o f  l i fe  is u n h u r r i e d  P l e n t y  o f  b a r s ,  

a n d  d i s c o s .

ARENAL
A r e s o r t  full  o f  n i g h t l i f e .  T h e  b r i g h t l i g h t s  a n d  s o u n d s  o f  m u s i c  fill t h e  air, 

a n n o u n c i n g  t h a t  a  v e r i t a b l e  g a l a x y  o f  b a r s ,  b i e r k e l l e r s  a n d  d i s c o s  a r e  w a i t i n g  

t o  o f f e r  y o u  a n  a c t i o n - p a c k e d  e v e n i n g  o f  n o n  s t o p  e n t e r t a i n m e n t

CALA MARSAL/PORTO COLOM
A  v i l l a g e  full  o f  c h a r a c t e r ,  w h e r e  y o u  w i l l  f i n d  p l e n t y  o f  l o c a l  b a r s .  T h e  

H o t e l  L a s  P a l o m a s  h a s  d a n c i n g  m o s t  n i g h t s .

CALA D’OR
T h e  m a n y  b a r s  s c a t t e r e d  a r o u n d  t h i s  r e s o r t  p r o v i d e  t h e  r i g h t  a t m o s p h e r e  

t o  s u i t  e v e r y o n e ' s  m o o d  a n d  if y o u  a r e  l o o k i n g  f o r  a n  a l t e r n a t i v e  t o  y o u r  h o t e l  

d i n i n g  r o o m  t h e r e  a r e  s e v e r a l  r e s t a u r a n t s  s e r v i n g  a  s e l e c t i o n  o f  l o c a l  a n d  

i n t e r n a t i o n a l  d i s h e s .  F o r  t h o s e  w h o  w a n t  t o d a n c e  t h e  m g h t a w a y  t h e r e a r e a  f e w  

l iv e ly  d i s c o s  a n d  t w o  n i g h t c l u b s ,  o n e  w i t h  c a b a r e t  t o  e n t e r t a i n  y o u  A n  a d d e d  

a t t r a c t i o n  d u r i n g  t h e  d a y  is t h e  l o c a l  s a f a r i  p a r k  

Recommended Bars Recommended Restaurants
F e r n a d o ' s  L o s A r c o s  Y a t e d ' O r  C o u p e  d ' O r

I b i z a  S u l i n a r

La C a l a  La T r a v e r n a
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M A L L O R C A I
G E O G R A P H Y

I N D U S T R Y  A G R I C U L T U R E

M a l l o r c a  is t h e  l a r g e s t  o f  t h e  B a l e a r i c  I s l a n d s ,  w h i c h  c o n s i s t  o f  M a l l o r c a .  

M e n o r c a .  I b i z a  a n d  F o r m e n t e r a .  It is  a b o u t  6 0  m i l e s  a c r o s s  a n d  c o v e r s  a n  a r e a

o f  s o m e  1 . 4 0 5  s q u a r e  m i l e s .

A w i d e  m o u n t a i n  c h a i n  (S a  M u n t a n y a )  s t r e t c h e s  f r o m  t h e  s o u t h  w e s t  u p  t o  

t h e  n o r t h  o f  t h e  i s l a n d  a n d  i t s  h i g h e s t  p e a k  is P u i g  M a y o r  a t  4 . 9 0 0 f t .  a b o v e  s e a  

l e v e l  T h e r e a r e  h i l l s  t o  t h e e a s t o f  t h e  i s l a n d a n d  f e r t i l e  p l a i n s  in  b e t w e e n  g r o w i n g  

m a n y  t y p e s  o f  f r u i t  a n d  v e g e t a b l e s ,  p l u s  o l i v e s  a n d  a l m o n d s .  W i n d m i l l s  b r i n g  

w a t e r  t o  t h e  s u r f a c e  t o  i r r i g a t e  t h e  s o i l ,  m a k i n g  it  l u s h  a n d  f e r t i l e .  T h e  b e a u t i f u l  

c o a s t l i n e  s t r e t c h e s  f o r  2 5 0  m i l e s  c o n t r a s t i n g  b e t w e e n  h u g e  i m p r e s s i v e  c l i f f s ,  

p r e t t y - c o v e s  a n d  l o n g ,  s a n d y  b e a c h e s

Capital: P a l m a  d e  M a l l o r c a  Population: 6 0 0 . 0 0 0

Airport: S o n  S a n  J u a n ,  P a l m a  Surrounding Sea: M e d i t e r r a n e a n

Tourism i s  o b v i o u s l y  t h e  i s l a n d ' s  b i g g e s t  i n d u s t r y  b u t  o t h e r  f l o u r i s h i n g

t r a d e s  i n c l u d e  t h e  m a n u f a c t u r e  o f :

Cultured pearls m a d e  in M a n a c o r

Leather goods
Glassware
Wines and spirits
Furniture
Textiles
Wrought Iron
Embroidery

A g r i c u l t u r e  i s a l s o a n  i m p o r t a n t  i n d u s t r y  a n d  t h e  m a i n  p r o d u c t s  a  r e  g r a p e s .

c i t r u s  f r u i t s ,  o l i v e s  a n d  a l m o n d s .

