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ABSTRACT
DETERMINANTS OF DESTINATION IMAGE
By

Asli D. A. Tasci

As tourism has become an international multibillion-dollar industry, practitioners
as well as academics have become interested in assessing the factors affecting the success
of tourism destinations one of which is destination image management. In an effort to
assist destination marketing organizations, academics have studied many aspects of the
destination image construct, including factors that have an impact on destination image.
However, studies on the possible antecedents of image have been limited and have
yielded divergent and inconclusive results.

The purpose of this study was to provide further and more robust evidence on
selected destination image antecedents by testing the relationships between destination
image and selected variables. Two models were proposed and tested in an effort to
explain and predict destination image, one for the general population and one for the
recent visitor segment of the population. Three sets of antecedent variables were included
in this study: (1) sociodemographics (race, gender, age, income, and state of residence),
(2) past travel behavior (overall travel experience; previous visitation to the study
destination; the frequency of visitation to the study destination, whether or not the last
visit to the study destination was the most recent; the season, the length of stay and the
number of activities participated in during the last visit to the study destination), and (3) a

methodological variable (the season of the survey).
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A large-scale longitudinal dataset (N=21,111), collected through telephone
interviewing in 1996, 1997, 1998, 2001, and 2002 was used in this study. Exploratory
factor analysis was used to reduce the set of image measures to fewer and more
meaningful factors. Ordinary least squares regression analysis was used to identify the
impact of selected antecedents on destination image.

It was found that, over the five-year period, Michigan’s image remained positive,
but improved during the later years. Michigan’s scenic appeal was found to be its
strongest attribute (mean ranging between 8.17-8.27 on a 10-point scale), while
‘museums’ or ‘popularity’ were found to be the weakest attributes at different points
across the study period. Two image factors of Michigan were identified: The
Setting/Sense of Place (grand mean=7.75) and Activities/Things to do (grand
mean=6.93). Several antecedent factors were found to be significant in explaining these
image factors in diﬂ"erent.data periods; however, few of them were robust, meaning,
consistently significant across different data periods. Visitation and race for the
Setting/Sense of Place Factor, age and visitors’ Illinois residence for the
Activities/Things to do Factor, and age, visitation, visitors’ gender and most recent
visitation for the Overall Image (mean image score) were found to be robust.

Based upon the study results, it is recommended that Michigan should be
positioned on its strongest attribute, its scenic appeal, while improving the image of its
touristic activity amenities. Promotional messages must reflect this position while taking
the influential sociodemographic variables, race, age and gender into consideration.

Limitations of the study and further research suggestions are also provided.
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CHAPTER ]

INTRODUCTION

As travel and tourism has grown into an international multibillion dollar industry,
factors affecting the success of this industry have become of interest to both academics
and industry practitioners. Both academics and industry practitioners have realized the
need for information on factors playing a role in the success of tourism destinations. This
has led to an increased number of investigations of the many facets of successful
destination marketing. One popular research focus has been the management of the image
of a destination.

The destination image construct can roughly be defined as a mental picture of a
destination composed of how people visualize, think, and feel towards the destination. It
has different components, cognitive, affective and conative, that have intrigued many
researchers. The destination image construct was first studied in the early 70s, but it
wasn’t until the 90s that it gained momentum, which coincides with the realization of the
importance of destination image for successful destination promotion. Since both
academics and practitioners in the tourism field have realized its strong effect on
consumer behavior, it has been a relatively well-studied venue of inquiry in the tourism
field.

Researchers have studied various aspects of the destination image construct in an
effort to facilitate destination management endeavors of destination authorities. They
have studied the destination image construct in relation to its potential influence on

several tourist behavior variables; they have also investigated several potential
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determinant variables that could potentially have an influence on destination image. The
influence of destination image on several consumer behavior variables and the influence
of several determinant factors on destination image have been documented. However,
due to the complex nature of the destination image construct intertwined with several
other variables and concepts, there are several aspects of destination image yet to be
investigated.

