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Abstract: Olive oil tourism is a recent development in the countries of the Mediterranean basin,
but it is now spreading to other regions of the world. The main reasons people are choosing this
special interest tourism (SIT) are to find out about the culture surrounding olive oil and to enjoy the
whole host of activities related to the product. This has led to the creation of strong links between olive
oil tourism and other types of special interest tourism. The studies undertaken thus far to characterise
the profile of olive oil tourism’s demand, and its motivations, expectations and needs, have been
limited and partial, focusing on specific cases. Therefore, this paper aims to take a closer look at the
demand for olive oil tourism. Based on a survey of 609 visitors to olive oil mills in the south of Spain,
olive oil tourists were segmented according to the type of trip and the olive oil tourism experience
enjoyed during the trip, using a two-step cluster analysis. The results obtained enabled us to identify
four segments with well-differentiated behaviours, which will help stakeholders, policy makers and
destination managers to reach decisions, with a view to adapting their product to the expectations
and needs of potential customers.
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1. Introduction

Olive oil tourism (hereinafter referred to as OOT) is an emerging type of tourism that has been
gradually developing for just over a decade, mainly in rural areas where olives are the predominant
crop [1]. These regions, located in countries such as Spain, Greece, Italy and Turkey, in the Mediterranean
basin, and even in the United States, Argentina, Chile and Australia, are looking to diversify their main
economic activity, the production of olive oil, toward the tourism sector.

The literature reviewed agrees that OOT is a special interest tourism (hereinafter, SIT),
which derives from three types of general interest tourism (rural tourism, nature-based tourism and
cultural tourism), which, in turn, shares aspects with other SIT, such as gastronomic, industrial,
ethnographic, landscape, agro, creative, flora observation, wildlife observation, business and
health tourism [2].

OOT provides an opportunity for tourists and visitors to learn all about the culture surrounding
olive oil [3]. It also provides olive oil producers, as well as other companies associated with this
agri-food activity, with the chance to position their brand and, above all, to increase the competitiveness
of traditional olive growing, by reducing costs and increasing loyalty, and through incremental
differentiation [4]. For these companies, OOT is certainly a collateral or complementary activity,
but it can be very important in term of boosting their main activity—making an olive mill or olive
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growing estate more competitive—particularly by reducing the effects of seasonality, establishing entry
barriers by means of singularization, and through establishing customer loyalty [5].

In fact, as we will see later, in the existing literature about this type of tourism, there are some
studies that are interested in the demand for this type of tourism, seeking to ascertain information
about demographic profiles, motivations and interests, albeit still in a very incipient way, due to the
novelty of OOT [6].

These studies are still scarce, often presenting very limited statistical significance, and focusing on
very specific cases, so that it is hard to generalise any findings. There is a need, therefore, to broaden
existing knowledge about the demand for this type of tourism, in order to furnish stakeholders,
policy makers and destination managers with sufficient information to help them make decisions with
a view to adapting their product to the expectations and needs of potential customers.

Within this context, the main purpose of this paper is to examine in greater depth the profile of
demand for OOT, as well as the main motivations, needs and interests of demand when it comes to
this type of travel, especially with regard to characterising the olive oil tourism experience.

Once a deep literature review about OOT has been conducted, which will consider it an emerging
tourism typology—a special interest tourism whose demand is not still fully portrayed—the proposed
research hypothesis will be that it is possible to segment the demand for OOT into groups of tourists
with different characteristics, allowing us to identify their main interests with regard to OOT and
their knowledge of extra virgin olive oil, the motivations that led them to engage with this type of
activity, their mode of travel and/or the means through which they booked different activities, and their
assessment of these activities, among other variables.

These groups will allow us to sketch a more specific profile of consumers of OOT. Because it
is an emerging form of tourism, the existing information lacks any analysis that goes further than
simply describing the socio-demographic characteristics of the tourists or some of the interests that
lead them to consume OOT. Thus, this paper may gain importance among tourism stakeholders in
those territories where OOT has the potential to be developed. Furthermore, olive oil mill owners,
who are thinking about diversifying their activities into tourism, will have a deeper knowledge about
the different sort of tourists they want to draw to their OOT products, so a more accurate product can
be developed in order to meet some specific needs and wants.

2. Theoretical Framework

This theoretical framework focuses on three key aspects that shape this paper. Firstly, a brief
introduction is given to the concept of SIT and its importance today, as tourists’ motivations are
becoming increasingly broad and complex. Secondly, it presents OOT as an SIT in which demand
is motivated by a desire to learn more about the olive oil culture, but also by other activities such
as gastronomy, taking in the landscape, knowledge of flora and fauna, or creative activities. Finally,
it devotes a subsection to analysing the contributions made so far by the scant literature dedicated to
analysing the profile of OOT demand. The contributions made thus far are not only scarce, but also
very focused on specific cases. However, in a paper dedicated to understanding the behaviour of olive
oil tourists, it is necessary to analyse these previous studies.

2.1. Special Interest Tourism

SIT sparked interest among researchers during the last two decades of the 20th century, when the
first publications appeared, dealing with topics such as business opportunities for companies in markets
and the rapid evolution of the tourism industry toward an alternative based on consumer needs [7].

Currently, SIT continues to attract the attention of researchers due to changes in the way in which
tourists plan their leisure time and, therefore, organise their travel in a more segmented way throughout
the year, with more frequent but—at the same time—shorter stays [8]. This is the conditioning factor
that explains the demand for more specific leisure activities, in order to fulfil needs based on the major
interests of tourists.
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According to Brotherton and Himmetoğlu [9] (p. 15), people who seek these particularities
when travelling in their free time start with the question “what interest/activity do I want to pursue,
and where can l do it?”; hence, these potential tourists present certain special characteristics, such as
a willingness to pay more, an allocentric character, and a desire to make their holiday an extension of
their interests, compared to tourists who seek rest and relaxation, fun, or simply a break from their
routine [10].

