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ABSTRACT: The central objective of this study is to determine the main factors influencing
the choice of a golf destination. This paper explores the use of multivariate statistical tech-
niques, in particular the use of factor analysis, to derive perceptual maps of few choice di-
mensions, and multiple regression analysis, to determine the importance of the various choi-
ce dimensions identified. The three main perceptual dimensions identified are the “Golf”,
the “Hospitality and Value” and the “Entertainment and Leisure” dimensions. Perceptual
maps show the competitive positions, as perceived by golf tourists, of the six main golf des-
tinations of Portugal and Spain. The results of this research suggest the existence of two
well-defined types of golfers, with different preferences. The analysis is carried out for these
main segments of golf tourists identified in the literature, namely the “holiday golfers” and
the “dedicated golfers”, and the results are compared. Finally, how the present methodology
can be used to support strategic decisions concerning the management of golf destinations
is illustrated. Keywords: Golf tourism, strategic marketing, multivariate analysis, competitive
positioning, perceptual mapping,

RESUMEN: El objetivo principal de este estudio consiste en identificar los principales fac-
tores que influencian la escoja de un destino de golf. Son utilizadas técnicas estadisticas mul-
tivariadas, nombradamente el analisis factorial, para la obtencién de mapas perceptuales de
pocas dimensiones de escoja, y el andlisis de regresiéon multiple, para determinar las varias di-
mensiones de escoja identificadas. Las principales dimensiones perceptuales han sido identifi-
cadas el “Golf”, “Hospitalidad y Valor” y “Entretenimiento y Ocio”. Los mapas perceptuales
presentan las posiciones competitivas tal como son percibidas por los turistas de golf de seis
principales destinos de golf de Portugal y Espafa. Los resultados de este estudio sugieren la
existencia de dos tipos bien definidos de golfistas, con distintas preferencias. Los analisis han
incidido sobre los dos segmentos de turistas de golf identificados en la literatura, o sea los
“golfistas de vacaciones” y los “golfistas dedicados”, habiendo procedido a la comparacién
de los resultados. Finalmente, se intenté averiguar en que medida esta metodologia puede ser
usada en el apoyo a las decisiones estratégicas en el ambito de la gestién de destinos de golf.
Palabras clave: Turismo de golf, marketing estratégico, analisis multivariada, posicionamien-
to competitivo, mapeamiento perceptual.
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RESUMO: O objectivo principal deste estudo consiste em identificar os principais factores
que influenciam a escolha de um destino de golfe. Sdo utilizadas técnicas estatisticas multi-
variadas, nomeadamente a andlise factorial, para a obtencdo de mapas percetuais de poucas
dimensoes de escolha, e a andlise de regressio multipla, para determinar as varias dimensoes
de escolha identificadas. As principais dimensdes percetuais foram identificadas o “Golfe”,
“Hospitalidade e Valor” e “Entretenimento e Lazet”. Os mapas percetuais apresentam as po-
sicbes competitivas tal como sdo percebidas pelos turistas de golfe dos seis principais desti-
nos de golfe de Portugal e Espanha. Os resultados deste estudo sugerem a existéncia de dois
tipos bem definidos de golfistas, com diferentes preferéncias. As analises incidiram sobre os
dois segmentos de turistas de golfe identificados na literatura, nomeadamente os “golfistas de
férias” e os “golfistas dedicados”, tendo-se procedido a comparacio dos resultados. Finalmen-
te, tentou-se averiguar em que medida esta metodologia pode ser usada no apoio as decisoes
estratégicas no ambito da gestdo de destinos de golfe. Palavras chave: Turismo de golfe, ma-
rketing estratégico, andlise multivariada, posicionamento competitivo, mapeamento percetual.

INTRODUCTION

In the last fifty years the popularity of golf has grown enormous-
ly. As a result, the flow of foreign visitors to international golf desti-
nations has increased as well as the competition among international
golf destinations (Hutchinson, Lai, & Wang, 2009). Golf tourists are
a desired segment of the tourism market (Yun, MacDonald, & Hen-
nessey, 2010), in particular for their ability to “generate significantly
above-average per capita revenues for the destinations they frequent”
(Mintel, 2006; Watson, Davies & Thilmany, 2008). In this context, it
is therefore increasingly important for political and managerial deci-
sion makers to identify the factors that attract and retain golf custom-
ers (Hennessey, MacDonald, & MacEachern, 2008; Hutchinson et al.,
2009; Petrick, 2002). Where these choice factors are properly identified
decision makers can use this knowledge to enhance the performance
and competitiveness of a golf destination.

The central objective of this study is to determine the main factors
influencing the choice of a golf destination. To achieve this goal, the
main perceptual dimensions that golf tourists use when comparing a
set of golf destinations are determined, as well as the relative impor-
tance of those dimensions of choice. Based on the derived dimen-
sions, perceptual maps showing the competitive positions of the six
main golf destinations situated in Portugal and Spain are built. This
would broaden the literature on perceptual mapping and on strategic
marketing/competitive positioning.

