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ABSTRACT. - Theoretical Approach to the Profile of Tourists Visiting Urban 
Travel Destinations. The tourist profile is a key element in tourism, being addressed both in the academic and professional area. Possessing information regarding the tourist’s features leads to market segmentation, creating adequate marketing and management strategies, providing an appropriate tourism offer, choosing the most advantageous promotion channels, obtaining tourists’ loyalty or their recommendation to others. Also, urban tourism is a form of tourism practiced by an important number of tourists. Thus, the main purpose of this study is to provide a theoretical approach to the profile of tourists visiting cities and the secondary objectives are to identify research conducted recently on this topic, the approach of this concept by stakeholders and the variables of the profile of these tourists. This research consists of a review of studies and content analysis of the papers written on this topic was realized. Research on the tourist profile has been conducted all over the world, including Romania, approaching the characteristics of tourists with various preferences regarding, for example, the chosen types/forms of tourism, travel services, motivation, satisfaction or loyalty. We identified and analyzed the socio-demographic, geographical and behavioral variables and approached the importance of data regarding tourist features for various stakeholders.   
Keywords: tourist profile, urban travel destinations, international tourists, content 
analysis, Romania.    
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2017 there were 1326 million international tourist arrivals, Europe being on the top (51% from total). Compared to 2016, the international tourist arrivals grew by 7% in the world and by 8.4% in Europe (World Tourism Organization, 2018). Also in Romania there was growth in tourist arrivals: 11002522 arrivals (22.54% being foreigners) in 2016 and 12143346 arrivals (22.72% foreigners) in 2017 (http://statistici.insse.ro:8077/tempo-online/#/pages/tables/insse-table). Tourism is characterized by: growing competitiveness, building bridges between people and communities, need for strategies in order to achieve sustainable development, increasing connectivity and mixing the physical and digital world (World Economic Forum, 2017). Tourism in urban travel destinations is also a popular topic for research. Cities facilitate the access to places where various types or forms of tourism are practiced, such as: urban tourism, cultural tourism, sporting tourism, congress tourism, rural tourism, adventure tourism or ecotourism. Also, in the last 30 years a growing scale of the research on urban tourism topic has been registered, explained by the proliferation of the urban tourism domain sub-themes and the broader development of tourism research (Ashworth & Page, 2011).  At the end of the 1970’s, there appeared a new orientation in Geogra-phy, called Behavioral Geography. The responsibility for actions with spatial effect was attributed to the human behavior (Benedek, 1999). “Tourist” and “tourist experience” are fundamen-tal concepts for tourism, being focused starting with the 1960s when the first studies approaching the nature of the experience were realized in a more criti-cal and broader way (Femenia-Serra & Neuhofer, 2018). Tourists and their behavior or experience are varied (McCabe, 2005; Femenia-Serra et al., 2019), this diversity conducting to stud-ies aiming to define tourist typologies by analyzing aspects such as: socio-economic features, motivations, psychographic aspects, perceptions, decision making or chosen activities (Femenia-Serra et al., 2019). Urban settlements are origins of most tourists, representing also the travel destination of many persons and an important focal point in numerous tourist itineraries (Ashworth & Page, 2011). Also, the urban population of the 

0

2000000

4000000

6000000

8000000
20
07

20
08

20
09

20
10

20
11

20
12

20
13

20
14

20
15

20
16

20
17
total Romanians Foreigners

 
Fig. 1. Number of tourist arrivals in Bucharest and Romanian county seats, except Tulcea  Source: processed after data available on http://statistici.insse.ro:8077/tempo-online/#/pages/tables/insse-table, 2018 
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world is continuously growing in number and in percentage, having important effects on urban tourism. The economic effect of tourism activity on urban settlements, positive or negative, overlooks the environmental, social or political ones (Ashworth & Page, 2011). In Romania, urban areas are a popular type of travel destinations. Also, the tourist profile is a popular topic of interest and research. Searching the key words “tourist profile” on Web of Science, for the completed years, 882 papers have resulted. Analyzing the following graphic, there can be noticed the interest in this aspect.   

