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Abstract

Tourism destination market is competitive due te thcrease of the number of
world-wide international arrivals and more holidagestination players.
Maintaining repeated tourist numbers is as impoértas attracting potential
first-timers. Previous research has suggestedttigaimajority of the destination
loyalty research follows the framework of generehrid loyalty theories. These
studies tend to be positivist employing quantigatiesearch designs. Moreover,
they focus on causal analyses amongst image, adimi and revisit intention,
which perceive loyalty as an ultimate goal. Howevlee current study identifies
that the conceptual definition of loyalty conflictgith the constructs of loyalty.
Additionally, the study aims to explain the dynamitation of actual revisits and
place endearment by integrating theories of pléiaelament, existential authenticity

and development of destination loyalty.

The current study employs interpretivism as reseatilosophy and interpretive as
paradigm. It obtained data from focus groups amwdistructured interviews under
the exploratory-purposed research design. The idataen analysed by means of
the thematic analysis technique. Focus groupesas\the preliminary study; they
allow examination of destination loyalty from rgadactices. Interviews generate
information to fulfil the research aims by explaigithe formation and development
of destination loyalty with the integration of thieeories of place attachment and

existential authenticity.



The current results indicate that intention is hardctuality and tourists are
behaviourally loyal to multiple holiday destinat®on Destination features fulfil
tourists’ physiological needs and bring satisfattamd excitement. However, they
do not deepen tourists’ attachment to the holidagtidation. They are longer
residence experience, local involvement, and memgigh make tourists feel the
destination like home to them. They are taken s naembers of the local
community. In addition, travel experiences ard-sarning process and tourists
dialogue with themselves during their journeys ahdn they were promoted
knowledgably and spiritually. Tourists gain sensé belongingness and

self-actualisation from holiday experiences.

This study suggests that destination loyalty isyaathic process rather than a
terminal status of behavioural consumption. \Wit# integration of self-realisation,
destination loyalty can be seen to be more thaitdedkand occasional revisits and
fulfilments and satisfaction of physiological need§ his study unhooks the causal
analyses on attributes; instead, it proposes a pemspective of explaining the
development and enhancement of destination loyaliyie results can be beneficial
for destination management and marketing researgfaintaining and branding are
just the initial process. A tourist destinationgnutilise its characteristics to create
more irreplaceable experiences for tourists, whétable tourists to build up

profound emotional associations with the place.
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Chapter 1

Introduction

1.0 Introduction

The objective of this chapter is to provide anadtrction to the thesis as a whole.
Firstly, the rationale of the study is presenteckflyr to explain why the subject
interests the researcher. Then, the theme okdearch is introduced to present the
research aim, objectives, and questions. It i®viedd by the introduction to the
research strategies used in this study. It empéogembination of both literature
and data analyses of two cases of fieldwork. Affites, the main position of this
study is elucidated. The literature review is auteof positivist and quantitative
research whereas this study adopts interpretivisiha research paradigm with the
view to giving destination loyalty meanings. Ldst not least, each chapter of this

thesis is outlined.

1.1 The Rationale of the Study

The market of tourism destinations is getting meomd more competitive. Based on
the forecast of UNWTO (United Nations World Tourig€dnganization), the number
of world-wide international arrivals will reach 1k@lion by 2020 (UNWTO, 2011).
The receipts of worldwide international tourism 2010 are estimated to have
reached over US$ 900 billion (UNWTO, 2011). Furthere, more holiday

destination players join in the huge tourism mar&ath year (UNWTO, 2009).



Branding, obviously, becomes a measure for toum@stinations to differentiate
themselves from other competitors (Olins, 2005).rar8 equity refers to the
collective value of a brand and Keller’s customasdxl brand equity model becomes
the mainstream measurement of brand equity. Lyyaltseen as the essence of
brand equity and as the ultimate representationdhstomers response to the brand
(Aaker, 1991 and Keller, 2008). The importancelmfalty in marketing and
branding literature is never underestimated. Tiweceptual definition of loyalty
which is defined by Jacoby and Olson and citedampBy and Chestnut (1978) is the
most widely-recognised one. Based on the defmjteotrue loyal customer must be

both behaviourally and attitudinally loyal towarttie brand.

The concepts of brand, branding, and brand equatye hbeen widely researched
since 1970’s. However, it was not until the begmgnof the Millennium has the
concept of branding been applied to the tourismtimgson context (Morgan,
Pritchard, and Pride, 2005). A recurring procelsdastination branding model is
conceptualised by Cai (2002), which is mainly bupbn destination image building
and maintaining as well as destination marketing. miStudies on destination
branding are chiefly case studies done by destinathanagement and marketing
practitioners. Based on Keller’'s customer-baseshdbrequity model and Gartner’s
components of destination image, Konecnik and @ar{2007) propose a brand
equity model for holiday destinations, which isised by Boo, Busser, and Baloglu
(2008). As far as destination loyalty researatoiscerned, the research patterns are
very similar to brand loyalty research in the cahtd retailing products and services.
Thus, loyalty is seen as a terminal status; stualieglone to examine the relationship

amongst revisit motivation, destination image, sattion, perceived value, and



loyalty (Huang and Chiu, 2006, Chi and Qu, 2008&rYand Uysal, 2005, Chen and
Tsai, 2007, Castro, Armario and Ruiz, 2007, Leervand Lee, 2007, Gallarza and

Saura, 2006, Alcaniz, Garcia, and Blas, 2009, Hosgdn, Lai, and Wang, 2009).

The literature review so far indicates the domoratof quantitative research, the
dilemma of constructs of destination loyalty, ahd tigh weight at attribute-based
research survey. Reuvisit intention is used ascthrestruct of behavioural loyalty
whereas preference and word-of-mouth are for ditial loyalty. It neglects the
influence from practical situations. Research afiday destination choice-sets
proves that practical restraints are major factwirsholiday destination selection
(Hong, Lee, Lee, and Jang, 2009 and Decrop, 2010}%o0, it is problematic to use

revisit intention as loyalty construct since intentis rarely actuality.

Moreover, word-of-mouth comes from the researchrast-commitment theory; a
committed customer is believed to advocate forldrend (Pritchard, Havitz, and
Howard, 1999). In the literature of destinatiorydlly, advocacy is used as the
construct of attitudinal loyalty. However, theeliature also indicates that the
presentations of loyalty may vary from an industty another. A holiday
destination is a complex compound of tourism fdesi services, and products
(Buhalis, 2000 and Pike, 2005). Therefore, thisidgt argues whether

recommendation can be fully applicable in the wmrholiday context.

Furthermore, multi-attribute theory established Bishbein (1963 and 1967)
commands the marketing research. It believesitittiduals form their attitude

towards the product or the brand by evaluatingattrébutes of that product or brand.



In other words, it believes that a tourist chodseevisit a destination mainly based
on their evaluation of the destination attributeSourist also forms their emotional
bonds towards the destination based on its featurélsus, this study argues that the
domination of attribute-based survey and quantigatiresearch set up the
predicament for destination loyalty research. €heés limited advance; new
destination attributes are applied into the samseaeh model to see how
significantly they contribute to intention of reiiand advocacy. There seems to be

little input and output available.

1.2 Research Theme

The scope of international tourism arrivals andneooic growth, the literature
review on concepts of destination branding, destinaimage, and destination
loyalty all serve as the rationale for this studyhe study identifies that loyalty is
seen as a final goal that a brand wants to reathe prerequisite makes loyalty an
end of a route, which restricts the entry pointsles$tination loyalty. Besides, the

research on destinations is built upon theoridzafd loyalty.

Destination loyalty is rarely examined solely. téward and Howard (1997) and
Oppermann (1997 and 2000) are pioneers kickingdefitination loyalty research.
Pritchard and Howard (1997) propose a typologyogfl tourists on the basis of
Day’s measure of loyalty whereas Oppermann (199€ates the typology of tourist
loyalty by only focusing on the number of touristeVisits. Further, Oppermann
(2000) tries to predict revisit behaviour on thedliby typology he previously

proposed. However, there is very little researohatitudinal loyalty in tourism



destination context. Thus, the researcher thinksndcessary to conduct a
preliminary research in order to construct a d&bni of destination from tourists’
point of view. That is, the researcher invitesrigts to share their opinions on their
actual revisits and feelings towards holiday dedgtoms with the view to identifying

the gap between theories and real practices.

The preliminary study reflects that revisit int@mtiis a problematic construct of
behavioural loyalty. Also, it suggests that théseno exclusivity attaching to
destination loyalty. People are behaviourally lagamultiple destinations. That
is to say, there is a gap between the literatumdestination loyalty and tourists’ real

practices.

Moreover, the findings of the preliminary study gasgt that tourists feel reserved to
recommend and struggle to describe their feelingdestinations. That makes the
researcher interested in probing the formationdawlopment of destination loyalty
by employing a different perspective and a qualiéatesearch design. It calls for
refinement of research questions and new inputiteshture review to move the

study forward. The study of destination loyaltydats formation and development
became the theme of the study. In order to fth#l scarcity of attitudinal loyalty in

the context of tourism destinations, place attaditraed existential authenticity are

integrated into the discussion of destination Ityyal

Both place attachment and existential authentieitg theories from different
disciplines other than marketing and tourism. @lattachment originates from

environmental psychology. Place attachment retetie emotional bond which an



individual holds towards a particular place. Frdhis emotional bond, the

individual is able to maintain the sense of clossn® the specific place (Hidalgo
and Hernandez, 2001). Existential authenticitygiodates from philosophy and
psychology. Wang (1999) introduces the conceptxidtential authenticity in the

context of tourism and emphasises that the seefangauthenticity in tourism

experiences is the process of self realisatioroofists themselves. Thus, both of
these serve as perspectives to examine the profemshancement of attitudinal
loyalty in the holiday destination context. As fas the relationship between
tourists and destinations, place attachment mawgilplgsexplain how attachment
forms and develops through residential experiencés.addition, travel experiences
do not merely fulfil tourists’ physiological needdiey are also supposed to fulfil
their needs for self-actualisation (Gartner, 199&lowever, the literature lacks

discussion and examination.

With new inputs of literature review, the focustlois study is modified and the

research aim, objectives and questions are refisddllows.

The research aim is to investigate tourists’ pdaroap of both behavioural and

attitudinal loyalty in the holiday destination cert.

The research objectives are:

a. to understand the dynamic interactions betweem ngalisation and emotional
bonding.

b. To integrate place attachment and existential autittigy into the examination of

destination loyalty development



c. To examine how tourists fulfil their needs for sattualisation through travel

experiences and how this links with the developnoéuliestination loyalty

Apart from overall objectives, there are reseansbstjons to look into in detail.

The research questions include:

a. What will be the behavioural loyalty typologyaitual revisit patterns are analysed
and examined rather than revisit intention?

b. What are the aspects which make tourists faatetted with the destination apart
from satisfaction and trust triggered by destinaattributes?

c. What are the consequences of destination loggléyt from feeling reluctant to
switch to another destination and word-of-mouth?

d. To what extent do tourists identify with the idaly destination setting?

1.3 Strategies Used to Conduct This Research
The strategy used to conduct this research is dic@ation of both literature review
and two fieldworks. The fieldworks refer to a pmehary study and major step of

data collection. Between the fieldworks, thererse® inputs of literature review.

A comprehensive literature review and analysisagied out before a preliminary
study. It initiates into theories and studies estohation branding and brand equity
for holiday destinations. Then, the study narrolg/n its interest to brand loyalty.
The study identifies that research on destinatoyalty is reproduction of research

on brand loyalty. It neglects that holiday dedimais a complex compound if it is



seen as a brand. Thus, a preliminary study is wted in order to better

understand the gap between theories and real ggacti

The preliminary study adopts focus groups as ita dallection strategy. It recruits
Glasgow City residents who have the habit of regud&ation-taking in a destination
outside the UK for more than one week in the previdive years. Four focus
groups classified by participants’ age range amxessfully held. The collected
data not only answers the researcher’s questionslba brings food for thought.
The preliminary study suggests that there is gaywdsn the literature of destination
loyalty and tourists’ actual revisit patterns antho#ional bond with holiday
destinations. Apart from satisfaction gained fremurism service consumption,
there is still little known with relation to attilinal loyalty. The study moves
forward to add in new literature review and to mefthe research focus, design, and

questions.

Theories of place attachment and existential atitignare added in the literature
review of this study. Place attachment originatkamines the relationship between
people and their residential environment wheredstential authenticity explains
that tourists seek for self-actualisation througdvel experiences. They allow the
researcher to break through the boundaries ofbat&ibased survey. They are
anticipated to explain the development of destmatioyalty with new insights,

particularly on the discussion of attitudinal agpec

With new inputs of literature review and refinemehtesearch questions, the major

fieldwork takes place. The methodology used islitpieve and semi-structured



interviews are chosen as the data collection teciani Elderly Scottish citizens,
aged over 50, who have regular holidays, are rsttui Regular holidays refer that
they must have already taken at least three oveitsaalays in the past five years.
The major field work took place from September 20@9 December 2009.
Interviews are taped and transcribed. Research diad fieldwork note are written
during the data collection period. All data is lgead with thematic analysis
techniqgue. A framework of the findings is drawn apd named as gradation of
destination loyalty. Then, the findings are repdrand discussed with reference to

the literature.

1.4 Main Position of the Study

The adoption of methodology and integration of tlesofrom different disciplines
means the study stands in a very different positiom the prior literature. The
literature is a result of positivist and quantitatiresearch. The domination of
destination-attribute-based survey makes an ineidibundary. Destination loyalty
iIs examined and explained on the bases of destindgatures. Even though
trust-commitment theory is employed to explain themation and development of
attitudinal loyalty, it is still built upon destitian characteristics. Cross-sectional
research design treats loyalty as a terminal stdtissdefined as a goal to reach not a

process to develop along with.

On the other hand, this study adopts interpretivesnits research paradigm; the

nature of qualitative research allows the studgit@ destination loyalty meanings.

The integration of place attachment and existemtighenticity allow the study to

10



explain destination loyalty without the limitatioaf destination attributes. It
primarily examines tourists’ emotional bonding thet place from the local
involvement and their fulfilment of self-actualigat through travel experiences.
Travelling is a process of learning for touristeriselves. There is an inner me

taking place during their journeys.

Attributes bring excitement and satisfaction to tberists. However, these are
replaceable when tourists continue travelling tow nelestinations. Local

involvement brings attachment; socialisation antgiasting memories make them
connected with the destination. Besides, travglioes not only bring enjoyment
and relaxation to them but also the joy of sellisaéion. Reflexivity is not

self-development to tourists only; rumination malkieem more sophisticated and
critical in their anticipation of future travel esgpences. It again suggests that
tourists are getting experienced and it reminds dhstination management and

marketing practitioners to get ready for the contioet

1.5 The Outline of the Study

The study consists of 10 chapters and the outipeasented as the below shows:

Chapter 2 defines and presents the theories of destinatranding, destination

image, and destination loyalty along with discussid previous research on these
topics. This study examines destination loyaltyfrthe standpoint of destination
brand and branding. Therefore, the concept ofngedestinations as brands is

introduced. It moves to present and discuss titeeaon destination image since

11



image is suggested to be the most influential etesnamongst all components of
brand equity for holiday destinations and signifita contributes to destination
loyalty in literature. Furthermore, this chaptesntnue to present and discuss
literature on destination loyalty. The literawhiefly examines the relationship
amongst image, satisfaction, and loyalty. Alsdritaite-based research design is
still the mainstream. The study argues that dastin loyalty research is
reproduction of loyalty research in the retailingntext and the domination of
attribute-based survey make loyalty research situat a predicament. Therefore,
it calls for a preliminary study to understand #ssence of destination loyalty from

tourists’ perspective and interpretation.

Chapter 3 is the newly-added literature on choice-sets, eiraxperiences, place
attachment and existential authenticity. As itstated in the previous section, a
preliminary study is conducted. Then refinementaegearch focus and inputs of
literature are called for. Studies on choice-se¢sintroduced. The prior research
uses behavioural intention as loyalty constructictviis identified in the preliminary
study as a problematic assumption. A holiday datitn is a complex compound
of all tourism-related services, facilities, anaqbucts. Travel experiences are the
way tourists become consumers of the destinati@mdor Place attachment and
existential authenticity allow the study to seekwnénsights to explain the

development of attitudinal loyalty in a longer tirsigan.

Chapter 4 introduces the methodology the study adopts. ifteduction of

research philosophy is presented from the persgectf ontology and epistemology.

The study adopts interpretive as its research maradnd inductive process as its

12



research approach. The definition of qualitatiesearch is presented and the
measures of quality control of qualitative reseaaod presented. Since reflexivity
plays an important role in qualitative researchkl|f'f the researcher is presented in
this chapter. The applied methods of data cobtlectand data analysis are
introduced. Between each introduction of methogicll measures, the real

practices in the fieldworks of this study are préed too.

Chapter 5 presents the findings of the preliminary study.hafacteristics of the

focus group participants are illustrated. Theiprglary study allows the researcher
to better understand the gap between theoriesaoideind destination loyalty and the
real practices. The study identifies that intemti® rarely actuality. The usage of
behavioural intention as the construct of loyattyhe prior literature does not reflect
what is really happening in the social world. Rgvants hold reserved attitudes
towards recommendation and they are also strugd@tindescribe how they feel to
holiday destinations. Learning from the fieldwaek presented, from which the

research calls for new inputs of literature antheshent of research focus.

Chapter 6 introduces the findings of the major fieldwork, tarviews.

Characteristics of the interviewees are presentéd.framework of destination
loyalty gradation is introduced, which serves asftamework of the findings. The
study concludes that there are three stages oindesh loyalty gradation; initial

stage, incubation stage, and stage of self-refleciind future plans. Findings of
these three stages are presented in this chapidre study reconfirms that
destination features bring excitement and satigfadio the tourists. However, it

argues that excitement and satisfaction gained &tinibutes are replaceable. Place
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attachment built upon local involvement is the ogawhy tourists have significant
and strong association with the holiday destinatioAlso, self-actualisation is
obtained through travel experiences. Tourists gating experienced spiritually

and materially.

Chapter 7 discusses the findings of this study with the txgsliterature. It also
elaborates upon the issues raised through thenfisdi The reconfirmation of
previous literature and the new insights are batsgnted and discussed. Also,

additional findings, which are beyond the resedochs, are also presented.

Chapter 8 concludes the study. The findings of this stuey@ncluded to support
its research objectives and questions. Reseanitations and contributions are
discussed. The further research application aretiion are also presented. The
implementation is proposed too. Eventually, tteeaecher gives her reflection to

the research journey.
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Chapter 2

From Destinations as Brands to Destination Loyalty
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Chapter 2

From Destinations as Brands to Destination Loyalty

2.0 Introduction

This chapter aims at presenting the origin of gtisdy as well as discussing the
theoretical background upon which the study build#. examines destination
loyalty from the standpoint of destination brandd doranding. Therefore, the
concept of seeing destinations as brands is intexdiuwhich is followed by

introduction to models of destination branding aedtination brand equity. Then,

a set of practitioners’ destination branding papemesented and discussed.

The chapter moves to present and discuss literatugestination image since image
is suggested to be the most influential elementreysioall components of brand
equity for holiday destinations and significantlgntributes to destination loyalty.

Research on destination image is then revieweden,Tthis study suggests that
purposefully-selected attributes and attribute-dasevey may restrict what is really
studied, which also triggers the study to consitleradoption of a different research

design.

Furthermore, this chapter presents and discust®atiire on destination loyalty.
Introduction of loyalty from its conceptual and og#onal definitions and its

components are presented, which follows modelsa@xpg the relationship between
behavioural loyalty and attitudinal loyalty. Howeythis study points out there is a

lack of discussion on attitudinal loyalty in littmee and that trust-commitment
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theory is adopted to explain how and what may nabévtourists to have revisit
intention and advocacy. “Satisfaction contributesloyalty” has been taken for
granted; thus, the relationship between these twoemkions is discussed.
Additionally, destination loyalty research is reguation of brand loyalty research;
however, whether it is fully applicable is the qums This study points out
uncertainties and calls for a preliminary study uonderstand the essence of

destination loyalty from a tourist’s perspectivel anterpretation.

2.1 Destination as a Brand

In the early 70’s, a brand was thought as a synofoynthe packaging of products.
With the passage of time, the concept of a braadstorms from identifiable

packaging features to a set of conceptual and ingaggsociations. From then on,
brands can be applicable to any objects or evenwithals. Also, the core issue
switches from how to build up brands to the puretiibrand value, or namely brand

equity (Clifton, 2002).

Although destination marketing in the academicréditere has been popular for
several decades, it was not until the beginninthefMillennium that the concept of
branding was applied to the tourism destinationtexin(Morgan, Pritchard, and
Pride, 2005). The phenomenon of studying brandinghe context of holiday

destination is a reflection of tourism market rigali It is forecast that by 2020, the
number of world-wide international arrivals willaeh 1.6 billion (UNWTO, 2011).

Moreover, more holiday destination players jointire huge tourism market each

year (UNWTO, 2009). Branding, obviously, becomesay in which destinations
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can differentiate themselves from other competi(@igs, 2005).

The following sections will briefly cover the thedical background of brand,
branding, and brand equity for holiday destinatjdnem which the thought flow of

this study originates and goes further.

2.1.1 What is a Destination?
Basically, destinations are places to which pedpdeel. Kotler, Bowen, and
Makens (2006, P. 726) define that “destinationspdaees with some form of actual
or perceived boundary, such as the physical boyndareven market-created
boundaries.” Thus, the scales of destinations hiagely. Destinations can mean
towns, cities, regions, or countries or even tawtractions. When a destination
refers to a piece of land set up by geographicalnbary, it tends to be
administrative and territorial. It does not conwelyat the destination may offer to
the tourists. In other words, the word, ‘destioafiis neutral. It must be clarified
that destination in this study refers to places r@heurists travel to for holidays.

Territorially, ‘nation’ is the geographical bounglaadopted in this study too.

Buhalis (2000) suggests an empirical framework Xplan how literature defines
destinations, which is shown in the table 2.1 belowhus, the definition of
destinations tends to be tourism product- and sewsriented and Buhalis (2000)
proposes that “a destination can be regarded asn@ioation of all products,

services and ultimately experiences provided Igt&R.98).
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Table 2.1: SiXAs framework for the analysis of tourism destination

Attractions Natural, man-made, artificial, purpose built, heg#, special
events
Accessibility Entire transportation system comprising of routesninals,
and vehicles
Amenities Accommodation and catering facilities, retailin¢her

tourists services

Available packageg Pre-arranged packages by intermediaries ad prilscipa

Activities All activities available at the destination and wbansumers
will do during their visit

Ancillary services | Services used by tourists such as banks, telecomatiams,
post, newsagents, hospitals, etc.

Source: Buhalis (2000, P. 98)

That is to say, a destination must have its tetatdoundary no matter whether the
boundary is visible or perceptive. Within the itemy, there are resources for
tourists to enjoy, infrastructure to maintain theeds of transportation and
accommodation and activities and services to entocinists’ holiday experience.
The boundary of a destination is flexible to fitkaesearch subject as long as it
sustains tourists’ needs during holidays. Howeldgstinations” in this study refer
to the scale of countries or nations and they atslicate the tourism products,

services and experiences they can offer to tourists

2.1.2 Destination Brand

Brands generally refer to names, logos, symbasletmarks as well as features and
characteristics based on which consumers can adsihify them amongst all their
competitors (Aaker, 1991, Keller, 2003, de Chemat@nd McDonald, 2003,
UNWTO, 2009, and American marketing Associationl 20 When it comes to the
definition of destination brand, the definition g@gted by Ritchie and Ritchie (1998)

and which tends to highlight the travel experientesrists enjoy within the
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destinations is thought to be a holistic one. R@&and Ritchie (1998) define that a
destination is a name, symbol, logo, word or otii@phic that both identifies and
differentiates the destination. Furthermore, mays the promise of a memorable
travel experience that is uniquely associated withdestination. It also serves to
consolidate and reinforce the recollection of pd@dsmemories of destination
experiences (Ritchie and Ritchie, 1998). Thus,estidation can be branded by
means of marketing campaigns and brand processat i$hto say, a destination
must highlight its characteristics. Secondly, aste@tion must build a set of
perceptions with which tourists can easily asseciat order to distinguish that
particular destination from others. Thirdly, a tileetion must establish emotional
bonding linkage with tourists (UNWTO, 2009). Simph destination is thought as

a brand and the concept of branding is then appdi¢ke destination.

2.1.3 Destination Branding

Based on the general definition of a brand, brapdsnseen as strategy of product
positioning. By means of branding, the producthe brand sells to its targeted
market (Keller, 2003). Branding is also the meartsand communicates with its
customers by presenting its attributes, creatisgailvantages, demonstrating its
benefits and realising its ideals (Kapferer, 201(Riezebos, Kist and Kootstra
(2003) simplify the definition and state that bremgdis the process of giving

meaning to the brand.

Based on the general concepts and Gartner’'s and’&umage components, both of

which will be presented later this chapter, Cai 020 proposes the model of

destination branding. The model suggests thatdimgna destination starts at
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selecting a set of local characteristics. By meansiarketing mix, the formation
and development of tourists’ functional, affectivend attitudinal associations
towards the destination is then established (G222 The model is presented in

the figure 2.1 below, which is followed by a bresplanation.

Figure 2.1: Cai’s Destination Branding Model
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Briefly, Cai’s (2002) destination branding modetmnceptualised particularly on the
bases of destination image building and maintaimisigvell as destination marketing
mix. Basically, Cai (2002) suggests that destarabranding is a recursive process.
It starts from the brand element mix, which is bddeselected attributes, and moves
forward to the three components of image formataumnded by Gartner (1996).

With the assistance of branding campaigns to loitateranding position by means
of marketing mix, the markets respond to the datibn brand by visitations and

then the cycle continues. At the same time, thendrelement mix, including
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slogans or logos, and the establishment of degimatage contribute to form the
essence of the destination, namely the brand ige(f@lai, 2002). Further, the
destination image and the formation of destinatimage will be presented, from
which the model of Cai’s destination branding Wil more comprehensive. Image
is thought as a vital dimension of the brandingcpss and brand equity. The
importance of image is repeated and this study tésvthe next chapter to image.
Also, Cia’s (2002) destination branding model caerbseen as branding application
in the tourism context. That is to say, the fundatal branding concepts presented
previously in this chapter are the conceptual fatioths of the destination branding

model.

Based on Cai’s (2002) model, image of a destingtiays a vital role in the whole
process of destination branding. Destination imagehat the branding process is
all about. Besides, destination branding is peemkio be marketer-centred, which
means the model of destination branding serves rasllastration of what a

destination marketing marketer or organisation ndostio consolidate the destination

on its competitive tourism market.

Meanwhile, Hankinson (2004) points out that them faur benefits in branding a
destination; he proposes that destinations as braad serve as communicator,
perceptual entities, value enhancer, as well agioekhips. Communicator echoes
to the definition of a brand proposed by the Amamidlarketing Association, which
becomes an obvious and distinctive feature for destination to be differential.
Conceptual entities refer to the perceptions ttair®ld towards the destination’s

attributes. Value enhancer is associated withcirecept of brand equity, brand
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identity, and brand quality. It simply means thadrists recognise the destination
as a brand and all the quality and characteristiospresents. Thus, tourists will
think more highly of the destination than the otherRelationships, however, refers
to the entire stakeholders of the destination brahd have to work together to
convey the same branding theme. That is to shyraducts and services provided
within the destination are thought to be a branttye(Hankinson, 2004).  These
four functions, at the same time, briefly expldue tactions a destination has to take
to become a destination and advantaged gained.otHer wards, destination
branding promotes the destination awareness amdymémn in such a competitive

tourism market (Olins, 2005).

The keen competitiveness in the tourism markethes practical situation which
makes destinations adopt branding theories to rdiffeate themselves from
competitors. In addition, the theories of brandl dmanding are foundations on
which the theories of destination brands and dastin branding are based. The
problem really lies in the extent to which brandl dmanding theories are applicable
to destination brand and destination branding. e&l@x, the literature does not

seem to ponder the issue.

2.1.4 Brand Equity for Destinations
Branding continues to promote the value of the ¢htapenhancing its popularity and
boosting its sales. Brand value is what a brandtsveo promote and branding is
the process by which it reaches this goal. Sonestibrand equity and brand value
are used interchangeably. They are seen as tlveroetof all marketing efforts

which have been made to brand a product or a gefiieller, 2008). The literature

23



indicates that there are three major perspectieigidg brand equity; they are the
value-added model proposed by Aaker (1991), thenfiral perspectives suggested
by de Chernatony and McDonald (2003), Elliott aretdy (2007), and Kapferer

(2010), and the customer-based brand equity modmgoged by Keller (2003).

Aaker’s (1991) and Keller's (2008) models of bramguity are two of the most

widely-recognised definitions and explanations. athaker (1991) makes much of
is the value of the brand. The value refers to etemy matters as well as intangible
emotional associations. Also, the brand bringue/ab both consumers and the
brand owners. At the same time, Keller (2008) gdaemphasis on the relationship
building between the brand and the consumers.akist customer’s evaluation of
the brand as the brand equity. So far, the congkeptand and brand equity is no
longer what the brand presents. Instead, the pbrmiebrand and brand equity

becomes how the brand is perceived by the customers

The consumer-centred perspective of brand equitpgsed by Keller (2008) is
applied to the destination context; two customeseldabrand equity models for
destinations are proposed by Konecnik and Gart2@04) and Boo, Busser and
Baloglu (2008). Generally, the dimensions of brasglity for destinations are
highly similar to those dimensions of brand equay retailing products, which is
presented and discussed in the previous sectiohe divergence between these two
destination brand equity models lies in the donimatand significance of image
during travel experience consumption. These twodet® are presented and

explained in the following paragraphs.

Based on Keller’'s customer-based brand equity madel Gartner’s proposal of
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image components, Konecnik and Gartner (2007) gémex customer-based brand

equity for destinations, which is shown in the fig2.2 below.

Figure 2.2: Customer-based Brand Equity for Dettina
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In general, the destination brand equity model psep by Konecnik and Gartner
(2007) emphasises the significance of three dd&imanage components during the
accumulation of brand equity. Firstly, a core imagf a destination is presented
which indicates all tourism products, services axgeriences provided by the
destination. As soon as the destination is knawa,core image is then assessed
through four dimensions; awareness, image of p#iation, quality, and loyalty.
Awareness impacts the cognitive component of tlstirttion image whereas image
and quality influence the affective component. k&g as loyalty, in both
behavioural and attitudinal perspectives, is redlisall four dimensions impact
conative component. Then, the brand equity for estidation is generated

(Konecnik and Gartner, 2007).
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This destination brand equity model, once agaimfioos that image is the most
important element in destination branding and brandity. Image importantly
impacts the perceptions tourists hold toward thstidation before the visitation,
during holiday experiences, as well as post visitat However, the model seems to
indicate that conative image is the identical twfndestination brand equity. The
logic is simple. Conative image refers to the awglation of all interrelationships
amongst brand equity dimensions and cognitive dfettave image components,
which means the same set of overall matrix as rmggstn brand equity stands for.
Thus, what is the difference between conative imagedestination brand equity in
this model? Besides, the domination of image withie destination brand equity
defocuses what is actually measured; should itreadoequity of the destination or
the three components of the destination image? dUestion is actually narrowed
down; that is, what is really measured, the bramuitg of the destination brand or
the overall image of the destination in this modeFurther, if loyalty is the ultimate
goal of brand equity as defined by Keller (2008)what extent is loyalty significant
in this model of destination brand equity? It lggrconfusion. Based on Aaker’s
(1991) and Keller’s (2008) proposals, brand loy#tthe essence of a brand; it is not
only a dimension of brand equity but also the agmeent. From the perspective of
customer-based brand equity, loyalty is the oveaegbresentative of brand equity.
Here, Konecnik and Gartner (2007) suggest that toanamage is brand equity.
The definitions are different academically; howevwbey seem to refer to the same

set of measures practically.

On the other hand, Boo, et. al. (2008) adopt Koikeand Gartner’s customer-based

brand equity for destinations and propose a revisedel of destination brand equity
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after multiple application and validation, whichsisown in the figure 2.3 below.

Figure 2.3 : Boo, Busser, and Baloglu (2008) adaptecnik ‘s Customer-based
Brand Equity for Destinations
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Originally, five dimensions of brand equality foestinations are proposed; they are
destination awareness, destination image, desimagiality, destination value, and
destination loyalty (Boo, Busser, and Baloglu, 2008/Vith the high correlation
between destination image and destination quathgse two dimensions are
combined and renamed destination experience (Bdo, ak, 2008). The
modification of combining destination image andtolegion quality echoes Berry’s
(2002) theory academically that experience is thg & service brand is consumed.
In practice, a destination provides all tourismatetl services and products like
Buhalis (2000) suggests. Quality becomes the owtsoof consumption. It
explains the logic that destination experiencesiduto represent the combination of

destination image and destination quality in Bat'sal. (2008) research.
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Unlike Konecnik and Gartner’s model for destinatlmand equity which highlights
that brand equity is the accumulation of all indationships amongst brand equity
dimensions and image components, Boo’s et. al. rerdphasises the examination
of interrelationships amongst brand equity dimemsi@nly. No matter which
approach is taken, the measurement outcomes ¢ thhesmodels present tourists’
evaluation on how well the destination brand pen®rin the dimensions of
awareness, image, and quality, how much they ajapeetheir travel experience and
perceived value, and how strongly they are loyath® destination. With these
results, destination marketing organisations cayeget the clue of how well they
communicate with the tourists through the brandprgcess. To sum up, the
models of destination brand equity serve as meamne and evaluation tool for

destination marketers.

2.1.5 Research on Destination Branding

It is believed that branding is what a marketerusthdoe good at, which also

indicates that literature on destination brandimghiefly management-centred and
descriptive since the focus is largely the measaofegestination branding taken by
practitioners. The literature on destination bragdtan be divided into two main

streams; one is the practitioners’ paper and tlmerois the academic papers on
in-depth examination of each element of brand gquiThe former stream is case
studies mainly presented by destination marketiractgioners to illustrate and

present the practical application of the brandimgcess to destinations, which is
presented in the table 2.2 below. The latter braoomprises studies on each
dimension of brand equity in the context of tourigtastinations to build up

knowledge and intelligence academically. Reseanch destination image is
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considerable in both breadth and depth; however,ulimate goal is destination

loyalty. This study firstly discusses the liter&uwon practitioners’ papers in the

following sections while the discussion on acadepapers on elements of brand

equity, particularly research on destination imagel destination loyalty, will be

presented later in this chapter when they are dgsmll

Table 2.2: Practicians’ Paper on Destination Bragdi

Authors

Subjects

Chang and Yeoh (1999)

Branding Singapore

Crockett and Wood (1999)

Branding western Australia

Hall (1999)

Destination branding in central and
eastern Europe

Riege and Perry (2000)

Branding Australia and NealZnd to
Germany and UK tourists

Curtis (2001)

Branding a state

Hankinson (2001)

Local branding (British cities)

Honkanen (2001)

Cultural tourism in Finland

Dore and Crouch (2002)

National tourism organisetiand their
publicity programmes

Hall (2002)

Brand development (re-imaging formé
Yugoslavia)

Morgan, Pritchard and Pride (2002)

Brand Wales @mming tourism)

Russo and van der Borg (2002)

Cultural tourismurogean cities

Morgan, Pritchard and Piggott (2003)

Stakeholdedys{New Zealand)

Vernon, Essex, Pinder and Curry (200

3) The commsba of sustainable
tourism amongst small-sized tourism
business

Hall (2003)

Branding Britain

Foley and Fahy (2004)

Branding Ireland (with imager
associations)

Konecnik (2004)

Evaluating branding Slovenia wtth i

image perceptions)
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(table 2.2 continues)

Authors

Subjects

Kozak (2004)

Benchmarking in destination brandin
(conceptual paper)

Brown, Chalip, Jago, and Mules (2005

)

Branding Aali&t with events

Gilmore (2005)

Branding Shanghai

Ooi (2005)

Branding Singapore

Pant (2005)

Branding/Marketing Armenia

Piggott, Morgan and Pritchard (2005)

Branding Nezaland

Pride (2005)

Branding Wales (golf tourism)

Ryan and Zahra (2005)

Political difficulties in bding New
Zealand

Skinner (2005)

Difficulties in integrating markegin
(Wales as an example)

Smith (2005)

Branding Philadelphia

Slater (2005)

Branding Louisiana

Florek and conejo (2006)

Branding developing caastr

Jansen-Verbeke, Vandenbroucke, and
Tielen (2005)

Branding on Brussels

Maitland (2006)

Tourism strategies in Cambridge

Xie (2006)

Branding a museum (heritage tourisn

Henderson (2007)

Branding Singapore

N—r

As shown in the table 2.2 above, this categoryratfitioners’ paper and case studies

mainly provides the application of the branding qess from the viewpoint of

destination planning, marketing, and managemenhos& papers, at the same time,

provide practitioners’ perspectives on brandingstidation and present the practical

situations and difficulties they encounter whennbiag destinations.

the listed papers can be classified according ¢ostibjects they examine.

Therefore,

Some

make a straightforward presentation of how a pladeranded; however, the scales

of the studied destinations vary from case to casame illustrate how activities,

such as sports or events, or attractions, such ultsiral heritage, serve as
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characteristics to brand the destinations, antisstine case studies perceive image

building and management as destination branding.

Even though “a brand is more than an image,” (Tascl Kozak, 2006, P. 31) the
boundary between the concept of a brand and thahamage is extremely subtle
(Cai, 2002). In fact, Tasci and Kozak's (2006)dfimgs do show that there is
confusion between brand and image in tourism dasbin context amongst

destination marketing practitioners.  Neverthelasss also comprehended that
building image is only a process of branding aidasbn (Cai, 2002). The truth is

the academic research on destination image domsinaigrism research in the
context of holiday destinations, which will be dissed in the next chapter. Again,
case studies and practitioners’ papers do proWidetactical branding application as
a holistic standpoint. It is necessary to exammgademic papers on studying
dimensions of brand equity, particularly image,heve a clear comprehension on
how and why destination marketers choose theirdingnstrategies. In summary,
research on destination branding is chiefly managgroentred. They are mainly
case studies presented by practitioners. Beshitasding a destination is highly
related to building up the image of the place. Doendary between branding a
destination and establishing the destination imagem to be mixed up in the

literature.

2.2 Destination Image, its Components and Measureme
As discussed previously, destination image is ssiggeas a significant influential

element amongst all components of brand equityhfdiday destinations by both
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Konecnik and Gartner (2007) and Boo, et. al. (2008) addition, Cai's (2002)
model of destination branding proposes that a wmigstn is branded based on its
image building and maintaining. Literature reviedgo indicates that the causal
relationship between destination and intentionewasit is studied (Chen and Tsai,
2007 and Bigné, Sanchez and Sénchez, 2001). TEhumjef introduction and
discussion on destination image and their themesareh is presented in the

following sections.

2.2.1 Destination Image

Generally, image of a brand refers to the percapticonsumers hold towards the
brand; it conveys all the brand associations wismhsumers hold in their minds, in
terms of both intangibility and tangibility. Brancthage is the way a brand can
characterise itself to the consumers on the basighe functionalities and

psychological and social indications (Keller, 2003)

“Image,” the term refers to diverse definitiongdifferent disciplines; some take it as
a version of tangible expression and some thimkate intangible, which is related
to feelings, beliefs, or associations and stilleoghbelieve that image has something
to do with consumer behaviours (Jenkins, 1999). wéler, when it comes to the
definition of destination image, it refers to “tekem of beliefs, ideas and impressions
that a person has of a destination” (Crompton, L978cademics though tend to
have their own definitions; a selection of destimatimage definitions is then

presented in the table 2.3 shown below.
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Table 2.3: Selection of Destination Image Defimso

Researcher

Definition

Hunt (1975)

Perceptions held by potential visitbsut an area.

Lawson and Baud-Bovy
(1976)

An expression of knowledge, impressions, prejud
imaginations and emotional thoughts an individua
of a specific place.

ice,

Crompton (1979)

Sum of beliefs, ideas and impresstbat a person ha
of a destination.

AS

Echtner and Ritchie
(1991)

Place image is comprised of the ideas or concep
held individually or collectively of the destinatiaunder
investigation. Image may comprise both cognitivel
evaluative components.

tion

Gartner (1993)

A complex combination of various ducts and
associated attributes.

Kotler (1994)

Net result of a person’s belief, igeafeelings,
expectations and impressions about a place or jectol

Jenkins (1999)

The expression of all objective kieolge, impressions

prejudice, imaginations, and emotional thoughts
individual or group might have of a particular @ac

Py

an

Baloglu and McLeary
(1999)

An attitudinal construct consisting of an individleg
mental representations of knowledge, feelings
global impression about an object or destination.

and

Prebensen (2007)

Individuals’ views or images qadticular place or i
specific product are unique, constructed from tlgin
memories, associations and imagination of thateptag

55

product.

Although there is no agreement on destination im@gfenition, all the definitions

are generally very similar.

That is, destinatiorage is individuals’ impression of a

place on the bases of their knowledge and attitude.

2.2.2 Components and Measurement of Destination Inga

Since destination image is what an individual kn@and perceives a destination and

it varies from person to person, it requires soneams of projecting the collective
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perceptions of a destination in order to fulfil theeds of marketing purposes. Thus,
measurement of destination image is called for. wéleer, before measurement of
destination image is introduced, the theoreticahjgeehension of the components of

a destination image must be presented.

Gartner’s (1996) and Gunn’'s (1988) models of destim image components are
most-cited in destination image research as welasing as the foundations of

Cai’s (2002) destination branding model.

Gartner (1996) suggests that destination imageoisposed of three components,
cognitive image, affective image, and conative igjagnd he believes that these
three components are also hierarchically intereellat Firstly, cognitive image refers
to the image built upon attribute evaluation oflacp, which facilitates destination
awareness. Affective image comprises motives elirfgs held towards the place;
during this stage, tourists start to consider wiethr not to visit the destination.
Then, conative image refers to the overall imageagblace resulting from the
interactions of cognitive image and affective imagring this process the decision
to visit is made (Gartner, 1996). That is to sayperson’s image of a place is

changeable over time.

Based on Bruner’s three-phase process of imageatamm Gunn (1988) proposes
that destination image has two levels. The thiegse process of image formation
can be seen as a course of action of expectanagygtconfirmation. In other

words, image is confirmed or infirmed from trav&perience (Gunn, 1988). Gunn

(1988) simplifies Bruner's image formation modeldasuggests that what image
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individuals hold to a destination is either orgamn@ge or induced image. Organic
image refers to the perceptions tourists hold ay \meginning, which is purely
genuine. Organic image, then, becomes induceddnadigr tourists receive and
actively collect information related to the destioa and again after tourists

personally visit the destination (Gunn, 1988).

Jenkins (1999) takes Gunn’s theory a step furtlyeadding up “modified-induced
image” as one of the components and redefines elumage. Jenkins (1999)
redefines that “induced image” is the image whidighsly changes after more
tourism-related information is collected as well\asitation to the destination is
realised. With more participation taking placetonrists’ revisitation, the induced
image alters again and becomes “modified-induceabeh (Jenkins, 1999). It can
be seen that Jenkins (1999) combines Gunn (19&@BBamer’s three-phase process
of image formation adopted by Gunn (1988) to be Imerpretation and

conceptualises that destination image held by s dynamic.

Gartner’s (1996) and Gunn’s (1988) models lay emjshan how destination image
is formed and then motivates the tourists to \tis& destination whereas Jenkins's
(1999) proposal stresses that image of the destinet continually modified due to
more inputs from information collection, breadthkmiowledge, and actual visit and
even re-visit. That is to say, destination imagesdnot stand still. It is dynamic
and changing as new inputs generate. Even thouggtindtion image is
conceptualised to be dynamic, still measuremenggsired, from which marketers

can more easily assess whether the marketing rsixdahed its aim.
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As it is stated in the previous section, destimatinage is not fixed after it is formed.
On the contrary, image changes with tourists’ trasgeriences. In fact, Baloglu
and McCleary (1999) do point out that most reseanctdestination image merely
focuses on its static structure and very few papgr® draw a longitudinal study on
how it may form and alter. It raises the issuet tthastination image must be
supervised by destination marketers in order toehavbetter management and
maintenance of what it should be. Since destinatioist be monitored, it requires
some means of measurement. The most frequentjytedianeasurement is the
model proposed by Echtner and Ritchie (1993). fhuoelel of destination image
components, which is shown in the figure 2.4 beloansists of three continuums.
Although it is named “components of destination gend it is the model that opens

the gate of destination image measurement witletsired methods (Jenkins, 1999).

Figure 2.4: Echtner and Ritchie’s Components oftibaBon Image
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Source: Echtner and Ritchie, 1993, P. 4

Firstly, each destination has its attribute-baskdracteristics as well as holistic
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features. The attributes are features like clintatéourism facilities whereas the
holistic component has to do with imagery, the rakptcture or impression of the

destination. Secondly, the functional-psychologoatinuum refers to the features
that tourists can easily observe or measure asasahose that are intangible. Last,
but not least, the common-unique continuum is \gnyilar to points of parity and

points of differences which Keller (2003) definesCommon component means
features that allow tourists to make comparisom wther destinations, such as price
levels or infrastructure, while unique componerién® to characteristics which can
be seen or enjoyed only in that particular destnatsuch as special events or

special auras (Echtner and Ritchie, 1993).

Whenever a destination image calls for measurentbat,researchers can list up
attributes of the destination based on Echtner Ritchie’s (1993) model. The
structured instruments, such as Likert and semadiffierential scales, are designed
to be rated by subjects (Jenkins, 1999). By enipip)statistical analyses, a
collective perceived image towards the destinasahen provided. Even though it
is believed that attribute-based measurement ofindé®n image may not fully
project the holistic aspects of destination imaige, still the most widely-recognised
and frequently-used assessment of destination image Nevertheless,
multi-attribute scaling is chiefly employed in tmeeasurement of many aspects,
including destination image. Even though it haserbecriticised for rating
destination image with a set of selected attrihutes simplicity of administering the
research and the convenience of coding and anglykm data systematically and
statistically are the merits. Moreover, the ddiiom of destination image refers to

how “an individual” perceives a destination whereasasurement of destination
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image is the sum of image perceptions from a gafupurists. That is to say, the
individualisation is sacrificed when destinationaige is seen for marketing and
branding purposes. However, it is an expedient ppomise. Firstly, the

measured features must be controllable by destimatnarketers. Secondly, a

commonly-agreed image is what the measurement.seeks

It can then be concluded that Echtner and RitcHEE®3) model is conceptualised
based on multi-attribute theory proposed by Fighbgi963 and 1967). The
multi-attribute model has been widely applied imas$t every aspect of marketing
research to explain why consumers choose this ptodather than another.
Generally, multi-attribute theory believes thatiinduals form their attitude to the
product or the brand by evaluating the attributesnely features, which that product

or the brand provides (Fishbein, 1963 and 1967).

