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ABSTRACT 

In a world that undeniably competes for investment, visitors and 
residents, the adoption of approaches derived from the marketing has 
become a reality in the search for sustainability. It is a fact that a city 
marketing and brand management policy is able to promote and transform 
an image, boost economic activity and enhance all aspects of the city that 
present competitive advantage over other territories, so this is why associate 
marketing with cities makes sense. This study aims a better understanding 
of the brand image and their relationship with behavioral intentions, 
especially through the perceptions that tourists have toward the destinations 
(e.g. Madeira island), and how this may influence their attitudes. The 
objective of this study is to understand the impact of the personal brand on 
the image of a tourist destination, using as a case study the Madeira 
destination. The data for this study were collected by a self-administered 
questionnaire method in Madeira International Airport (Funchal, Portugal in 
2017, with 147 valid responses). It was possible to understand the 
perception of visitors and assess the experience of visitors and the 
theoretical and practical contributions to local development and tourism 
marketing. Under an interdisciplinary perspective, this research brings 
together inputs from marketing, tourism and local economics. A theoretical 
model is developed specifying antecedents of satisfaction and loyalty in 
specific tourism contexts. Implications for future research are also presented. 
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1. INTRODUCTION 
 
 

Tourism activities are amongst the most relevant drivers of economic 

development and growth in various economies (Sousa & Simões, 2010) 

compromising sustainable development (Holladay et al., 2018). The tourism in 

Portugal has become a sector in constant growth and with a high refection on the 

region´s economy. In 2016 the growth was 11.5% over the previous year, which 

resulted in an increase of about 40 000 jobs. Madeira, presents among the regions 

with the highest tourist demand at national level, with the tourism industry its main 

economic activity. This market offers a range of natural, cultural and patrimonial 

tourism resources, which together with the security and the mild climate that is felt 

during all the months of the year, makes this region a mature destination already 

consolidated. However, in an increasingly globalized world, and in the face of 

global competition, it is necessary to use strategies of promotion and 

communication, a tool that aims to reach the mind of the consumer (García de Soto 

Camacho & Álvarez Torrescusa, 2018). Very often the brand of tourist destinations 

uses the image for the promotion of destinations using the existing attributes in the 

same, whether tangible or intangible attributes such as security, hospitality, 

climate, among others whose ultimate goal is to satisfy the needs. 

The promotion of the image of a certain destination aims to capture the attention 

of potential tourist consumers whose purpose is the sale of their products and 

services (Ferreira, Sousa & Gonçalves, 2018). The entities responsible for the 

promotion and dissemination of the Madeira destination use various tourism 

promotion campaigns associated with regional events such as the flower festival, 

fireworks in the new year, or other natural resources, which are associated to the 

image Madeira. Among the various forms of promotion can be found marketing 

campaigns to associate certain figures to the Madeira destination, such as 

promoting the destination through the brand Cristiano Ronaldo. He was born in 
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Madeira an illustrious figure of the world of football with recognition international 

level. With a brilliant career, and several appointments in the football world, 

Cristiano Ronaldo became an emblematic symbol that associates your brand not 

only to the world of football, as well as the various sectors among which stands out 

the partnership with the hotels in the Pestana group on the island of Madeira in 

Lisbon, and in the very near future in New York, Madrid in Morocco in the city of 

Marrakesh, scheduled to open in 2019. On this way and to try to understand how a 

personal brand can influence the image of a destination, we propose to carry out a 

study on the subject in order to test and prove or not the importance of the 

personal brand (i.e. CR7) in the image of a tourist destination, in this case Madeira. 

To the endeavor an interdisciplinary perspective is taken bringing together inputs 

from marketing, tourism and local economics. A research model is developed and 

implications for future research suggested. 

 

2. PERSONAL BRANDING IN TOURISM CONTEXTS 
 
 

A brand is a distinguishing name and/or symbol (such as logo, trademark, or 

package design) intended to identify the products or services of either one seller or 

a group of sellers, and to differentiate those products or services from those of 

competitors (Ghodeswar, 2008). A brand provides the basis upon which 

consumers can identify and bond with a product or service or a group of products 

or services. Brands serve as a guiding map to purchasing behaviour and, when 

managed correctly, often result in significant value for their holders (Anholt, 2005). 

