
Revista Tur smo & Desenvolvimento | n.o 27/28 | 2017 | [ 667 - 677 ]

e-ISSN 2182-1453

Superstar Cristiano Ronaldo’s effect on
national reputation, pride and tourism in
Continental Portugal and on the Island of
Madeira

MANUEL AU-YONG-OLIVEIRA * [mao@ua.pt]

NINA SZCZYGIEL ** [nina.szczygiel@ua.pt]

BENEDITA BARREIROS *** [benedita.spbarreiros@gmail.com]

MARIA MADALENA ANDRADE **** [mariamgomesa@ua.pt]

Abstract | In the global economy, the tourism industry is an important constituent of economic growth

and employment and its signi�cance is still on the rise. A competitive marketplace urges destinations

to provide distinct and unique experiences while managing scarce resources. One way to approach the

discussion on tourist destination attractiveness is to consider the impact of a superstar strongly asso-

ciated with the destination. We conducted a quantitative study evaluating perceptions of the e�ect

of Cristiano Ronaldo on tourism in continental Portugal and on the Island of Madeira. A survey was

distributed online using social media. Results indicate that from the viewpoint of the respondents of the

study (N=111) Cristiano Ronaldo positively a�ects the reputation of Portugal abroad and brings more

tourists to Portugal and to the Island of Madeira. No association was found between the respondents'

gender and their pride in being Portuguese because of Cristiano. Similarly, no association was found

between the respondents' age and the main characteristic seen in Cristiano Ronaldo. However, a sta-

tistically signi�cant association was found between gender and the main characteristic seen in Cristiano

Ronaldo � female respondents tend to associate Cristiano to kindness and family values, whereas male

respondents tend to associate Cristiano to spirit of sacri�ce.
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1. Introduction

The objective of this study was to determine

que e�ect of Portuguese football superstar Cristi-

ano Ronaldo on the tourism of the Island of Ma-

deira (his birthplace) and of Continental Portugal.

Following a review of the literature and the cla-

rifying and de�nition of certain concepts, a survey

was performed, with 111 valid responses, which did

indeed reveal that there exists the perspective that

Cristiano Ronaldo is generally very positive for Por-

tugal, more so in fact than any other Portuguese

individual of prominence abroad. The chi-squared

test was performed in three cases where an asso-

ciation between variables was thought to exist. A

statistically signi�cant association was found only

in one case, namely between gender and characte-

ristic seen in Cristiano Ronaldo � female and male

respondents seeing di�erent things in Cristiano's

persona. Men tend to see more masculine traits,

such as spirit of sacri�ce (Mans�eld & Oliveira,

1994). Women, on the other hand, tend to see

more feminine traits, such as kindness and family

values.

2. Background on tourism

Despite the �rst de�nition of tourism propo-

sed in 1905, tourism is still de�ned di�erently by

di�erent sources and a large number of de�nitions

in use remain. According to the UNWTO (1992,

as cited in Middleton, Fyall, Morgan, Ranchhod,

2009, p.3), �tourism comprises the activities of

persons traveling to and staying in places outside

their usual environment for not more than one

consecutive year for leisure, business and other

purposes�. This view is wider than the traditional

vision of tourism, which focuses only on leisure

motivations. Not restricted to the holiday period

and leisure activities, tourism includes a vast array

of reasons for a visit, such as work, education or

health purposes. Tourism is performed by visi-

tors, persons who travel to a destination beyond

their usual environment and remain there no lon-

ger than a year. A visitor is considered a tourist

(overnight visitor) when staying overnight or ex-

cursionist (same-day visitor) when an overnight

stay does not make part of the visit (UNWTO,

2008).

The tourism sector has been recognized for

its important input to wealth and quality of life

(Cunha, 2013). In fact, tourism has already been

indicated as being the biggest (Middleton et al.,

2009, The Authority on World & Travel, 2015)

and fastest growing industry in the world repre-

senting 10% of the world's gross domestic pro-

duct (GDP) (The Authority on World & Travel,

2015). Tourism brings a considerable potential

to host countries, as it contributes to economic

development, both directly and indirectly, through

tourists' spending, taxes on incomes from tourism,

thus stimulating employment, local businesses and

investments in tourism infrastructure. Tourism

brings commercial revenue and encourages invest-

ments while raising awareness and providing a base

to sustain environmental protection and cultural

heritage (UNWTO, 2011). The tourism industry

is a source of 3% of direct employment globally

(Ladkin, 2013), currently being responsible for

creating 1 in 11 jobs worldwide (The Authority on

World Travel & Tourism, 2015).

