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Abstract

Urban destinations increasingly deploy events as strategic instruments to amplify competitiveness, stimulate
visitation and sustain demand beyond peak seasons. However, their effective contribution to destination
management, particularly in the post-pandemic urban tourism landscape, remains insufficiently evidenced. This
study examines Lisbon through a mixed-methods design that combines a structured intercept survey of 388 non-
resident visitors with a focus group involving nine directors of four- and five-star hotels in the metropolitan area.
Quantitatively, events emerge as a relevant but segmented pull factor: their importance is concentrated among
short-stay visitors, younger and highly educated travellers, and full-time professionals, who also register the
highest satisfaction with event experiences. Satisfaction with events is generally favourable and is closely
associated with their experiential, symbolic and emotional value. Qualitatively, hotel directors describe large
concerts, congresses and public programmes as decisive triggers of demand, generators of extended stays and
catalysts of repeat visitation, while noting that these effects are systematically under-captured by hotel booking
and reporting systems. The discussion further reveals structural coordination gaps, including limited
communication between event organisers, municipalities and accommodation providers, the absence of an
integrated events calendar, and the lack of shared data on event-motivated travel. The study argues that events in
Lisbon operate not only as temporal attractors but as experiential enhancers of destination image, memorability
and competitiveness. Yet, their strategic potential remains only partially realised due to governance and
information constraints that limit integrated planning and evidence-based management.
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1. Introduction

Lisbon has emerged as a prominent urban destination in Southern Europe, marked by the
preservation of its historical character and a growing attractiveness to international visitors and
investors (Estevens et al., 2023; Sequera & Nofre, 2019). The city’s strategic positioning, both
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geographically and culturally, has enabled it to attract a wide spectrum of visitors, including
leisure tourists, business travellers, and event participants (Richards & Marques, 2025). In this
context, events and festivals, including cultural and international gatherings, increasingly
contribute to Lisbon’s tourism appeal, particularly during the low season. Their role in
enhancing urban visibility and diversifying the visitor experience aligns with broader trends
observed in competitive urban destinations (Connell et al., 2015; Diez-Pisonero, 2025;
Machado et al., 2024).

In the field of destination management, events can be used to promote differentiation and
generate experiential value, as they offer immersive and authentic experiences shaped by local
context and stakeholder interaction (Andreis & Carioni, 2022; Rust, 2020). They not only
stimulate tourist flows but also enhance the symbolic image of the destination and its perceived
uniqueness (Getz & Page, 2020). When aligned with destination assets and integrated into
tourism planning, events have the potential to foster deeper visitor engagement, emotional
connection, and co-created value experiences, thus contributing to the long-term vitality and
attractiveness of the place (Folgado-Fernandez et al., 2021; Niu et al., 2025). In Lisbon, large-
scale urban projects and the strategic use of events, such as Expo 98 and the European Capital
of Culture, have exemplified how events can be strategically leveraged to promote symbolic
revalorization, reinforce cultural identity, and broaden the city's tourism offer (Santos, 2019).

However, the COVID-19 pandemic triggered a profound shift in the events sector, highlighting
the fragility of centralized, high-density formats and accelerating new expectations regarding
health, sustainability, and social inclusion (Chun et al., 2024; Dolasinski & Roberts, 2025). In
the aftermath, event management practices have increasingly emphasised decentralised
programming, closer alignment with community values, and the integration of sustainability
principles. In this context, destinations such as Lisbon are increasingly called to reflect on the
evolving role of events within sustainable tourism strategies, particularly as post-pandemic
patterns of cultural tourism point to a growing importance of decentralized, community-rooted,
and locally engaging experiences (Richards & Fernandes, 2023). Yet, for Lisbon, systematic,
destination-level evidence remains scarce on how events contribute to tourism, relative to other
destination attributes.

Considering these transformations, this study seeks to examine how events contribute to
Lisbon’s appeal as a tourist destination, from the perspective of external visitors. Specifically,
it aims to: 1) investigate the importance of events as pull factors in the decision-making process
of tourists, and how they compare with other dimensions of attractiveness; 2) assess the
perceived relevance and satisfaction associated with events, in order to understand their
experiential and emotional resonance; and 3) analyse the integrated impact of events on the
destination’s touristic dynamics, exploring their strategic role in reinforcing Lisbon’s visibility,
competitiveness, and visitor engagement. By addressing these dimensions, the study offers a
multidimensional understanding of how events influence motivations, perceptions, and
behaviours within the urban tourism ecosystem.

These objectives are particularly relevant in the current post-pandemic landscape, where
destinations must redefine their value propositions and adapt to more conscious, experience-
driven tourism. Events have the potential to serve as catalytic platforms not only for attracting
visitors, but also for fostering a sense of belonging, enhancing place identity, and promoting
sustainable tourism practices. Understanding how tourists perceive the role and value of events
is thus essential for informing destination marketing strategies and policy design. In this sense,
Lisbon provides a pertinent case for exploring how event-based tourism can be aligned with
inclusive, resilient, and differentiated destination development models.
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2. Literature Review

2.1. The role of events in tourist attractiveness and destination differentiation

In the context of increasing competition among destinations, events are increasingly used to
attract visitors and diversify the tourism offer through structured portfolios and emotional
engagement strategies (Folgado-Fernandez et al., 2021; Garrod & Almeida, 2023). Far beyond
entertainment, events are now central to tourism marketing strategies, enabling destinations to
position themselves through immersive, memorable, and identity-rich experiences (Getz &
Page, 2020; Gomez-Suarez & Yagiie, 2021).

Promotion, one of the core elements of the marketing mix, relies heavily on communication
tools that engage audiences (Bojanic, 2008; Salman et al., 2017). Events are among the most
effective instruments in this regard, offering live, sensory experiences that traditional
advertising cannot replicate (Crowther, 2010; Goémez-Suarez & Yagiie, 2021; Wood, 2009).
They foster direct interaction between the destination and its audiences, generate emotional
connections, and encourage return visits, thus strengthening destination loyalty and behavioural
intentions (Edu et al., 2019; Daniel et al., 2012; Getz & Page, 2020).

Events also contribute significantly to the symbolic differentiation of destinations (Gongalves
& Umbelino, 2017). By embodying local traditions, values, and narratives, they serve as
platforms for storytelling and identity construction (McCartney & Osti, 2007; Richards, 2007;
Wyatt & Rossetti, 2024). Whether rooted in tradition or themed around contemporary cultural
trends, events offer content that distinguishes a destination from its competitors (Marujo, 2015).

Authenticity is a key concept in understanding the tourist appeal of events (McCartney & Osti,
2007; Zhang & Deng, 2022). Many visitors seek encounters with cultural practices perceived
as genuine or traditional (Barretto, 2008; Uslu et al., 2024). Events that engage local
communities in their organization are more likely to be perceived as authentic, as community
involvement helps distinguish genuine cultural expressions from staged representations (Le et
al., 2024; McCartney & Osti, 2007). However, authenticity is often constructed by the visitor,
and even staged events may be experienced as authentic if they align with personal expectations
and symbolic imagination (Chhabra et al., 2003; Li & Li, 2022).

In parallel, the exotic also plays a central role in motivating event participation (Kassean &
Gassita, 2013; Kruczek, 2011). Events that feature unfamiliar aesthetics, languages, or customs
attract audiences seeking novelty and cultural difference (Akgunduz & Cosar, 2018; Kassean
& Gassita, 2013). This appeal supports both domestic tourism and the internationalization of
the destination’s image.