This chapter will start with a brief discussion of the background containing the
research about the influence of destination image on consumer behavior followed by the
determinant variables that have an influence on destination image. The need for
conducting this study will be discussed, and the statement of the problem and research
questions will be provided. Study objectives along with a brief discussion of these
objectives will provide further explanation of the need for this study. Central hypotheses
will be identified followed by the definition of few concepts utilized in this study. A brief

summary of the subsequent chapters will also be provided at the end of this chapter.

Background
Destination image, “the sum of beliefs, ideas, and impressions that an individual
has of a destination” (Crompton 1979, p. 18), is an elusive and complex research
construct comprising many facets that has been the focus of the scientific inquiry. It has
been conceptualized as an overall (holistic) evaluation of a destination, as well as a
composite of conceptually different components, namely, cognitive, affective, and
conative (Baloglu & McCleary 1999; Chen & Kerstetter 1999; Echtner & Ritchie 1993;

Gartner 1993; Milman & Pizam 1995).
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Destination Image’s Impact on Tourist Behavior

Destination image, both as an overall evaluation and with its different
components, have been postulated to be influential on various consumer behavior
variables. As summarized in Figure 1, previous destination image studies have shown
that the image of a particular destination held by tourists has an influence on some of
their behaviors concerning not only before:. but also during and after visiting the
destination (Britton 1979; Chen & Hsu 2000; Chen & Kerstetter 1999; Coshall 2000,

Court & Lupton 1997, Fakeye & Crompton 1991; Fridgen 1987; Gartner 1989; Gartner

1993; Milman & Pizam 1995; Murphy 1999). These studies will be reviewed in detail in

/\

Destination

the next chapter.

Pre-visit behavior During visit behavior ~ Post-visit behavior
Information search Time spent Word-of-mouth
Decision-making Enjoyment Recommendation
Planning time frame Satisfaction Revisit intentions
Destination choice Destination loyalty
Time planned to spend

Money planned to spend

Anticipation

Figure 1. Tourist behavior influenced by destination image.

Several researchers have studied destination image as an independent variable
influencing several consumer behavior variables, such as destination choice, decision-
making and satisfaction. Both holistic destination image (measured by one variable

treating destination image as an overall perception), as well as specific destination
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dimensions (measured by multiple variables focusing on individual destination attributes)
and destination image factors (a composite of two or more dimensions), both cognitive
and affective, were found to influence consumer behavior variables related to before,
during and after visitation of a destination (Chen & Hsu 2000; Chen & Kerstetter 1999,

Court & Lupton 1997; Ross 1993; Schroeder 1996).

Determinants of Destination Image

Due to destination image’s potential influence on several tourist behaviors,
researchers have been trying to identify the determinants that define, modify, and
strengthen this construct in an effort to help destination authorities in their image
management endeavors. Destination image studies have shown that several factors play a

role in the destination image formation process as summarized in Figure 2.

Information Information

sourcing O sourcing from
from the g Perceiver-related \ autonomous
destination Determinants agents

Methodological
Determinants

Destination

Figure 2. Determinants of destination image.
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As it is summarized in Figure 2, these determinants include: (1) information
sourcing from the destination, such as promotional messages by the destination
authorities, (2) information sourcing from the autonomous agents in between the
destination and the perceivers, such as news articles, educational materials, movies,
popular culture and word-of-mouth, (3) perceivers’ characteristics including
sociodemographics as well as past travel behavior, and (4) methodological factors that
play a role while measuring image, such as the methodologies used and researchers
themselves.