Assets of the company, it is not surprising that step by step and has gained the 

attention of marketers, also because beyond the financial value of brands there is 

no less important social value. Brands are not just a sign. Brands are not just 

elements that position products and companies. For many years, brands have 

been regarded as links between products/companies and their customers (Brito, 

2010). Although social media offer new opportunities, branding is by no means a 

new phenomenon. Early definitions of branding (Lair et al. 2005; Murphy 1987) 

focus on the way producers try to sell products as unique and distinctive. Since the 

1990s, the concept is also used to describe the marketing of people. Tom Peters 
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(1997) popularized the term “personal branding” in the article “The Brand Called 

You” (Lair et al. 2005; Labreque et al. 2011; Brems, Temmerman, Graham & 

Broersma, 2017).A brand is an identifier of a product that distinguishes from others. 

Apart from being an aid in the purchase decision process, responsible who 

produces or sells the product (improving confidence) (Sousa & Vasconcelos, 

2018). There are a number of brands on the market that are designed to meet the 

varied needs of consumers, but consumers are willing to pay high brands for 

brands with high economic value and social status rather than low prices for 

cheaper brands, brands with no social impact, or brand equity brands (Kotler & 

Gertner, 2004). The brand always reveals itself as a promise of something to the 

consumer (Moilanen & Rainisto, 2009). According to Johnson (2017), personal 

branding is the process by which an individual actively tries to manage others’ 

impressions of their skills, abilities and experiences. Self-awareness and 

understanding one’s strengths and weaknesses in order to effectively present the 

self is essential to building a personal brand. Personal branding is the practice of 

marketing oneself to society (Brooks & Anumudu, 2016; Gehl, 2011; Lair, Sullivan 

& Cheney, 2005; Khedher, 2014; Khedher, 2014; Kleppinger & Cain, 2015; Peters, 

1997; Rampersad, 2001; Shepherd, 2005). An individual personal brand is a 

reflection of his or her skills, abilities and lifestyle (Gehl, 2011; Hearn, 2008; Peters, 

1997). Developing a personal brand is an ongoing process that involves 

interactions with others in face-to-face communication and online (Hearn, 2008, 

Khedher, 2015; Peters, 1997; Vitberg, 2009).  

In this contexts, the city marketing, or marketing of cities, is one of the areas of 

marketing where there has been a higher growth and more relevant for the 

development and growth of cities. While the need to differentiate and assert their 

individuality in various aspects, whether economic forum, social or political, is 

already a concern that dates back almost to the beginning of the governments and 

the cities of marketing have been used since the nineteenth century Kavaratzis 

(2004) was only in recent decades that cities began to employ more intensively, 

techniques derived from the marketing, since it was at this time that the competition 

for investment, tourism revenues and concern in attracting new residents 

intensified and they became an object of study in how cities should be managed. 
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The topic of residents' attitudes toward tourism development has been analyzed by 

many authors (e.g. Vargas-Sánchez, Plaza-Mejia, M. & Porras-Bueno, 2009; 

Vargas-Sánchez, Porras-Bueno & Plaza-Mejía, 2011; Vargas-Sánchez, Porras-

Bueno & Plaza-Mejía, 2014), but there have been few studies that have included 

the impacts resulting from tourism perceived by residents of a particular region in a 

very early stage of tourism development, where, consequently, this industry is not 

yet economically important, the relationship between the impacts of tourism 

perceived by residents and their degree of satisfaction with their community 

(Vargas-Sánchez, Plaza-Mejia, M. & Porras-Bueno, 2009). For instance, and 

according to Vargas-Sánchez et al. (2011), research conducted in this field is 

considered important because understanding the reasons why the residents do or 

do not support the tourism industry and its growth will help to establish models for 

such developments that minimize the negative social impacts and maximize the 

support for these initiatives. The growing business opportunity in the services 

sector, where cities are incorporated, and reinforces the similarities that this sector 

has with the business activity and the way some tools adapted to this new reality 

can be fundamental knowledge of how will the cities affected by any changes 

(Sousa & Ribeiro, 2018). Even with regard to this issue, the concepts of social 

marketing (Kotler & Zaltman, 1971), the nonprofit marketing (Kotler & Levy, 1969) 

and the notion that the image to which individuals associate a product with poorly 

contoured outlined, as the cities seen as a product are, they were also major 

drivers, since it showed that the marketing did not enjoy just to make a profit, but 

also creating initiatives that define the main objective of the common good (Kotler, 

Haider & Rein, 1993). 

