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Abstract 

Tourism’s contribution to the economy, in general, and to local 

economies, in particular, is widely accepted. Given the increasing 

competition between destinations and complexity of tourism 

destination management, the formation and development of 

cooperative relationships between stakeholders has become a 

requirement for success and sustainability. This study sought to 

understand business cooperation in terms of specific territories’ 

complementarity, with a specific focus on tourism development in the 

Portuguese subregion of the Setúbal Peninsula. A qualitative 

methodology was applied using a case study. Documentary sources 

were analysed to collect data to facilitate the peninsula’s 

characterisation, and semi-structured interviews were conducted with 

a focus group. The results indicate that stakeholders understand 

cooperation’s importance to obtaining synergies that ensure tourism 

and regional development. The interviewees identified a set of benefits 

associated with cooperation, but these experts are all aware of this 

strategy’s challenges, which, nonetheless, do not necessarily diminish 

their willingness to cooperate. 

Keywords: Tourism, cooperation, sustainable regional development.

 

Resumo 

O contributo do turismo para a economia em geral e, em particular, 

para as economias locais, é inquestionável. Atendendo à crescente 

competitividade e concorrência entre destinos e ao aumento da 

complexidade da gestão dos destinos turísticos, o desenvolvimento de 

relações de cooperação entre os stakeholders tem sido apontado como 

um requisito para o sucesso e a sustentabilidade. Este estudo visa 

compreender a cooperação empresarial na perspetiva da 

complementaridade entre as diferentes singularidades territoriais, 

visando o desenvolvimento turístico da sub-região da Península Setúbal. 

A metodologia qualitativa utilizada foi o estudo de caso. Como 

instrumentos de recolha de dados foram utilizados a análise de fontes 

documentais e entrevistas semiestruturadas aplicadas no âmbito de focus 

group. Os resultados indiciam que os stakeholders compreendem a 

importância da cooperação para a obtenção de sinergias que 

assegurem o desenvolvimento do turismo e do território; identificam 

um conjunto de benefícios associados à cooperação e possuem uma 

consciência coletiva sobre algumas dificuldades a ela associadas, mas 

que não obstam à sua disponibilidade para cooperar. 

Palavras-chave: Turismo, cooperação, desenvolvimento regional 

sustentável. 

 

1. Introduction 

The importance of tourism for regional development seems to be 

increasingly recognised, and it should be seen as a tool that 

contributes to the sustainability of tourist destinations, both in 

the economic dimension and in the social and environmental 

dimensions. However, several authors point out the complexity 

of the management of tourist destination areas, reinforcing the 

pertinence of cooperation between them. 

The Lisbon Region, already declared as a tourist destination, 

consists of two sub-regions: Greater Lisbon, centred in the city of 

Lisbon and undoubtedly recognised as a pole of tourist 

attractions, and the Peninsula of Setúbal, with equally attractive 

wealth and diversity, but still less widespread. This region 

includes a set of areas with different offers, whose attractiveness 

can be enhanced by the complementarity of the different 

territorial singularities, making the need for cooperation between 

the various agents that integrate it pertinent. 

Thus, this study has as its primary objective to understand the 

business cooperation from the perspective of complementarity, 

aiming at the tourist development of the sub-region of the 

Peninsula Setúbal. The specific objectives were: 1) to regard the 

Setúbal Peninsula as an integrated territory in the Lisbon 

Region, in terms of tourist supply and demand; 2) to investigate 

how to enhance the attractiveness of this territory; 3) to know 

the integrated strategies, products and services; 4) to observe 

the availability of the various stakeholders involved in the 

sector for cooperation; 5) to appreciate the expected benefits 

of such a cooperation; 6) to understand the constraints of 

cooperation; 7) to recognise the areas of intervention available 

for future cooperation projects. 

The study, which is organised in two parts, includes, in the first 

part, a literature review and a theoretical framework for 

tourism, sustainable development and regional development, 

as well as aspects related to cooperation. In the second part, an 

empirical study of a qualitative nature is developed to achieving 

specific objectives, through the collection of information from 

INE and the Lisbon Tourism Observatory; The Local 

Development Strategy Report for the Setúbal Peninsula 2014-

2020 and interviews conducted in the focus group. 
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2. Literature review 

2.1 Tourism and development 

In 1987 the Brundtland Report presented a new development 

concept - sustainable development. This new concept 

emphasises aspects related to human resources and 

development, considering three crucial dimensions: economic, 

social and environmental (United Nations, 1987), showing a 

strong concern for the satisfaction not only of present but also 

future needs. 

The understanding of tourism as a potential promoter of the 

general development of the economy, and particularly of local 

economies (Murphy, 1997, Yasuo & Shinichi, 2013) is 

increasingly consensual. Consequently, it is imperative that this 

activity takes on the values of sustainability reinforced in the 

Brundtland Report.  

Thus, the concept of sustainable tourism must fit into 

sustainable development. This framework is visible in Agenda 

21, chapter 7, on promoting sustainable development, which 

sets out as a priority the promotion and formulation of 

environmentally sound and culturally sensitive tourism 

programs as a strategy for the sustainable development of 

urban and rural areas and as a way of decentralizing urban 

development and reducing regional asymmetries (United 

Nations, 1992). 

Over the years, the European Commission has provided some 

guidelines that reinforce the relevance of tourism to 

sustainable development. In 2007, the Tourism Sustainability 

Group, in the "Action for More Sustainable European Tourism" 

report, reinforces its objective of stimulating actions that allow 

more sustainable European tourism through a continuous 

process. In the same year, through the "Agenda for a 

Sustainable and Competitive European Tourism", the European 

Commission took on a long-term commitment, supported by 

the Tourism Sustainability Group report, contributing to the 

implementation of the relaunched Lisbon Strategy, in line with 

the Sustainable Development Strategy. In this document, the 

Commission invites all stakeholders, directly and indirectly, 

involved in tourism to respect the principles set out in the 

Sustainability Group's "Action for More Sustainable European 

Tourism" report. 