F E S T I V A L S / F I E S T A S 5th
January

P r o c e s s i o n  o f  t h e  M a g o s .  C h i l d r e n  r e c e i v e  t h e i r  C h r i s t m a s  p r e 

s e n t s  T h e  T h r e e  K i n g s c r o s s  P a l m a  B a y  a n d  p a r a d e  t h r o u g h  t h e  

c a p i t a l  F i r e w o r k s ,  e t c .

Easter G r e a t  s p e c t a c l e  in P a l m a .

May M o o r s  a n d  C h r i s t i a n s  ( b a t t l e  r e - e n a c t m e n t )  in  S o l l e r

August M o o r s  a n d  C h r i s t i a n s  ( b a t t l e  r e - e n a c t m e n t )  in  P o l l e n s a .

October W i n e  F e s t i v a l  in B m i s s a l e m

November D i j o u s  B o '  ( G o o d  T h u r s d a y ) — a g r i c u l t u r a l  f a i r  in  I n c a .

F O L K L O R E Flamenco s  t h e  t h i n g  t h a t  i m m e d i a t e l y  s p r i n g s  t o  m i n d  a b o u t  S p a i n ;  it 

r e a l l y  b e l o n g s  t o  A n d a l u c i a  b u t  s h o w s  c a n  b e  s e e n  h e r e

F o l k  d a n c e s  u n i q u e  t o  M a l l o r c a  a r e :

Els Cosslers is  t h e  i s l a n d ' s  o l d e s t  d a n c e  a n d  is o f t e n  s e e n  a t  l o c a l  f i e s t a s .  

Parado c a n  b e  s e e n  p a r t i c u l a r l y  in  V a l l d e m o s a .

Tal de Vermadores is  n a t i v e  t o  B m i s s a l e m  a n d  is t h e  s t o r y  o f  w o m e n  d e f e n d i n g

a g a i n s t  i n v a d e r s

All mformotion is correct at time o f going to  press
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BANKS B a n k s a n d E x c h a n g e O f f i c e s ( C a m b i o ) w i l l c a s h t r a v e l l e r ' s c h e q u e s a n d s t e r l i n g

c h e q u e s  a c c o m p a n i e d  b y  a  E u r o c h e q u e  c a r d .  E x c h a n g e  o f f i c e s  t e n d  t o  o p e n  

o u t s i d e  b a n k  h o u r s .  P l e a s e  a l w a y s  r e m e m b e r  t h a t  y o u  w il l  n e e d  y o u r  p a s s p o r t  

C u r r e n t  r a t e  o f  e x c h a n g e  w i l l  b e  a v a i l a b l e  f r o m  t h e  H o t e l  R e c e p t i o n

CHURCHES S p a i n  is C a t h o l i c ,  b u t  s e r v i c e s  a r e  h e l d  in  E n g l i s h  f o r  v a r i o u s  o t h e r  f a i t h s  t o o .

R e l i g i o n  p l a y s a n  i m p o r t a n t  p a r t  in t h e  S p a n i s h  w a y  o f  li fe  s o  p l e a s e  r e m e m b e r  

t o  s h o w  t h e  p r o p e r  r e s p e c t  if g o i n g  i n t o  a  c h u r c h  P l e a s e  a s k  t h e  H o n z o n  

R e p r e s e n t a t i v e  f o r  t i m e s  o f  s e r v i c e s .

CREDIT CARDS A r e  w i d e l y  a c c e p t e d  b y  h o t e l s ,  s h o p s ,  r e s t a u r a n t s ,  e t c .  A m e r i c a n  E x p r e s s a n d

D i n e r ' s  C l u b  a r e  p r o b a b l y  t h e  m o s t  p o p u l a r ,  b u t  j u s t  l o o k  f o r  t h e  a p p r o p r i a t e  s i g n  

in t h e  w i n d o w .

CURRENCY T h e  S p a n i s h  p e s e t a  is  d i v i d e d  i n t o  1 0  c e n t i m o s ,  a l t h o u g h  c e n t i m o s a r e  t o o

s m a l l  t o  b e  u s e d  t h e s e  d a y s .

DRIVING H i r i n g  a  c a r  is a  g r e a t  w a y  t o  d i s c o v e r  t h e  a r e a  y o u  a r e  v i s i t i n g  a n d  y o u r

R e p r e s e n t a t i v e  h a s  full  d e t a i l s  o f  t h e  m o s t  c o m p e t i t i v e  r a t e s .  If y o u  d o  d e c i d e  t o  

h i r e  a  c a r ,  t h e s e  f e w  h i n t s  m a y  h e l p  t o  k e e p  y o u  o u t  o f  t r o u b l e 1

•  D o n ’t f o r g e t  t o  d r i v e  o n  t h e  r i g h t - h a n d  s i d e  o f  t h e  r o a d 1

•  Always g i v e  w a y  t o  t r a f f i c  f r o m  t h e  r i g h t .

•  If y o u r  c a r  h a s  s e a t  b e l t s  y o u  must w e a r  t h e m  T h e  p e n a l t y  f o r  n o t  d o i n g  s o  

is e x p e n s i v e .

•  B e w a r e  o f  h i d d e n  p e r i l s - h o r s e d r a w n  c a r t s ,  f a r m  a n i m a l s ,  e t c .

•  D r i v e  w i t h  e x t r a  c a r e  t h r o u g h  v i l l a g e s .