Meeting the needs of tourists and, above all, adapting in line with the changing trends in demand
are some of the challenges facing tourist destinations and suppliers in this industry. Faced with this
fact, Agarwal, Busby and Huang [11] (pp. 1–2) claim that:

The changing nature of such tourism demand has been more generally linked to the alleged shift
from Fordism, characterised by mass production and economies of scale, to post-Fordism. The latter,
in contrast, is consumption-led, and is based on economies of scope as consumers drive the production
process so that their demand for more customised, tailor-made, differentiated products, may be
catered for.

That is, it has to make the shift away from marketing medium-low level tourism products, oriented
toward the supplier (commodities), towards a customer orientation with high value-added services
that are complex, specialised and personalised, to meet the new needs of demand [12].

As we can see so far, SIT is a complex system in which demand and supply converge at
a common point. It is determined primarily by the interests of demand, and is placed in the market by
an increasingly specialised offer.

In light of this fact, Trauer [13] (p. 185) refers to the fact that:

SIT, it is suggested, should be viewed as part of a system, an interdisciplinary system, which comprises
the overall environment (local to global), the tourist demand system, the tourism industry supply
system with the media being conceptualized as a major influencer on tourism in the 21st century. It is
the merging of all these components that make up SIT. The overall system is representative of political,
economical, ecological, technological, and socio-economical and socio-cultural concerns, at local to
global level.

Finally, it should be remembered that SIT represents a new way of consuming and producing
tourism, to cope with increasingly exacting levels of demand and with more specific preferences,
through a specialised offer that must be capable of meeting the needs of tourists in the 21st century.

2.2. Olive Oil Tourism as a Special Interest Tourism

OOT is a type of tourism that is developing in rural areas where olives are the predominant
crop (mainly in the countries of the Mediterranean Basin: Spain, Italy, Greece, Morocco, Turkey and
Portugal, although cases of OOT have also been found in countries such as Argentina, Australia, Chile,
Japan, USA, and Lebanon).

As seen in the previous section, SIT is a complex system at the ends of which are, on the
one hand, suppliers of a particular type of tourism, and, on the other hand, the demand for this type
of tourism. According to Soleimani, Bruwer, Gross and Lee [14] (p. 2) “the advent of SIT has been
an acknowledgment of the need in a postmodern consumer culture for recognition and provision of
increasingly higher levels of customisation of tourism experiences”, a fact that can be used to highlight
the meeting point between both ends; that is, the destination in which SIT is generated.

This meeting point was defined by Hall and Weiler [15] through the addition of a geographical
aspect, whereby potential tourists would seek to fulfil their interests when choosing which regions
or destinations to visit. OOT, in response to these features, takes advantage of highly distinctive
spaces—natural and rural as well as industrial spaces—to which demand is directed to consume
the different activities designed and offered to meet the needs presented by demand in terms of the
knowledge and enjoyment of the olive oil culture, which makes it SIT.
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In this case, OOT develops in territories that have olive crops, which are mainly rural areas
where the economy is heavily dependent on agriculture and the production of olive oil. There is a rich
culture and gastronomy that have developed around this agri-food product, which, according to de
Salvo, Hernández-Mogollon, Di Climente and Calzati [16], favors the development of a territorial
development strategy by leveraging all of these resources.

Therefore, participating in any activity linked to OOT involves travelling to a territory with
very specific characteristics and with a prior motivation to experience the olive oil culture in person.
These are normally the rural natural environments in which the mills that are beginning to set OOT in
motion are located [17], and they represent one of the most attractive elements for tourists and visitors.

The existing literature has shown that OOT is a complex SIT. It stems from three types of general
interest tourism (rural tourism, nature-based tourism and cultural tourism), but, at the same time,
it is a type of tourism linked to a significant number of other SITs, including gastronomic tourism,
and others such as industrial, ethnographic, landscape, agro, creative, flora observation, wildlife
observation, business and health tourism.

Indeed, the implementation of OOT rests on the potential displayed by gastronomy in this type of
tourism. Hence, many academic studies that characterise OOT highlight the importance of Protected
Designations of Origin, Geographical Indicators and the gastronomic routes that revolve around
this [3,5,18–21].

Henderson [22] argues that many of the gastronomic activities carried out represent a special
interest for tourists, and suggests that food in tourism is an important determining factor when
choosing a destination. In addition, gastronomic tourism has been approached as an SIT that has
different levels of interest depending on the tourists’ motivations, and so there is a wide-ranging offer
aimed at meeting their needs [23]. The gastronomic component of OOT represents one of its main
attractions for demand, although not the only one, so the creation of products based on the tasting
of olive oils, menus paired with oil, and even offering oil tasting sessions to tourists are some of the
elements that are shaping this type of tourism.

It is possible to state that all components of OOT and the activities that shape this type of
tourism, whether in a natural, rural or cultural environment, involve valuing and raising the status of
available resources to meet the needs and motivations that are starting to emerge in current demand.
These motivations, which are still in the process of identification, represent the origin of this tourist
activity, which seems to be demanded, a priori, from visitors and tourists who want to learn more
about the olive oil culture. In fact, OOT has already been defined as:

A leisure or business trip, requiring at least one overnight stay, and travellers are motivated by a set of
activities based on olive oil and the local culture, heritage, landscape and customs that revolve around
it. These components, combined, aim at fulfilling the very specific and diverse needs of this booming
pastime, which will be met, on site, where the demanded activity is being developed and this will
define the level of tourists’ involvement in the production-consumption of this tourism typology. [24]
(pp. 5–6)

2.3. Literature Review about Olive Oil Tourism Demand

As with the activities that shape this type of tourism, some of which have been discussed in the
previous section to understand the specific interest that attracts visitors and tourists to OOT destinations,
the literature, broadly speaking, lacks sufficient information and studies that fully characterise demand
for olive oil tourism. Despite that, a literature review about OOT has already been carried out [1,2].
However, there have been some explorations of the ground [3,6,21,24–28] with a view to ascertaining
the basic profile of this segment of tourists whose motivations appear, a priori, to be somewhat unclear
and are very diverse.

According to the analyses conducted by Cañero et al. [6], López-Guzmán et al. [25] and
Orgaz et al. [27] to characterise demand, the socio-demographic profile of olive oil tourists corresponds,
mainly, to a person over the age of 60, retired, with a university education, with an income in excess of



Sustainability 2020, 12, 6863 5 of 21

€1500, and mainly from Spain, followed by the French and the English. The main motivations that
these authors demonstrated were a desire to know the geographic area, followed by learning about the
world of olive oil, eating and drinking typical produce, and entertainment. In addition, it should be
noted that olive oil tourists are regular consumers of olive oil on a daily basis.

