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Abstract  

Destination image is influenced by a number of determinants and can have a direct impact 
on tourists’ future behaviour.  This research therefore aims to establish the determinants 
of destination image and its influence on tourists’ intention to visit. Due to its global 
popularity and large number of visitors, Phuket was selected as the study area. A survey, 
distributed using simple random sampling, was used to collect data from international 
tourists who entered Thailand through international airports. Findings based on a sample 
of 400 respondents showed that external motivation, internal motivation, and word-of-
mouth have significant positive influence on destination image. However, perceived 
travel risk has a negative influence on destination image. These four variables also had an 
impact on intention to visit. Destination image was found to have a significant mediating 
influence on intention to visit. The results of this research could assist industry players by 
providing them with a clearer understanding of the variables that influence destination 
image, which could directly impact their business. Theoretically, these results enrich the 
literature by offering a detailed explanation of the mechanism for destination image 
composition, as well as formation and enhancement of existing theories, such as 
motivation theory of destination image formation. Future research could focus on 
incorporating and testing demographic and geographic influences on destination image. 

Keywords: Destination Image, Intention to Visit, Word of mouth, Perceived risk of 
travel, Phuket 
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Abstrak 

Imej sesebuah destinasi adalah dipengaruhi oleh beberapa faktor penentu, dan boleh 
mempunyai kesan langsung ke atas tingkah laku masa hadapan pelancong.  Kajian ini 
bertujuan untuk mewujudkan penentu  imej destinasi dan mengesan pengaruhnya ke atas 
niat pelancong untuk membuat lawatan. Phuket dipilih sebagai kawasan kajian 
berdasarkan kepopularan global dan bilangan pengunjungnya yang ramai. Kaji selidik 
yang diedarkan secara persampelan rawak mudah digunakan untuk mengumpul data 
daripada pelancong luar negara yang memasuki Thailand melalui lapangan terbang 
antarabangsa. Hasil analisis data yang diambil daripada 400 orang responden 
menunjukkan bahawa motivasi luaran, motivasi dalaman, dan cerita dari mulut ke mulut 
mempunyai pengaruh positif yang signifikan kepada imej destinasi. Namun, Dirasakan 
risiko perjalanan mempunyai pengaruh yang negatif. Keempat-empat pemboleh ubah ini 
juga mempunyai impak ke atas niat untuk membuat lawatan. Imej destinasi didapati 
mempunyai pengaruh pengantaraan yang signifikan ke atas niat untuk melawat. Dapatan 
kajian ini mampu memberikan kefahaman yang lebih jelas kepada pengamal industri 
mengenai faktor-faktor yang boleh mempengaruhi imej destinasi, seterusnya 
mempengaruhi perniagaan mereka. Secara teorinya, dapatan ini memperkayakan literatur 
dengan menawarkan lebih banyak penjelasan ke atas mekanisme komposisi imej 
destinasi, di samping pembentukan dan pengukuhan terhadap teori sedia ada seperti teori 
motivasi pembentukan imej destinasi. Kajian masa hadapan boleh dijalankan dengan 
menggabung dan menguji pengaruh demografi dan geografi terhadap imej destinasi. 

Kata kunci: Imej Destinasi, Niat untuk Membuat Lawatan, cerita dari mulut ke mulut, 
Persepsi risiko perjalanan, Phuket 
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CHAPTER ONE 
 

INTRODUCTION 
 

1.0  Introduction 

This chapter outlines tourism in Thailand with specific attention to Southern Thailand. 

The background section highlights the growth of global tourism and the importance of 

tourism in Thailand in this global scenario. The background section also discusses various 

facts that seem to be undermining the destination image of Thailand, especially the island 

destinations of the Southern Thailand. These facts establish the need of this research and 

the reason why this study was undertaken.  After this background, there is a section on the 

research problem to establish that present theories are not sufficient to explain these 

events. This discussion is followed by sections on the research objectives, the research 

questions and the operational definitions. Finally, there are sections on the significance, 

scope, limitations and organization of this thesis. 

 

1.1 Background of the Study 

Tourism is an activity, wherein people of one place go to the other places with an intention 

of coming back. According to World Tourism Organization (UNWTO), the purpose of 

tourism could be leisure, sightseeing, business, education, health, study or even scientific 

research (UNWTO, 2014).  Earlier, only the developing countries pursued tourism as a 

key development strategy. Developed countries like Japan and the United States (US) had 
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paid little attention to tourism industry, in the past. Recently, both developed and 

developing countries have implemented policy changes and have relaxed visa regulations 

to promote inbound tourists to stimulate their sluggish economies (Bonham & Mak, 2014).  

 

1.1.1 Importance of Tourism Globally 

The performance of the tourism industry has been better compared to the overall growth 

of the world economy consecutively from 2011 up to 2015 (UNWTO, 2016). The growth 

in tourism industry was higher compared to other industries such as retail industry, 

financial services and manufacturing sector. International tourism has grown rapidly in 

recent decades and ranks second only to oil in world trade (Walker & Walker, 2011).  

The importance of tourism as a tool of economic development is evident from the example 

of Japan and US, where the economic growth was sluggish. Japan received 10 million 

foreign visitors in 2013, which was an all-time high and planned to double the number by 

the Tokyo Summer Olympics in 2020 (Bonham & Mak, 2014). US is always known as a 

nation suspicious of the foreign visitors but hosted a record 67 million international 

tourists in 2012, and President Obama set a goal of attracting 100 million by 2021 

(Bonham & Mak, 2014).  

These examples, highlight the importance of tourism for the economy. Now, tourism is 

encouraged by the nations because the tourism contributes to the economic and the human 

development of the countries. Some researches, such as Kandampully (2000), feel that the 

tourism sector is the largest contributor to the economic development. Tourism has 

become the backbone of economic progress in Malaysia, Thailand, Maldives and many 

countries (Remoaldo, Vareiro, Santos & Ribeiro, 2014).  
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UNWTO reported that tourism has become a major source of foreign exchange in many 

countries. The international tourist arrivals at 1186 million in 2015 showed a growth of 

4.6% over 2014. International tourism revenues grew by 4.4% in real terms to USD 1.26 

trillion in 2015 (UNWTO, 2016). According to World Travel and Tourism Council 

(WTTC), tourism is one of the most important global industries. In 2015, the total 

contribution to the global economy rose to 9.8% of global GDP when it crossed USD 7.2 

trillion and it generated 284 million jobs (WTTC, 2016) which meant that 1 out of 11 jobs 

in the world are generated by tourism. For many developing countries it is one of the main 

sources of foreign exchange income and the number one export category, creating much 

needed employment and opportunities for development.  

There are quite a large number of studies that relate economic growth to tourism sector on 

the theoretical and empirical grounds with different methodologies, data used, time 

periods and cases. One important study on the impact of tourism and economic 

development has been conducted for Portugal (Proenca & Soukiazis, 2005). In this study, 

the researchers found that that 1% increase in accommodation capacity in tourism sector 

induces 0.01% increase in per capita income. Malaysia presents another example. A recent 

study has tried to calculate the impact of tourism on the economy (Mohammad et al, 2009). 

As per this study, the extra revenue generated by tourism helped the country’s economy 

during the economic crisis of 2008. As of now, tourism has become a major contributor 

to the Malaysian economy in terms of GDP, investment and employment. It has become 

Malaysia’s third largest source of income from foreign exchange. This study revealed that 

Malaysian tourism industry is playing an important role in the Malaysian economy.  
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The conclusion is that an increase in international tourist inflow is a very important for 

any country and helps in the following. 

1. Earning foreign exchange 

2. Attracting foreign investment in a region 

3. Generate employment in a region 

All these have further multiplier effects in boosting the income levels in a country. In fact, 

“With its promise of foreign exchange and employment, tourism is seen as an attractive 

development strategy.” (Telfer, 2009, p146). Even earlier researchers had argued that all 

over the world, the most compelling reason for pursuing tourism as a development strategy 

is the positive contribution of tourism to the local or national economy” (Sharpley, 2002). 

It was suggested that potential “contribution to the national balance of payments is the 

principal reason why governments support tourism development” (Oppermann & Chon, 

1997, p109). 

In this scenario of importance of tourism globally, the tourist destinations have to play a 

proactive role. This has created a huge interest among marketers in understanding the 

decision-making process of tourists, especially in the light of rising intense competition 

among destinations (Currie, Wesley & Sutherland, 2008). 

 

1.1.2 Importance of Tourism in  Thailand 

Tourism has always been crucial for Thailand and is an integral part of its development 

strategy since Thailand went through a major financial crisis in 1998. At that time, 

Thailand launched “Amazing Thailand” campaign to earn the much needed foreign 

exchange. The tourist arrivals went up by 7.34% in 1999-2000 compared to 1998-1999 
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when the campaign was started (Chumni, 2001). Encouraged by this success, the 

importance of tourism has been continuously growing in Thailand year to year. How 

tourism is very important for Thailand is evident from the fact that the direct contribution 

of tourism to Thai GDP in 2012 was 7.3% or THB 825.6 billion (WTTC, 2013). This 

primarily reflected the economic activity generated by the industries such as hotels, travel 

agents, airlines and other passenger transportation services (excluding commuter 

services). But it also included, for example, the activities of the restaurant and leisure 

industries directly supported by tourists. It is expected that the direct contribution of 

tourism to GDP would grow by 6.8% per annum to THB 1,698.4 billion or 8.7% of GDP 

by 2023 (WTTC, 2013). However, if the direct as well as indirect contribution of travel 

and tourism is considered to include supply chain, investment and induced income 

impacts, the total contribution in Thai economy was THB 1,896.7 billion in 2012 (16.7% 

of GDP) and WTTC forecasted it to rise by 6.5% per annum to THB 3,833.0 billion by 

2023 – about 19.6% of GDP (WTTC, 2013). 

Even greater is the impact on employment, which is the main concern of any economy. 

Tourism generated 2.02 million jobs directly in 2012 or 5.2% of total employment. This 

figure included employment by hotels, travel agents, airlines and other passenger 

transportation services (excluding commuter services). WTTC report mentioned that by 

2023, tourism will account for 3.47 million jobs directly, an increase of 4.5% per annum 

over the next ten years. In 2012, the total contribution of tourism to employment, including 

jobs indirectly supported by the industry, was 12.4% of total employment (4.82 million 

jobs). This is expected to rise by 3.6% per annum to 7.528 million jobs in 2023 or 17.5% 

of total employment. 
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Looking at the facts, mentioned above, it can be concluded that tourism is an important 

industry that generates not only substantial income but also contributes significantly to the 

creation of jobs for Thai people, hence ensuring prosperity in the society (Harun, 2012). 

Therefore, paying attention to the tourist destinations and the image of Thailand as a 

tourist destination is quite crucial for the Thai economy. 

 

1.1.3 Island Destinations of Southern Thailand 

 
Tourism development is a good vehicle of growth as was seen in Section 1.1.1. It could 

be used to develop certain regions economically. One such region, which is worthy of 

attention, is Southern Thailand with its 1802 Kilometers eastern coastline along Gulf of 

Thailand and 716 Kilometers western coastline facing Andaman Sea. Southern Thailand 

consists of 14 provinces. The provinces of Chumphon, Surat Thani, Nakhon Si 

Thammarat and Ranong are in the upper part of Southern Thailand. The southwest coast 

has provinces of Phuket, Phang Nga, Krabi, Trang and Satun provinces and provinces of 

Patthalung, Songkhla, Pattani, Yala nd Narathiwat in the southeast coast.  

Southern east node of Southern Thailand consisting of Songkhla, Hatyai, Satun, 

Narathiwat, Yala and Pattani has lots of natural beautiful places, according to a report on 

Sourthern Thailand released by Public Relations Department (PRD) in 2011 (PRD, 2011). 

The report specifies that Satun can boast of three national parks is one of the most 

picturesque tourist attractions. Songkhla Lake, known in Thai as Thale Sap Songkhla, is 

a major food source for local people and the largest inland body of water in Thailand. It 

covers about 260,000 acres, encompassing three provinces, namely Songkhla, 
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Phatthalung, and Nakhon Si Thammarat. Narathiwat boasts beautiful scenery with large 

mountainous areas and fertile forests. The forested area covers about 1,835 square 

kilometers, accounting for 41 percent of its total land area. The central mosque in Pattani 

is recognized as the most beautiful Muslim religious structure in the southern region 

(PRD, 2011).  

Another place of interest is Wat Chang Hai, an ancient Buddhist temple where the revered 

Luang Pho Thuat image is enshrined. Pattani is also famous for many natural attractions, 

such as SaiKhao Waterfall, the most beautiful waterfall in Pattani. In 2007, Sai Khao was 

honored with the Most Outstanding Community-based Tourism Award by the Tourism 

Authority of Thailand (TAT). Lastly, Yala was awarded an honorable mention in the 

UNESCO Cities for Peace Prize, 2002-2003 for having one of the most beautiful city plans 

in Thailand. The Thanto Waterfall is among several tourist attractions in Yala. Surrounded 

by high mountains, the 20-meter-high waterfall has nine tiers, each of which possesses its 

own remarkable beauty (PRD, 2011). 

While the region has beautiful tourism spots, it also has lack of infrastructure, lack of 

industrialization, political unrests and low economic development (Ongkittikul, 2009).  

From the tourism research point of view, there are many reasons, why Southern Thailand 

is worth studying. This region has beautiful natural resources. The most popular island 

and beach destinations are located in Southern Thailand like Phuket, Krabi, Phang Nga, 

Trang, Ko Lipe, Ko Lanta on the Southern Andaman Coast in the Andaman west coast 

and Ko Samui and Ko Phangan on the east coast in the Gulf of Thailand. But the most 

popular is Phuket with maximum number of tourists. 
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The island Phuket  and closeby islands are indicated by a red circle in Figure 1.1. 

  

Figure 1.1.  Phuket and island destinations of Southern Thailand  
Source: http://wikitravel.org/en/Southern_Thailand 

 

 

http://wikitravel.org/en/Southern_Thailand
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The National Economic and Social Development Board (NESDB) is the main agency in 

Thailand responsible for the economic and social development plan. It came out with a 

report on Development of Southern Thailand with Asian Development Bank (ADB) in 

2008 (Ongkittikul, 2009). This report proposed a regional development concept based on 

sectoral analysis of five sectors namely; agriculture and fisheries; heavy industry and 

energy; tourism and leisure; knowledge based industry; and environment. However, the 

Tourism and Leisure sector is the most important because it requires least investment, 

least  and can easily attract foreign investment. It can also be implemented in the least 

possible time. This report emphasized the need for developing tourism and leisure corridor 

in the Southern Thailand (Ongkittikul, 2009).  

Southern Thailand has beautiful natural resources but also has lack of infrastructure, lack 

of industrialization, political unrests and low economic development. In addition, it has 

been hit by disasters since 2004 like notorious tsunami which hit Phuket. Given all these 

facts, development of tourism and attracting international tourists to Southern Thailand is 

a worthy objective to pursue for Thai government as well as this study.  Earlier it was 

mentioned in previous paragraphs that tourism is a good vehicle of growth. 

Even though the Southern Thailand consisting of so many beautiful and natural places, 

Phuket, Krabi and Ko Samui have the maximum number of international tourists as shown 

in the Table 1.1 below, which is compiled based on the recent data (2013-2015) from 

National Statistical Office (NSO) of Thailand. 
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Table 1.1  

Foreign Tourist Arrivals in the Popular Destinations in Northern (NT) and Southern (ST) 
Thailand (not including Bangkok) 
 
Popular Destinations Year 2013 Year 2014 Yearly 

Growth 
Year 2015 Yearly 

Growth 
NT-Chiang Mai 2,126,964 2,367,495 11.31% 2,584,091 9.15% 
NT-Pattaya (Chonburi) 7,070,091 6,337,171 -10.37% 6,803,475 7.36% 
ST-Ko Samui  2,664,225 2,870,070 7.73% 3,094,487 7.82% 
ST-Phuket 8,034,981 8,085,616 0.63% 9,095,355 12.49% 
ST-Krabi 1,772,216 1,820,702 2.74% 1,907,235 4.75% 
ST-Songkhla 2,048,811 2,122,359 3.59% 2,300,127 8.38% 
Other Destinations 2,829,437 1,206,270 -57.37% 4,096,321 239.59% 
Total Thailand 26,546,725 24,809,683 -6.54% 29,881,091 20.44% 

 
Source: National Statistical Office (NSO), Thailand, 2016  

Table 1.1 shows all the popular destinations of Thailand except Bangkok which is not 

taken into consideration because, in case of Bangkok, it is difficult to separate political 

and business travelers from the tourists. In this table we can see that destinations like 

Phuket, Songkhla, Krabi and Ko Samui are the main tourist attractions and are all in 

Southern Thailand.  

In this table, Chiang Mai is a natural (surrounded by hills) and cultural destination (seven 

hundred years of cultural history including famous hill tribes) but all others are beach and 

island destinations. The two destinations Pattaya and Krabi are beach destinations and 

very popular, Phuket and Ko Samui are the island destinations. Among all these, Phuket 

is the most popular tourist destination accounting for one third of all tourists arrivals in 

Thailand in 2015. The tourist arrivals in Phuket have seen a continuous growth after an 

initial dip in 2004 as shown in the figure below (Figure 1.2). The number of arrivals 

crossed 3 million in 2010 and crossed 7 million in 2015.  
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Figure 1.2.  International passenger arrivals at Phuket International Airport (2004-2015)  
Source: Compiled from www.airportthai.co.th/main/en/1115-air-transport-statistic (2017) 

 
 
Islands have become a popular attractive destination for traveler (Stylidis, Terzidou & 

Terzidis 2008). The islands off the coast of Thailand in the Andaman Sea and Gulf of 

Thailand are some of the most famous places for tourists to Southeast Asia to visit. These 

islands are well known throughout the world for their beautiful beaches and party 

atmosphere. And also, these islands offer numerous opportunities for recreation, spiritual 

exploration, and relaxation (TAT, 2017). Island and beach tourism along with food, 

massage and culture are, anyway, the main themes for Thai tourism promotion as can be 

seen in the main promotion line as below (Thaitourism.org, 2014). 

“Thailand is a wondrous kingdom, featuring Buddhist temples, exotic wildlife, 
and spectacular islands. Along with a fascinating history and a unique culture 
that includes delectable Thai food and massage…and friendly people who 
epitomize Thailand’s ‘land of smiles’ reputation.” 

 
The government of Thailand has been contemplating to develop this region with the help 

of tourism industry. The National Economic and Social Development Board (NESDB) is 
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responsible for the economic and social development plan in Thailand. It came out with a 

report on Development of Southern Thailand with Asian Development Bank (ADB) in 

2008 (Ongkittikul, 2009). This NESDB report proposed a regional development concept 

based on sectorial analysis of five sectors namely; agriculture and fisheries; heavy industry 

and energy; tourism and leisure; knowledge based industry; and environment. However, 

the Tourism and Leisure sector is the most important because it requires least investment 

and can easily attract foreign investment. It can also be implemented in the least possible 

time. Therefore, this report emphasized the need for developing tourism and leisure 

corridor in the Southern Thailand (Ongkittikul, 2009). 

At this point, it is important to note that the while Phuket, Krabi and Phang Nga are part 

of west coast, so is Satun which is part of the same coast but more down south. Similarly, 

while Ko Samui on the East coast is popular, the same popularity has not been possible 

for Songkhla, Narathiwat, Yala and Pattani. There is absence of study, which explains 

absence of international tourists in these areas. The only explanation is the image of Satun 

in comparison to Phuket or the image of Songkhla in comparison to Ko Samui. There is a 

need for a comprehensive study of the destination image of Southern Thailand. The 

important question is where can the study on destination image be conducted. With so 

many destinations, the choice has to be made. Conducting a study to represent all 

destinations of Southern Thailand is not only creates complexity for the logistics of the 

study but also the theoretical aspects in terms of how to frame questions. Therefore, the 

logical choice is Phuket which gets the maximum tourists (Table 1.1). 
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1.1.4 Phuket Island 

 
Phuket is one of the smallest provinces of Thailand. But it is the most popular island 

destination of the Southern Thailand. This province has Phuket Island and about 32 

smaller Islands around it. Phuket is the largest island of Phuket (Tourism Authority of 

Thailand (TAT), 2017). This island is facing Andaman Sea and lies on the west coast of 

Thailand (Figure 1.1). Phuket is connected to the main land by the Sarasin Bridge, which 

is in the Phang Nga province in the north of Phuket. Therefore, it is possible to drive into 

Phuket. It is about 863 kilometers from Bangkok, the capital of Thailand. If Another 

nearest province and a popular destination is Krabi which is in the east of Phuket across 

Phang Nga Bay. Phuket island is almost the size of Singapore with an area of 543 square 

kilometers and 576 square kilometres if the areas of islands closeby are included (TAT, 

2017). The population of Phuket excluding workers and visitors was 525,709 of which 

358,160 was in municipal area and 167,549 in non-municipal areas according to the last 

census in 2010 (NSO, 2017). A rough map of Phuket is shown in Figure 1.3. 

Historically, Phuket was famous for its tin and rubber trade. The island was on a major 

trading route between India and China. The name of Phuket, known as Lung Ceylon, 

which seems to be derived from Tanjung Salang (a Malay word meaning Cape Salang) 

appears in the ship logs of European traders. But, locally, it was refered as Thalang 

(derived from the old Malay word Telong again meaning Cape). Even now, the north of 

Phuket city is called Thalang. The possible reason is that local sea dwelling people around 

Phuket are Muslims (about 29 percent) and are Malay descendents (NSO, 2017). Even the 

word Phuket seems to have derived from the malay word Bukit (pronounced as Pukit) 

because Phuket looks like a hill when approached by sea from the Malaysian side. 
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However the bulk of population is Chinese (about 71 percent) who are descendents of 

Chinese tin miners who migrated to Phuket in 19th Century (TAT, 2017). The other 

religions and ethnicities are minor fractions (NSO, 2017). 

 

Figure 1.3.  Phuket and Surrounding Islands 
Source: http://sageoftravel.weebly.com/phuket.html 
 
Phuket has an interesting history. The first mention of Phuket is in the logs of the 

Portuguese explorer Fernao Mendes Pinto, who seems to have visited Siam (local name 

for Thailand) in 1545 (Ahmad & Ee, 2003). He mentioned about Ayutthaya, Ligor or what 

is now known as Nakhon si Thamarat and ports in Southern Thailand. He mentioned Junk 

Ceylon, seven times referring to Phuket in Portuguese maps (Ahmad & Ee, 2003). Pinto 

said that this was a destination port where merchant vessels stopped for supplies and 
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provisions. Even at that time, it was known for pirates, rough and unpredictable sea 

(Ahmad & Ee, 2003). 

Not much is known around that time but in the 17th century the Dutch, English and, later, 

the French fought each other for the opportunity to source tin from the island of Phuket. 

In 1685, King Narai allowed the French to have monopoly in the tin trade from Phuket. 

However, the French were expelled after the 1688 Siamese revolution. In 1689,  the 

French attaced to re-capture Phuket to restore French control in Phuket but was not 

successful. The French returned back to Pondichery in India in 1690. About a hundred 

years after that, in 1785, the  Burmese troops attacked Phuket because it’s military 

governor died and the Burmese thought it was easy to capture the island. But Khun Jan, 

the widow of the governor and her sister Khun Mook organized the women of the island 

to dress as soldiers and fight on the Thalang city walls. When the  

Burmese were not successful and retreated, the two women became local heroines. They 

received the honorary titles, Thao Thep Kasatri and Thao Sri Sunthon, from King Rama I 

(Ahmad & Ee, 2003).  

The length of Phuket island measures 48 kilometers from north to south. The width at 

maximum is 21 kilometers east to west. Geographically, 70% of Phuket is covered with 

mountain range running north to south and the remaining 30% is plains in the eastern and 

the central parts. The west coast has number of sandy beaches. It does not have any major 

river but has about 9 brooks and creeks (TAT, 2017). Phuket was famous for tin mining, 

which was it’s major source of income since 16th century but its importance slowly 

decreased in 20th century. As of now, rubber tree plantations is the major source of income 
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apart from tourism. Reuters labeled Phuket as a single largest producer of rubber in the 

world (Reuters, 2014).  

However, Phuket is the most famous for the tourism. The sandy beaches on the west coast 

of the island have been developed since 1980 as tourist destinations, with Patong, Karon, 

and Kata being the most popular. Since the 2004 tsunami, all damaged buildings and 

attractions have been restored. Phuket is being intensely developed, with many new hotels, 

apartments, and houses under construction. As of 2015 there were 47,475 hotel rooms, 

with another 4,400 rooms expected to be built by 2018 (C9hotelworks, 2015). From the 

tourism point of view, the most popular tourist area is Patong beach which is overcrowded 

(Figure 1.4). It is on the central west part of the Phuket island. The popularity is due to 

easy accessibility and a long 3 kilometer beach. Patong is host to most of the nightlife and 

shopping in Phuket. In Thai language, Patong means "the forest filled with banana leaves".  

 

Figure 1.4. A Crowded Patong Beach, Phuket 
Source: https://blog.hotelscombined.com/phukets-best-beaches-to-visit-in-2017 

South of Patong, Phuket has Karon, Kata, and Kata Noi Beach (Figure 1.5), and around 

the southern tip of the island, Nai Han and Rawai Beach. To the north of Patong are 
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Kamala, Surin, and Bang Tao Beach. Out of all these beaches, Patong is the most 

developed. In addition, to the beaches just mentioned, Phuket has Bon Island and the Phi 

Phi Islands, which are part of Krabi Province, in the southeast and several coral islands in 

the south. The Similan Islands lie to the northwest of Phuket (TAT, 2017). 

 

Figure 1.5. Kata Noi Beach – One of the Several Uncrowded Beaches 
Source: http://www.katathani.com/beach.html  
 
Phuket became more famous after tsunami. Therefore, any account of Phuket beaches is 

not complete without the mention about tsunami which hit Phuket and other nearby areas 

on December 26, 2004. Therefore, it is also called Christmas tsunami. The waves caused 

major damages in Phuket and five other destinations - PhangNga, Krabi, Ranong, Trang 

and Satun. The overall death toll reached 5,395 in these provinces, with 8,457 people 

injured and 2,932 still missing (Ichinosawa, 2006). 

It should be noted that these numbers are the Thai government’s official statistics and may 

not be taking numerous hidden victims into account. Some 250 were reported dead in 

Phuket, including foreign tourists. Almost all of the major beaches on the west coast 

Patong, Karon, Kata, and others sustained major damage. However, by February, 2005 
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life returned to normal. In early December 2006, Thailand positioned 22 satellite-linked 

tsunami-detection buoys around the Indian Ocean about 1,000 km off Phuket, roughly 

midway between Sri Lanka and Thailand (NOAA, 2006). 

In addition to the number of beaches, there are number of other attractions. The most 

popular is Two Heroines Monument, which is in Thalang (Figure 1.6). It is in memory of 

Thao Thep Kasattri and Thao Sri Sunthon. In 1785, the governor of the island died so 

Burmese invaders attacked the island assuming that it will be easy to capture as there was 

no one to guard it. However, widow of the governor Kunying Jan and her sister Mook 

gathered all the women of the island to fight the Burmese disguised as male soldiers. After 

a month's siege, the Burmese invaders became exhausted and withdrew. King Rama I of 

Thailand awarded Kunying Jan and Mook with the royal title of Thao Thep Kasattri and 

Thao Sri Sunthon, respectively. It is made part of local sight seeing tours (TAT, 2017). 

 

Figure 1.6. Two Heroines Monument, Thalang, Phuket 
Source: http://thingstodoinphuketthai.blogspot.co.id/2016/04/phuket-heroines-monument-thailand.html 
 
Another attraction is Big Buddha, which in local language is called Phra Phutta Ming 

Mongkol Akenakiri or Ming Mongkol Buddha, is on the peak of a mountain near Muang 

Phuket, or Phuket town (Figure 1.7).  
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Figure 1.7. The Big Buddha, Phuket 
Source: https://www.shutterstock.com/video/search/big-buddha/ 

The statue, made of white marble from Burma, is 45 meter tall.  Another attraction is Wat 

Chalong which has the cast statue of Luang Pho Cham, who helped the people of Phuket 

put down the Angyee, or Chinese Coolie Rebellion, in 1876 during the reign of Rama V 

(TAT, 2017).  

Phuket also has number of activity oriented attractions also. One of them is Laem 

Phromthep  (Phromthep Cape) at the extreme south end of Phuket. "Phrom" is Thai for 

the Hindu term "Brahma", signifying purity, and "thep" is Thai for "God". Local villagers 

used to refer to the cape as "Laem Chao", or the God's Cape, and it was an easily 

recognizable landmark for the early seafarers traveling up the Malay Peninsula. There is 

a spot called View Point , which offers a good view of Kata Noi, Kata, Karon beaches as 

well as the island Ko Pu. Then, there is a pearl farm a little distance from Phuket. One has 

to go by boat (TAT, 2017).  

The other attractions are (TAT, 2017): 
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 Thalang National Museum established in 1985, on the 200th anniversary of the 

Thalang War, the museum contains a permanent exhibition of life in old Phuket. 

 Khao Phra Thaeo wildlife park conserves a number of wild animals that would 

otherwise have gone extinct in Phuket, apart from providing tourist activities like 

trekking. 

 Phuket Butterfly Garden and Insect World. 

 Phuket Aquarium established in 1983 attracts around 300,000 visitors each year. 

 Apart from these, Phuket has many nearby islands, which are very popular 

destinations for tourists, divers and snorkelers, especially the Phi Phi Islands and 

the Similan Islands. 

Phuket is a comprehensive destination. This destination not only provides attractions but 

there are several activities such as: 

 Vegetarian Festival or Nine Emperor gods Festival  is held on the first day of the 

9th Chinese lunar month (end-Sep or early-Oct), when the local Chinese residents 

eat only a vegetarian diet for 9 days, a form of purification. There are several 

shows, including fire-walking and other activities. 

 Ghost Festival or Phootoo Festival is held on the middle day of the 7th Chinese 

lunar month to worship the ancestors. Activities include preparing food offerings, 

burning incense, and other activities for the visiting spirits.  

 Phuket King's Cup Regatta is held in December in Kata beach. The competing 

participants are yachtsmen from neighbouring countries. 
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 Laguna Phuket Triathlon is held each December. The triathlon consists of a 1.8 

kilometer swim, a 55 kilometer bike, a 12 kilometer run attracts athletes from all 

over the world. 

 Phuket Travel Fair or Patong Carnival is held in November consisting of colourful 

parades, sports events, and a beauty competition for foreign tourists. 

 Chao Le Boat Floating Festival falls during the middle of the sixth and eleventh 

lunar months yearly. The villages around Rawai in south of Phuket keep their small 

boats floating similar to the Thai festival of Loi Krathong. 

 Phuket Bike Week is the biggest motorcycle event in Asia that is held since 1995. 

The events are Motorcycle Exhibition, Bike Parades “Ride for Peace”, Custom 

Bike contests, Live Entertainment, Miss Phuket, other activities. 

With such a wide variety of events, attractions, beaches, adventures, cultural activities and 

shopping Phuket is a comprehensive destination and one of the most popular destinations 

in the eastern part of the world. The importance of tourism for Thailand was established 

in the previous section. It was also established that just taking recent years data from the 

Table 1.1 the contribution of Southern Thailand is about 54-60% in Thai tourism. From 

the same table it can be seen that there was a positive growth in the tourist arrivals in both 

2014 and 2015 compared to the previous years. It was also seen that Phuket has been 

contributing roughly 30-32% of all Thai inbound tourist arrivals. Therefore, Phuket holds 

a critical position in Thai tourism.  

However, during 2013, many reports appeared that spoke negatively about Thailand and 

especially about Phuket especially from the respectable research bodies such as Oxford 

Business Group (OBG) (OBG, 2013) and World Economic Forum (WEF) (Blanke & 
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Chiesa, 2013), not to speak of numerous newspaper and tabloid reports which are difficult 

to compile here. Therefore, it is practically very important to study destination image and 

intention to visit destination in the context of Phuket 

1.2 Research Problem 

Since the complete Thai tourism was affected by low destination image, it is appropriate 

to begin with the problem with Thai national tourism before focusing on problems in 

Phuket. Thailand is a beautiful destination with United Nations Education, Scientific and 

Cultural Organization (UNESCO) heritage sites and caters to the visitors ranging from the 

shoppers to the adventurers, from hill stations to beautiful beach and island destinations. 

Still, it was felt by OBG that Thailand was losing in the international tourist inflows in 

comparison to neighboring countries like Singapore and Malaysia (OBG, 2013). It is 

proven to be a fact as Thai tourism saw a decrease of about 7% in tourists during 2014.  

There were reports that ascribed the reasons of decreasing intention to visit Thailand to 

the loss of image of Thai tourist destinations especially island destinations of Southern 

Thailand. The loss of image of Thailand as a tourist destination was mentioned by WEF 

in a report (Blanke & Chiesa, 2013). The report showed that Thailand dropped to the 43rd 

position worldwide, which was down from the 41st position in 2011. According to the 

WEF report, some of the issues that were responsible for the Thailand’s drop in ranking 

were the political unrest in Southern Thailand and the crimes against the tourists.  

More specifically, it was stated that the military coup during May 2014, after months of 

political unrest against then Prime Minister Yingluck, had an impact on tourism because 

the number of tourists dropped in 2014. Thailand had a target of 10% growth in 2014 over 
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the 2013 level but it could not be achieved due to political instability, demonstrations and 

a military coup (Ebbighausen, 2014). The impact of political situation in Thailand on 

tourism could be seen by a reduction in international tourists by almost 2 million or 6.54% 

of 2013 level as shown in Table 1.2. The tourism traffic decreased from all parts of the 

world substantially e.g. there was 8.5% decrease in tourists from South Asia, 7.4% and 

8.3% decrease in tourists from Oceania and East Asia and between 5-6% decrease from 

both America and Middle East.  

Table 1.2 
Impact of Political Situation In Thailand On Tourism During 2014 
 
Nationality 2014  2013  %∆ 
  Number %Share Number %Share 2014/2013 
East  Asia 14,767,849 59.52 16,097,468 60.64 -8.26 
Europe 6,028,171 24.30 6,155,582 23.19 -2.07 
The  Americas 1,048,911 4.23 1,103,963 4.16 -5.00 
South  Asia 1,213,785 4.89 1,326,518 5.00 -8.50 
Oceania 943,930 3.80 1,019,374 3.84 -7.40 
Middle  East 644,265 2.60 681,173 2.57 -5.42 
Africa 162,772 0.66 162,647 0.61 0.08 
Grand  Total 24,809,683 100.00 26,546,725 100.00 -6.54 

Source of Data: Tourism Authority of Thailand (2016) 
 
Another publication (Stapleton, 2014) labeled Thailand as a “Deadly destination”. The 

author mentioned that in 2014, and in the decade preceding it, “there were train, bus, ferry, 

speedboat, motorbike and car accidents, murders, knifings, unexplained deaths, numerous 

suicides, diving accidents, robberies gone wrong, anonymous bodies washing up on the 

shores and a string of alcohol and drug related incidents.” This book was one of those self-

publications which have become popular these days, but still it cannot be denied that 

Thailand had been losing the destination image during 2013-2014.  
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Even earlier, the image of worsening conditions of tourist attractions, pollution, jams and 

increasing crime had been mentioned in the literature (Fineman, 1990). Another 

publication mentioned that the rapid deterioration of existing tourist destinations like 

Phuket and the lack of new destinations were major challenges for developing  sustainable 

tourism in Thailand (Jariyasombat, 1998). Destination image has been a challenge in 

Thailand and it had affected the tourism in the past (Lauzon, 2009). 

In 2015, Thai military government made special efforts to restore the image of tourists 

and assure them that it was safe to travel in Thailand. As a result, the inbound tourist traffic 

increased to 29.88 million in 2015 (provisional) from 24.81 million in 2014 (TAT, 2016), 

which is a jump of 20.44%. From the data in Table 1.3, it can be noticed that tourist 

inflows to Thailand were affected in 2004, again in 2008-2009 and, finally again, in 2014. 

Table 1.3 
International Tourist Arrivals with Yearly Growth in Thailand (2004-2015) 
 
Years International Tourists Growth (yearly) 
2015 29,881,091 20.44% 
2014 24,809,683 -6.54% 
2013 26,546,725 +18.76% 
2012 22,353,903 +16.24 % 
2011 19,230,470 +20.67 % 
2010 15,936,400 +12.63 % 
2009 14,149,841 -2.98 % 
2008 14,584,220 +0.83 % 
2007 14,464,228 +4.65 % 
2006 13,821,802 +20.01 % 
2005 11,516,936 -1.15% 
2004 11,650,703 Tsunami 

Source: Tourism Authority of Thailand (2016) 
 
 
While the effect on tourism, in 2004, was due to SARS scare and Christmas Tsunami 

(called so because the event occurred on Christmas Eve) and political problems in 
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Southern Thailand, the effect on tourism in 2008-2009 was due to political unrest besides 

the global recession. It was admitted that the image of Thailand as a tourist destination 

had taken a blow. Barnes (2009) had shown how political activity in Thailand affected 

tourism in 2008. The party activists against monarchy labeled as “yellow shirts” occupied 

the Suvarnabhumi International Airport, which is the main point of entry for international 

tourists, in an effort to force existing Prime Minister to resign. They forced a closure of 

the airport until the Prime Minister Somchi resigned. But when a new Prime Minister 

Abhisit came to power, the so-called “Red Shirts” from the opposition started unrest to 

force Abhisit to resign. Since then, Thailand politics has been gripped by “yellow shirts” 

and “red shirts”.  

Similarly, when the military coup took place on 22nd May, 2014, the image of Thailand 

took another plunge. However, the efforts of Thailand assuring the tourist safety brought 

the tourists back to Thailand in spite of the Erawan shrine bombing in central Bangkok in 

August, 2015. Therefore, understanding the impact of image is quite complex and requires 

a deeper investigation. 

1.2.1 Problem of Destination Image – Phuket and other Island Destinations  

Thailand build an excellent destination image after the financial crisis of 1999 

(Rittichainuwat, Qu & Brown, 2001). But Southern Thailand has been hit by political and 

natural disasters since 2004 which affected its image as a tourist destination (Sirichote, 

2012). The political unrest started in Southern Thailand in 2004 in Narathiwat, Yala, 

Pattani and parts of Songkhla and Hatyai. On 4th January 2004, an armed group of rebels 

launched attacks on the army camp in Narathiwat province. Over 4000 people have been 

killed since 2004. There are various reports on the political unrest but a comprehensive 
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review is contained in a dedicated report from the public relations department (PRD) of 

Government of Thailand called Inside Thailand Review: Southern Situation (PRD, 2011). 

These events are continuing even now, even though the Thai Government and a rebel 

Muslim group Barisan Revolusi Nasional (BRN) signed an agreement on 28th February, 

2013 in Kuala Lumpur (Sithraputhran & Grudgings, 2013). In the same year, tsunami hit 

Southern Thailand especially Phuket and Krabi and left more than 4000 dead and very 

large number missing. All the facts mentioned could have contributed to a deterioration 

of the image of Southern Thailand especially after 2004.  

Due to recent crimes involving tourists, the island destinations are again getting bad 

destination image, especially Phuket, which is the focus of this study. The most glaring 

example is the foreign travel advisory related to Thailand by the Government of UK 

(Government of UK, 2014) on its website as shown below: 

“Western tourists including British nationals have been victims of vicious, 
unprovoked attacks by individuals and gangs in Koh Samui, Koh Phangan and Koh 
Tao (the Samui archipelago). In January 2013 a British national was killed in a 
shooting incident while at a beach party in Haad Rin on Koh Phanang and in 
September 2014, 2 British nationals were killed in Tao. Violent sexual assaults and 
robberies against both men and women are reported regularly in the Koh Samui 
archipelago and Krabi province. These are particularly common during the monthly 
Full Moon parties and generally occur late at night near bars.” 

It is worth researching whether one or two events distort the destination image e.g. that of 

Phuket.  In a broader context, it is worth exploring what are the determinants of destination 

image and how can Thai government control the destination image pertaining to its most 

popular destinations.  It might be possible that this decrease in the inflow of international 

tourists in 2014 was just a onetime event. But it is still worth exploring how strong and 

durable is the impact of destination image on intentions of the international tourists to visit 
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Phuket and whether there are any additional influences on the intention to visit besides 

destination image. This study focuses on Phuket because it is the most popular of the 

island destinations of the Southern Island.  

However, The main concern of this study is to find what have been the theoretical answers 

to the similar problems. Therefore, a discussion about the destination image of any tourist 

destination and the intentions of tourists to visit from the theoretical perspective is 

important. 

1.2.2 Destination Image and Intention to Visit – Research Problem 

Due to the rising competition among destinations, the need to create a distinctive image 

for the destinations is more critical than it was ever before (Phau, Quintal, & Shanka, 

2014; Remoaldo, Vareiro, Santos & Ribeiro, 2014). Destination image is critical in the 

destination choice (Baloglu & McCleary, 1999; Greaves, & Skinner, 2010). It is 

acknowledged that the main objective of consumer behavior research is the choice of a 

product or service. Therefore, image of a product or service is an important factor in the 

selection choices related to a product, service, place or a person.  

The intention to visit a destination should depend upon the image of that destination and 

therefore it is logical that the image of a destination plays the most crucial role in decision 

making (Kim, Hallab & Kim, 2012).  It has been admitted that the beginning of the 

destination image research can be traced to James Hunt (Gallarza, Saura & Garcia, 2002; 

Page & Connell, 2009). Hunt tried to examine the image of four Rocky Mountain States 

- Colorado, Montana, Utah and Wyoming among the non-visitors from other cities of USA 

(Hunt, 1975). He used 20 attributes of image divided in to categories such as people, 
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attractions, climate and temperature. The attractions related attributes were national parks, 

forest reserves, historical attractions, night clubs and night life. The climate related 

attributes were winter snow and summer temperatures. His study demonstrates that the 

destination image has a strong impact on tourist behavior. He concluded that destination 

image is crucial to the success of tourist destination. Therefore, understanding the image 

has been a central problem of marketing research. A quick look at the relevant literature 

suggests that the previous researches have considered many independent variables as 

determinants of the destination image but it seems that these variables are not enough to 

explain destination image and different studies provide different explanations. 

For example, the destination image can be built based on several sources of information 

e.g. recommendations, marketing, information, etc. without ever having been to the 

destination (Echtner & Richie, 1991). Then, many of the studies highlight the importance 

of travel motivation based on the concept of push and pull factors in choosing place of 

vacation (Crompton, 1979; Dann, 1977; Kim, Holland & Han, 2013). It means that while 

the tourist builds image based on different sources of information, it is also the result of 

the individual perceptions and cognitions of the tourist. Hence, some studies propose that 

the internal motivation of the tourist influences the destination image by acting as a filter 

(Moutinho, 1987).  

Lubbe (1998) proposed a framework to explain that the internal and external motivations 

are the determinants of destination image. Internal motivation is related to the personal 

needs and personality (Govers, Go and Kumar, 2007) and it becomes an important factor 

in the choice of destination. Internal motivation could also be influenced by the 

demographic characteristics of the tourist (Beerli & Martin, 2004).  
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From these studies, it is clear that primary image is the image formed before a visit to the 

destination. It appears that the determinants of the destination image are information on 

destination based on the marketing of destination, word of mouth and tourists’ personality. 

But it is not clear what is the individual role of these determinants and how they influence 

the destination image. Lubbe (1998) summarized based on the studies by Moutinho 

(1987), Chon (1991), Echtner & Richie (1991), and Govers, Go and Kumar (2007), it can 

be said that the push motivation comes from the internal needs of the tourists, which 

depend on the tourists’ personality. Similarly, it can be argued that destination attributes 

and the marketing campaign together become the external or pull motivation of the 

tourists. All these determinants have an impact on the destination image. But which of the 

determinants is stronger still remains to be seen. 

It may be safe to assume that the needs of the tourists can also be influenced by the 

recommendations or word of mouth (WOM) from the trusted friends and relatives 

(Tocquer & Zins, 2004; Lopes, 2011). In other words, the recommendations make the 

tourists’ needs stronger. For example, a sun lover tourist may have an internal need to go 

to a relaxing and sun bathing beach or island but still may be just thinking about it. 

However, when his/her friend or spouse or a close relative recommends that Maldives is 

an amazing relaxing and sunbathing destination, the internal needs of the tourist is aroused 

and made stronger.  

Even though, the role of perceived risk in decision choices has been examined in various 

contexts, it has not been explored by the tourism researchers. Same is the fate of a parallel 

concept of safety concerns (Sonmez & Graefe, 1998). Only recently, these concepts have 

become important. In the context of Thailand, B. N. Rittichainuwat tried to establish 
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determinants of likelihood of revisit a destination (Thailand). One of the major 

determinants was travel inhibitors (Rittichainuwat, 2001). An earlier research also pointed 

out that visitors are likely to remember the negative information more. Hence, a negative 

image is easy to from due to even minor negative elements in the destination (Mayo & 

Jarvis, 1981). Therefore, the risk perceptions or safety concerns need to be treated as 

determinants of destination image formation and travel decisions. A significant decline in 

international travel activity was noticed during the Persian Gulf War (Goodrich,  1991) 

and in Thailand during political unrests and violence in 2004, 2008-9 (Barnes, 2009; 

Blanke & Chiesa, 2013) and, again, in 2014 (Ebbighausen, 2014). The perception of risk 

and safety is to be added to the list of identified internal and external motivation of tourists.  