2.2 Contribution of tourism to regional development 

Several studies reveal an understanding of the relevance of 

tourism to development, in particular, to regional 

development. Some approaches have been undertaken, 

including that of Murphy (1997), which refers to the importance 

of sustainable tourism for increasing the well-being of the local 

community, which in itself is a determining factor for local 

development. Marujo and Carvalho (2010) also point out that 

tourism is a phenomenon of great importance from a political, 

economic, environmental and socio-cultural point of view. For 

these authors, the economic and socio-cultural importance of 

tourism has turned this activity into a fundamental axis for the 

economy and development of many regions, attracting the 

attention of regional and local governments interested in 

promoting growth in their territories. Other authors emphasise the 

relevance of exploiting the agricultural potential of the regions, 

preserving and recognising the richness of natural, cultural, 

historical and landscape resources, as relevant development and 

competitiveness factors (Fons, Ferro &Patino, 2011, Park, Lee, Choi 

& Yoon, 2012). 

In the case of the Lisbon Region, tourism has gained importance 

in its economy. According to the Strategic Plan for Tourism in the 

Lisbon Region 2015-2019, tourism should develop a set of 

strategies, namely: 1) to deepen the relationship between the 

city of Lisbon and the Region - introduction of a tourism 

development model that fosters an integrated vision; 2) to 

reinforce the diversity of the tourist offer in the Lisbon Region, 

and 3) to value existing assets in the Lisbon Region by developing 

appropriate tourism products. 

The Lisbon Regional Tourism Plan 2015-2019 (ERTL, Turismo de 

Lisboa) considers five centralities: Cascais, Sintra, Arrábida and 

Arco do Tejo, as well as the existence of a set of aggregating 

elements that guarantee the identity, coherence and relevance 

of these Territories. Setúbal is part of the central Arrábida. 

According to the Strategic Development Plan - Prospective 

Diagnosis - 2016, in the region of Setúbal, there are a set of 

arguments and tourist attractiveness, explained in figure 1.
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Figure 1 - Arguments of Tourist Attractiveness of Setúbal 

Source: Adapted from ERTL. 

2.3 Cooperation, tourist destinations and regional 

development 

The concept of a tourist destination should be understood as a 

space that integrates tourism as a set of cumulative attractions 

that, due to the impression they offer and set of tourism 

infrastructures, is recognised as Tourism Hotspots (Pirjevec & 

Kesar, 2002). The management of the spaces in these 

destinations is complex and issues such as "quantity of 

attractions that a space needs" and "maximum intensity of the 

simultaneous presence of tourists in the space" are important. 

In this sense, the concept of tourist destination must go further, 

that is, it must consider the "group of agents linked by mutual 

relationships with specific rules, where the action of each actor 

influences that of the others, so that common objectives must 

be defined and attained in a coordinated way "(Fyall, Garrod & 

Wang, 2012). As such, it is essential that tourist destinations 

present a holistic offer that incorporates the values of different 

entities but with experiences that are individually significant. 

Also, the authors Zach and Racherla (2011, p.98) state that a 

tourist destination, from the perspective of the current tourist, 

is increasingly interpreted as "a series of interrelated activities 

and attractions that have to work in unison in order to achieve 

a satisfactory and healthy experience”. Besides, Albrecht (2013) 

mentions that cooperation, involving the various organisations 

of the sector, is worked in such a way as to combine the natural, 

cultural and social aspects of a destination, associating the 

services related to tourism, favouring the perception of a "total 

tourist product" and responding more effectively to tourists' 

expectations. 

According to Saito and Ruhanen (2017), no tourism 

organisation, even if it is pre-eminent in the sector, is capable 

of developing an effective tourist destination in its own right. 

The formation and development of cooperative relations 

among stakeholders thus appear as a prerequisite for the 

development of sustainable tourism (Albrecht, 2013). 

On the other hand, as competitiveness and competition 

between destinations are increasing, cooperation between 

them can be an essential tool for their success and to ensure 

their longevity. Such co-operation is essential for increasing 

demand and for destinations to achieve growth and sustainable 

development, reconciling economic growth and social well-

being while respecting environmental constraints. As Porter 

and Kramer (2011) point out, the creation of added value 

generates a greater economic worth that creates a higher value 

for society, responding to its needs and challenges. 

The development of public and private partnerships and a 

decrease in competition between entities and economic agents 

in a tourist destination can be achieved by building common 

values, where all parties involved contribute to the common 

purpose of economic, social and environmental sustainability 

(Vaidyanathan & Scott, 2012). To this end, Pearce (2015) 

advocates long-term management of these tourist destinations, 

enabling optimal economic development, a high standard of 

living, as well as environmental, social and cultural 

preservation. 

The management of tourist destinations should, therefore, be 

understood as a network of virtual organisations made up of 

independent organisations that have a set of resources and 

business objectives, with common management of segments 

(Magaš, 2010). In this way, tourism functions and activities, 

which would hardly be carried out or offered individually, 

become feasible through cooperation which, in turn, allows for 

a response and superior performance. 

This issue of cooperation for competitiveness and sustainability 

of organisations becomes particularly important in the dynamic 

and competitive environment in which we live, characterised by 

intense competition, high volatility, rapid changes and 

increasingly empowered consumers. Jesus and Franco (2016, p. 

66) even say that "very little can happen in this sector without 

the various organisations working together to serve and satisfy 
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the consumer" and create value for themselves. Also, this 

aspect of the value created for stakeholders in the context of 

cooperation is a relevant issue for the success of this practice. 

According to Bititci, Martinez, Albores and Parung (2004, 

p.253), cooperation practices should be understood in the 

context of a win-win situation, that is, "an organisation that 

satisfies the expectations of its clients must create wealth for 

its stakeholders: creating value for both parties." 