Since a brand may provide dozens of features,ntliziduals only select some of
them, which they think can bring them benefits, wievaluating the brand. The
selection of attributes for evaluation is indivitlspecific; it is because every
consumer calls for different needs and when dduegetvaluation, they focus only on
attributes which trigger their interest. Thus, @waluation of attributes differs from
person to person (Fishbein, 1963 and 1967). Trerativresult comes from the
composite of each selected attribute perceived fhezaluation, which is, again,
weighted by the importance of these attributes ndividuals. Eventually, the
product or brand is then picked because the setfepeed benefits ideally match
what they ask for (Fishbein, 1963 and 1967, S&thewl, and Frederick, 1978,

Wilkie and Pessemier, 1973 and Saleh and Ryan,)1992
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Nevertheless, multi-attribute theory is interpreti@ffierently when it is employed by
destination marketers to measure how destinatimmpexrceived by tourists. In that
circumstance, attributes are chosen by the rese@;cbach research lists features
which are representative for the studied destinatiorhat is to say, the selected
attributes are in a large number. Echtner andhiit¢1993), Kim (1998), Gallarza
et. al. (2002), and Hankinson (2004 and 2005) aihrearise and classify the
attributes of tourist destinations used in previdastination image research in their
own ways. It is suggested that the wording or dgson of image attributes may
differ from one destination to another owing toque physical and cultural tourism
resources and targeted tourist segments. Addilyoriee principle is simple; the
chosen attributes are nothing more than featureshwére believed to be most

distinctive and appealing to potential tourists.

That is why the multi-attribute model is so widelyed in so many industries since it
elucidates how evaluation of selection is madedmsamers. It is used to explain
satisfaction of services (Parasuraman, Zeithand, Berry, 1985) and can also be

adopted to explain how destination image is pesze{bcott et. al., 1978).

Once again, the establishment and formation ofirssin image is explained with
the standpoint of multi-attribute theory, which alsmakes it clear how
attribute-based approach drives the literaturerstllyj destination marketers choose
a set of features which they believe most represest of the destination and then
attempt to create an image of the destination bggmting these features. Next, the
image is projected by means of information delidete the potential tourists.

Potential tourists receive those specific messagbkgh catch their eye and match
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their needs and anticipation from the destinationhen the destination image is
formed. It is highly possible that the projectethge and the perceived image are
slightly different and the duty of destination metdes is to narrow the gap between
these two types of image as closely as possiblée measurement which assists
marketers to comprehend tourists’ perceived imagesurely the multi-attribute

model as how it works has been explained in theipue paragraphs.

The multi-attribute model has been employed widely.is able to expound how
tourists perceive the image of the destinationtangthat extent they are triggered to
have behavioural intention in terms of the favouitgband the strength of that kind
(Riezebos et. al., 2003). However, it may not lbe # project the whole picture of
what the destination means to the tourists sindg f@atures selected first by the
marketers or the academics are presented to thistsoto ask for their evaluation.
In addition, the favourability can only be presehia two extremes, negative or
positive, which does not provide much inside un@@ding of how tourists think of
and what feelings they hold towards the destinatiorHowever, the downside of the
multi-attribute model is compromised; it is still ketter way to know tourists’

perception and evaluation of the destination.

2.2.3 Research on Destination Image

From then on, research on destination image caoughly divided into five types;
image formation, image assessment, image comparisfinential factors, and
relationship amongst image, satisfaction, perceigedlity, perceived value and
revisit intention. The first type of research cemitates on the formation of

destination image. The academics, generally spgalpropose their conceptual
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model of image formation based on literature analiate how the image of sole
destination is formed, particularly with the inpuftourists’ personal background
and external factors, such as information sourcegrior experience (Baloglu and
McCleary, 1999, Hanlan and Kelly, 2005, Beerli avidrtin, 2004). Furthermore,
image assessment research refers to image evaluatias destination image
measurement survey. This type of research hastty subjects, the practitioners
of tourism-related industries and the targeted ist&ir The former aims at
identifying distinct features of a destination tha¢ recognised by tourism operators,
travel agents, and experts. Thus, these featwesserve as competitiveness for
destination marketing purpose (Konecnik, 2004 aalb@u and Mangaloglu, 2001).
The latter purports to know how the destinatiopesceived by the tourists (Choi,
Chan, and Wu, 1999, Nickerson and Moisey, 1999 kiWat Hassanien and Dale,

2006, Kim, 1998).

Additionally, image comparison research can besdiasl in four sub-categories.
The image comparison can be done on how the sameteerceives the images of
a set of competing destinations (Baloglu and Masgjal 2001). Comparisons can
be done on how tourists with different nationaitiperceive the same destination
(Rittichainuwat, Qu, and Brown, 2001, Obenour, Uelder and Groves, 2005,
Ibrahim and Gill, 2005, and Litvin and Ling, 2001). Perceived image can be
compared and contrasted amongst potential, firgstirepeat visitors (Chaudhary,
2000, Fakeye and Crompton, 1991) or between vssaad non-visitors (Hsu, Wolfe

and Kang, 2004).
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The fourth type of image research examines thefaaehfluencing the formation of
destination image, such as image projected by lresh photos, or motion pictures,
information released in brochures and websitesckiamges on weather and natural
environment, and the heterogeneity of tourists {(iMoland Esteban, 2006, Gartner,
1986, Tasci, Gartner and Cavusgil, 2007, Castronakio and Ruiz, 2007, and
MacKay and Fesenmaier, 1997, Choi, Lehto, and Mo 2007, Govers, Go, and
Kumar, 2007, and Kim and Richardson, 2003). Moeeothere are studies
examining the relationship amongst dimensions dftidation image, perceived
value, perceived quality, satisfaction, and revisiéntion (Chen and Tsai, 2007 and

Bigné, Sanchez and Sanchez, 2001).

Generally, these studies are generated from mitipate theory and reproduced
from the image measurement theory. The attribugesl in each study are different;

however, the concept and the theoretical baseharsame.

The great deal of research on destination imagééas done. However, there are
several shortcomings. Firstly, image is dynamidewhe research can only present
its static image researched at a specific poitinie. That is to say, the results can
merely explain how the destination is perceivedectively either before or after
visitation; the holistic and dynamic destinationame is restricted in the research
(Gallarza et. al, 2002). Moreover, measuremendeadtination image is generally
done with the view to destination image managenagat tourism policy making.
Thus, the selections of attributes studied in #search tend to be manageable and
controllable features of the destination. In otlwerds, there is little intangibility of

the destination examined and evaluated. Evenelfetlis, these psychological and
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abstract attributes are satisfaction and servieditgyuboth features can be managed.
There is a lack of examination of intangible ch&gstics, such as atmosphere or
what feelings the destination evokes. Additionakgearch on destination image is
behaviour-oriented, which stress the cognitive pssqSelby, 2004). What matters
most to the researchers is what attributes motiwatests to take actions. It seems
to be the common research objective for marketeged research; after all,

consumption counts. From that perspective, ate#dlare motives for tourists’

visitation.  Simply, it neglects other factors whienay impact tourists’ revisit

decision and realisation. Besides, there are ttoegoonents of destination image,
namely cognitive, affective, and conative image he Tmage studies claim that what
they examine is conative image whereas they agtuadjuest tourists to evaluate a
destination based on features representing cognitivage. In that case, what

image is really studied?

2.3 Brand Loyalty and Destination Loyalty

The importance of loyalty in marketing and brandihigerature is never
underestimated. Aaker (1991) highlights that loyas the essence of the brand
equity; on the other hand, Keller (2008) believésttloyalty is the ultimate
assurance that customers respond to the brandhe liollowing sections, definition
of loyalty, the components of loyalty, its measueat) the relationship between
loyalty and satisfaction, and research on destinatoyalty are presented and

discussed.

2.3.1 Definition of Loyalty

Loyalty is never defined clearly with specific apiekcise wording. For a long time,
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research on loyalty has been conducted without aogor conceptual definition
whereas operational definition hardly measuresredipts loyalty correctly (Jacoby
and Chestnut, 1978). Loylaty is defined by actiohgatronage which a loyalty
consumer is likely to demonstrate whereas the madggical meaning of loyalty is

scarce (Oliver, 1999).

Though it is difficult to give loyalty an accuratdefinition to describe its
phenomenon in a conceptual way, Jacoby and Chegdtau8) still cite a conceptual
definition proposed in early 70’s by Jacoby ando@land make use of this “set of 6
necessary and collectively sufficient conditions’ the definition of loyalty. The

six conditions are:

1. the biased (i.e., non-random)

2. behavioural response (i.e., purchase)

3. expressed over time

4. by some decision-making unit

5. with respect to one or more alternative brandsaf a set of such brands, and
6. a function of psychological (decision-makingalaation) processes (P. 80-81).

That is to say, true loyalty must consist of bo#tdwviours of repurchase as well as
attitudinal recognition of that particular brandBesides, both behavioural and
attitudinal presentations must be examined ovee tith the existence of competing
players. A true loyal customer must be both behaally and attitudinally loyal

towards the brand, which is also widely recognised used by more and more

academics (Bodet, 2008).

Even though the “conceptual definitions are absivas” (Jacoby and Chestnut,

1978, p. 70), the significance of loyalty still s the research to move further and
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there is great deal of literature discussing, @sgonents, its levels or typology, its

measurement and its application into varied indesstr

2.3.2 Components of Loyalty

Based on the conceptual and operational definitbhoyalty, loyalty consists of
repetition of purchase, namely behavioural loyadtyd affective bonding, namely
attitudinal loyalty. Both aspects are put togetttebe composite loyalty (Jacoby
and Chestnut, 1978). Behavioural loyalty is farrenstraightforward since it is
observable and easy to judge whereas attitudingltio is abstract and more

complicated to identify.

Behavioural Loyalty

Behavioural loyalty means the realisation of repéaiurchases, the increase amount
of the purchase to the brand, and its share optinehase to that brand in the same
category product (Keller, 2008). In fact, thesdirdigons are thought to be the
measurement of brand loyalty too (Jacoby and Chest®78, Aaker, 1991, and
Oliver, 1999). Thus, it leads to a bottleneck. afffs, the measure of purchase
pattern becomes both the measurement of behavioyedty as well as its indicator
(Jacoby and Chestnut, 1978). Nevertheless, repgatechase and frequency of
patronage are still two of the three most freqyensled constructs of loyalty
(Hepworth and Mateus, 1994, Chen and Gursoy, 2601CGiark, and Maher, 2007).
It must be made clear that behavioural intentioplages actuality of purchase
serving as the construct of behavioural loyaltyliterature, which will be further

discussed later.
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Attitudinal Loyalty

Loyalty is the attachment customers must hold &lifand (Aaker, 1991). Keller
(2008) also highlights that habitual repurchasaas sufficient for being named as
resonance; it calls for strong attachment. So dik @nd Basu (1994); they also
comment that repeat patronage is not sufficiereqalain the development of brand
loyalty. The sense of special feeling particularthie brand is the prerequisite of

loyalty (Keller, 2008).

Jacoby and Chestnut (1978) list several operatidefahitions of attitudinal loyalty.
The truth is that many of them do not make anyedtfice to the definition of
behavioural loyalty. The definition still conceaties on examining the proportion
of choosing a particular brand. The reason is Empis because attitudinal loyalty
is thought to be present in repurchasing behaviouitsis assumed that liking and
preference allow a particular brand to survive nigireach key process of purchase

decision-making (Dick and Basu, 1994, Oliver, 1998 Knox and Walker, 2001).

Some of the indices of attitudinal loyalty Jacoloy &Chestnut (1978) list are brand
preference, brand name loyalty, number or proportd brands in the acceptance
region and in the rejection. All of them referdonsumers responding to the brand
name when asked a situational question. Evergritrb-purchase” is also listed to
be one of the indices measuring attitudinal loy&lgcoby and Chestnut, 1978). In
fact, repurchase intention is one of the most wideld commonly used instruments
of loyalty indication (Chen and Gursoy, 2001). Tbenfusion of whether it

represents behavioural loyalty or attitudinal ldyatloes not seem to matter that

much in the literature since the proper theoretiedinition of loyalty has been scant
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from the very beginning. Moreover, there may bdtdoemeasures to identify
whether a customer is attitudinally loyal to a lmrasuch as trust-commitment theory
borrowed from social psychology literature. As attar of fact, satisfaction,
preference, trust, commitment and even word-of-im@ure widely used to serve as
the constructs or indicators of attitudinal loyatty literature (Aaker, 1991, Keller,
2008, Jacoby and Chestnut, Clark and Maher, 20@fgah and Hunt, 1994, Knox

and Walker, 2001, Sui and Baloglu, 2008, Johns@amtriiann, and Huber, 2006).

To sum up, the definition, indicator, and constsuat both behavioural loyalty and
attitudinal loyalty have not changed in the pasiadies even though it is obvious that
the conceptual definition is vague and the opematiaefinition is confused and

sometimes cannot fully explain what loyalty readlyparticularly attitudinal loyalty.

2.3.3 The Relationship between Attitudinal Loyaltyand Behavioural Loyalty
Academics believe that attitudinal loyalty is amtgent to behavioural loyalty.
These models proposed by Dick and Basu (1994), iAd©91) and Oliver (1999) do
not only explain the relationship between attitadlirand behavioural loyalty

components but also illustrate the formation oloy

The framework of customer loyalty proposed by Dacid Basu (1994), shown in the

figure 2.5 below,serves as the best illustrationekplain the difficulty of clear

definition as well as the explanation of how brémghlty develops.
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Figure 2.5: The Framework of Customer Loyalty
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In this framework of customer loyalty, Dick and Bafl994) name the attitudinal
device within loyalty relationship as “relative iaitle” instead of “attitude.” It is
because attitude is thought to merely explain saq@es affection or feelings to an
object whereas attitude within the loyalty conceptan appraisal function, from
which comparison amongst alternative offerings Ibe@sn made with three kinds of
antecedents. In the circumstances, relative dé#ita a better indicator of repeated
purchases (Dick and Basu, 1994). Still, relatittéuale and repeat patronage are

together seen as an entity of loyalty.

Aaker (1991) and Oliver (1997) both propose theodsi of loyalty levels with

phases. Figure 2.6 is the loyalty pyramid propdsedaker (1991) and table 2.4 is
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the four-stage loyalty model suggested by Olivé&9{@and 1999).

Figure 2.6 : The Loyalty Pyramid
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Table 2.4: Loyalty Phases with Corresponding Vdbéities

Stage Identifying Marker Vulnerabilities

Cognitive  Loyalty to information, such as Actual or imagined better competitive
price, features, and so forth  features or price through communication
(e.g.., advertising) and vicarious or
personal experience. Deterioration in
brand features or price. Variety seeking
and voluntary trial.

Affective  Loyalty to a liking: “I buy it Coghnitively induced dissatisfaction.
because | like it.” Enhanced liking for competitive brands,
perhaps conveyed through imagery and
association. Variety seeking and voluntary
trial. Deteriorating performance.
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(table 2.4 continues)
Stage Identifying Marker Vulnerabilities
Conative Loyalty to an intention: “I'm  Persuasive counterargumentative
committed to buying it.” competitive messages. Induced trial (e.g.,
coupons, sampling, point-of-purchase
promotions). Deteriorating performance.

Action Loyalty to action inertia, Induced unavailability (e.g., stocklifts —
coupled with the overcoming of purchasing the entire inventory of a
obstacles. competitor’s product from a merchant).

Increased obstacles generally.
Deteriorating performance.

Source: Oliver, 1999, P. 36

The similarity of these two models lies on emphiagishat both attitudinal loyalty
and behavioural loyalty must be taken into accounén examining loyalty. The
difference is that the former model stresses ttidtidinal loyalty is gradually built
upon multiple consumptions whereas the latter maaBlocates that a sense of

affection is antecedent to realisation of repurebas

In addition, the four-staged loyalty model proposgdOliver (1997 and 1999) once
again illustrates that attitudinal loyalty cannet $olely defined without considering
behavioural presentation. Alternatively, it shobklstated the other way round that
each behavioural presentation has been backed thpattitudinal considerations.
If behavioural loyalty contains the implication aftitudinal loyalty, should it be
necessary to distinguish one from the other? Hviemakes sense that situational
questions are asked in order to measure attitudioyallty, is there an alternative

measurement which will be less complex?
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However, if loyalty must be expressed over timecgby and Olson, 1970) and if
loyalty is highly linked with use experience (Aakdi991), the relationship and
interaction between attitudinal loyalty and behavad loyalty should be dynamic or
in a cyclical formation. It means that both dimens positively impact each other
conceptually. That is to say, when customers tiracéed to a brand, they will take
actions to obtain the brand. Once the individaa¢ssatisfied with the consumption,
they want to have more. The more consumption éxpess they have, the more
the affective bond is built and secured. The ampininere is that both models of

loyalty level partially explain the loyalty phenona.

2.3.4 Measurement of Attitudinal Loyalty
Unlike measurement of behavioural loyalty, measemnof attitudinal loyalty takes
an indirect approach. Repetition of purchase @ntjty of patronage is observable
and measurable whereas what consumers feel albwahd is comparatively abstract.
As it is stated above, the commonly-used construdtsattitudinal loyalty are
preference and willingness of recommendation, wtach also the instruments in
loyalty research to identify and scale attitudit@yalty. Apart from that, what
might be possible components of attitudinal loyadtyscant of further examination
and discussion. In addition, it is relationshiprkesing, another marketing research
stream, which studies how consumers build up affedbonding to the brand from

the application of trust-commitment theory.

Pritchard et al. (1999) clearly advocate that commant is used solely to measure

consumers’ attachment to a brand in cognitive tewsch is very different from the

concept of attitudinal loyalty in which behaviourptesentation is collaborated.
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Pritchard et al. (1999), therefore, attempt to axpthat commitment is one of the
attitudes loyal customers hold to a brand by prigsgrihe commitment-loyalty link

model. In their research, commitment is definedb® “resistance to change.”
Informational process, identification process, awalitional process are three
mechanisms which consumers use to deal with thericegptions of the brand, to
create the symbolic meanings represented by thedpend to form their will on

purchase selection (Pritchard et al., 1999). Asnsas these confirmations are
processed after consumption, they positively implaetdevelopment of resistance to
change; meanwhile, resistance to change leadsytityo Resistance to change
becomes the mediator and the hyperlink betweerratienal brand selection and

loyalty with commitment (Pritchard et al., 1999).

It is the rationale why resistance to change beecotie definition of commitment.
Resistance is also one of the consequences of logaltly in Dick and Basu’s (1994)
loyalty formation model presented above. Resigaand switching to another
brand indicate two sides of one action in the ditere. The wording might be
different but they refer to commitment. It seerhattattitudinal loyalty is so
intangible that it needs behavioural presentatitmsndicate its existence. The
researcher wonders whether this equation also nsdese in the context of tourism

destinations.

Morgan and Hunt (1994) also built up the commitraemst model on the basis of
social-psychological interpersonal relationship hwih view to explaining how
consumers’ trust and commitment to brands takeeshapheir study confirms that

trust leads to relationship commitment. Bendapumtl Berry (1997) and Fullerton
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(2003) succeed the research on commitment. Bexddapd Berry (1997) suggest
that there are two kinds of relationship mainteeareonstraint-based perspective
and dedication-based perspective. Constraint-baskdionship maintenance is
built upon the basis of dependence on the subjkité dedication-based relationship
maintenance is mainly constructed from trust indhbject. Therefore, Bendapudi
and Berry (1997) propose that these two relatignsmaintenance systems function
slightly differently. Constraint-based relationshmaintenance is more like a
mechanism which upholds the relationship commitmehéreas dedication-based
relationship maintenance uplifts the relationslopnmitment (Bendapudi and Berry,
1997). Similarly, Fullerton (2003) proposes thhere are two dimensions of
commitment, affective commitment and continuancenmitment.  Affective

commitment describes feelings of attachment andtififsation and continuance

commitment refers to dependence and entrapmeniefteul, 2003). Again, these
two devices lead to behavioural intentions whicte aeen as behavioural
presentations of loyalty. The cycle continues; méwer attitudinal bond is

examined, behavioural presentations serve as imdgca After all, emotions are

intangible and it is believed that there is affectback-up behind each behaviour.

As it can be seen above it takes time for consumtoedpsiild trust and commitment to
the brand and, therefore, Kumar and Shah (2004)ocade that consumers’
attitudinal loyalty is cultivatable. It vividly deribes that it takes time and efforts
to develop attitudinal loyalty. Additionally, itogmts out that loyalty should be
assessed over time rather than in a snapshotyieaion. The reality is that the
majority of loyalty research reflects the ‘statusograther the ‘becoming’ of being

loyal. It explains the reason why loyalty is s@sran ultimate goal to reach.
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2.3.5 Satisfaction and Loyalty

When it comes to loyalty, of a particular attitualimperspective, satisfaction and
commitment are thought constructs and yet usedcimgeably as if they were
synonymous (Dick and Basu, 1994, Pritchard, Haeitel Howard, 1999 and Oliver,
1999). Satisfaction is defined to be a pleasurad#@ase of fulfilment which
originates from the fulfilment of consumers’ needesals, or anticipations (Oliver,
1999) whereas commitment is thought as a longAgssense of attachment to a
brand (Pritchard et al, 1999). Then, here comgsestion: are these three concepts

referring to the same thing or are they distinotfrone another?

There is a great deal of literature suggesting sasisfaction and loyalty are highly
related (Keh and Lee, 2006, Russell-Bennett, Mc&elinedy and Coote, 2007,
Bodet, 2008, Arbore and Busacca, 2009, Lai, Griffimd Babin, 2009, and Torres
and Tribo, 2010). Oliver (1999) presents and exglahis analysis on how
significantly these two are linked together andwibat extent satisfaction may
influence loyalty by using a metaphor. Oliver (29@ompares satisfaction to the
seed of loyalty and it takes social environmenttdiec and consumers’ self
determination to develop varied levels of loyalighich is shown in the figure 2.7

below.
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Figure 2.7: Oliver’s (1999) View on Relationshipween Satisfaction and Loyalty

A

Source: Oliver (1999, P. 34)

With this metaphor, Oliver (1999) confirms the sigant relationship between

satisfaction and loyalty but also points out thatisfaction cannot be seen as a
guarantee of loyalty. Therefore, it is questioeatnl take satisfaction as either a
measurement or an indicator of attitudinal loyaltilevertheless, this study must
highlight that a great deal of literature examittesrelationship between satisfaction
and loyalty and proposes that satisfaction leadeytalty. It seems Oliver’s (1999)

advocacy in some way contradicts the literaturelterAatively, it might be seen that
the satisfaction-loyalty relationship varies fronmeoindustry to another. The

satisfaction-loyalty relationship is not yet a lawich can be applied to every sector.

2.3.6 Research on Destination Loyalty

The research dimensions applied to destinationltipyare very similar to those
conducted in the context of retail or service beandMainly, the research studies
those factors contributing to revisit intention @h and Gursoy, 2001,
Rittichauinuwat, Qu and Leong, 2003, Sparks, 2QIafig and Feng, 2007, Um,
Chou, and Ro, 2006, Alegre and Cladera, 2006, ayshjBk, Sirag, Hellriegel and

Maurer, 2010) and the relationship amongst motwati destination image,
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satisfaction, perceived value, and loyalty, chieflyth revisit intention as the

construct (Huang and Chiu, 2006, Chi and Qu, 20@®n and Uysal, 2005, Chen
and Tsai, 2007, Castro, Armario and Ruiz, 2007, lYeen and Lee, 2007, Gallarza
and Saura, 2006, Alcaniz, Garcia, and Blas, 20Q@¢Hhinson, Lai, and Wang, 2009).
Amongst the destination loyalty literature, stud@s revisit intention dominate

whereas little research discusses tourists’ attidldperspectives (Alexandris and
Meligdis, 2006, Clark and Maher, 2007, Lee and B2€KW8, and Yuksel, Yuksel and
Bilim, 2010). The economic contribution from fresqu visitors matters more than
the development or enhancement of their attachneetite destination even though
loyalty is supposed to mean emotional bonds betwaanst and destinations. That
is the point at which this study starts. It aim$ptt the missing piece of the jigsaw
back to see the whole picture of destination IgyaliStill the researcher bears in
mind that behavioural presentations serve as itmligaof attitudinal loyalty.

However, the study argues to what extent theorgrahd loyalty can be applied to

the context of holiday destinations.

On the evidence of loyalty literature, scholarstethto study destination loyalty in
late 90’s and early in the new Millennium. Pritahaand Howard (1997) and
Oppermann (1997 and 2000) are thought to be theepis in applying the concept
of loyalty to tourism destination literature evdrmough the term “revisit” or “repeat
visitation” have been used on destination imageae$. From then on, more and
more research studies adopt a research framewot&yafty to examine factors
contributing to revisit intention as well as théatenship amongst dimensions of

destination brand equity.
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Firstly, Pritchard and Howard (1997) try to clagdififferent types of loyal tourists
on the basis of Day's measure of loyalty. Pritdhand Howard (1997) take
advantage of the matrix of service loyalty thagenerated from loyal attitude and
repeated behaviour to classify the studied subjedtsfour types of loyal tourists
and then compare and contrast how they are diffefrem one loyalty type to
another on involvement, satisfaction and perceniffidrence in service quality. It
confirmed that attitudes distinguish true loyailtshich means that subjects who are
categorised into true loyalty group are those wie raore highly involved, more
satisfied, and perceived the service differencédfard and Howard, 1997). After
that, Oppermann (1999) updates the typology ofisblmyalty by only focusing on
the number of tourists’ revists. Then, Oppermahf90) generates 7 types of
tourist loyalty typology, which ranges from non-piasers who never visit the
destination to very loyal tourists who are frequersitors. Further, Oppermann
(2000) tries to predict revisit behaviour on thedlby typology he previously
proposed. The originality of research on destomatioyalty seemingly paused
without a breakthrough since then; the reproductibbrand loyalty research in the

context of destination loyalty starts to increasarf then on.

In pointing out factors leading to revisit intemtjothe literature has proved that
destination attributes, such as different cultwegperience, safety, and convenient
transportation, does contribute to tourists’ revisiention (Chen and Gursoy, 2001
and Quintal, Lee, and Soutar, 2009). Undoubtesiyjsfaction has become the
indicator of repeated visitation (Jang and Fen@,728nd Alegre and Cladera, 2006).
However, it must be borne in mind that studies g@isave that satisfied tourists do

not always choose to go back to the same holidatirdgion and there is still the
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factor of “seeking for novelty” preventing reviditan from taking place. Here,
results on satisfaction and revisit intention cadict. In addition, perceived
attractiveness as well as self-congruity both pagit impact the intention of revisit
(Castro, Armrio, and Ruiz, 2007, Um, Chou and Ri)& Alcaniz, Garcia and Blas,
2009, Bosnjak, Sirag, Hellriegel and Maurer, 2010Apart from that, a large
number of studies also work on the examination rderrelationship amongst
dimensions. Here are some of the compositions: shiely amongst image,
satisfaction, and loyalty (Chi and Qu, 2008), thtedg amongst motivation,
satisfaction and loyalty (Yoon and Uysal, 2005)ag®s, the study amongst perceived
quality, perceived value, and revisit intention é@hand Tsai, 2007), the studies
amongst value, satisfaction and either word-of-thquee, Yoon, and Lee, 2007), or
revisit intention (Gallarza and Saura, 2006), obath of these behavioural intention
(Hutchinson, Lai, and Wang, 2009), satisfactioastirand loyalty (Huang and Chiu,
2006), and study amongst image, motivation, satiigfia, travel inhibitors and revisit
intention (Rittichauinuwat, Qu, and Leong, 2003Yhat is to say, brand loyalty
research designs are adopted in the context aldytiestinations. The research on
destination loyalty is a reproduction of generarat loyalty research. Whether it is

the best fit is never a consideration.

On the other hand, there is very little researchatiitudinal loyalty. Generally,
value, satisfaction, perceived quality trust, anchmitment are validated and proved
to contribute to attitudinal loyalty (Lee, Yoon,cahee, 2007, Clark and Maher, 2007,
and Alexandris and Meligdis, 2006). However, tbastructs of attitudinal loyalty
vary from one study to another. Lee, Yoon and (2897) use “word-of-mouth” as

the construct of attitudinal loyalty even thoughm&o scholars think of
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recommendation as “behavioural intention” (HutcbmsLai and Wang, 2009). As
far as Clark and Maher (2007) are concerned, tiseyself-evaluation and intention
statements as the construct of attitudinal loyaltigh as “I am a loyal customer.” or
“If I had to do it again, | would choose this resagain.” Alexandris and Meligdis
(2006), however, employ place attachment theory @s®l place identity and place
dependence as constructs of attitudinal loyalty. he Titerature reflects the
troublesome situation of research on attitudingbhlty; that is, there is a lack of
proper definition of attitudinal loyalty and a sciédy of commonly-recognised

constructs of attitudinal loyalty.

However, there are some other problems underly@sgarch on destination loyalty
and some studies even contradict the concept aftioitself. Firstly, loyalty must

be expressed over time (Jacoby and Olson, 1970pweker, the cross-sectional
research design can only explain subjects’ evaloadit the research defined time.
Thus, the findings lack explanation of the formatemd development of attitudinal
loyalty.  Additionally, loyalty must go through theéecision-making process,

indicating competition with a set of alternativdagoby and Olson, 1970). Again,
the research designs are set solely to a destinatilb remains to be seen whether
subjects would tick revisit intention to the studlielestination if there where

alternatives to choose from. Furthermore, reviggntion is widely used to serve
as the construct of behavioural loyalty. The peablis that intention does not

guarantee the actual realisation of revisitation.

When it comes to measurement of attitudinal loyalgrd-of-mouth, or namely

recommendation, is the most commonly used construidhe assumption comes
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from the literature suggesting that loyal custonmtensl to spread positive comments.
If so, should word-of-mouth be a construct of bebasal loyalty or of attitudinal
loyalty? Then, it links to another confusion; tigtwhat exactly are the constructs
of attitudinal loyalty? Based on the literaturatisfaction and trust are both proved
to have a positive relationship with loyalty. lifely are indicators of loyalty, should
they be also thought to be emotional bonds to #stimhtion? Loyalty research has
been popular for decades. The same set of loygtinitions and constructs are
adopted in various industries and are applied endbntext of tourism destinations.
What puzzles the researcher is that the scarcipyayer definition of loyalty and the
constructs of loyalty is recognised, yet researnhlayalty still prospers without
further clarification and modification. Also, behaural intentions are used as both
constructs of behavioural loyalty and attitudirajdlty. Intentions are not actuality,

which is a compromise in a cross-sectional resedesign.

The literature does give to the researcher a véuhieoretical foundation of brand
loyalty; however, the researcher wonders whethisrfitlly applicable in the context
of holiday destinations. There is a great quartftyesearch on destination loyalty
based on brand loyalty theories and research desigHhowever, the domination of
survey research designs and causal analysis reseaninds the researcher of taking
a step back and thinking out of the box. Thus, ghely calls for a preliminary

study before it moves forward and decides its mebefacus.

2.4 Chapter Conclusion

This chapter starts with the definition of destioatbrand and models of destination
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branding and destination brand equity in orderxan@ne destination loyalty from
the perspective of destination branding. It coubes bases of destination image
literature since the literature indicates that imag a significant elements
contributing hugely to destination loyalty. Théiterature on destination loyalty is
presented and discussed. Conceptual definitiome#ilsas psychological meaning is
scarce in defining loyalty. Apart from that, theie a lack of explanation on
attitudinal loyalty; thus, trust-commitment thearged in the relationship marketing
field is adopted to support the scarcity. Yet,oatcadiction in the relationship of
satisfaction and loyalty in the literature is peihtout; satisfaction is still widely
recognised as an indicator of loyalty. Behavioupaésentations are used as
indicators and constructs of attitudinal loyalty. Furthermore, research on
destination loyalty adopts the research models mEnd loyalty. Invisible
theoretical boundaries are set up as soon assbarah application is selected. The
study calls for a preliminary study in order to erstanding destination loyalty from

tourists’ perspective before a focused researaméehis produced.
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Chapter 3
Choice-sets, Travel Experiences, Place Attachmerand

Existential Authenticity
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Chapter 3
Choice-sets, Travel Experiences, Place Attachmerand

Existential Authenticity

3.0 Introduction

The objective of this chapter is to present a cemgntary literature review. It
supplies this study with topics and issues whichliterature review on destination
loyalty lacks. The complementary literature revieat only clarifies the research
theme and focus but also facilitates the discussiothis study, which takes place

later in this thesis.

The literature on brand loyalty and destinationalby show that the concept of
decision-making is assumed rather than integratedhe research design. The
preliminary study also indicates the same, which @ presented in the findings
chapter. Choice-sets are another research strdamorssumer behaviour in
marketing literature.  The conceptual definition tdyalty acknowledges a
psychological decision-making process whereas itisacking in real research
practices. The study argues that choice-sets bmutdken into consideration when

destination loyalty is discussed; otherwise, tlseilts may not reflect the reality.
Moreover, a holiday destination is a complex conmgb{Buhalis, 2000). If it is

seen as a brand, the nature of its service orientatakes it categorised as a service

brand. Berry (2000) also highlights that experesins the way a service brand is
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delivered and enjoyed. Thus, travel experiencest e also put in the discussion

of destination loyalty; after all, travel experiescare what the tourists consume.

Most important of all, the domination of attributeased survey and quantitative
research design concentrate on the extent to whedtination attributes fulfil

tourists’ physiological needs. It neglects thatrists also need a sense of
belongingness and self-actualisation. Place attaah and existential authenticity

may supplement the missing parts.

Additionally, the study identifies that attributeded survey and trust-commitment
theory restrict the discussion of attitudinal ldyal These advocate that emotional
bond originates from the enjoyment of destinatitirtautes. Thus, excitement and
satisfaction are expected ultimate attitudinal oeses. The study tries another
angle to comprehend emotional bonding towards hglikstinations based on place
attachment and existential authenticity. As altesiue research focus is clarified.

Updated research aim, objectives and researchigngsire presented.

3.1 Choice-sets

As it is stated in the proposed conceptual definiin the previous chapter, loyalty is
not a random behaviour and each repeated purchaseléecision made through a
psychological process (Jacoby and Chestnut, 197B)at is to say, it is assumed
that the decision-making process has “taken it8' pathe repurchase consideration.
However, loyalty and choice-sets are two streamspdetely in consumer behaviour

research. Loyalty is not choice-sets in literatur8till, its definition embraces the
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concept of the decision-making processes. Afteritals still assumed that the
behaviour of repeat patronage has gone through ddéterminative measures.
However, the reality is that research on loyaltyesugevisit intention as the
instrument of behavioural loyalty without takingethprobability of revisitation

realisation in the real situation into account. miight be assuming too much to
replace what it should be with what it is thoughbe. Intention is hardly actuality
before it is executed. Therefore, this study idseto take a more conscientious
step and employ the concept of choice-sets whausking tourists’ loyalty in both

behavioural and attitudinal perspectives.

Prentice (2006), firstly, adopts the traditionabide-sets model to explain tourists’
decision-making processes in the context of holidagtinations as shown in the
figure 3.1 below. Prentice’s (2006) research da#saim to answer how a revisited
destination is selected through the choice-setoowever, the choice-sets model
attempts to explain what processes tourists havgotdhrough before the final
destination is chosen. The stage of evoked s#tasght to be the most crucial
phase, during which gathered information is proegssith the tourists’ perception
of and familiarity with the list of alternative desations. Those destinations which
are cognised become *“visitation-intentioned” degttons.  Still, they have to fulfil

tourists’ personal and situational consideratiansecome the final choice of holiday

destination (Prentice, 2006).
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Figure: 3.1: Integrated Choice-sets Model for Hajidestination Choice
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The choice-sets model suggests that behaviourahtioh is still some way from
actual visitation. It also indicates that the finstent of revisit intention might be

unable to represent behavioural loyalty truthfully.
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Hong, Lee, Lee and Jang (2009) also examine howistsuselect a holiday
destination from the viewpoint of the decision-nmakiprocesses; however, they
purposefully want to examine whether there is d#ffice between first-time visitors
and repeat visitors on selecting the destinatidvioreover, they examine to what
extent novelty seeking, travel partner and extevaailables, such as considerations
as finance, time availability, and health, will iegh the selection of holiday

destinations.

Importantly, Hong et. al. (2009) assert in thendings that there is no significant
difference found in the decision making procesdegsi-time visitors and returned

visitors. Secondly, novelty seeking only impatts éarly stage of decision-making
process. That is to say, tourists who tend todaeelty seekers will exclude visited

destinations in their early decision-making stag.the visited destinations survive
early-stage elimination, novelty seeking does nal @ny vital role in the later

stages of decision-making processes. Howevergltngartner and constraints are
thought to be more influential on tourists’ finahge of destination selection (Hong
et. al., 2009). Even though their findings candioéctly prove how much weight

satisfaction impacts the final decision, the firgirsuggest that dissatisfaction from
prior travel experience rules out the destinatiothe early choice set. Meanwhile,
familiarity makes repeaters choose the visitedidason in the final stage (Hong et.
al. 2009). Once again, the study makes manifedtahrevisited destination has to
go through careful and strict decision-making psses to become the final

selection.
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Prentice (2006) and Hong et. al. (2009) both preserss-sectional research designs.
The former presents a conceptual model before date to validate it whereas the
latter focuses on relationships amongst specifitalsbes to comprehend how these
factors impact first-timers and repeaters to mdieadrtholiday selection. Decrop
(2010), however, adopts a longitudinal qualitatresearch design to trace how
subjects make their final decision on holiday dedgton by means of multiple
interviews throughout an entire year. Then he ceduthe formation of destination

choice-sets shown below in the figure 3.2.

Figure 3.2: The Formation of Destination Choicesset
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Decrop (2010) also proposes that evoked set isntbst vital stage of all. He

claims that tourists only have up to 4 alternatlestinations in the evoked set.

Involvement and decision timing are thought to &etdrs impacting the number of

alternative destinations in the evoked set. Thatoi say, if tourists make more
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efforts on information collection, the list of altative destinations tends to be longer.
However, if tourists tend to finalise their holidgyan earlier, the evoked set is
usually smaller (Decrop, 2010). Still, constraiare the most influential factors
which drive the final decision. Interestingly, Deg (2010) finds out that
“opportunity,” such as invitation or a special lualy offer, sometimes make tourists
choose a completely different destination whichn@ even listed on potential
choice-sets. The formation of destination choids-seflects the practical situations
vividly; after all, human beings are not mechanidmsides, unexpected incidents

happen.

In summary, choice-sets focus on the decision-ngggnocess, from which practical
situations are considered. However, loyalty addptbavioural intention as its
construct. By doing so, it ignores the interfeefiom the practical situation and
surroundings even though loyalty incorporates ast@tmaking process into its
conceptual definition. What is defined and whatasstructed conflicts in loyalty
research. This study does not aim to examine raggin loyalty from the
perspective of choice-sets. However, the studwyewghat choice-sets must be
taken into consideration. In other words, loyatgsearch must be aware that
behavioural intention is hardly actuality; the dgire has proved that practical

restraints impact hugely on destination selection.

3.2 The Role of “Experience”
Initially, “experience” is elucidated from the ppestive of consumption motives.

It explains that a person has needs to fulfil, Wwhieotivate them to consume. In
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the context of tourism research, Gartner (1996)ptsddMaslow’s model of needs,
which is presented in the figure 3.3 below, to akpltourists’ needs during their
travel experience. Gartner (1996) believes thatists have to fulfil various needs
during their visitation. He further suggests tktla¢ motivation, the partner they
travel with, and even the attractions they visitairsingle trip are all fulfilment of

different levels of needs. Owing to its complexitys truly difficult for academics

to fully explain what needs and motives have bedfilléd and expressed throughout

a trip (Gartner, 1996).

Figure 3.3: Maslow’s Hierarchy of Needs
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Source: Gartner, 1996, P. 309

Similarly, Prentice (1996) proposes that travelezignce has to be seen as “a flow of
real experience” which is made of both various eéomst and motions. That is to
say, there is a series of events linking with onetlaer from the moment individuals

arrive at a place until they departs. During thegy,sthey visit attractions, dine at
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restaurants, stay overnight in a hotel, and interait locals, all of which are parts
of their “travel experience” and various actionsd aamotions are involved too.
Thus, academics argue that whether tourists experishould be single-dimensional
or multi-dimensional (Quan and Wang, 2004). Assiso, each part of the travel

experience can also be seen and examined as @he experience.

On the other hand, academics hold different opmiom travel experience research.
Some think that travel experience is neglectednfitre, 1996 and Selby, 2004) and
some believe that travel experience is very populaourism research (Quan and
Wang, 2004 and Uriely, 2004). It really dependsow and from what perspective
travel experience research is defined. In a maiaw, travel experiences are what
tourists do during an entire visitation; researclaynmexamine involvement or
participation during the visitation. However, inracro view, travel experience is a
single dimension which may impact, for example, fherceived image of the
destination. The truth is that research on destinamage can be done ante or post

visitation but never “during” the visitation sinit&s a state of “being.”

Nevertheless, Quan and Wang (2004) think that rekean travel experience can be
divided into two types; the marketing and manageanpenspective and the social
science perspective. One of the examples of traxpkrience studied from the
perspective of marketing and management perspestivesitor satisfaction (Selby,

2004). Travel experience studied from the perspedf social sciences, however,
focuses on the phenomenon, such as how travel ierpermay or may not be
different from everyday life and the subjectiveeraf tourists on holidays (Uriely,

2004).
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On the other hand, travel experiences are how @ndéen presents and reinforces
what it claims to offer to the tourists. The expeces must be distinguishing and
memorable; thus, a profound impression then caioimeed. As a matter of fact, it
has becomes a trend that every destination is esigih@ the provision of distinct
experiences to tourists in their marketing mix (¥&m, Durie, Mcmahon-Beattie and
Palmer, 2005). It does make sense because noti®rilye number of tourists
worldwide increasing but also they are becomingdasingly experienced (King,
2002). Inthe past, it was seemingly sufficiemtdestination marketers to highlight
their uniqueness to be characteristic.  Nowadaysstimhtions are getting
increasingly homogeneous owing to internationdbsat Therefore, it becomes a
priority to make their destinations distinct fromet others (King, 2002). Since
destination brands are all about travel experieneash destination not only has to
maintain their own uniqueness but also to develaatgr distinctiveness and utilise
this to create idiosyncratic experiences for tasriRichards and Wilson, 2006).
King (2002) even stresses that the success of @natisn depends upon not its

promotion but the experiences it can offer to theists.

Unlike products of retail brands, what destinatipnsvide are attractions, activities,
and services which tourists experience during th@itation. Alternatively, all

those can be compared to products offered by tkendéion brands and the only
way for tourists to consume them is to visit degtions. As a matter of fact, the
importance of experience has been emphasised bigesdirands. Thus, literature
gives prominence to the study of frontline employeeéning because it is believed
that service delivery enhances consumers’ affectmmards the service brands

(Mangold and Miles, 2007, Miles and Mangold, 2005The brand equity wheel of
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service sectors proposed by Berry (2000), whighrésented in the previous chapter,
is the best demonstration. However, the compledfity destination, in terms of the
provision of diverse activities and services, maplan the lack of literature on
travel experience even though it is presumed thkaemence does significantly
impact the perceived image (Govers and Go, 2009t, it might been seen from
another perspective that owing to the complexitytakes various approaches to
examine travel experience; for example, the peeckivalue, perceived quality or
visitation satisfaction can all be considered aessment of travel experience. It

really depends what is defined to be travel expeee

However, the researcher suspects that evaluatiolesifnation attributes makes this
confusion happen. Destination attributes are featgelected to project destination
image. They are used to measure destination ima§atisfaction, perceived value
and quality are evaluated on the same basis. Mmexgeriences and tourism
consumption are used interchangeably. Travel éxpazs refer to the enjoyment
of destination features. Satisfaction leads taliyywhen revisit is anticipated. It

is like a closed circuit and attributes are bridg@sng one to another.

Travel experience, tourists experience and leisweperience are used
interchangeably. Generally speaking, they all rréfe activities, encounters, and
involvement in which tourists participate in theslee and recreation setting.
Moscardo (2009) maps out a set of travel experieedaition from literature, which

is shown in the table 3.1 below.
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Table 3.1: Definitions of Tourist and/or Leisuredexiences

Source Definition

Otto and Ritchie An experience is “the subjective mental statelfglt

(1996: 166) participants during a service encounter.”

Li (2000: 865) “Tourism experience is a multi-fuioctal leisure activity,
involving either entertainment, or learning, orladbr an
individual.”

Vitterso, Vorkinn, “Experience is the result of a process of assimigthe

Vistad, and Vaagland | world into a structure of cognitive ‘maps’ or schas{
(2000: 434)

Smith (2003: 233) An experience is “any sensatioknowledge acquisition
resulting from a person’s participation in....acies”

Bigne and Andreu An experience can be seen as “events that engage

(2004: 692) individuals in a personal way.”

Den Breejen (2007: | “An experience is a complex concept with many

1418) dimensions, influenced by situational and personal

variables, and composed of many characteristics.”