 
Fig. 2. Number of papers per year  Source: processed according to data from www.webofknowledge.com  Tourist circulation, tourism potential and infrastructure are essential components of the tourism phenomenon (Ciangă, 2007). For the knowledge, understanding and valorization of the tourist circulation, with the ultimate goal of achieving sustainable tourism, the tourist profile has an important role. The tourist profile concept is addressed in both academic and professional area and consists of the tourist’s features divided into socio-demographic, geographical and behavioral categories. Academic researchers and different tourism stakeholders should understand the tourists’ behavior and know their socio-demographic and geographical features. Also, client knowledge is a strategic fundamental point for the hospitality management, helping to improve the tourism offer, to create customized and adapted services and travel packages, to have good and fruitful relationships with customers and, also, to have suitable and advantageous management and marketing strategies (Adomavicius & Tuzhilin, 2001; Min et al., 2002; Talón-Ballestero et al., 2018). For the sustainable development of tourism, it is essential that the tourist services and packages be realized according to the need of the tourist demand. 
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Tourism market segmentation is done in order to plan and manage the tourist-oriented policies (Brida et al., 2014). Implementation of a marketing strategy in tourism is necessary for a travel destination to acquire a positive image and tailored to the needs, expectations and preferences of its target tourist segments. To meet this goal, it is, firstly, necessary to know the profile of tourists which provides information regarding a range of variables (Costa et al., 2014).  Thus, finding information regarding the tourists’ features is at the base of the process needed to be done for sustainable development in tourism. This stage is followed by market segmentation which helps creating adequate tourist packages and tourism development strategies, resulting in sustainable tourism development.  
 

Materials and methods  Taking into consideration these aspects, the main purpose of this paper is to provide a theoretical approach to the profile of tourists visiting urban travel destinations. Also, the secondary objectives of the paper are:  1) to identify research conducted recently regarding this topic;  2) to identify the importance of the tourist profile for tourism stakeholders; 3) to identify the component parts of the tourist profile. This research consists of a review of studies approaching the features of tourists. Content analysis of the papers written on this topic was performed. We analyzed articles, conference proceeding and reports. Also, the available database from the internet was analyzed. Information was processed and presented in graphics and tables for a more suitable and easier manner of understanding and analyzing various aspects.  
Results and discussions 

 The tourist profile is a popular topic for discussion and research, and urban tourism is a form of tourism practiced by an important number of tourists. Thus, there are many written papers approaching various aspects related to the profile and the features of tourists visiting urban travel destinations. Research on this subject was conducted by researchers living 
in various countries regarding tourists visiting urban travel destinations 
located in different parts of the world, examples being: Prayag et al., 2013; Central Bureau of Statistics Aruba, 2014; Costa et al., 2014; Stepchenkova et al., 2015; Tsourgiannis et al., 2015; Pinheiro Melo Borges Tiago et al., 2016; Todorovic & Jovicic, 2016; der Hoed & Russo, 2017; Gonzales Santa-Cruz & 
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Lopez Guzman, 2017; Observatiori del Turisme a Barcelona Ciutat I Regio, 2017; Jaapar et al., 2017; Talón-Ballestero et al., 2018; Sthapit & Jimenez–Barreto, 2018, Ramirez et al., 2018. Also in Romania, a country that represents a 
travel destination which is more popular every year, studies were made 
about the features of tourists visiting cities, such as: Tudoricu, 2008; Coma et al., 2008, Lazin & Pop, 2009; Manea et al., 2013, Muntean & Moisă, 2014; Mahika et al., 2015; Toader et al., 2015; Cosma et al., 2016.  

Many studies have been carried out regarding the profile of tourists 
not relying on the practice of a certain type/form of tourism – e.g. Lazin & Pop, 2009; Prayag et al., 2013; Central Bureau of Statistics Arruba, 2014; Costa et al., 2014; Muntean & Moisă, 2014; Tsourgiannis et al., 2015; Pinheiro Melo Borges Tiago et al., 2016; Todorovic & Jovicic, 2016; Observatori del Turisme a Barcelona Ciutat i Regio, 2017; Talón Ballestero et al., 2018 – or tourists 
practicing particular types/forms of tourism. The types/forms of tourism approached in the studies analyzed for this paper are: cultural in general – e.g. Cosma et al., 2008; Toader et al., 2015; Gonzales Santa Cruz and Lopez Guzman, 2017; Ramires et al., 2018, event tourism as part of cultural tourism – e.g. Tudoricu, 2008; Mahika et al., 2015; Cosma et al., 2016, visiting friends and relatives – e.g. Stepchenkova et al., 2015, volunteering tourism – e.g. Manea et al., 2013, dental tourism – e.g. Yaapar et al., 2017 and professional tourism – e.g. der Hoed &Russo, 2017. 