•  P o l i c e  a r e  s t r i c t  w i t h  t r a f f i c  o f f e n d e r s ,  a n d  f i n e s  c a n  b e  d e m a n d e d  o n  t h e  s p o t

•  A l w a y s  c a r r y  y o u r  d r i v i n g  l i c e n c e  a n d  c a r  h i r e  c o n t r a c t .

R i l i n g  s t a t i o n s  t e n d  t o  b e  m e r e l y  f i l l ing  s t a t i o n s  r a t h e r  t h a n  g a r a g e s  a n d  a r e  

u s u a l l y  c l o s e d  o n  S u n d a y s  T h e  e a s i e s t  w a y  t o  b u y  p e t r o l  is t o  s h o w  t h e  a t t e n d a n t  

h o w  m u c h  y o u  w a n t  t o  s p e n d .

In t h e  e v e n t  o f  a n  a c c i d e n t ,  p l e a s e  a  I w a y s  e n d e a v o u r  t o  t a k e  t h e  full n a m e a n d  

a d d r e s s  o f  a l l  p a r t i e s  i n v o l v e d .  P l e a s e  d o  n o t  a d m i t  a n y  l i a b i l i ty  n o r  p a r t  w i t h  a n y  

m o n e y  o r y o u r  p a s s p o r t - a n d  d o  c o - o p e r a t e  fu l ly  w i t h  t h e  P o l i c e  if t h e y  a r e  c a l l e d  

C o n t a c t  y o u r  R e p r e s e n t a t i v e a s s o o n  a s  p o s s i b l e  Y o u r c a r  h i r e  c o m p a n y  s h o u l d  b e  

i n f o r m e d  o f  a l l  a c c i d e n t s ,  n o  m a t t e r  h o w  m i n o r

PHONING HOME M o s t  h o t e l s  w il l  c o n n e c t y o u  w i t h  t h e  n u m b e r y o u  r e q u i r e ,  b u t s h o u l d  y o u  b e

u s i n g  a  p u b l i c  b o x ,  t h e  p r o c e d u r e  is a s  f o l l o w s :

R e m e m b e r  t h a t  t h e  d i a l l i n g  t o n e  is p r o b a b l y  d i f f e r e n t  t o  t h a t  in t h e  UK, i n s e r t  

5 0  p e s e t a  c o i n s  in s l o p i n g  g r o o v e  b e f o r e  l i f t in g  t h e  r e c e i v e r ,  d i a l  s t e a d i l y  a n d  

w i t h o u t  l o n g  p a u s e s  b e t w e e n  d i g i t s :  d i a l  0 7 .  w a i t  f o r a  s e c o n d  d i a l l i n g  t o n e :  d i a l  4 4  

a n d  t h e n  t h e  U K 5 T D  c o d e  o m i t t i n g  t h e  f i r s t  ’O’, a n d  f i n a l ly  t h e  t e l e p h o n e  n u m b e r  

e .g .  t o  r i n g  B r i s t o l  ( S T D  0 2 7 2 )  1 2 3 4 5 .  d i a l  0 7  4 4  2 7 2  1 2 3 4 5 .

W a i t  f o r a  c o n n e c t i o n  w h i c h  c a n  t a k e  u p  t o a  m m u t e a n d  b e  p r e p a r e d  f o r s o m e  

u n f a m i l i a r  n o i s e s  b e f o r e  g e t t i n g  t h e  r i n g i n g  ( o r  e n g a g e d )  t o n e

POSTAGE S t a m p s  c a n  b e  b o u g h t  in t o b a c c o m s t s a s w e l l a s i n  t h e  P o s t  O f f i c e ,  a n d  f r o m

y o u r  H o t e l  R e c e p t i o n  D e s k .

All information is correct at time o f gomq to press continued overleaf



PUBLIC HOLIDAYS 1 January N e w  Y e a r s  D a y  

6 January E p i p h a n y

(3  K in g  s  D a y )

19 March S a n  J o s £  (St J o s e p h )  

M arch/April E a s t e r  

1 May L a b o u r  D a y

R a n k s  a n d  s h o p s  a r e  n o r m a l l y  c l o s e d  o n

25 July 
15 August 
12 O ctober 
1 N ovem ber 
8 D ecem ber

25 D ecem ber

t h e s e  d a y s

S t  J a m e s ' D a y  

A s s u m p t i o n  

C o l u m b u s  D a y  

All S a i n t s '  D a y  

I m m a c u l a t e  

C o n c e p t i o n  

C h r i s t m a s  D a y

A FEW WORDS Y o u  s h o u l d n ' t  h a v e a n y  d i f f i c u l t y  g e t t i n g  b y  in S p a m  w i t h o u t  a  w o r d  o f  S p a n i s h

OF SPANISH B u t .  j u s t  m  c a s e  y o u ' d  l ik e  t o  l e a r n  t h e  o d d  w o r d ,  w e ' v e  l i s t e d  b e l o w  w h a t  w e  h o p e

w il l  b e  u s e f u l  w o r d s  a n d  p h r a s e s

Yes St No 1No B reakfast Desayuno
Good m orning Buenos dias Lunch Almuerzo
Good afte rnoon  Buenas farcies Dinner Cena
Good night Buenos noches Thank you Gracias
You’re w elcom e De nado Days of the  Week
Please Por favor M onday Lunes
G oodbye Adios Tuesday M anes
See you later Has:a luego W ednesday Miercoles
How are  you? Como esfas Thursday Jueves
Very well M uy bien Friday Viernes
Excuse me Perdone Saturday SabGdo
W hat tim e is it? Que horo  e s How much? Cuanto vale
Hot Cahente Cold Frio
W here is Donde es fa N um bers
Police S tation Comisoria One Uno
Toilets Servicios Two Dos
Chemist Farmacio Three Tres
Bank Banco Four Cuafro
Beach Playa Five Cmco
Friend Am igo Six Sets
Car Cache Seven Siete
Bicycle Bicicleta Eight Ocho
Big Grande Nine Nueve
Small Pequeho Ten Diez

