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ABSTRACT

The aim of this thesis is to understand the meaning and measurement of destination
imagery from a holistic angle. Three objectives outlined to achieve this aim includes:
1) to explore the meaning and measurement of tourism destination image, 2) to
formulate a holistic approach to study tourism destination image and 3) to assess
Malaysian destination image from a British perspective. Based upon feasibility, the
British market was chosen to be the case study. However, the complexity of
destination 1magery derived from literature review requiring inter-dimensional
relationship to address destination imagery in a holistic manner, needed further
probing of methodological aspects both at philosophical and technical levels as a
requisite prior to embarking on the empirical study. The findings in the form of 9
propositions of the initial exploratory study coupled with the inter-dimensional
conceptual framework resulted in providing the operational framework of systems
thinking as the catalyst for the execution purpose of this study. However, the mis-
match of the underpinning set of beliefs to put the operational framework into
execution was addressed through philosophical debates that resulted in the formation
of ‘Synergistic Holism’ as a way of research giving priority to the search of truth over
rules. Drawing from this philosophical understanding, the inter-dimensional aspects
of imagery were made possible to be tested empirically. The roles of tourist, travel
advisers, industry players and media materials were assessed using descriptive
statistics, in-depth interviews and semiotic analyses respectively. The findings
include favourable, unfavourable and ambivalent images of Malaysia from a British
perspective. Consequently, 6Is best practices namely Involvement, I[nnovation,
Infusion, Interpretation, Intimacy and Ingenuity are formulated for future policy
implications. The knowledge contributions from both theoretical and practical angles
are discussed. The finale presents a self-reflection of the journey in completing this

thesis and hindsight on future research direction.

X111



CHAPTER 1

BACKGROUND OF STUDY

1.1 Introduction

This thesis 1s designed in a way that every chapter has its introduction, body and
deduction. Therefore, this background chapter actually speaks of the inspiration behind
the research and how this inspiration was executed. Drawing from the inspiration, this
chapter moves on to discuss the case components namely Malaysia as the destination
and the UK as the market segment. An overview of the importance of the imagery
study that was derived from the initial proposal is also discussed, as this had been the
catalyst to embark on this thesis. Pulling together the components of this study; the
aims, objectives, focus and scope of this thesis are sketched consequently as the guiding

principles to the journey of this dissertation.

1.2. Inspiration, justification and an overview of imagery

Why do people study destination image? How important 1s destination image to both
tourism academia and industry? The study of tourism is comparatively new to other
established industries like manufacturing and agriculture. Nevertheless, 1t can’t be
denied that studies in destination image have been carried out for the past three

decades. The study ot destination image seems ‘evergreen’. One of the many reasons




may be due to destination image’s dynamism. Image of a destination unlike a
university’s brand like Oxford or Harvard, evolves quite often. Although the evolution
of image may be slower in a developed nation but quicker evolution is true especially in
the case of a developing nation like Malaysia where tourism image to some extent is
determined by the evolving economic nature of the country. A classic case of such
situation 1s the branding of Malaysia as a tourist destination. Malaysia being a fast
developing nation since its independence four decades ago is going through changes on
1ts reputation internationally. These include Malaysia’s political, economical, social and
technological changes. On the political front, the pre-independence Malaysia
experienced colonisation by the Portuguese, Dutch, and British and for a short spell the
Japanese. During this era, the colonialists had driven the economics of the nation and
Malaysia had been underdeveloped especially from its technological/modernisation
aspects. Between the time of independence (1957) and the 70’s, Malaysia had gone
through an unstable patch of having to face many upheavals including the threat of
communism. However, from the 80’s, Malaysia has shown strong political stability,

economic growth, social harmony and technological advancement.

The scenario as given above directly or indirectly creates a mental construct of how
Malaysia would be to the eyes of a tourist. For instance MTPB (Malaysian Tourist
Promotion Board) over the years has tried to give Malaysia various branding. Among
the brands Malaysia has tried out includes, value for money, natural heritage, centre for

meetings, incentives, conventions and exhibitions (MICE), shopping haven, food



paradise, international sporting venue — F1 and Commonwealth Games and the most
recent brand 1s ‘Truly Asia’. Despite having grown in a positive manner as a nation
coupled with the abundance of resources available to glorify Malaysia in a tourism

sense, the image Malaysia holds somehow remains ambivalent. This alone had been the

very core source of inspiration for me to embark on this thesis.

The consequent reasoning from the above situation includes; what would the successful
image and how long would this brand/image stay, how would it assist or jeopardise the
tourism practitioners/industry. The study of imagery clearly shows that it’s not just of
academic importance but also of economic importance of a country. The evolving and
dynamic political, economical, social and technological nature of a nation will also

reflect upon the tourism destination image of the country. Thus, the study of destination

image too evolves with the evolving nature of a destination.

Many studies have been attempted in the past, to find a formula to get a solution for
destination 1mage. Pre- 1991 destination 1mage studies were objectively and
quantitatively oriented. However, the study of destination image by Echtner and Ritchie
(1991, 1993) provided a holistic view to approach a destination image problem. In
summary, Echtner and Ritchie concluded that the variables to test a destination image
should constitute of physical, emotional and psychological aspects. The authors also

recommended employing both qualitative and quantitative methods to capture the

holistic attributes of destination image.



After more then 30 years of attempt by various researchers to analyse the image
attributes, the question of how effective these attributes are for the dynamic changing
destination environment to put 1t into practice still remains as a question mark. A more
recent study by Chen and Hsu (2000) indicates that image attributes alone are
insufficient to determine the positioning efforts of a destination. On the other hand the

authors have commented on the need to question on the relationship between image

attributes to other behavioural 1ssues.

