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Abstract | Understanding the quality of tourist experiences in the context of host-guest interaction is es-

sential for tourism development, as it helps to better position the brand of destinations by engaging both

visitors and residents. This could be achieved by measuring their satisfaction and perceived service qua-

lity. In this context, the current study aimed to analyse how tourists perceive residents' engagement and

attitudes toward tourism in their destination and how this a�ects tourists' satisfaction, their intention to

recommend the destination to others and their likelihood to act as brand ambassadors of the destination

(both online and o�ine). To this end, a survey was carried out with 609 tourists in two destinations in

Portugal (Lisbon) and Italy (Olbia, Sardinia). The collected data was subjected to Structural Equation

Modelling (SEM). Findings support the research hypotheses and contribute to a better understanding

of tourists' perceptions of service quality, resident support and their brand ambassadorship behaviour in

two cross cultural European destinations. Several implications are discussed from the research �ndings

and directions for future research are presented.
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1. Introduction

There is wide agreement on the idea that resi-

dents' attitudes and behaviours are able to signi�-

cantly a�ect the quality of host-guest interaction,

thus in�uencing the quality of tourists' experien-

ces (e.g. Gursoy, Jurowski & Uysal, 2002; Smith,

1989). Service quality has been widely investigated

in marketing and tourism-related literature during

the 1990s and early 2000s (Gallarza et al., 2011).

These studies show that assuring service quality is

a way to increase customer satisfaction and to sha-

pe positive behavioural intentions (Fornell, 1996).

Based on existing literature (Baker et al.,

2002), perceived service quality is highly a�ected

by the quality of the interactions occurring bet-

ween employees and customers during the expe-

rience of tourism product (Scheyvens, 1999; Sim-

mons, 1994) and tend to act as cultural brokers

(Smith, 2001) and gatekeeper that allow visitors to

be in touch with the local identity and authenticity

of the visited destination. In others words, borro-

wing from studies in the �eld of internal marke-

ting (e.g Punjaisri, & Wilson 2007; Bregoli, 2013;

Del Chiappa and Bregoli, 2012) residents could be

considered as being �front-line employees�, who are

able to signi�cantly shape tourists' perceived qua-

lity and their behavioural intentions, as well as of-

�ine and online word-of-mouth.

Despite these theoretical perspectives, there is

still lack of academic research aimed to empirically

test the aforementioned arguments. This study was

therefore carried out to analyse how tourists per-

ceive residents' engagement and attitudes toward

tourism in their destination and how this is a�ec-

ting tourists satisfaction, their intention to recom-

mend the destination to others and their likelihood

to act as brand ambassadors of the destination

(both online and o�ine). To achieve this aim, a

conceptual model is proposed and a SEM is run on

data collected through a cross-cultural study with

visitors in two international tourism destinations:

Lisbon (Portugal) and Olbia (Sardinia, Italy). Mo-

reover, a multigroup analysis is conducted to in-

vestigate whether the di�erent types of tourism

destination could moderate the model (Jahandi-

deh, Golmohammadi, Meng, O`Gorman, & Taheri,

2014).

2. Literature review

2.1. Host-guest interaction, community parti-

cipation and tourist engagement

Researchers concur that studying residents'

perceptions of and attitudes towards tourism is re-

levant to the planning of a tourism development

that is sensitive to the views, attitudes, needs and

desires of residents and to obtaining a high level of

community participation (Mitchell & Reid, 2001)

and integration (Del Chiappa & Atzeni, 2015). Re-

ferring to the de�nition provided by the United

Nations, Joppe (1996) de�nes community develop-

ment as a �process designed to create conditions of

economic and social progress for the whole com-

munity with its active participation� (Moser, 1989,

p. 81).

Based upon this de�nition, Simmons (1994) in-

troduces two main reasons why community partici-

pation is crucial for any tourism development pro-

ject. �First, the impacts of tourism are felt most

keenly at the local destination area and, second,

community residents are being recognized as an

essential ingredient in the `hospitality atmosphe-

re' of a destination� (Simmons, 1994, p.98). For

the successful implementation of community par-

ticipation plans, considerable public education is

often required, especially if residents are the ob-

ject/subject of tourism development.