Other studies yield similar results, taking as their sample all visitors or tourists drawn by
companies that that are part of the gastronomic route encompassing Protected Designations of Origin
in Andalusia [3] and olive oil Protected Designations of Origin—Baena, Lucena, Montoro-Adamuz and
Priego de Córdoba [21]. In these cases, tourists are mostly over the age of 45, with a medium-high level
of education, an income in excess of €1001, and are mostly from urban areas. Their motivations include
visiting the oil mill and buying oil, and getting to know the region in which the olive oil tourism offer
and the Protected Designation of Origin are located.

The similarities between the development of OOT and wine tourism, to which reference has been
made in some studies [4], have led to comparisons being drawn between wine tourism and olive oil
tourism. Millán and Pérez [28] argue that the organisation of the trip, the behaviour at the destination
and the determining factors of their satisfaction bear great similarities, whereas expenditure at the
destination and the level of purchasing power are greater in the case of the wine tourists, who are more
willing to repeat the same activity than olive oil tourists.

Existing studies reveal that the duration of the trip in the case of olive oil tourism is less than 24 h,
which leads us to question whether, at the moment, this kind of activity can be classed as tourism,
in the absence of an overnight stay [20,21]. In addition, knowledge of these resources and/or the desire
to travel along an olive oil route are motivated by the recommendation of friends [27]. In turn, olive oil
tourists are less likely to repeat their visit; these are facts that must be taken into account when creating
and marketing olive oil tourism products.

In short, this type of tourism begins to outline the features of its demand: regular consumers of
olive oil that show a great interest both in the olive oil production process and its properties, as well as
the culture that surrounds it.

3. Socioeconomic Importance of the Olive Oil Sector

The olive oil sector is present in all five continents, spread over 58 countries. However, this product
is consumed in 179 countries; therefore, to meet this high demand, 162,000 hectares of new olive groves
are cultivated each year [29].

The production of olive oil is located particularly in countries in the Mediterranean Basin,
where olive growing is at times the main source of income and livelihood for the various age-old
cultures established throughout the Mediterranean. Table 1 shows the volume of olive oil production in
tonnes for some of the countries developing olive oil tourism activities, compared to their consumption
of olive oil.

As we can see, Spain produces approximately 50% of the total volume of olive oil in tonnes
produced globally, followed by Italy and Greece, which have a total volume of approximately 7%,
in both cases, for the 2016/2017 campaign.

These countries, with very similar climates and cultures, have begun to develop OOT as a parallel
activity to agriculture, which allows them to diversify this activity and generate additional sources
of income that are extremely useful in years when production has declined, as we can see between
the two campaigns presented. It should be noted, however, that countries such as the United States,
Australia and Chile also have success stories in OOT, relying on this type of tourism to generate
additional revenues to those obtained through the production of olive oil.

Furthermore, we must also take note of certain key data which indicate the dynamism that the
olive oil sector generates in the global economy. In the opposite case, there are some countries whose
level of olive oil production is well above consumption, so that a large part of production is intended
for export, which is particularly the case with the United States. Table 2 shows some examples of how
countries that do not produce olive oil, or where production volume is almost zero, show great interest
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in the consumption of olive oil and, year after year, have been increasing the amount of imported oil.
In this case, we have chosen a time series to compare evolution between the campaigns of 2005–2006
and 2019–2020.

Table 1. Production and consumption of olive oil in tonnes per country (×1000).

Country
Production Consumption

2016/2017
Campaign

2017/2018
Campaign

2016/2017
Campaign

2017/2018
Campaign

Spain 1290.6 1262.2 454.4 478.1
Greece 195.0 346 105.0 130.0

Italy 182.3 428.9 438.9 580.0
Morocco 110.0 140 120.0 120.0
Turkey 208.0 263 150.0 176.5

Portugal 69.4 134.8 70.0 75.0
Argentina 24.0 45 7.5 8.0
Australia 21.0 21 45.0 48.0

Chile 19.0 22 6.0 7.5
United States 15.0 16 315.0 315.0

Lebanon 25.0 17 20.0 20
Total for the group of countries proposed 2159.3 2695.9 1731.8 1958.1

World Total * 2586.5 3379 2724.5 3039.0

Source: [30]. * This figure is not the sum of the countries analyzed in Table 1.

Table 2. Imports in tonnes of olive oil per country (×1000).

Country 2005/2006 Campaign 2019/2020 Campaign **

United States 250.0 315.0
China 12.0 * 46.0
Japan 30.5 75.0

Other non-producing countries 25.0 85.0

Source: [30]. * Figures for the 2008/2009 campaign. ** Provisional data.

In short, the olive oil sector injects a great deal of dynamism into the global economy, and these
data might partly reflect the interest in olive oil culture among non-producing countries, or those with
very low production compared to the total world production.

Characteristics of the Case Study

The study presented in this paper was conducted in the Spanish regions of Andalusia and
Extremadura. Both are situated in the south of Spain and have a total of 14 Protected Designations of
Origin (DOP) for Extra Virgin Olive Oil. Of these 14 Protected Designations of Origin, 12 are located in
Andalusia and two in Extremadura (Table 3).

The presence of these Protected Designations of Origin is a great support to the development of
OOT, as pointed out above, and can become one of the conditioning factors that motivates businesses
linked to these protected areas to move into the tourism industry, as analysed in some very specific
cases focused on these regions [5,18,20].

In addition, much of the land present in these regions is occupied by olive crops. Table 4 shows
the olive crop area within each of these regions compared to the total number of hectares cultivated.

As shown in Table 4, the cultivation of olives has a significant weight in the total cultivated
area. In Andalusia, olive groves account for the second largest cultivated or covered land area,
after woodlands and forest, and in the case of Extremadura, it occupies fourth place.

