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Abstra et 

Tlte mticle den/s JVith urban towism. It jocuses on the prob/ems com1ected with the e11aluation tif different attributes tif the city tourism produet 
and i ts image perceived by the towists. A study 1vas conducted m1W11g hotel guests w/w stayed in PoZIIml (Poland). Tlte research allowed to idmti.fy 
the most re/eva11t attributes oj the city's image based on whic/1 the segmentatio11 oj responde11ts was mad e. Tl1e attributes tif image wllich the city 
admi11istmtio11 siwu/d pay tl1e most attention to a re: p1ice [e,,e[, clemmess oj t/IC city and intemet accessibility. The imp01tance oj these eleme11ts i s 
perceived l!J1 the tourists as abo11e the average while their evaluatio11 thereoj as bel01v the avemge. The factor mw[ysis oj the city image attributes 
allowed to ide11ti.fy six hiddeu dimensio11s oj the image i11cludillg the ajjecti11e dime11siou, towist iujmstmcture, ellteJtainmellt a11d gastrollonry, tour­
ist attmctio11s, fimctiollal dime11sio11 and hospitality. lu additiou, two segme11ts oj users w/w sign!ficallt{y differ i11 tem1s oj evaluation oj Pozna11 
tourism produet were idellt!fied: modem te satis.fiers - those w/w were perceive the elemeuts oj Pozna11 image as avemge and satis.fiers - the towists 
w/w JJa/ue these e/emeuts high. 

Kry words: w·bau tourism, ciry image, perceptiou, satisfactiou, PoZIInll 

lntroduction 

The constantly growing interest in the development of urban 
tourism is due to two reasons. First of aU, large cities become 
the main destination of domestic and international tourist flow 
(Law 2002). Secondly, tourism begins to play a more and more 
significant role in the economic, social and spatial development 
of large cities (Maitland and Newman 2009; Page and Hall 
2003: 3). As Ashworth describes i t ( 1989), cities are the main 
areas which generate tourist flow. 

Nowadays, urban tourism is perceived as a corner stone of 
a policy o furban development that combines satisfying visitors' 
expectations through a positive input in city development and 
also provides prosperity to the citizens (EC 2000: 9). Together 
with the growing city authorities awareness of the profi ts which 
result from urban tourism such as increased employment rate 
and income, there is also an increase in activi ties aimed at pro­
moting tourism. Growing competition between the European 
cities creates a need to eonduet active marketing campaigns 
connected with the s and developing their image in the eyes 
of current and potential visitors. The basis for such activities 
should be a perception analysis of the two basie elements by 
tourists who visit the city. It gives a chance to distinguish the 
factors which are the biggest strengths or weaknesses of a city, 
and also to segment the market with regard to potential visitors 
to a city. 

The a im of this attide is to identify the attributes of the tour­
ism produet and the city image as vvell as to identify the groups o f 
tourists who share a similar perception of this produet The study 
was conducted in Poznan, Poland in 2009. The artide consists of 
four parts. The first patt presents the theoretical background for 

urban tourism, city image and visitors satisfaction measurement. 
Subsequently, the method of research is presented followed by 
the main mgnitivl' rl'sults. In the summary condusions of the 
study are presented, the limitations of analysis are identified and 
possible future areas of research are specified. 

Theoretical Overview 
The term of urban tourism refers to tourist activities under­

taken in urban areas. Page ( 1995) has devełoped the foUowing 
typology of urban tourism destinations: capital cities, capitals 
of culture, metropolitan centers, historical centers surrounded 
by walls, historie cities, port districts, industrial cities, seaside 
res01t s, newly-built resorts, tourist-entertainment complexes, 
specialized tourist service centers and cities o fart. 

A significant increase in the interest in tu·ban tourism was 
observed in the early 1980s. I t was connected with the need 
for the revitalization of city centers, tl1e development and di­
versification of cultural activities in the cities as well as with 
the increased eonsurner interest in the heritage and urban de­
velopment of cities and with the pursuit of newformsof activi­
ties and senrices offered for tourists (Kolb 2006; Page and Hall 
2003). An additional factor which influenced the development 
of urban tourism was the change in style of holiday spending 
among tl1e Europeans from rare but long stays to more frequent 
but shorter ones. The increase in mobility also had a strong im· 
pacton it (EC 2000). 

