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Abstract | Tourist (dis)satisfaction and future behavioural intentions are relevant areas in 

tourism marketing and in the promotion of tourism activities at destinations. The 

sociodemographic factors of stakeholders involved in tourism in general, and creative tourism 

in particular, are related to tourist (dis)satisfaction and future behavioural intentions in various 

ways. Given the limited focus on analysing the relationship of sociodemographic factors with 

(dis)satisfaction and future behavioural intentions, among residents and visitors in the context 

of creative tourism, this study addresses this gap. To this end, a quantitative methodology was 

developed, involving questionnaire surveys directed at residents and creative visitors of 

Barcelos and Óbidos, cities recognised as UNESCO Creative Cities. In total, 674 questionnaires 

were validated (408 from residents and 266 from creative visitors in Barcelos and Óbidos). No 

significant relationship was found between the sociodemographic factors, of both residents and 

creative visitors, and creative tourist (dis)satisfaction. However, data analysis reveals a 

significant association between the sociodemographic factors, of both residents and creative 

visitors, and their future behavioural intentions (e.g., recommending and/or revisiting).  
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Resumo | A (in)satisfação turística e as intenções comportamentais futuras são áreas relevantes 

no marketing turístico e na promoção de atividades turísticas em destinos. Os fatores 

sociodemográficos dos stakeholders envolvidos no turismo em geral e no turismo criativo em 

particular, estão relacionados com a (in)satisfação turística e as intenções comportamentais 

futuras de várias maneiras. Dado o foco limitado na análise da relação dos fatores 

sociodemográficos com a (in)satisfação e com as intenções comportamentais futuras, entre os 

residentes e os visitantes no contexto do turismo criativo, este estudo aborda esta lacuna. Para 

tal, foi desenvolvida uma metodologia quantitativa, envolvendo inquéritos direcionados a 

residentes e visitantes criativos de Barcelos e Óbidos, cidades reconhecidas como Cidades 

Criativas da UNESCO. No total, 674 questionários foram validados (408 de residentes e 266 

de visitantes criativos em Barcelos e Óbidos). Não foi encontrada nenhuma relação significativa 

dos fatores sociodemográficos de residentes e visitantes criativos com a (in)satisfação turística.  

Contudo, a análise dos dados revela uma associação significativa entre os fatores 

sociodemográficos de residentes e visitantes criativos com as suas intenções comportamentais 

futuras (por exemplo, recomendar e/ou revisitar).  

 

Palavras-chave | fatores sociodemográficos, (in)satisfação com o turismo criativo, intenções 

comportamentais futuras, visitantes criativos, residentes 

 

1. Introduction 

Tourist (dis)satisfaction is not a new area of study (Glaveli et al., 2023); however, it remains a 

relevant and increasingly pertinent topic for various tourism stakeholders (Sousa & Leite, 

2022). Tourist (dis)satisfaction is understood as a complex construct that can and should be 

examined in relation to both the characteristics of the destination and those of the visitor (Ahani 

et al., 2019; Moon & Han, 2019). 

Creative tourism, as a form of niche tourism that values the culture of creative destinations and 

respects the unique qualities of visitors (Chen & Mak, 2021), represents an innovative approach 

for fulfilling the needs and expectations of both the destination’s community and its visitors 
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(Duxbury, 2021). This tourism model actively fosters satisfaction among both residents and 

creatively-inclined visitors (Wiyana et al., 2018). Notably, tourist (dis)satisfaction and future 

behavioural intentions in creative destinations have yet to be extensively studied, and the 

sociodemographic factors of stakeholders in creative tourism, which are strongly related to both 

aspects, have received limited attention despite their distinct significance. Additionally, the 

meaning and perception of tourist (dis)satisfaction as well as the future behavioural intentions 

tend to vary across different sociodemographic factors, including age, country of residence, 

income level, profession, among others (Jokisch et al., 2022). 

The present study seeks to analyse the relationship between sociodemographic factors and 

levels of (dis)satisfaction with the tourist experience and future behavioural intentions, among 

residents and visitors of creative tourist destinations.  

To achieve the objective of this study, this article includes the following components: (i) a 

literature review on tourist (dis)satisfaction, future behavioural intentions and creative tourism; 

(ii) a methodological section detailing the data collection instruments and the procedures 

undertaken for data analysis; and (iii) a section dedicated to the analysis and discussion of the 

results obtained. 

 

2. Literature review 

2.1. Tourist (Dis)satisfaction and future behavioural intentions – concept and 

particularities 

Tourist satisfaction refers to an individual’s positive assessment regarding at least one social, 

cultural, environmental, or other aspect of a specific tourist destination (Gruchmann et al., 2022; 

Happ & Bolla, 2022; Shen et al., 2022). Conversely, tourist dissatisfaction denotes a negative 

assessment by an individual concerning one or more social, cultural, environmental, or other 

elements of a specific tourist destination. Both tourist satisfaction and dissatisfaction are thus 

critical concepts for developing marketing strategies at both the macroeconomic level for 

destinations and the microeconomic level for destination-based businesses (Sousa & Leite, 

2022). 