Beyond their symbolic power, events are also a form of experiential marketing (Alam, 2024;
Crowther, 2010). Through high-quality design, immersive atmosphere, and coherent theming,
events can create emotionally engaging environments that contribute to visitor experience and
satisfaction (Berridge, 2007; Shone & Parry, 2004; Ryan, 2003). The memorability and impact
of an event are often tied to the uniqueness and emotional intensity of the experience it offers,
especially when visitors actively engage and connect with the event’s atmosphere and activities
(Crowther, 2010; Folgado-Fernandez et al., 2021).

Successful events contribute not only to immediate attractiveness but also to long-term
positioning (Gongalves & Umbelino, 2017). By reinforcing the uniqueness of the destination
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and enabling differentiation in crowded markets, they serve as competitive advantages
(Majumder, 2025). Moreover, they act as platforms for public-private collaboration,
community involvement, and cultural continuity, enriching the destination beyond the tourist
gaze (Marujo, 2015; Richards & Jarman, 2021).

In sum, events are not ancillary but central to tourism attractiveness. They encapsulate place
identity, stimulate emotional and symbolic engagement, and offer high differentiation value.
Strategically designed and communicated, events can be positive tools in shaping a
destination’s image and appeal (Abou-Shouk et al., 2024).

2.2. Communication, innovation and experience as drivers of event perception

In the current context of intense market competitiveness, the perception of events by tourists is
increasingly influenced by the capacity of organizers to differentiate their offerings through
communication strategies, innovation and experiential value (Agyeiwaah & Zhao, 2024; Alam,
2024; Zhang & Deng, 2022). Traditional competitive advantages based solely on price are no
longer sufficient. Instead, it is the quality, uniqueness and emotional resonance of experiences
that drive demand and loyalty (Li et al., 2023; Zhou & Yu, 2022).

Innovation has become a critical dimension in event management and tourism more broadly
(Aktepe & Demirci, 2024). It is no longer confined to technological breakthroughs but is
perceived as any intentional and contextually novel solution that adds value to the consumer
experience (Kampylis et al., 2012; Peng et al., 2023; Sethi et al., 2001). From this perspective,
innovation encompasses the transformation of intangible and perishable tourism services into
emotionally engaging and memorable encounters. In tourism, where consumer expectations are
deeply subjective, innovation requires not only originality but also practical applicability and
resonance with individual preferences (Corazza, 2016; Damasio et al., 2015; Torres & Godinho,
2023).

Communication plays a central role in shaping these perceptions (John et al., 2024). This
communicative impact can be observed across diverse channels such as advertising and
storytelling, which have been shown to influence emotional arousal and memorability in
tourism promotion (Ma et al., 2024), as well as through word-of-mouth sharing and social
media engagement, which contribute to visitors’ emotional connection and intention to revisit
(Ko et al., 2022). Evidence from tourism and hospitality education contexts suggests that
acceptance and continued use of digital platforms are strongly shaped by perceived usefulness
and ease of use (Kumar et al., 2021), reinforcing the need for event-related digital touchpoints
to minimise perceived complexity and clearly signal value. Communication is also a key in how
innovation is framed and understood by participants: it determines whether a new feature is
perceived as appealing or disruptive, meaningful or superfluous (Smith et al., 2023; Unson et
al., 2023).

The perceived value of an event depends not only on the novelty of its content but also on its
symbolic, functional and hedonic benefits (Hervas et al., 2020; Vogt, 2013). Participants tend
to evaluate experiences based on how different and exciting they are compared to previous
encounters but also based on whether they are emotionally rewarding and socially meaningful
(Im & Workman, 2004; Skavronskaya et al., 2020; Smith & Colgate, 2007). The customer's
journey, before, during and after the event, is shaped by a series of contact points that are
opportunities for innovation and emotional connection (Lemon & Verhoef, 2016; Voss &
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Zomerdijk, 2007). Therefore, successful events must manage the entire experiential process,
from expectation management to post-event recall, in a cohesive and creatively differentiated
manner (Allen, 2004; Coles et al., 2022; Davey et al., 2023).

Events that successfully integrate innovation and experience often emerge as hybrid and
multisensory platforms that engage participants cognitively, emotionally and socially
(Pencarelli et al., 2013; Richards et al., 2023). This includes not only the use of advanced
technologies but also the inclusion of meaningful narratives, personalized engagement, and
immersive design (Aratjo & Araugjo, 2013; Pencarelli et al., 2013). Moreover, innovation in
events should not be viewed as a one-time intervention but as a systemic and ongoing process
that reflects evolving societal values, audience profiles and technological affordances
(Lockstone-Binney et al., 2013; Unson et al., 2023).

It is possible to say that the perception of events is co-constructed through innovative content,
effective communication, and immersive experiences. By fostering emotional engagement and
delivering uniqueness, events enhance their perceived value and contribute meaningfully to the
identity and differentiation of tourism destinations.

Taken together, the literature suggests that events can operate as strategic platforms for
destination positioning by shaping perceptions and experiences through coordinated design,
communication and stakeholder alignment. Figure 1 synthesises this logic as a theory-informed
framework, proposing interrelated pathways through which event attributes and management
are theorised to be associated with perceived authenticity, perceived novelty/exoticism,
emotional engagement, and perceived value. These perceptions are conceptually linked to event
satisfaction and to behavioural intentions (including intention to revisit), consistent with
tourism evidence showing that overall evaluations of the experience are associated with return
intentions (Edu et al., 2019). The framework is used in the present study primarily as an
integrative guide for interpretation and for structuring the mixed-methods logic, rather than as
a fully tested causal model.

Figure 1. Conceptual model: how communication, innovation and experience
design shape event perceptions and urban destination outcomes

Community involvement

Communication .| Perceived authenticity Event satisfaction
(Storytelling, word-of- v
mouth, social media) ¢
Perceived . ..
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Source: Own elaboration.
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Although Figure 1 articulates a theory-informed logic grounded in prior literature, not all
constructs and links are directly operationalised in the present study. The empirical analyses
therefore focus on a subset of the framework centred on event-related evaluations and
destination attractiveness perceptions, with complementary qualitative insights used to
contextualise the processes proposed by the model. Operational definitions and procedures are
provided in the methodology section.

3. Methodology

3.1.  Operationalisation of the conceptual framework

Consistent with the positioning of Figure 1 as an integrative, theory-informed framework, the
present study operationalises only selected constructs that can be directly captured within the
adopted empirical design. Accordingly, the empirical analyses focus on respondents’ event-
related evaluations and perceptions of destination attractiveness, whereas the broader set of
perceptual mechanisms depicted in Figure 1 is retained to structure interpretation and discussion
rather than to be estimated as a full explanatory model.

In operational terms, the quantitative strand captures key event-related evaluations (e.g., the
reported relevance of events in trip planning and satisfaction with experienced events) and
perceptions of destination pull factors, including event-related attractiveness. The qualitative
strand provides contextual insights into managerial mechanisms and constraints implied by the
framework (e.g., coordination, information flows, and attribution challenges), which are used
to interpret and nuance the observed quantitative patterns.

To ensure transparency, Table 1 maps the conceptual constructs in Figure 1 to their empirical
counterparts in the survey and qualitative coding. Detailed descriptions of measures, data
collection procedures, and analytical steps are provided in the subsections that follow.