From the theoretical angle, it is widely accepted that a positive destination image can 

increase the likelihood of visit (Assaker & Hallak, 2013). The importance of destination 

image in intention to visit is highlighted by many (Hunt, 1975; Echtner & Ritchie, 1991; 

Chon, 1991; Aaker, 1997; Gartner, 1996; Kapferer, 1997; Buhalis, 2000; Laws, Scott and 

Parfitt, 2002; Tasci and Gartner, 2007). The destination image strongly influences the 

intention to visit (Chen and Tsai, 2007). Earlier studies also suggest that destination image 

has an impact on travelers in the process of destination selection, evaluation of the trip 

and their future intention to visit (Baloglu and McCleary, 1999). Destination image has a 

positive link with the perceived quality, satisfaction and loyalty to a destination (Bigne, 

Sanchez & Sanchez, 2001). A positive image derived from positive travel experiences 

results in a positive evaluation of a destination, which in turn affects behavioral intentions 

(Carlos, Da Silva & Salgueiro, 2014).  
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Apart from destination image, intention to visit also gets influence by perception of safety 

and security and travel constraints (Rittichainuwat, 2001; Mayo & Jarvis, 1981; Chen, 

Hua & Wang, 2013). The motivation based studies indicate that external and internal 

motivations are strongly linked to intention to visit (Beerli & Martin, 2004; Chen, Bao, & 

Huang, 2014). Similarly, the word of mouth is also a determinant of intention to visit 

(Zhang, Zhang & Law, 2014). From this it appears that destination image is the main 

determinant of intention to visit. The literature also suggests that the determinants of 

destination image such as external motivation, internal motivation, words-of-mouth and 

perceived risk of travel could also be the determinants of intentions of visit. 

Furthermore, the literature suggests that the destination image of the tourist consists of 

two components – knowledge of tourist destination and the liking of the tourist destination 

(Moutinho, 1987; Dobni & Zinkhan, 1990; Dann, 1996, Lin, Duarte, Kerstetter & Hou, 

2007). The first component based on knowledge can be called cognitive Image. The 

cognitive image refers to the different features and attractions of the destination (Stabler, 

1995; Beerli & Martín, 2004). In comparison, the second component called the affective 

image comes from the emotions, feelings and likings or disliking of the tourists in regard 

to a destination (Keller, 1993; Govers & Go, 2005). The literature also suggests that these 

two images – cognitive and affective are inter related (Holbrook, 1978: Anand, Holbrook 

and Stephens, 1988, Stern & Krakover, 1993; Ryan & Cove, 2007). Therefore, the overall 

image of the destination is a combination of cognitive and affective components 

(Mazursky & Jacoby, 1986, Stern & Krakover, 1993). If this is the case, then it is pertinent 

to enquire whether these determinants affect only the overall destination image or affect 

the components – the cognitive image and the affective image also. 
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The answers are not available in the context of Thailand, which is the focus and reason of 

this study. There have been a limited number of studies in context of Thailand.  Chumni 

(2001) stresses about efforts to boost tourist demand by reducing negative effects and 

encouraging positive effects. Rittichainuwat (2001) estimated impact of destination 

image, travel satisfaction, travel motivation and travel inhibitors on probability of revisit 

through separate equations but excessive use of statistics and mathematics leaves a 

suspicion about the interpretation of the results. For example, the probability of revisiting 

was measured by logarithmic value represented by 1/(1+e-Z) which might be good to 

improve the curve fit but difficult to understand. Only two image components – “social 

and environmental problems” and “good cuisine and hotels” were found to have 

significant impact on the dependent variable – probability of revisit.  

It is noteworthy that tsunami initiated research interest in Phuket. There were many post-

tsunami studies, where the researchers tried to justify the decline in tourism calling it 

reputational disaster (Ichisonawa, 2006). The Ichinosawa study is based on Social 

Amplification of Risk Framework (SARF) proposed by Kasperson (Kasperson et al, 

1988). The conclusion of Ichinosawa was that decline in tourism was caused by risk-

induced stigma attached to Phuket. The question for the present study is that can it be used 

directly. Is the reputation or stigma not associated with destination image. But the study 

highlights the inclusion of the perceived risk of travel as one of the determinants of 

destination image. It is noteworthy that out of thousands dead in the region only 250 were 

from Phuket (Ichinosawa, 2006) but the media distortion propagated horrible stories. So 

many word of mouth accounts in the social media criticizing the health conditions. 
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Therefore, from the research perspective the problem is to assess the impact of perceived 

risk of travel and word of mouth on the destination image. 

A recent study (Thongkundam & Promsivapallop, 2013) has much more believable result 

where image components of “natural and cultural environment” and “social and safety 

environment” had significant impact on overall destination image and intentions to revisit 

in next five years. A similar result is reported by Tavitiyaman and Qu (2013) but a 

moderation by perceived risk of travel is also observed by them.  

In summary, the studies that have been conducted in the context of Thailand do not answer 

the individual and combined impact of all the variables that have been identified as having 

some impact or the other, on destination image and intention to visit. Even a more recent 

study talks about the degradation of Patong beach, the main tourist attraction in Phuket 

due to garbage, sewage, dust, pollution, deforestation, and other things mentioning that it 

will have problem for sustainance of tourism for Phuket (Polnyotee & Thadaniti, 2014). 

The research problem is also whether it is only research or the dust, sewage, garbage and 

the filthiness in general is part of the destination image of Phuket. In short, the research 

problem is also the definition and measurement of the destination image. 

The literature mentions external motivation, internal motivation, word of mouth, and 

perceived risk of travel as determinants of destination image or intention to visit. Then 

destination image itself has been mentioned as the most significant determinant of 

intention to visit (or revisit). This gap in adequate theory has been taken by this study as 

the research problem.  
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Therefore, the research problem is to evaluate the determinants of the destination image 

and the intention to visit such as the external motivation, the internal motivation, the word 

of mouth, and the perceived risk of travel in the context of island destinations of Southern 

Thailand. Further, the research problem is also to explore, in depth, whether the 

destination image mediates the impact of the external motivation, the internal motivation, 

the word of mouth and the perceived risk of travel on the intention to visit or whether the 

destination image is just another determinant of the intention to visit. 

1.3 Research Questions 

The research questions are the statements which clarify the topics that are of research 

interest. The research questions are positioned between theory and the test of theory. The 

test of theory will be dealt in the third chapter, but it can be stated here that the research 

questions represent the narrowed down focus of the research. The research questions may 

be derived from theory but could also be based on the intuition (Vanderstoep & Johnston, 

2009). But in the case of this research, these research questions are based on the research 

problem and research objectives highlighted in the previous sections. The research 

questions that emerge are: 

1. What is the impact of external motivation individually on the destination image 

and the intention to visit? 

2. What is the impact of internal motivation individually on the destination image 

and the intention to visit? 

3. What is the impact of word of mouth individually on the destination image and the 

intention to visit? 
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4. What is the impact of perceived risk of travel individually on the destination image 

and the intention to visit? 

5. What is the combined impact of identified determinants on the destination image 

and the intention to visit? 

6. What is the mediating influence of the destination image on the relationship of 

external motivation, internal motivation, word of mouth and perceived risk of 

travel with the intention to visit? 

The theoretical answer to these research questions can explain the problem of destination 

image and intention to visit that occurs time to time in the context of Thailand especially 

Phuket and may provide solution which could become guidance for the stakeholders of 

the destination like Phuket e.g. Tourist Authority of Thailand and numerous agencies 

which are engaged in marketing and services with respect to tourism in Phuket. 

1.4 Research Objectives 

The main objective of a research is to either construct a theory or validate a theory, where 

theory is a statement about relationships between variables which helps researchers in 

explaining events or predicting events. The research objectives have to be based on the 

identified research problems. The research objectives represent the narrowed down 

objectives.  

The purpose of this study is to assess the intentions of visit and the destination image of 

Phuket from the international tourists’ point of view. This study also aims to evaluate the 

impacts of the determinants, such as the external motivation, internal motivation, word of 

mouth, and perceived risk of travel on the intentions of visit and the destination image and 
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its two components – the cognitive image and the affective image. Whenever, the keyword 

destination image is used throughout this study, it refers to overall destination image as 

distinct from its components. 

The aim is also to assess the relationship of the destination image with the intention to 

visit island destinations of Southern Thailand. The possible relations could be  

a) as one of the determinants of the intention to visit along with external motivation, 

internal motivation, word of mouth, perceived risk of travel; or  

b) as the most significant determinant; or  

c) as the mediator between the various identified determinants and the intention to 

visit.  

In summary, the research objectives are:  

1. To evaluate whether external motivation is a determinant of the destination image 

and the intention to visit. 

2. To evaluate whether internal motivation is a determinant of the destination image 

and the intention to visit. 

3. To evaluate whether word of mouth is a determinant of the destination image and 

the intention to visit. 

4. To evaluate whether perceived risk of travel is a determinant of the destination 

image and the intention to visit. 

5. To determine the combined impact of identified determinants on the destination 

image and the intention to visit. 
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6. To assess whether the destination image has the mediating influence on the 

relationship of external motivation, internal motivation, word of mouth and 

perceived risk of travel with the intention to visit.  

 
The next section discusses the operational definitions of the variables that will be used 

throughout this study.   

 

1.5 Operational Definitions 

The operational definition of the variables used in this study is given below though 

methods of measuring these variables and their relationships would be discussed in the 

Chapter Three, which deals with the research methodology: 

Overall Destination Image: Destination image is defined as a mental representation of 

knowledge, feelings and overall perception of a particular location. One such image is 

formed before the visit to the destination and the final image formed after the visit to the 

destination. The post visit final image has a conceptual overlap with the satisfaction and 

subsequent loyalty. Therefore, the term overall destination image refers to the overall 

image prior to the visit. The visit may be first time visit or a revisit. The exact point of 

measuring the image relevant for this study with main focus on the intention to visit is just 

before the visit. Therefore, the overall destination image that will be referred to in this 

study would be pre-visit image. The assumption is that it is the pre-visit overall image 

which would be instrumental in shaping the intention to visit. From the measurement point 

of view, the overall destination image can be defined as the sum total of the cognitive 
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destination image and the affective destination image. Therefore, even the components 

also need to be defined. 

Cognitive Destination Image: The destination image that is based on rational analysis 

can be called cognitive Image. The cognitive image refers to the image of the different 

features and attractions of the destination. The cognitive image becomes the motivation 

for the tourists to visit particular destination and, as such, it is an important component of 

the overall destination image. 

Affective Destination Image: In comparison to the cognitive image, the affective image 

comes from the emotions, feelings and likings or disliking of the tourists in regard to a 

destination. These feelings could be expressed as boring, exciting, refreshing, etc.  

Intentions to visit: The intention to visit are considered when the potential tourist is aware 

of the destination, has desire to go to a destination is also ready to spend time and money. 

Given the state of social media, news and other sources of information dissemination, 

people may have desires to visit some destination but may not result in actual visit. The 

actual visit can only be influenced by the real intention to visit, which can only be 

characterized by the willingness to plan and budget for the trip.  

External motivation: The external motivation refers to the effect of destination 

marketing. The term refers to the source of information about the destination that 

destination tries to communicate to the tourists. The source of information could be from 

travel books and magazines, website, agents or marketing promotion. The source of 

information could also be travel advertisements/ news in print or in media such as movies 

and TV programs.  
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Internal motivation: The term refers to the internal needs of tourists such as need to 

relax, need for excitement, urge for shopping or night life, etc. The tourists seek a specific 

destination that may satisfy the internal needs of the tourist.  

Word of mouth: The term refers to good or bad impressions communicated the trusted 

sources e.g. friends, relatives or colleagues. Tourists may not believe word of mouth not 

from non-trusted sources without further validation.  Therefore, the term is used 

interchangeably with recommendations from the near and dear ones or the people who are 

trustworthy.  

Perceived risk of travel: The term is used for risk and safety concerns of tourists like 

personal safety and security, proper comforts, crime, language and cultural differences.  

 
 

1.6 Significance of the study 

It has been agreed that due to the rising competition among destinations, the need to create 

a distinctive image to differentiate the destinations is more critical than ever. Destination 

image plays an important part in the destination choice. Therefore, a research on 

understanding the determining factors of the destination image and its consequences on 

the intention to visit is significant not only from the theoretical point of view but also from 

the practical standing considering the actual situation in Thai tourism which is affected by 

the loss of image. The result of this research will be able to contribute to the body of 

knowledge as well as would be useful for the policy development in Thailand. 
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1.6.1 Theoretical Contribution 

The contribution of this research study is a new integrated model of the determinants of 

the destination image as well as the intention to visit and providing evidence from the data 

pertaining to the island destinations.  Currently, none of the reviewed studies has 

simultaneously evaluated the individual and the shared impact of determinants of not only 

the overall destination image but also its components – the cognitive destination image 

and the affective destination image, such as the external motivation through the marketing 

efforts, the internal motivation based on internal needs of various tourist types, the word 

of mouth, and the perceived risks and safety concerns with respect to the destination.  

There are many researches on the determinants of destination image, such as Hunt (1975), 

Crompton and Duray (1985), Echtner and Ritchie (1991), Baloglu and McCleary (1999), 

Beerli and Martin (2004), del Bosque and Martin (2008), Prayag (2009), Chen and Phou 

(2013) and Kim (2014). However, all these studies focused on motivational determinants 

of the destination image. In comparison, this research study would add to the value of 

earlier studies by adding the word of mouth and the perceived risk of travel as additional 

independent variables, which has become reality of our daily lives due to social media.  

A positive destination image has a positive impact on the intentions to return to the 

destination (Bigne, Sanchez & Sanchez, 2001; Chi & Qu, 2008). However, it still needs 

to be established that the destination image has the same or higher impact on the intention 

to visit compared to other determinants. The independent variables that influence 

destination image are likely to have an impact on intention to visit. This study will add to 

the theoretical knowledge by demonstrating through empirical evidence whether the 

impact of destination image on intention to visit is higher compared to other determinants 
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or not. If by inclusion of destination image as one of the determinants of the intention to 

visit changes the individual or joint impact of other determinants making the impact 

insignificant, this study would be establishing the mediating role of the overall destination 

image as well as the components like the cognitive destination image and the affective 

destination image with respect to relationship between intention to visit and other 

determinants.  

 

1.6.2 Practical Contribution 

The study will not only contribute to the theory of destination image but it will also help 

the tourism authorities of Thailand in the planning or design of destination marketing. The 

main problem of destination marketing is to attract more tourists. Therefore, it is important 

for the decision makers to know how to improve the destination image among the tourists 

and how to influence the tourists’ intention to visit Thai destinations. This study will 

contribute to the practical knowledge useful to Thailand tourism authorities by analyzing 

the factors influencing destination image and intention to visit the most popular island 

destinations of Thailand, which are concentrated in Southern Thailand.  

If it is known what the tourists want, then the clear priorities can be set for the allocation 

of tourist expenditure in various development heads like shopping area, infrastructure, 

transportation, accommodation, food and Beverages areas, attractions and events, etc. 

Similarly, if it is found that perceived risk of travel is a significant factor then the Thailand 

tourism authorities need to make substantial efforts to improve the safety aspects at the 

destination. Similarly, if it is established that the overall destination image and the 

components – the cognitive destination image and the affective destination image have a 
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mediating role then the Government of Thailand or the Tourism Authority of Thailand 

should focus on improving the destination image through the marketing efforts to 

influence the external motivation, on social media and service quality to improve the word 

of mouth, on the safety aspect to reduce the perceived risk of travel in Thailand. 

Therefore, the implication of this research is quite practical and significant.  

 

1.7 Scope and Limitations 

The scope of this research is limited to the international tourists visiting island destinations 

of Southern Thailand only.  There are a number of tourist destinations in Southern 

Thailand, such as Phuket, Krabi, Trang, Ko Lanta, Ko Lipe, Satun, Songkhla, Ko Samui, 

Ko Phangan, Chumpon, and a few others. Among the island destinations, the study will 

be limited to Phuket only. The reason is that most of tourists visiting island destinations 

come to this destination. Typically, the tourists who land at Phuket also visit nearby 

islands e.g. tourists visiting Phuket visit beach destinations of Phang Nga, Krabi and island 

destinations. Therefore, Phuket is the most representative of the island destinations of the 

Southern Thailand and is almost a transport hub for most of the other islands of Southern 

Thailand.  

One limitation of this research is that it is that there could be some inherent geographical 

bias, which may not be possible to remove. For example, the tourists may come mostly 

from the neighboring countries only because it is cheaper or more convenient to visit 

neighboring country compared to distant countries. Alternatively, the tourists may be 

coming from certain countries only because of bilateral relations or country specific 

preferences. The study tried to overcome such limitations by careful design of research 
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and sampling methodology. Secondly, the customer preferences change overtime. 

Therefore, the results can only be applicable to an immediate future. Due to shortage of 

time available with the Researcher, it may not be possible to introduce the time element 

in the study. However, this limitation can become a basis for the future researches. Lastly, 

it may be difficult to distinguish international visitors with the objective of tourism from 

other visitors who may have different objectives e.g. business while selecting the sample. 

However, it can be argued that even if the international visitor may have other objectives 

of the visit, it is quite likely that the visitor will also appreciate the tourist attractions of 

the destination. For example, a business visitor in Phuket is also likely to enjoy beaches 

and attractions of Phuket in post-business hours. 

 

1.8 Organization of the Study 

The first chapter titled Introduction starts with introduction to tourism, definitions and 

importance. It outlines tourism in Thailand with specific attention to Southern Thailand 

and the image problems. After the background, this chapter discussed the research 

problem, objectives, questions, significance, scope, limitations and operational 

definitions.  

The second chapter titled Literature Review is based on the survey of literature on the 

various topics taken up in the thesis. The literature about each of the identified variables 

and their relationships with each other is critically examined. The purpose of this chapter 

is to identify research gap after the review of literature, which will be the basis of research 

framework adopted in this thesis.  



44 
 

The third chapter titled Methodology focuses on research framework and methodology. It 

starts from the theoretical relationships being investigated that lead to hypotheses to be 

tested. This is followed with discussion on sampling methodology, research instrument, 

and data collection methodology.  

Fourth chapter titled Data Analysis contains data analysis reports. It contains descriptive 

statistics, and further analytical statistics obtained by the use of SPSS  version 22. 

Fifth chapter titled Conclusion discusses the results of research findings, contributions, 

and recommendations for further research. Finally, Appendices consist of actual 

questionnaire used and any other supplementary material used in the thesis including panel 

of experts not discussed in the text but relevant for the study. The plan of study is provided 

in Figure 1.8 on the next page. 
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Figure 1.8.  Organization of the study 

DETERMINANTS OF DESTINATION IMAGE 
AND THEIR RELATIONSHIP WITH INTENTION TO VISIT PHUKET

CHAPTER ONE - INTRODUCTION 
Background and need of the study; research problem, 
objective and questions; operational definitions; 
significance, scope and limitations

CHAPTER TWO - LITERATURE REVIEW
Review of literature on tourism, tourist, destination, 
destination image, intention to visit and determinants -
external and internal motivation, word of mouth, perceived 
risk of travel; research gaps

CHAPTER THREE - RESEARCH METHODOLOGY
Research design, framework, hypotheses, design of 
questionnaire, validity and reliability of questionnaire, 
sampling plan, data analysis plan

CHAPTER FOUR - DATA ANALYSIS
Reliability and validity analysis of pilot study, data 
collection details, sample characteristics, descriptive 
analysis and inferential analysis for test of hypotheses

CHAPTER FIVE - CONCLUSION
Discussion and conclusion on assumptions, definitions, 
reliability and validity of destination image and intention 
to visit, evaluation of individual and combined impact of 
determinants and mediation by destination image, 
limitations, contributions, path for future research
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1.9 Summary and Conclusion 

In this chapter it has been realized that tourism is especially important for Thailand. In 

terms of tourism, Southern Thailand has special place due to the popular island 

destinations of global reputation. But, lately, the image of Thailand is getting a beating 

due to various factors especially the turbulent political situation. There was a significant 

almost 2 million (7%) drop in number of international tourists during 2014 due to, 

possibly, political problems and the crimes reported in Phuket and Ko Samui.  

It is reasonable to assume that tourists perceived risks in traveling to these island 

destinations of Southern Thailand. This highlights the importance of perceived risk of 

travel on the image of the destination in the mind of tourists. The preliminary scan of the 

literature indicated that the external motivation due to marketing, internal motivation from 

the internal needs of the tourists, word of mouth and perceived risk of travel are the 

identified determinants of the destination image and the intention to visit and, further, that 

destination image could have a very significant impact on the intention to visit.  

Therefore, the main research problem for this study from practical as well as the 

theoretical point of view has been to evaluate whether external motivation, internal 

motivation, word of mouth and perceived risk of travel could be the determinants of 

destination image and the intention to visit. Another research problem is to examine the 

role of destination image in formation of intention to visit – mediating or determining. 

The research objectives and questions formed consequent to identifying the research 

problem leads to the need of an extensive review of literature, which is discussed in the 

next chapter. 
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CHAPTER TWO 

LITERATURE REVIEW 

 
 

2.1 Introduction 

It is possible to get a research idea, which looks very attractive but it is equally important 

to look in to literature and explore what has been contributed by the other researchers. A 

researcher must find how the idea fits into the existing theoretical understandings and 

should confirm that similar research has not been done previously (Vanderstoep & 

Johnston, 2009). Therefore, this chapter on literature review starts with the review of basic 

concepts and definitions involved like tourism, tourists, destination and image in Section 

2.2. Subsequently, the discussion on destination image is planned in Sections 2.3 followed 

by the review of literature on the determinants of destination image in Section 2.4. The 

review of literature on the destination image will be followed with the review of literature 

on intention to visit in Section 2.5. Finally, the literature on demographic and socio-

economic factors is reviewed in Section 2.6.  The chapter ends with a discussion on 

research gaps in Section 2.7 and the conclusion in Section 2.8. 

The topic of this research falls under the broader area of consumer behavior and 

marketing. There is so much literature on consumer behavior, customer satisfaction, 

motivation and marketing panning across various disciplines. Tourism is just one of the 
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disciplines and comparatively new. Consequently, this has led to a challenge in conducting 

the literature review. Therefore, it is not possible to guarantee the full coverage. The 

attempt has been made to cover, adequately, just the central themes which are destination 

image and intention to visit. But it is appropriate to start with a general overview of basic 

concepts like tourism, tourists, and destinations. 

 

2.2 Tourism, Tourists, Destination and Image – An Overview 

 
It is a common historical knowledge from the text books taught in the schools all over the 

world that the tourism existed from the beginning of the time but it was not recognized as 

an industry. It was more of an adventure and was not as common as it is today. The travel 

was risky and costly. The land routes were very difficult and the only other route available 

was sea route which was very risky. Still, it must be admitted that the spirit of adventure 

was the motivation for the great travelers, who discovered the new worlds and their 

travelogues became the source of information about the new countries, which led to the 

new business opportunities and the new adventures (historyworld.net, 2015).  

There are many examples in history (historyworld.net, 2015). For example, Captain James 

Cook through his explorations in the 18th century led the world to the discovery of 

Australia and New Zealand; and the subsequent expansion of the British Empire to these 

countries. The great Muslim traveler Ibn-e-Battuta of Morocco created interest in India 

and South Asia treasures in 14th century. The American bounty for Spain and other 

European countries was because of the journeys of Christopher Columbus in 15th century. 

In the same century, Vasco Da Gama was responsible for opening the business and 
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territories in South Africa and India. West got interested in China and Far East mainly due 

to the journeys of Marco Polo in 13th century, which led to the creation of famous silk 

route. Therefore, traveling and tourism have been part of human society since the 

beginning of history (historyworld.net, 2015).  

In the recent decades tourism has grown in importance and has evolved as a global 

industry (Remoaldo, Vareiro, Santos & Ribeiro, 2014). 

 

2.2.1 Tourism 

 
The tourism as an industry and as an academic subject, worthy of research and 

professional education, is a recent phenomenon. A researcher has commented, “As an area 

of study, tourism is still relatively young and this creates a range of issues for all of us 

involved in teaching, researching and studying the subject.” (Cooper et al, 2005, p.6) 

Therefore, it has not been easy to define what exactly tourism is. In principle, tourism is 

associated with travelling away from the usual place of residence, or visiting another place 

for a specific purpose like business or shopping (Page & Connell, 2009).  

Tourism is difficult to delimit because it covers a broad spectrum of activities (Gilbert, 

1990). The concept of tourism includes many service inputs, even involving other sectors 

and industries and, thus, has no clear boundary due to large number of activities covered. 

Some of the definitions that have often been quoted in the literature are summarized in 

Table 2.1 below. 

 
 
 



50 
 

Table 2.1  
Selected Definitions of Tourism 
 
Author Definition 
Leiper (1979) “It is a system involving the discretionary travel and temporary stay of 

persons away from their usual place of residence for one or more nights…” 

Gunn (1994) “…tourism is defined as encompassing all travel with the exception of 
commuting”. 

Hall (1998) “Tourism is a commercial phenomenon….involves a person, either 
individually or in a group, travelling from place to place…” 

Sharpley 
(2002) 

“It is, in short, a social phenomenon which involves the movement of people 
to various destinations and their …stay there.” 

UNWTO 
(2007) 

“Tourism…the activities of persons travelling to and staying in places 
outside their usual environment for not more than one consecutive year for 
leisure, business and other purposes.” 

Source: Literature review. 
 
 
Without going in to full complications of defining tourism, a working definition can be 

that tourism is an activity, wherein people of one place go to other places with an intention 

of coming back. The purpose of tourism could be leisure, sightseeing, business, education, 

health, study or even scientific research. This definition is very close to the definition 

provided by World Tourism Organization (UNWTO, 2007) as summarized in Table 2.1.  

Naisbitt (1994) in his bestselling book Global Paradox forecasted that tourism would be 

one of the three industries that will drive the world economy in 21st century. The 

prediction seems to be coming true. Tourism, as an economic activity is growing in 

importance for the economic development of a region or a nation. Moreover, tourism is 

often viewed to have the demand side (meaning the consideration of tourists’ motivation 

and needs) and the supply side (tourism sectors that satisfy tourist needs). Other important 

terms associated with tourism are the infrastructure, such as roads, bridges, 

communications networks, markets and supermarket and so on. The tourism infrastructure 
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also includes the superstructure, the facilities that have been built to accommodate the 

needs of tourists such as cruise terminal, airport, convention centers, hotels, resorts, 

restaurants and car rentals.  

 

2.2.2 Tourists 

 
UNWTO report (2016) highlights that the international tourist traffic increased from 278 

million in 1980 to 1.186 billion in 2015. A tourist is a person who travels temporarily 

away from the place of residence to satisfy particular travel needs. According to UNWTO 

(2007) a tourist is a domestic, inbound or outbound visitor who stays overnight in a hotel 

accommodation in the place visited. Why people go on holiday or travel to destinations 

other than their usual environment is a question that is fundamental to the study of tourism 

(Hall, 1998). This part of tourism research relates to understanding tourist as a consumer.  

Some researchers have tried to develop frameworks to understand why people need to go 

on holiday e.g. Pearce (2005) who used motivation theory to understand holiday choices. 

According to Moutinho (1987), motivation is a form of human needs which exerts a push 

on individual to make certain choices or to take certain actions that bring some 

satisfaction. Mill and Morrison (1992) argued that in order to understand tourist 

motivation it is to understand that a vacation is an activity that satisfies certain needs and 

wants. Thus, the factors that shape tourist decision making process fall within the field of 

consumer behavior and motivation (Hall & Page, 2002).  

Researchers have tried to classify tourists in certain categories in order to understand their 

motivation, the needs they try to satisfy and their personality types. The first analysis was 
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that by Cohen (1972), who categorized international tourists as organized mass-tourists, 

independent mass-tourists and explorers-drifters. This classification has been improved 

over the years, because it does not take care of the increasing diversities of holidays and 

tour options. One of the famous classifications available in most of the text books is by 

Plog (1974), who classified tourists into  

 Allocentric tourists -  who travel independently and seek adventure,  

 Midcentric tourists - who go to popular destinations only and, finally,  

 Psychocentric tourists - who do not feel comfortable out of home and therefore go 

to places which are similar to home.  

The most comprehensive classification used recently is that by Foo, McGuiggan and 

Yiannakis (2004), who added eleven-leisure based tourist roles to the list proposed by 

Cohen (1972). Foo, McGuiggan and Yiannakis (2004) derived their classification from 

the earlier studies (Yiannakis & Gibson, 1992; Pearce, 1982), where it was suggested that 

tourists take different social roles and, accordingly, seek different experiences. Some want 

unusual environment whereas others want familiar environment; some want peace and 

quiet whereas others want activities and thrills.  

Each tourist seeks different experience based on the tourist role that is adopted. All the 15 

typologies are given in Table 2.2. 
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Table 2.2 

Typology of Tourist Roles (In Alphabetical Order) 

Tourist Types Role they Play 

Action Seekers Interested in partying, visiting discotheques and  
meeting opposite gender 

Anthropologists Interested in meeting the communities to study their life 

Archaeologists Mostly interested in heritage attractions 

Drifters Drift place to place living with the local communities 

Education Tourists Participate in study programs, trainings and education 
packages 

Escapists Enjoy taking it easy and search quiet and peaceful places 

Explorers Make own arrangements and explore out of way places 

High Class Tourists Enjoy the best of travel and tour accommodation 

Independent Mass 
Tourists Take customized packages and go by recommendations 

Jetsetters Seek vacations in luxury resorts, clubs in celebrities style 

Organized Mass 
Tourists 

Take organized packages, take lot of pictures and buy 
souvenirs 

Seekers Seekers of spiritual experiences or meaning of life 

Sport Tourists Seek to remain active in vacation and seek favorite sport 

Sun Lovers Interested in relaxing and sun bathing 

Thrill Seekers Interested in extreme sports like sky diving, bungee 
jumping, etc.  

Source: Adapted from Foo, McGuiggan and Yiannakis (2004) 
 
 
In a more recent research, relationship between tourist roles and the age, gender and the 

life-course, such as child, adult, and old has been observed and found significant (Gibson 

& Yiannakis, 2002).  
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Three trends were observed: 

1. Roles, where preference decreased as tourist became older e.g. thrill seeking,  

2. Roles, where preferences increased with the age e.g. mass tourism, etc., and  

3. Roles where preferences varied through the life-course like jet-setters, etc. 

Therefore, the tourist types and the tourist roles need to be studied by tourism research 

because it helps in estimating the intention to visit a destination.  

Each tourist type has different motivation and needs. Understanding these motivations can 

help in destination marketing because the promotion campaigns and the services can be 

customized to satisfy particular specific needs of tourists. From the perspective of the 

research questions raised in this study, the conclusion is that destinations that try to 

provide comprehensive coverage of individual needs would have higher destination image 

as well as could enhance the intention to visit. In short, since all the destinations attempt 

to attract all types of tourists, a strong relationship between the internal motivation and 

the destion image can be anticipated. 

 

2.2.3 Destination 

The destination is a comprehensive topic with complete textbooks devoted to it. There are 

textbooks on destination marketing, destination branding and so on. In the context of this 

research only a basic definition is required. The destination is defined by UNWTO (2007) 

as a place visited by tourists and is central to the decision to take the trip. Therefore, the 

tourist destination represents the sharp end of tourism (Leiper, 1979). Destination is the 

main reason of tourism and final product. It can be a place, region or a country. The 
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definition also covers special places, which can be different from the everyday locations 

due to their cultural, historic, archaeological or natural significance (Rojek & Urry, 1997).  

The most quoted definition is that of Bierman (2003, P.2), who defines a destination as “a 

country, state, region, city or town which is marketed or markets itself as a place for 

tourists to visit.” Destinations have certain attributes, which can be called destination 

attributes. These attributes are certain features, characteristics; attractions, amenities and 

accessibility. There are many types of destinations e.g. base destination from where 

tourists visit various attractions, centered destination which may have all the attractions 

within, urban destination, natural destination, man-made destinations, etc. The definition 

adopted by this research is that destination is a location which has attractions, tourism 

infrastructure and accessibility. 

 

2.2.4 Image 

The concept of image can not only be applied to a tourist destination but can be applied 

to any product, person or a country. Therefore, a small discussion of image should help 

understanding destination image. Dr Ernest Dichter, known as father of motivational 

research, explained that the image is much more than the data or details of a product and 

it can be manipulated (Dichter, 1985). He explained that a politician or an actor is able to 

change the personal image by simply wearing glasses. The person remains the same but 

the image changes.  Therefore, controlling the image has been a central problem of 

marketing research.  

Actually, image is an important concept in consumer behavior research and the wider 

buyer behavior research. The main objective of consumer behavior research is choice of 
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a product or service. Therefore, image of a product or service is an important factor in the 

selection choices related to a product, service, place or a person. Therefore, in the context 

of tourism, the destination image has to be a very important factor in the choice of 

destinations by the tourists. 

 

2.2.5 Leiper Model 

All the definitions above were put in a single comprehensive framework by Leiper (1979: 

1990). Leiper model which is given in Figure 2.1 is very useful in providing the basic 

understanding of the tourism as a system and the importance of transit region. 

    Figure 2.1.  Leiper’s model  
    Source: Leiper (1979) 
 
 
Since, tourism is a multidisciplinary area of study (Page & Connell, 2009), an integrated 

systems approach can use number of different perspectives because it does not assume a 

predetermined view of tourism. This kind of approach can facilitate understanding of 

broader issues and factors that affect tourism. According to Leiper (1990), a system can 
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be defined as a set of elements or parts that are connected to each other by at least one 

unique principle.  

Leiper developed the basic model in 1979, and refined in 1990 (Leiper, 1979; 1990). The 

elements in the Leiper system are: 

1. Tourist generating region (TGR) 

2. Tourist destination region (TDR) 

3. Transit route region (TRR) 

4. Tourists departing from TGR 

5. Tourists returning from TDR 

It can be seen from the Figure 2.1 that there are three components (generating region, 

destination and transit region) and two flows (departing travelers and returning travelers). 

The links within the system can be examined in terms of flows between components and 

these flows may highlight the existence of certain types of relationships between different 

components. One can also clearly see the demand and supply of tourism. The demand is 

generated in TDR and the supply is created in TGR.  

This kind of system is very useful in solutions of destination management problems, such 

as: 
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1. What will happen if the travel costs increase? 

2. Will it reduce the tourist traffic? 

3. What will be the impact on TGR, TDR and TRR? 

Leiper’s work has considerable influence on tourism literature. In this model, tourists are 

pushed towards destinations by the factors in the generating region. Then the destination 

is the ultimate end of tourism movement. These destinations try to attract travelers and the 

strategies were suggested by Leiper. Then the transit route region provides all kinds of 

tourism related services. 

The push factors and pull factors are summarized in the Figure 2.2.  

Push Factors 
  

Pull Factors 
  

Unemployment   Potential for employment 

A lack of services or amenities   Better service provision 

Poor safety and security   A safer atmosphere 
Concern about high crime 
rates 

  Low crime rates 

Crop failure   Fertile land 

Drought   Good food suppliers 

Flooding   Less risk of natural hazards 

Poverty   Greater wealth or affluence 

War   Political security 

   A more attractive climate 

   A more attractive quality of life 
 
      Figure 2.2.  Push and Pull Factors in Leiper Model 
      Source: Adapted from Leiper (1990) 
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Leiper (1990) identified the following elements of the tourism system – 1) Tourist, 2) 

Destination, 3) Transit regions, and 4) Tourism industry. 

The tourism industry is defined as consisting of accommodation, transport, the firms and 

organizations supplying services and products to the tourists. In Leiper model, the 

transport forms an integral part of the tourist system that connects TGR, TDR and TRR. 

Thus, according to this model, a tourism system is framework, which embodies the entire 

tourist experience of travelling. 

This seminal work does provide understanding why migration takes place. The push and 

pull factors mentioned by Leiper are not directly related to the research framework in this 

research. The Leiper model provides a good understanding of the demand pull and supply 

push factors.  

This model, while useful in understanding the basics of tourism system, does not help in 

validating the relationships e.g. the relationships between cognitive image, word of mouth, 

perceived risk of travel, internal and external motivation on one hand and the destination 

image and intention to visit on the other hand. Hence, this study has proposed to fill in 

this gap. 

 

2.3 Destination Image  

The objective of this study is to find out the determinants of the destination image. The 

identified determinants are external motivation, internal motivation, word of mouth, and 

perceived risk of travel. In addition, the study also attempts to find out whether the same 

determinants can also explain the intention to visit and also assess the mediating role of 
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destination image with respect to the intention to visit. The concept of destination image 

is central to this research. Therefore, the destination image needs to be taken first for 

reviewing.  

The discussion on destination image is planned on the following lines: 

1. Definition and measurement of destination image 

2. Components of destination image e.g. cognitive, affective and conative 

3. Process of image formation e.g. organic, induced and complex stages 

4. Determinants of destination image as well as intention to visit – external  

motivation, internal motivation, word of mouth and perceived risk of travel 

2.3.1 Definition of Destination Image 

It has been admitted (Gallarza, Saura & Garcia, 2002; Page & Connell, 2009) that the 

beginning of the destination image research can be traced to James Hunt, who tried to 

examine the image of four Rocky Mountain States - Colorado, Montana, Utah and 

Wyoming among the non-visitors from other cities of USA (Hunt, 1975). He used 20 

attributes of destination image divided in to categories such as People, Attractions, 

Climate and Temperature. The people category had attributes like population distribution 

(urban-rural), average family income (above-below national average), political tendencies 

(liberal-conservative), attitude to visitors (receptive-non receptive) and progressiveness 

(progressive- non progressive). The attractions related features were natural attractions, 

historical attractions, adventure sports activities, cultural activities, night life and 

shopping. The climate and temperature related features were winter snow and summer 

temperatures. His study demonstrates that the destination image has a strong impact on 
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tourist behavior. He concluded that destination image is very crucial to the success of 

tourist destination.  

According to Crompton (1979), destination image is the tourist impressions, ideas and 

beliefs of tourists about a destination. Fakeye and Crompton (1991) seem to have provided 

a comprehensive overall definition. They state that, over time, a tourist gathers 

expectations, impressions, beliefs, feelings and ideas about a destination. The destination 

image is just a sum of all these. Dichter (1985) compared image with musical symphony 

which is sum total of the work of music composer, conductor and various musicians 

playing various musical instruments.  

In similar lines, Echtner and Richie (1991) explain that it is not a single source that is 

responsible for the formation of destination image but several sources like media, 

references, friends and associations. Therefore, it is possible to form an image even though 

the tourist may not have visited the destination. In short, all kinds of education, historical 

information, political news, and other sources of information received by the tourist help 

in constituting the image.  
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Table 2.3 
 
Definitions of Destination Image over Time 
 
Source Definition of destination image 
Hunt (1975) “An impression of people, places, climates and attractions” 
Lawson and Baud 
Bovy (1977) 

“A combined expression of all the emotional thoughts, knowledge and 
prejudices about a particular destination.” 

Crompton (1979) “A sum total of all impressions, ideas and beliefs associated with a 
destination.” 

Fakeye and 
Crompton  
( 1991) 

“Accumulated Ideas, expectations, Impressions, beliefs and feelings 
towards a destination.” 

Echtner and 
Ritchie (1993) 

“Destination image is a multidimensional concept comprising of both 
symbolic and tangible features.” 

Baloglu and 
McCleary (1999) 

“The quality of experience, attractions, value/environment, 
relaxation/escape, excitement/adventure, knowledge, social and 
prestige.” 

Beerli and Martin 
(2004) 

“The destination image consists of views about natural and cultural 
resources, general, tourist and leisure infrastructures, atmosphere, 
social setting and environment, sun and sand, knowledge, relaxation, 
entertainment, and prestige.” 

Chen and Tsai 
(2007) 

“The destination image consists of destination brand, entertainment, 
nature & culture, sun and sand. In effect, it is mental representation of 
knowledge, feelings and overall perception of a particular location.” 

Kim (2014) 
“…..a favourable image of a destination formed by a combination of the 
destination’s attributes (e.g., beautiful landscape, shopping 
opportunities, cultural exchange, infrastructure, safety, and 
activities)….” 

Source: Literature Review 
 
In spite of so much attention to destination image in literature, it is difficult to define it 

(Jenkins, 1999). It can be seen in the Table 2.3, which is a selective summary of the 

definitions of the destination image. It is clear from all the definitions cited in the Table 

2.3 that there has been no consensus. Some researchers have referred to it as quality of 

experience (Baloglu & McCleary, 1999). Then there are others who talk about views, 

impressions, belief, prejudices, and ideas (Lawson & Baud Bovy, 1977; Crompton, 1979; 

Beerli & Martin, 2004). It is admitted, generally, that destination image is a complex 

multidimensional concept (Echtner & Richie, 1991; Stepchenkova & Li, 2014).  
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Some even correlate the destination image with the destination personality (Hosany, 

Ekinci, & Uysal, 2007).   In this regard, work of Echtner and Richie (1991; 1993; 2003) 

is the most comprehensive and the most cited. They summarized all the researches from 

1975 till 1990 (Echtner & Richie, 1993) and proposed a framework to understand 

destination image. Their framework tries to measure destination image by three 

continuums as shown in Figure 2.3 below: 

 

 
 

Figure 2.3.  Three continuums of destination image by Echtner and Richie 
Source: Echtner and Richie (1993) 

 

The first continuum is the type of image, which could be attribute-based image on one end 

to an overall (meaning holistic) image on the other end. The second continuum is based 

on functional image, which is pieces of information and psychological image, which is 

based on perceptions and impressions. They claimed that these conclusions were based on 

earlier researches in the fields of psychology and consumer behavior. They also give an 

example of destination image of Nepal to explain their theory. The third continuum of 

common image and unique image is based on identification of a destination with a 

dominant attribute e.g. Nepal is associated with Mt Everest. There are so many 



64 
 

destinations which are labeled as beach destinations. This was a good contribution and 

one can see the link between this continuum theory and later researches which studied 

overall image or subsets like cognitive, affective and conative images (Moutinho, 1987; 

Dobni & Zinkhan, 1990; Stabler, 1995; Baloglu & Brinberg, 1997; Walmsley & Young, 

1998; Baloglu & McCleary, 1999; Beerli & Martín, 2004; Lin et al, 2007). The Table 2.4 

expands on research summary provided by Echtner and Richie (1991).  

Table 2.4 
Number of Image Attributes Taken By Various Studies 
 

No. Source Number of Image Attributes 

1 Hunt, 1975 20 
2 Goodrich, 1977 10 
3 Crompton, 1979 30 
4 Pearce, 1982 13 
5 Haathi and Yavas,1983 10 
6 Crompton and Duray, 1985 28 
7 Phelps, 1986 32 
8 Gartner and Hunt, 1987 11 
9 Richardson and Crompton, 1988 10 
10 Gartner, 1989 15 
11 Echtner and Ritchie, 1991 34 
12 Baloglu and McCleary, 1999 14 
13 Beerli and Martin, 2004 23 
14 del Bosque and Martin, 2008 22 
15 del Bosque, Martin , Collado and Salmones, 2009 18 
16 Prayag, 2009 25 
17 Chen and Phou, 2013 16 
18 Chen, Chen and Okumus, 2013 19 
19 Phau, Quintal and Shanka, 2014 15 
20 Kim, 2014 43 

Source: Literature Review 
Note: Entries 5,6,8,9, and 10 are from Echtner and Richie (2003) but used here for comparison. 
 
 
It appears that that the studies have measured destination image through various number 

of attributes. The destination image has been measured by as little as 10 attributes 
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(Goodrich, 1977) to as high as by 43 attributes (Kim, 2014). Summary of studies was also 

provided by Chon (1991) apart from Echtner and Richie (1991), who just summarized 15 

studies. The most comprehensive summary, of image studies, is by Pike (2002), who 

reviewed 142 researches from the period 1973-2000 and came up with interesting facts 

e.g. 73% studies were about North America and Europe followed by Asia (18%) leaving 

only 9% studies about the rest of the world.  

Recently, the destination image has also been equated to the brand image (Chen & Tsai, 

2007; Qu, Kim & Im, 2011). Pike (2004) has equated destination image to brand image 

because mentioning that destination can be marketed and branded and talks about 

difference between the desired destination/ brand image and the actual destination/ brand 

image. According to him, destination image is a repertoire of brand associations in the 

mind of the tourist. Before getting into the specifics of destination image, it may be 

worthwhile to review literature on the destination image as brand image.  

Brand image is the result of sensory experiences and perceptual processes (Paivio, 1971). 

A similar definition is provided by Keller (1993), who defines brand image as a set of 

perceptions about a brand. The perceptions are defined as the associations formed in the 

consumer’s memory due to the product or services. It is because of this association in 

mind regarding the product or service that brand image has been associated with 

purchasing behavior and the emotional response to the products and services.  

