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Introduction

The importance of tourism to destinations is well documented in the literature (Laws,
1995; Proenca & Soukiazis, 2008; Rita, 2000), but there has been little research into the impact
this has on short and long visits (Herington et al., 2013). Yet, tourism continues to be one of the
fastest-growing industries in both developed and developing countries (Tasci & Knuston, 2004),
and tourism competitiveness is considered to be an important economic indicator. Hence, these
tourist destinations must develop strategic plans to attract increasingly demanding customers and
meet a range of requirements for short and long term visits if they are to make full use of the
available attractions and amenities of that place.

Similar to product marketing, the most important element in destination marketing is to
understand customer’ needs and wants to be able to match those with the products and services
at the destination. So it is important for marketers and planners first: to fully understand the
destination and what it has to offer, and second: to gain knowledge about visitors and how
attributes of the destination may influence their selection of a destination for leisure or business
activities. This understanding of different consumer or «visitor» requirements helps tourism
managers to make better decisions as they communicate and differentiate a destination (Day,
2010), since it allows them to match visitor perceptions to the specific market segments on offer
at each destination (Wheeler et al., 2011). In other words, marketers need to consider individual
visitors' needs and tailor the destinations to meet those needs. For example Herington et al.
(2013) argues that the attractiveness of destinations should reflect the needs of target market to
ensure visitors arrive on a regular basis. It is therefore relevant to address not only visitor needs
but also how they can match destination attributes that become part of the destination brand.

In another context, the destination attractiveness attributes may be different depending on
visitor length of stay. Although prior research (e.g., Formica & Muzaffer, 2006) has investigated
travel motivations and destination features Herington et al. (2013) observe that few have studied
the factors that influence visitors choice of long and short breaks. They argue that existing
models are too broad and general ignoring the possibility of differing requirements of tourists at
different times in different contexts or for different holiday purposes. Additionally,
understanding destination attractiveness attributes in the tourism sector is often limited to
research in a US context (Herington et al., 2013). Yet, the findings of these studies are unlikely
to be appropriate for generalization into other cultures, systems and service sectors (Hofstede,
1980, Jogaratnam & Ching-Yick Tse, 2006). More specifically, it is important to investigate
length of stay in relation to destination branding attractiveness in different locations, countries
and cultures to gain a better understanding of push factors (market demand forces) as well as pull
factors (supply-side factors) that may create a more competitive environment.

Switzerland enjoys an excellent reputation in the field of tourism and the country has been
one of the first to develop tourism as a major industry (Tajeddini, 2010). The objective of this
research is to examine how the needs and perceptions of tourists can be influenced by place
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brand attributes as they make their choice of destinations to visit, and how these decisions relate
to a long or short-term break in countries such as Switzerland. More specifically, this study has
three main objectives: (i) To explore destination attributes and destination brands that influence
tourists in selecting short and long holidays in general; (ii) To explore destination attributes and
destination brands that influence tourists in selecting short and long holidays in Switzerland; (iii)
To analyze how the relationships between destination attributes and destination brands may
influence tourists in their selection of short vs. long holiday breaks.

Background and literature review

The literature identifies several studies on destination choice and destination decision
process (Chon, 1990, Ewing & Haider, 1999, Hanlan et al., 2005). Destination attractiveness for
tourists is associated with the ability of the destination in delivering its perceived attributes.

It can be argued that there is a relationship between the attributes of the destination and
travelers' decision in selecting their destination. Yet, most studies, evaluated the attributes
without much of a distinction between long and short holidays, a point that was raised by
Herington et al., (2013). However travelers have various reasons for taking a holiday such as
relaxation, exploration, taking a break from work, attending family or friends' events. The length
of the holiday could be short or long and may be determined by the type of activities chosen.
Literature on short and long holidays did not provide clear definitions or an agreed opinion on
the length of stay of each type. For example, Herington et al. (2013, p. 152) defined ‘short break
as being one to three nights away from home and a long break as being four or more nights
away’. For the purpose of this research a short holiday is defined as being up to one week while
a long holiday being one to three weeks break. This distinction of the two types of holiday is
mounting in the tourism industry. Scholarly work differentiating between short and traditional
holidays began in the nineties (see for example, Beioley, 1991; Davies, 1990). It can be argued
that short break travelers do not necessarily engage in similar activities as long break travelers.
Also, short breaks are available more frequently during the year as opposed to long breaks that
are mainly seasonal. As motivations and reasons are different for both types, it is assumed that
the importance of destination attributes is evaluated differently by travelers. This was evident in
the study of Herington et al. (2013) who suggest that the destination attractiveness attributes may
be different depending on the length of stay.