The tourism industry grows faster than other

sectors and the economy as a whole (The Authority

on World & Travel, 2015). In 2015, the number of

international tourists increased in average by 4.4%

which in numbers meant 50 million more, when

comparing to the year before (UNWTO, 2016).

Europe, Asia, North and South America and the

Paci�c region reached a 5% annual growth and

Africa as a tourist destination recorded a 3% de-

crease. In Europe, 29 million more visits in 2015

than in 2014 gave in total 609 million arrivals

(UNWTO, 2016). International tourists are im-

portant in this perspective as their contribution to
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the destination economy is higher than domestic

tourists (Middleton et al., 2009). Tourist interest

in destinations has been lately a�ected by increa-

sing safety aspects and exchange rate oscillations

(UNWTO, 2016). Yet, domestic tourists should

not be underestimated. There are countries where

the contribution of domestic tourism is at least

as substantial, if not dominant, as compared to

international tourism (Massidda & Etzo, 2012).

Portugal has been continuously moving

towards developing a strategic approach for tou-

rism, an industry with a relevant and still in-

creasing contribution for the national economy

(Lourenço Paiva, de Sousa Mendes, Carvalho, &

Lanção Gonçalves, 2015). With a performance

above average, tourism has been the major sector

for exports (Barros, 2016) and has been experi-

encing a steady growth over time. In 2015, 19.2

million guests and 53.2 million nights were regis-

tered in Portugal, an increase of 10.9% and 9.1%

from 2014 respectively. The number of trips of the

resident population rose in 2015 by 7.0% reaching

19.1 million, of which 90.1% were in the national

territory. To note that 43.3% of residents travelled

(with an overnight stay) at least once (INE, 2015).

A tourist destination is a place recognized by

a visitor as being central to a visit. Traditionally,

it has been considered a distinct place, to a higher

or lower extent geographically separated, such as

a country, city or region, building its visibility and

perceived attractiveness in a group of single as-

pects. At present, a tourist destination is rather

seen as an integrated product in itself, providing

a tourist-centered, structured o�er through a set

of facilities and related services around natural,

environmental or cultural resources, which contri-

butes to enhancing an overall touristic experience

(Cracolici & Nijkamp, 2009).

3. The global market

In the global market, travelling has become

easier and distant destinations more accessible.

About 2 million destinations provide a wide range

of attractions and options (Stephens, 2008). Yet,

some destinations are more successful than others

in attracting visitors (Formica & Uysal, 2006). A

number of aspects have been presented in the lite-

rature to evaluate destination performance: num-

ber of arrivals, average length of stay of internatio-

nal tourists, number of accommodation structures,

total accommodation capacity, level of investment

(Assaf & Josiassen, 2012; Bossetti, Cassinelli, &

Lanza, 2006). Also, there has been an increasing

focus on destination leadership (Pachlaner, Kozak,

& Volgger, 2014) and destination competitiveness

(Gooroochurn & Sugiyarto, 2005; Kozak & Rem-

mington, 1999; Melián-Gonzáles & García-Falcón,

2003). In the long-term, competitive advantage is

now a must for a tourist destination (Poon, 1993).

Tourists' expectations and strong competition

amongst tourist destinations are a driver to the

strategic management of places. Kotler, Haider

and Rein (1993) argue that especially tourist desti-

nations need a strategic approach to management

to be competitive. In this context, an increase in

the competitiveness of tourist destinations requi-

res a vision and customer-centered marketing phi-

losophy to attract, bring and ensure tourist reten-

tion over time. Destinations are places and places

are products, which strongly rely on services that

can di�erentiate them in the market and give ad-

vantages vis-a-vis competitors (Stephens, 2008).

The success of a destination is in fact a success of

the complex system of actors and resources de-

livering a variety of products and services, and

requires e�cient communication and coordination

(Rodríguez-Díaz & Espino-Rodríguez, 2007). Pe-

ople choose and travel to places to experience a

number of attractions associated to them (Leiper,

1995). Since tourists are usually not acquainted

with places that they have not visited before, a

destination needs to transmit an image that stimu-

lates interest, promises satisfaction through uni-
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que experience suitable to expectations, and pro-

vides original positioning increasing the chance to

be chosen amongst other competing destinations

(Beerli & Martín, 2003).