Cities can be offered and sold on tourist markets on the ba­
sis of different travel motives which may include a basket of 
individual products such as tourist attractions, tourism facili­
ties and other 'commodities' (Ashworth and Voogd 1990: 7). 
In specific, a city can be treated as a complex where it is pos-
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sible to distinguish the core and background elements. The first 
group indudes both the city scenery (m·ban settings, architec­
tural heritage, green areas, coastlines) as well as other cultural 
heritage objects (museums, theaters, exhibitions), sports facili­
ties, entertainment (casinos, theme parks), festivals and other 
cultural events. The core attractions are supplemented by the 
hotel-gastronomie service sector (hotels, restaurants, pubs) and 
tracle (shops, markets, fairs) (Enc. of Tourism 2000). C. Law 
(2002) distinguished primary, secondary and additional ele­
ments of a urban tourism resources. The primary elements pro­
vide the main reason aim of the visit. Among them there are 
(l ) places o f cultural activity (museums, art galleries, theaters, 
cinemas, eoncert halls, conference centers and other tourist at­
tractions), sport facilities (indoor and outdoor) and entertain­
ment facili ties (nightclubs, casinos, fes tivals, events); (2) lei­
sure setting: physical (historical tracts, interesting architecture, 
monuments of architecture, parks and green areas, waterfronts), 
social-cultural features (liveliness of the place, !ocal traditions 
and garments, cultural heritage, tourists' attitude, safety). Sec­
ondary elements consist of accommodation, gastronomy. shops 
and markets. Among the additional elements Law (2002) dis­
tinguishes accessibility, transportation and parking areas and 
tourist information (maps, signs and guides). 

Monitoring the level of satisfaction that tourists perceive 
having used a tourism produet is important as a satisfied cus­
tomer is more likely to return, recommend the destination to 
others, or even to pay a higher price for the services offered at 
such a place (Baker and Crompton 2000). Martilla and James 
( 1977) conduJeJ Lhal satisfaction is a function o f cxpectancies 
of cettain produet attributes as well as the perception of these 
attributes by the consumers. The satisfaction is achieved when 

the expectations are met or exceeded. When the expectations 
are higher than the current perception of a produet we encoun­
ter dissatisfaction. The importance-performance analysis (IPA) 
is an effective tool of evaluating customer satisfaction. 

Similarly, many authors describe quality as a discrepancy 
between customer expectations towards a produet/service and 
i ts perception (Parasuraman et. al 1985, Carman 1990, Cronin 
and Taylor 1992, Zeithaml et. al 1990). Identification of these 
differences (gaps) allowed Parasuraman et. al ( 1985, 1988) to 
establish SERVQUYAL quality evaluation metbod which is 
based on analysis of differences between expectations and per­
ception. 

According to Crompton (1979), destination imageis an at­
titudinal eoncep t consisting o f the sum o f beliefs, ideas and im­
pressions that tourist hołd of a destination. Whereas Echtner 
and Ritchie ( 1991: 4) believe that image is a dynamie eoncep t, 
"a distinct way of processing and storing multi-sensory informa­
tion in working memory". Image can be alsomultidimensional: 
image is something that comprises of the ideas or conceptions 
held individually or collectively of the destination under inves­
tigation. Image may comprise both cognitive and evaluative 
components (Embacher i Buttle 1989). 

Echtner and Ritchie ( 1993) implemented extended litera­
ture research to identify a number of features characteristic 
o f a place image (Fig.1 ): (l) destination image should be en­
visioned as having two main components: attribute based and 
holistic, (2) each of these components contains functional (tan­
gible) and psychological (abstract) characteristics and (3) im­
age can range from that based on "common" func:tional and 
psychological traits to those based on more distinctive (unique) 
features, events or auras. 

FUNCTIONAL 
CHARACTERISTICS 

COMMON 

ATTRIBUTES HOLISTIC 

UNIQUE 

PSYCHOLOGICAL 

Fig. l. The components of destination image (Echtner i Ritchie 1993) 
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Other auth01·s distinguish two primary dimensions of image: 
cognitive and affective (Balaoglu i MaCieary 1999). The cogni­
tive factor consists o f the beliefs and knowledge about primarily 
tangibłe physical attributes of a destination whiłe the affective 
factor describes the affective evaluation of the quality of experi­
ences concerning the attributes and the environment as a whole. 
Four pairs of affective attributes have been distinguished which 
constitute the semantic differential scale: arousing-sleepy. pleas­
ant-unpleasant, exciting-gloomy and relaxing-distressing (Rus­
sell and Pratt 1980, Balaoglu and MaCieary 1999, Pike and 
Ryan 2004). Moreover, the tvvo-dimensional model postulates 
that the creation of cognitive image precedes the creation of 
the affective image (Ryan and Cave 2005, Voght and Andereck 
2003). Goodrich said that consumers' attitudes toward a prod­
uet are influenced by the combination of the results of pre-pur­
chase image and post-purchase perceptions (Goodrich 1977). 

Scales to measure the image of a city as a tourist destination 
are devełoped relatively rarely. Among the few that exist are the 
image evaluation research clone in Sheffield (Bramwell 1998), 
in Sydney and Canberra (Edwards et. al 2009) and in FIFA 
Worlds Cup 2010 host-cities (Donaldson and Ferreira 2009). 