Some gaps were identified from the previous research which indicated that distinguishing
short and long breaks are pioneering without precedence in the literature. An important finding
was that ‘both short-break and long-break destinations should be able to meet the needs of the
mainstream segment. In particular, short-break-oriented destinations cannot assume that the
dominant segment would be satisfied simply, say, with a short, sharp and dynamic shopping
spree or attending a major event. The major (mainstream) segment wants a balanced vacation,
combining excitement and relaxation and so on, even if it is just a short break’ (Herington et al.,
2013, p. 160). Given that the former study was exploratory and pioneering in nature it is
important to replicate in other countries. As a result, the authors of this research decided to
follow up on the research and evaluate to what extent preferences for destination attributes differ
in selecting short and long breaks in the case of Switzerland.

Tourism in Switzerland

In its recent report, the World Economic Forum report outlined that Switzerland continues
to lead the top rank of travel and tourism competitive where the main attributes that are highly
rated for Switzerland are its infrastructure, mainly transportation and hotels; its natural resources
and environmental sustainability; and Safety and Security (World Economic Forum, 2013). It is
worth noting that for some time, Switzerland has been considered a matured market (Bieger &
Laesser, 2002; Tajeddini, in press) and is believed to be at the stagnation stage of the Product
Life Cycle (PLC) for the past four decades (Mayor, 2013). According to the Federal Office of
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Statistics, despite its top ranking, the number of tourists in Switzerland between 2008 and 2012
fell in its main markets (Germany 27%, Italy 16% and France 8%) (Mayor, 2013, p. 1).

With this in mind, it would be interesting to measure the main attributes that sustained
tourism visitations to Switzerland as a leisure destination. Some literature was found on the
Swiss Traveler such as in the study on market segment by motivations on Swiss travelers (Bieger
& Laesser, 2002) where they concluded that the travel profile and the attraction of a destination
are the elements that determine the Swiss travel behavior. Additionally, the research conducted
by Simma et al. (2002) analyzed destination choice of Swiss within Switzerland. Yet, none of the
literature examined the differences of preference or destination attributes for short and long
holiday breaks in Switzerland by foreign travelers. The current research would contribute to the
insight of strategic marketing issues for Destination Marketing Organizations (DMOs) in
promoting their destination and customizing their products and services to the relevant market
segments.

Method

Data gathering and scale development

The objective of this study is to explore destination attributes influencing travelers in
selecting short and long holidays in Switzerland. Measuring the attributes of short vs. long
holidays is more problematic, as less empirical research and theoretical effort have been
expended in this area. Until firmer foundation has been laid, a more narrowly focused strategy
seems desirable. One approach would consist of adopting a sequential mixed-method approach
using focus groups of travelers with varied levels of experience in a given destination domain
followed up with some in-depth interviews to explore opinions and their travel experiences in
more depth. This method enables to uncover and explore the most likely destination
attractiveness criteria to access a large group of typical tourist consumers to determine the
existence and characteristics of cluster segments (Herington et al., 2013). It is anticipated that
this approach will dictate the operationalization of short and long attributes of destination
attraction. In doing so, two stages for data collection were used. In the first stage the authors
tried to identify the relevant attributes and in the second stage administered the survey using the
identified attributes.

Stage |

In order to explore and identify the relevant attributes of long and short holidays in
Switzerland the authors used two groups composed of 21 international students (ten in one group
and eleven in the other group) representing various cultures and nationalities gathered in a class
meeting room to explore destination attributes in their travel behavior. Two focus groups using
convenience sampling method were conducted in June 2013. Each focus group lasted
approximately 45 min in duration. Saturation was reached after the second focus groups, with no
further data and insights being received at that point. The focus groups were digitally recorded
for information accuracy and later transcribed and entered into NVivo software for content
analysis.