Having analysed many case studies in the

search for the meaning of community participation,

Simmons (1994) argues that three fundamental

objectives should be achieved through favouring



RT&D | n.o 32 | 2019 | 267

community (public) participation, namely:

Obtaining a high degree of resident involve-

ment (both in term of the number of indivi-

duals and the intensity of their involvement);

Gaining fairness and equity in the participa-

tion�equity being de�ned as the �the extent

to which all potential opinions are heard�

(Sewell & Phillips, 1979. p. 354);

Reaching e�ciency in stimulating commu-

nity participation�e�ciency being de�ned

as the amount of time, personnel and other

agency resources required to plan and imple-

ment any actions/plans aimed at favouring

participation programmes (Simmons, 1994).

There is wide agreement on the idea that resi-

dents' attitudes and behaviour are able to signi�-

cantly a�ect the quality of host-guest interaction,

thus in�uencing the quality of tourists' experiences

(e.g. Gursoy, Jurowski & Uysal, 2002; Smith, 1989;

Taheri, Gannon, Cordina, Lochrie, 2018). Hence, it

can intuitively be argued that passive behaviour

of residents (apathy) in its di�erent dimensions

and as perceived by visitors, is expected to nega-

tively in�uence the extent to which guests think

that residents are supporting the tourism pheno-

menon in their place and the extent to which they

perceive the overall service quality related to their

stay, which in turn negatively in�uences tourists'

willingness to recommend the destination to ot-

hers and/or to positively talk about it (i.e. brand

ambassadorship behaviour), both o�ine and onli-

ne (Figure 1).

As discussed, residents are considered frontline

employees in this research and it is assumed that

their attitudes and behaviours a�ect the relations-

hip (which lead to an interaction) with visitors and

in�uence their perceived service quality. Referring

to Taheri, Jafari & O'Gorman (2014) the relations-

hip between the consumer and service provider is

built upon the engagement of both tourists and

residents in a constant process of exchange. The-

refore, the attempts of the service provider (re-

sidents) to deliver the experience to the consu-

mer (tourists) could be considered an important

encounter in destinations (Curran, Taheri, MacIn-

tosh, & O'Gorman, 2016; Hollebeek, 2010; Mo-

llen & Wilson, 2010). According to existing stu-

dies, the level of engagement can di�er across dif-

ferent tourism destinations based on destination

based-characteristics (e.g., the stage of the life cy-

cle, the host-guest ratio, etc.), or intrinsic charac-

teristics of residents (age, gender, environmental

beliefs, etc.) and/or visitors- (e.g., motivation to

travel, personality, etc.) (e.g. Spencer, 2010; Chat-

hoth, Ungson, Altinay, Chan, Harrington, & Oku-

mus, 2014). Three drivers of engagement are al-

so discussed and researched in tourism literature:

prior knowledge, multiple motivations and cultural

capital (Taheri, Jafari & O'Gorman, 2014).

2.2. Service Quality, residents' support and

satisfaction

Service quality has been widely investigated in

marketing and tourism-related literature during the

1990s and early 2000s (e.g. Gallarza et al., 2011).

Assuring service quality is a way to increase cus-

tomer satisfaction (Fornell, 1996) and loyalty, to

increase/defend the market share and a way to

economic sustainability (Munro-Faure & Munro-

Faure, 1992). Based on previous research (e.g. Ba-

ker et al., 2002; Bitner, 1990; Dabholkar et al.,

1996; Hartline & Ferrell, 1996), perceived servi-

ce quality is hugely a�ected by the quality of the

interactions between employees and customers du-

ring the experience consumption. Similarly, it could

be argued that host-guest interactions exert a rele-

vant role in in�uencing the perceived service qua-

lity that tourists distinguish in all the interactions

(i.e. service encounters) that they have with re-

sidents while staying at the destination. Assuring

a high level of perceived service quality requires
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not only that visitors have positive feeling of secu-

rity and comfort created by the physical structure,

design, décor and location of the facilities but al-

so that the host-guest interactions are fostered by

warm, friendly, courteous, open and proactive at-

titudes and behaviours toward visitors. In turn this

requires that the local community as a whole does

not appear to be apathetic towards the tourism

phenomenon (Burgess, 1982).