Table 1. Mapping of the conceptual framework (Figure 1) to empirical

operationalisation
S::;::Egill col::lzltlt::'rlzclii B Empirical counterpart — Status in this study
Figure 1 Quantita ti\I/)e strand Qualitative strand (operationalisation)
Communication Not directly EVldenc§ of coordmatlon.and Operationalised
: information-flow constraints, L )
(storytelling, measured as a . S . qualitatively; not
e - including limited timely/structured . .
word-of-mouth, communication o . operationalised
. . visibility of events and reliance on .
social media) construct. . . quantitatively.
guests as an information source.
Innovation Evidence of data/registration Operationalised
technological, Not measured as an constraints and attribution ualitatively; not
2 q y
non- innovation construct. | challenges regarding event-driven operationalised
technological) travel motives within hotel systems. quantitatively.
Experience desion Evidence that event typology is Operationalised
Izimmersion & Not measured as an | associated with differentiated guest qualitatively (event
themin ’ experience-design profiles and in-hotel typology implications);
ersonaliz agt’ion) construct. consumption/behavioural patterns not operationalised
P (illustrative managerial insights). quantitatively.
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Perceived Not operationalised
.. Not measured. Not measured as a coded construct. | (framework mechanism
authenticity
only).
. Not operationalised
Perceived .
. Not measured. Not measured as a coded construct. | (framework mechanism
exoticism/novelty
only).
Not measured as a References to emotional/social Addressed qualitatively
Emotional dedicated construct in connections, memorability, and (thematic evidence); not
engagement the survey affective aspects linked to event- directly operationalised
description. related experiences. quantitatively.

Perceived value

Not measured as a

Not measured as a value construct;
qualitative material provides

Not operationalised as

intentions (incl.
intention to

intentions regarding
participation in local
cultural/entertainment

(functional, . . applied illustrations (e.g., specified in Figure 1
. multi-dimensional . o .
hedonic, consumption patterns and indirect (retained for
. value construct. . .
symbolic) effects) rather than value interpretation).
dimensions as specified in Figure 1.
Measured as
satisfaction with
events experienced Operationalised
during the visit (7- Used to contextualise interpretation peration
. . . . quantitatively;
Event satisfaction | point scale); analysed across event typologies and .
. L contextualised
using descriptive segments. ualitativel
statistics and d Y
subgroup
associations.
Measured as
relevance of events
Relevance of during t.rlp planning ' o Opera‘glonlahsed
. (7-point scale); Helps interpret variation and quantitatively;
events (trip . . . R .
lanning) analysed using registration/attribution limitations. contextualised
P descriptive statistics qualitatively.
and subgroup
associations.
The instrument
. includes behavioural Partially operationalised
Behavioural

Repeat visitation/loyalty discussed
as a longer-term implication; not

(behavioural intentions
broadly); revisit intention

L estimated as a pathway. mainly
revisit) o . . . o
activities (7-point interpretive/qualitative.
Likert-type items).
Captured via ratings
o of destmg tion P ull Events discussed in relation to Partially operationalised
Destination factors, including N e
. S destination image/appeal and quantitatively (pull-
attractiveness and cultural, historical . .. . .
. S differentiation, plus constraints factor ratings); expanded
differentiation and event-related I S B
) . ) (coordination/attribution). qualitatively.
dimensions (7-point
items).
Long-term Addressed as an interpretive Not operationalised
o Not measured. R T
positioning implication. (framework/implication).
.C ommunity Not operationalised as a coded Not operationalised
involvement Not measured.
construct. (framework only).
(moderator)
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Visitor profiles
Audience profiles captured (socio- Profiles operationalised
and societal demographics and Segment logic reinforced through quantitatively; societal
values travel characteristics) event typology examples. values not directly
(conditioners) and used in subgroup measured.
analyses.
System/data limitations affecting

Technological registration/attribution are Not operationalised as a

affordances Not measured. discussed, but “technological construct (contextualised
(conditioner) affordances” are not measured as via constraints).

such.

3.2. Research design

This study adopted a mixed methods research design to examine the role of events in shaping
the touristic appeal of Lisbon, combining quantitative data from visitors with qualitative
insights from hospitality professionals. The integration of these two approaches enabled the
triangulation of perspectives regarding attractiveness, relevance, and perceived impact of
events, while capturing both user and stakeholder dimensions (Mason et al., 2024).

3.3. Quantitative component

3.3.1. Sampling and data collection

The quantitative component consisted of a structured survey administered between November
2023 and February 2024. A total of 388 valid responses were collected from non-resident
visitors in high-traffic areas across Lisbon Region (e.g., in the vicinity of major monuments,
museums and event venues), aiming to capture heterogeneous visitor profiles and visit contexts.
Sampling followed a non-probability, intercept (convenience) strategy at predefined locations.
Eligibility required participants to be over eighteen years old and visiting Lisbon at the time of
data collection; participation was voluntary and uncompensated. Data collection was conducted
in situ using digital tablets, complemented by an online version of the questionnaire to enhance
accessibility.

Given that fieldwork was conducted within a limited time window (November 2023 to February
2024), the observed patterns may partly reflect seasonal variation in visitor composition and
event programming. Moreover, the survey did not stratify respondents by specific events
attended, which limits event-level attribution of the observed evaluations.

3.3.2. Survey instrument and measurement approach

The survey instrument comprised a set of domain-level evaluations recorded on seven-point
response scales. Respondents rated the importance of ten destination pull-factor domains
(Culture/Heritage, Gastronomy, Scenic Views/Landscapes, Climate, Safety, Nightlife,
Language accessibility, Hospitality/Friendliness, Authenticity, and Events/Festivals). They
also rated their satisfaction with the same ten domains during their visit. In both cases, each
domain was captured using a single item, consistent with the study’s focus on overall domain
evaluations. In addition, destination involvement/attachment was assessed using five agreement
items (involvement, relationship importance, recommendation, pride, and emotional
attachment), which showed satisfactory internal consistency (Cronbach’s alpha = 0.872).
Single-item domain ratings were adopted to reduce respondent burden and maximise
completion rates in an in-situ intercept survey context, and because the study’s objective is to
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compare overall evaluations across domains and visitor profiles rather than to estimate latent
multi-dimensional constructs. Prior to fieldwork, the questionnaire underwent expert review
and cognitive pre-testing/pilot testing to enhance clarity and content relevance, supporting
content validity.

3.4. Qualitative component

To complement and deepen the interpretation of survey data, a focus group was conducted in
March 2024 with nine directors of four- and five-star hotels operating in the Lisbon
metropolitan area. The session took place during the XX International Meeting of Hotel
Directors and brought together participants from a variety of hotel typologies, ranging from
boutique hotels to large international chains. The discussion was guided by a semi-structured
script and focused on the strategic role of events in attracting visitors, the differentiated impacts
of event typologies on guest consumption behaviour, and the recurrent limitations in registering
event-related travel motives within hotel systems (Getz & Page, 2020; Jepson & Stadler, 2017;
Wallace & Michopoulou, 2019). Participants also emphasized the indirect and long-term effects
of events on destination image and repeat visitation, while expressing concern about the
persistent lack of coordination between stakeholders and event organizers. Participation in the
focus group was voluntary, and all participants provided informed consent. No personal
identifiers or institutional affiliations were recorded, and all data were anonymized in
accordance with ethical research standards (ALLEA, 2023).

