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ABSTRACT

It has been long recognized that marketing communications (MC) are important activities that
influencing potential tourist’s attitude and behavior toward tourism destinations. However,
factors such as tourism service intangibility, globalization, increasing advertising expenditure,
fierce competition as well as upcoming tourism destinations competing for the same market put
much more emphasize on the need for better MC practice and effectiveness. With this in mind,
this study argues in favor of assessing the communication effects rather than sales-based effects
of MC (as often used by destination marketers). More specifically, this study focuses on the
long-term communication effects of MC activities by looking at MCs influence on the perceived
destination Consumer Based Brand Equity (CBBE) dimensions (awareness, perceived quality
and image) and the influence of these dimensions on the Intention to Visit (ItV) Malaysia among
the Gulf Countries (GC) potential tourists. Data was collected using purposive sampling method
in two major cities in the gulf area namely Dubai and Jeddah. A self administrated questionnaire
was designed especially for the purpose of this study. 405 usable responses were collected and
analyzed using a variety of statistical techniques from SPSS version 18. The findings indicated
that both controlled and uncontrolled MCs have a significant effect on the three CBBE
dimensions (awareness, perceived image and quality), however, uncontrolled MC is found to
have a greater influence compare to controlled MC on these dimensions. Additionally, the
perceived CBBE dimensions are found to predict ItV. Nevertheless, perceived destination image
is found to have the greater influence on the potential tourist’s ItV. The findings also revealed
that potential tourists from GC did not hold either an extreme positive or negative destination
image attributes about Malaysia. Based on the study findings, it is recommended that destination
marketers therefore focus on more narrow set of destination image attributes in order to avoid
having confused image from the potential consumer point of view. It is also recommended that
destination marketers use multiple sources of information to target tourists. In particular, the
uncontrolled MC namely WOM seems to be the highest incidence of information source.
Theoretically, the study contributes to the body knowledge by providing empirical evidence to
support theories and previous literature related to measuring MCs effectiveness and tourism
destination brand equity as well as the relationship between destination Brand equity dimensions
and the ItV. Further, this study filied the gap in the literature by providing a theoretical
framework assessing the effectiveness of MCs especially in the long term. Methodologically, the
study contributes by providing a measurement scale for CBBE dimensions of tourism destination
attributes based on previous literature and used in this study. Furthermere, factor analysis had
identified new attributes with regards to perceived destination image and quality. However, the
study’s sampling limitations should admittedly be considered in weighing the significance of all
these contributions.