4. Destination attractiveness and superstars

Destination attractiveness is �the perceived

ability of the destination to deliver individual be-

ne�ts� (Mayo & Jarvis, 1981, p.22). The tou-

rism literature understands destination attractive-

ness as physical attributes of a destination (For-

mica & Uysal, 2006). Feelings, beliefs and opini-

ons about the ability of a destination to provide

satisfaction to an individual's special vacation ne-

eds is of paramount importance (Hu and Richie,

1993). Tourism depends on the extent to which

the destination has the resources and their percei-

ved importance. In this regard, Laws (1995) has

made a classi�cation of elements contributing to

the attractiveness of tourist destinations and grou-

ped them into two major categories. The primary

category is related with natural conditions and in-

cludes inherent characteristics of the destination

such as climate, architecture and natural resour-

ces. The secondary category is speci�c for the

tourism infrastructure and includes hotel accom-

modation and restaurants, among others. Destina-

tion attributes are deemed to in�uence the relative

attractiveness and competitiveness of the destina-

tion (Formica & Uysal, 2006; Hu & Richie, 1993).

Finally, destination success depends also on their

regional competitiveness.

Superstars are widely recognized persons due

to their professional activity who draw substantial

public attention. Artists and other media-based

professions, including professional athletes, have

been increasingly valued by marketers due to their

potential in�uence on the customer in the decision-

making process and see them as a way to build

and strengthen a company's brand (Amis, Slack,

& Berrett, 1999; Shank & Lyberger, 2014).

Cristiano Ronaldo is a professional football

(soccer) player, and is one of the most identi�-

able Portuguese �gures in the world. With re-

markable professional achievements, at both the

national and international levels, and a laureate

of a number of very prestigious and high pro�le

awards, Cristiano Ronaldo is acknowledged for his

rigorous training and hardworking mindset. He is

a younger generation athlete who is actively pre-

sent in social media and has recently reached 200

million followers across combined social platforms,

Instagram, Facebook and Twitter (Forbes, 2016).

Ronaldo transmits his beliefs in family values th-

rough his image and attitude, and is well-known

for his active involvement in noble causes.

5. Discussion � Tourism in Portugal

Tourism is a strategic sector for Portugal and

an important component of the Portuguese eco-

nomy (Turismo de Portugal, 2012). A mild cli-

mate, long coastline, diverse architecture styles, a

much appreciated traditional cuisine and a vari-

ety of cultural attractions in a country of a small

size has created the potential to build a touristic

o�er to enhance economic growth, stimulate in-

vestment, create jobs and innovation.

As like with other tourism destinations, Portu-

gal has been looking to position itself in a competi-

tive tourism market. Countries, regions and cities

have used place branding as a tool to create and

transmit originality and uniqueness, which allows

the di�erentiation of one place from another and

the gaining of an advantage over the long term

(Oliveira, 2012). Since branding is a multi-faceted

concept and based on individual and personal per-

ceptions of customers, it can considerably di�er

from subject to subject (Zenker& Braun, 2010).

It is then very important for decision makers to

de�ne the central elements of the value proposi-
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tion.

Natural resources, for instance, are one of the

strongest aspects of the Portuguese tourism o�e-

ring. Nature tourism is not subject to seasonal

variations and its European dimension is estima-

ted at 12 million trips per annum. In Portugal,

nature tourism accounts currently for 2 per cent

of the total with a great potential to grow (The

Portugal News, 2016). In particular, the archipela-

gos of Madeira and of the Azores, have interesting

perspectives in this concern. Of note is that the

Algarve, Lisbon and Madeira have been the main

destinations in Portugal and together accounted

for 73.6% of the stays in this country (INE, 2015).