 
Thus, numerous studies have found that brand image strongly influences both the 

emotional response of consumers to products and their purchasing behavior (Greenwald 

and Leavitt, 1984). 
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There are many who mention that the destination image is a type of brand image and, 

therefore, this comparison is important in the context of marketing of tourism (Hunt, 1975; 

Chon, 1991; Aaker, 1991, Gartner, 1996; Kapferer, 1997; Buhalis, 2000). It is an accepted 

fact of the marketing theory that brand image influences the purchase decisions. Similarly 

in context of tourism, the destination image is considered to be influencing the final choice 

of destination or destination visit intention (Laws, Scott & Parfitt, 2002; Tasci & Gartner, 

2007; Chen and Tsai, 2007). Therefore, visualization of destination image as a brand 

image could be interesting from the marketing of destination point of view. Marketing 

management is often based on a careful analysis of the image that goes to the market 

through media and promotion, because it is precisely this image that has impact on the 

consumer choices. Therefore, brand management often consists of medium to long term 

strategic choices based on the objectives to be achieved from the brand (Moutinho, 1987). 

Therefore, in the context of modern marketing strategies, building particular brand image 

becomes a major instrument of strategic success (Aaker, 1991).  

 
Even though so many studies have been added till now, still there is no standard definition. 

Similarly, a standardized measurement or scale is out of reach because the numbers of 

attributes taken by the researches, that have been reviewed, are not the same. It indicates 

the complexity of the concept. It is felt that the destination image is a multidimensional 

concept and comprises both symbolic and tangible features (Echtner & Ritchie 1993). 

There are different interpretations, regarding dimensions, factors, or attributes of 

destination image, by various researchers. For example, in Chen and Tsai study (2007), 

destination image consists of destination brand, entertainment, nature and culture, sun and 

sand.   
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Pike (2004) has also equated destination image with Brand image. Whereas in another 

study (Beerli & Martin, 2004), destination image consists of natural and cultural 

resources, general, tourist and leisure infrastructures, atmosphere, social setting and 

environment, sun and sand, knowledge, relaxation, entertainment, and prestige. In another 

study (Baloglu & McCleary, 1999), destination image consists of quality of experience, 

attractions, value/environment, relaxation/escape, excitement/adventure, knowledge, 

social and prestige. Therefore, the conclusion is that the measurement of destination image 

is still an open area and a major research gap. 

 
Secondly, the destination image has been equated to a brand image. But there is a 

difference. Destination image is more like a product image or service image. Destination 

can be branded or given a personality but that can be only next step after destination image 

is well understood. Brand image sometimes covers various products. It is known to have 

a separate existence and personality. There are various products without a brand image 

and various brand images e.g. Nestle without association with a specific product. In 

comparison, the destination image is inseparable from the destination. Therefore, the 

destination image cannot be compared with brand image. The two concepts are totally 

different. 

It is not clear in the earlier literature whether destination attributes should be part of overall 

destination image or separate independent variable that influences overall destination 

image. The destination attributes need to be separated from the overall destination image 

and the motivation. It may be possible for destination. For example, Hunt (1975) measured 

the attributes in terms of people, attractions, climate, and temperature. A careful analysis 
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of the scale items used by Hunt shows that attributes of people actually represented 

internal motivation whereas all other attributes like attractions, climate and temperature 

are destination attributes.  

It can be seen that the attractions related attributes were national parks, forest reserves, 

historical sites, winter skiing, boating, hunting, fishing, camping, cities, culture, shopping, 

museums, symphony orchestras, shows, night clubs and night life. The climate related 

attributes were winter snow and summer temperatures. Therefore, Hunt (1975) seems to 

be talking about destination attributes rather than destination image. Later, these 

destination attributes got labelled as cognitive image (Moutinho, 1987; Dann, 1996; Lin, 

Duarte, Kerstetter & Hou, 2007). 

Lastly, it can be seen (Pike, 2002) that most of the studies have been conducted in Western 

context. The context of Thailand is missing. The present study needs to deal with all these 

gaps through an appropriate research framework. 

 

2.3.2 Components of Destination Image 

Recently, many researches admit that the development of the image of a tourist destination 

is based on the consumer’s rational thinking and the consumer’s emotional feelings.  The 

literature suggests that the destination image of the tourist consists of two components – 

knowledge of tourist destination and the liking of the tourist destination (Moutinho, 1987; 

Dobni & Zinkhan, 1990; Dann, 1996, Lin, Duarte, Kerstetter & Hou, 2007). The 

knowledge is based on the rational thinking or decision making whereas the liking is based 

on emotions and feelings evoked in the tourist by the destination features (Baloglu & 

Brinberg, 1997; Walmsley & Young, 1998; Baloglu & McCleary, 1999).  
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The destination image based on rational analysis can be called cognitive Image. The 

cognitive image refers to the different features and attractions of the destination (Stabler, 

1995; Beerli & Martín, 2004). The cognitive image becomes the motivation for the tourists 

to visit particular destination (Alhemoud & Armstrong, 1996; Gallarza, Saura and Garcia, 

2002). In comparison to the cognitive image, the affective image comes from the 

emotions, feelings and likings or disliking of the tourists in regard to a destination (Keller, 

1993; Govers & Go, 2005). The literature also suggests that these two images – cognitive 

and affective are inter related (Holbrook, 1978: Anand, Holbrook and Stephens, 1988, 

Stern & Krakover, 1993; Ryan & Cove, 2007).  

Therefore, the overall image of the destination is a combination of cognitive and affective 

components (Mazursky & Jacoby, 1986, Stern & Krakover, 1993), whereas the actual 

experience of having been on vacation at a tourist destination refers to the conative aspect 

(Beerli & Martín, 2004). The conative component is the third component, which is the 

intent or action component (Pike & Ryan, 2004). Conation can be understood as the 

probability of the visit to a destination within certain time period. This is equivalent to 

intention to visit. The explanation provided by Pike and Ryan (2004) can be shown 

graphically through the following Figure 2.4 

 

   Figure 2.4. Cognitive, Affective and Conative Destination Image 
    Source: Adapted from Pike and Ryan (2004) 
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It was found in the survey of destination image literature by Pike (2002) that only 6 out 

of 142 studies surveyed had explicit interest in affective images. Most others concentrated 

on cognitive images and hardly a few on conative images. It is implied that the destination 

Image is characterized by a high level of subjectivity. The subjectivity is applicable in 

both the cognitive aspects consisting of knowledge, impressions and beliefs as also in the 

affective aspects dealing with feelings and emotions (Baloglu & Brinberg, 1997; Bigne, 

Sanchez & Sanchez, 2001).  

 
The combination of these cognitive and affective aspects provides a “Global image” of 

the destination, which summarizes the assessment of the tourists (Baloglu & McCleary, 

1999) as shown in Figure 2.5. 

 

Figure 2.5.  Path Model - Components of the Destination Image 
Source: Adapted from Baloglu and McCleary, 1999 
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There have been some empirical studies (Baloglu & Brinberg, 1997; Baloglu & McCleary, 

1999; Beerli & Martin, 2004) that have tried to define and measure the components of the 

destination image. Some of the researches that were conducted in Spain (Martin & del 

Bosque, 2008), in Taiwan (Chen & Tsai, 2007) and in Germany (Stylidis, Terzidou & 

Terzidis, 2008), just focused on analysis of the components of the destination Image. All 

these studies mention that destination image consists of cognitive and affective 

components at first level. However, there are measurement differences. Even the terms 

used are different. The Table 2.5 summarizes the measurements of cognitive image from 

a sample of recent studies (Chen & Tsai, 2007; Martin & del Bosque, 2008; Stylidis, 

Terzidou & Terzidis, 2008). 

 

 
Table 2.5 
Measures of Cognitive and Affective Components of the Destination Image 
 
Chen and Tsai (2007) Stylidis, Terzidou and 

Terzidis (2008) 
Martin and del Bosque 
(2008) 

COGNITIVE IMAGE 

Destination Brand 

 Personal safety 
 Quality of life 
 Clean 
 Reputation 
 Hospitality 

 

Entertainment 

 Night life 
 Shopping 
 Food variety 
 Exotic 

 

COGNITIVE IMAGE 

 Landscapes 
 Weather 
 Historic sites 
 Night life 
 Beaches 
 Sports activities 
 Events and festivals 
 Food variety 
 Shopping 
 Accommodation 
 Tourist Information 
 Attractive architecture 
 Transportation 
 Value of money 
 Friendliness 

COGNITIVE IMAGE 

Infrastructure and Socio 
Economic Environment 

 Shopping 
 Accommodation 
 Value of money 
 Safety 

Atmosphere 

 Peaceful 
 Place to rest 
 Relaxing 

Natural Environment 

 Flora 
 Fauna 
 Landscapes 
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Nature and Culture 

 Flora 
 Fauna 
 Landscape 
 Unusual customs 

Sun and Sand 

 Weather 
 Beaches 

 Spacious-Crowd 
 Rural-Ethnic 
 Modern facilities 
 Accessibility 
 Clean 
 Communication and 

Language 
 Ethnic cuisine 
 Ethnic customs 
 Adventure 
 Commercialization 
 Reputation 
 Safety 
 Exotic 
 Adult activities 
 Service Quality 
 Relaxing 

 Parks 
Cultural Environment 

 Cultural attractions 
 Cultural activities 
 Local customs 

AFFECTIVE IMAGE 
 Arousing 
 Exciting 
 Pleasant 

Source: Literature Review 
 

Only the study by Martin and del Bosque (2008) talks about affective image. The 

conclusion that can be derived is that while the cognitive component is recognized by 

most of the researchers, the treatment differs from researcher to researcher. Some of gaps 

are evident even though there are so many studies. Firstly, the conative component of the 

destination image refers to actually the behavior result of destination image. The present 

study has taken it as a separate research objective to study intentions of visit and therefore 

the review of literature will be taken separately. However, it can be mentioned here that 

the destination image is an antecedent of the intention to visit (Figure 2.4).  

 
Secondly, it has been argued in the previous paragraph that the treatment of destination 

attributes and cognitive image is confusing. Some researchers treat them as cognitive 

image, some as plain destination image and some as motivation.  
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Thirdly, it is difficult to conclude from these researches because the measurements are 

different and even terms used are different. It can also be noticed that this classification 

does not consider some of the man-made attractions e.g. golf courses, tournaments, 

casinos, entertainment parks etc. There are studies, which show through their result that 

cognitive component precedes affective component (Holbrook, 1978: Anand, Holbrook 

and Stephens, 1988, Stern & Krakover, 1993; Ryan & Cove, 2007).  

 
Therefore, it is appropriate to put to test the theory that it is ultimately affective image that 

affects intention to visit and cognitive image is a determinant of affective image. It has 

been admitted (Kim, 2014) that destination image is actually the affective image which is 

formed on the basis of cognitive image of destination attributes and which should be 

consisting of mainly emotions, feelings.  

2.3.3 Formation of Destination Image 

Most researches talk about Image as a static unitary concept and use it as an antecedent of 

tourist satisfaction or tourist behavioral intentions but some researches distinguish 

between pre and post visit image e.g. a study of Chinese tourists to New York (He & Day, 

2011).  

It is certain that the image after the visit need not be same as the image before the visit.  

(Frias, Rodriguez, & Castaneda, 2008). Sergio Lopes (2011) has summarized a Portuguese 

research (Tocquer & Zins, 2004), which has studied the influences on the tourists with 

regard to destination image formation.  

As per this research, the destination image goes through step by step transformation from 

a vague nebulous image to a concrete resultant image. At first, there is an unclear image 
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before the visit formed due to the influences of word of mouth or media advertising. Then, 

when the tourist decides to go on vacation, the image gets clearer with more inputs on 

time to be spent, costs and type of tourist package. Both these steps are before the visit.  

After the visit, there is some kind of confirmation or disconfirmation of the image. Finally, 

the resultant permanent image can be the outcome of satisfaction derived and can lead to 

nostalgia or regret.  

According to this research a set of images will be triggered that influence future behavior 

intentions about the same tourism product. Table 2.6 summarizes the stage-wise analysis 

by Tocquer and Zins (2004). 

Table 2.6 
Tocquer and Zins Analysis of Stages in Destination Image Formation 
 
Stages  Description 
Stage 1:  
Unclear 
Image 

In the first stage, tourist has a hazy image formed in mind based on 
information and education in the past and exposure to the advertising 
and word of mouth. It is formed before the tourist travels. 

Stage 2:  
Clear Image 

In the second stage, the person decides to go on vacation, choosing the 
time spent on vacation, destination and type of tourism product. It is 
during this period that the image of vacation becomes expanded. The 
image developed becomes clearer once the vacation plan has been 
finalized. 

Stage 3: 
Improved 
Image 

The third stage becomes applicable when the tourists visits the 
destination and has the actual experience of the vacation or visit itself. 
At this stage, the image goes through improvement by eliminating 
incorrect and distorted pieces of information and elements and 
reaffirming the correct elements. 

Stage 4: 
Final Image 

In this final stage, we have the resultant image. The fourth and final 
stage implies the post visit still fresh memory of the tourist. The tourist 
may experience the feelings of no pleasant memories or regrettable 
memories. These memories trigger a new set of final images, which 
affect all future decisions about that same tourism product. 

Source: Adapted from Lopes (2011) 
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Other researchers have proposed alternative interpretation of the destination before and 

after the visit. For example, Phelps (1986) talks about primary and secondary image. 

Interestingly, the secondary image is the formed before the visit which gets refined as the 

primary image after the visit to a destination. This leads us to the question whether image 

before the tourists visit the destination is same as the image after tourists visit the 

destination.  

Most of the image research treats image as static concept, whereas it should be a dynamic 

concept. The destination pre-image may be different from destination post-image, which 

the tourist can form only after the experience and evaluation of the destination.  

A slight deviation was proposed by Gunn (1988), who classified destination image into 

organic, induced and primary image. The organic image originates from information 

gathered from third party sources such as media, education and views of family and 

friends. Next, induced image is generated from commercial sources of information such 

as brochures, agents and guidebooks. Gunn (1988) agrees with Phelps (1986) that primary 

image is formed after the destination visit and tends to be realistic, specific and complex. 

Gunn (1988) also provided explanation of how these images are formed during 6 stages 

of travel experience.  

 
This model from Gunn has been popular and has been basis of many studies (Lopes, 2011; 

Chen, Chen & Okumus, 2013; Lee, Lee & Lee, 2014). The 6 stages are: 

1. Mental impression about destination (organic image) 

2. Modification of destination image by further information (formation of induced 

image) 



76 
 

3. Decision to make a visit (modification of induced image) 

4. Travel to destination 

5. Visit experience at destination 

6. Return home with recollections and memories (primary image – realistic and 

complex) 

The practical implication of this process of image formation is on marketing (Gartner, 

1993). Among organic, induced and complex images, it is the induced image which can 

be manipulated by the marketers. It was suggested by Gartner (1993) that destination 

marketing could involve the advertising and tour operators, to overtly induce tourists (first 

part of creation of induced image) and then use news analysis, destination reports and 

word of mouth from friends to covertly induce tourists (second part of creation of induced 

dimage). A summary of recent destination image research, giving type of image definition 

taken and the usage is provided in the Table 2.7. 

Table 2.7 
The Recent Researches on Destination Image 
 
Reference Definition  Research Framework 
Bigne, 
Sanchez, and 
Sanchez (2001) 

Pre-Image 
(Multiple attributes from 
Echtner and Ritchie, 
1991) 

DV – Loyalty (Return, Recommendation) 
IV – Destination Image 
MV – Perceived Quality, tourist satisfaction 

Chen and Tsai 
(2007) 

Pre-Image 
(Destination brand-5, 
Entertainment -4,  
Nature and Culture -3, 
Sun and Sand -2) 

DV- Behavioral intentions (word of mouth, Revisit) 
IV- Destination Image 
MV – Perceived Value, Perceived Quality  
 

del Bosque and 
Martin (2008) 

Pre-Image 
(Cognitive image-18, 
Affective Image-4) 

DV- Loyalty 
MV- Expectation, Satisfaction 
IV – Destination Image 

Prayag (2009) Pre-Image 
(25 attributes) 

IV – Destination Image, satisfaction 
MV- Overall Destination Image 
DV- Behavioral Intentions 
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del Bosque, 
Martin, 
Collado, and 
Salmones 
(2009) 

Pre-Image 
(22 attributes in 5 groups 
– infrastructure, 
atmosphere, natural-
cultural environment, 
affective image) 

DV-Tourist expectations 
IV- word of mouth, Destination Image, Past 
Experience, Information on Destination 
 

Chen and Phou 
(2013) 

Pre-Image (Destination 
Brand-4, Atmosphere-3, 
Cultural Environment-3, 
Natural Environment-3, 
Entertainment-3) 

Stage I (Cognitive Knowledge) 
MV- Destination Satisfaction and Trust 
IV- Destination Image and Personality 
Stage II (Affective Outcomes) 
DV─ Destination Attachment 
Stage III (Behavioral/ Conative Outcomes) 
DV- Destination Loyalty 

Kim, Holland 
and Han (2013) 

Pre-Image 
(Destination 
atmosphere-6, Travel 
information-3, Travel 
environment-4, 
Shopping-3, Community 
attitude-3) 

DV-Satisfaction, Loyalty 
IV-Destination Image 
MV- Perceived Service Quality, Perceived Value 

Source: Literature review 
Note: The abbreviations used are DV (dependent variable), IV (independent variable) and MV 
(mediating variable) 
 
 
The moral of the literature review in this section is that unless specifically qualified as 

complex image or the stage-4 image the general notion of image is pre-visit image, which 

could be organic or induced.  Gunn (1988) had, anyway, suggested that every individual 

has images of destinations whether visited or not. 

 
Another implication is that since the image may change after visit (Hunt, 1975; Chon, 

1991; Pearce & Schanzel, 2013) to form complex image, which should be rightly called 

post-visit image, the image of visitors should be separated from the non-visitors. 

Destination image can be enhanced by the visit experience (Milman & Pizam, 1995). It 

can be seen in that Table 2.7 that almost all the studies, have taken pre-visit image to 

represent destination image.  
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Secondly, while most of the studies try to measure destination image through a variety of 

scale items, there is no attempt to find out the causation of destination image. Destination 

image has been taken as exogenous or independent variable to explain behavioral 

intentions (Bigne, Sanchez & Sanchez, 2001; Chen & Tsai, 2007; Prayag, 2009) or tourist 

satisfaction or loyalty (del Bosque & Martin, 2008; del Bosque, Martin, Collado, & 

Salmones,2009; Kim, Holland & Han, 2013). Only one study by Chen and Phou (2013) 

talks of cognitive, affective and conative parts but the purpose is trust, attachment and 

loyalty. Having understood the nature of destination image, the next section reviews the 

literature on the determinants of the destination image. 

 
 

2.4 Determinants of Destination Image 

Destination image is one of the most discussed topics as revealed by two major surveys 

(Echtner & Ritchie, 1993; Pike, 2002). The literature has taken it as an exogenous variable 

explaining intention to visit, satisfaction from visit experience, loyalty (Chen & Tsai, 

2007; Liu, Lin & Wang, 2012; Pratt & Sparks, 2014). However, as far as the causation of 

destination image is concerned,  it is assumed that motivation of tourists in the form of 

push-pull factors is the only determinant of the destination image. Most tourism studies 

agree that at the pre-visit stage, motivation plays a major role in determining tourists' 

decisions regarding when, where and what type of tourism to pursue (Pizam & Milman, 

1993). 
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2.4.1 Motivation of tourists 

Tourism demand is the basis on which researchers can understand motivation, needs, 

experiences and the indications of the future trends. It has been stated that, “an 

understanding of tourism demand is a starting point for the analysis of why tourism 

develops, who patronizes specific destinations and what appeals to the client market” 

(Hall & Page, 2002,p.60). There could be difference in the perceived and the projected 

destination image (Grosspietsch, 2006). Defining demand is a complex task and depends 

on the perspective or the discipline of researcher. An economist would consider the 

tourist’s propensity to purchase at a given price during given period of time. In contrast, 

a psychologist would focus on motivation and behavior (Li, Zhang, Xiao, & Chen, 2015).  

In context of tourism, the distinction could be adopted between intrinsic and extrinsic 

determinants of tourist demand. The intrinsic factors are based on the needs, perception, 

personality, age, gender and culture. Such intrinsic factors can be called motivators. Most 

of the earlier studies are based on intrinsic factors only e.g. (Ryan, 1991; Hall & Page, 

2002). The extrinsic factors are marketing, advertising, societal norms, tour operators, 

technological changes, information and image of destination.  

Several motivation theories have been proposed to describe how tourists' motivation 

affects their tourism behavior and actions, including Maslow's hierarchy of needs 

(Maslow, 1970), Plog's (1974) tourism motivation model, Dann's (1977) push and pull 

motivation theory, and Crompton's (1979) nine motives. According to Van der Merwe, 

Slabbert, and Saayman (2011) and Chen, Bao, and Huang (2014) travel motivation is a 

set of needs that cause a person to participate in a tourist activity. The internal needs create 
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a tension or discomfort level in the mind and body of an individual, who tries to act to 

satisfy these needs to reduce the tension (Chen, Bao & Huang, 2014). 

Every tourist can choose from a number of destinations (Crompton, 1979), and the prime 

reasons encouraging tourists to travel or participate in a tourist activity can be regarded as 

motivations. Kozak (2003) claimed that motivations may differ from one tourist to another 

because of their diverse needs and desires and from one destination to another because of 

the various products and services and supported the view that understanding tourists' 

motivations enables tourism destination planners to better satisfy consumer needs. A 

number of studies highlight the importance of understanding tourist motivations to better 

understand visitors' choices, preferences and needs. Other empirical examinations of 

tourist motivation have been carried out to identify markets in which tourist motivations 

and destination features and resources match (Kozak, 2003).  

A review of the literature shows that motivation is:  

1. The fundamental reason for behavior (Mayo , 1973; Pearce, 1982);  

2. Critical to understanding the vacation decision-making process (Dann, 1977; 

Woodside & Lysonski, 1989);  

3. Essential in assessing satisfaction with the experience (Ryan, 2002; Yoon & Uysal, 

2005); and  

4. Critical for marketing tourism experiences, for designing and planning tourism 

attractions, and for evaluating service delivery of a vacation (Yoon & Uysal, 2005). 

The travel motives can be further classified into (1) leisure travel motives; (2) events or 

festival travel motives; (3) shopping travel motives; relaxation travel motives; and (4) 
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nature travel motives (Van der Merwe, Slabbert, & Saayman, 2011). These motivations 

are push motivations, which are used for classification of travelers and are linked with 

kind of images that are formed. A majority of studies that emphasize the importance of 

tourists' motivation based on the concept of push and pull motivations in choosing 

vacation destination choices have been generally accepted (Crompton, 1979; Dann, 1977; 

Kim, Holland & Han, 2013). Dann (1977) first proposed the push and pull motivation 

theory and classified travel motivations:  

 
1. Push motivations are travelers' internal (social-psychological) needs and desires, 

which generate the demand for travel; and  

2. Pull motivations are external forces of destinations, or destination attribute factors. 

Crompton (1979) proposed that push motives explain the desire to travel while 

pull motives explain the selection of destination.  

 
These external and internal stimulations trigger a tourist's desire to travel. Yoon and Uysal 

(2005) explained that "push" motivations refer to the intangible or intrinsic desires of the 

individual tourist, e.g., the desire for escape, rest and relaxation, adventure, health or 

prestige; whereas "pull" motivations relate to the attractiveness of a given destination and 

its tangible characteristics, such as natural features, accommodation and recreation 

facilities, and cultural and historical resources. It was found that British travelers to Asia 

were likely to be influenced by the push motivation of "novel experience," while British 

travelers who selected the U.S as a holiday destination were affected by the pull 

motivation of "enjoyable and exciting outdoors activities."  
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Examining push and pull motivations of tourists should be beneficial to destination 

marketers and researchers because individuals' various needs, attitudes, and lifestyles can 

be identified, understood and incorporated into programming and marketing activities 

(Prayag & Ryan, 2011).  Based on above discussions, Dann's (1977) push and pull 

motivation theory was used to explain the motivations for visiting museums in this study. 

Most of the people travel and select a specific destination according to different push and 

pull motivational factors (Crompton, 1979; Dann, 1977; Yoon & Uysal, 2005). This 

theory assumes that people are first of all pushed by internal desires or emotional factors 

to travel and then they are pulled by external or tangible factors (Destination attributes). 

Moreover, it assumes that these two sets of forces might be independent as well as 

interdependent. A summary of push-factors and pull-factors is given in Figure 2.6. 

 2.6. Push and Pull Factors leading to motivation to travel 
Source: Adapted from Lubbe, 1998 
 
 



83 
 

Push factors represent the internal stimulations of tourists to travel (Crompton, 1979). 

Klenosky (2002) argued that “Push factors refer to the specific force in our lives that lead 

to the decision to take a vacation (i.e., to travel outside of our normal daily 

environment)…. ”(p.385). Most push factors involve socio-psychological concerns and 

inherent desires such as escape, relaxation, adventure, prestige, family and friend 

togetherness, sport, and enjoying natural resources.  

Pull factors represent external attributes, which result from the attractiveness of a 

destination. They attract tourists and make them desire to visit such a destination. 

Klenosky (2002) argued that “Pull factors refer to those that lead an individual to select 

one destination over another once the decision to travel has been made ”(p. 385).They are 

reflected in attractions such as the natural environment, weather attraction, historical 

attraction, low travel cost, and expenditure. How much is the external motivation depends 

upon the information sources (Llodrà-Riera et al, 2015). 

According to Chon (1991) the construction of primary images is based on push and pull 

factors associated with the destination relates Maslow’s hierarchy of needs with push 

factors while pull factors are described as the attractiveness of a region and its various 

elements. The ‘pull factors’ fall into three categories: 1) static factors, which include the 

natural landscape, the climate, historical and cultural attractions; 2) the dynamic factors, 

which include accommodation, catering, entertainment, access, political conditions and 

trends in tourism; and 3) current decision factors, which include the marketing of the 

region and prices in the destination, as well as in the country of the origin. Although Chon 

(1992) refers to the co-existence of the ‘push’ and ‘pull’ factors in the construction of a 
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destination image, he does not state which specific ‘push’ factors are linked with the 

destination image.  

This is actually the research gap which has not been bridged by later studies (Goosens, 

2000; Lopes, 2011; Chen, Chen & Lee, 2011; Kluin & Lehto, 2012; Chen, Bao & Huang, 

2014). There is reasonable evidence that the destination image gets determined by the 

push factors and the pull factors. The pull factors are from the destination side meaning 

attractions and features of the destination. However, it may also be reasonable to assume 

that destination related external motivational influences, also referred as pull factors could 

be separated into the destination features and the marketing of those features.   

 
The theory gap is that there has been no effort to segregate the external motivation 

resulting from the destination marketing/ advertising from the cognitive image resulting 

from the destination attributes. Both have been treated as one factor. It does not separate 

out the effect of destination marketing from the motivation from the knowledge of 

destination attractions. For example, there is hardly any effort to market Mount Everest in 

Nepal but the tourists still go there, even though it is fairly strenuous and risky.  

All it means is that cognition of destination attributes is one of the critical determinants of 

destination image and should be evaluated. Destination attributes are essential to the 

tourism industry and tourist’s decision process as they often are the reason to visiting 

particular place or destination (Deng, King & Bauer, 2002; Reinius & Fredman, 2007; 

Goh, 2012; Solnet et al, 2014). However, this is also a fact that destination attributes in 

absence of advertising or marketing may not be able to attract tourists. The destination 

marketing, which Gartner (1993) called overt inducement or first level change from 
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organic image to induced image, is an essential second determinant. Therefore, destination 

marketing needs to be called external motivation.  

Similar confusion is prevalent in case of the push factors, where it can be noticed that all 

the focus is on the internal needs of the tourists. However, the internal needs could get 

modified by a close friend or a relative through a positive word of mouth and what Gartner 

(1993) calls a covert inducement. The word of mouth could exercise a strong influence. 

Word of mouth may be positive or negative.  

A positive word of mouth can create a favorable image whereas the negative image can 

have damaging effects on the destination image and intention to visit (Zhang, Zhang & 

Law, 2014). The studies have shown that word of mouth received before making a 

purchase can enhance or reduce perceived trust and perceived risk (Lu, Wu & Chen, 

2014). In the context of rising popularity of social networking, the importance of word of 

mouth becomes larger (Kim & Hardin, 2010).  

A study of US student travelers to Europe showed that social motivation through the most 

powerful factor to influence destination image (Nyaupane, Paris & Teye, 2011). However, 

the role of word of mouth as a separate determinant of destination image can highlight the 

strength of the influence. Therefore, the internal motivation like external motivation could 

also be broken down into internal motivation as well as word of mouth from the trust 

worthy sources, which works to change organic image into induced image (Gartner, 

1993).  

In summary, the theoretical gap is the clubbing of various influences under the same 

category of push-factors or pull-factors. The determinants (cognitive image of destination 
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attributes and external motivation or overt inducement) need to be studied separately. In 

a similar manner, the determinants, internal motivation and psychological influences 

(covert inducement) from word of mouth, need to be studied separately. The theoretical 

gap in the context of the motivation theories indicates that the following determinants of 

the destination image need to be tested: 

1. External motivation through overt inducement or marketing destination 

2. Internal motivation representing basic push-factors or intrinsic factors 

3. Word of mouth of trusted sources, such as friends or relatives representing covert 

psychological inducement but part of push-factors or intrinsic factors. 

These determinants affect the destination image before the visit, which is critical in 

formation of intention to visit as seen in the section 2.4. In other words, these determinants 

could also be determinants of intention to visit, which is just the conative aspect of the 

destination visit. 

2.4.2 Word of mouth 

The importance of word of mouth was highlighted in the section 2.4.1 as a determinant of 

destination image. It acts like a covert inducement, which transforms original organic 

image into an induced image just before the travel. In other words, it is the final trigger in 

in    tention to visit as well as formation of a destination image. However, abundant 

literature is available on word of mouth because of its relationship with the purchase 

decisions (Fakharyan et al, 2012). It may be appropriate to review literature on word-of-

moth and what are the underpinning theories. 
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The traditional definition of word of mouth is a communication about products and 

services between people who are perceived to be independent of the company providing 

the product or service, in a medium perceived to be independent of the company. This 

informal communication is among people who are perceived to have little commercial 

vested interest in persuading someone else to use the product and therefore no particular 

incentive to distort the truth in favor of the product or service (Silverman, 2001). Word of 

mouth refers to the idea of person‐to‐person conversation between consumers about a 

product (Sen and Lerman, 2007).  

In recent times, a recommendation from others or word-of-month is the most powerful 

source of pre-purchase information (Kim & Hardin, 2010). Moreover, pre-purchase word 

of mouth can increase the level of perceived trust and reduce perceived risk (Yun Lu, Yin 

Wu & Hui Chen, 2014; Zhang, Zhang & Law, 2014). The word of mouth acts as an 

endorsement to the intrinsic beliefs of the tourist. 

While most of the studies have used word of mouth as one of the critical causes in the 

purchase decision or even in formation of image, there seems to be hardly any reference 

to the underlying theory of endorsement. The answer to why word of mouth is a strong 

endorsement and why it works like an intrinsic factor in determination of destination 

image lies in the Balance Theory. Balance Theory is one of the first theories to be used 

for customer satisfaction or consumer behavior. It was developed by Fritz Heider (Heider, 

1946). He was trying to explain the attitude change in persons. He explained that a person 

tries to achieve a psychological balance by maintaining cognitive consistency. His POX 

model (P is the person, O is the celebrity and X is the product) can explain the concept 

more (Figure 2.7). 
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Figure 2.7.  Heider’s POX model 
Source: Adapted from Heider (1946) 
Note: In the figure, P is the person, O is the celebrity and X is the product.  The (+) means positive 
attitude or liking and (-) means negative attitude or disliking.  
 
 
If a person (P)  likes (+) a celebrity (O) and perceives (due to the endorsement) that 

celebrity likes a product (X), the person will tend to like the product (X) more, in order to 

achieve psychological balance. But if the person already had a dislike for the product 

being endorsed by the celebrity, the person will be stressed and will try to achieve 

psychological balance by either liking the product more or disliking celebrity more.  

Balance Theory has been used for assessing the service quality (Carson et al, 1997). But 

the latest is to show how celebrity endorsement affects consumers' attitudes toward 

products (Roy, Gammoh & Koh, 2012). Roy et al define double triad. One triad is 

Consumer, Endorser and Product as well whereas the second triad is Consumer, Endorser 

and Message.  Their dependent variables were attitude towards brand (AB), attitude 

towards advertisement messages (AAD) and purchase intention (PI). Their research 

showed support for the balance theory and has many marketing implications.  
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This theory if applied to word of mouth explains that it is not all word of mouth which is 

important but the word of mouth from the celebrity. The celebrity could be replaced by a 

close friend or a close relative or a close colleague. The model remains same. The tourist 

builds a positive or negative image of a destination because the close relative/ friend/ 

colleague/ celebrity have a positive image of the destination. This positive image of close 

relative/ friend/ colleague/ celebrity is communicated through a word of mouth or last 

minute opinion. 

This word of mouth which comes from a close person needs to be differentiated from the 

third party or media based word of mouth available on media, books or internet. According 

to the balance theory, the trust will be more in word of mouth from the close one. The 

abbreviation WOM for word of mouth has been used in the literature so much. Therefore, 

word of mouth is used as a label instead of conventional WOM in this study. It is evident 

that word of mouth enhances the internal motivation or needs of the tourist and it was for 

this reason, it was argued in an earlier section that it should be one of the push factors. 

 

2.4.3 Perceived Risk of Travel 

According to Floyd and Gray (2004) one of the important concept in tourist decision-

making is the risk perception. Perceived risk of travel is the belief that it is unsafe to travel 

to certain destinations e.g. the tourists may be likely to be aim of terrorism in places such 

as Syria. Perceived risks act as a deterrent for the travel program and could have negative 

impact on destination image (Fuchs, & Reichel, 2011).  The explanation of perceived risk 

frequently remained conceptualized as a view of potential loss resulting from an action 

that puts a weak person to threat.  
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After the terrorist attack in America on September 11, 2001, the world has changed, 

especially the tourism and aviation industries. The 2004 train bombing in Spain, the July 

22, 2011 attack in Norway on the summer camp travelers and many such events have 

prompted researchers to consider perceived travel risks as one on the key variables in the 

tourism research (Wolff & Larsen, 2014). The risk perception is considered seriously 

(Floyd & Gray, 2004). The Malaysian tourism industry has been affected by the very 

recent MH370 (08-03-2014) and MH17 (17-07-2014) tragedies.  

In a survey of 500 international tourists Sonmez and Graefe (1998) found that perception 

of risk was a good predictor of avoidance of a particular destination compared to planning 

to visit one. Attempt has been made to measure the perception of risks like health, political 

instability, war, terrorism, food, and religious intolerance, cross cultural differences and 

crimes among tourists classified under gender, travel experience and tourist role categories 

(Lepp & Gibson, 2003).  

It is important to distinguish constraints from the perception of risk, though the effect 

might be same (Chen, Chen & Okumus, 2013). According to Wolff and Larsen (2014) 

who examined the effect of the July 22nd, 2011 in Oslo regarding short and long-term risk 

perceptions and worries among tourists, the risk perception and worries were relatively 

low in the long run. Destination image as a mediator between perceived risks and revisit 

intention was studied in case of Japan (Chew & Jahari, 2014). In this study, researchers 

distinguish between physical risk, socio-psychological risk and financial risk. Recently, 

one of the most debated topic issues in Western countries is risk only.  



91 
 

Many scholars suggest three to seven risk dimensions including physical risk, 

psychological risk, financial risk, social risk, time risk, equipment risk and satisfaction 

risk. Furthermore, many previous studies focused on a particular detail dimension such as 

terrorism, political instability, crime, pollution, health concerns and so on (Chew & Jahari, 

2014).  

There are many types of risk that may be of concern (Pike, 2004): 

1. Performance risk: The destination performance risks include a diverse range of 

factors such as labor strikes substandard service encounters, poor weather, grumpy 

travelers, civil unrest, theft and other crimes, volcanic eruptions and earthquakes, 

airport congestion, terrorism, traffic delays, and fluctuating exchange rates. 

2. Social risk: There is a risk of stress involved when travelling in unfamiliar 

environments. The social stress of tourism when motivated to travel by membership of 

a social reference group such as social risk can be occur when joining a coach tour of 

strangers, since holidays represent relationship between merging into a group and 

supporting individuality. 

3. Physical risk: The travelers not only assess the risk of harm at a destination but will 

also consider the transport facilities and transit environments en route. 

4. Financial risk: The annual holiday is often regarded as a high contribution decision 

with significant household expenditure. Therefore, higher the level of involvement in 

the decision the higher the perceived risk will likely be. 

In addition, there are additional risks that can affect tourists e.g. there is the possibility of 

having a problem with an organization and equipment during travel, the amount of time 
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that the traveler spends traveling from the destination, the possibility of becoming sick 

while traveling, the risk of political turmoil in the country being visited, the possibility of 

being involved in a terrorist act and a bad travel experience (Tavitiyaman & Qu, 2013).  

The travel was not so risky before 9/11 incident in USA, though USA suffered the image 

problem much earlier (McLellan & Foushee, 1983). But since 9/11 in 2001, the risk is part 

of tourism. Somehow, it has not been adequately considered as one of the determinants of 

the destination image and that is the gap in theory in the context of the determinants of the 

destination image. The impact of the risk perception on the destination image and intention 

to visit needs further empirical studies apart from existing studies (Sonmez & Graefe, 

1998; Chen, Chen & Okumus, 2013; Tavitiyaman & Qu, 2013; Chew & Jahari, 2014). 

With the developments in Thailand and the existence of a falling image, it is important to 

consider perceived risk of travel as one of the determinants of both the destination image 

and the intention to visit. The geographical scope and the context of Thailand could 

provide additional validation of the relationship of perceived risk of travel with both the 

destination image and the intention to visit. 

 

2.4.4 Implications for Research Framework 

Review of literature suggests four identified determinants of destination image, which are: 

1. External motivation generated through marketing and advertising from 

destinations or third party tourism operators in an effort to pull tourists towards 

destination 
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2. Internal motivation to satisfy internal needs that pushes tourists towards a 

particular type of destination 

3. Word of mouth or recommendation of close relatives, friends, colleagues or 

celebrity endorsements, which may have positive effect but could also be negative 

4. Perceived risk of travel which have negative impact on destination image 

In the subsequent sections, the literature is explored whether the same determinants also 

have impact on the intention to visit. 

 

2.5 Determinants of Intentions to visit 

Since, intention to visit are behavioral intentions, it is appropriate to start the literature 

review with the underpinning consumer behavior theories, marketing theories and some 

of the popular theories such as the theory of planned behavior, the customer satisfaction 

and loyalty models as related to the intention to visit. Each of these reviews will be ended 

with discussion on the research gaps arising out of the reviews and a discussion on how 

the research gaps lead to the research framework adopted in this research. 

The international competition in tourism is increasing. In the light of increasing global 

competition it is important to maintain tourist inflow. “Global competitiveness and 

tourism concentration create numerous challenges and problems in the creation of 

consumer loyalty and sustainable competitive advantage in the tourism product market” 

(Stankovic & Dukic, 2009).  The basic managerial question is how to maintain tourist 

inflow over a long period of time. The tourist inflow dropped after Bali bombing but in 

the long run it was resilient to terrorist threats and Bali continues to enjoy a prime place. 

Is it because Bali has fantastic natural resources to offer or is it because Bali represents a 
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wholesome experience which satisfies the tourists and the tourists not only revisit Bali but 

recommend to all others including friends and relatives. The explanation lies in the 

understanding of the causation of intention to visit. First, the tourist has to be recognized 

as a customer.  

 
From the perspective of tourist consumption process (Ryan, 2002), tourist behavior can 

be divided into two stages - pre-visit and post visit. More specifically, tourist behavior is 

an aggregate term, which includes intention to visit before the experience, onsite 

experience, experience based evaluations and, finally, post-visit intentions and behaviors. 

Before the role of destination image is discussed, it is appropriate to review general 

literature on the determination of intention to visit and the associated theories. There have 

been two popular approaches to study intention to visit a destination, which deserve a 

review. Both the approaches originate from the realms of social psychology and the 

consumer behavior. First is treating intention to visit as a part of planned purchase 

behavior and the other is treating intention as a part of customer loyalty behavior. The 

discussion on these should be helpful if taken before proposal of any hypothesis regarding 

the determinants of intention to visit. 

 

2.5.1 Intention to Visit as a part of Planned Behavior 

Theory of Planned Behavior (TPB) was proposed by Icek Aizen to explain relationship 

between intentions and actions (Ajzen, 1991).  TPB evolved from the earlier Theory of 

Reasoned Action (TRA) by Fishbein & Ajzen (1975), which in turn evolved from various 

theories about attitude and behavior such as equity theory of Stacy Adams developed in 

1965 (Oliver & Swan, 1989), Balance Theory by Heider (Heider, 1946), Attribution 
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Theory by Heider again in 1958, Osgood and Tannenbaum's Congruity Theory, and 

Festinger's Dissonance Theory (Ajzen, 1980). According to TPB, the most important 

determinant of behavior is the intention to behave. In the context of tourism, the most 

important determinant of visit to a destination is the intention to visit. Since, the concern 

of this study is intention to visit only, TPB assumes that intention to visit originates from 

attitude to visit, the subjective norm and perceived behavioral control. TPB can be 

explained through the Figure 2.8. 

The attitude consists of behavioral beliefs and the subjective evaluation of behavioral 

results. According to TRA, if one believes that the outcome of a behavior is positive, one 

will have a positive attitude towards behavior. Ajzen added behavioral control to cover 

involuntary behavior such as smoking and other addictions. 

 

Figure 2.8.   Theory of Planned Behavior (TPB) 
Source: Adapted from Ajzen, 1991 



96 
 

 
Based on this TPB, Phau, Quintal and Shanka (2014) hypothesized that destination image 

is a significant predictor of intention to visit. Even a recently conducted study in Taiwan 

suggests that the destination image positively influences the intention to visit (Chen & 

Tsai, 2007) but another study, in Taiwan again, using TPB concludes that while past 

behavior, subjective norms and even behavioral control had significant impact on 

intention to visit but attitude could not explain intentions (Lam & Hsu, 2006). The 

definition of destination image includes attitude towards a product or service. TPB is not 

always able to predict intentions e.g. Lam and Hsu (2006). Therefore, even till recently, 

the attempts are being made to test the theory. Jalilvand and Samiei (2012) have shown in 

their research that destination image affects attitude, subjective norms as well as 

behavioral control. Therefore, TPB implies that destination image is the ultimate variable 

that affects intention to visit.  

 

It appears the focus of TPB was the relationship between attitude and behavior and not 

any image or intention. Secondly, it assumes that the customer behaves rationally. There 

are no uncertainties and no risks. It is quite possible that TPB may not be able to explain 

and predict intentions fully because the model does not cover all the aspects. It deals only 

with static situation where the situation is certain, product or service is fully specified. A 

tourist destination may not fit such a description. 

 

2.5.2 Intention to Visit as part of Loyalty Behavior 

The second approach has customer satisfaction as the central concept. Satisfaction is 

linked to loyalty and one of the manifestations of loyalty is the intentions to repurchase. 
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The intentions to repurchase in context of tourism research would be the intentions to 

revisit. Baker and Crompton (2000) regarded satisfaction as the psychological and 

emotional conditions of personal experiences. Sweeney and Soutar (2001) argued that 

consumer satisfaction was an emotional reaction to specific transactions which depended 

on the achievement of the expected products or services. Berman (2005) tried to explain 

the differences between customer delight and customer satisfaction, arguing that customer 

delight appeared when consumers actually acquired a surprising expectation. To conclude, 

this study intends to review the major theories of customer satisfaction rather than a 

general review of customer satisfaction researches. 

So many models of customer satisfaction have been developed, which explain what leads 

to customer satisfaction and what happens subsequent to the occurrence of customer 

satisfaction. These models also explain the process by which causes and results of 

customer satisfaction are interlinked. The earliest model linked to customer satisfaction is 

balance theory of Heider (1946), even though it was proposed to explain some other 

phenomenon. A review of literature shows that most of the researches on customer 

satisfaction have been using one or the other of these theories e.g. equity theory has been 

used by Oliver and Swan (1980) to explain customer satisfaction in sales and purchase 

transactions. 

The most frequently used theory appears to be Expectancy Disconfirmation Theory 

(EDT). The origin of this theory is traced to the cognitive dissonance proposed by 

Festinger in his UFO cult study (Festinger, 1957). EDT proposes that consumers have a 

cognitive expectation about the performance of a product or service. When the 

performance perceptions are same as expectation then it is confirmation of the expectancy. 
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But if the performance perceptions are more than the expectation then there is 

disconfirmation of the expectation but a positive one. This positive disconfirmation leads 

to customer satisfaction. If there is negative disconfirmation because performance 

perception is less than expectation, it will lead to dissatisfaction. Oliver (Oliver, 1980) 

used this theory to explain both the antecedents as well as consequences of satisfaction 

decisions.  

Many researchers tried to extend EDT theory perceived value theories of satisfaction and 

loyalty (Churchill & Suprenant, 1982; Tse & Wilton, 1988; Ha & Janda, 2008). Another 

theory is the Attribution Theory. Attribution Theory explains how individuals interpret 

events and how this affects their attitude and intentions related to future behavior. The 

theory assumes that people try to attribute causes for whatever experience they go through. 

