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Abstract  

 
This study aims to explore residents’ attitudes toward tourism and how these attitudes could be influenced  by factors such as 
of one’s subjective sense of well-being and  personal satisfaction with life. The study’s empirical  geographical context is 
Taormina, a Sicilian community with high touristic frequency. Taormina is a popular resort town in Sicily with many interesting 
sights and attractions. The town’s historical heritage also encloses Sicily’s history: Greeks, Romans, Byzantines, Arabs, 
Normans, Swabians, the French, and the Spanish all came to the island, saw, conquered, and left (Oktay, 2006). Today, 
Taormina lives on tourism. Visitors flock from all the world to see its Greek-Roman theatre, to amble along its perfectly 
preserved Medieval streets (Roccuzzo, 2001). Our study involved  215 residents, the measurement scales used for the 
research were the Tourism Impact Attitude Scale-TIAS (Lankford, Howard, 1994), the Satisfaction with Life Scale-SWLS 
(Diener, Emmons, Larsen & Griffin, 1985) and the affective and evaluative attitude of the residents towards the tourism 
phenomenon (Osgood, Suci & Tannenbaum, 1957). Results show the measure of influence of residents’ satisfaction with life 
and the  impact on their  attitudes regarding economic and personal tourism. The results suggest that there is average life 
satisfaction compensates in part for  the relationship shown  between TIAS and Attitude Toward Global by the residents of 
Taormina. 
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 Introduction  1.

 
The phenomenon of tourism is a fundamental component in the economic development of those countries that are best 
prepared to welcome it. The set of primary infrastructures which best develop the economy  in this context are transport, 
reception facilities, retail outlets, and these  sectors considerably influence tourist  travel choices (Harrill, 2004). The 
changes brought about upon the territory and its economic and social fabric acquire, of course, a positive value when this 
phenomenon is seen as a resource for the creation of professional opportunities and to improve the relevant 
infrastructures in the community (Brunt & Courtney, 1999), but have negative  effects when, in fact, such a transformation 
is considered counter-productive or even damaging for the community at large (Allen, Long, Perdue & Kieselbach, 1988; 
Getz, 1986; Pizam, 1978). The close relationship between territorial development and profit potential of  the tourism 
business in the course of the last few decades, has led specialists in the field to pay particular attention to the relationship 
between residents and tourists (Maeran, 2004; Platania, 2013; Platania & Privitera, 2006). The measure of involvement in 
the resident population in relation to the implementation of policies for the planning  and development of tourism, in fact, 
turns  out to be the main factor influencing the quality and direction, positive or negative, of the impact of  tourism on the 
local economy (Santisi & Alario, 2014; Platania, 2014). The specific objective of the study presented here is to investigate 
whether the attitude of  residents regarding the tourist phenomenon and its impact on the community can be influenced 
by their expressed sense of well-being and  satisfaction in the  citizenry’s own lives (Rasoolimanesh, Jaafar, Kock & 
Ramayah, 2015). 

 
1.1 Review of literature 
 
The study of this  resident-tourist- relationship in recent years has been limited to a superficial  economic analysis, mostly 
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focused on the role of the tourist considered only as a consumer who pays to have a efficient service rendered by the 
host community (Wall & Mathieson, 2006; Woosnam & Norman, 2010). It was only during the period of the 1970’s that 
the resident’s point of view started to receive more attention, as shown by the great number of studies in literature 
regarding the attitude of residents towards tourists (Almeida-Santos & Buzinde, 2007; Ishikawa & Fukushibe, 2006; Lepp, 
2007; McGehee & Andereck, 2004; Ryan & Cave, 2005; Zhang, Inbakaran, & Jackson, 2006). 

