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Abstract | Camping needs a strategic shift based on innovation and that competes with the current

campsites. Glamping emerges as an innovative concept, capable of combining the advantages of cam-

ping, making up for the negative issues traditionally associated with it. This topic is justi�ed by the

growing trend around the world, which may serve to withdraw camping from the stagnation stage where

it is. The present study aims to �ll a signi�cant lack of scienti�c material about glamping in Portugal

and to identify the importance given to the attributes that de�ne this concept: Nature; Accommodation;

Gastronomy; and Experience. Focusing on the campsites in Porto's Metropolitan Area, data was collec-

ted through an original questionnaire, obtaining a convenient sample of 201 campers. A one-dimensional

structure was assumed in the attributes: Nature, Gastronomy and Service and a two-dimensional struc-

ture of the attributes: Accommodation and Experience. Regarding the analysed attributes, the one

which collected the highest value of importance was the one related to the questions about "Nature",

followed by the attributes "Service"and "Accommodation_Amenities". This �nding con�rms the basis

of the concept of glamping. The pro�le of the user of this concept was suggested through descriptive

analysis. The hypotheses have shown that, among the campers, there are no signi�cant di�erences

between the level of experimentation and gender, which is not true for age and literacy. It was also

concluded that the importance attributed to the service increases according to the amount willing to

pay by the camper, per night in a glamping unit.
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Resumo | O glamping surge como um conceito inovador capaz de reunir as vantagens do campismo,

anulando as questões negativas que lhe estão tradicionalmente associadas. Este tema é justi�cado pela

tendência crescente constatada em todo o mundo, a qual poderá servir para retirar o campismo da fase

de estagnação onde se encontra. O presente estudo pretende colmatar uma signi�cativa ausência de

material cientí�co sobre o glamping em Portugal e identi�car a importância dos atributos que de�nem

este conceito: Natureza; Alojamento; Gastronomia; Serviço e Experiência. Assim, tendo como foco os

parques de campismo inseridos na Área Metropolitana do Porto, procedeu-se à recolha de dados através

de um questionário original, permitindo obter uma amostra por conveniência composta por 201 cam-

pistas. Testada a validade por análise fatorial, foi assumida uma estrutura unidimensional nos atributos

Natureza, Gastronomia e Serviço e uma estrutura bidimensional dos atributos Alojamento e Experiência.

Dos atributos analisados, o que recolheu o valor mais alto de importância foi o que aferia as questões

relacionadas com a �Natureza�, logo seguido do atributo �Serviço� e �Alojamento_Comodidades�. Este

resultado con�rma a base onde assenta o conceito de glamping. As hipóteses aferiram que, no seio

dos campistas, não existem diferenças signi�cativas das importâncias atribuídas entre o nível de expe-

rimentação e o género, facto que não se con�rmou nas questões da idade e das habilitações literárias.

Concluiu-se igualmente que a importância atribuída ao serviço aumenta em função do valor disposto a

pagar pelo campista, por noite numa unidade de glamping.

Palavras-chave | Glamping, campismo, experiência, natureza, gastronomia, alojamento

1. Introduction

Present day travelers prefer distance from

others, natural space, and outdoor recreation

(Craig, 2021). Camping has evolved from a ba-

sic, humble approach to become a value-laden tou-

rism experience that can also attract children, fa-

milies, and older couples (Brooker & Joppe, 2014).

The attractiveness of camping can be explained

in part by examining the stimuli that arouse, di-

rect, and integrate a camper's behavior (Brooker

& Joppe, 2014). The analysis of this attractive-

ness in the present study involves the collection

of data from campsites in the Metropolitan Area

of Porto (AMP) about the importance of glam-

ping attributes and analysis of the receptivity to

this concept within the camping. This receptivity

appears in this study in the form of aptitude or

willingness of campers for possible glamping expe-

riences in the AMP parks, depending on the degree

of importance attributed to the various attributes.