Therefore, past studies have treated destination image also as a dependent variable
influenced by several of the above-mentioned factors. A few researchers have studied the
influence of visual materials on the images created by different types of people (MacKay
& Fesenmaier 1997; MacKay & Fesenmaier 2000; Smith & MacKay 2001); however, the
literature on the impact of destination-originated information has remained mostly
propositional (Alhemoud & Armstrong 1996, Bramwell & Rawding 1996; Gartner 1993,
Gunn 1972). The same is true for the impact of autonomous information; few researchers
have shown the dramatic impact potential of 5utonomous information (Gartner & Shen
1992; Sonmez, Apostolopoulos, & Tarlow 1999), while others’ postulations have
remained propositional (Bramwell & Rawding 1996; Gunn 1972; Gartner 1993).

Several past studies have shown the influence of perceivers’ sociodemographic
characteristics including age, gender, household status, education, income, and
residence/geographic distance to the study destination (Alhemoud & Armstrong; Ahmed
1996; Chen & Kerstetter 1999; Hunt 1975; MacKay & Fesenmaier 1997). There is a lack

of research on other sociodemographic variables such as race.
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Several past travel behavior variables, including previous visitation, the amount of
previous visitation, and length of stay have also been documented as important
determinants of destination image by several researchers (Crompton 1979; Fakeye &
Crompton 1991, Hu & Ritchie 1993; Baloglu & McCleary 1999; Chen & Kerstetter
1999, Vogt & Andereck, in press). However, there is a lack of research on other past
travel behavior, such as overall travel experience, how recent the last trip was, the season
of the last visit and activities participated in while at the destination.

Some methodological factors have been recognized to have a possible impact on
destination image as measured by researchers (Dadgostar & Isotalo 1992; Echtner &
Ritchie 1993). However, there has been a lack of focus on measuring the impact of
methodological factors empirically, such as the timing of survey (Gartner 1986). The

literature on the determinants of image will also be reviewed in detail in the next chapter.

Statement of the Problem

Although destination image researchers have investigated the impact of several
possible destination image determinants, including sociodemographics and past travel
behavior, their efforts have not been comprehensive or conclusive énough to solidify a
theoretical background for future researchers. There has been a lack of attention on some
variables potentially influential on destination image. In addition, results of previous
studies have remained not only divergent but also destination and time-specific since
these results have not been replicated by other researchers for other destinations or for the
same destinations over an extended period of time. Also, there has been a lack of studies

solely focusing on the determinants of destination image. Previous studies have provided
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piecemeal information about the determinants of destination image after satisfying the
main goal of these studies, which has usually been measuring the image of a specific
destination. Moreover, previous studies have not attempted to identify the relative
magnitude of the determinant variables even when the impact of multiple determinant
variables was studied.

As depicted in Figure 3, the purpose of this study is to provide further and more
robust evidence of the relative impact of selected determinant variables, including
perceiver variables (selected sociodemographic characteristics and past travel behavior)
and a methodological variable (the season of the survey). The relative magnitude of these
determinant variables will be identified through application of a multiple regression
model with destination image as the dependent variable and selected determinant
variables as the independent variables. Robustness will be assured through validation of
the results on data from different time periods by using extensive longitudinal data
gathered over a five-year period.

Thus, the researchable questions emerging from the purpose of this study are: Are
selected sociodemographic and past travel behavior variables influential on destination
image, if so, what is each variable’s relative influence? Is the season of the survey, as a
methodological determinant, influential on destination image, if so, what is its influence
relative to the other determinant variables? In addition, in an effort to both explain and
predict destination image, can a parsimonious model of these determinant variables be
developed for the general population (including those who previously visited the study
destination and those who did not) and the recent visitor segment of the population (only

those who visited the study destination within the past 12 months)? Answers to these
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questions will provide destination promoters with valuable information to be used for

their image management activities.

Study Objectives

From the researchable questions mentioned above, the following five objectives

were identified to frame this study:

)]

2)

3)

4)

5)

To investigate the impact of selected sociodemographic variables on
destination image,

To investigate the impact of selected past travel behavior variables on
destination image,

To measure the impact of the season of the survey on destination image,

To create a general population model of destination image and selected
determinant variables, including perceiver-related variables (selected
sociodemographics and past travel behavior) and the season of the survey,

To create a recent visitor segment model of destination image and selected
determinant variables, including perceiver-related variables (selected

sociodemographics and past travel behavior) and the season of the survey.

