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Abstract The creation of the "4 C’s Tourism Destination Competitiveness
Matrix" aimed to consolidate and organise questions about the area or areas in
which tourist destinations should focus their attention, from the point of view of
competitiveness analysis. To consolidate this new model, or matrix, 4 phases
were completed: preliminary, preparation, test and evaluation.

In the preliminary phase, a literature review was carried out on the main
theoretical models for TDC analysis. In the preparation phase, the Delphi method
was used, inviting experts in the field of economics and tourism to contribute
with their experiences in the construction of the survey instrument; in the test
phase, the questionnaire was validated through the Content Validity Coefficient
or CVC,; in the evaluation phase, a non-probabilistic approach was used, i.e., a
convenience sample to obtain answers from tourists, residents and destination
managers.

This article presents the development of the referred matrix preparation phase
using the Delphi method. Based on properly structured surveys, the new matrix
allows for the information collected to be divided into 4 sets or dimensions:
capacity, competence, communication and creativity. It is considered that the use
of the Delphi panel was one of the fundamental steps for the successful creation
of the "4 Cs Tourism Destination Competitiveness Matrix". This new instrument
is intended as an agile and less complex approach in the analysis of tourism
destination competitiveness.

Keywords: Tourism, Oporto, 4 Cs Matrix, Competitiveness.

1. Introduction

Theoretical conceptualisation performed by the authors [1] on models of
competitiveness of tourist destinations, showed that the key factors for the success of a
destination, defended by several authors such as [2] and [3], are the socio-economic
prosperity of destination and its contribution to increasing the well-being of the local
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population. On this basis, competitiveness analysis models should cover the views of
tourists, residents and managers/policy makers, basically to ensure that the pyramid,
tourist/resident/manager, remains sustainable for both the tourist and the destination
and naturally for the resident; at the same time, the competitiveness of the tourist
destination should not be seen as an abstract element, and measurement parameters
need to be defined to allow for an evolutionary and comparative assessment between
destinations [4].

The complexity of existing theoretical models led to the creation of the 4 C’s
Tourism Destination Competitiveness Matrix

The 4 Cs Tourism Destination Competitiveness Matrix (4 Cs Matrix) was built in
order to answer several questions about the competitiveness and attractiveness of the
tourism destination, among which: a) What is the tourists' opinion about the
destination? b) Are the tourists' opinions in line with the intended profile of the
destination on the part of the city's active agents and those responsible for the
management and reception of tourists (hotel managers, managers of catering and other
infrastructure and equipment)? c) Are the tourists' opinions in line with the residents'
opinions?

The creation of the "4 C’s Tourism Destination Competitiveness Matrix " was also
aimed at understanding the area or areas on which those responsible for tourist
destinations should focus their attention.

Another objective of the work carried out is that, in the future, it will be possible
to use the "4 C’s Tourist Destination Competitiveness Matrix™ in an investigative
context in other tourist destinations, and it can also serve as a basis for comparison
between similar realities.

To consolidate the matrix, 4 phases [preliminary, preparation, testing and
evaluation] were completed:

e in the preliminary phase a theoretical review was carried out on tourism
destination competitiveness matrices [1].

e in the preparation phase, the Delphi method was used, inviting experts in the
field of economics and tourism to contribute with their experiences in the
construction of the survey instrument.

e in the test phase the questionnaire was validated through Content Validity
Coefficient (CVC).

e in the evaluation phase, a non-probabilistic approach was used, through a
convenience sample, to obtain responses from tourists, residents, and
destination managers.

In this paper we present only the development of the designated phase of
preparation of the matrix through the Delphi methodology. Before presenting the new
tool, we summarize the conceptualization of tourism destination competitiveness and
identify the Tourism Destination Competitiveness (TDC) models that usually stand out
in the scientific literature.



2. Tourism Destination Competitiveness Models

The Tourism Destination Competitiveness (TDC) conceptual approach is proving to be
problematic among scholars.

The presence of factors of attraction (physical, resources, natural landscape, or social
factors such as the language spoken and the friendliness of the local population) are
considered necessary conditions, but not sufficient to transform a territory into a tourist
destination. Tourism competitiveness is based on the level of productivity determined
by the set of tourist destinations, policies, environmental factors and competitive
advantages [5][6].