The present research aims to contribute to

the discussion about the importance of glamping

within the tourist o�er associated with quality ex-

periences according to the evaluation of attributes

and tourist experience. Four research hypotheses

were de�ned: H1: There are no signi�cant di�e-

rences in the importance given to the attributes

that de�ne the concept of glamping between cam-

pers who have already experienced it and those

who, knowing it, have never experienced it; H2:

There are no di�erences in the importance given to

the glamping attributes between female and male

campers; H3: Campers over the age of 50 place

a higher importance on glamping attributes than

campers 50 years of age or younger; H4: Cam-

pers with college level education place a higher

importance on glamping attributes than campers

with education up to high school level. The pa-

per is divided into three sections, the literature re-

view that substantiates the growing importance of

glamping in enhancing the tourism experience, the

research methodology, the analysis and discussion

of results, and the main conclusions.
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2. Literature Review

According to Craig (2021) overcrowding is the

most recurrent theme, signi�cant and compara-

ble in magnitude in all models, highlighting that

travelers-regardless of COVID-19 scale or accom-

modation type (i.e., tent or glamping) prefer loca-

tions that provide social distance. Outdoor hospi-

tality, including camping, caravanning/RVing, and

glamping, has experienced increasing demand, at-

tributed to several factors, including the percei-

ved value of such an experience, growing variety,

increasing quality of products and amenities, and

the need to escape from urban home environments

and the various stresses that in�uence daily life.

In this sense, outdoor hospitality o�ers the pos-

sibility of dwelling in a temporary home, in the

company of family and/or friends, and in natural

settings that facilitate rest, relaxation, and reju-

venation. When comparing Europe, North Ame-

rica, and Australia/New Zealand, it is evident that

improvements in products, services and amenities

attract new customers seeking alternative vaca-

tion accommodations (Brooker & Joppe, 2013).

Many modern consumers, particularly those resi-

ding in cities, choose to enjoy their vacations out-

doors, with beautiful scenery to free their minds,

and comfortable accommodations to relax their

bodies. "Glamping"hotels (also known as "luxury

camping"; the word is a conjunction of "glamo-

rous"and "camping") have emerged to meet this

growing demand and increase in research in re-

cent years (Lu et al, 2021), as experiences are

designed to combine immersion in nature, com-

bined with high quality accommodation (Lee et al,

2019). Outdoor accommodation, which includes

camping, is increasingly in demand, for numerous

factors. Notable is the changing perceived value

of the experience, increased variety and quality of

amenities, and the increasing need to escape ur-

ban life and the various stresses of everyday life

(Brooker & Joppe, 2013). The impulse to camp,

whether in a tent, motorhome, RV, or cabin, be-

gins �rst with a need to escape everyday life (Bro-

oker & Joppe, 2014). Campers have unique oppor-

tunities to break normal routines, distancing them-

selves both physically and psychologically from ur-

ban life. Camping should present innovative pro-

ducts contributing to its competitiveness against

other types of accommodation o�ers (Milohnic &

Bonifacic, 2014). Within the various groups of

campers, the dominant group seeks comfort, illus-

trating the possible contradiction of modern cam-

ping by recreating the desire for the outdoors and

outdoors, but with modern amenities (Brooker &

Joppe, 2013). This contradiction has already be-

gun and is felt in the process of transforming the

ordinary outdoor tent into camping into a process

of innovation of the accommodation itself, giving

rise to glamping (Cerovi¢, 2014). Thus, the para-

dox of camping remains in the fact that campers

seek natural outdoor experiences, but with addi-

tional comfort and luxury conditions (MacLeod,

2017). It is expected that glamping will play a de-

cisive role in renewing the attractiveness of cam-

ping, attracting tourists who enjoy contact with

nature, but need to maintain the degree of com-

fort they are used to (Cerovi¢, 2014).

3. Methodology

Tourists' segmentation is crucial for destination

management (Ramires et al, 2017). The di�erent

patterns of tourist behavior and personal charac-

teristics in�uence the evaluation of the destination

and consequently the experience. It is intended,

in the present case and since this is an exploratory

study, to analyze and gauge demographic issues

that can infer speci�c behaviors. The same de-

mographic questions have been studied to gauge

the loyalty of campers to campsites (Hardy et al,

2005). Camping has been found to be a popu-

lar recreational activity across all age groups and

socio-demographic groups, where cost is not the
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determining factor (MacLeod, 2017). Not being

a determinant in this industry, its relationship to

the attributes under analysis should be gauged. By

identifying the importance assigned to the attribu-

tes and their relationship with the pro�le of the

eventual user, it is possible to build in a more re-

alistic and adjusted way, the o�ers to be targeted.

