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ABSTRACT: There are some empirical evidences that tourists’ satisfaction is an indicator of  
their future behaviour, particularly of  their intention to revisit and/or recommend the des-
tination to others, that is, of  their loyalty. Therefore, the analysis of  tourist satisfaction is of  
singular relevance to those involved in the management of  tourism. The main objective of  
this study is to analyze the satisfaction of  the tourists who visited Santiago de Compostela 
during the Holy Year. The information was collected from a sample of  400 tourists in 2010. 
The survey concerned such aspects as the image of  the destination, tourists’ satisfaction and 
loyalty. The study shows that the level of  satisfaction and loyalty is quite high. Nevertheless 
the analysis of  the sample based on various segmentations (national-foreigners, male-female, 
ÀUVW�WLPH�YLVLWRUV�UHSHDWHUV��HWF���KDV�UHYHDOHG�VRPH�VLJQLÀFDQW�GLIIHUHQFHV�EHWZHHQ�JURXSV��
7KH�UHVXOWV�DOVR�DOORZ�VRPH�FRQFOXVLRQV�DERXW�WKH�LQÁXHQFH�RI �WKH�+RO\�<HDU�LQ�WRXULVWV��H[-
perience. Keywords: Satisfaction, Loyalty, Cultural Tourism, Galicia, Holy Year.

RESUMEN: +D\�GDWRV�HPStULFRV�TXH�GHPXHVWUDQ�TXH�OD�VDWLVIDFFLyQ�GH�ORV�WXULVWDV�HV�XQ�
LQGLFDGRU�GH�VX�FRPSRUWDPLHQWR�IXWXUR��SDUWLFXODUPHQWH�GH�VX�LQWHQFLyQ�GH�UHYLVLWDU�\�R�UHFR-
PHQGDU�HO�GHVWLQR�D�RWUDV�SHUVRQDV��R�VHD��XQ�LQGLFDGRU�GH�OHDOWDG��3RU�FRQVLJXLHQWH��HO�DQiOLVLV�
GH�OD�VDWLVIDFFLyQ�GH�ORV�WXULVWDV�DVXPH�HOHYDGD�UHOHYDQFLD�HQ�OD�JHVWLyQ�GHO�WXULVPR��(O�SULQ-
FLSDO�REMHWLYR�GH�HVWH�HVWXGLR�HV�DQDOL]DU�OD�VDWLVIDFFLyQ�GH�ORV�WXULVWDV�TXH�YLVLWDURQ�6DQWLDJR�
GH�&RPSRVWHOD�GXUDQWH�HO�$xR�6DQWR��/D�UHFRJLGD�GH�LQIRUPDFLyQ�WUDVFXUULy�HQ�HO�DxR������\�
WXYR�SRU�EDVH�XQD�PXHVWUD�GH�����WXULVWDV��/D�HQFXHVWD�LQFOX\y�ORV�DVSHFWRV�GH�OD�LPDJHQ�GHO�
GHVWLQR��OD�VDWLVIDFFLyQ�\�OD�OHDOWDG��(O�HVWXGLR�PXHVWUD�TXH�HO�QLYHO�GH�VDWLVIDFFLyQ�\�OD�OHDOWDG�
VRQ�EDVWDQWH�DOWRV��6LQ�HPEDUJR��HO�DQiOLVLV�FRPSDUDWLYR�GH�ORV�YDULRV�VHJPHQWRV�GH�OD�PXHVWUD�
(nacionales versus extranjeros, masculina versus femenino, primera visita versus visita repetida) 
GHVYHOy�DOJXQDV�GLIHUHQFLDV�VLJQLÀFDWLYDV�HQWUH�JUXSRV��/RV�UHVXOWDGRV�WDPELpQ�SHUPLWHQ�UH-
FRJHU�DOJXQDV�FRQFOXVLRQHV�VREUH�OD�LQÁXHQFLD�GHO�$xR�6DQWR�HQ�OD�H[SHULHQFLD�GH�ORV�WXULVWDV��
Palabras clave: 6DWLVIDFFLyQ��/HDOWDG��7XULVPR�&XOWXUDO��*DOLFLD��$xR�6DQWR�

RESUMO: +i�GDGRV�HPStULFRV�TXH�GHPRQVWUDP�TXH�D�VDWLVIDomR�GRV�WXULVWDV�p�XP�LQGLFDGRU�
GR�VHX�FRPSRUWDPHQWR�IXWXUR��SDUWLFXODUPHQWH�GD�VXD�LQWHQomR�GH�UHYLVLWDU�H�RX�UHFRPHQGDU�
R�GHVWLQR�D�RXWUDV�SHVVRDV��RX�VHMD��XP�LQGLFDGRU�GH�OHDOGDGH��3RU�FRQVHJXLQWH��D�DQiOLVH�GD�
VDWLVIDomR�GRV�WXULVWDV�DVVXPH�HOHYDGD�UHOHYkQFLD�QD�JHVWmR�GR�WXULVPR��2�SULQFLSDO�REMHFWLYR�
GHVWH�HVWXGR�p�DQDOLVDU�D�VDWLVIDomR�GRV�WXULVWDV�TXH�YLVLWDUDP�6DQWLDJR�GH�&RPSRVWHOD�GXUDQ-
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WH�R�$QR�6DQWR��$�UHFROKD�GH�LQIRUPDomR�GHFRUUHX�HP������H�WHYH�SRU�EDVH�XPD�DPRVWUD�GH�
����WXULVWDV��2�LQTXpULWR�DEUDQJHX�RV�DVSHFWRV�GD�LPDJHP�GR�GHVWLQR��D�VDWLVIDomR�H�D�OHDOGDGH��
2�HVWXGR�PRVWUD�TXH�R�QtYHO�GH�VDWLVIDomR�H�D�OHDOGDGH�VmR�EDVWDQWH�DOWRV��1R�HQWDQWR��D�DQi-
lise comparativa dos diversos segmentos da amostra (nacionais versus estrangeiros, masculina 
versus feminino, primeira visita versus�YLVLWD�UHSHWLGD��UHYHORX�DOJXPDV�GLIHUHQoDV�VLJQLÀFDWLYDV�
HQWUH�JUXSRV��2V�UHVXOWDGRV�WDPEpP�SHUPLWHP�H[WUDLU�DOJXPDV�FRQFOXV}HV�VREUH�D�LQÁXrQ-
FLD�GR�$QR�6DQWR�QD�H[SHULrQFLD�GRV�WXULVWDV��Palavras chave: SatisfaomR, Lealdade, Turismo 
Cultural, Galiza, Ano Santo.

INTRODUCTION

The study of  consumer satisfaction has been a central goal in 
a modern approach of  marketing, and many authors have inves-
WLJDWHG�LWV�EDFNJURXQG��&KXUFKLOO�-U��DQG�6XUSUHQDQW��������2OLYHU��
������2OLYHU�DQG�'H6DUER���������:H�FDQ�DQDO\]H�RYHUDOO�FRQVXPHU�
satisfaction with the product and/or with its attributes. Some au-
thors implicitly consider overall satisfaction as a kind of  synthetic 
indicator obtained from satisfaction with various attributes of  the 
product or service, while others indicate that overall satisfaction 
is a broader concept than the simple weighted sum of  the asses-
sments of  individual attributes (Fornell, 1992; Gnoth, 1994). In 
any case, overall and attribute satisfaction are related constructs 
(Oliver, 1993). This theory also applies to tourism sector, since 
tourists’ satisfaction with the components or individual charac-
teristics of  the target contributes to overall satisfaction (LD Ross 
and Iso-Ahola, 1991, Danaher and Arweiler, 1996; Hsu, 2003). 
The tourists enjoy a variety of  services and can assess each ser-
vice separately. Satisfaction with various attributes of  destination 
shall lead to overall satisfaction (Kozak and Rimmington, 2000). 
Overall satisfaction is therefore a function of  the satisfaction 
with the individual elements/attributes of  the products and/or 
services that are part of  the tourism experience, such as accom-
modation, catering, weather, nature, social environment etc. The 
information about these aspects is usually gathered through sur-
YH\V��VHH�IRU�H[DPSOH�&KL�DQG�4X���������

Furthermore, a review of  the literature on customer behaviour 
reveals that satisfaction leads to repeat purchases and/or positi-
ve Word of  Mouth recommendations, which are the main indi-
cators of  loyalty, a strategic goal for businesses. The results of  
QXPHURXV�VWXGLHV�FRQÀUP�D�SRVLWLYH�DQG�VLJQLÀFDQW�UHODWLRQVKLS�
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between these two variables (Anderson and Sullivan, 1993, Taylor 
and Baker, 1994; Cronin Jr et al., 2000). At the present time, the 
satisfaction is interpreted as the main determinant of  loyalty: only 
D�VDWLVÀHG�FXVWRPHU�ZLOO�EH�OR\DO��7KHVH�FRQVLGHUDWLRQV�KDYH�OHG�
researchers of  tourism to incorporate the concept of  consumer 
loyalty in relation to tourist destinations, and to show that tou-
rists’ satisfaction is a strong indicator of  loyalty (Yau and Chan, 
1990; GF Ross, 1993; Juaneda, 1996; Beeh and Prentice, 1997; 
%UDPZHOO��������.R]DN�DQG�5LPPLQJWRQ��������%LJQH�HW�DO����������
.R]DN��������<RRQ�DQG�8\VDO��������&KL�DQG�4X��������6DWLVÀHG�
tourists are more likely to return to the same destination and are 
more willing to share their positive travel experience with friends 
and family. The loyalty, expressed as intentions to recommend the 
destination, through the Word of  Mouth is a particularly impor-
WDQW�DVSHFW�LQ�WKH�ÀHOG�RI �WRXULVP��LQ�ZKLFK�WKH�UHFRPPHQGDWLRQV�
of  previous visitors are considered the most reliable source of  
information by potential tourists (Murray, 1991; Gartner, 1994, 
Vazquez et al., 2002, Yoon and Uysal, 2005). Due to its implica-
tions to the loyalty, the analysis of  tourist satisfaction is particu-
larly important for those responsible for the sector. 