3.5. Data analysis

The data analysis followed a two-phase process. First, quantitative data were analysed using
descriptive statistics to profile the sample and summarise global evaluations, complemented by
y? tests of independence to examine associations between visitor characteristics/trip-context
variables and 1) event relevance at the planning stage and ii) satisfaction with experienced
events; Cramér’s V is reported to assess effect magnitude. To situate events within the broader
structure of destination attractiveness, related-samples comparisons across the ten pull-factor
domains were conducted using Friedman tests (with Kendall’s W as an effect-size indicator),
and importance—satisfaction gaps were computed (A = satisfaction minus importance) to
identify under-/over-performance patterns. A parsimonious segmentation was then derived
from planning-stage event relevance (ratings 5—7 vs. 1-4) to interpret heterogeneity in event
evaluations. Given the non-probability intercept nature of the sample and the use of global
domain ratings, the quantitative procedures were intentionally restricted to descriptive and
associative analyses (Agresti, 2018). Second, qualitative data from the focus group were
analysed via thematic analysis (Braun & Clarke, 2008) using NVivo 14, enabling an interpretive
integration of the quantitative patterns with stakeholder perspectives. This integrated analytical
strategy enabled a coherent mixed-methods interpretation of the role of events in Lisbon’s
tourism system, combining survey-based patterns with stakeholder perspectives.

3.6. Ethical considerations

All research procedures conformed to the ethical guidelines established by the hosting
institution and adhered to national and international standards for research involving human
participants. Informed consent, voluntary participation, confidentiality, and anonymity were
strictly observed throughout all stages of data collection and analysis.
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4. Results and analysis
4.1. Surveys

4.1.1. Sample description

The survey comprised responses from 388 participants who visited the Lisbon Region between
November 2023 and February 2024, yielding a diverse sociodemographic profile. As the data
were collected through a non-probability intercept (convenience) strategy, the sample should
be interpreted as an analytical snapshot of visitors present in the surveyed locations and time
window, rather than as statistically representative of the broader visitor population.

In broad terms, the sample is predominantly female (61.86%, n = 240) and concentrated in
young adult age brackets, with the 2635 group representing the largest segment (41.24%, n =
160). Respondents were drawn from a wide range of nationalities, with Brazilians, Spaniards,
and Americans among the most frequently represented groups, while a long tail of less frequent
nationalities was aggregated under ‘Other’, reflecting substantial heterogeneity in origin.

Educational attainment is characterised by a strong prevalence of tertiary education (78.35%, n
= 304). Regarding trip context, most respondents reported short-to-medium stays
(predominantly 47 days and 1-2 weeks), and travel was most commonly undertaken with
family members, friends, or a spouse/partner, with smaller shares travelling alone or with
colleagues. Detailed distributions for gender, age, nationality, education, length of stay, and
travel party composition are summarised in Table 2 and provide the basis for the subgroup
analyses reported in subsequent sections.

Table 2. Demographic profile from visitors in Lisbon

Characteristic Category Absolute Value Percentage
Female 240 61.86%
Gender Male 146 37.63%
Non-binary 2 0.51%
18 - 25 71 18.29%
26 - 35 160 41.24%
Age 36 -45 67 17.27%
46 - 55 41 10.57%
56 - 65 26 6.70%
> 65 23 5.93%
Tertiary Education 304 78.35%
. Secondary Education 67 17.27%
Education Postgraduate 12 3.09%
Primary Education 5 1.29%
Brazil 52 13.41%
Spain 45 11.60%
USA 42 10.82%
Germany 33 8.51%
Italy 25 6.44%
United Kingdom 23 5.93%
Nationality France 22 5.67%
Russia 9 2.32%
South Korea 9 2.32%
Australia 9 2.32%
Netherlands 7 1,80%
Poland 7 1.80%
Other 105 27.06%

10




European Journal of Interdisciplinary Studies ¢ ISSN 2067-3795
Vol. 18, Issue 1, 2026

1-3 days 67 17.27%

4-7 days 161 41.49%

1-2 weeks 118 30.41%
Length of Stay 3-4 weeks 14 3.61%
1-3 months 20 5.15%
> 3 months 8 2.07%

Family members 135 34.79%

Friends 92 23.71%

g)?r/lelols)iﬁ Spouse or partner 71 18.30%

p Solo traveler (Traveling alone) 60 15.46%
Colleagues or co-workers 30 7.74%

Source: Own elaboration.
4.1.2. General analysis of the relevance and satisfaction of events

The descriptive evidence indicates that, in this sample, events make a moderate yet meaningful
contribution to the Lisbon Region’s tourism offer, operating more consistently as an experience
enhancer than as a universal trip trigger.

Regarding event relevance during trip planning, the distribution (Figure 2) is centred around
the midpoint but shows substantial dispersion across the response range. This profile is
consistent with a segmented salience pattern: for many visitors, events are not a primary
determinant of the decision to visit, whereas for a non-negligible subset they constitute a clearly
relevant planning factor. The summary statistics (Mean relevance = 4.13; Standard Deviation
= 1.96) reinforce this interpretation by indicating considerable variability rather than strong
consensus around a single level of importance. Importantly, this dispersion suggests that
aggregate statements about event relevance may conceal meaningful differences across visitor
profiles and trip contexts, an issue examined in the subsequent subgroup analyses.

Figure 2. Distribution of ratings for the relevance of events during trip planning

120 113

100 23
77
80
62

60

Frequency

40 5

20 9

Source: Own elaboration.
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In contrast, satisfaction with experienced events displays a more convergent, neutral-to-positive
pattern (Figure 3). Ratings cluster more clearly around mid-range values and exhibit fewer low-
end evaluations, suggesting that, once encountered, events tend to meet expectations for most
respondents in the surveyed context. The corresponding statistics (Mean satisfaction = 4.65;
Standard Deviation = 1.25) indicate higher agreement among respondents than for relevance,
implying that satisfaction judgements are comparatively more stable than planning relevance
assessments.

Figure 3. Distribution of ratings for satisfaction with events during the visit

200 194

180
160
140
120
100 86
80
60 39 45
40
5o 12 1 10
0

Frequency

1 2 3 4 5 6 7
Rating
Source: Own elaboration.

Taken together, Figures 2 and 3 point to a structurally important contrast: relevance is
heterogeneous, while satisfaction is comparatively more consistent. Substantively, this pattern
suggests that events may play different roles across the visitor journey: being a decisive pull
factor for some segments at the planning stage, while functioning as a broadly acceptable
experiential component for many visitors once on site. This contrast provides the empirical
rationale for analysing event evaluations as conditional rather than homogeneous, and it sets
the baseline for the profile- and trip-context comparisons reported in the following subsections
and for the interpretive linkage with the qualitative evidence.

This contrast raises a strategic question: how salient are events compared to other core pull-
factor domains that shape Lisbon’s perceived attractiveness? To situate the relevance of events
within the broader structure of destination attractiveness, the ten pull-factor domains were
compared using a Friedman test for related samples. Importance ratings differ significantly
across domains (¥*(9) = 964.06, p < .001; Kendall’s W = 0.280; n = 383 complete cases),
indicating that visitors attribute systematically different weights to the destination’s appeal
components. Safety and Security (M = 6.64, SD = 0.98), Gastronomy (M = 6.36, SD = 1.15),
and Scenic Views and Landscapes (M = 6.24, SD = 1.31) occupy the top positions, whereas
Events and Festivals ranks last (M = 4.13, SD = 1.96; mean rank = 2.98), closely followed by
Nightlife (M = 4.15, SD = 2.18). A similar structure emerges for satisfaction (¥*(9) = 1263.34,
p <.001; Kendall’s W = 0.368; n = 381): Scenic Views and Landscapes (M = 6.68, SD = 0.69),
Culture/Heritage (M = 6.62, SD = 0.78), and Gastronomy (M = 6.49, SD = 0.83) achieve the
highest performance, while Events and Festivals again ranks lowest (M = 4.65, SD = 1.25;
mean rank = 2.62). Finally, an importance—satisfaction comparison highlights where
performance falls short of importance: Safety and Security shows the largest negative gap (A =
—0.55), whereas Events and Festivals shows a modest positive average gap (A = +0.52). As
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shown below, however, this overall “positive gap” masks underperformance for the subset of
visitors who attribute high salience to events at the planning stage. This establishes a baseline
in which events appear comparatively less central than other attractiveness domains at the
aggregate level, while still warranting a segmented analysis to identify where expectations and
performance diverge.