Discussion of the Objectives

Objective 1. Various sociodemographic variables, such as residence, gender,

income, age, the level of education, family life cycle and household size have been found

to be influential on tourist behavior (Bojanic 1992; Court & Lupton 1997; Dadgostar &

Isotalo 1992; Etzel & Woodside 1982; Gentry & Doering 1979; McQueen & Miller '
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1985; Schul & Crompton 1983; Snepenger, Meged, Snelling, & Worrall 1990; Woodside
& Pitts 1976). In the travel research literature, destination image is also postulated to be
influenced by various sociodemographic variables. Several researchers have investigated
and documented the relationships between various sociodemographic variables and
destination image (Alhemoud & Armstrong; Ahmed 1996; Chen & Kerstetter 1999,
Crompton 1979; Hunt 1975; Joppe, Martin, & Waalen 2001, MacKay & Fesenmaier
1997).

A few researchers have studied the impact of respondents’ residence or distance
from the study destination and found a significant influence of this variable on
destination image (Hunt 1975; Crompton 1979, Walmsley & Young 1998). Some
researchers have studied age in relation to its influence on destination image;, however,
the results have been divergent. Some researchers have reported image differences for
different age groups (Alhemoud & Armstrong 1996; Baloglu 2001) while others did not
find any differences (MacKay & Fesenmaier 1997, Smith & MacKay 2001). Only a few
researchers have investigated the influence of gender (Chen & Kerstetter 1999; MacKay
& Fesenmaier 1997) and income (MacKay & Fesenmaier 1997) on ;iestination image.
There is a lack of research on the race variable in the destination image literature.

Destination image is a construct with cognitive (factual information about a
destination) and affective (feelings and attitude towards a destination) components, both
of which could be defined by the perceivers’ sociodemographic characteristics. Since the
existing body of empirical studies investigating sociodemographic influences on
destination image has not been substantial, there is room for more investigation of such

influences. Therefore, sociodemographic variables (available in the secondary data set
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used for the purposes of this study) investigated in this study include: (1) race, (2) gender,
(3) age, (4) total annual household income, and (5) respondents’ state of residence. The
central research question is: Do respondents’ sociodemographic characteristics influence
their images of a destination, if so, what is each sociodemographic variable’s relative
influence compared to other determinant variables? These sociodemographic variables
are hypothesized to have varying degrees of influence on destination image; if this
hypothesis is proven, this information can be used to specify which market vanables to
focus on in directing the promotional messages for image management purposes
including, image formation, correction, and maintenance. The findings would be of value
especially for the destination authorities striving to change, improve or strengthen the

images of their destination.

Objective 2. Past travel behavior variables have been investigated for their
influence on destination image. Several researchers have investigated the influence of
prior visitation and arrived at different results. Some have observed that visitors hold
more accurate and positive images (Baloglu & McCleary 1999; Milman & Pizam 1995;
Selby & Morgan 1996), or more or better affective responses (Baloglu & McCleary 1999,
MacKay & Fesenmaier 1997); some have found mixed results (Ahmed 1996; Fakeye &
Crompton 1991; Hu & Ritchie 1993); yet others have found no significant influence of
prior visitation on a destination’s image (Chen & Kerstetter 1999; Hunt 1975).

Along with visitation itself, some visitation-related variables, such as the amount
of previous visitation (Baloglu 2001; Fakeye & Crompton 1991; Schroeder 1996; Vogt &

Andereck, in press) and the length of stay at the destination (Fakeye & Crompton 1991,

11
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Schroeder 1996; Vogt & Andereck, in press) have also been investigated and found to
influence destination image.