Also, studies were conducted approaching tourist profile and 
different travel services: air transport services – e.g. Costa et al., 2014, traditional accommodation - hotel – e.g. Talón-Ballestero et al., 2018; recently growing in popularity type of accommodation – Airbnb – e.g. Sthapit & Jimenez Barreto, 2018. 

Studies focused on aspects such as the motivation, satisfaction and 
loyalty: approaching motivation and push and pull factors - e.g. Prayag et al., 2015; Todorovic & Jovicic, 2016, the variables able to influence satisfaction level and loyalty - e.g. Gonzales Santa-Cruz & Lopez Guzman, 2017. 

Various methods were used in order to obtain information regarding 
the tourist’s profile: surveys were applied - e.g. Stepchenkova et al., 2015, Toader et al., 2015, interviews were conducted - e.g. Sthapit & Jimenez Barreto, 2018 or information from the database of various stakeholders was used - e.g. Pinheiro Melo Borges Tiago et al., 2016; Talón-Ballestero et al., 2018.  

Also, two types of market segmentation may be performed: a priori 
and a posteriori – e.g. Dolnicar, 2004; Prayag et al., 2013. A priori means obtaining groups of tourists by having a predefined criterion and a posteriori refers at identifying the segments by applying segmentation algorithms (Dolnicar & Leisch, 2004; Prayag et al., 2013). Example of a study with a priori market segmentation is the one by Stepchenkova et al. (2015) and for a posteriori the one realized by Prayag et al. (2013) or by Pinheiro Melo Borges Tiago et al. (2016). 
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Research on tourism and information and communication 
technologies has focused on tourist experiences and smart travel 
destinations – e.g. Femenia-Serra & Neuhofer, 2018, smart tourist profile being a popular topic for research. The “smart” term represents a key concept describing the economic, social and technological development achieved with the use of technology and the widespread adoption of social media (Gretzel et al., 2015) and smart tourism appears from the contact between the tourist experience and ICT (Hunter et al., 2015; Gretzel et al., 2015). Thus, there have been recently conducted studies which have collected, processed and analyzed data from platforms such as TripAdvisor, Booking.com or Facebook – e.g. Ye et al., 2018; Van der Zee & Bertocchi, 2018.   Different actors contributing to the tourism area have different viewpoints regarding the analysis of the tourist profile. Thus, it is important to analyze the approaches of elements such as institutions, travel agencies or accommodation units regarding this topic.  

Tourists’ features are a topic of interest for organizations that are 
studying and regularly publishing reports to present the current state and 
trends in tourism. For example, the World Economic Forum has published information on age-groups features of a particular interest: “millennials” and “baby-boomers” (World Economic Forum, 2017). Also, research has been carried out by various institutions at national or regional level (Central Bureau of Statistics Aruba, 2014; Observatori del Turisme a Barcelona Ciutat i Regio, 2017) analyzing variables related to the geographical, socio-demographic and behavioral features.  In Romania, until recently there existed a Ministry of Tourism (now 
part of the Ministry of Economy, Energy and Business Environment), part of the Government, national authority and structure of the central public administration which had the mission to create the tourism strategies, to observe and give direction in the Romanian tourism. Also, recently, the Incoming Romania 
Association has been created with the purpose of identifying and solving the problems encountered by incoming tourists in Romania. Also, in 2007, when Romania has joined the European Union, a masterplan for the development of national tourism in the period 2007-2026 was conceived in collaboration with the World Tourism Organization. Then, one noticed the low amount of information or lack of information about a series of variables necessary for identifying tourists’ profile (Master Planul pentru Dezvoltarea Turismului Național 2007-2026, partea 1). 