The de�nition of the hypotheses presented by Ra-

mires et al. (2017), about the city of Porto inclu-

ded the importance assigned to the attributes of

the destination and among others, the di�erences

between demographic variables. In a similar tra-

jectory, in the present study, the hypotheses are

also de�ned to get to know this new tourist in the

context of campsites in the Metropolitan Area of

Porto and start building a pro�le of the glamping

user.

Hypothesis 1: There are no signi�cant di�e-

rences in the importance attached to the attribu-

tes that de�ne the concept of glamping between

campers who have experienced glamping and those

who have never experienced it. In studies conduc-

ted by Pereira (2013) on the theme of glamping,

no signi�cant di�erences were identi�ed in the me-

anings attributed to the concept between those

who had never experienced glamping and those

who had already had a glamping experience. It

is important to assess possible di�erences between

campers who have or have not experienced the

concept to, among other issues, build the o�er to

be presented and guide the marketing communica-

tion for both audiences. This hypothesis is part of

a logic of expectations and evaluation after the ex-

perience. One of the primary concerns of tourism

service providers should be to ensure consistency

between the expected service and the perceived

service, to meet the expectations of tourists (Yu-

sof et al, 2014).

Hypothesis 2: There are no di�erences in the

importance given to glamping attributes between

female and male campers. The gender issue ente-

red Gursoy and Chen's (2012) study when analy-

zing the attributes of camping and their in�uence

on park choice. Since glamping is a concept that

stems from camping as stated by Brochado and

Pereira (2017), it is important to analyze if the

gender issue presents di�erences in the importance

attributed to the attributes.

Hypothesis 3: Campers over 50 years of age

place greater importance on glamping attributes

than campers 50 years of age or younger.

Demographic estimates show that the impor-

tance of the market associated with the increase

in average life expectancy makes the service indus-

tries, where tourism and hospitality are included,

grow, and this trend is expected to continue in the

future (Caber & Albayrak, 2014). The parameters

de�ned in this hypothesis were articulated consi-

dering the age groups de�ned in the questionnaire

and the importance of the growth of the so-called

"Grey Tourism"in the economic context. This

growth and importance had already been identi-

�ed by Milohnic and Bonifacic (2014), when they

studied the changes in European demand in the

context of camping. The presentation by Walter

and Comino (2014) at the congress held by ITB

Berlin, identi�ed as the target group for glamping

tourists over the age of 50. In tourism, speci�cally

in health and wellness tourism, the factors that in-

�uence hotel services were articulated considering

the various age groups, and di�erences in the im-

portance attributed to the various attributes were

found (Chen et al, 2013). Numerous studies have

been presented by Vigolo (2017), noting the im-

portance of knowing the attributes most valued by

tourists according to various segmentations, speci-

�cally age, to better target marketing campaigns.

Hypothesis 4: Campers with a college educa-

tion place a higher importance on glamping attri-

butes than campers with a high school education.
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Table 1 | The sample

Table 2 | Sociodemographic Pro�le of the Sample

The demographic characteristics of nature

tourism-based tourists have been studied by seve-

ral authors, particularly by Meric and Hunt (1998)

speci�cally addressing ecotourism. Many of the

attributes that address this type of tourism are

present in the concept of glamping (Lu & Step-

chenkova, 2012). An explicit valuation of similar

attributes to glamping was made in the study by

Meng, et al (2008), which had a large majority of

respondents with higher education as a sample.

4. Results

Demographic variables have already been stu-

died by Hardy et al. (2005) to analyze the factors

a�ecting loyalty to a campsite. This study found

no signi�cant di�erences between demographic va-

riables and the level of campsite loyalty. Recently,

regarding the di�erences attributed to the impor-

tance of the attributes de�ned in the study of Ra-

mires et al. (2017) study, variables on age, gender

and education were analyzed in addition to others.