In the context of tourism, there are differences, similarities or interrelationship 

between the brand and image of a destination (Tasci & Kozac, 2006). A brand is 

linked to the image of a destination, however the brand of a destination is more 

durable than the image of a destination (Kozak, 2003). Blain et al. (2005) suggests 

that the brand of a destination can be defined as a set of marketing activities that 

support the creation of a name, symbol, logo, word or other graphic elements that 

identify and differentiate the destination; which carry the promise of a memorable 

travel experience and only associated with this destination; and that consolidate 
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and reinforce the gathering of pleasant memories of the destination experience, in 

order to create an image that influences the decision to visit the destination.  

Places have had, for quite some time, the need to differentiate from each other 

in order to claim their individuality and distinctive features in achieving economic, 

political or socio-psychological objectives. Ashworth and Voogd (1994) state that 

the beginning of place promotion, by creating a favorable image of this to potential 

customers, investors or residents, appears in the eighth century when Leif Ericson 

started to look for new settlers to occupy their land "green" newly discovered. 

Although this is not yet marketing in its fullness, since promotion is just one of its 

tools, one begins now to show a concern to manage territories. Kavaratzis and 

Ashworth (2008) argue that the practice of Marketing developed through certain 

phases over time, grouping them into three categories, that do not follow a specific 

line of time, or a distinctive geographical area. In this context, you reach a targeted 

place marketing, with specific target audiences, and place branding is 

consolidated, emerging a concern with the image that the place transmits, rather 

than simple advertising (Sousa & Vasconcelos, 2018). The image in a tourism 

context constitutes an important part of the brand because it contributes not only to 

its formation, but also to its success in the market, although considering the fact 

that the brand is much more than an image. According to these authors the brand 

involves two types of image, the projected image and the image perceived by the 

consumer. In this way the brand of a destination and the meanings attributed to it is 

projected and disseminated through an image by the various institutional entities. 

However, this image can be transformed because it may suffer changes due to 

several factors such as the media, among others, thus losing the meanings that 

were attributed to it, giving current or potential visitors a projected image of the 

destination other than that intended, which may result in differences between the 

projected image and the perceived image of a tourism destination in the 

consumer's mind (Tasci & Kozac, 2006). 

According to Zarkada (2012) a personal brand is a marketing concept that is 

related to the strategies adopted by a particular individual in the promotion of their 

skills and abilities, these being the same strategies used in the marketing of 

products. According to Khedher, (2013) every individual can be considered brand, 
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since everyone has their own identity regardless of age, sex or profession. For 

Khedher (2013), personal branding is the name adopted for the construction of the 

personal brand, this is characterized by the establishment of a unique identity, 

which follows communication with a certain target audience. Personal branding is 

also characterized by the continuous evaluation of the impact of your image and 

reputation based on the satisfaction of previously defined professional and 

personal goals. According to Montoya and Vandehey, (2008) throughout the 

construction of his personal brand, the individual can specialize in his / her area of 

interest thus becoming a reference in it. The process is based on the creation of 

the Brand Identity where the internal characteristics inherent to the individual are 

identified, such as attributes, beliefs, values, or experiences. The development of 

Brand Positioning is related to the promotion of the individual, its differentiation 

from the competition, and Brand Image Evaluation where the individual can assess 

whether the brand's goals have been achieved, as well as their personal goals. 

Personal branding emerges as a solution-oriented effort (take control of one's 

own). 