For some authors, one key factor for the rise and continued development of a
tourism destination lies in the quality and effectiveness of relations between service
providers and, between them and the environment of the destination. Effective relations
can offer the tourist destination the basis for agility in dynamic and turbulent market
conditions. Offering an ever more demanding tourist an integral, flexible and personal
experience, as a result of interactions between specialised service providers, can be a
winning strategy for the tourism destination to develop in a sustainable way and emerge
in global competition [7][8][9].

According to several authors, the level of competitiveness is the main determinant
of a destination's performance in the global tourism sector [10]. To maintain the
competitiveness of a destination, stakeholders need to continuously improve tourism
offers by developing new services and products. This is a key challenge for tourism
destinations to strengthen and even maintain their competitive positions in an
increasingly competitive global market [11].

The assessment of the competitiveness of a destination also depends directly on
the policies adopted, especially with regard to resource management. For this reason,
the issue of tourism destination competitiveness has become essential for strategic
planning and for researchers of tourism destination issues [12].

The competitiveness applied to tourism and in particular to tourist destinations
refers to the ability of a given destination to provide goods and services considered by
tourists as superior to other competing destinations [13].

Competitiveness has been associated in tourism literature as a critical element for
the success of tourist destinations; thus, several concurrent approaches are admitted,
and several models of analysis of the competitiveness of tourism destinations have been
developed over the years. The TDC models that in our opinion have stood out in
scientific literature in recent years are: the Calgary model from Ritchie and Crouch [2];
the Dwyer & Kim model [3]; the Enright & Newton model [4]; the Gooroochurn &
Sugiyarto model [14]; the World Economic Forum 2007 model [11]; the Mazanec,
Waber and Zins model [15]; the Hong model [16]; the Kim model [17]; the Cvelbar &
al. model [18].

Ultimately, a destination must remain competitive to optimise its full potential and
sustain and control a large part of the rapidly growing tourism market [10], with the use
of modern analysis in line with the ecosystem reality being essential.



3. The 4 C’s Tourism Destination Competitiveness Matrix
3.1. Preparation phase

In the preparation phase, the Delphi methodology was used, inviting 10 experts in the
field of economics and tourism (hotel managers, restaurant managers, university
lecturers in the fields of economics and tourism) who contributed in the selection and
organisation of the issues.

3.2. The Delphi technique

The Delphi technique was first used in the 1950s by the RAND Corporation to help the
US Aiir Force identify Soviet capability to destroy US strategic targets. This technique
became popular a decade later for its use in technology forecasting and organisational
planning studies. The Delphi technique is a way to structure the communication process
of a group, allowing a set of people as a whole to deal with a complex problem. Itis a
method that allows for the discovery of the opinions of a group of experts — called the
Delphi panel — through the realisation of a series of questionnaires, each one of them
called a “round”. In each round the participants are presented with a series of specific
propositions so that each one of them, individually, can order them according to a given
established criterion. The results are then aggregated and handed over to the experts, so
that they can reformulate their opinion on the proposals presented. The number of
rounds conducted varies according to the degree of consensus reached by the experts
[19].

This method is essentially distinguished by three characteristics: anonymity,
interaction with controlled feedback and statistical responses of the group. In other
words, the Delphi method employs a panel of experts to gain knowledge. Participants
do not confront their opinions face to face, there is a guarantee of anonymity of the
responses given by participants, and it uses simple statistical tools to identify patterns
accordingly. Indeed, one of the great advantages of this method is to allow people who
do not know each other to develop a common project, without having to reveal their
personal opinions to each other and reach a general agreement on a given area of interest
[20-22].

Delphi method rounds

Three rounds were held: the first round consisted of a face-to-face interview with each
of the 10 experts in order to obtain suggestions on questions to be put on the
questionnaire; the suggestions received were integrated into the webQDA qualitative
research software in order to organise, structure, compare and homogenise the
proposals [23-29].

Table 1 summarises the 52 items suggested, with the respective indication of the
items cited by each expert. This organisation allowed us to understand how often each
of the items was mentioned by each of the participants in the panel and thus understand
the weight of each of these items.