As a result of the analysis, a general list of characteristics was compiled, which could
evaluate attractiveness of short and long holidays. These results largely agreed with previous
research, with the most consistently mentioned destination attractiveness features being
efficiency, safety, security and lifestyle. Key destination attractiveness attributes on short and
long holiday extracted from focus groups & the literature are:
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1. Recommendations of Friends 10. Natural resources 19. Past experience
2. Efficiency of Transportation 11. Reputation of destination | 20. Perceived service quality
3. Access to the destination 12. Value for money 21. Price
4. Safety & security of the destination 13. Image 22. Education
5. Architecture 14. Sports facilities 23. Lifestyle
6. Quality & variety of accommodation | 15. Location 24. Adventure
7. Entertainment, events & festivals 16. Culture 25. Food & wine
8. Relaxation & health 17. Shopping
9. Availability of tourist information 18. Quality of food
Stage 1l

After some preliminary content analyses, the authors identified four subset attributes for
each dimension. The discussion was set around four key dimensions derived from reviewing
prior research as: (1) Destination brand/reputation; (2) Tourism attractions; (3) Tourism
infrastructure; and (4) Tourism services.

These attributes were discussed in the second focus group discussion, and the participants
agreed on the subsets of dimensions. In the second step, a survey questionnaire was designed to
collect relevant data from international visitors about these attributes.

The questionnaire was pre-tested using two academics in order to insure that the survey
content and measurement scales were clear, valid and appropriate. Following modifications, a
second pre-test was carried out with 30 international visitors, to make sure that all the questions
were relevant for respondents. This practice follows previous research to ensure the scales for all
the dimensions were clearly marked and each item was critically evaluated and verified. Finally,
a few open-ended questions were added to give “color” to the data and lead the respondents to
think analytically and critically.

After the process of refining, the authors followed the procedure done by Ekinci and
Hosany (2006) to collect the main data. Using two different samples, the study was conducted at
four different locations: three Swiss cities (Sample 1), and two International airports (Sample 2).
For the first sample, the retrieval hypothesis (Solomon et al., 1999) was used to capture
destination evaluation for visitors of Switzerland. Respondents were instructed to recall the last
tourism destination they had visited inside of Switzerland in the previous 3 months. This method
resulted in a number of destinations being evaluated. To participate in the survey, respondents
were approached randomly on the high street, and around shopping complexes and train stations
in Geneva and Zurich. These two cities were chosen due to their multicultural flair and the
variety of leisure activities on offer attracts guests from all over the world. In general,
participants were responsive and willing to participate, and refusal rates were predominantly low
(around 10%). For the second sample, two trained MBA and MA researcher were hired. Data
were collected in the departure lounge of two major International airports. Foreign tourists,
waiting for their flights to return home after visiting Switzerland, were approached randomly to
complete a questionnaire. Unlike the first sample, these respondents had to evaluate the same
destination only a few hours after the holiday experience. In both cases, whenever a respondent
refused to participate, the researcher moved to the next random available one. After the process
of refining, a total of 158 questionnaires were collected, making a response rate of 56.4% that
were valid and useful for analysis purposes across both samples (Sample 1: n = 83; Sample 2:
n =75). Care was taken that Swiss travelers were not included.
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Results

The analysis started with a summary profile of the respondents of the 158 surveys. The
percentage of Gender respondents was very close with (48.1%) male and (51.9%) female. The
age of the respondents surveyed was skewed towards young aged people, with the majority
(92.4%) falling between 18 and 33 years old.

The identified destination attributes were used in the survey questionnaire. Participants
were first asked to rate the importance of destination attributes for short holidays then for long
holidays. The survey continued using the same questions to evaluate participants' perception on
the importance of attributes in selecting Switzerland for short and long holidays.

Data analysis

To determine whether general destination attributes of long and short holidays differed
depending on travel behavior (i.e., past travel behavior, future intention to travel), different
analytical techniques were implemented. Cluster analysis was used to determine potential target
segments as well as ANOVA and cross-tabulation were computed to verify the characteristics of
target segments and the preferred activities for target segments. Following the recommendation
of Herington et al. (2013, p. 155), a two-step cluster analysis was chosen to determine the likely
existence of distinguishable target segments according to what the group members were attracted
to for short and long holidays, as well as any distinguishing features of each cluster on
demographic characteristics. Cluster analysis is considered an exploratory multivariate statistical
technique for organizing observed data (e.g. people, things, events, brands, companies) into
clusters based on homogeneous characteristics that they possess (Field, 2009; Hair et al., 1998).
Similar to factor analysis, cluster analysis makes no distinction between dependent and
independent variables and the entire set of interdependent relationships are examined. Whereas
factor analysis reduces the number of variables by grouping them into a smaller set of factors,
cluster analysis reduces the number of observations or cases by grouping them into a smaller set
of clusters (Field, 2009). Cluster analysis specifically attempts to maximize between-group
variance (Hair et al., 1998) which the results provide an opportunity for marketers of
destinations to target particular market segments for similar destination types (Herington et al.,
2013).