This artide presents the results of studies designed to mea­
sure produet attributes and tourist image of Poznan, the capi­
tal of Greater Poland, the historkał region and administrative 
province in West-Central Poland. There are over 560 thousand 
inhabitants in the city and about l mill ion in the metro region. 
In 2009 over 496 thousand visitors and 892 thousand over­
night stays were recorded (USP 2009). Because of its location 
(between Berlin and Warsaw, l60kn1 from the Polish-German 
b01·der) , the city is readily accessible and that is why it has been 
developed as a trade, services, industria!, and academic center. 
It could be an attractive destination for cultural and heritage 
tourists, event pa1ticipants, and leisure and recreation visitors 
as well. Tourists may visit the old town \o\~th i ts numerous mon­
uments and buildings, especially of Renaissance and Baroque 
heritage, 20 museums and other attractions, large recreational 
areas, and a national park near the city. 

Methodological Approach 
Data for this study was collected through a questionnaire 

based survey conducted among hostel guests who came to 
Poznan d u ring the first quarter of 2009 (l January-31 March 
2009). The survey was done by trained B.A. students from the 
Poznan University of Economics. interviewers asked the re­
spondents to fili in questionnaires at a breakfast time. In tl1e 
strive to perform exhaustive research, at a specified time in the 
morning, a interviewer assisting the questionnaire filling was 
present in every hostel. In order to obtain valuable results, it 
was important that tl1e respondents stay was at least one night 
before the survey so that they were able to evaluate selected ele­
ments of the ci ty' s tourist offer and evaluate its attractiveness. 
502 respondents participated in this study, while the refusal 
rate reached 27% of all those asked. 

Before the questionnaire was devełoped, scales used to evalu­
ate destination image and attributes of a urban tourism prod­
uet were analyzed. The scales designed by Echtner and Ritchie 
(1993), Bałoglu and Mangaloglu (200 l) and Pikkemaat (2004) 
were used in the questionnaire devełopment. Atttibutes of the 
urban tourism produet were evaluated twice by each respon­
dent. First, they were asked to specify the importance of a given 
attribute for the respondent using a 5-level Likert scale (from 
nbsolute!Y unimpmtnnt to JICIJ importm~t). Then they were asked 
to evaluate the same element in reference to the current offer of 
the city of Poznan using also a 5-level Likert scale (from ve1y bad 
to very good). This way, 23 functional (tangible) attributes of the 
city's were evaluated. The perception scale was supplemented 
with three psychological (abstract) attributes measured using 
a 5-level semantic differential scale. The questionnaire also in­
cluded a segment where the respondents provided information 
about gender, age, education, country of origin, number of pre­
vious stays in Poznan, type of trip, who they came \vith, the 
length o f their stay in Poznan and the main goal o f their visit. 

A number of statistical methods were used to analyze the 
data. First, the averages of expectations and perceptions for 
each element of Poznan's tourism produet and average assess­
ment of psychological attributes were calculated. Means for all 
the attributes together were also calculated in order to provide 
the placement of the a..xes on the expectations-perceptions grid. 
Then, in order to discover the hidden dimensions of Poznan's 
image and to reduce the number of variabies a factor analysis 
was performed which included 26 elements of tourist image. 
Principal components method and VARIMAX rotation were 
used. Minimum eigenvalue o f l ,O was assumed for factor in­
clusion and minimum factor loading of O. to decide whether 
a given item of the scale should be included in the factor (Hair 
et. al 2007). The reliability of the factors was checked using 
Cronbach's coefficient ałpha (a). Follmving Hair et. al (2007), 
it was assumed that the value of Cronbach's alpha should be 
at least O. 7 although in certai n specific situations i t can drop 
clown to 0.6. 

In the next step a eluster analysis was performed to segment 
tourists who visit Poznan into homogenous groups of peopłe 
who similarly evaluated certain elements of the city image. 
Segmentation was clone using K-Means 1 method, as segmen­
tation criterion using the factors extracted in factor analysis .. 
AJ1 algorithm was selected to group cases, sort distances and to 
take observations at a constant interval. The goal was to obtain 
a certain number of case clusters (among people who visited 
Poznan) which were as different as possible in their perception 
of Poznan's image. As a result of analysis of variants of 2, 3, 
4, 5, 6 clusters, a 2-cluster variant was chosen as optima!. The 
criterion for selecting this variant were the results of analysis 
of variance (ANOVA) (testing significant differencies between 
means of the extracted factors) and Euclidean distances between 
them. The clarity and ease of interpretation was the reason why 
the twa-eluster variant was chosen. 