2.3.1 Benefits of cooperation 

As the literature produced in different areas of knowledge 

attributes multiple benefits to inter-organisational 

cooperation, including the tourism sector, the positive values 

derived from it are particularly captivating for organisations. 

Through cooperation, organisations reduce the costs of actions 

in the market, define joint strategies to achieve greater 

efficiency and scale (Mendonça, Varajão & Oliveira, 2015). Also, 

it is possible for them to share resources, skills and knowledge, 

risks, responsibilities and rewards (Bititci et al., 2004) and to 

have access to other experiences and more business 

opportunities (Zach & Racherla, 2011). Zee and Vanneste (2015, 

p.52) also mention as benefits of cooperation, "the 

improvement of tourism product quality, a better quality of 

services, a more efficient production process, growing 

sustainability of the tourist destination and a more competitive 

tourist destination. "Jesus and Franco (2016), based on a study 

carried out in a region in the interior of Portugal, revealing that 

cooperation between tourism companies contributes to higher 

satisfaction of tourists, as well as generating a positive impact 

on regional development, both in terms of economic growth 

and social benefits generated for the local community. 

As seen, there are many advantages derived from the 

cooperative relationships established between organisations. 

However, according to Cao and Zhang (2010, p.359) these 

advantages "may not be immediately visible." 

Also, as one would expect, some factors make it difficult to 

establish cooperative relations, to consolidate and maintain 

them. Nonetheless, the same authors point out that the 

potential rewards of a long-term relationship are so attractive 

and strategic to the organisations involved that they "should 

invest their efforts to make it work" (Cao &                                                                                                                                                                          

Zhang, 2011, p.175). 

2.3.2 Difficulties in inter-organisational cooperation 

In the case of relations between organisations, cooperation 

presents some complexity, and there are a set of factors, 

already identified in the literature that can obstruct its 

operationalisation. These factors are usually associated with 

power relations established between stakeholders (Saito & 

Ruhanen, 2017), often associated with their different 

dimensions (Jesus and Franco, 2016), which in themselves have 

other constraints; disagreeing visions, divergent and sometimes 

competing interests (Saito & Ruhanen, 2017), lack of dialogue 

and leadership (Jesus & Franco, 2016) but also different styles 

of communication (Saito & Ruhanen, 2017). It should be noted 

that both trust and commitment are dimensions that are 

referred to as being critical to the success of inter-

organisational relationships (Zach & Racherla, 2011; Zee 

&Vanneste, 2015 and Jesus & Franco, 2016). 

In the tourism sector, networks for cooperation are particularly 

crucial to 1) improve the designing and promotion of tourist 

initiatives (Cawleya, Marsatb & Gillmor 2007; Lemmetyinen & 

Go 2009) and 2) develop a tourism product or service that 

meets the expectations of consumers and increases the 

demand (Petrou et al., 2007; Sfandla & Bjork 2013). However, 

essential preconditions are crucial in the creation and 

development of these networks, namely mutual trust between 

the participants. Several authors considered that trust is 

essential in establishing relationships between partners (Gulati 

& Singh, 1998; Gabor, 2015). In inter-organisational 

relationships, trust involves both expecting correct behaviour 

from other members and having confidence in their 

competence (Das & Teng 2002).  

The long-term success of the business relationship also depends 

on the ability of the participants to cooperate and coordinate 

(Adair and Brett, 2004). In this sense, the development of a set 

of negotiation strategies is essential to involve participants who 

are willing to cooperate (Yin, Wu & Tsai, 2012). The role of 

governance is also essential in encouraging coordination and 

supervision of the members of the network (Sherer, 2003; 

Zafiropoulos, Vrana & Antoniadis, 2015). 

Finally, other aspects referred to by several authors are 

essential, such as the understanding by all participants of the 

purpose of the network, the equality of assets between 

partners (Kuittinen, et al., 2008), the amount of capital and 

knowledge-based investment in the network (Hoethker & 

Mellewigt, 2009) and the costs of coordination (Gulati & Singh, 

1998). 

3. Methodology 

Considering the objectives described above, qualitative 

research was defined as more appropriate. Qualitative research 

allows the interaction with the subject of the research 

becoming, in Yin's perspective (2011), adequate to study both 

the motivational basis and the dynamics that support the 

behaviour, interactions and decisions of individuals in a given 

context of daily life. 

A particular methodology of this type of research is the case 

study because it enables the "investigation of a contemporary 

phenomenon in its real context, especially when the boundaries 

between phenomenon and context are not clearly defined" 

(Yin, 2003, p.13). This study aims to understand the propensity 

of companies and other organisations linked to the tourism 

sector for cooperation, considering the need to promote 

tourism in the Setúbal Peninsula and to increase their 

competitiveness. 
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Also, within the methodology of a case study, this study can be 

presented as a single case study, given that it reveals the 

opinions and motivations of a group, constituted by a 

representative but with a delimited set of organizations 

belonging to a given sector, which for Yin (2003, p.40) 

"represents an extreme or unique case". 

It should also be noted that, as qualitative research, given the 

heterogeneity of the participants, with a strong representation 

of the most relevant stakeholders in the region (ERTL, ADREPES, 

City Councils, Economic Agents with activity in several areas), it 

was possible to obtain rich and detailed information. 

Patton (2002) and Stake (2010) point out that one of the most 

common qualitative research instruments is the interview, 

which according to Yates and Leggett (2016, p.226) can be 

applied to a specific group since "A focus group can be 

considered an in-depth group interview.” 