Findings

This section provides the list of the destination attractiveness attributes that were extracted
from the focus groups and also those extracted from the literature, with a summary of the ratings
of importance for each of these attractiveness attributes for both short and long holidays. The
most noticeable feature is the similarity in importance placed by respondents when considering
either type of holiday. Individuals were asked to indicate the level of importance on a 5-point
Likert scale ranging from 1 = least important to 5 = most important. In order of importance, the
most important attributes for short stay holiday type were found to be ‘Price’, ‘Safety and
Security of the Destination’, ‘Quality of Food’, ‘Value for Money’ and ‘Culture’. Similarly, in
order of importance, the most important attributes for long holiday type were found to be ‘Price’,
‘Quality of Food’, ‘Relaxation’, ‘Location’ and ‘Quality & Variety of Accommodation’. Apart
from ‘Price’, ‘Quality of Food’, which were rated more highly for long and short stays, all other
destination attributes were rated similarly and were in similar positions on the importance
ranking. Further, for short holidays in general ‘Sports Facilities’, ‘Adventure’, ‘Education’ and
‘Shopping’ being least important and for long holidays ‘Shopping’ and ‘Sports Facilities’ being
least important. This could mean that Switzerland is not a destination for shopping or for sports
for this market segment. Therefore when dealing with this type of market, Swiss DMOs could
use the most important attributes as valued by this market segment.

Besides that the importance of attributes when selecting Switzerland for short vs. long
holiday was studied. It could imply that the destination itself influences the level of importance
of attributes. Individuals were asked to indicate the level of importance on a 5-point Likert scale
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ranging from 1 =least important to 5=most important. In order of importance, the most
important attributes for short stay holiday in Switzerland were found to be ‘Efficiency of
Transportation’, ‘Location, Natural Resources’, ‘Relaxation & Health’, and ‘Reputation of
Destination’. Both ‘Location’ and ‘Natural Resources’ have equal importance to respondents.
Similarly, in the order of importance, the most important attributes for long holiday in
Switzerland type were found to be ‘Location’, ‘Quality of Food’, ‘Reputation of Destination’,
‘Perceived Service Quality’, ‘Access to the destination’, ‘Efficiency of Transportation’, ‘Quality
& Variety of Accommodation’, ‘Recommendations of Friends’, ‘Natural Resources’,
‘Availability of tourist information’, ‘Lifestyle’, ‘Entertainment’, and ‘Events & Festivals’.
Various attributes are noted to have similar level of importance such as ‘Perceived Service
Quality’, ‘Access to the destination’, ‘Efficiency of Transportation’, ‘Quality & Variety of
Accommodation’ and ‘Natural Resources’, ‘Availability of tourist information’. Furthermore,
Table 4 identifies ‘Sports Facilities & shopping’ being least important and again ‘Sports
facilities’ being least important for long holidays.

The Cronbach alpha coefficient (Cronbach, 1951) was used to evaluate the extent of
reliability (Table 1) for short and long holidays in Switzerland. This test resulted in the
calculation of coefficients which ranged from 0.837 (for Tourism services in long holidays) to
0.667 (for Destination brand/reputation in short holiday). The high coefficient scores led to the
conclusions that the scales were acceptably reliable.