ABSTRAK

Komunikasi pemasaran telah lama dikenalpasti sebagai aktiviti-aktiviti penting yang boleh
mempengaruhi sikap dan gelagat bakal pelancong. Walaubagaimanapun, faktor-faktor seperti
ketidakbolehsentuhan khidmat pelancongan, globalisasi, peningkatan perbelanjaan untuk
pengiklanan, persaingan sengit dan pertumbuhan pesat destinasi-destinasi pelancongan baru yang
bersaing untuk pasaran yang sama memberikan lebih tekanan kepada perlunya amalan
komunikasi pasaran yang lebih berkesan. Memandangkan hal tersebut, kajian ini menekankan
perlunya menilai kesan komunikasi berbanding kesan jualan dari komukasi pemasaran
(sebagaima yang biasa diamalkan oleh pemasar destinasi. Secara khususnya, kajian ini
memfokus kepada kesan jangka panjang komunikasi pasaran dengan melihat kepada pengaruh
komunikasi pasaran terhadap dimensi-dimensi Ekuiti Jenama bedasarkan Konsumer (kesedaran,
tanggapan mengenai kualiti, dan imej) dan kesan dimensi-dimensi ini terhadap Niat untuk
Melawat Malaysia dikalangan bakal pelancong dari Negara-Negara Teluk. Data dikutip
menggunakan kaedah persampelan purposif di dua bandar utama di kawasan teluk iaitu Dubai
dan Jeddah. Soalselidik yang boleh diisi sendiri oleh responden telah digubah untuk mencapai
tujuan kajian ini. Sebanyak 405 respons yang boleh digunakan dapat dikumpul dan dianalisa
menggunakan beberapa teknik statistik dalam SPSS versi 18. Hasil kajian menunjukkan bahawa
kedua-dua komunikasi pemasaran yang terkawal dan tidak terkawal mempunyai kesan terhadap
ketiga-tiga dimensi (kesedaran, tanggapan mengenai kualiti, dan imej). Bagaimanapun,
tanggapan mengenai imej destinasi dikesan mempunyai lebih pengaruh terhadap Niat untuk
Melawat. Hasil kajian juga menunjukkan bahawa bakal pelancong dari Negara-Negara Teluk
tidak mempunyai tanggapan yang terlalu negatif atau terlalu negatif mengenai Malaysia.
Berdasarkan hasil kajian, pemasar destinasi disarankan agar menumpu kepada set attribut
destinasi yang tertentu sahaja agar imej yang ditonjol tidak mengelirukan bakal pelancong.
Pemasar destinasi juga disarankan agar menggunakan pelbagai sumber media untuk menyasar
bakal pelancong. Dalam hal ini, komunikasi pasaran tidak terkawal iaitu Perbualan Mulut telah
dikenalpasti sebagai adalah satu sumber informasi yang sangat penting. Secara teorinya, kajian
ini menyumbang kepada pengetahuan dengan memberikan bukti empirikal untuk menyokong
teori-teori dan kasil karya terdahulu berkaitan pengukuran keberkesanan komunikasi pemasaran
dan equiti jenama destinasi pelancongan, serta perhubungan antara dimensi-dimensi ekuiti
jenama dan Niat untuk Melawat. Tambahan lagi, kajian ini mengurangkan jurang pengetahuan
dengan memberikan satu kerangka teori untuk menilai keberkesanan komunikasi pemasaran
terutamanya dari segi jangkapanjang. Secara kaedahnya pula, kajian ini menyumbang dengan
memberikan skala pengukuran untuk dimensi-dimensi attribut destinasi pelancongan berdasarkan
ulasan karya dan hasil kajian. Ini ditambah pula dengan analisis faktor yang mengenalpasti
attribut-attribut  baru  berkenaan tanggapan mengenai imej dan kualiti destinasi.
Walaubagaimanapun, kelemahan dalam persampelan kajian ini perlu diambil kira dalam menilai
semua sumbangan yang telah disebutkan.



AKNOWLEDGEMENT

In the name of Allah, the most Gracious and the most Merciful. I thank you for providing me the

power and inspirations needed for carrying out this study.

I would like to extend my appreciation to my supervisor, Assoc. Prof Azilah Kasim, for her

thorough supervision, encouragement and willingness to support me throughout this study.

My deepest and never- ending gratitude goes to all my family members especially my father and

mother for giving me undivided support and eternal prayers for me always.

Lastly, I offer my regards and blessings to all of those who supported me in any respect during

the completion of the study.

Ashraf Alfandi



TABLE OF CONTENTS

Page
TITLE PAGE. ...t e et e et e et i
PERMISSION TO USE . ... e e e ee e e e ii
AB ST R A C T .. e e e e, iii
AB S T R A K . L e e e et e iv
AKNOWLEDGEMENT ... e, v
TABLE OF CONTENT S .. e e e e e vi
LIS T OF TABLES ... e e e et e e e xiv
LIST OF FIGURES .. ..t ettt XVvi
LIST OF APPENDICES. ... i e e, xvii
AR ON Y M S e e e e e e e xviii
CHAPTER ONE
INTRODUCTION
1.1 Background of the Study.......cc.oiiiiiiiii 1
1.2 Research Problem ... ..o e e 6
1.3 ReSEArch ObJeCtiVES. . ..ttt et 15
1.4 ReSEarcCh (QUESTIONS. ... nnnt ittt et et e ettt e ettt et et e s et era e e e eareneanae s aa e 16
1.5 Significance of Study.......cooviii it e 17