As a component of tourism sustainability (Vargas-Sanchez, 2022), tourist (dis)satisfaction is 

recognised as a cognitive and emotional construct (Alegre & Garau, 2011). This construct 

incorporates elements of consumer satisfaction, being relative to a comparative standard 

established by consumer expectations, values, and perceived importance (Wang, 2016). 
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From the visitor perspective, tourist (dis)satisfaction usually triggers behaviours such as word-

of-mouth recommendations, consumer complaint behaviour, brand loyalty, endorsement, and 

intentions for repeat visits (Wang, 2016). In contrast, from the perspective of the resident 

community, tourist (dis)satisfaction is associated with factors such as the community’s 

acceptance of tourist flows, the recommendation and promotion of places, people, and 

information within various contexts of daily life (Sousa & Leite, 2022). 

Key components of tourist (dis)satisfaction include experiential (dis)satisfaction, 

(dis)satisfaction with the destination and (dis)satisfaction with service quality (Fathy et al., 

2024; Moon & Han, 2019). 

Tourist satisfaction can provide multiple benefits across social, economic, cultural, and 

environmental dimensions, including enhanced pride in local culture, increased destination 

loyalty, higher spending at the destination, greater intercultural dialogue, and a heightened 

commitment to heritage preservation (Ahani et al., 2019; Sousa, 2023; Vargas-Sanchez, 2022). 

Future behavioural intentions have been widely recognised in tourism research as key 

predictors of aspects such as destination competitiveness and sustainability (Zamani-Farahani 

et al., 2021). These intentions are shaped by a combination of psychological, experiential and 

sociodemographic factors, and provide a forward-looking perspective on tourist behaviour 

beyond the immediate experience (Jokisch et al., 2022). Analysing future behavioural intentions 

is therefore essential for destination managers and policymakers, as it allows them to anticipate 

demand and offer patterns, identify segments with higher potential for loyalty, and design 

targeted strategies to enhance both tourist satisfaction and long-term destination performance 

(Zamani-Farahani et al., 2021).  

The concept of tourist (dis)satisfaction and the complexity of future behavioural intentions have 

become more dynamic in the latter half of the twentieth century, influenced both directly and 

indirectly by developments in Information and Communication Technology (ICT) (Mallick & 

Shovan, 2023). ICT has also provided residents and visitors of tourist destinations with new 

ways to express their likes and dislikes regarding these areas (Rasoonlimanesh et al., 2017). 

Sociodemographic factors of visitors or residents in tourist destinations are considered 

influential in shaping tourist (dis)satisfaction and future behavioural intentions. Factors such as 

age, educational level, and gender are essential for understanding citizen engagement and 

behaviours within the tourism sector (Alderete, 2021). These factors facilitate the prediction of 

visiting patterns, attitudes, and behaviours, with the acceptance of tourist flows varying 
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significantly according to sociodemographic characteristics such as age, country of residence, 

income, and occupation, among others (Jokisch et al., 2022). 

The role of sociodemographic characteristics in shaping tourist (dis)satisfaction and future 

behavioural intentions has been explored in various ways in the literature. For instance, Silva 

et al. (2021) found that sociodemographic characteristics of visitors, alongside their motivations 

for travel, are significantly related to tourist satisfaction in the Azores. Rosalia et al. (2020) 

identified that the sociodemographic profile of international tourists from Italy allowed for 

distinctions in perceived destination quality based on characteristics such as age group, gender, 

and country of residence. In Ma et al. (2018), sociodemographic factors, including educational 

level and the influence of local culture, did not enhance tourist satisfaction from the 

perspectives of either visitors or residents. Morales et al. (2018) identified that education, 

geographic origin, and travel companions were primary sociodemographic factors impacting 

tourist satisfaction among respondents in Ecuador, alongside factors linked to the tourism offer, 

such as price, climate, and distribution channels. 

 

2.2. Creative tourism as a way of promoting tourist satisfaction 

Creative tourism is a form of tourism that positively influences tourist satisfaction for both 

residents and visitors at destinations (Beták & Sándarová, 2020; Richards, 2020). This impact 

stems from the fact that creative tourism is classified as a niche form of tourism (Richards, 

2020), distinguished by its higher level of specialisation (Pintea & Badulescu, 2020). 

This tourism typology has become a fertile domain for research worldwide, incorporating 

diverse perspectives, methodologies, and objectives (Sousa & Pereira, 2022), since creative 

tourism combines elements of creativity within a specific territory, and it is closely aligned with 

cultural tourism (Sousa, 2023). As Sousa (2023) explains, creativity functions as both a concept 

and a practice, manifesting in various forms, such as individuals, processes, or products. In this 

context, the creative tourism product offers more than mere sightseeing or passive engagement; 

it encourages tourists to learn actively through their participation in activities (Somnuxpong, 

2020). 