Besides this, due to the close relationship between OOT and the rural environment, both
regions Andalusia and Extremadura have great rural tourism infrastructures, such as the great
availability of accommodation places and employment rates. Furthermore, they have the support
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of the public administration, which facilitates financial and organizational support to develop OOT
programs (Table 5).

Table 3. Designations of Origin (DOP) for Extra Virgin Olive Oil in Andalusia and Extremadura.

Self-Governing Region Province Designation of Origin

Andalusia *

Cadiz Sierra de Cádiz

Córdoba

Aceite de Lucena
Baena

Montoro-Adamuz
Priego de Córdoba

Granada
Montes de Granada

Poniente de Granada

Jaén
Sierra de Cazorla

Sierra Mágina
Sierra de Segura

Málaga Antequera

Sevilla Estepa

Extremadura **
Cáceres Gata-Hurdes

Badajoz Aceite Monterrubio

Source: * [31], ** [32].

Table 4. Olive crop area in hectares.

Self-Governing Region Hectares of Olive
Groves

Total Hectares
Cultivated/Covered

% of Total
Culivated/Covered Area

Andalusia 1,652,489 3,540,903 46.67%
Extremadura 287,207 1,087,238 26.41%

Source: [33].

Table 5. Tourism data related to rural tourism accommodations in 2019.

Region Rural
Travelers

Number of
Overnights

Average Rural Accommodation
Places per Month

Average of Employed
Personnel

Andalusia 396,291 1,363,465 20,485 3555
Extremadura 225,790 494,801 7590 1004

Source: [34].

It should be noted that, despite the existence of other places in which OOT is in the process of
development, these are the regions of Spain where this type of tourism possesses a greater weight.
This fact is evidenced by the existing literature, which largely focuses on case studies located in
these regions [5,6,18,20,21,25–27,35,36], compared to those that have focused on Australia [37,38],
Argentina [39], or Turkey [40,41].

4. Methodology

4.1. Data Collection

In order to gain a more in-depth understanding of OOT demand, we analysed data from
609 surveys conducted at different oil mills that offer olive oil tourism products and services in these
two regions in the south of Spain, between January and December 2019. The technical specifications
for the survey are provided in Table 6.
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Table 6. Technical characteristics of the survey.

Population Olive oil tourists (national and foreign) who visited the mills surveyed
Scope Andalusia and Extremadura

Sampling points 2 olive oil mills in Jaén, 1 in Córdoba, 1 in Seville, 1 in Badajoz and 1 in Cáceres
Type of survey A structured questionnaire by means of a personal interview (annex 1)

Sample Size 609 valid surveys
Sampling error 4.0%

Level of confidence 95 per cent (p = q = 0.50)
Period of field work January to December 2019

To this end, given the impossibility of limiting the object of study (all olive oil tourists who visited
these regions during the months in which the survey was conducted) and, therefore, since this is
an infinite population, simple random sampling was applied, in which the only selection criterion was
to have carried out olive oil tourism activities in the oil mills surveyed.

The survey was structured into six blocks. In the first of them, respondents were asked about
different aspects of the trip and olive oil tourism experience they had participated in. In the second
block, they were asked to rate the olive oil tourism proposal they took part in. The third block was
dedicated to their assessment of the olive oil tourism destination. In the fourth block, they were asked
about their level of spending on the day of the visit. The fifth block was dedicated to ascertaining
the olive oil consumption habits of the respondents. Finally, the sixth block focused on analysing
the sociodemographic characteristics of the respondents. Different types of questions were used:
open-ended, closed (dichotomous and multichotomous, both single response and multiple choice)
and mixed. Different types of scales were also used to measure the study variables: on the one hand,
a Likert-type scale and, on the other, nominal non-metric scales, to identify the categories or options
with which the behaviour of the interviewees can be identified, in the case of qualitative variables,
which lack quantitative significance.

4.2. Methodology

The qualitative variables are described using frequencies and percentages, whereas quantitative
variables are summarized in terms of their mean value and standard deviation.

The sample of respondents was analyzed with regard to the characteristics of the trip and the olive
oil tourism experience. Question 15 of the questionnaire asked respondents to rate from 1 (minimum
score) to 10 (highest score) a set of activities they participated in during their olive oil tourism experience.
They were also asked to rate their experiences from different perspectives: leisure/entertainment,
cuisine/gastronomy, commerce/business and education.

To analyse these data, the answers to this question were grouped into four dimensions pertaining
to the perspective they were rating. It should be noted that not all of the respondents evaluated all
of the activities, and so, in order to obtain a reliable measure with sufficient representation in the
responses, we first analysed the internal consistency of the activities and, having verified that they
had good consistency, we proceeded to obtain a weighted average based on the number of activities
evaluated, as a global ratings measure of the activities selected by tourists. The weighted averages of
the grades according to the responses are classified as follows: 0 in the case that the respondent did not
respond to any of the activities, 1 if the grade assigned was a fail, 2 indicated a pass grade, 3 for good,
and 4 for excellent.

Question 8 asked olive oil tourists about which elements attracted them most to this type of
activity, in addition to their main reason for choosing OOT, asking them to score each element between
1 and 7 (1 being not at all attractive, 4 being indifferent, and 7 being highly attractive).

Having selected questions from that block of the survey, firstly, these variables were described,
and, with the aim of segmenting tourists according to the type of trip and the olive oil tourism
experience they participated in during their trip, a two-step cluster analysis was applied, as a valid tool
in market segmentation when sociodemographic, behavior or geographic variables are analysed [42].
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Cluster selection was based on the BIC criterion, considering a silhouette coefficient of more than 0.3 to
determine the quality of the selected clusters. Subsequently, the results of the cluster were confirmed
using a multinomial logistic regression model, finding correct cluster classification in 80% of cases,
indicating the reliability and accuracy of the cluster solution to classify the olive oil tourists in relation
to the type of trip and olive oil tourism experience, thus segmenting olive oil tourists into four groups.

Once the four clusters were generated, the sociodemographic characteristics of the tourists
categorized in each of them were described, using frequencies and percentages in the case of categorical
variables, and the mean value with its standard deviation in the case of continuous variables.
Bivariate comparisons were made using the chi-square statistical test, in the case of categorical
variables, and univariate multinomial logistic models to study the association of the variables with the
segmentation cluster.