This paper is structured as follows. Firstly, a review of relevant lit-
erature on quantitative perceptual mapping and its relation with com-
petitive positioning is presented. Secondly, the details of how data were
obtained are described. Thirdly, in the analysis and results section, the
data themselves are described, factor analysis is used to reveal the major
perceptual dimensions that underpin the choice of a golf destination,
perceptual maps that show the competitive positions of the six golf
destinations under analysis are built, and multiple regression analysis
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is used to determine the relative importance of the choice dimensions.
The preceding analysis is performed for two main segments of golf
tourists - the “holiday golfers” and the “dedicated golfers”, and the
results are compared. How this methodology can be used to support
strategic marketing decisions of golf destinations is also illustrated. Fi-
nally, the last section presents the main findings and limitations of this
research as well as suggestions for future investigation.

LITERATURE REVIEW

In an increasingly competitive sector such as tourism, a major chal-
lenge for destination marketers is to devise effective competitive strat-
egies in order to attract the attention of consumers-tourists (Crouch
& Ritchie, 1999; Gross & Brown, 2006; Pike & Ryan, 2004). This has
become increasingly important because of the explosive increase in the
supply of reachable destinations and due to the vast array of strate-
gies used in the promotion of destinations. Not surprisingly, research
on the competitiveness of destinations has as one of its main objec-
tives the strengthening, or the creation, of a positive and differenti-
ated image of a destination in the minds of consumers (e.g., Buhalis,
2000; Dwyer & Kim, 2003; Morgan, Pritchard, & Pride, 2002; Ritchie
& Crouch, 2003; Mossberg & Kleppe, 2005).

Due to its importance in the process of building the image of an
offer, positioning plays a crucial role in improving the attractiveness of
a destination (Chacko, 1997; Uysal, Chen, & Williams, 2000; Lopes &
Silva, 2011). In fact, the purpose of destination positioning is to cre-
ate a distinct and differentiated place in the minds of consumers (Day,
Skidmore, & Koller, 2002; Merrilees, Miller, & Herington, 2009). The
positioning of a destination, which involves the definition, and the ef-
fective communication, of the competitive advantage(s) to be associ-
ated with a destination, helps to distinguish the destination from oth-
er similar ones, and therefore, helps consumers to choose it as being
more attractive (Kotler, Haider, & Rein, 1993).

An analytical technique frequently used in other industries to sup-
port positioning decision making is perceptual mapping. Perceptual
maps showing the competitive position of various types of products,
built with quantitative multivariate techniques, have been widely used
since the sixties with the aim of supporting strategic marketing plan-
ning (e.g., Green, Johnson, & Neal, 2003; Myers, 1992). And, accord-
ing to Green et al. (2003), this type of methodology is set to play an
important role in marketing research in this new century. Perceptual
maps are based on the assessment that consumers make of products,
brands and/or competing services and seek to find out the position
of these offers in the minds of consumers. They are, therefore, a very
valuable tool to (re)position an offer, to measure the success of (re)
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positioning exercises, or to follow the evolution of the position of
competing offers over time (Neal, 1980). Additional information on
perceptual mapping techniques, including information on studies that
have created perceptual maps for various types of industries, can be
found in Monteiro, Dibb and Almeida (2010).

The use of perceptual maps for the positioning of destinations, and
territories in general, is relatively recent. Studies mentioned in the litera-
ture include the work by Chen and Uysal (2002), Dolnicar and Grabler
(2004), Dolnicar, Grabler, and Mazanec (1999), Kim (1998 & 1996),
Kim, Guo, and Agrusa (2005), MacKay and Fesenmaier (2000), Murphy
(1999), Orth and Tureckova (2002), Prayag (2007), Pyke (20006), Pyke
and Ryan (2004), and Uysal et al. (2000). Few additional prior studies
are reported in Kim, Chun, and Petrick (2005). Most of these studies
use multidimensional scaling techniques (MDS).

Studies involving the positioning of golf destinations using percep-
tual maps are rare in the literature. Such studies include Kim, Chun, and
Petrick (2005) and Mendes (2004). Kim, Chun, and Petrick (2005) use
multidimensional scaling techniques to identify the relative positions
of golf destinations in Southeast Asia, as perceived by Korean golf-
ers. The work by Mendes (2004) centers on the competitive position-
ing of the Algarve, in Portugal, although the author draws perceptual
maps based on the original variables and not based on multi-attribute
perceptual dimensions.

The research here is the first that uses factor analysis to derive per-
ceptual maps to establish the competitive positions of golf destina-
tions. The knowledge of the main dimensions that golf tourists use to
evaluate competitive golf destinations, their relative importance, and
the position of the various golf destinations under analysis along each
of the key derived perceptual dimensions, is vital to support destination
managers to make better decisions aimed at capturing the golf tourists’
preference and choice of the golf destinations under their command.

METHOD
Sampling and data collection

The data used in this research were obtained through a survey of
golfers who used the golf course of Praia del Rey, located in Obidos —
the Oeste region of Portugal during 2007. Owing to time limitations, a
non-probability sampling method - quota sampling - was used to select
the respondents. The sample was stratified by nationality, according to
the data on the distribution of rounds of golf provided by the man-
agement of the golf course Praia del Rey. The surveys were conducted
through a personal interview, since this enables a greater response rate
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and greater intelligibility of the questions, due to the face-to-face con-
tact of the researcher. One hundred and twenty four responses were
obtained and considered valid.

