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ABSTRACT
An understanding of expenditure patterns is vital to travel organizers and destination marketers. Using
surveys conducted by the Barcelona Tourism Board (Turisme de Barcelona), this study profiled the trip by
purpose: leisure or business, and investigated the relationships between travel expenditure, length of stay,
repeat visits and satisfaction.
Different trip-related and socio-demographic variables, such as trip purpose, number of nights spent and
repeat visits were found to contribute to explaining the expenditure variations. The theoretical model is based
on the literature, and puts forward different hypotheses, which are tested using SEM. The findings show
behavioural differences between those groups and are useful for tourism managers of urban destinations.
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1. Introduction
Tourism is becoming the most relevant industry worldwide, and tourist expenditure is contributing decisively
to economic growth (Brida and Pulina 2010). In recent years, urban tourism has been one of the fastestgrowing forms of tourism. This social and economic phenomenon has caught the attention of several
researchers, including Ashworth (1996), Murillo, Vayà, Romaní and Suriñach (2013) and Vandermey (1984),
among others. Ashworth and Page (2011) highlight the benefits that tourism brings to cities. Consequently, it
is important to analyse the role of tourism in the local economy and to understand the behaviour of the tourist,
with a view to adapting the city to their needs, if necessary.
Over the past 30 years, researchers as Dardis, Derrick, Lehfeld and Wolfe (1981), Hong, Morrison and Cai
(1996) and Gomes de Menezes, Moniz and Viera (2008) have used the socio-demographic profile of
travellers, the characteristics of their trips and the nature of the activities undertaken.
In the current environment, competition among traditional destinations and cities is increasingly intense
(Wöber 2000), and firms and destinations within the industry are vying with each other to gain and retain
customers (Charterina and Aparicio 2015). Therefore, a better understanding of visitor expenditure patterns is
extremely important for travel organizers, destination marketers and policy-makers when developing effective
strategies to boost tourism receipts (Lee, Sok, Funk and Jordan 2015). In this respect, visitor expenditure
patterns have been recognised as a good segmentation system to increase yields (Petrick and Sirakaya 2004).
The contribution of this present study is to explore the combination of tourist spending patterns and the
motivational patterns of business and leisure tourists, and its effects on the relationships between the
constructs of expenditure, satisfaction, length of stay, and repeat visits. These relationships are measured
using structural equation models (SEM) with multi-group analysis, which allows us to describe and explain
the differences between the groups studied, for example the different levels of purpose under tourist
behaviour.
The structure of the paper is as follows: in the next section the constructs, the segmenting effect of purpose
and the structural model proposed are reviewed; section three presents the case study and the methodology;
finally, the results are described, and the findings presented, as along with the limitations and future research
arising from this work.
2. Literature review and hypotheses
2.1. Purpose: business vs. leisure
Literature on tourism has focused on explaining the specific reasons why people travel or the needs that they
intend to satisfy by means of their trip. While for Iso-Ahola and Allen (1982) leisure activities such as tourism
are motivated by the desire for personal rewards and the desire to escape their normal living environment,
some authors, including Baloglu and Uysal (1996), Crompton (1979), Yuan and Mcdonald (1990)
differentiate between destination-related factors (or pull motivation), and personal issues (or push
motivation). Along these research lines, tourism is analysed from the perspective of travel for personal
reasons, linked to leisure and entertainment. Nevertheless, the perspective of travel related to business and
professional meetings also has to be taken into consideration.
According to UNWTO recommendations, the category of personal trips includes holiday, leisure and
recreation, visiting friends and relatives, education and training, health and medical care, among others; and
they differ from a second major motivation or group of trips, namely business and professional (United
Nations 2008).
This article adopts these definitions, focusing on trips for personal reasons: holidays, leisure and recreation;
and trips for business and professional reasons. The first category includes sightseeing trips, attending
sporting events or culture, resting, honey-mooning, fine dining, while business and professional trips include
such activities as attending meetings, conferences, fairs, exhibitions or similar.
The present paper uses SEM techniques with multi-group analysis, and takes purpose as the segmenting
variable. Two segments, or groups, are created: business and leisure. The first group, business, are tourists on
a business-related or professional trip, attending a fair, congress, conference, symposium or meeting. The
leisure group is made up of those on leisure or sightseeing trips, tourists, and people attending sports or
cultural events.