4.1.3. Segmented analysis of event perceptions according to visitor profiles

To assess whether event-related evaluations differ across visitor profiles and trip contexts, the
analysis examined associations between respondents’ characteristics and two outcomes: 1)
perceived event relevance during trip planning and i1) satisfaction with experienced events. The
evidence indicates that event perceptions are not uniform across visitors. Instead, they vary
systematically with trip-context conditions and selected profile variables (Table 3), supporting
the interpretation of events as a conditional pull factor whose salience depends on “who travels”
and “under which trip configuration”.

Table 3. Chi-square tests on event relevance and satisfaction by visitor

characteristics
36.59 No meaningful differences across nationalities. Cramér’s V
Relevance 0.885 B
Nationality (48) = (.125 (small).
Satisfaction 50.83 0.363 No meaningful differences across nationalities. Cramér’s V
(48) ) =0.148 (small).
105.66 Younger visitors (18-25) more often rate events as highly
Relevance (30) <0.0001 relevant (scores 6—7). Cramér’s V = 0.233 (small-moderate).
Age 65.66 Ages 26-35 with higher “totally satisfied” (score 7); older
Satisfaction (3'0) 0.00018 | groups more neutral (score 4). Cramér’s V = 0.184 (small—
moderate).
Relevance 1(81.26)9 0.096 gi)n asllll)bs‘[antlal gender differences. Cramér’s V = 0.155
Gender . . 6.39 No substantial gender differences. Cramér’s V = 0.091
Satisfaction 0.895 .
(12) (negligible).
7787 Inspection of cell distributions suggests higher perceived
Relevance (2'4) 0.0001 |relevance among respondents with higher education.
. Cramér’s V = 0.224 (small-moderate).
Education

150.03 Inspection of cell distributions suggests higher satisfaction
Satisfaction ) <0.0001 |among respondents with higher education. Cramér’s V =

(24) 0.311 (moderate).
Inspection of cell distributions suggests higher perceived
133.73 .
Relevance (36) <0.0001 |relevance among full-time employees/entrepreneurs.
Professional Cramér’s V = 0.240 (small-moderate).
status 64.84 Inspection of cell distributions suggests higher satisfaction
Satisfaction (3.6) 0.0022 | among full-time employees/entrepreneurs; students/retirees
are more neutral. Cramér’s V = 0.167 (small).
40.31 Small-moderate differences by arrangement. Cramér’s V =
Travel | Relevance | gy | 0002 105 e0 cmall-moderate)
arrangement Satisfaction 107.16 <0.0001 Differences are clearer for satisfaction. Cramér’s V = 0.304
(18) (moderate).
Length of Relevance 47.61 0.0002 Short stays show higher salience. Cramér’s V = 0.202
stay (18) (small-moderate).
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(4 groups) . . 31.03
Satisfaction (18) 0.029 Smaller effect for satisfaction. Cramér’s V = 0.163 (small).
Relevance 73.68 0.00002 Collee}g}les/ci)—workers highest; spouse/partner lowest.
Travel part (30) Cramér’s V = 0.195 (small-moderate).
party . . 79.21 Similar pattern for satisfaction. Cramér’s V = 0.203 (small—
Satisfaction 0.000003
(30) moderate).
Relevance 9.59 0.143 C
First-time (6) ) No material differences. Cramér’s V = 0.157 (small).
visit . . 11.69
Satisfaction (6) 0.069 Marginal tendency only. Cramér’s V = 0.174 (small).

Source: Own elaboration.

Note: Cramér’s V is reported as an effect-size measure for y? tests (rule-of-thumb: ~0.10 small, ~0.30
moderate, ~0.50 large; interpretation is contextual). Nationality categories were aggregated and length of
stay was collapsed into four groups to reduce sparsity and expected-count issues in contingency tables. n
varies slightly across tests due to item non-response.

A first pattern concerns the temporal configuration of the visit. Length of stay is associated with
planning relevance of events (x*(18) =47.61, p=0.0002; Cramér’s V =0.202, small-moderate),
indicating that event salience varies across stay-duration profiles. For satisfaction, the
association is smaller but still statistically significant (y*(18) = 31.03, p = 0.029; V = 0.163,
small), suggesting that duration of stay modestly structures evaluations of experienced events.

A second, and more pronounced, pattern relates to trip configuration and participation context.
Travel party composition differentiates both relevance and satisfaction (relevance: ¥*(30) =
73.68, p = 0.00002; Cramér’s V = 0.195, small-moderate; satisfaction: ¥*(30) = 79.21, p =
0.000003; V = 0.203, small-moderate). Visitors travelling with colleagues/co-workers exhibit
the highest salience and satisfaction, whereas those travelling with a spouse/partner tend to be
more neutral. Travel arrangement is also associated with both outcomes, especially satisfaction
(relevance: ¥*(18) =40.31, p=0.002; V = 0.186, small-moderate; satisfaction: y*(18) =107.16,
p < 0.0001; V = 0.304, moderate), indicating that how the trip is organised is meaningfully
linked to event evaluations. First-time visitation does not materially structure relevance (y*(6)
=9.59, p =0.143; V = 0.157, small) and only a marginal pattern is observed for satisfaction
(x¥(6) =11.69, p=0.069; V = 0.174, small).

Beyond trip configuration, event evaluations vary with selected sociodemographic variables,
but effect sizes indicate mostly small-to-moderate relationships. Age is associated with both
relevance and satisfaction (relevance: ¥*(30) = 105.66, p < 0.0001; Cramér’s V = 0.233, small-
moderate; satisfaction: ¥*(30) = 65.66, p = 0.00018; V = 0.184, small-moderate). Education is
also associated with both outcomes and is stronger for satisfaction (relevance: ¥*(24) = 77.87,
p =0.0001; V = 0.224, small-moderate; satisfaction: ¥*(24) = 150.03, p < 0.0001; V = 0.311,
moderate). Professional status differentiates both outcomes (relevance: y*(36) = 133.73, p <
0.0001; V = 0.240, small-moderate; satisfaction: ¥*(36) = 64.84, p=0.0022; V=0.167, small),
whereas gender does not show meaningful differentiation (relevance: ¥*(12) = 18.69, p = 0.096;
V = 0.155, small; satisfaction: ¥*(12) = 6.39, p = 0.895; V = 0.091, negligible). Nationality is
not used for substantive interpretation due to category sparsity and expected-count limitations,
which reduce the stability of cross-national comparisons in this dataset.

