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Q&A: Questions / Discussion



Research questions: 

ÅHow important is cycling as a motive and activity for 

holidays in different parts of Denmark?

ÅHow is cycling as a motive and cycling as an activity 
related to other motives and activities ςby destination?

ÅHow is information search behaviour related to 

destination choices and main themes (motives, activities) 

of holidays such as cycling?



Conceptual model: key constructs ς
Influences, info. sources, motives, activities

Influences Information sources

Choice of destination, travel mode, accommodation, length of stay

Motives

Activities ςat destinations

Travel to chosen destination

Checking-in at chosen accommodation

Evaluation of holiday experience

Intension to return ςor not



Propositions ςnotions: 
ÅMotives and activities, influences and information sources differ 

between destinations, or between specific destinations and the national 

average for all destinations under one. How each of these groups of 

constructs (a. a series of motives, b. a series of activities, c. a series of influences / 

information sources) relate to each other (for example how individual motives relate to 

other motives) and how they relate to different destinations can be illustrated in 

MDS (multidimensional scaling) diagrams. 

ÅMotives and activities are closely interlinked and can therefore be 

grouped (using factor analysis), thus reducing the number of variables, 

which makes subsequent MDS-diagrams more clear.   

ÅInfluencing factors and information sources are closely interlinked and 

can therefore be grouped (using factor analysis) thus reducing the number 

of variables, which makes subsequent MDS-diagrams more clear.   

ÅWhether the distance between pairs of object points in MDS diagrams are 

significant can be tested using t-tests: For each destination within a country it may be 

tested if certain motives/activities and influences/information sources are significantly more 

common or significantly less common than for the country as a whole. The result will be different 

from destination to destination.    



Analytical procedures 

1. Descriptives: Scores by destinations

2. Multidimensional scaling, on all attributes

3. Factor analysis

4. Multidimensional scaling, MDS, on the 

principal components (factors)

5. Significance tests (t-tests)

This procedure is undertaken for motives, activities and influences / information sources. 



Method: Analytical steps

Analysis, type Information Motives   Activities

A. Descriptives: 
Scores by destinations

Step1 Step 6            Step 8

B. MDS, all Step 2 Step 7            Step 9

C. Factoranalysis Step 3 Step 10

D. MDS on principal 
components

Step 4 Step 11

E.Significance tests: 
t-tests ofdifferences

Step 5 Step 12

X. Final MDS Step 13 (= step 4 + step 11) 



Influences and information sources 

0% 10% 20% 30% 40% 50% 60% 70% 80%

38.Other information source

38.Friends/acquaintances

38.Holiday fair

38.Travel agency/travel organiser in your homeland

38.VDK office in your homeland

38.TV, radio

38.Newspapers, magazines, guide books

38.Cat./broch. etc. from travel Χ

38.Cat./broch. etc. from regional/local tourist Χ

38.Cat./broch. etc. from VDK

38.Website: Attractions/sights/portal

38.Website: Travel agency/travel organiser/portal

38.Website: Place of overnight stay/portal

38.Website: Carrier/portal

38.Website: Regional/local tourist association

38.Website: Danish Tourist Χ

38.The Internet in general

38.Obtained info prior to journey

36b.Other factor(s)

36b.Catalogues/concrete sales material

36b.Holiday fair related to Denmark

36b.Recommendation from travel agency

36b.Ads, brochures, radio or tv spots on Denmark

36b.Info on Denmark on the internet

36b.Articles, books, radio, tv about Denmark

36b.Recommendation from friends/family

36b.Prior experience with Denmark



27 information sources related to 3 
destinations: Bornholm, Copenhagen and 

rest of Denmark  (MDS: PROXSCAL)



Seven groups of information sources related to 3 
destinations (MDS: PROXSCAL)



Sevengroupsof information sourcesused
beforevisiting3 destinations in Denmark: t-tests 
(comparison of Bornholm, Copenhagen and the 

rest of Denmark with all of Denmark)



Motivesof visitorsto Bornholm, 
Copenhagen and the rest of Denmark
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Difference in motivesbetweenvisitorsto 
Bornholm and visitors to Denmark overall