 

3. BEHAVIOURAL INTENTIONS IN TOURISM CONTEXTS 
 
 

Consumer behavior comprises a set of directly related activities where the 

decision has influence in the other processes such as the obtaining and the 

consumption of the good or services, according to which there is a relation with the 

purchase process, its consumption and later rejection (Engle, Blackwell & Miniard, 

2000). Consumer behavior is characterized by the mental and emotional activities 

performed in the selection, purchase and use of products or services to satisfy their 

needs and desires (Richers, 1984).Tourism demand is influenced by several 

factors, among which social, economic and cultural factors, technological changes, 

the demographic structure of a country, the increase of free time; the motivations to 

travel; purchasing power; the excessive urban concentration that causes additional 

wear and tear, the originality, image, attractiveness and accessibility of a particular 

tourist destination.  

Consumer satisfaction in the tourism industry is a factor whose importance has 



B. Sousa; S. Rodrigues 
 

45 
 

Enlightening Tourism. A Pathmaking Journal, Vol. 9, No 1 (2019), pp.38-62                             ISSN 2174-548X 
  

been widely recognized by several authors (e.g. Baker & Crompton, 2000; Kim et 

al., 2013). This importance is due to the fact that satisfaction is a factor that will 

influence the tourist to revisit or not a certain tourist destination (Kozak & 

Rimmington 2000). A destination can be seen as "a package of services and tourist 

facilities which, like any other consumer product, is composed of a number of 

multidimensional attributes" (Hu & Ritchie 1993: 26). Oliver (1981) argues that 

customer satisfaction can be understood as the resulting psychological state when 

the emotion around unconfirmed expectations is associated with the consumer's 

previous feelings about the consumer experience. According to Kotler (2000), 

satisfaction can be understood as a feeling of pleasure that results from the 

comparison and performance of the product, in relation to the expectation created 

by the consumer. According to Baker and Crompton (2000) in the tourism sector, 

consumer satisfaction corresponds to their emotional state after their experience 

and can be influenced in a positive or negative way according to which their 

emotions can intervene or establish a link between behavior and satisfaction (Otto 

& Ritchie, 1996). There are a numerous studies that aim to determine how 

consumer satisfaction and loyalty can influence their behavior in the repurchase of 

a particular service or product (Ostrom & Iacobucci 1995). Although there is no 

consensus regarding the relationship (Cronin, Brady, & Hult, 2000). In this paper, 

we present a comparison of the relationship between satisfaction and purchase 

intention. 

There are many definitions regarding the concept of loyalty but there is no 

consensus as to its definition. According to Dick and Basu (1994), loyalty is related 

to individual attitudes and repeated buying behavior. Destination loyalty can be 

understood from the behavioral point of view when referring to the commitment to 

repeat the purchase although there are influences and marketing techniques that 

aim to change consumer buying behavior.  According to Keller and Lehmman 

(2006), customer satisfaction increases the willingness to pay for the service or 

product while also increasing brand loyalty. In this way satisfaction appears as an 

anticipator of loyalty (Parasuraman et al., 1985).  

Given the above, it was adopted a conceptual model developed by Bigné et al. 

(2001), which sets the relationship between different variables based on the set of 
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postulated hypotheses to test in this context study. The authors aim with this model 

to understand the role of the image in post-purchase behaviour of tourists, thus 

providing several variables. However, this paper is intended to study the role of the 

image throughout the whole process of tourist buying behaviour, so it was added a 

sixth variable: purchase. The choice of these variables relates to all stages inherent 

to the tourist buying behaviour process. First, the tourist makes a request for 

information and evaluates alternatives, taking then a buying decision (purchase 

variable). During his stay the visitor lives the experience, which can offer him 

quality or not and, consequently, satisfaction or dissatisfaction (variable 

satisfaction). Taking into account the feelings and memories with which the tourist 

was left, it may have the intention of returning to visit the destination (variable 

return) and recommend it to family and friends (variable recommend). These 

variables appear to understand the role of this mechanism throughout. 

 

4. METHODHOLOGY AND RESEARCH MODEL 

 

The objectives of this paper deal, on the one hand, with the identification of the 

specific factors that are likely to adversely affect the competitiveness of tourism 

destinations in specific tourism marketing contexts and, on the other hand, assessing 

the importance given by the tourism demand to factors that potentially influence the 

competitiveness of these tourism destinations (i.e. Madeira). 