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2.2. Tourist expenditure
Previous research on tourist spending enables us to differentiate between macroeconomic and microeconomic
studies. According to Wang and Davidson (2010) it is crucial to understand the differences between them, and
to Alegre and Pou (2004), to show the advantages and purposes of each. In keeping with the objective of this
research, the review of the literature has focused on the microeconomic studies.
In recent years it is worth noting the appearance of studies that have described spending patterns using
econometric models (Aguiló Perez and Juaneda 2000; Alegre, Cladera and Sard 2011; Chang, Chen and
Meyer 2013; Díaz-Pérez, Bethencourt-Cejas and Álvarez-González 2005; Pulido-Fernández, Cárdenas-García
and Carrillo-Hidalgo 2015; Thrane 2014; Zhang, Zhang and Kuwano 2012). These studies aim to demonstrate
the effects of a range of variables on tourism expenditure, and to predict the behaviour of tourists.
Another line of research corresponds to studies that apply other statistical techniques, such as multivariate
models. Jang, Cai, Morrison and O’Leary (2005) use a path analysis to test the relationships between the
activities of the trip and spending, and conclude that they generate different levels of spending. Seiler, Hsieh,
Seiler and Hsieh (2003) test the relationship between tourism expenditure, traveller demographics and certain
characteristics of the trips, such as length of stay. They conclude that travellers whose stays are longer tend to
consume more and vice versa. Chaitip, Chaiboonsri, Kovács and Balogh (2008) show that the total cost of the
trip is related to product attributes and product management. The study by Thrane and Farstad (2012)
demonstrates a positive relationship between length of stay and expenditure. Based on the above review of the
literature, we can generate the following hypotheses:
(H1) Tourist expenditure has a direct relationship on satisfaction. The effect of this relationship will
be different depending on the purpose
(H2) Tourist expenditure has a direct relationship on repeat visits. The effect of this relationship will
be different depending on the purpose
(H3) Tourist expenditure has a direct relationship on length of stay. The effect of this relationship
will be different depending on the purpose
2.3. Satisfaction
The research on tourist satisfaction is based on different consumer behaviour theories. Traditionally, the
expectation-disconfirmation theory is widely accepted (Oliver 1999). In tourism research, tourist satisfaction
plays an enormously important part in the behaviour of the tourist. Kozak and Rimmington (2000) consider
that tourist satisfaction is one of the key elements for successful destination marketing, and influences both
the behaviour of the tourist at their destination, and their decision to repeat their visit.
Concerning tourist satisfaction, we can highlight the number of studies that have shown that there is a
relationship between satisfaction and other constructs, including loyalty or image, among others (Campo and
Yagüe 2008; Charterina and Aparicio 2015; Mu, Yi, Xiaohong and Junyong 2009; Reisinger and Turner
2002).
This article considers satisfaction in terms of overall satisfaction (Oliver 1980). Therefore, if we accept
satisfaction as an antecedent of loyalty (Oppermann 2000), and the satisfaction level is high, the level of
loyalty will also be high. Afterwards, satisfied tourists will be more inclined to repeat their visits in the future
(Martínez-Ruiz, Garau-Vadell and Campo-Martínez 2010; Oppermann 2000). For Moniz (2012), repeat visits
are sustained by satisfaction with the destination, while Chi and Qu (2008) prove positive and direct
relationships between satisfaction and loyalty. Thus, on the basis of these studies we put forward the
following hypotheses:
(H4) Satisfaction has a direct relationship on repeat visits. The effect of this relationship will be
different depending on the purpose
2.4. Length of stay
The tourism research literature suggests that the length of tourist travel is one of the most important tourist
demand variables (Uysal, Fesenmaier and O’Leary 1994), and it has been studied from different perspectives.
One line of research comprises those studies that analyse the characteristics of travellers segmented by the
length of stay and the behaviour of tourists during their trip. In relation to length of stay, the similarities and
differences between different groups of travellers are analysed (Crompton, Fakeye and Lue 1992; Downward
and Lumsdon 2003; Oppermann 1995).
Another research line corresponds to those studies that apply econometric models to explain and predict the
duration of the stay (Alegre, Mateo and Pou 2011; Barros and Machado 2010; Eugenio-Martin 2003; FerrerRosell, Martínez-Garcia and Coenders 2014; Martínez-Garcia and Raya 2008).
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In addition, some studies have focused on market segments based on tourist profiles and travel characteristics
in order to help destination managers to gain a better understanding of the consumer, better meet their needs
and implement better marketing strategies (Oppedijk van Veen and Verhallen 1986). Davies (1990), Murphy,
Niininen and Sanders (2010) and Pike (2002) study short breaks, while Charterina and Aparicio (2015) and
Dunne, Flanagan and Buckley (2011) analyse city breaks. Finally, it is important to highlight the
contributions of Neal (2004), which demonstrate the effects of the length of stay on tourist satisfaction. The