These variables that make up the demographic

questions are present in this study in hypotheses

2 and 3. We do not intend to compare linearly

the results obtained in the demographic variables

between this study and the study of Ramires et al.

(2017). The articulation between these questions

and the importance attributed to the various di-

mensions of glamping can add knowledge to this

recent concept.

Issues related to concept knowledge that are

present in the development of the �rst hypothesis

are also analyzed. The topic of concept knowledge

has been studied in particular by Pereira (2013)

and the theme of value and prices has been addres-

sed by several authors and speci�cally in campsites

by Park et al. (2010). The weight and percentage

relationship between camping and glamping in the

aspects of knowledge and experience has also been

a topic for some authors. In the study by MacLeod

(2017) citing a British report by Mintel, a leading

market research company, only 3% of respondents

had had a glamping experience, compared to 43%

who had been camping. The essential point in this

case will be to note the importance of studying

these hypotheses and any di�erences found in the

attributes and variables de�ned. The variables will

be tested so that the hypotheses formulated below

can be legitimated or refuted.

H1: There are no signi�cant di�erences in the

importance attributed to the attributes that de-

�ne the concept of glamping between campers

who have experienced it and those who, knowingly,

have never experienced it.
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Table 3 | Comparison of importance attributed to the attributes of glamping between those who have tried it and those who,
knowing it, have never tried it

The importance assigned to glamping attribu-

tes was similar between campers who know and

have experienced the concept, on the one hand,

and those who, knowing, have never experienced

it, on the other. The comparison of means in-

dicated the absence of signi�cant di�erences in

all attributes studied (p>0.05). This con�rms the

hypothesis that the importance attributed to the

concept of glamping does not present signi�cant

di�erences between those who have experienced

it and those who, knowing it, have never experi-

enced it. We can, therefore, a�rm that campers

who know the glamping concept attribute similar

importance to the attributes that de�ne it, having

or not visited a glamping unit. Similar conclusions

were obtained when the study of Pereira (2013).

In the study, the most valued attribute was the

same between the expectations of those who had

not experienced the concept and the evaluation

of those who had already experienced it. It is a

concern of the units' managers that the expected

quality be at least equal to the evaluation made

after the experience. Service providers should try

to enable tourists with a high degree of satisfaction

that is beyond expectations (Yusof et al., 2014).

For these authors who studied ecotourism, gaps

were found between expected and perceived ser-

vice. To avoid these gaps, according to the same

authors, achievable promises should be communi-

cated by marketing managers. Taking advantage

of the commonalities between these two types of

tourism, and the results of the hypothesis in ques-

tion, it is recommended that glamping units should

take these values into account.

H2: There are no di�erences in the importance

given to glamping attributes between female and

male campers.

Table 4 | Comparison of the importance attributed to the glamping attributes between genders
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The importance attributed to glamping

between the genders was similar (p ≥ 0.05).

At the level of Nature, Service, Accommoda-

tion_Facilities and Experience_Involvement the

female gender attributed a higher degree of impor-

tance than the male gender, but such di�erences

were not signi�cant. This con�rms the hypothesis

that the importance attributed to the concept of

glamping is not in�uenced by gender. However,

the di�erence in the mean scores for the Service

attribute between the genders seems to suggest

a tendency for women to attribute greater impor-

tance to this attribute, considering the value found

(p=.048). It was important to assess the possi-

ble existence and degree of di�erences between

genders to better de�ne a future segmentation,

especially in terms of marketing communication.

Naturally, this question is of an importance that

deserves to be analyzed, because in other types

of tourism there are di�erences between genders

and the importance attributed to the various at-

tributes, as found in the study of Ramires et al.