Vi



1.6 Scope Of StuAY. .. ..ot e 22

1.7 Key Terms Definitions .......c.ouiuitiniiii it et e, 24

1.8 ThesiS OULINE. ... ueninit e ee e et e e e et ee e et e e e e e e, 27

CHAPTER TWO

LITERATURE REVIEW

2T INErOQUCLION. ..o ettt e e e et e e 29

2.2 Theoretical Basis for this Research............. . e 29
2.2.1 Communication Theories. ..........c.oeiiiiiiiiiiiiiieieiiiienieieeeneeen.230
2.2.2 Consumer Behavior Theory..........cooiiiiiiiiiiii e 34
2.2.3  Tourism Destination Image Theories................cooccciiiiiiiiii 35
2.2.4 Information Seeking Theory........ccooiiiiiiiiiiiii e 38
2.2.5 Service Branding Theory............cooiiiiiiiiiiiiiii 40
2.2.6 Reasoned Action Theory...........coiiiiiiiiiiiiii s 43

2.3 Marketing Communications (MC)..... ..ot 45
2.3.1  MC ClassifiCationS. . .c.ueeeneeeirie ettt 49

vii



2.3.2  Controlled Marketing Communication ...............cccoeiiiiiiiiiiiiininns. 51

2.3.3  Uncontrolled Marketing Communication .................ccooimiiiiieiiiininineann.n.. 55
2.3.4 Measuring MC Effectiveness...........ooviiriiiiniiiieiie e 59
2.4 Brand, destination branding, and brand equity..............coooiiiiiiiiiiii 72
241 Brand. ... e 72
2.4.2 Destination Branding and its Importance.............c.ccocviiiiiiiiiiiniiiniaen, 74
2.4.3 Brand Equity and its Importance. ............ccoooiiiiiiiiii e 75
244 Measuring Brand EQUIty........coooiiiii i 77
2.5 CBBE Dimensions and the MCs Influences ... 81
2.5.1  DestiNation AWAIENESS. .. ...uutnennetentatneeae e enetnenieeneraerenaaraeaneanenaaanans 83
2.5.2 Perceived destination Image............coouiiiiiiiiiiii i 87
2.5.3 Brand Loyalty......oouoniiinii i 92
2.5.4 Perceived QUality.......cooouiiiiiiiti e 96
2.6 CBBE Dimensions Influence on ItV........ ... 98
2.7 Overview of the Malaysian Tourism Industry ... 102
2.7.1 Information Background........... ..o 102
2.7.2 Segment Markets of Malaysian Tourism Industry....................o 107
2.7.3 GC Segment Market and Outbound Tourists.............cooiiiiiii 109
2.7.4 Nature of the Malaysian Tourism Industry ... 113

Vil



2.7.5 Objectives of the Malaysian Tourism Marketing Strategies......................... 115

Chapter SUMIMATY . .....uuet ettt e e e e e e e e 116

CHAPTER THREE

RESEARCH METHODOLOGY

B L INETOAUCHION. ...ttt ettt e e et e e e 118
3.2 Study Approach to Measure MC Effectiveness............cooiiiiiiiiiiiiniiiiiiiiiiiieen 119
3.3 Operationalization of Variables and Measurements..............c.ccoveiiiiiiiiiininiieninnenn. 125
3.3.1 Controlled and Uncontrolled MCs as Sources of Information...................... 127
3.3.2  Destination AWAr€NeSS. ... ...uueuetntenit et ettt e s 129

3.3.3 Destination Perceived Image...........coiiiiiiiiiiii e 131

3.3.4 Destination Perceived Quality...........cooiiiiiiiiiiiiii 135

3.3.5  INtention t0 VASIt......ueneieet ittt et 139
3.4 Hypotheses Development. ... ..o i e, 140
3.4.1 Marketing Communication and CBBE dimensions................c.ccceeeeiinn. 140