Knowing the profile of tourists is essential for national, regional 
and local authorities in conceiving development strategies in general and those of tourism development in particular. After discovering the traits of the 
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tourists, the segmentation of the tourist market takes place, the information on the traits of the tourists in each segment providing material for the elaboration of the strategic material by establishing the strategic directions.  Also, at the level of urban destinations, it is necessary to adopt development strategies with a section dedicated to the tourism development strategy. An example of a written strategic document is the one regarding Cluj-Napoca City, where the features of tourism demand have been taken into account (Strategia de dezvoltare a municipiului Cluj-Napoca, 2014-2020).  
Smart destinations need to provide adequate and smart tourist information and services and they have to be aware of the context of the tourist. This context is described by two areas: the personal and travel traits of tourists, on one hand, and the environment in which they travel – location, social aspects, etc., on the other hand (Lamsfus et al., 2015; Femenia-Serra & Neuhofer, 2018).  
Destination Management Organizations are interested in creating a profile of the tourist. To find out the tourists’ features, nowadays large amount of data is available in the virtual area (“big-data” or “open-data”), thanks to the insertion of information by tourists. Thus, studies have recently collected, processed and analyzed data from platforms such as: TripAdvisor, Booking.com or Facebook (e.g. Ye et al., 2018; Van der Zee & Bertocchi, 2018). 
Tourist Information Centers have the tasks to promote travel destinations and attractions and to provide information about and reservation for various services (Bahre et al., 2009). In order to fulfill the tasks efficiently and effectively, it is needed to know who the tourists visiting the destination are and what are their features and interests. So, research is made on this topic, an example being the one realized by Lazin and Pop (2009). The tourist profile provides useful information for travel agencies. Travel packages should be created based on understanding, for example, the tourist’s motivation to achieve the satisfaction of that traveler (Gnoth, 1997; Wong et al., 2017), growing the chances of turning the tourist into a loyal customer that will buy tourism products again.  
Accommodation units can be divided into traditional ones – used for a long time (hotels, guesthouses), and ones that started to be popular more recently (Airbnb, Couch-Surfing) or staying at friends or relatives. Features of tourists staying in accommodation units in cities have been studied (Talón-Ballestero et al., 2018; Sthapit &Jimenez Barreto, 2018). Some accommodation units, mainly hotels, gathered and recorded information in the Customer Relationship Management Systems (Sarmaniotis et al., 2013; Talón-Ballestero et al., 2018) as a strategy to improve both customer level of satisfaction and his or her retention (Padilla-Melendez & Garrido-Moreno, 2013; Talón-Ballestero et al., 2018). 
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In order to identify the profiles of tourists from urban areas, information regarding different variables was searched. In the following lines, we approached the categories of variables used in order to identify and characterize the profile of the tourists.  After analyzing studies approaching tourists’ features, information resulted regarding their socio-demographic and geographic features. This information is presented in the following table.    
Table 1. Socio-demographic and geographical features GENERAL Age Gender  HOUSEHOLD Civil status Number of persons from the household Existance of children in the household EDUCATION AND OCCUPATION Education Occupational status Occupation INCOME   Income Financial well-being  GEOGRAPHICAL/PROVENANCE Country of residence Nationality Spoken language/s Domestic/international tourists Type of residence environment (urban/rural)  