1 The algorithm used to assign K averages as representatives of eluster of N points (K< N). Points are iteratively corrected (starting from a randomly 
selected sample), so t ha t each o f the N points was assigned to one o f the K elusters, and each o f the K eluster was an average of values of poi n ts assigned 
to i t (Bishop, 1995, quoted after StatSoft, Inc. (200 l)). 
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Next, a discriminant analysis was made in order to identify 
which factors discriminate best between the previously obtained 
groups (market segments). Finally, an x2 test was used to evalu­
ate the differences between the socio-demographic and other 
characteristics o f the segments. 

Profil es o f Respondents 
The respondents consisted o f 502 people, amon g them 43.6% 

were women and 56.3% were men (Table l ). The Jargest group 
consisted of people aged 20-25 (52. 7%). The group of people 
aged 26-35 was half as numerous (25,9%). Other age groups 
were represented in smaller percentage rates as follows, 9.0% 
(up to 19 years) , 6.3% (45 years and older) and 5.9% (36-45 
years). That heterogeneity was the result of the places in which 
the study was conducted, that is hostels. Guests staying atsuch 
places are mostly young people (87.6% of the respondents were 
people who were up to 35 years old). Most respondents had 
higher education (58.5%) and almost one third had second­
ary education (30.2%). Otlm groups were represented in smali 

Table l. Demographlc Profile of the Respondents 

Characteristics 
Gender 

Female 
Mai e 

Age 
:S 19 
20-25 
26- 35 
36-45 
2: 46 

Education 
College or university 
High School 
Student 
Vocational School 
Primary School 

N arionality 
Polish 
German 
USA 
United Kingdom 
Others 

Number of previous visit in Poznan 
First 
Second 
Third and more 
Regular visitor 

Type of Travel 
Poznmi was a main destination 
Poznati was one o f the places l intend to visit 

Party in the group 
Al one 
Family 
Friends 
Partner 
Organized groups 

Leigh of stay In Poznan 
l day 
2-3 days 
Weekend 
4- 7 days 
8 or above 

Main puprposc of the visit 
Business 
Sightseeing, leisurc, recreation 
Education 
Participation in cvem l koncert 
Friends l rclatives 
Religius 
Othcrs 

% 

43,65 
56,35 

9,03 
52,77 
25,87 
5,95 
6,38 

58,55 
30,26 
5,04 
4,39 
!,75 

63,98 
7, 17 
4,98 
3,59 
20,28 

45,58 
13,86 
21,29 
19,28 

73,75 
26,25 

21,17 
3,23 
40,52 
8,67 
26,41 

14,49 
42,05 
23,14 
11,47 
8,85 

26,11 
24,29 
15,99 
14,97 
11 ,13 
4,86 
2 65 

numbers: children and teenage students - 5.0%, people with 
vocational education - 4.3% and primary education - 1.7%. 
Polish people dominated among the respondents with 63.9%, 
the next most numerous groups were the Germans- 7. 1 %, the 
Americans - 4.9% and tl1e British - 3.5%. For 45.5% of the 
respondentsit was the first time in Poznan, for 13% the second 
time and 21.2% came to Poznan for the third time or more. 
19.2% of interviewees come to Poznan regularly. For most peo­
ple (73.7%) Poznan was the main destination in their tri p. Most 
tourists traveled with friends (40.5%), a significantly S111aller 
group were those traveling with an organized group (26.4%) 
or alone (2 l.l %). The least numerous group were those who 
traveled with a partner (8.6%) or with their famiły (3.2%). The 
biggest group were those who stayed in Poznan for 2 to 3 days 
( 42.0%) followed by weekend vis i tors (23.1 %) and single-day 
visitors ( 14.4%). The most typical purposes o f the vis i t were: 
business (26. 1 %), sightseeing and leisure (24.2%), education 
( 15.9%), participation in a n event or eoncert ( 14. 9%) and visit­
ing friends ( 11.1 %). 

13 
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Results 

Expectations-perception analysis 
In order to position pruticular elements of Poznan's tourist 

image on the expectations-perceptions grid, means of expecta­
tions and perceptions for all the elements were calculated. The 
most impmtant elements for the tourists who came to Poznan 
were: city atmosphere (M= 4.26), accommodation (4.22), avail­
ability of transport (4.2), safety (4.19), price level (4.05), city 
cleanness ( 4.04) ATMs/ cash poi n ts/ possibility to pay by credit 
card (4.02). The least important were elements such as spmt and 
recreation in.frastructure (2.88), the knowledge of foreign lan­
guages by the local citizens (3.2) , museums and galleries (3.3), 
tourist information centers (3.31) and public toiłets (3.39). 