The local community, or residents of a tourist destination – whether creative or cultural – serve 

as a social and cultural entity (Aquino & Brunos, 2021) and play a crucial role in co-creating 

the tourist experience (Green et al., 2018). This community is a strategic ally for sustainable 

destination management (Fandi, 2015), contributing significantly to economic growth, heritage 
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preservation, infrastructure development, social and cultural cohesion, and the overall 

satisfaction of tourists and visitors (Bakas et al., 2018; Jia et al., 2021; Lisha et al., 2023). Local 

communities influence tourist (dis)satisfaction from the visitor's perspective, whether through 

their interactions with tourists or through their behaviours and attitudes toward local events, 

community dynamics, and other factors (Fandi, 2015). 

Creative visitors are increasingly recognised as well-informed, educated, and discerning, often 

with expectations that exceed the average (Remoaldo et al., 2020). In this regard, Tan et al. 

(2014) identified five categories of creative visitors: (i) those seeking novel experiences; (ii) 

those who aim to acquire new or unique knowledge and skills; (iii) visitors attentive to the 

development of their travel companions; (iv) those highly aware of and concerned about 

environmental impacts; and (v) leisure-oriented visitors. The satisfaction of these consumers is 

likely to increase their likelihood of sharing online reviews about their experiences (Mallick & 

Shovan, 2023; Zhang et al., 2024), promoting the destination and its offerings (Ahani et al., 

2019; Lisha et al., 2023), and increasing the chances of returning for repeat experiences and 

interactions with the destination’s people and activities (Rosalia et al., 2020). 

 

3. Methodology 

3.1. Characterisation of the study territories 

This study was carried out in two Portuguese locations that are designated as UNESCO Creative 

Cities and feature substantial demand for, and offerings in, creative tourism – Barcelos and 

Óbidos. Barcelos and Óbidos are two urban areas in mainland Portugal, located in the northern 

and central regions of the country, respectively. Barcelos encompasses a total area of 378.90 

km², while Óbidos covers 141.55 km². Both locations demonstrate significant tourism 

dynamism, with Óbidos receiving a comparatively higher number of visitors. In 2021, the 

average length of stay in Óbidos was 2,3 nights per establishment, slightly exceeding Barcelos' 

average of 2,2 nights. In the same year, Óbidos recorded 31 tourist establishments, hosting a 

total of 62 120 guests and generating 140 155 overnight stays. In comparison, Barcelos reported 

19 tourist establishments, with 16 345 guests and 35 991 overnight stays (INE, 2023). 

In the context of creative tourism, both urban locations show a clear alignment of supply and 

demand. Óbidos is notable for its vibrant literature and creative events, while Barcelos is 

recognised for its rich traditions in local crafts and folk art. These domains—literature in Óbidos 

and crafts in Barcelos—serve as central examples of creative industries closely linked to 
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tourism. They also represent some of the most extensively studied domains in the literature on 

creative tourism (Arcos-Pumarola et al., 2023). 

 

3.2. Research model and methodological approaches 

This study employed a quantitative methodological approach, utilising questionnaire surveys 

conducted among residents and creative visitors of Barcelos and Óbidos. 

The literature review suggests that sociodemographic factors are significantly related to tourist 

(dis)satisfaction. However, their impact on tourist (dis)satisfaction in general – and particularly 

within the context of creative tourism – has not been thoroughly explored, leading to the 

formulation of the following hypotheses: 

 

H1. There is a relationship between sociodemographic factors of residents in creative tourist 

destinations and their satisfaction with creative tourism. 

H2. There is a relationship between sociodemographic factors of residents in creative tourist 

destinations and their utilisation of ICT tools in expressing creative tourism (dis)satisfaction. 

H3: There is a relationship between sociodemographic factors of creative visitors to creative 

tourist destinations and their satisfaction with the creative tourism experience. 

H4: There is a relationship between sociodemographic factors of creative visitors and their 

intention to post online comments about their creative tourism experiences. 

H5: There is a relationship between sociodemographic factors of creative visitors and their 

likelihood of recommending the creative tourism experience to friends and/or family. 

H6: There is a relationship between sociodemographic factors of creative visitors and their 

likelihood of returning to and repeating the creative tourism experience.  

 

The hypotheses were analysed using questionnaire surveys tailored to each group of tourism 

stakeholders, recognising that residents and visitors to creative destinations hold distinct 

experiences and perceptions. To account for these differences, two customised questionnaires 

were developed. The residents’ survey comprised three groups of questions: (i) perceptions of 

the creative destination, (ii) interactions with visitors, and (iii) personal data. Conversely, the 

visitors’ survey included three main categories of questions: (i) General perceptions of creative 
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tourism at the destination, (ii) information regarding the activity undertaken, and (iii) personal 

data. Items assessing tourist (dis)satisfaction employed a five-point Likert scale, where 1 

represented the most negative response, such as “completely disagree,” “not at all satisfied,” or 

“not at all likely,” and 5 denoted “completely agree,” “very satisfied,” or “very likely.” 