Source: Moscardo, 2009, P. 100

Moscardo (2009) concludes that experience is aestibp mental state where
tourists construct meaning with the determinatiasfs physical setting, social

interactions, expectations, and information pransi That is to say, experience is
the process of participation and involvement iniviteds and social encounters
within a physical environmental boundary, and frarich an individual obtains

both sensational and intellectual inputs. Surelyperiences in the context of
tourism destinations refer to the activities, iat#ions, and involvement in any kind
of aspect tourists take part in during their staythee destination. Thus, travel

experience is defined in a broad way in this study.
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3.3 From Attribute Orientation to Self-actualisation

As the literature review stands, research on bestigation image and destination
loyalty is primarily built upon attribute-based Bog research design, from which
tourists are required to rate a set of selectetifes.  Usually, those attributes are
tangible characteristics selected to represent dbetents of the destination.
Additionally, scaling measurement could only telitists’ favourability from either
negative or positive extreme, namely like and kisslthe destination and being
willing or reluctant to recommend the destinatioft might not provide scope of
how tourists feel about the destination and thetemal responses expect feeling of
satisfaction. In other words, attribute-based aegeis designed to understand to
what extent tourists think their travel experieratethe destination fulfils their
fundamental needs as located on the bottom of Més|oyramid of needs. That is,
the needs located on the higher positions of thrarpy, such as love, self-esteem,
respect of others and self-actualisation, have bleénout of the discussion.
Therefore, this study aims to integrate the conaefptauthenticity and place
attachment to the discussion of destination loyahd to see how these two
dimensions may bring inputs to the developmentedtidation loyalty in both the

behavioural and the attitudinal aspects.

3.3.1 Authenticity

There is no commonly-shared definition of what autictity is in literature (Walker
and Lea, 1998 and Steiner and Reisinger, 2006)meSacademics try to explain
authenticity from psychology (Walker and Lea, 1998)d some do so from
philosophy (Steiner and Reisinger, 2006) and stilihe tend to define it from the

sociological and anthropological point of view (Hheg, 1999). Therefore, in the
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first place the study tries to understand the amsjurand criticism on authenticity in
tourism from various perspectives. Then its sigaiice on both consumers’
behaviour and destination marketing practice isgméed in order to link with the
research question of the study; that is, what kihdole authenticity might play in

the formation and development processes of destinkttyalty?

Before new perspectives and definitions of autlegigtin tourism practices were
brought in tourism literature, there were many iiggacomments on how
authenticity is manipulated in the tourism setting:‘Fake authenticity” or
“inauthenticity” and commoditisation have beenicisied furiously until the focus of

the discussion switched to tourists’ self-realati

The discussion on authenticity in tourism practictarted with animadversion.
Fakeness and commercialisation are two aspectshwihave been reproached.
MacCannell (1973) named it “staged authenticity” d®scribe tourism industries
creating a make-believe authentic setting to citetourists’ need for authenticity
during visitation. It seemingly implies that toats are superficial and that the
cultural tourism setting is artificial. Howevehet problem is not who should take
the blame; after all, it is a “superlie” which iseated and accepted by both sides

(MacCannell, 1973).

Additionally, commodification has been hugely aciged. n Commoditisation
originates from the concept that authenticity i®nsd¢o be obtainable cultural
products (Cohen, 1988). However, commoditisateomot supposed to be always

heinous. Commoditisation can be seen as presentalilire in which both tourists
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and locals add in their comprehension (Cohen, 198Bpwever, Cohen (1988) also
points out that compared to the entirety of hodiuce, what tourists pay attention to
and get involved in is still only skin-deep. lts@s the issue that authenticity which
tourists seek during their tourism experiencesiifereént from that discussed by

academics (Cohen, 1988).

Since authenticity is what tourists seek in thewrtsm experiences, it is worth
probing how tourists perceive authenticity. Wallerd Lea (1999) conclude in
their two-staged research that tourists can noéarlgledefine the concept of

“authenticity.” Nevertheless, they still induceufafactors on which bases, tourists
can distinguish authenticity. They are culturewtbich tourists are exposed, the
number of tourists going on holiday together, teeel of independence they can
have on holidays, and the conformity to their pewee stereotype of the country
(Walker and Lea, 1999). If that's the case, thénd®n, the persuasion, and the
confirmation of authenticity are built upon tousistundamental knowledge and
image of the host culture. Thus, authenticityas what tourists “obtain” but what

tourists “feel” during the tourism experience.

Wang (1999) introduces the concept of existentighenticity in the context of

tourism and emphasises that t seeking for authiniictourism experiences is the
process of self realisation of tourists themselvdsintends to distinguish existential
authenticity from object-oriented authenticity, wiihas been critically commented
on for decades. Moreover, it tries to interpreirigm experiences from a macro
point of view rather than merely concentrate ondbiesumption of toured objects or

products (Wang, 1999). Tourists seek and consuore than commoditisation and
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cultural products during their tourism experienc&@hey are also likely to seek
recreation, relaxation, entertainment, and intesqeal relationships during holidays.
After all, on holidays “what tourists seek are thewn authentic selves and

intersubjective authenticity” (Wang, 1999, p. 3683

From the standpoint of existential authenticityei®r and Reisinger (2006) add in
Heidegger’s philosophical perspectives and progbae existential authenticity in
tourism literature is still defined differently fmo that of Heidegger's. If
Heidegger’s concept is adopted in tourism expedsnit indicates that tourists are
their own masters. They actively gather knowledgeé information related to their
interests. They interpret all that they see andirddheir own way, and they
uniquely perceive every encounter (Steiner andiRgs, 2006). As a result, they
suggest to tourism marketers a principle on hoapply a Heideggerian perspective
in tourism experiences. Steiner and Reisinger g20&dvocate what tourism
marketers should focus on is not quality and sattedn but how to make tourists
feel their experiences special and different. Ui up, authenticity in tourism is
more than objects which tourists can obtain. Tlaeeethe intangible elements from

which tourists can affect or feel.

That is to say, academics tend to put aside thieemhdisagreement on the concept of
authenticity and no longer comprehend tourism dgpees solely from the
viewpoint of object-based authenticity. Insteagperience-based authenticity is

adopted to interpret what tourists want from holgléReisinger and Steiner, 2006).

As a matter of fact, the arguments on definitiomuathenticity and criticism of object
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authenticity do not prevent tourism practitionexsi promoting their “authenticity”
to tourists. To them, host culture is the way they unique and differential from
others, so they highlight what they perceive as antheir competitive strengths in
the tourism market (Hughes, 1995, Halewood and Eemn2001, Taylor, 2001,
Mcintosh, 2004, Belhassen and Caton, 2006 and YepmBrass and
McMahon-Beattie, 2007). Local culture is not at tieart of criticism; presenting
and staging something unreal which causes negativenents. The problem is not
the culture itself but its genuineness of preseiahough it might be an argument

whether tourists are easily fooled.

In these studies, the two routes to acquire auttigntare again verified: the
obtainment of touristic products and the affectigained through tourism
experiences. However, little is examined on howrigts obtain and experience
authenticity on holidays until McIintosh (2004) ptacan exploratory study on
tourists experiencing Maori culture and proposgs fnanners which tourists may
use to fulfil their needs of authentic experienoaesholidays. They are named as
gazing, lifestyle, authenticity, personal interantiand informal learning (Mclintosh,
2004). These five manners are classified basedhenlevel of involvement in
which tourists take part and the attitude whichrigia hold. Gazing and lifestyle
are at one remove; tourists are observers. Thatday, they only “see” or “watch”
how Maori people do things differently. Authentycrefers to tourists who do not
like to acquire cultural experiences in a desigaedronment. In other words, they
perceive performance in the cultural village aské&aand they avoid touristic
experiences, including not buying art crafts whach not originally made by Maori.

Personal interaction indicates that tourists gaigirtauthentic experience through
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conversation with Maori people. During the cona#is, they feel that they are
taught and “authenticity” is delivered to them. formal learning highlights their

access to Maori culture in a spontaneous settitigirahan a made or make-believe
or pre-designed environment (Mcintosh, 2004). Hamhore, Mcintosh (2004)

comments that the authentic experiences which dsuebtain in a spontaneous
setting still do not seem to trigger tourists’ affee reactions based on her findings.
She continues commenting that what has been exgedas still shallow as well as
questioning whether spiritual aspects of Maori wn@tcan be fully appreciated
(McIntosh, 2004). It is a given that culture isppased to be profound. The
problem is who or which indicator can measure wéethe involvement of local

culture is in-depth or shallow. Alternatively,asltural involvement measureable?

The significance of interaction with local peopleniging a sense of authenticity to
tourists has also been proved in Prentice, Witll, fydenbach’s (1994) study. In
that study, they see experience of touring as @pation in the tourism setting.

Their findings also suggest that talking to aneriactting with locals makes tourists
perceive that they are involved in local authetti¢Prentice et al.,, 1994). Most
important of all, they propose that affective reats take time. Prentice et al.
(1994) conclude that endearment is a process wtaohot be easily achieved by a

welcoming atmosphere or taking part in culturaiaties.

Another study done earlier on domestic touristgintg British cultural heritage sites
proposes a similar perspective. It points out thatists will choose their authentic
experience based on their comprehension and netalithfenticity” and that those

experiences will be laden with emotional reactigdeintosh and Prentice, 1999).
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That is to say, tourists define and decide whatenticity is rather than accept what
is offered to them. Moreover, by adding new megninto their authentic
experiences, they are creating and experiencingeatitity at the same time

(McIntosh and Prentice, 1999).

To sum up, authenticity in the context of touriskperiences has been transformed
from being object-oriented and commoditisation teinly tourist-centred and
experience-oriented. The former focuses on thewoption of touristic products
and services whereas the latter concentrates onstsjuself-realisation during
tourism experiences. Wang (2007) proposes thereuldhbe customized
authenticity which both satisfies what tourists wvand what the host culture is
willing to present without purposefully staging. o Mnatter which term is used, it
has been a tendency that tourists’ emotional ingpfoin tourism experiences are
what tourism practicians are now working on. Euweough the studies bring
extremely varied results on the linkage betweehenticity and affective reactions,
it signals the need for further research. Moreotee provision of authenticity
makes the tourists passive receivers. Now thepetiwe of existential authenticity
defines that tourists decide what authenticity nsetm them and take action to

acquire and define authenticity through travel exgnees.

3.3.2 Place Attachment

It is thought to be human nature that people tentuild up affective bonds with
particular ones (Thomson and Park, 2005). It natgs from Bowlby's definition
of attachment given in 80’s, which explained attaeht from the point of view of

the parent-infant relationship. Gradually, thisman beings’ natural instinct is
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extended in its meanings and used to explain psoplenership. That is to say,
people can also hold emotional attachment for ¢bjegall, Tasaki, 1992, Thomson,
Maclnnis and Park, 2005, Park, Maclinnis, Priegeingerich and lacobucci, 2010,
Grisaffe and Nguyen, 2010, and Tsai, 2011). Frbemton, researchers have been
working on applying the theory of attachment tosalits of objects (Thomson et al.,
2005). Apart from that, researchers also focughenstudies on the relationship
amongst satisfaction, attachment, and loyalty (&anb and Johnson, 1999 and Tsali,
2011) as well as the study of the antecedents aftienal attachment to brands

(Grisaffe and Nguyen, 2010).

On the other hand, studies on emotional attachimemch into two streams. One
develops on the status of possession explainingindiwiduals build up attachment
towards objects and one develops on the constafctdtachment as well as its
measurement (Ball, and Tasaki, 1992 and Tsai, 201l1)is proposed that the
intensity of emotional attachment varies durindedlént stages of “ownership cycle”
(Ball and Tasaki, 1992). A five-staged ownershyple is introduced in the study;
they are preacquisition, early ownership, maturenexship, predisposal and
postdisposal stages. Ball and Tasaki’s (1992)ystaislo suggest that “Attachment
rises slightly from early to mature ownership, tltaclines as the consumer begins
to think about disposing the object and finally slogp. 166). On the other hand,
Thomson et al. (2005) develop 10 emotional itemschvlare subordinate to three
emotional factors in order to measure consumedrattachment. Meanwhile,
eleven brand attachment dimensions are also prdpbgeAlbert, Merunka, and
Valette-Florence (2008) by adopting projective imagsearch techniques in a

French cultural setting to both describe consunmatachment to a brand and what
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relationship they have with the brand they arechtd to. To sum up, the studies
on attachment so far have been developed on thmieaton of how consumers
maintain their affection towards objects througle floundation of interpersonal

relationship.

Place attachment

Place attachment refers to the emotional bond waictlndividual holds towards a
particular place and upon which that individualaisle to maintain the sense of
closeness (Hidalgo and Hernandez, 2001). Howewath Hidalgo and
Hernandez’s (2001) and Twigger-Ross and UzzelB96) studies point out that the
affection attachment between people and placestislly built upon socialisation
existing in that particular geographical space. atTih to say, social activities have

to be considered inclusively when attachment ttaaepis discussed.

Initially, research on place attachment has beesety studying on affection bond
held by residents towards their dwellings (Hwangeland Lhen, 2005 and Gross
and Brown, 2005). Particularly within the studagsresident-dwelling relationship,
sense of place and place identity are studied. E898) even points out in his
study that sense of place and place attachmerditieeent and that sense of place
can be developed upon residential experiencesthelsame case study conducted in
Pakeha Peninsula, Hay (1998) also concludes thasts, whose residential period
is both short and temporary, hold a “superficiatsge of place” whereas residents
with Maori background hold a profound sense of @ladth the cultural background
they carry on. Additionally, Hay (1998) commenistt tourists’ feelings for the

Peninsula add upto the appreciation of its nataralironment and amenities but
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when it comes to their affection bonds to the Psulm, they “were either weak or
absent” (p. 9). However, it must be noted hergithélay’s study, tourists’ average
length of stay was one day and the average frequaheisitation to that particular
geographical area is once or twice per year. duisstionable what type of sense of
place a regular revisiting tourist with longer aeeoodation duration may vary from
Hay's result. Also, the study on tourists’ sendeptace upon their frequent
revisitation and longer dwelling duration is scarcé&levertheless, place attachment
has something to do with length of residential eigmee is the conclusion (Hay,
1998). Furthermore, socialisation facilitates #mancement of place attachment
(Hernandez, 2001) and Twigger-Ross and Uzzell, 1998ost important of all, the
theories originate from environmental psychologintegrating theories of different
disciplines to examine tourists’ attachment to deyi destinations is worth

consideration.

Place and Identity

On the other hand, Twigger-Ross and Uzzell (199&Jysthe relationship between
people’s identity and the place and point out tpiaice identification and place
identity are two ways people tie themselves with physical space they live within.
The former deals with the relationship between feomemselves with the
environment they live in and the latter refersagain, people’s socialisation with the
physical world. Based on Breakwell’s identity pges model, Twigger-Ross and
Uzzell (1996) examine how residents develop thdentity through these four
processes, self-esteem, self-efficacy, distincegsn and continuity. Again, this
study is examined in a residential setting. Whetbkeisiting tourists could possibly

develop their place identity by applying the placel identity process model remains
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a question.

Nevertheless, place identity has been definedrdifiity in the context of recreation
and tourism studies. The term, “place identity’adopted from environmental
psychology; it describes an individual's relatioipstvith the physical environment
individuals is in and how the geographical settingkes that individual being
themselves (Lee, 2001). Owing to the recreatidiviies in the context of leisure
and tourism research, place attachment is dividea place dependence and place
identity. Place dependence is defined as tourastsessment on the functionality of
the place while place identity refers to tourigisiotional association with the place

(Hwang et al., 2005).

However, Manzo’s (2005) study may shed light ongbele emotional relationship to
places, which are defined to be any places omsgttither than just the concept of
dwelling.  The findings slightly reshape and enrithe assumption and
comprehension on the relationship between peopmeptates. Firstly, residence is
not the only place which people feel significandameaningful. Secondly, the
feeling range to places reveals ambivalence acao$soad spectrum. Thirdly,
places, apart from residence, which are meaninfgiulpeople are places which
facilitate their self-identify, associate with memoand trigger their senses of safety,
threat, and belonging. To sum up, it is “expereimeplace’ which creates
‘meanings’ and with those meanings places can ba&nmegful and significant for
people (Manzo, 2005). From this study’s findingsjs worth associating the
concept of ‘experience’ in the context of tourismtidties to see how it may

significantly impact tourists’ attachment to thiealiday destinations.
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In summary, this study argues that place attachmmaytbe a new angle to examine
destination loyalty formation and development. cBlaependence and concept of
‘experience-in-place’ fits with the destination &ty literature, which advocates that
destination features motivate tourists’ revisit&lso, the emphasis on attachment
between people and the physical environment mangbrew sights to the discussion

of destination loyalty.

Tourism and Identity

There are quite a few identity studies on tourigmey mainly examine how national
identity is formed and maintained in heritage tenrisetting. Park (2010) claims
that people’s affection to nations cannot be taumid forced; besides, national
belonging is innately given; nationalities are giveith birth. However, Pretes
(2003) believes that presentation of national hgatcan facilitate the construct of
commonly-shared national identity amongst touristhich is the result of the

association and enhancement of tourists’ natiomstoty, memory, and sense of
belonging (Pretes, 2003 and Park, 2010). Additignaational identity is also

studied in the context of recreation setting. Lbaam and Leung (2010) present
their findings on how mega events impact Chinesaagers’ national identity and
suggest that nationality identity is highly relatéa people’s birth places and

residence.

Fridgen (1984) combines the theories of environalepsychology and tourist
behaviour and proposes a conceptual framework ewpéahow and in what way
tourists are changing in the processes of touristivides psychologically and

behaviourally. It can be thought to be a concdgaton work on how people
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engage in dialogue with their recreational desmst Meanwhile, Desforges
(2000) presents his exploratory study on long-hautism takers and proposes that
by means of travelling, people start a journeyestonstructing self-identity, which,

in another way, is thought to be self-reflectiongmsed by tourism experiences.

Lau et al.’s (2010) studied subjects are teenagerong Kong, Taiwan, and China.
They see them as domestic tourists, which is afguablf the controversial
sovereign rights are put aside, studied subjecte Wave very similar cultural
background still demonstrate that there is a botiomon place identity. Branding
is about identifying. Through marketing mix consm identify the brand and
believe that the brand can represent them, whicthesconcept of branding in
literature. The term, ‘identity, in literature ee$ to varied subjects, such as place
identity, place identification, nationality identitand self-identity. However, these
referred identities all take places during travepexiences. In summary, place
identity refers to people’s socialisation with tipaysical world whereas place
identification means relationship between peopéartbelves with the environment in
which they live (Twigger-Ross and Uzzell, 1996). atidnality identity is innately
given; it has something to do with birth place aedidence place (Park 2010 and
Lau et. al., 2010). Self-identity are touristsh@n self during tourism consumption
(Fridgen, 1984 and Desforges, 2000). Moreovef;idehtity deals with memory
and triggers people’s senses of safety, threat,b&hahging (Manzo, 2005). With
the literature as foundation, the study aims torera tourists’ self-identity in the
formation and development of destination loyaltgni which new insights are

anticipated.
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3.4 Shaping the Research

This section aims to elaborate the research aipgectwes, and questions of this
study. It starts with the summary of the literatueview on destination brand
equity, destination image, and destination loyaltyThe neglected issues are
presented. Then, the complementary literature emevon choice-sets, travel
experiences, place attachment, and existentialeatitity is integrated in order to

lead to presentation of research aim, objectived caestions.

It is widely recognised that image plays a vitalerin the process of branding,
including taking holiday destinations as brands.ustGmer-based brand equity
models for destination proposed by Konecnik andiri@ar(2007) and Boo, Busser,
and Baloglu, (2008) also suggest that destinatmage is the most important

dimension impacting the establishment of destimabiand and its brand equity.

In order to build up destination image, destinatioarketers must select a set of
representative features of the destination and thpeatedly project the image to the
potential tourists since it is believed that totsrishoose the destination on the basis
of attribute comparison, namely multi-attribute dhe Also, the projection of

selected destination images is to ensure thatstsugain destination awareness; thus,

they can put the destination into their initial esset.

It takes time for tourists to form their perceivel@stination image; also, the

maintenance of image is thought to be a procesttitdide bonding. That is to say,

building up image is more than presenting charesties of the destination to the
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tourist; it is also the means to inspire affectigsponses. At the same time, image
may be changing all the time. Gunn’s (1988) andr@a’s (1996) image formation

and components of destination image explain howrtksesage of destination image
is processed in tourists’ minds theoretically. fTisait is advocated that perceived

image will alter after the actual visit.

On the other hand, Echtner and Ritchie’s (1993) ehad destination components
has been used by destination marketers and imaggarahers to measure the
perceived destination image held by tourists areddrourability and the strength of
that kind. The results are then useful for mangfpurposes and tourism policy
making. However, this widely and chiefly used meament of destination does
not provide much scope of what kind of attitude d@elings tourists hold to the
destination. Favourability can only refer to liknd dislike rather than any
emotional bonding the destination image tries tepire in tourists. Moreover,
tourists are invited to rate to what extent theaeld destination features match their
expectancy and perceived destination image. Bggleo, evaluated attributes are
limited to those features which destination managerd marketers can control and
supervise. Furthermore, the image research igtiido be behaviourism oriented.
That is to say, the purpose of the image researth see which attributes motivate
tourists’ visit and revisit. The numbers of tourgrivals and visits matter even
though destination image management seeks to sexuists affective bonding too.
The practical situation is that there is so muds lknown on attitude and feelings
tourists hold towards the destination apart frortiskection, liking or preference;

how can the measurement of destination image dihiagyabout it?
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Research on destination image chiefly employs thii+attribute theory by Fishbein
(1963 and 1967). As a matter of fact, the attebhdised scaling measurement is
applied to many research topics, such as the sergicality and satisfaction
evaluation. Multi-attribute theory is adopted twpkin why a consumer would
rather choose this product than another one. Ibesause the features of all
alternatives of products are compared on the lmddignctionality when a customer
selects the suitable one. Each attribute is eteduaith consideration of personal
usage and preference and again is weighted in odnthe importance. Thus,

multi-attribute theory is thought to be a ratiohabf why a product is chosen.

Speaking of research on loyalty, it has long be&hawut clear definition. In the
first place, scholars could not provide a concdptiginition at the outset of the
research. The most frequently cited conceptudhitieh is the one suggested by
Jacoby and Olson in 1970. It defined that loyalya long-term non-random
behaviour; each purchase and repetition of purcisate outcome of psychological
decision-making. It is commonly agreed that trogalty consists of behavioural
loyalty and attitudinal loyalty. That is to say,l@al customer must continually
purchase the same product/brand; at the same tima¢, customer must have
emotional connection with the product/brand.

It is this operational definition which is adoptkey the researchers. In the context
of behavioural loyalty, frequent purchases, repkgterchases, increase of the
volume of consumption are all defined to be indicatwhereas feeling reluctant to
switch to alternatives, feeling a sense of belogigass to the brand, and emotional
bonds between the customer and the brand are definde attitudinal loyalty.

However, the reality in destination loyalty litewes is that behavioural intention and
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word-of-mouth are used as loyalty instruments. <Seguaently, actuality of repeated

visits and emotional bonding to the destinationleitebehind.

When it comes to emotional bonding, scholars adopial psychology interpersonal
relationship theory, trust-commitment theory, tglexn how a brand can build up
relationship with the tourist by promoting theirugt and commitment to the
destination with, again, a set of selected corathdd factors. Advocacy, namely
word-or-mouth, is proved to be one of the behadabautcomes when consumers are
committed to the destination.  Feeling reluctanswitch to alternative brands is
also another outcome of commitment. This is whydaaf-mouth is used as an

instrument of attitudinal loyalty in the traditidriayalty research.

The problem still lies at the foundation of theeash design; that is, the loyalty
research is predominantly attribute-based. Ihaaight that when a set of attributes
achieve consumers’ anticipation and satisfactibare will be behavioural intention
and willingness of recommendation. Destinationaltyy research adopts the same
framework as the traditional brand loyalty researcitherefore, it still cannot

escape from the evaluation of attributes.

Furthermore, decision-making process is assumedherVa questionnaire asks for
tourists’ revisit intention to a specific destimatj it does not take external influential
factors into consideration. The majority of deation loyalty studies are done right
after the visit and they require tourists to rakested attributes and revisit intention
without considering the involvement of choice-setH.is questionable whether the

intention of revisit is equal to actuality of rewiand to what extent revisit intention
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can replace ‘behavioural loyalty.” It is a chaljenof the accuracy of the result.
Nevertheless, it has long been employed in degiimakoyalty. Behavioural
intention serving as a construct of behaviouralaltyyis a compromise when a

survey-based and cross-sectional research desggngoyed.

Additionally, tourism literature chiefly focuses the study on revisit intention and
there is a lack of study as to how tourists buleirt attitudinal loyalty to the

destination. Yes, it is known that some attributasch as safety or accessibility,
contributes to tourists’ preference for or trusthe destination. However, there is
less consideration of tourists’ attachment to tkstidation. In this circumstance,
this study attempts to integrate place attachmmtiot the discussion of destination
loyalty, particularly to the discussion on attitogl loyalty, to see how attachment to

the destination may enhance owing to frequent its\iis a longer time span.

In the tourism research, place attachment is divide place dependence and place
identity. The former still focuses on how the ftionality of the destination may
promote tourists’ attachment to the destination reg the latter explores how
tourists involve themselves in the destination myiiheir visit. Place identity can
be categorised to be place identification and plaeatity. Place identification
refers to how tourists get used to the physicalirenment while place identity

concentrates on tourists’ socialisation.

Place dependence will be taken into account; hokyéve study will focus more on

the role that place identity has in the procesattifudinal loyalty establishment and

enhancement. After all, emotional bonding is mdnan the fulfilment and
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satisfaction of functionality. In travel experiencthere are many interpersonal
interactions, which should be taken into accouri¥leanwhile, this study also
wonders how place identity could help explain tsisrifulfil their needs of love in

Maslow’s model during their travel experience.

In addition, a destination brand highly stresses ithportance of experience since
experience is the entirety of what a destinaticovigles to tourists. However, the
complexity of travel experience often restrictsptegress in research. For example,
scholars argue what is included in a travel expege In a macro view, travel
experiences are what tourists do during the emisi¢éation. This study adopts this
definition. Gartner (1996) quotes Maslow’s pyranoifdpeople’s needs and states
that a trip can fulfil various tourists’ needs. Wwiver, the lower level of needs,
referring to destination’s functions, dominate tberism research on both image and
loyalty aspects. There is a lack of examinatiod discussion on how tourists fulfil
their social identification, sense of belongingnesw self-actualisation during their

travel experience.

At the same time, it reflects the argument on antibiey in tourism research. On
leisure and tourism literature, authenticity is niyaidivided into two kinds; staged
authenticity and existential authenticity. Stagedhenticity is thought to take care
of cultural inputs that tourists require to haveing holidays. Thus, cultural setting
is “created” to cater for the need. It is hugelyidsed by scholars. On the other
hand, existential authenticity advocates that anitbiéy is what tourists already
know and anticipate and gain from their experiersdesng holidays. More than

commoditisation and cultural products are lookedlyp tourists. They also seek
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recreation, relaxation, entertainment, and evesripérsonal relationship ties during
holidays. With this definition, this study aims akamining how existential
authenticity may facilitate the development of tetg attitudinal loyalty to the

destination.

The literature has already provided loyalty typol@m the bases of the behavioural
and the attitudinal loyalty rating tourists revealthe questionnaire. However, the
study would like to find out the revisit patternasied on actual revisit history and to

see what the factors motivating them to return are.

Speaking of attitudinal loyalty, the literature heraployed trust-commitment theory
to explain the behavioural outcomes of a commitiestomer. This study wonders
how a highly attitudinal loyal tourist will reacb the destination. Moreover, both
image and loyalty literature point out that emoéibhonding is hierarchical. If so,
will people like less a destination which they omigit once than a destination to
which they regularly return? In other words, thstudy suspects how
trust-commitment theory explains tourists’ attituali loyalty to a destination apart

from making recommendations.

Loyalty takes time and in fact, loyalty is concegised to be dynamically changing
all the time. However, the loyalty research is mhaidone with cross-sectional
research design. Besides, when a respondentugeddo rate the extent of revisit
intention, the accuracy is questionable since tidans hardly actuality. Thus, this
study will study destination loyalty based on attawisit history by interviewing

experienced tourists.

94



That is to say, the frameworks of formation of onsér loyalty proposed by Dick
and Basu (1994), pyramid of brand loyalty suggestgdhaker (1991) and loyalty
phases advocated by Oliver (1999) and the resehfdnetional attributes as well as
destination image are taken into account, all ofctviserving as the foundation

stone.

The three frameworks proposed by Dick and Basu4}l9%aker (1991), and Oliver
(1999) conceptualise that there is a time linen@Mhich behavioural realisation and
attitude alters rotate. The time line refers ttorger time-span discussed in the
study to see a bigger picture of destination IgyaltBehavioural realisation refers to
first visit and revisits. It is conceptualised ttlatitudes and feelings towards the
destination alters owing to revisits. Satisfactieamd fulfilment of attributes are
taken into account within travel experience; howetras study emphasises more on
how place attachment is enhanced owing to soci@misand self-actualisation and
the formation and enhancement of destination lgyedim tourists’ perspectives.
Thus, the research aim is to investigate tourpgsteptions of both behavioural and

attitudinal loyalty in the holiday destination cert.

The research objectives are:

a. to understand the dynamic interactions between xesilisation and emotional
bonding.

b. To integrate place attachment and existential adittity into the examination of
destination loyalty development

c. To examine how tourists fulfil their needs for sattualisation through travel

experiences and how this links with the developnoéuliestination loyalty
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Apart from overall objectives, there are researakstjons to look into in detalil.
The research questions include:

a. What will be the behavioural loyalty typologyaiftual revisit patterns are analysed
and examined rather than revisit intention?

b. What are the aspects which make tourists fast@etted with the destination apart
from satisfaction and trust triggered by destinaattributes?

c. What are the consequences of destination loyadart from feeling reluctant to
switch to another destination and word-of-mouth?

d. To what extent do tourists identify with the idaly destination setting?
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Chapter 4

Methodology

4.0 Introduction

This chapter presents the principles from the mresephilosophy to the research
methods and data collection techniques which theysapplies to fulfil the practical

research operation. This study employs interpiativas research philosophy and
interpretive as paradigm to carry out the explosafmrposed research design by
using focus groups and interviews as data collectivategies. The data is then
analysed by means of thematic analysis techniqlibe goal of this chapter is to
present both the procedure for conducting qualgatiesearch and the practical

challenges and difficulties the researcher hasarteoed.

4.1 Research Philosophy and Research Paradigm

The research philosophy is the foundation upon whistudy is built.  Within this
discipline, research strategies and methods musiipéoyed during the execution of
the research. Therefore, the research philosopihyaply frames the viewpoints
and research implementation while indicating how tbsearchers comprehend the
research question (Saunders, Lewis, and Thor@@09). An easier way to clarify
which research philosophical position a study take® examine its ontology and
epistemology, both of which work collaborativelyAs soon as a research position is
secured, methodology naturally follows. Methodglageans the routes on which

knowledge and understanding are established (26al).
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Ontology represents how researchers perceive thédvend assumes the way in
which it works whereas epistemology refers to regeas’ viewpoint and stress
which is placed on the studies. Generally, ontpland epistemology are
assumptions that a researcher brings with themeadsearch and they are displayed
in two extreme positions, subjectivist assumptiamsl objectivist assumptions
(Rossman and Rallis, 2003). The table 4.1 showilowbébriefly illustrates
assumptions of general social science at both eiithie researcher positions.

Table 4.1: Assumptions of Social Science Researcher

Subjectivist Assumptions Objectivist Assumptions
Contextual dependency < > Generalising tendency
“Working understandings” “universal verities” @ws
Getting close to the < » Systematic  protocol and
participants technique

Focus on understanding Focus on testing hypotheses

subjective experience
Comparative logic

A
v

Logic of probabilities

Case study designs Experimental designs
Researcher as “instrument” Reliable instrumentatio
Interpretive analysis of data Statistical analydidata
Data in the form of words < > Data in the form of nwerg

Source: Rossman and Rallis, 2003, P. 39

Based on the definitions of research ontology, tepislogy, axiology and data
collection techniques, the study employed intempiseh as its research philosophy
because the study aimed at understanding how teufgmulate both their
attitudinal and behavioural loyalty towards holidajestinations over time.
Interpretivism, firstly, believes that the world which human beings take part is
very different from the world of natural sciencelhat is to say, the social world

where human beings live is too complicated to bé&ndd by theories or laws
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(Bryman and Bell, 2003 and Saunders, et al, 200Bjterpretivism emphasises
understanding of human’s behaviour in social astioziith a set of meanings the
researcher personally owns (Saunders, et al, 2008)other words, “interpretive

research typically tries to understand the soc@ildvas it is from the perspective of
individual experience; hence an interest in subjectvorldviews” (Rossman and
Rallis, 2003, P. 46). That is to say, each hun&ngois different from one another
and each individual has a role to play in the stgsocial world. Every individual

plays their own role in the way they interpret wlaad how to act. So does the
researcher in this study; she is one of the seatdrs and plays the role to be with
her own interpretation. However, when interpretivi researchers walk into the
research field, they make sense the subjects’ l@inav with their own set of

meanings (Saunders, et al, 2009, Veal, 2011, anssrRan and Rallis, 2003).
Furthermore, Saunders et. al. (2009) also advdbatat is crucial for interpretivism

researchers to employ empathetic stance. It messearchers with interpretivist
philosophy have to understand the research subjeotsd from their viewpoints

after entering their social world. However, emgd#th stance might have
something to do with reflexivity, which will be digsssed later in the section of

qualitative research and researcher’s self-awasenes

Additionally, paradigm, in the context of socialestce research, is thought to be an
examination placed on social phenomena. From tlaenmation, comprehension
and explanations of the particular social phenonmeeahen obtained. (Saunders, et
al., 2009). Burrell and Morgan (1982) suggest magigm can be chosen from the
research viewpoint, either objectivist or subjastivas well as from the function and

purpose of research, either regulatory or radic&aunders et al (2009) and
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Rossman and Rallis (2003) both develop a matriseséarch paradigms which can
be applied to social science and business and rear@ay researches, which is
shown below in figure 4.1. Some of the wordinglifferent; however, they refer to
the same set of concepts.

Figure 4.1 Four Paradigms for the Analysis of Slodieory

Radical chang

Radical Radical
Humanist/ structuralist/
Critical Critical
C Humanisn Realisn N
Subjectivis Obijectivis
Interpretive/ | Functionalist
Interpretivism /Positivism

Regulation / Status Qi

Source: Saunders et al, 2009, p. 120 and RossntaRadhs, 2003, P. 45

The four paradigms convey three major purposeststlysithe paradigms facilitate
the clarification of assumptions originating fronowh the nature of science and
society is viewed by the researchers. Secondby tindicate the variation of

research approaches. Thirdly, they navigate tkearehers to the destination of
their research goal by taking suitable researchquhores (Saunders et al, 2009). In
the setting of social sciences, research identthesissues between individuals and
society and make efforts to provide recommendatiorisis suggested that studies
employing the interpretivism paradigm attempt ttvedhe problem that individuals

are trapped by their own viewpoint and situatiamghie structure of the society by

providing a new perspective for them to think osed adjust their own principles of

behaviours (Burrell and Morgan, 1982, Bryman and, R803, and Saunders et al.,
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2009).

Speaking of the research paradigm of this reseatuh, study focused on the
explanation of tourists’ interpretations on thewrodestination loyalty in terms of
behavioural and attitudinal dimensions. It aimegdrasenting destination loyalty in
a new perspective and comprehension; particuldny tesearch attempted to
integrate perspectives of place attachment andtestial authenticity with the
explanation of destination loyalty. Thus, it leatis the conclusion that study

adopted the research paradigm of interpretive.

4.2 Research Approach

The adoption of research approach is connected thihtheory of the research.
Generally speaking, the theories of research tefeleduction and induction. The
former emphasises the validation of theories white latter stresses the
establishment of theories (Bryman and Bell, 2008J &aunders et al, 2009).
Therefore, the use of varied research approachs léaddistinguishing research

processes and steps.

The selection of approach lies on the nature ofékearch topic and the emphasis of
the research (Saunders et al, 2009). In briefitefature has already provided
sufficient theoretical foundation to generate acsgiual model, the researcher then
can validate the theory by testing hypotheses, fwhich a deductive research
approach naturally formulates. However, if a redeatopic is based on little
literature, an inductive approach can then be takeorder to build up theoretical

themes based on collected data (Bryman and Bedi3,28nd Saunders et al, 2009).
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Besides, deductive approach tends to adopt a segluesearch process, in which a
research follows another orderly sequence, wherehsctive approach is usually
recursive (Veal, 2011). A recursive approach mehatsthe research steps may not
always take place in sequence. It indicates tmatiriputs of further literature and
modification of research questions may also be eygal in the middle of the

research process before the final research anaydaivered.

As it is stated in literature review chapters poegly, the majority of research on
brand loyalty and destination loyalty had chieflyopted the deductive approach,
whose research aim is to validate causal relatipnaimongst variables. Besides,
the factors used in the structured questionnaiee manageable and controllable
features since they are selected from the persjesotif destination management and
marketing. That is to say, the literature has &ixigld very well how and to what
extent the functionality of the destination camger and develop revisit intention
and destination preference. However, revisit itien is hardly actuality of
revisitation. Besides, satisfaction and fulfilmeritholiday needs are very initial
and fundamental affective responses, which touragsumably, hold for all visited
holiday destinations as long as the experiencesgarerally good. Thus, the
literature leaves an unexplained area as to, exgudkestination functionality, what
else motivates tourists to revisit and how pla¢achiment may enhance over time,
owing to local involvement. With the view to hagira better understanding of
what is actually happening in the context, thiseaesh adopted an inductive

approach.

Apart from the impacts from research philosophyageym, and theory, there are
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other factors influencing the research design dasdotiactice, such as values and
practical considerations. Values mean person&fsel researcher may bring to the
study. Values are assumption generated from aamgser’'s prior knowledge or
personal life experiences, or even attitudes aareber holds on judgement, which
might place bias upon the study (Bryman and Belip3). Even though it is
believed that a research must be value-free nove more widely taken into account
that values and bias are recognised to be ineeitdbking research processes;
however, they are not uncontrollably dictating almaninating what the research is
supposed to be. Rather, values arising from tkearehers’ life background are
acknowledged to affect the subsequent findings By and Bell, 2003). In other
words, researchers themselves are aware of infiseiné bias and assumptions
originating from their life experiences and brirlgetn under control during the
research processes. Meanwhile, they are preparatlhto notify the readers of
the influences, which may potentially exist and acipon the presented findings.
Again, it has something to do with reflexivity artdwill be discussed later in the

section of qualitative research and researchelfss@areness.

On the other hand, practical considerations refempractical issues researchers
encounter during the execution of the studies; thy impact on the research

design or selection of research methods and sieat@@ryman and Bell, 2003).

Table 4.2 shown below provides a summary how thdysfits the categories and
definition of research philosophy, paradigm, angraepch. Based on the nature of
the research, it is categorised to be qualitatrgearch, whose definition and ways of

achieving its quality are presented in the nextisec
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Table 4.2 Selection of Research Philosophy, Panadigd Approach of the Study

172}

Selection Definition Reasons
Ontology Subjectivism Understanding the examination on tourists
meanings that perception and actions
individuals attach to to holiday destinations
social phenomena
Epistemology | Interpretivism Understanding Explanation on tourists
differences between | behavioural and
humans in our role as | attitudinal loyalty to
social actors and holiday destinations
interpreting what is
researched
Axiology/Value | Value bound Researchers’ value in| A mid-aged Taiwanese
the research choice researcher studies on
elderly Scottish
overseas holiday taker
Paradigm Interpretive Understanding and Explanation on how
explaining the research elderly Scottish form
subjects and situations| and develop their
in the research field loyalty to overseas
holiday destinations
Approach/Theory | Inductive/ gaining an The study is carried ou
gualitative understanding of the | in a specific context
meanings humans with a smaller size of
attach to events and | sampling
collection of qualitative
data
Practical Practical issues Situations, problems, Time limitation,

considerations

restraints researchers
encounter during
research execution

research budget,
Selection of research
sampling, Cultural
differences
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4.3 Qualitative Research and its Quality Control
This section presents what distinguishes qualgatiesearch from quantitative
research. Then the way to enhance the researditygisaough authenticity and

trustworthiness are discussed.

4.3.1 The definition of qualitative research

Denscombe (2005) proposes that qualitative resetols notice of patterns of
behaviours as well as the meanings and the way lgpeopmprehend things.
Additionally, Wilson (2006) defines qualitative essch with a holistic viewpoint by

stating

“Qualitative research can be defined as researcat tis undertaken using an
unstructured research approach with a small numbércarefully selected
individuals to produce non-quantifiable insightsaitbehaviour, motivations and
attitudes.” (P. 105)

That is to say, qualitative research aims at exmpdomperspective on issues by
collecting opinions from a smaller sampling sizeéhwa list of less structured but
more flexible questions. Besides, the samplingividdals must be carefully

recruited; they may not be representatives of thelevsociety but their points of
view must be indicative of a certain group of peoplAdditionally, the collected

data is not something quantifiable for statistioalmeasurable facts; however, it is
analysed to present profound insights into topitth vegard to how and why people
behave and feel in some circumstances. The taBlprésented below points out

how different qualitative research is from quatiti@research.
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Table 4.3: The Differences between Qualitative @udntitative Research

Qualitative Quantitative
Main focus Meaning Measurement
Aim Exploration, understanding and | Search for causal explanations

description of participants’ Testing hypotheses, prediction,
experiences and life world, Control
Generation of theory from data

Approach Initially broadly focused, Narrow focus
Process oriented, Outcome oriented
Context-bound, mostly natural Context free, often in laboratory
settings, settings
Getting close to the data

Sampling Participants, informants, Respondents, participants

Sampling units such as place, tin
concepts,

Purposive and theoretical sampli
Flexible sampling that can develg
during the research

eRandomised sampling
Sample frame fixed before the
hgesearch starts

P

Data Collection

In-depth non standardised
interviews,

Participant observation/fieldwork
Documents, diaries, photographs

Questionnaire, standardised
interviews

Tightly structured observation
, Documents, experiments

videos Randomised controlled trials
Analysis Thematic or constant comparative Statistical analysis

analysis, latent content analysis

Ethnographic, exhaustive

Description narrative analysis eta.
Outcome A story, ethnography, a theory Measurable and hstasults

Relationships

Direct involvement of researcher
Research relationship close

Limited involvement of researche
with participant
Researcher relationship distant

Quality/Rigour

Trustworthiness, authenticity
Typicality and transferability

Internal/external validity,
reliability

Validity

Generalisability

Source: Daymon and Holloway, 2011, P. 13
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Generally speaking, qualitative research adoptsoeerflexible and less structured
approach than quantitative research. Its majandas to generate meanings of the
studied phenomenon or course of events with thes @ understanding what is

going on in the research social world and life eigpeses of the subjects. Thus, the
relationship between the researcher and the feelgenerally close. Besides, the
techniques of sampling and data collection are rflexéble and less standardised in
order to generate more natural and rich informagioth data. Most important of all,

the outcome of qualitative research may be in foaiha story, ethnography, or a
theory, from which meanings are presented. Begsitles quality control of

qualitative research differs from that of quanitatresearch, which will be discussed

in more details in the following paragraphs.

4.3.2 Research Quality
Flick (2007) insists that qualitative research ppse attention to the quality of the

research itself. He goes on to say that the qudlies not stop at the stage of
planning and designing the research; however, fiyual produced in the making of
the research” (P. 64). In other words, the qualdgtrol of the qualitative research
must be paramount from the beginning of the reseémcthe end. During the
research process, the key person is the researti@mrselves. It leads to two
divisions.  Firstly the qualitative research is hiig related to personal and
interpersonal skills of which the researchers agable (Decrop, 2004). After all,
it is the researchers themselves who have to miaitita credibility of the qualitative
research. On the other hand, Rossman and Ra0@3)2claim that research is
about learning. Qualitative research is about haesearcher obtains knowledge in

social settings, which is absolutely interactivel amerpretive (Rossman and Rallis,
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2003). It is also indicated that this process edrhing is shaped by cultural,

historical and political contexts (Rossman andiRal003).

Speaking of the quality of research, it dependsitenreliability, validity and
generalisability. Reliability lays stress on thppeopriateness of how data is
collected and analysed with proper techniques amdvbether above-mentioned
these result in consistency of findings to answerresearch question (Bryman and
Bell, 2003, and Saunders et al, 2009). Validitien® to whether the findings are
truly represented in the way they are supposedeto Bhat is to say, validity
indicates to what extent the findings are preseratecurately by the researcher
(Moisander and Valtonen, 2006). Generalisabilitgams the applicability of the

research findings in other research settings (Sarsret al, 2009).

However, it is argued that these three dimensioakenmore sense in quantitative
research. When it comes to the reliability andidiigl of qualitative research,
academics suggest traithenticity andtrustworthiness are alternative insights into
the examination of the quality of qualitative rasda(Daymon and Holloway, 2002
and 2011 and Veal, 2011)Authenticity , basically, means qualitative research must
take advantage of proper research strategies kofdw@nd identify the right subjects
to study on and to present their opinions comprebénto the participants and
group alike (Daymon and Holloway, 2002). Daymond aHolloway (2011)
continue explaining that authenticity is requiredtgularly in participatory research,
such as action research, since its research diruisite researchers and members of

an organisation with the view to finding out tastwf social changes.
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On the other hand, Daymon and Holloway (2002 antilP@nd Decrop (2004)
comment that credibility, transferability, depenitiabh and confirmability are
strategies to improve trustworthiness of qualigtigsearch. Credibility refers that
the researchers are capable of selecting the ibesséarch method by comparing a
variety of research methods and collecting feeddemk the informants (Daymon
and Holloway, 2002 and 2011, Flick, 2007, and Dec2®04). Also, Decrop (2004)
suggests that researchers should spend some tudgingt the research setting,
which is believed to provide contextual informatitor further data analysis and
interpretation. In order to enhance the credipilWilson (2006) and Jennings
(2005) both recommend researchers to develop rappith informants when
interview is chosen to be the data collection styat In other words, the more the
researchers understand the research setting afectsuthey attempt to study, the
more comprehensive data they can generate frommegearch field, which surely

enhances the credibility of the research.