So it implies that customers look for the causes of particular consumption experience 

when arriving at the satisfaction judgments. The attribution is used as intervening variable 

between disconfirmation and satisfaction judgment. Recently it has been used to test the 

services marketing (Ha & Janda, 2008).  

It is noteworthy that most of the above mentioned theories were tested in 1980s (Oliver, 

1980; Churchill & Surprenant, 1982; Tse & Wilton, 1988; Oliver & Swan, 1989). The 

next decade saw a synthesis of all these theories in to a full model of customer satisfaction. 

The concept of customer satisfaction assumed national and international significance with 

development of national indices and barometers. The beginning was made in Sweden 

(Johnson et al, 2001). The Swedish Customer Satisfaction Barometer (SCSB) was 

established in 1989 and was the first national customer satisfaction index (Fornell, 1992). 

It included 130 companies from 32 industries. The underlying theories in SCSB were 
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Perceived Performance theory which talks about the value to the customer and the 

Expectation Disconfirmation theory, which provided the antecedents of customer 

satisfaction. But the ultimate dependent variable is the customer loyalty, measured as 

psychological predisposition to repurchase.  

Fornell was then associated with development of American Customer Satisfaction Index 

(ACSI) and its launch (Fornell et al, 1996). ACSI model started with 200 companies from 

34 industries (Johnson et al, 2001). The concept of customer satisfaction assumed national 

and international significance with development of national indices and barometers, 

starting with Sweden (Fornell, 1992). During 1990s the national Customer Satisfaction 

Index models became the source of theoretical research as well as commercial 

applications. Empirical data was collected for more than 150 industries.  

The main variables of these national models were Perceived Quality, Perceived Value, 

Customer Expectation, Customer Satisfaction and Customer Loyalty.  The ACSI model is 

so well established that it can be called Quality-Value-Satisfaction-Loyalty (QVSL) 

paradigm. While ASCI model has been serving as national model of customer satisfaction, 

the use in tourism industry is not so widespread but the incidences of the tests are available 

(Yoon & Uysal, 2005). The basic intention of QVSL paradigm was to explain customer 

satisfaction and the resultant loyalty towards a particular product or service.  

A variant of ACSI was tested in Europe in the form of European Customer Satisfaction 

Index (ECSI) in 1999 (Johnson et al, 2001). The image was added as a latent variable. It 

was conceived to be affecting expectations, satisfaction as well as loyalty (Jamaludin et 

al, 2012). The ECSI type framework was also used in Tourism research (Bigne, Sanchez 
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and Sanchez, 2001; Yoon & Uysal, 2005).  Given below in Figure 2.9 is adaptation of 

ECSI in Taiwan (Chiu, Cheng, Teh & Hu, 2011), which is most illustrative. The model 

was not applied to tourism but it is clear to see that image is the only exogenous variable 

meaning that it is determinant at every stage, affective expectations, satisfaction and 

loyalty. 

Figure 2.9.  Taiwan based application of European Customer Satisfaction Index 
Source: Chiu, Cheng, Teh and Hu, 2011 
 
Since, QVSL paradigm belongs to the post 90’s period, the relationship between 

destination image and QVSL paradigm is not easy to find in the past research. However, 

there have been some recent attempts to explore this relationship. For example Meng, 

Liang and Yang (2011) investigated the relationship between cruise images (image of 

vacation on the cruise) in context of Taiwanese tourists and the QVSL paradigm trying to 

predict intentions to revisit.  



101 
 

The study showed that the cruise image had a positive influence on perceived quality, 

perceived value and satisfaction and also, indirectly, influences the post visit behavioral 

intentions. A meta-analysis of 66 studies recently showed that destination image has the 

high impact on loyalty to the destination (Zhang, Fu, Cai & Lu, 2014). An earlier but 

recent study in Taiwan tested an elaborate model using this relationship (Chen & Tsai, 

2007). The same model was also used in in Maritius (Prayag, 2009) and in US (Kim, 

Holland & Han, 2013) with minor modifications. 

The QVSL paradigm also suffers from the same problem as the TPB. The focus is not the 

intention to visit but the satisfaction and loyalty. It was argued in the Section 2.3.3 that 

satisfaction is just a psychological experience and cannot be distanced from the experience 

e.g. the satisfaction from a good food cannot last long. Similarly, the duration of 

dissatisfaction also cannot last long. According to theory of consonance, the individual 

will try to achieve a psychological balance by using attribution.  

An extreme example would be rough treatment or a theft of luggage during the visit may 

not hold dissatisfaction for long. The characteristic that stays on is the image and not the 

feeling of satisfaction or dissatisfaction, which cannot stay for long due to consonance 

seeking behavior of the tourist. Secondly, the dependent variable is loyalty which is 

expressed in terms of revisit. It is not in the scope of this research but it may be worthwhile 

to test the hypothesis that pre-visit image affects satisfaction whereas post visit image 

affects loyalty. 

This leaves a wide open theoretical gap to explain intention to visit. ECSI brings image 

into picture but only as a latent variable, whereas the research shows the destination image 
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is a major variable that can explain and predict intention to visit (Fakeye & Crompton, 

1991; Bigne, Sanchez, & Sanchez, 2001; Lee, Lee, & Lee, 2005; Chen & Tsai, 2007; 

Carlos, Da Silva & Salgueiro, 2014). The implication is that the intention to visit cannot 

be explained by the loyaly behavior but the destination image could be used to explain the 

intention to visit. 

2.5.3 Destination Image and Other Determinants of Intentions to Visit 

The tourist behaviors include the choice of a destination to visit and subsequent 

evaluations and future behavioral intention (Mohamad, Abdullah, & Mokhlis, 2012). The 

subsequent evaluations include the travel experience or perceived trip quality during the 

stay, perceived value and overall satisfaction while the future behavioral intentions 

include the intention to revisit and the willingness to recommend (Hallmann, Zehrer, & 

Müller, 2013). The perceived value, quality and satisfaction all have been shown to be 

good predictors of future behavioral intentions (Baker & Crompton, 2000; Petrick, 2004). 

But, it has also been generally accepted in the literature that destination image has 

influence on tourist behaviors (Fakeye & Crompton, 1991; Bigne, Sanchez, & Sanchez, 

2001; Lee, Lee, & Lee, 2005). A tourist destination with a strong and consolidated image 

in the market has a better guarantee of prosperity (Fakeye and Crompton, 1991), and this 

factor is an important influence on the consumer behavior of tourists (Bigné, Sanchez & 

Sanchez, 2001).  

Thus, image becomes one of the main assets of a tourist destination and the one which has 

the most influence on the decision taken by the tourists when choosing a destination 

(Gallarza, Saura & Garcia, 2002; Jeong et al, 2009; Phau, Shanka, & Dhayan, 2010) 

suggest that both cognitive and affective images are the best predictor of visit intentions, 
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compared to other variables e.g. sources of information and motivation to travel. Many 

lrecently conducted studies suggest that the destination image positively influences the 

intention to visit (Bigne, Sanchez & Sanchez, 2001; Chen & Tsai, 2007). These studies 

show that it is critical to develop positive destination image to increase the number of 

tourists and their tourism related consumption.  

Baloglu and McCleary (1999) examined a path model of the visit intention that included 

a few other variables other than the prime variable destination image e.g. sources of 

information sources and motivations to travel. The results showed that both cognitive and 

affective images have positive linear relationship with visit intentions. More specifically, 

the quality of experience and value/environment (components of cognitive image) and one 

component of affective image were found to be significantly related to the visit intentions. 

Even for the revisit intentions, the models have been tested using the destination image 

and other variables (Pratminingsih, Rudatin & Rimenta, 2014). 

Based on these results some researchers (Jeong et al., 2009) suggest that both cognitive 

and affective images are the best predictor of visit intentions, rather than other variables 

e.g. sources of information and motivation to travel. In particular, Bigne, Sanchez and 

Sanchez (2001) showed that destination images positively influenced both of the post-

visit behaviors (intention to return and willingness to recommend), thereby suggesting 

that a destination should pay special attention to its image. However, Castro, Armario and 

Ruiz (2007) could not confirm the results of this and similar studies (Baloglu & McCleary, 

1999; Bigne, Sanchez & Sanchez, 2001). In their study destination images did not 

significantly affect the intention to revisit. Destination images only indirectly influenced 

the intention to revisit through service quality and tourist satisfaction. However, 
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destination images affected the intention to recommend. Consequently, these findings 

implied that destination images would impact future behaviors; however, they might be 

mitigated by service quality or satisfaction (Park & Njite, 2007), in particular, in a post-

visit context. 

Chen and Tsai (2007) investigated an integrated tourist behavior model based on the 

previous image studies. Specifically, the authors included destination images and 

perceived value into a model focusing on the relationships among quality, satisfaction, 

and behavioral intentions. The results showed that destination images directly affected the 

likeliness to revisit and the willingness to recommend the destination to others. In 

addition, there was an indirect effect through service quality and satisfaction. Destination 

images, especially, were indicated to have the most important effect on behavioral 

intentions. Some studies have examined the relationship between destination image and 

intentions within various contexts e.g. food (Horng et al, 2012) and even sport events 

(King, Chen & Funk, 2015). The results indicated that destination image had a positive 

impact on intentions to revisit destinations participating in sport tourism activities.  

Then destination image is not the only antecedent, there are other influences also. The 

internal motivation and external motivation affect intention to visit along with destination 

image (Ramkissoon & Uysal, 2011). Recently, perceived risk of travel are also found to 

be associated along with destination image (Noh & Vogt, 2013). Some researchers have 

studied perceived risk of travel along with internal motivation and not destination image 

to explain intention to visit (Lepp & Gibson, 2003). It has also been concluded that the 

low perception of risk will improve the effect of destination image on the intention to visit 

(Tavitiyaman & Qu, 2013). In other words, the perceived risk of travel have mediating 
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impact on the relationship between destination image and intention to visit. A summary 

of some of the recent studies is given in Table 2.8 below.  

Table 2.8 
Literature Review on Determinants of Intentions to Visit 
 
Determinants Reference Findings 

Perceived risks 
Destination Image (MV) 

Alvarez and Campo 
(2014) 

Negative impact 

Destination personality 
Destination image (MV) 

Carlos, Da Silva and 
Salgueiro (2014) 

Image is seen mediator between country 
personality and intention to visit.  

Perceived risks 
Destination image (MV) 

Chen, Hua and 
Wang (2013) 

Negative impact of perceived 
constraints on intention to visit could be 
alleviated through the mediating effect 
of destination image. 

Cognitive image  
Affective image  
Perceived risks  

Noh and Vogt 
(2013) 

Positive impact of cognitive and 
affective image and negative impact of 
risk perception 

Destination personality  
Affective image 
Overall image (MV) 

Papadimitriou, 
Apostolopoulou and 
Kaplanidou (2013) 

Positive impact 
 

Destination image  
Perceived risks (MV)  

Tavitiyaman and Qu 
(2013) 

Perceived risks have a negative 
moderating impact. 

Destination image 
Food image  

Lertputtarak (2012) Thai food had a positive relationship 
with an intention to revisit.  

Internal values 
External values  

Li and Cai (2012) Individuals who place more importance 
on external values tend to be passive and 
more sensitive. 

Destination image Nicoletta and 
Servidio (2012) 

Positive impact 

External motivation 
Internal motivation  
Destination image 

Ramkissoon and 
Uysal (2011) 

External motivation (information) had a 
negative impact  

Destination image 
Trip Quality 

Chen and Tsai 
(2007) 

Destination image have the most 
significant effect on behavioral 
intentions  

Perceived risk due to cultural 
distance 

Ng, Lee and  Soutar 
(2007) 

Cultural distance was negatively 
correlated with Australian’s intention to 
visit. 

Theory of Planned Behavior  Lam and Hsu (2006) Past behavior, subjective norm, and 
perceived behavioral control, but not 
attitude, had direct impact on behavioral 
intention. 

Source:  Literature review 
Note: The (MV) indicates that the variable is either mediating variable or moderating variable. 
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There is no clear theory which explains all the determinants of intention to visit. At times 

internal motivation, external motivation is shown to affect intention to visit in the context 

of Thailand (Sangpikul, 2008) and in case of Chinese outbound travelers (Li & Cai, 2012). 

Shi, Cole and Chancellor (2012) found that internal motivation as very strong influence 

on the intention to visit. Another study on Macau treats destination attributes as the only 

factor affecting the intention to visit (Wong, 2011). Some studies show that risk attitude 

(perceived risk of travel), self-esteem and word of mouth are the determinants of intention 

to visit (Lu, Wu & Chen, 2014).  

All these studies indicate that the determinants of destination image i.e. external 

motivation, internal motivation, word of mouth and perceived risk of travel do have 

individual impact on intention to visit. From the research perspective there is still a gap. 

There seem to be lack of studies which have attempted to assess the combined impact of 

these factors on the intention to visit. The individual impacts of these factors on intention 

to visit have to be supported in a systematic manner with and without destination image. 

The implication on research framework is that impact of external motivation, internal 

motivation, word of mouth, perceived risk of travel on cognitive and affective destination 

image as well as on intention to visit has to be tested individually as well as jointly. 

Literature is also available where destination image has been treated as mediating 

influence. For example, Goossens (2000) tested the mediating impact of destination image 

between internal motivation and destination marketing information or external motivation 

on the one side and intention to visit on the other and found the mediating influence 

significant. A few studies have tested the mediating impact of destination image between 
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destination attributes and intention to visit (Rashid, 2013; Carlos, Da Silva & Salgueiro, 

2014) but the treatment is different e.g. Carlos, Da Silva and Salgueiro (2014) have taken 

destination personality having traits instead of taking attributes.  

In comparison, Rashid (2013) has taken destination attributes (features) like natural 

attractions, man-made attractions, infrastructures, superstructures, service and hospitality 

but instead of using destination image has used emotions as the mediating variable. From 

this research point of view the emotions are equivalent to affective destination image. 

Destination image seems to have played a significant mediating role between the 

perceived risks and intention to visit in post-disaster Japan (Chew & Jahari, 2014), in post 

conflict Israel (Alvarez & Campo, 2014) and in China (Chen, Hua & Wang, 2013). 

These studies establish that the destination image plays a significant role between the 

individual determinants and intention to visit. There is still a theoretical gap because even 

if destination image plays a mediating role but it looks unreasonable to assume that basic 

relationship is only what is shown in these studies (Goossens, 2000; Basri, 2013; Chen, 

Hua & Wang, 2013; Alvarez & Campo, 2014; Carlos, Da Silva & Salgueiro, 2014; Chew 

& Jahari, 2014). 

 

2.5.4 Implications for Research Framework 

Based on the literature review, the implications for the research framework are clear. The 

identified determinants of overall destination image are also the determinants of intention 

to visit, which are: 
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1. External motivation inspired by marketing and advertising from destinations or 

third party tourism operators in an effort to pull tourists towards destination. 

2. Internal motivation initiated by the internal needs that push tourists towards a 

particular type of destination. 

3. Word of mouth or recommendation of close relatives, friends, colleagues or 

celebrity endorsements, which may have positive effect but could also be negative. 

4. Perceived risk of travel which have negative impact image as well as intentions. 

Because the overall destination image and the components i.e. the cognitive destination 

image, the affective destination image and the intention to visit have the same 

determinants, it is important to see the relationship between overall destination image and 

it’s components with the intention to visit. The framework assumes that overall destination 

image and the cognitive and affective components of the destination image may have a 

mediating role in the relationships between other determinants and the intention to visit. 

 

2.6 Demographic and Socio Economic Factors 

The demographic factors like age, family status, gender, etc. could have an impact on 

motivation and consequently on the destination image and the intention to visit.  Age and 

family status is the most common demographic variable. Initially, it was believed that 

teens and over sixties will have lesser holidays and would not go overseas (Office of 

National Statistics, 2004). However, later research has shown that people over fifties are 

the favorite of the tour operators.  

Lumsdon (1997) has done an extensive analysis of age and family status, which is 

important from marketing point of view. Lumsdon analyzed the impact of age and family 
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status on tourist motivation in context of Europe and North America. His findings are 

summarized in Table 2.9 below: 

Table 2.9 
Impact of Age and Family Status on Tourist Motivation 
 
Stage of Life Tourist Motivation 

Early Childhood Dependent on parents. Seek classic seaside or sandy resorts. 

Teenage Resort based holidays with night life. Also group holidays 
seeking activity. 

Young Adult Single and available. Seek activity, adventure, backpacking 
and experiences. 

Couples Short breaks to fit in with dual careers. 
Family  Early Stage Seek family centered holidays. Have financial constraints. 

Family Late Stage Constraints regarding school holidays. Teenage children. 
Mix of holidays. 

Empty Nest Parents free with good spending power. Seek expensive 
explorer holidays. 

Retired Seeking more passive holidays but travel no constraint. 

Source: Adapted from Lumsdon, 1997 
 
 
There is not much research on the impact of gender on tourist motivation. Women have 

less leisure time and spend a higher proportion of their time at home caring for children 

or the elderlies. The holiday for them is a break from caring or participation in family 

holiday (Gladwell & Bedini, 2004).  Similarly, the socio cultural background has certain 

impacts. The Muslim tours seek halal food and mosques. The Indian tourists seek 

vegetarian food and temples.  

Foo, McGuiggan and Yiannakis (2004) found difference in motivation of American and 

Australian tourists. Pizam and Sussman (1995) found differences in the motivation of 

Japanese, European and American tourists. The Japanese always stayed in their group 

with minimal social interaction, Americans engage in maximum shopping, Europeans are 
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the most adventure seekers, Japanese plan the most and European plan the least. Finally, 

American and Europeans take interest in authentic experience and knowledge of 

destination. Lumsdon (1997) assumes income levels go together with age and family 

status.  

But it is a known fact that tourists from developing countries like India engage in 

maximum bargaining (Pacific Asia Travel Association, 2015), whereas the Chinese are 

the maximum spenders (Thaiwebsites.com, n.d.). It can be concluded that demographic 

variables play an important role in visit intentions of tourists. However, this moderation 

by demographic variables is not taken in the main research framework of this study so as 

not to dilute the focus. It may be taken as further research in the future. 

 
 

2.7 Research Gap in Context of Phuket 

Finally, there are not many studies on the determinants of the destination image and the 

intention to visit in the context of Thailand. In short, the answers are not available in the 

context of Thailand, which is the focus of this study. There have been a limited number 

of studies in context of Thailand.  But, strangely, almost all the studies have attempted to 

establish the negative image of Thailand and, especially, Phuket. 

Chumni (2001) stresses about efforts to boost tourist demand by reducing negative effects 

and encouraging positive effects. Rittichainuwat (2001) estimated impact of destination 

image, travel satisfaction, travel motivation and travel inhibitors on probability of revisit 

through separate equations but excessive use of statistics and mathematics leaves a 

suspicion about the interpretation of the results. For example, the probability of revisiting 
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was measured by a logarithmic value represented by 1/(1+e-Z) which might be good to 

improve the curve fit (look regression results better) but difficult to understand. Therefore, 

it is not surprising that only two image components – “social and environmental 

problems” and “good cuisine and hotels” were found to have significant impact on the 

dependent variable – probability of revisit.  

It is noteworthy that tsunami initiated research interest in Phuket. There were many post-

tsunami studies, where the researchers tried to justify the decline in tourism calling it 

reputational disaster (Ichisonawa, 2006). The Ichinosawa study is based on Social 

Amplification of Risk Framework (SARF) proposed by Kasperson (Kasperson et al, 

1988). The conclusion of Ichinosawa was that decline in tourism was caused by risk-

induced stigma attached to Phuket. The question for the present study is that can it be used 

directly. Is the reputation or stigma not associated with destination image. But the study 

highlights the inclusion of the perceived risk of travel as one of the determinants of 

destination image. It is noteworthy that out of thousands dead in the region only 250 were 

from Phuket (Ichinosawa, 2006) but the media distortion propagated horrible stories. So 

many word of mouth accounts in the social media criticizing the health conditions.  

Therefore, from the research perspective the problem is to assess the impact of perceived 

risk of travel and word of mouth on the destination image. Tsunami became not only the 

subject of research papers but also theses and dissertations. For example, Phetvaroon 

(2006) concluded that Tsunami crisis became an integral part of business and tourist 

activities of Phuket. While admitting that the image of a destination is a critical factor in 

the tourist destination selection process, changing a negative image requires long and 

costly marketing efforts (Phetvaroon, 2006). A similar sentiment was echoed by another 
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researcher (Gurtner, 2007) who concluded that in southern Thailand and Phuket, the 

tourism sector experienced the maximum damage from tsunami – in terms of 

infrastructure, reputation, loss of patrons, staff and economic repercussions. However, 

despite high threats of infectious disease outbreaks and terrorism, there is an absence of 

research concerning the impact as well as perceived risks of these threats on the hospitality 

industry in Thailand (Rittichainuwat & Chakraborty, 2009).  

The impact of the 2004 tsunami in Patong beach of Phuket exposed the vulnerability of 

tourism-dependent destination communities but, still, the causal factors contributing to 

destination vulnerability have been under-researched and there are few theoretical 

parameters for assessing destination vulnerability (Calgaro, 2010). Another research has 

lamented that tourists have also brought negative consequences. Since the 1990s, the 

country has experienced various negative impacts from tourism, such as pollution, traffic 

congestion in big cities, environmental problems, insufficient infrastructure, safety issues, 

AIDS, prostitution, and sex tourism (McDowall & Choi, 2010). Phuket is not calm and 

relaxed and is not a suitable place for all ages and marital status. Young and single visitors 

generally view Thailand as being unsafe. Retirees and young, affluent professionals in the 

US were concerned about filthiness, pollution, and traffic congestion (McDowall & Choi, 

2010).  

If collectively viewed, all these research about the negative aspects of tourism in Phuket 

leave a gap in terms of the role of perceived risk of travel to Phuket in formation of the 

destination image of Phuket and how the intention to visit Phuket gets impacted. It is 

impossible that Phuket, in spite of having so many negative attributes can have 

tremendous increase in tourist arrivals as seen in Chapter One.  
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There is need for further research because not all studies are so critical of Phuket. A recent 

study (Thongkundam & Promsivapallop, 2013) has much more believable result where 

image components of “natural and cultural environment” and “social and safety 

environment” had significant impact on overall destination image and intentions to revisit 

in next five years. A similar result is reported by Tavitiyaman and Qu (2013) but a 

moderation by perceived risk of travel is also observed by them.  

Some studies have reported long run positive image. For example, a research found that 

Norweighian travelers to Phuket and Thailand can enjoy a vast variety of activities, from 

sun-and-beach, shopping, nightlife, parties, to cultural sightseeing, spiritual wellbeing, 

and health tourism (Lam, 2011). The researcher further noticed that the greatest edge for 

Thai tourism is that this nation has an outstanding image – from its food, its diverse 

landscapes, its history, but most profoundly, it may be the people who live on this land 

who have formed the amazing Thai culture (Lam, 2011).   

Similarly, Taiwanese tourists had stronger motivations to visit Phuket than their own 

Penghu island based on push factors of reducing stress and getting away from daily life, 

learning something new or increasing knowledge, finding thrills  and excitement, and 

rediscovering themselves (Park & Hseih, 2008). According to one research paper, most of 

the tourists were satisfied with the overall service in Phuket which means Phuket has 

enough tourist attraction places as well as providing the great service such as 

transportation, culture, food, accommodation and overall facilities (Baguisi et al, 2015).  

Recently, there has been a study on Phuket about the revisit intention which uses overall 

destination image as one of the determinants, where the significant predictors found were 
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perceived satisfaction on destination attributes, overall satisfaction, perceived 

attractiveness on destination attributes, overall destination image, and relaxation & 

recreation motive (Thiumsak & Ruangkanjanases, 2016). Therefore, the studies on Phuket 

are quite conflicting and the research gap from the perspective of this study is wide in 

context of Phuket because the destination image is an independent variable and not the 

criterion variable and the study is about revisit intention rather than the intention to visit, 

which is mostly before the visit. 

Therefore, the research gaps in context of Phuket are: 

 What is the long term image of Phuket;  

 What are the determinants of the destination image of Phuket; and  

 How does this destination image impact the intentions to visit Phuket. 

In summary, the studies that have been conducted in the context of Thailand do not answer 

the individual and combined impact of all the variables that have been identified as having 

some impact or the other, on destination image and intention to visit. Even a more recent 

study talks about the degradation of Patong beach, the main tourist attraction in Phuket 

due to garbage, sewage, dust, pollution, deforestation, and other things mentioning that it 

will have problem for sustainance of tourism for Phuket (Polnyotee & Thadaniti, 2014). 

The research problem is also whether it is only research or the dust, sewage, garbage and 

the filthiness in general is part of the destination image of Phuket. In short, the research 

problem is also the definition and measurement of the destination image. 
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2.8 Overall Research Gaps 

The literature review has given a scope for additional research due to theoretical gaps. 

First of all there are research gaps in the definition and measurement of the destination 

image. In a similar manner, there is no clearly defined distinction between the stages of 

image formation. Different classifications have been used.  

The theoretical gaps related to definition and measurements of destination image are 

summarized below: 

1. The destination image has been equated to a brand image but even conceptually it 

is very different.  

2. The cognitive component of destination image consists of essentially the 

knowledge and information about destination attributes. The literature reviewed 

does not make distinction between cognitive image and destination attributes. 

3. There is an overlap among varied definitions of cognitive destination image and 

affective destination image e.g. atmosphere is considered both as cognitive as well 

as affective image attribute.  

4. Even though so many studies have been added until now, still a standardized 

measurement or scale is out of reach because the numbers of attributes taken by 

the researches, that have been reviewed, are not the same. It has not been 

established in the literature how many attributes of cognitive destination image 

should be there or, for that matter, how many attributes of the affective destination 

image should be there. This is the reason, various researchers have been taking 

different number of attributes in the overall destination image scale. 
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In terms of determinants of destination image, the following gaps were observed: 

1. The literature is not available on the influence of external motivation, internal 

motivation, word of mouth and perceived risk of travel individually on the overall 

destination image. 

2. The literature is not available on the influence of external motivation, internal 

motivation, word of mouth and perceived risk of travel individually on the 

cognitive component of the destination image. 

3. The literature is not available on the influence of external motivation, internal 

motivation, word of mouth and perceived risk of travel individually on the 

affective component of the destination image. 

4. The literature is not available on the combined influence of external motivation, 

internal motivation, word of mouth and perceived risk of travel individually on the 

overall destination image or the components – the cognitive destination image and 

the affective destination image. 

In terms of determinants of intention to visit, the research gap exists because: 

1. The treatment is different even though most of the studies have concluded that 

destination image is a major determinant of the intention to visit e.g. one study 

treats destination image as a mediating variable between perceived risk of travel 

and intention to visit while another study treats perceived risk as mediator between 

the relationship between destination image and the intention to visit. 
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2. Neither theory of planned behavior, nor quality-value-satisfaction-loyalty 

paradigm is able to explain the mediating role of the overall destination image and 

its cognitive and affective components. 

These gaps need to be dealt adequately by the research framework. 

2.9 Summary and Conclusion 

This chapter reviewed the literature pertaining to definition, measurement, components 

and the stages of destination image. The study found that the definition has been changing 

over time since 1970s. The image consists of cognitive, affective and conative 

components. In terms of formative stages, the destination image consists of organic, 

induced and complex stages. The gap is that these demarcations are not standardized. The 

literature with the destination image as dependent variable was reviewed and four 

determinants were identified. These variables are: 

1. External motivation 

2. Internal motivation 

3. Word of mouth 

4. Perceived risk of travel 

Another concept that emerged from the literature review in this chapter signifies that the 

destination image consists of cognitive destination image and the affective destination 

image. The overall destination image is a sum total of both these images. The implications 

is that all these components of the destination image have to be studied as dependent as 

well as the mediating variables. 
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Finally, the literature pertaining to the determinants of intention to visit was reviewed. It 

was concluded the overall destination image plays a big mediating role between the four 

identified determinants of intention to visit, namely, external motivation, internal 

motivation, word of mouth and perceived risk of travel, which needs to be examined. 
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CHAPTER THREE 

RESEARCH METHODOLOGY 

 

3.1 Introduction 

Research methodology is a critical component of a research project. As a matter of fact, 

the relevance of theory and how well the data fits the hypotheses becomes apparent only 

after the data is collected and analyzed (Bryman & Bell, 2009). Therefore a robust 

research design, a robust research instrument and a robust sampling plan are very critical. 

This chapter first discusses the research design in the next three sections - Section 3.2 on 

research design, Section 3.3 on research framework and Section 3.4 on hypotheses. The 

research instrument design and measurement is discussed in the subsequent Sections 3.5. 

The next three sections before concluding in Section 3.9 are on sampling plan (Section 

3.6), data collection plan (Section 3.7) and data analysis plan (Section 3.8). The actual 

data analysis would be dealt in the next chapter devoted to data analysis. 

 

3.2 Research Design 

This study uses quantitative research design. Justification of choosing quantitative 

research method is that it is the only way to validate a causal relationship e.g. the causal 

relationship between destination image and the determinants such as external motivation, 
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internal motivation, word of mouth, and perceived risk of travel (Sekaran & Bougie, 

2009). 

The purpose of research is either to build a theory or validate a theory. Theory helps 

researchers to describe, explain or predict events in pure science or behavior in social 

science (De Vaus, 2001). Once the research understands the research questions well, there 

is a need to choose an approach to study the topics of interest. There is always a great 

debate among the researchers to use qualitative or quantitative methods. The qualitative 

study answers the question, “What is going on?” whereas quantitative study answers the 

question, “Why it is going on?” (De Vaus, 2001).  

In the context of social sciences, qualitative methods have been criticized as empiricism 

meaning unnecessary data collection in the hope of coming out with a theory. According 

to Marsden (1990) the empiricists tend to assume that theory will somehow arise from the 

facts, “like steam from a kettle”. There is an argument that it is not important to distinguish 

between the two (Layder, 1993).  

Therefore, many researchers try to use both. Some of the researchers popularized 

triangulation based on geographical positioning system concept starting with Webb, 

Campbell, and Schwartz (1966), wherein the researcher tries to arrive at the same result 

using both qualitative and quantitative methods (Deacon, Bryman, & Fenton 1998). Some 

call qualitative methods non-scientific stating that when the word theory is used in non-

scientific manner, it is just a claim but when it is used in scientific manner, theory helps 

researchers generate testable hypotheses.  
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The most common view extracted from research methodology books (Bryman & Bell, 

2009; Sekaran & Bougie, 2009; Zikmund et al, 2010) is that it depends upon the research 

stage. Based on the stage of research, the studies could be classified as exploratory 

research or descriptive study or explanatory research (analytical or predictive). 

An exploratory study is undertaken in the first phase when not much is known about the 

relationships or theory and there is no information about how similar issues have been 

tackled. In such cases extensive preliminary work needs to be done using qualitative 

methods. Already path breaking works exist (Hunt, 1975; Echtner & Ritchie, 1991; 

Baloglu & McCleary, 1999; Beerli & Martin, 2004) in the area of destination image and 

intention to visit destinations, therefore a qualitative methodology was not found as useful 

in current times, especially in the context of this research.  

The best example of descriptive is surveys undertaken in many tourist destinations. For 

example, the survey may appear to be the best course of action if the intention is just to 

know destination image of tourists from different countries or continents like Europeans, 

Americans or Japanese about Phuket. The output of a descriptive study on destination 

image may yield mean, standard deviation, frequency and other data, which may help 

destination managers to take concrete steps. However, the scope of this study is much 

more.  

This study belongs to the third type – explanatory research, which focuses on the  “why” 

question and is about the causal relationship between destination image and the 

determinants such as external motivation, perceived risks, internal motivation, word of 

mouth and marketing efforts. Actually, the characteristics of a scientific research are rigor, 
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testability, reliability, objectivity and generalizability (Sekaran & Bougie, 2009). Out of 

these, the most important is testability because without rigorous testing the reliability, 

objectivity and generalizability cannot be established.  

Karl Popper is responsible for popularizing Hypothetico-Deductive (HD) method as 

scientific research method. He argued that a theory cannot be proved by inductive methods 

because any amount of evidence collected in the inductive method cannot be assurance 

that contrary evidence cannot be found (Popper, 2005). Therefore, he suggested that a 

proper scientific method is deductive method. A deductive reasoning involves falsification 

which is part of the process of hypothesis testing. Therefore, it has to follow quantitative 

research methodology.   

However, a caution is required here. Not only researchers but many research method texts 

also confuse research design as methods. A research design is not same as the method of 

collecting data (De Vaus, 2001), which is actually a logical structure of enquiry rather 

than method of data collection. This study has explained the data collection methodology 

under the sampling design whereas the logical structure of enquiry is explained under the 

research framework. 

In conclusion, this study uses quantitative research methodology and falls under the 

category of analytic explanatory research design which is a scientific method of enquiry 

appropriate for the social research situations where an experimental design is not possible. 

The results can have predictive capability and can be used for managerial or policy 

formation purposes. 
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3.3 Research Framework 

The distinction between prediction, causation and correlation is sometimes confusing. If 

two events or variables are correlated, the researcher can predict one from the other but it 

still does not mean causation (De Vaus, 2001). Therefore, a theoretical framework is 

needed to understand the relationships comprehensively. It was explained in the previous 

section that this study follows causal study design using quantitative research 

methodology. This causal research study design attempts to explain the variance in the 

dependent variable as a result of the variance in the independent variables. The research 

framework is at the heart of this kind of research design. The research framework 

expresses the beliefs of researcher on how certain variables are associated with each other, 

and that is the theory to be tested. The relationships are linked to each other in the form of 

causal equations. This system of causal equations is termed as model (Sekaran & Bougie, 

2009). The process of building the research framework comprises of: 

1. Introducing the variables in the model and their operationalization. 

2. Developing a conceptual model that provides a descriptive representation of the 

theory 

The model proposes that the four identified determinants, which are external motivation, 

internal motivation, word of mouth and perceived risk of travel could influence both the 

destination image as well as the intention to visit. This is what needs to be validated. The 

framework also stipulates that the destination image with its constituent components 

influences the intention to visit.  

Figure 3.1 on the next page displays the research framework used in this study.  
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 The role of the destination image is mediating variable or just another determinant also 

needs to be evaluated. The theories used for this framework have already been discussed 

in the Chapter 2 along with the theoretical gaps prompting this research. The underlying 

theory in nutshell is that destination image is the common measurable expression of a 

tourist’s attitude, perception, beliefs and feelings. 

This overall image of destination, positive or negative, is determined by influences coming 

from three directions. The first direction is the external motivational influences, also 

referred as pull factors that are responsible for pulling tourists towards a destination. While 

the cognitive destination image is the impressions about the destination features, the 

external motivation is provided by the marketing of those features.  The theory gap we 

discussed in the last chapter was that there has been no effort to segregate the external 

motivation resulting from the destination marketing from the cognitive image resulting 

from these marketing efforts. Both have been treated as one factor. This study has taken 

them as two separate determining factors.   

The second direction is the internal motivating influences, also referred as push factors 

that are responsible for pushing tourists from inside towards a specific destination. These 

internal influences are expression of his internal psychological needs which stereotypes 

the tourist in different roles such as relaxation or adventure seeker and his beliefs and 

attitudes influenced by word of mouth from the trusted sources. The importance here is 

that of trusted sources. The word of mouth if coming from untrusted sources may not be 

the influencing factor.  
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The third and the last direction is the practical hindrances related to travel and the 

perceived travel risks, which exercise a strong and quick influence on the destination 

image. Therefore, this research tries to test the influence of these four factors – external 

motivation, internal motivation, word of mouth and perceived risk of travel - on the 

destination image. 

In this research, it is theorized that actual visit is not as important as the intention to visit. 

The fact, that whether a tourist visits the destination or not, is not as critical as the 

intentions. It is highly unlikely that a tourist with no intention to visit actually visits a 

destination. It is definitely not a planned behavior and of little theoretical interest. 

Similarly, the fact that a tourist with very high intentions does not actually visit the 

destination can again be ascribed to some last minute hurdles. In view of this, intention to 

visit is the most critical factor with regard to destinations in the research framework.  

Having stated that, it is envisaged that while destination image is the most critical variable 

to explain intention to visit a destination, there are other influences also e.g. the latest 

marketing efforts provide the external motivation prompting him to form strong intention 

to visit the destination, in the form of promotions, advertising and discounts. The latest 

addition to the destination attributes or a new attraction could influence intention to visit 

in spite of a certain destination image e.g. Universal Studio was a new addition to 

Singapore as a destination recently. Then the latest perceived bottlenecks or risks of travel 

e.g. budgets, costs, regulations, safety, etc. also have the influence despite having a 

positive destination image. Similar arguments could also be given for the internal 

motivation and word of mouth. A person may have had a heart attack. This change will 

make him change from an adventure seeker to relaxation seeker. Hence, the intention to 
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visit could change in spite of a certain destination image the tourist might have. The word 

of mouth of a new friend or during a recent visit of a relative again can influence the 

intention to visit.  

This research tries to test whether the determinants of destination image –external 

motivation, internal motivation, word of mouth and perceived risk of travel - are also the 

determinants of intention to visit or whether destination image has the strong mediating 

impact on their relationship with the intention to visit. 

 

3.4 Hypotheses 

Once the theoretical framework identifies the important variables and theorizes about the 

relationships among these variables through reasoning, the next step is to see if these 

relationships hold true by testing these relationships. This is done through hypotheses 

development. A hypothesis is testable statement about what is expected from the empirical 

data. A null hypothesis is formed and then the researcher tries to falsify it by finding 

evidence to the contrary (Sekaran & Bougie, 2009). This model is also called scientific 

method. Therefore, the research framework has to be translated into hypotheses.  

The hypotheses can be stated in if-then format, directional format but Hypothetico-

Deductive method requires that the hypotheses should be falsifiable (Popper, 2005). That 

means the hypothesis must be expressed as null hypothesis (often denoted as H0) which 

can be proved as false e.g. H0 could be that there is no relationship between destination 

image and intention to visit, which the research attempts to prove false. The opposite of 

null hypothesis is the alternative hypothesis, which is based on the theory proposed in the 

research framework, e.g. destination image is positively related to intention to visit. 
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However, it is more convenient to express all hypotheses as alternative hypotheses 

because every alternative hypothesis can be assumed to have a corresponding null 

hypothesis.  

 

3.4.1 Hypotheses with External Motivation as a Determinant 

The alternative hypotheses to be tested with the external motivation as an individual 

determinant are: 

H1: The external motivation is positively related with the overall destination image 
 
H1a:  The external motivation is positively related with the cognitive destination image 
 
H1b:  The external motivation is positively related with the affective destination image 
 
H2:  The external motivation is positively associated with intention to visit  
 
 
The external motivation is the result of external influences on the tourist. These influences 

are in the form of information available on the destination through marketing, advertising 

and promotions of the destination by destination managers and by third party stakeholders. 

The more positive information available will result in more positive external motivation. 

This external motivation influences both destination image as well as intention to visit. 

Since, the destination image consists of cognitive destination image as well as the affective 

destination image, there is a need to break the hypothesis H1 in to H1a and H1b also to 

assess whether external motivation affects both the components or affects just one of them. 

The hypothesis H2 is meant to assess whether external motivation affects the intention to 

visit also. A test of significance will establish where these hypotheses are true or false. 
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3.4.2 Hypotheses with Internal Motivation as a Determinant 

The alternative hypotheses to be tested with the internal motivation as an individual 

determinant are: 

H3:  The internal motivation is positively related with the overall destination image  

 

H3a:  The internal motivation is positively related with the cognitive destination image 
 

H3b:  The internal motivation is positively related with the affective destination image 
 

H4:  The internal motivation is positively associated with intention to visit  
 

The internal motivation comes from the internal needs of a tourist. An adventure seeking 

tourist may have a positive overall destination image and positive intention to visit a 

destination, which offers such opportunities compared to a destination which offers only 

business and shopping opportunities. The tourist will have more internal motivation 

towards a destination that offers more opportunities for satisfying multiple needs. Since, 

the destination image consists of cognitive destination image as well as the affective 

destination image, there is a need to break the hypothesis H3 further in to H3a and H3b to 

assess whether internal motivation affects both the components or affects just one of them. 

The hypothesis H4 is meant to assess whether internal motivation affects the intention to 

visit also. A test of significance will establish where these hypotheses are true or false. 

 

3.4.3 Hypotheses with Word of Mouth as a Determinant 

The alternative hypotheses to be tested with the word of mouth as an individual 

determinant are: 

H5:  A positive word of mouth is positively related with the overall destination image  
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H5a:  A positive word of mouth is positively related with the cognitive destination 
image  

 

H5b:  A positive word of mouth is positively related with the affective destination image  

 

H6:  A positive word of mouth is positively related with the intention to visit  
 
 
A positive word of mouth will enhance the overall image of destination as well as intention 

to visit it. The word of mouth, if from trustworthy sources, will be more effective 

compared to word of mouth from unknown resources. The marketing efforts can generate 

positive feedback and reviews in websites or magazines but may not be trustworthy. These 

hypotheses also mean that a negative word of mouth will have a negative impact. Since, 

the destination image consists of cognitive destination image as well as the affective 

destination image, there is a need to break the hypothesis H5 further in to H5a and H5b to 

assess whether word of mouth affects both the components or affects just one of them. 

The hypothesis H6 is meant to assess whether word of mouth affects the intention to visit 

also. A test of significance will establish where these hypotheses are true or false. 

3.4.4 Hypotheses with Perceived Risk of Travel as a Determinant 

The alternative hypotheses to be tested with the perceived risk of travel as an individual 

determinant are: 

H7:  The perceived risk of travel is negatively related with the overall destination 
image 

 
H7a:  The perceived risk of travel is negatively related with the cognitive destination 

image 
 
H7b:  The perceived risk of travel is negatively related with the affective destination 

image 
 
H8:  The perceived risk of travel is negatively related with intention to visit  



131 
 

 
 
The perceived risk of travel arise from the safety concerns and travel hindrances at the 

destination. The perceived risk of travel is negatively associated with both destination 

image and the intention to visit.  

It implies that a higher score on perceived risk of travel will result in lower score on 

destination image or intention to visit. Since, the destination image consists of cognitive 

destination image as well as the affective destination image, there is a need to break the 

hypothesis H7 further in to H7a and H7b to assess whether perceived risk of travel affects 

both the components or affects just one of them.  

The hypothesis H8 is meant to assess whether perceived risk of travel affects the intention 

to visit also. A test of significance will establish where these hypotheses are true or false. 

3.4.5 Hypotheses for the Joint Impact of all the Determinants 

Having tested the individual impact, it is important to see the combined impact of the 

identified determinants on the destination image and the intention to visit.   

The relevant hypotheses are: 

H9:  The combined impact of the determinant variables external motivation, internal 
motivation, word of mouth and perceived risk of travel is positive on the overall 
destination image. 

 
H9a:  The combined impact of the determinant variables external motivation, internal 

motivation, word of mouth and perceived risk of travel is positive on the cognitive 
destination image. 

 
H9b:  The combined impact of the determinant variables external motivation, internal 

motivation, word of mouth and perceived risk of travel is positive on the affective 
destination image. 
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H10:  The combined impact of the determinant variables external motivation, internal 
motivation, word of mouth and perceived risk of travel is positive on the intention 
to visit. 

 
 
That is also the final test of theory. The joint impact may not be a simple sum total of the 

individual impact. The relationship has to be tested. The alternative hypotheses stated 

above assume that the joint impact on the target variables will be positive. Since, the 

destination image consists of cognitive destination image as well as the affective 

destination image, there is a need to break the hypothesis H9 further in to H9a and H9b to 

assess whether the joint impact of all the determinants changes when tested for the 

components. The hypothesis H10 is meant to assess what is the joint impact of the 

identified variables on the intention to visit.  

In case of all these hypotheses there is a positive relationship, which means that both the 

independent and the dependent variables vary in the same direction. Their variances have 

high positive correlation. However, there is exception in case of H7 and H8. The variances 

are expected to be negatively correlated. A test of significance will establish where these 

hypotheses are true or false. 

3.4.6 Hypotheses for the Mediating Impact of the Destination Image 

The overall destination image is a hypothesized to be having a strong influence on the 

intention to visit but H11 postulates that if the influence is so strong it could influence or 

mediate the relationship of intention to visit with other determining variables. Since, the 

destination image consists of cognitive destination image as well as the affective 

destination image, the relationship is tested for the overall destination image as well as for 

the cognitive destination image and affective destination image jointly. 
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H11:  The overall destination image has the mediating impact on the relationship of 
external motivation, internal motivation, word of mouth and perceived risk of 
travel with the intention to visit. 

 
H11a:  The cognitive destination image together with affective destination image have 

the mediating impact on the relationship of external motivation, internal 
motivation, word of mouth and perceived risk of travel with the intention to visit. 

 
 
In case of H11, since a mediating relationship is involved, the testing of the hypotheses is 

more complex. This hypothesis will test whether the relationship of the overall destination 

image with the intention to visit gets affected by the presence of other variables such as 

the external motivation, the internal motivation, the word of mouth and the perceived risk 

of travel. The same procedure has to be repeated for its variation hypothesis H11a which 

will test whether the joint relationship of the cognitive destination image and affective 

destination image with the intention to visit gets affected by the presence of other variables 

such as the external motivation, the internal motivation, the word of mouth and the 

perceived risk of travel. 