To translate this heterogeneity into a tractable profile structure, respondents were segmented
parsimoniously using the relevance attributed to events during trip planning as the salience
indicator: a high-salience group (ratings 5-7; 43.8%, n = 170) and a low/neutral group (1-4;
56.2%, n =218). The high-salience group reports higher event satisfaction in absolute terms (M
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= 5.38 vs. 4.08), but, critically, also exhibits a negative importance—satisfaction gap for events
(A = —0.49), indicating underperformance relative to their expectations. In contrast, the
low/neutral group shows a positive gap (A = +1.31), suggesting that events are generally
satisfactory when encountered but are not central to trip planning for most visitors. Notably,
the weighted average of these subgroup gaps reproduces the aggregate positive gap reported in
Section 4.1.2 (A = +0.52), confirming that the overall result is driven by heterogeneity across
salience profiles. This segmentation reconciles the aggregate “moderate relevance / broadly
acceptable satisfaction” pattern with a clear strategic implication: the main performance risk
lies with the subset for whom events are a salient motivator.

Overall, the subgroup evidence reinforces the baseline pattern identified in Section 4.1.2:
relevance is more heterogeneous than satisfaction, and event evaluations are best interpreted as
segment-dependent rather than uniform across visitors. These results do not establish causal
effects; rather, they provide associative evidence that motivates the subsequent interpretive
integration with the qualitative strand, which helps contextualise why certain trip configurations
and visitor profiles appear more aligned with event salience and satisfaction, and how
managerial constraints (e.g., coordination and attribution) may limit the conversion of event-
driven demand into measurable destination and hospitality outcomes.

4.2.  Focus Group

To complement the interpretation of the survey data with managerial insights, a focus group
was conducted with director-level managers from four- and five-star hotels operating in the
Lisbon metropolitan area. The session explored how hospitality professionals perceive the role
of events in shaping the city’s tourism attractiveness, particularly in relation to visitor
motivation, destination image and overall impacts on tourism dynamics. The discussion offers
managerial insights that complement the perspectives shared by tourists.

To protect anonymity within Portugal’s hotel managerial community, and at the participants’
request, no personal demographics (age, gender or education) were recorded for focus-group
members. Instead, heterogeneity was ensured by recruiting director-level professionals from
four- and five-star properties of different typologies (boutique and chain) across the Lisbon
metropolitan area. This approach minimised re-identification risk while preserving the
managerial perspective relevant to the study’s aims.

4.2.1. Events as key drivers of tourist attraction

The focus group highlighted a shared understanding among hotel directors that events,
especially large-scale concerts, congresses, and public gatherings, play a decisive role in
attracting tourists to Lisbon, even if this impact is often not formally registered within internal
data systems. The absence of consistent indicators makes it difficult to attribute bookings
directly to event-related travel.

As one participant explained: "A¢ Parque das Nagoes, the Altice Arena is a major attraction
and decisive for our occupancy rate during specific periods". This example demonstrates how
proximity to major event venues directly shapes demand and revenue performance, even though
the event-related purpose of travel may not be formally documented in booking systems.

Another director pointed out the difficulties in capturing guest motivations: "Something simple,
like a corporate reservation, can be made through Booking, which is very common nowadays.
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When someone comes for a congress, they might stay in a hotel near the event, but these hotels
have no way of registering that the guest is there because of the event taking place nearby".

Furthermore, participants underlined that event-triggered travel often leads to extended stays,
increasing economic impact, but again without this being attributed to the event in internal
reports: "Let’s say someone came for a congress and decided to extend their stay over the
weekend. Those two extra nights won’t be associated with the event, but they represent
additional revenue that ends up not being counted as part of the event’s impact".

Some directors also emphasized that events are often the first point of contact with the
destination, contributing to future tourism flows: "Someone may come for a congress, book a
stay for that reason, and then discover the destination. They might even return with their spouse
or family, generating an indirect impact that is hard to measure, but that exists and may lead
to future bookings at the same hotel or another one in the region".

In addition to the attraction effect, the type of event influences guest profiles and in-hotel
consumption patterns. One participant noted: "I remember that when there was a Rod Stewart
concert, we did a huge number of dinners. The following week there was a rock band concert,
and we didn’t have any dinners". This contrast illustrates that not all events have the same
economic effect, and that visitor typologies vary significantly, affecting both volume and type
of consumption.

In short, while the strategic weight of events as tourism pull factors is clearly recognized by
hospitality professionals, their real impact remains under-recorded, mostly due to insufficient
data on visitor motivation and the lack of coordination between event agendas and
accommodation systems. Despite these challenges, the evidence provided reinforces the idea
that events significantly contribute to Lisbon’s attractiveness and visitor flows, justifying
greater strategic integration into destination management policies.

4.2.2. Relevance and experiential value of events

Beyond their role as travel motivators, events were also perceived by hotel directors as highly
relevant experiential components that shape the attractiveness and memorability of Lisbon as a
tourist destination. Participants emphasized that not all events generate the same type or
intensity of engagement, and that guest satisfaction is often linked to the alignment between the
event profile and the expectations or preferences of specific market segments.

As one participant noted: "I remember that when there was a Rod Stewart concert, we did a
huge number of dinners. The following week there was a rock band concert, and we didn’t have
any dinners”. This example highlights the direct influence of audience typology on in-hotel
behaviour, revealing that event-generated demand is not homogeneous and that consumption
patterns vary according to demographics and cultural preferences.

Another participant reinforced this point by stating: "If it’s André Rieu, we have an older
audience that eats meals at the hotel. But if it’s a Metallica concert, we don’t have anyone".
These insights illustrate how events not only attract visitors but also shape the nature and quality
of their interaction with the hospitality offer, particularly regarding F&B services.

The experiential relevance of events was also associated with their capacity to trigger emotional
and social connections, which in turn influence satisfaction and word-of-mouth dissemination.
Although not directly measurable, the directors recognized that some events enhance the
emotional value of the stay, encouraging guests to return or to associate positive memories with
the destination.
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Moreover, some hoteliers suggested that the context in which events are held, such as timing,
location, and scale, can reinforce or hinder their experiential value. Events integrated with the
cultural or seasonal identity of the destination (e.g. concerts during low-demand periods or
thematic festivals) were perceived as more beneficial to both guests and operators.

In conclusion, the focus group revealed that event relevance is shaped by both content and
context, with visitor satisfaction depending not only on the event itself but also on the
surrounding experience. This supports the findings from the survey data, confirming that events
are not merely attractions, but central elements of the tourist experience, capable of enhancing
destination image, fostering local engagement, and strengthening the emotional connection
between the visitor and the place.

4.2.3. Integrated impact on destination appeal

Throughout the focus group discussion, hotel directors consistently emphasized that events
produce impacts which go beyond immediate bookings, influencing broader aspects of
destination appeal, identity, and visibility. However, they also acknowledged that such impacts
are rarely captured or systematically integrated into destination marketing strategies or
performance indicators.

One participant explained that “someone may come for a congress, book a stay for that reason,
and then discover the destination. They might even return with their spouse or family,
generating an indirect impact that is hard to measure, but that exists and may lead to future
bookings at the same hotel or another one in the region”. This illustrates how events act not
only as short-term catalysts, but also as entry points for longer-term engagement with the
destination.

The difficulty in quantifying this broader contribution was a recurring theme. One director
stated, “the real impact is residual, but external events have a much greater effect’, while
another noted that “it’s easier to quantify the impact of an internal congress because everything
is segmented. For external events, it’s much more complicated”. Despite this challenge, the
directors agreed that events play a central role in shaping the demand curve, influencing not
just occupancy, but also price strategies, operational planning, and the perception of Lisbon as
a vibrant city.

This was reflected in practices such as dynamic pricing and advance revenue management,
based on expected event calendars: “We measure the past impact, which allows us to adjust
rates for the next year, like for Easter or events such as Marés Vivas™.