The residents’ survey included questions on the main creative activities available at the 

destination, degree of (dis)satisfaction with the presence and participation of these tourists in 

local creative activities, expression of (dis)satisfaction with the creative tourism experience, 

and a range of sociodemographic characteristics of respondents, allowing for a more 

comprehensive profile, with particular attention to variables such as gender, age, education, 

employment status, professional area, and income. 

The visitors’ survey encompassed questions regarding the creative experiences that had been 

undertaken by respondents, customer feedback and online reviews, the respondents’ intention 

to share their experience online, their level of (dis)satisfaction, and the likelihood of 

recommending, repeating, or participating in other creative activities at the same destination. 

Finally, in the personal data section, the survey sought to identify the main sociodemographic 

characteristics of the respondents — such as gender, age, educational background, professional 

status, and income — allowing for the development of a more comprehensive and detailed 

profile of the participants in the study. 

The sociodemographic factors considered for residents included place of residence, gender, age 

group, educational qualifications, and occupation. For visitors, these factors included gender, 

age group, educational qualifications, country of residence, and occupation. 

To facilitate timely data collection, the surveys were initially created and distributed digitally 

via the forms.ua.pt platform. Links to the surveys were shared across various online groups and 

social media channels, including Facebook, Instagram, and LinkedIn. Additionally, these links 

were circulated to multiple public and private organisations and companies for endorsement 

and further dissemination (e.g., Óbidos Chocolate House, Óbidos City Council, Óbidos 

Municipal Museum, Óbidos bookstores, Pastelaria Mil Sabores, Óbidos Hub, Óbidos Vila 

Gaming, Associação Montessori de Barcelos, Juventude de Barcelos, Profitecla Barcelos, 

APACI Barcelona). In a subsequent phase, the research team conducted field visits to Barcelos 

and Óbidos to increase the number of in-person respondents. 

Consequently, data collection was conducted from April to September 2023, resulting in a total 

of 674 validated questionnaires (408 from residents and 266 from visitors to Barcelos and 
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Óbidos). Respondents were selected randomly, provided they met the following criteria: for 

residents, being over 18 years of age; for creative visitors, being over 18, having engaged in 

creative tourism activities in the target locations within the last three years. 

Data analysis was performed using the Statistical Package for the Social Sciences (SPSS). 

Descriptive statistics were calculated, followed by bivariate analyses using the Chi-Square (X²), 

Mann-Whitney (U), and Kruskal-Wallis (KW) tests to validate the hypotheses. These tests were 

chosen because the sample distribution did not meet the normality assumptions, as verified by 

the Shapiro-Wilk normality test. Thus, the Mann-Whitney (U) test was applied instead of the 

Student’s t-test, while the Kruskal-Wallis test was used for variables with more than two 

response categories. Chi-Square tests were conducted for nominal variables. 

 

4. Analysis and discussion of results 

4.1. Sociodemographic characterisation of respondents 

Among the residents surveyed, 59% were from Barcelos and 41% from Óbidos. The 

geographical origins of creative visitors were notably diverse, with the majority originating 

from Portugal (50%), followed by Spain (9.8%), the United Kingdom (7.5%), and Germany 

(5.6%). The “other” category encompassed a variety of countries with lower representation, 

including China, India, and Brazil (Figures 1 and 2). 

 

 

 

 

 

 

 

 

 

 

Figure 1. Place of residence of the residents surveyed. 

Source: Authors’ Elaboration 
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Barcelos Óbidos
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Figure 2. Geographical origin of the creative visitors surveyed. 

Source: Authors’ Elaboration 

 

Table 1 presents the complete descriptive statistics for the sociodemographic characteristics of 

surveyed residents and creative visitors. About 51.2% of residents identified as male, 46.6% as 

female, and 2.2% selected “do not know and/or did not answer” (DKDA). The age distribution 

among residents was varied, though a significant proportion fell within the 30 to 39 age bracket, 

representing 37%. The age group with the fewest residents was over 60 years, comprising 8.1% 

of the sample. In terms of educational background, 38.7% reported secondary education as their 

highest level, while 8.1% indicated primary education, and 3.5% reported holding a doctorate. 

Professionally, 32.8% of respondents indicated that they worked in Barcelos, while 27.2% were 

based in Óbidos. The leading professional sector among residents was 

administration/economics, accounting for 23.5%, followed by culture at 18.6%, and health at 

11%. The “other” category accounted for 31.1%, with responses spread across fields such as 

research, IT, and marketing, each representing smaller proportions than the main categories. 