According to Alcaniz, García and Blas (2009,

p.716), a tourism destination image �consists of all

that the destination evokes in the individual; any

idea, belief, feeling or attitude that tourists asso-

ciate with the place�. Echtner and Ritchie (1991,

p.11) have presented a three open-ended questions

approach to tourism destination image to assess

its components: (1) What images or characteris-

tics come to mind when you think of X as a travel

destination?; (2) How would you describe the at-

mosphere or mood that you would expect to expe-

rience while visiting X?; (3) Please list any distinc-

tive or unique tourist attractions that you can think

of in X. Stepchenkova and Morrison (2008) have

considered the �rst question as an evaluation of

functional aspects of the destination image (�ste-

reotypical image�), the second question as being

more psychologically oriented and a way to eva-

luate holistic aspects (�a�ective image�), whereas

the third question captures special, distinctive as-

pects of tourism destination image (�uniqueness

image�). Guerreiro, Agapito and Pech (2015) have

applied Echtner and Ritchie's approach to eva-

luate personality traits of Portugal as a tourism

destination from the viewpoint of Czech university

students. The functional features most often in-

dicated were `sun', beach' and `warm'. Portugal

was associated with a `friendly' and `relaxed' at-

mosphere, which designated holistic aspects of the

destination. The third element, distinctive or uni-

que attractions, were from the respondents' pers-

pective, Lisbon, Porto and football. One of the

strongest and most distinctive associations respon-

dents of the Czech study felt with Portugal was

therefore football � which justi�es our interest in

the research topic involving Cristiano Ronaldo and

tourism in Portugal. Cristiano Ronaldo is the most

identi�able of the Portuguese celebrities. Cristiano

Ronaldo has been in fact for years one of the most

recognized football players in the world (Hylton &

Lawrence, 2014). Thus, Cristiano's e�ect on nati-

onal pride, as well as on other aspects such as the

reputation of Portugal abroad and his e�ect on

tourism in Portugal and on the Island of Madeira,

merits enquiry beyond what has been studied to

date (e.g., Oliveira, 2014).

6. Research methodology

Following a literature review, the study applied

a quantitative approach. An online survey was

conducted in November 2016 using the Facebook

platform of the four authors. The survey applied a

5-point Likert scale. Additionally, an open-ended

option of response was available to better describe

a view of Cristiano Ronaldo. The questions aimed

to evaluate the perceptions about Portugal and the

Island of Madeira as tourist destinations and the

extent to which Cristiano Ronaldo a�ects and con-

tributes to the country's reputation and image.

7. An analysis of the survey (descriptive sta-

tistics)

The �nal analysis was based on 111 valid res-

ponses. Demographic data (sex, age, place of re-

sidence, and nationality) were gathered. Respon-

dents were also asked whether they were interested
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in football. The answers to these questions can be

seen in table 1. We can see that most of the res-

pondents were Portuguese (98.2%), aged between

18 years old and 50 years old (86.4% of the sam-

ple), living in Continental Portugal (86.5%), with

an interest in football (79.3%).

Table 1 | Survey answers (demographic data and interest in football)

Multiple choice questions (Likert scale of 1-5)

included about whether the individual felt pride in

being Portuguese, due speci�cally to Cristiano Ro-

naldo. 11.7% answered very much so (score of 5)

and 23.4% answered that this was the case (score

of 4) (positive feelings of pride for a total of 35.1%

of the respondents, or just over one third). A large

number of the respondents, however, were neutral,

and gave a score of 3 to this question (30.6%). Not

feeling proud of being Portuguese due to Cristiano

Ronaldo was the case of 12.6% (score of 2) and

21.6% (score of 1) respectively (or 34.2% of the

sample).

A di�erent question was about whether Cristi-

ano Ronaldo positively a�ects the reputation of

Portugal abroad, similarly on a Likert scale of

1-5. The majority of the respondents answered

very much so (56.8% with a score of 5), with a

further 30.6% also saying yes that this was the case

(30.6% with a score of 4) (scores of 4 or above for

87.4% of the sample). This is a very positive re-

sult and calls attention to the fact that superstars

can have a very positive a�ect on their country of

origin.

As concerns social responsibility, a multiple

choice question (Likert scale of 1-5) about whether

Cristiano Ronaldo helps many noble causes which

very much contributes to the reputation of Por-

tuguese abroad similarly revealed a very positive

trend. A total of 64.8% of the respondents answe-

red 4 or above. 21.6% of the respondents were

neutral on this issue.