(2017). In the literature reviewed on the topic, no

signi�cant di�erences were detected between gen-

ders and the importance assigned to the attributes

of glamping. Only the issue of decoration in own

accommodation was positively referenced by the

female gender in the study of Sakácová (2013). In

the camping sector, on the other hand, signi�cant

di�erences were found in the importance assigned

by genders on some of the attributes that in�u-

enced the choice of a campsite (Gursoy & Chen,

2012). According to the same study and in line

with others, the female gender assigned more im-

portance to attributes related to comfort and ame-

nities and the male gender focused more impor-

tance on the activities o�ered by the parks. Even

considering glamping as a concept related to cam-

ping (Brochado & Pereira, 2017) it is not possible

to replicate the results in a direct way, particularly

regarding gender, according to the values found.

H3: Campers over 50 years old place a higher

importance on glamping attributes than campers

50 years old or younger.

Table 5 | Comparison of the importance attributed to the attributes of glamping among campers aged 50+ and 50+ years old

Campers over 50 years old assign signi�cantly

higher importance to the attributes Gastronomy,

Accommodation, Service and to the Experience,

than campers 50 years old or younger (p<0.05).

In terms of the attribute Nature, the importance

given by the two age groups was similar, since there

were no signi�cant di�erences in the average va-

lues (p=0.085), which does not fully validate the

hypothesis. However, and considering the quali-

tative value of the content, we can con�rm the

(partial) validity of the hypothesis that campers

over 50 years old attribute greater importance to

the concept of glamping (regarding the attributes

Gastronomy, Accommodation, Service and Expe-

rience). As there are no speci�c studies to assess

the exact elements evaluated in this hypothesis, it
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is thought to be of e�ective interest to analyze stu-

dies related to the theme. In the motor-caravaning

sector as being part of the camping universe, the

issues of comfort and socialization are important

and target the age group above 55 years old (Pat-

terson et al., 2015; Vigolo, 2017). Speci�cally in

the accommodation attribute, Milohnic and Boni-

facic (2014) came to the conclusion that the pre-

ference for �xed type facilities was speci�cally ob-

served in tourists over 46 years old. In the study

by Caber and Albayrak (2014) on some attribu-

tes associated with the hotel market, origin of the

tourists and the relationship between them and age

groups similar to those present in this study, di�e-

rences were also found. These di�erences existed,

but were not very signi�cant, varying between the

various attributes de�ned and the respective th-

ree origins of the tourists, considering the de�ned

ranges, up to and over 50 years old. Regarding

the importance attributed, the highest values were

veri�ed in the basic attributes of the hotel, such

as cleanliness and employees, making it di�cult

to segment the market in this way (Caber & Al-

bayrak, 2014). Although di�erences were found

in the importance attributed to the services of a

hotel in the di�erent age groups, they were more

signi�cant in older tourists (Holmberg, 2015). The

various age groups de�ned in the recent study on

the tourist destination "Oporto"conducted by Ra-

mires et al. (2017) assigned di�erent importance

to the various attributes de�ned in the research,

proving once again the importance of measuring

this relationship.

H4: Campers with a college education place

more importance on glamping attributes than cam-

pers with a high school education.

Table 6 | Comparison of the importance attributed to the glamping attributes in terms of education

In the attributes Nature, Gastronomy, Ac-

commodation_Supplements, Service and Experi-

ence_Stay there were signi�cant di�erences in

the scale of importance between respondents

with primary/secondary education and respon-

dents with higher education (p<0.05). The res-

pondents with higher education presented statis-

tically lower averages on the scale of importance

in the mentioned attributes. In the components

Accommodation_Facilities (p=0.058) and Experi-

ence_Involvement (p=0.134) the means of impor-

tance were similar between the respondents with

and without higher education. It is concluded, the-

refore, that there are signi�cant di�erences in the

importance attributed to the theoretical attributes

globally studied - Nature, Gastronomy, Accommo-
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dation, Service and Experience - with higher expec-

tations in the segment of campers with less educa-

tion. We thus reject the hypothesis that campers

with higher education attribute greater importance

to the attributes of glamping. This rejection was

not expected given the 83% of respondents with

higher education who explicitly valued similar at-

tributes already evaluated (Meng et al., 2008).