In particular, certain studies have focused on very different contexts: from rural communities (Wang & Pfister, 
2008) to urban areas (Harrill & Potts, 2003), from the mountainous regions (Nepal, 2008) to the coastal areas (Andriotis & 
Vaughan, 2003), then analyzing the impact that different approaches to tourism involve from locally- sustained 
expenditures (Sirakaya-Turk, Ekinci & Kaya, 2008) to nationally-indebted  (Gursoy, Chi & Dyer, 2010). 

Much less  input from analysis has been able to offer   theoretical models  for the study of these constructs. The 
references have been largely limited to the theory of community sentiment (Jurowski, 1998; McCool & Martin, 1994; Um 
& Crompton, 1987; Vesey & Dimanche, 2000; Williams, McDonald, Riden & Uysal. 1995), the theory of social exchange 
(Getz, 1994; McGehee, Andereck & Vogt, 2002; Perdue et Al., 1990) and the theory of the “Growth Machine” (Canan & 
Hennessy, 1989; Martin, McGuire & Lawrence, 1998).  

Despite the diversity of approaches and content,  research developed in this field shares the utilization of a 
predefined set of independent variables (Huh & Vogt, 2008; Draper, Woosnam & Norman, 2011) adopted to predict the 
perceptions of residents towards  tourism, such as the traditional socio-demographic dimensions (e.g. age, gender, 
education, length of residence, ethnicity), socio-economic (income and economic dependence in tourism activities); those 
most closely linked  to the geographical space-dimension (e.g. physical distance between residents and tourists); and,  
finally, those studies  that focus on the travel habits of the resident (e.g. number of national and international trips made). 
These studies lead to differing, not always consistent  results. (for a relatively complete analysis, refer to Harrill, 2004) 

Recently, literature on this topic has increased interest in analyses  that  focus on the quality of life (Schalock, 
1996) and subjective well-being (Filep & Deery, 2010), which are useful in explaining the attitude of residents towards  
the tourist phenomenon and, in particular, these studies emphasis on creating a hypothesis envisioning a concept of  
tourism that positively influences the level of subjective well-being and resident quality of life (Andereck & Nyaupane, 
2011: Nawijn & Mitas, 2011).  

In the description of subjective well-being, scholars generally refer to two components, a “hedonistic  level of 
affect”, or “affective” component (Veenhoven, 2009), which refers to the concept of happiness experienced by the 
individual- and the “satisfaction with their life”, or the  “cognitive”  component, referring to a process of evaluation of 
quality of life based on personal criteria (Santisi & Platania, 2014; Santisi, Platania & Hichy, 2014). These results, 
however, do not take into consideration how perceptions of tourism and the attitude of tourists can be closely determined 
by the level of well-being and satisfaction with one’s life.; those factors that could, in some way, constitute prerequisites 
for a positive or negative attitude towards tourism, and not only regarding its consequences.. The concept of “attitude” is, 
in fact, defined as a prolonged predisposition towards a particular aspect of the surrounding environment. This aspect is 
reinforced by perceptions and beliefs about reality but at the same time are strongly influenced by the values and 
personality of the individual (Getz, 1994). Therefore, the attitudes of residents towards tourists  do not change readily, 
and cannot be simply considered as deriving from the knowledge that the former have about the impact of tourism on 
their quality of life (Wang & Pfister, 2008) or by some demographic and socio-economic elements, but rather have to do 
with beliefs that the resident himself has internalized and self-identified (Carmichael, 2006).  

In this regard, existing literature on the subject contains a number of theoretical contributions that attempt to 
provide a description of the  typical  evolution in stages of residents’ attitudes  towards tourism. Doxey (1975), in his 
model gauging an index of “ tourist irritation”, shows the presence of four different phases that the community would 
succumb to with increasing impact from tourism: from euphoria to apathy, successively to  irritation, finally culminating in 
open antagonism.  