Asked whether Cristiano Ronaldo brings more

tourists to Portugal and to the Island of Madeira,

the majority of the respondents were sure that he

does (69.3% of the total), with a further 18.9%

being neutral on this issue (score of 3).

A question sought to understand why people

go the Island of Madeira for a holiday (it was

possible to indicate more than one option) and

it was revealed that the Island of Madeira is po-

pular for its �climate / nature� (88.3% of the

respondents chose this option), points of tourist

attraction (museums, monuments, art galleries)
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(62.2%), and food (30.6%). Cultural events also

scored quite high (concerts, festivals, expositions)

(23.4%). The issue of low prices was not chosen

often (13.5%) revealing that this is not a reason

for going to the Island of Madeira.

Of the 111 respondents, only 7.2% (or eight

respondents) had gone to the Cristiano Ronaldo

museum on the Island of Madeira (thus not all

of the 13 respondents from the Island of Madeira

have gone), with 46.8% (52 people) stating that

they do however intend to go. A considerable per-

centage (45.9%, or 51 people) are not however

interested in visiting this tourist attraction.

When asked which location Cristiano Ronaldo

helps the most � tourism in Continental Portugal,

tourism in Madeira, or both, the answers were:

both (58.6%), the Island of Madeira (35.1%), with

a minority choosing Continental Portugal (6.3%).

The survey revealed a number of (optional)

qualitative comments on Cristiano Ronaldo, mos-

tly very positive (table 2).

Table 2 | Comments on Cristiano Ronaldo (translated from Portuguese to English)

Whether in e�ect Cristiano Ronaldo is an ex-

cellent �ambassador for Portugal�, albeit on an in-

formal basis, the majority of the respondents said

yes � 68.4% answered 4 or above, on a Likert scale

of 1-5. A total of 21.6% of the respondents were

neutral (21.6%), with only 11 people of the total

111 having attributed a score of 2 or 1 on this is-

sue.

What does Cristiano Ronaldo stand for? This

question was a multiple choice question, and the

respondents answered, on a positive note: family

values (26.1%), spirit of sacri�ce (40.5% - the

most popular answer), kindness and wanting to

help others (24.3%). On a negative note none

stated that he stands for sel�shness (a positive re-

sult), though 9% stated that he demonstrates nar-

cissism, or excessive self-love (10 people).

To what does Cristiano Ronaldo owe his suc-

cess? The answers were very clear here � mo-

tivation (81.1%), natural talent (17.1%), and ha-

ving access to the best infrastructure (good coach,

good training conditions, good equipment, among

others) (1.8%). Cristiano Ronaldo is thus seen to

be highly motivated, by the great majority of the

respondents, and this has led to his success.

Finally, Cristiano Ronaldo is seen to be the

most important �gure for Portugal abroad, by 73%

of the respondents, as compared to the Prime Mi-

nister of Portugal (António Costa � no answers),

the President of Portugal (Marcelo Rebelo de

Sousa � 13.5% of the answers), José Mourinho

(football coach � 5.4% of the answers), with mar-

ginal additional choices having been given to singer

Mariza (2.7%), actress Daniela Ruah (1.8%), and

model Sara Sampaio (3.6%). Football is truly a

sport for the masses and Cristiano Ronaldo has a

very signi�cant and positively perceived e�ect for

Portugal abroad.
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8. The survey - Chi-squared tests � Associa-

tions between variables

The chi-squared test is a non-parametric test �

in that it does not test a parameter, or a �mean or

proportion� (Oakshot, 2016, p.210). In the case

herein the chi-squared test is used to test for an

association between categories.

The �rst association between categories was

for the following survey question (translated from

the Portuguese survey version): �I would be, or I

am indeed proud of, being a Portuguese national

because of Cristiano Ronaldo�. The null hypothe-

sis was that there is no association between the

gender (male or female) of the respondent and the

pride (measured on a scale of 1 to 5) of being

Portuguese because of Cristiano Ronaldo. The Al-

ternative hypothesis was that there is an associ-

ation between the gender of the respondent and

the pride of being Portuguese because of Cristiano

Ronaldo. In e�ect, no association was found, and

the null hypothesis is accepted, at the 5% signi�-

cance level.

The second association between categories was

for the following survey question (translated from

the Portuguese survey version): �I see the following

characteristic in Cristiano Ronaldo� (the multiple

choice options included, of which the respondents

could only choose one, were: family values, kind-

ness, spirit of sacri�ce, sel�shness, and narcissism).