Among the creative visitors surveyed, 42.1% identified as male, 53.8% as female, and 4.1% 

selected “do not know and/or did not respond” (DKDA). The age distribution was varied, 

though the predominant age group was 30 to 39 years, representing 29.7% of respondents. The 

least represented age group was those over 60 years, comprising 9.4% of the sample. In terms 

of educational qualifications, 44.4% of respondents held a bachelor's degree, 6,4% indicated 

primary education as their highest level, and 7.1% reported having a doctorate. In the 

50%

9,8%3,8%

7,5%

5,6%

18,4%

4,9%

Portugal Spain France United Kingdom Germany Other DKDA
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professional domain, the management/economics sector had the highest representation at 32%, 

followed by the culture and tourism sectors, each accounting for 12% of responses.  

 

Table 1. Sociodemographic data of the residents and creative visitors surveyed. 

 Gender  

 Male Female DKDA 

Residents 51.2% 46.6% 2.2% 

Visitors  42.1% 53.8% 4.1% 

 Age group  

From 18 to 

29 years  

From 30 

to 39 

years 

From 

40 to 49 

years 

From 50 

to 59 

years 

More 

than 60 

years 

DKDA 

Residents 14.4% 37% 21.6% 16.7% 8.1% 2.2% 

Visitors  23.7% 29.7% 21.4% 14.7% 9.4% 1.1% 

 Educational qualifications  

Basic 

education 

Secondary 

education  

Degree Master PhD DKDA  

Residents 8.1% 38.7% 35% 12.5% 3.5% 2.2% 

Visitors  6.4% 22.9% 44.4% 13.2% 7.1% 6% 

 Professional area  

Management Health Cultural Tourism Other DKDA 

Residents 23.5% 11% 18.6% 7.8% 31.1% 8% 

Visitors  32% 10.9% 12% 12% 26.7% 6.4% 

 Country of residence 

Portugal Spain France United 

Kingdom 

Germany Other DKDA 

Visitors  50% 9.8% 3.8% 7.5% 5.6% 18.4% 4.9% 

Source: Authors’ Elaboration 

 

4.2. Validation of hypotheses: Tourist (dis)satisfaction and future behavioural 

intentions of the residents 

Regarding creative tourism (dis)satisfaction among residents, it is noteworthy that 39% and 

18.9% of respondents indicated agreement and strong agreement, respectively, with the 

statement regarding their satisfaction with creative tourism in their locality. In this context, 

dissatisfaction with creative tourism in this study was observed to be lower than satisfaction 
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levels. However, hypothesis 1 (There is a relationship between sociodemographic factors of 

residents in creative tourist destinations and their satisfaction with creative tourism) is not 

supported by the statistical tests conducted, since no significant differences were detected 

between residents with distinct sociodemographic characteristics regarding satisfaction (Table 

2). Therefore, in this study, sociodemographic factors such as age group, educational 

qualifications, gender, profession, and geographic origin were not related to the tourist 

satisfaction revealed by residents. 

When residents were asked about their intention to use ICT tools to express (dis)satisfaction 

with the development of creative tourism, the majority (59.6%) indicated that they do not 

consider utilising such tools to convey their views on (dis)satisfaction. However, hypothesis 2 

(There is a relationship between sociodemographic factors of residents in creative tourist 

destinations and their utilisation of ICT tools in expressing creative tourism (dis)satisfaction) is 

partially confirmed through Chi-Square tests, as statistically significant differences were found 

in age group (p= .008) (Table 2). Observing the percentages by age group, participants aged 40 

to 49 showed the highest proportion of using the tool to express (dis)satisfaction (20.5%), 

followed by the 18 to 29 age group (11.9%), 50 to 59 (10.3%), over 60 (9.1%), and 30 to 39 

(6%). These results indicate that age is significantly related to the use of ICTs as a means of 

expression in creative tourism destinations, with middle-aged adults (40-49 years) being the 

most active group in this regard. Within this domain, the concept of e-tourism emerges, wherein 

ICT platforms or tools become increasingly dynamic and accessible to a diverse range of 

individuals, reflecting their varied sociodemographic characteristics. These platforms or tools 

can facilitate the expression of tourist (dis)satisfaction as they enable the creation or 

dissemination of information that directly and/or indirectly influences the tourist behaviour of 

both residents and visitors (Gupta et al., 2023; Rasoonlimanesh et al., 2017). 
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Table 2. Statistical tests with data from residents of creative destinations. 

 

(Dis)satisfaction with creative tourism 

 

Descriptive 

statistics 

Mann-Whitney Test 

- 

Residence 

Kruskal-Wallis Test 

- 

Gender 

Kruskal-Wallis Test 

- 

Age group 

Kruskal-Wallis Test 

- 

Educational Qualifications 

Kruskal-Wallis 

Test 

- 

Profession 

1- Strongly 

disagree 
5.1% P Test statistic P 

Test 

statistic 
P 

Test 

statistic 
P 

Test 

statistic 
P 

Test 

statistic 

2- Disagree 12% 0.599 19531.5 0.337 2.173 0.887 1.714 0.071 10.139 0.51 6.254 

3- Neither 

agree nor 

disagree 

21.1% 

 4- Agree 39% 

5- Strongly 

agree 
18.9% 

DKDA 3.9% 

Intention to use ICT tool(s) to demonstrate creative tourist (dis)satisfaction 

 Descriptive 

statistics 
Chi-Square Tests 

Yes 10.8% Residence Gender Age group Educational qualifications Profession 

No  59.6% P DF X2 P DF X2 P DF X2 P DF X2 P DF X2 

DKDA 29.6% .428 2 1.695 .685 4 2.275 .008* 10 23.872 .669 10 7.592 .968 14 5.939 

 