In the Bar: In the R estaurant
Tea Te Table Mesa
Coffee (white) Cafe con leche Knife Cuchillo
Coffee (black) Cafe solo Fork Tenedcr
Milk Leche Spoon Cuchara
W ater Aguo Plate Plato
M ineral w ater Agua m ineral Glass Vaso

(fizzy) - c o n  gas The Bill La Cuenta
(still) -s m  gas

Beer Cerveza
Wine Vino
Brandy Cohac

All information is correct at time of going to press
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Clothing sizes
Suits, overcoats and sweaters
British 37-36 39-40

Spanish m  9 m
Suits, dresses and knitwear
Bri|ish 10 12 14 16 18 20 22

Spanish 36 40 42  50

Brjtish 14 14'12 15 15'e  16 16,e  17 i f 2 

s  an ish  36 3 7  38

Shoes
British 3 4 5 6 7  8 9  10
Spanish 35 36 38 39

Metric conversions
British 1 ^ = 1  M m  50miles=80Mm, 100miles=160.94Km. 
Spanish ^ m = 0 .M e $  50Km=31.07miles =62.14 miles

Liquids
British '/i 0 = 0 ,2 8  lite  10= 0
jp jP lj l ,  !blk= 0M pints l l k = l . 7 6 0 s  5 lilres=1.1 gallons

Weights
British SouKes=227grams I

Spanish 250grams=B.l4m 5IXg!t t )= 2 £ i3 o s

Spanish currency
C oins 1 2  5  10 25 50 100 8
N otes 100 200 500 1,000 2,000 8  5,000pls

Temperature conversions

Centigrade 5° w  *  

Farenheit 3 2 ° 4 7  50” ^  1 7  S r

Farenheit 30'  ®  5 0 ° S r  ®  

Centigrade 16° ^  * *  *

MA ORCA
IMPORTANT NOTE This Guide has been produced by Thomson Holidays lim ited as an information 
m ic e  to its clients, and is distributed to all its M dapiakers arriving in Majorca by its local agents, 
whose s tiff (your holiday Representatives) wear thefamous Thomson uniform fo r easy identification.

All Trips and Tours are arranged by a local Spanisl) Agency, and are operated by a load Spanish 
Excursion Operator subject to local regulations and standards. The Conditions upon ubicl.) such Trips 
and Tours are operated will be found on the reterseside o f your Ticket, which you can ask to see before 
booking.

For p u r  convenience, the carious Trips and Tours detailed in this Guide may be booked through p u r  
holiday Representative uho acts as p u r  agent in that respect.

This Guide is valid fo r the period 1 May 1988 to jO April 1989. All reasonable care has been taken in its 
preparation and, at tire lime o f going to press in March 1988, the information in it is believed to be 
correct. As all the Trips and Tours detailed in this Guide are arranged and (p a le d  respectively by 
independent Spanish agencies and operators oier uhom Thomson Holidays Limited has no control, 
changes to the products, facilities, m ice s and aetiiities described ma)’ occur after publication (for 
example. Trips and Tours ma\] be altered or w iM r m  by their local operators), and Thomson Holidays 
Limited does not accept any responsibility fo r consecjtient inaccuracies.

Welcome to Majorca. We’ve prepared this guide in the hope that it will help you to 
get the maximum enjoyment out of your stay on the island. It contains useful 
information about the island and some of the things you can see and do during your 

holiday.

The large modern resorts of the south, with their excellent selection of bars, shops, 
nightspots and sports facilities are ideal bases for a fun-packed holiday. Further afield is a 
wealth of contrasting scenery -  lovely almond and olive groves, craggy, towering 
mountains and little fishing villages dotted along the quieter parts of the coast

Hie island is well known for the 
marvellous range of facilities it offers to 
people of all ages. You’ll find a great deal 
of variety in Majorca all year round -  
colourful markets, local industry (pearls, 
leather, liqueurs and much more), the 
unique Caves of Drach with their weird 
stalagmites and stalactites, the Safari Park, 
lively nightclubs. . .  it’s all here! And the 
capital, Palma, is well worth a visit for its 
excellent shops, smart marina and the 
charm of its narrow streets and ancient

We wish you a really enjoyable holiday in 
Majorca,

^



Discover Mallorca with us 
Book with your Representative

Amazing kamikaze and 
free-fall chutes, pools, 
adventure lakes, Indiana 
Jones bridge, and the new 
s e n s a t io n -a  100m long 
surfing pool! An 
unbelievable day out in 
Mallorca’s newest water
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M/Im M and 11.00 on Sundays. You’ll find !  ) j
uWMk further details about the services in | /  n

Majorca is veiy proud of its miles of e(!!ion ,0̂ f  r —1,, 1 r ai

ihree-mile stretch runs from Can riOT.
Pastilla through Playa de Palma to ftjyijjf
Arena). You’ll also find some Mw**
spenacular. unspoilt and secluded ,1  1 ,
coves on the .south east coast. Most KM/ IMfip (Mlm 
resorts have beaches with a wide areas and remember, you can
range of activities and amenities, Most of the major credit and charge charge all your trips and tours to
especially for families. Just outside cards are accepted in the tourist Access and Visa.