references above allow us to generate the following hypothesis:
(H5) Length of stay has a direct relationship on satisfaction. The effect of this relationship will be
different depending on the purpose
2.5. Repeat visits
The role of repeat visits has been framed in the marketing literature in the after-purchase behaviour. In this
regard, Boulding, Kalra, Staelin and Zeithaml (1993) investigate the factors that influence the repurchase
intention, while Oliver (1999), believes that the intention to repeat the act of purchase is part of loyalty, and
Flavian, Martı́nez and Polo (2001) see it as a clear indicator to measure the results of marketing strategies.
Alegre and Garau (2010), Kozak (2001) and Som et al. (2012) among others, identify factors influencing
repeat visits to a destination. Martínez-Ruiz, Garau-Vadell and Campo-Martínez (2010) study the probability
of a return, while Correia, Barros and Silvestre (2007); Meleddu, Paci and Pulina (2015) and Osti, Disegna
and Brida (2012) differentiate between tourists who repeat and non-repeaters.
Regarding the concept of repeat visits we should also note that for Kozak, Bigne and Andreu (2005)
satisfaction and the number of visits influence the intention to undertake future visits, and for Moniz (2012)
the intention to repeat arises from the overall satisfaction with the destination.
Finally, of particular interest to this study are those studies that demonstrate causal relationships between
repeat visits and other concepts. Ledesma, Pérez-Rodríguez and Navarro's study (2005) which concluded that
the length of stay may increase the number of repeat visits, are particularly interesting, so we can also put
forward the following hypotheses:
(H6) Length of stay has a direct relationship on repeat visits. The effect of this relationship will be
different according to the purpose.
2.6. Structural model proposed
The purpose of this analysis is to test the hypotheses previously proposed with reference to the relationships
between different pairs of variables as a whole, in order to determine the effects and importance of these
relationships, and the contribution of purpose as discriminatory in the multi-group model. Figure 1 shows the
proposed theoretical model. Model components correspond to the above hypotheses.
The purpose construct differentiates between business and leisure tourist. Previous studies proved the
relationships of expenditure on length of stay (Thrane and Farstad 2012), length of stay on satisfaction (Neal
2004) and length of stay on repeat visits (Ledesma, Pérez-Rodríguez and Navarro 2005). Therefore, our
causal model proposed analyses the relationships of expenditure, satisfaction, length of stay and repeat visits
with the principal contribution of using the purpose of stay as tourists’ segmentation variable (business and
leisure).
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Figure 1 Structural model proposed
3. Methods
Case study
Barcelona is one of the most popular cities to visit in Europe, as well as being a successful example of urban
tourism (Gómez, López Palomeque and Cors 2004) due, among other factors, to its unique heritage, its
strategic location as an economic and administrative capital, its attractiveness, its Mediterranean character and
the 92 Olympic Games (López Palomeque 2006).
Barcelona has been able to accumulate symbolic capital, which depends on the values of authenticity and
uniqueness. This values are highlighted by the 7.9 million tourists who stayed in hotels in the city in 2014,
and 17 million overnight stays. This popularity has also placed the city among the leading congress
destinations in Europe, with more than 579,000 delegates participating in tourism-related events (Turisme de
Barcelona 2014).
This empirical study was conducted among tourists who stayed at accommodation in the city of Barcelona
between 2009 and 2011. The scarcity of scientific studies relating to tourism demand and consumer spending
patterns confirms the relevance of this study, and highlights the importance of new strategies both for DMO
and the private sector to improve their strategies.
Sample and data gathering
For the evaluation of the model we used the survey conducted by Barcelona Tourism through paper and
pencil interviews, with an interviewer moving among visitors to the city of Barcelona in 2009, 2010 and
2011. This survey was carried out in different geographic areas of the city, and at different times. The
population consisted of all visitors older than 15 years who stayed overnight in Barcelona accommodations.
They totalled 13,297 tourists who had spent one or more nights in Barcelona.
The purpose of the visit is the discriminatory variable that allows to perform a multi-group analysis. Two
groups were created: business and leisure. The business group comprises tourists attending meetings,
conferences, congresses, fairs, exhibitions or similar. The leisure group is made up of tourists traveling for
vacation, sightseeing trips, natural or man-made visiting sites, attending sporting or cultural events, resting,
honey-mooning, fine dining or similar.
Table 1 shows the distribution of the sample for business and leisure groups and their demographic
characteristics. The data show a higher proportion of men than women, with a preponderance of middle-aged
(between 35 and 44 years), skilled workers of European origin.
Table 1 Selected characteristics of the sample profile
Demographic Characteristics
Business
Gender
Man
1985
Woman
1025
5