Source: Authors’ Elaboration 
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4.3. Validation of hypotheses: Tourist (dis)satisfaction and future behavioural 

intentions of creative visitors 

Concerning tourist (dis)satisfaction from the perspective of creative visitors, the level of 

satisfaction with the creative tourism experience reported by visitors was predominantly 

positive, with 54.1% and 32.7% of respondents indicating they were satisfied and very satisfied, 

respectively, with their creative tourism experience. Hypothesis 3 (There is a relationship 

between sociodemographic factors of creative visitors to creative tourist destinations and their 

satisfaction with the creative tourism experience) was not validated, since no statistically 

significant differences were observed among visitors with distinct sociodemographic 

characteristics, concerning the satisfaction revealed by respondents, using the Mann-Whitney 

and Kruskal-Wallis tests (Table 3). 

As far as intentions of future behaviour are concerned, visitors’ intention to provide online 

feedback regarding their creative tourism experience is notably revealing. A high number of 

visitors (48.1%) indicated they do not intend to make comments on online platforms about their 

creative tourism experience. However, the Chi-Square test reveals statistically significant 

differences associated with the sociodemographic factor of country of residence (p= .026; DF= 

12; X²= 23.262) (Table 3). In this sense, respondents from United Kingdom (40%) and Portugal 

(33.0%) showed a higher intention to share their experiences online, whereas respondents from 

Spain (18.4%) and France (19.2%) demonstrated lower levels of online engagement. This 

suggests that willingness to provide digital feedback is more culture-driven than uniformly 

distributed across visitor profiles. In this context, hypothesis 4 (There is a relationship between 

sociodemographic factors of creative visitors and their intention to post online comments about 

their creative tourism experiences) is partially supported. The presence of ICT platforms, 

including blogs, various websites, and more recently, social networks, has greatly enhanced 

tourism activity and directly and indirectly influences tourist satisfaction and future behavioural 

intentions (Buhalis et al., 2023). Perceptions, ideas, and, to a considerable extent, behaviours, 

can vary significantly depending on individuals' origins or countries of residence (Rosalia et 

al., 2020). 

The likelihood of returning and repeating the creative tourism experience, as well as the 

probability of recommending this experience to friends and/or family, exhibited a relative 

positive frequency. Specifically, 44.5% of respondents indicated they were "likely" to return, 

and 32% reported being "very likely" to do so. In terms of recommending the creative tourism 

experience, 51.5% chose the "likely" option, while 30.8% selected "very likely" (Table 3). 
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Statistically significant differences were detected, through Mann-Whitney and Kruskal-Wallis 

tests, among respondents from different countries of residence, and among respondents from 

different age cohorts, regarding probability of recommending the creative tourism experience 

to friends and/or family, as well as of returning and repeating the experience. Consequently, 

both hypotheses 5 (There is a relationship between sociodemographic factors of creative 

visitors and their likelihood of recommending the creative tourism experience to friends and/or 

family) and 6 (There is a relationship between sociodemographic factors of creative visitors 

and their likelihood of returning to and repeating the creative tourism experience) are partially 

supported.  

By country of residence, the likelihood of recommending the experience, calculated as the 

proportion of respondents who answered “likely” or “very likely” (scores 4 or 5 on the 5-point 

scale), was highest among respondents from Portugal (84.2%), France (80%), and Germany 

(80%). Lower values were observed among respondents from Spain (69.2%) and the United 

Kingdom (60%). 

By age group, the most positive responses (scores 4 and 5) came from respondents aged 18-29 

(92%) and 40-49 (82.5%), followed by those aged 50-59 (84.7%) and 30-39 (82.3%). In 

contrast, the proportion was lowest among respondents over 60 years old (64%). 

Across countries, the intention to return and repeat the creative tourism experience, obtained 

based on the proportion of respondents who selected “likely” or “very likely” (scores 4 or 5), 

was highest in Portugal (77.5%), followed by France (70%) and Germany (66.7%). The lowest 

percentages were observed in Spain (65.4%) and the United Kingdom (60%). Therefore, it is 

evident that both recommending the creative tourism experience to family and/or friends and 

the likelihood of returning and repeating the experience are directly related to the 

sociodemographic factors of age group and country of residence (Table 3). 