Meanwhile,transferability means that the researchers provide sufficientnmétion
about the characteristics of the research settimalyracruit the appropriate subjects
with thick descriptions, which other researchery mssess and take as reference to
other research settings (Daymon and Holloway, 282 2011 and Decrop, 2004).
Thick description is usually the means that redeasc uses to provide the detailed
description of how the findings are generated fritta specific research setting
(Decrop, 2004 and Veal, 2011). Transferabilityedtetically, is similar to the
concept of generalisability in the form of theorgsked research (Daymon and

Holloway, 2002).
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Furthermoredependability refers to the provision of evidence in order t@msurt
the findings of the research (Decrop, 2004). Daymand Holloway (2002 and
2011) suggest that researchers must be able tod#rate the consistency and
accuracy of how the studies are undertaken. Toih&r researchers can appraise
how accurate the analysis and decision-making adéenfDaymon and Holloway,
2002 and 2011). In other words, qualitative redeas criticised for its lack of
generalisability. Thus, what qualitative researbbudd highlight is the existence of
the findings in a specific research setting, whichwhy dependability matters in

gualitative research.

Last, but not least, trustworthiness of qualitatiesearch can be enhanced by means
of confirmability . Confirmability is judged from whether the findsiand research
conclusions fulfil the research aim (Daymon andlbiehy, 2002 and 2011 and Flick,
2007). However, qualitative research is interpeeti Thus, the reflexive journal
researchers keep can provide information for tleglees to understand how they
maintain their self-awareness all the way throughrhaking of the research (Decrop,
2004). From that, again, the readers may eas#jisee to what situations the
researchers face and what decisions are made assvdktails of the process of

analysis and interpretation (Decrop, 2004, Veal,12énd Flick, 2007).

4.3.3 Reflexivity

The role of “self” is thought to be a disadvantafegualitative research. However,
gualitative research is interpretive (Rossman antlidR 2003). Interpretation has
something to do with the “self” of researchers (Bmmbe, 2005). Also,

gualitative research is far more liberal-minded tha issue of the role of “self”
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playing in the research process than quantitatiesearch. That is to say,

researchers’ role of “self,” including their owreittity, background, and even beliefs,
may significantly impact the way in which researgbhestions are formed and

qualitative data is collected, analysed, and im&tgal (Denscombe, 2005).

Different scholars hold varied attitudes towards tible which the researchers’ “self”
is playing in the making of the research. Somegsesgto restrict and get aware of
the role of “self” during the research process aache claim that it is inevitable for
the “self” to play an active role in a research riB®mbe, 2005 and Goodson and
Phillimore, 2004). Owing to being aware of theeraf “self,” self-awareness is
used for the same indication whereas reflexivityaismore neutral synonym.
Similarly, reflectivity means that the backgrounfdresearchers shape the way they
comprehend the research setting as well as howttltked subjects perceive them
(Rossman and Rallis, 2003). Moreover, it is shat teflexivity is dealing with the

role of the researchers’ personal experiences aodlkedge in the research (Daymon

and Holloway, 2011).

Hall (2004) explains what reflexivity is from a neolcomplicated philosophical
viewpoint. The figure 4.2 shown below indicates ttomplexity of the context of
tourism research. Basically, the academic tourisowledge consists of three
major bodies, knowledge, action, and culture. Witeach major body, there are
elements that stimulate and balance the systenmaikd them the way they are now.
When researchers conduct a study, they inevitablyehto face the acting and
reacting forces amongst these three research ¢entmpromise and balance is

then generated, which Hall (2004) entitled “rule§ the academic game.”
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Nevertheless, the researcher sees it from an gtomviewpoint that reflexivity

makes a research unique.

Figure 4.2: The Context of Academic Tourism KnovgegdAction, and Culture

KNOWLEDGE ACTION CULTURE
Culture 4_@4—’ Society
Science MA Researcl

(Wissenschaf community

Tourism

Content academics

studies
research

Content
of touism
studies

an
students of
tourism

Source: Hall, 2004, P. 141

In short, it is about how researchers make usexdadtieg knowledge with life
experiences to comprehend the research settingttzem to generate research
questions, to collect data, and interpret the figdi Interpretatively, a qualitative
research is the overlapped focus amongst the mgistieoretical knowledge, the
physical research setting and studied subjectsttancesearchers themselves, which
is shown in the figure 4.3 below (next page). ®aflity deals with how the role of

the researchers’ “selves” involves and shapes tideng of the qualitative research.

Rossman and Rallis (2003) comment that “Reflexiistyn interactive and cyclical

phenomenon” (P. 50). That is to say, when reseaschsk informants what they
think of an issue, it is actually asking for théommants’ personal comprehension on
what they are doing in their own interpreted worl@hus, the researchers, once
again, have to make sense of what the situation the bases of what is replied with

their own comprehension impacted by their life-l@xgerience and background.
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Figure 4.3: Three Elements of Qualitative Research

Researchers’
Selves

Qualitative
Research

xisting Theoretical
Knowledge

Research Setting &
Subjects

That is the reason why reflexivity matters in gtaive research since interpretation
is made on the foundation of how the researchngetind data is understood from
the researchers’ personal life experiences and kutg®.  Furthermore, tourism as
a social science research, the inscription of dsearchers’ role in the process of the

study is prominent (Causevic and Lynch, 2011 anuthy 2005).

4.4 “Self” of the Researcher

It is inevitable that the researcher’s “self” plagsvital role in the making of this
qualitative study; therefore, it is necessary tooitiuce who the researcher is before
data is analysed and findings are presented. Afsdhese paragraphs of self
reflection, the subject will transform from therthiperson to the first person since it

is thought more genuine and natural to make theeprtation in this style.

Looking back and further all the way along my reskaoad, my personal biography

and the role | take influenced the research. Tdweyot only impacted the sense |

made of the setting but also it helped to shape regearch questions. The
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following paragraphs are an epitome of “who | afngim which | will lead you to

get to know the research theme of this study froyrinterpretation of the world.

| was born and grew up in Taiwan, whose formal nasnthe Republic of China,
which is seldom known or recognised worldwide asdften mixed up with the
People’s Republic of China. Owing to the confusiagne and a series of historical
events, self-identity of the Taiwanese people vgagb a problem. In fact, studies
have shown that Taiwanese people do have problésafadentity (Election Study

Centre, National Chengchi University, Taiwan).

Consequently, | was attracted in the research muet what extent the tourists can
possibly attitudinally identify their links with #ir motherland and with their holiday

destinations, particularly the frequently-visitatkes.

In addition, the tourism market of Taiwan wherevglis also very different from that

of the UK where | am now studying and doing thecagsh. Between 1945 and
1979, the freedom of tourism was restricted, whobant that people of Taiwan

could not travel to overseas countries freely utir9. The eighties was a golden
era in Taiwan. Gradually, the restrictions becdess and less tight. The numbers
of outbound tourists have been increasing. Basethe annual statistics released
by Tourism Bureau of Taiwan, the number of outbotmdists reached 9,415,074 in
2010. (The population of Taiwan is about 23 milBg Mostly, Taiwanese people
still travel with tours. However, more and moreugg people choose to arrange
their trips themselves. The holiday destinatiome ahiefly Asian countries,

particularly Japan. Northern American countriedofe and surely the USA is the
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major destination for Taiwanese tourists. Theme rav statistics which can prove
whether Taiwanese tourists tend to travel to ddfférdestinations each time or not.
However, that is more like an assumption that thedl patterns are very different
from what | am used to (Taiwan) and what | am singlyn (the UK). Also, the

“maturity” of the tourism market, in terms of dewttion choices, the variety of
tourism packages, and prosperity of tourism indestiof these two places are
distinctive from each other. Research is lear{iRgssman and Rallis, 2003). |
did have to learn the research setting from graerd and had to put myself into the
comprehension of what it is going on when intenmgyvmy informants and

analysing the data.

As for my personal life and experience; | havedg that | am very lucky. | was
born in a well-to-do family. My father was an egreneur; he had his glorious
history when the economy of Taiwan was rocketinge was one of the Taiwanese
businessmen adventuring to the massive world totrdding during the era of
Taiwanese ‘economy miracle.” Interestingly, my heot enjoys travelling for fun.
She was one of the very first groups of touriggbtriafter the Taiwanese people were
allowed to go overseas for tourism purposes andwgtseable to pay multiple visits
to Japan, the USA and Canada while tourism wdssstin as a luxurious activity. |
guess | inherit the spirit of adventurousness flmth my parents. Also, | am very
lucky that my parents never stop me from explothmgworld. In fact, they always
support me and encourage me to see the world wjttown eyes rather than just
from the written materials. Being able to visitdign countries was something to
be proud of or something to show off. | was thietfone amongst my elementary

schoolmates to have that kind of privilege. Whea ¢oncept of summer camp or
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summer school was first introduced to Taiwan, aglamas the very first pupil to be
able to have that kind of experience. Undoubteldiyas one of the pioneers and
advocators of the concept of backpacking since #till now very new ideology in

Taiwan.

| guess it is very difficult for a western to unsi@and the society | grew up. As
islanders, Taiwanese people are supposed to batadves and hungry for exploring
the outside world. The colonial background anddsgal restrictions by martial law
had made the adventurousness of Taiwanese peopép.sl However, it is

awakening and | am always in the vanguard of nends.

Nevertheless, | am still an infant when locatingself/in the research setting and in
front of my subjects. Firstly, the UK is a far manature tourism market than that
of Taiwan and secondly my informants are far moqgeeienced on travelling than |
am. Luckily, my previous experiences of travelliagd summer schooling allow
me to comprehend what my interviewees refer to miagatheir holidays, feeling
about various destinations, and even working andj\overseas. Rapport is a useful
technique to do qualitative research; with my peasa@xperiences, | could easily
build up shared experiences and had interactivavesation” with my subjects
rather than simply question-and-answer style of idtgrviews. Also, my personal
experiences led me to be more interested in hovistsumay feel attached to a place
more than from satisfaction and fulfilment of negdsned from the functionality of
the holiday destinations. More specifically, | wasre interested and attracted to
find out more how and what self-development mayadotpourists’ attachment to

destinations during the making of this study.
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In addition to my life experience and cultural bgidund, the encounters during the
research journey might also impact the way | peecéhe research project and the
research setting. | consider myself to be confidérand find it more comfortable
to do a qualitative research whereas | was ledet@ lpositivist. The change of
supervision which happened before | entered tHdwiark allowed me to think and
to do my research in the paradigm of interpretivisniHowever, the struggle
between these research positions occasionally sedfune along the research
journey. From the perspective of reflexivity, $, the researcher of this study, had to
not only deal with the differences of cultural bgakund between the researcher and
the studied setting but also the research paradigetsveen positivism and

interpretivism.

Therefore, the three elements of this qualitatiesearch are three independent
circles, illustrated in the figure 4.4 below, and$ the researcher, linked these three

elements together to produce this research, showreifigure 4.5.

Figure 4.4: Three Elements of this Research

I,
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the background

and life
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Figure 4.5: The Production of this Research

Research('s Sel

This
Research
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The first circle is the “self” of me in the researc Inevitably, there are life

experiences and background which | brought to ésearch. The second circle is
the existing theoretical knowledge on destinatioanding and destination loyalty.
There are comprehension and interpretation thaernegpted from the literature
review and the research focus and interest to wihieds attracted. The third circle
is the research setting and subjects | encounterdide fieldwork. Again, “self’

impacted the way | perceived the research settimd) the subjects and also my
subjects perceived me with their own backgroundnduthe conversations and then

data was produced to be further analysed and natieigh

4.5 Applied Methods and Data Collection

Since this study aims at explaining tourists’ bebasal destination loyalty from
their actual revisits and attitudinal destinatiaydlty from local involvement and
enhancement of place attachment, which is littlebpd, it is planned to be
exploratory study. Exploratory studies aim at iingd out “what is happening; to

seek new insights; to ask questions and to assessomena in a new light”
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(Saunders et al, 2009: 139 quote Rabson, 2002:5%An exploratory study is
designed when the researcher wants to have apmilgare of an issue (Cooper and
Schindler, 2008). Saunders et al (2009) pointtoat there are three key measures
of conducting exploratory research; they are “adeaf the literature, interviewing
experts in that subject, and conducting focus grotgxviews” (P. 140). Also, a
characteristic of exploratory studies is that theuk of research is usually broader at
the beginning of the research and it is gettingaveer and more specific during the

progresses (Saunders et al, 2009).

The figure 4.6 illustrates the research desigmefstudy and the brief explanation of

the research design follows.

As it is stated in the previous literature reviemapters, there is a great quantity of
research in the field of brand loyalty in varioangustries, including the tourism and
hospitality context and a substantial amount nundfesignificant loyalty research
conducted in the context of holiday destination§here are still uncovered issues
that in the previous literature lack examinationd agiscussion. One of the
arguments this study claims is that quantitatiseaech approach dominates the field
of destination loyalty. Owing to the nature of detive and quantitative research,
previous literature focus on the validation of telaships between or amongst
variables rather than provide a close-up look at haurists form and develop their
loyalty to holiday destinations in terms of actuavisit and attitudinal engagement
over time. Besides, survey-based research reliesstauctured questionnaire
requiring ‘ticks’ on limited and controlled choiceghile interview-based research

provides more flexibility to invite the respondenits have their say in completed
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statement of what they think of in mind.

Figure 4.6: Research Design of this Study
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Limitations and Contributions

This study bears in mind that destination charaties and tangible features do
contribute to both behavioural and attitudinal lbyan the bases of literature review.

However, one single destination solely consideredurvey-based research design
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lacks for decision-making process, which the dabniof loyalty requires. Besides,
behavioural intention, namely revisit intention,ngeg as survey instrument
representing behavioural destination loyalty, sndg of actuality. Revisit intention
is still distant from actual revisits. Further, ig questionable to what extent
preference and willingness of recommendation sgras instruments of attitudinal
destination loyalty accurately explain responderdafachment to the studied
destination. It is true on literature that comnetrhleads to advocacy. However,
that commitment is built upon destination functiltiya The literature has not yet
explained what respondents want to recommend ird ntive tourism resources and
facilities of the destination or their holiday exigmce. Moreover, as a brand, a
destination is a complex compound of various tonréstivities and services. After
all, advocacy becomes a concept without explicitnteot. Again, a
solely-evaluated destination is short of definiggonents or competing destinations
to compare with; thus, what does preference refer tAlso, attitudinal loyalty is
affection bonding, which is believed to be a statfisbeing.” A cross-sectional
questionnaire research design collected right #fterclosure of a holiday experience
does not fully illustrate the phases of destinagmaearment. Additionally, what
also triggers and enhances destination loyalty mixtmr destination functionality,

which has been well-researched?

With these understanding and considerations, tysjenerated two stages of data
collection. Firstly, focus groups were held in@rdo have a clear picture on what
tourists perceive about their repeated visits éoslime holiday destinations and their
attitude and feelings to those places. Afterwartsyviews were called to generate

a conceptual framework to explain the formation aedelopment of destination
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loyalty overtime, particularly with the inputs okistential authenticity and place
attachment from local involvement. The followingcgons will present more

details on the design of focus groups and intersiew

4.5.1 Qualitative Research Methods

Qualitative research methods highly emphasise #ta dollection and analysis of
words. In other words, qualitative research meshadal not stress the development
and design of measures of concepts. Rather, terdrates on the comprehension

of the concepts themselves (Bryman and Bell, 2003).

Figure 4.7 Outline of Qualitative Research Steps

1. General research quens

A 4

2. Selecting relevant sites a
subiect

\ 4
3. Collection of relevant de

5b. Collection of furter dat:

......................... 3
\ 4 P
4. Interpretation of da
A
A 4
5. Conceptual and theoretic
work
............. A
5a. Tighter specification of the resea
question(s
\ 4

6. Writing up findings,
conclusion

Source: Bryman and Bell, 2003, p. 283

The figure 4.7 above is the outline of researchsstehich qualitative research has to
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go through whereas table 4.4 shown below illustratawv the study was designed in

accordance with the outline of qualitative reseatelps.

Table 4.4 Outline of this Study Taking QualitatiResearch Steps

Research Steps

Research Design

1 | General research questions

Broader literature iewev on
branding and brand equity and
dimensions

2 | Selecting relevant sites and
subjects

Literature review on specific area:

loyalty and loyalty in the contex
of holiday destinations

3 Collection of relevant data

First stage dataentibn: focus
groups

4 Interpretation of data

Data analysis of both esagf
data collection

5 | Conceptual and theoretical
work

Results of the focus groups a
conceptual framework as finding
of the interviews

5a | Tighter specification of the
research questions

Preparation for interviews;

consideration and selectig
specific research focus and ds
collection technique

5b | Collection of further data

Second stage dataleckdn:
interviews

—

JS

n
ata

6 | Writing up findings/
conclusions

Presentation of findings

The research interest of this study originated fsmaing a holiday destination as a

brand and the application of branding theories mbday destination.

However,

branding covers a variety of aspects and it is whle course of actions of

marketing a place to be a holiday destination.

equity, loyalty is thought to be the ultimate go@drketers want to achieve.

Ag3sb all dimensions of brand

There

is quantity of well-researched brand loyalty litere and initially research on
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destination loyalty is built upon research pattemedels and design of which brand
loyalty of other industries have taken use everughoa holiday destination is a
complex compound consisting of tourism resourcasjlifies, activities, and all
kinds of tourism services. Therefore, the firsiget of data collection adopted focus
groups with the view to getting to know the reshagetting and field from a general
look and understanding of how tourists themseh@sgive their actual revisits to
the same holiday destinations as well as how thesl tonnected with the
frequently-revisited destinations with theoreticamprehension of brand loyalty.
Focus groups also served as “testing-the-waters’tie researcher not only to
narrow down the specific research questions but #dsdecide which group of
subjects to study further. The findings generafesin focus group require
modification of research questions and more speoisearch focus on explanation
of attitudinal loyalty. In addition, difficulty esountered and experience learnt
during focus groups call for better data collectiechnique. With updated
literature and further consideration and prepamatinterviews were selected to be
the data collection technique for the second stagée following sections are
presentation of theories and implication proceduoes both focus group and
interview, which are followed by practical applicat and research experiences

gained in the making of this study.

4.5.2 Focus Group and its Practical Execution

Focus groups are group discussion held within sixten participants to have
sufficient opinion expression, feelings or expecensharing and idea exchange on a
designated topic (Cooper and Schindler, 2008) Tingpgse of conducting focus

groups is to probe what people think about theiBpassue and why they think so
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(Bryman and Bell, 2003).

Unlike one-on-one interview, which is done on tlasib of interviewees answering
to a set of questions, focus groups characterisengblves as opinion-exchange
discussion by encouraging participants to probe more details from one another
with regard to the focused and discussed topic.e &tchange of opinion involves
in agreement, discussion on argument, and moddicaif viewpoint (Cooper and

Schindler, 2008, Bryman and Bell, 2003, Bloor, ktand, Thomas, and Robson,

2001, and Morgan, 1998).

In such group discussion setting, it facilitates tilicitation of a wide variety of
different views in relation to a particular issu@Bryman and Bell, 2003: 369).
Therefore, focus groups are used in exploratorglietuto generate rich qualitative
data for the purposes of clarification of reseajubstion and further research design

(Bryman and Bell, 2003).

The four stages focus groups must go through amenpig, recruiting, moderating
and analysing and reporting (Morgan, 1998a). Rtanoovers almost all the issues
which the other three following stages must facd aalve and here is a list of
principles which must be considered during theestzgplanning:

* to clearly understand the purpose of the study

* to decide key issues, focused topic and main problthe study has to cover

* to determine who the participants are and timelacation to hold focus groups

* to decide whether to hire a professional moderataot

* to design the questions in the interview guide

126



= to think over the data analysis plan

(Morgan, 1998a, Morgan, 1998b, Litosseliti, 2008 &toor, et al., 2001)

In relation to participant recruitment, the firsizzle comes from the selection of
participant composition between homogeneity and erbgeneity. Both
compositions have their strength and weakness. ef@ty participants with similar
background, such as age range, education or prafessiay also hold similar
opinion due to life experiences. On one handelps the unfamiliar participants
quickly and easily catch up with one another, whithiely is beneficial for the
implementation of discussion. On the other hanppssibly narrows the breadth of
discussion owing to similar perspectives (Morga®98b, and Bloor, et al. 2001).
Nevertheless, heterogeneous participants are lit@lyold various opinions. It
possibly leads to a situation in which participadisagree with one another and it
ends up a scanty of sufficient in-depth discussiomhen, the major research
guestions are no longer focused. Alternativellgats to another situation in which
participants with different opinions hesitate oelfencomfortable to disagree with
someone whom they just meet for the very first timk kills the focus groups too

(Morgan, 1998b, and Bloor et al., 2001).

The researcher decided to hold focus groups witliuiienent of homogenous
participants with result of the consideration thimogeneity on demographic
characteristics facilitates compatibility in focgeoup conversations. Besides, this
study required at least four focus groups; opinibbosn different age ranges were
still gathered. Another practical reason was thificdity of agreement on

meeting-up time. For example, students felt cotafide to take part in focus
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groups during lunch time whereas employed professiere motivated to contribute
if focus groups could take place in early eveningry weekdays or late afternoon
during weekend. In those circumstances, partitgpaof focus groups were

recruited but they were grouped based on age ranges

Morgan (1998b) suggests that generally a reseanjbgb requires from three to five
focus groups and it demands at least from six mop@rticipants in a single focus
group. The frequently-used sampling strategies rarelom sampling, referrals,

intercepts, and open solicitation (Morgan, 1998b).

The major recruitment strategy was open solicitatihile the assistant strategy was
referrals or snow-balling technique. Populatior fampling was Glasgow
residents who have the habit of regular vacati&mtpin a destination outside the
UK for more than one week in the previous five gearFive years was set up due to
previous behavioural loyalty research done by Opper (1999 and 2000). The
four groups were university students, retired pepptofessionals in their twenties
and thirties, and professionals in their forties difties. At the beginning, the
recruitment strategy of open solicitation was used?osters and leaflets of
participant recruitment with researcher’s contaetads were posted and delivered to
residential halls in the area of postal code “Ghda Glasgow-based Internet
tourism forum to target non-student participantd.hen, sampling strategy of
snow-balling was used to invite participants taadtice potential participants who
also fit in the recruitment category and requireter©n the other hand, posters of
student participant recruitment were posted on libketin boards located in the

major teaching buildings and the main library ofiwénsity of Strathclyde.
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Things did not go very well at the very beginnindnitially, the researcher tried to
recruit employed professionals on campus, includiegching, research and
administration faculties. It totally failed duevery low attendance rate. Potential
participants made contact to show their contributiderest but they did not show up
at the end. Even though “focus groups” were btlld, the researcher could only
take them as practices for personal conducting skills since the number of

participants for each focus group was less thavh&h is the minimum requirement.

Thus, the researcher modified her sampling streseghe started to post and deliver
recruitment leaflets online and to residential $iatl the area of postal code “G1.”
Postal code “G1” is where the university and theeaecher are based; besides, the
residents tend to be young professionals basedhenrdsearchers’ observation.
Flyers delivered to postal code “G1” area was trst fry. If there were only few
responders, leaflets would be distributed to a wigeritorial area. As for the
online forum, the researcher gained the webmasteesmission to post the
recruitment notice on tourism-themed discussiomurfor Users of that particular
online themed forum are frequent travellers andy thee characterised to be
open-minded to share their travelling experienaesthte public based on the
discussion threads they post. It is assumed tithey are willing to post opinion
and experiences online, they might be also happalkoup their travelling stories in
focus groups. The recruitment run much smoothem thefore; soon the number of

potential participants reached the minimum requaein

However, the researcher still distributed recruitirfeyers to people who just walked

out of office buildings in financial district dowswn Glasgow City during off-work
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period just in case. It turned out to be a faikdategy; none of the actual
participants was recruited by this manner. Stile researcher saw it as valuable
learning experience no matter whatever the resuited out to be. As a young

researcher with very limited accessibility, it wasrth trying.

Eventually, four focus groups allocated based atigigants’ age were held. Age
with current occupation was chosen to be the homaigecondition because people
in the same age range generally have more simifarekperiences. Roughly,
participants were university students, employedigasionals, and retired elderly.
Ideally, it was planned to conduct two groups ofptayed profession; one was
composed of young profession who are aged forty lasd and the other was
composed of experienced profession who are agéddod above. Eventually, one
profession focus group took place in early everohgveekdays and the other one

was held on weekend to suit participants’ prefeeemttime arrangement.

The sampling area was restricted to Glasgow Cisidemts and students of
Strathclyde University owing to practical reseaodmndition and budget limitation.
It goes without saying that compensations on trartapon and time contribution
must be paid to participants. Costs would rigeaitticipant recruitment were open
to a bigger territory. Surely, the researcher woulot turn down potential
participants if they were motivated to contribute live in the outskirts of Glasgow
City. However, equal incentives were given to egelticipant, which indicates
that no transportation compensation was paid. d@ssivenue rental was another
expense; the most reasonable and economic wayomMasritow a conference room

from the researcher’s department. They were malcteasons and considerations
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why Glasgow-based participants were recruited.

It is suggested, particularly for focus groups taks academic research, that they are
conducted by professional moderators; one of thecems is that a professional
facilitator can communicate and moderate the famasip discussion in ways with
which the researchers or academics are not fanm(Beor et al., 2008). With
budget limitation, professional moderators areatetys hired. However, there are
ground rules for the researcher to learn as the ematar of focus groups.
Moderators must understand that they are the orefadilitates the discussion and
interaction amongst participants not the one wharots the discussion flow within
focus groups (Bloor et al., 2008). After all, paigants’ opinion and discussion are
what the focus groups aim at generating. A modematesides at the focus groups
and makes sure that group discussions fully conerfocused research question;
however, a moderator can not lead or direct thaiopiorientation. Moreover, a
moderator has to make sure that participants ggshlhre their opinion. If one
participant dominates the discussion flow, it needsderator’s skill to shift the
opinion sharing to other participants. Similarfyparticipants are left behind in the

group discussion, it is the moderator’s duty touee@sheir voice is heard too.

Owing to research budget limitation, the researdfeat to moderate focus groups
rather than hired a professional moderator. Asang researcher with no prior
experience of conducting focus groups, it was vawmycial for the researcher to
obtain more in-depth knowledge of how to facilitédeus groups. The following

paragraphs are principles of moderating focus ggdtp researcher must gain and

get familiar with before she enters the fieldworlMostly they are techniques of
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moderating focus groups suggested by Greenbaun8)E®@ Krueger (1998a). In
parallel to the guidance, the practical situatiértih@ focus groups in this study is

presented.

Greenbaum (1998) points out seven characteristicasf group moderators must

have, which are summarised in the table 4.5 shaiowb

Table 4.5: Characteristics focus Group Must Have

Characteristics Description

Superior listening ability Not miss comments; avoidunderstanding

Excellent short-term auditory | Remember a particular comment and integrate the

memory information for later discussion

Well-organised Group the same or similar issuesdisission for

both discussion and presentation

Quick learner Associate participants’ informatioithadiscussed

topics to facilitate the discussion

High energy level Make participants stay engageathdudiscussion

Being personable Develop an instant rapport wittigpants

Well-above-average intelligence  Be flexible anddiarvaried situations during

discussion

Source: Greenbaum (1998)

On the other hand, Krueger (1998a) suggests thae tlare constraints which

moderators may encounter when conducting focuspgrand which moderators
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must be aware of too. The longer focus groups & less participants stay
concentrated on the discussion, which refers backvhat is just stated in the

previous paragraph; moderators have to let paattgpremain attentive as soon as
they notice participants’ involvement and engagdneefaltering. Apart from time

and attention constraints, clarity constraint isther problem moderators may face.
Moderators have to make open-ended questions fd@msk clear to the participants.
Moreover, cultural constraints and language coimgfare issues moderators may

confront (Krueger, 1998a).

Practically speaking, the moderator of this studyne from an oriental cultural
background whereas participants were Scottish, lasv&gians, more specifically.
Therefore, cultural differences were presented.wds not only how these two
bodies perceived focus groups in which style theyensupposed to be handled but
also how the moderator could become familiar witld @ould make sense of the
content participants discuss in focus groups. LlLagg constraints, in this study,
refer to two situations; how the researcher tramséal the academic terms into
everyday language and the English competency afetbearcher and the participants.
Apparently, academic terms in which the study wek ae different from what
participants perceive and use in daily life. Thederator must be able to
communicate well in language participants could pahend and feel comfortable
with to reveal their information. For example, Hawioural loyalty” and
“attitudinal loyalty” are used on academic based/hen moderating the focus group,
the moderator simply referred them to “revisit”,0"dpack to the same place for

holiday regularly,” “feel special to the destinatjo or “feel connected with the

destination.” Also, the researcher had to mastegligh proficiency since English
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is a foreign language to her. Right before theaigrdiscussion officially started, the
moderator introduced herself and the purpose of shaly. At the end of
self-introduction, the moderator always reminded participants that she is not a
native English speaker. She pardoned in advarrcgddfication from participants
if needed during the group discussion; meanwhile,encouraged the participants to
let her know if questions were not addressed gleadluckily, participants were all
friendly, helpful, and thoughtful across all focgsoups. The language barriers,

particular the barriers of English proficiency, eeninimised.

Krueger (1998b) suggests procedures and guidehitasvhich focus groups can be
held. The figure 4.8 shown below is the flowchafrfocus group implementation,
which is adopted from Bloor et al. (2001), Krue@&998b) and Greenbaum (1998)
and which illustrates the stages focus groups noayigpugh.

Figure 4.8: The Flowchart of Focus Group Implemeoita
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Generated from Bloor et al. (2001), Krueger (19%i) Greenbaum (1998)
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Once moderators introduce the purpose of the sfodys groups soon take place
(Bloor et al, 2001, Krueger, 1998b, and Greenbdl#f8). Focus exercise refers to
facilitators asking questions with the intentionetosure that groups’ discussion and
interaction is on the focused topic (Bloor et 2001). Then participants take part
in the flow of discussion while the moderators eoasistently engaged in listening
and also notice non-verbal communications or astiwhich participants may have
(Bloor et al, 2001, Krueger, 1998b, and Greenbal®®8). If necessary, probing
questions are asked by moderators with the viegetwrating more details from the
conversations (Bloor et al, 2001). Silence andspaumay not be always
embarrassing; moderators should feel comfortabléh vihese silent moments
(Krueger, 1998b, and Greenbaum, 1998). After eeseaf focus exercises, flow of
discussion, and probing questioning, the focus ggoare coming to the end when
moderators have to summarise main points of dismusand finalise the focus

groups (Krueger, 1998b).

The execution of focus groups

This study took the flowchart of focus group imptmtation illustrated in the figure
4.8 above as moderation guidance. Focus groupedtaith a reception, which
helped to screen out participants who were not ifig@l to the sampling
requirements. During the reception, participantghtsocially interact with each
other and at the same time, a structured quesii@enmas distributed to fill in.
There were two parts of the questionnaire; onedeasographic information and the
other was empty space for participants to quicklyall their holiday experiences in

the past five years. The latter part might helprigage in group discussion.
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Apart from the questionnaire distributed to thetipgrants, a discussion plan was
also prepared beforehand by the researcher, whiphtiin the appendix 2. The list
of discussion questions were developed based olit¢hature review on destination
image and loyalty. Since focus groups served gwetiminary study for this

research, the listed discussion questions aiméthdihg out any gaps between the
literature and real practices.

The discussion tipres were designed in three parts,

the warm-up questions, the main questions, and phebing questions.

Self-introduction served as a warm-up question. esflans with regard to repeated
trips paid to the same destination and feelingsighl visited destinations are main
questions. Questions with regard to consumer bets; such as whether they
patronised a particular travel agent at all tinveste probing questions, which were
designed to distinguish destination loyalty frorgdlly to other subjects. Table 4.6
presented below illustrates how the focus groupugdision plan develops to cover
the gaps in the literature of destination loyalifhich is previously discussed in

section 2.3.6.

Table 4.6: Notions of Discussion Plan and Potenhitarature Gaps

Research Objectives|

To identify real
practices of
behavioural loyalty in
the context of holiday

destinations

Discussion Questig

Recent 5-year travel

experiences

ns Notions

To know exact revisit

realisations

Literature Gaps

Revisit intention used
as construct of

behavioural loyalty

Revisits paid to one of

multiple destinations

To know exact revisit

realisation patterns

Solo destination is
studied; lack a whole
picture of revisit
realisations to all

destinations
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(table 4.6 continues)

Research Objectives,

resulting from
destination tangible

attributes

Discussion Questig

Attractions/purposes

of revisit realisations

ns Notions

P —————————————§—§8S§
To exclude pull factorg

To know what triggers
revisit realisations; to
identify uncovered
factors contributing to

revisits

Literature Gaps

Attribute-based
survey; assuming
tourism resources

motivates revisits

To explore what other
feelings/emotions
tourists hold toward
destinations except

from satisfaction

Feeling about

destinations

To see how tourists
may feel different or
similar to one-visit ang
multiple-visit

destinations

Solo destination is
studied; lacks
comparison and
contrast amongst
destinations;
satisfaction serves as

emotional response

To ensure loyalty to

holiday destinations

Trip planning

To clarify loyalty to
destinations or to
service providers and
other tourism related

services

Interference is not

studied previously

To identify uncovered

and unexpected issue

Activities done during

s holidays

To know what tourists

do on holidays

Attribute-based studie
assume certain activit

involvement but does

not provide insights

As soon as the number of participants reached themam requirement of a focus

group, from six to ten, the registrations of papénts were closed.

were ready to start.

All focus groups were auéierded and participants were

informed to get their understanding and permisdiefore focus groups formally

started.

and mentioned language barriers as previouslydstaie also introduced how focus

groups work to encourage participants to gain camfce in case they had never

taken part in focus group discussions before.

During the stage of introduction, theeagsher not only introduced herself
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Then, the focus groups officially started with papants’ self-introduction.
Generally, they let all the participants know wheyt were (or by which name they
wanted to be addressed) and their travel experseimcthe past five years. During
this stage, the moderator took note and memorigesifec travel patterns of each
participant. For example, if participants statbdttthey had visited Spain every
year, then the moderator might start to invite thentalk about the motivation or
attraction which made them do so. Alternativelya participant claimed that they
never returned to places they had been to, the ratmtanight try to discover if they
was interested in visiting destinations which pdavsimilar attractions or activities.
Alternatively, it might be a false claim that thdid return to the same country for
holiday but tended to visit different regions. Apdrom that, it helped the
moderator know her participants better and she miglite specific participants to
share their experiences if during the group disoasshe found them less involved
or she wanted to move from one question to anothBrobing or follow-up
questions were asked in order to understand maeglsievith regard to their revisit

history and experiences.

When the conversations were getting less interactive moderator sensed it was
time to move on to how participants felt towarddiday destinations and whether
they felt connected with one particular destinatioihe moderator did encounter
some difficulty here. Firstly, participants foufiigel” or “feelings” were abstract
and generally, the immediate response to this mueswvas “joyful,” “happy,”
“satisfied,” or “feel relaxed.” However, particip@ started to find out that they felt

the same way about almost every destinations amdgtvery difficult to give instant
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feedback as to how they developed a deeper attaxthimea specific destination.
Even though the guidance of focus group moderaiays that a silent moment is not
always embarrassing and moderators must feel ctablerabout it, the truth in this
study was that the silent moment froze the disomsow. It taught the researcher
two lessons. Firstly, it might be helpful if theoderator had encouraged the
participants to bring some memorable photos or sous with them to the focus
groups. By doing so, it might facilitate partiapa to feel affection with holiday
destinations during focus groups as well as warnpanticipants’ memories before
their attendance to the focus groups. Secondéy,nlederator had to consider a
better way to address the research questions, asiahoosing different words to
replace “feel” or “feelings” and integrating quests related to attitudinal loyalty

with those of habitual revisits.

The experiences gained in the first focus group erattbn helped the researcher to
run group discussion more smoothly later. It stdbk a silent moment for
participants to develop more explicit statementsaty a specific destination had
more significance to them. Still, questions withgard to emotional bonding to
holiday destinations bothered a minority of papi#gits. It must be born in mind
that participants barely know each other: feelirmgjggchment, and affection bonding
might be perceived to be aspects of inner life,clwvhgenerally speaking, people feel

uneasy about revealing readily to acquaintances.

The data of focus groups are collection of “unigoeeractions of moderator and

group” (Litosseliti, 2003). Litosselite (2003) pts out three major tasks for

researchers to do in order to analyse the dataafsfgroups. Firstly, researchers
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have to read through the transcript to get genemgressions on what has been
discussed in the focus groups. Secondly, rese@rtiaee to find out distinguishing
opinions and topics which are related to the psmirresearch questions as well as
identify new issues which are proposed or mentiodadng group discussion.
Thirdly, data must be classified and coded. Litigs (2003) also suggests that
tones and non-verbal communication are the maintpddb be considered during

data analysis even they are not able to be showlain transcription.

Furthermore, the purposes of analysing the datacois groups are to check whether
the research objectives are achieved, to see wbatiridings have confirmed and
what the findings may argue with prior knowledge lderature, and, most
importantly, to identify new ideas which emergetgsseliti, 2003). However, what
has to be borne in mind is that inference, geneataiiin, and making statements are
not the purposes focus groups set out to achie@a the contrary, understanding a
course of actions, setting up a range of thesegamdding insights explaining how a
situation is perceived by the population are wlaiug groups are for (Litosseliti,

2003 quoted from Krueer, 1994).

4.5.3 Interviews and its Practical Execution

Interviews are thought to be the most commonly deeldnique of data collection in
qualitative research (Bryman and Bell, 2003). rviews are meaningful

discussions which take place between two peoplmane (Saunders et al., 2009).
By means of interviews, “valid and reliable datahieh is relevant to research
guestions and objectives are then collected (Saandeal, 2009). Apart from that,

interviews are also used to formulate researchtoumssand objectives if these are
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not clear and clarified yet (Bryman and Bell, 2Q03)nterviews consist of various

types; the selection of types of interviews in egsh is determined by the research
purpose and research strategy (Saunders et al9).20Berg (2004) categorises
interviews on the bases of the structure and flityiland suggests another typology

of interviews which is shown below in table 4.7.

Table 4.7: Structures and Formality of Interviews

Standardised
Interviews

Less standardised
More flexible

Semi-standardised Unstandardised

Interviews Interviews

* More or less structured * Completely unstructured

= Most formally structured

* No set order to any

= No deviations from * Questions may be

question order reordered during the guestions

= Wording of each question| interview * No set wording to any

asked exactly as written | = Wording of questions guestions

= No adjusting of level of flexible * Level of language may be

language

* No clarifications or
answering of questions
about the interview

= No additional questions
may be added

* Similar in format to a
pencil-and-paper survey

* Level of language may be
adjusted.

* Interviewer may answer
guestions and make
clarifications

* Interviewer may add or
delete probes to interview
between subsequent
subjects.

adjusted.

* Interviewer may answer
guestions and make
clarifications

* Interviewer may add or
delete questions between
interviews

Adopted from: Berg, 2004, P. 79

From table 4.7, it is noted that the boundary betwsurvey and interviews is subtle
(Horn, 2010). The traditional demarcation betwsarvey and interviews is based
on attitude towards sampling size and the flexipitif the questions. Surveys or

questionnaire surveys usually take a proportionobtite entire studied population to
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whom the standardised and structured questionnanmeglistributed. The size of
survey sample is decided on the basis of statistiference, in which population
value, standard errors and confidence intervalsaden into account (Veal, 2011 and
Saunders et. al., 2009). However, the sampling ifderviews tends to be
goal-oriented, which means interviews are lookiagdases which can best provide
answers to research questions (Flick, 2007). Maednterviews emphasise the
social interaction between the researcher andrtesviewees; the researchers are
gaining their knowledge regarding the research tiues all the way through
interviewing too (Jennings, 2005 and Flick, 2007Jhe questionnaire of the survey
takes place in a specific range of purpose-madstigms with focuses. That is to
say, the researchers take an administrative positiothe questionnaire. On the
other hand, interviews require more flexibility aachphasise more the researchers’
interview skills (Horn, 2010). There is no rule satistical ratio which interviews
can follow to deal with its issue of sampling sizédowever, the widely-recognised

golden principle of collecting qualitative dataascollect data continually until “data

saturation is reached” (Saunders et. al., 20023%).

Sampling techniques for qualitative research design

Sampling means to identify subjects who can remtefige target population to

provide information and knowledge of research gaestin a logical way (Bryman

and Bell, 2003). Unlike quantitative research ryoatiopting probability sampling

technique, which is thought to be more mathematral systematic, qualitative
research tends to take use of non-probability sagdtrategies (Saunders et al.,

2009 and Berg, 2004). Berg (2004) points out fsampling techniques which are
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commonly used in the context of qualitative reskeaticey are convenience sampling,

purposive sampling, snowballing sampling and qsatapling.

Qualitative research, particularly social scientalies, tends to select convenience
sampling as its sampling strategy (Bryman and R2€03). Convenience sampling
is also named as accidental or availability sangpliBerg, 2004). As the name
suggests, this technique prioritises convenienceoldtain the subjects to be
interviewed (Saunders et al., 2009). Subjects, atgowilling to take part in the
study voluntarily, are also thought to be convecgesamples (Sommer and Sommer,

2002).

However, convenience sampling applied in this stisdgot to “take what you can
get” (Sommer and Sommer, 2002). There are stlupequalifications employed to
obtain a group of interviewees who are able to ige\potential information and
knowledge to answer the research questions ofsthidy. From that perspective,
the sampling technique applied in this study aldopés the concept of purposive
sampling. It is because “a purposive sample tarfjeg individuals thought to be

most central to the research question” (SommerSamdmer, 2002).

Another technique used is snowballing sampling. ov@ralling sampling is to invite
other people to recommend qualified potential irdilials to take part in the research
project (Bryman and Bell, 2003). It is usually dsghen subjects representing the

desired population are difficult to recruit (Saurglet al., 2009).

In this study, the researcher obtained convenieaogples to conduct the interviews
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at the beginning and then asked those intervieweéegroduce potential cases who
are qualified to the sampling requirements as aglvilling to contribute to take part
in the study. Still, more snowballing went on wherore data was required.
Recruitment was always a big issue for this studgfith very limited accessibility,

the researcher had to try possibilities.

The sample size is thought to be difficult to handlince how big the sample size
should be is ambiguous in the context of qualieatiesearch (Saunders et al., 2009).
Sample size depends on research questions andiwige(Sauners et al., 2009).
Meanwhile, generalisation and credibility must bkein into account when sample
size is decided (Saunders et al., 2009). Howexadidity of research has more to
do with data collection and data analysis skillau®lers et al., 2009). Academics
seldom suggest a number or a sample size a reseastiould work on.
Nevertheless, it is commonly mentioned that qu@litadata must be continually
collected until it reaches the status dfata saturatiori (Saunders et al., 2009, P.
235). If a number must be quoted, Saunders €R@09) suggest that interviews

between 25 and 30 are anticipated when it comasjtalitative research.

Following the recruitment qualification, the popiida of interviews this study

targeted on are Greater Glasgow residents who baea able to take overseas
holidays once every year on average in the pastyears. However, the second
stage of data collection concentrated on the epagrulation aged 50 and over.
Based on the literature, elder people are beli¢vdae more loyal; focus groups also
provided some food for thought on selection ofééed study population. Amongst

four focus groups, the retired participants tenttetbe more willing to share their
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thoughts and particularly have more holiday expees too. Since the study aimed
at finding out the formation pattern of destinatimyalty, individuals who have

longer holiday-taking history were certainly theesrio be interviewed.

As it is previously explained, the study startexdséampling by means of convenience
samples and purposive samples with specific reomnt requirement. It started
with huge assistance from a key person who worksafélasgow-based charity
organisation. He himself was a subject in the ystoopulation and surely he had
some contacts who might also qualify. With hisphe¢he researcher had the first
several interviews taking place successfully. Frtben on, snowballing sampling
technigue was also applied in order to seek moitalde subjects that the research

required.

However, the researcher cannot emphasise the ulfiffiof recruitment too much.
Before assistance from the key gentleman, the reseaalso tried to contact the
university-based social club. The potential membef the social club are
employed and retired teaching staff of the varidasulties. The researcher
successfully gained access; however, access wasddater recruitment preparation
was ready. The researcher also requested helpdhammi office and was politely
declined. The researcher saw these as valualdarobslearning experiences. It
was always worth trying since the researcher hagl Wited accessibility. The
key gentleman’s assistance was compared to a goodafter a long drought. It
opened a door for the researcher; she then could pze way to interviewee

recruitment.
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Previously in the section of research quality oélgative research, it is mentioned
that credibility is one of the four dimensions toprove the trustworthiness of
qualitative research. Moreover, building up rappath interviewees is thought to
be one of the techniques to enhance credibilithe $ampling techniques this study
adopted are a means to enhance the credibilithefrésearch too. The logic is
simple; firstly, the researcher knows the key perddr. X, personally, which means
the researcher clearly knows that Mr. X is one lué targets whom she could
generate information to answer the research questd the study. At the same
time, Mr. X is an engineering PhD. Even thoughisenot an expert on social
science or marketing and management research, learised in general research
methods. Before Mr. X offered his assistance iterinewee recruiting, the
researcher had an appointment to present the cbsdasign and exchanged ideas
with him. Therefore, the contacts, which Mr. X gathe researcher, had been
screened once to see if their holiday experieneksnto the category the researcher
targeted. Besides that, the researcher was inteoto those potential interviewees
by Mr. X which indicates the fundamental rapportsviauilt. Similarly, when the
researcher employed snow-balling technique to seefe interview opportunities,
those, who offered help, had been already intemtew Thus, they clearly knew to
whom the researcher was eager to speak. Againfutitdtamental trust between
new cases and the researcher had been there heferaews started. Rapport
needs to be enhanced during the interviews; isbagething to do with interpersonal

and interview skills as it is suggested in bookd presented in previous paragraphs.

Interviews are continually conducted uridata saturation” is reached (Saunders et.

al., 2009, P. 235). Within three months, a tofaB® interviews were held. The
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majority of the interviews were one-on-one intewie Sometimes couples
presented; therefore, in some interviews, bothhefrt provided their stories with

regard to holiday-taking experiences.