Regarding the characterisation of the Setúbal territory, 

information was collected from INE; the Lisbon Tourism 

Observatory and the Local Development Strategy Report for the 

Setúbal Peninsula 2014-2020. Besides, data collection was 

carried out through group interviews, supported by a semi-

structured questionnaire, with the objective of obtaining and 

describing in detail the empirical evidence in the field of 

research. According to Patton (2002, p. 4) in this contact the 

"people's experiences, perceptions, opinions, feelings and 

knowledge" should be retained, and "the data constitute a 

literal citation with enough context to be interpretable." In this 

sense, the guidance of Yates and Leggett (2016, p.226) was 

followed, which refers that “the researcher initiates discussion 

by asking open-ended questions so that the participants are 

motivated but not guided to discuss the relevant topic. The 

researcher listens and observes the discussions that follow, 

intervening as little as possible as long as the discussion remains 

on the topic. In such a discussion, the participants are expected 

to reveal their knowledge and express their opinions about the 

subject matter.” In this data collection, several agents from the 

tourism sector in the region were involved (Table 1), organised 

in working groups with a maximum of ten participants and 

coordinated by a moderator. In total 50 participants were 

involved. These groups were invited to reflect, discuss and 

respond to each of the six questions that were presented to 

them and which intended to infer about business cooperation 

in the perspective of complementarity, aiming to promote 

tourism and the socioeconomic development of the Setúbal 

Peninsula. 

Table 1 - List of participants 

Subsector Organization / Entity 
Name of 

representative 
Position / Category 

City Council 

Câmara Municipal de Alcochete  Mário Rosado Senior Technician in Tourism 

Câmara Municipal de Almada 
Ana Cardeira Head of Tourism Division 

Filomena Calretas Senior Technician in Tourism 

Câmara Municipal do Barreiro  Maria José Bronze 
Senior Technician in the Office of Business 
Support 

Câmara Municipal de Palmela 

Carla Gomes Senior Technician in Tourism 

Cláudia Silva Senior Technician in Tourism 

Susana Caetano Senior Technician in Tourism 

Câmara Municipal de Sesimbra 

Ana Paula Polido Senior Technician in Tourism 

Carla Macedo Senior Technician in Tourism 

Sérgio Marcelino  City Councilor 

Câmara Municipal de Setúbal 

Fernanda Correia Senior Technician in Tourism 

Fátima Silveirinha 
Senior Technician in the Office of Business 
Support 

Sandra Duarte 
Senior Technician in the Office of Business 
Support 

Câmara Municipal do Seixal Carla Russo 
Coordinator of the Office of Economic 
Development and Tourism 

Regional 
Entity of 
Tourism  

ERTRL - Entidade Regional de Turismo da Região de 
Lisboa 

Clara Pereira 
Director of the Nucleus for Tourism 
Promotion 

Isabel 
Vasconcelos 

Senior Technician in Tourism 

Teresa Mosqueira Senior Technician in Tourism 

Regional 
Associations 

ADREPES - Associação para o Desenvolvimento 
Rural da Península de Setúbal 

Natália Henriques  Executive Director 

AISET - Associação da Indústria da Península de 
Setúbal 

Ana Martins Public Relations 

Associação dos Urbanistas Portugueses 
Luís Pedro 
Cerqueira 

President 

Rota dos Vinhos da Península de Setúbal Fátima Silva Marketing Technician 

FIAPAL - Fórum da Indústria Automóvel de Palmela  João Sousa  Member of the Board 

À Vela Passeios Pierre Sousa  Owner 
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Subsector Organization / Entity 
Name of 

representative 
Position / Category 

Tour 
Operators 

PrtaExpresso Kaosia Yatomeker Owner 

SAL - Sistemas de Ar Livre 
José Pedro 
Calheiros 

Owner 

Taking U There João Dickmann Owner 

Tróia Cruze João Barbas Owner 

Hotels and 
Tourism 
Housing 

Hotel do Mar  Cláudia Pinto Public Relations 

Sport Hotel A Seleção Jorge Franco Owner 

Casa da Atalaia 
Maria de Lurdes 
Atalaia 

Owner 

Solar da Guarita 

António José 
Isaias 

Owner 

Eunice Isaias Owner 

Public 
Institute 

Instituto da Conservação da Natureza e das 
Florestas 

Rui Costa Senior Technician  

Companies 

Baía do Tejo (Empresa de Gestão Territorial e 
Parques Empresariais) 

Maria do Rosário 
Sentieiro 

Advisory Board of Directors 

Continental Lemmerz 
Jorge Pinto 
Pereira 

CEO 

DYNASYS – Engenharia e Telecomunicações, S.A. Helder Negrão CFO 

Magic Bit Solutions, Unipessoal Lda Carla Ventura Co-Founder 

SEIES - Sociedade de Estudos e Intervenção em 
Engenharia Social 

Isabel Rebelo Member of the Governing Bodies 

SPINDOTS CONSULTING António Mendes Area Director  

Venâncio da Costa Lima 
Joana Vida Owner 

João Viva Owner 

Education 
Institutions 

Escola Profissional de Setúbal 

Maria Helena 
Álvaro 

Chairman of the Board of Directors 

Virgínia Pereira Vice-President of the Board of Directors 

Escola Superior de Ciências Empresariais | IPS 
Teresa Costa Adjunct Professor 

Francisco Mariano Student 

Escola Superior de Educação | IPS Paulo Nunes Adjunct Professor 

IN2SET - Interface Colaborativo para o 
Desenvolvimento e Inovação da Península de 
Setúbal| IPS 

Maria João Lima Research Fellow 

Others Participação a título individual João Silva Stakeholder in the tourism sector 

 Participação a título individual José Curto Stakeholder in the tourism sector 

Participação a título individual Pascale Moise Stakeholder in the tourism sector 

The focus group was guided by a semi-structured script, which 

included the following questions: 

1. The promotion of the territory of the Setúbal Peninsula is 

essential for the development of Tourism in the region. How 

can the attractiveness of this territory be enhanced as an 

integral part of the Lisbon Region? 

2. Integrated strategies should be developed, in which tourism 

is reconciled with other activities and interests through local 

partnerships. What strategies, products and services should be 

integrated (considering all the councils of the Setúbal Peninsula 

in an integrated way)? 

3. I can leverage my business by cooperating with other 

partners. What are the expected benefits of this cooperation? 