The respondents asked to evaluate all the elements of 
Poznan's tourist offer rated higher shops (4.07), bars and pubs 
(4.04) as well as nightlife and entertainment (4.02). The re­
spondents rated lowest public toiłets (2.94), information cen­
ters (3.4), !ocal citizens' knowledge of foreign languages (3.4 1) 
and sport and recreation infrastructure (3.39). 

In order to evaluate the quality of the tourism offer the im­
pmtance, understood as respondents' expectations towards the 
quality of given tourist services, was compared with the percep­
tion o f each o f the elementsof Poznan's tourism produet Based 
on the analysis of the quality gap it was discavered which ele­
ments o f the products do not match the expected level. The big­
gest discrepancies were noticed for the price level ( -0.49), public 
toilets (-0.45), city cleanness (-0.44) and safety (-0.4). It means 
that the assessment of these elements was !ower than their im­
portance level which is a negative phenomenon and which can 
result in dissatisfaction about the tourism produet Positive val­
ues of the gap mean that these services were evaluated higher 
than their importance. Among such elements the highest values 
were recorded for shops (0.66), spott and recreation facilities 
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(0.58) and museums and galleries (0.34). But the gap analysis 
itself does not provide information about the factors which can 
influence tourist satisfaction significantly. The lack of a gap or 
a low value can be the result of low expectations - not of their 
high quality. High positive values of gaps can be the result of 
low expectations towarcis such elements combined with a rela­
tively good or mediocre evaluation of their quality 

Better information about satisfaction with various elements 
o f the tourism produet i s offered by the analysis o f the expecta­
tions-perception grid (Fig. 2). The average values o f expectations 
and perception calculated for all the evaluated attributes were: 
M = 3,76 for expectations and M = 3,74 for perceptions. 

The attributes located in the first gumter (top right-hand 
patt of the grid) are highly important and were evaluated highly 
by the tourists. Among them is the city atmosphere ( 18), get­
ting to the city (1), accommodation (7) and many others (2, 
8, 9, 10, 12, 19, 22). The quality of these attributes meets the 
expectations of tourists, therefore these are not the elements 
requiring special attention from the city authorities. The most 
important part of the chart is the second quarter (top left-hand 
part). Here are those attributes the tourists had high expecta­
tions of, but which were evaluated rather lowly. Among them 
are: the ptice level (15), city cleanness (20) and access to the 
Internet (23). These factors need special attention of the city 
authorities as they can have the strongest impact on the satis­
faction level of the tourists visiting Poznan. 1n the third quatter 
of the cha1t (left-hand bottom pa1t) are the attributes which 
were evaluated lowly, but which at the same time are of low im­
portance. These a re fi rst o f a li the public toiłets (2 1), sport and 
recreation infrastructure (13), tourist information centers (4) 
and finally !ocal citizens' knm.vledge of foreign languages (16). 
The fol!lth quatter indudes the elements which vvere evaluated 
high, but a re o f low importance to the tourists. Shopping facili­
ties fali in to this group ( 11 ). 
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Figure 2. Expectations-perception grid of attributes of Poznan's tourisrn produet 
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Attributes: 

l . Getting to the city 

2. Monument~ attractions 

3. Museums and galleries 

4. lnformation centers 

9. Barsand pubs 

10. Night life/ entcrtainment 

II. Shopping facilitics 

12. City transport 

17. Locals' attitudes towards Tourists 

18. City atmosphcre 

19. Securi ty 

20. City cleanness 

5. Signposting system 13. Sport and rccreation infrastmcture 21. Public toilets 

6. Cultural events 14. Parks and green areas 

7. Accommodation 15 . Price level 

8. Castronomy 16. Knowledge of languages 

Factor analysis 
In order to identify the hidden dimensions and to reduce 

the number of items on the scale used to measure Poznan's 
image, a factor analysis was done. lt revealed the existence of 
six factors: affectiJ!e (3 items, a Cronabach = 0,75), tourist i11-

Ta b l e 2. Factor analysis of Poznan's tourist image attributes 

Atrybuty wizerunku turystycznego Poznania 

Affcctive 

lnteresting 0,763 

Tourist friendly 0,783 

Beautiful 0,727 

Tourist infrastructure 

lnformation centers 

Signposting system 

Public toilets 

AT M s/ cash poi n ts/ to pay by credit card 

Entertainment and gastronomy 

Castronomy 

Bars and pubs 

Night life/ entertainment 

Tourist attractions 

Monument~ attractions 

M useums and galleries 

Parks and green arcas 

Functional 

Price level 

City atmosphere 

Security 

City cleanness 

Hospitality 

Accommodation 

Knowledgc of langt1ages 

Locals' attitudes towards tourists 

Access to thc Internet 

Eigcnvalue 2,367 

Extracted variation (%) 11 ,27 

Mea n 3,869 

Standard deviation 0,749 

u- eronbacha 0,755 

22. ATMsl cash point~ possibility to pay by crcdit card 

23. Access to the Internet 

frastructure (4 items, a = 0,76), elltCJtaillmellt a11d gastrollOII!JI (3 
intems, a = 0,76), tourist attractio11s (3 items, a = O,?S),fimc­
tiollal (4 items, a = 0,76) and hospitality (4 items, a = 0,66) 
(tab. 2). Five items were deleted due to low factor loadings 
(below 0,5). 