Measurenment

As regards the selection of attributes included in the questionnaire
the following procedure was used. In the first stage, it was ascertained
that the attributes could be grouped into two sets: those relating to the
characteristics of the destination and those relating to the characteris-
tics of the golf courses and the game itself (Amords, 2003; Beerli &
Martin, 2004; Correia & Pintassilgo, 20006; Golf and Tourism Consult-
ing, 2001; Kim & Ritchie, 2010; Mendes, 2004; Mintel, 2006; Nation-
al Golf Foundation, 2005; Paniza, 2005; Petrick & Backman, 2002).
In the second stage, in order to reduce the 39 attributes identified in
the first stage into a more actionable number, interviews with sixteen
golfers were carried out, in which they rated the importance of each
attribute using a 7 - point importance scale. Then, the 22 most impor-
tant attributes mentioned by these golfers, 11 related to the character-
istics of the destination and 11 related to the characteristics of the golf
courses, were selected to be included in the questionnaire (Table 1).

The first part of the questionnaire designed for this study refers
to socio-demographic and behavioral characteristics of the golf tour-
ists. The second part of the questionnaire captures, through a sev-
en-point Likert scale (from 1 — “strongly disagree” to 7 — “strongly
agree”), the perceptions of golf tourists on selected competitive golf
destinations, using the attributes shown in Table 1. The last part of
the questionnaire measures the reported frequency of use of the golf
courses, and the intention to recommend them to other people, both
measured on a seven-point Likert scale (from 1 — “strongly disagree”
to 7 — “strongly agree”).

With regard to the selection of the main golf destinations to be
analyzed in this research, the Portuguese destinations Costa de Lisboa,
the Algarve and the Oeste were chosen in accordance with the defi-
nition of priority products for each of the Portuguese regions, as es-
tablished in the national strategic tourism plan of Portugal (Ministério
da Economia e Inovagao, 2000). In Spain, a set of main golf destina-
tions according to the information provided by the Real Federacion
Espafiola de Golf (2000) was initially selected. This set was then sub-
mitted to the same refinement process used in the choice of attributes
resulting in the final selection of Costa del Sol, Costa Brava and Costa
Blanca as the main Spanish destination competitors. Figure 1 shows
the locations of the six major golf destinations in Portugal and Spain
included in the analysis.
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Table 1. Attributes used to evaluate a golf destination
Code Name of the variable
Attributes related to the destination
Al Beautiful Scenery
A2 Pleasant Climate
A3 Good variety of toutist attractions
A4 Good hospitality and friendliness of local people
A5 Good safety and security
A6 Good quality of the gastronomy
A7 Good value for money
A8 Diversity of shopping facilities
A9 Good accessibilities
A10 Pleasant nightlife and entertainment
All Suitable number of golf courses
Attributes related to the golf conrses
B1 International airport proximity (1 hour or less travelling time)
B2 Ease of obtaining tee-times
B3 Suitable course fees
B4 Course design and competitiveness
B5 Good course upkeep
B6 Championship golf course
B7 Course rating in international ranking
B8 Good pro shop
B9 Good Club House
B10 Good practice and training facilities
B11 Good quality of the facilities

Selection of the competitive golf destinations
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Figure 1. The six main golf destinations under analysis

RESULTS
Sample profile

Concerning the characterization of the golfers in the sample, Table
2 indicates that the majority of respondents are from the United King-
dom (49.2%), with Portuguese being the second group in terms of size
(22.6%), followed by Scandinavians (10.5%), and Irish (8.1%), while
other nationalities represent 9.7% of the respondents. These values
are similar to the shares of occupation of the golf course in 2005 that,
according to the management of the Praia del Rey golf course, were
43% for those from the United Kingdom, 16% for Portuguese, 12% for
Scandinavians, 6 % for Irish and 13% for other nationalities. The vast
majority of players are male (79.8%); almost half of respondents are
between 46 and 60 years old (45.2%), while the great majority are be-
tween 31 and 60 (78.3%); 41.9% of respondents have a college degree.

Most respondents (61%), which from now on will be called “holi-
day golfers”, did not choose golf as the main reason for travel, whereas
those who did choose golf as the main reason for travel, which from
now on will be named “dedicated golfers”, represent a very appreci-
able slice of sample (39%). The literature often mentions these two
main categories of golf tourists (Readman, 2003).

As for the accommodation used, two main types were mentioned,
representing around 80% of the total of respondents in the sample.
While 40.3% of all respondents chose to stay at a hotel, 38.7% of re-
spondents have their own residence in Praia del Rey. For other forms
of accommodation, 10.5% chose to stay at a friend’s or relative’s house
and 8.9% opted for renting a house.
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The period of stay most represented is the 4-to-7 day period (42.7%),
which corresponds to the golf package which is most sold by tour opera-
tors, according to the report of the International Association of Golf Tour
Operators IAGTO, 2005). The period of stay reported in second place
is the 2-to-3 day period (26.6%). Again, this is in line with the IAGTO
(2005) report, which mentions that weekend golf tours packages, which
have been increasing in recent years, represent about 30% of the total of
golf packages. It should also be noted that the average period of stay cot-
responds to the good figure of 5.5 days, rising to 6.5 days when Portuguese
golfers are excluded. According to the Instituto Nacional de Estatistica of
Portugal (2005), the average stay in the registered accommodation facili-
ties in 2004 was 2.5 days for the Oeste region and 4.2 days for Portugal.