There is a lack of research on other past travel behavior variables that could
potentially influence destination image. Factors, such as overall travel experience and
some visitation-related variables, such as how recent the last trip was, the season of the
visit, and the number of activities participated in at the destination could influence the
formation of the image of a destination. Although there is a lack of direct focus on the
influence of these variables on destination image, there is some evidence of a possible
influence of the overall travel experience (Schroeder 1996), the amount of activities
participated at the destination (Ashworth 1989; Fakeye & Crompton 1991), and the
season of the trip to the destination (Gartner 1986). This will be discussed further in the
next chapter.

In addition to prior visitation, several other past travel behavior variables were
investigated in this study. Although findings in the destination image literature drive one
to conclude that prior visitation could alter destination image in a dramatic way, the
direction of the causal relationship between destination image and visitation is yet to be
determined (Baloglu 2001; Tasci & Holecek 2002); as displayed in Figure 4, either
destination image or visitation could be the starting point and each one could be feedin.g

on the other.

Destination
Image

Qe

Figure 4. The causal relationship between visitation and destination image.
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However, in this study, it will be assumed that visitation improves destination
image. This assumption is driven by the logic arrived at by synthesizing the existing
literature. A few researchers have postulated that previous visits to a destination influence
subsequent visits by playing a reassuring role in the decision for further visitation (Court
& Lupton 1997; Gyte & Phelps 1989; McQueen & Miller 1985; Woodside 1980). As was
mentioned before, several researchers agree that destination image influences the
decision to visit a destination. Thus, if visitation brings subsequent visits, and destination
image influences visitation, then visitation improves destination image, which induces
more visitation as illustrated in Figure 5.

Thus, it is assumed in this study that visitation influences destination image,
which influences subsequent visits. However, the first visit could be due to a positive

image formed through exposure to information prior to that first visit.

Prior

_Ho Subsequent
Visitation

Visitation

Destination
Image

Destination
Image

Subsequent
Visitation

Visitation

Figure 5. The logical relationship between prior visitation, subsequent visitation and
destination image.

Past travel behavior variables (available in the secondary data set used for

the purposes of this study) investigated in this study include: (1) overall travel
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experience, measured as the number of trips to any destination within the past 12 montbhs,
(2) prior visitation to the study destination, (3) the frequency of visitation to the study
destination, measured as the number of visits within the past 12 months, (4) whether or
not the last visit to the study destination is the most recent trip, (5) the season of the last
visit to the study destination, (6) the length of stay at the study destination during the last
visit, measured as the number of nights spent, and (7) the number of activities
participated in at the study destination during the last visit. The central question is: Are
selected past travel behavior variables influential on respondents’ images of a destination,
if so, what is their relative influence among other selected determinant variables?
Determining the relative influence of past travel behavior variables would reveal valuable
information for destination marketers in terms of what to stress in their marketing
communications to improve a destination’s image. Destination marketers would benefit
from the results on the degree of influence of visitation and other visitation-related
variables for weighing and improving the benefits of familiarization tours and discounted

offers to gain positive image through visitation.

Objective 3. Although there has been a lack of research on the impact of
methodological factors on destination image, it is hypothesized that the methods
researchers use, such as qualitative rather than quantitative methods and the timing of
data collection could influence the results obtained about the image of a destination. One
methodological factor hypothesized to affect destination image, the season of the survey,
will be examined in this study. It is expected that the season of the survey will have an

impact on the destination image measured. This expectation is based on two assumptions:
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(1) different seasons will connote different meanings about a destination, and (2)
different seasons will have different effects on an individual’s mood, the “state of mind
reflecting one’s feelings at any particular moment” (Sirakaya, Petrick, & Choi 2002),
thereby affecting her/his responses to destination image items. Studying the satisfaction
levels of the passengers of two different Caribbean cruises, Sirakaya, Petrick, and Choi
(2002) found an influence of individuals’ mood on their attribute evaluations and overall
satisfaction.