The practical value of research in the field of leisure constraints has been well 

documented (e.g. Howard & Crompton, 1984; Veal & Cushman, 1996). McGuire and 

O’Leary (1992) stated that the area of leisure constraints is one with tremendous 

potential for linking research with practice. As Veal (2017) notes, there are a number 

of different ways to make a piece of research original, such as testing an existing 

theory in a different geographical area, or replicating an existing study using a 

different methodology.  

This research also aims to assess to what extent the form of the questions could 

influence results, i.e., if the use of a quantitative methodology (closed-ended 

questions) influences the importance attributed to different factors or even reveals the 

existence of factors that are not usually taken into consideration. In the present study, 
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we are dealing with a non-probabilistic sampling, since the probability of a certain 

element belonging to the sample is not equal to that of the other elements. The 

sample is formed respecting a certain type of convenience, on the part of those who 

form the sample or on the part of those who will participate (Maroco, 2007; Hair et al., 

2009). The pre-tested questionnaire was initially developed in two languages: 

Portuguese and English. A total of three hundred questionnaires were distributed to 

the tourists. In order to measure and analyze the impact of the personal brand in the 

tourism context applied to the case Madeira, this study utilizes 28 items. Out of 300 

questionnaires distributed, a total of 147 usable questionnaires were collected, 

yielding a 49% response rate. Missing values, outliers, and distribution of all 

measured variables were examined to purify the data and reduce systematic errors. 

The data for this study were collected by a self-administered questionnaire method 

in Madeira International Airport (Funchal, Portugal – January 2017, during four days). 

In 2017, Madeira Airport registered an annual total of 3.202.527 passengers (an 

average of 8.774 per day). Our sample size (147 responses) represents a margin of 

error 6.77% with a 90% confidence level. The data obtained from the two open-

ended questions were subjected to content analysis using the SPSS. For the closed-

ended question, a Likert scale of five points was used from 1 "unimportant" to 5 "very 

important" to assess the importance of each item. In present research we chose to 

do a casual descriptive research in order to inventory facts, observe certain 

phenomena and identify variables in order to test hypotheses whose purpose is to 

establish cause-effect relationships between the various variables.  

The study combines quantitative embroidery through a variety of exploratory 

surveys and a quantitative approach through the administration of questionnaires, 

with data collection performed only once, with a single sample. Subsequently, and in 

order to carry out an empirical study on the subject, methods were established in 

order to answer the initial questions elaborated. A theoretical model is developed 

specifying antecedents of satisfaction and loyalty in cross-border tourism regions. 

Implications for future research are also presented. Several studies investigated the 

significant associations between place attachment and other consumer-related 

variables (Sousa & Vieira, 2018), including satisfaction and service quality (Hwang et 

al., 2005). According to Bigné and Andreu (2004), although researchers agree on the 
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importance of the relationships between emotional and affective variables, tourist 

satisfaction and behavioural intentions, there are no conclusive findings on how 

these variables connect.  In order to understand the importance of personal branding 

in tourism contexts, the central problem of our study, it was necessary to select a set 

of variables and hypotheses that were interrelated in order to reach the desired 

conclusions.  

The five presented variables give rise to a set of six hypotheses that establish a 

relation between them, susceptible of being tested, originating a system that will 

answer the questions of investigation, after the collection of the empirical data. The 

study variables were measured using a 5-point Likert scale, using values ranging 

from 1 = Totally Disagree to 5 = Totally Agree, all of them composed of several items. 

Figure 1 shows the conceptual model of the present study: 

Purchase: 1. Culture and Tradition; 2. Natural beauty and landscape; 3. Gastronomy 

and Wines; 4. Heritage Interest; 5. Sports and Recreation; 6. Affordable Price; 7. 

Hospitality and Security; 8. Notoriety oh the Brand CR7.  

Destination image: 1.Nature and Walks 2. Beach; 3. Festivities (Flower festival, 

Carnival, Reveillon); 4. Food and Wine; 5. Business; 6. CR7 Brand 

Personal branding: 1.The image CR7 influence the decision to purchase the 

destination Madeira; 2.The CR7 brand has a high impact on the region´s image; 

3.The museum CR7 is a relevant attribute in this destination; 4.The hotel Pestana 

/CR7 has an important value for those who visit this region; 5. The Change of airport 

name to “Madeira-Cristiano Ronaldo Airport” will have a positive influence on the 

decision to return 

Satisfaction: 1. This is one of the best regions that is could have visited; 2. I am 

pleased with my decision to visit Madeira; 3. My choice in visiting Madeira was 

prudent; 4. I really had a lot f fun on my visit; 5. I am sure it was the best decision to 

visit Madeira. 

