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Abstract:
[bookmark: _Hlk520209408]The segmentation of the demand in a sun and beach destination within a national recreation area brings important information to create products according to each cluster found. 
The present empirical work was carried out in situ in Playas de Villamil in Ecuador, 
for which using a factor analysis as a statistical tool applied to the questionnaire, 
Two motivational dimensions are evident: "Ecotourism" and "Sun and beach", which make that there are three segments of the demand: "The sun and beach tourists" who have high motivations for enjoying the sun and the beach; "Coastal nature tourists" who have high motivations for enjoying the typical gastronomy, for the sun and the beach, for the tourist attractions and for knowing the flora and fauna; and the "indifferent tourists" who have medium and low motivations in all aspects.

Keywords: Tourism, Ecotourism, motivations, satisfaction, Ecuador.

Introductión 

In January 2018, according to the Barometer of the World Tourism Organization (UNWTO), it indicates that the arrival of international tourists on a global scale registered a remarkable increase of 7% in 2017, reaching a total of 1,322 million, which implies a flood of 83 million more compared to 2016, that is to say, that in percentage terms it is a rate higher than the sustained and constant trends of 4% that has been registered since 2010, represented in this way the best result in seven years. In the Americas (+ 3%) they received 207 million tourists, South America led the growth with (+ 7%). In Ecuador, according to the Ministry of Tourism (MINTUR, 2018) the arrival figures of foreign tourists (1'617.914) had a growth of 14% in 2017 compared to the previous year, generating a weight of the tourist consumption in the Gross Domestic Product (GDP) of 1.7%. Finally, WTO experts predict that the arrival of international tourists in the world will grow at a rate between 4% and 5% in 2018.

[bookmark: _GoBack]The typology of sun and beach tourism worldwide has had an important representation in recent years, based mainly on the preference of the Asian and American markets, with a growth of 6% in 2016 and 9% in 2017 (ITB World Travel Trends Report 2017/2018), which suggests that this type of tourism has a significant relevance for destinations, in this sense the recreational use of the coast and the sea will be destined to an increase in the coming years (Orams & Lück, 2013)

In this context, the Ministry of the Environment (MAE, 2012) of Ecuador declares Villamil Beach National Recreation Area (VBNRA), to the beach of the General Villamil city that also extends for 14 km to the town of Data Posorja. The VBNRA is located in the coastal region of Ecuador, specifically in the province of Guayas, It is one of the main tourist destinations in the central coast of Ecuador due to its natural and cultural wealth, to say of the (MINTUR, 2015) to the place arrive approximately 1.25 million local and foreign tourists every year. In Ecuador there are 51 natural reserves that occupy 20% of the surface.

The constitution of the Republic of Ecuador 2008 in its article 397 literal (4) mentions that the management and administration of the protected natural areas will be the responsibility of the State and commits itself: "To ensure the intangibility of the protected natural areas, in such a way that the conservation of biodiversity and the maintenance of the ecological functions of ecosystems are guaranteed". The MAE, through the National System of Protected Areas (NSPA) ensures the coverage and connectivity of terrestrial, marine and coastal ecosystems, as well as their cultural resources and water sources, (MAE, 2017). There are eight categories of protected areas, among them: Natural Recreation Area to which the VBNRA belongs, due to its varied recreational services that it offers (MAE, 2017).

In other words, the destination of sun and beach to be immersed in a Natural Recreation Area, becomes an important topic of study (Tourism-Protected Areas) due to the large number of tourists visiting the destination. However, until now in the canton of Villamil beach there have been no studies addressing the segmentation of tourism demand, which allows identify the profile of tourists visiting the VBNRA. That is why, this article aims to show the results of fieldwork that addresses the market segmentation in a National Recreation Area with a sun and beach tourism for the benefit of conservation and sustainable use of resources of the area.

In this sense, to achieve the objective of this manuscript, a structure consisting of an introduction was made; a second section corresponding to the literary review on the subject of segmentation, then the geographical description of the VBNRA, followed by the methodology used, then the analysis of the results obtained in the field research. The article ends with the conclusions reached by the authors and finally the required bibliography.

