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Abstract

Previous research suggests that destination brand can benefit from the involvement of residents in its
co-creation alongside other stakeholders. For this purpose, it is crucial to guarantee that residents support
the development of tourist activity and feel good in their relationship with tourists. This study, developed
in the scope of the project SAICT-ALG/39584/2018 aims to validate a model to clarify how residents'
support for tourism and connection with tourists impact their behaviours towards tourism development.
The model is estimated using data collected between 2020 and 2021 from a sample of 4,026 residents
in the Algarve region, the most important Portuguese tourism region. Overall, the study results highlight
residents' potential role as ambassadors concerning the destination brand.
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