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Abstract | Fashion events contribute to the enhancement of cities and regions as tourism destinations.

The aim of this study is to understand the in�uence of the individual pro�le and characteristics of the

trip in the evaluation of the experience considering the participation in fashion events and understand

the in�uence of the experience of participation in the event, in the evaluation of the experience and

the degree of satisfaction with the event. On the empirical side, using a quantitative methodology, the

research presents a case study, investigating the relationship between the dimensions individual pro�le,

characteristics of the trip, experience, current experience and satisfaction. Main �ndings show that

Individual Pro�le, Characteristics of the Trip and Participation in Event positively a�ects the Evaluation

of Experience, and Participation in the event positively a�ects the degree of satisfaction regarding the

event. In terms of managerial implications, the authors suggest the existence of a mutual e�ect between

the Individual Pro�le, the Characteristics of the Trip and the Knowledge and Participation in previous

editions with the way that participants of fashion events will experience and evaluate their satisfaction

regarding the event.
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1. Introduction

The fashion event tourism has been assuming

a remarkable emphasis in recent years, namely pro-

motional events (Fashion weeks, showcases, fairs

and exhibitions) (Jansson & Power, 2010) where

designers and fashion companies present their new

collections (Aiello, Donvito, Grazzini & Petrucci,

2016). Fashion tourism is characterized by the fact

that visitors choose destinations that meet their

needs regarding their shopping desires and partici-

pation in fashion events (Bada, 2013).

As for fashion events, the wide range of mo-

tivations that lead to the growth of the number

of participants, include meeting designers, brands,

and new collections, as well as following trends.

Many participants are motivated by professional

reasons, since they collaborate in the organization

of the event itself, or because they intend to know

the work and keep up with the strategies used by

colleagues and competitors in the sector (Chilese

& Russo, 2008).

Fashion events represent the place where new

trends are presented for the �rst time and the

occasion where partnerships and trade take place

(Jansson & Power, 2010). An event consists in an

experience strategically organized to create an im-

pact on the lives of each of its participants (Silvers,

2004). Thus, it is relevant to know the impact of

the individual pro�le of the participants, as well as

the characteristics of the trip in the evaluation of

the experience associated with the event. It is also

decisive to analyse how the knowledge and experi-

ence of participation in previous editions in�uence

the evaluation of the experience as well as the de-

gree of satisfaction associated with it.

This paper is divided in three parts. The �rst

part, the literature review, emphasizes di�erent ap-

proaches to the de�nition of fashion events, expe-

rience, and satisfaction evaluation. The second

part describes the research methodology of data

collection, and the results of the research are pre-

sented and discussed. The third and �nal part,

the conclusion, discusses the innovative perspec-

tive introduced in the analysis of fashion events

evaluation, from a tourism perspective.

2. Literature review

2.1. Participants individual pro�le and cha-

racteristics of the trip

Age and gender are factors that determine con-

sumer behaviour towards fashion products (Elliot,

1994; Auty & Elliot, 1998) and fashion events.

As for age, younger people are usually more aware

of the theme of fashion (Davis & Lennon, 1985;

O'Cass, 2001).

Also, the behavioural di�erences between men

and women concerning fashion have been studied

by several authors who argue that women are more

aware and more interested in fashion than men

(Bloch, 1981; Solomon & Schopler, 1982) and

more attentive to industry news, showing curiosity

in experimenting with new styles and trends (Da-

vis, 1994; O'Cass, 2004). In fact, expectations of

gender behaviour in the face of fashion are chan-

ging (Gentry, 2003), as more and more men show

the same interest in the fashion industry. However,

the market continues to perpetuate and develop a

strong connection with female consumers (Sassa-

telli, 2007). Event tourists, including fashion event

tourists, whose main motivation to visit the des-

tination lies in participating in the event, usually

spend more time in the destination, spend more

and travel in groups, which characterizes them as

a very lucrative market segment (Yoon, Spencer,

Holecek & Kim, 2000; Tang & Turco, 2001; Gen-

try, Commuri & Jun, 2003).