Theoretical framework

[bookmark: _Hlk520131861][bookmark: _Hlk520132436]It is important to address aspects related to motivation within the segmentation of the demand. Thus, for Martínez, 2001; Rivas, 2004; Bigné, Sánchez, and Currás (2007) the main motivation of the sun and beach tourist is rest and the recreation, given that it is included in leisure tourism. In this line, for González, Sánchez, and Sanz (2006) the main motivations of sun and beach tourists are rest and relaxation, followed by fun and entertainment. In this sense, for Carvache-Franco, Carvache-Franco, Macas and Orden (2018) the main motivations were "to enjoy the typical gastronomy", "to enjoy the sun and the beach", "to rest" and "for its tourist attractions". In another study, Prebensen, Skallerud, and Chen (2010) uses two motivational dimensions in sun and beach destinations: Body-related (Sun and warmth-related motivations, and Fitness and health-related motivations) in the Mind-related (Culture and nature-related motivations, and Escapism-related motivations).

The marine coastal destinations as the studied site have motivations similar to sun and beaches, for Molera and Abaladejo (2007) identified five marine reasons for traveling to Murcia (Spain), nature and tranquility, physical and cultural activities, family, travel characteristics and rural life. In another study, Saayman, Slabbert, and Van der Merwe (2009) found five travel motivation factors for marine destinations in South Africa: escape and relaxation, destination attractiveness, socialization, personal attachment, site attributes and trip features. In the same line, Kruger and Saayman (2010) found reasons to travel for tourists visiting Tsitsikamma National Park, located in the Indian Ocean in South Africa, which were as knowledge seeking, nature experience, photography, escape and relaxation, park attributes and nostalgia. In another research (Van Der Merwe, Slabbert, & Saayman, 2011) on coastal marine destinations found four motivational factors: Destination attractiveness (Factor 1), Escape and relaxation (Factor 2), Time utilization (Factor 3) and Personal attachment (Factor 4). For, De Nisco, Mainolfi, Marino, and Napolitano (2015) found in a studio in Africa that the destinations of this type of tourism, have different and similar motivations: Similar motivations were escape and relaxation, destination attractiveness, and site attractiveness as well as personal attachment and the different motivations were, for Jeffreys Bay, leisure activities and novelty were identified and for Hartenbos, socialization and trip features as additional motives for traveling.

With respect to the segmentation of the demand, for Woodside and Martin (2008) this offers a competitive advantage to the user since the importance of segmenting the market lies in the fact that most resources should not be wasted in trying to reach everything the market with no clear objective, thus, this process helps the efficient use of resources. So, for Ho, Ip, Lee, and Mou (2012) market segmentation represents the decisive criterion for determining which customer groups should be directed and how to use resources more effectively and to evaluate different competitive strategies efficiently. About this issue Middleton, Fyall, Morgan, and Ranchhod (2009) point out four criteria of segmentation that are the most used: demographic, geographical, behavioral and psychographic. Thus, it is also important to keep in mind that the salesmen of tourism services of a destination must understand their needs and desires to manage the resources of the destination and to attract different groups of tourists (Pesonen, 2012). The more the information it is on the market and its component segments, the easier it is to design products or services that can satisfy customers (Pulido-Fernández & Sánchez-Rivero 2010; Meiriño, Brea, Vila, & López 2016).
[bookmark: _Hlk510188835]
[bookmark: _Hlk510186804][bookmark: _Hlk510188393][bookmark: _Hlk510283119]In this way we have found studies on the segmentation of demand in tourism related to coastal tourism, such as within this framework, Garcia and Gallard (2002) in the research "Segmentation of the tourist market according to the environmental preferences" found five segments: Unsatisfied, Elderly travelers, satisfied who return, Beach lovers, and Tranquility lovers. Within the thematic, Gonzales and Molina (2007) in his work Segmentation of the Spanish tourist demand find four clear segments: Tourism of average and long distance, interior family tourism, active coastal tourism, family tourism of sun and beach. On the other hand, Ferreira Lopes, Rial Boubeta, and Varela (2010) in their study "Post hoc segmentation of the Spanish tourist market. Application of the cluster analysis in two stages", using the potentialities associated with the application of cluster analysis in two stages find five clusters: Culture Seekers, Culture Seekers oriented by Low Prices, Sun and Tranquility Seekers, Sun and Night Lovers, Night Lovers oriented by Low Prices.  