Table 2. Characteristics of golfers in the sample

Characteristics Frequencies Percentage
Country of residence
United Kingdom 61 49.2
Portugal 28 22.6
Scandinavia 13 10.5
Ireland 10 8.1
Other 12 9.7
Gender
Male 99 79.8
Female 25 20.2
Age structure (years)
15-30 10 8.1
31-45 41 33.1
46-60 56 45.2
>60 17 13.7
Level of Education
College graduate 52 41.9
Other 72 58.1
Golf as the motivation for travel
Main motivation 48 38.7
Secondary motivation 60 48.4
No motivation 16 12.9
Type of accommodation
Hotel 50 40.3
Own residence 48 38.7
Rented residence 11 8.9
Friend’s/relative’s house 13 10.5
Other 2 1.6
Length of stay
1 day 13 10.5
2-3 days 33 26.6
4-7 days 53 42.7
8-15 days 25 20.2
Total 124 100.0
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Finding the main perceptual dimensions with factor analysis

The main perceptual dimensions that golf tourists use when com-
paring the various golf destinations under consideration will be deter-
mined using factor analysis. These dimensions are then used to build
perceptual maps that show the competitive positions of the various
golf destinations under analysis. Then, multiple regression analysis
will be used to determine the relative importance of each dimension
in the choice of a golf destination.

Exploratory factor analysis is a multivariate technique often used to
reduce the information contained in a set of original variables into a
small number of factors, or dimensions, with minimal loss of informa-
tion (Gorsuch, 1983). Since it can handle any type of distribution of the
original data, the principal components method was the extraction tech-
nique chosen to identify the main perceptual dimensions that explain a
substantial amount of the variance contained in the original perceptual
data. The statistical software package used to process the data was SPSS.

Factor analysis (R type) was performed on a table whose rows
record the perceptions of all respondents for all destinations and
whose columns correspond to the 22 perceptual attributes, according
to the following procedure (Hair, Black, Babin, Anderson, & Tatham,
2000). Firstly, the correlation matrix was examined to check whether
the variables were sufficiently correlated with one another. Secondly,
the number of factors to be extracted was determined, and the degree
of adjustment of the factor model to the original data was evaluated.
Thirdly, the extracted factors were subjected to a Varimax rotation
to obtain more easily interpretable factors. Finally, factor scores for
each golf destination were computed to be used in further analysis,
particularly in the building of perceptual maps and in determining
the relative importance of each perceptual dimension.

To verify whether the variables were sufficiently correlated with
one another, a visual inspection of the correlation matrix was car-
ried out; Bartlett’s test of sphericity (1950) and the Kaiser-Meyer-
Olkin (KMO) measure of sampling adequacy were also computed.
The correlation matrix, in Table 3, shows that nearly all variables
have at least one correlation coefficient greater than, or equal to, 0.5
- except for three variables where this figure is 0.4. This means that
all variables are sufficiently correlated with each other to be included
in the analysis. In addition, Bartlett’s test of sphericity (1950) is sta-
tistically significant at the 0.001 level, which allows rejecting the null
hypothesis that the correlation matrix is an identity matrix. Finally,
the value of the KMO measure was 0.93, a figure which belongs to
the range of values that Kaiser (1974) considers to be “wonderful”.
For these three reasons it is concluded that these data are adequate
to be subjected to factor analysis.
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With regard to the number of factors to retain, the eigenvalue crite-
rion, which considers that all factors whose eigenvalues are greater than
one should be retained, indicates that three factors should be selected
- see Table 4. The extraction of three factors is also supported by the
Scree Test (Cattell, 19606), since the eigenvalues decrease very little from
more than 60% of the total variance of the original variables, percent-
age which is considered satisfactory in social sciences (Hair et al., 2000).

the third factor onwards. Furthermore, the three factors solution explains
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Finally, this solution is also a good solution from the interpretative point
of view, which is a very relevant practical criterion for researchers (Hair

et al., 20006; Lattin, Carrol, & Green, 2003).
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Table 4. Factors extracted with the principal components method

Factor Eigenvalue ?(%iance \C]:Ef::x(r(;o)
1 9.25 42.02 42.02
2 3.29 14.96 56.98
3 1.44 6.55 63.53
4 0.88 3.99 67.52
5 0.85 3.87 71.39
6 0.68 3.08 74.47
7 0.60 2.72 77.18
8 0.57 2.60 79.78
9 0.53 2.40 82.17
10 0.46 2.10 84.27
11 0.42 1.90 86.17
12 0.40 1.79 87.96
13 0.35 1.60 89.56
14 0.34 1.55 91.11
15 0.34 1.55 92.66
16 0.29 1.30 93.96
17 0.26 1.19 95.15
18 0.26 1.17 96.32
19 0.25 1.12 97.43
20 0.20 0.91 98.35
21 0.20 0.89 99.23

22 0.17 0.77 100.00
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Table 5. Solution obtained with the principal components method
and Varimax rotation