2.2. Experience

An experience, because of an event, promo-
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tes sensations, emotions, behaviours, and relatio-

nal values that replace functional values (Gibson,

Willming & Hodnak, 2003). Some authors beli-

eve that factors, others than functional ones, such

as personal, psychological, social, emotional and

lifestyle factors have a relevant impact on consu-

mer behaviour (Jones & Li, 2015).

In fact, some studies state the existence of

a pre-experience, which corresponds to previously

created expectations. All experiences are in�uen-

ced by motivations and expectations. Remaining

in the memory of individuals, the experiences cre-

ate motivations and trends. Thus, the study of

experience is decisive since it explains the con-

sumer behaviour (Schmitt, 1999). Experimental

marketing necessarily involves the participation of

the consumer (Kotler & Keller, 2006), so consu-

mers are both consumers and creators in an expe-

rience, constantly adding value to it, revealing, in

this perspective, the most important asset in an

event.

The experiences encompass the motivati-

ons, expectations, and attitudes of an individual

towards the event, as well as her/his re�ections

after the event, which will determine his future

behaviour (Fiore, Niehm, Oh, Jeong & Hausafus,

2007). Each event, of any kind, is based on expe-

rience and its main objective is to o�er its partici-

pants moments, emotions, and positive sensations

(Srinivasan & Srivastava, 2010). The evaluation

of the experience should be based on the sensa-

tions, learning and emotions that an event allows

its participants to feel, as well as on the attitudes

they had before, during and after the event (Getz,

2008).

2.3. Satisfaction

Satisfaction is de�ned as the result of the dif-

ference between expectations and experience per-

formance (Richards & Lanuza, 2017). Consumer

satisfaction is an assessment of experience in its

entirety (Mahmetoglu & Engen, 2011). Satisfac-

tion is based on the comparison between the per-

formance of a product/service and the customer's

previous expectations. Each experience is unique

and, therefore, after experiencing each one, the in-

dividual will feel a di�erent level of satisfaction or

dissatisfaction, to the extent that their expectati-

ons have been reached or not (Yuksel & Yuksel,

2011).

Satisfaction is de�ned as the feeling of plea-

sure that results from the positive performance of

an experience and that reaches or exceeds the ex-

pectations previously created (Anderson, Fornel &

Lehmann, 1994). Satisfaction is also associated

with a�ective and cognitive processes (Cuadrado-

García, Pérez-Cabañero & Montoro-Pons, 2017).

Thus, satisfaction is based on emotions experi-

enced during the tourism event and memories of

past experiences, which, in turn, have an impact

on present and future behaviors. The satisfaction

assessment allows us to understand whether the

experience lived corresponded to expectations, if

it fell short of them or if it exceeded them (Ko-

tler & Armstorng, 2010; Wong, Musa & Michaelis,

2017).

Satisfaction regarding events results from the

comparison between the participants' expectations

and their actual experience (Prayag, 2009). It con-

cerns its quality, perceived by its participants and is

dependent on experience (Parasuraman, Zeithalm

& Berry, 1985; Bowdin, Allen, O'Toole, Harris &

McDonnel, 2006).

2.4. Case study

The city of Oporto is the second largest city

of Portugal and the most representative in the

northern region of the country. Over the last few

years there has been a positive development of the

city of Oporto as a tourism destination, increasing

its recognition internationally.

The city of Oporto has been working in a re-
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markable way regarding its positioning on the Eu-

ropean map. In fact, in addiction to winning in-

ternational distinction, it has achieved a position

of European destination. Oporto was considered

the Best European Destination in 2012, 2014 and

2017 � a distinction awarded annually by European

Consumers Choice. This distinction o�ers attrac-

tiveness and notoriety to the city of Oporto as a

tourism destination, also revealing itself as a po-

tential for economic growth of the region.