3.4.1.1 Marketing Communication and Destination Awareness ................... 144

3.4.1.2 Marketing Communication and Destination Image......................... 144

3.4.1.3 Marketing Communication and perceived Quality of Destination.........146
3.4.2 Tourism Destination CBBE Dimensionsand ItV...............coociiiiiiiin i, 147

3.5 Research FrameEWOTK. .. .ooon e e e e e, 151



3.6 Research Design. .. ...t 154

3.6.1 Choice of Research Design..........c.ooeiiiiiiiiiii e 154
3.6.2 Nature and Purpose of Research...............c.o.oiiiii . 157
3.6.3 Unit of ANalysis....o.oouieiii i e 159
3.7 Study Population and Sampling........ ... 160
3.8 Data Collection Methods............. [ OSPR 163
3.8.1 Primary Research Method for Data Colle(;tion ........................................ 163
3.8.2 Secondary Research Methods for Data Collection...............cccocivivniinnnin. 164
3.9 Data Collection Procedures ...........c.o.oiiiiiiiiiii e 165
3.10 Design the QUESHIONNAITE. .. ....cuinuin ittt ettt et e e ettt e e eeieans 168
3.10.1 Validity and Reliability of the Measurement Instrument........................... 170
3102 POt StuAY...ooeeeii e 173
30T Datad ANalYSiS. .. oueeee e e ree e 176
3.1 TFactors ANAlYSeS. ...coueiniiriie it e 176
3.11.2 DeSCriptive StatiStICS. ... uvuvuietiniitieiiiiet i e 178
3.11.3 Test of differences. .. .oovnin i e 179
3.11.4 Reliability Analysis........cooiiuiiiiiii i 180
3.11.5 Correlation ANalySiS. ....couuirineiiii i 180
3.11.6 Regression Analysis......ccoiiiiiiiiiiiiiiii i 181
CONCIUSION. ...t e e et e e 182



CHAPTER FOUR

DATA ANALYSIS AND FINDINGS

4.1 INOUCHION . . ...t et ee et e et e a e 184
4.2 Overview of the Data Collected and Response Rate.................oviviiiiiiii i, 184
4.3 Data Screening and Cleaning...........co.oueiiiiiiiii e e 186
4.4 Profile of the ReSpONdents. .......coueeiniiitiee e e 188
4.5 GoOdNess Of MEASUIES ........ouuieitiniit et e 192
4.5.1 Construct Validity. ..ot e 192
4.5.2 Factor Analysis ASSUMPLIONS. ....cuiuiiiiie i eeaenn 193
4.5.3 Results of Exploratory Factor AnalysiS........cooeiitiiriieiiiiniiiiiieieeeiiieeeaens 195
4.5.3.1 Factor Analysis for CBBE Dimensions.............ccocevviiienniininnenianna.. 196
4.5.3.2 Result 0f MCs Factor AnalysiS.........ccveiiuvneinininiiii et eenieeneen 200
4.6 Descriptive ANalySiS. . ... .eueit it e e 202
4.6.1 Major Variables. .. ..o 202

4.6.1.1 Descriptive  Analysis for Awareness of Malaysia as Tourism

| B SRR 11 T XA 1o ) ¢ PR PPN 203

4.6.1.2 Descriptive Analysis for Perceived Image of Malaysia as Tourism

D oR 01 4 P8 [ ) o DR 205

4.6.1.3 Descriptive Analysis for Perceived Quality of Malaysia as Tourism

D510 TR 410 ) ¢ PROTOUTTTT O 207

4.6.1.4 Descriptive Analysis for Respondent’s 1tV Malaysia.......................... 209

Xi



4.6.1.5 Descriptive Analysis of Perception MCs about

MalaySIa. .. et e, 210

4.6.1.6 Descriptive Statistics for Sources of Information.......................o.oa.l. 211

4.6.2 T-Test Analysis ReSUlts.......c.ooiiiiiiiii e 213
4.6.3 ANOVA Test Results......o.oiiiiiiiiiiiiii e 215

4.7 Correlation ANalYSiS. ... couintiriiit et a e 219
4.8 Hypotheses TeSting. .. ....uuiuinit ittt e 221
4.8.1 Restatement of HYpotheses..........coiiiiiiiiiii e 221
4.8.2 Hypothesis Testing (Regression Analysis)... .o..voieeviriiiieiiiiieieiieiiiannanans 226