Therefore, at this stage of the research it is important and relevant to probe into the
insights of both the image formation process as well as the definition of 1mage. It 1s
hoped that by further analysing these two components, a more complete and
constructive critique can be identified to either support or deny the fact that image

attributes alone are insufficient in the positioning effort of a destination.

The two approaches to examine the above matter would be "process" or/and
"mechanism". The process model refers to looking at image from tourists' point of
view. Mechanism refers to the ways image is defined/formed. Both perspectives are
useful, thus combining the two, in addition to marketing point of view will be

considered in this thesis. In relation to this, the key factors leading to the research

question are as follows:



e The pre-90’s era which is very attribute oriented with structured approach to
measure image.

* The post-90’s era, where attempt has been made to define the meaning of image
to include a more holistic approach for measurement.

* The process (tourist driven) and the mechanism (definition/meaning driven)

e The problem of the word image

e The evolution of image. From philosophy to the science of psychology.
e Image or imagery (images)? Exploring the components of imagery

e Imagery: Defined 1n a tourism context. Has there been sufficient effort to truly
define the meaning of images?

1.3 Aims, objectives, scope and focus of study

The process, mechanism and a combination of the process and mechanism components

as explained below are the reasons that were taken into account in formulating the

general aims and specific objectives of this thesis:

e The process (the tourist driven approach). Most of this approach has been
structured and quantitative whereby, the variables are pre-determined, and the

tourist will have to make a choice from within the available content of a

questionnaire.

e The mechanism (the meaning/definition driven approach). Emphasises on the
qualitative nature of meaning, definition and formation of image. Research

contribution from this approach has not been as overwhelming as the process

approach.



* A combination of these two approaches would give both the meaning and

measurement of destination images.

Hence, the general aim of this thesis is to understand the meaning and measurement of

tourism destination image.

And the specific objectives of this thesis to achieve the general aim includes:
e to explore the meaning and measurement of tourism destination image
e to formulate a holistic approach to study tourism destination image

o to assess Malaysian destination image from a British perspective

To achieve the above general aim and specific objectives of this study, the following
enquiries were taken into consideration.
* An extenstve literature review is required
* Dimensions derived from the literature to be tested and confirmed of their
soundness
* A framework to empirically execute the relationship of imagery dimensions are
required
Prior to moving ahead to probe into the above enquiries 1t 1s essential to set the
parameters for this study, to have focus and to make 1t feasible within the given time
frame of a PhD. Hence the scope of this thesis 1s to explore the imagery components as

discussed above of Malaysia from a British perspective.



1.4 Presenting Malaysia - a British perspective.
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(Business Times, 2004) for the fifth year in running after manufacturing. Table 1.1
depicts the tourists’ arrivals and receipts in the past five years as well as the forecast for
the year 2004. With the exception of the year 2003 where the tourism industry
experienced decline in tourist receipt and arrivals, tourism has recorded positive growth

otherwise. The year 2003, after incident like the 9/11 and Bali bombing coupled with

the SARS outbreak was among the reason for the decline.

Table 1.1 Tourist arrivals and receipt (1999-2004)

Year Tourist Arrivals Tourist receipt
(Million) (RM million)
1999 7.93 12321.3
2000 10.22 17335.4
2001 12.78 24221.5
2002 13.29 25781.1
2003 10.58 21291.1
2004* - 30000.0
* Forecast Source: Tourism Malaysia

The above statistics looks promising. However, the question 1s whether Malaysia is
realising its full potential as a destination. My discussion with academicians,
practitioners and some top-level policy makers provides the scenario of Malaysia not
performing as well as Thailand and Singapore? Why 1s Malaysian image lacking the
strategic advantage compared to its competitors? Could 1t be the ambivalent Malaysian

image? These are the question that this thesis will try to address.

At this juncture, Malaysia’s tourism policies and future plans are visited. The 7"

Malaysian (1996 —2000) plan saw tourism providing a helping hand for the recovery of



the Malaysian economy. Based upon tourism’s strong economic contribution, the 8"
Malaysian Plan (2001 — 2005) emphasised on greater efforts to provide a variety of
quality tourism products to stimulate tourism demand both internationally and
domestically. The 8™ Malaysian plan also outlined the importance of formulating
promotional strategies in established markets and emerging markets to capture larger

market shares. The thrust of the 8" Malaysian plan for the tourism sector includes

sustainable tourism development, integrated approach to tourism development,
customer focused product development, year-round carnival atmosphere, enhancement
of human resource development, emphasis on comfort, safety and security of tourists
and forging strategic alliances with international cooperation. The Malaysian

government’s 8" plan allocated Ringgit Malaysia 1 billion to achieve the above

outlined goals as shown per table 1.2.