 Source: processed after: Tudoricu, 2008; Cosma et al., 2008; Lazin & Pop, 2009; Manea et al., 2013; Prayag et al. 2013; Central Bureau of Statistics, Aruba, 2014; Costa et al., 2014; Muntean & Moisă, 2014; Stepchenkova et al., 2015; Tsourgiannis et al., 2015; Mahika et al., 2015; Todorovic & Jovicic, 2016; Cosma et al., 2016; Pinheiro Malo Borges Tiago et al., 2016; der Hoed & Russo, 2017; Gonzales Santa-Cruz & Lopez Guzman, 2017; Observatori del Turisme a Barcelona Ciutat i Regio, 2017; Jaapar et al., 2017; Talón Ballestero et al., 2018; Sthapit & Jimenez Barreto, 2018; Ramires et al., 2018.   Thus, the socio-demographic and geographical features can be grouped into the following categories of variables: general, related to the household, education and occupation, income and geographical/provenance.  International travelers are categorized not according to their citizenship, but to their country of residence (Luxembourg: Publications Office of the European Union, 2018) which is the country from the identity card or it can also be the state where a person is staying for more than a year and represents his/her economic interest spending there the biggest amount of time (UNWTO, 2015).  
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Analyzing studies approaching tourists’ behavioral characteristics, the information presented in the following table resulted. These features can be divided according to the three stages of the tourist experience: before, during and after travel (Stepchenkova, 2015). One may consider that the features before travel refer to the motivation and travel planning, those during travel – to the services used (for transportation, accommodation, eating, activities) and those after travel – to the evaluation (including the satisfaction, good and weak aspects of the destination and experience, intention to revisit and willingness to recommend).    
Table 2. Behavioral characteristics MOTIVATION Main purpose of the visit/travel Push factors Pull factors Frequency of practicing a certain type/form of tourism TRAVEL PLANNING Type of travel arrangement Reservation period of time in advance Length of stay Preferred destination Primary destination Type/s of destination/s Destination/s visited Existence of prior visits Number of prior visits Source/s of information Travel concerns Spendings Type of travel partners Number of travel partners Month/s when travel SERVICES USED Type of transportation used to the destination Type of flight/airline Means of transportation within the destination Type of accommodation Level of comfort of the accommodation unit Uses of time share properties Preferred types of eating places Types of activities performed Tourist sights visited Travel within wider area   EVALUATION Satisfaction Words associated with a destination Top destinations attractions Reasons for not coming Complaints  Intention to revisit Willingness to practice again a certain form of tourism Willingness to recommend Source: processed after: Tudoricu, 2008; Cosma et al., 2008; Lazin & Pop, 2009; Manea et al., 2013; Prayag et al. 2013; Central Bureau of Statistics, Aruba, 2014; Costa et al., 2014; Muntean & Moisă, 2014; Stepchenkova et al., 2015; Tsourgiannis et al., 2015; Mahika et al., 2015; Toader et al. 2015; Todorovic&Jovicic, 2016; Cosma et al., 2016; Pinheiro Malo Borges Tiago et al., 2016; der Hoed & Russo, 2017; Gonzales Santa-Cruz & Lopez Guzman, 2017; Observatori del Turisme a Barcelona Ciutat i Regio, 2017; Jaapar et al., 2017; Talón Ballestero et al., 2018; Sthapit & Jimenez Barreto, 2018; Ramires et al., 2018 
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Motivation is an important aspect of the tourists’ profile, starting and orienting the traveler’s behavior. People can visit cities for a broad range of motivations, urban travel destinations being characterized by both diversity and density of facilities, functions, built forms, people and culture. The diversity of activities and motives and their density is a feature of cities’ urban character (Ashworth & Page, 2011). For travel planning, there are a variety of useful variables to be taken into consideration when trying to describe the profile of tourist. These variables may be related to types of travel arrangement, reservation, travel destination, length of stay, repetitiveness of the visit, sources of information, travel concerns, spending, travel partners or period of traveling.  The main purpose of the travel variable is used in numerous studies and it represents the purpose that determines the realization of the travel. In its absence, travel does not take place (UNWTO – Understanding Tourism Basic Glossary). For the main purpose of the travel, UNWTO uses three categories: holiday, leisure and recreation; personal purpose (visiting friends and relatives, religion, health, other) and business and professional (UNWTO, 2018).  Various models of analyzing tourists’ motivations have been used over time, such as: Maslow’s hierarchy of needs, Plog’s allocentric and psychocentric model, the theories about expectancy and value, travel career ladder, motivation and expectation emergence or the push-pull model, in the present, the last one being considered the most popular model (Dann, 1977; Prayag & Hosany, 2014; Prayag et al., 2015). The push factors represent reasons that determine people decide to make a travel, while pull factors (destination attributes) are motives that make a tourist choose a certain travel destination, as a result of the push factors (Dann, 1977; Prayag et al., 2015). Push factors are internal or sentimental and pull factors are external or cognitive (Yfantidou et al., 2011).  
Regarding spending, tourists visiting urban destinations spend more per person than, for example, the seaside ones, also as a consequence of their bigger dependence on catered accommodation, but there is a disadvantage regarding the fact that they are more difficult to attract, to grow their length of stay in the city and, afterwards, to determine to revisit the destination (Ashworth & Page, 2011).  
During their travel, tourists use various services. The basic travel services are the ones related to transportation, accommodation and eating (Nicoară, 2010). Also, it is useful the information regarding other services used by tourists visiting cities such as the ones about: business, recreation and entertainment or personal purposes.   Tourists can choose a certain service (e.g. accommodation) based on variables such as: location, quality, price, rating made by others (Verma, 2010; Serra Cantallops & Salvi, 2014). Word of mouth (WOM) represents one of the 
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favorite sources of information for tourists that decided to make a travel, representing a communication of a person after receiving a good, service, experience. Nowadays the electronic word of mouth (eWOM), consisting in aspects such as online reviews or suggestions, is growing in popularity (Serra Cantallops & Salvi, 2014). 
Satisfaction represents the extent to which the evaluation of a tourist regarding the features of a travel destination exceed the expectations he/she had about those features (Tribe & Snaith, 1998; Wong et al. 2017) and can lead to revisiting a place or to the willingness to recommend it as a travel destination. One may analyze the overall satisfaction at the destination or satisfaction related to various components such as: natural or anthropogenic attractions, accessibility and mobility, tourist services, tourism signposting and information, internet quality, hospitality, entertainment, cleanliness, value for money (Central Bureau of Statistics Aruba, 2014; Observatori del Turisme a Barcelona Ciutat i Regio, 2017; Ramires et al., 2018). Tourists visiting cities have, also, the following behavioral characteristics: rapidity – consuming services and tourist products rapidly, selectivity – the person using just a small part of the city offer, capriciousness – vulnerable to changes in fashion, lifestyles or tastes, and infrequency – less likely to revisit the travel destination than persons that travel in other types of destinations (Ashworth & Page, 2011). Modifications in tourists’ behavior have occurred due to the development of information and communication technology (Serra Cantallops & Salvi, 2014). A popular type of tourists, the smart tourist, is open to sharing with tourism stakeholders information like: basic personal information, location, information from social media profiles, his/her preferences. The person is aware that the sharing of this information is beneficial for receiving information and customized travel services and experiences (Femenia-Serra et al., 2019). 
 