In the case of  the Autonomous Community of  Galicia, the 
tourism sector plays an important role in the economy of  the re-
gion. Tourism activity generates a 10.9% of  GDP and the em-
ployment linked to the sector accounts for 10.3% of  total em-
ployment, slightly above the Spanish average for these items: 
������DQG������UHVSHFWLYHO\��([FHOWXU���������,W�LV�QRWHZRUWK\�
WKDW�WRXULVP�LQ�*DOLFLD�KDV�H[SHULHQFHG�D�VLJQLÀFDQW�JURZWK�VLQFH�
the early 90’s, both in absolute terms and in their participation in 
the overall economy (Garin-Munoz, 2009). 

The weather conditions in Galicia are less favourable than in 
other regions for the development of  tourism known as “sun 
and beach”. It has led to the utilization of  other resources such 
as natural, gastronomic or heritage in order to generate tourism 
products that could attract the demand. Within tourist offer in 
Galicia a role of  cultural tourism understood in a broad sense is 
of  a particular relevance. The important role as a tourist attrac-
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tion in Galicia plays the Cathedral of  Santiago de Compostela 
and the tomb of  the Apostle St. James, being the city of  Santia-
go de Compostela, the end point of  the pilgrimage route. This 
icon can be used as a shuttle for the arrival of  tourists to other 
parts of  the community. 
,Q�UHFHQW�\HDUV��DQG�SDUWLFXODUO\�VLQFH�������D�EUDQG�;DFREHR��

associated with the Holy Year has been consolidating. The Holy 
Year is celebrated when the Feast of  the Apostle (July 25) ma-
tches on Sunday. The celebration of  this event has been positi-
YHO\�UHÁHFWHG�LQ�WRXULVW�LQÁRZ��ZLWK�VLJQLÀFDQW�LQFUHDVHV�LQ�YLVLWRU�
numbers and overnight stays in comparison to a “normal” year. 
Several studies indicate that the Holy Year have a considerable 
LQÁXHQFH�RQ�WRXULVP�GHPDQG��DFWLQJ�DV�D�PDMRU�SXOO�IDFWRU��%ODQ-
co and Garrido, 1994; Martinez Roget et al., 2009) and affects not 
only the arrival of  pilgrims but also the tourism in Galicia in ge-
neral and particularly in Santiago de Compostela (Santos, 2006). 

Jacobean Holy Year is a special case of  recurring event and 
held at irregular intervals, since it frequency responds to a cycle 
of  6, 11, 6, and 5 years. The event includes an important agenda 
of  cultural activities and performances that extends throughout 
Galicia. Although its beginnings are closely related to religious 
tourism, the event has gone beyond the purely religious scope to 
contribute decisively to the promotion of  Galicia as a tourist des-
tination and consequently, to attract millions of  visitors. 

The main objective of  this paper is to analyze the satisfaction 
of  the tourists visiting Santiago de Compostela. This analysis will 
include both overall satisfaction with the visit, and the satisfaction 
with the various aspects of  the tourism experience. Since tourists’ 
satisfaction is a major determinant of  their loyalty, the study was 
completed with the evaluation of  this variable. As the work is 
part of  an investigation conducted in 2010, coinciding, therefo-
UH��ZLWK�WKH�+RO\�<HDU��WKH�SDSHU�DOVR�H[DPLQHV�WKH�LQÁXHQFH�RI �
the event in the tourist experience. 

After this introduction, the following paragraph presents the 
methodology applied in the study, and following this, we analyze 
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the results of  the investigation. The paper concludes with several 
NH\�ÀQGLQJV�DQG�UHIHUHQFHV��

METHOD

7KH�ÀHOG�ZRUN�ZDV�GHYHORSHG�LQ�6DQWLDJR�GH�&RPSRVWHOD�GX-
ring the third quarter of  2010. A survey has been conducted and 
addressed only to visitors who stayed overnight in the city (tou-
rists) and not to day visitors, as the latter were unable to com-
ment on some of  the attributes of  the destination, for example, 
the housing. 