(%)

Leisure

(%)

Total

(%)

65.9
34.1

5719
4568

55.6
44.4

7704
5593

57.9
42.1

Total
Age
15-17 years
18-24 years
25-34 years
35-44 years
45-54 years
55-64 years
65 and over
Total
Occupation
Self-employed/ Own account / Farmer
High executive/ High civil servant
Clerk/ Civil Servant
Skilled worker
Worker in other field
Retired
Student
Housewife
Unemployed
Other
Total
Nationality
Spanish
Europe
Rest of the World
Total

3010

100.0

10287

100.0

13297

100.0

0
52
593
1285
886
190
4
3010

0.0
1.7
19.7
42.7
29.4
6.3
0.1
100.0

141
1596
2588
2919
1966
815
262
10287

1.4
15.5
25.2
28.4
19.1
7.9
2.5
100.0

141
1648
3181
4204
2852
1005
266
13297

1.1
12.4
23.9
31.6
21.4
7.6
2.0
100.0

295
463
75
1923
205
0
27
5
0
17
3010

9.8
15.4
2.5
63.9
6.8
0.0
0.9
0.2
0.0
0.6
100.0

1137
334
1215
3513
1748
407
1316
387
126
104
10287

11.1
3.2
11.8
34.1
17.0
4.0
12.8
3.8
1.2
1.0
100.0

1432
797
1290
5436
1953
407
1343
392
126
121
13297

10.8
6.0
9.7
40.9
14.7
3.1
10.1
2.9
0.9
0.9
100.0

312
2069
629
3010

10.4
68.7
20.9
100.0

1059
7028
2200
10287

10.3
68.3
21.4
100.0

1371
9097
2829
13297

10.3
68.4
21.3
100.0

The main characteristics of the trips are shown in Table 2. Trip characteristics highlight some features of the
tourists. For example, they indicate an average stay of four nights, a higher proportion of tourists staying in a
hotel (68.1%) travelling by plane (77.2%) and with their spouse or partner (45.8%).
Table 2 Selected characteristics of the trip
Characteristics of the trip
Length of stay
Nights (mean)
Std dev
Means of transport used
Plane
Others
Total
Accommodation
Hotel
Other
Total
Accompanying persons
Alone
Friends
Colleagues
Family and or children
Couple
Others
Total
Expenditure at destination
Tourist spending per day (mean)

Business

(%)

3.94
2.28

Leisure

(%)

4.34
2.82

Total

(%)