Table 1.2 Budget Allocations for Malaysian Tourism B
| Development Allocation for Tourism, 1996-2005 (RM Million)

L e

7™ Malaysian Plan g™ Malaysian Plan |

' Programme “Allocation Expenditure |  Allocation |
' Heritage Preservation - 56.0 424 | 125.0
. Accommodation | 490 | 340 35.5
| Beautify/Protect /Clean | 89.2 69.5 295.3
' Environment | | |
| Facilities/Infrastructure | 335.5 | 276.2 | 473.6
| Others | 758 62.1 79.6

Total | 605.5 484.2 1009.0

Source: Tourism Malaysia

A more generous allocation from the government comes as no surprise since the

tourism sector has been one of the driving forces in terms of Malaysia’s economic



contribution. The interest however is to see how these outlined goals in the 8"
Malaysian Plan are put mnto practice and how much of these goals are achieved.
Streamlining the investigation to the parameters of this thesis, the self-image portrayed
by tourism Malaysia is reviewed. The promotional activities put together by the
Malaysian Tourism Promotional Board to the UK market gave emphasis mainly to
tourism resources, diversity, activities, infrastructure and accessibility. A compilation
of the image (self-image) promoted in the form of a multimedia CD highlighted the
attractive resources available in Malaysia. The images portrayed as resources includes
natural forest, beaches, skyscrapers, shopping outlets, wildlife including plants (i.e.
pitcher plant) and animals (i.e. orang utan), golf courses, shopping complexes,
restaurants, hotels, mountains, plantation (agro-tourism) and historical sites. On
diversity, the imagery portrayed includes the various ethnic groups (Malay, Chinese,
Indian, Kadazan , Iban), the variety of food, the blend of east and west, the modern
Malaysia amidst the conserved natural environment and to some extent on heritage. The
resources, coupled with the diversity are then portrayed to provide a whole variety of
activities. And the imagery projected in terms of activities includes beach holidays,
shopping, dining, golfing, scuba diving and white water rafting. The promotional CD
also projected imagery of high standards of infrastructures which includes hotels/resorts
that are of international standards, physical infrastructures (1.e. motorways / highways)
connecting between one destination and the other and finally the accessibly between the
UK and Malaysia with as many as two dozen direct flights a week connecting these two

destinations. Phrases like ‘Malaysia truly Asia’, ‘Malaysia a well kept secret’,

10



‘Malaysia truly a memorable Holiday’, ‘Malaysia a melting pot for diversity’ coupled
with interesting background music with people engaged in activities and exotic pictures
were included. Some advantageous points like English is widely spoken were also
included. However, at the point of product saturation and a need to produce innovative
experience how much impact these promotional strategies have upon the UK tourist can

only be known at a later point of this thesis upon completing the empirical study.

Prior to moving on to the specifics of empirical evidence, it will be of great interest just

to observe the performance of the UK market merely from a tourist arrival angle.

Table 1.3 Five-year comparisons of UK tourist arrivals to Malavsia

Year UK Arrival Total Arrival
1999 136398 7931149
2000 237757 10221582
2001 262423 12775073
2002 239294 13292010
2003 125569 10576915

Source: Tourism Malavsia

Although the market share of the UK remains approximately 2% of the total tourist
arrival, tables 1.3 and 1.4 shows growth in the UK market, which reflects that the
policies and implementation of the 8" Malaysian Plan shows a general trend of success.
The exception in a decline in the year 2002-2003 was due to the general global decline

in tourist travel pattern due to the uncontrollable external variables like 9/11, Bah

11



Bombing, SARS and war on Iraq. However, there has been a positive turnaround and

the UK 1s back in the top ten ranking of tourist arrival to Malaysia after slipping to the

11" spot in the year 2003.

Tablel.4 Ranking of top ten performing markets (1999-2004)

Rank 1999 2000 2001 2002 2003 2004*
1 Singapore Singapore Singapore Singapore Singapore Singapore
2 Thailand Thailand Thailand Thailand Thailand Thailand
3 Indonesia Indonesia Indonesia Indonesia Indonesia Indonesia
4 Japan Japan China China China China
5 China China Japan Japan Brunei Brunei
6
14
8
9

Brunei UK Brunel Brunel Japan Japan
Taiwan  Australia Taiwan UK India UK
UK Taiwan UK Taiwan  Australia USA
- Australia Brunei Australia Australia Taiwan Taiwan
10 USA USA USA India USA India
11 UK

* January — May 2004 (Source: Tourism Malaysia)

On a different note, the choice of UK is discussed first before moving on to the quest of
exploring the imagery position of Malaysia. Firstly, why not study other countries or a
mixture of different countries? A mixture of a few countries is not preferred due to the
socio-cultural and socio-economical difference between different country’s needs wants
and demands. For instance the Chinese market segment may enjoy the modernisation of
Malaysia as compared to the British who may enjoy the natural attributes. The UK
with its long history with Malaysia since the colonial days right up to today’s
commonwealth nations relationship have strong socio-cultural and socio-economical

link and is amongst the top ten revenue generating tourism market for Malaysia. On top
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of that, the very reason this PhD is being pursued in the UK coupled with the
consideration of using English as the media of research were contributing reasons

namely from accessibility and communication angle.

Sketching out the aims and scope of study from the initial inspiration to explore the
meaning and measurement of destination image especially from a Malaysian context
will be the guiding principles to carry out the research to the next level to assess the

known, unknown, knowable and unknowable of destination imagery.
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CHAPTER 2

LITERATURE REVIEW

2.1 Introduction

The purpose of this chapter is to review on what researchers have found and suggested
on the subject matter of image as a whole and Tourism Destination Image (TDI)
specifically. Drawing from the discussion in the earlier chapter, the discussion of this
literature chapter will probe the three divisions of process, mechanism and combined
process-mechanism approaches of tourism destination image studies. However, prior to
the specifics of destination image this chapter will dedicate the first section to the

evolution of image; the word, i1ts meaning and how it has come about.

2.2 Imagery evolution — philosophy to science

To begin with, 1t 1s safe to say that tourism does not have a strong recognition as a
discipline with 1ts own right (Weaver , 2000). Travel may have occurred as early as the
birth of mankind but the concept of tourism would have come into place only after
modern civilisation, and especially would have only been accessible 1n the early stages
within the tourism context to the aristocrats, rich and famous and the celebrities. Thus,
1t 1S no surprise that theories from various other fields like psychology (Potter, 198%),

geography (Cater, 2001), marketing (Telisman-Kosuta, 1989), history (Towner, 1988) ,
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anthropology (Kaplan, 1996) economics (Papatheodorou, 2001) etc., have all

contributed a fair share in the evolution process of today’s tourism discipline.