■ ■ £  ■■ ■■-- - i
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Arroz« Afannera - a rice soup 
containing a variety of stiellfish.

Paella- the famous Spanish yellow 
rice dish with meat, seafood and 
vegetables.

Enjoy a buccaneering night out on the high seas 
without ever leaving dry land! The Pirates 
Adventure is an evening full of surprises set in 
the swashbuckling days of old. You’ll feast in true 
pirate style and make merry' as wine and punch 
are served by native wenches throughout the 
evening. There’s a unique and colourful show 
and chance to join in the fun and games - and 
share the treasure.

A night hill of surprises for all age groups.

The “Summer Night tony" is an evening 
produced, presented and performed by your 
own holiday Reps. The venue is thef xca

Gardens Night Club where sangria and .soft 
drinks flow freely a s L J . ' 0 
setting the scene for the cabaret. Don't expect top 
professionals but do sit back and enjoy the show 
as your Reps prove that “Were here to entertain 
you1" You'll be surprised by their hidden talents.

A late supper is .served and there's live music and 
the latest disco .sounds. A great night out for all 
fun-lovers.

Imagine yourself on a magical 
Caribbean island, back in 
those swashbuckling days. 
Feast in true pirate splendour 
with scrumptious food and 
make merry with bountiful 
wines and buccaneer punches 
(soft drinks as well!!). Eat as 
much as you like and drink all 
night long-it’s all included. 
Experience the excitement of 
a unique, amusing and 
colourful, action-packed show 
-a  show full of surprises-it is 
superb.
*** A treasure you could 
share m the fun of the game 
show that follows*** 
“There’s time for dancing 
too".
Over 3 hours of fun-packed 
entertainment. If you are 4 or 
84 years old don’t miss it.

£  August - Re-enaament of the
battle between Moors 

I and Christians, at
In modern buildings the voltage is PoJ fnsa. .
220 rote AC hut in older buiWings
12SV0ltsAC n Most resorts boast numerous

November - dijous Bo' restaurants offering a wide range of
agricultural fair at y  including Chinese, French,
Inca. Italian, Spanish and local Majorcan

Sthjanuaiy - Procession of the d i s h e s .  Whilst on holiday you might
'Re1*5 %os' (3 like to try some of these popular
kings) when the local dishes:
children receive their

area around Palma 
cathedral over the
Easter weekend.

C/. de la Porrasa, s/n. 
Tel. 68 0411-68 2612 
MAGALLUF (Majorca)

-Re-enactment of the 
battle between Moors 
and Christians, at

FritoMlorquin- a delicious 
mixture of cooked potato, onion, 
peppers, liver and kidney.

Coca Mallorquin- slices of pizza- 
style bread base covered with 
peppers, onions and green 
vegetables.

009411190^4698
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soda- a red Majorcan 
icious on So3

rolls.

- a popular chilled 
Spanish soup made from 
cucumbers, tomatoes and peppers,

(red), MonopoK white) and 
SmiiiiSiiimim).

Brandy-some of the best known

All-i-Oli- garlic mayonnaise.

or with a variety of fillings, dusted 
with icing sugar.

Something a little bit different are 
tafias- small dishes of titbits of 
meat, .seafood or vegetable- 
available in the more traditional 
Spanish bars.

Drinks

Wine-only a few wines are 
produced in Majorca, namely 
Biiimlm and Felaniti,buî  
famous Riojas from northern Spain 
are readily available. Wines costing

and Carlos ///.One of the best, 
comparable with a good French 
cognac, it Carlos I.

Liqueurs-there are many 
inexpensive liqueurs made in

I.VA is the Spanish equivalent of 
VAT introduced at the beginning 
of 1986 when Spain joined the 
E E C. There are currently three 
rates of I.VA; 6%, 12% and 33%. 
Please note that I.VA is wo/ a 
service charge

Doctors

If you require a doctor at any time, 
please contact your Rep or hotel or 
apartment reception. The Medical 
Centres Salus are open 24 hours a 
day and have English speaking 
doctors. Their telephone numbers 
are as follows:

Cala Mayor: 40 03 62 
Magalluf: 68 05 83 
Santa Ponsa: 691317 
Paguera: 68 62 34

aniseed and local herbs fermented 
in the bottle. Avert’warming drink!

Sangria- the infamous iced blend

Playa de Raima: 26 53 21 
Soller: 63 18 61

The clinic in Palma is Clinica 
tiias, Calle Camile Jose Cela,

Tel: 45 23 23

juice and sliced fruit, with perhaps 
a dash of lemonade. Extremely 
popular for its potency!

Wiiim
You'll find several English speaking 
hairdressers in all the major

1 1  

1 1

Illuminated gardens and lakes surround the club 
and compliment the interior decor, setting the 
mood for a great night out which includes a half

later, it s back to the 20th centurv for disco

display announces the show. A 
superb non-stop medley of traditional and 
modern Spanish dancing in fabulous costumes 

■ops supports the

A night out at Es Foguero gives you a chance to 
get into m  top gear!