Residents' support to tourism has been inves-

tigated in several theories such as social exchan-

ge theory (Ap, 1992) and identity theory (Nunkoo

& Gursoy, 2012). Based on the social exchange

theory of Ap (1992), residents would support tou-

rism development (e.g. take part in tourism plan-

ning, express a positive attitude toward the idea of

realizing certain tourism projects, warmly welcome

guests, etc.). When tourism activity brings them

more bene�ts than related costs. However, a real

support to tourism can exist only when residents

are not apathetic towards the tourism phenomenon

in their community. It appears to be evident that

visitors can perceive residents as being supportive

of tourism activity only when the local community

expresses a non-apathetic attitude and behaviour

towards guests and, broadly, towards the tourism

phenomenon (e.g. proactively providing informa-

tion to visitors, trying to collect information about

tourism in their place, telling visitors about their

traditions and identity, etc.) (Del Chiappa, Atzeni

& Ghasemi, 2018).

Satisfaction has been acknowledged as one of

key features in evaluating competitiveness and suc-

cess of a �rm. Customer satisfaction is the main

indicator of whether customer needs are ful�lled

or not (Chen, Yang, Li, & Liu, 2015). The �dis-

con�rmation of expectations theory developed by

Oliver (1980)� is the main applied theory for study

of satisfaction. Based on this theory, satisfaction is

�de�ned a result of the discon�rmation of perfor-

mance from expectation� (Tutuncu, 2017, p. 30).

Hence, the following hypotheses are put forth:

H1: Tourist perception of residents support

in�uences service quality.

H2: Perceived service quality in�uences sa-

tisfaction.

H3: Tourist perception of resident support

in�uences satisfaction.

2.3. Brand ambassadorship and intention to

recommend to others

An ambassador not only refers to an o�-

cial envoy but also to an uno�cial representa-

tive who is promoting a place/city/country with

his/her goodwill behaviour. Brand ambassadors-

hip behaviour can occur both o�ine (traditio-

nal word-of-mouth, WOM) and online (electronic

word-of-mouth, eWOM). In the speci�c context of

resident/community-based studies, residents ha-

ve been recently considered brand ambassadors of

their destination. According to this view, they need

to be e�ectively involved in destination branding

(Kavaratzis, 2012; Taecharungroj, 2016; Vollero,

Conte, Bottoni, & Siano, 2018). Considering the

proposed conceptual model and the aforementio-

ned argument, the following hypotheses are intro-

duced:

H4: Satisfaction in�uences behavioural am-

bassadorship of tourists.

H5: Behavioural ambassadorship in�uences

intention to recommend.

H6: Tourist perception of residents sup-

port in�uences behavioural ambassadorship

of tourists.

H7: Brand ambassadorship behaviour is re-

lated to o�ine word of mouth.

H8: Brand ambassadorship behaviour is re-

lated to online word of mouth.

Figure 1 summarises the conceptual model en-

compassing the variables and their hypothesised

relationships
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Figure 1 | Conceptual model

3. Methodology

For the purposes of this study, a survey instru-

ment has been developed based on existing lite-

rature on the concept of perceived service quality

and tourists' perceptions of residents' support to

tourism. In this context, scales and items tradi-

tionally used to measure satisfaction, online and

o�ine brand ambassadorship behaviour and inten-

tion to recommend to others (i.e. Arnett, German

and Hunt, 2003; Morhart, Herzog and Tomczak,

2009; Chen, Dwyer and Firth, 2014) were adapted

to suit the speci�c research topic. The instrument

included four sections. In the �rst section, respon-

dents were asked to assess their level of agreement

with items measuring their perception of residents'

level of support to(wards) tourism development.

In the second section respondents were asked to

assess the perceived service quality of their inter-

action with residents (Cronin et al., 2000). In the

third section respondents were asked their level of

agreement on items expressing their intention to

recommend the destination to others and to ex-

change positive comments about it (brand ambas-

sadorship behaviour), both o�ine and online and

also their satisfaction. These three sections were

operationalised through a 7-point Likert scale to

obtain answers (1 = strongly disagree, 4 = neit-

her disagree nor agree, and 7 = strongly agree).