4.8.3 Regression Analysis Influence of CBBE Dimensions onthe ItV.......................229
4.8.4 Regression Analyses of the MCs Impacts of the CBBE Dimensions ..................234

1121 oy 2 242

CHAPTER FIVE

DISCUSSION AND CONCLUSION

ST INEOAUCHION . ...ttt 246
5.2 Review of the Research Framework............ooieiiiiiiiiiiiii i 246
5.3 DISCUSSIONS . .. et eeteeets et e ettt et e e e et et e et e e et et e e et e e et et e e a e e 247
5.3.1 Malaysia CBBE Dimensions among GC Potential Tourists........................ 248

5.3.1.1 Malaysia Image as Perceived by GC Potential Tourists.................... 249

Xii



5.3.1.2 Malaysia Quality as Perceived by GC Potential Tourists................... 255

5.3.1.3 GC Potential Tourists Level of [tV Malaysia................................ 260
5.4 Relationship between CBBE and ItV...... ... e 264
5.5 Relationship between MCs and CBBE....... ... 266
5.6 Managerial Implications and Contributions.............ccocoueiiiiii i, 271
5.7 Theoretical ContribUtIONS ........oouiiiiit i et 280
5.8 Methodological ContribULIONS. ... ....uinneie it eeeeaes 283
5.9 Limitations and Further Studies........... ..ottt e 285
N 1111111 F:) o PO 287
R OIENCES ..ttt 288

xiii



Table 1.1:

Table 2.1:

Table 2.2:

Table 2.3:

Table 2.4:

Table 2.5:

Table 2.6:

Table 2.7:

Table 3.1:

Table 3.2:

Table 3.3:

Table 3.4:

Table 3.5:

Table 3.6:

Table 4.1:

Table 4.2:

Table 4.3:

Table 4.4:

Table 4.5:

LIST OF TABLES

Page
Arab Tourists Visiting Malaysia (2003-2009)........ccccoeeiriiiiiiiiiiiie e, 8
Lavidge and Steiner HOE model................ooiiiiiiiiiiiii e, 32
The Theoretical Foundation of this Study..............ocooiiiiiii i 45
The Differences between MC Long-terms and ShOrt-termé Effectiveness............... 70
Six Major Perspectives on Brand equity Dimensions in the Literature................... 82
Tourist Arrivals and Receipts to Malaysia (2000-2009)..........ccceviiieniiinininn.... 106
Top Ten Tourists Receipts to Malaysia (2008/2009)..........c.ociviiiiiiiinininann... 108
Top Ten Averages Capital Expenditure with ALOS (2008/2009)...................... 111
Research Variables and Operational Definitions................ooooiiiiiiin . 126
Standardized Measurement Image Factors (common and specific attributes)......... 135
Perceived quality common and specific measurement factors.......................... 138
KSA and UAE Tourists’ Indicators year 2008..........ccooiiiiiiiiiiiiiiiiiiiiiinnan 167
Alpha Coefficient Ranges and Strength.............c.ooi i 172
Reliability Coefficient for Multiple Items in the Pilot Study....................o. 174
Results of Skewness and Kurtosis for destination awareness........................... 188
Profile of the respondents..............coiiiiiiiiiiiii 189
Cronbach’s alpha for CBBE factors.........c....cooiiiiiiiiiiiiiii i, 199
Comparing Original Dimensions to Final Dimension after Factor Analysis.......... 201
Descriptive Statistics for awareness of Malaysia statements............................ 203