Variable Factor Factor Factor Commu-
1 2 3 nality

B6  Championship golf course 0.80 0.63

B7 Course rating 0.77 0.69

in international ranking

B8 Good pro shop 0.73 0.73

B4 Course design 0.72 0.69

and competitiveness

B9 Good Club House 0.70 0.69

B5 Good course upkeep 0.64 0.52 0.68

B2 Ease of obtaining tee-times 0.64 0.53 0.70

B11 Good quality 0.04 0.71

of the facilities

B10 Good practice 0.63 0.75

and training facilities

A7 Good value for money 0.81 0.81

A4 Good hospitality and friendliness 0.80 0.72

of local people

A5 Good safety 0.78 0.76

and security

A6 Good quality 0.76 0.65

of the gastronomy

Al Beautiful Scenery 0.71 0.62

B3 Suitable course fees 0.62 0.68

A10 Pleasant nightlife 0.78 0.77

and entertainment

A11 Suitable number 0.77 0.70

of golf courses

A3 Good vatiety 0.76 0.68

of tourism attractions

A8 Diversity of 0.70 0.76

shopping facilities

A9 Good accessibilities 0.69 0.79

A2 Pleasant Climate 0.56 0.69

B1 International airport proximity 0.55 0.83
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The solution with 3 factors obtained with Varimax rotation is shown
in Table 5. To facilitate the reading of this table, only the factor load-
ings whose absolute values are greater than 0.50 are shown. This solu-
tion is good for a number of reasons. Firstly, almost all variables have
factor loadings exceeding 0.60, except two of them which have fac-
tor loadings greater than 0.50, a value that is considered significant by
Hair et al. (20006). Secondly, nearly all variables are strongly correlated
with one factor only. Finally, looking at the values of the communali-
ties, the factor solution explains between 62% and 84% of the vari-
ance of the original variables.

With regard to the interpretation of the resulting factors, Table 5
shows that the three factors are related to three categories of attributes.
Factor 1 is clearly linked to the attributes of golf courses, the most
highly correlated being B6 - “Championship golf course”, followed by
B7 - “Course rating in international ranking”, B8 - “Good pro-shop”,
and B4 - “Course design and competitiveness”, with factor loadings
of 0.80,0.77,0.73 and 0.72, respectively. Thus, this factor will be called
“Golf”, and reflects the interest in the prestige and competitiveness
of the golf courses.

Factor 2 is associated with attributes of the golf destination, par-
ticularly with variables A7 - “Good value for money”, A4 - “Good
hospitality and friendliness of local people”, A5 - “Good safety and
security”, A6 - “Good quality of the gastronomy”, and Al - “Beauti-
ful scenery”, with factor loadings of 0.81, 0.80, 0.78, 0.76 and 0.71 re-
spectively. Thus, Factor 2 will be designated “Hospitality and Value”,
and reflects the interest in the relationship between quality and price,
and in the hospitality and security of the golf destination.

Factor 3 is strongly correlated with the attributes A10 - “Pleasant
nightlife and entertainment”, A11 - “Suitable number of golf cours-
es”, A3 - “Good variety of tourism attractions”, and A8 - “Diversity
of shopping facilities”, with factor loadings of 0.78, 0.77, 0.76 and
0.70 respectively. Therefore, Factor 3 will be called “Entertainment
and Leisure”, since it reflects the interest in the complementary activi-
ties in a golf destination related to tourism entertainment and leisure.

Perceptual maps showing the competitive positions of the golf destinations

In order to empirically establish the perceived competitive positions
of the six golf destinations of Portugal and Spain under analysis, pet-
ceptual maps were built, using all respondents, where each golf desti-
nation is represented by its mean factor score along each of the three
factors - see Figure 2 and Figure 3. These perceptual maps are an ex-
cellent way to confront the image of the various objects, simplifying a
huge amount of information (Pike & Ryan, 2004). Through this meth-
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odology it is possible to view the relative positions of the various golf
destinations along the three derived perceptual dimensions, as well as
the main differences between these destinations.

Figure 2 shows the perceptual map revealing the competitive po-
sition of the destinations under analysis in relation to dimensions F1
- “Golf” and F2 - “Hospitality and Value”. Figure 2 reveals that the
Oeste region is very well positioned along both dimensions F1 and F2.
On the other hand, the Costa de Lisboa region appears well positioned
in relation to the “Hospitality and Value” dimension but it is the least
well perceived destination on the “Golf”” dimension. The Algarve has
a slightly above average position along the first two perceptual dimen-
sions, whereas the group of Spanish destinations is relatively poorly
positioned regarding F2 - “Hospitality and Value”. In fact, the second
dimension separates the Spanish golf destinations from the Portu-
guese ones, with the latter being perceived as offering higher levels of
“Hospitality and Value” than their Spanish competitors. Finally, both
Costa Blanca and Costa Brava have below average perceived relative
positions on the first two perceptual dimensions, while Costa del Sol
is well positioned on the “Golf” dimension.
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Figure 2. Perceptual map “Golf”/”Hospitality and Value”
(all participants)

Figure 3 shows the perceptual map based on dimensions F1 - “Golf”
and I3 - “Entertainment and Leisure”. The third dimension separates
the Oeste destination from all other destinations, and reveals that Oeste
is perceived as the worst destination in terms of “Entertainment and
Leisure”. The destinations better positioned alongside I3 are the Cos-
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ta Brava and the Costa de Lisboa, followed by the Costa del Sol. The
Costa Blanca and the Algarve display average values as regards dimen-
sion F3 - “Entertainment and Leisure”.