Table 1 Reliability short holidays and long holidays in Switzerland

Short holida .
Attributes (up to one weeyk) Long holidays (1-3 weeks)
Cronbach's alpha if Item Cronbach's alpha if Item
deleted) deleted)

Destination brand/reputation (Cronbach's alpha = .667) | (Cronbach's alpha = .739)
Safety & Security of the destination .623 735
Image 570 733
Past experience .661 737
Perceived Service Quality .694 .680
Price .695 .668
Recommendations of Friends 617 697
Reputation of Destination 599 758
Value for money .650 714
Quality of Food .694 .708
Education .669 727
Lifestyle .586 742

Tourism attractions (Cronbach's alpha =.720) | (Cronbach's alpha = .663)
Adventure .700 .619
Architecture .654 .616
Location 677 .604
Natural Resources .668 .675
Relaxation & Health 729 .611
Culture 716 593
Entertainment, Events & Festivals 671 .673

Tourism infrastructure (Cronbach's alpha =.689) | (Cronbach's alpha = .733)
Access to the destination 551 742
Shopping 124 595
Sports Facilities 525 547
Efficiency of Transportation .690 .788
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Short holida .
Attributes (up to one weeyk) Long holidays (1-3 weeks)
Cronbach's alpha if Item Cronbach's alpha if Item
deleted) deleted)

Tourism services (Cronbach's alpha =.690) | (Cronbach's alpha = .837)
Quality & Variety of Accommodation .607 .883
Food & Wine 733 747
Availability of tourist information 481 .526

In order to examine if there is a difference of importance of attributes for short and long
holiday, a univariate t-test was performed as shown in Table 2. As can be noted the p-value is
below 0.5 which is not statistically significant, yet it also means that there is a difference of
opinion with regards the importance of attributes for short and long holidays. Moreover, the t-
value indicates the differences of the four attribute groups where Tourism infrastructure and
Tourism attractions differs significantly (10.5 & 8.8) when selecting short and long holidays in
Switzerland.

Table 2 Results of univariate tests—T-tests of significant differences (Switzerland)

Means scores
Attri - - -Val -Val
tributes Short holiday (up to one | Long holidays (1-3 weeks) t-Value|p-value
week) per year per year

Destination
brand/reputation 4.0741 (.37829) 3.4760 (.37829) 5.868 | .000
Tourism 3.8128 (.38593) 3.5264 (.72061) 8.827 | .000
attractions
Tourism 4.2604 (.49454) 3.6582 (.03238) 10.556 | .000
infrastructure
Tourism services 4.1667 (.50059) 4.2903 (.69717) 4.016 | .000

To further investigate short and long holiday travelers' perceptions in a multivariate setting,
logit analysis was performed (Tajeddini & Mueller, 2009). The dependent variable is short
holiday in Switzerland and the independent variables are the four short term attributes. Logit
analysis results are summarized in Table 3. As shown, the logit model has a p value of 0.000,
indicating a good fit. The results of logit analysis are consistent with those of the t tests in that, at
a 0.05 level of significance, destination brand/reputation, Tourism attractions, Tourism
infrastructure, and Tourism services are statistically significant. The negative coefficients
indicate that short travelers' attributes have a great importance of destination brand/reputation,
Tourism attractions, Tourism infrastructure, and Tourism services.

Table 3 Results of multivariate analysis—logit analysis results (Short holiday in
Switzerland)

Attributes df | Coefficient | Chi-square| p-Value
Intercept 1 41.695 4,745 .000
Destination brand/reputation 1 —2.398 2.583 .000
Tourism attractions 1 —3.745 2.089 .000
Tourism infrastructure 1 —2.8436 2.795 .000
Tourism services 1 —2.746 2.543 .000
Model (—2Log L) 1 —2.981 32.481 .000
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Discussion and conclusion

The aim of the research was to explore destination attributes influencing travelers in
selecting short and long holidays and assess the level of importance of these attributes in their
selection. More specifically, the authors made an attempt to explore if there is a difference in the
level of importance when selecting Switzerland for short vs. long holidays. The results of the
research show that the level of importance of destination attributes differ in selecting short and
long holidays. It is also noted that the level of importance varies when selecting short and long
holidays in General vs. Switzerland. This could be interpreted that the destination may influence
customers' evaluation of destination attributes.

The main findings from this research are in line with the literature (e.g. Herington et al.,
2013) on meeting the needs of the market segments more specifically in this context when
marketing the destination for short and long holidays. Participants evaluated destination
attributes differently when choosing their short and long holidays. This entails the need for
practical strategies to be taken when promoting Switzerland for short vs. long holidays.
Destination marketers are advised to focus on the most important attributes when preparing their
destination marketing strategies.