As complex, dynamic and volatile the word image has been expressed in today’s
tourtism literature, similarly scholars/researchers who have attempted to understand

image 1n the past also agree that the word 1mage 1itself is problematic and not an easy

one to make meaning out of it.

Horowitz (1970) in the book Image formation and cognition has addressed the

following on why the word image can be problematic:

e The word image is problematic because, in its root meaning, it means “ replica”

(Sarbin and Juhasz, 1970).

e The nature of image formation is relevant to any study of thinking, emotion and

perception.
e Any thought representation that has a sensory quality we call an image

e Image refers to a specific experience whereas imagery refers to different type of

image experience collectively.

e Individual can express the content but are unaware of the underlying process or

motives, which contributes to image formation.

e To explain image formation, two approaches might be of use:

o Neurobiological science which emphasises on anatomic and physiologic

causes,
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o Psychological science focusing on cognitive use, psychodynamic

meaning, and motivational aspects.

However, for the purpose of this thesis the neurobiological science technique will be
omitted, as it will require expertise which is not possible due to resources, time frame
and expert knowledge required in this area. Whereas the psychological science route is

found more appropriate hence adopted to address the issues arising in this thesis.
Evaluation of the evolution of the study of image may hold great importance to

recognise the roots of this subject matter in comparison to how the tourism academia

has adopted it, and table 2.1 below provides an overview of imagery evolution.
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_Table 2.1 Imagery evolution: Philosophy to science

Phllosopher/ cientist

Comment
| Onn

| Aristotle (Philosopher)
|

i

and effort.

Tfocke(?6_90-Philosof)her)

Hume (1739) A

Believed that thought developed as perception was |
recorded in residual images. These 1mages were then
' recalled, as part of thought, and simple 1images could be
recombined to form complex 1dea

ttempted to separate images from perceptions (used the
terms 1dea and impressions) on the basis that perception
had greater vividness, force and liveliness. The image,
| however was regarded as an exact copy of perception.

Hartley (1834)

' Speculated that there was thought in 1mageless form
through the use of word signification without sensory

quality. _

Mill (1829)

- Was interested in the difference between perceptlons and |

Considered images to be the basic elements of thoughf—
| connected by associational relevance. Aristotle added that
| images have the power to motivate a person to emotion |

:_Sir Francis Galton (1893)

images(he called them sensations and 1deas) ]
Was interested in how persons varied in their capacity to
' form mental images in different sense modes. Galton’s
study revealed that individuals can be typologies as
visualisers, kinesthetes, audiles and so on. e

' Roe (1951)

Holt (1964)

remammg respondents were mixed)

Her study on representation of thoughts revealed that one-
third of the respondents were visualisers, another third
verbalisers and a quarter were ‘imageless’. The imageless |
respondents knew something was going on but did not |
- know what lead to that representation of thought.(The

\

B 1

- The study of 1magery itself was ostracised from academic
psychology, only to return more recently along with a
renewed interest in cognitive processes.

' Richardson z_l 999)

interrelating components.

|

Imagery should be regarded not as a unitary psychologlcal |
function but as the product of a complex system of

L

The turbulent wave ‘image’ has traveled over time has resulted in exploring the

components and what consists of image and how it contributes to the image concept.
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Here the question of image (singular) versus images (plural) arises. Addressed here is
not just the perception or an involvement of solitary sense. It is a combination of
senses, which contributes to information processed, which is stored in the brain as a
mental representation. Thus, seeing is just not seeing with the eyes, imagining is not
imagining words or a visual picture. It is a combination of all senses. Richardson
(1999) explains that the imagery concept includes seeing (visual), hearing (auditory),

smell (oltactory), taste (gustatory), touch (coetaneous), movement (kinaesthetic) and

difterent bodily sensations (organic).

Thus, the sum of 1mage 1s equal to imagery or images. To be relevant to the actual
meaning and to acquire the breadth and depth of the true understanding of studying

1images (1magery), a definition 1s required. Discussion above shows that the definition

can be 1llustrated as below:

[=%1, + I, + 1+ + I + I + Lo

where, I 1s for Imagery
[, 1s for visual image
I, 1s for auditory image
I, 1s for olfactory image
I, 1s for gustatory image
I. 1s for cutaneous 1image
I 1s for kinaesthetic 1mage
Log 1s for organic image

Hence, from this a quick visit to imagery evolution; philosophy to science, the

following deductions can be made:
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e The nature of image formation is relevant to any study of thinking, emotion and

perception.

* Any thought representation that has a sensory quality we call an image.

 Images comprise of our bodily senses, which includes seeing, hearing, smell,

taste, and movement.

o Image versus Imagery. What is the difference? Image refers to a specific
experience whereas imagery refers to different type of image experience
collectively.

e An individual’s description of image can be expressed from various aspects:
Contents, vividness (intensity), clarity, colour, shading, shapes, movement,
foreground and background characteristics. If observed carefully, the
description above focuses only on one aspect of imagery, stated as visual image
by Horowitz (1970).

o Other attributes of 1image an individual can express includes:

1 ) how the image entered his/her awareness
11) 1ts duration
111) associated emotions

e Individual can express the content but are unaware of the underlying process or

motives, which contributes to image formation.