Butler (1980) proposes a similar approach in which the community itself would be involved in developing  greater 
awareness including adopting an  attitude of opposition to the consequences of tourism, including proposing diverse 
theoretical models to describe and categorize the attitudes assumed by the residents affected by tourism, divided into 
grades of higher or lower acceptance. (Butler, 1975; Dogan, 1989; Ap & Crompton, 1993) 

The present study, therefore, aims to better understand how the attitudes of residents towards tourism may be 
related to a more complex set of factors, both external and environmental- economic and socio-demographic factors; also 
internal subjective well-being experienced and deriving satisfaction from one’s  lives. The assumption is that these factors 
may affect the image of the tourist as just “another”, thus transforming  in extremes the “resident-tourist” label into  
dichotomous terms  such as, “self vs other” (McNaughton, 2006),. 

The context dealt with, as above, concerns the territory of the town of Taormina in Messina (ME), has about 11,000 
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inhabitants, and has been an internationally- known tourist center since the early 1900’s , offering a myriad of both mass 
and luxury tourist related “products” covering a range from beach tourism to cultural, natural, and business attractions 
(Oktay, 2006; Platania & Santisi, 2014). This resort, in virtue of its natural, historical, and recreational offerings, has a 
significant annual impact on tourism statistics. An interesting fact is that since 2006, a 35% increase in foreign visitor 
presence has been documented. Finally, it seem also interesting to note, that the market- share of  tourism demand in 
Sicily shows that in the most recent period there has been a slight but steady increase in tourist flow, especially in relation 
to the area’s capacity to attract more arrivals rather than just serve those already in the territory (Apostolopoulos, 
Leontidou e Loukissas, 2014). 
 
1.2 Research framework and hypotheses 
 
The present study aims to identify the attitude of the residents towards the tourism phenomenon in high-density tourist 
resorts such as Taormina, also registering if and how this attitude is influenced by the degree of satisfaction of the 
residents in relation to  their daily lives. To register these data, a TIAS (Tourism Impact Attitude Scale) system was 
utilized (Lankford & Howard, 1994) in the European version adapted by Bachleitner & Zims (1999). This statistical 
instrument is now considered the most reliable two-dimensional scale of measurement  correlating data  not only with  the 
attitude of residents towards tourism, but also with other variables, such as the level of contact of  tourist presence, the 
rate of growth of the community, gender, income, and sensitivity to environmental concerns (Um & Crompton, 1987). 

With regard to the statistics determining subjective “well-being”, reference was made to its related cognitive 
component, expressed in terms of life “satisfaction”. The instrument used is the Satisfaction With Life Scale – SWLS 
(Diener, Emmons, Larsen & Griffin, 1985). In particular, the instrument measures the satisfaction expressed by the 
individual in each relevant area of their life compared to the standard of a subjective rather than external criteria, 
permitting the development of an over-all “satisfaction with life” scale (Diener, 1984; Diener, Emmons, Larsen & Griffin, 
1985). Recent research has pointed out that residents’ perception of the impact of tourism  is influenced, indeed, by the 
satisfaction with life quotient, understood as a cognitive component (Nawijn & Mitas, 2012). 

These factors taken together  lead to the following hypotheses to be tested in this research paper: 
H1: The relationship between tourist-resident is strongly influenced by variables of the environment, both social 

and economic. 
H2: The positive impact of   tourism  on attitude increases if there is resident  awareness of  economic benefit. 
H3: Residents with improved  economic and social position have greater “life satisfaction”. 
H4: The over-all attitude of residents towards tourism  is positively correlated with the perception of its impact. 
H5: The  life satisfaction variable  partially mediates the over-all  attitude towards tourism and the perception of its 

impact. 
 

 Measures  2.
 