In this context, the creative development of a destination necessitates collaboration among 

various stakeholders or agents within the tourism offering, ultimately fostering an effective and 

beneficial co-creation system for enhancing tourist satisfaction (Richards, 2020). The desire to 

return to the visited destination and to recommend the experience or the destination reflects 

what Carvache-Franco et al. (2023) describe as socialist nostalgia. This concept refers to a set 

of positive emotions associated with tourist satisfaction, which is usually positively associated 

with the likelihood of recommending the visited destination and sharing the experiences with 

family and/or friends. 
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Table 3. Statistical tests with creative destination visitor data. 

 

Level of satisfaction with the creative tourist experience made 

  
Descriptive 

statistics 
Kruskal-Wallis Tests 

1- Not 

satisfied 
0.80% Gender Age group Educational qualifications Country of residence Profession 

2- Slightly 

satisfied 
3.40% P Test statistic P Test statistic P 

Test 

statistic 
P 

Test 

statistic 
P 

Test 

statistic 

3- 

Indifferent 
7.10% 0.482 1.458 0.545 4.032 0.088 9.568 0.075 11.474 0.856 1.95 

4- Satisfied 54.10% 

  

5- Very 

satisfied 
32.70% 

DKDA 1.90% 

Intention to make online comments about the creative tourist experience undertaken 

  
Descriptive 

statistics 
Chi-Square Tests 

Yes 19.20% Gender Age group 
Educational 

qualifications 
Country of residence Profession 

No  48.10% 0.345 4 4.482 0.959 10 3.727 0.366 10 10.895 .026* 12 23.262 0.71 14 22.397 

DKDA 32.70%  
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Source: Authors’ Elaboration 

Probability of recommending the creative tourist experience to friends and/or family 

  
Descriptive 

statistics 
Kruskal-Wallis Tests 

1- Not 

likely 
4.50% Gender Age group Educational qualifications Country of residence Profession 

2- Slightly 

satisfied 
4.10% P Test statistic P Test statistic P 

Test 

statistic 
P 

Test 

statistic 
P 

Test 

statistic 

3- 

Indifferent 
6.40% 0.103 4.542 .035* 11.98 0.586 3.753 .011* 16.551 0.14 8.31 

4- Likely 51.50% 

  
5- Very 

likely 
30.80% 

DKDA 2.60% 

Probability of returning and repeating the creative tourism experience 

 
Descriptive 

statistics 
Kruskal-Wallis Tests 

1- Not 

likely 
5.30% Gender Age group 

Educational 

qualifications 
Country of residence Profession 

2- Slightly 

satisfied 
8.30% P 

Test 

statistic 
P Test statistic P 

Test 

statistic 
P 

Test 

statistic 
P 

Test 

statistic 

3- 

Indifferent 
7.50% 0.079 5.076 .023* 12.994 0.318 5.88 .003* 20.023 0.053 10.93 

4- Likely 44.50%      

5- Very 

likely 
32%      

DKDA 2.30%      
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5. Conclusions and implications 

5.1. Conclusion 

Tourist (dis)satisfaction is a complex construct that relates both to the attributes of destinations 

and to the profiles of the individuals who experience them. The present study examined this 

construct within the context of creative tourism, comparing residents and creative visitors in 

two Portuguese UNESCO Creative Cities. From the visitor's perspective, this construct may be 

associated with behaviours such as word-of-mouth communication, consumer complaint 

behaviour, brand loyalty, recommendations, and the intention to repurchase or repeat visits. 

Conversely, from the viewpoint of the resident community, this cognitive and emotional 

construct may be related to the acceptance of tourist flows, as well as the recommendation and 

dissemination of places, people, and information. 

This study analysed the relationship between both the sociodemographic characteristics of 

residents and visitors and their (dis)satisfaction, as well as their future behavioural intentions. 

The results show that residents’ sociodemographic characteristics are not related to their levels 

of satisfaction with creative tourism, and hypothesis 1 was therefore not supported. A similar 

result is obtained for the creative visitors, with their sociodemographic characteristics also not 

being related to their satisfaction.  

By contrast to the results obtained concerning satisfaction, sociodemographic characteristics of 

residents, specifically age, was related to their future behavioural intentions, namely the 

intention to use ICT tool(s) to demonstrate creative tourist (dis)satisfaction. Similarly, 

sociodemographic factors of creative visitors, namely age and/or country of residence, also 

revealed to be associated with their future behavioural intentions. Age group and country of 

residence are significantly associated with intentions for future behaviours, such as 

recommending the destination or returning. In contrast, only age was significantly related to 

intention to post online comments about the creative tourism experiences lived. The data 

indicate that these intentions are shaped by demographic variables, underscoring the importance 

of understanding how different groups perceive and act upon their creative tourism experiences. 

These findings confirm only partially the hypotheses concerning the relationship between 

sociodemographic factors and future behavioural intentions, since not all the sociodemographic 

factors revealed a significant association with the various behavioural intentions. 

The innovation of this study lies in its comparative analysis of residents and visitors – an 

approach that remains uncommon in the context of creative tourism satisfaction studies. It uses 
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non-parametric statistical tests to validate hypotheses related to sociodemographic variables 

and focuses empirically on two UNESCO Creative Cities in Portugal (Barcelos and Óbidos). 