The word image and imagery have been and will be used freely throughout the

discussion of this thesis. However, the usage of both terms should be treated as a
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holistic meaning of what constitutes the total sensory combination of imagery and not
be treated as a single component of the sense except for situation where it is specified
otherwise. Points to ponder from a tourism context from the above discussion include:

research to date has yet to address the definition process of destination image.

Although, the likes of Gunn (1977) and Echtner and Ritchie (1991, 1993) have tried to
explain the formation of image, the question of imagery has yet to be defined in a
holistic manner. Holistic should not only include the various psychological and
functional aspects of tourists image but tourism image. This notion is further
strengthened by Hankinson’s (2004) argument that says the saliency of organic images
from a cultural, and historical point alone 1s insufficient. To capture the holistic aspects
of a destination 1image, an assessment should comprise of all actors in the industry and
should constitute of non organic image attributes like the accessibility to destination
and so on and so forth. Therefore, a holistic tourism 1image 1deally should include both
the process and mechanism dimensions of various tourism actors; tourist —the demand
component; the supply chain — NTO, tour operator, travel agency, airlines; the drivers —
advertisement, media, brochure, world wide web. An overlapping assessment and
examination of these components are required if strategic holistic implications were to

be derived from an imagery study.

20



Hence, this thesis embarks on the journey on how to bring together these complexity

and multidimensional aspects of imagery to be a strategic tool in making a destination

successful.

2.3 Imagery from a tourism standpoint

Study of destination 1image seems to be amongst the favourite subject area within the
tourism discipline as large quantity of research have been and 1s being carried out. It is

understood and agreed upon by several researchers (Gallarza, 2002; Echtner & Ritchie,

1991, 1993; Jenkins 1999 and Hankinson 2004) the complex, dynamic and challenging
nature of studying destination image. The challenging issues have not hindered the
quest of exploring destination image but have further enhanced the research done 1n this

area namely the mechanism, process, drivers and implications components as addressed

in Table 2.2 below.
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Table 2.2 Literature review on destination image

| Research areas qg___a‘esg__é(_i_ : | Authors * B

. Mechanism- meaning, formation, | 4. 8, 18, 22, 24, 27, 34, 35, 42, 46, 49, 53, 57,
. definition 60, 62, 65, 66, 69, 74, 75, 76, 77, 78, 82, 84, 85

k___ . o - ) - ]
Pr

ocess — actors (tourist, NTO), | 1, 2, 3,4, 5, 10, 11, 13, 14, 15, 17, 18, 21, 23, |
| measurement 24, 25, 26, 28, 29, 31, 32, 33, 36, 37, 38, 41, |
| 42. 43, 44, 45, 47, 50, 51, 52, 53, 55, 56, 58,
63, 64, 65, 66, 67, 68, 69, 70,71, 79, 80, 82 |

———— . e — - —

| Drivers — advertisement, media, | 6, 46, 49, 55, 81, 86.

Internet |
l |

' Image implications — marketing, | 2,4, 7,9, 12, 16, 17, 19, 20, 23, 24, 30, 39, 40,
policies, promotion etc. | 46, 48, 54, 57, 59, 61, 66, 67, 72, 73, 74, 7,
| 78, 81, 83

I N N -

*1. Ahmed (1991), (1996); 2. Andersen (1997); 3. Andreu (2000); 4. Baloglu (1997), (1998), (1999a),
| (1999b). 5. Bignon (1998); 6. Bojanic (1991); 7. Botha (1999); 8. Botterill (1989), (1987); 9. Bramwell
(1996); 10. Brown (1998); 11. Calantone (1989); 12. Chacko (2000); 13. Chaudhary (2000); 14. Chen
| J(2000); 15. Chen P (1999); 16 Chon (1990), (1991), (1991a); 17. Crompton (1979), (1992); 18. Dann
(1996); 19. Dadgostar (1995);20. Dillon (1986);21. Dimanche (1998);22. Dolnicar (1999);23. Driscoll |
| (1990), (1994);24. Echtner & Ritchie (1991), (1993); 25. Embacher (1989); 26. Fakeye & Crompton
(1991); 27.Fridgen (1987); 28. Gartner (1986), (1989), (1994), (1987), (1992); 29. Goodrich (1978a), |
(1978b), (1979); 30. Grabler (1997a), 1997b); 31. Haahti (1983); 32. Heung (2000); 33. Hu (1993); 34.
| Hunt (1975); 35. Illiewich (1998); 36. lllum (1995); 37. Jaffe (1984); 38. Jutla(2000); 39. Kale (1986); |
40. Kim (2000); 41. King (1994); 42. MacKay (1997), (2000); 43. Mazanec (1997), 44. McLellan
(1983); 45. Mohsin (1999); 46. Morgan et al (1998), (2001), (2002), (2003); 47. Murphy(1997),
(1999), (2000); 48. Opperman (1996); 49. Pearce (1977), (1982); 50.Perdue (1986), (2000); 51. Phelps |
(1986); 52. Pizam (1991), (1978); 53.Reilly (1990); 54. Ritchie (1998); 55. Santos (1998); 56. |
Schneider (1999); 57. Selby and Morgan (1996); 58. Tapachai (2000); 59. Uysal (2000); 60. Walmsley
(1992), (1993), (1998); 61. Wee (1985); 62. Young (1995), (1999); 63. Alhemoud (1991); 64.
Carmichael (1992); 65. Coshall (2000); 66. Jenkins (1999); 67. Moutinho (1984); 68. Ohm (1990); 65.
Sirgy (2000); 70. Um (1991), (1990); 71. Waitt (1996); 72. Woodside (1989), (1982); 73. Buhalis |
(2000); 74. Kotler (1999); 75. Gunn (1997); 76. Leiper (1979); 77. Pritchard and Morgan (2001); 78.
Konecnik (2004); 79. Hui (2003); 80 Rezende-Parker (2003); 81.Dore (2003);82. Pike(2003); 83.Day I