4. What are the main difficulties and/or constraints of 

cooperation? What factors do you consider critical to the 

success of the cooperation? 

5. Cooperation in the tourism sector in Portugal is a reality and 

has led to positive results. What successful cooperation cases 

can be identified? 

6. I have projects that would be successful with the right 

partners. What areas of intervention are available for future 

cooperation projects? 

As previously referred, the participants were organised in six 

working groups, each one coordinated by a moderator who was 

responsible for asking the question assigned, moderating the 

debate and taking note of the information. Each question was 

discussed and closed after roughly twenty minutes. After that, 

the moderators rotated to another group, following the same 

procedure of asking the question, moderating the debate and 

annotating the information. The process was repeated until all 

the moderators had gone through all the groups. A final 

discussion was had about each question in order to all to reflect 

on the most relevant aspects collected during the work with the 
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groups. The moderators were then responsible for the content 

analysis, which resulted in tables 4, 5, 6 and 7. 

The final results of the study are eminently descriptive elements 

showing what the researchers have been able to collect, 

analyse, develop and interpret. 

In conclusion, it should be noted that due to the complexity and 

peculiarity of the case study, the final objective is to distinguish, 

in a meticulous and detailed way, the case itself and not its 

generalisation (Stake, 2010). 

4. Empirical Study 

The data collected allowed us to obtain answers that enable 

reaching specific objectives previously presented: 1) to regard 

the Setúbal Peninsula as an integrated territory in the Lisbon 

Region, in terms of tourist supply and demand; 2) to investigate 

how to enhance the attractiveness of this territory; 3) to know 

the integrated strategies, products and services; 4) to observe 

the availability of the various stakeholders involved in the 

sector for cooperation; 5) to appreciate the expected benefits 

of such a cooperation; 6) to understand the constraints of 

cooperation; 7) to recognise the areas of intervention available 

for future cooperation projects. 

4.1 Data analysis 

4.1.1 Characterization of the Setúbal Peninsula as an 

integrated territory in the Lisbon Region 

At this point, through the collection of information from INE, 

the Lisbon Tourism Observatory and the Local Development 

Strategy Report for the Setúbal Peninsula 2014-2020, aims to 

meet the objective: 1) to know the Setúbal Peninsula as an 

integrated territory in the Lisbon Region regarding supply and 

demand Tourist. Thus, a characterisation of the Lisbon Region 

is presented, with emphasis on the Setúbal Peninsula. 

The Lisbon Region corresponds, in terms of the Nomenclature 

of Territorial Units for Statistical Purposes, to the Lisbon 

Metropolitan Area which includes two sub-regions: Greater 

Lisbon covering the counties of Amadora, Cascais, Lisbon, 

Loures, Mafra, Odivelas, Oeiras, Sintra and Vila Franca de Xira 

and the Peninsula of Setúbal constituted by the counties of 

Alcochete, Almada, Barreiro, Moita, Montijo, Palmela, Seixal, 

Sesimbra and Setúbal. 

Due to its soil and climate as well as its cultural and landscape 

diversity, the Lisbon Region has the necessary attributes to 

develop a distinctive tourist offer in European terms and line 

with the specificity of each of the two sub-regions. These 

factors are also vital elements to guarantee the 

competitiveness and sustainability of the Region, since they 

allow the design of tourist products that raise their comparative 

value proposition and respond in a complementary way to a 

changing tourist profile, from a tourist that instead of "go to", 

seek experiences that make him feel "part of". 

The Lisbon 2020 document of CCDRLVT (2007), which, based on 

an exhaustive diagnosis, outlined a strategy for the 

development and affirmation of the Lisbon Region in Europe 

and in the World, highlights the Region as a destination for City 

Breaks and Touring; Business Tourism and Cruises and validates 

what has already been said that the Lisbon Region, besides 

having singular resources, enjoys the "complementarity 

between diverse motivations, attractions and products", 

extraordinary opportunities to become a competitive European 

Region. In this sense and specifically on the Peninsula of 

Setúbal, the document highlights the existence of high potential 

in the segments of "Golf, Residential Tourism, Sol & Mar and 

Nature Tourism.” 

Regional offer 

Concerning the accommodation availability, the Lisbon Region 

has been able to develop a diversified and increasingly qualified 

offer, with hotels representing 42.2% of the Region's hotel 

establishments in 2015 and 73% of accommodation capacity, 

meaning, an offer of 51,205 beds (INE, 2015). 

Despite the increasing number of hotel establishments in the 

Lisbon Region in recent years (Table 2), it is observed that 

around 88% of them are concentrated in the sub-region of 

Greater Lisbon. 

 

Table2 - Hotel establishments (No.) and variation (%) by Geographic localization (NUTS II) 

Geographic Localization 

Variation % Years 

2015-
2010 

2015-
2014 

2014-
2013 

2013-
2012 

2012-
2011 

2015 2014 2013 2012 2011 

Lisbon Metropolitan 
Area 

80,7% 17,1% 12,9% 32,0% 3,5% 562 480 425 322 311 

Greater Lisbon 82,3% 17,6% 13,2% 32,5% 3,3% 494 420 371 280 271 

Setúbal Peninsula 70,0% 13,3% 11,1% 28,6% 5,0% 68 60 54 42 40 

Source: Self-elaboration based on INE statistics.

In the Setúbal Peninsula, accommodation capacity does not 

reach 11% of the existing supply in the Region, with an evident 

concentration in the municipalities of Almada and Setúbal 

(Table 3).
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Table3 - Hotel establishments (No.) by Geographic localization (NUTS III) and Type 

Localisation 

Hotel establishments (No.) by Type (hotel establishment), the year 2015 

Total Hotels Lodging 
Historic 
Hotel 

Hotels-apartments Tourist resorts Tourist apartments 

Alcochete 4 1 3 0 0 0 0 

Almada 15 5 9 0 0 1 0 

Barreiro 1 0 1 0 0 0 0 

Moita 1 0 1 0 0 0 0 

Montijo 7 3 4 0 0 0 0 

Palmela 9 2 3 1 1 1 1 

Seixal 3 1 2 0 0 0 0 

Sesimbra 9 3 6 0 0 0 0 

Setúbal 19 12 7 0 0 0 0 

Setúbal Peninsula 68 27 36 1 1 2 1 

Source: INE (self-elaboration).