Factors 

2 3 4 5 6 

0,592 

0,602 

0,718 

0,540 

0,519 

0,866 

0,809 

0,650 

0,810 

0,553 

0,623 

0,521 

0,690 

0,655 

0,562 

0,727 

0,507 

0,569 

1,905 2,149 2,037 2,346 1,873 

9,07 10,2-1 9,70 11 ,17 8,92 

3,41 5 4,012 3,714 3,732 3,706 

0,762 0,776 0,764 0,729 0,694 

0,726 0,769 0,757 0,762 0,662 

15 
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Out of the six factors, the ente1tainment and gastronon!Y (M 
= 4.0 12) and the affective factor (M = 3.869) have t he highest 
mean values, while the tourist infmstructure (M = 3.415) has the 
lowest mean value. The tourist attmctions (museums, galleries, 
parks) and the fimctional abstJ·act have relatively average values 
(M = 3.714 and M = 3. 732 respectively). 

Cluster, Discri minant Analysis and x2 tests 
As a result of the eluster analysis a two-eluster variant was 

chosen as optima!. In the first eluster (Ciuster l ) 173 respon-

Table 3. Cłuster analysis results 

Cłuster l 
Factors Dissatisfiers 

(n= 173) 
Affective 3,204 
Tourist infrastructure 2,981 
Entertainmcnt and gastronomy 3,441 
Tourist attractions 3,185 
Functional 3,137 
Hospitality 3,245 

The goal of the discriminatory analysis was to distinguish fac­
tors which mostly differentiate the obtained elusters. As a result, 
one discriminatory ftmction was derived, with an eigenvalue of 
1.40 and acanonical R = 0.68 which indicates a strong relation 
between the elusters' factor scores and the discriminatmy ftmction 
(tab. 4). The factor which most strongly differentiated tl1e elus-

Table 4. Discriminant analysis o f factors describing Poznan's image 

dents were grouped (36.8%) with 297 respondents in the sec­
ond ( 63.2%) 2 ( Cłuster 2). Analysis o f variance showed that the 
two elusters significantly differ (p< 0,001) (tab. 3). The mean 
scores calculated for each factor in both elusters indicate that 
tourists in Cłuster 2 are much more satisfied with alf the city 
image factors than tourists in Cłuster l. Because mean factor 
values in Cłuster l are much below the mean value for percep­
tion of all elements (which was 3,74), the fi rst eluster can be 
described as 'dissatisfiers'. Marks in the second eluster balance 
around 4 so this segment was described as "satisfiers". 

Cłuster 2 
Satisfiers F p 
(n=297) 

4,256 53,32 0,0001 
3,743 85,14 0,0001 
4,400 52,62 0,0001 
4,068 73,91 0,0001 
4,11 3 52,54 0,0001 
4,002 78 ,2 1 0,0001 

ters was 'Affective'. Other three factors which significantly differ­
entiated tl1e two segments are 'Entertainment and gastronomy', 
'Functional' and 'Tourist attractions'. Tvvo other factors- "Hos­
pitality" and 'Tomist infrastructure' - turned out to be irrelevant 
for the discriminatmy ftmction, so there are no differences in the 
evaluation o f tl1ese factors by the members o f the two clusters. 

Factor Coeficients F p Discriminant ranking 
Affective 0,685 179,8204 0,000 l 
Entertainment and gaSlfonomy 0,431 56,2743 0,000 l 
Functional 0,322 27,8412 0,000 l 
Tourist attractions 0,140 4,7455 0,0291 
Hospitality 0,087 l ,8380 O, 17 51 
Tourist infrastructurc 0,065 l ,0206 0,3121 

Notice: Wilks's lambda= 0,5389; F (6,495) = 115,3460; p< 0,0001; eigenvalue 0,89; canonical R = 0,68 

l 
2 
3 
4 

The last step of tl1e analysis was to check which of ilie socio- = 7,00; p = 0,008) (propOttions of genders in the respondents' 
demographic and tri p characteristics differentiate ilie clusters. Out group were as follows: 43.6% women and 56.3% men). The second 
of nine charactetistics and variabies only two had signilkant dif- significantly differentiating feature was the pmty in ilie group (x2 

ferences between tl1e elusters (tab. 5). The first one was gender: = 10,39; p < 0,034). Significantly more people who traveled in 
significm1tly more men (64.0%) tl1an women (35.91%) feli into a group feli into the Cluster l 'Dissatisfied' (34.0%) than into ilie 
the 'Dissatisfied' segn1ent and inversely: significantly more women Cłuster 2 (22.0%). Much more peopłe who u·avełed with ftiends fe li 
(48.2%) tl1an men (51.7%) fe li into the 'Satisfied' segment (x2 into the Cłuster 2 (42.5%) ratl1er tl1an in the first one (36.8%). 