A 400 tourists were surveyed, which involves working with 
D�VDPSOLQJ�HUURU�RI ����IRU�D�FRQÀGHQFH�OHYHO�RI �����DQG�WKH�
maximum uncertainty (p = q = 0.5). Given the heterogeneity 
of  tourists visiting Santiago de Compostela and the potentially 
different behaviours that may depend on its characteristics, the 
sample was segmented into two strata according to the origin of  
WKH�WRXULVWV��7KH�ÀUVW�VWUDWXP�LQFOXGHG�WRXULVWV�ZLWK�6SDQLVK�QD-
tionality (nationals), while the second consisted of  tourists of  any 
other nationality (foreigners). In both cases the sample size was the 
same, 200. Among the foreigners the sample was representative 
of  the weight of  each nationality in the tourism of  Santiago de 
Compostela. The information was collected through simple ran-
dom sampling in the main tourist attraction points of  the city. 

The questionnaire includes questions that try to approximate 
the satisfaction of  tourists with different aspects that make up 
the framework of  the visit, their overall satisfaction with the vi-
sit and their loyalty to the destination. Responses were assessed 
WKURXJK�D�ÀYH�SRLQW�/LNHUW�VFDOH�ZKHUH���UHSUHVHQWV�“strongly di-
VDJUHHµ���´QRW�VDWLVÀHG�DW�DOOµ and 5 ´VWURQJO\�DJUHHµ���´YHU\�VDWLVÀHGµ� 
Satisfaction with different aspects or attributes of  the destination 
LV�GHÀQHG�WKURXJK�YDULRXV�LWHPV�WR�DVVHVV�WRXULVP�H[SHULHQFH�LQ�
relation to accessibility, signage, places of  interest, cultural and 
leisure offer, trade, accommodation, gastronomy and environ-
ment. Overall satisfaction is assessed in two ways: directly, asking 
about the same and indirectly through two items, asking whether 
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the visit to Santiago was worth it and whether it exceeded their 
expectations. To assess the loyalty of  the tourists they were asked 
about the intention to revisit and recommend the destination. 
Given that the study was carried out during the Holy Year, it in-
cluded a series of  questions in order to know how the event had 
affected tourists’ experience. 

Moreover, the survey also included questions about other va-
riables such as the image of  the destination, tourist motivation, 
their spending or their sociodemographic characteristics. Desig-
ning the survey, questionnaires used in similar studies were taken 
as reference (Yoon and Uysal, 2005, Huang and Chiu, 2006; Chi 
DQG�4X��������.RODU�DQG�=DENDU��������ZLWK�WKH�DSSURSULDWH�DG-
MXVWPHQWV�DQG�PRGLÀFDWLRQV��

RESULTS

Attribute and Overall Satisfaction 

7KH�ÀUVW�UHPDUNDEOH�UHVXOW�LV�WKDW�WKH�WRXULVWV·�VDWLVIDFWLRQ�ZLWK�
some of  the attributes of  the city is very high, as listed in Table 1. 
The environment is found by tourists as the most satisfying aspect 
ZLWK�DYHUDJH�UDWLQJV�KLJKHU�WKDQ�IRXU�LQ�D�/LNHUW�ÀYH�SRLQW�VFDOH�
on all items of  this attribute. Visitors emphasize the peaceful and 
quiet atmosphere, street cleaningness and security. 

Among the items of  the attribute accessibility and signage, visi-
tors are particularly pleased with the service offered by the tou-
ULVW�LQIRUPDWLRQ�RIÀFHV�ZLWK�DQ�DYHUDJH�UDWLQJ�RI �������DOWKRXJK�
it should be noted that almost half  of  respondents did not use 
this service. A probable cause of  that could be that a high num-
ber of  tourists have previously visited the city and therefore they 
have some prior knowledge of  it. 

Similarly, the satisfaction of  visitors with the attribute trade is 
also high, being the wide variety of  shops the most valued, around 
3.97 points. Also the product quality and friendliness of  person-
nel get high evaluations. The least valued is the quality/price rate. 

It is also important the level of  visitors’ satisfaction with the 
accommodations. The prominent aspects of  accommodation for tou-

TOURISTS’ SATISFACTION WITH SANTIAGO DE COMPOSTELA



313

rists are its variety, its singularity and historical interest or the qua-
lity of  the service, since their ratings of  these items are around 4 
points. The quality/price rate has a lower value than other items. 