Also, at the gastronomic level, in the catering area and response 

to an increasingly challenging market, a continuous 

improvement of the offer in recent years and investment in 

innovation was verified. According to data from the "Consumer 

Food Service in Portugal" (Euromonitor, 2016) related to the 

year 2015, trends such as "locally produced" and gourmet foods 

associated with the introduction of regional products and new 

products led to an improved menu, highly appreciated by 

tourists who tend to prefer traditional, typical establishments, 

whose offer is hugely varied. 

The Setúbal Peninsula also has a number of natural areas (Tagus 

Estuary, Sado Estuary, Serra da Arrábida, Lagoa de Albufeira), 

ecological corridors (between Canha and Marateca, extending 

in the direction of Sesimbra), which constitute a potential for 

the development of nature tourism, with particular emphasis 

for dolphins and bird watching. 

The region also has high agricultural and forestry potential (in 

particular in the municipalities of Montijo and Palmela), with 

conditions for the development of rural and housing tourism. 

All over the municipalities of the Peninsula, it is possible to find 

tourist companies that develop activities related to water, the 

outdoors, nature and environment, as well as culture. 

Wine tourism is also an activity with great potential in the 

territory and has shown, in recent years, an increase 

significantly associated to the international recognition of the 

quality of the wines produced here, in consecutive years. 

Horse breeding and the development of equestrian activities, 

such as equestrian education and horseback riding, are also 

offers that can develop Equestrian Tourism in this territory.  

Despite the Peninsula’s definite potential for tourism, which has 

been well illustrated, the Region has not been able to promote 

its singularities and the various tourist products effectively, nor 

has its environmental and natural preservation been 

appropriately valued, either by businesspeople or tourist 

agents. The transformation of resources into tourist products 

that can potentially make up an integrated offer, thus creating 

a genuine tourist destination, is lacking. The tourist demand in 

the Setúbal Peninsula can only grow when the destination 

indeed provides a distinctive and unforgettable experience to 

tourists and other visitors. 

Tourist demand 

Regarding tourist demand, and despite the growth observed in 

recent years in the Lisbon Region as a whole, be it in the number 

of tourists, reflected in the growth of overnight stays and the 

increase in occupancy rates (Lisbon Tourism Observatory 2014, 

2015, 2016), and in the revenues generated by the tourism 

sector, which include accommodation and catering and which 

represent approximately 4% of the Region's GVA (Strategic Plan 

for Tourism of the Lisbon Region 2015-2019), the city of Lisbon 

has, in these indicators, a very expressive weight. 

According to the mentioned Observatory, in 2015the Lisbon 

Region renewed the positive performance that has been 

registered in recent years in all the indicators considered, with 

Room Occupancy reaching 71.74% (an increase of 4.1 % 

compared to 2014); the Average Price per Room Sold (RevPor) 

reaching 83.13 euros (+ 13.9%) and the Average Price per 

Available Room (RevPar) to 59.64 (+ 11.9%). The year 2016, still 

with provisional data and only verified until November, also 

validates the growth trend: + 2% in Room Occupancy, + 7.3% in 

RevPor and + 9.4% in RevPar. 

In a more detailed analysis, observing data from INE (Tourism 

Statistics, 2015), the Region accounted for about 25.3% of 

overnight stays in Portugal, ranking as the primary destination 

of the Brazilian market (60.0%), North-American (56.5%) and 

Italian market (53.4%), but also, and although with less 

relevance, the Belgian, Spanish, French, Swedish and Swiss 

markets. The average stay of tourists in hotel establishments 

was 2.34 nights, a decrease of 0.5% over the year 2014 

nevertheless, lower than the variation registered in the country 

-1.7% (2.82 nights in 2014 for 2.77 nights in 2015). 

The Lisbon Region also registered a net rate of bed occupancy 

in hotel establishments of 55.2%, standing above Portugal’s 

average, which was 47.3%. 

The forecasts published by the World Tourism Organization 

estimate an annual growth rate in the number of international 
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tourists of 4% by 2020 and the forecast by the consultancy 

Price-Water-House-Coopers (PwC) in its study "European Cities 

Forecast" states that Lisbon will be one of the five European 

cities that will most grow in the next two years, estimated to be 

the 2nd city with the highest growth expected in 2017. 

This data, combined with what has been said about the 

complementary potential of the territory, indicates that the 

Lisbon Region, aiming to maintain its strong reputation, will 

develop a holistic and integrated approach, embodied in a 

portfolio of tourism products, with a strategy of branding and 

communication which asserts tourism in the Region, valuing the 

singularity, as well as the complementarity of its subregions, 

namely of the Setúbal Peninsula. 

4.1.2 Enhance the attractiveness of the territory: which 

integrated strategies, products and services of the region. 

The information shown in table 4 reflects the collection carried 

out in the focus group, with the objective of obtaining answers 

to the specific objectives: 2) to investigate how to enhance the 

attractiveness of this territory and 3) to identify its integrated 

strategies, products and services. 

Table 4 - Current and potential strategies that contribute to the attractiveness of this territory 
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 Create a regional (territorial) brand - ex: Arrábida; Setúbal or other. 

Develop an offer of products/services and distinctive experiences of the existing offers in the Region. 

Define tourist circuits, including historical and cultural itineraries, which associate companies with various activities. 

Continue the investment in what is differentiating, what is distinctive in this region and valuing its quality. 

Outline a strategy of attraction that constitutes an effective complementarity to Lisbon. 