Table 5. 7! test results of a eluster differences 

Characteristics 
Dissatisfiers Satifiers Mea n 

(n= 173) (n=297) (n=470) 
Gender 

Female 35,91% 48,2 1% 43,65% 
M ale 64,09% 51,79% 56,35% 

x? test 7? = 7 ,00; p = 0,008 
Party in the group 

Al one 20, 11% 21,77% 21,1 7% 
Fami ły (3,35)% (3,1 5)% 3,23% 
Friends 36,87% 42,59% 40,52% 
Partner (5,59)% 10,4 1% 8,67% 
Organizcd groups 34,08% 22,08% 26,41% 

7? y_2 = 10,39; < 0,034 
Notice: In brackcts a re thc groups of less than l O pcoplc as they were excluded from analysis. 

2 Due to the Jack of attribute scale answers in many questionnaires, only 470 questionnaires were included inthe eluster analysis (instead of 502). 
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Conclusions 
The research conducted ałlows to formulate a number of 

eondusians aimed at improving the tourist image of Poznan. 
The expectations-perception analysis allows to propose same 

action in order to improve the city's image. The comparison 
of importance attached to various elements of the image with 
their evaluation allowed to discover quality gaps, the biggest of 
which was noticed for the price level, public toilets, city clean­
ness and safety But the city authorities should be truły con­
cerned with the elements that feli into the second quarter of 
the expectations-perception grid. These are the elements which 
are very important for tourists, but were evaluated relatively 
law, such as price level, city cleanness and the access to the In­
ternet. These elements should be of highest concern to the city 
authorities in order to improve the city's image. While the city 
authorities can have little impact on the price levels, the clean­
ness o f cities and Internet accessibility should become a pri01·i ty 
in improving the image o f the city 

The factor analysis of the elements of the city's image re­
vealed the existence of six hidden dimensions of the image: af­
fective, tourist infrastructure, entertainment and gastronomy, 
tourist attractions, functional and hospitality. Twa of the above 
form evident extremes: the entertainment and gastronomy are 
evaluated most highly while the tourist infrastructure received 
the lowest marks, which can be another indkation for the city 
authorities as to what action needs to be taken. 

The goal of the cłuster analysis was to identify the main 
segments of tourists visiting Poznan. The twa identified seg­
ments clearly differ from each other in termsof t he evaluation 
of Poznan's image. The first segment consists of people who 
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evaluate the elements of Poznan's image relatively law. The 
second segment consists of tourist who value them highly. The 
factors that significantly differentiate these twa groups are: the 
affective factor, entertainment and gastronomy. the functional 
factor and the tourist attractions. Similar factors differentiat­
ing tourists' segments were identified by Huh et all. (2006), 
suggesting that these factors, and especially the tourist attrac­
tions and entertainment and gastronomy have a sigrufieant in­
fluence on satisfaction in urban tourism. 

Within the 'satisfied' group there are much more women 
than men, that was also confirmed by Huh et ałl. (2006). This 
means that women can generaiły high er estimate elements of the 
city' s image than men, and men are more demanding customers 
than woman. Also much more people who came to Poznan with 
their friends were satisfied. Unf01tunately, the tourists visiting 
Poznan in a group were among 'dissatisfiers'. 

The main limitation of this study is connected with the 
group of respondents. These were mostly people who stayed at 
hostels that are low-budget accommodation. They were mostly 
young people, aged up to 35. Adding older, wealthier market 
segment to the respondents'group could significantly influence 
the perception of the image. l t could also reveal the existence of 
other segments characterized by other preferences and evaluat­
ing Poznan's differently. 

Further research regarding the image should include the 
forms of activity undertaken by tl1e visitors as well as benefits 
experienced when staying in the city The segmentation based 
on the benefits and not only on the perception of different ele­
ments of the image can present more useful information on the 
actual behavior and preferences of tourists who visit cities. 

ASHWORTH G. J. and VOOGO H. ( 1994): Marketing and Place Promotion. In Piace Promotion: The Use o f Publicity and Marketing 
to Sell Towns and Regions, Gołd JR, Ward SV (eds). John Wiley & Sons: Chichester; 39-52. 