Items suggested in the 1st interview

Accessibility for people with reduced mobility. 1
Airport - Conditions and Capacity 1 1 1 1 1 1
Airport - Organization of services 1 1 1 1
Airport - Routes and Airlines 1 1 1 1 1
Airport - Transport to and from the city 1 1 1 1 1
Public authorities (police, SEF, etc) 1 1 1 1

City - Dimension 1 1 1 1 1 1
City - Cleaning 1

City - Organization 1 1 1

Climate 1 1
Cultural events and shows (theatre, music, etc) 1 1 1 1 1

Sports events (national and international competitions) 1 1 1
Gastronomic events and vinicolas 1 1 1 1
Rent-a-car fleet 1

Hostels and other lodgings - service and care 1 1 1 1 1 1
Hostels and other accommodations - quality 1 1 1 1 1
Hostels and other accommodations - quantity 1 1 1 1 1 1
Hotels - service and support 1 1 1 1 1 1
Hotels - quality 1 1 1 1 1
Hotels - quantity 1 1 1 1 1 1
Nightlife Places 1 1 1

Entertainment venues 1 1 1 1 1
Venues for major events (music, conventions. Etc) 1 1 1

Printed and virtual maps and itineraries 1 1 1 1 1
Museums and cultural sites 1 1 1 1 1 1
Parks for leisure and sport 1 1 1
Theme parks 1 1 1 1
Beaches 1

Promotion - Communication of destination 1 1 1 1
Promotion of events (cultural, gastronomy, etc) 1 1 1 1 1 1
Promotion of the destination Port in the country of the touristdg 1 1 1 1 1
Pramotion of the destination Port in other countries 1 1 1 1
Promotion and Advertising of Destiny in the Media 1 1 1 1
Residents - Behavior 1 1 1
Residents - Hospitality 1 1 1
Restaurants, cafés and bars 1 1 1 1 1
Restaurants, cafés and bars - service 1 1 1 1
Tourist information services 1 1 1 1 1 1
Signage on the streets and roads 1 1 1 1 1
Airport signage 1 1 1 1

Signage in public transport 1 1 1 1 1
Signs for places of tourist interest 1 1 1 1 1
Taxis 1 1 1 1
Transport (Uber, Cadify, etc) 1 1 1 1
Public transportaticn 1 1 1 1
Roads of communication (roads, motorways, etc) 1 1 1 1

[ToTALIZERS

R [ | R

1 1 7
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1 1 1 8
1 1 1 8
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1 1 1 7
1 1 1 4
1 1 1 1 10
1 1 1 8
1 1 1 9
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1 1 1 8
1 1 1 9
1 1 1 1 7
1 1 7
1 1 1 6

1 1 1 1 9
1 1 1 1 10
1 1 1 6
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1 1 1 1 8
1 1 1 9
1 1 1 8

1 1 6

1 1 6

1 1 1 1 7
1 1 1 6
1 1 1 8
1 1 1 1 8
1 1 1 1 10
1 1 1 1 9
1 1 1 7

1 1 7

1 1 1 8

1 1 1 1 10
1 1 1 1 10
1 1 1 1 9
1 1 1 1 8

BN TN | T | M | Y

Table 1 — Delphi Panel — (Round 1)

In the second round, each of the specialists was sent a list of the issues proposed in the
1st round (in alphabetical order), requesting the distribution of the items among the
categories created in the meantime in the webQDA, based on the contributions of round
1 (table 2): category a - structures and equipment; category b - human resources;
category ¢ - promotion and marketing; category d - identity of the destination.