(2002); 84. Laws (2002); 85. Hankinson (2004); 86. Seaton (1996)
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Amongst the 4 components, it appears that most research have been carried out within
the process context where the nature of study is more toward measuring the attributes
held by the actors in the tourism industry involved rather then understanding the
meaning of it. Other areas of contributions also come from a policy/implication angle
and the mechanism attribute that contribute to the structure and meaning of destination
image. However, the driver component, which is the media or platform of
communication, has only attracted fewer researchers within the tourism discipline

though research is carried out vastly in the marketing/branding/positioning domains.

2.3.1 Imagery mechanism

The mechanism component addresses the meaning, structure, formation and definition
of tourism destination image. An important factor as well as the turning point in
destination image research comes from the contribution of Echtner & Ritchie (1991,
1993) where attempt was made to address the imagery issue in a holistic manner. The
contributions of these researchers have also been the guiding principle as well as a
platform to further explore this thesis. Like Echtner and Ritchie (1991, 1993), Jenkins
(1999) mentioned briefly that the study of images doesn’t necessarily be based on
words or numbers alone. Jenkins noted that usage of visual aids to measure 1mage or
generally in the tourism studies has yet to be explored to its full potential by tourism
researchers. Botterill and Crompton (1987) have been the names found 1n literature that
has attempted this method. All this alternative techniques have been a revelation in

understanding the meaning and formation of image rather than simply measuring it.
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With Echtner and Ritchie (1991, 1993) mentioning multi-sensory while Jenkins (1999)
addressing on visual aids. This brings to the search of the word image, what it means,
whether sufficient work has been done to give this word a proper meaning. Could this
be the reason why everyone seems to be interpreting the word image differently? Thus,
the probing of definition of the image is a good staring point to answer the above
questions. The very first and rather a simple definition come from Hunt (1971) who
describes 1mage as impressions that a person or persons hold about a state in which
they do not reside. A more generalised definition of image was presented by Markin
(1974) who defines image as our own personalised, internalised and conceptualising
understanding of what we know. Lawson and Bond-Bovy (1977) on the other hand saw
image as an expression of knowledge, impressions, prejudice, imaginations and
emotional thoughts and individual has on a specific object or place. Crompton (1979)
described destination image as the sum of beliefs, 1deas and impressions that a person
has of a destination. On the concept of image, Dichter (1985) explains that a political
candidate, a product and a country can all have images. Dichter adds on to say that
image describes not just individual traits or qualities but the total impression and entity
makes on the minds of others. Reynolds (1985) on image defines that of a mental
construct developed by the consumer on the basis of a few selected impressions among
the flood of total impressions. Reynolds adds to this concept by saying image comes
into being through a creative process in which selected impressions are elaborated,

embellished and ordered. Embacher and Butler (1989) on their views of image,
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described image as comprising of ideas or conceptions held individually or collectively
of the destination under investigation. Their addition to the imagery concept is that
Image may comprise both cognitive and evaluative components. Fakeye and Cromptons
(1991) definition was more tourist specific where the definition is spelt out as image
being the mental construct developed by a potential tourist on the basis of a few
selected 1mpressions among the flood of total impressions. Kotler (1994) provided a
very straightforward definition, which described image of a place as the sum of beliefs,
ideas, and impressions that a person holds of it. Gartner (1993, 1996) defined that
destination 1mages are developed by three hierarchically interrelated components of
cognitive, affective and conative. On a different note of a more generic definition,
Santos (1994) defined 1mage as a mental representation of attributes and benefits

sought of a product. Finally, Parentau (1995) describes image as favourable and

unfavourable prejudice that the audience and distributors have of the product or
destinations. The strength of Parentau’s definition is that the acknowledgement that
image can be both positive and negative; giving a broader scope that what may be
favourable to one may be unfavourable to another. On top of that the use of the word
audience permits various actors and just not tourist that permits a holistic sense of
image. The word audience also allows the influence of drivers such as advertisement,
media and Internet to be incorporated within the imagery context. Furthermore the
inclusion of distributors who can be NTO, tour operators, and travel advisers; the

supply components is also addressed as compared to just relating image to tourists
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alone. This all-encompassing definition, which seems to be the most appropriate

definition, is preferred for the purpose of this thesis.

Besides definition, the image formation has been the area that has been probed to
understand the structure and meaning of image. Gunn (1997) speaks of three different
stages 1n the formation of image. Firstly, the organic image that comes from the
cultural, historical and educational knowledge of a destination. It is an image that has
been associated with the destination for a very long-time through reading newspapers
and novels, watching documentaries and movies listening to radio and attending history
or geography classes. There is not much advertising intervention on such image
formation. The second phase of image formation as addressed by Gunn known as
induced 1mage relates to the influential role of marketing, positioning and advertising
campaigns generated by NTOs, travel advisers and tour operators. This can come in the
form of travel brochures, billboards, Internet, television and radio programmes
promoting holiday destinations etc. The induced 1mages are used to either enhance the

existing favourable image or to repair/replace the unfavourable image of destinations.