The findings show that ‘Efficiency of Transportation’ in selecting Switzerland for a short
holiday was considered to be the most important. This is not surprising considering the positive
reputation of the Swiss infrastructure well documented in the literature (World Economic Forum,
2013). While for long holiday, ‘Location’ came on top of the list. This confirms Herington et al.
(2013) suggestion about destination attributes being different depending on length of stay.
However, what was surprising to see was that participants considered ‘Sports Facilities’ and
‘Shopping’ as least important both for short and long holiday in Switzerland. Considering that
Switzerland is perceived as an expensive destination, the results imply that Switzerland may not
be promoted as a shopping destination for example.

The results presented in Table 2 and Table 3 indicate the important variance in considering
attributes in selecting short and long holidays. With this in mind, destinations could develop the
relevant approach in marketing its destination for each type. For example, in the context of
Switzerland, there are various promotions for city breaks which may be considered as short
holidays. For such activities, considering the relevant attributes in their promotions would be
beneficial as they would better target and meet the needs of the travelers. It would attract the
attention of the relevant segment a very important first step in getting the customer interested in
the product offer.

As destinations compete to attract tourists, they need to differentiate themselves from their
competitors. Taking into considerations that many destinations have similar offer, marketers
need to come up with innovative ideas and better understand customers' needs. Differentiating
between short and long holidays could further assist marketers in understanding their need and
better tailor the destination offer according to segment and length of stay. In this sense,
marketers may work on better delivering Switzerland's perceived attributes to its customers.
Further, the research has demonstrated such differences and confirms some findings found in
previous research by Herington et al. (2013). To the latter, it adds new findings in the context of
a new destination Switzerland using a different market segment.

Previous research demonstrated in the literature review section shows the factors
considered most important in selecting the tourist destinations which are not the same findings in
this research. The authors believe that the destination itself influences the level of importance of
destination attractiveness attributes. What could be important in selecting Taiwan or Australia
for a holiday is not necessarily the same for Switzerland, a finding that could be appreciated by
Swiss DMOs when considering strategic marketing planning.

To conclude, as customers may not engage in similar activities when selecting short and
long holidays, it is evident from the research that the destination attractiveness attributes are
evaluated differently. This is demonstrated clearly in the research both in general context and in
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Switzerland. Alluding to such differences could better assist marketers in meeting customers'
expectations where the results from the research showed that same customers evaluate attributes
differently for short and long holidays indicating that same customers have different preferences
when selecting short and long holidays.

Bonpocs 1151 pa3MbllJIeHUs

1. B uém 3akmoyarotcs npobiema, 1eiab U METOJOJIOTHS uccienoBaHusi cratbu? Kakue
METO/Ibl cOOpa U aHaIK3a JaHHBIX UCIOJb30BaHbl AaBTOPAMU HACTOAIIETO UCCIEA0BAHU?

2. Hacrosmee onmMmnuaaHOE 33JaHUE COCTABICHO HAa OCHOBE Hay4yHOH craTthu. llpm
MOArOTOBKE  3aJaHusi OJUH M3 €  BecbMa  3HAYUMBIX  CMBICIOBBIX  OJIOKOB
(pazmenos/maparpadoB), HAMOJHEHHWE KOTOPOrO THUNHMYHO JJIs HAYYHBIX cTared, ObLI
cymecTBeHHO cokpauiéH. Kakoil 310 010k? UYTO OH [OOJKEH OTpa)kaTb MPUMEHUTEIBHO K
HacTosALIEH cTaTbe?

3. Kakue BBIBOJIBI UCCIIEIOBAHMS MPEACTABISAIOTCA BaM HEAOCTATOYHO 0OOCHOBAHHBIMU?

4. Ilpy TOATOTOBKE 3aJaHMs OBUT HWCKIIOUEH TNPHUCYTCTBOBABIIMK B CTAaThe pasJel
«OTPaHUYCHUS». YKOKUTE OTPAHUUYEHUS HACTOSIIETO UCCIIET0BaHUS.

5. Kakue HampaBieHUs pa3BUTHS JAHHOTO HCCICIOBAHUS BBl MOXKETE TPEATIOKHUTH?
O0603HaubTe 11eJ1b, METOJOJIOTUI0, HEOOXOUMbIE METOBI COOpa U aHAIM3a TaHHBIX.
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