Indeed, the tourism sector has shown signi�-

cant growth not only in the city of Oporto, but

throughout the North of Portugal, supported by

its historical, cultural, natural, architectural, and

gastronomic heritage, attracting, increasingly, a

greater number of visitors (ERTPN, 2017). The

northern region is also the core of the Portuguese

fashion industry. In fact, most of the companies

of the textile sector are located there.

The city of Oporto is the stage of several

fashion events, including Porto Fashion Week and

Portugal Fashion, which are e�ectively two of the

main Portuguese fashion events, as well as in the

Iberian Peninsula. The city of Oporto can o�er fa-

vourable tourist infrastructure conditions visioning

fashion events, including climate, infrastructure

and equipment, a diversity of complementary lei-

sure activities and good communications network.

3. Methodology

The objectives of the present research are to

understand the in�uence of the individual pro�le

and characteristics of the trip in the evaluation of

the experience of participation in fashion events;

and understand the in�uence of the experience of

participation in the event, in the evaluation of the

experience and the degree of satisfaction with the

event.

Therefore, four hypotheses were developed:

- H1: The individual pro�le positively in�u-

ences the evaluation of the current experi-

ence.

- H2: The characteristics of the trip positi-

vely in�uence the current experience evalu-

ation.

- H3: Participation in a fashion event positi-

vely in�uences the participations' evaluation

of the experience.

- H4: Participation in a fashion event po-

sitively in�uences the degree of satisfaction

with the event.

To ful�l both objectives of this research, a

quantitative methodology was applied, and a sur-

vey was used as a data collection instrument. 410

questionnaires were collected near to the parti-

cipants of six fashion events held in the city of

Oporto between September 27th, 2019, and Fe-

bruary 20th, 2020.

Table 1 | Number of Questionnaires

Source: Own elaboration

The structure of the questionnaire was divi-

ded in seven distinct parts, including the dimen-

sions: Individual Pro�le, Characteristics of the

Trip, Event (knowledge and participation in previ-

ous editions), Motivation, Experience, Satisfaction

and Loyalty (regarding the event and destination).

The collected data were analysed using the SPSS

program, version 24.

4. Results

To respond to the objectives of this study and

its hypotheses, the data collected through the

questionnaires were analysed using SPSS, version
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24. The analysis involved the dimensions Indivi-

dual Pro�le, Travel Characteristics, Current Expe-

rience, Previous Experience and Satisfaction. On

average, the agreement is higher for "During the

event I felt in good spirits", followed by "The fact

that the event took place in the city of Porto im-

proved my experience", "The event allowed me to

get to know more about the work of several pro-

fessionals", "The atmosphere of the event is wel-

coming and stimulating"(Table 2).

Given the importance of the consumer expe-

rience, the introduction of experiential marketing

strategies allows increasing positive emotions, as

well as increasing the degree of satisfaction and

thus positively in�uencing consumer behaviour.

Experiential marketing uses sensory and symbolic

stimuli to create emotional responses during the

decision-making process (Schmitt, 1999; Tsaur,

Chiu, & Wang, 2007). The e�ectiveness of experi-

ential marketing depends on how these stimuli are

perceived and in�uence decision-making through

mental image processing (Escalas, 2004). Experi-

ential marketing stimuli are designed as a strategy

to in�uence tourists' behaviour (Babin & Burns,

1997; Petrova & Cialdini, 2008).

Table 2 | Participants' experiences on the current event

Source: Own elaboration based on SPSS outputs

Table 3 | Rate of the degree of satisfaction with the several aspects of the Event

Source: Own elaboration based on SPSS outputs
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As results presented in table 3, satisfaction is

higher to "Sta�", "Facilities/Support Services",

"Location", "Environment", "Global Event As-

sessment"and "Spaces", followed by "Accessibi-

lity", �Schedules/timetables"and "Organization",

followed by "Relationship of the Event with the

City of Porto"and "Promotion/Dissemination",

and �nally "Developed Activities", having all items

an average value much higher than the midpoint

of the scale.