2.1 Sample and Data Collection Procedure 
 
The research project, conducted  through  a questionnaire, involving 215 residents in the town of Taormina (100  male 
and 115 female),  mainly aged between 26 and 45 years (67.9%),  and  have in most cases, a diploma  from upper 
secondary school (61.9%). In reference to employment status, 26.5% of interviewees declared they were public 
employees, followed by 28% freelance/entrepreneurs. A substantial percentage of participants (45.6%) declared a net 
annual income of less than 30,000 Euro. Linear structural equation models were calibrated to test the hypothesized 
models. Tests were completed in AMOS 21.0 (Arbuckle & Wothke, 1999). The participation to the study was completely 
voluntary, data were collected anonymously and the participants could refuse their participation in any moment. Research 
procedures have complied with the ethical guidelines and code of conduct of the APA and AIP (Italian Psychological 
Association). 
 
2.2 TIAS 
 
To measure the attitude of the residents towards tourist flow there was utilized the Tourism Impact Attitude Scale- TIAS 
(Lankford & Howard, 1994), as adapted to the European context by Bachleitner & Zins (1999). The scale consists of 20 
items (13 items in the original TIAS, and 7 added items  to measure the  psychological-social impact), which provide an 
indication of the response to the  5-point  Likert  reference scale, from 1 (“strongly disagree”) to 5 (“strongly agree”). 
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The instrument is divided into six sub scales: “tourism development”, “personal benefits” and “infrastructures” 
which are integrated into factors, “economy and infrastructure”, “crowding”, “pollution” and “discrimination”,  that, in turn , 
are related to “concern for the environment”. Respectively, the alpha factor, “economy and  infrastructure” and “concern 
for the environment” are equivalent to alpha  .88 and .86.The choice of the designated model is derived  from the 
knowledge that the structural component  remains stable even during economic and social changes (Bachleitner & Zins, 
1999) (in this sense, the environmental dimension of resident perceptions is much more  sensitive to changes on a large 
scale) (Lindberg & Johnson, 1997). 
 
2.3 SWLS 
 
To measure  the level of satisfaction with one’s lives, the Satisfaction with Life Scale-SWLS (Diener, Emmons, Larsen & 
Griffin, 1985) was utilized. It is an instrument  that consists of 5 items to which it is necessary to indicate one’s level of 
disagreement/agreement on a  Likert 7-point scale, from 1 (“strongly disagree”) to 7 (“strongly agree”). The alpha of the 
SWLS is equal to a.87. The Satisfaction with life Scale was developed as a measure of the judgmental component of 
subjective well-being (SWB). The judgmental component was also  conceptualized as life satisfaction. Evidence for the 
reliability and predictive validity of the SWLS is presented, and its performance is compared to other related scales. In 
addition, the high convergence of self and peer-reported measures of subjective well-being and life satisfaction provide 
strong evidence that subjective well-being is a relatively global and stable phenomenon. 
 
2.4 The Evaluative and Affective Attitude of  the Residents Towards the Tourism Phenomenon 
 
To measure the affective and evaluative attitude assumed towards tourism there was  implemented  a semantic 
differential (Osgood, Suci & Tannenbaum, 1957) to 7 points. Participants were asked to express their evaluation of a 
concept-stimulus, “Tourism in Sicily….” Through a series of pairings of  bipolar adjectives that represent the extremes of 
a continuum with respect to which the subject has to indicate every time how close the concept-stimulus comes  to one 
adjective rather than the other. The instrument is composed of 17 pairs of bipolar adjectives: ten pairs to measure the 
evaluative attitude (e.g. “useful-useless”) and 7  pairs to measure  the affective attitude (e.g. “pleasant-unpleasant”). The 
alpha for the affective and evaluative attitude is equal to a.83 and a.76, respectively. Over, the two variables measure the 
over-all attitude of residents towards tourism. 
 

 Results 3.
 