4.24
2.71

2637
373
3010

87.6
12.4
100.0

7630
2657
10287

74.2
25.8
100.0

10267
3030
13297

77.2
22.8
100.0

2671
339
3010

88.7
11.3
100.0

6380
3907
10287

62.0
38.0
100.0

9051
4246
13297

68.1
31.9
100.0

1091
42
1509
42
311
15
3010

36.2
1.4
50.1
1.4
10.3
0.5
100.0

961
2188
63
1202
5783
90
10287

9.3
21.3
0.6
11.7
56.2
0.9
100.0

2052
2230
1572
1244
6094
105
13297

15.4
16.8
11.8
9.4
45.8
0.8
100.0

100.2
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72.5

78.7

Std dev

64.2

50.9

55.3

Looking into the distinctive characteristics of business and leisure groups, we highlight below some
significant features. For example, in the business group spending is significant higher (100 €), as well as the
slightly shorter length of the stay, a preference for travelling by plane (87.6%), staying at hotels (88.7%) and
accompanied by colleagues (50.1%). In the leisure group, lower spending can be observed, as well as a longer
length of stay (4.34 nights), a higher preference for using other types of accommodation than hotels (38.0%),
and a larger proportion of tourists travelling with their spouse or partner (56.2%).
Table 3 shows the variables used to estimate the structural model and to study the hypotheses and the model.
Table 3 Variables used in the structural equations model
Scale
of
Name of the variable
measurement
Tourist Expenditure

Metric

“Overall Satisfaction”

Metric

Length of stay

Metric

“Repeat visits”

Metric

Definition
Expenditure per day at destination
(all expenses)
Valuing by Likert scale
1= minimum
10 = maximum
How many nights have you stayed overnight
in Barcelona?
Nights stay at Barcelona
How many times have you visited Barcelona
in the last 10 years?

4. Results and discussion
In order to determine the relationships depicted in Figure 1, a structural equation model (SEM) was carried
out with Mplus 7. The structural model was studied using a multi-group analysis with the segmenting variable
tourist purpose, where the professional and leisure categories represent mutually exclusive and independent
groups.
The structural model was estimated using maximum likelihood. The results and the degree of compliance
with the various hypotheses are presented in Table 4.
Table 4 Standardized coefficients of the structural model
H1
H2
H3
H4
H5
H6

Expenditure
 Satisfaction
Expenditure
 Repeat visits
Expenditure
 Length of stay
Satisfaction
 Repeat visits
Length of stay  Satisfaction
Length of stay  Repeat visits
***p<.001; **p<.010;*p<.050