Table 1. Satisfaction with Different Attributes of  the Destination 

Attribute /Statement Average SD

Accessibility and signage

The city access is easy 3.71 0.95

The accesses to buildings and sites are easy 3.76 0.95

Mobility within the city is easy 3.66 0.95

7KH�VLJQDJH�RI �EXLOGLQJV�DQG�SODFHV�RI �LQWHUHVW�LV�VXIÀFLHQW� 3.67 0.95

7KHUH�LQIRUPDWLRQ�DW�WRXULVW�RIÀFHV�LV�JRRG 4.17 ����

Places of  interest and cultural and leisure offer. 

There is a wide variety of  places and options of  cultural interest 4.39 0.73

The prices of  visiting and participating are reasonable 3.71 0.93

There is a wide variety of  events / special festivals 3.46 1.06

There is a wide variety of  nightlife 3.29 1.29

The prices of  activities and events are reasonable 3.02 1.22

Trade 

There is a wide variety of  shops 3.97 0.79

The quality of  the products in stores is good 3.71 ����

The quality/ price relationship is reasonable 3.49 ����

The personnel are friendly. 3.69 0.91

Accommodation 

There are various accommodation options 4.03 ����

The accommodation places are singular and of  historical interest 3.95 ����

The quality of  the service is good 3.95 ����

The quality/ price relationship is reasonable 3.76 0.90

Gastronomy 

It has a varied cuisine 4.13 0.71

The local cuisine stands out 4.15 ����

The product quality is very good 4.22 ����

The service of  the restaurants is good ���� ����

The price of  the meals is reasonable 3.75 ����

Environment 

There city has a peaceful and quiet atmosphere 4.15 ����

The city is clean 4.06 0.74

The city is safe 4.24 0.62

Source: Authors. 
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The gastronomy is highly assessed by tourists as well, and espe-
cially the good quality of  products, the variety of  cuisine and the 
local cuisine. Also the service at the restaurants has a high avera-
ge rating, with nearly four points. The price of  the meals is the 
LWHP�WKH�WRXULVWV�DUH�OHVV�VDWLVÀHG�ZLWK��

The tourists’ satisfaction with places of  interest and cultural and 
leisure offer, is not that high as with other attributes however their 
ratings cannot be described as low. Some aspects, such as the va-
riety of  places and options of  cultural interest obtained, in fact, a 
high valuation, with an average score of  4.39 points. Nonetheless, 
the prices of  the activity and the variety of  nightlife are among 
the least valued in this attribute, while having a high percentage 
of  non-response. 

In line with the high level of  satisfaction expressed by visitors 
with the different attributes of  the destination, the overall satis-
faction of  visitors is also very high, reaching 4.45 average rating 
points, as shown in Table 2. It is very instructive as well, the fact 
WKDW�����RI �UHVSRQGHQWV�UHSRUW�WKH\�DUH�YHU\�RU�IDLUO\�VDWLVÀHG�
with their tourist experience in Santiago de Compostela. Tou-
rists also consider that the visit was worth it in terms of  quality/
price relationship and that in general, the experience was better 
than expected. 

Table 2.  Overall Satisfaction

Statement Average SD

What is your overall satisfaction with his visit
to Santiago? 

4.45 ����

The visit to Santiago was worth it
(quality/price relationship) 

���� 0.63

Generally, the visit to Santiago was better
than expected 

4.06 ����

  Source: Authors. 

Satisfaction in Terms of  Different Segmentations 

After this integral assessment, the results have been analyzed 
DOVR�LQ�UHODWLRQ�WR�GLIIHUHQW�VHJPHQWV��7KH�FULWHULD�XVHG�WR�GHÀQH�
homogeneous groups were the following: the nationality of  the 
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tourists (national or foreigners), sex, motivation, income level or 
ZKHWKHU�LW�ZDV�WKH�ÀUVW�WLPH�YLVLWRU�RU�QRW��DPRQJ�RWKHUV��&RQ-
sidering the sample size a nonparametric Mann-Whitney U test 
was performed    to examine if  differences between these groups 
ZHUH�VWDWLVWLFDOO\�VLJQLÀFDQW��6RPH�LPSRUWDQW�GLIIHUHQFHV�EHWZHHQ�
segments have been found in relation to some aspects. 