3.4.7 Relationships among Variables 

In order to test the framework and to test the hypotheses, the concepts involved in the 

theory have to be measured. The concepts have to be operationalized in terms of 

measurable variables. According to Sekaran and Bougie (2009, p 127), “Reduction of 

abstract concepts to render them measurable in a tangible way is called operationalizing 

the concepts”. A variable is an entity that can take differing or varying values. The 

variables under study are called dependent variables because their variation depends on 

the other variables. Since, these variables are also the main topic of the study or the 

primary interest of the researcher, they are also called criterion or result variables 

(Zikmund et al, 2010; Sekaran & Bougie, 2009).  
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The other important variables are the independent variables, which are the presumed 

determinants or the causal factors. The characteristics of these variables are that they 

should precede the dependent variables in terms of time sequence. In other words the 

cause must precede the effect. Secondly, the researcher must control the effect of other 

variables (Sekaran & Bougie, 2009). Thirdly, the relationship between dependent and 

independent variables must be based on logic or a theory. Lastly, the mediating variable 

is the entity that has a strong impact on the relationship. It means the mediating variable 

modifies the original relationship. In the model proposed in this study, the destination 

image exercises a strong mediating influence on the intention to visit and their 

determinants.  

There are other variable types like mediating variables or the intervening variables, which 

is based on the time sequence and lies between independent variables and the dependent 

variables. According to Sekaran and Bougie (2009, p.77), “The mediating variable 

surfaces as a function of the independent variable (s) operating in any situation, and helps 

to conceptualize and explain the influence of the independent variables (s) on the 

dependent variable”. Given below is Table 3.1 that summarizes the variables and their 

relationships. 
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Table 3.1 
The Variables and Their Relationships 
 
Independent or  
Mediating Variables 

Hypotheses Dependent Variables 

External motivation 
Internal motivation 
Word of mouth 
Perceived risks 

H1, H1a, H1b 
H3, H3a, H3b 
H5, H5a, H5b 
H7, H7a, H7b 
H9, H9a, H9b 

Overall Destination Image 
Cognitive Destination Image 
Affective Destination Image 

External motivation 
Internal motivation 
Word of mouth 
Perceived risks 

H2, H4,  
H6, H8, H10 

Intentions to visit 

IV: External motivation 
IV: Internal motivation 
IV: Word of mouth 
IV: Perceived risks 
MV: Overall Destination Image 
MV: Cognitive Destination Image 
MV: Affective Destination Image 

H11,  
H11a 

Intentions to visit 

 
The next section discusses, how to measure these variables. 
 

3.5 Measurement  

The definition and the measurement could be different. The abstract concepts need to be 

translated into observable behavior or characteristics. This reduction of concepts to make 

them observable and measurable in a tangible manner is termed as operationalizing. For 

example feeling of thirstiness leads a person to purchase a drink. While the thirstiness 

cannot be measured directly, it can be estimated from the drink a person consumes. The 

drinking can be measured but the operationalization is not easy in case of feelings, 

emotions, image and intentions which are not countable or measurable. In such cases, the 

operationalizing is achieved by having one or more indicators of the concept.   

An indicator is a behavior or characteristics or feelings that can be considered as the 

indirect measure of the concept like destination image (Bryman & Bell, 2009). Because 
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of the abstract nature of the concepts, the researchers use multiple indicators. The single 

indicator may not correctly measure because the wording of a question may be understood 

differently by different persons. Secondly, a single indicator may just capture a part of the 

concept. For example, if measuring destination image just asking a question about scenery 

or panorama may not be sufficient as there may be more to the destination image than just 

panorama. The multiple-indicator concept was used in the designing of questionnaire. 

3.5.1 Questionnaire Design 

A self-conducted research instrument, which is also referred as questionnaire, was 

developed for data collection. The related literatures and survey instruments developed by 

past researchers provided the basis for developing the questionnaire for this study.  The 

questionnaire consists of 12 questions. There are 9 questions to measure 7 variables of 

interest as per the research framework. There is one question (Q12) on personal 

information. The remaining 2 questions make sure that the respondent is the right 

respondent. The development of scales is given in Table 3.2.  

Table 3.2 
Development of Measures for the Variables of Interest 
 
Variable Items Scale Source 
External 
motivation 

6 Likert Type 
Rating Scale 
for Q3 

Stylidis, Terzidou and Terzidis, 2008 
Rodriguez et al, 2009 

Internal 
motivation 

11 Likert Type 
Rating Scale 
for Q4 

Baloglu and McCleary, 1999 
Beerli and Martin, 2004 

Word of mouth 4 Likert Type 
Rating Scale 
for Q5 

Rodriguez et al, 2009  
Kim and Hardin (2010) 
Zhang, Zhang and Law (2014) 

Perceived risk of 
travel 

11 Likert Type 
Rating Scale 
for Q6 

Lepp and Gibson 2003 
Chen, Chen and Okumus 2013 
Wolff and Larsen 2014 
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Cognitive 
destination 
image 

28 Likert Type 
Rating Scale 
for Q7 

Baloglu and McCleary, 1999 
Echtner and Ritchie, 2003 
Beerli and Martin, 2004 
del Bosque and Martin, 2008 
del Bosque et al, 2009 
Jeong et al, 2009 
Prayag, 2009 
Chen and Phou, 2013 
Chen, Chen and Okumus, 2013 
Phau, Quintal and Shanka, 2014 

Affective 
Destination 
Image 

20 Semantic 
Differential 
Scale for Q8 

Baloglu and McCleary, 1999 
Echtner and Ritchie, 2003 
Beerli and Martin, 2004 
del Bosque and Martin, 2008 
del Bosque et al, 2009 
Prayag, 2009 
Chen and Phou, 2013 
Chen, Chen and Okumus, 2013 

Intentions to 
visit 

3 Likert Type 
Rating Scale 
for Q9, Q10  
and Q11 

Lam and Hsu, 2006 

Source: Literature review. 

The typology of scales used is shown in the 3rd column of the Table 3.2. In the Likert type 

scale, the respondents are asked to indicate their level of agreement on a 5 point Likert 

scale with range from 1 (very low) to 5 (very high), with a neutral point at 3 (neutral or 

uncertain). Table 3.3 links these questions to the research objectives, research questions 

and the hypotheses. 

Table 3.3 
Questionnaire versus Research Objectives, Questions and Hypotheses 

 
Research Objectives Research Questions Hyp Questions. 
1. To evaluate whether 

external motivation is a 
determinant of the 
destination image and the 
intention to visit. 

1. What is the impact of external 
motivation individually on the 
destination image and the 
intention to visit? 

H1, 
H1a, 
H1b 
H2 

Q3 
Q7, Q8 
Q9, Q10, Q11 
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2. To evaluate whether 
internal motivation is a 
determinant of the 
destination image and the 
intention to visit. 

2. What is the impact of internal 
motivation individually on the 
destination image and the 
intention to visit? 

H3, 
H3a, 
H3b 
H4 
 

Q4 
Q7, Q8 
Q9, Q10, Q11 

3. To evaluate whether word 
of mouth is a determinant 
of the destination image 
and the intention to visit. 

3. What is the impact of word of 
mouth individually on the 
destination image and the 
intention to visit? 

H5, 
H5a, 
H5b 
H6 

Q5 
Q7, Q8 
Q9, Q10, Q11 

4. To evaluate whether 
perceived risk of travel is a 
determinant of the 
destination image and the 
intention to visit. 

4. What is the impact of perceived 
risk of travel individually on the 
destination image and the 
intention to visit? 

H7, 
H7a, 
H7b 
H8 

Q6 
Q7, Q8 
Q9, Q10, Q11 

5. To determine the combined 
impact of identified 
determinants on the 
destination image and the 
intention to visit. 

5. What is the combined impact of 
identified determinants on the 
destination image and the 
intention to visit? 

H9, 
H9a, 
H9b 
H10 

Q3, Q4, Q5, 
Q6 
Q7, Q8 
Q9, Q10, Q11 

6. To assess whether the 
destination image has the 
mediating influence on the 
relationship of external 
motivation, internal 
motivation, word of mouth 
and perceived risk of travel 
with the intention to visit. 

6. What is the mediating influence 
of the destination image on the 
relationship of external 
motivation, internal motivation, 
word of mouth and perceived 
risk of travel with the intention 
to visit? 

H11, 
H11a 

Q3, Q4, Q5, 
Q6 
Q7, Q8 
Q9, Q10, Q11 

 
According to Sekaran and Bougie (2009) an odd point scale is better as it can 

accommodate a neutral or indifferent position between two different semantic extremes. 

For example, if a destination image item say dirty-clean does not have middle point, the 

respondent may be forced to take either dirty side or clean side. When a neutral point is 

added in 3,5,7,9 or 11 point scale, it a balanced rating scale (Sekaran & Bougie, 2009). A 

5-point scale was used as research shows that an increase from 5-point to 7-points or more 

does not improve the reliability of ratings (Elmore & Beggs, 1975; Sekaran, 1983). 
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3.5.2 Determinants of Destination Image and Intention to Visit 

The determinants external motivation, internal motivation, word of mouth and perceived 

risk of travel are measured by questions 3, 4, 5, and 6 (Q3, Q4, Q5, and Q6).  

The external motivation represents destination marketing. Therefore, the indicators 

chosen were information sources such as travel books and magazines, travel websites, 

travel agents, travel advertisements/ news, movies and TV programs, and finally 

promotions. The external motivation scale was borrowed from the works of Stylidis, 

Terzidou and  Terzidis (2008) and Rodriguez et al (2009) and contained 6 items. However, 

a panel of experts (profiles shown in Appendix C) was consulted and 4 items were 

selected. The items not eliminated after the expert opinions were travel agents and 

promotions. The travel agents and promotions play a less significant role in the digital and 

social media era. 

The internal motivation scale was borrowed from the works of Baloglu and McCleary 

(1999) and Beerli and Martin (2004) and contained 11 items, originally. A careful analysis 

of the items by the experts revealed that some of them were covered by cognitive or 

affective image and the inclusion of those items could confuse the respondent e.g. items 

on nightlife, friends, escaping the crowd, peacefulness, networking and culture. Then 

some of the items were having the same meaning for example question on the drive to 

discover and the drive to find something new. Ultimately, only 4 items were retained as 

advised by the experts – internal drive to seek adventure, to seek excitement, to seek 

relaxation and, finally, internal drive to discover new learning or knowledge. The 

indicators chosen were spirit of adventure, need for excitement, urge for night life and 

entertainment, need for relaxation, need to escape from routine, need to escape from 
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crowd, urge to find friends/partners, urge for social networking, excitement of discovery 

of new/unfamiliar things, urge for learning and knowledge and religious or cultural 

devotion.  

The word of mouth scale was inspired by the works of Rodriguez et al (2009), Kim and 

Hardin (2010) and Zhang, Zhang and Law (2014). The scale consisted of 4 items. The 

experts felt, based on their expertise, that the word of mouth from websites is still not a 

strong item. In fact, it should be replaced by the word of mouth from friends. Therefore, 

in the pilot study, the item website reviews was replaced by the word of mouth from 

friends. The indicators of word of mouth were recommendation from family/close friends, 

reviews in travel website and magazines, recommendations from celebrities and 

recommendations from colleagues/other. The respondents are to be asked to indicate their 

level of agreement on a 5 point Likert scale the ranged from 1 (very low) to 5 (very high). 

The variable perceived risk of travel had originally 11 items in the scale extracted from 

the review of literature e.g. from the researches of Lepp and Gibson (2003), Chen, Chen 

and Okumus (2013) and Wolff and Larsen (2014). But, in the opinion of experts all the 

items were not relevant and suggested to reduce the scale and include only 6 items. The 

items that were excluded based on the expert opinion were personal safety and security 

concerns, lack of proper comforts or facilities, difficulties due to language problems, 

hostile atmosphere due to different religion/ culture and war/ terrorist activities. The 

reason of exclusion was that they were anyway part of the cognitive image measures, 

except war or terrorism, which are uncommon events and not worth including in the scale. 

The final list of 6 indicators used in pilot study was personal safety and security concerns, 

lack of proper comforts or facilities, difficulties due to language problems, lack of 
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knowledge of local infrastructure or facilities, lot of time and distance, unsafe political 

atmosphere, uncomfortable feelings due to religion/culture, hostile atmosphere due to 

different religious/culture, war or terrorist activities, medical or health related risks and 

natural disasters. The responses indicate respondents’ level of agreement on a 5 point 

Likert scale the ranged from 1 (very low) to 5 (very high).  

3.5.3 Cognitive Destination Image 

The cognitive destination image is measured through question 7 (Q7). The destination was 

defined in Chapter 2 as a location having attractions, infrastructure and accessibility. 

Therefore, in case of cognitive image of destination attributes, 28 indicators for the 

cognitive destination image were extracted after from the various studies (Baloglu & 

McCleary, 1999; Echtner & Ritchie, 2003; Beerli & Martin, 2004; del Bosque & Martin, 

2008; del Bosque et al, 2009; Jeong et al, 2009; Prayag, 2009; Chen & Phou, 2013; Chen, 

Chen & Okumus, 2013) as was indicated in Table 3.2. The subject experts suggested to 

reduce the items from the selected items. About 10 items were ignored. The items that 

were eliminated were existence of cheap travel and tours, value for money spent, 

accessibility, modern high tech facilities, crime free and pollution free environment, water 

parks, sports and events, and gamling casinos.  

The 18 indicators chosen for cognitive destination image were shopping opportunities, 

use of international language (e.g. English), hotels and accommodation, accessibility of 

destination, tourism infrastructure, public transport, signage (e.g. roads, tourist spots), 

modern and high-tech facilities (e.g. internet), fairs, exhibitions and festivals (MICE 

tourism), sports events and activities, adventure activates and experience, attractive 

beaches, water sports, beautiful landscapes, beautiful islands, biodiversity (flora and 
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fauna), food variety and gastronomical experiences, cultural activities and experiences, 

night life and entertainment, heritage and historical attractions, crime free safe 

atmosphere, pollution free atmosphere, good climate and weather conditions, rich and 

luxurious experience, inexpensive travel and tours, value for money spent, general quality 

of service and gambling and casinos.  

The responses indicate respondents’ level of agreement on a 5 point Likert scale the 

ranged from 1 (very low) to 5 (very high).  

3.5.4 Affective Destination Image 

The variable affective destination image is measured through question 8 (Q8). First of all, 

it was difficult to separate the affective destination image from the cognitive destination 

image or the overall destination image. In literature, there is a criticism of multiple 

indicators in case of destination image (Dann, 1996). Still, based on the review of 

destination image studies done by Pike (2002) it is obvious that multiple indicator model 

is favored by researchers even though overall image perception just remains as favorable 

or unfavorable.  

In terms of operationalizing affective destination image, the numbers of indicators taken 

vary from research to research. After making a summary table of the indicators taken, it 

was found that researchers seem to be measuring destination attributes or equivalent of 

cognitive destination image and affective destination image under the same banner of 

destination image. This explains the varying numbers of indicators across the research. 

The Table 3.4 shows the amount of variation in the number of indicators.  
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Table 3.4 

A Sample of Variation in Measuring Destination Image  

Study Number of Image 
Attributes 

Baloglu and McCleary, 1999 14 
Echtner and Ritchie, 2003 34 
Beerli and Martin, 2004 23 
del Bosque and Martin, 2008 22 
del Bosque, et al, 2009 18 
Prayag, 2009 25 
Chen and Phou, 2013 16 
Chen, Chen and Okumus, 2013 19 

Source: Literature Review 

To have a meaningful group of indicators for the affective destination image, a 

comprehensive list of all indicators was made from the latest research papers. Then, the 

repetitions were removed. In the final attempt, the indicators measuring affective 

destination image were segregated from the indicators measuring cognitive image of 

destination attributes. The final list was 20 indicator dimensions for the destination image, 

which were pollution free-polluted, clean-filthy, exciting-boring, arousing-sleepy, exotic-

plain, fashionable-traditional, honest-cheating, ethnic culture-generic culture, peaceful-

noisy, open-crowded, family-adult oriented, pleasant-unpleasant, relaxing-stressing, safe-

unsecure, activities-quiet, Friendly-unfriendly, beautiful-ugly, modern-undeveloped, 

cheap-costly, and reputed-notorious. 

The original 20 items scale for the affective destination image compiled from the literature 

(Baloglu & McCleary, 1999; Echtner & Ritchie, 2003; Beerli & Martin, 2004; del Bosque 

& Martin, 2008; del Bosque et al, 2009; Prayag, 2009; Chen & Phou, 2013; Chen, Chen 

& Okumus, 2013) contained semantic differential items. The items using semantic 

differential scale were shown to the subject experts, who suggested reducing the items.  
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The 11 items that got eliminated were polluted-nonpolluted, dirty-clean, plain-exotic, 

traditional-fashionable, noisy-quiet, crowded-space, adult-family oriented, distressing-

relaxing, costly-cheap, and bad-good reputation. Therefore, only 9 items were taken as 

suggested by the panel of experts. Certain labels were also changed at their suggestion 

e.g. Honest-Cheating people to Trustworthy-Untrustworthy people. 

The scale used still ranged from 1 to 5, but in the case of affective destination image it 

was a semantic differential scale where 1 indicated one end of the scale and the 5 indicated 

another end of the scale (Sekaran & Bougie, 2009). The end of the scale was chosen in 

way that ensured better image for the higher number. For example, in the question 

regarding clean-filthy, the response “1” was assigned to filthy whereas the response “5” 

was assigned to clean.  

 

3.5.5 Intentions to Visit 

The variable intention to visit is measured through three questions question 9, 10 and 11 

(Q9, Q10, and Q11). Based on the work by Lam and Hsu (2006) 3 items were used in the 

pilot study. However, these three items were used in three different questions Q9, Q10, 

and Q11.  

3.5.6 Supporting Questions 

In addition to the variables of interest, the questionnaire has 3 more questions. The 

question 1 (Q1) and question 2 (Q2) were added to identify and cross check the appropriate 

respondents. For example, there is no point in filling the questionnaire if the respondent 

is not aware of Phuket. The question 12 (Q12) was added to collect the personal 

demographic details such as age, education, income level, nationality and travel habits. 
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The question has utility in terms of sample description as well as to find out if there is any 

significant difference in the segments. If significant differences are found then there may 

be indications about the presence of moderating effects of demography and the model may 

be fine-tuned to accommodate the moderating impact of demographic variables or it could 

be an area open for future research. 

 

3.6 Validity and Reliability of the Questionnaire through a Pilot Study 

More difficult task, compared to developing the measures of the variables of interest in 

forms of a questionnaire, is the task of establishing goodness of measures. It is important 

to see that the question that is measuring a variable is actually doing it and nothing is left. 

According to Sekaran and Bougie (2009) the scales developed can be imperfect and errors 

can occur and the best way to ensure goodness of measures is by item analysis of the 

responses and then conducting the validity and reliability analysis of the measures.  

The validity refers to the truthfulness of the measure. A validity analysis will ensure that 

the question is really measuring the characteristics it claims to measure. In comparison, 

the reliability refers to the consistency. A reliability analysis will ensure that the question 

measures what it claims consistently whenever it is done. If a questionnaire is 

administered many times, the question will get a consistent response. 

There are several types of validity of a questionnaire but the main types are content 

validity, construct validity and the predictive validity, which is also called criterion 

validity. The content validity will be higher if the scale items represent truthfully the 

concept being measured. A panel of judges can be used to validate the content validity 

(Bryman & Bell, 2009; Vanderstoep & Johnston, 2009).  
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To ensure the content validity the scale items taken from the studies were shown to five 

experts from different parts of the world, whose brief profile is provided in Appendix C, 

and asked about the correct classification. To illustrate the point, “shopping 

opportunities” has been used as an indicator of destination image, destination attribute as 

well as a travel motivator by several studies from which it was picked (Baloglu & 

McCleary, 1999; Echtner & Ritchie, 2003; Beerli & Martin, 2004; del Bosque & Martin, 

2008; del Bosque et al, 2009; Prayag, 2009; Chen & Phou, 2013; Chen, Chen & Okumus, 

2013). The experts were asked whether the “shopping opportunities” was a measure of 

destination image, cognitive image of destination attributes or tourist motivation.  

The questionnaire was then modified based on the comments of the panel of experts. 

Specifically, the measures for the cognitive destination image and the affective destination 

image had 28 and 20 indicators, respectively, extracted from the review of literature as 

explained in the previous chapter. But after the comments from the panel of experts, the 

indicators were reduced to 18 in case of the cognitive destination image and 9 in case of 

affective destination image.  

In addition to the content validity, the texts on research methodology also talk about 

construct validity and criterion validity. The construct validity is concerned with 

establishing whether the instrument captures the concepts it is claimed to measure. It is 

established by the reliability and the validity analysis (Bryman & Bell, 2009; Vanderstoep 

& Johnston, 2009). The construct validity testifies how well the responses fit the theory 

on which the instrument is designed. Normally, Cronbach’s alpha and the subsequent item 

analysis in reliability analysis or the principle component analysis is suggested to establish 

construct validity (Bryman & Bell, 2009; Vanderstoep & Johnston, 2009).  
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Therefore, the reliability analysis in this study consists of the computation of Cronbach’s 

alpha. A score of 0.6 or higher is considered adequate. Higher the Cronbach’s alpha better 

it is. The subsequent item analysis indicates whether Cronbach’s alpha can be improved 

by deleting certain items in the scale. The validity analysis in this study focuses on the 

Principle Component Analysis. The purpose is to focus on a single component per scale. 

If the scale has more than one component, it means that the scale is measuring score in 

many dimensions, which is not appropriate for the construct validity which assumes that 

the instrument captures the concepts it is claimed to measure in a uniform way (Bryman 

& Bell, 2009; Vanderstoep & Johnston, 2009). 

Lastly, the criterion validity pertains to differentiation of respondents on the criterion 

variable (also called dependent variable) which the the scale claims to predict. For 

example students admitted with a high score on an admission test should be higher 

performers in the final examinations. The criterion validity can be established by 

correlation analysis of the measurements achieved from the scale and the measurements 

of the dependent variable. In any case, the criterion validity has been established by the 

inferential analysis using correlation and regression analysis.  

Therefore, the main focus of the validity analysis was the construct validity through 

evaluation of the Cronbach’s alfa and the Principle Component analysis. A pilot survey 

was carried out on 50 non-Thai potential tourist respondents during October and 

November, 2015. The respondents were chosen randomly at various locations outside 

Thailand, such as Kuala Lumpur international airport, Surabaya international airport and 

University Utara Malaysia in Kedah state, Malaysia.  The survey was carried until the 50th 

respondent was available. The data was entered into SPSS version 22. The Cronbach 
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Alpha was computed to establish the reliability and a Principal Component Analysis was 

done to establish the construct validity. The result are reported in the next sections below. 

3.6.1 External Motivation 

A reliability analysis for finding Cronbach Alpha and a Principal Component Analysis to 

assess the component extracted were conducted on the data obtained from the pilot study. 

The result of Reliability and Principal Component Analysis for the 4 items in external 

motivation in the pilot study is reported in the Table 3.5: 

Table 3.5 
Reliability and Principal Component Analysis of External Motivation - Pilot Study (N=50) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.604 4 

Items Cronbach's Alpha if Item Deleted 
EM. Books Mag .487 
EM. Web .537 
EM. Advt. News .537 
EM. Film TV .559 

 
 
 
Principal Component Analysis 
 

Items Component 
1 

EM. Books Mag .731 
EM. Web .679 
EM. Advt. News .654 
EM. Film TV .643 
Note: Extraction Method: Principal Component Analysis - 2 components extracted. 
 
 
Even though the pilot study shows just acceptable Cronbach’s alpha at 0.604 but the scale 

shows single component only and there is no scope of improvement as can be seen in the 

last column of Reliability Analysis table. There is no item which can improve Cronbach’s 
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alpha if deleted. Therefore, it was decided to use these 4 items under Q3, for the external 

motivation scale in the final data collection. 

 

3.6.2 Internal Motivation 

The Reliability and Principal Component Analysis with 4 items in case of internal 

motivation is presented below in Table 3.6:   

Table 3.6 
Reliability and Principal Component Analysis of Internal Motivation in the Pilot Study 
(N=50) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.632 4 

Items Cronbach's Alpha if Item Deleted 
IM. Adventure .494 
IM. Excitement .560 
IM. Relax .536 
IM. Discovery .630 

 
Principal Component Analysis 
 
Items Component 

1 
IM. Adventure .775 
IM. Excitement .743 
IM. Relax .715 
IM. Discovery .544 
Note: Extraction Method: Principal Component Analysis - 1 component extracted.  
 
Therefore, it was decided that these 4 items would be used in Q4 for the data collection. 
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3.6.3 Word of mouth 

The Reliability Analysis and the Principal Component Analysis of word of mouth with 4 

items from the pilot study is reported in the Table 3.7. The Cronbach’s alpha was 

reasonable 0.690, while again the Principal Component Analysis displayed a 

unidirectional scale with one component only. 

Table 3.7 
Reliability and Principal Component Analysis of Word of Mouth in the Pilot Study (N=50) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.690 4 

Items Cronbach's Alpha if Item Deleted 
WM. Family .682 
WM. Friends .624 
WM. Celebrity .608 
WM. Colleagues .598 

 
Principal Component Analysis  
 

Items Component 
1 

WM. Family .715 
WM. Friends .768 
WM. Celebrity .664 
WM. Colleague .774 
Note: Extraction Method: Principal Component Analysis - 1 component extracted.  
 
 
Therefore, it was decided to continue the same scale for the final data collection. It was 

incorporated as Q5 in the final questionnaire. 

3.6.4 Perceived risk of travel 

The reliability and Principal Component Analysis was run again with just 6 items. The 

results are shown in Table 3.8 below: 
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Table 3.8 
Reliability and Principal Component Analysis of Perceived Risk of Travel - Pilot Study 
(N=50)  
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.714 6 

Items Cronbach's Alpha if Item Deleted 
RT. Unknown .738 
RT. Distance .726 
RT. Politics .643 
RT. Terrorism .643 
RT. Health .624 
RT. Disasters .656 

 
Principal Component Analysis  

Items Component 
1 2 

 RT. Unknown .264 .728 
 RT. Distance .355 .739 
 RT. Politics .800 -.340 
 RT. Terrorism .797 -.325 
 RT. Health .819 -.055 
 RT. Disasters .692 .174 
Note: Extraction Method: Principal Component Analysis - 2 components extracted.  
 
 
The result was good but the scale showed bidirectional structure with two components 

extracted. The items were highlighted in bold based on reliability considerations as well 

as on the basis of Principal Component Analysis. The reliability analysis indicated that 

the result could improve by deleting these two items i.e. lack of knowledge of the 

destination and fear of time and distance. Similarly, the Principal Component Analysis 

revealed that the highlighted item had prominent second component, which can be seen 

by looking at the items in bold.  

The Reliability and Principal Component Analysis were run again after removing the 

items in bold and the results are shown in the Table 3.9 below: 
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Table 3.9 
Reliability and Principal Component Analysis of Perceived Risk of Travel Pilot Study (4 
items) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.800 4 

Items Cronbach's Alpha if Item Deleted 
RT. Politics .720 
RT. Terrorism .726 
RT. Health .729 
RT. Disasters .715 

 
Principal Component Analysis  
 

Items Component 
1 

RT. Politics .840 
RT. Terrorism .835 
RT. Health .818 
RT. Disasters .668 
Note: Extraction Method: Principal Component Analysis. 1 components extracted.  
 
 
As a result of the elimination of dimensions on risks related to unknown and distance, the 

remaining scale showed good results. The Cronbach’s alpha improved and the Principal 

Component Analysis indicated only one component. Therefore, these 4 items were used 

in Q6 as the final questionnaire for data collection.  

 

3.6.5 Cognitive Destination Image (CI) 

The Reliability and the Principal Component Analysis for the 18 items in Cognitive 

Destination Image scale is given in the Table 3.10 below: 
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 Table 3.10 
Reliability and Principal Component Analysis of Cognitive Destination Image in Pilot 
Study (N=50) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.890 18 

Items Cronbach's Alpha if Item Deleted 
CI. Shopping .884 
CI. Beaches .884 
CI. Clear Sea .882 
CI. Biodiversity .882 
CI. Language .895 
CI. Hotels .882 
CI. Infrastructure .881 
CI. Transport .887 
CI. Signage .884 
CI. Festivals .884 
CI. Adventure .884 
CI. Weather .881 
CI. Food .884 
CI. Culture .883 
CI. Night Life .885 
CI. Heritage .888 
CI. Luxury .882 
CI. Service .885 

 
Principal Component Analysis 

Items Component 
1 2 3 4 5 

 CI. Shopping .592 .372 -.144 -.315 -.279 
 CI. Beaches .623 -.423 -.110 .066 -.269 
 CI. Clear Sea .665 -.451 -.127 .313 -.164 
 CI. Biodiversity .666 -.001 -.298 -.170 -.235 
 CI. Language .317 .292 -.476 .421 .423 
 CI. Hotels .640 .114 -.497 -.179 .068 
 CI. Infrastructure .667 .141 -.382 -.078 .180 
 CI. Transport .489 .654 .083 .028 .142 
 CI. Signage .563 .292 .232 .266 .209 
 CI. Festivals .632 -.307 .420 .060 .342 
 CI. Adventure .647 -.332 .025 -.296 .308 
 CI. Weather .687 -.157 -.061 .220 .135 
 CI. Food .611 .054 .364 .014 -.061 
 CI. Culture .648 -.217 .328 .280 -.134 
 CI. Night Life .589 .023 .296 -.223 .073 
 CI. Heritage .444 .522 .525 -.051 -.167 
 CI. Luxury .675 -.188 -.020 -.429 .049 
 CI. Service .544 .196 -.146 .324 -.499 
Note: Extraction Method: Principal Component Analysis. 5 components extracted. 
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Since the number of factors identified in Principal Component Analysis was large, another 

4 items shown in bold were deleted leaving only 14 items based on whether the item 

showed more than one component which means that the removal of items was on the basis 

of factor loadings. In case of all these four items a second strong component was noticed. 

For example, in case of cognitive image of Festivals and Fairs, there were strong 3rd and 

5th positive components or in case of Heritage, there were strong 2nd and 3rd component.  

The remaining 14 items were segregated in two categories, a) Cognitive Image of 

Destination Facilities (CIF) consisting of shopping opportunities, hotels and 

accommodation, tourism infrastructure, public transport, signage, night life and 

entertainment facilities, and the service quality, and b) Cognitive Image of Destination 

Attractions (CIA) consisting of beautiful beaches, climate-weather, clear sea, biodiversity, 

adventure activities, cultural experience and activities and feeling luxury. 

The final Reliability and Principal Component Analysis for 7 items in the cognitive 

destination image related to facilities is as shown in the Table 3.11 below.  
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Table 3.11 
 
Reliability and Principal Component Analysis of Cognitive Image of Destination 
Facilities in Pilot Study (7 items) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.794 7 

Items Cronbach's Alpha if Item Deleted 
CI. Shopping .763 
CI. Hotels .757 
CI. Infrastructure .749 
CI. Transport .760 
CI. Signage .780 
CI. Night Life .779 
CI. Service .782 

 
 
Principal Component Analysis 
 

Items Component 
1 

CI. Shopping .692 
CI. Hotels .732 
CI. Infrastructure .758 
CI. Transport .702 
CI. Signage .597 
CI. Night Life .602 
CI. Service .588 
Note: Extraction Method: Principal Component Analysis. 1 components extracted. 
 
From the Table 3.11, it is clear that the destination facilities could have a distinct cognitive 

image.  

In the same way, clubbing of the items related to destination attractions such as beautiful 

beaches, climate-weather, clear sea, biodiversity, adventure activities, cultural experience 

and activities and feeling luxury was expected to yield similar results. The Reliability and 

Principal Component Analysis of 7 items in the cognitive destination image for attractions 

is shown in Table 3.12 below: 
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Table 3.12 
 
Reliability and Principal Component Analysis of Cognitive Image of Destination 
Attractions in Pilot Study (7 items) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.846 7 

Items Cronbach's Alpha if Item Deleted 
CI. Beach .822 
CI. Clear Sea .815 
CI. Biodiversity .829 
CI. Adventure .825 
CI. Weather .826 
CI. Culture .827 
CI. Luxury .826 

 
Principal Component Analysis 
 

Items Component 
1 

 CI. Beach .738 
 CI. Clear Sea .773 
 CI. Biodiversity .694 
 CI. Adventure .723 
 CI. Weather .713 
 CI. Culture .706 
 CI. Luxury .710 
Note: Extraction Method: Principal Component Analysis. 1 component extracted. 
 
 
In conclusion, it was apparent from the reliability analysis and the Principal Component 

Analysis that there were two factors that could be identified as distinct from each other – 

destination facilities and destination attractions. Both could have separate distinctive 

cognitive image.  

However, since both the cognitive destination image of facilities (CIF) and the cognitive 

destination image of attractions (CIA) belong to the cognitive destination image (CI) 

scale, it was felt that the Q7 need not be broken because they have to be used together 

wherever they are used. So no need to separate in a sub-scales. Therefore, the final 
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questionnaire for the data collection had Q7 with 14 items, all pertaining to the cognitive 

destination image. 

3.6.6 Affective Destination Image (AI) 

The results of Reliability and Principal Component Analysis for the 9 items of the 

affective destination image from the pilot study are shown in the Table 3.13 below: 

Table 3.13 
Reliability and Principal Component Analysis of Affective Destination Image in Pilot 
Study (N=50) 
 

Reliability Analysis 
Cronbach's Alpha N of Items 

.885 9 
Items 

Cronbach's Alpha if Item Deleted 
AI. Exciting-Boring .868 
AI. Arousing-Sleepy .870 
AI. Pleasant-Unpleasant .854 
AI. Trustworthy-Untrustworthy .878 
AI. Beautiful-Ugly .870 
AI. Activities-quiet .883 
AI. Friendly-Unfriendly .870 
AI. Modern-Undeveloped .883 
AI. Ethnic-Generic culture .870 

 
Principal Component Analysis 

Items Component 
1 2 

AI. Exciting-Boring .763 -.335 
AI. Arousing-Sleepy .753 -.452 
AI. Pleasant-Unpleasant .887 -.287 
AI. Trustworthy-Untrustworthy .653 .070 
AI. Beautiful-Ugly .748 -.152 
AI. Activities-quiet .574 .508 
AI. Friendly-Unfriendly .744 .042 
AI. Modern-Undeveloped .594 .631 
AI. Ethnic-Generic culture .740 .299 
Note: Extraction Method: Principal Component Analysis. 2 components extracted. 
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The Cronbach alpha score at 0.885 was good but the Principal Component Analysis 

showed the presence of 2 factors. Therefore, two items shown in bold were eliminated as 

these items show a strong second component. The final Reliability and Principal 

Component Analysis with 7 items is shown in the Table 3.14 below: 

Table 3.14 
 
Reliability and Principal Component Analysis of Affective Destination Image in Pilot 
Study (N=50) 
 
Reliability Analysis 
 

Cronbach's Alpha N of Items 
.886 7 

Items 
Cronbach's Alpha if Item Deleted 

AI. Exciting-Boring .868 
AI. Arousing-Sleepy .867 
AI. Pleasant-Unpleasant .844 
AI. Trustworthy-Untrustworthy .883 
AI. Beautiful-Ugly .869 
AI. Friendly-Unfriendly .874 
AI. Ethnic-Generic culture .879 

 
 
 
Principal Component Analysis 

Items Component 
1 

AI. Exciting-Boring .784 
AI. Arousing-Sleepy .796 
AI. Pleasant-Unpleasant .914 
AI. Trustworthy-Untrustworthy .667 
AI. Beautiful-Ugly .776 
AI. Friendly-Unfriendly .737 
AI. Ethnic-Generic culture .706 
Note: Extraction Method: Principal Component Analysis. 1 component extracted. 
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Since, both reliability analysis and Principal Component Analysis show good results, 

these seven items make a good scale for the affective destination image. Therefore, the 

final Affective Destination Scale consisted of the 7 items and was incorporated in the 

questionnaire as Q8 for data collection. 

3.6.7 Intentions to Visit (ITV) 

The Reliability and the Principal Component Analysis is given in the Table 3.15 below: 

Table 3.15 
Reliability and Principal Component Analysis of Intentions to Visit in the Pilot Study 
(N=50) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.720 3 

Items Cronbach's Alpha if Item Deleted 
ITV. Likelihood .603 
ITV. Intent .449 
ITV. Want .700 

 
Principal Component Analysis 

Items Component 
1 

ITV. Intent .895 
ITV. Likelihood .837 
ITV. Want .666 

Note: Extraction Method: Principal Component Analysis. 1 component extracted. 
 
The item analysis indicated that responses were favoring only the Intentions to Visit and 

the Likelihood of the Visit and that question on Want to Visit should be eliminated. But 

the Principal Component Analysis answers the question whether the Q11 should be 

eliminated or not. The principal component analysis reveals that it is part of the same 

component showing that inclusion of this variable only strengthens the Intentions to Visit 

(ITV) scale. By eliminating the question the Cronbach’s alpha dropped significantly. In 

conclusion, all the three questions were retained for final data collection. 
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3.6.8 Summary of the Pilot Study 

In short, the pilot study was helpful in consolidating the questionnaire with reliable and 

valid questions and provided the confidence to conduct the final survey. The summary of 

the scales related to the determinants and the criterion variables is provided in Table 3.16: 

Table 3.16 
Summary of Pilot Study 
 

Scale  Items Cronbach 
Alpha Components Question 

No 
External Motivation 4 .604 1 3 
Internal Motivation 4 .632 1 4 
Word of Mouth 4 .690 1 5 
Perceived Risk of Travel 4 .800 1 6 
Cognitive Image - Facilities 7 .794 1 7 
Cognitive Image – Attractions 7 .846 1 7 
Affective Image 7 .886 1 8 
Intentions to Visit 3 .720 1 9,10,11 
 
The questionnaire consisted of 12 questions. The Q1 and Q2 were related to general 

awareness about Southern Thailand and were to be used for crosschecking and rapport 

building purpose only. The Q12 contained questions on the demographic and general 

information like nationality, gender, age, education, income, travel habits and travel 

frequency. 

3.7 Sampling Design 

A sampling design is as crucial as the research design and the research instrument.  If the 

data is not collected in proper scientific way and from the people who can provide correct 

response, then the whole survey could be meaningless.  
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3.7.1 Population Frame 

The most important element of sampling design is the population and the population frame 

from where the sample is to be collected. The population refers to the entire group that is 

the subject of the study. In the case of this research population is international tourists who 

intend to visit Southern Thailand island destinations or Phuket for any propose including 

leisure, sightseeing, business, education, health or study. The domestic tourists from 

Thailand will be excluded. Ideally, the whole world population other than Thailand 

becomes the population of the study and the sampling will be extremely difficult. In view 

of this target population of this study is the international tourists intending to visit Phuket 

at the time of data collection and each such international tourist is the element of the 

population. 

 

3.7.2 Sampling Frame/ Respondents 

After finalizing population, the next important concept is the sampling frame from where 

the actual sample will be drawn. The sampling frame is the actual representation of all the 

elements in the population e.g. if an employee survey is done in the university then staff 

roll is the sampling frame.  

The existence of a sampling frame does not guarantee that sampling is possible. For 

example, the sampling frame of international tourists is possible from the immigration 

department because each international tourist has to pass through the immigration. But the 

way immigration records exist, it may not reveal the contact information and if the 
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researcher tries to meet the tourists at the point of immigration it may not be possible to 

segregate the international tourists for a particular destination, say Phuket or Ko Samui.  

Most of the published sources scanned had outdated data and not in the categories desired. 

Finally, the researcher approached the Tourist Authority of Thailand (TAT) to collect the 

data on international tourists. The Tourist Authority of Thailand was cooperative and 

readily sent the data but it belonged to 2012-13 only because the data was not updated till 

the beginning of 2017.  

The data obtained for inbound visitors is reproduced in Table 3.17. 

Table 3.17 
International Arrivals in Phuket in 2012-13 
Category Phuket 

2013 2012  (%) 
Visitors 8,395,921 7,556,105 11.11 
Tourists 8,034,981 7,216,975 11.33 
Duration(Day) 4.49 5.06 -0.57 
Spending (THB/Day) 5,735.10 5,411.58 5.98 
Revenue (billion THB) 207.87 198.69 4.62 
Hotel Rooms 46,007 53,814 -14.51 
Foreign Guests (Hotel) 7,716,787 6,789,412 13.66 

Source: Tourist Authority of Thailand (http://www.tourismthailand.org)  
 
 
The Table 3.17 indicates that most of the visitors visiting Phuket visit for tourism purpose 

only as it can be seen that out of 8.396 million visitors 8.035 were tourists (95.7%). 

Therefore, the sampling frame from where the actual sample was drawn was visitors to 

Phuket but before they enter Phuket to measure the destination image before the visit or 

the stage-3 destination image as outlined in Table 2.6 in the Section 2.3.3 on formation 

of destination image.  

http://www.tourismthailand.org/


163 
 

Ideally, the international tourists at the Thai international airports and border immigration 

points and heading for Phuket in the Southern Island for tourism are the respondents and 

constitute the sampling frame. The reason it was planned to collect data outside Phuket 

was because it would be difficult to identify just arrived tourists and those living in Phuket 

earlier from the hotel data. If an attempt is to be made to interview the tourists who arrived 

at Phuket airport or border point, it would be difficult to hold their interest to interview 

them as they would be in a hurry and excited to enjoy the destination. Hence, the experts 

advised that the best place to collect data would be the other airports of Thailand and the 

respondents should be international visitors waiting for the flight to Phuket or if it is border 

point, waiting for the transport to Phuket.                                                                                                                                                                                                                                                               

 

3.7.3 Sampling Methodology 

The sampling methodology can be either probabilistic or non-probabilistic. In probability 

sampling each element has equal or known probability to get selected as a sample 

respondent. This is not the case in non-probability sampling e.g. convenience sampling or 

quota sampling. The convenience sampling is to choose subjects who are easily available 

or convenient to approach. It is the least reliable of all and it is not possible to generalize 

the results. Similarly, quota sampling involves sampling from population groups as per 

certain quota but the method of selection is convenience based. Similar is the case with 

judgmental sampling where only those subjects are selected that, according to researcher’s 

judgment, can provide good answers. It can be seen that due to unequal chances of the 

elements of population to be selected as sample, the sample may not be representative of 
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population and this kind of non-probabilistic sampling is not useful for generalizations 

with respect to a theory or for theoretical testing (Sekaran & Bougie, 2009). 

The probability sampling requires that all the elements of the population should have equal 

chances of selection. The most well-known methods are simple random sampling, 

systematic sampling and stratified random sampling. In the simple random sampling all 

the elements of the population have an equal chance of selection. This ensures that the 

distribution pattern of the sample is same as the distribution pattern of the population. In 

other words mean, standard deviation and variance of the characteristics in the sample are 

expected to be representative of the corresponding population parameters. The simple 

sample sampling has the least bias and the best for generalizations. Therefore, the basic 

methodology chosen was simple random sampling. The number would be drawn 

randomly after assigning some sequence numbers to the waiting passengers at the airport. 

The waiting passenger at the same sequence would be approached for filling in the 

questionnaire. 

3.7.4 Sample Size 

The sample size depends upon the confidence and the precision required because higher 

the confidence less will be the precision and vice versa. The estimate of the mean of 

population is sample mean plus/minus K times sample standard deviation, where K is the 

t-statistic for the level of confidence desired. The t-statistic for 90%, 95% and 99% 

confidence interval is 1.645, 1.96 and 2.576 respectively (Sekaran & Bougie, 2009). That 

means that at 90% confidence, precision will be more than at 95% but the confidence will 

be less. From this equation, the sample size can be estimated if the sample mean and 

standard deviation are available.  
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In this study, like any other research, there are so many variables of interest and the 

calculations may require statistical expertise. Luckily, Krejcie and Morgan (1970) as well 

as Cohen (1969) have simplified this problem by providing a table of sample sizes. 

According to that table, the sample size freezes at when the population size is higher. The 

sample size suggested for a population of 50,000 is 381. Then even if the population 

exceeds one million, the sample size freezes at 384. Since, the number of international 

guests at hotels was found to be 7,716,787 in Phuket in 2013, the latest year for which 

data is available, a sample size of 384 is the optimum.  

The actual distribution of questionnaire planned was at least 15% higher than the intended 

sample to account for non-response and wrongly filled questionnaire. Therefore, the 

sample size planned was 450, which is 17% higher so that at least theoretical size of 384 

can be ensured. The simple random sampling requires that probability of choosing a 

respondent from the sampling frame should be equal.  

 

3.8 Data Analysis Plan 

The data analysis will be done using statistical tools that are commonly used in 

quantitative research methods using SPSS version 22. The three categories of analysis will 

be used, such as: 

1. Descriptive Analysis: The descriptive analysis is used for understanding the 

characteristics of the sample demographics and variables of interest within a 

sample to assess the central tendency and distribution. The tools used are mean 

and standard deviations.  
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2. Inferential Analysis: The inferential analysis is used for testing of hypotheses 

about the relationship between different variables. The statistical tools uses are t-

test, correlation, regression and the variance analysis.  