Interview Conducting Techniques

Rossman and Rallis (2003) comment that interviezasl lthe researcher to get into
the informants’ world, by doing which the responidetverbally relate what is in
their mind” (P.180). Veal (2011) suggests thaémews can be defined based on
their length, depth and structure. An interviewally takes from thirty minutes up
to several hours to generate sufficient informafigeal, 2011). Interviews require
participants to talk up on focused issues; durihg progress of interviews,
supplementary or follow-up questions are asked explanation or clarification
(Jennings, 2005 and Rossman and Rallis, 2003). t Mysortant of all, interviews
are less structured and more conversational. {&@l1) stresses that interviews
call for interactions between two parties, from evhitwo-way conversation and

exchange of views can be obtained.

With comprehension of typology of interviews andittdifferent formality, the study
then decided to adopt face-to-face interviews witeemi-structured questionnaire
(Saunders et al. 2009 and Berg, 2004). Semi-stredt interviews allow
researchers to conduct interviews with focused #senand questions which
originally the study plans to target. Usually, lexible interview agenda or
interview guide is prepared to make sure that rebeas can collect data answering
to focused research themes from all respondenimi@gs, 2005 and Daymon and

Holloway, 2011). At the same time, there is fléitip from which researchers may
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make adjustment on asked questions in accordanite wviat and how well the
interviews are going (Berg, 2004 and Daymon andldway, 2011). The
adjustment on asked questions includes both adgingnd deleting questions if
needed. Besides, the order of discussion may dapending on the practical
situation in each interview (Jennings, 2005). Hesvethe principle is to ensure
that interviews still tie up with research questiqBerg, 2004). In other words,
there is a set of questions designed and prep&fedetthe occurrences of interviews
and all those questions are tightly linked with tesearch questions which the study
originally set up to find out. All intervieweeseagoing to be asked with the same
set of questions, namely “interview agenda,” “imtew schedule,” or “interview
guide” (Jennings, 2005, Saunders et al. 2009, B&@4 and Daymon and Holloway,
2011). However, semi-structured interviews allovorsing or language level
amendment according to what exactly happens ospbeof interviews (Saunders et
al., 2009, Berg, 2004 and Jennings, 2005). A é&gillustrating the processes of
conducting a semi-structured interview is showrowelgenerated from the guidance
proposed by Saunders et al. (2009) and Berg (200®)e types of questions asked

in the semi-structured interviews are also expliine

The processes of an interview must be taken intsideration when the interview
schedule is designed. It helps the researchergjymgtions in a proper order and
facilitate the generation of information which mught (Berg, 2004). The questions
asked in an interview can be categorised by pugpasé the specific information

they ask for (Bryman and Bell, 2004 and Berg, 2004)
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Figure 4.9: Processes of Conducting Semi-structintedviews
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Generated from Saunders et al., 2009 and Berg, 2004

The interview may start wittthrow-away questions,'which are questions related to
interviewees’ personal background or demograplatsfdrom which researchers can
build up a relationship with the interviewee withderstanding and trust; both of
which facilitates the undergoing of interviews (§e2004). Similarly, Daymon and
Holloway (2011) suggest that “grand tour” questicas be firstly introduced; they

generally ask for an overview.

“Essential questions are questions which are highly relevant to the adrresearch
questions. They are asked to collect very spedifiormation to answer the
research questions (Berg, 2004). However, it nilyrequire “extra questions”in
some cases. Extra questions are thought to béiddeto essential questions but

they are slightly different from those in the terofswording, choice of words, or
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level of language. They are asked to obtain thehiéty of responses which

interviewees previously made as well as clarifmatif needed (Berg, 2004).
Similarly, Daymon and Holloway (2011) propose thatini tour” questions are

questions to obtain informants’ perspectives onaaenspecific focus or issue. At
the same time, contrast questions or questionslation to respondents’ experience,
behaviour, opinion, values, feelings, or knowledgay be employed if necessary.
Contrast questions are questions to invite interees to explain their different

attitudes or perceptions by means of comparisonrfida and Holloway, 2011).

“Probing questions” aim to generate more detailed information from twite
interviewees previously said in order to obtainomplete statement (Berg, 2004).
At the same time, probing questions help to redaoiguity (Daymon and
Holloway, 2011). Jennings (2005) suggests thabgsoin interviews help the
researcher not only to clarify what is said bubals better understand the meanings
of certain terms the interviewees refer to. Elabon, clarifications, further
meanings, or reasons as to why an action is takiarbe obtained through probing
guestions (Daymon and Holloway, 2011, Rossman ailisR2003, Jennings, 2005,
and Berg, 2004). To sum up, follow-up questionp liee researcher to elicit more
detailed description, statement, or information arder to disclose the deeper

meanings from the respondents.

Bryman and Bell (2003), however, claim that thereifference between a follow-up
guestion and a probing question. They think bdtthem are purposefully asked to
get more information and more details from intemges’ stories but the difference

lies in the way interviewers raise these duringveosations. Follow-up questions
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may not be always a question; it could be a gestusemple reply which encourages
the interviewees to carry on what they are sayifgn@as probing questions are
addressed with direct questioning sentences (Brymas Bell, 2003). Also,
Bryman and Bell (2003) introducéinterpreting questions,” which serve the
purposes of both interpretation and clarificatioi\lso, silence may be necessary,
which gives interviewees space to get fully pregase their answers (Bryman and

Bell, 2003).

Daymon and Holloway (2011) recommend that non-vgob@ampts are important in
interviews too. They suggest that eye contact @anihg forward to the
interviewees are gestures for the researchersaw #mat they are fully engaged in
what is said. They are basic feedback indicativad the researchers are listening

carefully during the interview (Rossman and Ra2@03).

When the interview comes to the end, the reseadiare to summarise what is just
discussed, which also serves as a test on inteev#wcomprehension and
interpretation of the interview content (Saundetsak, 2009 and Berg, 2004).
Additionally, a round-off question like this, “I&ére anything else you'd like to tell

me?” is highly recommended by scholars (Daymonkaoitbway, 2011).

Interviewing is not all about asking questions;teasl, listening is what hugely
matters. Jennings (2005) proposes that there fmee tkinds of “listening”

researchers must be good at when conducting ietesvi Active listening indicates
that interviewers pay full attention to respondentkiteracting and giving feedback

are ways of showing that interviewers are fully &jigg with the conversation
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(Jennings, 2005 and Rossman and Rallis, 2003)erprdtive listening refers to
probes and important requests for clarificationn(iegs, 2005). Furthermore,
process listening means researchers take chaig&eofiew time management; they
are confident of managing the timing. They cleaklyow to what extent the
interview guide is completed and evaluate the retge®f follow-up questions

during the interview (Jennings, 2005).

Following the design of questions, researchers las@ to consider the wording and
level of language used in each question. The ipimgs that all questions must
have a good structure and word choice so that #mgulge is clear to the
interviewees (Bryman and Bell, 2003). Howevemgaes with in accordance with
the chart of structures and formality of intervieasggested by Berg (2004) and
shown in the previous paragraphs; during semi-g8trad interviews, the order of

questions and wording and language level are atjlest

The interviewers’ task does not end with the cleseirinterviews.  While still fresh
in the memory, interviewers must quickly jot dowomhthe interviews go and what
feelings interviewers hold towards the interviewéig&s/man and Bell, 2003). This
type of data is thought to be analytical aids. hdlps the researchers to recall what
exactly happened during the interviews and astiisresearchers to interpret the

data of the interviews too (Saunders et al., 2009).

With the purpose of facilitating data analysis,ist necessary to audio-record

interviews (Saunders et al., 2009, Bryman and E€IQ3, and Berg, 2004). With

audio-recording, the researchers can fully putrtiaiention to conducting the
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interviews; in which case, they can be attentivistening to interviewees’ stories as
well as asking sensible questions to generate buaformation (Saunders et al.,
2009, Bryman and Bell, 2003). Besides, audio-moallow researchers to
repeatedly listen to the tapes when analysing th&aunders et al., 2009).
Furthermore, there might be direct quotes neededthm stage of findings
presentation, for which audio-records definitelyphgGaunders et al., 2009). What
IS important is that interviewers must get pernassifrom interviewees to
tape-record the conversations (Saunders et al9,2B/man and Bell, 2003, and

Berg, 2004).

Application of Interviews

With the comprehension of the techniques of howoiduct interviews, the research
went on the second stage of data collection. ‘Elsearcher presents how she did
the interviews based on the procedures of condwatemi-structured interviews
presented above in the following paragraphs. lgirdte researcher shares how she
drafts the interview schedule to tie them up widsearch questions. Next, the
researcher shares her experiences of interviewuéres as reflection to the

methodological and theoretical knowledge.

The design of interview schedule

The interview schedule was sent to all potentiéérinewees by email when the
researcher was contacting with to ask for interviawailability and arranging
interview time. Therefore, the researcher intratuberself for the very first time

on the cover page of the interview schedule; medawthe research objectives were
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introduced. Then three parts of interview schedall®wed the self-introduction;

they dealt with respondents’ perception on theihaweoural loyalty, attitudinal

loyalty, and how they feel think feelings towartie tlestinations may alter over time.

The fourth part required the informants’ demographiormation; particularly, the

researcher asked for their permission to contarhtfurther if necessary.

The table 4.8 presents the questions listed onntieeview schedule based on the

classification of its typology and purposes sugggsly scholars and presented in the

previous section.

Table 4.8: Questions Listed on Interview Scheduldits Typology and Purposes

Question Types and Purposes

Throw-away questions

Questions on Interview Schedule

Part 4 on the interview schedule; demographic fa

cts

Essential questions
(grand tour questions)

Major questions tightly linked with resear

questions:

= \Where you have been to in the recent five yg
for holidays?

= \What makes you or attracts you to go back?

= Any other destinations you frequently or regula
revisited but no longer go back?

= Amongst all those countries you have visit
which one you feel special to?

= Why do you feel this destination is special to¥¢

= Would you please describe your feelings towe
this destination?

= How do you feel about Scotland in the aspec
being a resident and a national?

= What do you think the holidays taking overs
influence your daily life at home?

= How would you describe your feelings to t

Ch

pars

u
irds

t of

2as

destination over time?
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(table 4.8 continues)

Extra questions
(mini tour questions)

Questions to know more details

= Places (countries) where you only visit once
places (countries) where you returned?

= Have you also visited the destination beyond
recent five years?

= \What are the types of destinations you particul

like and prefer to revisit?

What make you feel associated with
destination?

How have your feelings to the destinati
evolved?

Probing questions
(follow-up questions)

Why did you choose to revisit the sai
destination(s)? What are the purposes of tf
trips to the same destination(s)?
How do you plan your journey since you regulg
return the same destination(s)?

Have you ever visited or had the habit revisit
other destinations which are very similar to t
one before?

Are there significant events or reasons that
you to feel connected with the destinatig
(Would you share with me the significant eve
or reasons that make you feel connected with
destination?)
How does being a Scottish or British make
feel when on holidays overseas?

Do you adopt some lifestyle from the destinati
and apply them to daily life at home? (Langua
Cuisine? History or culture learning?)

Do you think the feeling to the destinati
increase/enhance every time you return?

and

the

ne
nese

=

y

ng
his

ead
n?

nts
the

ou

DNS

je?

Round-off questions

m |s there anything else you want to share with m

e?

The first part of the interview schedule was desthto answer research questions

regarding the behavioural loyalty typology and thetors truly motivating them to
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return apart from destination features and funetibyy Therefore, the essential
questions were designed to know about respondeolisfay experiences. It firstly

invited the informants to talk about their recentefyear experiences and then
started to build upon where they chose to retudhwahere they didn't. The extra
questions were designed to know more about theretrexperiences or patterns; for
example, did respondents tend to travel to simdastinations. Furthermore,
probing questions tried to invite the respondentgetl the researcher more their
habitual revisits. By doing so, the researcherld@&xclude motivation generated
from destination functionality and see through pinactical motivations encouraging

respondents to return.

By the same token, the second part of the intergeedule was designed to answer
research questions regarding attitudinal loyalty, mamely affective bonding,
respondents hold towards holiday destinations. réffbee, the essential questions
were asked to obtain general ideas how interviedaeabout the destinations they
had visited and which particular destination theit Epecial to. Also, the extra
guestions and probing questions aimed at finding any significant events or
occasions which lead them to feel so. The wordihgjuestions might slightly
differ from one respondent to another. It was heedor some of the interviewees,
the destination which they felt special or connéatéith was not the one which they
constantly returned for holidays; instead, it miglet the one which they only had
visited once so far. Thus, the wording would bedified in order not to lead the
interviewees’ flow of thought. Moreover, one ottresearch questions asked how
participants sense their self-identity when theyeven holidays. Therefore, the

essential questions would go like this, “How do yeel about Scotland in the aspect
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of being a resident and a national?” Meanwhilepprg questions tended to take a
close-up picture and the question might go like,thHow does being Scottish or
British make you feel when on holiday overseas?h addition, the research
suspected that place endearment is a status afdet indicates that the affection
towards a holiday destination does not pause @zégust because tourists come
back home from holidays. Thus, the research tweske how it might enhance or
alter between revisits. Essential questions, sgctWhat do you think the holidays
taking overseas influence your daily life at home®t probing questions, such as
“Do you adopt some lifestyle from the destinati@ml apply them to daily life at
home?” were put into the interview schedule to seek behavioural presentation
which respondents might have indicating that theyedfond of the culture, language,

or lifestyle of the holiday destinations.

The third part of the interview schedule invitede thespondents to comment
themselves on how their attachment to the holidestidations have evolved over
time. The essential question would be addresded“How would you describe

your feelings to the destination over time?” wher#dee probing question went like
“do you think the feeling to the destination inGgegnhance every time you return?”
Additionally, the researcher might ask for occasion memorable experiences that

strongly enhance the affection bonding dependingam well the interview went.

Practical execution of interviews
Even though the interview schedule required respotsd to provide their

demographic facts, it was very necessary for tsearcher to build up rapport with
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the informants before the interviews officiallydé. In most cases, the interviews
took place at participants’ places. Apart fronmfat and social introduction to each
other, there was some small talk in the first fisgen minutes. Topics might start
with general questions about the researcher’sifif&cotland as an international
student or interviewees’ recent holiday trips. Tiesearcher sometimes actively
started the conversation by witnessing a paintinghomto hung on the wall or travel
guide books placed on the sofa table or even ptanpets the hosts or hostess have.
This small talk might directly link to the reseayar it might just help two parties
quickly to know each other in a casual way. Befive interviews officially took
place, the researcher, once again, asked for pgoniso take the audio-recording.
Apart from that, the researcher sensed that knaeleaf geography or language
proficiency was likely to impact the “smooth” flowf the interview. Thus, if

needed, pauses or clarification might be requirathd the interview.

Then it moved forward to the main content of theenmews; firstly, the research
started with essential questions. Extra questionsprobing questions were
employed based on how well the interactions haveego What the researcher learnt
from the practical execution of interviews was thderviews are conversational.
The atmosphere got tense if the researcher citegstigns from the interview
schedule rather than naturally gave feedback inomversational way. As an
inexperienced researcher, the researcher feltrsoug particularly in the first two or
three interviews. Luckily, the interviewees wergwconsiderate and some of them
also had a research background. They were notinfdymants for this study but
also tutors to the researcher to make her morelifamith conducting interviews.

Soon after, the researcher learnt to do intervitls conversations but not one-way
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communication.

Most important of all, the researcher learnt toehgeod command of the interview
schedule rather than to be controlled by the cofiéne questions. It means that the
researcher asked the essential, extra, or prohiegtigns naturally based on what
was said and the on-spot interactions with thenmgeiees. As soon as the
researcher set herself free from the constrairtherorder of listed-up questions, she
would not cite questions from the printed intervisshedule and the interviews went

naturally and smoothly.

Previously, it mentioned that reflexivity significdly influences qualitative research.
In the terms of personal life experience and bamkgu, it did in some way shape
how the researcher perceives the study. Firdily,researcher is getting to know
better and more about the research setting. SBcahne researcher likes this study
even more than she did before. As a traveller, rdsearcher always wonders
whether travel experiences merely bring fulfilmant satisfaction to the tourists by
means of enjoyment of tourism activities and sewic If it is not so, why does
literature hugely emphasise that part and ignoeedibeper exploration of spiritual
self development or actualisation. The fieldworkdhphysically assured the
researcher that she was not unusual. The truthtithere awaiting new insight and

interpretation.

Also, the travel experiences of the researchereueher to quickly get engaged with

what the respondents shared with her. For exampie, of the respondents

mentioned that she enjoyed strolling along the &isnmarket in Italy and buying
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fresh products, which made herself feel more in@dlin the holiday destination and
that kind of joy was greater than when visiting dbdistorical attraction. The
researcher recognised her way of thinking right yawa Similarly, when
respondents talked about how frustrated they wérenwhey found themselves lost
or facing service failures during holidays, yetdbmegative incidents did not impact
their overall happiness; the researcher fully ca@hpnded. It was not because the
researcher agreed or disagreed with the resposdsiatement; it was because the
researcher had experienced this herself. Thends&afelt what was shared in the
interviews. The interviews were no longer jusidveork for a research project;

mutual understanding took place too.

Additionally, the researcher withesses how strortgly self-identity was rooted in
respondents’ life and thought. As a person whoeomandered from identity and
identification, the researcher was deeply touchgdthe way the respondents
perceive themselves. Through interviews, the rebea was fond of her study
even more. The study was no longer just a pucfuatresearch degree; it gave the

researcher both sweet fruit of knowledge acquirdrard self development.

What the researcher wants to emphasise is that thetill self-awareness employed
in the study. After all, the researcher must aveatling the respondents to answer
what is presumed, which is the most important gpieca qualitative researcher must
bear in mind. The researcher just wants to painittieat reflexivity facilitates the

implementation of interviews; it helped the resbaraget engaged with what as said

in order to give appropriate feedback, both oratig non-verbally.
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When the interviews come to the end, the reseaath@ted the recommendation on
the round-off question. In most cases, the ineswvsi naturally closed. In some
cases, the respondents wanted to know more abeudtdly; at the same time, the
researcher would ask for suggestions particulanylamguage proficiency, such as
word choice or inquiring techniques. In other caslee respondents might bring up
some post comments or new information with regawdpteviously-discussed
guestions. If the researcher had stopped the aadading, the researcher would
immediately take notes on the fieldwork note oeessh diary, which was data other
than spoken information obtained in the interviewAdditionally, in some cases the
interviewees would ask the researcher what sheopalty thought of her revisit
behaviours as well as attachment to places. Tkiesis of questions came from
two angles. Firstly, the researcher came fromffardnt cultural background they
probably were not familiar with and the respondemése curious about the general
situations in Taiwan. Secondly, they wanted tiseaecher to share experiences and
opinions too. This encounter was a typical exaniple interviews are social
interaction; similar interviewing experience is sfthby Jordan and Gibson (2005),

too.

4.6 Data management and Data analysis and its Pracal Execution

A statement made by Tesch (1990) does not sounydparsicularly to someone who
is on her way to do the data analysis. Howevelpés provide a definition from
which the researcher starts her journey of datdysisa Tesch’s (1990) statement

goes like this:
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“The notion of qualitative analysis is fluid andfees definition. It is applied
to a wide variety of principles and procedures. eTnly agreement we would
find among qualitative researchers is that analyisighe process of making
sense of narrative data” (p. 4).

Saunders et al. (2009) also believe that there istandardised procedure to explain
how data analysis actually works. Neverthelesan8ers et al. (2009) still propose

types of processes by which researchers can gratap d

»summarising (condensation) of meanings;
=~ categorisation (grouping) of meanings;
= structuring (ordering) of meanings using narrati®e 490).

Meanwhile, Saunders et al. (2009) also believe dhsihgle study may adopt one or

combine two or even more of them to successfulhdoat the task of data analysis.

On the other hand, Berg (2004) suggests that drera few approaches available for
researchers to analyse the qualitative data, arhomgh three approaches are
highlighted and they are interpretative approaohia anthropological approach and
collaborative social research approach. Interpuetaapproach means that
researchers transform the studies on social actkdshuman activities into text.
From the collection of written text, symbols and amegs are sorted out for
interpretation with theoretical orientation (Be&f)04). That is to say, qualitative
data is built upon the meanings expressed by writtgt. The processes of data
analysis are to conceptualise the qualitative @gtaorting out the raw data with
classification and categories (Saunders et al.9R00it does not only reduce and
condense the great deal of raw data into framevbotkalso tries to explain and

understand the meanings conveyed by social actodsactivities, particularly to
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discover the undefined meanings (Berg, 2004). Thasch (1990) describes that
qualitative data analysis is somehow seen to bestannh intellectual interactions

between the researchers and the data.

What the researcher comprehends is that data @&ab/sa mental process of
understanding meanings and grouping ideas, which tbabe concretised and

displayed by means of visual techniques and prasens methods.

Data analysis is the process of making sense oflakee (Jordan and Gibson, 2004).
Academics define their starting point of data asalgifferently. Some suggest that
it goes in parallel with literature review when tpaularly a ground-theory research
design is adopted (Jordan and Gibson, 2004). Rassmd Rallis (2003) claim that
analysis starts right after a research begins, whicludes the formation of
knowledge background and is named “conceptualisastage.” Still, some
academics believe that data collection should lecwed sometime at the initial
stage of fieldwork, during which a list of genecaldes can be generated and then to

be applied to the entirety (Daymon and HollowayXR@td Veal, 2011).

Jordan and Gibson (2004) comment that constant ansgm of the data must start
during the early stage of data collection in ordework all the way through towards
theoretical saturation. Nevertheless, the routdath analysis is the course of how
a researcher interprets the study data. Theoligfittee study adopts Rossman and
Rallis’ (2003) advocacy since a conceptual modakegated from literature review is
brought to the fieldwork and then facilitates thhegress of data analysis. However,

practically, data management and data analysishis $ection refers to how
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information gathered in the fieldworks, in both decgroups and interviews, is

treated as data and the ways the data is analyskith@n interpreted.

Data management begins with transcribing convenssitin interviews, which audio
recorded within compact digital files, into bulkgxt. This study employs thematic
analysis technique to analyse the data. As ituggested by Boyatzis (1998),
“thematic analysis enables scholars to use a wadiety of types of information in a
systematic manner that increases their accurasgemsitivity in understanding and
interpreting observations about people, eventsasdns, and organisations” (p.5).
Continually, these codes are classified into caiegand even subcategories based
on the concepts they represent. Ultimately, cotuedisation takes place to link
and integrate those categories and subcategortbstimeline in order to explain a
phenomenon which originally expressed with spokergliage (Saunders et al., 2009,
Berg, 2004, Tesch, 1990, Strauss and Corbin, 1998)e figure 4.10 listed below

(next page) illustrates the process of the datlysiseapplied in the study.

With the requirement of interpretation approacte #udio records of both focus
groups and interviews in this study were firstignscribed to be presented with text
or words. They were treated as raw data. Addalignreflexive writings, such as

fieldwork note and research diary, were also rata €@ further purpose of analysis.
Reflexive writing is quite essential data durin@ tthata analysis in the context of

social science research, which helps to build eprirstworthiness of the research
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Figure 4.10: The Process of Data Analysis
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Adopted from: Saunders et al., 2009, Berg, 2004¢ie1990, Charmaz, 2007,
Rossman and Rallis, 2003, Jordan and Gibson, 20@bDaymon and Holloway,
2011

(Jordan and Gibson, 2004). Rossman and Rallis 3j2G0so suggest that
researchers must deconstruct speech contexts,asugastures, tones, exchanges of
terms, or repetitions, in order to truly realiseaivit means. The researcher took it
into account and fully transcribd them into textcluding pauses, laughter, or
stressed words. Fieldwork notes were written rafter an interview, in which the

researcher noted down the respondents’ body lamgaiag) facial expression changes.
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It also served as the general written records af eell the interviews flowed.
Meanwhile, a research diary kept track of how #mearcher personally reflected on
the research questions, the research setting, lndubjects, which is a learning

curve. All of those are data for this study.

As soon as such the raw data is produced withdrgots in text, it soon gets into the
status of “being analysed.” Firstly, it is necegs® build up a bank of codes for
the purpose of data analysis (Miles and Huberm@@4)l Coding is thought to
be the initial step in which most qualitative detanalysed; besides, coding can be
initially done by summarising a long sentence vétishort phase (Berg, 2004 and
Daymon and Holloway, 2011). Miles and Huberman9@)9even simplify and
stated that “coding is analysis” (P. 56). Codessort-formed tags or labels which
are shown in the terms of words, phrases, or seeseto represent or summarise a
longer and wordy piece of text (Miles and Huberm&f94 and Berg, 2004).
Daymon and Holloway (2011) suggest that codingtstarth comparing data with
the set of original codes to see if new data fitfiit does, data is then labelled with
the same codes. Saunders et al. (2009), simidefine that the purpose of coding
is to classifying the data based on the meaningsnveys. By means of coding, a
great deal of data then can be reduced and santedto proper categories (Sommer

and Sommer, 2002 and Daymon and Holloway, 2011).

Open coding can be applied into various ways. lbpdine coding is the manner
selected by the study. Line-by-line coding is &g each line of transcripts with
codes (Charmaz, 2007). During the process of ogetwding, similar or identical

events are given the same codes. The more datated out, the more concepts
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can then be grouped together; gradually, similancepts are grouped to be
categories (Strauss and Corbin, 1998 and DaymorHatidway, 2011). In other
words, categories are concepts and those conagpesent phenomena (Strauss and

Corbin, 1998).

When more and more data is analysed, the researchay come across some
concepts actually refer to the established categphowever, they are shown with
“broader” or “more abstract” in meanings (Strausg €orbin, 1998). In such cases,

those concepts are classified to be sub-categories.

Sub-categories, generally speaking, occur during #tage of axial coding;
sub-categories usually provide information withasefto when, where, how or even
why an event or a phenomenon takes place (Straas€arbin, 1998). The term of
“axial” refers to linking categories and sub-categ® in order to meaningfully

represent a single activity (Strauss and Corbif81&hd Charmaz, 2007).

Consequently, selective coding helps to link ategaries together and sort out the
central categories. The central categories aredhbmes of the research (Strauss
and Corbin, 1998). With integration taking platiee storyline is getting clearer

(Strauss and Corbin, 1998).

Apart from dealing with data during the data analygocess, Rossman and Rallis
(2003) suggest that researchers have to frequeefty the analysed data to the
literature review. However, they also remind thsearchers to be open-minded to

new insights. As data analysis progresses, thearelsers are able to locate the
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linkages amongst categories and themes, which gligddormulate patterns

(Daymon and Holloway, 2011). As the patterns ammatible through all data, the
researchers then can relate the findings and egisterature together and then to
ascribe meaning to the data, which is also nameth@sinterpretation (Daymon and

Holloway, 2011).

Interpretation is the most vital stage of data ysia] from which the researchers
explain what the data means to the readers (Dayamzh Holloway, 2011 and
Rossman and Rallis, 2003). Patton (2002) defimdsrpretation as “attaching
significance to what was found, making sense aflifigs, offering explanations,
drawing conclusions, extrapolating lessons, makiimjerences, considering
meanings and otherwise imposing order” (P. 480)terpretation allows the
researchers to tell a story describing the stugleghomenon. In order to build up
the story, the researchers have to deal with fatits’ understanding, commonsense
understanding, and theoretical understanding (Rassamd Rallis, 2003). Firstly,
the researchers “give voice” to each respondentdé&ioand Gibson, 2005). The
narratives, referring to accounts of experiencethegad from fieldwork, are
constructed by means of analytical procedures taa bsructure applying to all
different cases (Saunders et. al., 2009). Theiché/-detailed story which conveys
meanings of the studied phenomenon is integratedsgnthesised on the bases of

thematic analyses (Rossman and Rallis, 2003).

Practical execution of data analysis

It then can be said that data analysis is the pe@seof conceptualising a story
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presented by a framework which represents coursactbns a study aims at
examining, comprehending, or explaining. The folltg paragraphs illustrate step
by step how the data of focus group and intervi@mdcription as well as reflexive

writings are analysed and interpreted.

Coding process of focus group transcripts

The study started its open coding process wheeat gnessy raw data was produced
with transcripts in text. Firstly, long sentencegaragraphs were deconstructed to
be phrases or simplified sentences. The reseaaclogted the manual coding route;
thus, the transcripts of each interview are printed in hard copies and the
researcher “summarising segments of data” on thegimgMiles and Huberman,
1994). The table 4.9 below is the illustrationhofwv the researcher does the very

initial step of line-by-line data analysis by cagilonger messages into brief text.

Table 4.9: Summarising Long Paragraphs in ShomnBor

Lines Codes Content Margin Note
440 | Conductor| So, let’s build upon this question. What do participants think
Since you mentioned about of experiencing “cultures”

experiencing different culture, when | during holidays?
you travel overseas, do you try to find
or avoid British people in the
destinations?

A3 | will certainly avoid going into an Avoid British in popular
English pub in Canary Island. destinations
445 A2 Try to (avoid) ...tourists’ trap, really Nepat attitude towards

experiencing ‘British’
culture during holidays

A8 Yes (avoid)

A7 | think if you have no problem on Language it
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languages. It's fun to go where locals
are. For example, when | travelled in Seek for local experiences
460 south America, | can go around and
speak to people around me and it's | Speak Spanish fluently
great. (Note: A7 had been teaching jn
South American country and according
to him, his Spanish is very fluent.)

A9 We had a superb experience in (not | Local friends showed them
clear) and because we had a friend theaieound,;

and because of her with the language,
465 we’d be able to in part of the wedding
and we were taken to the place the
relatives stay and we wondered arounddmazing experiences due {o
the towns and villages; it was an local friend
amazing experience but we wouldn't
have had it where it not for her.  She| Attitude: no local friend =
was the key to these. no such experiences

A2 Yes, | am thinking of the holidays Attitude: local friends = not
where we go and we have someone weutsiders = not tourists
470 know staying there and we were not
like tourists living there and some Purposefully arrange
holidays | know that you can actually | holiday to stay with locals

stay with locals ...

Table 4.9 above is the initial open coding appliadone of the focus group
transcripts. The same process was then implementiedhe other three transcripts.
Soon, similar concepts could then be sorted and sherter forms of “codes” were
generated. For example, “interaction with localater replaced all summary
referring to a variety of local contacts and intéias the respondents mentioned
across the four focus groups. During this stagmstant comparison of the
transcripts and repetition of reading the samefseanscripts allowed the researcher

to summarise the text with codes in definition géstesicy.
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Moreover, an unexpected insight with regard toraBons with locals occurred for
the first time. Also, the text showed that respond hold such an attitude that
interacting with locals or being guided by localade them feel less touristic. This
piece of information caught the researcher’s eyesveas put into memo, which was
written as footnote on the manually-coded transct@remind the researcher to see
whether similar information would also appear ire thther three focus group

transcripts.

As soon as a bank of codes was created, the tipissof all four focus groups were
once again coded to ensure the consistency of godilm other words, a more
mechanical way of coding is put into practice eWleough the researcher did the
coding manually. Meanwhile, Rossman and RallisO80suggest that creativity
facilitates the processes of coding; metaphorsg@sadrawing pictures or drawing
concept maps are some of the suggestions they ofiery roughly, the dimensions,
the term used in this study instead of “codes,”en@tegorised into clusters based on
what they reflect to in the text. Figure 4.11 beltiustrates what the researcher

was doing in this stage of coding.

The figure 4.11 above also indicates that a codikédy to be categorised into
several clusters (Miles and Huberman, 1994 and bayend Holloway, 2011).

For example, “interaction with locals” and “relaet” were coded when the text
refers to activities respondents do during holidaysvell as text referred to activities

triggering feedback emaotionally.
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Figure 4.11: “Clustering” Dimensions
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Furthermore, it took repeated readings of the tnapis to sort out those dimensions
to form categories. From then on, the coding ptace stepped into the phase of
axial coding, during which dimensions were categgui on the bases of “when,
where, what, who and how” to present a course tigc(Strauss and Carbin, 1998
and Charmaz, 2007). The figure 4.12 below illusgathe mental drawing on
categorising dimensions based on where they appéiae text to formulate a course

of an activity.

Soon, the researcher found that drawing was ndicsurit to present a clear picture
of what the data indicated. Therefore, the talllenain ideas was employed to
illustrate the coding procedures in a more clear straightforward way. The table
4.10 below is an example of how dimensions wergedaout with linked categories
and sub-categories to present an activity. Oneéathemes were created to cover

all linked categories.
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Figure 4.12: Categorising Dimensions
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Table 4.10: Sorting Out Dimensions based on 4W1H

Theme Category Sub-category Dimensions
(Low / no) Perceived as No differences Relaxation/relaxing,
attachment holiday between visit once | enjoyment, fun,

destination or frequent revisit | attribute-based feelings
(Mild) Between Intend to revisit or | Friendly; interactions
attachment feelings with locals, make new
Reuvisited already | friends, sympathy,
amazing, variety to
see/to experience/to
explore, atmosphere,
(Strong) Perceived as Frequent revisit Relatives living there;
attachment home attribute-oriented

Prior experiences
(long-term)

(climate), friendly
people,

been staying there for 8
longer term,

Therefore, theme appeared.

“Theme depicts an agpethe structure of lived

experience” (Rossman and Rallis, 2003, P. 284).e fhieme of the above coding

process referred to participants’ attachment tadagl destinations.

Based on the

strength of how the attachment reacted and was asig#d, degrees were given with
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brackets to distinguish the differentiations. @atges refer to what participants
perceived the destination meant to them whereasatdgories indicate participants’
intention and actuality of revisits. Later, thebl&a lead to formation of

interpretation. The interpretation, which was bupon the theoretical knowledge,

the data, and the background of the researchergméke this:

“Generally, participants tend to develop strongdétaghment to the destinations
where they frequently or regularly return or haveop residence experience.
However, how participants perceive the destinatoay crucially impacts the

enhancement of attachment. That is to say, ifippants merely perceive the
destination as a place for relaxation or enjoymehg number of revisits does
not enhance their emotional bonding too much. dyrhe because there is a
lack of association linking the participants ance tdestination tightly. The
association is likely to be network.” (the reseaech interpretation of the data)

The interpretation above also contains a presumpkiat network is likely to be the
reason why participants are able to develop strmoraffection toward holiday
destinations. As it is previously stated that ®gmoups serve as a tool to gather
fundamental understanding of both behavioural kyyahd attitudinal loyalty in the
context of holiday destinations, this helped theeekcher to narrow down the
research questions with more specific focus befime second stage of data
collection took place. The interpretation aboveoakxplaine why one of the
research questions was generated to be, “Whaharaspects tourists think they are

connected to the destination apart from satisfadind trust triggered by attributes?”

A very similar route of data analysis was appliednterview transcripts; however,

there were more complex steps involved in the enprocess. The following
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paragraphs are procedures the researcher took dtysandata gathered from

interviews.

Coding process of interview data

As it is suggested by Jordan and Gibson (2004)moayand Holloway (2011) and
Miles and Huberman (1994) that analysis of qualiéatiata initiates in parallel to
data collection in order to modify data collect&tnategies, to promote the quality of
gathered data and to orientate theoretical saturathe researcher begins to do the
early data analysis after completing the first finerviews. During that stage, one
of the questions listed on the interview schedulas wdeleted since all five
participants claimed that their decisions on hglidastinations were never impacted
by promotions. Also, listening to audio data aedding the transcripts assisted the
researcher to adjust her interview skills to thevewsational style of interviewing

rather than question-and-answer style of interiogat

Once again, the researcher adopted a manual cpditgss. It was chosen with
consideration for personal familiarity and confiderand practical reality. Firstly,
the researcher is familiar with and feels more clanft of doing data analysis
manually. Besides, reading the transcripts repéatand getting the researcher
herself immersed in the data are inevitable tasksnatter whether manual coding
process or computer-assisted analysis processoteati (Daymon and Holloway,
2011). Similar to the route taken in the data ysial process of focus groups,
transcripts were deconstructed from long senteacesragraph into short segments.

The table 4.11 illustrates how the researcher octeduthe early analysis by
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summarising long text.

The paragraphs is whatspardent said to answer to the

interview question, where/which destination theyrfd themselves attached to or

feel special to.

Table 4.11: Summarising Interview Transcripts

E14(H)

The one for me, | think it will b
Bermuda because the association
a celebration of we been goir
through hard time on business. T
American came to help us (E14,
i's around the period when we Vis
New York; all those trips to the US
in some way associated wi
business.) It was really a very stress
time for us. It was a holiday when
knew that finally for the family we
could go for a holidays together a
enjoy something different all togeth

and also it was a trip that | could fe

that everything was secure, | meaulifficulty, family togetherness
financially. And particularly at that
time we even considered to sell thidowever, not else where b

house and of course at the end
didnt have to; so there are ma
reasons particular
associate that holiday to Bermuda.

for me to

eFeel connected with
vdsstination where they on
ngisited once (why?)

he

NTiming — life  experience
sicritical moment in life

A

th

ful

I

» Bermuda (the destination)
ndpecial to the interviewe
eowing timing

eAssociation:  personal if
vBermuda — “special” perceive

ny
y

y

is
e

D

|

The transcripts were analyskdrizontally, which the researcher personally referred

to coding the text answering the same questiongsadnterviews.

Flick (2007)

defines that coding and categorising are “to sefochelevant parts of the data and

to analyse them by comparing them with other dawe maming and classifying

them” (P. 101). By doing so, the researcher obththe variety of possible answers

to the same research questions.
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unless each transcript is analysedtically, which the researcher personally referred
to coding each transcript through and through. stlir the study aimed at
understanding the dynamic interactions betweent vesalisation and emotional
bonding, which is to say that destination loyalsy d status of “being.” It is
necessary to analyse the data individually to sedliow endearment towards holiday
destinations forms and develops over time. Segprdich case was seen as a life
experience; coding the transcripts vertically akkomthe researcher to generate the
patterns of how destination loyalty may have fornsedl developed over time.
Surely, patterns in the data were incorporated e#oér, which is also the constant
comparison techniques Jordan and Gibson (2004)estiggA table of main ideas
was produced along with coding progress. Tabl@ Below is the part of the table

of main ideas generated from first eight transergdgtthe interviews.

Table 4.12: Table of Main Ideas from First 8 Intews (partial)

Theme Category Sub-category Dimensions

Involvement Communication Interactions with locals| Small talks or chatting

with just-met locals

network Friendship; regular

contact

relatives

Neighbour interactions

cooperation Church connection Funding for Croatia
(E18)
\olunteer work
Hospitality Mutual home-stay and | With Croatia (E18) to
scheme visit other interviewee in othe

destination

Observations

To experience

Knowledge confirmed
see what they have read

Stereotype amendment;

real experience to form
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self perspective

How things are done
differently

To smell Distinguishing fragrance
(flowers and spices)

Future plans Next visit With certainty

In long distant
future/maybe

Lengthen holiday stay

Shorten intermission
between revisits

Personal conditions Health consideration

Age consideration

Financial concerns

Big move Buying property

Immigration (might/ still
uncertain)

At this stage, the researcher was still searchiegpatterns, or namely the structure,
of what the data was saying. Therefore, some @fctides referred to solo case,
such as church connection and hospitality schentd beferred to a specific

participant’s story, were then incorporated.

It must be emphasised here that fieldwork notesivhiere written sometime before
or after the interview helped the researcher geterlto the data and the solo case.
The fieldwork notes are something written basedtlon researcher’s observation
during the interviews and based on small convemsataking place before the
interview, which generally helps the researchekrtow more about the respondents
(Jennings, 2005 and Daymon and Holloway, 2011).eldwiork notes are “the

written record of your perceptions in the field"dgéman and Rallis, 2003, P. 195).
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Therefore, the fieldwork notes reminded the redearof the practical situation of
the interviews. Also, the notes helped the resemmrd¢o comprehend in what
circumstances the respondents made such a dedaisibsiich an action, or felt such

way they indicated in the interview content.

The box 4.1 below is a partial passages the rdsefaverote right after an interview,
which not only recorded difficulty the researchace@untered right at the beginning
of the interview but also captured how the soaitractions changed the direction
of the interview. In that case, the intervieweesisted on sharing one
just-completed cruise trip rather than broadenasetling experiences, which the
study and the researcher aimed at targeting. TBmsidn between both the
researcher and the interviewee did not lead treir@w to go anywhere for the first
five minutes of the interview until the researchecovered her self-awareness and
relaxed herself and gave the interviewee her ownic&” Gradually, the
respondent revealed her perceptions of visiting esanere new and somewhere
familiar and the interview got back to the reseatdme naturally without pushing

or enforcement.

Fieldwork notes also stimulate the researcher &pkihinking and pounding the

process of labelling (Daymon and Hollowya, 2011Besides, it helps a course of

activity be fully understood and interpreted (Roasmand Rallis, 2003).
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Box 4.1: Part of Fieldwork Note Written after andrview

it's better to let her talk about it first. IlAf a sudden, | let her go all the
way she wanted to tell me about the cruise. | goinp and fro on the
interview schedule to ask her feelings towards phigicular cruise experience
There must be a reason why she wanted so muclktalteut the cruise
experience. And then | switched back to ask heutaler other experiences o
holidays and | found she does enjoy going backdésaime village in Spain
annually and she has great reasons for that halait t However, she talks
about cruise is because she feels different teethes types of holidays. She
perceived more like going back to a place like hdbeeause her son worked
there) in Spain and perceived ‘truly for holidaydien she went cruise.
Besides she felt excitement and experienced sorgdttally new during the
cruise. Staying in the small village in Spain wiamily makes her feel more likg
‘enjoy life’ rather than ‘enjoy scenery or tourisatiractions.” That makes
differences, which may be one of the explanatidnsshe was so eager to
share with me her cruise trip even though she lavesexpects to get back to
the village in Spain for repeated visit

With constant comparison and further incorporatiomther information was put in
as well as adjustments are made. However, whetlegsx was an adjustment, the
researcher had to re-code the mission-accomplisheadcripts all over again. It is
truly both an energy and time-consuming procesgielver, it is necessary to ensure
that data is analysed in consistency (Daymon artbay, 2011). The table 4.13
below is part of the finalised table of main idé@sed on all interview transcripts,

which is the completed version reflecting tabledéshown above.

Table 4.13: Finalised Version of Table of Main Idépartial)

Theme Category Sub-category Dimensions
Involvement Communication Interactions with | Small talk or chatting
locals with just-met locals
network Friendship; regular
contact
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relatives

Neighbour interaction

U7

cooperation

Church connection

Cooperation
between/amongst
churches

\olunteer work

Mutual visit and
cultural exchange
(including
performance)

Hospitality scheme

home-stay and visit ~ Mutual hestasy and

visit

Host-family visit and
stay

Observations

To experience

Knowledge confirm

read)

(to see what they have
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Stereotype
amendment; real
experience to form se
perspective

How things are done

differently
To smell Distinguishing
fragrance (flowers anc
spices)
Future plans Next visit With certainty

In long distant
future/maybe

Lengthen holiday stay

Shorten intermission
between revisits

Personal conditions

Health consideration

Age consideration

Financial concerns

Big move

Buying property
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Immigration (might/
still uncertain)

Impacts on next Inheritance: children
generation learnt from their
parents who love
travelling and believe
that travelling broader
their mind; even many
of them chose to work
or do volunteering job
overseas. (or gap yeay)

Encouragement:
Parents themselves
enjoy travelling and
encourage their
children to see the
world themselves.

There were new dimensions added in the sub-categaryurch connection because
more respondents mentioned their involvement widstidation through church
events. Meanwhile, hospitality scheme refers tonik-based” accommodation
experiences; they could be mutual visits plannedpgaefully between two
organisations and host-family visit and stay areghgy a special tourism institution.
However, “bed-and-breakfast” or “family-style” acnmodation did not belong to
this category since they were service-oriented axghs rather than activities for the

purposes of culture exchange and social interaction

Further, new dimensions and sub-categories weredaold Encouragement refers

to respondents’ comments made in the interviewsgcatithg that they encouraged

their children to see the whole world with theirroeyes whereas inheritance refers
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to respondents’ children enjoying travelling or obimg to work overseas owing to
their “teaching by example.” That is to say, resents’ children enjoy travelling
but the differences lie on whether they are mogigdly parents’ action examples or
encouraged by parents’ verbal comments to adoptifeitime habit and experience.
These were then categorised into “future plans’cesinhey were all further
behavioural and attitudinal impacts from holiday©nce again, they were classified
into the theme of “involvement” since they are thbu to be extra efforts

respondents paid to their “holiday consumption.”

During the process of selective coding, the reabiegh of categories takes place
(Boeije, 2010). Identifying the connections betwethe categories allows the
researcher to interpret what is happening in thlel @nd to ponder on the answers to
the research questions and drawing conclusionsijBo2010 and Strauss and
Corbin, 1990). Themes, categories, sub-categaiesdimensions were integrated;
events were linked based on its sequential orddrignstudy. Transcripts analysed
vertically facilitated the progress of developirg tstoryline. Then, a conceptual

framework was drawn serving as the findings of stigly.

4.7 Research Limitation

Qualitative research has been criticised for ilisidity, validity, and generalisability
(Bryman and Bell, 2003, Saunders et. al., 2009Maosander and Valtonen, 2006).
As previously discussed in the section of qualiatresearch, authenticity and
trustworthiness are elements supporting the qualfitgualitative research; besides,

credibility, transferability, dependability and dwmability are manners to enhance
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the trustworthiness of qualitative research (Dayrand Holloway, 2002 and 2011,
Veal, 2011, and Decrop, 2004). The measures fosumg authenticity and
trustworthiness will not be repeated; rather, théxtion aims at discussing the
research limitation which is potentially caused ioigir practical methodological
execution. Sampling technique and practical dtuwatrestrict population and
recruitment of participants. Researcher effect daotp how data is collected.

Meanwhile, reflexivity characterises the research.