[bookmark: _Hlk510283188]On the other hand, Onofri and Nunes (2013), in a coastal marine study worldwide, found two segments of tourists: "Greens" tourists choose their coastal destination because they have a strong preference for cultural and natural environments; and, "beach lovers" that have a high preference for the beach. Within this framework, a study by Srihadi, Sukandar, and Soehadi (2016) identifies four segments: Cluster 1 “Culture interest shopaholic” represents foreign visitors who are interested in exploring different cultures and experiencing the local way of life; Cluster 2 “Sporty culture explorer” They enjoy meeting new people, and they like spending time with their friends. Visitors that belong to this segment do regular physical exercises, like to participate in outdoor sport activities, and prefer to spend their weekends away from home. Cluster 3 “Aspiring vacationer visitors” belonging to this segment have little interest in shopping for products when traveling abroad and have little interest in doing outdoor sport activities while traveling. Cluster 4 “Want-everything vacationer” They have a high enthusiasm for exploring different culture. They go to museums, visit historical places, see local festivals or cultural performances, and do outdoor sport activities when they travel abroad. They also enjoy local cuisines, meeting new people, and experiencing the local way of life. This segment represents visitors who are shopping enthusiasts. 

Characteristics of the destination

In the coastal region of Ecuador the province of Guayas is made up of 25 cantons, one of them is General Villamil Playas, where the Villamil Beach National Recreation Area (VBNRA) is located, whose main attraction is its tranquility, ideal for relaxing, walking, bird watching and water sports, is an important marine habitat, one of the most visited by tourists and the (NSPA), located at 2.6333 South Latitude and 80.3833 West longitude, 80% of the land is flat; 20% represents low altitude hills. Studies conducted by UNESCO have shown that the sector has the second best climate in the world. From a cultural perspective, the raft, traditional boats - 6 meters long by 1 wide - can still be observed stranded in the sand and, in addition, at the festivals the rafters (navigator) use it for artisanal fishing, this way The activity is considered an icon of cultural identity because it pays homage to the ancestral practices of navigation of the Guancavilca culture and that in 2015 was declared as Intangible Cultural Heritage of the State. (Figure 1)

Figure 1. Location of Villamil Beach National Recreation Area VBNRA
(Guayas-Ecuador)
[image: D:\User\Downloads\PAPERS - MIGUEL ORDEN\playas....jpg]
Source: Elaborated by the authors

On the other hand, in this destination there are other tourist attractions such as the sanctuary of the Virgen de las Rocas, Punta el Pelado, San Antonio and Puerto Engabao, where the most ambitious real estate project is built by the sea. The arrival of international tourists is through the airport José Joaquín de Olmedo, located about 90 km from VBNRA. 

Methodology 

[bookmark: _Hlk510282989]This present empirical research work was carried out by applying a questionnaire that has been based on previous studies such as those of (Garcia & Gallard, 2002; Gonzales & Molina, 2007; Prebensen et al., 2010; Ferreira et al., 2010; Onofri & Nunes, 2013; Srihadi et al., 2016), in which there are articles on segmentation of tourism demand in sun and beach destinations. The field work was carried out in the months of October to November of the year 2017, carrying out the surveys on Saturdays and Sundays in the Villamil Beach National Recreation Area (VBNRA). The questionnaire used was based on 13 questions aimed at national and foreign tourists, which were divided into 2 sessions, the first was aimed at collecting sociodemographic information from tourists, the second focused on the segmentation of tourism demand. To verify the effectiveness of the questionnaire, a pilot study was conducted for one day at the destination, reaching 30 surveys in order to validate the tool. And, questions were also used with a variety of techniques such as: multiple choice questions, closed and Likert scale, with a margin of error of +/- 4.7% which were designed to obtain reliable results.

In the present investigation, the information collected was analyzed and tabulated using the SPSS Version 22 program. In the same way, statistical tools such as univariate and bivariate tools such as Chi Square and Spearman Correlations were used to obtain valid results. In this study, Cronbach's alpha was applied to estimate the authenticity of ANOVA responses and statistical procedures. (Table 1)

Table 1. Research file.
	Population
	National and foreign visitors
	

	Area Geographic
	VBNRA 
Ecuador
	

	Period of realization 
	October and November of 2017
	

	Process
	 Simple random sampling
	

	Confidence level
	95%
	

	Error range
	+/-4.7%
	

	Questionnaire    valid
	436
	

	
	75



Results and Discussion

Factorial Analysis

A factorial analysis has been carried out that has allowed to extract two motivational dimensions. The analysis of the main component has been used as a technique used for data reduction. The varimax rotation method was used to obtain a clearer interpretation of the factors, so that each one had loads of very high or low factors. For the number of factors that were used in the Kaiser criterion where the factors that have eingenvalues greater than 1.00 are taken into account. Two factors are part of the solution and represent 47.96% of the total variance. The KMO index (Kaiser-Meyer-Olkin) is 0.8, so it is acceptable to perform the factorial analysis. In addition, Barlett's sphericity test is significant <0.05, so the factorial analysis must be applied. Results are shown in table 2.

