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Crosby, 8-10, 13-14

Crowding, 174-175

Customers, 27

Data collection techniques
effectiveness and efficiency, 86
qualitative, 69
qualitative, 73-80
usefulness, 84-87
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Relaxing (as a dimension of tourism
destination quality),
121-122, 153, 173-174
Reliability, 11, 24
Reliability, Tangibility, Responsive-
ness, Assurance and
Empathy (RATER),
27, 32,42, 44
Requirements, 9-10
Research philosophy, 67-72
combining qualitative and
quantitative approaches,
71-72
qualitative approach, 69-70
quantitative approach, 70-71
Resort, 47
Respondents’ profile
qualitative, 109-110
quantitative, 129-130
Responsiveness, 24-25, 187
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