3.9 Summary and Conclusion 

This chapter discussed the quantitative research design adopted in this study which was 

in line for the similar studies reviewed in the last chapter. The quantitative research design 

implied a research framework and the subsequent testable hypotheses which were also 

discussed in detail. The chapter also discussed the questionnaire design in detail. The 

content validity was verified by a panel of subject experts. The chapter also described the 

pilot survey and the subsequent data analysis on SPSS version 22 to improve the validity 

and reliability of the questionnaire. The study described how it sampling methodology 

adopted simple random sampling to draw a sample of 450 tourist respondents to ensure a 

theoretical sufficient size. 
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CHAPTER FOUR 

DATA ANALYSIS 

  
 
 

4.1 Introduction 

The previous chapter outlined the methodology where it was specified in the concluding 

section that the data analysis will be conducted using SPSS version 22 and also that a 

descriptive analysis will be done to understand the sample and the responses before the 

inferential analysis using simple linear regression is carried out. This is exactly how 

Chapter Four is planned out. First, the data collection procedure is described in detail in 

Section 4.2 which is followed by sample characteristics in Section 4.3. Section 4.4 

contains the descriptive analysis whereas Section 4.6 contains the results of the hypotheses 

testing.  

4.2 Data collection – Final Survey 

Since the international tourists at the Thai international airports and border immigration 

points and heading for Southern Island for tourism are the respondents and constitute the 

sampling frame, the survey was conducted at the Suvarnabhumi and Don Muang 

international airports in Bangkok and Hatyai international airport in Hatyai in Southern 

Thailand, mainly over the period of 3 months from May, 2016 until July, 2016. A few 



168 
 

respondents were contacted at the Bukit Kayu Hitam immigration point between Malaysia 

and Southern Thailand.  

Each day about 1-2 respondents were chosen from the international tourist passengers 

waiting for the next flight or the transport and there were a few flights or transport per 

day. Therefore, the probability of each tourist selected from each flight and from most of 

the flight was almost equal as the respondents were not known or selected out of 

convenience or nationality and number of passengers boarding a flight was almost equal. 

Therefore, the sampling is quite similar to random sampling where one draws a lot. 

It took such a long time because the respondents were approached directly face to face. 

Then they were given the printed questionnaire which they filled up themselves and 

handed over the questionnaire back to the surveyor. The delay took place because it was 

not easy to approach the tourists as they were sometimes tired or not in a mood. The 

respondents were randomly spotted when they were waiting for the flights or next 

transport and relaxing. Finally, on an average, only one out of five international tourists 

accepted to fill the questionnaire. Therefore, even though many international tourists were 

approached every day, only managed to collect 4-5 responses per day from various flights.  

The sampling frame, from where the respondents were selected consisted of tourists who 

had already arrived in Thailand and were intending to go to Phuket. There are many entry 

points in Thailand and the accurate information per entry point (land, air and sea) was 

impossible to get. However, based on the advice of experts (refer Appendix C) it was 

decided to choose the tourists from four tourists entry points which cover the majority of 

tourists entering Thailand for Phuket. These entry points were the international airports in 
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Bangkok and Hatyai and the land entry point at Danok bordering Malaysia. Even though, 

there is an international airport at Phuket but the experts told that most of the tourists enter 

through the other entry points and then take a flight to Phuket. Experts advised that the 

tourists that enter through Phuket airport will not be ready to become respondents because 

they will directly head to hotel or their activities. Since, the number of tourists entering 

from each of the entering points is in millions, selection of entry point did not matter. 

The survey was finished by the end of July, 2016 when there were 400 clean and complete 

responses were available. Almost 10% responses were rejected because they were either 

incomplete or the respondents answered that they had not heard about Phuket. In all, 437 

questionnaires got filled up. Out of them, the 24 questionnaires were not complete leaving 

a few questions blank or it was noticed that only “highly dissatisfied” was circled in all 

the questions. Then 13 responses indicated that they had answer “not at all” heard about 

Phuket and hence the rest of the responses were irrelevant.  

Therefore, the survey finally achieved 400 valid responses who had, at least, heard about 

Phuket and contained normal and complete responses to the remaining questions. Even 

though the sample size requirement was just 384, but all the 400 were used for final data 

analysis. The final number of respondents, after eliminating wrongly filled questionnaire 

were 153 from Suvarnabhumi airport, 148 from Don Muang airport, 64 from Hatyai 

airport and 35 from Danok. 

4.3 Sample Characteristics 

The previous section mentioned that Q1, Q2 and Q12 were used only to crosscheck and 

to know the sample characteristics in terms of demography, travel habits, etc. These 
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characteristics are analyzed in this section before taking up the data analysis pertaining to 

the variables of interest. 

Since, all those respondents were sorted out who had not at all heard about Phuket, the 

remaining respondents had at least heard or knew a little. The data on the awareness on 

Phuket is presented in Table 4.1 below: 

 
Table 4.1 

Awareness about Phuket 

 
Heard about Phuket 
 
 Frequency Percent 
Valid 
N=400 

A little 60 15.0 
Uncertain 20 5.0 
Well 183 45.8 
Very Well 137 34.3 
Total 400 100.0 

 
Know about Phuket 
 
 Frequency Percent 
Valid 
N=400 

A Little 118 29.5 
Uncertain 63 15.8 
Well 159 39.8 
Very Well 60 15.0 
Total 400 100.0 

 
 
The Table 4.1 shows that 80% respondents had heard well about Phuket but only 55% 

knew about Phuket well, which is not surprising because the respondents had not visited 

Phuket yet. The most common response was “Well”. Therefore, the responses to the scale 

items pertaining to the destination image or the intentions to visit are valid responses. In 
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terms of demographic information about the gender and nationalities of the sampled 

respondents, the data is shown in Table 4.2. 

 
Table 4.2 
Sample Distribution by Gender and Origin of Tourists 
 
Sample Distribution by Gender 
 
 Frequency Percent 
Valid 
N=400 

Male 231 57.8 
Female 169 42.3 
Total 400 100.0 

 
Sample Distribution by Origin 
 
 Frequency Percent 
Valid 
N=400 

American 18 4.5 
European 156 39.0 
Asian 196 49.0 
African 14 3.5 
Australia Oceania 12 3.0 
Other 4 1.0 
Total 400 100.0 

 
It can be seen in the Table 4.2 that the male international tourists were 58%, which looks 

normal because the males are able to go out more. The females and children are often not 

able to undertake travelling because of household work or educational schedules. In terms 

of origin, the maximum number of tourists encountered were from Europe or Asia. 

Incidentally, this is the only sample characteristics which can be compared with the real 

data. If we look at the Table 4.3 below, the real distribution of the international tourists 

to Thailand was similar. 
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Table 4.3 
Distribution of the International Tourists in Thailand (2015) 
 
 Frequency Percent 
American 1,235,095 4.1% 
European 5,629,122 18.8% 
Asian 21,275,750 71.2% 
African 161,640 0.5% 
Australia Oceania 921,355 3.1% 
Other 658,129 2.2% 
Total 29,881,091 100.0 

Source: Tourism Authority of Thailand (2016) 
 
The number of Europeans and Asians was 90% in reality, if we take all the international 

tourists in Thailand in 2015. In the sample also, the number of Europeans and Asians is 

90%. But, with in that portion, in reality, there were more Asians international tourists. 

The only justification, that can be given, is that while the Thai tourism data takes all the 

entry points, including number of border cross points with Malaysia, Laos, Cambodia and 

Myanmar which might contribute to a higher influx of Asian tourists. Whereas, the sample 

was drawn only from the international airports, which is the only entry point for 

Europeans. Another reason, is that when the surveyor has to choose an international tourist 

at the airport, the European tourists is more visible. As far as the Asian tourists are 

concerned, it was little difficult to distinguish them from the local tourists. Lastly, the 

European tourists are more likely to visit Phuket compared to Asian tourists which might 

mostly go to Bangkok or many other locations. 

Additionally, the percentages of Americans and those from Oceania (Australia, New 

Zealand and neighboring countries like Fiji) are also comparable with the data (in sample 

4.5% and 3.0% whereas in case of real tourists in 2015, 4.1% and 3.1%). This comparison 

provides the confidence that the sample is quite representative of tourists coming to 

Thailand. 
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The distribution of sample in terms of demographics like age, education and income is 

provided in the Table 4.4 below: 

 
Table 4.4 
Sample Distribution by Age, Education and Income 
 
Sample Distribution by Age 
 
 Frequency Percent 
Valid 
N=400 

Below 25 Years 97 24.3 
26-40 Years 237 59.3 
41-55 Years 45 11.3 
56 or above Years 21 5.3 
Total 400 100.0 

 
 
Sample Distribution by Education 
 
 Frequency Percent 
Valid 
N=400 

Basic School 6 1.5 
High School 46 11.5 
College/ University 239 59.8 
Professional 109 27.3 
Total 400 100.0 

 
Sample Distribution by Yearly Income 
 
 Frequency Percent 
Valid 
N=400 

Below 5K USD 124 31.0 
5-10K USD 86 21.5 
11-20K USD 73 18.3 
More than 20K USD 117 29.3 
Total 400 100.0 

 
 
The Table 4.4 indicates that most of the international tourists in the sample were in the 

age group of 26-40 years representing 60% of the sample. Otherwise also if we take all 

the tourists below the age of 40, the percentage is whopping 84%. The older tourists had 

only minor percentage.  
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In terms of education, there was a higher percentage of educated tourists. The tourists with 

higher education or professional qualifications constituted a whopping 87% compared to 

those having only schooling or lower education. It might be because the requirements of 

international travel are quite complicated and it may not be easy for little educated tourists 

to go around the world.  Finally, in terms of income an interesting bipolar distribution or, 

more precisely, equally represented by all income groups. The people having lower 

income and very high income constituted 30% each whereas the lower middle and higher 

middle income groups constituted 21% and 18% each. 

The Table 4.5 below provides the distribution of sample in terms of the travelling habits.  

 
Table 4.5 
Sample Distribution by Travel Habits – Size of Group and Traveling Frequency 
 
Sample Distribution by Size of Travel Group 
 
 Frequency Percent 
Valid 
N=400 

Alone 99 24.8 
With Family 154 38.5 
With Friends 130 32.5 
With Others 17 4.3 
Total 400 100.0 

 
 
 
 
Sample Distribution by Traveling Frequency 
 
 Frequency Percent 
Valid 
N=400 

Once a year 137 34.3 
Twice a year 127 31.8 
Thrice a year 55 13.8 
More than thrice 81 20.3 
Total 400 100.0 
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From Table 4.5, it is clear that most international tourists like traveling with family and 

friends (70%) compared to travelling alone (25%). In terms of frequency of travel, the 

tourists like to travel once or twice a year (65%) but the sample constituted of frequent 

travelers also (35%).  

Except for the data provided on the nationality of the international tourists, where it could 

be shown that the sample of responds is quite close in characteristics with the real data on 

international tourists, there is no comparative study on the sample characteristics. But, the 

sample appears normal and representative of all sections of the international tourists 

coming to Thailand. With this premise, the next section discusses the results of the 

descriptive statistics obtained from the survey using SPSS version 22 software. 

 

4.4 Descriptive Analysis 

The descriptive analysis used was measures of central tendency and dispersion. The 

measures of central tendency used were mean, median and mode. The mean indicates the 

average score of the item. The median indicates the middle point and the mode represents 

the maximum number of responses. The measures of dispersion normally used are 

standard deviation and variance, which indicate how far are actual response values are 

from the mean. Since, the mean and standard deviation are the most popular descriptive 

indicators, only these two indicators are reported. In the same section, the confirmatory 

Reliability Analysis is also reported. The confirmatory Reliability Analysis provides the 

confirmation that the questionnaire used was indeed the right one. Though the 

questionnaire was validated by the pilot study but this analysis provides more confidence. 
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With this explanation of the descriptive statistics, the descriptive analysis of scale 

questions Q3 till Q11 is presented in the sections below. 

 

4.4.1 External Motivation (EM) Scale 

The SPSS result for this scale are presented in the Table 4.6. The Mean of the scale is 

above 3.00, which means that the agreement with external motivation among the sampled 

respondents was high.  

Table 4.6 
Descriptive Analysis of External Motivation (EM) Scale 

Items Mean (n400) Std. Deviation 
EM. Magazines Books 3.32 1.155 
EM. Websites 3.85 1.015 
EM. Advertisement News 3.15 1.162 
EM. TV Films 3.21 1.238 

 
 
As can be seen from the Table 4.6 that the average response to the external motivation 

was good and more on positive side. This indicates that information on Phuket was 

available to the tourists from the media and the tourists encountered during the survey had 

overall positive external motivation. The confirmatory Reliability Analysis of EM scale 

is presented in the Table 4.7 below: 

Table 4.7 
Confirmatory Reliability Analysis of EM Scale (n=400) 
 

Cronbach's Alpha N of Items 
.596 4 

Items Cronbach's Alpha if Item Deleted 
EM. Magazines Books .591 
EM. Websites .572 
EM. Advertisement News .434 
EM. TV Films .482 

 



177 
 

The Cronbach’s alpha for the final respondents came down marginally at 0.596 compared 

to the 0.604 in the pilot study. But if the numbers are rounded to one decimal both 

Cronbach alpha are 0.6 or almost equal. All this means is that the scale was unidirectional 

and robust and measured what it is supposed to measure, which is external motivation. 

4.4.2 Internal Motivation (IM) Scale 

The descriptive analysis results of the Internal Motivation scale are presented in Table 

4.8. There are no missing values, all the responses being valid. Again, the values of mean 

is close to 4 which means that “agree” was the most common response for all the items in 

the IM Scale. Therefore, it that on an average the respondents “agree” to all the internal 

motivation questions.  If the standard deviation is taken into account, response values were 

from 3 to 5 only. 

Table 4.8 
Descriptive Analysis of Internal Motivation (IM) Scale 

Items Mean (n400) Std. Deviation 
IM. Adventure 3.97 1.068 
IM. Excite 3.76 1.060 
IM. Relax 3.99 0.987 
IM. Discovery 3.65 1.089 

 
The confirmatory Reliability Analysis of IM scale is presented in the Table 4.9 below: 

Table 4.9 
Confirmatory Reliability  Analysis of IM Scale (n=400) 
 
 

Cronbach's Alpha N of Items 
.670 4 

Items Cronbach's Alpha if Item Deleted 
IM. Adventure .517 
IM. Excite .537 
IM. Relax .665 
IM. Discovery .660 
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The Table 4.9 has enough evidence that the IM scale worked well. The Cronbach’s alpha 

in the final data sample improved from 0.632 in the final pilot study to 0.67 in the final 

sample. The scale displays singularity of objective. Hence, the IM scale is unidirectional, 

robust and the results dependable. 

4.4.3 Word of Mouth (WM) Scale 

The descriptive analysis of the WM scale is presented in Table 4.10 below: 

Table 4.10 
Descriptive Analysis of Word of Mouth (WM) Scale 

Items Mean (n400) Std. Deviation 
WM. Celebrity 2.24 1.311 
WM. Family 3.48 1.268 
WM. Friend 4.02 0.943 
WM. Colleague 3.59 1.103 

 
There are no missing values and all the responses are valid. However, compared to EM 

and IM scales, there are different means for the various items of the scale. The maximum 

agreement is word of mouth from the friends. Quite noticeably, the respondents seem to 

“disagree” with Celebrity endorsement as the mean score is just 2.24. Even though the 

respondents seem not to be impressed by the celebrity endorsements, at least not in the 

destination case, the WM scale at overall level performed well as seen by the confirmatory 

Reliability  Analysis of the WM scale, which is presented in the Table 4.11 below: 

Table 4.11 
Confirmatory Reliability Analysis of WM Scale (n=400) 

Cronbach's Alpha N of Items 
.696 4 

Items Cronbach's Alpha if Item Deleted 
WM. Celebrity .627 
WM. Family .568 
WM. Friend .623 
WM. Colleague .536 



179 
 

 
It is noticeable that the Cronbach’s alpha for the final sample is 0.696. It is better compared 

to the value of Cronbach’ alpha value 0.690 obtained in the pilot study. This means that 

even at the final sample, the scale measures only in one direction. The table shows that 

the Cronbach’s alpha cannot be improved further.  

 

4.4.4 Perceived risk of travel (RT) Scale 

The descriptive analysis results for the RT scale are presented in the Table 4.12. 
 
 
Table 4.12 
Descriptive Analysis of Perceived risk of travel (RT) Scale 

Items Mean (n400) Std. Deviation 
RT. Politics 3.20 1.323 
RT. Terrorism 3.28 1.430 
RT. Health 3.25 1.177 
RT. Disasters 3.03 1.259 

 
The Table 4.12 shows that the respondents perceived some risk of travel but it was not 

very high but just marginally high. If the standard deviation is taken into account, the 

response range was from 2 to 4. It only shows that the perceived risk of travel was not of 

much concern. The Table 4.13 below gives the confirmatory Reliability  Analysis. 

Table 4.13 
Confirmatory Reliability Analysis of RT Scale (n=400) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.843 4 

Items Cronbach's Alpha if Item Deleted 
RT. Politics .784 
RT. Terrorism .776 
RT. Health .834 
RT. Disasters .806 

 
 



180 
 

In the Table 4.13 it can be seen that all the responses are valid and there are no missing 

values. The reliability analysis of the RT scale in the Table 4.13 further shows clearly that 

the scale worked well in the final sample. The Cronbach’s alpha score improved to 0.843 

in the final survey compared to the score of 0.800 obtained from the pilot study. The Item 

Total Statistics shows that the score could not have been improved further meaning that 

the scale is uniform and measuring exactly perceived risk of travel. 

4.4.5 Cognitive Image – Destination Facilities (CIF) Sub-Scale 

It was seen in the pilot study, discussed in the Section 3.6.5, that the cognitive destination 

image (CI) scale  consisted of two sub-scales  – cognitive destination image of facilities 

(CIF) and the cognitive destination image of attractions (CIA). The Cronbach alpha was 

calculated for each one of them. It was decided to compute two Chronbach alpha in the 

same manner as pilot study. Therefore, the data presented in Table 4.14 below pertains to 

the CIF Sub-Scale. 

Table 4.14 
Descriptive Analysis of Cognitive Image of Destination Facilities (CIF) Sub-Scale 
 

Items Mean (n400) Std. Deviation 
CI. Shopping 3.35 1.039 
CI. Hotels 3.99 .847 
CI. Infrastructure 3.95 .816 
CI. Transport 3.38 .994 
CI. Signage 3.52 .887 
CI. Night Life 3.98 .952 
CI. Service 3.75 .896 

 
  
The Table 4.14 above contains average from all responses that were valid. The mean in 

all cases almost close to the value 4 indicating that the respondents’ cognitive image of 

the destination facilities was “good”. The high average response can be seen in case of 



181 
 

hotels. Even other items like tourism infrastructure, signage, night life and services also 

supported the same conclusion. The standard deviation is less than one in most of the 

cases, which means all the responses are approximately same as the value of mean.  

The confirmatory Reliability Analysis is reported in the Table 4.15 below: 

Table 4.15 
Confirmatory Reliability Analysis of CIF Sub-Scale (n=400) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.804 7 

Items Cronbach's Alpha if Item Deleted 
CI. Shopping .792 
CI. Hotels .752 
CI. Infrastructure .761 
CI. Transport .782 
CI. Signage .754 
CI. Night Life .788 
CI. Service .766 

 
 
In the Table 4.15 it can be seen that all the responses are valid and there are no missing 

values. The reliability analysis of the CIF sub-scale in the Table 4.15 further shows clearly 

that the scale behaved well in the final sample. The Cronbach’s alpha score improved to 

0.804 in the final survey compared to the score of 0.794 obtained from the pilot study. 

The Item Total Statistics shows that the score could not have been improved further 

meaning that the scale is uniform and measuring exactly what it intends to measure. The 

sub-scale CIF is part of CI scale and, therefore, therefore not used independently. 

4.4.6 Cognitive Image – Destination Attractions (CIA) Sub-Scale 

The data presented in Table 4.16 below pertains to the CIA sub-scale. 
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Table 4.16 
 
Descriptive Analysis of Cognitive Image of Destination Attractions (CIA) Sub-Scale 
 

Items Mean (n400) Std. Deviation 
CI. Beach 4.14 .857 
CI. Clear Sea 3.82 .958 
CI. Biodiversity 3.67 .910 
CI. Adventure 3.87 .894 
CI. Weather 3.98 .881 
CI. Culture 3.63 .944 
CI. Luxury 3.72 .951 

 
The Table 4.16 above represents all valid responses with no missing values. The mean in 

all cases almost close to the value 4 indicating that the respondents’ cognitive image of 

the destination facilities was “good”. The standard deviation is less than one in all the 

cases. The confirmatory Reliability Analysis is reported in the Table 4.17 below: 

Table 4.17 
 
Confirmatory Reliability Analysis of CIA Sub-Scale (n=400) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.797 7 

Items Cronbach's Alpha if Item Deleted 
CI. Beach .755 
CI. Clear Sea .753 
CI. Biodiversity .761 
CI. Adventure .764 
CI. Weather .787 
CI. Culture .783 
CI. Luxury .782 

 
 
In the Table 4.17 is derived from all the valid responses and no missing values. The 

reliability analysis of the CIA sub-scale in the Table 4.17 shows that the scale behaved 

well in the final sample. The Cronbach’s alpha score marginally decreased to 0.796 in the 

final survey compared to the score of 0.846 obtained from the final pilot study but the 
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Item Total Statistics shows that the score could not have been improved further meaning 

that the scale is uniform and measuring exactly what it intends to measure. The sub-scale 

CIA is part of CI scale and, therefore, therefore not used independently. 

4.4.7 Affective Destination Image (AI) Scale 

 
The descriptive analysis of the affective destination image scale is in the Table 4.18 

below: 

Table 4.18 
 
Descriptive Analysis of Affective Destination Image (AI) Scale 
 

Items Mean (n400) Std. Deviation 
AI. Boring-Exciting 3.90 .942 
AI. Sleepy-Arousing 3.63 .988 
AI. Unpleasant-Pleasant 3.72 1.046 
AI. Untrustworthy -Trustworthy 3.42 .990 
AI. Unattractive -Beautiful  3.94 1.013 
AI. Unfriendly-Friendly 3.69 1.021 
AI. No culture-Ethnic culture 3.59 1.007 

 
 
The Table 4.18 shows that the mean in all cases almost was close to the value ‘4’ 

convincingly indicating that the respondents’ affective image of the destination was 

“good”. The lower mean in the case of trustworthiness of people and the culture indicates 

that, perhaps, the tourists do not visit for the culture as much except trying to see 

something different.  

The confirmatory Reliability Analysis of the affective destination image scale (AI) is 

reported in the Table 4.19 below: 

 



184 
 

Table 4.19 
 
Confirmatory Reliability Analysis of AI Scale (n=400) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.882 7 

Items Cronbach's Alpha if Item 
Deleted 

AI. Boring-Exciting .869 
AI. Sleepy-Arousing .876 
AI. Unpleasant-Pleasant .855 
AI. Untrustworthy -Trustworthy .872 
AI. Unattractive -Beautiful  .861 
AI. Unfriendly-Friendly .855 
AI. No culture-Ethnic culture .867 

 
 
The Table 4.19 shows that shows that the AI scale behaved well in the final sample. The 

Cronbach’s alpha score marginally decreased to 0.882 in the final survey compared to the 

score of 0.886 obtained from the pilot study but the table shows that the score could not 

have been improved further meaning that the scale is uniform and measuring exactly what 

it intends to measure, which is affective destination image. 

 

4.4.8 Overall Destination Image (OI) Scale 

The literature review suggested that the destination image of the tourist consists of two 

components – the cognitive image and the affective image (Moutinho, 1987; Dobni & 

Zinkhan, 1990; Dann, 1996, Lin, Duarte, Kerstetter & Hou, 2007). Therefore, the overall 

destination image is a combination of cognitive and affective components (Mazursky & 

Jacoby, 1986; Stern & Krakover, 1993; Phillips, Asperin & Wolfe, 2013), whereas the 

actual experience of having been on vacation at a tourist destination refers to the conative 

aspect (Beerli & Martín, 2004). It was concluded that the overall destination image is a 
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sum total of both these images. With this notion in mind, the scales were combined to find 

out the overall destination image or OI scale. The descriptive analysis is shown in Table 

4.20. 

Table 4.20 
Descriptive Analysis of Overall Destination Image (OI) Scale and Component Scales 
 

Items Mean 
(n400) 

Std. Deviation 

   

Cognitive Destination Image-CI 3.7523 .55859 

Affective Destination Image-AI 3.6971 .76669 

Overall Destination Image-OI 3.7348 .53195 

 
 
It can be seen that the scales shown in the Table 4.20 show that the scales worked well. 

The overall image of Phuket is “good”. The mean seem to be averaging at the value 3.75, 

which shows a favorable image in the minds of the tourists. Even measures of dispersion 

like standard deviation are low. Since, the OI is a summation of the cognitive and affective 

destination image scales, separate reliability and factor analyses were not done. 

The conclusions is that the scales are uniform and more the aggregation towards overall 

destination image starting from the components, more is the convergence towards 

normality. Since, each of the components have been checked for the reliability, there is no 

need to check on the reliability of the sum total scale. The frequency distribution and the 

descriptive statistics are showing the convergence quite clearly. 
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4.4.9 Intentions to Visit (ITV) Scale 

The ITV scale was achieved by the aggregation of Q9 till Q11. The descriptive statistics 

pertaining to the ITV scale is shown in the Table 4.21 below: 

Table 4.21 
Descriptive Analysis of the Intention to Visit (ITV) Scale 
 

Items Mean (n400) Std. Deviation 
ITV. Likelihood 3.90 .931 
ITV. Intent 3.91 .954 
ITV. Want 3.97 .952 

 
The Table 4.21 shows uniform mean value for all the three items. This means that the 

tourists had a very good intention of visiting Phuket. The Table 4.22 below gives the 

confirmatory Reliability Analysis. 

Table 4.22 
Confirmatory Reliability Analysis of ITV Scale (n=400) 
 
Reliability Analysis 

Cronbach's Alpha N of Items 
.929 7 

Items Cronbach's Alpha if Item Deleted 
ITV. Likelihood .909 
ITV. Intent .887 
ITV. Want .894 

 
 
The Table 4.22 shows that the scale measured robustly in the final sample. The 

Cronbach’s alpha score improved drastically to 0.929 in the final survey compared to the 

score of 0.72 obtained from the final pilot study the table shows that the score could not 

have been improved further. And, the scale is uniform and measuring exactly what it 

intends to measure, which is intentions to visit. 



187 
 

4.5 Test of Research Hypotheses 

The basic assumptions of inferential analysis are that the variables should be measured at 

the continuous level (i.e., variables are either in interval or in ratio scale). The scales were 

computed by adding various responses which ensures the continuous numbers.  

Having established that, the main objective of this thesis is to test the hypotheses. 

Inferential analyses are crucial because these are used to test hypotheses. There are two 

commonly used inferential analysis in the context of social science or, more specifically, 

tourism research – correlation and regression. Between the correlation and regression, the 

regression analysis is better suited because not only, it tells the strength of association but 

also the direction of association.  

Simple linear regression analysis is used in a situation where one metric independent 

variable is hypothesized to affect one metric dependent variable (Sekaran, & Bougie, 

2009). The statistical validity of a simple linear regression is tested using the statistical 

analysis like model fit using R Square, F test and the estimated parameter significance 

using t-test, and finally, the multicollinearity tests. The inferential analysis is reported in 

the order of hypotheses. Therefore, the set of hypotheses are repeated here in Table 4.23 

specifying independent variables (IV), dependent variables (DV) or mediating variables 

(MV).  
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Table 4.23 
Hypotheses Summarized In Terms Of Relationships to Be Tested 
 
No Hypotheses IV DV MV 
H1: The external motivation is positively related with the overall destination image EM OI  
H1a:  The external motivation is positively related with the cognitive destination 

image EM CI  

H1b:  The external motivation is positively related with the affective destination 
image EM AI  

H2: The external motivation is positively associated with intentions to visit EM ITV  
H3: The internal motivation is positively related with the overall destination image  IM OI  
H3a: The internal motivation is positively related with the cognitive destination 

image IM CI  

H3b: The internal motivation is positively related with the affective destination 
image IM AI  

H4: The internal motivation is positively associated with intentions to visit IM ITV  
H5:  A positive word of mouth is positively related with the overall destination 

image  WM OI  

H5a: A positive word of mouth is positively related with the cognitive destination 
image  WM CI  

H5b: A positive word of mouth is positively related with the affective destination 
image  WM AI  

H6: A positive word of mouth is positively related with the intentions to visit  WM ITV  
H7: The perceived risk of travel is negatively related with the overall destination 

image RT OI  

H7a: The perceived risk of travel is negatively related with the cognitive destination 
image RT CI  

H7b: The perceived risk of travel is negatively related with the affective destination 
image RT AI  

H8: The perceived risk of travel is negatively related with intentions to visit  RT ITV  
H9: The combined impact of the determinant variables external motivation, internal 

motivation, word of mouth and perceived risk of travel is positive on the overall 
destination image. 

EM, IM, 
WM,RT OI  

H9a: The combined impact of the determinant variables external motivation, internal 
motivation, word of mouth and perceived risk of travel is positive on the 
cognitive destination image. 

EM, IM, 
WM,RT CI  

H9b: The combined impact of the determinant variables external motivation, internal 
motivation, word of mouth and perceived risk of travel is positive on the 
affective destination image. 

EM, IM, 
WM,RT AI  

H10: The combined impact of the determinant variables external motivation, internal 
motivation, word of mouth and perceived risk of travel is positive on the 
intentions to visit. 

EM, IM, 
WM,RT ITV  

H11: The overall destination image has the mediating impact on the relationship of 
cognitive image, external motivation, internal motivation, word of mouth and 
perceived risk of travel with the intentions to visit. 

EM, IM, 
WM,RT ITV OI 

H11a: The cognitive destination image has the mediating impact on the relationship 
of cognitive image, external motivation, internal motivation, word of mouth 
and perceived risk of travel with the intentions to visit. 

EM, IM, 
WM,RT ITV CI, 

AI 

 
In all, there are 22 hypotheses related to 4 independent variables and 4 dependent 

variables. The hypotheses H1-H8 are tested using simple linear regresssion whereas 

hypotheses H9-H11 are tested using multiple linear regression analysis. The results of the 

analysis are presented in the same order. 
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4.5.1 External Motivation (EM) as an Individual Determinant 

The hypothesis H1 and its variations H1a and H1b cover the relationship between the 

external motivation (EM) and the destination image in all in all its three forms – overall 

destination image (OI) as well as the components cognitive destination image (CI) and 

affective destination image (AI). Hypothesis H2 covers the relationship between EM and 

the intention to visit (ITV). In this section, all these hypotheses are discussed one by one 

in the same order. The inferential analysis results pertaining to the H1 are presented in the 

Table 4.24 below: 

Table 4.24 
Hypothesis H1- Regression Analysis for EMOI (n=400) 
 
▪ Dependent Variable: OI 
▪ Predictors: (Constant), EM 
Model R R Square Adjusted R2 F-value Sig. 

1 .487 .237 .235 123.865 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.600 .105  24.679 .000   
EM .338 .030 .487 11.129 .000 1.000 1.000 

 
 
From the Table 4.24, it is clear that the influence of EM on OI is significant. The 

correlation coefficient 0.487 is high. The adjusted R-square value is 0.235. F-statistics is 

123.865, with p-value at 0.000, which means that regression equation is significant. The 

t-statistics of the coefficient of EM is 11.129 and is significant with p-value being 0.000. 

That means the estimated value of influence of EM on OI at 0.338 is significant. The 

collinearity is indicated by VIF value which should be as less as possible but should not 

be more than 10 because a higher value would indicate presence of collinearity. The 

collinearity is within bounds. The Beta, which is the standardized coefficient is 0.487, 
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which means that EM is a strong determinant of OI. Therefore, the hypothesis that external 

motivation has a positive impact on overall destination image (H1) is supported.  

The Table 4.25 below, shows the results pertaining to the hypothesis H1a about the 

influence of EM on CI. 

Table 4.25 
Hypothesis H1a - Regression Analysis for EMCI (n=400) 
 
▪ Dependent Variable: CI 
▪ Predictors: (Constant), EM 
Model R R Square Adjusted R2 F-value Sig. 

1 .488 .238 .236 124.565 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.562 .111  23.132 .000   
EM .356 .032 .488 11.161 .000 1.000 1.000 

 
 
From the Table 4.25, it is clear that the influence of EM on CI is significant. The 

correlation coefficient 0.488 is high and positive. The adjusted R-square value is low at 

0.236. The t-statistics of the Beta at 0.488 is 11.161 and is significant with p-value being 

0.000. The F-value is 124.565, with p-value at 0.000. The collinearity is within the bounds. 

All it means is that EM is a strong determinant of CI also. The hypothesis that external 

motivation has a positive impact on the cognitive destination image (H1a) is supported.  

The Table 4.26 below shows the results for hypothesis H1b about the influence of EM on 

AI. 
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Table 4.26 
Hypothesis H1b - Regression Analysis for EMAI (n=400) 
 
▪ Dependent Variable: AI 
▪ Predictors: (Constant), EM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .303 .092 .090 40.238 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.677 .165  16.239 .000   
EM .302 .048 .303 6.343 .000 1.000 1.000 

 
 
From the Table 4.26, it is clear that the influence of EM on AI is positive. The correlation 

coefficient 0.303 is weak and not very high. The adjusted R-square value is low at 0.090, 

which is low. Since, there is only one independent variable the R value will be equal to 

the Beta coefficient of regression.  

The t-statistics of the Beta at is 6.343 and is significant with p-value being 0.000. The F-

statistics is 40.238, with is significant with p-value at 0.000. The collinearity is within the 

bounds (<10). 

All it means is that EM is a determinant of AI. The hypothesis that external motivation 

has a positive impact on the affective destination image (H1b) is supported. 

The hypothesis H2 covers the relationship between external motivation and the intentions 

to visit. The regression results for hypothesis H2 are displayed in the Table 4.27 below: 
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Table 4.27 
Hypothesis H2 - Regression Analysis for EMITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), EM 

Model R R Square Adjusted R2 F-
value Sig. 

 
1 

 
.245 

 
.060 

 
.058 

 
25.347 

 
.000 

Unstandardized 
Coefficients 

Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

 
Constant 

 
2.975 

 
.194 

  
15.371 

 
.000 

  

 
EM 

 
.281 

 
.056 

 
.245 

 
5.035 

 
.000 

 
1.000 

 
1.000 

 
 
From the Table 4.27, it is clear that the influence of EM on ITV is weak but positive. The 

correlation coefficient 0.245 is significant with p-value at 0.000, even though the 

correlation itself is weak and not very high. Since, there is only one independent variable 

the R value will be equal to the Beta coefficient of regression. The adjusted R-square value 

is low at 0.060.  

The t-statistics of the Beta is 5.035 and is significant with p-value being 0.000. The F-

statistics is 25.347, which is also significant with p-value at 0.000. The collinearity is 

within the bounds (<10). 

All it means is that EM is a determinant of ITV. The hypothesis that external motivation 

has a positive impact on the affective destination image (H2) is supported. 

The hypotheses that were derived from the first research objective about external 

motivation and tested are summarized in Table 4.28 below, compiled from Tables 4.24, 

4.25, 4.26 and 4.27: 
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Table 4.28 
Inferential Analysis Summary for EM as an Individual Determinant 

No Description of Research 
Objective, Question or 
Hypothesis 

IV DV Adj. 
R2 

F Beta t Result 

H1: The external motivation is 
positively related with the overall 
destination image 

EM OI 0.235 123.8 
(.000) 

0.487 11.1 
(.000) 

Supported 

H1a:  The external motivation is 
positively related with the cognitive 
destination image 

EM CI 0.236 124.6 
(.000) 

0.488 11.2 
(.000) 

Supported 

H1b:  The external motivation is 
positively related with the affective 
destination image 

EM AI 0.090 40.2 
(.000) 

0.303 6.3 
(.000) 

Supported 

H2: The external motivation is 
positively associated with 
intentions to visit 

EM ITV 0.058 25.3 
(.000) 

0.245 5.0 
(.000) 

Supported 

RO1 To evaluate whether external motivation is a determinant of the destination image 
and the intention to visit. 

Fulfilled 

RQ1 What is the individual impact of external motivation on the destination image and 
the intention to visit? 

Answered 

Note: IV – independent variable, DV – dependent variable, EM – external motivation, ITV – Intention to 
visit, OI – overall destination image, CI – cognitive image, AI – affective image. The figures in brackets are 
p-values. 
 
 
Based on the Table 4.28, it can be concluded that the external motivation is a determinant 

of both the destination image and the intention to visit. That fulfils the research objective 

set out earlier. However, at the same time, it can be seen that, in case of the affective image 

and the intention to visit the destination, the values of adjusted R2 are low (0.090 and 

0.058) and F as well as t-values are relatively weak, even though significant. The values 

are better for the overall image and the cognitive image. This implies that the primary 

impact of external motivation is on cognitive image and not on affective image. Since, the 

cognitive image is also the component of the overall image, the impact of external 

motivation is transmitted to the overall image also.  
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4.5.2 Internal Motivation (IM) as an Individual Determinant 

The hypothesis H3 and its variations H3a and H3b cover the relationship between the 

internal motivation (IM) and the destination image in all in all its three forms – overall 

destination image (OI) as well as the components cognitive destination image (CI) and 

affective destination image (AI), whereas hypothesis H4 covers the relationship between 

IM and the intention to visit (ITV).  

The inferential analysis results pertaining to the hypothesis H3 are presented in the Table 

4.29 below: 

Table 4.29 
Hypothesis H3 - Regression Analysis for IMOI (n=400) 
 
▪ Dependent Variable: OI 
▪ Predictors: (Constant), IM 
Model  R Square Adjusted R2 F-value Sig. 

1 .459 .211 .209 106.134 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.481 .125  19.863 .000   
IM .329 .032 .459 10.302 .000 1.000 1.000 

 
 
From the Table 4.29, it is clear that the influence of internal motivation IM on overall 

destination image OI is positive and significant. The correlation coefficient 0.459 is high 

even though not very high. The adjusted R-square value is 0.209 but the F-statistics is 

106.134. The F-value is significant with p-value at 0.000.  

The t-statistics of the coefficient of IM is 10.302 and is significant with p-value being 

0.000. That means the estimated value of influence of IM on OI at 0.329 is significant. 
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The collinearity is within bounds. The Beta, which is the standardized coefficient is 0.459, 

which means that IM is a strong determinant of OI.  

Therefore, the hypothesis that internal motivation has a positive impact on overall 

destination image (H3) is supported. 

The Table 4.30 below, shows the inferential analysis results about the influence of IM on 

CI. 

Table 4.30 
Hypothesis H3a - Regression Analysis for IMCI (n=400) 
 
▪ Dependent Variable: CI 
▪ Predictors: (Constant), IM 
Model R R Square Adjusted R2 F-value Sig. 

 
1 

 
.478 

 
.229 

 
.227 

 
118.022 

 
.000 

Unstandardized 
Coefficients 

Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

 
Constant 

 
2.382 

 
.130 

  
18.349 

 
.000   

 
IM 

 
.361 

 
.033 

 
.478 

 
10.864 

 
.000 

 
1.000 

 
1.000 

 
 
From the Table 4.30, it can be deduced that the influence of internal motivation IM on 

cognitive destination image CI is positive and significant. The correlation coefficient 

0.478 is high even though not very high. The adjusted R-square value is 0.227. It can be 

seen that IM influences CI more than OI.  

The F-statistics is 118.022 which is high and significant with p-value at 0.000. The t-

statistics of the coefficient of IM is 10.864 and is significant with p-value being 0.000. 

That means the estimated value of influence of IM on is significant. The collinearity is 
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within bounds. The Beta is 0.478, which means that IM is a strong determinant of CI. 

Therefore, the hypothesis that internal motivation has a positive impact on cognitive 

destination image (H3a) is supported.  

Table 4.31 below shows the inferential analysis results about the influence of IM on AI. 

Table 4.31 
Hypothesis H3b - Regression Analysis for IMAI (n=400) 
 
▪ Dependent Variable: AI 
▪ Predictors: (Constant), IM 

Model R R Square Adjusted R2 F-
value Sig. 

 
1 

 
.258 

 
.067 

 
.064 

 
28.465 

 
.000 

Unstandardized 
Coefficients 

Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

 
Constant 

 
2.677 

 
.195 

  
13.750 

 
.000 

  

 
IM 

 
.266 

 
.050 

 
.258 

 
5.335 

 
.000 

 
1.000 

 
1.000 

 
 
From the Table 4.31, it is clear that the influence of IM on AI is weak but positive. The 

correlation coefficient 0.258 is weak and not very high. The adjusted R-square value is 

low at 0.064, which is low. Since, there is only one independent variable the R value will 

be equal to the Beta coefficient of regression.  

The t-statistics of the Beta at is 5.335 and is significant with p-value being 0.000. The F-

statistics is 28.465, with p-value at 0.000. The collinearity is within the bounds. All it 

means is that IM is a determinant of AI, though weak. The hypothesis that internal 

motivation has a positive impact on the affective destination image (H3b) is supported. 
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The hypothesis H4 covers the relationship between internal motivation and the intentions 

to visit. The regression results for hypothesis H4 are displayed in the Table 4.32 below: 

Table 4.32 
Hypothesis H4 - Regression Analysis for IMITV (n=400) 

 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), IM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .256 .066 .063 27.962 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.758 .225  12.270 .000   
IM .304 .057 .256 5.288 .000 1.000 1.000 

 
 
From the Table 4.32, it is clear that the influence of IM on ITV is weak but positive. The 

correlation coefficient 0.256 is significant with p-value at 0.000, even though the 

correlation itself is weak. Since, there is only one independent variable the R value will 

be equal to the Beta coefficient of regression. The adjusted R-square value is low at 0.063. 

The t-statistics of the Beta is 5.288 and is significant with p-value being 0.000. The F-

statistics is 27.962, which is significant with p-value at 0.000. The collinearity is within 

the bounds (<10). All it means is that IM is a determinant of ITV. The hypothesis that 

internal motivation has a positive impact on the affective destination image (H4) is 

supported. 

The results of hypothesis testing are summarized in Table 4.33 below, Compiled from 

Tables 4.29, 4.30, 4.31 and 4.32: 
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Table 4.33 
Inferential Analysis Summary for IM as an Individual Determinant 
 

No Description of Research 
Objective, Question or 
Hypothesis 

IV DV Adj. 
R2 

F Beta t Result 

H3: The internal motivation is 
positively related with the 
overall destination image  

IM OI 0.209 106.1 
(.000) 

0.459 10.3 
(.000) 

Supported 

H3a: The internal motivation is 
positively related with the 
cognitive destination image 

IM CI 0.227 118.0 
(.000) 

0.478 10.9 
(.000) 

Supported 

H3b: The internal motivation is 
positively related with the 
affective destination image 

IM AI 0.064 28.5 
(.000) 

0.258 5.3 
(.000) 

Supported 

H4: The internal motivation is 
positively associated with 
intentions to visit 

IM ITV 0.063 28.0 
(.000) 

0.256 5.3 
(.000) 

Supported 

RO2 To evaluate whether internal motivation is a determinant of the destination image 
and the intention to visit. 

Fulfilled 

RQ2 What is the individual impact of internal motivation on the destination image and 
the intention to visit? 

Answered 

Note: IV – independent variable, DV – dependent variable, IM – internal motivation, ITV – Intention to 
visit, OI – overall destination image, CI – cognitive image, AI – affective image. The figures in brackets are 
p-values. 
 
 
Even internal motivation seems to be favoring cognitive destination image, if the Table 

4.33 is to be relied upon. The adjusted R2 at 0.227 and Beta at 0.478 is the highest. So is 

F and t-values, which are significant in all the cases but observed to be the highest in case 

of cognitive image. The impact on overall image is seen high, which may be because the 

cognitive image is a constituent component. The F-value and t-statistics are comparatively 

lower for the affective image and the intention to visit. Therefore, even though all the 

results are significant and the research objectives are fulfilled as well as the research 

questions are answered, but the fact cannot be ignored that the primary impact of internal 

motivation is on cognitive image. The impact on affective destination image and the 

intentions to visit is not so strong. 
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4.5.3 Word of Mouth (WM) as an Individual Determinant 

The hypothesis H5 and its variations H5a and H5b cover the relationship between the 

word of mouth (WM) and the destination image in all it’s three forms – overall destination 

image (OI) as well as the components cognitive destination image (CI) and affective 

destination image (AI), whereas hypothesis H6 covers the relationship between WM and 

the intention to visit (ITV).  

The results of inferential analysis for hypothesis H5 are presented in the Table 4.34 below: 

Table 4.34 
Hypothesis H5 - Regression Analysis for WMOI (n=400) 
 
▪ Dependent Variable: OI 
▪ Predictors: (Constant), WM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .371 .138 .135 63.451 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.952 .102  28.830 .000   
WM .238 .030 .371 7.966 .000 1.000 1.000 

 
 
 
From the Table 4.34, it is seen that the influence of word of mouth (WM) on overall 

destination image (OI) is weak but positive. The correlation coefficient 0.371 is low. The 

adjusted R-square value is 0.135 and low. The F-statistics is 63.451, which is significant 

with p-value at 0.000.  