Such statements confirm that events are used strategically, even in the absence of formal data
collection on guest motivation.

Importantly, participants stressed the lack of coordination and communication between event
organizers, municipalities, and the hotel sector: “The communication between municipalities
and hotels regarding the event calendar is very poor”, one participant declared, warning that
“often we only find out about events through the clients themselves”.

In this sense, the focus group exposed a disconnect between the experiential potential of events
and their strategic articulation within destination governance. Although events are powerful
levers for differentiation and demand stimulation, their value remains underutilized due to
fragmented coordination and missing data frameworks.
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As one participant observed: “before selling the hotel, you have to sell the destination and the
event. Events are increasingly important, especially for small units like local accommodation”.
This statement reinforces the view that events are not only marketing tools, but structural
elements in the tourism economy, particularly for destinations like Lisbon where cultural
programming is dense, diverse, and continuous.

In sum, the focus group insights suggest that the integrated impact of events extends across
temporal, spatial, and economic dimensions, strengthening destination image, sustaining off-
peak tourism, and enriching the urban experience for both visitors and locals. However, to fully
capitalize on this potential, enhanced coordination between public and private actors, improved
event-related data collection, and integrated planning are needed.

5. Discussion

This study investigated the role of events in shaping the Lisbon Region’s destination
attractiveness through a mixed-methods design, combining an intercept survey of visitors with
a focus group with hotel directors. To strengthen integration between strands, this discussion is
organised around three shared claims that are grounded in specific quantitative patterns and
then corroborated, nuanced, or qualified through qualitative themes. Table 4 synthesises this
integration in a joint display, explicitly mapping each claim to the corresponding quantitative
evidence, the qualitative mechanisms that help explain it, and the resulting analytical
implications. In this way, the focus group evidence is used analytically, as an interpretive lens
on why survey patterns arise and how they translate into operational and governance realities,
rather than merely as illustrative commentary.

Table 4. Mixed-methods joint display (integration of quantitative and qualitative

evidence)
Integ.rated.clalm Quantitative pattern Qualitative insight Integration Analytical
(discussion (where it appears) (where it appears) (corroborates / nuances implication
anchor) PP PP / qualifies) P

. E
Hotel directors vents can be

. g Qualitative evidence strategically
. . describe visible . .
Events operate Planning relevance is . corroborates the important without
o . ) demand peaks linked | ., " .
primarily as a heterogeneous (Figure 2; complementary pull being the top
. . to large-scale events, L .
complementary | Section 4.1.2) and varies by . . pattern and qualifies it by | stated motivator;
. . while emphasising .
pull factor, not a trip configuration and ersistent showing that formal governance and
universal trip | profiles (Section 4.1.3; Table P metrics may under- measurement

attribution/registration

trigger. 3). aps in practice capture event-driven systems should
g(gec tiolr)l 42) demand. reduce attribution
e blind spots.
Satisfaction is Satisfaction is neutral-to- o . .
. . . Qualitative evidence Strategic leverage
more convergent positive and more Directors highlight . .
. . nuances the satisfaction | depends less on
than planning convergent (Figure 3; that event typology

relevance; events

Section 4.1.2), while

and segment fit shape

result by explaining why

“more events”

. . : satisfaction stabilises for and more on
function more relevance remains more perceived value and . .
. . many visitors while typology—segment
consistently as dispersed; subgroup downstream . .
. . - . . differentiating by fit and
experience differences are statistically | behaviours (Section ..
. typology/segment experiential
enhancers once significant for selected 4.2). alienment desion to raise
encountered. variables (Section 4.1.3; £ &
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Table 3; plus, in-text x> satisfaction/value
results). capture.
Events contribute Integrated
to broader . . i
o Directors emphasise L . planning
destination . . Qualitative evidence (calendar,
. Survey evidence links events fragmented . S
dynamics, but . . S qualifies the coordination) and
L to attractiveness perceptions | communication (e.g., . .
translation into interpretation of shared data

measurable
outcomes is
constrained by
coordination and
data
fragmentation.

alongside other pull-factor
domains (Results sections on
pull factors and subgroup
patterns).

limited shared
calendar) and limited
data infrastructures
for impact assessment
(Section 4.2).

“impact” by identifying
structural constraints to
strategic learning and
measurable KPIs.

infrastructure are
prerequisites to
convert event
activity into
sustained
positioning.

Source: Own elaboration.

5.1.

Events as complementary pull factors: segmented salience and an

attribution gap

Quantitative evidence supports the interpretation that events occupy a meaningful yet non-
dominant position in the destination’s pull-factor structure. The distribution of planning
relevance (Figure 2) is centred around the scale midpoint but displays substantial dispersion,
indicating that events are not a universal trip trigger; rather, they are highly salient for a non-
negligible subset of visitors (Section 4.1.2). The subgroup analyses reinforce this “conditional
salience” pattern, showing systematic variation across visitor profiles and trip contexts (Section
4.1.3; Table 3). This aligns with literature positioning events as accelerators of destination
attractiveness and symbolic differentiation that reinforce existing motivations and provide
temporal uniqueness and identity-rich experiences (Folgado-Fernandez et al., 2021; Garrod &
Almeida, 2023; Getz & Page, 2020; Gomez-Suérez & Yagiie, 2021). In culturally rich urban
contexts, events may therefore operate less as stand-alone attractors and more as enhancers of
competitiveness and emotional engagement (Abou-Shouk et al., 2024; Daniel et al., 2012).

The focus group evidence corroborates this interpretation while qualifying its measurement
implications. Directors consistently described event-related demand peaks associated with
large-scale concerts, conventions, and seasonal festivities, suggesting that events can have
strong operational visibility even when they are not uniformly cited as primary planning
triggers. However, qualitative insights also highlighted that formal attribution remains
structurally constrained because hotel systems and destination monitoring practices do not
routinely capture event-driven motives with sufficient granularity. This corroborates the
survey-based “complementary pull” reading but qualifies how it should be interpreted:
quantitative self-reports and standard tourism metrics may understate the practical magnitude
and operational relevance of events. This mechanism-level explanation strengthens the
empirical claim without overstating causality, and it is consistent with discussions on the limits
of fragmented information flows for leveraging events strategically (Alam, 2024; Crowther,
2010; Gongalves & Umbelino, 2017). Importantly, the qualitative strand also suggests that
events may function as “entry points” to the destination and as triggers of extended stays and
repeat visitation as indirect outcomes, which resonates with the idea that event value extends
beyond immediate visitation spikes (Getz & Page, 2020; Majumder, 2025; Richards & Jarman,
2021).
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5.2.  From heterogeneous relevance to more convergent satisfaction: events as
experience enhancers and typology—segment fit

The combined evidence indicates a structurally important contrast across the visitor journey:
relevance is more heterogeneous, whereas satisfaction with experienced events is
comparatively more convergent (Figures 2—3; Section 4.1.2). Substantively, this suggests that
events may be decisive at the planning stage for specific segments while functioning as a
broadly acceptable experiential component for many visitors once on site. This interpretation
aligns with the study’s quantitative profile-dependent patterning (Section 4.1.3; Table 3), where
event-related evaluations vary with trip configuration and selected sociodemographic variables.
The evidence therefore supports interpreting event value as conditional and segment-dependent
rather than homogeneous, which is consistent with tourism experience literature emphasising
affective and experiential processes in shaping satisfaction and loyalty (Aratjo & Aragjo, 2013;
Pencarelli et al., 2013), particularly in a post-pandemic context marked by heightened demand
for meaningful encounters (Ko et al., 2022; Li et al., 2023; Zhou & Yu, 2022).