In the hospitality industry, particularly in health

and wellness tourism, tourists with higher educa-

tional quali�cations attributed greater importance

to some attributes de�ned in this study, with the

same not being signi�cant (Chen et al., 2013). In

the study conducted by Milohnic and Bonifacic

(2014) on camping demand and changes, 62.4%

had higher education and 78% preferred the �xed

type of accommodation, which re�ects the impor-

tance attributed to this attribute. In older studies

on ecotourism, the sample included 90.3% with

higher education and attributed preferences in the

activities of this tourism inserted in nature (Meric

& Hunt, 1998). In the Portuguese study on rural

tourism, 67.9% of respondents had higher educa-

tion and belonged to a cluster with similar charac-

teristics to those portrayed in this study (Eusebio

et al., 2017).

To be able to articulate an explanation for

the result found, it is thought that the restriction

that only campers from the PMA were allowed to

answer the questionnaire is a probable cause for

the rejection of this hypothesis. It would be ne-

cessary to articulate other data with the quali�-

cations, such as age and number of years practi-

cing this activity to con�rm the direction of the

results found. From another perspective, although

the direction of the result is di�erent than expec-

ted when compared to other types of tourism, it

may also give a clear indication of the di�erences

between the glamping concept and other forms of

tourism. This adds another important element to

the knowledge of the pro�le of the glamping tourist

in the region.

5. Conclusion

There is a de�cit regarding research on glam-

ping (Boscoboinik & Bourquard, 2012; Craig,

2021; Lu et al, 2021). This concept presents it-

self as a new and important niche market that is

still understudied (Brochado & Brochado, 2016).

The analyses of the results now obtained are not

fully comparable. It is important to emphasize that

there is no study carried out speci�cally on this

subject in the Metropolitan Area of Porto. The

most appropriate articulation is based on the ana-

logy with the few studies that address the con-

cept of glamping in Portugal (despite the possi-

bility of few comparisons). Overcoming this res-

trictive view, discussions about glamping can only

be made through the studies carried out in other

parts of the world on the subject in general and

the themes related to the concept under study and

camping in general.

The knowledge and notoriety of glamping in

Portugal has been increasing, following the afore-

mentioned trend. In the study of Pereira (2013),

34% of the sample knew about the concept and re-

cently, in the work of Henriques (2016) this value

increased to 45.8%. In the present study a per-

centage of 44.8% was found, close to half of the

sample. This value is quite signi�cant conside-

ring all the speci�city of the surveyed population.

A recent study conducted in Ecuador by Ochoa

(2017) when gauging the knowledge of glamping,

found only 13% who knew the concept. This va-

lue, signi�cantly lower than the one found in this

study, reinforces Portugal, and more speci�cally

the PMA, as being at a higher level of develop-

ment. On this state of knowledge will be appro-

priate to make a development and subsequent ex-

ploitation of the potential of glamping. There is

no park in the PMA that assumes to have an of-

fer of glamping units, so the value found (44.8%)

provides an indication of the trend of this concept.

It is thought that if there was an o�er of glamping

facilities within the parks, the degree of awareness
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of the concept would increase.

Similarly, and by relating the �rst two questi-

ons of the questionnaire, knowledge/experience of

the concept, we can predict that by increasing the

number of campers to know the concept would in-

crease the number to have already experienced or

visited a glamping unit. In the recent questionnaire

conducted by Ochoa (2017) when asked if they

would be interested in visiting places where they

could have di�erent experiences, including glam-

ping, a signi�cant percentage of 93% said they

would like to try it. In the same study, when as-

ked if they had visited units that promote eco-

tourism (which included glamping), 70% answered

that they had. This value, signi�cantly higher than

the one found in this study (14.40%), is justi�ed

by the fact that the study in question is not exclu-

sively focused on glamping, covering other types

of experiences.

Within the sphere of knowledge/experience

and its consequences, regarding the attribution of

the degree of importance to glamping attributes,

there are no signi�cant di�erences between the two

groups. This reality observed in the �rst hypothesis

may be supported by the fact that the sample takes

place in a group of campers. This group shares the

same perceptions, and it is likely that they attach

similar importance to a concept that occurs from

common interests. When asked for the one-word

meaning of the concept of glamping in the work

of Henriques (2016).the term "camping"is repor-

ted in second place, which also contributes to the

explanation that supports the result found in the

�rst hypothesis. In addition, the growing level of

knowledge of the concept, the trends themselves,

and the uniformity and dissemination of communi-

cation have created a common image of glamping,

which may explain the absence of di�erences in the

importance attributed.