Contrasting the level of  tourists’ satisfaction depending on 
the nationality of  the tourists, we note that foreign visitors often 
express a greater satisfaction with almost all the attributes of  the 
GHVWLQDWLRQ��7KH�GLIIHUHQFHV�EHFRPH�VLJQLÀFDQW�LQ�UHODWLRQ�WR�VHY-
eral items of  attribute places of  interest and cultural and leisure offer. 
As shown in Table 3, differences in the evaluations concerning 
the friendliness of  personnel, quality and quality/price relation-
ship within the attribute trade�DUH�DOVR�VWDWLVWLFDOO\�VLJQLÀFDQW. The 
superior purchasing power of  foreign tourists might be the fac-
tor that accommodation prices get better ratings by this group. 

7DEOH����0DQQ�:KLWQH\�8�7HVW��'RPHVWLF�DQG�)RUHLJQ�7RXULVWV

Statement Mann-Whitney U Test Z
Asymptote 
Sig. (2-tailed)

There is a wide variety of  places
and options of  cultural interest 

������� -1.953 0.051

The prices of  visiting and participating
are reasonable 

������� -4.212      0.000(*)

There is a wide variety of  events
/ special festivals 

10226.5 ������ 0.060

There is a wide variety of  nightlife ������ -2.903 0.004

The prices of  activities and events are reasonable ������ -3.725 0.000

There is a wide variety of  shops ������� -0.776 �����

The quality of  the products in stores is good 14310.5 ������ 0.003

The quality/ price relationship is reasonable 
(trade)

13033.0 -4.169 0.000

The personnel are friendly. 13392.5 ������ 0.000

�
��9DOXH�EHORZ������LQGLFDWHV�WKDW�WKH�GLIIHUHQFHV�EHWZHHQ�JURXSV�DUH�VWDWLVWLFDOO\�VLJQLÀFDQW� 
Source: The authors. 

In line with previous results, the overall satisfaction of  foreign 
tourists is also superior to that manifested by the nationals. The 
difference between the evaluations of  both groups is only signi-
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ÀFDQW��KRZHYHU��ZKHQ�FRPSDULQJ�WKH�YLVLW�LQ�UHODWLRQ�WR�H[SHFWD-
tions before the trip. 

As shown in Table 4, the major differences, which are also 
VWDWLVWLFDOO\�VLJQLÀFDQW��DUH�GHWHFWHG�ZKHQ�FRPSDULQJ�WKH�OHYHO�RI �
attribute satisfaction between men and women. Women are usu-
DOO\�PRUH�VDWLVÀHG�ZLWK�DOO�WKH�DWWULEXWHV�RI �WKH�WRXULVW�H[SHULHQ-
ce and, in particular, items that describe the attributes accessibility 
and accommodation. The overall satisfaction level of  women is also 
VLJQLÀFDQWO\�KLJKHU��

  Table 4. Mann-Whitney U Test. Men and Women 

Mann-Whitney U 

Test
Z

Asymptote Sig. 

(2-tailed)

The city access is easy 17614.5 -2.070 �����

The accesses to buildings

and sites are easy
15634.0 ������ 0.000

Mobility within the city is easy 17691.5 ������ 0.070

The signage of  buildings and places of  

LQWHUHVW�LV�VXIÀFLHQW�
16603.0 -2.922 0.003

7KHUH�LQIRUPDWLRQ�RQ�WRXULVW�RIÀFHV�LV�

good
4379.0 -2.071 �����

There are various accommodation options 15735.0 -2.645 �����

The accommodation places are singular 

and of  historical interest
13166.0 -3.335 0.001

The quality of  the service

is good
13173.0 -4.465 0.000

The quality/ price relationship

is reasonable
������� -2.206 0.027

    Source: Authors. 

Segmenting in terms of  motivation, we distinguished between 
tourists who came to town motivated by its cultural attributes 
and those who came for other reasons, then compared those 
ZKR�FDPH�IRU�UHOLJLRXV�UHDVRQV�WR�WKRVH�ZKR�GLG�QRW�DQG�ÀQDOO\��
distinguished among tourists who made   the Camino de Santiago 
(Way of  St. James pilgrimage) and those who did not. Following, 
some of  the most outstanding results are highlighted. First, the 
WRXULVWV�ZLWK�FXOWXUDO�PRWLYDWLRQV�DUH�OHVV�VDWLVÀHG�ZLWK�WKH�YDUL-
ety of  events and the variety of  nightlife, than those who do not 
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come on these grounds. Nevertheless they are more convicted 
that the visit has turned out better than expected. Tourists who 
come for religious reasons have greater satisfaction with the ac-
cessibility and mobility within the city, with the variety and unique-
ness of  the accommodation and the variety of  places of  interest 
compared to those who do not come for this reason. At the same 
time, their satisfaction with the variety of  nightlife, events, prices 
and quality of  trade is lower. In addition, their conviction that the 
visit was better than expected is stronger. Tourists who did the 
&DPLQR�GH�6DQWLDJR�DUH�PRUH�VDWLVÀHG�ZLWK�WKH�DFFHVVLELOLW\�DQG�
mobility within the city compared with those who did not, how-
ever satisfaction with the quality and price of  accommodation 
is lower. This could be related to the type, quantity and charac-
teristics of  the accommodation addressed to pilgrims. Similarly, 
&DPLQR�ZDONHUV�DUH�OHVV�VDWLVÀHG�ZLWK�VHYHUDO�LWHPV�RI �DWWULEXWH�
gastronomy, such as service, price, and the presence of  the local 
cuisine on the menu (see Table 5). As a possible consequence of  
these assessments, it is observed that the level of  overall satisfac-
WLRQ�RI �WRXULVWV�ZKR�PDNH�WKH�&DPLQR�LV�VLJQLÀFDQWO\�ORZHU�WKDQ�
those who do not. 