Business
.004
.031
-.247***
-.077***
.145***
-.111***

Leisure
.059***
.044***
-.210***
-.030***
.037***
.001

Fit measures for the model from Figure 1 are the following: Chi-square = 2.030; 3 df; p-value=.566; RMSEA
= .000 (90% confidence interval=.000; .018); CFI; TLI=1; SRMR=.003. Therefore, the model fit is
acceptable.
The results of the hypotheses have multiple interpretations, which are summarised below.
Firstly, in relation to hypothesis H1, the effect of expenditure on tourist satisfaction is significant for leisure
travellers, i.e. satisfaction is higher for tourists spending more at the destination. This effect is not significant
in the business group (.004) and therefore this hypothesis is not supported for that group.
Secondly, for H2 hypothesis, the effect of expenditure on repeat visits is statistically significant for leisure
tourists. The results of this hypothesis suggest that leisure travellers with a higher spending at the destination,
have a higher degree of repeatability. For the business tourists this effect is not significant (.031), so this
hypothesis is not supported for that group.
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Thirdly, in hypothesis H3, tourist expenditure has a significant negative effect on the length of stay both for
business (-.247) and leisure (-.201) travellers. This hypothesis suggests that tourists whose spend more, stay
shorter at the destination.
Fourthly, for hypothesis H4, satisfaction level has a significant negative effect on the level of repeat visits in
the case of business tourists (-.077) and leisure tourists (-.030). Therefore, the greater the satisfaction, the
lower the number of repeat visits.
Fifthly, in H5, the effect of the length of stay on satisfaction is positive and significant for business (.145) and
leisure (.037) travellers. In both cases, the greater the length of stay, the higher the satisfaction.
Finally, in H6, the effect of the length of stay on the repeat visits is negative and statistically significant only
for business tourists (-.111). The result seems to show that the greater length of stay, the lower the number of
repeat visits. That is, tourists who have stay longer come less often. Interestingly, this effect is not significant
for leisure (.001).
Of the initial six hypotheses, all are supported for at least one of the groups of purpose. The above results
demonstrate the importance of purpose as a key variable for practitioners. The differences found between the
two patterns studied, professionals and leisure, are significant. For the business group, we highlight two
aspects. The first relates to their travel characteristics: higher spending, slightly shorter length of the stay,
preference for travelling by plane and staying at hotels. The second aspect is related to our working
hypotheses. The effect of expenditure on satisfaction (H1) and expenditure on repeat visits (H2) are not
supported by our results. These two hypotheses are supported for leisure travellers only.
For the leisure group we observe a lower spending pattern, a longer length of stay, a higher preference for
using other types of accommodation and a larger proportion of tourists travelling with their partners.
Moreover, the effect of length of stay on repetition (H6) is not supported for leisure related trips. This
hypothesis is supported with a high negative coefficient (-.111) for business travellers. This point might be
linked to the idea that length of stay influences the perceptions of that destination in repeat travellers (Kozak
2001).
It should be noted that the causal relationship between expenditure and length of stay (H3) is supported and
negative for both groups, with a higher coefficient support for the business group (-.244), than for the leisure
(-.210). This finding is consistent with the previous research of Barros and Machado (2010), although the
urban nature of Barcelona and the technique used for the analysis of data are different. Furthermore, the effect
of satisfaction on repeat visits (H4), is supported and negative, with an important difference between their
coefficients, (-.077) for business and (-.030) for leisure. This finding is not consistent with other studies
(Kozak 2001). Therefore, we can speculate that the level of overall satisfaction does not stimulate visits to the
same destination. The explanation might stem from the location studied and the statistical technique used in
our analysis. The results of the hypothesis of length of stay and satisfaction (H5) are consistent with Neal’s
study (2004), demonstrating the effects of the length of stay on tourist satisfaction.
The results of this paper also demonstrate that our theoretical model is validated, but the degree of support of
each hypothesis varies depending on the purpose. This finding suggests that relationship between some
constructs may differ for business and leisure purpose when travelling to an urban destination. For example,
the relationship of length of stay on repetition (H6) varies according to whether the visitors are on a business
or on a leisure trip. Therefore, the causal relationship between that pair of variables is supported and negative
for business trips, and not supported for leisure travellers.
Although for destination managers the purpose of the trip is very important, limited research has been carried
out to investigate the effect in structural relationships. Our results supported four hypotheses for the business
tourist and five in the case of leisure travellers. This finding reconfirms that it is worthwhile to develop
differentiated marketing strategies for the two groups.
The relationship between tourist expenditure and satisfaction and tourist expenditure and repetition for leisure
travellers constitutes a remarkable finding. When increasing the expenditure, tourist satisfaction and
repeatability also increases. Bearing in mind that more than half of visitors to Barcelona are on leisure trips,
DMO and companies need to better define their products to this group. The higher spending, the higher
degree of satisfaction and repeatability.
Finally, on the subject of repeat visitation, our results suggest that as repeat visits increase, satisfaction level
decreases. We open the discussion about this matter. This might be linked to the fact that urban repeaters
experience more things, and the knowledge of the destination generates a reduction of expectations.
Therefore, the creation of new experiences, would help to generate new expectations.
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5. Limitations and future research
The findings are subject to some limitations that must be taken into account. These results correspond to the
city of Barcelona. To be able to generalise them, the same study would have to be carried out in other tourism
cities.
This study uses data from an existing survey carried out by Turisme de Barcelona, the consortium that exists
to promote the city. Both the questions and the responses of tourists present limitations. The use of multielement scales measures in future studies would enhance the interpretation of results.
For future research, we recommend the use of the same criteria and variables to explore length of stay and
tourist expenditure as a segmenting variable between the constructs.
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