Statistical tests were carried out at a significance level of 5% using the statistical software package
SPSS version 21.

5. Results and Discussion

The sociodemographic characteristics of the survey indicate that the average age of respondents
is 39.69, and the sample was split between 45.8% men and 54.2% women. 10.1% have no formal
education or only primary education, 34% have a secondary level of education, 44.7% were university
graduates and 11.2% have postgraduate studies (Master’s Degree and/or PhD).

66.2% of the respondents were employed, 25.6% were students or unemployed, and 8.2%
were retired or homemakers. Regarding the employment category of olive oil tourists, 55.1% were
skilled workers or middle management, 21.5% were business owners or independent professionals,
10.8% were civil servants with a university degree or teaching qualification, 6.3% were executives,
and 6.3% were unskilled workers or civil servants without a qualification.

17.7% of the respondents did not answer the question about their income level. Of those who
answered this question, 21.6% earned between 1200 and 1500 euros, 14.4% earned between 900 and
1200, 13.2% earned between 1500 and 1800, 13.2% earned in excesses of 3000 euros, 19.2% earned
between 1800–3000, and 18.6% earned less than 900 euros.

Table 7 provides a description of the characteristics of the trip and the olive oil tourism experience,
which was subsequently used to segment the population and create profiles of the tourists who engage
in olive oil tourism experiences.

Table 8 describes the degree of attraction felt by tourists toward each of the aspects proposed
in Table 9. An overall weighted average of the scores was obtained for the degree of attraction felt by
tourists toward the different elements.

Table 9 shows, for each perspective (leisure/entertainment, cuisine/gastronomy, commerce/business,
and education), the average weighted scores of the activities chosen by the respondents.

As explained in the methodology, with a silhouette measure of cohesion of 0.3, four clusters
were obtained, differing mainly in terms of the score obtained in the following variables:
leisure/entertainment, cuisine/gastronomy, commerce/business, and education; their reasons for
engaging in OOT; the aspects that interested them most during tastings (differentiating between oils
with and without flaws, and differentiating between the varieties of EVOO); and the means by which
they made their booking, and the type of stay.

The rest of the variables shown in the descriptive tables were irrelevant to the segmentation
of olive oil tourists according to their choice of trip and olive oil tourism experience (the disclosure
indicator was lower than 10% for the discrimination of the segments). The results, as pointed out
previously, were four differentiated groups of olive oil tourists. Below is a characterisation of the
clusters or groups in relation to their discriminant variables.
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Table 7. Description of the variables related to the characteristics of the trip and the olive oil tourism experience.

Variable N % Lost Variables N %

Place of residence

Activities that
motivated the trip
to the destination

Discover its historical and cultural heritage
Lives in the city 174 30.4

36 (5.9)
No 360 59.1

Does not live in the city but did not spend the night there 210 36.6 Yes 249 40.9

Does not live in the city but spent the night there 189 33 Enjoy nature

Stay No 516 84.7
Lives in the city and will not spend the night away from home 216 38.9

54 (8.9)

Yes 93 15.3

Camping 3 0.5 Visit relatives and/or friends
Home of family or friends 60 10.8 No 531 87.2

Country cottage 18 3.2 Yes 78 12.8

Hostel/B&B 36 6.5 Rest and relaxation
Hotel 201 36.2 No 477 78.3

Hotel-Apartment 21 3.8 Yes 132 21.7

Reasons for choosing olive oil tourism Enjoy local cuisine
Discover the origin and environment of a Protected Designation of

Origin 60 10.4

33 (5.4)

No 420 69

Discover the organoleptic properties of olive oil 123 21.4 Yes 189 31

Discover the neutraceutical properties of olive oil 9 1.6 Carry out activities related to business or work
Learn more about the different varieties of olive oil 102 17.7 No 528 86.7

Industrial 60 10.4 Yes 81 13.3

Business 42 7.3 Sports
Increase knowledge to make use of their studies/professional career 60 10.4 No 594 97.5

Engage in activities that are beneficial to health 45 7.8 Yes 15 2.5

Discover a new form of tourism 36 6.3

Aspects that
would interest

them most during
a tasting session

Differentiate between oils with and without flaws
Proximity to place of residence 33 5.7 No 393 64.5

Other 6 1 Yes 216 35.5

How did you find out about this type of tourism (olive oil tourism)? Differentiate between young and matured EVOO
During the trip 141 24.2

27 (4.4)

No 408 67
Press 15 2.6 Yes 201 33

Social media 111 19.1 Differences between the varieties of EVOO
Blogs 15 2.6 No 408 67

Television 9 1.5 Yes 201 33
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Table 7. Cont.

Variable N % Lost Variables N %

Internet Ads 9 1.5 Pairing EVOO and the best ways to combine
them with different foods

By consuming the brand of oil that this company produces 105 18 No 468 76.8
Through friends and family 99 17 Yes 141 23.2

Other 30 5.2

Aspects you
found most

interesting when
tasting olive oils

Differentiate between oils with and without flaws
University, classes, courses, studies 48 8.2 No 366 60.1

Advance booking for activities Yes 243 39.9

More than a month 213 36.8

30 (4.9)

Differentiate between young and matured EVOO
Between three weeks and a month 39 6.7 No 477 78.3

Between two and three weeks 45 7.8 Yes 132 21.7

Between one and two weeks 66 11.4 Differences between the varieties of EVOO
Less than a week. 111 19.2 No 414 68

On the day of the activity itself 105 18.1 Yes 195 32

Methods for booking activities Pairing EVOO and the best ways to combine
them with different foods

Online form on the company’s website 108 19

42 (6.9)

No 525 86.2
Traditional travel agency 60 10.6 Yes 84 13.8

Online travel agency 30 5.3

Type of tourism
or activities

carried out over
the last 12 months

Wine tourism
Telephone 129 22.8 No 453 74.4

Directly with the company, before the activity itself 174 30.7 Yes 156 25.6

Other 9 1.6 Gastronomic tourism
Friends, acquaintances 6 1.1 No 396 65

Work, University 51 9 Yes 213 35

Increased knowledge about harvesting, extraction and production Industrial tourism
No 6 1 18 (3) No 540 88.7
Yes 585 99 Yes 69 11.3

Interest in other olive oil tourism proposals Nature tourism
No 60 10.2 21 (3.4) No 495 81.3
Yes 528 89.8 Yes 114 18.7
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Table 7. Cont.