The third phase of image formation takes place after the actual experience of the
audience/tourist to the destination. This 1s where the personal experience as compared
to the organic and induced image are assessed to see if the actual meets perceived
image. Travelers are normally satisfied when the actual image meets or exceeds

perception. The danger arises when the traveler feels that the induced 1mage have been
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blown out of proportion as compared too the actual image — an area where tourism,

promoters will have to be careful if long-term business were to achieve success.
However, Hankinson (2004) notes that not much emphasis has been given to the image

formation process as it plays an influential role to understand the structure of meaning

held by actors in the tourism sector.

Earlier discussions show clearly, that Echtner & Ritchie , Jenkins and Gunn to name a
few have been amongst many authors who have reviewed the meaning of imagery. Yet
there has been confusion in the usage of the word image. Another point to review is that
none of the previous researchers have actually utilised an approach to evaluate and
capture the variety of components (different senses) of possible 1images tourists might
hold. Research results are evident that the decision making process of every individual
varies in making a destination choice. Thus, it is of high importance to understand these
different components of imagery for future destination marketing strategies and this can
be achieved through identifying and combining the gaps between the mechanism and

the process component of imagery.

2.3.2 Imagery process

The imagery process is the most visited and scrutinised area within the destination
image studies. The imagery process consists of studies involving various actors like
tourists, students, tour operators, travel advisers and NTOs. The other aspects of

research addressed within the context of the imagery process component include the
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various methods employed (qualitative and quantitative) as well as the psychological
and functional attributes (variables) that are being studied. The first step taken to
analyse the gap is to look at previous literatures in tourism destination image. A distinct
difference was identified in the approach adopted by researchers pre and post 90’s. The
pre 90°s era emphasised on the attribute based with one or two exceptions trying to

detine the meaning of image. The post 90’s era, tried to define the meaning as well as

measure the attributes. Echtner and Ritchie to give a holistic viewpoint of image

delivered the major contribution. At this junction, it is important to illustrate the

previous studies and to avoid reinventing the wheel.

Pre 90°s saw a gap of holistic (Echtner & Ritchie, 1991) approach in defining and
measuring destination image. Table 2.3 reveals the majority of researchers’ preference
towards structured approach, which denies the respondents to express what images they
hold of a destination. It 1s also evident from their research objectives expressed that
the main purpose of their study 1s to measure but not to explore the definition or
meaning of images. Some of the researchers on the other hand made vague definition of

image.
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Thus, Echtner and Ritchie (1991, 1993) from their review proposed a holistic structure.

Their recommendations include:

* Destination image to be envisioned as containing two main components:

attributes and holistic based,

e Each destination image contains functional, or more tangible, and
psychological or more abstract, characteristics.

e Images of destinations can also range from those based on ‘common’

- functional and psychological traits to those based on more distinctive or even

unique features, events, feelings or auras

e In order to capture all of these components, a combination of structured and

unstructured method to be used to measure destination image.

The contribution of Echtner and Ritchie above paved new path in the studies of

destination images.

However, even with more researchers exploring the meaning alongside measurement of
image in the post 90’s 1t 1s found that the tendency of researchers to fall back purely on
a positivist approach was still preterred (Table 2.4). Although positivist approach 1s
convenient for data collection, coding and analysis, if the process of wvariable
determination 1s not carefully executed, false or inaccurate results would be obtained,

defeating the purpose to position a target market towards the needs, wants and demand
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of the clientele (tourist). Jenkins (1999), thus proposes a model of two phases; the first
phase being the variable i1dentification process (qualitative approach) followed by the

second phase (quantitative).
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The preference of measurement over meaning is also evident in Pike’s (2002) work

where out of 142 papers reviewed between 1973 and 2000, majority (114) papers used

structured method as compared to less than half (63 papers) reported the use of

qualitative techniques.

The qualitative techniques used include free elicitation/open ended questions (Dann,
1996; Echtner and Ritchie, 1993; Embacher & Buttle, 1989; Reilly, 1990), focus groups
(Amor et al., 1994; Driscoll et al., 1994; Fakeye and Crompton, 1991; Guthrie and
Gale, 1991; King, 1994), in-depth interviews (Amor et al., 1994; Bramwell and
Rawding, 1996; Haahti, 1986; Fakeye and Crompton, 1991; Selby and Morgan, 1996)
and content analysis (Baloglu and McCleary, 1999; Bramwell and Rawding, 1996;

Crompton, 1979; Echtner and Ritchie, 1993; ; Embacher and Buttle, 1989; Fakeye and

Crompton, 1991; Fesenmaier and MacKay, 1996; Goodrich, 1982; Haahti, 1986; King,

1994; Reilly, 1990; Stabler, 1998).

As for the quantitative techniques used the majority were multivariate methods with
fewer bivariate methods employed. The multivariate methods were mainly used for
data deduction procedures namely factor analysis (Ahmed, 1991, 1996; Baloglu, 1997,
1999; Calantone et al., 1989; Crompton et al., 1992; Crompton, 1979; Driscoll et al.,
1994; Echtner and Ritchie, 1993; Fakeye and Crompton, 1991; Guthrie & Gale, 1991;
Muller, 1995; Opperman, 1996a, 1996b; Schroeder, 1996; Sternquist, 1985; Walmsley

and Young , 1998) and multidimensional scaling (Baloglu and Brinberg, 1997; Gartner,
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1989; Goodrich, 1982; Guthrie and Gale, 1991; Haahti, 1986). Other multivariate
methods employed were for the purpose of grouping ( Embacher and Buttle, 1989:
Muller, 1995) and dependence analysis (Ahmed, 1991, 1996; Baloglu, 1997; Baloglu
and McCleary, 1999; Carmichael, 1992; Chon, 1992; Crompton, 1979; Fakeye and
Crompton, 1991; Gartner and Hunt, 1987; Schroeder, 1996). The contributors for the
bivariate methods include Ahmed (1991), Borchgrevink and Knutson (1997), Chon

(1991), Fakeye and Crompton (1991), Gartner and Hunt (1987) and Schroeder (1996).