The t-statistics of the coefficient of WM is 7.966 and is significant with p-value being 

0.000. That means the estimated value of influence of WM on OI at 0.238 is significant. 

The collinearity is within bounds. The Beta, which is the standardized coefficient is 0.371, 
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which means that WM is a determinant of OI, though not so strong as EM and IM. 

Therefore, the hypothesis that positive word of mouth has a positive impact on overall 

destination image (H5) is supported. 

The Table 4.35 below, shows the inferential analysis results about the influence of WM 

on CI. 

Table 4.35 
Hypothesis H5a - Regression Analysis for WMCI (n=400) 
 
▪ Dependent Variable: CI 
▪ Predictors: (Constant), WM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .368 .136 .133 62.389 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.941 .108  27.271 .000   
WM .248 .031 .368 7.899 .000 1.000 1.000 

 
 
From the Table 4.35, it can be deduced that the influence of word of mouth (WM) on 

cognitive destination image CI is weak but positive even though significant. The 

correlation coefficient 0.368 is not very high. The adjusted R-square value is 0.133. It can 

be seen that WM influences CI to the same extent as OI.  

The F-statistics is 62.389, which is significant with p-value at 0.000. The t-statistics of the 

coefficient of WM is 7.899 and is significant with p-value being 0.000. That means the 

estimated value of influence of WM on is significant. The collinearity is within bounds. 

The Beta is 0.368, which means that IM is a determinant of CI. Therefore, the hypothesis 
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that a positive word of mouth has a positive impact on cognitive destination image (H5a) 

is supported.  

The Table 4.36 below shows the inferential analysis results about the influence of WM 

on AI. 

Table 4.36 
Hypothesis H5b - Regression Analysis for WMAI (n=400)   
 
▪ Dependent Variable: AI 
▪ Predictors: (Constant), WM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .236 .056 .053 23.423 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.976 .154  19.365 .000   
WM .217 .045 .236 4.840 .000 1.000 1.000 

 
From the Table 4.36, it is clear that the influence of WM on AI is weak but positive. The 

correlation coefficient 0.236 is weak and not very high. The adjusted R-square value is 

low at 0.053, which is low. Since, there is only one independent variable the R value will 

be equal to the Beta coefficient of regression.  

The t-statistics of the Beta at is 4.84 and is significant with p-value being 0.000. The F-

statistics is 19.365, which is significant with p-value at 0.000. The collinearity is within 

the bounds (<10). All it means is that WM is a determinant of AI, though weak. The 

hypothesis that the positive word of mouth has a positive impact on the affective 

destination image (H5b) is supported. 
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The hypothesis H6 covers the relationship between positive word of mouth and the 

intentions to visit. The regression results for hypothesis H6 are displayed in the Table 

4.37 below: 

Table 4.37 
Hypothesis H6 - Regression Analysis for WMITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), WM 

Model R R Square Adjusted R2 F-
value Sig. 

1 .174 .030 .028 12.416 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 3.311 .180  18.430 .000   
WM .184 .052 .174 3.524 .000 1.000 1.000 

 
 
From the Table 4.37, it is clear that the influence of WM on ITV is weak but positive. 

The correlation coefficient 0.256 is significant with p-value at 0.000, even though the 

correlation itself is weak. Since, there is only one independent variable the R value will 

be equal to the Beta coefficient of regression. The adjusted R-square value is low at 0.063. 

The t-statistics of the Beta is 5.288 and is significant with p-value being 0.000. The F-

statistics is 27.962, which is significant with p-value at 0.000. The collinearity is within 

the bounds (<10). All it means is that WM is a determinant of ITV. The hypothesis that 

internal motivation has a positive impact on the affective destination image (H4) is 

supported. 

The results of hypothesis testing are summarized in Table 4.38 below, Compiled from 

Tables 4.34, 4.35, 4.36 and 4.37: 
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Table 4.38 
Inferential Analysis Summary for WM as an Individual Determinant 
 

No Description of Research 
Objective, Question or 
Hypothesis 

IV DV Adj. 
R2 

F Beta t Result 

H5:  A positive word of mouth is 
positively related with the 
overall destination image  

WM OI 0.135 63.5 
(.000) 

0.371 8.0 
(.000) 

Supported 

H5a: A positive word of mouth is 
positively related with the 
cognitive destination image  

WM CI 0.133 62.4 
(.000) 

0.368 7.9 
(.000) 

Supported 

H5b: A positive word of mouth is 
positively related with the 
affective destination image  

WM AI 0..053 23.4 
(.000) 

0.236 4.8 
(.000) 

Supported 

H6: A positive word of mouth is 
positively related with the 
intentions to visit  

WM ITV 0.028 12.4 
(.000) 

0.174 3.5 
(.000) 

Supported 

RO3 To evaluate whether word of mouth is a determinant of the destination image and 
the intention to visit. 

Fulfilled 

RQ3 What is the individual impact of word of mouth on the destination image and the 
intention to visit? 

Answered 

Note: IV – independent variable, DV – dependent variable, WM – word of mouth, ITV – Intention to visit, 
OI – overall destination image, CI – cognitive image, AI – affective image. The figures in brackets are p-
values. 
 
 
It is seen in Table 4.38 that all the hypotheses are supported. The positive WM is a 

determinant of all the forms of destination image as well as the intention to visit. However, 

the impact is not as strong as external motivation (EM) and internal motivation (IM) as 

seen by lower adjusted R2 values as well as lower F-statistic and t-values.  

These results agree with some of researches. Another interesting observation, that can be 

made, is that unlike EM and IM the impact on overall destination image is marginally 

higher than the cognitive image. However, as in the case of EM and IM, the impact on the 

affective image and intention to visit is considerably weaker, even though significant. 
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4.5.4 Perceived Risk of Travel (RT) as an Individual Determinant 

The hypothesis H7 and its variations H7a and H7b cover the relationship between the 

perceived risk of travel (RT) and the destination image in all in all its three forms – overall 

destination image (OI) as well as the components cognitive destination image (CI) and 

affective destination image (AI), whereas hypothesis H8 covers the relationship between 

RT and the intention to visit (ITV).  

The inferential analysis results for hypothesis H7 are presented in the Table 4.39 below: 

Table 4.39 
Hypothesis H7 - Regression Analysis for RTOI (n=400) 
 
▪ Dependent Variable: OI 
▪ Predictors: (Constant), RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .105 .011 .008 4.402 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 3.578 .084  42.826 .000   
RT .052 .025 .105 3.524 .037 1.000 1.000 

 
 
From the Table 4.39, it is seen that the influence of perceived risk of travel (RT) on overall 

destination image (OI) is weak. The correlation coefficient 0.105 is low. The adjusted R-

square value is just 0.008 which is very low.  

The F-statistics indicates that the residual is small compared to the estimation and it is 

4.402, which is marginally significant with p-value at 0.037. The t-statistics of the 

coefficient of RT is 2.098 and is marginally significant with p-value being 0.037. The 
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collinearity is within bounds. The Beta, which is the standardized coefficient is 0.105, 

which means that RT impact on OI, is not as expected.  

According to the hypothesis, RT should have a negative impact on the overall destination 

image. Therefore, the hypothesis that perceived risk of travel has a negative impact on 

overall destination image (H7) is not supported. In fact, it looks as if it is not correlated 

with the dependent variable, which is OI, at all. 

Table 4.40 below, shows the results inferential analysis about the influence of RT on CI. 

Table 4.40 
Hypothesis H7a - Regression Analysis for RTCI (n=400) 
 
▪ Dependent Variable: CI 
▪ Predictors: (Constant), RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .168 .028 .026 11.549 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 3.487 .087  40.031 .000   
RT .088 .026 .168 3.398 .001 1.000 1.000 

 
From the Table 4.40, it can be deduced that the influence of perceived risk of travel (RT) 

on cognitive destination image (CI) is weak but positive even though significant. The 

correlation coefficient 0.168 is very low. The adjusted R-square value is 0.026.  

It can be seen that RT influences CI and not OI. The F-statistics is 11.549, which is still 

significant with p-value at 0.001. The t-statistics of the coefficient of RT is 3.398 and is 

significant with p-value being 0.001. That means the estimated value of influence of RT 

on is significant. The collinearity is within bounds (<10). The Beta is 0.168. 
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Since, RT is supposed to have a negative impact on CI, whereas the coefficient is positive. 

Therefore, the hypothesis that a perceived risk of travel (RT) has a negative impact on 

cognitive destination image (H7a) is not supported.  

Table 4.41 below shows the results inferential analysis about the influence of RT on AI. 

Table 4.41 
Hypothesis H7b - Regression Analysis for RTAI (n=400) 
 
▪ Dependent Variable: AI 
▪ Predictors: (Constant), RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .028 .001 -.002 .302 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 3.760 .120  31.227 .000   
RT -.020 .036 -.028 -.549 .583 1.000 1.000 

 
 
From the Table 4.41, it is clear that the influence of RT on AI is weak and insignificant 

even though negative. The correlation coefficient - 0.028 has the correct sign but is very 

weak. The adjusted R-square value is negligible at -0.002.  

The t-statistics of the Beta at is -0.549  and is not significant at all with p-value being 

0.583, which means it is not at all significant at any confidence level. The F-statistics is 

0.302, with p-value at 0.583, which means there is no association between AI and RT. The 

collinearity is within the bounds. All it means is that RT is a not a determinant of AI, in 

the individual capacity. The hypothesis that perceived risk of travel has a negative impact 

on the affective destination image (H7b) is not supported. 
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The hypothesis H8 covers the relationship between perceived risk of travel and the 

intentions to visit. The regression results of the inferential analysis are displayed in the 

Table 4.42 below: 

Table 4.42 
Hypothesis H8 - Regression Analysis for RTITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .040 .002 -.001 .622 .431 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 3.821 .130  27.518 .000   
RT .033 .041 .040 .789 .431 1.000 1.000 

 
From the Table 4.42, it is seen that the influence of perceived risk of travel (RT) on 

intention to visit (ITV) is nil or insignificant. The correlation coefficient 0.040 is low and 

insignificant. The adjusted R-square value is just -0.001 which is very low.  

The F-statistics is 0.622 and it indicates that the residual is small compared to the 

estimation and it is insignificant with p-value at 0.431. The t-statistics of the coefficient 

of RT is 0.789 and is also insignificant with p-value being 0.431. That means the estimated 

value of influence of RT on OI is not at all significant. The collinearity is within bounds 

<10). The Beta, which is the standardized coefficient is very low, which means that RT is 

not a determinant of ITV, in the individual capacity.  

According to the hypothesis, RT should have a negative impact on ITV. Therefore, the 

hypothesis that perceived risk of travel has a negative impact on ITV (H8) is not 
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supported. In fact, it looks as if it is not correlated with the dependent variable, which is 

ITV, at all. 

The results of hypothesis testing are summarized in Table 4.43 below, compiled from 

Tables 4.39, 4.40, 4.41 and 4.42: 

 
Table 4.43 
Inferential Analysis Summary for RT as an Individual Determinant 
 

No Description of Research 
Objective, Question or 
Hypothesis 

IV DV Adj. 
R2 

F Beta t Result 

H7: The perceived risk of travel is 
negatively related with the 
overall destination image 

RT OI .008 4.4 
(.037) 

0.105 2.1 
(.037) 

Not 
Supported 

H7a: The perceived risk of travel is 
negatively related with the 
cognitive destination image 

RT CI .026 11.6 
(.001) 

0.168 3.4 
(.001) 

Not 
Supported 

H7b: The perceived risk of travel is 
negatively related with the 
affective destination image 

RT AI -.002 .302 
(.583) 

0.028 -.549 
(..583) 

Not 
Supported 

H8: The perceived risk of travel is 
negatively related with 
intentions to visit  

RT ITV -.001 .622 
(.431) 

0.040 .789 
(.431) 

Not 
Supported 

RO4 To evaluate whether perceived risk of travel is a determinant of the destination 
image and the intention to visit. 

Not 
Fulfilled 

RQ4 What is the individual impact of perceived risk of travel on the destination image 
and the intention to visit? 

Answered 

Note: IV – independent variable, DV – dependent variable, RT – Perceived Risk of Travel, ITV – Intention 
to visit, OI – overall destination image, CI – cognitive image, AI – affective image. The figures in brackets 
are p-values. 
 
It is seen in Table 4.43 that all the hypotheses are not supported. It is so apparent that 

none of the values are significant. The F and t-value is significant in the case of cognitive 

image but the Beta has a wrong sign. In short, none of the hypotheses got supported which 

means that, in context of Phuket, the perceived risk of travel did not have any impact on 

either the destination image or the intention to visit. Hence, the research objective to find 

an individual impact of RT is not fulfilled.  
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4.5.5 The combined impact of the Determinant Variables 

The hypothesis H9 and its variations H9a and H9b cover the relationship between the 

combined impact of the identified determinants external motivation (EM), internal 

motivation (IM), word of mouth (WM) and perceived risk of travel (RT) on the destination 

image in all in all its three forms – overall destination image (OI) as well as the 

components cognitive destination image (CI) and affective destination image (AI), 

whereas hypothesis H10 covers the relationship between EM, IM, WM, and RT combined 

and the intention to visit (ITV). The results of the combined impact of EM, IM, WM, and 

RT on OI are presented in the Table 4.44 below: 

Table 4.44 
Hypothesis H9 - Regression Analysis for EM, IM, WM, RTOI (n=400) 
 
▪ Dependent Variable: OI 
▪ Predictors: (Constant), EM, IM, WM, RT 
Model R R Square Adjusted R2 F-Val Sig. 

1 .574 .329 .323 48.522 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 
Collinearity 

Statistics 
B Std.Err Beta Tolerance VIF 

Constant 2.082 .132  15.800 .000   
EM .226 .036 .325 6.319 .000 .640 1.562 
IM .206 .034 .288 6.124 .000 .768 1.301 

WM .089 .032 .139 2.750 .006 .669 1.495 
RT -.060 .022 -.119 -2.650 .008 .836 1.196 

 
The Table 4.44 is informative. First of all, regression is good with good R coefficient 

which is the combined association of all the independent variables with OI. The R is 0.574 

and the adjusted R square is 0.323 which is high and significant. The F statistic, which 

measures the ratio of mean square of all the independent variables and the residual, is 

48.522 and is significant with p-value at 0.000. All the coefficients show the correct signs 

(meaning influence of independent variables on the dependent variable) and are all 
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significant. While the coefficients of EM and IM are significant with p-value being .000, 

the significance levels of WM and RT are also high with p-value being .006 and .008 

respectively. It can also be noticed that the impact of EM and IM is more and the impact 

of RT is lower. 

All this analysis means that the combined impact of all the four identified determinants 

on OI is significant. The regression equation is as expected by the hypothesis H9. So the 

hypothesis H9 is convincingly supported. The combined impact of external motivation, 

internal motivation, word of mouth and perceived risk of travel on overall destination 

image (OI) is positive. Excepting RT, which has negative impact as expected, all the 

remaining independent variables have positive impact on OI. This is an important results 

as it establishes that external motivation (EM), internal motivation (IM), word of mouth 

(WM) and perceived risk of travel (RT) are all determinants of overall destination image 

(OI). It still remains to be seen whether these variables influence only overall destination 

image or do influence the components cognitive destination image (CI) and affective 

destination image (AI) also. 

The results of the combined impact of external motivation, internal motivation, word of 

mouth and perceived risk of travel on cognitive destination image are presented in the 

Table 4.45 below: 
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Table 4.45 
Hypothesis H9a - Regression Analysis for EM, IM, WM, RTCI (n=400) 
 
▪ Dependent Variable: CI 
▪ Predictors: (Constant), EM, IM, WM, RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .575 .331 .324 48.788 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 1.942 .138  14.024 .000   
EM .224 .038 .307 5.964 .000 .640 1.562 
IM .233 .035 .309 6.585 .000 .768 1.301 

WM .074 .034 .110 2.183 .030 .669 1.495 
RT -.023 .024 -.044 -0.984 .326 .836 1.196 

 
 
From the Table 4.45 it can be seen that regression is good with good R coefficient which 

is the combined association of all the independent variables with OI. The R is 0.575 and 

the adjusted R square is 0.324 which is high and significant. The F statistic, which 

measures the ratio of mean square of all the independent variables and the residual, is 

48.788 and is significant with p-value at 0.000.  

The coefficients of independent variables show the correct signs (meaning influence of 

independent variables on the dependent variable) and are all significant except in the case 

of RT. While the coefficients of EM and IM are significant with p-value being .000, the 

significance level of WM is lower with p-value at .030. The RT coefficient t-statistic is -

0.984 with p-value at 0.326 which means it is not significant. It can also be noticed that 

the impact of EM and IM is more and the impact of RT is negligible. All this analysis 

means that the combined impact of all the four identified determinants on CI is significant, 

though RT has insignificant impact. So the hypothesis H9a is supported. The results of 
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the combined impact of external motivation, internal motivation, word of mouth and 

perceived risk of travel on affective destination image are presented in the Table 4.46: 

Table 4.46 
Hypothesis H9b - Regression Analysis for EM, IM, WM, RTAI (n=400) 
 
▪ Dependent Variable: AI 
▪ Predictors: (Constant), EM, IM, WM, RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .379 .144 .135 16.571 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.362 .214  11.062 .000   
EM .230 .058 .231 3.963 .000 .640 1.562 
IM .153 .055 .149 2.797 .005 .768 1.301 

WM .118 .052 .129 2.261 .024 .669 1.495 
RT -.132 .036 -.185 -3.631 .000 .836 1.196 

 
 
The correlation sub-table in the Table 4.46 shows that R-value is 0.379 and the adjusted 

R square is 0.135 which is not very high but significant. The F statistic, which measures 

the ratio of mean square of all the independent variables and the residual, is 16.571 and is 

significant with p-value at 0.000. All the coefficients of independent variables show the 

correct signs (meaning influence of independent variables on the dependent variable) and 

are all significant including RT. While the coefficients of EM and IM are significant with 

p-value being .000 and .005 respectively, the significance level of WM is even lower at 

.024. The t-statistics of RT is -3.361 with p-value at 0.000 which means it is significant. 

The sign of RT coefficient is significant as well as negative which is in accordance with 

the hypothesis. All this analysis means that the combined impact of all the four identified 

determinants on AI is significant, and role of RT is also significant. So the hypothesis H9b 

is supported. The hypothesis H10 covers the combined impact of external motivation 
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(EM), internal motivation (IM), word of mouth (WM) and perceived risk of travel (RT) 

on the intentions to visit (ITV). The regression results are displayed in the Table 4.47: 

Table 4.47 
Hypothesis H10 – Regression Analysis for EM, IM, WM, RTITV (n=400) 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), EM, IM, WM, RT 

Model R R Square Adjusted R2 F-
value Sig. 

1 .303 .092 .083 9.981 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant 2.489 .254  9.809 .000   
EM .186 .069 .162 2.698 .007 .640 1.562 
IM .216 .065 .182 3.324 .001 .768 1.301 

WM .052 .062 .049 0.839 .024 .402 1.495 
RT -.061 .043 -.073 -1.400 .162 .836 1.196 

 
The Table 4.47 shows that R-value is 0.303 and the adjusted R square is 0.083 which is 

low. The F statistic, which measures the ratio of mean square of all the independent 

variables and the residual, is 9.981 and is significant with p-value at 0.000. All the 

coefficients show the correct signs (meaning influence of independent variables on the 

dependent variable) but the significance level differs. While the t-statistics of the 

coefficients of EM and IM are significant p-value at .007 and .001 respectively, the 

significance level of t-statistics of WM is lower with p-value being at .024 only. In other 

words, it is marginally significant. The t-statistics of RT is -1.4 with p-value at 0.162 

which means it is not significant. The sign of RT coefficient is negative which is in 

accordance with the hypothesis. The collinearity is within bounds. All this analysis means 

that the combined impact of all the four identified determinants on ITV is significant but 

not so strong. It appears that the hypothesis H10 is supported but marginally. The results 
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of hypothesis testing regarding the combined impact of the determinant variables is 

summarized in Table 4.48 below: 

Table 4.48 
Summary of Combined Impact of the Identified Determinants – EM, IM, WM, RT 
 

No Description of Research 
Objective, Question or 
Hypothesis 

IV DV Adj. 
R2 

F Beta t Result 

H9: The combined impact of the 
determinant variables 
external motivation, internal 
motivation, word of mouth 
and perceived risk of travel 
is positive on the overall 
destination image. 

EM,  
IM,  

WM, 
RT 

OI 0.323 48.5 
(.000) 

+.325 
+.288 
+.139 
-.119 

6.3 
(.000) 

6.1 
(.000) 

2.8 
(.006) 
-2.7 

(.008) 

Supported 

H9a
: 

The combined impact of the 
determinant variables 
external motivation, internal 
motivation, word of mouth 
and perceived risk of travel 
is positive on the cognitive 
destination image. 

EM,  
IM,  

WM, 
RT 

CI 0.324 48.8 
(.000) 

+.307 
+.309 
+.110 
-.044 

6.0 
(.000) 

6.6 
(.000) 

2.2 
(.030) 
-.1.0 

(.326) 

Supported 

H9b
: 

The combined impact of the 
determinant variables 
external motivation, internal 
motivation, word of mouth 
and perceived risk of travel 
is positive on the affective 
destination image. 

EM,  
IM,  

WM, 
RT 

AI 0.135 16.6 
(.000) 

+.231 
+.149 
+.129 
-.185 

4.0 
(.000) 

2.8 
(.005) 

2.3 
(.024) 
-3.6 

(.000) 

Supported 

H10
: 

The combined impact of the 
determinant variables 
external motivation, internal 
motivation, word of mouth 
and perceived risk of travel 
is positive on the intentions 
to visit. 

EM,  
IM,  

WM, 
RT 

ITV 0.083 10.0 
(.000) 

+.162 
+.182 
+.049 
-.073 

2.7 
(.007) 

3.3 
(.001) 
.839 

(.024) 
-1.4 

(.162) 

Supported 

RO5 To determine the combined impact of identified determinants on the destination 
image and the intention to visit. 

Fulfilled 

RQ5 What is the combined impact of identified determinants on the destination image 
and the intention to visit? 

Answered 

Note 1: IV – independent variable, DV – dependent variable, EM – external motivation, IM – internal 
motivation, WM – word of mouth, RT – perceived risk of travel, ITV – Intention to visit, OI – overall 
destination image, CI – cognitive image, AI – affective image. Compiled from Tables 4.60, 4.61, 4.62 and 
4.63. 
Note 2: The t-values and their p-values (for significance level and given in brackets) follow the same order 
as the determinants i.e. the values belong to EM, IM, WM and RT from top to bottom. 
 



215 
 

 
If the Table 4.48 is to be relied upon, some very interesting facts come out which also 

clear some of the earlier doubts e.g. about perceived risk of travel. The results go beyond 

the existing literature and contribute to a better understanding of destination image and its 

determinants.  

The results in context of the hypothesis H9 are the most important. The adjusted R2 is high 

and significant. F value is high and significant. It means the hypothesis H9 is supported. 

The research objective regarding the combined impact of determinants is fulfilled and the 

research question is answered. However, if the Beta and t-values are considered, all the 

values are significant and the results are meaningful and clear earlier doubts. While the t-

values and p-values for external motivation and internal motivation are significant with p-

values at .000, the t-values and p-values for word of mouth and perceived risk of travel 

are also significant at .006 and .008 respectively. 

The Beta value for perceived risk of travel has correct negative sign as expected by 

hypothesis H7, which could not be supported for the individual impact of perceived risk 

of travel. This means that risk perception by itself does not add to any explanation but it 

adds to the explanation if combined with other determinants. It is interesting that the t-

values and p-values in case of perceived risk of travel are not significant while explaining 

the cognitive image and the intention to visit but are significant while explaining the 

affective image. It appears very logical because the implication is that the risk perception 

comes out as a determinant, jointly, in case of the destination image and the affective 

image, which itself represents feelings about the destination. 
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It was seen earlier that the external motivation (EM) and the internal motivation (IM) had 

significant contribution in explaining the destination image and the intention to visit. 

These two variables continue to play a significant role as joint determinants along with 

word of mouth (WM) and perceived risk of travel (RT). The t-value and p-value for the 

EM and IM are significant in all cases. The WM was found to be a significant determinant 

of the destination image as well as the intention to visit, individually. It was found to be a 

significant determinant of the destination image, jointly also, with t-values and p-values 

being significant. However, there is no impact on the intention to visit, when considered 

jointly with EM, IM and RT. 

 

4.5.6 The Mediating Impact of Destination Image on Intentions to Visit 

One of the major research problem was to assess the role of the overall destination image 

(OI) and all the components such as the cognitive destination image (CI) and the affective 

destination image (AI) with the intention to visit (ITV). The relationship could be either 

as a determinant established by other studies e.g. many recently conducted studies suggest 

that the destination image positively influences the intention to visit (Bigne´, Sanchez & 

Sanchez, 2001; Chen & Tsai, 2007). It means that the destination image is the most 

significant determinant. Further, some researchers (Jeong et al., 2009) suggest that both 

cognitive and affective images are the best predictor of visit intentions, rather than other 

variables e.g. sources of information and motivation to travel.  

In the light of such studies, it appears that the destination image could have the mediating 

impact on the relationship of cognitive image, external motivation, internal motivation, 
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word of mouth and perceived risk of travel with the intentions to visit. The hypothesis 

H11 covers the mediating impact of OI, whereas the variations H11a covers the mediating 

impact of CI and AI jointly. In other words, the destination image as overall destination 

image as well as in the form of its components cognitive destination image and affective 

destination image has a mediating influence on intentions to visit. 

The hypothesis H11 is taken first for discussion, which is the main interest of this study 

because it is comparable with most other studies on destination image. If OI is to be 

established as the mediator then it has to be established as a determinant first. Then, the 

other variables are added. If the addition of other variables has significant impact on the 

DV which is ITV, then OI is just a determinant, but if the addition of other variables does 

not have any significant impact on DV, then OI is definitely a mediator. The Table 4.49 

below shows the direct impact of OI on ITV. 

Table 4.49 
Individual Impact of OIITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), OI 
Model R R Square Adjusted R2 F-value Sig. 

1 .499 .249 .247 132.164 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant .833 .272  3.064 .002   
OI .826 .072 .499 11.496 .000 1.000 1.000 

 
 
From the Table 4.49, it is clear that the influence of OI on ITV is significant. The 

correlation coefficient 0.499 is high. The adjusted R-square value is 0.247. F-statistics is 

132.164, with p-value at 0.000, which means that regression equation is significant. The 
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t-statistics of the coefficient of OI is 11.496 and is significant with p-value being 0.000. 

That means the estimated value of influence of OI on ITV is significant. The collinearity 

is within bounds. The Beta, which is the standardized coefficient is 0.499, which means 

that OI is a strong determinant of ITV. The Table 4.50 below, shows the results about the 

influence of OI on ITV combined with the other determinants. 

Table 4.50 
Hypothesis 11 – Regression of EM, IM, WM, RT, OIITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), EM, IM, WM, RT, OI 

Model R R Square Adjusted R2 F-
value Sig. 

1 .501 .251 .241 26.382 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant .811 .295  2.753 .006   
EM .004 .066 .003 .056 .955 .581 1.720 
IM .049 .062 .042 .800 .424 .702 1.425 

WM -.019 .057 -.018 -.339 .734 .657 1.523 
RT -.013 .040 -.015 -.317 .751 .821 1.218 
OI .806 .088 .487 9.145 .000 .671 1.491 

 
The Table 4.50 clearly shows that OI is clearly a mediator. It is easy to see that in the 

presence of OI, the other variables EM, IM, WM, and RT have weak impact. The strength 

of the regression measured by the F-value has gone down compared to the regression with 

OI alone as independent variable. The collinearity is within the bounds (meaning < 10).  

It can be seen that the significance of t-statistics of OI remains high with p-value at .000 

whereas the t-statistics of all the added variables are totally insignificant with very low p-

values. The results in Table 4.45 support hypothesis H11 very convincingly that overall 

destination image has a mediating influence on the relationship of the determinants 
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external motivation, internal motivation, word of mouth and perceived risk of travel. 

These determinants seem to exercise their influence through overall destination image 

only. It is interesting to see if the results change if the overall destination image is broken 

into its components parts cognitive destination image and affective destination image. 

Again, first it is important to establish the whether they are determinants of ITV. The 

hypothesis H11a to test the mediating impact of the destination image when broken into 

components cognitive destination image (CI) and affective destination image (AI). The 

Table 4.51 shows the results of regression with CI and AI as determinants. 

Table 4.51 
Individual Impact of CI, AIITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), CI, AI 

Model R R Square Adjusted R2 F-
value Sig. 

1 .506 .256 .253 68.448 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant .900 .273  3.297 .001   
CI .438 .075 .279 5.848 .000 .826 1.211 
AI .372 .055 .322 6.767 .000 .826 1.211 

 
 
From the Table 4.51, it is clear that the influence of CI along with AI on ITV is significant. 

The correlation coefficient 0.506 is high. The adjusted R-square value is 0.253. F-statistics 

is 68.448, with p-value at 0.000, which means that regression equation is significant. The 

t-statistics of the coefficient of CI and AI are significant with p-value being 0.000. That 

means the estimated value of influence of CI and AI on ITV is significant. The collinearity 

is within bounds. The Beta, which is the standardized coefficient is 0.506, which means 

that CI and AI, together are strong determinants of ITV. The Table 4.52 below, shows the 
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results about the influence of CI and AI on ITV when combined with the other 

determinants. 

Table 4.52 
Hypothesis 11a – Regression of EM, IM, WM, RT, CI, AIITV (n=400) 
 
▪ Dependent Variable: ITV 
▪ Predictors: (Constant), EM, IM, WM, RT, CI, AI 

Model R R Square Adjusted R2 F-
value Sig. 

1 .509 .259 .247 22.868 .000 
Unstandardized 

Coefficients 
Standardized 
Coefficients t-

statistic Sig. 

Collinearity 
Statistics 

B Std 
Err Beta Tolerance VIF 

Constant .834 .294  2.840 .005   
EM .011 .065 .009 .162 .871 .580 1.725 
IM .065 .062 .055 1.051 .294 .691 1.447 

WM -.021 .057 -.020 -.375 .708 .656 1.524 
RT -.003 .040 -.003 -.064 .949 .809 1.236 
CI .404 .087 .257 4.639 .000 .786 1.273 
AI .368 .057 .319 6.509 .000 .614 1.628 

 
The Table 4.52 clearly shows that OI is clearly a mediator even if broken into components 

CI and AI. It is easy to see that in the presence of CI and AI, the other variables EM, IM, 

WM, and RT have weak correlation. The strength of the regression measured by the F-

value has gone down compared to the regression with OI alone as independent variable. 

The collinearity is within the bounds (meaning < 10). It can be seen that the significance 

of t-statistics of CI and AI remain high with p-value at .000 whereas the t-statistics of all 

the added variables are totally insignificant with very low p-values. The results in Table 

4.47 support hypothesis H11a very convincingly that overall destination image even if 

taken separately in the form of its components cognitive destination image and affective 

destination image, has a mediating influence on the relationship of the determinants 

external motivation, internal motivation, word of mouth and perceived risk of travel. 
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These determinants seem to exercise their influence through the components of 

destination image only. The results of hypothesis testing regarding mediation of 

destination or its components are summarized in Table 4.53: 

Table 4.53 
Analysis of the Mediating Impact of the Destination Image (DI) 
 

No Description of RO, 
RQ or Hypothesis 

IV MV DV Adj.  
R2 

F Beta t Result 

H11: The overall 
destination image has 
the mediating impact 
on the relationship of 
cognitive image, 
external motivation, 
internal motivation, 
word of mouth and 
perceived risk of 
travel with the 
intentions to visit. 

OI  ITV 0.247 132.2 
(.000) 

.499 11.5 
(.000) 

Supported 

EM,  
IM,  
WM, 
RT 

OI ITV 0.241 26.4 
(.000) 

+.003 
+.042 
-.018 
-.015 
+.487 

.06 
(.955) 

.80 
(.424) 
-.34 

(.734) 
-32 

(.751) 
9.2 

(.000) 
H11a: The cognitive 

destination image and 
the affective image, 
jointly, have the 
mediating impact on 
the relationship of 
cognitive image, 
external motivation, 
internal motivation, 
word of mouth and 
perceived risk of 
travel with the 
intentions to visit. 

EM,  
IM,  
WM, 
RT 

CI,  
AI 

ITV 0.247 22.9 
(.000) 

+.009 
+.055 
-.020 
-.003 
+.319 
+.257 

.16 
(.871) 
1.05 

(.294) 
-.38 

(.708) 
-.06 

(.949) 
6.5 

(.000) 
4.6 

(.000) 

Supported 

RO6 To assess whether the destination image has the mediating influence on the 
relationship of external motivation, internal motivation, word of mouth and 
perceived risk of travel with the intention to visit. 

Fulfilled 

RQ6 What is the mediating influence of the destination image on the relationship of 
external motivation, internal motivation, word of mouth and perceived risk of 
travel with the intention to visit? 

Answered 

Note 1: IV – independent variable, DV – dependent variable, MV – mediating variable, EM – external 
motivation, IM – internal motivation, WM – word of mouth, RT – perceived risk of travel, ITV – Intention 
to visit, OI – overall destination image, CI – cognitive image, AI – affective image. Compiled from Tables 
4.64, 4.65, 4.66 and 4.67. 
Note 2: The t-values and their p-values (given in brackets for assessing the significance level) follow the 
same order as the determinants i.e. the values belong to EM, IM, WM and RT from top to bottom. 
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The results shown in the Table 4.53 clearly show the mediating impact of the destination 

image both in the form of the overall destination image (OI) or as constituent parts – 

cognitive image (CI) and affective image (AI). 

The results in Table 4.53 should be seen in the perspective mentioned in the paragraph 

above. The relationship between the first level determinants and OI was seen and 

established in Table 4.48 under hypothesis H9. All the four independent variables EM, 

IM, WM, and RT were found to have significant impact on OI, meaning that the same are 

determinants of OI. The hypothesis OI, in turn, is seen to have very strong and significant 

impact on ITV as seen in the Table 4.53 under hypothesis H11. The adjusted R2 value is 

reasonably high at 0.247 and Beta which also represents correlation is 0.499, which can 

be deemed as high. The F value is very high and significant. The t-value is significant with 

p-value at .000. It means that OI is a strong determinant of ITV.  

Even after introducing the first level determinants EM, IM, WM, and RT, the relationship 

is not affected. The adjusted R2 value did not change much. The F value remained 

significant. But, what is noticeable is that while the t-value for OI remained high and 

significant at 100% level, the t-values of EM, IM, WM, and RT were all insignificant 

beyond doubt at any confidence level. This means that the impact of EM, IM, WM and 

RT is on the destination image (OI) and not on the intention to visit (ITV). It can be 

recalled that the even though hypothesis H10 about the direct relationship of EM, IM, 

WM, and RT with ITV was supported but the individual t-values of WM and RT were not 

significant. In short, it was a weak relationship.  
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The hypothesis H11a is tested in order to triangulate the result. If the mediating impact of 

the destination image (OI) is significant, then the mediating impact of its constituent 

components the cognitive image (CI) and the affective image (AI) should also be 

significant. The Table 4.53 shows that this premise holds ground because the identical 

results are achieved as in the case of hypothesis H11. All the t-values pertaining to EM, 

IM, WM, and RT are insignificant beyond doubt whereas the t-values pertaining to CI and 

AI, which are components of OI are significant. Therefore, it can be concluded that the 

destination image has the mediating impact on the intention to visit, calculated any way 

and beyond doubt. 

 

4.5 Summary and Conclusion 

In this chapter, the data analysis revealed that the variables external motivation, internal 

motivation, word of mouth and perceived risk of travel are strong determinants of 

destination image. However, the destination image has the mediating impact on the 

intention to visit. The identified determinants external motivation, internal motivation, 

word of mouth and perceived risk of travel exercise their influence on intentions to visit 

through destination image whether taken as overall destination image or even if taken as 

components of destination image, such as the cognitive destination image and the affective 

destination image. The next chapter discusses the findings by relating with the literature 

review. 
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CHAPTER FIVE 

CONCLUSION 

 

5.1 Introduction 

The previous chapter consisted of analysis of data obtained in the pilot study as well as 

the final data collection. The chapter demonstrated that the data collection methods were 

valid and reliable, the characteristics of the sample was representative of population from 

which it was drawn. The descriptive analysis also showed that the constructed scales 

resulted in continuous variables with normal distribution. Finally, the inferential analysis 

showed which hypotheses were accepted or rejected. 

In this chapter, it is imperative to go back to the beginning and compare the conclusions 

from the data analysis of the previous chapters with the research objectives and the 

research questions of this study. Therefore, in this chapter the discussion will center on 

whether the research objectives as outlined in the Chapter One were met or not. The 

discussion will also cover whether there were any limitations faced by this research. This 

will be followed by discussion on the theoretical or managerial implications contributed 

by the findings of the study to add to the body of knowledge. Finally, the discussion will 

cover the future path or, in other words, the suggestions for the future research. 
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5.2 Findings 

The success of the research is not whether all the hypotheses were accepted. The 

hypotheses could be accepted or rejected. But in both cases, the results are the net addition 

to the body of knowledge, which can guide the future research. In this section, the 

conclusions from the data analysis will be discussed again to assess whether research 

objectives set out in the beginning have been met and, further, what is implied by those 

conclusions and how those conclusions compare with the conclusions from the other 

studies, wherever possible. Earlier, in Chapter Two it was noted while discussing the most 

cited reviews of literature on destination image (Echtner & Richie, 1991; Pike, 2002), that 

the measurement of destination image is a highly complex task and there is a need of a 

conclusive study about the determinants of the destination image and the relationship of 

the destination image with the intention to visit. This section on findings discusses whether 

this was achieved by the present study. Before, starting a discussion on findings, the scope 

and assumptions are discussed briefly again in the next two sections even though the same 

was discussed in detail in Chapter One and Chapter Two.  

 

5.2.1 Assumption about Image and Intentions 

First the scope of this study was the popular destination Phuket. This research was actually 

inspired by the media reports on the loss of image by Thailand, especially the island 

destinations of the Southern Thailand. Therefore, the research started with the background 

that the destination image of Thailand took a big hit in 2014 and it was important to see 

whether it is a long term impact. Therefore, the research set out to evaluate the 
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determinants of the destination image. The low destination image affected tourism 

especially in the context of Thailand. The loss of arrival of tourists to the extent of 6.5% 

in 2014, compared to the previous year, was deemed to be the result of the deterioration 

of the destination image.  

Therefore, the prime objective of this research was to establish determinants of the 

destination image and the relationship of the destination image with the intentions to visit. 

Specifically, the objective was to establish how strong and durable is the impact of 

destination image on intentions of the international tourists to visit Phuket and whether 

there are any additional influences on the intentions to visit besides destination image. 

This study focused on Phuket because it is the most representative of the island 

destinations of the Southern Island. The answers provided by previous studies were not 

sufficient in terms of explaining the trends in Thai tourism. While it was admitted that the 

most crucial variable to explain the visit to destination is the destination image (Baloglu 

& McCleary, 1999; Chen & Tsai, 2007; Kim, Hallab & Kim, 2012) or that positive 

destination image can increase the likelihood of the visit (Assaker & Hallak, 2013). On 

the contrary, several studies pointed out to other variables also. Therefore, this study set 

out to explore in detail the relationship of the destination image with the intention of visit 

in the context of Phuket. 

While the first assumption was related to the place, the second assumption was related to 

the time dimension. While most of the studies used the destination image before the visit 

(Bigne, Sanchez & Sanchez, 2001; Chen & Tsai, 2007; Del Bosque & Martin, 2008; 

Prayag, 2009; Chen & Phou, 2013; Kim, Holland & Han, 2013), there were others who 

theorized that a positive image derived from positive travel experiences results in positive 
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evaluation of destination (Carlos, Da Silva & Salgueiro, 2014) which, in other words, 

means the destination image after the visit. Finally, there were those also who theorized 

that recognizing the characteristics of non-visitor images and their formation is important 

in order to understand images more widely (Phillips, & Jang, 2010; Cherifi et al, 2014).  

But, this study considered the destination image before the visit.  Logically, if the 

destination image is to be linked to the intentions to visit, it will be inappropriate to 

consider the destination image of the non-visitors who have no intentions. The responses 

may not be accurate or relevant. Similarly, since the relationship is with the intentions, the 

final image after the visit is also not relevant. That kind of post visit destination image 

could be linked to satisfaction and the loyalty behavior but not with the intentions to visit. 

The earlier literature surveys of Echtner and Richie (1991) and Pike (2002) analyzed the 

content and not the timing. The mini survey of the literature presented in Table 2.7 

demonstrates that the destination image before the visit is what is considered mostly in 

the literature and the same was used to explain the intention to visit. Therefore, the 

findings in the forthcoming sections should be interpreted considering the assumptions 

about the place and time i.e. place as Phuket and time as before the intended visit. 

 

5.2.2 Reliability and Validity of Destination Image Measurements 

While the first two assumption were related to the place and time dimensions, another 

assumption discussed in this section is about the measurement of the destination image. 

The destination image was referred to, by some researchers, as quality of experience 

(Baloglu & McCleary, 1999) while there are other researchers who referred to destination 

image as emotional thoughts, knowledge and prejudices (Lawson & Baud Bovy, 1977) 
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and some others assumed that the destination image consists of ideas, views, impressions 

or beliefs (Crompton, 1979; Fakeye and Crompton, 1991; Beerli & Martin, 2004). The 

literature review showed a discordance about the definition, which was partially 

summarized in Table 2.3. 

However, it was admitted, generally, that destination image is a complex 

multidimensional concept (Dichter, 1985; Echtner & Richie, 1991; Pike, 2002). Possibly, 

these diverse definitions led to multiple measurements of destination image though mostly 

based on the attributes of the destinations such as beautiful landscapes, shopping 

opportunities, infrastructure, activities, cultural exchange (Kim, 2014) and only a few 

studies were based on both attributes as well as the feelings about the destination (Giraldi 

& Cesareo, 2014).  

Many researchers agreed that there could be two components of destination image – a 

cognitive destination image based on the tourist’s rational thinking and affective image 

based on the tourist’s emotional feelings (Moutinho, 1987; Dobni & Zinkhan, 1990; Dann, 

1996, Lin, Duarte, Kerstetter & Hou, 2007). The literature also suggests that these two 

images – cognitive and affective are inter related (Holbrook, 1978: Anand, Holbrook and 

Stephens, 1988, Stern & Krakover, 1993; Ryan & Cove, 2007). Some of the researches 

that were conducted in Spain (Martin & del Bosque, 2008), in Taiwan (Chen & Tsai, 

2007) and in Germany (Stylidis, Terzidou & Terzidis, 2008), just focused on analysis of 

the components of the destination Image. Review of all these studies revealed that there 

is an overlap among varied definitions of cognitive destination image and affective 

destination image e.g. “atmosphere” is considered as both cognitive as well as affective 

image item.  Another difficulty was with measurement differences. Even the terms used 
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are same. A standardized measurement or scale was out of reach because the numbers of 

attributes taken by the researchers were not the same. It has not been established in the 

literature how many attributes of cognitive destination image should be there or, for that 

matter, how many attributes of the affective destination image should be there. The 

discussion in Chapter Two highlighted this problem of different measures and samples 

were shown in Table 2.5 (titled Measures of Cognitive and Affective Components of the 

Destination Image). This is the reason, various researchers have been taking different 

number of attributes in the overall destination image scale, which was also discussed in 

Chapter Two and shown in Table 2.4 (titled Number of Image Attributes Taken by 

Various Studies).  

This research addressed this problem of definition and measurement by following a 

rigorous validation of the items of all the variable scales. A list of 28 items measuring 

cognitive image and another list of 20 items measuring affective image was derived from 

the existing studies. Then the content was supported with the help of experts, which has 

been discussed in Chapter Three.  The derivation was shown in Table 3.2 (titled 

Development of Measures for the Variables of Interest). Based on the experts’ advice, a 

list of 18 items for measuring cognitive image and a list of 9 items for measuring affective 

image was finalized. This content validity was followed by establishing the reliability and 

the construct validity through a pilot study.  

After the pilot study, a fairly robust scales were derived for both affective destination 

image consisting of 7 items and for cognitive destination image consisting of 14 items. 

The finding of this study was that the reliability and validity analysis of items comprising 

the affective image in the pilot study and the confirmatory reliability and validity analysis 
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of the same items in the context of Phuket. The analysis not only showed that the items 

could be reduced but also showed what was important for the tourists when they go to 

Phuket e.g. the dimensions that yielded acceptable results were exciting-boring, arousing-

sleepy, pleasant-unpleasant, trustworthy-untrustworthy, beautiful-ugly, friendly-

unfriendly and ethnic culture-no culture. It is interesting that some of the items of scale 

rejected were about relaxation, exoticness, peace, crowdless spaces, fashion, pollution, 

cleanliness, reputation, adult orientation, safety and affordability.  