Moreover, this investigation highlights the relationship between demographic factors (gender, 

profession, and educational qualifications) and both satisfaction and key future behavioural 

intentions often related to it, including the intention to share experiences online, recommend 

the destination, and return. 

The findings underscore the importance of considering the demographic characteristics of local 

communities and creative visitors, who are pivotal stakeholders in creative tourism. Residents 

contribute to the co-creation of the tourism experience, fostering cultural engagement and 

community-oriented interaction. Creative visitors, on the other hand, actively shape the 

perception and promotion of destinations, especially through their use of ICT and participation 

in niche tourism experiences. 

 

5.2. Theoretical implications 

Tourist (dis)satisfaction is a construct that includes elements such as experiential 

(dis)satisfaction, (dis)satisfaction with the destination and (dis)satisfaction with service quality. 

This construct if typically related to behaviours such as loyalty to the experience, perceived 

importance of tourism products/services, and performance. These behaviours can be directly 

and indirectly by both the local community and by the creative visitors of a destination.  

Our results align with the findings of Rosalia et al. (2020), confirming the impact of 

sociodemographic factors, particularly age group and geographic origin, on creative tourism 

and future behavioural intentions in both residents and creative visitors. Similarly, our findings 

are consistent with those of Ma et al. (2018), Morales et al. (2018) and Silva et al. (2021) which 

reported no statistically significant differences linked to gender, profession or educational 

qualifications. 

This investigation contributes to the literature on creative tourism by emphasising the need to 

distinguish between satisfaction itself and the behavioural intentions that are often related to it, 

such as recommending, revisiting, or sharing experiences online. The findings show that while 

residents' and visitors’ satisfaction levels are not significantly shaped by sociodemographic 

factors, the future behavioural intentions of residents and creative visitors are strongly 

conditioned by age and country of residence.  
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This study complements previous research in the Portuguese context (e.g., De Oliveira & Costa, 

2022; Duxbury, 2021; Gonçalves et al., 2020), further highlighting the importance of local 

dynamics and community integration in the creative tourism offer. It also draws attention to the 

characteristics of creative visitors, who are typically motivated by the desire for authentic, 

participatory, and co-creative experiences that allow meaningful engagement with local culture 

and communities. 

 

5.3. Practical implications 

Barcelos and Óbidos offer creative products that are increasingly consumed by their residents 

and creative visitors. Our findings show that sociodemographic factors, specifically age group 

and country of residence are significantly associated with future behavioural intentions, even if 

not directly with satisfaction levels. In this sense, it is imperative for creative tourist destinations 

and tourism companies to recognise the relevance of the sociodemographic factors affecting 

both residents and visitors regarding creative experiences or creative packages tailored. Age 

group and country of residence should guide segmentation strategies, communication 

approaches, and the customisation of experiences to better align with the expectations and 

behaviours of different stakeholder groups.  

Communication strategies should also recognise that online feedback and engagement are 

influenced less by sociodemographic factors and more by other elements, such as digital 

literacy, motivation or access to platforms, campaigns or incentive schemes. Therefore, 

initiatives like digital literacy campaigns, participatory online activities, or incentive schemes 

may be more effective in encouraging residents and creative visitors to share their experiences. 

Ultimately, promoting positive tourist experiences and satisfaction is crucial, as it generates 

significant social, economic, and cultural benefits for both the local community and the 

destination. 

 

5.4. Limitations and suggestions for future studies 

The study has several limitations. The methodology employed may not adequately address the 

more subjective aspects related to creative tourist (dis)satisfaction. Additionally, the selection 

of sociodemographic factors for both residents and creative visitors could be broadened, as 

other sociodemographic variables may be significantly related to creative tourist 
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(dis)satisfaction. Furthermore, the collection of questionnaire responses from creative visitors 

could have been enhanced if the surveys had been administered during creative events in the 

two Portuguese locations under investigation. Nevertheless, despite these limitations, the study 

successfully achieves its intended objective, addressing a gap in the literature concerning the 

relationship between sociodemographic factors and both (dis)satisfaction within creative 

tourism as well as intentions of future behaviours towards creative destinations. 

Future studies could explore (dis)satisfaction with creative tourism among other relevant 

stakeholders in the realm of creative tourism, such as artisans, creative enterprises, tourist 

accommodations, agencies, and tour operators. Employing qualitative methodologies could 

provide deeper insights into the relationships between sociodemographic factors and both 

(dis)satisfaction and future behavioural intentions concerning creative tourism destinations. 

Additional research topics may include: (i) investigating the impact of ICT on the expression 

of tourist (dis)satisfaction in general, and specifically in creative tourism contexts; (ii) 

examining the influence of sociodemographic factors among tourism stakeholders, such as 

residents and visitors, including marital status, income, and others; (iii) assessing the 

importance of sociodemographic factors in larger creative tourism events with respect to tourist 

(dis)satisfaction. 
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