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O ue main objec tive is to analyze how a great, divc rsc tourisl11 a ffer in a quite llmited 
geographic area, corresponding to the Baixo Mondego :md Baixo Vouga, cao make it 
more compecicive. \Y,Je propose to idenci fy rhe territorial fa crors that cao increasc 
competitivem:ss uf the tourism sector, both n:gionally and nacion:dly. \Y/c intend to 

idencify the region 's most valued aspccrs b}' visitors, aS weU as its least praised ones; 
addiu()oally, we \ViU pinpoint existing anel potencial outbound travei markets, anel 
idenrify rbose thar are charactcrized by higher leveis of'wealth and touristi c demando 
J\ quan titative appro3ch \ViH be complemented by a qualicative anal}'sis, based 0 11 

inrerviews af cno:epren(.! urial, academic and insti tucional encities. Deeper knowledge 
af the regional tourism Sf.!ctor will allow us to contribme to the adaptaria n Df tourism 
orientcd policies and strategies thar would promote the role of tOurism in tbe 
regional, eco no mica I devd opment. As the relevance of rhe tourism sector for wealth 
and joo cremia n bccolTI t!s ever more ackno\\'ledged, wc intenJ to c1arify thc measure 
to which the tou ri sm economic impact affects the region. 
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o principal objectivo, deste trabalho, assenta em modelar a P wcura Turística na 
Região Norte de Portugal utilizando modelos econométricos, tendo por base o 
moddo linear geral. Pretcndc-se assim, consu1.Iir um instrumento que permita obrer 
uma visão antec ipada da evolução da procura turistica paIa a Região None de 
Portugal, uma vez que esta tem revelado, nos últimos anos, algumas po tencialidades 
como chamariz de fluxos turísticos signific:ltivos. Para tnl e como objectO de estudo 
utilizou-se a série tempora l de turismo " Dormidas l\ Iensnis rc(!iscadas. nos 

es tabelecimentos hoteleiros, na Região Norte de Portugal", compreenrudas en tre O 

periodo de Janciro de 1996 a D ezembro 2009. O moddo das primeiras di ferenças 
garantiu ser adequado para explicar O comportamento da procura turística na Região 
Norte de Portugal. 
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The srudy depicts the various roa ls af online advertising and [heir effects on 
cus romcrs, in particular touris ts to the Algarve region in Portugal. The purpose of 
this srudy is to find out abou t the degree of Internet usage of tr3velers and tourists as 
weU as their preferences in online adverti sing. Furthermore, modem online marketing 
methods afe researched anel compared in arder to find the most success ful oneS. 
Currem rrends and mast effective online advcrusing methods are rese:lrched through 
secondary lit~ra ture, a personal interview \Vith the marketing & sales manager of lhe 
ROBINSON C1ub Quinta da Ria in Porrugal and a surve}'. Altoge ther 248 touri srs 
'\Vere gues tioned at rhe Faro airport in PortugaL Through the inves tigation it is found 
om that the majori ty of rourisrs to the AIgnrve region uses and prefers the ]nternet as 
a meruum to gain travei relevam in fornlation and to boo!.: a holielay. The literamre 
review describes a11 componcnts of online :ldvertising as Search l\'farkering. interactivc 
advertising, online public rela tions, viralmarketing, opt-in email markeung and online 
parrnerships. aut of these methods Search I\'htrkeung, especiaUr sponsared li stings, 
genera te rcjecrion, if compared to o rganic ranking results. Further, tourists have 
negarivc atti tudes towards banner and pop-up aelverti sing and consider mem as 
Spam. Opt-in E-mail marketing on tbe other h:l.nd generates positive perceptions anel 
as a result is one af the most successful online marketing methods. The use af social 
media rep rescnts a very effective, widely spread and weU üked communication and 
advertising toal. In general, rourisrs have more nega tive atti tudcs towards advertising 
on the Internet. 
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