Table 2. Factorial Analysis
	Variables 
	Component
	Factors

	
	1
	2
	

	To visit communities
	0.766
	 
	Factor1:
Ecotourism

	To practice wáter sports
	0.712
	
	

	For its nightlife
	0.667
	
	

	To visit family and friends
	0.651
	
	

	For knowing its flora and fauna
	0.622
	
	

	For the prices of tourist services           
	0.558
	 
	

	For resting
	
	0.717
	Factor 2:
Sun and beach

	For enjoying the sun and the beach
	
	0.702
	

	To enjoy the typical gastronomy
	
	0.694
	

	For its tourist attractions
	
	0.564
	

	Auto values
	3.171
	1.624
	 

	% of variance explained
	31.714
	16.244
	

	% de cumulative variance
	31.714
	47.958
	

	KMO 
	0.8
	

	Bartlett´s sphericity test
	Chi squared= 874.475 sig=0.000
	

	Extraction method: Analysis of main components Method of totation: Varimax with Kaiser.  



According to the results of table 2, the first factor was called "Ecotourism" and is the factor with the greatest explanatory capacity (31.71%) of the total variance. This first dimension is related to motivations for visiting communities, for performing water sports, for nightlife, for visiting relatives, and for flora and fauna. The second factor was called "Sun and beach", and meets the 16.24% of the total variance. This second dimension is related to tourists motivated by resting, enjoying the sun and the beach, the typical cuisine and tourist attractions.
	
Segmentation in sun and beach tourism 

To this end, a non-hierarchical K means cluster analysis was carried out. Under the criterion of maximizing the variance between typologies and minimizing the variance within each typology, the best solution that meets the criteria is the one that establishes three conglomerates. The characterization of the clusters from the means of the motivation variables appears in table 3. The F statistic of the ANOVA allows to contrast that the compared means are not equal, but it does not allow to specify where the detected differences are. To know which mean differs from another, the contrast called post hoc multiple comparisons has been used. In order to make these comparisons it can not be assumed that the population variances are equal. The F statistic of the ANOVA is based on the fulfillment of the assumptions of normality and homoscedasticity. Given that it is not possible to assume that the population variances are equal, because the critical level associated with the Levene statistic is less than 0.05, the Brown-Forsythe and Welch statistics are used as an alternative to the F statistic of the ANOVA. Since the critical level associated with both statistics is less than 0.05. You can reject the hypothesis of equality of means and conclude that the averages of the motivational variables of the three comparative groups are not equal. To be able to contrast the significant differences between the different means, the Games-Howell test has been applied.

Table 3. Characterization of the cluster base don the motivational variable.
	Variables motivational
	Cluster

	
	1
	2
	3

	For resting
	4.4**
	4.0**
	2.8**

	For enjoying the sun and the beach
	4.5
	4.4
	3.0**

	To practice water sports
	1.7
	3.8**
	1.6

	To visit family and friends
	1.6**
	4.0**
	2.0**

	To enjoy the typical gastronomy
	4.5
	4.6
	3.2**

	For its tourist attractions
	4.0
	4.3
	2.4**

	For its nightlife
	2.1
	3.5**
	1.8

	Fort he prices of tourist services
	2.8**
	3.9**
	1.9**

	To visit communities
	1.5**
	3.7**
	1.9**

	For knowing its flora and fauna.
	2.4**
	4.1**
	2.0**


** Bold values show significant differences with at least two of the means of the three conglomerates.

As shown in table 3, in the first group are tourists who have high motivation for enjoying the sun and the beach (4.5), for the typical gastronomy (4.5) and for the rest (4.4), for what has been called this group as "Sun and beach tourists". They are also related to the motivational dimension sun and beach. The second group is formed by visitors who have high motivation for enjoying the typical gastronomy (4.6), by the sun and the beach (4.4), for the tourist attractions (4.3) and for knowing the flora and fauna (4.1), for what these tourists have been called "Coastal nature tourists". In addition, they are related to the motivational dimension "Ecotourism". The third group are tourists who have medium and low motivation in all aspects, what has been called this group as "The indifferent". Also, they are not related to any of the two dimensions found.

Relationship of satisfaction with the segments found

In order to better understand the relationship of the three groups with satisfaction, a chi-square significance contrast has been made to determine if satisfaction is a variable that is really relevant to the analysis. The results are shown in table 4.

Table 4. Cluster relationship with satisfaction.
	General Satisfaction 
	Number of cluster cases
	Total
	Coefficient
	sig. 