Delphi Panel - Results 2nd Round
A=Structures and equipment
B=Human Resources C=Promotion
E1l E2 E3 E4 ES E6 E7 E8 E9 E10 || Dimension
and marketing D=The identity of
the desti

Accessibility for people with reduced mobility. A A A A A A A A A A A
Airport - Conditions and Capacity A A A A A A A A A A A
Airport - Organization of services B B B B B B B B B B
Airport - Routes and Airlines A A - - A - - -
Airport - Transport to and from the city A+B A+B A A+B A A A+B A+B A+B A A+B
Public authorities (police, SEF, etc) B B B B B B B B B B
City - Di ion A A A A A A A A A A A
City - Cleaning A+B A B B B A+B C A A A -
City -0 i B B B B B B B B B B B
Climate - - A - - -
Cultural events and shows (theatre, music, etc) D D D D C D D C D D D
Sports events (national and international competitions) D C D D C D D C D D D
Gastronomic events and vinicolas D D D D C D D C D D A
Rent-a-car fleet A A A A A A A A A A
Hostels and other lodgings - service and care B B B B B B B B B B
Hostels and other accommodations - quality A+B A+B A A+B A A A+B A+B A A+B
Hostels and other accommodations - quantity A A A A A A A A A A
Hotels - service and support B B B B B B B B B B B
Hotels - quality A+B A+B A+B A+B A A A+B A+B A+B A A+B
Hotels - quantity A A A A A A A A A A A
Nightlife Places A A A A A A A A A A A
Entertainment venues A A A A A A A A A A A
Venues for major events (music, conventions. Ete) A A A A A A A A A A A
Printed and virtual maps and itineraries C C C C C C C C C C C
Museums and cultural sites A+B || A+B || A+B [| A+B A A A+B || A+B || A+B A A+B
Parks for leisure and sport A A A A A A A A A A A
Theme parks A A A A A A A A A A A
Beaches A A A A A A A A A A A
Promeotion - Communication of destination C C C C C C C C C C C
Promotion of events (cultural, gastronomy, etc) C C C C C C C € C € c
Promotion of the destination Port in the country of the touristdd € C C C C C C C C C C
Promotion of the destination Port in other countries C C c C C C C [ C € c
Promotion and Advertising of Destiny in the Media C C C C C C C C C C C
Residents - Behavior B B B B B B B B B B
Residents - Hospitality B B B B B B B B B B B
Restaurants, cafés and bars A A A A A A A A A A A
Restaurants, cafés and bars - service B B B B B B B B B B B
Tourist information services B B B B B B B B B B B
Signage on the streets and roads C C C C C C C C C C C
Airport signage C C C C C C C C C C C
Signage in public transport C C C C C C C C C C C
Signs for places of tourist interest C C C C C C C C C C
Taxis A+B || A+B || A+B [| A+B [| A+B || A+B || A+B || A+B || A+B || A+B A+B
Transport (Uber, Cadify, etc) A+B A+B A+B A4+B A+B A+B A+B A+B A+B A+B A+B
Public transportation A+B A+B A+B A+B A+B A+B A+B A+B A+B A+B A+B
Roads of communication (roads, motorways, etc) A A A A A A A A A A A

Table 2 - Delphi Panel (Round 2)

In the third and last round the instrument containing 10 questions in each of the
quadrants (40 in total) was sent to the panel of experts; they were asked to select the 7
most relevant in each of the quadrants. Table 3 shows the results obtained:



urist Destination Competitiveness 4C's Matrix
Delphi Panel - Results 3rd Round
A=Structures and Equipment 11 1 1 m i
B=Human Resources
E1 E2 E3 E4 ES E6 E7 E8 E9 || e10 SUM
C=Marketing and Promotion
D=D entity
[A=Structures and Equif
Airport 1 1 1 1 1 I | R 1 1 9
[Accessibility for people with reduced mobility. 1 1 1 1 1 1 1 1 8
Venues for events, etc. | 1 1 1 1 | 1 1 1 1 8
Hospitality 1 1 1 1 1 1 1 | 7
Museums and cultural sites 1 1 1 1 1 1 || 7
Restoration ] 1 1 1 1 7
Transport 1 1 [ 7
Nightlife Places 1 I | 6
Roads of communication (roads, motorways, etc) 1 1 1 1 1 1 6
Theme parks 1 1 | 1 Bl 1 1 5
E2N | 2 | {2 | | {2 |
B= Human Resources -
Airport 1 1 1 1 1 1 1 1 1 9
Tourist information services I | 1 1 1 1 RO | I | I 1 9
Contact with the ion 1 1 1 1 1 1 1 1 8
Hospitality 1 1 1 1 1 1 1 7
Other transport (Uber, Cadify, etc) 1 1 1 1 1 1 Eo | 7
Restoration 1 1 O | I | IS 1 1 Eo | 7
Public authorities (police, SEF, etc) 1 1 N | | IS 1 1 6
Taxis 1 1 L N | I | ! 1 1 6
Museums and cultural sites 1 1 1 E | EO | I 6
Public transportation 1 1 1 1 1 5
A A R R A A A 70
C= Marketing and Promotion -
[Airport signage 1 1 1 1 1 IR 1 1 9
Virtual maps and itineraries 1 1 1 1 1 1 1 1 8
Promotion and advertising of destination Porta in your country 1 1 1 1 1 1 1 1 8
Promotion and advertising of destination Porta in other countries 1 1 1 1 1 1 1 1 8
Signage on the streets and roads 1 1 1 1 1 1 1 7
Route maps and city guides 1 1 Bl 1 1 1 1 Bl 1 7
Promotion of gastronomical events 1 1 1 1 1 1 1 | 7
Promotion of cultural events [ 1 1 1 1 1 1 7
Signage in public transport Bl 1 1 1 1 1 5
Promotion of sports events. 1 1 | ] 1 1 4
[ ESERERES EE E E K 70
D=Destination Identity -
c ication and dissemination of the destination Porto [ [« 1 1 L [t 1 1 1 8
Cultural Spectacles 1 1 1 1 1 1 1 1 8
Gastronomic events 1 1 1 1 1 1 1 1 8
Places of fun and leisure 1 1 1 1 1 1 1 1 8
Music Shows 1 ES | I 1 1 1 1 7
National and international sporting events 1 1 1 1 1 1 fe | 7
Restaurants 1 1 1 1 1 RO | I | I | 7
International competitions 1 1 1 1 1 1 6
wine events N | I | I | A | | ! Lo | I | 6
Nightlife Places RS | N | I | A | I | I | Y EO | I 5
EN | NN | N {2 | NG| 2 2 | | T

Table 3 — Delphi Panel (Round 3)

Thus, based on the contributions received in the third round, the new analysis tool [or
matrix] was created. The name of each quadrant was adjusted to the dimension, and the
following terminology was used to designate each of these dimensions: Capacity,



Competence, Communication, and Creativity. Finally, the tool was given the name: "4
C’s Tourism Destination Competitiveness Matrix":

Fig. 1 — 4 C’s Tourism Destination Competitiveness Matrix

The Capacity dimension, summarises the items representative of the conditions of the
destination in relation to infrastructure, equipment and places to visit, including
historical sites such as museums, classified buildings and other points of interest;
attractions such as infrastructure for relevant events such as stadiums, arenas, etc.;
tourist sites such as beaches, countryside, mountain, river, etc.; places of entertainment
and tourist entertainment such as concert halls and cultural events; nightlife spots such
as bars, discos, etc.; restaurants and other places of gastronomic importance where wine
experiences are included; land and air connections with other cities and countries.

The Competence dimension integrates the items related to the training of human
resources to attend, welcome and accompany tourists, in receptions of public buildings
[museums, etc.], transport [ticket sales and passenger assistance], and in receptions in
various infrastructures such as restaurants, discos, etc.

The Communication dimension incorporates the items related to communication
initiatives, marketing and internal and external promotion of the destination such as
signposting in the destination, such as on the metro and public transport, at the exit of
the airport or at train stations to the city centre or event locations; promotion and
dissemination of events in the location, through leaflets, physical and virtual city maps,
the relationship between public and private institutions in promoting the destination,
communication on social networks, ease of access and acquisition of tickets, at the
events, through online ticket offices, specialised sites, and via internet platforms;
accessibility of information, contacts, reservations and bookings through the main
platforms available on the internet or via apps, such as Tripadvisor, Booking,
Momondo, eDreams, Airbnb, Trivago, GetYourGuide, TheFork, among others.

The Creativity dimension includes the items that represent the novelties and
attractiveness that the destination provides and distinguishes it from other destinations
and makes it unique; namely, the dynamics and innovation in the destination, the
differentiation from other destinations, awards received (tourism, gastronomy, etc.);
preparation of the destination for events, conferences, etc., differentiation by



segmentation (mountain, beach, etc.), attraction for major events, such as sports finals,
world exhibitions, international galas, world meetings, etc.; relationship and
development of projects.