Variable N % Lost Variables N %

Recommendation of olive oil tourism experience Adventure tourism
NA 60 9.9

Type of tourism
or activities

carried out over
the last 12 months

No 492 80.8
Not recommendable/not very recommendable (1 to 3) 12 2 Yes 117 19.2

Indifferent or slightly recommendable (4 to 5) 108 17.7 Beach tourism
(Fairly) Recommendable (6) 189 31 No 381 62.6

Highly recommendable (always) (7) 240 39.4 Yes 228 37.4

Trips per year Rural tourism
1 Trip 24 4.2

42 (6.9)

No 426 70
2 Trips 183 32.3 Yes 183 30

3 Trips 189 33.3 Cultural tourism
More than 3 trips 171 30.2 No 390 64

Yes 219 36

Tourism related to another type of agri-food
production

No 552 90.6
Yes 57 9.4
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Table 8. Description of the aspects that make up the olive oil tourism experience, and the overall score obtained with Cronbach’s alpha test.

Attractiveness of the Different Elements of the Olive Oil Tourism Activities

Tasting N % Museums and interpretation centres N %
NA 150 24.6 NA 261 42.9

Not at all to not very attractive (1–3) 12 2 Not at all to not very attractive (1–3) 96 15.8
Indifferent-somewhat attractive (4–5) 42 6.9 Indifferent-somewhat attractive (4–5) 102 16.7

Attractive or very attractive (6–7) 405 66.5 Attractive or very attractive (6–7) 150 24.6

Tastings and food pairing together with other local products Culture and history of olive oil
NA 243 39.9 NA 240 39.4

Not at all to not very attractive (1–3) 15 2.5 Not at all to not very attractive (1–3) 60 9.9
Indifferent-somewhat attractive (4–5) 36 5.9 Indifferent-somewhat attractive (4–5) 84 13.8

Attractive or very attractive (6–7) 315 51.7 Attractive or very attractive (6–7) 225 36.9

Routes around the olive grove Enjoying spas and beauty and/or health treatments
NA 225 36.9 NA 306 50.3

Not at all to not very attractive (1–3) 51 8.4 Not at all to not very attractive (1–3) 84 13.8
Indifferent-somewhat attractive (4–5) 129 21.2 Indifferent-somewhat attractive (4–5) 33 5.4

Attractive or very attractive (6–7) 204 33.5 Attractive or very attractive (6–7) 186 30.5

Contact with the processes of harvesting and production Overall Score for the attractiveness of the elements of the activity Cronbach’s Alpha
NA 222 36.5 NA 123 20.2

0.9
Not at all to not very attractive (1–3) 54 8.9 Not at all to not very attractive 27 4.4
Indifferent-somewhat attractive (4–5) 93 15.3 Indifferent-somewhat attractive 264 43.3

Attractive or very attractive (6–7) 240 39.4 Attractive or very attractive 195 32
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Table 9. Grades awarded to the activities carried out by olive oil tourists in terms of leisure, gastronomy, commerce and education.

Grade Awarded to Activities from the
Perspective of Leisure/Entertainment N % Cronbach’s Alpha Grade Awarded to Activities from the

Perspective of Commerce/Business N % Cronbach’s Alpha

NA 165 27.1

0.749

NA 384 63.1

0.84
Fail 15 2.5 Fail 36 5.9
Pass 27 4.4 Pass 18 3

Good 165 27.1 Good 72 11.8
Excellent 237 38.9 Excellent 99 16.3

Grade Awarded to Activities from the
Perspective of Gastronomy/Cuisine N % Cronbach’s Alpha Grade Awarded to Activities from the

Perspective of Education N % Cronbach’s Alpha

NA 306 50.2

0.812

NA 342 56.2

0.832
Fail 12 2 Fail 21 3.4
Pass 24 3.9 Pass 33 5.4

Good 102 16.7 Good 93 15.3
Excellent 165 27.1 Excellent 120 19.7
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5.1. Cluster 1—Dabbler Olive Oil Tourists

This cluster contained a total of 165 respondents, 47.3% of which reside in the city. In general,
this cluster is characterised by the fact that, for the most part, these tourists reside in the city or do not
spend the night away from home (56.4%), and of the other half, 23.6% stayed in a hotel, 14.5% with
friends and family, and the rest in hostels/B&Bs and apartments (approximately 5%). With regard to
the main reason for choosing OOT, this group is characterised by wanting to know more about the
differences between varieties of olive oil (21.8%), engaging in activities that are beneficial to their health
(21.8%), and choosing olive oil tourism on account of the proximity of this experience to their place
of residence (18.2%). Bookings were mainly made using an online form on the company’s website
(30.9%), by telephone (20%), or directly with the company before the activity itself (27.3%). In total,
65.5% indicated that the difference between the varieties of oil was the aspect that interested them most.
In relation to the ratings given to the activities in terms of leisure, 50.9% did not rate any of them as leisure
or fun, 36% rated them as being excellent and 12.7% good. In terms of gastronomy, 85.5% did not respond
or rate the activities, and the remainder rated the activities as excellent (9.1%) and good (3.6%). All of the
participants in this group did not rate the activities in terms of commerce/business or education.