The fourth section invited respondents to provi-

de their general socio-demographic characteristics

(e.g. gender, age, education, length of stay, etc.).

Data was collected face-to-face through self-

administered questionnaires from tourists aged 18

or above visiting two di�erent destinations: Lis-

bon (Portugal) and Olbia (Sardinia, Italy). Respon-

dents were approached onsite while at the destina-

tion. The author personally engaged in the data

collection process. Overall, 609 completed ques-

tionnaires (a convenience sample) were obtained,

309 from Lisbon and 300 from Olbia. For the pur-

poses of the statistical analysis, a three-stepwise

model, exploratory factor analysis (EFA), con�r-

matory factor analysis (CFA) and Structural Equa-

tion Modelling (SEM), was used to test the con-

ceptual model. The data analysis was developed

in two phases. In the �rst phase, an EFA follo-

wed by a CFA was run by using SPSS (version 23)

and AMOS (version 15). EFA is used as a prelimi-

nary technique to �nd the underlying dimensions

or constructs in the data. A subsequent CFA allows

for evaluation of the resulting scales. This analysis

speci�es the relationships between observed and

latent variables, and suggests that all the cons-

tructs can be freely interrelated (Joreskog, 1993).

This identi�ed the underlying dimension contained

in the data related to perceived residents' support.

The same approach was adopted for the remaining

data describing the other constructs included in

the conceptual model (namely, service quality, sa-
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tisfaction, intention to recommend to others and

brand ambassadorship behaviour). In the second

phase, a structural model was estimated to eva-

luate the dimensions. In the third phase, SEM was

employed to test the hypotheses and the model

�t. Moreover, a multigroup analysis was also run

to investigate whether di�erences could exist in the

way the conceptual model and related paths work

based on the speci�c tourism destinations.

4. Results and discussion

4.1. Sociodemographic and Tripographic Pro-

�le of the Sample

Table 1 shows the general socio-demographic

characteristics and tripographic pro�le of respon-

dents. Most respondents were reported to be fe-

males (62.1%), in the 25�34 age group (34.8%),

employees (44.8%) or students (26.3%), mostly

�rst-time visitors (56%), travelling with friends

(43.3%) and university degree (57.6%). Respon-

dents were mostly leisure travellers (92.9%) with

an average length of stay between 3�7 days (54%).

Visitors were mostly from France (22.7%), Spain

(7.6%) and Britain (7.1%).

Table 1 | Socio-Demographic Characteristic of Respondents (descriptive statistics in percentage, Tourists: n = 609)
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4.2. Dimensions of Service quality, Residents'

perceived support, Satisfaction brand ambas-

sadorship behaviour and Intention to recom-

mend to others

For the purposes of this study, an explora-

tory factor analysis (extraction method: generali-

zed least squares) with Varimax rotation and Kai-

ser normalization was used to reveal the underl-

ying factors in the data. The EFA was run sepa-

rately for each factor. One factor was identi�ed

describing the perceived service quality (63.004%

of total variance). KMO index (Kaiser-Myer-Olkin

= 0.927(.000)) and Bartlett's test of sphericity

(chi-square = 4076.294; p-value <0.000) con�rm

that the results are appropriate to explain the da-

ta (Parinet, Lhote, & Legube, 2004). Cronbach's

alpha was then calculated to test the reliability of

the extracted factors; all values are 0.7 or higher

(0.936), which suggests that the factors are relia-

ble (Table 2). On the perceived resident support

scale one factor was identi�ed (59.190% of total

variance). Once again, KMO index (Kaiser-Myer-

Olkin = 0.884 (.000)) and Bartlett's test of sp-

hericity (chi-square = 2588.291; p-value <0.000)

con�rm that the results are appropriate to explain

the data. Cronbach's alpha was 0.905. One fac-

tor was identi�ed describing satisfaction (77.846%

of total variance). The KMO index (Kaiser-Myer-

Olkin = 0.728(.000)) and the Bartlett's test of sp-

hericity (chi-square = 1296.306; p-value <0.000)

con�rm that the results are appropriate to explain

the data. Cronbach's alpha was 0.911. Two factors

were identi�ed describing the brand ambassadors-

hip behaviour (75.796% of total variance; factor 1:

40.124; factor 2: 35.672). The KMO index (Kaiser-

Myer-Olkin = 0.733(.000)) and the Bartlett's

test of sphericity (chi-square = 2415.964; p-value

<0.000) con�rm that the results are appropriate

to explain the data. Cronbach's alpha was 0.878

for o�ine brand ambassadorship behaviour factor

and 0.922 for online brand ambassadorship beha-

viour. Finally, one factor was identi�ed describing

the intention to recommend to others (77.681%

of total variance). The KMO index (Kaiser-Myer-

Olkin = 0.741 (p-value <0.000) and the Bartlett's

test of sphericity (chi-square = 1272.729; p-value

<0.000) con�rm that the results are appropriate

to explain the data. Cronbach's alpha was 0.910

(see Table 2).
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Table 2 | Exploratory Factor Analysis (Tourists: n = 609)

4.3. Model test

Following the two-step approach proposed by

Anderson and Gerbing (1988), Con�rmatory Fac-

tor Analysis (CFA) was conducted using the gene-

ralized least squares method in order to assess the

validity and reliability of the constructs of the ori-

ginal model (Table 3 and Table 4). A preliminary

CFA was triggered and model �t was assessed th-

rough �t indices as suggested by Hair et al. (2009).

As the results of the main adjustment measures did

not prove satisfactory compared to the reference

values, some changes in the model were introduced

by observing the modi�cation indices data of the

covariance matrix of the standardized residuals. As

a result of this iterative process of adjustment, 26

indicators were retained for inclusion in the �nal

model. After this process, the adjustment results

improved signi�cantly, yielding the values in Table

3 and the adjustment values expressed in Table 4.
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Table 3 | Exploratory Factor Analysis (Tourists: n = 609)

In terms of validity and reliability, the �nal mo-

del results show levels that can be considered good

or very good: composite reliability (CR) far exceeds

the minimum recommended limits (¸ ≥ 0.70 and

 ≥ 0.70). With regard to the average variance

extracted (AVE), the value obtained also clearly

exceeds the reference value (≥ 0.50) set in the lite-

rature (Fornell & Larcker, 1981; Hair et al., 2009)

(Table 3 and Table 4).

An initial step for evaluating the convergent

validity of the measurement model is based on

the observation of signi�cant coe�cient estimates

(Hair et al., 2009). As can be observed, the values

of standardized coe�cients are between 0.605 and

0.952. The convergent validity of the items regar-

ding their constructs is shown in the �nal model

(Table 4). All indicators show a strong relationship

with the construct to which they are attached (t-

value >1.96; p <0.05). In addition to this analysis,

the veri�cation of convergent validity was perfor-

med by examining the adjustment measures' esti-

mates by CFA. As can be seen (Table 4) the results

of an adjustment of dimensional structure are very

suitable. The chi-square (ffl2), and the degrees of
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freedom for the dimensional model found indicate

that the �t is good with a ffl2 value that does not

reject the null hypothesis, i.e. the model is sup-

ported by the data (ffl2 =676.152, p = 0.000) and

the values of the other indexes are all within the

recommended values (GFI = 0.914; CFI = 0.750;

TLI = 0.710; RMSEA = 0.048). Given the results,

it is considered that there is evidence of the reliabi-

lity and validity of the constructs that compose the

model. To complete this phase of the construct's

validity, the analysis of the discriminant validity of

the measurement model followed to assess to what

extent a measure of one construct is not correla-

ted with measurements of other constructs. This

allows for those constructs which are extremely co-

rrelated with each other (more than 0.95) not to be

considered. Further, the evaluation of all variables

allows the observation of the discriminant validity

of the constructs involved in this research. Through

observation of the data in Table 4, it can be pro-

ceed to a comparative analysis of inter-construct

correlation coe�cients and the square root of the

AVE, whose values are displayed in the main diago-

nal. To assess the discriminant validity, correlations

between all latent variables were analysed.