The final survey contains 30 questions in total: 9 in the Capacity dimension; 10 in
the Competence dimension; 6 in the Communication dimension and 5 in the Creativity
dimension (table 4):

OPINION ABOUT THE CITY REGARDING...

Rate your satisfaction level from 1to 7, with 1 being the lowest and 7 being the highest

Airport;

Transportation;

Communication routes (roads, highways, etc.l;
Hotels;

Restaurants;

Museums and cultural sites;

Theme parks, venues for events, etc.;

Nightlife spots;

‘

Accessibility for people with reduced mobility.

Airport;

Public transport;

Taxis;

Other transport (Uber, Cabify, ete.);
Hotels;

Restaurants;

Museums and cultural sites;

:
:

Tourist information services;

Public autharities [police, SEF, etc.);

HUOOHUOOHE: HEHOBBEOOE

Contact with the public.

Signposting in public transport and airport;
Signposting in streets and roads;

Printed and virtual maps;

©
©
©
@
@
@
@
@
©
©
@
©
©
@
©
©
@
@
@
DO
OO
OO
O®
©
©
©
©
@
@
©
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GlarTs
alarme
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alarTs
O G
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Glarrs
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D G
Glare
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alarTs
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D G
O G
D G )
Glarrs
O G
O G
O G)
Glarms
alarms
Glarre

Promotion of events [cultural, gastronemy, etc.);

Promotion and advertising of Oporto in your country;

Promotion and advertising of Oporto in other Countries.

Cultural events and shows [theatre, music, etc.];
Sporting events [national/international comp.);

Gastronomic and wine-related events;

0000 : 00000 , Bo0EOBEOO0: BoRHOOEOY
OO : JEHBO0E | HHOBHOOOHE T DHUBBEBHOE

HUOH: HHBOHE

D)
)
D)
D)
)
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)
D)
@D
D)
@,
)
D)
)
D)
)
D)
@
@
)
@)
D
D
)
)
D)
)
D)
)

Restaurants and places of entertainment;

8
()
e
(]
HOOOE

Communication and promotion of the destination Oporto.

Table 4 — Dimensions of the questionnaire



4. Final considerations

The Delphi Method is possibly one of the most used in recent times by researchers for
different situations and problems, emphasising the importance of the methodology for
the foundation of research, enabling the selection of several variables [30].

In the case under examination, the option of a panel made up of 10 specialists in
common areas, but with diverse professional experiences, allowed for the instrument
to be improved throughout the three phases, as suggested and highlighted in the
literature, with emphasis on the individual experience of each participant in the final
result of the instrument recognised by the participants; these represent exclusively the
synthesis of the opinions of a group, justifying why the Delphi method is the technique
that best suits the exploration of elements that involve the joining of scientific evidence
and social values [31].

The answers to the questions defined by the selected panel will allow us to
understand the respondents' opinion regarding the various dimensions of the matrix,
compare it with other destinations visited by the respondents and finally answer
questions specific to each location or according to investigative interest. In parallel, it
is possible to cross-reference the opinions of tourists with residents and those
responsible for tourism management in the destinations.

The 4 C’s TDC Matrix was later evaluated and validated through the Content
Validity Coefficient - CVC method (work that will be published soon).

One of the objectives of the creation of this new instrument is that, in the future,
it will be possible to use the "4 C’s Tourism Destination Competitiveness Matrix" in an
investigative context in other tourist destinations, and it can also serve as a basis for
comparison between similar realities. In macroeconomic terms, the systematisation and
homogenisation of the structure of the instrument will allow research teams spread over
several cities in the world to use the same matrix in the cities under examination, in a
collaborative way, analysing the results of the city itself or being able to compare them
with results obtained in other cities and by other researchers.

Fig. 2—4 C’s TDC Matrix
The final version of "4 C's of CDT Matrix" was registered at the INPI - Instituto

Nacional da Propriedade Industrial, the Portuguese public entity that manages
intellectual property.
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