Create new infrastructures associated with existing potential: marinas for the development of nautical tourism and quality 
accommodation for industrial or business tourism between Seixal / Almada / Costa da Caparica. 

Improve the communication between the agents of the north and south banks of the Tagus River and promote the definition of 
joint strategies among the operators/agents of the region. 

Reinforce marketing and advertising (need to establish a strategy and define a plan involving stakeholder in the region). 

Strengthening accessibility with adequate means and schedules. 
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Create more intermunicipal products with the cooperation between local authorities and private entities to identify business 
opportunities and promotion by tourism operators. 

Identify an aggregator and facilitator element for the creation of joint products (Municipalities or Lisbon Regional Entity - ERTL). 

To develop institutional partnerships carried out by the technicians of the Municipalities and Lisbon Regional Entity. 

Create an online tourism platform for the Setúbal Peninsula that integrates the territory’s offer. The current tourist investigates, 
analyses, compares the destinations at home, through the internet. 

To promote the territory of the Peninsula of Setúbal in Lisbon through leaflets in English. 

Distribute and recommend the partners' products/services, in a cooperative logic. 

To invest in the training and qualifications of the agents involved in tourist activities. 

4.1.3 Availability for cooperation of the various stakeholders 

involved in the sector 

The information presented in table 5showsinterest and 

identifies the areas in which the focus group participants are 

available for cooperation, allowing a response to the specific 

objective: 4) observe the availability for the cooperation of the 

various stakeholders involved in the sector and 7) know the 

areas of intervention available for future cooperation projects. 

 
Table 5 - Stakeholders' availability for project cooperation 
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p
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Joint promotion of the territory using technological resources - communication at a macro level (of the Peninsula) and micro level 
(municipalities). 

Preservation of the maritime territory. 

Training for tourism agents and students: foreign languages; customer service; communication (in real working context). 

Elaboration of tourist packages (structuring the offer) between the different tour operators. 

Creation of new tourism products, for example, riverside walks near the Tagus. 

Cooperation between the official bodies responsible for tourism and the environment. 

Industrial tourism - technology 19th and 20th centuries; automobile cluster; milling centres; channel industries; shipbuilding. 

Public-private partnerships in terms of transport. 

Different strands of tourism: cultural; nautical; golf; fishing; equestrian and nature; wine tourism. 

Platform for employability between companies and first line attendance. 
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4.1.4 The expected benefits of cooperation 

The information presented in Table 6 describes the benefits 

resulting from the cooperation identified by the participants in 

the focus group. This information meets the specific objective: 

5) to observe the expected benefits of this cooperation. 

 
Table 6 - Identified benefits resulting from cooperation 
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Increasing mutual knowledge among the various agents in the sector. 

Increasing contact networks: access to more agents in the sector and to other audiences. 

Accessing more knowledge, more business and more sales. Working for excellence. 

Enabling the creation of programs with thematic products - "packages". It adds value to the business and to the improvement of 
the service provided to customers. 

Knowledge of service with loans. 

Gaining scale and business size with added value for the sector. 

Increase the success and value added; improvement of learning; enabling sectorial discussions. 

Gaining more visibility, greater notoriety, lower costs and more complementarity. 

 

4.1.5. The constraints arising from cooperation 

The information presented in Table 7 describes the constraints 

resulting from the cooperation identified by the participants in 

the focus group. This information answers the specific 

objective: 6) to understand the constraints of cooperation.

 
Table7 - Identified constraints resulting from cooperation 
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 Individual interests; policies; personal agendas that are sometimes incompatible and lack continuity. 

Contradictory laws between natural park territorial plans. 

Lack of entrepreneurial education in institutions and families. 

Lack of cooperation ethos and training for cooperation. 

Lack of knowledge regarding responsibilities and sometimes even of legislation (at an institutional level). 

Difficulties created by very frequent alterations of organizational structures in public sectors or by overly bureaucratic and "heavy" 
structures. 

Lack of understanding of the Setúbal Peninsula as a "whole" by the municipalities. The concept of "small farm" still exists. 

Lack of focus on cooperation objectives. 

Lack of strategy and resources. 

Different language codes; prevalence of a sense of competition. 

At the regional level: “neighbourhood” ethos and lack of dialogue. 

Unawareness of the activity and the sections of each one; Difficulty in identifying the "agents" that are of interest to a project. 

Management of people; training; when one element fails, the whole system fails. 

Sometimes little importance is given to the analysis of the results. 

Need to make working together more feasible with visible results, not always easy. 

4.2 Discussion of results 

The characterisation of the Setúbal Peninsula as an integrated 

territory in the Lisbon Region and the identification of 

important tourism allies in the territory such as 

accommodation, recreation and culture, natural spaces, 

gastronomy and wines allow us to recognise interesting 

potential. The results confirm the importance of the existence 

of a series of interrelated activities and of attractions that have 

to work harmoniously in order to make an experience that is 

valued by the tourist viable. Several authors (Pirjevec & Kesar, 

2002; Fyall et al., 2012; Zach & Racherla, 2011) corroborate this 

idea.  

On the other hand, these arguments, together with the 

opportunities revealed by the ERT, in particular regarding the 

development of sport and nature tourism, golf, residential 

tourism, ecotourism and agrotourism, the revitalization of 

crafts and culture, tourism sustainable development, thematic 

routes, inter- and intra-regional projects, confirm the potential 

of this activity as an instrument of economic, social and 

environmental development. Also, this idea regarding the 

importance of a tourism activity linked not only to economic 

values but also to social and environmental values is defended 

by a group of authors (Murphy, 1997; Marujo & Carvalho, 2010; 

Fons, Ferro & Patino, 2011; Park et al., 2012). 

The data analysis, regarding the availability of the various 

stakeholders for cooperation in the tourism sector, makes it 

possible to understand that the interviewees perceive it as 

necessary in obtaining cooperation that allows the creation of 

new forms of tourism, new products and service packages. 