=y

.5

o
B
5
0
]
-
?'5 i 4 Costa de Lisboa # CostaBrava
5 4 Costa del Sol
& * .
__Algarve
g0 Costa Blanca '
£
©
o5
g
c
w
™-1 1
w
4 Oeste
-1.5 T T T T T T T T
-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1
F1 - Golf

Figure 3. Perceptual map “Golf”/”Entertainment and Leisure”
(all participants)

Deternining the importance of the choice dimensions with multiple regression
analysis

Multiple regression analysis was the technique used to identify the
relative importance of each perceptual dimension in the choice of a
golf destination. The “recommendation of the golf destination” was
used as the dependent variable, since the “choice of the golf destina-
tion” was not directly measured, and the independent variables were
the factor scores obtained for dimensions F1 - “Golf”, F2 - “Hospi-
tality and Value” and I3 - “Entertainment and Leisure”.

The results of the multiple regression analysis are shown in Table
0, in the part referring to “all golfers”. Equation (1) shows the linear
regression model with the three factors, explaining 43% of the total
variation of the variable “recommendation of the golf destination”.

(1) Recommendation of the golf destination = 4.65 + 0.53 F1 + 0.51
F2-0.16 F3;

R?=0.43

(107.24) (12.57) (5.34) (-7.55)

As expected, the “recommendation of the golf destination” in-
creases with the increase of dimensions F1 - “Golf” and F2 - “Hos-



44 COMPETITIVE CHOICE OF GOLF DESTINATIONS

pitality and Value”. Surprisingly, the “recommendation of the golf
destination” decreases as dimension F3 - “Entertainment and Lei-
sure” increases. The Beta values, in Table 6, indicate that the dimen-
sions F1 and F2, whose values are 0.44 and 0.42 respectively, have
basically the same importance, and are much more important in the
regression model than the perceptual dimension F3, whose absolute
value is 0.13. This means that the “recommendation of the golf des-
tination” depends mainly on the perceptions that tourists have of that
destination along dimensions F1 - “Golf” and F2 - “Hospitality and
Value”. The regression model also indicates that the golf destinations
that are better perceived in terms of the dimension F3 - “Entertain-

ment and Leisure” have lower levels of recommendation, for equal
values of 1 and F2.

Investigating differences between “holiday golfers” and “dedicated golfers”

The preceding analysis will now be repeated for two segments of
tourists mentioned in the literature (Readman, 2003), the “holiday
golfers” and the “dedicated golfers”, in order to investigate the differ-
ences between these two groups of golf tourists. In this part of the
analysis only the responses of golfers who do not own a residence in
the Praia del Rey resort will be considered - 61.3% of the sample, so
as not to include this subjective component in the analysis. It must be
pointed out here the fact that 68.7% of the “dedicated golfers” stated
they knew at least four of the six golf destinations under analysis, and
47.2% at least five of these destinations; these figures are 36.2% and
22.4%, respectively, for the “holiday golfers” segment. This means that
the segment of “dedicated golfers” has superior personal information
and experience regarding the set of golf destinations under analysis.

The factor analysis carried out for both segments of golf tourists
showed a factor structure similar to that previously obtained where
all respondents were considered. The perceptual maps based on the
dimensions F1 - “Golf” and F2 - “Hospitality and Value”, prepared
for the “holiday golfers” and “dedicated golfers” segments are shown
in Figure 4 and Figure 5, respectively.

The perceptual map for “holiday golfers”, shown in Figure 4, is
similar to that obtained where all respondents were considered - see
Figure 2. However, the position of the “Costa Brava” is perceived by
the “holiday golfers” segment to be closer to that of the “Costa del
Sol”, whereas its position was closer to that of the “Costa Blanca”
when the perceptions of all golfers were analyzed. In addition, as
shown in Figure 4, the Algarve has a less favorable perceived position
in relation to dimension F1 - “Golf”.
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Figure 4. Perceptual map “Golf” /”Hospitality and Value”
(“holiday golfers”)

On the other hand, the perceptual map for the “dedicated golfers”
segment, in Figure 5, is quite different, reflecting the better knowledge
that this segment has of the several golf destinations under analysis.
The “dedicated golfers” consider that the best positioned destina-
tions jointly in terms of the dimensions F1 and F2 are the Oeste, the
Algarve and the Costa del Sol, with the Costa del Sol slightly exceed-
ing the Oeste on dimension F1 — “Golf”. The Algarve noticeably im-
proves its position along the first perceptual dimension compared to
that obtained where all respondents were considered.

Turning to dimension F2 - “Hospitality and Value”, the three Pot-
tuguese golf destinations are valued higher than the Spanish golf desti-
nations, but the Costa del Sol substantially improves its perceived posi-
tion, compared to that shown in Figure 2. The Costa de Lisboa region,
although well positioned along the second dimension, continues to have
a less favorable perceived position regarding the “Golf” dimension.
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Following the same procedure as before, multiple regression analy-
sis was used to determine the relative importance of each perceptual
dimension, taking “recommendation of the golf destination”,Y, as the
dependent variable and the three factors as the independent variables.
The multiple regression equations obtained for the “holiday golfers”
and the “dedicated golfers” segments are identified below with the
numbers (2) and (3), respectively. To facilitate the comparison, the re-
gression model obtained for all respondents is presented again - equa-
tion (1). The results of multiple regression analysis for the various seg-
ments of golf tourists are shown in Table 0.