Travel back through time to the days of King 
Arthur and Sir Lancelot to enjoy a medieval 
banquet and jousting tournament at the court of 
the “Wicked Count" of Son Termens Castle.

Trumpet fanfares and superb displays of

medieval-style feast with plenty of drink. When 
the combats begin sparks by as your own dashing 
knight fights with lance and sword for the favour 
of his fair maiden. You'll want to cheer him on as 
his horse leaves the battle field and he fights “to 
the death" with his opponents.

all the  familv

rcas sophisticated and only cas 
can trv your luck at the gaming tables or slot 
machines and dance to the resident band. A las 
Vegas type show will entertain you as you enjoy; 
glittering evening, "James Bond" style, at the

your passport if you fancy a butter and you can 
trv vour luck for as little as 41.

usually good but for an even better resorts.

long at the Palace, one of the island's newest but 
longest-established venues. There’s a warm 
welcome, the chance to dance and a great show 
too! Traditional Spanish dancing and bameco get 
the evening off to a colourful start and well 
known artists complete the show in “top-of-the- 
bill" style.

e wit

k  k i M

A superb night out in great company - that's the 
fabulous fiesta at Son Amar, a vast converted 15th 
century farmhouse in the heart of the Majorcan 
countryside. Wine and dine is you enjoy the 
exciting international show that include 
splendid folk dancing in colourful costumes.

The Gibson Brothers and the Drifters Show are 
scheduled for the Summer 88 Season to make 
this a tip-top evening which rounds off with 
dancing and boogying on the moon-lit terrace 
against the backdrop of magic fountains.



MAJORCA

It’s sun, sea and sand as you sail along Majorca's 
south-west coastline passing beaches, cliffs and 
coves, to a less well known beach for a refreshing 
dip and sunbathe.

On board you’ll enjoy some special Majorcan 
snacks and white wine and you can dive through 
the crystal-clear waters in search of bottles of 
“bubbly" or just lie back and watch the fun and 
admire the scenery on this suntan special.

Chemists

Chemists are called/™® and 
display a green cross outside. Many 
have staff who speak English.

mainland Spain, use the box 
marked extmjero. Mail can also be 
posted at your hotel.

The main post office, com, is in 
Plaza la Constitucio. Palma, and it’s 
open daily. There are also local 
post offices in most resorts,

Stamps are also sold at

3

Sun, sand and sea. Food, fun, frivolity' - and 
music! Mix them together and you have the 
makings of an unforgettable day out. There’s a 
barbecue lunch then it’s off through the 
countryside to an idyllic beach of the finest white 
sand for sun,r " J ‘ A day as crazy or 
laid-back as y o u  want to make it.

hotel receptions if you buy 
postcards at the same time. Post 
boxes are yellow, not the familiar 
red and if you’re posting mail to 
anywhere outside Majorca and

In general, shops are open from
Mondav to Saturday, 09.30 -13.30 locals’wtlv not visit one of ̂  local
and 16.30 - 20.00 but closed in markels which take Place in ltie
Palma on Saturday afternoons. ^ ow‘nfftownS:
Shops in the resorts and Palma
offer a wide range of souvenirs Palma Saturdays
plus, of course, fashionable clothes Calvia Mondays
and accessories. Popular buys Andraitx Wednesdays
include locally made lace, leather Arenal Thursdays
goods, Lladro porcelain, glasswear, 
pottery' and Majorcan simulated 
pearls.

If you enjoy shopping with the

mem
GoCniisiiiH

k

I
For a complete change of scenery, why not take 
this trip to the attractive north of the island. You'll 
see the small but exquisite beach at Formentor, 
well known as a millionaire’s paradise, and visit 
the little market at Alcudia. Once the Roman 
capital of the area, Alcudia is a fascinating blend 
of the old and new and as you wander through 
the narrow backstreets you'll get a taste of the 
real Majorca - even more so if you try the tasty 
local cake with a coffee! Weather permitting, 
there's also a short boat trip past the dramatic 
cliffs and rats and the chance to see some of the 
traditional hand-blown glassware being made. 
Plenty of variety makes this trip to the north a 
very interesting day out.

Why not treat yourself to a really special night out 
at Es Foguero, considered by many to be the 
island’s top nightspot.

4 . , t  i /  
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EsFogim

SALUS

RECOM M ENDED M EDICAL SERVICES 
CENTROS M EDICOS SALUS

24 hour service English spoken

CALA MAYOR C am ino C alam ayor, s /n . 4 0 0 3 6 2

MAGALLUF O pposite  H. M agalluf Park 6 8 0 5 8 3

SANTA PONSA N ear R e s ta u ra n te  Las Velas 6 9 1 3 1 7

PAGUERA Calle Playa, s /n . 6 8 6 2 3 4

CAN PAST1LLA O pposite  H. Oasis 2 6 2 5 2 4

PLAYA DE PALMA Next to  H. N ep tuno 265321

SOLLER A ntonio  M ontis, 3

IN CASE OF HOSPITALISATION 

CLIN1CA FEMENIA
C /. Cam ilo lo se  Cela, 20  

Tel, 4 S 2 3 2 3  
Palm a d e  M allorca

631861

If y ou  h av e  n o t rece iv ed  y ou r m edical card  p lease  c on tac t y ou r re p re sen ta tiv e .