ASHWORTH G. J. ( 1989): Urban tourism. An imbalance in attention. In Progress in Tourism, Recration and Hospitality Research, 
C.P. Cooper (ed.). Belhaven: London: 35-54. 

BALOGLU S. and McCLEARLY K. (I 999): A model oj dcstination image formation. Annais o f Tourism Research, 26(4); 868- 897. 
CROMPTON J. (1979): A n assessment oj image oj Me-tico as a 11acation destination and t/ze in.flumce oj geogrnplzicallocationupoll t/za t image. 

Journal ofTravel Research, 17(4): 18- 23. 
OONALOSON R. and FERREIRA S. (2009): (Rc-)creati11g Urba11 Desti11atio11 Image: Opi11io11s. 
EOWAROS 0 ., GRIFFIN T, HAYLLAR B., DICKSON T and SCHWEINSBERG S. (2009) : Understandi11g Tourist 'Experiences'And 

'Behaviour'in Cities. An Australian Case Study, CRC for Sustainable Tourism Pty Ltd. , Oewey. 
EMBACHER J., and BUTTLE F. (1989): A rcpertmy Grid Ana[ysis oj Australia's Image as a Swnme1· Vńcation Destination. Jotu·nal of 

Travel Research, 28 (3), 3-23. 
Encyclopedia of Tourism (2000), J. JAFARI (ed.). Routledge, London and New York. 
European Commission (2000): To111ards quality w·ban tourism. Integrated qualiry management (IQM) oj w·ban towist destinatio11s. Enter­

prise Oirectorate-General Tourism Unit, Brussels. 
GOOORICH J. N. { 1977): A NCJV Approach to Image Ana[ysis througlz Multidimensional Scaling. Journal o f Travel Research, I 6 (2) : 

3-7. 
HUH J., UYSAL M. and McCLEARY (2006): Cultuml/Heritage Destinations: Towist Satisfaction and Market Segmentation. Journal of 

Hospitality & Leisure Marketing, 14{3): 81-99. 
HUNT J. O. ( 1975): Image as a Factor in Tourism Development. Journal o f Travel Research, 13: 1-7. 
KOLB B. M. (2006): Tourism Marketingfor Cities mul To111ns: Using Bmll(ling and Ellents to Attmet Towists. Butterw01th-Heinemann: 

Oxford. 
LAW C. M. (2002): Urban Tourism: The Visitor EconOII!JI and the Growtlz oj Large Cities. 2nd edition. London: Continuum. 
MAITLANO R., and NEWMAN P. (2009): Delielaping JVorld tourism citics. In World tourism cities: Oevełoping tourism off the 

beaten track, Routledge: Oxon, l-21. 

17 



18 CURRENT lSSUE$ Of T OUR15M RESEARCH 

PAGE S.}. (1995): Urbn11 towism. Routledge, London & New York. 
PAGE S. J., and HALL C. M. (2003): Mn11ngi11g Urban Tourism. Prentice Hall: Harlaw 2003. 
PIKE S., and RYAN C. (2004): Desti11ntio11 Positio11i11g Ana[ysis througll n Compmiso11 ojCognitir1e. Affective, and Conative Perceptions, 

Journal o f Travel Research, 42 ( 4): 333-342. 
PIIUCEMMT B. (2004): Tli e mensurement oj desti11ntio11 image: tlle cnse oj Ausnin. The Poznan University o f Economics Review 4 (l): 

87-102. 
RUSSELL J. A., and PRATT G. ( 1980): '1\ Description oj Affective Qualiry Atnibuted to E11 vironment." Journal o f Personality and Social 

Psychology, 38 (2): 311 - 322. 
RYAN C., and CAVE ]. (2005): St111cturing Desti11ntion Image: A Qualitnti11e Approaclr. Journal of Travel Research. 44 (2): 143-150. 
Tourism 2020 Vision (2000), Europe, vol. 4. Madryt, WTO. 
TYLER D. i GUERRlER Y ( 1998): Co11clusio11: w·ban tourism - tli e politics and process oj clw11ge. [In] Managing Tourism in Cities: Policy, 

Processand Parctice (red.) Tyler D., Guerrier Y i Robertsan M., Chichester, John Wiley and Sons. 
USP (2009): Rocz11ik stnrys91CZ1ry Miasta Poz11mrin l Stntisticnl Yenrbook oj Poznn11 Ci0'· Poznal'1: Urząd Statystyczny w Poznaniu -

Poznań Statistical Office 
VOGT C. A., and ANDERECK K. L. (2003): Desti11ntio11 Perceptio11s across a Vncntio11. Journal ofTravel Research, 41 (4): 348- 354. 
WTO (2005): Ciry Tourism & Culture. The European Experience, World Tourism Organization, Madrid. 