	
	1
	2
	3
	
	
	

	Very Unsatisfied
	
	1.8%
	2.4%
	1.1%
	40.484
	0.000

	Little Satisfied
	1.5%
	
	3.2%
	1.6%
	
	

	Partially satisfied
	16.1%
	9.9%
	31.2%
	18.9%
	
	

	Satisfeed
	56.8%
	48.6%
	49.6%
	52.6%
	
	

	Very satisfied
	25.6%
	39.6%
	13.6%
	25.7%
	
	

	Total 
	100.0%
	100.0%
	100.0%
	100.0%
	 
	 



The results of table 4 show statistically significant differences between the three groups in terms of satisfaction (χ2 = 40,484, p = 0.000). Sun and beach naturists have the highest levels of satisfaction, followed by sun and beach tourists. The indifferent are those with the lowest levels of satisfaction.

The segments are summarized as follows:

Group 1 (Sun and beach tourists - 45.74% of the sample)
They have high motivations for enjoying the sun and the beach (4.5), for the typical gastronomy (4.5) and for resting (4.4). In addition, they are related to the motivational dimension sun and beach, and have a lower level of satisfaction in relation to sun and beach naturists, and higher in relation to the indifferent.

Group 2 (Coastal nature tourists - 25.51% of the sample)
They have high motivations for enjoying the typical gastronomy (4.6), for the sun and the beach (4.4), for the tourist attractions (4.3) and for knowing the flora and fauna (4.1). They are also related to the ecotourism motivational dimension and have a higher level of satisfaction in relation to the other groups.

Group 3 (Indifferent tourists - 28.63% of the sample)
They have medium and low motivations in all aspects. In addition, they are not related to any of the two dimensions found and have the lowest level of satisfaction in relation to the other groups.

Discusison

After analyzing the theory related to the motivation and satisfaction of sun and beach destinations with coastal marine characteristics such as the Villamil Beach National Recreation Area, the results show a relation of the two dimensions motivations found by Prebensen, Skallerud, and Chen (2010) in sun and beach destinations: "Body-related" is similar to the dimension of "sun and beach" of the present study and "Mind- related" similar to "Ecotourism" of the present study, what would seem to show that in these destinations with these natural and cultural characteristics one could find the two dimensions indicated.

On the other hand, about the segments found there are similarities to the groups found by Onofri and Nunes (2013), those found two segments of tourists "Greens" are similar to the "Coastal nature tourist" of the present study "Beach lovers" are similar to "Sun and beach tourists" but the present study suggests the existence of the "indifferent" segment. "The results show that the destination has Coastal Marine characteristics

Conclusions 

The segmentation of the demand in a sun and beach destination within a national recreation area brings important information to create products according to each cluster found. In this study 2 motivational dimensions were found. The first is the dimension "Ecotourists" related to the motivations for visiting the communities, for performing water sports, for nightlife, for visiting relatives, and for the flora and fauna. The second is the "Sun and beach" dimension, related to tourists motivated by resting, enjoying the sun and the beach, the typical gastronomy and the tourist attractions. On the other hand, 3 segments of tourists have been found. The first segment is formed by the "Sun and Beach Tourists", who present high motivations for enjoying the sun and the beach, for the typical gastronomy and for resting. In addition, they have a lower satisfaction in relation to the "Coastal tourists of nature", and greater in relation to the "Indifferent tourists". The second segment is formed by the "Coastal nature tourists", who have high motivation to enjoy the typical cuisine, the sun and the beach, the tourist attractions and to know the flora and fauna. In addition, it is the segment that presents the highest level of satisfaction in relation to the other groups. The third segment is formed by the "Indifferent Tourists", who have medium and low motivations in all aspects. They also have the lowest level of satisfaction in relation to the other groups

The theory has contributed to adding a new group to the two segments found by Onofri and Nunes (2013), who found two segments of tourists "Greens" are similar to the "Coastal nature tourist" of the present study "Beach lovers" are similar to "Sun and Beach Tourists" of this study. The existence of two dimensions has been evidenced as mentioned by Prebensen, Skallerud, and Chen (2010) in sun and beach destinations: "Body-related" is similar to the dimension of "sun and beach" of the present study and "Mind-related" similar to "Ecotourism" of the present study. It is concluded that the Villamil Beach National Recreation Area is a destination with coastal marine characteristics.

From the practical implications the results will serve so that the providers of the tourist services know the characteristics of each cluster found so that they elaborate products according to the demand. The main limitation of this study is the temporality in which the same was done. As a future line of research, a study could be made on the economic contribution of each segment found to the tourist destination.
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