The results of  segmentation based on income level (higher 
than 1,200 euros vs. equal or lower than that) did not show sig-
QLÀFDQW�GLIIHUHQFHV�LQ�OHYHOV�RI �VDWLVIDFWLRQ�DV�ZHOO�DV�WKH�GLVWLQF-
WLRQ�EHWZHHQ�ÀUVW�WLPH�YLVLWRUV�DQG�UHSHDWHUV�

Table 5. Mann-Whitney U Test. Tourists Who Made

the Camino and Those Who Did Not 

Statement Mann-Whitney U Test Z
Asymptote 
Sig.  (2-tailed)

It has a varied cuisine 15926.0 ������ 0.061

The local cuisine stands out 15514.0 -2.144 0.032

The product quality is very good 16074.0 -1.662 0.096

The service of  the restaurants is good 15����� -2.204 �����

The price of  meals is reasonable 14390.0 -3.107 0.002
 

Source: The authors. 
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/R\DOW\�DQG�,QÁXHQFH�RI �WKH�+RO\�<HDU 

Given the relationship between satisfaction and loyalty, con-
VLVWHQW�ZLWK�WKH�UHVXOWV�IRU�WKH�ÀUVW�RI �WKH�YDULDEOHV��WKH�UHVHDUFK�
also shows a high degree of  loyalty of  the tourists who visited the 
city during 2010. It was assessed by asking if  the tourists would 
visit the city again, if  they would recommend Santiago de Com-
postela and Galicia to family and friends and if  they would revi-
sit both the city and the region in the future. The average assess-
ment of  the items mentioned was of  4.3 points. It is remarkable 
WKDW�EHWZHHQ�����DQG�����RI �WRXULVWV�VXUYH\HG�IDLUO\�RU�VWURQ-
JO\�DJUHHG�ZLWK�WKRVH�VWDWHPHQWV��UHÁHFWLQJ�D�YHU\�KLJK�WRXULVWV·�
loyalty with Santiago de Compostela and Galicia. 

Although overall and attribute satisfaction levels are, as men-
tioned, slightly higher for foreign tourists compared to nationals, 
foreign tourist show lower loyalty. In any case, the differences are 
QRW�VLJQLÀFDQW��7KHUH�DUH�QR�VLJQLÀFDQW�GLIIHUHQFHV�LQ�OR\DOW\�WR�
the destination between men and women, although their levels 
of  satisfaction are also different. 

Tourists who repeat their visit to Santiago turn out to be more 
OR\DO�WKDQ�WKRVH�ZKR�FRPH�IRU�WKH�ÀUVW�WLPH��7KRVH�ZKR�FRPH�IRU�
cultural reasons show a higher level of  loyalty than those that do 
QRW�FRPH�RQ�WKHVH�JURXQGV��+RZHYHU��QR�VLJQLÀFDQW�GLIIHUHQFHV�
were detected in the loyalty of  the tourists who arrived in the city 
motivated by the Camino de Santiago in comparison with those 
who did not come for that reason, nor between expressed by the 
tourists who came with a religious motivation and those who did 
not come for those reasons. 

The study results allow us to qualify as moderately positive 
LQÁXHQFH�RI �WKH�+RO\�<HDU�LQ�WKH�WRXULVW�H[SHULHQFH��7KH�LWHP�
most valued on average (3.71 points) was the statement that the 
tourist experience in the city was enriched by the atmosphere of  
the Holy Year. Other elements positively assessed were that the 
Holy Year had added a bonus to the visit and that commenting 
the fact of  visiting Santiago de Compostela during the Holy Year 
with friends will add a bonus to the visit (3.57 and 3.44, respec-
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WLYHO\���$V�H[SHFWHG��VLJQLÀFDQW�GLIIHUHQFHV�ZHUH�IRXQG�EHWZHHQ�
tourists who came for religious reasons and those who did not, 
HYDOXDWLQJ�UHOLJLRXV�PRWLYDWHG�WRXULVWV�PRUH�SRVLWLYHO\�WKH�LQÁXHQ-
ce of  the Holy Year in tourism experience. 