Destination loyalty: 1 Probability to say positive things about the region to other 

people; 2. Probability to suggest the region to friends and family as a destination to 

visit; 3. Probability to encourage friends and family to visit the region; 4.Probalility to 

consider Madeira as a choice to visit in the future. 
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Figure 1: The impact of the personal brand on consumer decision on tourism - the case of Madeira 

 
 

- Hypothesis 1: The more positive the image of the target, the greater the 

likelihood of buying from the consumer. Regarding the correlation between the 

target image variable and the satisfaction variable, it obtained a lower result 

when compared to the previous one, which may mean that consumer 

satisfaction can be measured through a set of attributes in the destination, 

which corresponded to the satisfaction or not of the expectations generated by 

the tourist, affecting and influencing in this way the image of the destination, 

confirming the hypothesis 2.   

- Hypothesis 2: The more positive the image of a destination, the greater the 

consumer satisfaction. The correlation between the personal brand and the 

image was positive, although it presented moderate values, thus confirming 

the hypothesis 3.  

- Hypothesis 3: The more positive the personal brand image, the greater the 

likelihood of influencing the image of Destiny. The explanation for this result 

may be related to the subjectivity of the brand's value in the tourist destination. 

Through the correlation between the variable personal brand and purchase, 

and the destination satisfaction variable, a lower result was obtained than the 
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previous one, however positive, confirming the hypothesis 4.   

- Hypothesis 4: The more positive the brand image, the more likely it is to buy 

the target. This fact, as in hypotheses 3 and 4, may be related to the value 

attributed to the personal brand, thus influencing the recommendation, though 

in a less significant way, which leads us to believe that before the results, 

personal branding may be a factor influential, but not a deciding factor in the 

image of a tourist destination. To conclude, the highest value was obtained 

through the correlation between the satisfaction variable and the 

recommendation variable and the destination satisfaction and revisit variable, 

whose correlation values are more significant and positive, confirming 

hypothesis 5 and 6.  

- Hypothesis 5: The greater the tourist satisfaction in the destination, the greater 

the likelihood of destination recommendation.  

- Hypothesis 6: The greater the tourist satisfaction in the destination, the greater 

the probability of revisiting the tourist destination. This hypothesis confirms 

what has already been mentioned in the literature review and argued by 

several authors that consumer satisfaction at a destination increases the 

likelihood that consumers will return to that destination, since the expectations 

they have created were partly satisfied, influencing in this way their behavioral 

attitude. 

 

5. RESULTS AND DISCUSSION 

 
 

The variables used to measure the sociodemographic profile of the respondents 

are: age, gender, educational qualifications, professional status, and monthly income 

of respondents. It is observed that the sample was composed of 147 respondents 

where 49% are female, while 51% are male. This distribution was balanced, since 

responses of both genders were obtained almost equally. Regarding to the group of 

respondents, the age group with the largest respondents was 45 to 54 and 55 to 64 

years old, with 20% each one, followed by the age group 35 to 44 years old with 

19%, the age ranges between 25 to 34 years old with 18%.and more than 65 years 

old with 17%, and with lower values between 18 to 24 years old with 5% of 
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respondents.  Regarding the nationality of the respondents, and considering that our 

sample was relatively small due to the short time in which it was administered, it was 

possible to verify a high diversity of tourists since of the 147 respondents were 

identified 19 different nationalities. It was also observed that the highest number of 

tourists in this sample is represented by German nationality 22%, British nationality 

with 23%, Spanish nationality with 8%, representing the national market 15% of the 

respondents. The remaining respondents are distributed by different nationalities. 

Regarding the monthly salary of respondents 17% of the sample has an income 

lower than 1000 €, and 44% of the sample have a net monthly salary between 1000 

€ and 2500 €. Following this analysis it was observed that 22% obtained a monthly 

net income between 2501 € and 4000 € and 12% of respondents more than 4000 € 

per month. 