The focus group findings nuance and explain this quantitative pattern by pointing to typology—
segment fit as a mechanism. Directors described differentiated behavioural and consumption
patterns associated with different event types, implying that the experiential value generated by
events varies depending on the cultural alignment and audience composition of each event. This
helps interpret why satisfaction appears more stable overall (events meet baseline expectations
for many) but differentiates meaningfully when event typology matches segment preferences.
Such evidence complements conceptual work on novelty/cultural appeal, experiential response,
and value creation (Akgunduz & Cosar, 2018; Kassean & Gassita, 2013), and aligns with the
emotional and symbolic benefits associated with event experiences (Im & Workman, 2004;
Skavronskaya et al., 2020; Smith & Colgate, 2007). Analytically, the integrated evidence
suggests that raising destination-level returns from events depends less on volume and more on
deliberate experiential design and segmentation, with clearer expectations management and
targeted programming to shift events from “acceptable add-on” to “distinctive enhancer”.

5.3. Beyond short-term spikes: destination dynamics, coordination
constraints, and the need for integrated governance

The study also indicates that the value of events extends beyond temporary peaks in visitation
and can contribute to broader destination image and positioning. Quantitative evidence suggests
that visitors associate events with Lisbon’s attractiveness and its perceived vibrancy and
cultural richness, supporting the view that events contribute to place identity and destination
image as components of competitive positioning (McCartney & Osti, 2007; Richards, 2007;
Wyatt & Rossetti, 2024). However, the qualitative strand qualifies how readily such potential
translates into measurable outcomes and strategic learning. Directors highlighted that the
cumulative impacts of events shape revenue management, operational planning, and loyalty-
related expectations, yet they emphasised persistent coordination gaps and limited information
infrastructures as barriers to systematically capitalising on these dynamics (Lockstone-Binney
et al., 2013; Unson et al., 2023).

A recurrent qualitative theme concerned fragmented communication, especially the absence of
an integrated event calendar and proactive information flows shared with the hospitality sector.
This governance constraint helps explain why event-driven demand may be operationally
salient but analytically under-captured, and why destination systems struggle to anticipate and
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respond to event-related flows with precision. Consistent with calls for more systemic and
integrated planning in dynamic urban destinations (Getz & Page, 2020; Lockstone-Binney et
al., 2013), the integrated evidence suggests that coordination mechanisms and data
infrastructures are not peripheral technicalities but central conditions for converting events into
strategic destination assets. This is particularly relevant given the potential of events to mitigate
seasonality and support more inclusive and sustainable destination strategies (Gongalves &
Umbelino, 2017; Richards & Jarman, 2021). Nevertheless, the absence of robust impact
measurement frameworks constrains the ability to evidence and communicate these broader
benefits, echoing arguments for multi-dimensional evaluation systems capturing economic,
social, and cultural outcomes (Allen, 2004; Coles et al., 2022; Davey et al., 2023).

Overall, the integrated interpretation is that events are perceived as valuable components of
Lisbon’s tourism offer, but their strategic potential remains partially underexploited due to data
fragmentation, limited stakeholder coordination, and measurement constraints. By explicitly
linking quantitative patterns to qualitative mechanisms, the study provides a more grounded
account of how events contribute to attractiveness and how operational constraints shape the
visibility and convertibility of that contribution into measurable outcomes and strategic
planning.

6. Conclusion

This study examined the role of events in shaping the perceived attractiveness of the Lisbon
Region as a tourism destination through a mixed-methods design, combining an intercept
survey of visitors with a focus group with hotel directors. Overall, the evidence suggests that
events are perceived as a meaningful component of the destination offer, although not uniformly
salient as a trip-planning trigger. In the quantitative strand, event relevance during trip planning
shows substantial heterogeneity across respondents and varies with trip configuration and
selected visitor characteristics, whereas satisfaction with experienced events is comparatively
more convergent. Taken together, these patterns support interpreting events as a conditional
pull factor whose salience depends on “who travels” and “under which trip configuration”,
rather than as a homogeneous driver across all visitors.

From a theoretical standpoint, the study contributes by reinforcing the multidimensional
positioning of events within urban tourism ecosystems, while framing this contribution in line
with what the data can support. Specifically, the findings are consistent with the view that
events may complement and differentiate destination attractiveness through symbolic and
functional attributes and may be associated with satisfaction-related evaluations and broader
destination perceptions, as suggested in prior work (Hervas et al., 2020; Le et al., 2024;
McCartney & Osti, 2007). Importantly, given the cross-sectional design, the non-probability
intercept sampling strategy, and the descriptive/associative analytic approach, the quantitative
results should be read as patterns and associations rather than as evidence of causal effects.
Likewise, the qualitative strand provides mechanism-oriented interpretations and contextual
explanations (e.g., coordination and attribution constraints) rather than estimates of impact
magnitude.

Practically, the integrated evidence indicates that stakeholders may benefit from treating event
strategies as segmentation-sensitive and from strengthening the informational and measurement
conditions under which event-related demand can be anticipated and assessed. In particular, the
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qualitative findings point to attribution and information-flow gaps that can limit strategic
learning, while the quantitative findings show that event relevance and satisfaction are not
uniform across visitor profiles and trip contexts. Accordingly, recommendations such as
improving cross-stakeholder coordination (e.g., more systematic information flows about event
calendars) and strengthening data infrastructures for registering event-related travel motives
should be understood as conditional proposals grounded in the observed patterns and
mechanisms, rather than as claims that such measures will necessarily increase demand or
satisfaction.

Nevertheless, this study is not without limitations. A key limitation concerns measurement.
Several focal perceptions were captured through single-item, domain-level ratings (e.g.,
importance and satisfaction with events/festivals and other destination pull-factor domains).
While such global evaluations are common and practical in intercept survey contexts, they offer
limited coverage of potentially multi-dimensional constructs and do not allow internal
reliability assessment at the construct level. Accordingly, the quantitative evidence should be
interpreted as indicative patterns in overall domain evaluations and their associations with
visitor profiles and trip configurations, rather than as precise estimates of underlying latent
perceptions.

External validity is also constrained by the single-destination, cross-sectional design, the non-
probability intercept sampling strategy, and the bounded fieldwork window (November 2023
to February 2024), which may not fully capture seasonal or segmental variation in perceptions.
In addition, although the focus group generated rich managerial insights, it was restricted to
hotel directors and did not include other relevant stakeholder groups such as event producers,
cultural institutions, or municipal representatives, limiting stakeholder breadth.

Future research should therefore: 1) replicate the design in comparable urban destinations and
across different seasons to test contextual generalisability; 11) incorporate longitudinal tracking
(pre-/during-/post-event) to examine dynamics over time and strengthen attribution; and iii)
broaden stakeholder coverage (e.g., event producers, cultural institutions, municipal planners),
ideally linking attitudinal survey evidence with administrative or transactional data to validate
behavioural outcomes and improve measurement of event-related demand.

Within these boundaries, the present findings suggest that events are perceived as a meaningful
component of Lisbon’s tourism offer and are associated with differentiated patterns of relevance
and satisfaction across visitor profiles and trip contexts. The integrated evidence also highlights
that coordination, and data-fragmentation constraints may limit how clearly event-related
demand is registered and leveraged strategically, pointing to the value of more systematic
information flows and impact-monitoring practices in future destination-level analyses.
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