Conclusion  In conclusion, understanding the “tourist profile” concept and its importance are essential for both academic researchers and tourism stakeholders. The main result of this paper is the deepening of the understanding regarding tourists’ profile in general and of the people visiting urban travel destinations in particular. We identified research conducted in the last years approaching this topic and content analysis was performed. The importance of the tourist profile for various tourism stakeholders was mentioned and, also, the component parts of the tourist profile were identified and presented.  
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It resulted that the tourist profile is a topic of research which is growing in popularity, studies on this subject being conducted in various countries, among them also Romania. Studies regarding tourists practicing particular types/forms of tourism and studies not relying on practicing a certain type were both conducted. Studies approached features of tourists using various travel services and also focused on motivation, satisfaction or loyalty in terms of tourist profile.  It turned out that various methods can be applied in order to collect data about tourists’ features, for example: surveys using questionnaires, interviews or using database from various tourism actors. Market segmentation may be performed in two ways: a priori and a posteriori.  There are various stakeholders in the field of tourism, such as: national, regional or local authorities or private associations, destination management organizations, tourist information centers, travel agencies or accommodation units. The tourist profile is important for all stakeholders mentioned above and it consists of socio-demographic, geographical and behavioral characteristics. The socio-demographic features are related to aspects such as age or gender, household, education, occupation or income; the geographical ones refer to country/county of residence, domestic/international tourists, urban/rural type of residence, environment, nationality or spoken language/s, while the behavioral characteristics consists of variables regarding motivation, travel planning, services used or evaluation.  In the end, it resulted that the tourist profile is important for every stakeholder and the field of tourism as a whole. Finding information regarding variables that form the tourist’s profile is necessary to elaborate suitable tourism strategies. This step is followed by market segmentation, which helps creating adequate tourist packages and tourism development strategies, resulting in sustainable tourism development. Thus, knowledge regarding the profile of the tourist is a fundamental element for both research and practice.   
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