The null hypothesis was that there is no associa-

tion between the age of the respondent (millennial

versus baby-boomer; or, under 36 years of age ver-

sus over 36 years of age) and the characteristic

seen in Cristiano Ronaldo. The Alternative hy-

pothesis was that there is an association between

the age of the respondent and the characteristic

seen in Cristiano Ronaldo. After doing the cal-

culations, no association was found, and the null

hypothesis was thus accepted, at the 5% signi�-

cance level.

The third association between categories was

for the same survey question above, but for

another category � gender. The null hypothesis

was that there is no association between the gen-

der of the respondent and the characteristic seen

in Cristiano Ronaldo. The Alternative hypothesis

was that there is an association between the gen-

der of the respondent and the characteristic seen

in Cristiano Ronaldo. The results of this calcu-

lation showed that the alternative hypothesis was

con�rmed. An association between the variables

was found, at the 0.5% signi�cance level.

Tables 3, 4 and 5 show the results from the

survey, for the chi-squared tests above � in testing

for associations 1, 2 and 3, respectively.

Table 3 | Gender and pride in being Portuguese due to Cristiano Ronaldo

Table 4 | Age and characteristic seen in Cristiano Ronaldo (sel�shness had zero responses)
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Table 5 | Gender and characteristic seen in Cristiano Ronaldo (sel�shness had zero responses)

For associations 1, 2 and 3, we had:

Association 1)

Sum of X2 values = 5.4111 < 9.488 at the 5%

signi�cance level with 4 degrees of freedom � Null

hypothesis accepted.

Association 2)

Sum of X2 values = 2.072 < 7.815 at the 5%

signi�cance level with 3 degrees of freedom � Null

hypothesis accepted.

Association 3)

Sum of X2 values = 16.26 > 12.838 at the

0.5% signi�cance level with 3 degrees of freedom

� Null hypothesis rejected.

So, being proud of being Portuguese, due to

Cristiano Ronaldo, occurs independent of gender.

Furthermore, di�erent age groups are not associa-

ted to seeing Cristiano Ronaldo in a particular way.

This suggests that Cristiano Ronaldo may be a

mass phenomenon, in terms of national pride gene-

rated and characteristic associated to his persona,

across age groups. Finally, however, an association

was found between gender and characteristic seen

in Cristiano Ronaldo. Female respondents tend to

see in Cristiano Ronaldo kindness (20 answers by

women, versus 7 by men) and family values (23

answers by women, versus 6 by men). Men, on the

other hand, tend to see a spirit of sacri�ce in Cris-

tiano Ronaldo (28 answers by men, versus 17 by

women). A statistically signi�cant association was

found between gender and characteristic seen in

Cristiano, meaning that according to gender more

likely answers do exist.

9. Conclusion and implications

The growing importance of tourism to Portu-

gal is undeniable. Portugal is a small, periphe-

ral Western European country which is increasin-

gly relying on its natural resources � such as its

climate and Atlantic coastline � as well as on its

historic, urban, tourist attractions � to boost tou-

rism, internally and internationally, and thus its

economy. Cristiano Ronaldo has had, according

to our survey respondents, a very positive impact

on the image and reputation of his country and

birthplace. These results go in line with other stu-

dies (Oliveira, 2014). In future research e�orts one

might ask what may be done by certain celebrities

to boost their country's reputation and tourism,

that is, how might the government and national

authorities involve them, up and beyond the ef-

fect naturally felt due to achievements and recog-

nition won on an individual and international level?

Advertising certain aspects of national prominence

and cultural heritage, and not only certain com-

mercial products (such as shampoo and telecom-

munications products), may be a way forward for

superstars � though we do recognize that supers-

tars' prices for publicity campaigns may be prohibi-

tive, for state-budgets, in particular in such harsh

times as those felt in 2016 (despite good prospects

for the future and improvements on several fronts).

Much as with multinationals, that is to say, to be

more on a par with what they o�er, certain tax and



676 |RT&D | n.o 27/28 | 2017 | OLIVEIRA et al.

other bene�ts may be o�ered by national authori-

ties, in exchange for borrowed reputation and go-

odwill, which many celebrities own and may share

with their nations.
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