The central research question is: Is the season of the survey, as a methodological
determinant, influential on destination image, if so, what is its influence relative to other
selected determinant variables? Identifying the possible effect of this methodological
variable would caution researchers about accounting for such an influence on their results

and generating remedial measures, such as calibrating their results for different seasons.

Objective 4. The purpose of this study is to contribute to the existing destination
image knowledge by providing a parsimonious (balancing simplicity and fit) model of
destination image and its determinants, including selected sociodemographic, past travel
behavior, and a methodological variable. The research question is: In an effort to both
explain and predict destination image, can a parsimonious model of the best subset of
destination image determinants for the general population (including those who
previously visited the study destination and those who did not) be developed? It is
expected that the selected sociodemographics, past travel behavior and the

methodological variable have different degrees of impacts on a destination’s image.
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Therefore, destination image for the general population is proposed to be a function of
these selected variables as detailed below:

DI=f(R, G, A LS, OTE, V, SS)
where,

DI = Respondents’ image of the study destination

R = Respondents’ race

G = Respondents’ gender

A = Respondents’ age

I = Respondents’ total annual household income

S = Respondents’ state of residence

OTE = Respondents’ overall travel experience

V = Prior visitation to the study destination

SS = Survey season

As was mentioned before, the knowledge on the relative magnitude of the impacts
of these variables on destination image would be valuable for destination marketers in
terms of which characteristics of the target markets to focus on while directing their

marketing communications.

Objective 5. A similar model, including selected sociodemographics, past travel
behavior and a methodological variable, is also proposed for the recent visitor segment of
the population (those respondents who visited the study destination within the past 12
months). In the recent visitor segment model, the visitation variable is excluded since
respondents will all be recent visitors; however, additional visitation related variables are
included in this model: (1) the frequency of visitation to the study destination, measured
as the number of visits within the past 12 months, (2) whether or not the last visit to the
study destination is the most recent trip, (3) the season of the last visit to the study

destination, (4) the length of stay at the study destination during the last visit, measured
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as the number of nights spent, and (5) the number of activities participated in at the study
destination during the last visit.

The central research question is: In an effort to both explain and predict
destination image, can a parsimonious model of destination image determinants for the
recent visitor segment of the population be developed? The findings will reveal which
variables marketers should focus on to improve image of their destinations, thus, induce
more visitation. Therefore, destination image for the recent visitor segment of the
population is proposed to be a function of these selected variables as detailed below:

DI=f(R, G, A 1, S, OTE, SS, VF, VR, VS, N, AC)
where,
DI = Respondents’ image of the destination
R = Respondents’ race
G = Respondents’ gender
A = Respondents’ age
I = Respondents’ total annual household income
S = Respondents’ state of residence
OTE = Respondents’ overall travel experience
SS = Survey season
VF = Visitation frequency to the study destination
VR = Whether or not the last visit to the study destination is the most recent trip
VS = Season of the last visit to the study destination
N = Number of nights spent at the study destination during the last visit
AC = Number of activities participated in during the last visit to the study
destination

Central Research Hypotheses
Hypothesis 1. Selected sociodemographic variables, past travel behavior variables
and the season of the survey have varying degrees of influence on the destination image
held by the general population, including those who previously visited the study

destination and those who did not.
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Hypothesis 2. Selected sociodemographic variables, past travel behavior variables
and the season of the survey have varying degrees of influence on the destination image
held by the recent visitor segment of the population, including those who visited the

study destination within the past 12 months.

Definitions of Related Concepts

In the destination image literature, the concepts of image dimension, image factor
and component are used interchangeably. For scientific parsimony, a uniform
terminology based upon the following definitions of these concepts will be used
throughout this dissertation.

Image Dimensions: Individual destination attributes that make up the image of a
destination, such as natural landscape, climate, transportation, historical and cultural
attractions, accommodation, eateries, and hospitality. Image attributes and image
dimensions are used interchangeably throughout this dissertation.