With regard to tourism impact, namely, the attitude that  Taormina  resident has developed  towards tourism, the results 
that emerge  from the responses given to the Tourism Impact Attitude Scale (TIAS) (Table 1) indicate that the two main 
factors of TIAS (Economy and Infrastructure, Environmental Concern) and the six subscales (Tourism Development, 
Personal Economic Benefits, Infrastructure, Crowding, Pollution, Discrimination) represent  all sufficiently high values of 
Alpha, which give useful indications for the analysis of the model’s validity. In addition, the subscale that has the highest 
average value is “Personal Economic Benefits” (M=4.25, SD=1.60), followed by “Infrastructure” (M=4.15, SD=1.26). 
These results indicate, firstly,  that there is both a good degree of awareness regarding personal and economic benefits  
tourism creates, and also that, thanks to this factor,  there has been an improvement in civic-oriented  infrastructures and 
thus better services offered to the community at large. 
 
Table 1. Summary Statistics and Alpha’s Cronbach values N=215 
 

Tias’s Factor Aggregated Subscale Mean Standard Deviation Alpha’s Cronbach 
 Tourism Development 4.10 .90 .64 
Economy and Infrastrucuture Personal Economic Benefits 4.25 1.60 .79 
 Infrastructure 4.15 1.26 .68 
Enviromental Concern Crowding 3.77 .5 .80 
 Pollution 3.20 .71 .85 
 Discrimination 3.99 .52 .71 

 
Another aspect to consider, however, is also the sub-scale “Discrimination” (M=3.99, SD=.52).  Residents show 
impatience with the fact that greater importance is attributed to tourism than to the needs of the local workers, who show- 
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on one hand- a desire to be taken more into account, while residents seem to recognize that, thanks to tourism, there 
indeed exist benefits, as can be seen from the responses to the item, “Tourism promotes events and occasions for 
entertainment which I can also take advantage of ” (M=4.14, SD=.98). Also, the “t” test for independent samples showed 
that more women (M=4.19, SD=.99) than men (M=4.00, SD=.77, t(213)=1.47, p<.05) believe that tourism is important for 
the economic development of the community, therefore supporting Hypothesis 1.  The taxpayer  declaring  an income of 
over 70,000 Euro confirms willingness to pay more taxes to support the development of tourism F (7.763) df=2; p<.001, 
while those with an income ranging from 30,000 to 70,000 Euro declare that  they would like tourism to become the main 
economic investment F (26.308)  df = 2; p<.001, and that it  would provide more jobs  for the local population F (5.186) 
df=2; p  .007. Another interesting finding relates to the professions: the unemployed worker feels significantly more than  
others that the growth of tourism has fostered an increase in prices F (6.142) df= 6: p<.001. This result can be interpreted 
by referring to the fact that- compared to other resorts in Italy- Taormina has  higher prices for consumers because a 
significant part of its tourist  business is tied to a “target” figure, certainly not mass tourism, and this leads to a 
contradiction in terms of economic opportunities for those who are unemployed and live in the area, therefore supporting 
Hypothesis 2. Finally, whoever is part of an age group ranging from 35 to 44 years  of age significantly believes that, 
“Tourists are precious.” F (25,048) df= 4; p< .001. 

With regard to the scale of life satisfaction (SWLS; Graph 1.), the subjective judgement emerges from the 
comparison between the reality of  one’s own life and the standard of reference data referring to one’s  ideals (Diener, 
Emmons, Larsen & Griffin, 1985). The results (Graph 1.) indicate that the item with the highest average value is, “So far I 
have gotten the important things I want in life” (M=4.56, SD=1.40),  while the item that has the lowest average value is, 
“In most ways,  my life is close to my ideal.” (M=2.83, SD=.35). Regarding the analysis of the differences for  life 
satisfaction in the context of perceived socio-demographic variables,  results  show that those who have a post-graduate 
academic qualification derive  greater life satisfaction (measurable in the answers given to all items) compared to those 
who have  inferior level  academic titles (significant results in all respects univariate effects  Fs (31.754), df= 3; p<.001);  
while those who work as “freelance” express  beliefs that - in many ways- their lives are  as close to an  ideal (significant 
results in all respects univariate effects Fs (7.508) df= 6; p<.001),  and that their  life conditions are  excellent  [F (27.810) 
df= 6; p<.001].  Besides this, those whose ages range from 45 to 54 years show in  all items greater life satisfaction than 
the others (significant results in all respects, univariate effects Fs (18.686) df=4; p< .001), as well as those who have an 
income over 70,000 Euro (significant results in all respects univariate effects Fs (19.803) df=2; p<.001). These results 
suggest that the economic and professional components substantially affect the perception of greater satisfaction with 
their lives, supporting Hypothesis 3. 
 