As stated, convenience sampling technique with geivie sampling concept was
employed in this study. Research budget was otigeafeasons that population can
only be focused in the area of Glasgow city anaitskirts in both focus group and
interview recruitment. Apart from that, the resdwmr did encounter recruitment
rejection during recruitment of interviewees befassistance was offered from the
key person. Owing to the background of the keys@er who works for charity
organisation founded by churches, the first sevatatviewees were characterised to
be religious and very willing and enthusiastic toniibute to the study. The
religiousness revealed in the conversational cdardeltected in the study. In other
words, the religion belief also impacts their halidexperiences. However, it must
be emphasised that they were all qualified for mberuitment requirement. The
point here is the sampling technique brought disitreness of the collected data. It
should not be seen as restriction; rather, as petisps particularly shared by
religious participants. It just demonstrates teality of the social world; people’s
way of thinking reflects their life experience. dB#es, the snowballing sampling
technique, which was later employed, balances ufp. is not asserted that

participants recruited from the snowballing teclueicare not religious. What the
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researcher means is the content of conversatiatelviews was less coloured with
religious practices. It may be better interprdteat when people are devoted to an
activity, they go into that activity a lot and alsalk of it a lot. For example,
someone who enjoys bird-watching may come acrasstdipic during a research
interview because he may purposefully go for bimtehing on holidays, too.
Qualitative research gives participants the stagkthe voice. If that is what the

participants think, that is what is to be calledtal”

Researcher effect refers to informants adjustingrtheactions to the researcher
based on how they perceive her and her ways ofgdthe focus groups and
interviews (Daymon and Holloway, 2011). The reskar is not a native English
speaker, from an exotic cultural background, ante$s experienced on research.
Therefore, respondents might perceive her vereudfitly from the way they were
interviewed by a native British experienced researc Firstly, language is a hurdle
to be overcome. The researcher must make hersgdfrstood and at the same time
comprehend what is said. Cultural background ade in both sides, which may
lead to different logical thinking and ways of dgirthings. Compromise and
adjustment were made from both sides too. Thewdirb possible impacts and
limitation to the outcome of the research. HowegeWee researcher had been very
lucky that the informants in focus groups and witaws were friendly, thoughtful

and patient. They supported the researcher taesafidly collect the data.

Research is learning (Jennings, 2005). More dpellyf, research is a journey of

reflexivity (Thomas, 2004 and Rossman and Ralld)3). The researcher learns

from the process of doing the research. The esidla study did not just provide
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answers to research objectives and questions. a#f the fieldwork experience
taught the researcher what she wanted to know esupbt the researcher food for
thought. Reflexivity impacts the research throughthe process, including the
selection of research topic, the choice of researethods, data collection, and the
production of research (Denscombe, 2005, Goodsah Rimllimore, 2004 and
Rossman and Rallis, 2003). However, it also reguithe researcher to be
self-critical. ~ Reflective stance should be takemoi account; nevertheless,
self-awareness and being self-critical must béatsame time employed all the way
through the research process (Daymon and Hollo2@yl). The long time- and
labour-consuming journey of research did wear ddken researcher’s enthusiasm
when, particularly, intellectual and methodologid#ficulties stroke. Reflexivity
might be the key to regaining confidence and coeitagesume the research journey.
Qualitative researcher opens up the dominationosftigism on social science and
tourism market research (Jennings, 2005, Thom#&gl 26d Goodson and Phillimore,
2004). Qualitative research is criticised for ghortage on generalisability
(Saunders et. al., 2009). However, qualitativeaesh allows researchers to seek
new insights and explanations from more phenom@nddy and contextually
suited paradigms (Jennings, 2005). Weeden (20@&4es her research experience
and comments that focus groups are excellent firegag rich and valuable data
and sometimes revealing issues which are not pusljicconsidered or noticed by
the researcher. In this study, focus groups davigde actuality of tourists’ holiday
destination revisit patterns and insights fromrtlagiachment to holiday destinations.
It helped the researcher to narrow down the rebdlaaus and go further to seek the
explanation for what enhance tourists’ endearmerhé places and to what extent

they may be attached to the destinations. Jenf2@f35) also advocates from her
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interview experience that qualitative researchvedlanultivocality of participants to
naturally present the complex and ever-changingbaorld and lives of its players.
She further elaborates that qualitative researghsisa different way to understand
the world which is viewed dominantly from the pe¥sfives of positivism and
quantitative methodology and methods. As it is|@&xed previously in the
chapters of literature review, quantitative reskasanostly employed on the topic of
destination branding and loyalty, in which a surweiyh controllable attributes is
adopted to gather tourists’ opinion. That is tg, saspondents’ answers are limited
within presumed choices. The study employing databe research design,
however, invited informants to speak of their attvisit pattern and emotional
bonding towards visited destinations, which prodiceew considerations and more
knowledge to generate destination branding and etiak It is true that practical
execution of methodological process caused linoitati However, the limitation, if
seen from another perspective, is just a diffevesy to view the existing reality of

researched social world.

4.8 Chapter conclusion

The chapter focuses on presenting the researclieesretical knowledge on
methodology as well as practical execution in tieédfvork. The description of
methodological knowledge and the report of whaithappens in the fieldwork are
presented in parallel. The chapter starts with ¢tbenprehension of research
philosophy and paradigm. This study employs théjesive approach and
interpretive paradigm and aims at understandingidtsti perception of destination

loyalty by means of qualitative research designhe Tvays of pursuing research
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guality in the form of qualitative research areraduced and discussed. How the
study enhances its credibility, transferabilitypdedability and confirmability are
also presented. Meanwhile, theories of data manegeand analysis and the real
practices in this study are presented. This sadbpts manual line-by-line coding
process to analyse the data. The thematic anagdisique is employed to analyse
the data and generate the conceptual frameworkngeas the findings of the study.
Limitations caused by sampling techniqgue and rebeareffect are also discussed.
At the same time, the qualitative research providadtivocality to view the
researched social world dominated by positivisna idifferent way, which is also

emphasised.
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Findings of Focus Groups
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Chapter 5

Findings of Focus Groups

5.0 Introduction

Focus groups are designed to fulfil three objestiveFirstly, they aim at realising
loyalty in the context of holiday destinations diifg from the tourists’ point of view,
which allows the researcher to hear how touristéindedestination loyalty
themselves rather than what is defined. The tteeaindicates that research on
destination loyalty mainly employs research desigreviously designed for loyalty
in other industries, which may or may not refldot treality of destination loyalty.
As stated in the literature review, attribute-basedveys suggest that destination
characteristics motivate tourists’ revisit intemtio Therefore, destination features
are the only revisit motivation taken into accouhg results can only explain which
characteristic captures the tourists better thaoth&m and tend to ignore other
possible revisit motivations. Besides, revisitemton is rarely actuality. It is
necessary to find out what motivates actual revisMleanwhile, brand loyalty refers
to both behavioural and attitudinal loyalty to teelo brand whereas a holiday
destination is a complex brand as explained inlitleeature review. Again, the
literature only discusses tourists’ revisit pattéona single destination and leaves
unknown what is tourists’ behavioural loyalty inakepractice. Furthermore,
preference and word-of-mouth are used as attitidowalty indicators. Again,
they are items used in other industries and assumdi true in the context of
destination loyalty. Thus, a study on destinatioyalty must start from scratch;

focus groups invite tourists to talk about theiegentations and perspectives on both
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behavioural and attitudinal loyalty.

The second objective of the focus groups is tonatloe research to better understand
the research setting. The researcher comes fraliffesent cultural background.
She can obtain fundamental knowledge from governstatistics; at the same time,
focus groups are another resource for her to lewre about and get more familiar
with the research setting. Therefore, what shengeiom the focus groups enables

her to better comprehend and interpret data |latézated during the second stage.

Thirdly, the results of focus groups assist theaesher in modifying and narrowing
down the research design to have a better focuscus~groups are recruited and
classified to be students, employed professioraid, retired elderly. Even though
opinions of these three categories are not comparetl contrasted to serve as
findings, they do serve as reference to targetprgger” groups of people to study
further. Besides, the findings of focus groupsl wibke the knowledge gap clear

for the researcher.

Thus, this chapter will firstly introduce the chetexistics of focus group participants.
Then, it moves forward to reply to the three resleaims presented above step by
step. A framework concluded from the fieldworkaléd presented and explained,
which is followed by what the researcher learnanfrthe focus groups. Last,

research modification will be introduced to bridge the more focused research

guestions of the study, which require second stdgata collection.
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5.1 Profile of Participants

Four focus groups classified by age range and cuagcupation status are recruited.
Amongst these four groups, one group is undergtadstadents, two of them are
currently employed professionals, and the last @nehe retired elderly. The
characteristics of all the participants are allhhygeducated and they have the habit
of taking overseas holidays with high frequencyacHeholiday trip is defined to be
over a week-long duration in this study. The failog tables present the

characteristics in a clearer way with further erpl#on following.

The table 5.1 is the ratio of both genders of pgudints in each focus group and its

implementation timetable.

* Table 5.1 Focus Groups (Time and Gender Ratiadidfpants)

Groups Time Female Male

Retired December, 2008 5 5
Professions 1 March, 2009 4 4
Professions 2 March, 2009 5 2

Students March, 2009 5 6

There are 36 participants in total contributinghe first stage of data collection; 19
female and 17 male. There is a time gap betwemmsfgroups owing to failures in
the recruitment of focus groups for currently enypl professionals and students.
The attendance rate was too low. This experiesceecorded and stated in
methodology chapter. Eventually, focus groups artecessfully held after
modifying the recruitment technique and sorting dume conflicts amongst

participants. This is also explained previouslyhia chapter of methodology.
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Each participant is coded with a letter and a numb&herefore, letter A to D refer
to the four focus groups of retired, professionblgprofessionals 2, and students
whereas numbers 1 up to 11 refer to every singticp@ant in each individual focus
group. The following table 5.2, 5.3, 5.4, and Sh®w the basic demographic facts

of all participants in the four focus groups.

In the columns, there are several abbreviatioresdlare explained as the following
presents. In the gender column, “F” refers to fienvehereas “M” refers to male.
In the column of family composition, “S” refers $pouse and “C” refers to child or
children who still currently live with them. Chieh who stay with them are still
taken into account because they potentially imgmasticipants’ holiday decision.
Partner, the term, is used in the column of fantimposition too; it refers to
unmarried life partners who live with the partiagpg In the column of education
level, diploma refers to professional degrees otifates. “College” means that
participants have attended college but not evelgtimbarded a degree. “BA”
refers to bachelor's degrees whereas “Post-graders to post-graduate degrees.
Moreover, in the column of holiday frequency, omoeans that participants take
overseas holidays once every year on average wiiite refers to twice every year
and “3~" means 3 or more times every year on aeeradlso, in the travel partner
column, partner means that participants usuallyetravith their spouse or partner.
Family refers to all kinds of lineal relatives, buas grown-up children, their spouses
and grand children. “Self” means that participatéad to travel individually
whereas “various” refers that participants travéhvdifferent people each holiday.
Participants are required to tick whom their trapalrtners are based on their

holiday-taking experiences. This information ishgaed because it is assumed that
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travel partners impact participants’ destinatiolestgon.

* Table 5.2: Demographic facts of participants i tétired group

* Table 5.3: Demographic facts of participants ia pinofession 1 group

Codes | Gender| Age Family Education | Holiday | Travel
Composition| Level Frequency| Partner
Bl M 25 alone Post-grad.once Self
B2 F 28 partner Post-grad.twice partner
B3 F 29 alone Post-grad.twice partner
B4 F 47 alone Post-grad.once friends
B5 F 29 partner BA. 3~ partne
B6 M 39 partner Pot-grad.| twice partn
B7 M 33 S+1C college once famil
B8 M a7 S+2C Post-grad.3~ various

* Table 5.4: Demographic facts of participants i skudents group

Codes | Gender| Age Holiday | Travel
Frequency Partner
C1 M 23 3~ various
C2 F 19 once Family
C3 F 25 3~ Partner

Codes | Gender| Age Family Education | Holiday | Travel
Composition| Level Frequency| Partner
Al F 63 S+1C diploma once partnier
A2 M 62 S+1C Post-grad.once partner
A3 M 71 S Post-grad| 3~ various
A4 M 63 S+2C Post-grad. 3~ partner
A5 M 60 S Post-grad| 3~ partner
A6 F 60 S BA twice partnef
A7 M 71 S Post-grad| 3~ various
A8 F 61 S +1C college 3~ family
A9 F 56 S Post-grad| 3~ partner
Al10 F 61 S college 3~ partner

18
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(table 5.4 continues)

Codes | Gender| Age Holiday | Travel
Frequency Partner

C4 F 22 twice various
C5 M 24 twice Partner
C6 M 19 once friends
C7 M 20 3~ various
C8 F 29 once various
C9 M 20 once Friends
C10 M 20 3~ friends
Cl1 F 26 once self

* Table 5.5: Demographic facts of participants ia pinofession 2 group

Codes | Gender| Age Family Education | Holiday | Travel
Composition| Level Frequency| Partner
D1 F 27 alone Post-grad.once friends
D2 F 28 alone Post-gradq.3~ various
D3 F 40 alone Post-grad.3~ various
D4 F 41 alone BA. twice various
D5 M 33 S+3C BA. once family
D6 M 36 alone Post-grad.once partner
D7 F 21 alone college 3~ self

Participants are all full-time students recruitadhe University of Strathclyde in the
focus group coded “C.” With the exception of C3oak is married and living with

spouse, all are single and either stay at residiealt® on campus or share a flat with
friends. This explains why family composition agdlcation level are taken out in

the table 5.4.

High education level and high holiday-taking freqce are characteristics of the

participants across all four focus groups.
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Firstly, the education level of all four focus gpsuparticipants is comparatively high.
If the participants of the student group are exetlydthere are 16 out of 25

participants with post-graduate degrees.

Secondly, all participants in four focus groups faeguent travellers. On average,
each participant takes overseas holidays twiceyeyear. Also, 16 participants out
of 36 state that they have visited overseas destnsafor holidays three times or

more annually in the past five years.

These characteristics must be taken into accountindicates that the findings
situationally and contextually better reflect tatisiwho are similarly characterised to
be the same category of participants rather thdistically represent the entirety of

British or Scottish overseas holiday takers.

5.2 Findings on Behavioural Loyalty

This section and the next one are presented puiplyst fulfil the first research
objective; this is to understand what touristshp®iof view are on destination loyalty
in terms of their definition of behavioural anditatinal loyalty towards holiday
destinations. The figure 5.1 shown below is ttemiework of the focus groups’
findings. It explains that there are multiple mrations contributing to tourists’
actual revisit to the same holiday destinationsehd@iourally, tourists tend to have
random revisit frequency and loyalty to multiplestieations. Besides, financial
concerns are factors driving repeated visit to saene destination for holiday.

Attitudinally, participants have difficulty idenyiing their attachment towards
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holiday destinations. They are very reserved wdsked whether they are willing

to recommend holiday destinations to their friends.

Figure 5.1: Framework of the findings of the fogusups

Behavioural Loyalt: Attitudinal Loyalty
6 revisits
motivations . Iranollom revli_sitI frequency o %iﬁic'l]{lty of
e * loyal to multiple » identifying
to revisit destinations attachment
* be realistic - money talks = reserved attitude on
recommendation

The findings will be presented in detail in theldaling two sections. This section
will present the findings on behavioural loyalty evbas the next section mainly

discusses the findings on attitudinal loyalty.

5.2.1 Motivations to Revisit

As presented previously, the literature mainly @mrates on discussing which
destination features motivate tourists’ intentian revisit. The study aims at
presenting the motivations and purposes which trabke participants return to
holiday destinations. It is concluded in the focgoups that there are six
motivations contributing to tourists’ revisits tieet same holiday destinations. They
are family connection, time-out from routine, po&tprevious experiences, leisure
with business, familiarity in novelty and fortuiteness. The first three motivations
tend to be more expected since they are commonitiomed purposes of travelling
in both literature and most tourist surveys whetbaslatter three motivations offer

another angle to consider.
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Family Connection

Family connection refers to those tourists whogsiethe same destination over and
over again due to family members living in thattgatar destination. They not
only take holidays but also visit their relatives the same trip. In some cases,
participants’ family members live across the glabd for that reason they are able to

visit various countries while visiting their rehatis on holidays.

What is interesting is not the phenomenon that famembers move or migrate to
foreign countries for marriage or careers, paréidy] in the era of the global village
and in a society of emigration. What is highlighte how despite family members
living around the world the participants themselhstdl reside in Scotland. It

means that participants need to travel overseas fdarily reunions. This

phenomenon provides opportunities and motivatioos garticipants to return
frequently to revisit and to holiday. The statemngom A3 and B1 shown below

presents a better picture for the motivation.

“I have been to Australia to visit my sister and hasband and been to visit the
whole Australia. | have been to Malaysia to wsit daughter and Azerbaijan
to visit another daughter and Norway to visit aretidaughter. We visit

Norway during the visit; we havent visit around lelgsia, we might do that in

the next time; did that in Azerbaijan(A3)

Later, in the discussion, A3 talked about why he hat yet toured Malaysia but has

in Azerbaijan and Norway.

“My daughters worked in Azerbaijan and Norway; whea, me and my wife,
visited them, they were on holidays too. They ccosthow us around.
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However, the daughter living in Malaysia has hernovamily there. We
enjoyed more family time together with our granttiien.” (A3)

Similarly, B1 claims that he travels to visit fagnihembers.

“In the past five years, | have been to Americawa fimes to visit family and to
Germany for the same reason. | got family livingooth places so I travel to
meet them.(B1)

Family connection is the only purpose making Bid¢tdbased on the questionnaire
he answered before the focus group. Surely, tiseaereason behind his decision.
He is part-time research student with a full-tinoeupation. Time availability and

financial concern are factors of his concerns. id&ess his family members, parents
and brother, moved to Germany and work in the Wn8tates. When he plans the
annual holidays, visiting relatives becomes theompjirpose and financial concern
enhances his decision. That is to say, visitingiiamembers also indicates free
accommodation, which allows him to spend less. af@mal concern happens to be
one of the major factors impacting participantschmose holidays. This will be

presented in detail in the later paragraphs. Hglé&s statement and his background
story are selected to explain why family connecti®rone of the motivations and

purposes of actual revisits.

Time-out from Routine
Time-out from routine, literally, is motivation fquarticipants who seek a change
from their daily routine life for a period of timas a break from hardworking

occupations. Again, it is motivation in anticigati However, what matters is that
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the intervals between the two journeys shortencatohg that participants now take
holidays more frequently. In this case, particisaend to visit destinations a short

distance from Scotland with easy accessibility.

Statements by B5 and D7 are chosen to supporttbtgzation to revisit. A mini
introduction to B5 is required before her statemgmresented. B5 is now a citizen;
however, she originates from Zimbabwe. She is@ac#&y case of this modern
global village. Her parents still live in Zimbabwihat's why she mentioned that
she “go back home” to visit her family in the follimg citation. At the same time,
her siblings have left Zimbabwe for work and pererdty reside in foreign
countries she went to as this information is res@ahuch later in the focus group

discussion.

The first passage is the transcript of how B5 ihices herself and her situation, in

which the conductor’s and another participant'ilmement is also presented fully.

B5: “In the past five years, | have been to Hollandh&kican, Germany, Belgium,
Spain, Switzerland, Zimbabwe, Sierra (Leone), |t&lystria, Greece, Trinidad
and Tobago, Malawi, and Norway; that's a lot.”

Conductor:“is there any place you visit more than once?”

B5: “Yes...most of them more than once except TrinideTambago, Malawi and
Belgium and for the rest | have been more than dnce

B8: “Are you..ahh, why are you travelling so much?1l @articipants laughed)

B5: “I would like to leave the place | am now livingezy 2 or 3 months and every
year to go back home to visit my family”

B8: “So, where are your families?”

B5: (laughed) “in America, in Zimbabwe, Malawi, in Aua and in Canada.”

B8: “You got family all over the places.”

B5: “Yes. they can offer us, me and my partner, accodation; | stay with my
family, so...”
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B8: “I can understand now.” (all participants laughexain)

Then, later during the discussion, B5 further exy@d why she wants to take a break

from routine every 2 to 3 months.

“I work as a project manager; its demanding andessful. | need to take a
break from work occasionally. However, it's nonhdpholiday like visiting

America or Trinidad and Tabago. No no... | simplytuise Continent, such as
Germany, Spain, Italy, or Switzerland... where | @grto easily within couple
of hours.” (B5)

D7 is another participant who makes a similar stat& claiming that she needs

time-out from routine once in a while.

“Between long-haul holidays, | tend to have manyorshbreaks or
short-distance trips. For example, | have beespain, France, and Norway
for short breaks during 2008. These destinatiomsret new for me but they
are places where | can easily travel. Besidesgrea with D4. You dont
need to plan ahead and it's an easy decision toema&aken you just have
holidays in neighbourhood countries. Howeverakes time to plan far ahead
in advance if you go for a long-haul destination.guess what | need, if | visit
nearby countries, is relaxation(D7)

In the circumstances, destinations to which padicts pay revisits are places
geographically close to Scotland with particulaisy accessibility. In other words,
distance and accessibility make these destinastersd out since their purpose is
mainly to relax, which indicates that participadtsnot want to spend much time or
effort in organising the trips. Potentially, sonese familiar might come to their

mind.
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Previous Positive Experience

Prior positive experience is another expected matitm to revisit which is suggested
by literature. However, this study wants to emp®previous positive experiences
may refer to almost every detail during the triphjch is more than “satisfaction” in
the tourism service or activities mentioned in literature. The focus groups show
that participants define their “prior positive expace” differently; follow-up
guestions are required to invite participants &betate in more detail. Since it can
refer to almost every aspect of the journey, iepttlly indicates that even a small
drawback may ruin the whole image participants haivihe destinations, which, at
the same time, reinforces that the idea that al&glis a complex product or brand

consisting of a variety of services, activitiesfamilities.

The statement shown below is adopted from A4. tliis points out that liking and
preference make the destinations stand out. ®iglunclear what makes A4 prefer
France or Sweden or Spain particularly until thko%-up question probes into it.
Before presenting A4’s passage, please allow theareher to briefly introduce A4’s
background, from which his concepts and values triighclearer. A4 is a retired
elderly man who enjoys painting. The painting chib joined organises annual
trips to visit overseas destinations. During thahual trip, painting is the main
activity. He and his wife both speak French; thathy in the passage he mentions

language barriers which he faces in Thailand butmbrance.

“I have been to France almost every year for hojideecause we just like it so
much and for the same reasons we went to Swedenaglat and also to Spain
and again with a group of people. Usually we g&ain for holiday with a

group of friends. So these are places | drop bzedause it happens that | like
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them.” (A4)

Later, A4 elaborated why he prefers France and ssh@o go back over and over

again during the same focus group discussion.

“I mentioned previously that we frequently go béck-rance; we go to France

because every time we go back generally speakmmgvéather is always good,
the food is beautiful, the scenery is differergt,stinny, it's interesting; there is
always so much to do and see and atmosphere gflélces we go is usually
very friendly and we feel secure and we like tobgok to France for those

reasons. And, for example, we once been to Thhilamd we probably

wouldnt want to go back. We have been there anckreally there is nothing

attracting me apart from the friendship that songypthere but | dont go there

as tourists | dont think. It's very difficult tget there; it's a long journey.

Although the people are friendly but travelling isstricted because the
language is a problem; also with those barriers ymn't enjoy yourself; you

might get into trouble because you are a strangethe streets. So for these
reasons, Thailand wont be the first choice foruret but holidays there we

enjoyed but it doesnt attract us to go bac{®4)

The study aims at finding out reasons why touristsirn apart from destination
features. However, it is true that prior positesgeriences tend to be highly related
to destination characteristics. Prior positiveazignce is one of the motivations to
revisit concluded in the focus groups, which muesfdctually presented as findings.
Meanwhile, the passage also indicates that sensafetfy and language barriers may
possibly counter participants’ willingness to retur True, safety has been proved to
be one of the most significant factors impactingtfvisit intention. However, the
study must emphasise here that the concept oft{Sade “feeling secure” refers to
many tiny situations rather than “away from dangethreat,” which is defined in

the literature. With further a follow-up questioA4 defines what he meant by
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“feeling secure” in France.

“France is one of the places where | visit mosgfrently and regularly. | am
familiar with the environment and even culture...#mellanguage too. Generally,
the atmosphere and the environment relax nj&4)

Leisure with Business

Leisure with business is the motivation suggestetdath professional groups. It
means they have their own holiday time out wheny Hre on business trips overseas.
In other words, after their obligations, particifarieave some extra time for
themselves to visit the destinations. Participasn claim that they choose a

career which involves travel; a point the findinguhd highlight.

The statement below is cited from B8; he works agaphysicist. The statement
both illustrates that family connection has beee ohthe motivations to return to
the same holiday destinations and that he choseercwhich allows him to work

and travel at the same time.

“For the past 5 years | have been to Venezuelaltalg and UK, that's in 2004
and 2005 because | lived in Dubai at that time sing to the UK is also for
holiday and 2006 and 7 | think | have been to Gerynand since then 2008
been to Sweden twice, Venezuela and Brazil fodapli Most of the time | was
working as a teacher in Dubai and | need to go sehe¥e | could afford for
long holiday, which includes visiting family and mife is from Venezuela and
that's why we went to Venezuela frequently fordagliand my family is from
Britain and we could stay with them or friends int&n so if | had to afford 8
or 9 weeks in hotels it could be very expensivetenclled with two children
as well. | am not doing that job, teaching positio Dubai, any more but | am
doing a job allowing me travel a lot, actually, &rc work and travel; | would
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take a few days off after the job so | was in Bré&a few days holiday in
December and then Venezuela afterwardB8)

D3 is a young single professional in her earlyiésit she is now working as an
accountant in an international enterprise but jnesly worked for a charity
organisation and had been assigned to Kenya fonaewear. As she said in the
cited passage, she took gap years. The most rgapntear experience she referred
to during the focus group discussion is when sheetted all around South Africa
also for more than 6 months sometime during 20@3uring the focus group, she

claims,

“l took gap years for couple of times in my life lasnjoy travelling. Usually, |
travelled between jobs. Then I tend to find agtibwing me to travel frequently.
| am not sure about other people but | personakg to travel on business. When
| worked for a charity organisation during 2006 agd07, | was assigned to Kenya.
| took that job purposefully for the reason at thiate. Now, | work for a private
company. We have branches in France and SpaineMheent for business trip
and holidays these two years; it means that | josk some days off after that
business trip.{D3)

Taking days off to enjoy personal holidays aftersibass trips might not be
surprising or a great discovery. After all, thedings just point out and present the
reality of what is actually going on in the reséasetting. However, the researcher
wants to place emphasise the concept of “purpdgetbbosing a career for them to
travel frequently” identified in the findings. iiplies that travelling plays a vital
role for some people when choosing their occupatand careers. Also, it must be
borne in mind that in these circumstances, paditi® do not choose the destinations

to which they pay revisits. They are requireddtum. It means that they do not
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actively choose to return to the destinations;ustjmeans that they feel it is
beneficial to spend some time in the destinatidtes éheir business trips. In other
words, what attracts and motivates this group oppeto return is their own way of
life or lifestyle rather than destination attraco At least, in the above passages,
destination attractions are not strongly indicatedbe the motivation to return.
However, it can also indicate that the destinatiomsst in some way attract the
participants to stay longer since they can choatém Since it is not the research
objective of this study, the researcher does netlde this topic further, which

surely suggests that a potential research themdeaaaiop from here in the future.

Familiarity in Novelty

Familiarity in novelty means that tourists fulfileir curiosity towards the destination
every time they return to holiday destinations whieel familiar. Familiarity
provides them a ‘comfort zone; they feel at eadeenv revisiting the holiday
destinations since they have been there beforeesad regularly go back there.
Meanwhile, their need of excitement is fulfillethae they keep exploring new things
in the destination when they return. It indicathat destinations must provide
sufficient variety of new experiences for the tetgito motivate them to return

constantly.

Statements made by participants A9, D5 and D4 eveiged below for reference.
Based on questionnaire written by A9, she claina #he travelled to and visited
different regions of the United States twice in ttezent five-year time span.

However, in the focus group discussion, she alda@ates that she had been to the
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United States occasionally before these five yddesy Orleans and Santa Barbara
are two cities she revisited whereas she also gedatrips to visit places she and her
husband had never been to before each time thesneet to the United States. On
the other hand, D5 is a young professional who ydweavels with his spouse and
three young children. During the conversationaicdssion, he mentioned that a
resort holiday is a safe decision for him sinceaters for all the family’s needs.
Interestingly, he is the only married participamtthat focus group; his experiences,
travel patterns and concerns are then differemhfroost of the participants in the
same focus groups However, his claim on seekimgplaces to explore during his

revisit gains echo from participant D4.

“We have been to United States many times becaesénd it an amazing
country a long time ago and its a whole life-tirheliday places so many
differences and so many different parts of it. avdrvery good friends there.
Between these two reasons we visit there quité"a(l&9)

“I travel with my wife and 3 children. Visiting s@ places | am familiar with
reduces my tension, to be honest. However, | wdwdint to go back to the
same resort but maybe the same place to see thasesghavent been seen. ”

(D5)

“I agree with D5; if | find some places missed hetprevious trip, | will grasp
the opportunity and explore it next time; also | dsit its neighbourhood
villages or small towns. Resort is not attractivane to stay.(D4)

The passages not only suggest that a destinatiost qovide a variety of
experiences to motivate tourists to return but aidacate that behavioural loyalty in

the context of holiday destinations must be exadime a lifelong time span.
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Interpretively speaking, as long as destinationraness is established and first visit
is realised, tourists will potentially return; tipeoblem is the actual revisit is not

predictable as suggested in loyalty literature.

Fortuitousness

Fortuitousness, on the other hand, motivates tisutisdo spontaneous revisit to the
destinations since no passport control is requaredi budget airlines are available to
the EU countries. However, it must be said thatippants in the student group
tend to make these claims while it is seldom seethé other three groups. If
comments are made amongst the other three grdwgbptiday duration tends to be
shorter, such as a weekend break or a city bredfer than holidays lasting more

than one week.

Four example declarations are made by C5, C9, @B&n C5 and C9 are thought
to be very typically spontaneous holiday takersei€5 did not plan ahead for
holidays but let the best deal decide the destinati C9 responds C5 with very
similar experiences. Meanwhile, C7 also claimg tletakes advantage of cheap
flights; however, he does that in a more sensid@mar. In his passage, he talks
about his gap year in 2006, during which he enjayteghp flights to revisit America

where he once visited when he was younger.

“I just check the best deal on the Internet andhtbeok the hotel. Sometimes
the destinations might be decided on what's thet besl. | choose the
destination as long as it is cheap; one time | ¢déad to Czech and found there
was a bargain to travel down to Croatia through \&pnia, Hungry, Romania,
Bulgaria since | have passport with me. By the,wémave been to Czech and
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Croatia before. Slovenia, Hungry, Romania and Br&@avere new to me in
that trip.” (C5)

“....the places where | went because of the cheagroff Prague is the place |
definitely will go back; have been there for 3 taméhings are cheaper there
and that's what | like (people laughed) to go fowaek and then come back. |
sometimes visited Prague on my own and sometintasfiignds together. |
constantly check ticket prices on the Internet. m&tmes, | booked my flights
at last minute; there is last-minute bargain (pappiants laughed)...anyway, |
am familiar with Prague but usually | just go dring and clubbing
(participants laughed again)...(C9)

“l did use cheap flights to visit places as far lasould. ... | got a friend
living in Bermuda and | got cheap flights to gorthand then in between of my
stays | went to America for couple of times andhthisited Greek islands in the
same year...| had been to Canada and the Unite@Staith my parents when |
was little and | had been to Greece, but diffelisfgnds in the previous year...
Hopefully, I can make it to South America next cgmnjear and do more small
trips with Ryanair or something like tha(C7)

C5 and C9 are typical young travellers who are attarised to be adventurous,
which is suggested to be the reason why they, coedpaith another three focus
groups, tend to take spontaneous trips and engiyminute promotions more. The
spirit of being adventurous also makes it posdiblgisit new destinations without
too much planning in advance. However, C5’'s sty considered to be

extraordinary and distinctive based on his persgnand culture preference.
During the self introduction, he also claims thatféund of myself enjoy the

Bohemian culture,” which must be taken into accowften reading his story

referring to spontaneously extending his holidayisit more places than planned.
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On the other hand, B8 gives an example of spontengairney which an older-aged
and currently employed tourist could possibly mak8imilarly, B8 decided to visit
Gothenburg because of budget air tickets and diktyaof the weekend. He did
not have to plan ahead since he and his wife hsitedli Gothenburg in the distant

past.

“My children now grew up and now we dont have toidthat much (referring
to visiting family based on the context in the fogwup) so | start to do some
city breaks over the weekend so | think | will dorenof that. | go check
Ryanair and found 19 pounds for two, that's for eme my wife, to go to
Gothenburg from Prestwick; so from now on we cdaltk for the best deal
whenever we have some free time over the weekehdstrto go visit there; so
that will be for now; that is we tend to plan stesrholiday.” (B8)

5.2.2 Behaviourally Loyal to Multiple Destinations

Both the definition and the literature of loyaltefohe that a behavioural loyal
customer must stick to purchasing the same braddrameasing the amount of the
purchase. Behavioural loyalty in the context oiday destinations is supposed to
show a different story; however, there is no redeg@roviding the evidence. That
IS to say, it is more like an assumption or expéciuation rather than something
with practical fieldwork evidence. At the same ¢imbehavioural destination
loyalty on literature refers to prediction of fugurevisit, which does not provide a
bigger picture describing tourists’ actual revisittern since their research designs

only concentrate on one destination.

With focus groups, this study concludes that pgudicts are behaviourally loyal to

multiple destinations. In other words, behaviodoghlty in the context of holiday
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destinations is very distinctive from that in othedustries. Tourists, during their
long life span, pay revisits to multiple destinasoowing for various reasons. At
the same time, revisit to the same holiday destinais not always actualised as
consumers repeatedly patronising the same brandeldigt, which indicates that the
study on revisit probability might not be able trrectly reflect what happens in the

real world.

Here are some statements which participant A6 damthe focus group discussion
as well as the written holiday history record jdtgown in the questionnaire given

before the focus group were officially started.

“(In the past five years,) | have been several irfteCanary Island which is part of
Spain. Twice to States. Three times to Hungrythatfs to visit my daughter.
And a week to Majorca and a week to Portugéh6)

A6 orally recounted her journeys taken in the rédmee years and at the same time
she wrote down a brief journey diary, which givestér visual information to see her

revisit frequency and patterns.

“2004: La Gomera Canary Island and Indonesia.

2005: Florida and Italy

2006: Canary Island, Hungry (three times) and Roltady.

2007: Madeira, Portugal and Florida, USA

2008: Majorca, Spain and Portugal, which is an angsed bird-watching
holiday” (A6)

With both personal statement and brief journeyydrarrated and written by A6, it

indicates that there is no regular revisit sequéethertified based in her recent 5-year
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time range. Also, it indicates that behaviourafalty in the context of holiday
destination does not have exclusivity. Touristsndd just pay revisits to a single
destination. Their behavioural loyalty to a holiddestination does not prevent

them visiting another destination in their nextitiays.

Another narration from D4 is presented below, whétltows similar opinion. D4,
based on her statement in the focus groups, prifiegsholidays, such as a journey
lasting for over 30 days. She claims herself #hat does not like return to the same
places for holidays when introducing herself topaltticipants at the very beginning
of the focus group discussion. Based on her haefney diary written on the
guestionnaire, she prefers to visit diverse detina across different continents.
She wrote that she visited Russia in 2005, Indi2Z0@6, Canada in 2007, China and
South Africa in 2008, all of which were long holida In between, she visited Italy

and Majorca and therefore she narrates,

“In the past five years, | have been to Italy thremes. | went there for
holidays; however, | chose to visit different regiand cities each time. No, |
dont plan to or purposefully return to Italy regealy. | dont think...well,
personally, holidays are not something happeningstesgatically or
mechanically...hmm...let me rephrase there is no sestindtion making me so
determined to pay regular revisit year after year.know people return to the
same resort year after year but no... not for me. ardjpom ltaly, | also visited
Majorca. | had been to Majorca before; it is a pbgr holiday destination,
which | tend to avoid. However, that year was atarly a difficult year for
me; | didnt have time to plan ahead.(D4)

In most cases, random revisits are paid. After ladllidays are not like the

consumption of daily-life necessities, whose repase patterns tend to be
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identifiable and predictable. It is also questlaeato view tourists’ revisit pattern

in a robotic way. Unlike retailing products whiale mainly purchased out of need,
each holiday is taken with different underlyingsea. If the reasons are taken out
of the discussion and only the revisit number aeduency are calculated, it might

not make too much sense.

It is true that some holiday destinations, suchies®erts, are developed to cater for
regular and repeated travellers. However, theysuefines destinations to be
nations and countries, in which case destinatigaltg is discussed in a macro and
holistic point of view rather than solely examinitaurists going back to the same
resort for holidays. Moreover, it is almost impbss for tourists to merely stick to

going back to a single destination repeatedly; #reybehaviourally loyal to multiple

destinations, which make it more challenging fostolation marketers to precisely

target their repeated travellers.

5.2.3 Be Realistic — Money Talks

There is an issue across age differences hightighyehe participants in student and
professional groups and that is budget concernis rftore than price consciousness
referring that tourists choose to go for the lowmste holiday amongst all product
variety. Budget concern refers to participantsosing to revisit the same holiday
destination because they perceive it as cheapeisitothe same place than to visit
somewhere else. Also, some participants beliévédtter to ‘play safe’ on holiday
destination selection since that is the only hglitteey can afford annually and they

would rather go back to a place where enjoymeensired.
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First passage is cited from participant D1, wha igoung professional. She wrote
in her journey history claiming that she visited jMaa, Denmark, New York City,
and Rome in the recent five-year time range. Majos the destination where she

paid revisits and she explains why in the followirggration:

“More trips organised to visit family, my grandpats now living in Majorca;
however, it its because a lot of cheaper sincereahis no accommodation
arrangement needed(D1)

On the other hand, B7, a young father of a two-y@drboy, shared his reason of
going back to the same island on holiday year afear. “Playing safe” is his
concept; that is the only trip he can afford anlyualThus, he needs to ensure that
enjoyment is up to its maximum for all family memie B7 refers to “doing lots of
research” in the passage below; he explained ifollev-up question saying that he
carefully compares prices of accommodation as aglrecreation facilities hotels
provide. He further claims that he reads custohrekgews on the Internet too.
This information characterises him to be cautioms decision-making and this

passage gives the readers the reason why he ¢tarekes his decision.

“l travel with my wife and my wee boy and we teadjo to a place we feel
comfortable with and we know that place and we fagliliar with the place
and we know what to expect...Me and my wife tramebur own. We take
holidays once a year; we cant afford for more ththat and we chose the same
destination because we have been there beforetacwlidnt be wrong since
we booked the same hotel a year before and we tiane lots of research
because this is all what we can afford. We keepgyback is because we knew
the place; we knew the surroundings as well. Wicdy would look around
some other places, not far, and that's why we Hmeaen to the same place for 5
times in the past 5 years in a row.... We stayedheénsame island but we still
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look around. Above that, we have been to the gdawe for a lot of times; |

think we kept going back because we knew the platieand my son is only
two and half so what surroundings it will be, whia hotel could be like, which
are very very (repeated and emphasised) importasides we only got one
opportunity every year so that's what happened &.m stayed at the same
town but | stayed different resorts but before ko will do lots of research and
| will find out what the other people saying abauand again it's going back

about the money. We can only afford one holidayear, two weeks on the
coastal area, so before we put all our money thieva)l make 200% right that

what | am going to get is good so we do a lotseseéarch, which is a big thing
for us” (B7)

“Value for money” is one of the destination feaguneroved to impact tourists’
post-visit satisfaction and motivate their revigitention in literature. Value for
money refers to judgements tourists make on bentféy gain from the exchange
rate whereas “money talks” suggested in this stefigrs to budget considerations

impacting tourists’ decisions on revisits.

The researcher presumes that there should be macéical conditions impacting
tourists’ revisits; the question is why financialdabudget concerns becomes the
highlighted issue in this study. Thus, it is neegy to remind the audience that the
background of economic and financial situationgrduthe period of data collection
must be taken into account. Focus groups were iheldte 2008 and early 2009
when recession struck worldwide, which may paréthee explanation. Apart from
concern on expenditure, currency exchange ratécplarly between British Sterling
and Euro, are frequently mentioned across focuspgo Again, Sterling had been
depreciating against the Euro by over 20% in 15 then Here are some parts of

the discussion between participants.
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B7: “l just got a very small point...aahh.. as you kntvat the Euro is now

against Pounds so strongly; when | am thinking ah&y Islands holiday there;

Euro is much more than your pounds now you spendisd more travel agencies
now promoting non EU destinations; so | think itlwe a big push for northern

Africa but for Canary Island Spain their poundgi@ng to be half....”

B8: “I think the point is very good. Due to the tdrle exchange rate, everything
Is going to be more expensive.”

B4: “Yes, | intended to go to Spain since | have ndaen there but due to the
exchange | now change my mind and thinking of suthwes places instead.”

Students are groups of people who are more awgrdaags, as shown in the section
of fortuitousness in this chapter previously. @uay exchange rate is something

impacting their travel plans too.

“And yet another idea is to visit Sweden when tbengls get weak but it's still
pretty much expensive now.(C7)

The researcher wants to once again emphasiseajivalitesearch is situational and
contextual, which is the reason why issues of trawedget, expenditure, and
exchange rate were mentioned and developed acooss fgroups. In a higher
position, the study defines this phenomenon asntpekalistic.” Behavioural

loyalty significantly relies on repatronage; howewee realisation of revisit is not
going to happen when tourists are restricted bytmal financial conditions. The
findings point out the weakness in using revisiteimion as the construct of

behavioural loyalty in the context of holiday destion.
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5.3 Findings on Attitudinal Loyalty

Focus groups are also designed to discover whaststhink they are attached to or
how they feel the holiday destinations. HoweMag, ¢onversational discussions did
not develop in much depth across focus groups. lifdrature shows that advocacy
is one of the constructs of attitudinal loyalty \ehthe focus groups tell another story.
Difficulty identifying attachment and reservatioms recommendation are two
findings concluded in the data of focus groups,ohtiriggers the researcher to work
further. The section will firstly introduce the ryelimited findings on attitudinal
loyalty in the focus groups and gradually the resear will build up her ways of

thinking and planning in the next step.

5.3.1 Difficulty Identifying Attachment

Difficulty identifying attachment refers to two egme situations. Firstly, it is
difficult for participants to fully express how thdeel or to what extent they are
attached to the holiday destinations. Besidestiggaants interpret “attitude,”
“attachment,” or “feelings” differently from *“attidinal loyalty” academically
defined. Secondly, their feelings towards holidagstthations are related to the
enjoyment they can gain from tourism facilities aedvices. From that perspective
participants’ replies confirm the literature. Etifew participants specify their

feelings to the tourism service, to the destinaiiself, or to selfhood.

The very long passage presented below is fromidwskion transcript of the retired
elderly group. It shows that when the researamatds them to share their feelings
to holiday destinations, the researcher does n&erharself understood at very first.

Then, participants interpret in their own way aentence revision and so does the
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discussion follows.

Conductor: “Would you please share with me your feelings wliday
destinations?”

A8: “I am not quite sure what you're looking for, | . Is there any place
you don't want to go back or place you want to gokdthat kind of feelings?”
Helper: “Please revise your question.”

Conductor: “This question would like to find out your feelsygyour attachment,
your attitude you have towards the destinations thiere a destination you
particularly feel special to and why do you feethat way?”

A3: “I have been to France very often and | dont neéeday why because A4
has given every reason why a moment ago. (Absglytes. — one participant
comments) That's all; 1 wont waste time on tha€Countries | wouldnt...I
enjoyed my holiday in Egypt but | didn't particdlatry to go back because |
been to Bahariya, which is a very popular placevimle Egypt but | feel sense
of home maters ...it's a ..it's growing up as a desatont particularly enjoy
that but every reason...l would probably go backran€e for holidays.”

A7:“l would never go back to France.”

(A pause because participants murmur; obviously thajority of the
participants like France. The atmosphere still led@rmony; however, A7's
opinion keeps differing from other participants. oténtial tension must be
taken cared.)

A7: "l find French is extremely demanding on reasoiwyahigh on French. It
just couldn't be bothered to help me at all.”

A8: “I think...basically...I think for us, | have some 8@ and my husband
speaks a bit Italian and we both speak good Gerarahwe are very happy to
go to any of these and feel comfortable becauskene® we can get around and
be secure and enjoy ourselves and make ourselves, ko talk to (local)
people and that's a big plus. We dont speak Hnes if there is choice we go
to Germany first or Spain or Italy. | think it'skat difference, the language.”

A2: “Any country that we regularly visit for holidag this country (Scotland);
that's home actually, | think. | have been to Bgigy couple of times; it is
exotic and | am fond of India and | think we’llivihere again next year and it's
similar to India; it's so different and even itsfigrent in India; different parts
show difference...”
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A8: “What | would say to describe a holiday like thabuld be part of
familiarity and part of contrast.”

A2, A7 and A9:*Yup~" “I agree with familiarity too.” “Content, Content”
“You want to see more.”

A8: “You want something different but you like youhe/our comfort zone.”
A2: “And | can feel relaxed too.”

A5: “I went to south Africa this year for a tour; firsof all we went to
Johannesburg for a wedding; we stayed in a coudlinp, which is very nice,
but we are behind a slum district or sort of thatck and we have to taxi
everywhere to shopping mall or golf course anelit you know you wont feel
relaxed at all and then we flew down to Port Elietiband we rented a car and
drove around we visited townships and met somaljlgeople there and you
know it's very relaxing and we are advised whergdor where not to go what
to do or what not to do but you could have a vdeagant holiday and very
pleasant atmosphere, which make a differenceyéiy different; it's a lot to
learn when you feel comfortable.”

A9: “I would like to agree the adjectives there beaalighink you could move
around and not feel uncomfortable or (fear, frighed — A8 added) yes yes, that
sort of things... | feel it is very important.”

A7: "l think frankly it's people.”

(Participants comment “Yes.” Or murmur some smalttences.)

A5: “People...might be....”

A7: “People are very important and that can be applietd a hotel or shops or
restaurants or whatever.”