Campers expressively stated (45.7%) that in

the event of trying glamping they would go with

their family. With more than four people was

the possibility found with the highest percentage

(33%) when Pereira (2013) asked how many peo-

ple they would go with if they went to a glamping

unit. In Europe, more than two thirds of the cam-

pers travel with their family (Milohnic & Bonifa-

cic, 2014). In South America, more speci�cally in

Ecuador on the same question asked in 2017 and

reporting to ecological tourism in general where

they included glamping, very similar percentages

were obtained. Thus, the option of traveling with

the family to ecological destinations recently ob-

tained a majority of 61% in the study that referred

to glamping as an ecological tourism alternative,

when asked the regular company to travel (Ochoa,

2017). Being together with friends and family was

mentioned as a motivating factor for choosing a re-

sort (Meng et al., 2008). Therefore, this indicator

and the data obtained are important elements to

consider in the sizing and typology of accommoda-

tions and in the o�ers of activities to be eventually

created in glamping units.

The gender issue assessed in the second hy-

pothesis which validated that there were no di�e-

rences between genders regarding the importance

attributed to the glamping attributes is not compa-

rable. It was important to better de�ne and explore

the pro�le of an eventual consumer of the glam-

ping concept, to be able to adjust the o�er of this

service. Overall, the genders attributed the same

importance to the attributes of glamping. For an

eventual development of o�ers for niche markets,

where gender has special signi�cance, the issue of

detail is important. The faint and subliminal in-

dication that was found as to the greater impor-

tance attributed to the service component, may

give us an indication of reinforcement in this at-

tribute when the focus of the concept is to be on

the female gender.

Reinforcing the measure, it was important to

test the age factor and attributes in order to be

able to ground the decisions eventually to be made.

According to the world's largest report on outdoor

activities, the over-45 age group is the most com-

monly found in these activities (Outdoor Founda-
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tion, 2016). The over 50s were identi�ed at the

ITB Berlin conference on this topic as the tar-

get group for glamping (Walter & Comino, 2014).

Five age groups were presented in the question-

naire, and based on the previous data, it was deci-

ded to divide the �ve age groups in half. Thus, it

was created only for statistical analysis the group

up to and after 50 years old. Once the analyses

were carried out and the third hypothesis was not

fully validated, it inferred several important ele-

ments for the study, and there were no di�erences

in the importance attributed to the attribute Na-

ture between the age ranges de�ned. Thus, rein-

forcing the essential element "Nature"of the glam-

ping concept, as already mentioned, one can con-

clude that this attribute should be de�ned without

major changes for all ages. This situation does not

happen with the remaining attributes. The age

group above 50 years old attributes more impor-

tance to all the remaining attributes of glamping,

compared to the age group before it. With the

data obtained, one can articulate the di�erences

found for each item that makes up the attribute,

with the result serving to build a better o�er con-

sidering the age of the target population.

In increasingly urbanized societies, where li-

festyles are complex and individualized, time spent

simply communing with nature is becoming a

trend. Combined with this reality, the typical cam-

ping nostalgia that appeals to a simple lifestyle

but with the possibility of meeting with nature

and other campers is demanding more and more

comfort and sophistication in the facilities. Inno-

vation and di�erentiation are the main strategies

for this "product"to escape the relative stagnation

phase where it is, adding innovation perspectives

in the infrastructures and services provided. In tou-

rism, product innovation can be achieved at three

distinct levels: at the service level, at the attrac-

tion level, and at the destination level (Amorim &

Brandão, 2021; Fossi & Au-Yong-Oliveira, 2021;

Pechlaner et al., 2010). Glamping can encompass

all three levels of innovation and a�rm itself as a

solution to change the camping paradigm. The ar-

ticulation of all the knowledge resulting from this

discussion should allow the construction of inno-

vative solutions for glamping to reveal its great

competitive potential in the current context.
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