Graph 1. Means Value SWLS scale 
 

 
 
As one can see in Table 2, which shows the descriptive statistics and correlations, the relationship is significant for all 
three construct (the over-all attitude of residents towards tourism, life satisfaction and perceived impact of tourism from 
POV of residents) The stronger relationship is expressed by the TIAS (r=.50) with the overall attitude towards tourism as 
expressed by the resident. This indicates that there is a connection between the a priori attitude that  one assumes 
towards tourism and the impact that the tourist phenomenon has on one’s life, supporting Hypothesis 4. 
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Table 2. Descriptive statistics and correlations of aggregated data Sample size N=215 **(** p <.001) 
 

Variables M SD 1 2 3 
1. ATTITUDE TOWARDS GLOBAL TOURISM 4.01 0.78  
2. SWLS 3.83 1.25 0.47**  
3. TIAS 3.91 0.62 0.50** 0.24**  

 
In Table 3 and the graph below there are shown the values obtained through the process of mediation by Baron and 
Kenny (1986), the Hypothesis (4) provided that the perception by the resident on the effective impact of tourism was 
positively correlated with the “over-all attitude towards the tourist phenomenon.”. The results support the hypothesis 
( =.50; R2=.25; p<.001). These results are in line with Hypothesis 5, which provides that life satisfaction acts as a 
mediator between the global attitude towards tourism and perceived impact of tourism as seen by residents. On the basis 
of the procedure used (Baron & Kenny, 1986) to confirm the meditation, the perception of the tourism’s impact must 
provide for the satisfaction of life and the relationship between this perception and the global attitude towards tourism, 
which must be drastically reduced. The results presented in the Table show that: (a) the TIAS predicts the global attitude 
towards tourism ( =.50; R2=.25; p<.001); (b) the TIAS predicts life satisfaction ( =.24; R2=.06; p<.001); (c) the effect of 
the perception of the impact of tourism on the attitude overall is reduced after controlling for life satisfaction ( =.66; 
R2=.63;, p<.001; indirect effect=.62; p<.001). The test bootstrap (Hayes, and Preacher, 2014; Hayes, 2009; Hayes, & 
Preacher, 2014) carried out in 2000 bootstrap samples, with a confidence interval of 95% Monte Carlo parametric 
bootstrap, indicating that there is a partial mediation (Lower limit = .243; Upper limit = .061; z = .050, p <.001), also, the 
results of the Sobel test (Sobel, 1982, 1986) indicate that the reduction of the regression coefficient is significant ( 
p=.027). The results suggest that there is average life satisfaction compensates in part for  the relationship shown  
between TIAS and Attitude Toward Global by the residents of Taormina. 
 
Table 3. HLM models of mediation  using a 3-step procedure derived from Baron and Kenny (1986); SWLS as mediator 
of Attitude Toward Global and TIAS (* p <.001; ** p <.05)) 
 

Variable Dependent Mediator
Step1
TIAS –  Attitude Toward Global 
R2 = .25 

.50* 
 

Step2
TIAS  – SWLS 
R2 = .06 

.24*  

Step3
TIAS – SWLS –  Attitude Toward Global 
R2 = .63 

.66** .62* 

 

 
 

Figure 1. Summary of the support found for the research hypotheses (the values are the mixed-models regression 
estimates (Note: *p < 0.05 and ***p < 0.001). 
 

 Discussion 4.
 