These agents also recognise the importance of cooperation as 
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an instrument for improving and solving existing problems in 

the territory, in particular in regards to the transport network, 

promotion of the territory, relationship between public and 

private entities, as well as unemployment problems. 

This availability and recognition of the importance of cooperation 

for the development of tourism and territory, is in line with the 

results of studies presented in the literature review, which show 

that cooperation can favour the perception of "total tourist 

product" and meet the expectations of the tourists in a very 

effective way, enabling sustainable tourism through the greater 

involvement between stakeholders (Albrecht, 2013). It also 

generates greater economic and social value to the communities 

and to the various stakeholders (Porter & Kramer, 2011; Bititci et 

al., 2004), reducing competition and contributing to the 

construction of shared values that allow environmental, social 

and cultural long-term management (Vaidyanathan & Scott, 

2012; Pearce, 2015). 

Regarding the expected benefits of cooperation, the results 

revealed that the interviewees recognize and identify a set of 

benefits, namely associated to the increase of the mutual 

knowledge of the various stakeholders and the sharing of 

experiences and learning that can lead to greater effectiveness 

and success of their actions: greater economies of scale, lower 

costs and greater visibility and notoriety of territories, 

strategies and projects. 

These benefits are also seen as relevant in several studies 

presented in the literature review, particularly with regard to the 

aspects related obtaining lower costs and greater economies of 

scale (Mendonça et al., 2015), of significant improvements in the 

knowledge and skills, as well as in the increase of available 

resources (Mendonça et al., 2015 and Zach & Racherla, 2011) and 

consequently more business opportunities, namely through a 

greater and better supply of tourism products and more quality 

of services due to more efficient processes (Zach & Racherla, 

2011; Zee &Vanneste, 2015). 

With regard to the constraints arising from cooperation, there 

seems to be a collective consciousness about a set of difficulties 

that are essentially related to the existence of individual 

interests that make the focus on collective interests difficult; 

complex planning legislation often leading to inaction; 

excessive bureaucracy; lack of education and entrepreneurial 

conduct; lack of dialogue or sharing at various levels (resources, 

knowledge, etc.); fear of competition and little evidence of 

cooperation in the territory, or at least of its results. Also, many 

of these constraints are reinforced in the literature, particularly 

concerning self-interests and power relations that hinder a 

common and convergent view of joint ventures and increase 

competition, preventing a higher added value (Saito & 

Ruhanen, 2017). Similarly, the need for negotiating strategies 

between participants and determine the common purpose (Yin, 

Wu& Tsai, 2012) and expected right conduct from members 

and confidence on their competence (Das and Teng 2002) are 

pointed out in the literature review as essential constraints. 

Besides, the lack of sharing knowledge, different 

communication styles and lack of trust are also corroborated by 

several studies (Zach & Racherla, 2011, Zee & Vanneste, 2015, 

Jesus & Franco, 2016 and Saito & Ruhanen, 2017). Finally, some 

of the constraints pointed out in the focus group (“lack of 

considering the Setúbal Peninsula as a whole by the 

municipalities; the concept of "small farm" that still exists; the 

different language codes; the prevalence of a sense of 

competition”; at the regional level, the "neighbourhood” ethos 

and “lack of dialogue"; the difficulties related to the management 

of people; lack of formation; the perception that "when one 

element fails, the whole system fails”) confirm the importance of 

certain conditions for cooperation, namely the role of 

governance in order to assure coordination and supervision of 

the network members (Sherer, 2003; Zafiropoulos et al., 2015). 

Also, constraints concerning “lack of resources” confirm the 

importance of the amount of capital and knowledge-based 

investments in the network (Hoethker & Mellewigt, 2009). This is 

confirmed by the need pointed out by the focus group regarding 

the necessity of a facilitator and aggregator for the creation of 

products and services through cooperation, as well as the need 

for joint promotion of the territory using technological resources, 

as these actions reflect high costs related to the lack of 

coordination (Gulati & Singh, 1998). 

5. Conclusions and final considerations 

The literature review allowed a theoretical framework on 

tourism, development and cooperation, with particular 

emphasis on its benefits and constraints. By contextualising 

these topics in tourism, it was possible to find, in the empirical 

study, results that corroborate the various studies and 

perspectives presented. 

In this way, this study shows the availability and interests of the 

main stakeholders of the tourism sector in the Peninsula of 

Setúbal regarding cooperation and, at the same time, assesses 

their interests regarding the development of future projects, 

while evaluating their perception of the benefits and 

constraints that are involved in cooperation. 

The study confirmations the attractive worth of the territory of 

Setúbal as a tourist destination, reinforcing and highlighting its 

singularities and potential to become a region with a prominent 

tourist demand, from both national and international tourists. 

It was also possible to identify a set of action and management 

strategies based on differentiation, quality, innovation and 

sustainability, which emphasise the importance of affirming the 

identity of the Setúbal Peninsula. These distinctive strategies 

are mainly associated to unique tourism activities and products: 

the Sado Estuary and the Serra da Arrábida (nautical activities, 

nature and rural tourism); regional gastronomy and wines 

(Enoturismo); golf courses and beaches (beach tourism and 

historical and cultural heritage). 

Finally, the consensual understanding of the importance of 

cooperation in this area, with very different characteristics and 

a great variety and disparity of projects, as well as the 
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generalized awareness of the benefits and constraints of this 

cooperation, lead to understanding the urgency of continuing 

to raise awareness of this issue among the various stakeholders 

(economic agents and public entities, but also in the 

community, among others). This study and the workshops that 

have been carried out with the various stakeholders have 

contributed to the reawakening of an already existing 

awareness of the need for cooperation oriented towards results 

that can increase the region's competitiveness and bring about 

widespread gains for all related parties. However, the 

recognised constraints indicate the need to continue promoting 

this type of awareness, either through concrete actions, such as 

workshops, seminars, conferences, training and qualification of 

human resources, but also the support for entrepreneurial 

activity in the tourism sector. 
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