5.2. Cluster 2—Experiential Olive Oil Tourists

This cluster contained a total of 108 respondents, 36% of which reside in the city. 55% spent the
night away from home, staying mainly in hotels (25%) and hostels/B&Bs (19.4%), and only 5.6% with
family or friends. The main reasons that led them to choose OOT included learning more about the
varieties of olive oil (25%), increasing knowledge to make better use of their studies/career (19.4%),
business (16.7%), and discovering a new form of tourism (13.9%). They made their reservations
through work/university (30.6%), 13.9% filled in an online form or booked the activity directly with the
company, and 11.1% booked by telephone or using an online travel agency. The majority of the olive oil
tourists in this group (63.9%) had previously taken beach holidays. In total, 75% of the members of this
group rated the activities with regard to leisure and fun as either good or excellent, 13.9% gave a pass
grade, 8.3% awarded a fail grade, and 2.8% did not rate them as leisure activities. In total, 66.7% rated
the activities in terms of gastronomy with a good grade, followed by 16.7% that awarded a pass grade.
Only 5.6% of tourists in this group felt that these activities could not be rated in terms of gastronomy.
In total, 50% rated the activities in terms of commerce/business with a good grade, 13.9% awarded
a pass grade and 16.7% awarded a fail grade. In terms of education, 5.3% rated the activities as good,
and 25% awarded a pass grade. In total, 11.1% awarded the activities a fail grade in terms of education,
and only 5.6% rated them excellent.

5.3. Cluster 3—Half-Day Guest Olive Oil Tourists

With a total of 126 participants, 66.7% of which do not reside and did not spend the night in the
city, this group is characterised by a large majority of participants who spent the night away from
home (72%), staying mostly in hotels (38%) and with relatives and friends (21.4%). The main reasons
for choosing OOT included discovering the origin and the environment of a Protected Designation
of Origin (21.4%), learning about the organoleptic properties of olive oil (21.4%), increasing their
knowledge to make better use of their studies/career (10%), and 11% for industrial reasons. Reservations
were made (50%) directly with the company just before the activity, 19% by telephone and 16.7% using
an online form. 54.8% indicated that what most interested them in the tasting sessions was learning
how to differentiate between oils with and without flaws. In total, 71.4% had not been on a beach
holiday in the previous year. All of the participants rated the activities as leisure, with 85.7% awarding
an excellent grade and 14.3% awarding a good grade. In total, 88.1% of the tourists rated the activities
in terms of gastronomy with an excellent grade, and 9.5% did not rate the activities in gastronomic
terms. In total, 61.9% rated the activities as excellent on a commercial level, and 31% did not assign
any commercial or business value. In total, 66.7% of the respondents rated the activities as excellent in
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terms of education, and 9.5% assigned a good grade. However, 23.8% of participants in this group did
not rate any of the activities as educational.

5.4. Cluster 4—Enthusiast Olive Oil Tourists

This cluster contained a total of 78 participants, 70% of which do not reside but did spend the
night in the city, mostly in hotels (84.6%), and 7.7% in hotel–apartments. Most of the participants
indicated that their main reason was to learn about the organoleptic properties of olive oil (69.2%),
followed by discovering the origin and environment of a Protected Designation of Origin (11.5%).
Reservations were made mostly by phone (73.1%), with 15.4% making the booking directly with the
company just before the activity. With regard to tasting sessions, 96.2% indicated that the aspect that
interested them the most was learning to differentiate between oils with and without flaws. In total,
92.3% had not been on a beach holiday in the previous year. When rating the activities in terms of
leisure and entertainment, 38.5% awarded them a good grade, and 34.6% awarded an excellent grade.
The rest of the participants did not rate the activities in terms of leisure and fun. None of participants
in this group rated the activities in terms of gastronomy or commerce/business, and 96.2% did not rate
them as an educational activity.

The analysis of the clusters according to the sociodemographic variables (Table 10) shows that there
are no significant differences in the clusters according to gender (p = 0.243), with a similar distribution
of men and women in the different clusters. However, significant differences were observed between
the clusters regarding the average age of the respondents. Wald’s chi-square statistical test of the
univariate multinomial model indicates a significant association between age and the segmentation
cluster (Wald = 17.94, D.F. 1; p < 0.001). Older tourists (48 years of age (SD = 9.81) and N = 69) are more
likely to be classified in cluster 4, followed by cluster 3 (42.2 years of age (SD = 11.9) and N = 123),
cluster 1 (40.4 years of age (SD = 12.4) and N = 138) and cluster 2, where the younger participants are
classified (28.8 years of age (SD = 11.9) and N = 84).

With regard to the level of education, significant differences are observed, and we are more likely
to find a respondent without a formal education or with only a primary education in cluster 1 (71% of
tourists without a formal education are classified in cluster 1), whereas a higher percentage of tourists
with postgraduate studies are classified in cluster 3 (57.9% of graduate students are characterised by
being in cluster 3) (p < 0.001).

Unemployed respondents or students are classified, for the most part, in cluster 2 (57.9%),
in contrast to 12.4% of the employed respondents classified in this cluster. The lowest percentage of
unemployed respondents or students are classified in cluster 4, and students and the unemployed
are less likely to have a profile defined in cluster 4 in terms of olive oil tourism experience. Cluster 1
presents the lowest level of tourist differentiation according to their occupation, and there is greater
homogeneity in the percentages of unemployed, employed or retired tourists classified in cluster 1.

In relation to professional category, the majority of civil servants with a qualification and a high
percentage of executives are classified in cluster 1, giving this cluster a more defined profile with
regard to the olive oil tourism experience. The majority of independent professionals and business
owners are classified in cluster 3. However, the majority of unskilled workers are classified in cluster 2.
Thus, according to occupational category, there is a significantly higher or lower probability of belonging
to a cluster (p < 0.001).

Finally, in relation to income, lower income respondents are mainly classified in cluster 2 (54.2%),
while those on higher incomes are classified in clusters 1 and 3 (p < 0.001).

It should be noted that the clusters do not contain all of the people surveyed, since the aim was to
generate very homogeneous groups that respond to statistically significant characteristics, and this
causes the segments obtained to yield a very specific profile in each case.

In relation to consumption habits, 97% of respondents answered the question regarding the
frequency with which they consume olive oil. In total, 76% consume it daily, 13.7% consume it between
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4 and 6 days a week, 6.6% consume it between 1 and 3 days a week, and 3.6% did not consume it.
In total, 86.2% of respondents stated that they consume the oil raw, and 74.4% cooked.

Table 10. Distribution of respondents per cluster according to sociodemographic variables.