To understand the relationships between the variables in this study, we used the 

Pearson correlation coefficient, since we intend to correlate between interval 

variables, proving to be the most adequate association test (Martins, 2011). Using 

the IBM SPSS program we proceeded to associate the variables of the model, to 

determinate the level of correlation between them. Pearson correlation coefficient 

allows the evaluation of the strength and direction of this association, varying 

between +1 and -1. A +1 correlation means that there is a perfect positive correlation 

between two variables; in contrast, a -1 correlation means that there is a perfect 

negative correlation (Martins, 2011). The correlations between the variables are 

significant from 0.01, since they are positive. A correlation matrix was constructed 

between the variables of the proposed conceptual model to present the results 

obtained, necessary to test the hypotheses in this study. Based on Pearson's 

correlation coefficient and its variation, the associations between the study variables 

are all positive and statistically significant, varying between 0.546 ** (Destination 

Image and Personal Brand) and 0.700 ** (Recommendation and Satisfaction). The 

results obtained through the correlations made between the variables validate the 

premise that the personal brand influences the buying behavior of the tourist and the 

dimensions (study variables) that compose it, also some of these influence each 

other.  

With the highest value, we present the association between the Satisfactory and 
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Recommendation variables: r = 0.700 **; p <0.01 (p corresponds to the significance 

value). This value reveals a strong correlation between the variables. This 

relationship supports the fact that the satisfaction that the customers have in the 

destination affect the recommendation of the same to third parties (hypothesis 5). In 

the correlation between the satisfaction and revisit variables, it was obtained a value 

of r = 0.661 **; p <0.01. The correlation between the two variables is a moderate 

positive correlation, this value evidences and supports the idea that satisfaction 

influences the revisit to a tourist destination (hypothesis 6). 

The correlation between the target image variable and the purchase variable 

obtained a value of: r = 0.587 **; p <0.01.  The correlation between the two variables 

is a moderate positive correlation, where it is observed that the image variable of a 

destination has a moderating effect on consumer buying behavior, and based on the 

value obtained it can be concluded that the destination image has a moderate effect 

on the purchase (hypothesis1). This presents significant positive values, thus 

supporting the proposed association. The Personal Brand variable presents a 

reasonable degree of correlation with the Purchase variable, resulting in the value: r 

= 0.419 **; p <0.01. The correlation between the two variables is a weak positive 

correlation. This value validates the idea that the personal brand influences the 

consumer's purchasing decision, which is stated in the literature in the past, 

according to which several authors argue that brands are in the minds of consumers 

(hypothesis 4). The correlation between the association of the Personal branding and 

Destination Image variables presents a moderating value = 0.546 ** p <0.01. The 

correlation between the two variables is a moderate positive correlation. This 

validates the idea that the brand image influences the image of destiny in the 

consumer's mind (hypothesis 3). Finally, regarding the association between the 

Image of Destination and Satisfaction variable, the value presented: r = 0.206 **; p 

<0.01. The idea that the image of fate influences consumer satisfaction has less 

force than the previous correlation, and it can be concluded that the former has a 

moderate effect on the second (hypothesis 2). The correlation between the two 

variables is a correlation with lower strength when compared to the previous 

variables. However, it presents significant positive values, thus supporting the 

proposed association. Tourism is one of the main industries at the global level, and it 
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has grown the most over the years, playing an important role in the world economy 

and contributing positively to the development of several countries (Ferreira et al., 

2018; Buhalis & Foerste, 2015). As tourism is an activity that involves the movement 

of the consumers to the place of production (Buhalis & Costa, 2006), there are 

several aspects that must be taken into account in the process of developing the 

sector. 

 

6. CONCLUSIONS, LIMITATIONS AND FUTURE RESEARCH 
 
 

The present research study aimed to the impact of the personal brand in a tourism 

context, analyzing the Madeira case. The intention was to understand how the 

personal brand, namely the brand of Cristiano Ronaldo (CR7), influences the image 

of the region, through the application of questionnaire surveys in several points of the 

region. Research questions were elaborated that through an empirical study, through 

a quantitative approach, resulted in the verification and confirmation of all the 

hypotheses raised. The model used in this research was based on models already 

used in previous investigations, and allows to add a new dimension existing model of 

Bigné (2001), the personal brand dimension. We have verified the hypotheses that 

had already been validities in previous studies, but that in terms of tourist context 

could not be verified. 