The passage points out that “attitude,” “feelingsy” “attached” are defined in
various ways by the participants, which might be thason the researcher finds it
very difficult to identify what participants refén. However, it best illustrates that
theoretical and academic terms are some distangae@ning from general use.
“Attitude” literally means more than feelings or etions; attitude also refers to
opinion or position with regard to a person or agh It might be a better
explanation where participants are coming from wimetited to share their attitude

towards holiday destinations.
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At the same time, it is interpreted that feelinggattachment always have something
to do with their holiday experiences. It might éak while for the participants to
recall and organise their thoughts in spoken seet®en For example, A5 shares his
feelings to South Africa almost at the end of tieedssion.  Still, he describes what
he encountered and gradually builds up his own losian. Focus groups might

not be the best choice to develop the conversation.

When the question is asked to see whether pamitspaave special feelings to a
certain destination they have been to for holidéys,most direct response is to link
back to how the conditions of the destination at&d them rather than describing
their emotional responses to the place. In otl@dg they may comment that they
feel satisfied with services or enjoy the scenefytlee place. Apart from

satisfaction about services, there are few state&smegarding how they attitudinally
feel to the holiday destinations. That is to gagrticipants are evaluating how
much the holiday destination attracts them based st of attributes rather than
describing how they possibly feel at ease or cotalibe or connected with the

destination to which they frequently go back.

In most cases, participants directly replied thattdo not think they are attached or
have very special feelings to a destination. Lgkan feeling comfortable are likely
answers; meanwhile, it is clearly declaimed thaw lioey feel to the destinations is
not as strongly as ‘attached.” After all, they aolaces for holidays and what
matters is how much they are satisfied with theises and facilities provided in the

destinations.
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The narration of D7 is a typical example of imméelya associating feelings with
satisfaction or fulfilment gained from tourism sems and facilities whereas the
statements of both B6 and B2 naturally reflect tatachment” is seemingly far too
heavy for participants to describe their feelingfiovliday destinations. B2's family,
parents, are from Germany; that's why he specrayntions that he feels attached to

Germany but only “likes” places he goes for holslay

“I went to Spain, Ibiza more specifically, in 20@&th my friends. | had a

wonderful time there and that's the reason why hwweack again this summer. |
simply like the place; the food, the beaches, thmseat...everything is

beautiful...the weather, particularly, sunny days aadmost a guarantee

(participants laughed)...as | mentioned that | wdrdgré with friends, clubbing

and having parties, drinking, (participants laughadain) enjoying live bands

playing all nights...that kind of stuff attracts mé's..iun; they are what | enjoy,

sort of beach holidays, people say...I like city kgetoo. | visited Prague last

year and Paris this year. | enjoyed my holidaysjbst very different from what |

did in Ibiza (participants laughed). Galleries, sums, castles...or just taking a
stroll down the tiny lands...I think | just enjoy mlysand what the place can offer
me, really...'(D7)

“For me | don't have a particular country or plasehere | will feel attached to; |
like them; | like Italy, | like Spain and there ase many different islands | have
never been there anyway but of course | got attaciirto Germany because my
family live there; so to me, it's big differentB6)

“I wouldnt say emotional but yes it's so nice ahdefinitely will go back but of
course | also want to go back to Italy to othergaa as well; | think I will put it in
a phrase that | feel comfortable there; that's hb#eel in Tuscany; | think I like
the atmosphere there; something about it. For exejrfiorence, the capital of
Tuscany and of course you got foreigners from nt@untries going to the same
shops but if you go out of the capital to the gda and you do see lots of local
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people and things like this(B2)

Also, another perspective is provided on how thesl towards destinations; they
think the feelings to the destinations originatéhwi themselves rather than from the
place. It is surely a different angle to perceivew they feel to a holiday
destination or what that destination means to thelnis genuine and profound;

however, it is not well developed in the focus greu

“I might feel different to place where | visitechee childhood but it's related to

family not to the place itself{D5)

“| feel attached to Majorca and it happens to be destination where 1 visit most
frequently so far. However, it is because of mangparents, who now move there;
apart form that | am not even sure whether | wocidose Majorca for holidays
year after year.”(D1)

To sum up, attitudinal loyalty, or namely “feeling%attitude,” and “attachment,” is
very vague and abstract for participants. Eitheytfind it difficult to express what
the feelings are or they associate feelings or imaitresonance with personal travel
experiences, including how they feel during theidegls and how they are satisfied
with destination features. Moreover, there ardigpants, though very few, who
specify their feelings and attachment towards destination as having something to
do with themselves, particularly family backgrouadd life experiences. The
researcher finds it interesting. However, focusugs might not be the best design
to invite informants to express emotions, affectioar feelings. Besides, it takes

time for informants to ponder over their replies.
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5.3.2 Reserved Attitude on Recommendation

Further, this study finds out that participants eoenparatively conservative when
offering recommendation on holiday destinations. dvécacy is one of the
constructs of attitudinal loyalty, which comes frahe theory of commitment as
presented in the literature review. In other wordsrd-of-mouth is one gesture for
tourists to show that they are committed to a Sjgebioliday destination. With
discussion developing in the focus groups, pawitip, gradually, claim that the
recommendation might be made as long as they gl&adw the person’s taste or
expectation from holidays. Otherwise, they tend tw offer recommendation.
Even when they do recommend; they are very carefahrticipants emphasise that
their recommendation is of what they have persgreaperienced in their own visit

rather than what the friend should do on holiday.

“I dont think I would recommend anything becauseauld go wrong it would be
my fault.” (A8)

“l dont like to listen to someone else’s experiegscl want to find where | want to
go myself; | wont ask someone oh you been to aindéisn or hotel and tell me
all...1 guess that's also why | find it difficult améry tricky if | recommend people
where to go or what to do....but yes if | am inviiedhare my own experiences, |
am more than happy to do so...actually | find it phaa to talk over holiday
experiences like what are now doing...but recommendat.no no...I find it too
pushing, or maybe it's just me(B3)

“I wouldnt tell them ‘you must go somewhere,’ gkt share my own experiences
and then more like reflections on what | had dond @hether there is any way to
do better.”(D4)

“...still people go to the same place might haveediffit experience from what |
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have had; something | have been and felt worthgmenendation might be a crap
for the person but yes if | know that person quié and yes | probably will make
some suggestion that maybe you should go therstiiuemind them that there is
some content why | found it good just in case #tdlie end think it a crap.{C7)
“I'll make sure what he likes or dislikes but nortiyal will leave him to decide
himself not strongly recommend anything in detaf35)

The citations presented above clearly shows theicyeants tend to be cautious
about making recommendations. However, ‘sharinliday experiences’ sounds
more neutral for most of them. Even if they do malecommendations or
suggestions, they carefully address it to theriste. By careful examination, it can
be seen that they are actually talking in the sutijue mood, which once again
reveals that participants are making discreet contsnand replies. The point here
is not to negate or contradict the literature; ploént the study wants to make is to
stress that there is a gap between theoretical letip@ and real life. Researchers
must be more careful taking advocacy as an indicattattitudinal loyalty in the

context of holiday destinations. It might be autesof the fact that holiday

destinations are complex and very different fronheot industries; thus, the

word-of-mouth effect is not as significant as itnther industries.

5.4 Getting Sense of the Research Setting

Focus groups also serve as a tool for the resaatohkenow the research setting
better. The meanings are twofold. Methodologycdticus groups are adopted to
probe what people think about specific issues ang wThey help the researcher to
have a better focus on research questions. Fuortrer the researcher is not a

native of the research setting; focus groups hetpblecome familiar with the social
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world in which she researches. Terms and trenelsvhat were learnt in the focus
groups, which facilitates the researcher to sithatself better in the research setting
when she conducts the second stage of data collectiTerms refer to words or
phases particularly used amongst participants, twthie researcher must quickly get
and comprehend in order to better interpret whasasl. Trends are holiday
patterns or types that the subjects of the resesetting generally enjoy. They are
listed owing because they are very different frohmtthe researcher is used to and

has the knowledge of.

5.4.1 Terms

Amongst focus groups, there are some terms patitspuse to refer to specific
meanings. Those terms may be different from witextakure defines or simply not
mentioned in literature. However, the researchestmuickly adopt them with the
view to communicating much better with the partéifs and comprehending and
interpreting much better what is said. An examlgiven previously in the section
of findings on attitudinal loyalty. In that seatio the researcher points out
participants perceive and interpret “attitude,”éfiags,” and “attachment” towards
holiday destinations different from the term “attlinal loyalty” defined on literature.

Here another example will be given.

Firstly, participants define “holidays” differently The term, “holidays,” is defined
to be an overseas vacation lasting for a week aemehen the study is recruiting
informants. The first feedback from the particifzars what purposes of tourism
trips are counted as “holidays” and what are ndthus, further explanation is given

to participants that “holidays” refers to peoplavimg their usual residence taking no
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work commitments and engaging in activities invdlweith leisure and recreation
whereas the purposes of the trips are not strlctijted. Then the definition of

“holidays” is applied across all focus groups.

Even though a more specific definition of “holidays employed in the study;

participants still come up some terms which theg tes indicate certain concepts,
such as “main holiday.” The narration is made Bywhen he talks about how he

organises his overseas holidays, which is folloed similar opinion given by B4.

“....There is no certain rule for me to plan holida It really depends on what
types of holidays they are and where we plan tib. vidly wife and | tend to have
‘main holiday’ each year. Usually, it is a place we never visi¥lain holidays
tend to be long-haul and usually we stay there éonglt takes time to make the
arrangement. If necessary, we go for travel opmsat However, we do
research in advance and we just tell them what eedrand want to see and do.
For the rest of the other trips, it's not that teds Besides, they are
shorter ...generally, they are places where | visiteefore or | am familiar
with...”(A5)

“In the past 5 years | have been to France twitalyltwice, Demark and Sweden,
that's one trip, and Malaysia. ...| also visited sorBaropean cities during
weekend; they call it ‘city breaks’ but | dont mki they are what you are
interested...l find myself strongly attracted to Maia; | guess it is because
Malaysia is a big leap for me; | am quite used twl deel contented with having
holidays in France, Italy or European countriest (Malaysia) was aig trip for
me; a long journey in the Far East. | did lotsre$earch before | went there but
still a very different destination to me even @ah find British colonial influences
on architecture in Kuala Lumpur...(B4)

“Main holidays” or “big trip” is usually associatedith places where participants
pay their first visit, places they are not very fian with owing to cultural

differences or geographical distance. Howevernnmalidays do not always have
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to be a destination located in a different continemain holidays can be a journey
visiting various countries and of longer duratiod2 defines her holidays in this

way:

“I have been travelling a lot recently. In the pdste years, | have been to USA,
Canada, Mexico, Italy, Spain Ireland, France... Rararly in 2008, | did abig
trip, which is slightly different from previous holigain Ireland and France. |
went to Spain, Greece, Morocco and then all the wayroatia....” (D2)

Context is quite important to have a better comgmnsion of what the participants
mean by certain terms they use. Catching up kighdefinition of terms specially
used by participants helps the researcher compdetienlogic in what participants
say. Also, terms are used to indicate participattisude, which the researcher has

to interpret too.

5.4.2 Trends

Trends, such as gap year, online travel operatmg, Internet forum or blogs, are
something presumed before entering the fieldwomesides, Internet impacts on
consumer behaviours are another research streaith wWhs study does not aim at
probing into. That is to say, this study does aiot at explaining how the Internet
is related to and to what extent the Internet $gglatforms impact destination
loyalty. However, these trends are mentioned leygarticipants. They are what
is happening in the social world on which the studggearches. The trends
characterise the research setting, which is theoreavhy it is presented to be the
findings of the focus groups. At the same time, isearcher gains a better picture

of what the research setting looks like.

Gap year means that young students take time théérahan attend school. During
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the year off they may work voluntarily or go trausy. It has been rooted in
British society since the sixties and very commod popular amongst young people
whereas it is still a new concept in Taiwan whdre tesearcher grew up. In the

fieldwork, gap year is frequently mentioned.

“...the most ‘frightening’ story is that | travelleb South-East Asia, including
2-month English teaching in Cambodia in the middfejungles; there is no
medical service and | lived in my own car and wdrkethe candle light at night,
which is a pretty extreme holiday. ...it was a gagryer me.” (C1)

“For the past a few years | have been to differgatt of the world, for example, |
have been to South Africa and surrounding countmdgere | worked as a
volunteer for an entire year. After that gap ydawent to mainland China and
Hong Kong and then visited TokyqC11)

“1 took gap years for couple of times in my lifel @&njoy travelling. Usually, |
travelled between jobs..(D3)

Another trend participants frequently refer to @moking online or organising their
holidays by means of the Internet. Focus groupsdassigned to clarify possible
influences on tourists’ destination choice fromvélaagents and operators. The
result is now straightforward; travel agents anckrafors are not influential on
participants’ holiday destination decision makingveanwhile, E-commerce, which

is not the research focus, comes up during grosgudsions.

“l used to book from one travel agency becauseas yust so good when it's back
to a few years ago before | retired, .... | was aberit on their service and | got
back for questions and it was so helpful to me.t g | am retired and | am
less exhausted and | now always organize holidgysnipself and book almost
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everything on the Internet. Some people saynbtsreliable but | find it 0.k...”
(A2)

“We paid the tickets on the Internet almost eveanghon the Internet when we
planned to visit Norway. And | find it’s fine, rgal (A1)

“As long as | know the destination | am going, ll\get online to book the flights
and discuss it with the one | am travelling with t®cide together on
accommodation and to see if there is any deal méye the information centre
there.” (C3)

“...My first trip was booked through travel agencydaibh might be cheaper if you
book from them but | now just check flight on Ryapa something like that or
lastminute.com; | found if | go to the travel aggnbey just try to fix me in a
certain place but with the Internet you can alwéysl out a bit more out of that
place.” (C7)

“Usually, | book almost everything online myselpegt for my last trip to Russia.
| tried but found it extremely difficult to bookcaenmodation on my own then |
booked through travel agent(D4)

“As far as | could remember, | only book throughvel agent once since 2000; |
think Internet does change a lot the way | organiges. No matter wherever |
visited, difficult countries or not, | always bookeverything on my own(D3)

Internet forums, blogs, or sharing travel expemnthrough Internet social network
and platforms, such as facebook, are also mentibyg@hrticipants. However, this
discussion develops much better in focus group Bichvis shown in the passage
below. Again, they are not what the study aimprabing into. Instead, they are
activities in which participants get involved. Rk=ss, should writing reviewing,

blogging, or sharing holiday experiences online dsen as modern ways of
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word-of-mouth effect, which reflects a tendency tbé time and is potentially

interesting?

D5: “...I read reviews on the Internet forum when | whatel information.”

D7: “...Sometimes | can find very detailed informatiom Imternet forums or
website like Trip Advisor. | find it quite helpfub search for genuine
information.”

D2: “I spend lots of time on Internet forum. | carséafind people who are also
planning trips to the same place | am about tat\d@sd then | am more than happy
to exchange information with them. | have my oweg koo but it is only
reserved for my own friends. | dont feel comfbkato show my own photos, my
own image, to the public.”

D6: “I share my holiday experiences and photos onlfack, friends only.”

D4: “l read but | don't purposefully post my own exjeces on the Internet
forum; | also have to say | don't always believe #tories posted online. 1 still
need more information and | do my own judgment.”

5.5 Learning from the Fieldwork

In this section, the researcher wants to talk abbetturning points of the study,
which leads to modification of research focus aeskarch questions. Firstly, the
findings of the focus groups suggest that the imrahip between attitudinal and
behavioural loyalty is more than antecedent-subssigrelationship.  Qualification
of focus group participant recruitment only reqagsptential informants must have
been taking overseas holidays more than three timeke past five years. The
five-year range is adopted based on literature @dsethree overseas holidays trips
are minimum requirement to see if there is a rewasailable. Even though the
fundamental recruitment requirement is proved teii#icient for the fieldwork of
focus groups, the result still clearly shows thaldvioural loyalty will make more

sense if revisit patterns can be examined and sigclwith a longer time-span.
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Secondly, participants’ interpretation of attitualinloyalty is different from the
academic definition. Furthermore, self-identity seemingly enhanced during
holiday experiences, will this facilitate or worganst the development of attitudinal

loyalty? These lessons are presented and discussw®elsections below.

5.5.1 Behavioural Loyalty is Long-Term

The result of the findings is that behavioural lbyas long-term. It refers to two
situations; firstly, participants build up long4terrevisit history with holiday
destinations and secondly the time range betweervisits is very likely to be over
the five-year research range. That is to say, \netel loyalty must be examined
with a longer time span in order to have a cleaieture of the revisit pattern.
Moreover, the study does not aim at merely exargitiie number of revisit times or
the frequency of revisit; the study chiefly wardsstudy how behavioural loyalty and
attitudinal loyalty may interact with each othein other words, the study wants to
see if behavioural loyalty facilitates the develgmhof attitudinal loyalty and to
what extent attitudinal loyalty may enhance theualtty of revisits. Without
examining participants’ long-term revisit histotiie discussion is very likely to be
limited. Take the statement made by D3 and D5,efcmmple, neither of them
mentions destinations they visited during childhavdoeyond the recent five-year
range; however, during group conversational disonsshese destinations come up

and convey meaningful content.

“...1 occasionally go back to some places where dusevisit for holidays during
childhood...however, | have to say, the motive iateel to the family and the
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memory not particularly the place or how good tlestthation is.”(D5)

“...I have complex feelings towards some revisiteatgs$, such as Bahrain and
Cuba. | had returned these places many years ageawl how it changes or
maybe ‘develops’ within very short time period...vém@t been able to go back
these two places for years but | am thinking oitiag Cuba in near future...”
(D3)

Interpretably, D5 still goes back to holiday destions where he has visited since
childhood, which suggests that participants buijdl long-term revisit history.
Moreover, his attitude toward that place is wortfudher probe. Meantime, D3’s
advocacy also points out that her revisit historZtiba is potentially longer than the
set-up time range. She reveals that witnessingddwelopment progress in both
Bahrain and Cuba impacts her emotionally, which rieayg to a more meaningful

and rich discussion on attitudinal loyalty in thentext of holiday destinations.

5.5.2 Attitudinal Loyalty V.S. Self-identity

In the previous section of findings on attitudit@yalty, it has been presented that
participants interpret “feelings,” “attitude,” orattachment” very broadly and
differently from academic terms. Also, few pap@&nts sense that their attachment
to a holiday destination originates in their setfticather than is triggered by what
the destination offers them. Apart from those gsalparticipants also mention that
the sense of self-identity of being a Scottish brstouggling for self-identity, is

seemingly enhanced during overseas holiday settings

D2 is a young single employed professional and raicg to her self-introduction,

she tends to arrange “grand tours,” which allow toewisit a variety of countries
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across continents for a long duration. She has ptzied so-called
“round-the-world” trip and she is interested in mpiso again to visit different

countries sooner or later. In discussion, sheesgas,

“l tend to avoid entering English pubs or tryingmsething | get used to back
home when | am travelling. However, | could rememiftow excited | was
when | found IRN BRU in a bar in New Zealand eVewugh it cost me 7
dollars, 7 dollars, can you believe?” (she exclatmand other participants
laughed and some noddg@)2)

A7 is an elderly retired participant and he usedvtok overseas in diverse foreign
countries. He claims that he has been to overdiféé€rent countries, so he is an
extremely experienced and frequent traveller. Hares his story when visiting

New Zealand.

“I was quite touched one time. Once | went to N&waland and | felt so
touched seeing the scenery. People say that tids¢é@ape of New Zealand is
very similar to that of Scotland, well not from theological point of view
though; anyway, it did remind me of Scotland in savay, | guess..(A7)

Apart from sensing self-identity during holidaysriicipants also find themselves
struggling for self-identity; however, there arasens behind this. Participants C4
and C11 are both students with Asian ethnic backgitphowever, they are brought
up and educated in Scotland and their nationaitgdottish. They share how they

feel to India and China when they visit these twaxzes related to them ethnically.

“I was adopted from India when | was seven; whaeht back for a visit, | could
sense people see me differently. | meant | felovbd but it was very
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uncomfortable. Whenever | went, they treated nspitebly; | did appreciate it
but still felt uncomfortabe because of it. | codkkl that | have emotional
attachment towards it (India) but still very uncoméble feeling. The places |
visited were very familiar, which might trigger meynotional reactions, but still
there is a contrast there (C4)

“l think 1 have the same feeling with you (refecs@4). My parents are from

China but I was born here. | never know that mabbut China until | paid a

visit. | think | have emotional ties to the coyntas well; however, | felt

completely different when | was in Hong Kong beeamny parents moved there
and to me it was more like home. Therefore, thnaree two extremely different
feelings to China and Hong Kong; one is very negatind the other if more
positively attached.(C11)

The literature of branding as well as attitudinaydlty believes that consumers
identify themselves with the brand. If so, shotlld enhancement of self-identity
or self-reflection on the issue of “who | am” operaoextensively or against the
development of attitudinal loyalty in the contexthwliday destinations? Thus, the
interesting findings, on the contrary, provide fdod thought and might lead to the

discussion of attitudinal loyalty in a different/éd.

5.6 Research Modification

With literature review, focus groups still allowetinesearcher to examine destination
loyalty from scratch. By doing so, the researatesmn examine to what extent the
literature, mainly built upon commercial brand ltiyafits the real context of holiday
destinations. Meantime, the researcher, an outside have a better understanding
what is actually going on in the research settiniglost important of all, the findings

of focus groups provide inputs and help the resesarto narrow down the research
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theme and to have a clear focus on research gasstio

The findings on behavioural loyalty suggest thatisie probability is problematic.
The statement, “Tourists are behaviourally loyalntaltiple holiday destinations,”
was assumed and is now supported in this studyraréncases tourists will visit and
revisit one sole holiday destination. The statemsounds sensible and it even
requires no study to have it proved, which also esathe findings sound absurd.
However, being behaviourally loyal to a single lataor a destination is always the
way in which loyalty is defined and researched. ugtihe findings demonstrate that
examining individuals’ behavioural loyalty to oneles destination might not give a
full picture of their holiday consumptions. Morawy the findings suggest that
revisits take place randomly, which is very diffesrdrom the research advocating
revisit probability and its predictability. Thedi@ of revisit probability is built
upon behavioural loyalty to a single destinatiolf.the presupposition is contrary to
the reality of human activities, what revisit prbb#y can bring to destination
marketers? Disagreeing revisit prediction is rfueé tesearch aim of the study.
Instead, these findings on behavioural loyalty jusint to tie up theoretical
knowledge with the reality. Furthermore, the tigiaf the research also reflects
that tourists’ holiday decision-making is signifitly impacted by financial concerns,
which, again, the literature on destination loyaltyely considered and discussed.
Focus groups were held when an economic recessrausly struck the world. It
becomes the major concern participants talk abebtch later jumps out of the
findings of the study, be realistic. Loyalty isfided to be behaviours of
repatronage with decision-making process. HoweWee, truth is that revisit

intention is used as a construct of behaviourallyy in which practical situations
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are not taken into account; after all, revisit mien is hardly actual revisit.

On the other hand, the findings on attitudinal lgy&onfirm that satisfaction on

destination features leads to tourists’ preferdoceéhe destination and realisation of
revisit. However, the findings also point out thadrticipants hold a reserved
attitude towards advocacy. Word-of-mouth effect used as a construct of
attitudinal loyalty in the literature; the findingsll a different story. Nevertheless,
taking part in Internet forum, blogging and shariraiday experiences with friends
through online social network are discussed in ohéhe focus groups. Internet
impact is not a dimension the study is originalgsigned to probe into; the findings
suggest a new insight to define advocacy. Furtbegmparticipants interpret
attitudinal loyalty in a broad way and feelingstitatles, or attachment towards
holiday destinations are go in parallel with holidaxperiences and memory. In
other words, participants define attitudinal loyailh a very inclusive way, which

makes their feelings to holiday destinations farendiverse and richer than that of
academic definition. Moreover, participants setise part of their feelings to the
place originate from selfhood, not restricted withiulfilment and satisfaction on

tourism needs. Owing to the research design,atpgy for not to be able to probe
more. Also, the findings suggest that travel eigrees ring the bell of self-identity
awareness in the tourism setting. The goal ofdirmpand enhancing loyalty is to
make consumers identify themselves with the bravidch is quite the opposite

direction the findings suggest. Therefore, thalifigs may possibly shed some

light to examine and discuss attitudinal loyaltyaidifferent perspective.

Additionally, the study aims at examining how attiinal and behavioural loyalty
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interact and mutually enhance each other over timkhe findings prove that

behavioural loyalty is a long-term consumption\atti Thus revisit pattern must

be examined in a longer time-span, which will pdeva better and bigger picture of
repeated visits. Also, the function of both attinal and behavioural loyalty then
can be examined to generate a more meaningful signu

With the findings and learning in the fieldwork focus groups, the study calls for a
tighter focus on the research theme and reseame$tiqns. At the same time, new
literature is required; especially, where the fng$i provide food for thought.

Additionally, it takes time for participants to pier on their replies to questions
related to attitudinal loyalty. The modificatiom alata collection in the second

stage is a must.

Findings referring to attachment to holiday degtoraoriginating selfhood lead the
researcher to employ a new input of literature tate attachment and existential
authenticity, which is presented in the chapterlitdrature review previously.
Therefore, a research objective is added in. Tahe study aims at integrating
place attachment and existential authenticity itite examination of destination
loyalty with the view to comprehending socialisaticand self-actualisation
enhancing the attitudinal loyalty. With the coniceld place attachment and
existential authenticity, a research question $® ahodified to find out what aspects
make tourists connected to the destination. Medawthe findings of the focus
groups lead to more focus on research questionsdings show that participants
are behaviourally loyal to multiple destinationslamord-of-mouth effect is limited,;
therefore, apart from feeling reluctant to switohahother destination and advocacy,

what is it that a highly committed tourist may daldeel to that destination? Also,
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findings show that participants get aware of sadntity on holidays; the study
moves a bit further to examine what kind of roldf-mkentity may play in the

formation and enhancement of destination loyaltylost important of all, the

original aim of the study is to understand the dyitainteractions between visit
realisation and emotional bonding. Thus, to whaem® the conceptual model
generated based on literature illustrates the mmalctice of formation and
enhancement of destination loyalty requires adjastrof the second fieldwork to be

made.

As mentioned previously, participants take timethk over how they feel to

holiday destinations. It requires a better datéection strategy to invite and allow
informants to develop further how they feel to Half destination and in which way
they are attached to the destination. Thereforee-an-on semi-structured
interviews are chosen to be the measure. The redsekesign is presented and

discussed in details in the chapter of methodoltyyrepetition is then saved here.

5.7 Chapter Conclusion

This chapter starts with the profile of focus grqaticipants. The participants of
this study are characterised to be highly-educated frequent overseas holiday
makers. On average, the participants take twoseesrtrips every year. Findings
on both behavioural loyalty and attitudinal loyadine presented following the profile
of participants. On one hand, the findings confiliterature as well as bring

disagreement. This study argues that prior rebediscussing behavioural loyalty

to sole destination contradicts the reality andi$eto limited contribution of revisit
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probability. As far as attitudinal loyalty is ca@roed, the proposal that fulfilment
and satisfaction lead to preference to destinatarinforced by the findings of the
study. However, the study also suggests thatgyaatits hold reserved attitudes on
recommendation, which is less than the anticipatibrmvord-of-mouth effect prior

literature proposes. Moreover, the rich and dieeieelings participants hold to
destinations attract the researcher to employ duafliterature to lead the examination
and discussion of attitudinal loyalty to a differéevel. Terms and trends identified
in the fieldwork are also presented, which allow tesearcher to get more familiar
with the research setting. Lessons learnt in tieddvork contribute to the

modification of the research design, which is fakal by the research modification

on both research questions and data collectiomigaé.
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Chapter 6

Findings of the Interviews

6.0 Introduction

This chapter will present the findings of the intews. It begins with the profile of

the interviewees by characterising who they arehenTan overlook of the gradation
of destination loyalty will be briefly explained foee more details of the findings are
presented in the following sections. The gradambndestination loyalty is the

framework of findings of the interviews. It willebexplained in sections by the
order of its three stages, which are initial stageubation stage, and stage of
self-reflection and future plans. During the ialitstage, tourists pay their first visit
to the holiday destinations and start to form pasit-attitude towards the destination.
The realisation of revisit kicks off the stage oicubation. During this stage,
tourists’ attitude towards the holiday destinatiemgnificantly develops with travel

experiences. Socialisation and memory are fatiiigafactors contributing to the

enhancement of attitudinal loyalty.  Eventually,e ttaccumulation of travel

experiences reshapes tourists’ life philosophy amatles during the stage of
self-reflection and future plans. During this gatpurists achieve their pursuit of
self-esteem and self-actualisation, which leadsmth® perceive the holiday

destinations in another perspective rather thaneipeirom the perspective of

enjoyment and consumption orientation. At lasg final section serves as a

conjunction leading to the discussion chapter.
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6.1 Profile of the Interviewees

The lessons learnt and findings generated fronfi¢hehwork of focus groups lead to
the modification of research design and more fodussearch theme and research
questions. This study then decides to adopt sennisted face-to-face interviews as
its data collection strategy. The fieldwork expades and the research aim both
resolve that elderly-aged tourists may provide nmeaningful and valuable data for
this study. Thus, this study decides to intervigottish citizens who are aged over
50 and they must have regular holiday-taking hobdigrring to at least three times
of overseas holiday-taking in the past five yetogenerate the information for this
study. Thus, the recruitment strategies are cadewmem sampling, which is
employed with the concept of purposive samplingd amowballing sampling.
Eventually, the demographics data, including gesidage, educational level, and
average of holiday-taking every year, is displagsdthe below table 6.1 shows.
Also, each interviewee is coded with alphabet Ejciwirefers to participants of
interviews, and a number, from 1 to 33, which reterthe interviews done based on
its order.

Table 6.1: Profile of Interviewees

Code| Age/Gender Status Code | Age/Gender Status

El 61, M Accountant/ retired, E18 52, M Project manager,
couple couple + 3 kids

E2 72, M Engineer/retired, E19 72, M Professor/retired,
couple couple

E3 72, F Secretary/retired, E20 60, F Housewife, couple
couple

E4 75, M Engineer and lecturer,| E21 70, M Head
retired, couple manager/retired,

couple
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(table 6.1 continues)

Code | Age/Gender Status Code | Age/Gender Status
E5 62, F Half-retired (still run | E22 68, M Financial
her own business), advisor/retired,
couple + 1 child couple
E6 63, M Accountant/retired, E23 60, F/M Engineers (owned
couple business)/retired,
couple
E7 62, F Housewife, couple E24 61, F Doctor, retired,
couple
E8 58, M Minister of region, E25 52, M Software engineer
couple couple
E9 68, M Marketing E26 65, F Letting
director/retired, couple agent/retired,
couple
E10 | 64, F Health care E27 71, F Doctor, retired,
visitor/retired, couple + alone
1 child
E1l |64, M Solicitor/retired, coupl¢ E28 78, M Accountant/retired
couple
E12 | 76, M Teacher/retired, coupl{ E29 63, FIM H: Engineer W:
Nurse, couple
(both interviewed,
mainly wife
answered)
E13 |58, F Housewife, couple E30 57, F Teacher, couple
E14 | 60, F/M (H: owned E31 55, M/F Both Teachers,
business/retired W: couple
housewife), couple (the
couple was interviewe
together)
E15 | 62, F/M Teacher/retired, coupl{ E32 57, FIM Teacher, (H:
retired) couple,
E16 |58, F Nurse, couple E33 56, F Project assistant,
alone
E17 |57, F Teacher, couple
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The interviews were held during September 2009Rexcember 2009. Usually, the
researcher visits the interviewees at their pladeite some of them are interviewed
in a public setting, such as coffee shops. It ddpeon where and when
interviewees want to be interviewed. In some caseth husbands and wives were
interviewed since they feel it more comfortable #mely travel together. Interviews
with E14, E15, E23, E29, E31 and E32 were thosesdwsith couples together.
Their demographic facts are presented from takitet®.table 6.7 below. Even
though the couples are both interviewed, the maegecognised to be one interview
inclusively. Thus, only one out of each couplésfih the demographic information

on the questionnaire and therefore the total nuridrezach table remains 33.

Table 6.2: Gender distribution:

Genders Number of People

Female 17

Male 16

Table 6.3: Age range distribution:

Age ranges | Number of People
50~59 10

60~69 15

70 ~ 8

Table 6.4: Status distribution:

Status Number of People
Retirement 22
In Employment 11
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Table 6.5: Family Residence Status distribution:

Residence Status Number of People
Alone 2

With spouse 28

Spouse and child(ren) 3

Table 6.6: Education level distribution:

Education levels Number of People

Graduate school qrl9
professional degrees

Bachelor’s degree 8

Some college

High school diploma 1

Table 6.7: Average holiday-taking frequency evesgry

Frequency Number of People
Once every year 8

Twice every year 10

Three times and abovel5

With the tables displayed above, there are charatits of the interviewees of the
study; they are highly-educated, still working etimred from specialised profession,
and extremely experienced and frequent tourist§. o@ of all 33 interviewees

graduated with bachelor’s degrees and 19 out of Zheobtained post-graduate
degrees or professional degrees on specialisatkfielTwo-thirds of them are now
retired while another one-third are still practgitheir professions. All together,

they are all highly-professional on occupation. eifloccupations are engineers,
solicitor, medical doctor, nurses and teachers,ciwrall require specialities and
professional training. Besides, some of the inésvees run their own business or
work as managerial positions. Generally, they atfearacterised to be

highly-educated with high education and high leetlprofession training. With
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relations to their average frequency of overseabddytaking, 25 of all 33
interviewees claim that they usually take holid&ystwo times and more in a year

on average. Thus, they are all experienced trersell

Based on interviewees’ journey history and reumsibits, a typology is developed.
All 33 interviewees can be categorised as six tyfplesy are those who regularly
have a main holidays overseas plus regular retastomestic as well as overseas
destinations (type A), those who claims no revigiype B), those whose revisit
journeys are taking place randomly (type C), theb® regularly to revisit 1 or 2

destinations (type D), those who have propertyamnily links at the destination

where they regularly revisit (type E), and thoseos#h revisits are impacted by
hobbies (type F). Table 7.8 below briefly lists e typology of the interviewees

and it is followed by a description of each onesel pattern and characteristic.

Table 6.8: Typology of interviewees’ revisit patter

Type A Main holiday to brand newkl, E13, E14, and E24
destinations + regular revisit to the
same place annually

Type B Rarely revisit the samé6, E9, E12, E19, E27, E28, and
destinations; if they do, they visitE33
different regions/states/cities

Type C Random revisit ande3, E4, E10, E17, E18, E20, E25,
purpose-driven revisit and E29

Type D Regularly revisit multiple E2, E11, E15, E16, E21, E22, and
destinations E32

Type E Regularly  revisit  to soleE5, E8, E26, and E31
destination due to family
connection or own property

Type F Hobby-oriented travellers E7, E23, and E30
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Type A are those interviewees who basically hameaan holiday during which they
visit brand new destinations and at the same tiegularly revisit the same
destination every year particularly for the purpotéamily reunion. There are four
participants categorised to be in this group; theyE1, E13, E14, and E24. For E1
and E13, they do their regular family holidays dstioally, and this is not discussed
in this study, whereas E14 and E24 generally hangeroain holidays visiting new
destinations and regular family holiday revisititng same island or resort overseas.
For 14, his journeys, in addition to a main holideywell as family holiday, involve
business trips encompassing leisure activitieselsas multiple short breaks within
the European cities. Each year, for E24, she gmes main holiday with her
husband to visit new and distant destinations alb &g regularly has a family

holiday with extended family members at her ovessemae-sharing apartment.

Participants in type B clams that they do not rigwsstinations they have been to.
Even though they claim that, it doesn’t mean thaytnever revisit the destinations.
Interviewees in type B still revisit places theyvlabeen to; however, the
intermissions between revisits are longer. In otiverds, they are more like

novelty seekers, in terms of places they visit Bmterms of what inspires them to
travel, which is, excitement, always new and fré&sh. E9, E12, E19, E27, E28, and
E33 belong to this group; however, their situati@amies slightly from one to one

another.

Generally, for E6, E9, and E12 they go back tosdwme destination, referring to the

same country. That is, they visit different regiar areas of the same destination

in their revisits. E19, particularly, rarely goback to the same destination for
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holiday unless his purpose is mainly to visit fammiembers who live abroad. E27
has been very adventurous, for example, she jankiking tour in Himalayas, in
Nepal in her late sixties, and keeps visiting néacgs; however, she also mentioned
in the interview that she, in recent years, hasigbd her travel habit; she now goes
to places where she has friends or relatives. ig€a8&other participant who claimed
at the very beginning of the interview that he may@es back to the destinations he
has been to. In fact, he does, though it is veslgasn and the intermissions
between revisits are generally very long, sometiage$ong as 30 years. E33is a
unique case; she, as she claims, can only go ®banholiday every year since she
is still in employment and she always goes with s$ister and brother-in-law, who
are also in charge of destination selection. Owmdhe circumstances, she has
been visiting different destinations, mainly luxaus resorts in various regions of the

world, in the past decade.

Type C are those whose revisits are random andethmlsose revisits are
purpose-driven, too. Participants in this group came one or two destinations
where they revisit. However, their revisit freqagnis random. They return
because they have to visit friends or attend ooocasiwedding in most cases; thus
they at the same time arrange their holidays ardbediestinations, such as E3, E4,
E17. For E10, E20 and E29, they randomly revi$ie tdestinations; the
intermissions are long. E18 works a leader of eyamsation in his local church
which has a connection with a church located inaGaoand between these two
churches a hospitality scheme is run. Therefoeegbes to Croatia purposefully
and regularly for both church business and his &amily holidays. E25 tends to

intensively revisit the same area of a destinatiott then move on to another region
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of a new destination.

Those who are categorised in type D are particgpaio can name themselves one
or two destinations to which they regularly payisés. EZ2, E15 and E32 all like
France and its lifestyle and they return to the esaggions annually to enjoy very
home-like daily life in different surroundings. Elikes France as well. However,
he chooses to drive his camper van and tour ardifestent regions of France each
revisit. E21 sometimes drives his own camper vahsometimes flies to Germany
and France. He returns to the same camp site ¢weryears simply because he
finds the view is fantastic and joyful. E16 goesatsmall village twice every year
to visit her son as well as enjoy holidays while2Edaims that he feels very

comfortable and familiar in the same resort yetarafear.

Type E are those participants who visit a destimatiegularly because they have
family links there or because they have alreadylpased their own property. E5
and E31 regularly visit Sweden and Canada; E5'<dhdns is Swedish-English
whereas E31's sons are now working in Canada. IVanmey go to Sweden and
Canada to purposefully visit their family memberd they also arrange holidays
visiting different places and exploring various ksgof the destinations. ES8 likes
to ski and after visiting different countries fddiag holidays, he now has his own
log cabin in Finland serving as a holiday apartnfenthim and his family to enjoy
holiday twice a year. EZ26 used to have a proparfustralia; frequently revisiting
motivated her to buy the property many years agbthough now she has sold it,

she still goes back to Australia.
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Participants in type F go holidays and revisit mhegions solely because of their
hobbies. E7’s husband likes cruising and sailmdghir holidays involve holidays
in different seas of the world. E23 and E30 batehtheir favourite skiing regions
and resorts and they, as long as they can afforégularly go back to those places

year after year.

The typology is roughly classified based on pagraats’ travel history. It
summarises the revisit patterns of each interviewe¢his study. It helps the
researcher to better comprehend and interpreiféiéohg travel journeys they have
been taking. Also, it provides the background rimfation to see how they may

differently perceive each holiday destination adit

To sum up, the interviewees featured all have & hagel of education, professional
specialities, and high frequency of overseas hgiltdking. By examining the
disclosures about their travel patterns, six typésevisit patterns are roughly
categorised, to facilitate better comprehensioniatetpretation of informants’ logic

on perceiving every single holiday destination thaye been to.

6.2 Gradation of Destination Loyalty — the Overview
The gradation of destination then serves as thaeweork of the findings of the

interviews in this study, which is shown in theuig 6.1 below.

There are four main concepts presenting through rtfuelel of gradation of

destination loyalty. Firstly, the model is buijpan the analysed data of interviews,

250



fieldwork notes, and research diary of this studyhus, the model is shaped with
situational and contextual data, which must bertakéo consideration. That is to
say, generalisability is not the purpose of themgwork. Secondly, the model
attempts to explain how tourists develop their chibaent towards holiday

destinations from a longer time-span consideratiohlong the timeline, tourists’

behavioural revisits and attitudinal enhancemené axplained with local

involvement and travel experiences. Thirdly, thedel also adds in the concept of
decision-making to examine and explain the acteaisation of revisits, which lacks
consideration in the prior research on destinaloyalty. Last, but not least, this
model focuses more on the accumulation of travpkeagnces from trips to various
destinations rather than a sole destination. fleets better what is happening in
real life. It is because travel experiences gaimeall holiday trips as well as

emotional bonding impacts their revisit decisioffhat is to say, when tourists make
the decision to revisit a holiday destination, tli®ynot merely consider their prior
travel experiences to that sole destination. &, fall travel experiences matter and
influence their decision. Also, the findings pomit that emotional bonding has
something to do with their memory of prior travedperiences. Thus, this study
advocates that travel experiences cannot be sieplib be only the satisfaction of
fulfilment of needs and anticipations; the entiretly travel experiences is what

strengthens the attachment towards the place.
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Figure 6.1: The Gradation of Destination Loyalty
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As stated in the section of data analysis previo@séction 4.6), interviews were
transcribed into text. Along with research diangldieldwork notes, text data were
horizontally and vertically analysed. Horizontata analysis refers to coding all
the text answering the same questions across ietewhile vertical data analysis
refers to coding each transcript from start tostmiand through analysing the coded
transcript, understanding the dynamic interactibe$ween visit realisations and
emotional bonding as well as incidents or actigitighich may contribute to the
becoming of loyalty. Patterns of each case wemmpawed and contrasted in
parallel. This process led to preparation of avfllbart of becoming loyal which
convey all told stories. That flowchart of becomiloyal was named to be the
gradation of destination loyalty and then servethasframework of the findings of

this study.

The gradation of destination loyalty model consadtshree stages, the initial stage,
incubation stage, and reflection stage, and it eodand moves forward along with
the timeline. The timeline refers to the chronatafjorder and the accumulation of
travel experiences gained from all holidays to masiplaces over time. The initial
stage is the very first visit paid to the destioatend the formation of attitudinal

perspectives. It also contains the situation thiatists choose not to return. Initial
stage is named because these are post-visit beinavand attitudinal responses and
the beginning of becoming loyal to visited destiora$. Incubation stage begins
with the realisation of revisit. Enhancement ditadlinal perspectives is generated
by local involvement. Circulation between the bebaral revisit and attitudinal

enhancement may occur numerous times. With pedcsituations and reasons,

revisits disconnect. During this stage, feelind®owt visited destinations are
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enhanced gradually along with revisits being cartlly realised; therefore, the term,
incubation, is applied to this stage. Then, it esYorward to the reflection stage.
During this stage, tourists make future plans,teeta how they behaviourally and
attitudinally engaged with the holiday destinatiorMost important of all, the

accumulation of travel experiences leads them tH seflections and self

development, which are more spiritual and philoscgdkoriented. When a series
of revisits are completed or disconnected, the mctation of travel experiences as
well as previous travel experiences catalyse ttautis plan for the future and to
wake up their in-depth feelings and ways of thigkitherefore, the third stage is
named to be stage of reflection. The three stagespresented with the finding

details in the following sections.

6.3 Initial Stage

The first stage is named to be the initial stageofists’ attitudinal loyalty, in which
tourists start to form their attitudinal perspeetitowards first time destinations.
The initial stage is taken out of the entire frarndwand presented below in the
figure 6.2. On the left hand side of the figurethe timeline. It is extensional;
there is no sign and specific duration referredhe Timeline is extended with the
presence of next action. During the initial stageyists, attitudinally, tend to have
diverse emotional feedback to the holiday destomsti What they feel to the
destinations indicates comparisons and contrastsrade amongst with everyday
life, prior holiday experiences and new holiday ex@gnces which gained from this
trip. Those emotional responses facilitate tosrtst make the decision to revisit.

However, some tourists have good reasons for riatrieg and thus also will be
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presented in this section.

Figure 6.2 Initial Stage of Destination Loyalty @asion
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6.3.1 Formation of Attitudinal Perspectives

Right after the first visit to the holiday destiiwat, tourists start to form their
emotional responses to it. The attitudinal feedlbiacvaried. Both positive and
negative feelings are revealed. Tourists compadecantrast their current holiday
experiences with their previous ones and dailydifaome; those influence how they

form their initial feelings to holiday destinations

Diverse Attitudinal Feedback
Tourists reveal comparatively rich attitudinal fbadk to destinations they have just
visited for the first time. Usually, positive fegjs come out first and occasionally

negative feelings are mentioned during the conviersal interview. The positive
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feelings include satisfaction, excitement, astomisht, and joyfulness. Satisfaction
is straightforward and refers to enjoyment andilfunt from tourism resources
offered by the destination. Excitement, astonighimand joyfulness, however, are
feelings they gained because they found this dastim was so different from all the
others they visited. Here, comparison and contraste begun their effect on
attitudinal feedback. On the other hand, negateadings are indicated. Those
negative feelings usually come from an irritatingmasphere seated in the
surroundings of the destination; however, theirraWeattitudinal feedback to the
destination is still positive. Negative feelings bt ruin the destination, as long as

they do not outnumber positive ones.

Here are narrations explaining the findings listbdve. The first comment is made
by E33 to demonstrate satisfaction gained fromilfaént of needs and tourism
resources, mainly from the destination featureshe &as paid a first visit to

Maldives. When she is invited to share her infielings, she narrates,

“1 think that will be Maldives but you know it migidt be the place | can that
easily go back for revisit but | find | love it atj | love it because the people
there are beautiful and friendly, nice accommodaticeally superb; food is

amazing...really it's just like paradise. It is vethilling out; very very safe.

Well, just like what | said | like it and everytgithere is so ideal so beautiful
and amazing and | cant say anymor¢E33)

As it is previously introduced, E33 claims that shever returns to the same
destination for holidays. Particularly in the pdstade, she goes on holidays with
her sister and brother-in-law, who are also resipts$or destination selection and

planning. During the interview, she mentions salvéimes that she never cares
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about where to go on holiday because she believasritravel partners who always
make the best decisions. Thus, her initial fealite;md to be related her satisfaction
with the tourism facilities. In this respect, @confirms the literature. However, it

is an instinctual reaction, which has not yet beéeepened.