Regarding H1 and H2, it was veri�ed how the

Individual Pro�le and the Characteristics of the

Trip in�uence the Evaluation of the Experience.

Table 4 | Individual pro�le of the participants on the current event

Source: Own elaboration based on SPSS outputs ** p < 0.01 * p < 0.05

Table 5 | Participants' characteristics of the trip on the current event

Source: Own elaboration based on SPSS outputs ** p < 0.01 * p < 0.05
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Regarding the Experience dimension, analysed

in hypothesis H2: the Experience is superior for

those who travel with friends compared to those

who travel with co- workers; the Experience is su-

perior for those traveling with 4 or more compared

to those traveling with 1; with regard to the orga-

nization of the Trip, the Experience is more valued

for those who organized the trip independently;

concerning the means of transport in which tou-

rist's travelled, the Experience is superior to those

who have travelled by plane compared to those

who have travelled by car or other; for average stay,

the Experience is superior for those who spend 6

to 10 nights compared to those who didn't; regar-

ding to where tourists are staying, the Experience

is superior for those who are in hotel compared to

those who do not overnight.

Subsequently, the impact of knowledge and

participation in previous editions of the event in

the Experience Evaluation was analysed, as well

as in the Degree of Satisfaction (H3 and H4), as

observed in table 6 and table 7.

Table 6 | Current experience versus past experiences in the same event. Relationship between the dimensions Event and Experience

Source: Own elaboration based on SPSS outputs ** p < 0.01 * p < 0.05

In the sample, the Experience is veri�ed more

for those who participated 4-6 times previously,

and less for those who participated 2-3, satisfaction

is veri�ed more for those who did not participate

and less for those who participated 4-6, but the dif-

ferences observed are not statistically signi�cant.

Also, the experience evaluation is more valued for

those who participated 3 or 4 days and less for

those who participated 2 days, and the di�erences

were statistically signi�cant (p<0.001), signi�can-

tly higher for those who participated 1, 3 or 4 days

compared to those who participated 2 days (Tu-

key test: p<0.05). In the sample, the Experience

is mostly valued for those who became aware of

the event by specialized press, posters and mupis

and social networks and less for those who already

knew the event; Satisfaction is more valued for

those who took knowledge of the event by website

and less for those who already knew the event.
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Table 7 | Relationship between the dimensions Event and Satisfaction

Source: Own elaboration based on SPSS outputs ** p < 0.01 * p < 0.05

Satisfaction is more valued for those who par-

ticipated 7 or more and less for those who did not

participate, and the di�erences were statistically

signi�cant (p=0.030), signi�cantly higher for those

who participated 7 or more compared to those who

did not participate (Tukey test: p=0.030); also,

for those who participated 1 or 3 days and less for

those who participated 2 days, and the di�erences

were statistically signi�cant (p=0.015), signi�can-

tly higher for those who participated 1 day compa-

red to those who participated 2 days (Tukey test:

p=0.037).

5. Conclusion

The data collected answered the objectives of

the present study and con�rm the four hypothe-

ses formulated. Regarding the objective �Unders-

tanding the in�uence of the individual pro�le and

characteristics of the trip in the evaluation of the

experience of participation in fashion events�: The

hypothesis �The individual pro�le positively in�u-

ences the evaluation of the experience� was veri-

�ed. Regarding the Experience dimension, analy-

sed in this hypothesis: the Experience is superior

for 18-24 and 45-54 years; for residents abroad and

for individual illiquid income between =C3001-5000.

The hypothesis �The characteristics of the trip

positively in�uence the evaluation of the experi-

ence� was veri�ed. Regarding the Experience di-

mension, analysed in this hypothesis: the Experi-

ence is superior for those who travel with friends

compared to those who travel with co-workers; is

superior for those traveling with 4 or more com-

pared to those traveling with 1; with regard to the

organization of the trip, there is more for those

who organized the trip independently; is superior

to those who have travelled by plane compared to

those who have travelled in their own or other vehi-

cles; is superior for those who spend 6 to 10 nights

overnight.