The overall objective of the study was to verify the attitude of the residents of Taormina regarding the tourism 
phenomenon in  the light of a series of psychological and socio-economic variables. Specifically, in addition to showing 
the influence of the independent variables mentioned, the goal was to identify the attitudes expressed by residents 
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towards tourism, the perception of the impact of tourism on the resident,  and if the relationship between the two 
constructs is can be mediated in  the resident’s  expressed sense of life satisfaction. 

As regards the influence of the  socio-economic independent variables, residents with higher income are indicated  
as showing a more favorable attitude in reaction to the impact of tourism, rendering this a confirmation of the results 
obtained in literature (Lankford & Howard, 1994). The economic level also affects the satisfaction experienced in one’s 
own life, along with the level of employment and academic titles. This means that with perceived higher income, greater 
academic accomplishment and  professional autonomy, there is  a consequent  increment in life satisfaction (Santisi, 
Platania & Paolillo, 2013; Platania, 2010; Platania & Santisi, 2015). 

With respect to attitudes regarding the tourist figure and the values inherent in  life satisfaction, for the first time in 
literature it is  the latter  that is considered as a possible precursor, and not simply a consequence of the impact of 
tourism on the quality of life of residents: in fact, the results highlight the importance that the resident contributes to the 
touristic and economic development of the community (in this case, of course, Taormina), historically considered as a 
tourist destination of excellence. Besides this, it is clear that citizen involvement  is needed in the planning of services, 
especially because of  the concrete impact that tourist development creates (Gursoy, Chi & Dyer, 2010). 

It is therefore necessary, first of all, to preserve  from criteria of  environmental, economic and social concerns, the  
community’s  cohesion  and its inhabitants  quality of life; also taking into consideration that in most cases only  the 
residing  local citizenry can understand  the real value that tourism can assume in their community (Harrill, 2004; Pilato, 
Platania & Rizzo, 2015). On the other hand, it is equally important to intervene on perceptions of this phenomenon and 
the attributions of values implicit in this attitude. Regarding the relationship between the over-all attitude towards tourism 
and TIAS, we can see that there is a positive, correlative relationship, which makes one presume that the antecedent, 
subjective attitude expressed by residents (that is, certain beliefs regarding the phenomenon, affecting the perception of 
the impact of tourism in resident and tourist-resident relations as defined in this paper), can positively confirm previous 
studies, (Teye, Sönmez & Sirakaya, 2002; Gursoy & Rutherford, 2004). Finally, as mediator for the effect of life 
satisfaction, this element  affects tourists residing in  the community, therefore  casting an influence determined by 
conceptions related more to one’s own personal development and cultural identity rather than a solely objective 
assessment of the tourist phenomenon, as already shown by related research (Nawijin & Mitas, 2012). 

In other words, the results of this study make it clear that support of tourist development as part of local community 
involvement is also developed taking into consideration the impact that may involve psychological determinants, and this 
factor can also affect attitudes, a sense of  community acceptance, and its quality of  hospitality.  

This document is restricted in some aspects. Only residents were included in this study, but it can be interesting to 
study the perception of tourism impact of tourists residents. Study has only detected the tourism impact perception by 
residents, but does not analyze the relationship between tourist and resident. In addition, the repute the research is only a 
case study, it is difficult to generalize findings to other settings. Research should also focus on monitoring perceptions 
and attitudes of residents above Taormina time, in order to better identify how changes in the flow of tourism, the 
development policies and social economic situation in general affects residents perceptions and attitudes toward tourism.  

Research provides the basis for a reflection on possible future actions concerning the promotion and sensitization 
of the territory and therefore may be a step toward increased at understanding of the industry and, ultimately, greater 
support of the benefits to a community. This is all the more important where the context of  economic and political-
institutional references (in our case, Sicily) should be characterized  as a driving force to obtain results rather than only an 
obstacle to overcome  in  promoting tourism.  

(Platania, Ramaci & Santisi, 2011). 
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