Table 4 | Con�rmatory factor Analysis (Reliability and Validity)

According to Hair et al. (2009), the correla-

tion between the variables must be less than 0.95.

Based on this criterion, it can be observed that

all variables comply with the suggested limit. On

the other hand, according to Fornell and Larcker

(1981), the AVE can be used to assess discrimi-

nant validity. Thus, the elements of the main dia-

gonal (square root of the AVE) for each construct

must show values higher than the correlation coef-

�cients between di�erent constructs (elements of

corresponding rows and columns that were not on

the main diagonal) (Barclay, Higgins, & Thom-

pson, 1995). The total latent variables satisfy this

condition, con�rming the existence of discriminant

validity and suggesting that the theoretical model

�ts the data well and as such, the structural model

was performed.

In the last stepwise analysis, structural equa-

tion modelling (SEM) was applied and the rela-

tionships between the constructs of the model we-

re analysed using generalized least squares. The

results of the model's overall �t indices (ffl2 =

625.951, df = 258, ffl2 /df = 2.426, p = 0.000,

GFI = 0.924, CFI = 0.969, TLI = 0.964, RMSEA

= 0.048) resulted in being coherent with what is

suggested by the existing literature (Hair et al.,

2009), con�rming the goodness of �t of the mo-

del. These results suggest that the proposed mo-

del �ts well with the empirical data. It should be

also taken into consideration that in SEM, the-

re is several Fitness Indexes that re�ect how �t is

the model to the data at hand. Speci�cally, there
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are three model �t categories namely Absolute Fit,

Incremental Fit, and Parsimonious Fit. In the cu-

rrent study, Absolute model �t considered by three

main indices Chi-Square, RMSEA and GFI. Their

values are supported by literature (e.g. Browne and

Cudeck, 1993; and Joreskog and Sorbom, 1984;

Rigdon, 1996; Wheaton, Muthen, Alwin & Sum-

mers, 1977). The estimated model and the values

of standardized structural coe�cients are shown

in Figure 2 and Table 5. Based on the statistical

analysis, all hypotheses were supported by the da-

ta.

Figure 2 |Hypotheses test

Notes: *** p-value <0.01; ** p-value <0.05;

Table 5 | Structural Equation Modeling (Testing hypothesis) (n=609)

The evaluation of the signi�cance of a regres-

sion coe�cient is performed by analysis of its t-

test (Garver & Mentzer, 1999). The existence of a

signi�cant regression coe�cient (the value of t ex-

ceeds 1.645 or 1.96) involves a consideration that

the relationship between the two latent variables is

demonstrated empirically (Hair et al., 2009) and in

the case of a positive or satisfactory evaluation of

adjustment measures, this con�rms the predictive

validity of the model (Garver & Mentzer, 1999).

Because in this study it was assumed that unila-

teral cases (direct and positive in�uence), signi�-

cant relations would present a t-value greater than

1.645.

Results supported all hypotheses. H1 expresses

that tourist perception of resident support positi-
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vely in�uences service quality in destinations (H1:

0.454; p-value <0.01). Accordingly, tourist per-

ception of service quality is reported to positively

in�uence satisfaction (H2: 0.47; p-value <0.01).

This con�rms prior research stressing that the qua-

lity of the host-guest interaction is able to signi�-

cantly shape the tourist experience, (e.g. Correia,

Kozak, & Ferradeira, 2011). Results also con�rm

that tourist perception of resident support directly

and positively in�uences tourist satisfaction (H3:

0.232, p-value <0.01) and brand ambassadorship

behaviour of tourists (H6: 0.079, p-value <0.05).

This seems to suggest that visitors are feeling mo-

re satis�ed and prone to talk positively about the

destination when they perceive that the local com-

munity is willing to whatever they could do to sup-

port the tourism development in their community.

In sum, the analysis showed that brand ambassa-

dorship behaviour consists of two dimensions res-

pectively related to an o�ine (H7: 0.722, p-value

<0.01) and online domain (H8: -0.145, p-value

<0.05).

