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RESUMEN

La fuerte competencia entre destinos turisticos lleva a sus gestores a buscar
elementos que los diferencien de otros. La personalidad del destino ayuda a
singularizar su marca, siendo fuente de vinculos emocionales y afectivos con
los turistas, ademas de mejorar su satisfaccion y fomentar comportamientos
leales. El objetivo de este trabajo se centra en comprender como es la relacion
entre la imagen y la personalidad del destino, asi como de sus efectos directos
sobre la intencion de recomendarlo, e indirectos a través de la satisfaccion
con la experiencia turistica y el amor sentido hacia el destino. Los resultados
obtenidos permiten mejorar la comprension de los efectos de la personalidad
del destino sobre estados afectivos del turista, asi como en la manera de
recomendar el destino a turistas potenciales. Ademads, se establecen las
dimensiones que componen la personalidad del destino de la ciudad de
Malaga.
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ABSTRACT

The strong competition among tourist destinations leads their managers to
look for elements that differentiate them from others. The destination
personality helps to singularize its brand, being a source of emotional and
affective bonds with tourists, as well as improving their satisfaction and
encouraging loyal behaviors. The objective of this work focuses on
understanding the relationship between destination image and personality, as
well as its direct effects on the intention to recommend it, and indirect effects
through satisfaction with the tourist experience and the love felt towards the
destination. The results obtained allow a better understanding of the effects of
destination personality on the affective states of the tourist, as well as on the
way of recommending the destination to potential tourists. In addition, the
dimensions that make up the destination personality of the city of Malaga are

established.
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