Xiv



Table 4.6: Results of Descriptive Statistics for Top of Mind awareness............................ 204

Table 4.7: Descriptive Statistics for perceived destination image Variables........................ 205
Table 4.8: Results of Descriptive Statistics of Destination Perceived Quality..................... 208
Table 4.9: Descriptive Statistics for [tV Malaysia statements...............cccouveneiiiiinnnan 209

Table 4.10: Descriptive Statistics for word-of-mouth statements......................oa 210
Table 4.11: Descriptive Statistics for advertisings statements..............cooeeeiiiiiiiinennnn... 211
Table 4.12: Results of Descriptive Statistics for Sources of Information........................... 212
Table 4.13: CBBE dimensions and 1tV by gender and nationality (T-test)......................... 213
Table 4.14: CBBE dimensions and ItV by age and marital status (ANOVA test)................. 216
Table 4.15: Pearson Correlations of Study Variables..............cooooiiiiiiiiiiiiiiii e 221

Table 4.16: The influence of awareness, perceived image and quality factors of the destination on

OV e e e 230
Table 4.17: The influence of MCs on each perceived image factors....................c.ooii 238
Table 4.18: The influence of MCs on each perceived quality factors.....................c.oooo.e. 241

XV



LIST OF FIGURES

Page
Figure 2.1: Berry’s Service-Branding Model...............ooiiiiiiiii e 42
Figure 3.1: Theoretical Guiding for the Study Approach on Brand Equity........................ 124
Figure 3.2: The Theoretical Model Used in this Study.............cooiiiiiiiiiiiiiiiic e 153
Figure 4.1: Example of Violations Assumptions Results...............ocooo .. 226
Figure 6.1: Proposed theoretical framework based on the findings of this study................... 282

XVi



Appendix A:

Appendix B:

Appendix C:

Appendix D:

Appendix E:

Appendix F:

LIST OF APPENDICES

Page

Research Questionnaire.............c.ccveiinnvnnn.. 312
Skewness and Kurtosis................coooienn.n. 325
Factor Analyses..........cooviiiviiiiiiiiiiiiinennnnn. 329
T-Testand ANOVA........... i 347
Assessment of Violations Assumptions............366
Cronbach’s Alpha Reliability Tests................. 381

Xvii



MC
™

HOE

KSA
UAE
UK
GDP
MOF
ALOS
APC
N.A
TOM
CBBE
DMOs
Itv
TRA

GC

ACRONYMS

Marketing Communication
Tourism Malaysia
Hierarchy Of Effects
Ringgit Malaysia
Kingdom of Saudi Arabia
United Arab Emirates
United Kingdom
Gross Domestic Product
Ministry Of Finance
Average Length of Stay
Average Per Capital Expenditure
Non-Available
Top-of-Mind
Consumer Based Brand Equity
Destination Marketing Organizations
Intention to Visit
Theory of Reasoned Action

Gulf Countries

xviii



CHAPTER 1

INTRODUCTION

1.1 Background of the Study

It has been long accepted that tourism is an economic activity of attracting tourists and
catering to their demand and needs (Rashid and Ismail, 2008; Che-Mat, Zakaria, and
Jusoff, 2009). Because of tourism contribution to the national economy, it becomes an
important field of study that has attracted attention of researchers (Ortega and Gonzalez,
2006). Due to factors such as globalization, fierce competition, and new destinations
coming up in the tourism market place, the available choice of tourism destinations has
been expanded. As a result, it becomes harder for destination marketing organizations
(DMOs) to distinguish their destinations from their major competitors (Li and Vogelsong,
2002). As such, in order to survive in market place, tourism destination must be
recognized in addition to favorable and strong identity (brand equity) from the tourist’s
perspectives (Echtner and Ritchie, 2003). Consequently, establishing a unique brand of
the destination becomes a major concern. Therefore, awareness, image, and perceived
quality as dimensions CBBE are important factors in ensure the long term success of the

tourism destination (Rashid and Ismail, 2008).
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