Image Factor: An image construct, such as natural resources, convenience, and
comfort that are composites of several image dimensions. Individual image dimensions
(usually 2 or more) are reduced to a factor through analysis tools, such as Exploratory
Factor Analysis or Confirmatory Factor Analysis.

Image Component: Image component is used when referring to cognitive,
affective or conative aspects of the destination image concept. The cognitive component
of destination image is the factual information about a destination; the affective
component comprises attitudes and feelings towards a destination; conative component

refers to actions or action intentions sourcing from image.
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Overall Image: The overall or holistic assessment of a destination with one
single variable, extracted either by asking the respondents their overall assessment of the
destination or averaging their ratings of the multiple individual dimensions of a

destination

Special Terminology

General Population: Throughout this dissertation, general population is used to
refer to the study population inclusive of all people, including those who visited the study
destination and those who did not.

Visitors & Non-visitors: There are three types of visitors in the secondary data
set used in this study: (1) those who visited the study destination on their most recent trip
within the past 12 months, (2) those who visited the study destination in a less recent trip
within the past 12 months, and (3) those who visited the study destination sometime but
not within the past 12 months. To be all-inclusive, all of these visitor types are included
in the image measure analysis, including descriptives and factor analysis of image
measures. Hence, in the image analysis part, ‘visitors’ is used to refer to all three types of
visitors and ‘non-visitors’ is used to refer to those who have never visited the study
destination.

Visitors vs. Recent Visitors: In the recent visitor segment model analysis, only
the two groups of visitors mentioned above, namely the recent visitors who visited the
study destination within the past 12 months, are included in the analysis. The third group
of visitors mentioned above (those who visited the study destination sometime but not

within the past 12 months) is excluded from the analysis since there is no information in
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the dataset about their trip to the study destination. Thus, the ‘recent visitors’ name is

coined to differentiate this group from ‘visitors’.

Summary of the Content of the Dissertation

In Chapter 1, the general background, reasoning and hypotheses of this study are
provided. Chapter 2 summarizes a review of the literature related to the destination image
concept including its influence on tourist behavior and determinant factors that play a
role in the image formation process. This chapter also includes a literature review on the
methodological aspects of this study. Chapter 3 contains the research methods utilized to
investigate the research questions of this study, including the study design, the study
population, data collection mode, data preparation and analysis tools. Chapter 4 contains
study results and discussion, including the profile of mixed sample and visitor sample,
destination image measured, the impact of selected determinant variables along with the
general population and the recent visitor segment models. In Chapter S, a summary of
study results along with managerial, theoretical and methodological implications are

provided, ending with future research suggestions.
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CHAPTERI1II

LITERATURE REVIEW

The purpose of this study is to build on the existing knowledge about the intricate
relationships between destination image and various possible determinant variables,
namely, selected respondent sociodemographics and past travel behavior and a
methodological variable (the season of the survey). This chapter provides a summary of
existing literature, conceptual and empirical, related to the relationships between
destination image and these possible determinant variables. The literature review is
organized around two subjects: (1) the concepts related to the subject matter of this study,
and (2) the methods utilized in this study. The conceptual review entails the four sets of
variables included in this study: (1) destination image (2) sociodemographics, (3) past
travel behavior, and (4) a methodological variable. The methodological review
encompasses a discussion of. (1) the computer-assisted telephone interview, data
collection method used in this study, and (2) the analysis tools utilized in this study (i.e.,

factor analysis and regression analysis).

Destination Image
Destination image, which is “the sum of beliefs, ideas, and impressions that a
person has of a destination” (Crompton 1979, p. 18), is an intricate concept with links to
various possible determinants. Many researchers agree that destination image has two
components although they use different terminology for them: cognitive and affective

components. Gartner (1993), who is a widely cited destination image researcher,
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delineates the cognitive compo