Whether qualitative or quantitative, the techniques were used either for elicitation of the
variables that constituted the image of a destination or to test the existing variables to
assess the favourable and unfavourable images. Amongst the most common functional
and psychological (Gallarza, 2000) variables used to assess image includes activities,
landscape, nature, culture, entertainment, shopping, information, sport facilities,
transportation, accommodation, gastronomy, price, climate, relaxation, accessibility,

safety, social interaction, residents’ receptiveness, originality and service quality.

Another shortcoming within the process context of image 1s that assessment of image
has been mainly demand driven. And of the demand components, majority of the study
has been on tourists with the exceptions like Morgan et al. (2002) studying a more
specialised VFR market and McClellan (1983) focusing on tour operators. More studies
on the distribution pattern and supply chain of what constitutes and forms image have

to be carried out if a holistic image of a destination to be promising for future planning
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and policy implication. NTOs, travel adviser, inbound and outbound tour operators,
airlines and policy makers should all be pulled into the study of image to see the
influence of these various actors in the formation of a destination image. On the

demand side of it, just studying the students market or tourist market alone is

insufficient. Further segmentation of business travelers, friends, relatives as well as

students market have to be captured to understand the potential of each market

segments both individually and collectively.

2.3.3 Imagery drivers

Imagery and how it 1s communicated is important to all parties involved. History,
culture, education are all parts and parcel of growing up and the imagery embedded
through this process; the organic image is something that would have become part of
ones beliet system. It will be inappropriate even to attempt to reverse or manipulate

such image as 1t will alter truth and loose its unique sense of a destination. However, to
cleverly position such images, through nnovation and creativity along with other
psychological and functional attributes to lure tourist requires appropriate drivers. The
drivers, the communication tools comes in many shapes and forms of marketing,
promoting, positioning and advertising activities. Though these drivers have been
around for a long while, the integration of these drivers into the study of destination
image to provide a holistic picture 1s not seen to be the choice of many researchers with
exception to the valuable works of Morgan and Pritchard (1996, 1999, 2002) and

Seaton (1996) in advertising and branding. The inclusion of such drivers 1s important as
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to evaluate, asses and utilize the structure of tourism meaning as a form of induced
image to promote, market and position a destination. Preferred, popular and attractive
communicating media in the form of newspapers, magazines, travel brochures, Internet
and even road shows will have to be examined on its effectiveness to create a
favourable induced image to potential tourists. To achieve this, good
partnership/networking with feedback amongst the industry players are required and

this should be coupled with assessment of the most influential and effective media of

communication that is utilised most buy tourists.

2.3.4 Imagery implications

Practitioners in particular will see research of no use if policy and implications are not
derived from such process. Hence, it 1s not of surprise that there has been a fair amount
of research contribution when 1t comes to destination image’s policy implications. The
majority of work on imagery implications 1s from a marketing angle addressing specific
countries (Alhemoud, 1996; Andreu, 2000; Bignon, 1998; Chaudhary, 2000;
Embacher, 1989; Haaht1, 1983; Hui, 2003; Konecnik, 2004, Murphy, 1999; Pritchard
and Morgan, 2001; Rezende-Parker, 2003; Schneider, 1999; Shanka; 1999) as a
destination; amenities like specialist (Botha, 1999; Carmichael, 1992; Crompton, 1992;
Hudson, 1998; Kozak, 1998; Vaughan, 1999) resorts as destination, NTO/DMQO’s
(Lynn Dore, 2003; Uysal, 2000; Wee, 1985) role; the role of trade and industry
(Dimanche, 1998; Gartner, 1994; Illum, 1995; McLellan, 1983; Mohsin, 1999; Perdue,

1986; Roehl, 1990); and the role of communicative (Bojanic, 1991; Ehemann, 1977;
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Gronhaug, 1992; MacKay, 1997; Morgan and Pritchard, 2001: Pritchard and Morgan,

1996; Santos, 1998) media.

Other areas of imagery implications that tourism scholars have contributed include new
strategies (Baloglu, 1999a; Dann, 1996; Day, 2002; Dillon, 1986; Jaffe, 1984; Leiper,
1979; Nickerson, 1999; Scott, 1978; Shih, 1986; Sirgy, 2000) as well as to tourism

development and planning (Chon, 1991; Goodrich, 1978b; Gunn, 1997; Hunt, 1975:

Ritchie, 1998; Woodside, 1988).

The study of imagery seems to have a fairly large amount of literature within the
tourism discipline explaining on the mechanism, process, driver and implication
components though some component seem more popular than the others. . However,
for the purpose of studying a particular market segment’s (i.e. British perspective)
imagery on a particular destination (1.e. Malaysia) addressing one component and
leaving out the other will not portray a holistic image. Although various efforts had
been made to address imagery in a holistic fashion, 1t appears only to be sub-holistic.
For istance, Echtner and Ritchie’ s (1991, 1993) three-dimensional view is holistic 1f
applied on the tourist component alone. However, for the study scope of this thesis, a
piece-meal approach of focusing on only one component may fail to address the depth
and breadth of 1imagery. Hence, based on the above literature findings and
acknowledging the complex, multiple, relativistic and dynamic (Gallarza, 2002) nature

of imagery study, the following section draws a conceptual framework that will be both

relevant and useful for the scope of this thesis.
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2.4 Conceptual framework — fixing the puzzle

First and foremost, the association of the imagery component should be visualised as a
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