For the objective �Understanding the in�uence

of the experience of participation in the event in

the evaluation of the experience and the degree of

satisfaction with the event�: The hypothesis �Par-

ticipation in the event positively in�uences the eva-

luation of the experience� was veri�ed. For how

many days participates in the event, the Experi-

ence is superior for those who participated 1, 2 or

4 days compared to those who participated 2 days.

The hypothesis �Participation in the event po-

sitively in�uences the degree of satisfaction with

the event� was veri�ed. Satisfaction is higher for

those who participated 7 or more times in previous
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editions compared to those who did not partici-

pate; regarding how many days participates in the

event, Satisfaction is higher for those who partici-

pated 1 day compared to those who participated 2

days.

Thus, it is possible to con�rm that the indivi-

dual pro�le, the characteristics of the trip and the

participation in the event positively in�uence the

evaluation of the experience, as well as the partici-

pation in the event positively in�uences the degree

of satisfaction in relation to the event.

In fact, events can make destinations more at-

tractive and active, as they break the routine of

a city (Liu & Chen, 2007) and allow the desired

development of a locality or region and its various

compositions (Getz & Page, 2016). Fashion des-

tinations are recognized for their status (Gilbert,

1990) and thus can be di�erent from their compe-

titors since they are not easily replaceable and have

unique functional and symbolic attributes (Han-

kison, 2004) that make them known worldwide

(Phillips & Back, 2011; Lewis, Kerr, & Burgess,

2013). Fashion events are part of the local and

regional tourism strategy if they have the capacity

to internationalize and promote the city of Porto

and the North region as tourism destinations.

According to Getz (2005, 2013), any event

should be organized and developed based on joint

strategies to improve the development of a desti-

nation according to its main needs and priorities.

In fact, it is in-root that the events are concei-

ved, designed, and carried out, in a strategic pers-

pective, so that the outcomes are maximized and

distributed by the several stakeholders of the des-

tination (O'Brien & Chalip, 2007; Chalip, 2014;

Smith, 2014; Kelly & Fairley, 2018).

Fashion events can add value to the city of

Porto and are directly related to its image and per-

sonality of city and its active, cultured, and cos-

mopolitan lifestyle. There is a concern, on the part

of the organization of these events, concerning the

improvement of tourism resources and emblematic

places of the city.

Over time, local governments and institutions

have begun to perish the role of fashion as a

creator of identity and strategic advantage, since

fashion events attract many visitors, promoting the

aesthetic and creative characteristics of a city (Kal-

baska, Ayala Ramírez, & Cantoni, 2018), emerging

as di�erentiating elements, capable of adding va-

lue to a destination, in an increasingly competitive

tourist market (Weller, 2008; Kalbaska, Ayala Ra-

mírez, & Cantoni, 2018). Thus, fashion events are

crucial in the process of promoting a world-class

tourism destination and attracting many visitors

(Getz, 2013; Ziakas, 2014) o�ering the city the

opportunity to achieve direct and indirect econo-

mic and social bene�ts (Weller, 2008; Kalbaska,

Ayala Ramírez, & Cantoni, 2018).

In a strategic approach to sensitize the DMOs

to a more e�ective focus on fashion events and

on programmes to enhance fashion event tourism,

programme proposals must be studied, developed,

and presented, capable of guaranteeing a comple-

mentary o�er at the destination, in coincidence

with the fashion events, to ensure a longer stay and

better evaluation of loyalty, concerning the desti-

nation, in the intention of recommendation and

repeating.

It will be crucial to raise DMOs' awareness for

a more e�ective focus on fashion events and on

fashion events tourism valorisation programmes, as

a strategy for destination valorisation and behavi-

oural intentions with better performance, by events

visitors.

The relationships between the local players of

a tourism destination enable its sustainable deve-

lopment, increase competitiveness and ensure the

success of rejuvenation strategies (Skinner, 2000;

Tinsley & Lynch, 2001; Faulkner & Tideswell,

2006).
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