13954666
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Son Vida: (18 hob, 5923 yards; reading Tekfono Intemioml or
tor 72 from special Loculm Tele/mm
Tel: 23 76 20 Place one or more 100 peseta coins

In most resorts you'll find many (3 miles from Palma) in the sloping groove at the top of
sports facilities such as tennis, the coinbox. Be1 careful not to press
horseriding, watersports etc. Please Son Servera: 9 holes, 2936 yards; the button to the left of the dial or
check with your Rep for details of Par 36 you will lose your money - it’s for
venues and costs. On the island Tel: 66 7 0 96 operator calls only. Lift the receiver,
there are at present seven golf (about 2 miles from resorts of Gila check for dial tone, dial “07" and
courses: Millor and Cala Bona) wait for a second tone. Then dial

Poniente: 18 holes, 7034 yards; Bendinat: 9 Holes (brand new) (minus the initial “0") and then the
Par 72 Tel: 7216 61 number. The coins will drop into
Tel: 68 0148 (between Palma and Palma Nova) the box one by one is they are
(less than 2 miletfrom Palma Nova needed. You can top them up at any

Pollensa: 9 holes (to be extended to time and recover any that are not 
18 in 1989), 2926 yards; Par 36. used after the call. A warning tone
Tel: 63 32 16 will indicate when your money is
(on the road leaving Pollen,sa abut to run out. Gills to the UK
towards Palma) are

For further information and details 
of special discounts, please ask ijufi

as a general guide, if you've been

The tap water is safe to drink but m of the bil1 in grants and
you max’ find the taste slightlv ^  ̂ lax' bares ‘s about r'8bt' *n
different to that you are ' baR '•'*common Pr«  to leave a
accustomed to. Bottled water is êw co‘ns as a bP ~ it H alws be
readily available and there are two aPPreciaIe(:l but it s not obligatory,
types: agua sin gas, which is still And,at tbe end of your holiday, if

 ̂s mineral water; and agua con gas, ve bat̂ 8°°d sefV'ce from the
Jiich js staff in your hotel you may like to

tip them too.

Santa tea: 18 holes, 6727 yards; You can makc a Phone cal1 bome
Par 72 ' via the operator or through a hotel
Tel: 69 02 11 switchboard but there are often

extra charges or language 
Vail D’Or: 9 holes, 2956 yards; difficulties. However, it’s now easy 
Par 31 to dial your own alls to the UK
Tel: 57 60 99 from public payphones. You an
(set in Cala D’Or Valiev) call from any payphone with a sign

I
Buses

On the south-east coast of Majorca, 
the bus services are second to 
none. Buses run about every 8-10 
minutes from all resorts to the 
Plaza Espana in the centre of Palma.

Soller it’s all aboard (weather permitting) for a 
cruise along the coast with some superb views of 
the cliffs and coves, followed by a thrilling drive 
by coach through .some of the island's most 
dramatic scenery to Valldemosa, an artist's and 
photographer’s paradi.se1

lots of fun as the sun lops up your tan.

This day (
and magnificent scenery’ has .something for
evervone-

The perfect way to spend a morning shopping 
and sightseeing in Palma - Majorca's fascinating 
capital city. After enjoying the panoramic views 
across the bay and harbour from the Deliver 
Castle, and admiring the' ; :on 
cathedral, you’re free to explore the narrow 
cobbled streets for bargains or to browse around 
the smart stores and boutiques along the tree- 
lined avenues. Then sit back to admire your 
purchases on the drive back to your re,son.

Mitt
The Big Splash! Come along to one of the biggest 
water parks in the Balearics w’here cascades, 
chutes, tubes and pools of cooling water provide

will be the one that you’ll always want to 
remember! Se
speci

Facilities at the waterpark include: car parks, 
changing rooms, lockers, sunbeds (for a small 
extra charge), snack bars, bodega and shop. Am 
paddlers will feel just as much at home as 
swimmers.

i
Thursday, by tradition is market day in Inca, the 
centre of Majorca's leather industry. People come 
from miles around and the bustling streets are an 
ideal hunting ground for bargains at the largest 
market on the island. Whether you're looking for 
gifts and souvenirs such as slippers, bags and 
belts or whether, like the locals, you’re shopping 
for oranges, grapes or juicy melons, you'll find 
something to barter for on the colourful stalls. 
And, after a busy morning, you’ll appreciate the 
short stop on the way back to sample some local 
liqueurs!

k k i i m

kiktcfkkti
Nestling below the impressive backdrop of the 
western mountains, the pretty country town of 
Andraitx holds its market every Wednesday.

It's a pleasure to shop here and the many stalls 
offer a wide choice of gifts and souvenirs as well 
as colourful displays of farm-fresh local produce.

This half day trip includes a stop in the charming 
Pott of Andraitx where you an admire the yachts, 
motor launches and fishing boats or enjoy a 
refreshing drink at one of the harbour-side bars 
and cafes.

688^2429
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One of the most popular day trips, and no 
wonder!
The Caves of Drach are .some of the largest 
explored caves in Europe and children and 
adults alike are enchanted by the mysterious 
stalagmite and stalactite formations, spectacularly 
illuminated to create a silent wonderland of 
colour As the lights dim by the cool, mirror-like 
waters of the underground lake, this Aladdin s 
cave of surprises will amaze you with a 
fascinating finale...