Findings also show that satisfaction positively

in�uences ambassadorship behaviour of tourists

(H4: -0.913, p-value <0.01), thus con�rming that

higher satisfaction shapes higher willingness to talk

favourably about the destination to others, both

o�ine and online (Taecharungroj, 2016). Further-

more, the hypothesis assuming that the brand am-

bassadorship behaviour in�uences intention to re-

commend the destination to others as the place

for their holidays was also supported by data (H5:

0.942, p-value <0.01).

Following the SEM analysis, variable correla-

tions were tested for invariance among two dif-

ferent groups of tourists. Multigroup analysis, as

displayed in Table 6, highlights how the proposed

model in Portugal (Lisbon) and Italy (Olbia) dif-

fer from each other from the tourists' perspective.

Table 6 includes only those paths that were pro-

ved to signi�cantly di�erent within the two tourism

destinations.

Table 6 | Multi Group Analysis

Overall, �ndings support all the hypothesised

relationships in both tourism destinations, which

reinforces the model's consistency. The main di�e-

rence is service quality and satisfaction (H2). The

in�uence of perceived service quality by tourists

on satisfaction is more evident in Portugal (0.529,
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0.000) than in Italy (0.424, 0.000). A possible ex-

planation for such discrepancy is that visitors in

Lisbon, when compared to those visiting Olbia, are

more interested in the quality of the host-guest in-

teraction as a way to have a more profound ex-

perience of the place's identity and authenticity.

5. Conclusion

This study was built on a host-guest perspecti-

ve. The research aimed to investigate whether the

residents support to tourism and their ability to

deliver quality to visitors may positively in�uence

visitors' satisfaction, their brand ambassadorship

behaviour and intention to recommend. More spe-

ci�cally, �ndings revealed that visitors' perceived

service quality and residents' support of tourism

directly in�uence visitors' satisfaction, their willin-

gness to act as brand ambassadors for the desti-

nation (both o�ine and online) and, �nally, their

willingness to recommend it to others. This sheds

light on the idea that the quality of the host-guest

interaction is pivotal to shape visitors' experien-

ces, engagement and likelihood to actively engage

in destination branding. The �ndings underline and

reinforce the positive role that locals should exert

in contributing to destination branding by pleasing

and warmly welcoming visitors, and letting them

feel that tourism is considered a relevant phenome-

non (Braun, Kavaratzis, & Zenker, 2013). It also

shed light on the fact that this in turn will allow po-

licymakers and destinations marketers to count on

visitors that are much more satis�ed about their

stay and more prone to support a further deve-

lopment of the destination in term of destination

awareness and image.

From a managerial point of view, the results

suggest that policy makers and destination mar-

keters should run internal marketing operations.

This aim could help to make residents active ac-

tors, rather than passive and/or apathetic (Ghase-

mi, Del Chiappa, Correia, 2019a; Ghasemi, 2019),

and to let them to fully realise the relevant role

that their attitudes and behaviour toward guests

boosting their perceived service quality, their sa-

tisfaction and their likelihood to recommend the

destination to other and act as brand ambassadors

(Ghasemi, Del Chiappa, Correia, 2019b).

Despite its theoretical and managerial contri-

butions, this study is not free of limitations. Firstly,

a convenience sample was adopted; hence, �ndings

cannot be generalized. Furthermore, although the

study was carried out in two di�erent tourism des-

tinations, it is relatively site speci�c and did not ex-

plicitly consider the moderator e�ect that destina-

tion based-characteristics (e.g. the stage of the life

cycle, the host-guest ratio, etc.) or visitor-related

characteristics (e.g. motivation to travel, persona-

lity, etc.) could exert on the di�erent paths and

relationships included in the theoretical model.

Theoretical model lack the ability properly to

take into account other factors (such as cultural

values, personal norms and past perceived needs)

that could a�ect the way it runs. These factors

could, obviously, in�uence the predictive power of

the models (Nunkoo & Ramkissoon, 2010). The-

se aspects would merit attention in future studies

and repeating the study in other tourism destina-

tions could help to validate the model and related

hypotheses in di�erent settings.
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