(1) Y (all participants) = 4.65 + 0.53 F1 + 0.51 F2 - 0.16 F3;
R’=0.43
(107.24) (12.57) (5.34)  (-7.55)

(2) Y (holiday golfers) = 4.41 + 0.45 F1 + 0.66 F2 — 0.15 F3;
R?= 0.47
(20.90) (9.96) (7.68) (-4.56)

3) Y (dedicated golfers) = 4.84 + 0.53 F1 + 0.42 F2 — 0.29 F3;
g
R?= 0.49
(21.65) (9.45) (217) (-3.40)

The comparison of the various regression models leads to the fol-
lowing conclusions. Firstly, the most important perceptual dimensions
are F1 and F2 for the three sets of participants; dimension F3 is con-
siderably less important than the other two dimensions. However, for
the “holiday golfers” segment, equation (2) reveals that is the “Hos-
pitality and Value” dimension, F2, which assumes greater importance
on the recommendation of the golf course to other people - Table 6
shows a Beta value of 0.51. The “Golf” dimension, F'1, also presents
an appreciable relative importance, with a Beta figure of 0.40. On the
contrary, regarding the “dedicated golfers” segment, equation (3) re-
veals that is the “Golf” dimension which assumes greater importance
on the recommendation of the golf course to other people - its Beta
value is 0.45. For this segment the dimension “Hospitality and Value”
is the second most important, with a Beta figure of 0.39.

These results are in line with what one would expected, with “holi-
day golfers” putting more emphasis on the “Hospitality and Value”
of the golf destination and the “dedicated golfers” preferring firstly
the aspects related to the practice of “Golf”. The “dedicated golfers”
also have the particularity of weighing the dimension F3 - “Entertain-
ment and Leisure” more negatively than the “holiday golfers”; their
Beta values in Table 6 are -0.25 and -0.12, respectively.
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Table 6. Multiple regression results
for the various segments of respondents
Dependent variable:
Recommendation of the golf destination
B Beta t Multiple R RSquare
All golfers
Constant 4.65 107.24 0.65 0.43
F1 0.53 0.44 12.57
2 0.51 0.42 5.34
I3 -0.16  -0.13 -7.55
Holiday golfers
Constant 441 20.90 0.69 0.47
F1 0.45 0.40 9.96
F2 0.66 0.51 7.68
F3 -0.15  -0.12 -4.56
Dedicated golfers
Constant 4.84 21.65 0.70 0.49
F1 0.53 0.45 9.45
2 0.42 0.39 2.17
F3 -029  -0.25 -3.40

Managerial implications

The results obtained in the previous section suggest the existence
of two well-defined types of golfers, and confirm the difficulties of
managing a golf destination mentioned in the literature (e.g., Amords,
2003; Petrick & Backman, 2002). Important factors for golfers are not
only the level of quality of the products and services offered, crucial
for developing the loyalty of consumers and the competitiveness of a
golf destination, but also other, more difficult to control, such as the
hospitality and security of the golf destination, which also depend on

the residents and local authorities.
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The multivariate method in this research can be useful for man-
agers of golf destinations to support policies and practices aiming at
capturing the preferences of these two segments of golfers and, con-
sequently, to improve the competitive position of the golf destina-
tions under their command. Taking the region Oeste of Portugal as
an example, its position in all the derived perceptual maps indicates
the possibility of using consumers as “ambassadors” of this destina-
tion. Thus, the excellent competitive position of the Oeste golf desti-
nation should be included in its communication policy, aimed at both
the final consumers and the distribution channels. The Oeste region
could develop and implement relational marketing strategies aimed at
developing the golfers’ loyalty, and policies that intensify the “word of
mouth”. It could also offer familiarization trips for specialist journal-
ists and tour operators.

Turning to the Algarve, the quality of its “Golf” is recognized by
the experts, the “dedicated golfers” segment, but the “holiday golfers”
segment does not perceive this golf destination in such a positive way
- in fact, Figure 4 shows that the Algarve is perceived below the aver-
age along the “Golf” dimension. One reason for this might be that the
Algarve is not effective in the way it communicates the excellence of
its golf courses to the less connoisseur, “holiday golfers” segment. To
improve the competitive position of the Algarve along the “Golf” di-
mension, concerning the “holiday golfers” segment, managers should
focus on improving the scores of this destination on the original vari-
ables which load highly on this dimension, and where the Algarve is at
a competitive disadvantage. The inspection of the mean of the origi-
nal variables shows that managers should pay particular attention to
variables B6 - Championship golf course and B7 - Course rating in
international ranking.

DISCUSSION

The central objective of this study is to determine the main factors
influencing the choice of a golf destination. This research aims to ex-
pand the literature on perceptual mapping and on strategic marketing
by being the first which uses factor analysis to derive perceptual maps
that establish the perceived competitive positions of golf destinations.
Factor analysis revealed that golfers use three main perceptual dimen-
sions when they evaluate the golf destinations under analysis. These
are the dimension F1 - “Golf”, which is clearly associated with the
attributes of the golf courses, the dimension F2 - “Hospitality and
Value”, which reflects the interest in the price-quality ratio and in the
hospitality and security of the golf destination, and the dimension
F3 - “Entertainment and Leisure”, which mirrors the interest in the
complementary activities offered by a tourism destination, namely in
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the entertainment and leisure tourism activities. The perceived com-
petitive positions of the six main golf destinations of Portugal and
Spain were then empirically established through the construction of
perceptual maps, where each golf destination is represented by its av-
erage factor score.