Also included on the trip is some liqueur tasting 
and a visit to Manacor, centre of the island's pearl 
industry. And, to complete this wonderful day 
out, there’s a stop at the picturesque fishing 
village of Porto Cristo.

m

Enjoy a fun-filled day' at Marineland in Portal 
Nous where the famous dolphins and sea-lions 
perform tricks that defy' even the most vivid 
imagination. When you’re not watching the show,

film “Jaws" plays as you watch the sharks swim 
around, the reptile house and the aviary or watch 
the pretty girls as they dive for cultured pearls. 
.And there'll still be time to visit the cafeteria or 
exotic cocktail bar or even do a spot of * 
sunbathing on Maryland's private beach.

See your Rep for details of special tickets, with or 
without transport. There's something for 
everyone!

From here you can travel to most 
resorts in Majorca.

Taxis

Taxis are usually black and white or 
blue and white and if they’re free 
for hire they display a small green 
light. Some taxis do not have 
meters but arty price lists which 
have been approved by the 
appropriate authorities. Before 
using a taxi you can ask roughly 
how much the journey will cost. 
The minimum cost is between 
300-400 pesetas. Prices are per taxi 
not per person and most are 
licensed to carry up to four people. 
Some larger ones carry up to six.

or apartment reception.

Trains

The main station is situated in the 
Plaza de Espaha in the centre of 
Palma. There are two lines: one 
runs to Inca, the other to Soller. 
Trains to Inca run roughly even- 
half hour during the day and the 
last one leaves at 21.00. To Soller 
the service runs about every 2 
hours and the route is very scenic, 
passing through the mountains. Th 
list train leaves Palma at 18.20.

Car Hire

Hiring a car is a great way to 
explore the island. Your Rep will 
have details of the most reliable 
companies and competitive rates. 
Your British driving licence will 
normally be sufficient for hiring a

car but the minimum age is 21. 
When driving please:
1. Carry your driving licence and 

contract of insurance with vou at

2.
driving on major roads, ie. 
motorways and main roads.

3. Give way to trie coming from 
the right.

{Be aware that Police are very 
stria with trie offenders and 
can impo.se on-the-spot fines.

5, Remember that petrol stations 
are usually open between 08.00 
and 22.00, Monday to Saturday. 
On Sundays and Public Holidays 
an emergency station is open 
and you'll find the address of 
this displayed at any petrol

MED
PUYA

HOTELS

#  Non-stop family activities and

*  Bum per British breakfasts
*  Big-screen video shows
*  H appy H o u r -re d u c ed  bar pnees! 
M ed Playa, one o f Spam’s top  three

COSTA BRAVA 
Hold B o w  
H o d M a it r rc y  
A p w M S .E io y  
A pmhotci Esmmldas 
H old Su. M o n a  
COSTA DORADA 
H old Cahpso 
Hold Sib  Franasco 
H old L a  Anodes 
H a d  S u  Diego 
COSTABLANCA 
H old Riudor 
H a d R m tn  
H o td R cy m i

after British holidaymakers for more 
than  17 yean.

O u r UK guests come back again

W ith 36 superb hotels in 22 
resons throughout the Spanish

L’E sa lj  
PbyideAro 
T o m  it M ir 
Toss) d t  M u 
Caldli

Stlou
Sdou
Silou
Stlou

Banjoul
Banjo®
Baidom
Banjoul
Banjo®

and the Canary Is la n d s -a ll  
exclusively available through v} r j  
Thom son, S k y tou nan d  P o r t la n d - i t ’s J '
just a m atter o f choosing the ^
perfect fun-and-sunspot for you 
and your family.

We m ake you feel a t hom e when

H old Rio P r t
COSTA DELSOL tamos

... L i n

Hold S i m  L ada
Hold Honolulu
Hold Ddfio Azul
M u m  V u g
H o t d V m m

I B I Z A J p  
( t a d  P l a t a  Pliyi 
H o t d B G i c c o H  
Hold P r a m EsCaoa-Su. Eulalia

H o td G d m l 
H a d  C ongo

H old Nauuco Ebesco 
MENORCA 
H old Viciorii P lan  
TENERIFE

Tonis 

Playa de las Ancncas
rojadoM om m

H o d N ie n so l

This FAMILY SPECIAL trip has something for 
everyone. You'll be enchanted by the weird and 
wonderful underground formations in the caves 
and the drive through the nearby African-style 
Safari Park will delight you. A short visit to Porto 
Cristo and the Manacor pearl factory are also 
included.

HHHHH

Scenic West

k i l k t

A fabulous day out with a touch of adventure. 
Majorca’s magnificent scenery unfolds before you 
as you travel on the quaint Wild West train 
between Palma and Soller. The range of scenery' 
is stunning, from rugged mountains to gently 
sloping, fragrant orange and lemon groves. From 
the hill-backed, horse-shoe harbour of Port de



M (WHK"! ►< ""b> ** 'Jt

■ & m

RENTACAR



I Ilf
N o t t in g h a m

Tr ent
U n i v e r s i t y

Libraries & 
Learning 

Resources

The Boots Library: 0115 848 6343 
Clifton Campus Library: 0115 848 6612 

Brackenhurst Library: 01636 817049