Characteristic Cluster of the Olive Oil Tourism Experience Cluster 1 Cluster 2 Cluster 3 Cluster 4 Chi-Square Test

Gender

Male N 51 39 63 24
Chi-square (3) = 4.18;

p-value = 0.243
% 28.8% 22.0% 35.6% 13.6%

Female N 75 54 57 27
% 35.2% 25.4% 26.8% 12.7%

Education

No education or primary Ed. N 30 3 0 9

Chi-square (9) = 99.575;
p-value = 0

% 71.4% 7.1% 0.0% 21.4%

Secondary/High School/Middle School Ed. N 33 30 33 45
% 23.4% 21.3% 23.4% 31.9%

Graduate N 69 60 54 21
% 33.8% 29.4% 26.5% 10.3%

Postgraduate (Masters and PhD) N 15 9 33 0
% 26.3% 15.8% 57.9% 0.0%

Occupation

Student or Unemployed N 33 66 12 3

Chi-square (6) = 120.963;
p-value = 0

% 28.9% 57.9% 10.5% 2.6%

Employed N 114 39 93 69
% 36.2% 12.4% 29.5% 21.9%

Retired/Homemaker N 12 0 15 6
% 36.4% 0.0% 45.5% 18.2%

Category

Unskilled worker or Civil Servant without a qualification N 9 12 3 0

Chi-square (12) = 95.513;
p-value = 0

% 37.5% 50.0% 12.5% 0.0%

Skilled worker or middle management N 60 48 39 60
% 29.0% 23.2% 18.8% 29.0%

Business Owner/Independent Professional N 33 3 42 6
% 39.3% 3.6% 50.0% 7.1%

Civil Servant with a Qualification/Teacher N 21 3 12 3
% 53.8% 7.7% 30.8% 7.7%

Executive N 6 12 9 0
% 22.2% 44.4% 33.3% 0.0%

Income

<900 N 21 39 9 3

Chi-square (15) = 116.671;
p-value = 0

% 29.2% 54.2% 12.5% 4.2%

900–1200 N 18 15 9 12
% 33.3% 27.8% 16.7% 22.2%

1200–1500 N 42 12 12 27
% 45.2% 12.9% 12.9% 29.0%

1500–1800 N 15 0 15 9
% 38.5% 0.0% 38.5% 23.1%

1800–3000 N 27 12 36 15
% 30.0% 13.3% 40.0% 16.7%

>3000 N 30 6 21 0
% 52.6% 10.5% 36.8% 0.0%

Analysis of the segmentation of tourists according to their consumption habits indicates that those
who do not consume oil (100% of these) are classified in cluster 2, in contrast to those who consume it 1 to
3 days a week (88.9%), who are associated with cluster 3 (chi-square significant association = 99; d.f = 9;
p-value < 0.001). Consumers of cooked oil are more likely to be classified in cluster 1, while those who
consume raw oil are found in greater percentages in clusters 3 and 4 (p < 0.001).
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6. Conclusions

The results presented in this article have made it possible to validate the initial hypothesis proposed.
Through the data obtained based on the design of a complex survey with more than 35 questions,
it was possible to segment olive oil tourists into different groups regarding their motivations, interests,
mode of booking, type of traveller (tourist or day-tripper), type of accommodation chosen and, finally,
a quadruple assessment of each of the activities carried out on the basis of the four proposed perceptions
(leisure, gastronomy, business, and education), according to the results obtained.

There is a need to clarify from the outset that, although we talk here of OOT, many respondents
were not tourists, but rather visitors, since they did not spend the night away from home. However,
since it is an emerging type of tourism, given the limited number of tourists driven by these motivations
and the need to characterise the demand for this type of activity, we preferred to analyse all those
surveyed, even though not all of them were tourists. In fact, this is reflected in the segmentation applied.

Before the information was processed, OOT was shown to possess a number of features that
situate it within the category of SIT, and some very specific motivations lead tourists to choose
activities relating to olive oil, involving, on many occasions, a high degree of involvement on their part.
Furthermore, to avoid redundancy when characterising the demand for OOT, we analysed the existing
literature and studies that have created random surveys administered to olive oil tourists that have
provided a primary profile.

The characterisation provided here allows demand to be classified into several groups.
The differences displayed by these four clusters reside mainly in the form of travel (whether or
not they stay overnight, and if they do where they stay), along with the interests that motivate them
to choose OOT, which take on a more professional and/or specialised focus (learning to differentiate
between different varieties of EVOO, or to identify flaws in tasting sessions) among segments of olive
oil tourists with a higher level of education, or those seeking professional and/or academic benefit by
carrying out these activities (Table 11).

Table 11. Olive oil tourists’ characteristics.

Olive Oil Tourist Clusters Olive Oil Tourists’ Main Characteristics

Cluster 1—Dabbler Olive
Oil Tourists

- Origin: Mainly residents or visitors who do not overnight in the city.
- Accommodation: Non-residents who overnight prefer hotels and relatives

and friends’ houses.
- Wants: Improving their knowledge about varieties of olive oil and looking

for activities beneficial to their health.
- Booking: Mainly online or directly in the company.

Cluster 2—Experiential
Olive Oil Tourists

- Origin: Non-residents. Half of them overnight in another city.
- Accommodation: Hotels and hostels.
- Wants: Improving their knowledge about varieties of olive oil and

increasing knowledge to make better use of their studies/career.
- Booking: Through workplace and online.

Cluster 3—Half-Day Guest
Olive Oil Tourists

- Origin: Non-residents who overnight in another city.
- Accommodation: Hotels or relatives and friends’ houses.
- Wants: discovering the origin and the environment of a Protected

Designation of Origin and learning about the organoleptic properties of
olive oil.

- Booking: Immediately in the company.

Cluster 4—Enthusiast Olive
Oil Tourists

- Origin: Non-residents who overnight in the city.
- Accommodation: Mainly hotels.
- Wants: A majority prefer learning about the organoleptic properties of

olive oil.
- Booking: A majority made the reservation by phone.

The results obtained are very useful for companies that are currently developing OOT, or for those
thinking of diversifying their economic activity; they are also useful for policymakers and destination
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managers, who have to guide their decisions according to the motivations and expectations of the
real or potential demand. Finally, we must highlight the need to replicate these analyses regarding
demand for OOT as it increases its market volume in the different geographical points where it is
located, in order to obtain an increasingly accurate profile for the clusters obtained in this study.
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