Multiple regression analysis, where the “recommendation of the golf
destination” was the dependent variable and the independent variables
were the three factors, F1 - “Golf”, F2 - “Hospitality and Value” and
F3 - “Entertainment and Leisure”, revealed that, where all respondents
were considered, the dimensions “Golf” and “Hospitality and Value”
have basically the same importance, and are much more important than
the dimension “Entertainment and Leisure” in the choice of a golf
destination. This analysis also showed, as expected, that the “recom-
mendation of the golf destination” increases with the increase of the
dimensions F1 - “Golf” and F2 - “Hospitality and Value”. This coz-
roborates research results reported by Silvestre et al. (2007) where a
factor representing the characteristics of the golf course was found to
positively affect the intentions of golfers to recommend the Algarve’s
golf courses. Surprisingly, the “recommendation of the golf destina-
tion” decreases with the increase of the dimension F3 - “Entertain-
ment and Leisure”, which is a result that could be studied in future re-
search. This regression model explains 43% of the total variation of
the variable “recommendation of the golf destination”.

The preceding methodology was repeated for two segments of
golfers - “holiday golfers” and “dedicated golfers”, revealing different
perceptual maps for these two segments. The “holiday golfers” clearly
set the Oeste region apart from the competition, while the “dedicated
golfers”, more knowledgeable of the various golf destinations under
analysis, do highlight a competitive cluster that includes the Oeste, the
Algarve and the Costa del Sol. Regarding the relative importance of
the perceptual dimensions, for “holiday golfers” the most important
dimension influencing the “recommendation of the golf destination”
to other people is the dimension F2 - “Hospitality and Value”, fol-
lowed by dimension F1 - “Golf”. On the contrary, for the “dedicated
golfers” segment, the importance of these two perceptual dimensions
is reversed. In addition, the “dedicated golfers” segment attributes far
greater importance to the dimension F3 - “Entertainment and Leisure”
than the “holiday golfers”, a dimension which is considered undesit-
able by both segments. This finding, however, is not in line with the
“avid golfer” segment of the typology of golf tourists suggested by
Tassiopoulos and Haydam (2008). This segment, which shares with the
“dedicated golfers” segment the fact of having golf as the primary fo-
cus of the travel, prefers (along with other variables) the existence or
availability of night life, which is a variable highly correlated with the
undesirable “Entertainment and Leisure” dimension.
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The results of this research suggest the existence of two well de-
fined types of golfers, with different preferences, and corroborate the
difficulties of managing a golf destination mentioned in the literature
(e.g., Amords, 2003; Petrick & Backman, 2002). However, unlike some
studies (Silvestre, Correia, & Barros, 2007) which claim that golf tour-
ism is a focused activity not connected to the tourism destination, this
study suggests that the attributes of the destination play a relevant role
in the choice of a golf destination. On the other hand, the present
results partially confirm the findings obtained by Hutchinson et al.
(2009) in the sense that the perceived value, a variable which is highly
correlated with the “Hospitality and Value” dimension, has a positive
influence on word-of-mouth/recommendation of the golf destination.

The reported results should be appraised with regards to the limi-
tations of this research. One of these is the type of sampling method
used; a non-probabilistic sampling method was used, namely a quota
sample, which precludes the generalization of the results of this re-
search. Another limitation of this study is the period during which
the data was collected, throughout December 2006 and January 2007,
which does not cover the entire annual spectrum and the associated
seasonality.

A third important limitation stems from having compared six golf
destinations using data collected on only one of them — the Oeste
destination. If, on the one hand, this is not a problem in terms of the
application of the multivariate methodology explored in this study
— which can be used with other research designs, on the other hand,
the excellent results of the Oeste region, compared with other more
mature and consolidated destinations, might have been influenced by
the positive perceptions that the respondents were experiencing at the
Oeste at the moment of the data collection. Indeed, the Praia del Rey
golf course is located in a unique spot in terms of natural landscape.
The resort won the prize of Golf Resort of the Year - Europe 2007,
awarded by the International Association of Golf Tourist Operators
(IAGTO), and the golf course has won several international awards
for its location, design and competitiveness.

Some methodological issues for discussion and future research are
also suggested. Definitely, it would be of interest to analyze how the
results obtained might differ depending on the golf destination where
the data are collected. But, what should be the optimal design for this
type of study regarding the selection of the respondents? Should the
sample contain golfers who are actually playing in each of the golf des-
tinations under analysis? Or would it be better to survey golfers who
have recently played in the golf courses under analysis, but who are in
their houses, in their home countries?

A result of this research that might trigger further investigation on
attributes or dimensions that are unwanted by golf tourists is the find-
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ing that dimension F3 - “Entertainment and Leisure” is considered un-
desirable by both segments of golfers. In fact, another recent research
- the study by Barros, Butler and Correia (2010) - has also found an
attribute which is not wanted by golf tourists. These researchers ana-
lyzed the length of stay of golf tourists in the Algarve, via survival
models, and found that the “length of stay decreases with (the attri-
bute) beach, signifying that golf tourists are not sea oriented tourists”.

Finally, the methodology used in this research could be useful at
different periods of the year to observe the changing perceptions of
the golf tourists, and to research other segments of golf tourists -
such as golfers from specific countries, or segments derived through
the use of multivariate clustering techniques. A comparison of the re-
sults would be possible.
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