CONCLUSIONS

The research results show that the level of  tourist satisfaction 
with various attributes of  Santiago de Compostela is quite high 
and slightly higher for foreign tourists compared to nationals. The 
environment and gastronomy are among the most valued attribu-
tes. Possibly related to the economic crisis, the aspect that tourists 
in general show a lower level of  satisfaction is the price. Spanish 
WRXULVWV��ZLWK�D�ORZHU�OHYHO�RI �LQFRPH��DUH�DOVR�OHVV�VDWLVÀHG�ZLWK�
WKLV�DVSHFW�FRPSDUHG�WR�IRUHLJQHUV��,Q�WXUQ��WKH�VWXG\�FRQÀUPV�
the positive relationship between the high satisfaction expressed 
by tourists in Santiago de Compostela with the various attributes 
of  the destination and their overall satisfaction, which are also 
UHÁHFWHG�LQ�D�KLJK�GHJUHH�RI �OR\DOW\��PHDVXUHG�DV�WKH�LQWHQWLRQ�
to return to visit and / or recommend the destination to others. 

The sample analysis based on different segments has revealed 
VRPH�VLJQLÀFDQW�GLIIHUHQFHV��JHQHUDOO\�UHODWHG�WR�VDWLVIDFWLRQ�ZLWK�
DQ\�RI �WKH�DWWULEXWHV�RI �WKH�GHVWLQDWLRQ��6LJQLÀFDQW�GLIIHUHQFHV�
were found between men and women, both in overall and attri-
bute satisfaction, being higher for women, however no differen-
FHV�KDYH�EHHQ�GHWHFWHG�LQ�WHUPV�RI �OR\DOW\��,Q�WKH�FDVH�RI �ÀUVW�
WLPH�YLVLWRUV�DQG�UHSHDWHUV�QR�VLJQLÀFDQW�GLIIHUHQFHV�ZHUH�IRXQG�
in levels of  satisfaction, yet another in terms of  loyalty, higher 
in repeaters. Differences in income levels of  respondents seem 
WR�KDYH�VLJQLÀFDQW�LQÁXHQFH�QHLWKHU�LQ�VDWLVIDFWLRQ�OHYHOV�QRU�LQ�
loyalty. Tourists generally consider that their visit was enriched 
E\�FRLQFLGLQJ�ZLWK�WKH�+RO\�<HDU��KRZHYHU��LWV�LQÁXHQFH�RQ�WKH�
tourist experience has been much more positive for those who 
arrived in the city driven by religious motivation. 

As regards the implications of  these results to those respon-
sible for the sector, data on the level of  satisfaction of  tourists 
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with different attributes of  the destination, provide information 
for managers to adopt measures and policies needed to improve 
those attributes less valued and in which tourists perceive more 
GHÀFLHQFLHV��,Q�WKLV�OLQH�VSHFLDO�DWWHQWLRQ�VKRXOG�EH�SDLG�WR�WKH�
care of  places of  interest and improve cultural and leisure offer. 
At the same time, the analysis of  the sample under different seg-
mentations feasible, allow the adoption of  concrete measures 
DLPHG�DW�VSHFLÀF�VHJPHQWV�RI �WRXULVWV��,Q�JHQHUDO��WKH�QHFHVVDU\�
actions should be carried out by agencies, institutions and private 
sector, in order to maintain the high level of  tourist satisfaction 
with the visit and to increase their loyalty so that they would re-
visit the city and other destinations in the region in the future or 
to recommend Galicia to others. It’s a matter of  vital importance 
in Santiago de Compostela, given the role of  that destination as 
the end point of  the Way or as the main gateway to the region. 

Finally, another aspect that should be taken into account is the 
LQÁXHQFH�RI �WKH�+RO\�<HDU��VLQFH�WRXULVWV�FRQVLGHU�LW�WKH�SOXV�DGGHG�
to their travel experience. While it is a bit far in the future thinking 
DERXW�WKH�QH[W�;DFREHR�������WKH�HIIRUWV�VKRXOG�EH�UHGRXEOHG�WR�
SUHVHQW�D�VXIÀFLHQWO\�ZLGH�WRXULVW�RIIHU��ZKLFK�ZRXOG�HQDEOH�WKH�
event to generate additional value to the visits of  tourists from 
different segments. This plus would result in greater satisfaction, 
greater loyalty, more promotion, more tourists and consequently 
a greater economic impact for the city and the region. 
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