All the correlations made in the study were confirmed and presented positive 

results, some of them being significant. The destination image has an influence on 

consumer buying behavior, however it seems to have little influence on tourist 

satisfaction, since the lowest results correspond to the relationship between the 

destination image variable and tourist satisfaction.  The fact that it has a lower value, 

thus reveals a lower probability of influencing consumer satisfaction. This may be 

related to the need for the tourist to attribute more value to the experiences lived in 

the destination, that is, the tourist seeks to live the experiences, feel that he is part of 

the environment that visits, which leads us to reflect on the need of the entities 

responsible for the promotion of tourism and by the providers of tourist services bet 

on authenticity so as not to lose tourism to other destinations. The personal brand 

influences the target image in the same way that influences your purchase, albeit 
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with lower values. The satisfaction variable has a positive and significant influence on 

the recommendation variable, which is reflected in the need to guarantee tourist 

satisfaction in the destination, since the more satisfied with the experience, the 

greater the likelihood of recommending it to third parties.   

Satisfaction influences in a positive way the behavior of the consumer with regard 

to the recommendation of the destination whose relationship between the two 

variables presented the highest value demonstrating the strong relation between 

them. The more satisfied the tourist is, the greater the likelihood of recommending 

the destination to third parties, it is believed that it will be important to provide the 

tourists with good experiences in the destination, these experiences begin from the 

commercialization of the destination, purchase, accompaniment until their return to 

their origin. The satisfaction variable also revealed to be a determining factor in the 

consumer behavior since it also influences the revisit although with lower values, 

which does not mean that the tourist is not satisfied, but because it wants to know 

new destinations and to acquire new experiences. The central objective of this study 

was reached, however there were some limitations in the same. One of the 

limitations found in this study was the administration of the surveys, since field work 

was done for this purpose, but in a short period of time for different reasons. The 

application of questionnaires in paper format becomes a time-consuming and difficult 

process, coupled with the fact that many are hesitant to collaborate, which was 

reflected in our sample, since of the 147 validated for data treatment. Seasonality 

was another of the limitations encountered during the application of the surveys, 

although this is not felt with high intensity in the island of Madeira, since it is frequent 

to find tourism in this destination throughout the year. Another limitation is that we 

cannot generalize the collected data since our sample is a small sample. 

In a future research on the subject it would be interesting to bridge the limitations 

felt in this study and complement it through a qualitative analysis to several entities 

associated with the CR7 brand in Madeira, namely the museum. In this way it would 

be possible to obtain data regarding the profile of tourists who see the museum, the 

Hotel Pestana CR7, and later the airport of Madeira in order to obtain data that allow 

us to identify the type of tourist and their interests. After understanding the tourist it 

may be possible to analyze the possible bet in certain market segments by the 
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competent entities in the area of promotion of the destination, by promoting the 

authenticity of attributes in this destination thus contributing to the differentiation of 

Madeira destination. For example the bet on the type of tourism that contemplates 

celebrities, taking advantage of the fact that there are unique resources in this 

destination, whose purpose is to promote more tourism in the region, attracting to the 

destination new market niches. In future research, we intent to show shows how 

these valid questions can be answered by introducing causal modelling and 

discussing one approach to it, structural equation modelling (SEM), which is a 

rigorous technique for building and testing such models. It is an advanced statistical 

methodology that delivers models and results that are easy to understand and 

employ. We intent to confirm that a causal relationship exists (i.e. measurement over 

time should confirm that change in one variable precedes change in the other; a 

controlled experiment is required that changes a single variable; the direction of 

causality must be correctly specified; the relationship must not disappear when 

common causes of both are removed and the causal effect ‘makes sense’ in domain 

knowledge) (Elliott, 2003). It would be interesting to apply the surveys in all courses 

of the region, as well as carry out the study in different months, including the high 

season, which could allow a diversification of respondents as well as increasing the 

number of responses. 
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