A similar analysis was done for the cognitive destination image (CI). However, an 

important finding was that the cognitive image of facilities available at destination such 

as shopping opportunities, hotels, infrastructure, transport, signage, night life and quality 

of service and the cognitive image of attractions consisting of items like beach, sea, 

biodiversity, adventure, weather, culture and luxury were pulling the overall cognitive 

destination image in two different directions. Therefore, the finding of this study was that 

the cognitive image was not one image but actually two distinct images, namely the 

cognitive image of facilities and the cognitive image of attractions. Therefore, this finding 

has important implication for the future destination image research. 

The items that got rejected in the cognitive destination image were pollution free 

atmosphere (which was rejected in the case of affective image also) and the gambling. 

Obviously, Phuket is not the place for gambling. The other items that were eliminated due 

to the factor loading were affordability, value for money, crime free atmosphere, modern 

high tech facilities and sports apart from beautiful landscapes and water sports.  
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The finding of this study was the knowledge of what the tourists were looking for in 

Phuket and of what they were not looking in Phuket. Further, the finding of this study is 

that the long term image of Phuket may be difficult to deteriorate. This is also proven by 

the fact that the tourists arrivals increased in 2015 despite all the bad propaganda in 2014 

which was highlighting safety concerns and assuming that tourists go to an island 

destination for relaxation, peace and to avoid crowds. Whatever be the motive of such bad 

publicity in 2014, there was no impact on tourists and the tourists’ arrivals bounced back 

in 2015 and the increase in number of tourists was one of the highest after the turn of the 

century. The results indicate that the tourists were not looking for relaxation, peace and 

quiet but were looking for the activities. 

The findings or conclusions about the destination image and its components was not part 

of the main research objective but constitute side results while attempting to answer the 

main research questions. It was important to bring them into this section on findings 

because these results have important bearing on the main findings. 

 

5.2.3 Choice of Determinants 

The previous researches have been more concerned with using destination image as an 

independent variable or a mediating variable to explain tourist behavior, the tourist 

loyalty, and tourist satisfaction and some other criterion variables, rather than finding out 

what are the antecedents of the destination image.  

A partial summary of these studies was presented in Chapter Two.   The number of studies 

that used destination image as a dependent variable were limited. The lack of studies on 

the determinants of destination image may be due to the trust in the motivation theory 
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(Lopes 2011), which explains that the motivation – internal or external, has the major 

influence on the destination image.  

However, there have been studies where the determinant factors of destination image are 

discussed. In most of these studies, it was assumed that motivation is the only factor that 

determines the destination image. In the few empirical studies (Baloglu & McCleary, 

1999; Beerli & Martin, 2004), it has been concluded that the two main determinants of 

destination image are the internal motivation of the tourists, arising from characteristics 

of tourists, and the external motivation in the form of the stimulus factors such as 

information sources, pervious experience or opinions of the family and friends (Martin & 

del Bosque, 2008). A majority of studies emphasizes the importance of tourists’ 

motivation based on the concept of push motivation (psychological needs) and pull 

motivation (attractions of the destination) in choosing vacation destination choices 

(Crompton, 1979; Dann, 1977; Moutinho, 1987; Govers, Go and Kumar, 2007; Kim, 

Holland & Han 2013; Chen, Bao & Huang 2014).  

The findings of this research confirm that the theory that destination attributes are the 

motivating factors to the tourist’s decision process because they often are the reason to 

visit a particular place or a destination (Goh 2012; Solnet et al 2014) may not be correct. 

The destination attributes in absence of advertising or marketing may not be able to attract 

tourists. The destination marketing, which Gartner (1993) called overt inducement or first 

level change from organic image to induced image, is an essential part of the destination 

image formation process. The essential impact of marketing is that it makes the 

information available to the tourists, primarily, to arouse the specific needs of the tourists 

(Rodriguez et al, 2009). This activity of marketing and advertising provides the external 
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motivation. This was realized in this research where the marketing impact has been used 

to derive external motivation rather than treating destination attributes as external 

motivation.  

This research also considered whether it is enough to have just two variables - external 

and internal motivation. The findings from this research confirm that individually, these 

two variables explain approximately just half of the variation in the destination image. 

The marketing theory or the consumer behavior theory talks about the existence of an 

influencer in a purchase decision. The findings of this research is that the motivation 

theory of the destination image needs to be supplemented with the marketing theory. The 

direct marketing influences the external motivation while indirect marketing through 

social media and social groups influences the tourists through word of mouth. With the 

progress of digital world, so much information is available to the tourists that it is safe to 

presume that the tourists should be wanting to validate or confirm the information. Word 

of mouth from the influencers, in the form of interpersonal communication, who are the 

people tourists trust could exercise a strong influence on the destination image or the 

intentions to visit. The role of word of mouth as a supplement of the external and internal 

motivation is also one of the main findings of this study. The data analysis in Chapter Four 

confirms this finding. 

The findings of this study can be compared with the historically important study of Chon 

(1991) which put pull factors into three categories: 1) static factors, which include the 

natural landscape, the climate, historical and cultural attractions; 2) the dynamic factors, 

which include accommodation, catering, entertainment, access, political conditions and 

trends in tourism; and 3) current decision factors, which include the marketing of the 
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region and prices in the destination. The findings of this research is that the static factors 

are part of the cognitive destination image of attractions, whereas the dynamic factors are 

part of favorable or unfavorable cognitive destination image of facilities and the perceived 

risk of travel. The last part of Chon’s (1991) conclusion about the current decision factors 

is actually the marketing effort that is part of the external motivation. This is also a fact 

that destination attributes in absence of advertising or marketing may not be able to attract 

tourists. The destination marketing, which Gartner (1993) called overt inducement or first 

level change from organic image to induced image, is an essential determinant. Therefore, 

destination marketing has direct correspondence with the external motivation. Without 

marketing, the static and dynamic attributes may not have any meaning to the tourists.  

Finally, while choosing the determinants on the theoretical basis, the risk factors were also 

considered. The assumption was that while there are pull factors in any destination, there 

should be repelling factors also. There were some studies to substantiate this choice. For 

example, according to Floyd & Gray (2004) one of the important concept in tourist 

decision-making is the risk perception. Many studies highlighted the fact that apart from 

destination image, intention to visit also gets influence by perception of safety and security 

and travel constraints (Rittichainuwat, 2001; Mayo & Jarvis, 1981; Chen, Hua & Wang, 

2013). The events like war, protests, terrorism have prompted researchers to consider 

perceived travel risks as one on the key variables in the tourism research (Wolff & Larsen, 

2014).  

Therefore, the choice of determinants of the destination image and the intention to visit 

considered the motivation theory, marketing theory and the risk perception theory. All the 
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subsequent sections discuss the findings related to these choices individually and 

collectively. 

 

5.2.4 External Motivation as an Individual Determinant 

The first research objective was to evaluate whether external motivation has any 

individual influence on the overall destination image, the cognitive destination image, the 

affective destination image and the intentions to visit. Accordingly, the research question 

was what is the individual impact of external motivation on the overall destination image, 

the cognitive destination image, the affective destination image and the intentions to visit? 

Therefore, essentially, there were two hypotheses. Hypothesis H1 was about the external 

motivation as a determinant of the destination image and its components like cognitive 

destination image and affective destination image, whereas Hypothesis H2 covered the 

relationship between the external motivation and the intention to visit. 

The findings of this study was that the external motivation is a determinant of both the 

destination image and the intention to visit. That fulfils the research objective set out 

earlier. However, at the same time, it can be seen that, in case of the affective image and 

the intention to visit the destination, the values of all coefficients were low even though 

significant. The values are better for the overall image and the cognitive image. This 

implies that the primary impact of external motivation is on cognitive image and not on 

affective image. Most of the studies (Goosens, 2000; Lopes, 2011; Chen, Chen & Lee, 

2011; Kluin & Lehto, 2012; Chen, Bao & Huang, 2014) considered the overall destination 

image and did not analyze the impact of external motivation on components of the overall 

destination image, namely the cognitive image and the affective image. Since, the impact 
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of the external motivation on the cognitive image is the strongest and the cognitive image 

is also the component of the overall image, the impact of external motivation on the overall 

image is also the strongest.  

So, it is easy to conclude that the destinations need to market their attractions aggressively 

to boost the external motivation which will work its way through the cognitive destination 

image of the tourists and eventually, through overall destination image to boost the 

intention to visit.  

 

5.2.5 Internal Motivation as an Individual Determinant 

The second objective was to evaluate about the role of internal motivation in explaining 

the overall destination image, the cognitive destination image, the affective destination 

image and the intentions to visit. Accordingly, the research question posed was what is 

the individual impact of internal motivation on the overall destination image, the cognitive 

destination image, the affective destination image and the intentions to visit?  

The findings of this study suggest that even internal motivation seems to be favoring 

cognitive destination image in the same manner as the external motivation. The internal 

motivation is seen to have the maximum impact on the congnitive destination image and 

not on affective destination image. The impact on overall image is seen as high, which 

may be because the cognitive image is a constituent component. Even though all the 

results are significant and the research objectives are fulfilled as well as the research 

questions are answered in case of all the criterion variables, the conclusion in the light of 

data analysis is that the primary impact of internal motivation is on cognitive image. The 

impact on affective destination image and the intentions to visit is not so strong.  
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The internal motivation in this research consists of the needs such as adventure, 

excitement, relaxation and discovery. These internal needs or internal motivations have 

direct impact on the cognitive image in a manner similar to the external motivation. These 

needs of the tourists seem to link directly with the cognitive image which is based on the 

list of facilities and attractions and seem to be impacting only overall image or cognitive 

image. The impact of internal motivation on overall destination image is because cognitive 

destination image is a component of overall destination image, which explains the 

mechanism of the influence of the internal motivation better than the most earlier studies 

(Goosens, 2000; Lopes, 2011; Chen, Chen & Lee, 2011; Kluin & Lehto, 2012; Chen, Bao 

& Huang, 2014), which refer to the internal motivation as the push factor.  

 

5.2.6 Word of Mouth as an Individual Determinant 

The next research objective was to assess whether word of mouth is a determinant of the 

overall destination image, the cognitive destination image, the affective destination image 

and the intentions to visit. The research question was what is the individual impact of word 

of mouth on the overall destination image, the cognitive destination image, the affective 

destination image and the intentions to visit?  

The finding of this study is that the positive word of mouth is a determinant of all the 

forms of destination image, namely the overall destination image, the cognitive 

destination image, and the affective destination image as well as the intention to visit. 

However, the impact is not as strong as the external motivation and the internal motivation 

as seen by lower adjusted R2 values as well as lower F, t-values. Another finding is that 

unlike in the case of the external motivation and the internal motivation, where the impact 
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of the determinant on the overall destination image was through the cognitive destination 

image, the impact of word of mouth is marginally higher on the overall destination image 

compared to the cognitive destination image. However, as in the case of the external 

motivation and the internal motivation, the impact of the word of mouth on the affective 

image and intention to visit is considerably weaker, even though significant. 

These findings agree with some of researches, which had established that the needs of the 

tourists can also be influenced by the recommendations or word of mouth from the trusted 

friends and relatives (Tocquer & Zins, 2004; Lopes, 2011). In other words, the 

recommendations make the tourists’ needs stronger. For example, a sun lover tourist may 

have an internal need to go to a relaxing and sun bathing beach or island but still may be 

just thinking about it. However, when his/her friend or spouse or a close relative 

recommends that Maldives is an amazing relaxing and sunbathing destination, the internal 

needs of the tourist is aroused and made stronger. Since word of mouth refers to the idea 

of person to person conversation between consumers about a product or a service (Sen 

and Lerman, 2007), a recommendation from others or word-of-month is the most powerful 

force in the context of destination and the destination image (Kim & Hardin, 2010). The 

word of mouth can increase the level of perceived trust and reduce perceived risk (Yun 

Lu, Yin Wu & Hui Chen, 2014; Zhang, Zhang & Law, 2014). In short, word of mouth 

acts as an endorsement to the intrinsic beliefs of the tourist. The same is the finding of this 

research. 
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5.2.7 Perceived Risk of Travel as an Individual Determinant 

The fourth research objective was to evaluate whether perceived risk of travel is a 

determinant of the overall destination image, the cognitive destination image, the affective 

destination image and the intentions to visit. Perceived risk of travel is the belief that it is 

unsafe to travel to certain destinations e.g. the tourists may be likely to be aim of terrorism 

in places such as Syria. Perceived risk acts as a deterrent for the travel program and could 

have negative impact on destination image.  The research question was what is the impact 

of perceived risk of travel individually on the overall destination image, the cognitive 

destination image, the affective destination image and the intentions to visit?  

The finding of this study was that all the hypotheses pertaining to the individual impact 

of the perceived risk of travel are not supported. None of the values emerging from the 

statistical analysis were found significant. The F and t-value is significant in the case 

where perceived risk of travel is used to explain cognitive image but the Beta has a wrong 

sign. In short, it means that, in context of Phuket, the perceived risk of travel did not have 

any impact on either the destination image or the intention to visit. Hence, the research 

objective to find an individual impact of perceived risk of travel is not fulfilled. 

This finding is not in agreement with some of the other studies e.g. according to Floyd 

and Gray (2004) one of the important concept in tourist decision-making is the risk 

perception. Many studies highlighted the fact that apart from destination image, intention 

to visit also gets influence by perception of safety and security and travel constraints 

(Rittichainuwat, 2001; Mayo & Jarvis, 1981; Chen, Hua & Wang, 2013). The events like 

war, protests, terrorism have prompted researchers to consider perceived travel risks as 

one on the key variables in the tourism research (Wolff & Larsen, 2014). Furthermore, 
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many previous studies focused on a particular dimension such as terrorism, political 

instability, crime, pollution, health concerns and so on (Wang, et al, 2010). 

But in this research, perceived risk of travel does not seem to have any impact on the 

intention to visit. Thailand has been witnessing, the acts of terrorism and crime e.g. on 

17th August 2015, a bombing took place inside the Erawan Shrine at the Ratchaprasong 

intersection in Pathum Wan District, Bangkok, Thailand, killing 20 people and injuring 

125 (Bangkok Post, 2015). Earlier, the military coup during May 2014, after months of 

political unrest against then Prime Minister Ms. Yingluck, had an impact on tourism 

because the number of tourists dropped in 2014. Thailand had a target of 10% growth in 

2014 over the 2013 level but it could not be achieved due to political instability, 

demonstrations and a military coup (Ebbighausen, 2014).  

In spite of all this the perceived risk of travel did not have impact either on the destination 

image in any of its forms like the overall destination image, the cognitive destination 

image, the affective destination image or the intention to visit. The finding of this study is 

that perceived risk of travel does not have an impact on the destination image of Phuket.  

This finding is supported by some earlier studies. According to Wolff and Larsen (2014) 

who examined the effect of the July 22nd, 2011 in Oslo regarding short and long-term risk 

perceptions and worries among tourists, the risk perception and worries were relatively 

low in the long run.  Sonmez and Graefe (1998) found that perception of risk was a good 

predictor of avoidance of a particular destination compared to planning to visit one. It is 

important to distinguish travel constraints from the perception of risk, though the effect 

might be same (Chen, Chen & Okumus, 2013). Instead of perceived risk of travel 
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influencing the destination image, the destination image could mediate the impact of 

perceived risk of travel as was found in one study on Japan (Chew & Jahari, 2014). 

To summarize, the discussion in the previous paragraph implies that the perceived risk of 

travel may not have a long term impact and it is important to distinguish the travel 

constraints and the perception of risk. The finding of this study confirmed that the 

perceived risk of travel did not affect the destination image or the intention to visit in case 

of Phuket. It implies that there is a need to look deeper and evaluate if the perceived risk 

of travel has individual impact in the long term or, in other words, is it possible for a good 

destination image to be tarnished by one or two events.  

 

5.2.8 Combined Impact of Identified Determinants 

The fifth research objective was to determine the combined impact of identified 

determinants, such as the external motivation, the internal motivation, word of mouth, and 

perceived risk of travel on the overall destination image, the cognitive destination image, 

the affective destination image and the intentions to visit. Accordingly, the research 

question posed was what is the combined impact of identified determinants on the overall 

destination image, the cognitive destination image, the affective destination image and the 

intentions to visit? The hypothesis H9 and its variations covered the relationship between 

the combined impact of the identified determinants the external motivation, the internal 

motivation, the word of mouth and the perceived risk of travel on the destination image in 

all it’s three forms – overall destination image as well as the components cognitive 

destination image and affective destination image, whereas hypothesis H10 covered the 

impact of these variables on the intention to visit. 
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The findings in this study is that hypothesis H9 is not only supported but all the 

coefficients, F-values and t-statistics are significant and the results are meaningful and 

clear earlier doubts. For example, the coefficient for perceived risk of travel has correct 

negative sign as expected by the hypothesis H7, which could not be supported for the 

individual impact of perceived risk of travel but in hypothesis H9 and in case of joint 

impact, the expected result is achieved.  

It was seen earlier that the external motivation and the internal motivation had significant 

contribution in explaining the destination image and the intention to visit. These two 

variables continue to play a significant role individually but also as joint determinants 

along with the word of mouth and the perceived risk of travel. The coefficients of the 

external motivation and the internal motivation are significant in all the cases. Whereas, 

in the case of word of mouth, the finding is that it is a significant determinant of the 

destination image as well as the intention to visit but the impact is weak compared to the 

external or internal motivation.  

Finally, the findings of this study is that the perceived risk of travel, in case of the joint 

impact of all the identified variables, has a significant negative impact on the overall 

destination image but does not have any significant impact on the intention to visit a 

destination. This means that risk perception does not add to any explanation individually 

but adds to the explanation of the overall destination image if combined with other 

determinants. Then, another finding is that the even in joint impact case, the perceived 

risk of travel works its way through the affective destination image because its impact on 

affective image, if considered jointly, is highly significant whereas its impact on the 

cognitive destination image is not significant. Therefore, the impact of the perceived risk 
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of travel on the overall destination image is significant because the affective image is an 

important component of the overall destination image.  

So the conclusion is that the joint impact of the identified determinants, namely external 

motivation, internal motivation, word of mouth, and perceived risk of travel is significant 

on the overall destination image and confirms the theory that external motivation, internal 

motivation, and a positive word of mouth have positive impact whereas perceived risk of 

travel has a negative impact. The joint impact of the all the four determinants on the 

intention to visit is also significant but low. It was also found that perceived risk of travel 

had no impact on the intention to visit. In order of importance, the most important 

determinant is external motivation, followed by internal motivation and then followed by 

word of mouth. The perceived risk of travel was the least important in terms of 

significance. 

 

5.2.9 Mediating Impact of Destination Image (DI) 

The last but the most important research objective was to assess whether the overall 

destination image as a whole or by its components such as the cognitive destination image 

and the affective destination image have the mediating influence on the relationship of 

external motivation, internal motivation, word of mouth and perceived risk of travel with 

the intention to visit. The resultant research question was whether the overall destination 

image by itself or through its components - the cognitive destination image and the 

affective destination image has the mediating influence on the relationship of external 

motivation, internal motivation, word of mouth and perceived risk of travel with the 

intention to visit? This was the essence of the hypothesis H11. 
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The mediating variable is the entity that has a strong contingent effect on the relationship. 

It means the mediating variable modifies the original relationship (Sekaran & Bougie, 

2009). From the hypothesis testing perspective, the previous section reported the finding 

that this research which established a relationship between the external motivation, the 

internal motivation, the word of mouth, and the perceived risk of travel as the determinants 

and the overall destination image as the dependent variable. Further to that finding, the 

section 4.6.6 in the previous chapter also reported the results that the overall destination 

image is a strong determinant of the intention to visit. Finally, the relationship between 

the first level determinants the external motivation, the internal motivation, the word of 

mouth, and the perceived risk of travel on the intention to visit was tested in the presence 

of the overall destination image because according to Sekaran and Bougie (2009, p.77), 

“The mediating variable surfaces as a function of the independent variable (s) operating 

in any situation, and helps to conceptualize and explain the influence of the independent 

variables (s) on the dependent variable”. Bringing this conclusion to this research, it can 

be said that the overall destination image surfaces as a function of the four identified 

determinants, namely the external motivation, the internal motivation, the word of mouth 

and the perceived risk of travel and helps to conceptualize and explain that the influence 

of these variables on the intention ot visit. 

Accordingly, the finding of this research is that the role of the overall destination image 

is the most important determinant of the intention of visit and acts as a strong mediator 

between the all positive and negative motivations, meaning external motivation, internal 

motivation, word of mouth as positive motivation and perceived risk of travel as the 

negative motivation, and the intention to visit. This finding supports number of earlier 
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studies, which were summarized in Table 2.8 earlier, that accepted that the destination 

image mediated the impact of other variables (Chen, Hua & Wang, 2013; Noh & Vogt, 

2013; Alvarez & Campo, 2014; Carlos, Da Silva & Salgueiro, 2014). 

 

5.3 Limitations 

The only limitation was that this destination image research could have been more 

complete if the moderating impact of demographical variables such as age, gender, 

income, family size, profession, etc. could have been studied. This could not be done 

because, as such, the research framework was very complex. Adding another complexity 

could not have been handled easily without increase in the time limit of the research. 

Therefore, the impact of the demographic variables was never made an objective and kept 

out of the scope of the present research. However, this limitation lights up the path for 

future research wherein the moderating impact of the demographical variables can be 

added to the present research framework, which has already been tested and proven. 

There was no other limitation for this study, as such. The only limitation of this research, 

if it can be called limitation, was that there could be some inherent geographical bias by 

selecting a single destination, which was not be possible to remove. This can be referred 

to as the limitation of the scope or coverage. The scope of this research was limited to the 

international tourists visiting island destinations of Southern Thailand only.  There are 

number of tourist destinations in Southern Thailand, such as Phuket, Krabi, Trang, Ko 

Lanta, Ko Lipe, Satun, Songkhla, Ko Samui, Ko Phangan, Chumpon, and a few others. 

Among the island destinations, the study was limited to Phuket only. The reason was that 
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maximum numbers of tourists intending to visit island destinations come to this 

destination. Therefore, the visitors for Phuket could be found without much efforts. 

Further, the tourists who land at Phuket typically visit nearby islands also e.g. tourists 

visiting Phuket visit beach destinations of Phang Nga, Krabi and other island. Therefore, 

Phuket is the most important of the island destinations of the Southern Thailand and is 

almost a transport hub for most of the other islands of Southern Thailand. However, this 

paves way for the future path of destination image research. 

5.4 Implications and Significance 

This study has provided important contributions not only theoretically but also there are 

managerial and practical implications also. The practical implications are discussed first 

in the next section because it was the practical need which inspired this study. 

5.4.1 Theoretical Contributions 

The study has contributed to the theoretical understanding of the determinants of the 

oveall destination image and its mediating relationship with the intention to visit. The 

study showed that the existing theories like motivation theories or marketing theories are 

not sufficient to provide the complete choice of determinants. These theories need to be 

modified in the light of rise of social media and travel risks. The word of mouth and 

perceived risk of travel are the important determinants which need to be added to the 

earlier “push” and “pull” factors theory to study either destination image or intentions to 

visit a destination. This research agrees with previous studies that external motivation 

constitutes a pull factor that originates from marketing and affects the intention to visit 

and the overall destination image and all its components. But adds to the understanding 
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that the primary impact of external motivation is on the cognitive image and not on overall 

image or affective image. The impact on other variables – overall image, affective image, 

intention to visit, is transmitted through cognitive image only. Still, it is easy to conclude 

that the destinations need to market their attractions aggressively to boost the cognitive 

image among the tourists. 

This research showed that the word of mouth is as important determinant of destination 

image as the external motivation and the internal motivation.  Word of mouth acts like a 

covert inducement, which transforms original organic image into an induced image just 

before the travel which was earlier pointed out in a discussion in Section 2.3.3. In other 

words, it is the final trigger in formation of a destination image as well as in the intention 

to visit. The research also showed that the perceived risk of travel as an individual 

determinant of destination image has no role but has a significant role as joint determinant 

of destination image along with other positive motivations. This research showed that 

while positive motivations exercise their impact through the cognitive image, the 

perceived risk of travel exercises its impact through the affective image component of the 

overall destination image. The research also showed that perceived risk had a no long term 

impact on the intention to visit, either individually or jointly 

Earlier, a vast majority of the studies relied on the theory of planned behavior (Ajzen, 

1991) or the theory of reasoned action (Fishbein & Ajzen, 1975) to explain intentions. The 

conclusion reached in the present research that the overall destination image has the most 

prominent impact on intention to visit is validated by the findings from theory of planned 

behavior based studies as well (Lam & Hsu, 2006; Jalilvad & Samiei, 2012; Nicoletta & 

Servidio, 2012; Lertputtarak, 2012; Papadimitriou et al, 2013) which have shown that the 
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destination image affects the attitude subjective norm as well as behavioral control 

(Jalilvand & Samiei, 2012) so it can be concluded that the destination image is the ultimate 

determinant of the intention to visit, instead of attitude, subjective norm and behavioral 

control. 

5.4.2 Practical and Managerial Implications 

The managerial implication is that this study has provided a clear cut guidelines for the 

destination understanding of the destination image, its importance and how to manipulate 

the destination image in the context of Phuket, which can be used by the Thai government 

to manage not only Phuket but other destinations as well. These guidelines can be 

benchmarked for any other destination trying to manage the destination image.  

To recapitulate, the loss of image of Thailand as a tourist destination was mentioned by 

World Economic Forum (WEF) in a report (Blanke & Chiesa, 2013). The report showed 

that Thailand dropped by two position in worldwide rankings in 2014. The WEF report 

further concluded that some of the issues that were responsible for the Thailand’s drop in 

ranking were political unrest in Southern Thailand and crimes against the tourists. The 

most glaring example given was the foreign travel advisory related to Thailand by the 

Government of UK (Government of UK, 2014) which stated that western tourists 

including British nationals were the victims of vicious and unprovoked attacks in islands 

in the southern part of Thailand.  

Not only that, Thailand had a target of 10% growth in 2014 over the 2013 level but it 

could not be achieved due to political instability, demonstrations and a military coup 

(Ebbighausen, 2014). The impact was seen by a reduction in international tourists by 
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almost 2 million or 6.54% of 2013 level. The tourism traffic decreased from all parts of 

world substantially e.g. there was 8.5% decrease in tourists from South Asia, 7.4% and 

8.3% decrease in tourists from Oceania (Australia and New Zealand) and East Asia and 

between 5-6% decrease from America and Middle East. It appeared that Thailand was 

suffering the loss of the destination image which would have the long term impact on the 

tourist arrivals in Thailand. 

But during 2015, the tourist arrivals bounced back by a substantial 20.44% or 

approximately additional 5 million, in a single year. This research has provided a plausible 

explanation of how increase in tourist arrivals could have taken place in spite of the events 

of the year 2014. The answer was provided by the finding of this study that perceived risk 

of travel had no impact on the intention to visit in the case of Phuket. Even some other 

studies pointed out that it is important to distinguish the perception of constraints from the 

perception of risk, though the effect might be same (Chen, Chen & Okumus, 2013). All it 

means that the year 2014 was considered as constraints and not as risk by the tourist 

arrivals. This is evident from the results of this study. The events of 2014 only constrained 

the tourists but the destination image did not change. The perceived risk of travel did not 

have strong impact on the destination image or the intention to visit. Therefore, after the 

constraints were gone e.g. Thai government ensuring safety of tourists and also controlling 

crime, the tourist inflow bounced back. This explains the 20.44% rise in tourist arrivals in 

2015 compared to decrease of 6.54% in the previous year (refer Table 1.3). This also 

explains the fact that the popular destinations like Phuket, Krabi, Ko Samui and Chiang 

Mai were never affected in spite of all the mentioned events (refer Table 1.1). 
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In fact, the finding of this study is that the overall destination image for Phuket is quite 

good which should have long term positive impact on the intention to visit Thailand. Some 

of the bad news about Phuket would not affect tourists. The feelings about or the affective 

image of Phuket is not that it is a relaxing island destination but that it is an exciting and 

arousing destination. Phuket is considered by the tourists as a destination which is 

beautiful, pleasant, friendly, trustworthy and having various ethnic cultures. The affective 

image of Phuket had standard deviation of less than 1 and a mean value of 3.7 and mode 

value of 4 (maximum number of responses) shows that affective image of Phuket is quite 

positive, meaning that international tourists have good feelings and a good image of 

Phuket. 

 

5.5 Suggestions for Future Research 

This research points to various paths for the future research. For example, it will be 

interesting to do a follow up study.  There could be temporal bias because the customer 

preferences change overtime. Therefore, the theory proposed in this research could be 

substantiated by the future similar researches only.  

Another suggestion is to repeat a similar study capturing the moderating impact of 

demographical variables such as age, gender, income, family size, profession as well as 

the socio cultural and ethnic variables. It will be interesting to see if the same findings 

hold good for different demographic and socio-ethnic variables. This could not be done 

during this study because as such the research framework was very complex. Adding 

another complexity could not have been handled easily without increase in the time limits 

and the resource limits of the present study.  



251 
 

The final suggestion for the future studies is that the same framework in different 

geographical locations. Phuket was a beach destination. It may be theoretically interesting 

to undertake a similar study for equally important hill destination like Chiang Mai or a 

city destination like Bangkok. The theory proposed in this research will become universal 

if the similar studies in different global destinations in different countries in different parts 

of the world. 

In short, the suggestions for future studies is to validate this research geographically, 

temporally and after incorporating demographic and ethnic variables. In fact, one could 

build a full model with various relationships using structured equation modelling 

techniques. 

 

5.6 Concluding Summary 

To summarize the present research was able to explain that the long term destination 

image is the most influential variable in context of manipulating intentions to visit to a 

destination. It further showed that if the destination image is positive and stable, then the 

short term events can not affect it as was seen in case of Thailand. The research attempted 

to find a standard definition and measurements of the destination image. For example, the 

research resulted in a destination image scale, which can be supported by the future similar 

studies. The study has also enhanced the theory of motivation to include word of mouth 

and perceived risk of travel. The literature mentions about push and pull motivations. This 

research showed that positive motivation and negative motivation is more appropriate 

theory compared to push and pull motivation theory. The positive motivation consists of 

internal or push motivation, external or pull motivation and motivation support in the form 
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of word of mouth. The negative motivation consists of perceived risk of travel as well as 

bad mouthing or bad publicity.  

In either case, the research supports the existing theory that the motivation is the primary 

determinant of the destination image. Similarly, the research also supports the existing 

theory that the destination image is the most influential determinant of the intention to 

visit. 
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APPENDIX A: QUESTIONNAIRE –PILOT STUDY 

 
06010 UUM Sintok, Kedah Darul Aman, MALAYSIA. 

Date:  

ACADEMIC RESEARCH QUESTIONNAIRE 

Dear Sir/Madam/Dr/ Mr/Mrs/Ms 

I am a PhD student at the School of Tourism, Hospitality and Environmental Management 

(STHEM), Universiti Utara Malaysia (UUM). The topic of my thesis is, “Determinants of 

Destination Image and its Relationship with Intention to Visit: Case of Island Destinations 

of Southern Thailand”. This study is specifically focusing on Phuket. Therefore, I seek 

your cooperation to answer the questions in the questionnaire in the following 4 pages 

with a total of 12 questions altogether. 

Please, be assured that your responses will be strictly confidential and will be used for 

academic purposes only. Respondents’ details will never be revealed to anyone throughout 

any part of the research process. 

Thank you in advance, for your cooperation. 

 

 

Regards, 

Ketwadee Madden 
PhD Student 
Student Identification Number: 94695 
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Part 1: General Information 

Q.1  Have you heard about the island destination Phuket in Southern Thailand?  
 

1 Not at all 2 A Little 3 Uncertain 4 Well 5 Very Well 
 
Q.2  How well do you know about island destination Phuket in Southern Thailand? 
 

1 Not at all 2 Little bit 3 Uncertain 4 Well 5 Very Well 
 
Part 2:  Determinants of destination image 
 
Please use the scale below to answer the following questions in Part 2. 
 

1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 

 
Q.3  I think that the sources of my external motivation are the following. 

No. External motivation Score 
1 Travel books and magazines  1 2 3 4 5 
2 Travel websites  1 2 3 4 5 
3 Travel Advertisements/ News  1 2 3 4 5 
4 Movies and TV programs  1 2 3 4 5 

 
Q.4  I think that the sources of my internal motivation are the following. 

No. Internal motivation Score 
1 Spirit of adventure 1 2 3 4 5 
2 Need for excitement 1 2 3 4 5 
3 Need for relaxation 1 2 3 4 5 
4 Urge for discovery/learning/knowledge 1 2 3 4 5 
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Q.5  I think that the following had a strong influence on me. 

No. Word of mouth Score 
1 Recommendations from family 1 2 3 4 5 
2 Recommendations from close friend 1 2 3 4 5 
3 Recommendation from celebrities 1 2 3 4 5 
4 Recommendations from colleagues 1 2 3 4 5 

 
Q.6 I think that I perceive the following as risks of travel. 

No. Perceived risk of travel Score 
1 Lack of knowledge of local facilities 1 2 3 4 5 
2 Time consuming and very long distance 1 2 3 4 5 
3 Unsafe political atmosphere 1 2 3 4 5 
4 War or terrorist activities 1 2 3 4 5 
5 Medical or health related risks 1 2 3 4 5 
6 Natural disasters 1 2 3 4 5 

 
Part 3:  Destination Image 
 
Q.7  I believe that the island destination Phuket of Southern Thailand has the following 

attributes/ attractions. 
 

No. Cognitive Image Score 
1 The island has good shopping opportunities 1 2 3 4 5 
2 The island has attractive beaches 1 2 3 4 5 
3 The sea water is clean and clear 1 2 3 4 5 
4 The island has good biodiversity (flora and fauna) 1 2 3 4 5 
5 Local people can use international language  1 2 3 4 5 
6 The island has good hotels and accommodation 1 2 3 4 5 
7 The island has good tourism infrastructure 1 2 3 4 5 
8 The island offer good public transport 1 2 3 4 5 
9 The island has good signage (e.g. Roads, tourist spots) 1 2 3 4 5 

 10 The island has many interesting local festivals 1 2 3 4 5 
11 The island offer good adventure activities and experiences 1 2 3 4 5 
12 The island has pleasant weather 1 2 3 4 5 
13 The island has good food variety  1 2 3 4 5 
14 The island has good cultural activities and experiences 1 2 3 4 5 
15 The island offer good night life and entertainment 1 2 3 4 5 
16 The island has plentiful heritage and historical attractions 1 2 3 4 5 
17 The island has rich and luxurious experience 1 2 3 4 5 
18 The island offers good service quality 1 2 3 4 5 

 

 



275 
 

Q.8 My affective image about the island destination Phuket of Southern Thailand is 
the following.  

 
 Negative Image  Positive Image 
1 Boring  1 2 3 4 5 Exciting  
2 Sleepy 1 2 3 4 5 Arousing 
3 Unpleasant 1 2 3 4 5 Pleasant 
4 Untrustworthy  1 2 3 4 5 Trustworthy people 
5 Ugly place 1 2 3 4 5 Beautiful  place 
6 Still and Quiet 1 2 3 4 5 Lot of activities 
7 Unfriendly 1 2 3 4 5 Friendly/ Hospitable 
8 Underdeveloped facilities 1 2 3 4 5 Modern facilities 
9 Generic food and culture 1 2 3 4 5 Ethnic food and culture 

 

Part 4: Intention to Visit 

Q.9  There is likelihood that I will visit the island destination Phuket of Southern 

Thailand. 

1 Strongly disagree 2 Disagree 3 Uncertain 4 Agree 5 Strongly Agree 
 

Q.10 I have intention to visit the island destination Phuket of Southern Thailand. 

1 Strongly disagree 2 Disagree 3 Uncertain 4 Agree 5 Strongly Agree 
 
Q.11  I want to visit the island destination Phuket of Southern Thailand. 

1 Strongly disagree 2 Disagree 3 Uncertain 4 Agree 5 Strongly Agree 
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Part 5: Demographic Information  

Q.12  Please, provide some personal information about yourself. 

A. Nationality: Please specify…………………………………………… 

B. Gender:     Male                     Female      

C. Age:     Below 25         26-40        
     41-55        56 or over     

D. Education level:     Basic schooling      High school    

College/ University  Professional   

E. Income level (annual household income in USD):  <5K    5-10 

K   11-20 K    >20K   

F. Normally travel:       Alone  Family    

                                            Friends  Others,  

G. How often you travel for holiday:    Once a year   twice a year       

                                  3 times a year           More than 3 times a year                
 

  
 

  

End of questionnaire 
Thank you very much for your time 
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APPENDIX B: QUESTIONNAIRE – DATA COLLECTION 

 
06010 UUM Sintok, Kedah Darul Aman, MALAYSIA. 

Date:  

ACADEMIC RESEARCH QUESTIONNAIRE 

Dear Sir/Madam/Dr/ Mr/Mrs/Ms 

 

I am a PhD student at the School of Tourism, Hospitality and Environmental Management 

(STHEM), Universiti Utara Malaysia (UUM). The topic of my thesis is, “Determinants of 

Destination Image and its Relationship with Intention to Visit: Case of Island Destinations 

of Southern Thailand”. This study is specifically focusing on Phuket. Therefore, I seek 

your cooperation to answer the questions in the questionnaire in the following 4 pages 

with a total of 12 questions altogether. 

Please, be assured that your responses will be strictly confidential and will be used for 

academic purposes only. Respondents’ details will never be revealed to anyone throughout 

any part of the research process. 

Thank you in advance, for your cooperation. 

 

 

Regards, 

Ketwadee Madden 
PhD Student 
Student Identification Number: 94695 
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Part 1: General Information 

Q.1  Have you heard about the island destination Phuket in Southern Thailand?  
 

1 Not at all 2 A Little 3 Uncertain 4 Well 5 Very Well 
 
Q.2  How well do you know about island destination Phuket in Southern Thailand? 
 

1 Not at all 2 A Little 3 Uncertain 4 Well 5 Very Well 
 
 
Part 2: Determinants of destination image 
 
Please use the scale below to answer the following questions in Part 2. 
 

1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 

 

Q.3  I think that the sources of my external motivation are the following. 

No. External motivation Score 
1 Travel books and magazines  1 2 3 4 5 
2 Travel websites  1 2 3 4 5 
3 Travel Advertisements/ News  1 2 3 4 5 
4 Movies and TV programs  1 2 3 4 5 

 
 
Q.4  I think that the sources of my internal motivation are the following. 

No. Internal motivation Score 
1 Spirit of adventure 1 2 3 4 5 
2 Need for excitement 1 2 3 4 5 
3 Need for relaxation 1 2 3 4 5 
4 Urge for learning/ knowledge 1 2 3 4 5 
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Q.5  I think that the following had a strong influence on me. 

No. Word of mouth Score 
1 Recommendations from family 1 2 3 4 5 
2 Recommendations from close friend 1 2 3 4 5 
3 Recommendation from celebrities 1 2 3 4 5 
4 Recommendations from colleagues 1 2 3 4 5 

 
Q.6 I think that I perceive the following as risks of travel. 

No. Perceived risk of travel Score 
1 Unsafe political atmosphere 1 2 3 4 5 
2 War or terrorist activities 1 2 3 4 5 
3 Medical or health related risks 1 2 3 4 5 
4 Natural disasters 1 2 3 4 5 

 
 
Part 3:  Destination Images 
 
Please use the scale below to answer the following questions in Part 3. 
 

1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 

 
Q.7  I believe that the island destination Phuket of Southern Thailand has the 

following    attributes/ attractions. 
 

No Cognitive Image - Facilities Score 
1 The island has good shopping opportunities 1 2 3 4 5 
2 The island has good hotels and accommodation 1 2 3 4 5 
3 The island has good tourism infrastructure 1 2 3 4 5 
4 The island offer good public transport 1 2 3 4 5 
5 The island has good signage (e.g. Roads, tourist spots) 1 2 3 4 5 
6 The island offer good night life and entertainment 1 2 3 4 5 
7 The island offers good service quality 1 2 3 4 5 

No Cognitive Image - Attractions Score 
1 The island has attractive beaches 1 2 3 4 5 
2 The sea water is clean and clear 1 2 3 4 5 
3 The island has good biodiversity (flora and fauna) 1 2 3 4 5 
4 The island offer good adventure activities/ experiences 1 2 3 4 5 
5 The island has pleasant weather 1 2 3 4 5 
6 The island has good cultural activities and experiences 1 2 3 4 5 
7 The island has rich and luxurious experience 1 2 3 4 5 
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Q.8 My affective image about the island destination Phuket of Southern Thailand is 
the following. 

  
No Negative Image  Positive Image 
1 Boring  1 2 3 4 5 Exciting  
2 Sleepy 1 2 3 4 5 Arousing 
3 Unpleasant 1 2 3 4 5 Pleasant 
4 Untrustworthy people 1 2 3 4 5 Trustworthy people 
5 Unattractive place 1 2 3 4 5 Beautiful  place 
6 Unfriendly 1 2 3 4 5 Friendly 
7 No culture 1 2 3 4 5 Ethnic culture 

 

Part 4: Intention to Visit 

Q.9  There is likelihood that I will visit the island destination Phuket of Southern 
Thailand. 

 
1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 

 
Q.10 I have intention to visit the island destination Phuket of Southern Thailand. 
 

1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 

 
 
Q.11  I want to visit the island destination Phuket of Southern Thailand. 

1 2 3 4 5 
strongly disagree disagree uncertain agree Strongly agree 
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Part 5: Demographic Information  

Q.12  Please, provide some personal information about yourself. 

A. Nationality:  Please specify…………………………………………… 
 
B. Gender:    Male                  Female      
 
 
C. Age:   Below 25         26-40         

41-55        56 or over    
 
 
D. Education level:     Basic      High school    

College/ University  Professional   
 
 
E. Income level (annual household income in USD):   
 

<5K    5-10 K   
11-20 K    >20K    

 
 
F. Normally travel:    Alone  Family     

                                         Friends  Others   
 
G. How often you travel for holiday:    
 

Once a year    2 times a year   

3 times a year           

Frequently     
          
                               
 
 

End of questionnaire 
Thank you very much for your time 
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APPENDIX C: PANEL OF EXPERTS 

The profile of the experts used for the content analysis and validity of the research 

instrument (questionnaire) is as follows: 

Expert 1: Dr T (Thailand) 

Executive Director and PhD Program Director, Integrated Tourism Management Studies, 

A prestigious institute, Bangkok, Thailand, since 2011. Prior to this, he was Director, 

Tourism Research Institute, supervising granted tourism research, designing sustainable 

tourism research frameworks, and providing substantive scientific and technical 

assistance to researchers. Specializes in the area of community-based tourism 

management through extensive experience in the Tourism Authority of Thailand and 

related government ministries as a chairperson and adviser. Received a post-graduate 

degree in Tourism Policy and Management from the University of Birmingham, UK, and 

PhD in Tourism Planning and Management from the University of Queensland, Australia. 

Expert 2: Dr U (United States of America) 

Chair and Professor in the Department of Hospitality and Tourism Management at a 

prestigious School of Management in an Ivy League university in United States of 

America (USA). He belongs to Turkey and graduated from a well known academy from 

Ankara but went to USA to finish his doctoral degree and has been with many universities 

in USA. He has extensive experience in the tourism and hospitality field, authoring or co-

authoring a significant number of articles, book chapters, four monographs and nine books 

relating to different aspects of tourism and hospitality. He also has conducted workshops, 

seminars and field research in several countries.  
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He is a member of an international academy for the study of tourismand co-founder of a 

tourism journal. In addition, he sits on the editorial boards of a significant number of 

journals. He received research achievement award in hospitality and tourism and a lifetime 

achievement award in tourism research from tourism management association – Taiwan.  

Expert 3: Dr B (Malaysia) 

An Associate Professor and Dean,  of the Faculty of Tourism and Hospitality in a 

prestigious university in Malaysia. He is an honors graduate degree in hospitality 

management and a doctoral degree in tourism from famous universities from London and 

Nottingham, United Kingdom. His research interest are on the areas of hospitality 

services, service evaluation, destination management and hospitality training. His 

teaching interests are  contemporary issues in tourism and hospitality, hospitality seminar, 

food and beverage cost control, restaurant management, research methods for tourism and 

hospitality and hospitality strategic management. He has presented papers at international 

conferences, has published papers in journals and has contributed book chapters. 

Expert 4: Dr P (United Kingdom) 

Director of the MSc Management, Weekend MBA, Global Online MBA. Director of 

Global Initiatives in a prestigious School of Business in London, United Kingdom. He 

specializes in scientific research in management, tourism and corporate sustainability and 

he is a regular speaker in international MBA and EMBA programs in Europe, Africa, 

Asia, and the America e.g. he has been visiting New York University where he still has 

an Adjunct Professor position. These research activities have been documented in many 

books, chapters, journal and conference papers. Apart from his expertise, he travels 

extensively and has visited most of the popular destinations of Thailand. 
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Expert 5: Dr K (Nigeria) 

Senior Lecturer in a well known university in Nigeria and has about 10 years of experience 

in teaching a research in addition to the time devoted for his doctoral degree from a 

prestigious university in Malaysia in Human Resource Management. Even while 

completing his doctoral degree, he became famous for his expertise in research 

methodology, design and construction of questionnaire, quantitative techniques in 

research like Regression, Correlation using SPSS and structured equation modelling such 

as Amos and Smart PLS. He has given many seminar and workshops in Malaysia and 

Nigeria. 
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