Moreover, feeling exotic or excited is another epmdl feedback to holiday
destinations upon a first visit. Tourists tenddel that way to destinations far away
both geographically and culturally. Adjectives amnet the only vocabulary
interviewees use to describe how they feel theirtgins. The exoticism can be
experienced through all five senses upon arrivahatholiday destination. This is
reflected in their facial expression or the intemaif voice, which is jotted down on

the fieldwork notes and research diary.

Here are several examples. E24 kept using thectadge ‘amazing,” when she
mentioned her first visit to China whereas E5 fleét exoticism through her sense of
smell. E24 is characterised to be behaviourafglido Portugal, where her family
have time-sharing property. However, she managebavve one or two “main
holidays” every year with her husband. She tendsdit long-haul destinations on
main holidays and she rarely returns to those. frE§uently visits Sweden and
Norway owing to family connections. However, shaswnvited to visit India by
friends. She describes the distinctive smell shigced on arrival in India for the
first time. Moreover, E23(wife) named a seriegle$tinations where she has been
to but when it comes to one particular, her voicenged and her facial expression
was dramatic. On the long list of holiday desiiorag, E23 has been able to return

to most of them except for Kenya. The intonaticangatically changed when
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Kenya is mentioned. Kenya becomes ‘marvellous lkeapd her expression is a

picture of her endearment.

“I went to China, that's fascinating. | meant |vex notice that China is so
amazing, so big in size, so busy .... There areobdliof people particularly in

big cities where we visited last time... millions..llioms... millions (repeated)

of people; last time we also went to Shanghai a#, vaenazing amazing

amazing.....(repeated) It's the scale of the buildingo beautiful when it is
contrast with the colonial area; it's fabulous; leant | dont like tall buildings

but they look amazing, they are all tall to the akyl everything was amazing;
no matter whether people walk or by bicycle or muices, | looked at them on
the street and | couldnt do anything and just stoo the street. ....(E24)

“this year we also went to Goa, India in January \We were collected...er
picked up in the airport by the taxi of this frielrdm Sweden and the smell that
you experience through the way the car passing sbyust fantastic; very
distinctive, very fragrant. It was very enjoyabldt’s exotic. It's something
I'd never sensed before. It's so so (repeatedgmdint.” (E5)

“We have been to Australia, we have been to Svatady to France, Germany,
Italy, Luxembourg, Belgium, Holland, Sweden, yesmne.. Spain,
Greece...ermmm, | think that's all...not bad, isnt.itQh, we also have been to
China, Hong Kong, to Malaysia, and Singapore. Yeat's probably it... ohh,
and Kenya...yes, we have been to Africa. Oh, manglliéenya!!! (exclaimed
with eyes wide open)E23)

Interpretably, the distinctive and diverse attinadi feedback towards holiday
destinations originates from “feeling different.”They are excited, astonished,
amazed or surprised because they have never haithrsiexperiences. The
excitement and astonishment come from the uniquseties sense during the first
visit. That uniqueness may not always refer taidason features or attractions.

Take, E24’s passage, for example, populous anddadwstreets with people walking
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or cycling amaze her. Yet, that is just the wag/ dlestination always is. However,
it's touching and it generates the intervieweeiiahattitudinal perspectives to the

destinations apart from satisfaction.

Negative feelings are mentioned too. Generally,averall attitude is still positive.
They are mentioned because it arouses a sense nolyarce. The kind of
annoyance comes from their unfamiliarity and fegdinof being disturbed.
However, when the interviewees are asked furthethieir overall perception to the
destination, they actually see those incidentsndssmall defects. They learn from
experiences. They do not easily dislike a placengvio one small drawback; in
fact, they turn those encounters to experienceskandledge learnt from the trips.
The following passage is the narration of E16. ifies about her first visit to St.
Petersburg. What she said at the very beginning be interpreted to be a
disastrous holiday experience. However, talkinghier, she actually refers to a

very different view.

“...something | dont really like or even feel a begative about St. Petersburg
is people there are not friendly; they dont seamstnile or be happy and
sometimes they are rude, even to tourists tooeell ¥ery unease walking on
the street in St. Petersburg; | find myself stabgdpasserby. You know, they
watch at you; they observe you....However, it's atilery interesting place to
me. | enjoyed the culture and heritage and theeeadso some aspects which |
might not fancy so much. | have to say, if possiblstill want to visit St.
Petersburg and Russia. | didnt feel comfortableew | was there and it's true.
However, it was my first visit to communist country/just get used to friendly
and hospitable people; it was really a big contrast different experience for
me. ... As long as | learn that Russians or peopleommunist countries used
to be hostile to outsiders and even taught to berdgve, | got over it.{E16)
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What is quoted above not only demonstrates thaistsuhold diverse attitudinal
feedback to destinations they visit only once Hab adlustrates that the emotional
impacts destinations bring to tourists are profounDiscussing satisfaction from the
perspective of fulfilment of needs and anticipasios only scraping the surface of
attitudinal loyalty. Moreover, feeling differentom what they are used to leads
them to be excited, amazed, astonished, and sedpngh the first-visit destination.
Negative feelings aroused by irritating encountds® turn out to be lessons learnt
and knowledge obtained from the holiday experienegsich is not always a

drawback preventing tourists from returning.

Comparison and Contrast

Comparison and contrast are implied when intervesadaim that they feel different
from destination to destination, which leads thenietel surprised or astonished as
explained above. Here, in this section, it retershe observations and encounters
obtained when trip is compared and contrasted thighr daily-life experiences and
prior holiday experiences. This informs their i@litperception of the destination.
Those judgements are subjective and have somditiithg with personal experiences;
generally, respondents compare and contrast tlodiddy experiences to various
destinations. The first passage below is a citaftiom E20. She talks about how
she feels to Australia and she constantly refexsthier places she has been to when

she comments Australia.

“...I find Australia is quite boring. It just doesrattract me at all. | meant
there are lots of more places that | would rathst t Besides, there are many
places where | had been to before and now | arhvatiing to revisit, such as
Canada, France, Spain, ...and Italy...oh...and Indiemeant a place for me to
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stay and to revisit must be special. Take, Intha,example, it is a massive
piece of land. There is diversity in India. Thouth and the north of India
are different. Kerala is very green; the landscapakes you relaxed. New
Delhi is...complex...it's modern and at the same tim®ical ...it's amazing.
Well, Australia is also huge but | just can not ghe difference; it doesnt
attract me at all. | just dont find Australia spal at all.” (E20)

Tourists make observations on many aspects, whimmesmes are beyond
anticipation. They compare and contrast these reagens with their daily-life
experiences and then again form their perceptiothéodestination initially. E4
talks about his observations on news broadcastthhenUSA and the habits of

Americans when he visits the place for the finsteti

“When you see the size of the country, you canwdge people do not go to
other countries in America because it takes thewhale life to just be around
in America. And we do found that we are quite gart really because we’d
pay attention to what is happening to the worldlevthey only focus on what is
happening within the America; for them, the wortd hardly existing....it's
another thing quite interesting in the USA becallsy never have any stories
on international news unless it's the national-widevs broadcast. So, that's it;
they are just facing their internal world; the wkaolvorld is America. In fact,
only 10% of the Americans got passports becausedbat get much holiday
and when we talked to people in a Café, 23-yeamatoshing a Burger King, he
told me he doesnt take holidays and it's interggtio see the way they work.
That young man told me that he never go abroadthedarthest trip he’'d ever
had is to leave his hometown, Indiana, and moveet@, Ohio, to work....I
cant imagine that someone who never travel or neage holidays and neither
did he.. He cant believe that | drove over 300esacross states in that
particular trip.” (E4)

To sum up, learning to know better what the desbnas all about is the main task

in the initial stage of attitudinal perspectiveskespondents have diverse emotional
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reactions to the holiday where they visit just oncelowever, “feeling different” is
the key which leads to the holiday being specialhi® interviewees. Meanwhile,
observations made during first trip also shapepéeeptual feedback respondents

hold to the destination after their first visit.

6.3.2 No Further Revisit

Even though interviewees hold positive attitudeshi® destinations they visit only
once, they may not have been able to pay revisithis study concludes two
situations which prevent respondents from returningirstly, respondents find
themselves fully entertained upon their first visitthe destination and they tend to
move on somewhere else for holidays next time. o&dy, practical factors, such
as long distance, long holiday duration neededyels as consideration of higher
travel expenses wear their revisit intention awayhese two reasons have
something to do with how destinations are perceivgdhe tourists. Therefore,
they are issues to be addressed by destinationshwihiant to attract repeated

travellers. The following paragraphs explain thiese reasons separately.

Seen it and Done it

Novelty fulfilled can be seen in two dimensionse fersonality of the tourists and
what the holiday destination is perceived to beom8 tourists are categorized to be
novelty seekers, who tend to visit different plaeash holiday. They believe that
after they have been there, seen these, and danthém they will choose elsewhere
next time. Certainly, the world is big and there many attractive destinations for
them to choose. There is already research studyowglty seekers. Therefore,

this study does not aim at explaining this issuéhir. Novelty seekers are not the
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group of tourists this study probe only choosertibp into in-depth.

However, novelty fulfilled can be seen from anotla@gle too. Tourists perceive
every holiday destination differently and some thi@ught to be very appealing for
exploration and being worthy of visiting. The dgon of no further revisit is

probably made before the tourists start off. Sutkéy might change their minds
and do pay a second visit in the future. Howeserfar, that second visit has not
yet been realised and return visits. In the follgypassages, E9, E13 and E28

explain to the researcher why they do not retursotoe destinations for holidays.

“The last big trip where | won't get back any waythe Antarctica, you know,
the south pole. ...That was on a cruise from hmmntddgsthe bottom of the
South America to the mainland of Antarctica; | w@®o back there again. Seen
it done it and that’s all.... we'd been to Paris ®rfew days time; we’d been
there a few times; Spain a few times. Sometimgswhkes spilt over years and
hopefully we maybe go to Australia again next yedntarctica, certainly no
but | certainly will go back to the America. | weback to some of the
destinations for holidays and for experiences.thdtt destination can only offer
very little for me, | certainly do not return. iké adventure, | like wildlife;
certainly Antarctica trip was interesting and edtioaal. There were
seminars on cruise and topics range widely, sucgeadogy, oceanography, or
glaciology. However, seen it, done it and thali's a(E9)

“...this year we’d been to Chile and Argentina; ircfathe most spectacular
places we have been to are probably Chile, Argardgind Peru where we have
been to in these recent years and also South Afri€ossibly we are not going
back to any of them, except for Argentina, becdlieee are so many places to
go and to see but not because we dont want tdoVéethem all.  We’ll have to
go back to Argentina because we were only in Pat@gand we’'d like to go
back and this time to visit other places in theth@nd also go to Brazil; that’s
the plan for future though. As for Chile, Peru @wlth Africa, | suppose that
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we dont go back. We'd tried to seen them all me ¢rip and | think that's it
for us.” (E13)

“we had been to Peru, it's a long way and | donippose that we will go back
to Peru; it's not because we dont like it; we awé the place and we got very
happy memory of our time in Peru but we have sealh i.we go to a place and
we see the place and that’s it; we’'d done that...Egy@nother example. It
was great. Me and my wife enjoyed pyramids, museuwmuise on the
Nile...but again, we have seen it all...] dont supptbed we will go back to
Egypt.”(E28)

Novelty seeking is a major factor holding touribeck from returning. Antarctica
is an extreme case here; however, generally spgpakiow the destination is
perceived by tourists also matters. If a destomatis perceived to be
“must-visit-in-life” or can be fully experienced thin one trip, they are perceived to
be “disposable.” It indicates that tourists final motive to return even if they love
the place and think it fascinating and spectaculdihe findings might indicate that a
destination attempting to attract repeated trakgli@ust avoid being perceived to be

fully visited and experienced within a single trip.

Compromise

Destinations which are perceived to be distantjirewy a long duration and higher
expenses, generally defer the realisation of rsvikong distance is associated with
longer holiday duration. Also, expenses and ttangelbudget issue are practical
considerations. Even though a holiday to that {egpense destination is
affordable for the respondents, they find they loarequally happy and satisfied with
a visit somewhere similar and more reasonably @gricéThese practical situations,

unfortunately, can ensure the holiday destinatsoonnitted from the respondents’ list

264



of returning holiday destinations. The monologu&5b is an example of these three
practical considerations which holds her from goimack to New Zealand and
Australia. E15 and her husband have both beerdeti It is supposed that time is
not an important issue for them to travel to lormgHhdestinations. The distance
discourages them. The expenses not only restnain decision of revisiting New
Zealand and Australia but also delay their reguéaisit to the south of France.
There are compromises tourists have to face inlifeah terms of revisit realisation.
Consequently, they are obstructions that destingtaefinitely have to overcome if

they wish to have repeated tourists.

“I think comparing with New Zealand and Australidn@e we would like to go
back but it's so long way, you know. It's long joey and it's expensive whereas
south of France it is very different to here andiyés not that difficult to get to
and it's not terribly expensive. Although we havdi@en there this year the
Euro exchange rate might be a little bit differelntit yes comparing the expense
we might need to go to Australia and New Zealand. wailove to do that;
someday we might go back but it's a big trip ardbht think we would do it
easily again with our age but to South of Franéeatsier and it's also part of
Europe.” (E15)

6.3.3 Section Summary

The theme of initial stage is learning. Touristeow more about the destination
from their first visit experiences. At the samméi comparison and contrast of
experiences as well as observations made duringaysl help tourists shape their
attitudinal reactions to the destinations. Satisfa is merely a fundamental
response when tourists find tourism services aatlitfas fulfilling their needs and

anticipation but it does not lead to profound ewwdl reactions. Those

destinations which bring them sense of novelty @diffdrentiation make tourists feel
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excited, surprised, astonished, and amazed. Tlaeanent is how a destination
genuinely presents to the tourists. Moreover, tiegafeelings caused by
drawbacks are not bad things for tourists at allhey turn into new knowledge and
experiences learnt during holidays. On the otlaerdhtourists choose not to return
to some of the destinations. Novelty seeking igeed to be an influential factor,
which has been well studied and is not focusedhig gtudy. The study advocates
that how destinations are perceived matters toidistrrevisit decision. If a
destination is perceived to be seen and enjoyedebntvithin one trip, tourists
might not find it necessary to return. Additioyallength of distance, the longer
vacation time required, and higher travel experaesfactors detaining tourists’
revisit decision. They are compromises which tgrimust make and they are
obstruction which destinations must deal with ifatting repeated travellers is their

intention.

6.4 Incubation Stage

The second stage is a circulation stage betweeretingt and their enhancement and
transformation of attitudinal perspectives towatigks holiday destinations. Figure
6.3 shown below is taken out of the framework aidgttion of destination loyalty

and illustrates this interaction stage of enhancgrogattitudinal loyalty to holiday

destinations.

The second stage of formation and enhancementitfdial loyalty is seen to be

the most significant phase of all three gradations.starts from the tourists’ second

visit to the holiday destination. During their laalys, tourists access to the local
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community and become more familiar with places ttrenlast time. In fact, they
become more knowledgeable about almost all aspdctee destination. All of

these lead them to have more involvement with tkstidation and this alters
emotional responses to the place. They decidettomn; the process continues to
evolve as long as the timeline can be. With aesedf revisits, the attitudinal
perspectives are then modified and altered gragloakr time. However, tourists
may decide not to go back at a certain point fisgibns change. The following
sections explain these four elements in detaily tre the realisation of revisit, the
shift of attitudinal perspectives to the destinaticand the mediating factors
facilitating the enhancement of attitudinal loyalgnd the reasons of revisit

disconnection.

Figure 6.3: Incubation Stage of Destination Loy&adation
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6.4.1 Actualisation of Revisit

When it comes to behavioural loyalty, what the popas literature lacks is discussion
of the actualisation of revisit. In that casegemtton to revisit is taken to be the
construct of behavioural loyalty, which does ndle the reality and it might be too
ideal to take intention as actuality. Howeverstbiudy does not aim at explaining
how tourists make their revisit decision; decisioaking or choice-sets are not what
the study probes. What this study aims to do digouss repeated visits in terms of
true realisations and from there this study preséné¢ motivations and purposes
which truly propel tourists to return based on élgvatterns gathered and concluded

from the fieldwork.

Based on motivations and travel patterns, thisystddntifies three types of revisit
patterns. They are purposeful revisits, joyful isgs, and sequencing revisits.
Purposeful revisits are made by those who retura ptace for occasions which are
beyond the consideration of what is offered by tlestinations; rather they are
motivated mainly to go back by their personal &fgeriences. Joyful revisits, on
the other hand, describe those who enjoy and atevaed by what is provided in

the destinations. Sequencing revisits, however,uadertaken by tourists who are
like modern nomads; they tend to go back to theesdastination numerous times
until their joy maximises then they move to anotlestination for revisits. In the

following paragraphs, these three types of behagldayalty are presented.

Purposeful Revisits

Purposeful revisits refer to revisits by informafds a specific purpose. Generally,

destination attractions are not the reasons dritegn to return. It also indicates
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that if the purposes disappear, the destinatitimeis no longer attractive nor provides
sufficient reasons for them to return. Again, éhare three sub-categories in this
group of revisit behaviours; they are social ne&sorisitations, family holidays and

meaningfulness or celebration purposes. Theyxpkieed below.

Social Networks Visitations

Social networks visitations refer to those who rhigave been working or residing
in that particular destination before or those vehdamily have moved to that
destination. They go back there to meet friendd eslatives on social basis.
Quotations taken from E1 and E31 shown below brigildicate two occasions

motivating tourists to pay revisits.

E1 used to work in Louisiana when he was youngdrraaved back to Scotland for
decades. Even though it has been a long time dim® moved back from
Louisiana, he still frequently returns to catchwiph friends and at the same time

takes the opportunity to visit other places arotiredUSA.

“In the past five years, we have been to UnitedeStdawice. | have some
friends and relatives there and we visited differptaces as well. But we
mainly went back the United States to visit frieadd relatives. Last time we
visited Louisiana where we used to live and evane twe go to the United
States we go visit Louisiana for sure; we got vgopd friends there. | had
been working in Louisiana for six years but it i@sg time ago; | came back in
1993. So, mainly it is because of friends we s#dularly go back to the
United States; however, the scenery is also good t&ou know, the variety of
the places to visit all around the States andsitif much cheaper to stay in the
United States....(E1)
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E31 and his wife are now still employed and have yei retired. Summer and
winter vacations are the best time for them to thk&days since they are both
teachers. However, two of their sons are now wagykn Canada, which provides

them motive to regularly visit Canada.

“Where we have been going recently is because oos sre there; they are in
Canada. Our sons work in the Canadian Rocky Maiantvhich is the far side
from here. And if you do a long way trip, you damant to rush, you tend to stay
a bit longer. However, both of them work in hojidasorts; even if we go visiting
them, it is impossible to get along with them aly ¢dbng. Thus, we arranged trips
ourselves.. So, we did the cruise from Vancouwréddska. And after coming back
to Vancouver from the cruise, then we took a vérg train, quite a luxury train,
from Vancouver to Whistler where our eldest sonkaor Some days my sons were
working and we would go off and they would suggsssome nice villages and
towns to stay for 2 or 3 days and to visit aroun@hat’s the first year .... we have
been there in the summer for 2 or 3 years in aw@also want to see the snow and
the mountains in the winter but there is no flighom Glasgow during
winter....we’ll see. \Visiting our sons is the maagon why we visit Canada even
though it is amazingly fantastic and we always hgoed time in Canada. But |
dont think we will go back if our sons come baokg of them just extended his
contract, which means he will stay there for amavo years.... (E31)

Family Holidays

Family holidays refer to tourists returning to astileation regularly as a family to
enjoy the holidays; what matters is to enjoy beiagether with all the family
members. Significantly, they believe that the ibesion is suitable for every
family member based on their likes and needs, asipported by E22’s narration.
On the other hand, E5 explains that she used tmger activity holidays for her
children when there were young and now her famayeh stopped to returning

France for that purpose. Now, she and her hushandenjoy visiting destinations
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where they always want to go but they could notmtheir children were younger.

“We have been to Barbera in Spain in the past fiears....probably 10 times.
And | have been to Majorca in the past five years6f times. ... We found a
place we both like and it's short flight; also teeis always sunshine there. It
fulfils most of our needs. We have been visitirgb&a and Majorca
purposefully for family holiday for a long time. elBxation and enjoying being
together with family are what we care most. Wedneealestination which is
suitable for all family members..(E22)

“We used to go to France when the children werelkridge would do activity

holidays by using a special tour operator that ..e @cycling holiday and one
is canoeing holiday. They would move your bags frdrare you stay to the next
destination you are going to stay when you areiggabr rowing. And when you
reached the place, you'd stay one or two nights iarklped you again when
you were on the way to next destination. We lotiatl t However, those trips
were arranged particularly for our children. Theyere family holidays and

we certainly needed activities which were suitabplteergetic teenagers. We
stop doing that and now my husband and | arrangkday differently. We

now visit destinations where we always want totéed we couldn't before.”

(E5)

In other words, it is a compromise, but a happy, @meholiday destination selection
and enjoyment of family togetherness is paramowhich is exampled as showed in
the quotation from E24. E24’s family have a tinmey® property in Portugal and

she regularly visits there with her extended family

“Well, we actually have time-sharing in Portugalyrotime-sharing, we usually
used to go during the summer time when the childmere younger but we swap
now for June or September because it's a bit codMthough it might be

changed back to summer time because our grand @hiing to school next
year and we probably will go Portugal in the sumrtiere base on the school
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timetable. We’d never been to Portugal on our owly.0NMe always went there
with our whole family and sometimes we may havae beere only with girls
and sometimes we’d been there with my husbanaisodithmily and for the last
twice we’'d all been there together. Usually we there for one week all
together with family like what | just said. It'stnexciting. It's part of the world
where we’ve been going regularly for so long anel igasons why it attracts us
to go back is simply because they offer faciliteestable for every family
members and we go there to enjoy family time. Thathat all it matters.”
(E24)

Meaningfulness and Celebration

Moreover, tourists choose to go back to the sansérdgion because they find the
destination is meaningful for them or they go thimecelebration. For example,
they have been to the destination on honeymoortrerchoose to go back there to
celebrate their marriage anniversary sometimes thir children and sometimes by
themselves. E14 and E28 share their stories \nghrésearcher. Generally, E14
arranges a main holiday every year to visit distamd brand new destination and
also arranges regular annual trips to the Candapdswith family. However, she
arranges a trip to Menorca because she wants te e meaningful destination to
her children on her anniversary. E28 claims hifmelt he does not like return to
the same place; however, he revisits Norway. Etlmugh the intermissions
between revisits are extremely long, his statemeweals what Norway means to

him, which makes him to return.

“When you asked if there is any place we want tobgok to revisit, | were
thinking of Menorca, where we went for honeymoorand.for the second time we
went back there that would be 12 years later whanchildren travelled with us.
Me and my husband purposefully arranged a trip tenbfca to celebrate our 12
anniversary and we took the children to those @aghere we had been to before.
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| even showed them the photos we took on honeybmefore we actually went
there....my daughter even suggested me to take pm®w at the same place, by
the fountain, with the same pose (E14)

“1, well, in 1949, when | went there with a schgurty; it was just after the war
and also that's my last year at school before Itgdhe university. And then 10
years later | went back to Norway and that timedk my bride with me; it's for
honeymoon and then this year, we went back to ¢ixagilaces we had been to 50
years ago..."(E28)

To sum up, destinations must be attractive to stsiri However, being attractive is
not the major reason motivating tourists to conmaetiand again. There are
purposes behind revisit decisions.  Social networkamily holidays, and

meaningfulness and celebration are some of theopagdriving tourists to pay

revisits.

Joyful Revisits

Joyful revisits, on the contrary, mean that tosrigste motivated to go back to the
same holiday destination due to its appealing ahtmd cultural environment. In

other words, joyful revisits have something to dithwourism resources, which is
attribute-driven.  However, this study does notsprg the findings from the

viewpoint of factor analysis; rather, this studyeggnts the phenomenal facts
describing why tourists find destinations intenegtiand worth revisiting. This

study identifies three types of joyful revisits. hély are exploration, lifestyle

enjoyment, and activity orientation.  Exploratiavhich is named in this study to

be “jigsaw mapping,” refers that tourists come b&ckthe same destination for
holidays but they visit different regions and @teach time. The purpose is mainly

to explore the destination. Lifestyle enjoyment,tbe contrary, means that tourists
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simply choose to stay at the same place for coapleeeks. They do not travel
around during holidays; what they like is to enjine local lifestyle and living
environment. Besides, some tourists are activityed; they constantly revisit the

destination due to going for certain activities\pded by the destination.

Jigsaw Mapping

Jigsaw mapping refers to tourists who find the idasbn full of variety and
diversity in terms of culture and natural resourseshey are willing to continually
go back to the same destination for holiday. Hawewn each of their revisit, they
visit those places or areas where they have nexen.b Therefore, their mobility
within the same holiday destination compares tngldhe jigsaw puzzle of the
destination map. These series of jigsaw mappingngys may take decades to
complete or may never be fulfiled. E17 is an egbaof such type of returning
travellers. She, in the interview, claimed that Blas been going back to the United
States for holidays since she was a teenager. oughhshe still visits other
countries for holidays, such as Spain, Czech, aim@my, the United States is a
life-long destination for her. Here are sectiorisimerview in which she talked

about her journey history of going back to the EdiStates.

“Mainly in these five years we seem to only manageésit the USA once but in a
longer time span we constantly went back to theeStaut visited different parts of
the country every time.

The first time my husband and | both went togetbeéhe USA would be 1979; it
took me a while to get back because | used to ére ts a student but only for a
few days. When | was in New York | have alreadynmed that I'd go back to
the USA. It took us 7 years to save the moneygartthck to the USA. For the
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first time we were both able to travel together, dvé something the American
tourists will do when they visit the Europe, yowknwe were in different places
every day. So, at that time we went there for wHoleeeks and it's more like a
taster; we went to many places. ... So we got armiah our mind of how varied
the USA is within a month.

We just fell in love with the USA really. The USAuch a big country you know
and whenever we went back we started to wonderendrewhich part of bit we'd
see in our next trip, you know. Although now werdwe focused trips to visit my
friends living in California, we used to visit eyedifferent part of the USA, for
example, the northwest or the northeast of the UBA;know, it's just an amazing
country.” (E17)

Lifestyle Enjoyment

On the other hand, lifestyle enjoyment means ttingho are so attracted by the
ways of life of the holiday destination they chodseeturn to the place year after
year. They might not even visit somewhere newteers, they would stay at the
same region. Activities they would do during hald are pretty much daily-life
routine without work commitments in Scotland. Tjogy for them could be as
simple as shopping in the local farmers’ marketavring a glass of rosé while sitting
and watching the sunset on the balcony of theirdhgl apartment. E15 also
travels to various places for holidays, such as @itag Dubai, Australia, New
Zealand, and Singapore; however, the south of Eramdhe place she constantly
goes back. The lifestyle of the south of Franseifeates her. E15 mentioned her
passion for French way of life and enjoyment atirtiwliday apartment during

holidays in the passage presented below.

“l enjoy going to the market for the fruits or jugbing to the supermarket to
see the differences of food available there to.hEnat’s very interesting, | think.
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And | like the passes at night where you see e [meople with the day’s work
finished and they all be bathed and changed and waland down in the front;
it's seaside destination and they went to the sgi@ameet up with other people
and chat about their a-day; | like that. | haveebeenjoying it very much; I
like the area of Perpignan. | just like the feeBngf the particular area; | just
like the way people seems to live in their lived s@ems to get out of work-hard
and seems to have the way to relax but it's low ksynot spending lots of
money. We could go out for a wine or meal in aa@mnt with very
reasonable price and people just live in very ndrtives but in better weather
than here. ... | think the more we've been to thati@dar part the more we
like it and it's another attraction to go back. dbesnt stop us trying other
places but it's always a nice place to go backrjpe....” (E15)

Activity-oriented

Additionally, there are tourists who return to tbeme holiday destination to enjoy
certain activities provided by the holiday destimat such as skiing, camping,
cycling, or painting. Surely, they could choosedtw the same activities in other
destinations though they do not because they finid toliday destination

outperforms and attracts them more. Thereforesemond choice is considered.

Skiing motivates E23(husband) to travel. In theenview, E23 is planning his
skiing trip to “Ski Himalaya” with his friends sorm@e in January, 2010 to enjoy
skiing in the highest mountains of the world; thghest ski resort on earth.
Basically, E23 is characterised to be an enthusiakier. E23 shows his special
preference to skiing in Chamonix. He and his fgmihcluding his daughters,
sons-in-law, and grand children, all enjoy skiingde and his wife particularly
arrange skiing vacations to various destinationsydver, Chamonix is his favourite
place. France is a destination he frequently itsvisut skiing in Chamonix is the

major reason he constantly goes back.
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“...a lots of times to France. Mostly in the wintee went for skiing and we had
favourite skiing area. ...The place/base of skiinghHand good snow. Chamonix,
France, we have been there for many times. Weage tiecause we know the area.
We know the hills and | meant is the best placgadecause the best snow is
there. Well, it's very technical reasons we gad¢heve know the place and we
dont need a guide and we know where the best sow love skiing and | tried
many skiing resorts in most European countries. ar@bnix is still the
best."(E23)

Interviewee E21 is another example in this case€1 @&hjoys camping. Every year
he arranges camping holidays to France and Germatg. sometimes drives his

own camper van and sometimes he flies there artd acamper van or motorhome.
E21 also travels to other countries for holidaysshsas the Caribbean and New
Zealand. However, camping is something he hasrmeatevoted to in recent years.
This is why he frequently and regularly returns@Germany and France. Here he

shares his experience.

“...I dont travel that much in the past a few yeard.go camping on holidays. |

went to Germany and France for numerous times aahllvays visit there during

summer time and purposefully go camping. For Fearactually we have been to
the same place for 8 times in not just recent Sy&at more. Also, the site we
went to was very close to one of my friend's cettdgere. That is a plus; we can
at the same time visit our friend. It was quiethat place; not so many tourists.
It was also very close to town and lovely beach.foksGermany, it is a very

beautiful countryside; the flight there was shortdathe scenery was wonderful,
also we know a very good camp van site where weadnthe car to simply enjoy
that very wonderful view..(E21)

In short, tourists will pay revisits because thegnivto explore more, enjoy local

lifestyle or participate in a specific activity. f tburists find the destinations provide

277



diversity and variety, they are willing to retura tliscover and experience more.
This type of revisit pattern is compared to doimgsgaw puzzles. Also, tourists
choose to go back to the destination which bestiges best the way of life they
fancy. In that case, tourists choose to staypdiee a fortnight to enjoy the lifestyle
and living environment rather than travelling ardun Moreover, activities are
another reason why tourists return for holidaysheyl find that destination will
deliver the best conditions for their favouriteigity and will maximise the joy they

can get from it.

Sequencing Reuvisits

Tourists who have sequencing revisits to the saola@ldy destination are then
compared to ‘modern nomads.” They tend to rewist destination intensively for
several years and then move on to somewhere newie Ccharacteristics of
sequencing revisitors are, firstly, very behavitlyréoyal to the single destination
and then they move on. Secondly, the destinatibeg choose tend to be very
similar to one another. For example, destinatiit similar weather conditions,
language background, or culture basis. Interview2® is chosen to be the
example of sequencing revisits. He has been takatigays in the Mediterranean
area in the past decades. Before he visited Sardie used to visit Majorca,
Barcelona and some small villages in northeastrSpeaar the border with France

and villages in the south of France.

“I like places with their own characters, such asrélona. Similar to
Sardinia where we just visited this sumnitér,part of Italy although the people
there would like to be separated haha... (both ladigheAnyway, before we
visit Sardinia, we went to Barcelona, we also wena small village north of
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Barcelona and then we went to another small villageouth France which is

very close to the village we went to in Spain thtte first year and then the
second year we went back to northeast Spain anth smast of France to the

same area but visit different villages. From tham we were in love with

northeast Span and south France. We went backne sillages we visited

before the year after and then visited surroundimdlages too. It's more like

we return to the same region for two or three tiraed then move on to another
region....l forgot to say we were also in Majorca tmuple of times within the

past five years. It's part of Spain but again ifgite separate and again we
stayed in the edge of little town(E25)

Sequencing revisits are very different from theigiépattern of jigsaw mapping.
Tourists paying sequencing revisits are compared‘nimads’ because they
intensively to a destinations for holidays for sogears consecutively; then they
move to another destination. In contrast, toungith a jigsaw mapping revisit
pattern perceive the destination to be their lifieg destination. They do not rush to

revisit and between revisits they take holidaydifferent destinations.

In conclusion, the study identifies seven revisitgrns based on actual revisit
realisation. The purpose is to discover the phemahfacts of travel patterns
which tourists truly take rather than mistakingemtion to revisit as behavioural
loyalty. By doing so, the true motivations andgmses encouraging actual revisits

are presented.

6.4.2 Incubation of Attitudinal Perspectives

Becoming more and more familiar with the destinaics the main theme during the
incubation stage. At the beginning, tourists fihdir previous attitudes towards the

destination get reinforced. Gradually, they araerfamiliar with the destinations,
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including its history, culture, customs, and petpleay of thinking. Some of the
tourists, particularly those who always returntie same village, town or even stay
at the same holiday apartment, even develop desgaiation with the destinations
and feel the places are home away home to themcal liovolvement, sociality, and
memory are factors contributing to the enhancemémmotional reactions, which
will be presented in the next section. For thistisa, the findings on attitude

reinforcement, familiarity, and a homey feelinglvoié discussed.

Reinforcement of Previous Attitudes

Through reuvisit, tourists apparently reinforce thprior attitudinal perspectives
towards the holiday destinations. The first obgicaand direct reinforcement on
attitude is satisfaction, which again originategnirbeing contented with tourism
services and facilities. However, the reality hatttourists feel satisfied with any
destination which fulfils their need and wants. afts to say, satisfaction does not
make the destination significant for the tourist&11 shares his thought in relation

to how he feels to some destinations where he pEaysits.

“I don' feel attached to any of the destinatiowisited. | certainly like them
all. Sweden is very safe. People speak Englisly, ®asily to get along with, it's
attractive and...it's easy to get there and we alwiagd great time in Sweden.
For France, | went back because | have a cousiretse we visited him and |
travelled there with my camper van; we always took camper van there and
it's particular a type of holiday | quite enjoy. it¥W camper van we can visit
different places in France. | like French countdgs very scenic, very
peaceful, very attractive. French food is bealtifine wine is generally
superb and less inexpensive, | have to emphasisgh$) and the weather is
good too and there are so many so many (repeatdceaphasised) interesting
things; so for these, France is attractive. | amways satisfied with France and
certainly will go back for more. 1 like Spain tool usually go to Spain with
my art club friends. We go there mainly for paigti The landscape is just
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wonderful. We also went to Greek Islands and Moodo paint. The serene
blue sky...it’s just wonderful. | have visited Geeéwice so far and | am never
disappointed....[E11)

Those who previously found the destination excitimmgd amazing surely will
continue to look for fulfilment of excitement dugrtheir revisits. Their attitude
toward the destination gets reinforced and enhanicéde destination does not
disappoint them. Moreover, the reinforcement maktemm intend to continue
returning. Interviewee E13 and E1 are both catedgpe A, who take main
holiday to brand new destination every year anthatsame time frequently revisit
places they have been to before. E13 commentshiratexcitement has been
fulfiled whenever she returns to Germany. She @ways find different
attractions to make returning appeal even duringpacific period of time.
Meanwhile, E1 shared his revisit experiences abwitJnited States saying that he
found it is full of a variety of cultures in almosvery corner of the country, and this

never bores him.

“...we went to Germany for many times; however,iit'sa longer time span
rather than just recent 5 years. Even though vsded the same destination,
we can still find very diverse characteristics witht. We went to Munich
merely for the Christmas market and then next tiveat to Berlin completely
for something else...We’d been on river cruise om®&lbut that's long time
ago...We’d never been to Oktoberfest; that's somgtlannear future..."(E13)

“...I meant different regions of the States whendwgo back to...ahr..you dont
have to drive long or travel far to see the varietyrou can drive 20 miles to reach
a different countryside and different scenery....dghedhink the United States is
all one culture but it's not; it's very very (repea) varied. If we travelled across
St Antonio, we saw Spanish and Mexican; and Lowgsia French; Texas has
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different cultures too. You know, it has varigtpd in Oregon in western coast,
you can travel from town to town and find peopleosér ancestors came from
Finland and next town from Sweden and they all Hbg& own architecture styles.
It's always fascinating to visit the States. (E1)

Familiarity

Through revisits, tourists grow more and more fanilvith every aspect of the
destination. In other words, the more frequentigl eegularly tourists return to the
same place for holidays, the more familiar theyolbee with the destination. This
familiarity refers to many aspects, such as thét lemvironment, the transportation
system, or the historical background. Familiaréy,the same time, reduces their
sense of uncertainty. With the boost of familigriburists then feel more confident
of and comfortable with travelling within the desttion. In some cases, familiarity
transforms; it is more than just emotional attachineather, it becomes a pull factor
leading tourists to continually revisit the samestd®tions. The following are
excerpts. Each exemplification illustrates diffgraspects which tourists get used

to through frequent revisits.

The first citation refers to respondent E14’s comimigow familiar he is with the
built environment of Tenerife where he goes forahaual family holiday. He is so
familiar with the surroundings of Tenerife that ¢ten even imagine what his holiday

in Tenerife will usually look like.

“Sometimes you go on holidays, you are not all pgyyour all attention;

maybe 2 or 3 days ahead, you just phone the reswtconfirm the flight and
then go whereas for some destinations or the maliddys, it takes you some
time to gather some information and read it befpoe: start off. Tenerife is
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not that kind of place; | can now even visualise #dirport, and | know we may
check in which hotel and even in which hotel baershwve used to go; so it's
very familiar ...it's in a very comforting way(E14)

Furthermore, transportation system is the partidafaastructure every tourist has to
deal with when abroad. Whether they drive thenesehor take public
transportation, tourists initially feel tensed dreit first visit. With revisits, they
gradually get used to the road signs as well dictr@gulations. Respondent E11
has been touring around France with his campefregently; in the passage below,
he shares how his fear of driving on French roadsl@nlly wears off. Another
example is cited from interviewee E10; in the epteshe shared two examples
regarding to familiarity with transport system taly and Germany to which she has

been returning.

“I would say that we are very very (repeated) faamilwith everything there;
well, let's compare with what | felt before we s$teouring around France, we
were afraid if we’d car accident on the road or ga& lost or found no place to
stay overnight but all these fears over these ygaaslually becomes less and
less. Well, there are still there but you know itot that big problem any
longer. | now am more confident of driving on thygposite side of the road
and identify road signs quicker. And surely we arere familiar with camp
sites and caravan sites in France.(E11)

“We like to travel by train or public transportatip and in Italy when we buy
the ticket we need to put our ticket in a machmegadt it stamped; | was very
worried when we just arrived there and felt stresswery time we were on
trains; but now we feel more comfortable aboutdtéuse we now understand
how it works; similarly in Germany where they haugobahn and when we
were on it we need to be very cautious when drigigrgss the intersections; we
were very worried if we missed it; and now we feele comfortable because
we learn each time we visit. It's different systemghe UK and | think we are
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now less anxious.(E10)

Historical background is another aspect upon whdahists build their familiarity

with holiday destinations. It happens naturallyidg revisits rather than through
reading. EZ2 talks about how he learns the hisbbrizerbaijan and Cyprus upon
his revisits. Azerbaijan is not a popular holidistination; E2 has visited there for
several times mainly because his daughter usedtk there. Cyprus, by contrast,
is one of the most popular destinations for Britishrists. E2 has been revisiting
Cyprus many times and he comments on how he geidawith the disputes in the

history of Cyprus.

“Certainly for Azerbaijan since we knew nothing abdt before we went
there....for example, not so many people know thatbh&gan, a small country
like that, used to be against Russian and therlyinais allowed them to be
independent and also how the western powers getvied in Azerbaijan's
politics due to the oil supply even thought thespgltent of Azerbaijan is pretty
much corrupted ....those are history | never knewrbdfwent there.(E2)

“It influences you on attitudes. Take, Cyprus, éoample; we have been there
for several times and that motivates us to know Lthstory between
Greek-Cyprians and Turkey-Cyprians. And most thiwgsdid in Cyprus, we
took the bus to Nicosia where at that time theyelgreen line to separate from
Greek Nicosia and Turkish Nicosia; | dont thinkeyhhave it now but where
when at that time we actually had soldiers standinp guns on this side and
soldiers standing with guns on that side; that dgiee you an indication of the
history and the tour guide on the bus took us theae explaining to us how and
when the situation had been gone that far. She uslthat she used to live on
the side of Turkish Nicosia and when the divisiapgened she and her family
needed to leave there in a hurry and then they é&&rything, everything
(repeated and emphasised) she was very understEndab the Turkish
Cyprians. And ever since that trip, | start to \@ry interested in the history
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between these two and in fact last time when we we@yprus we saw the
situation changed and we could now take the busoutir the
green-line ...(E2)

Step by step familiarity is more than an attitudliaiachment tourists feel to the
holiday destination; it alters and evolves intoaailftator of revisits. Respondent
E22 claimed that familiarity plays a vital role updis choice of destination for

holidays.

“Familiarity is the most important thing for me; tknow about the place, to
know the people there and to know what to expegtiite good. | dont think

we like adventure holidays although we have alspedthat as well; it's not

what particularly attracts me. | meant sometimesdseide to go a new place
but it then turns out to be terrible; whenever @ppens | am more certain to
keep going back to the same place in some circunossgE22)

Feeling Like Home

With a long history of returning to the same desion for holidays, tourists tend to
develop a very close and warm attitude towardspthee. It goes beyond feeling
comfortable and familiar; with the respondents’ owards, it ‘feels like home’ in
holiday destinations. However, this ultimate emadil response does not apply to
every single destination they return to. As a erattf fact, there are conditions
facilitating the enhancement of high associatiothwand attachment to, the places.
This study identifies that people who travel to thestination for the purpose of
family togetherness and people who have prior ezgid experiences at the places
tend to feel like home towards the destinationshatTis to say, tourists hold this
ultimate attachment only to places where they hasen returning frequently for

family holidays, places where they rent or postes town holiday apartments, or
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places where they used to reside or have connsctiofhe following are supporting

statement made by several interviewees duringntieeviews.

Respondent E24 is introduced previously in thispbtia her family have a
time-share apartment in Portugal and her extenal@dyf annually go to Portugal for
holidays together. She comments how she feelsrtsnvBortugal and how it is
different from the way she perceives other desbinat South Africa and Hawaii,

where she visited with her husband for “main holgla

“If you ask which destination | feel special to,rRmal (emphasised), it must be
the first on the list since we always go there wegr to the same place with
family. I'd say that | like Portugal but it's beaae my children like it and my
husband like it; and yes, the place is beautifull dhe weather is generally
good and the most important of all, we always gerahwith family; it's our
family time. Its our home in Portugal. But it'sonthat much you'll see
something new every time, you see?... | like Sédtlta and something
different from Portugal is that it's variable. Hewer, it's not always pleasant
in South Africa; | dont feel safe travelling in B@annesburg. On the other
hand, Cape Town is beautiful, the food, the wihe,scenery and the people are
beautiful and friendly. It's fabulous. Very che&aha.... | think it might be very
generalised to the whole South Africa if | only S€ape Town as the
representative of the country because, personalgge as a whole country,
South Africa has lots of problems. But it's lovielyisit because it is different; it
has variety...I love to go back to Hawaii but it isrw very very (repeat
numerous times) far away. It took us 3 whole dagsreach Big
Island....haha..., really really (emphasised) a long.wdt’s very beautiful; we
have been to America for many times in the pastsydewever, we found,
firstly Hawaii is so different from the mainland Anta where we have been to;
secondly, people are, | meant American are geneffaiéndly and lovely but
Hawaiians are even warmer and more friendly; | |ovat place so much. And it
was so expensive in Hawaii. If | compare these plaxes, Portugal and
Hawaii, I'd say Hawaii is much more beautiful. ltasr amazing; however, |
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probably will still say that | prefer to Portugalelbause its closer and it's
cheaper and the food is somewhat | get used toadswl it's place where all
family can spend time together. That's a big diifiee.”(E24)

In some cases, tourists decide to have their owsdor rent a holiday cottage in the
destination and then pay regular and frequent itevikere year after year. This
presence of temporary but stable and regular nesgd@romotes their attitudinal
association with the destinations. Gradually,avelops and makes them feel the

places like home.

Two cases are presented below. Interviewee E28 ts®wn a flat in Sydney,
which was also why she kept going back to Austmataoliday for five consecutive
years. She sold the flat in the summer of 2009hgwo high maintenance costs.
However, she still plans to go back there for hepygl In the passage below, she

shares how having her own property in Australia esaher feel it is like home to her.

On the other hand, respondent E32 talks about hewesls to Lorie, France, where
she always goes for holidays with her husband angjlster. Owing to personal
reasons, E32 does not take an airplane. She arfdrhidy drive and take the ferry
to visit Continental Europe. Lorie, France is filace where E32 and her family
have been taking summer holiday for years. Tht#rey rent a cottage from a

British couple.

“We had a flat in Sydney and we had it for the pasr 8 years and it was very
nice city but now it becomes too expensive to ramrgo we had to sell it but
we did lots of travelling in Australia. Mainly vatayed at our flat and simply
enjoy the life there; very relaxing. Particularlyis year, we travelled around

287



to visit another 3 cities, Brisbane, Melbourne, &wtth and we spent one week
in each city. That's the way we travel; we dolkelrush to attractions or visit
plenty of places within a very short period of timéMe loved to have
apartment on our own, to be honest. | meant itld’/be more like at home. |
actually felt like home whenever | visited Sydneythe past a few years.
Because we had the flat we went there annuallyes&new the area very well
as well as the people there are very likeable aaml/¢o get along with. It felt
a bit different this year; | guess selling out fteg made me feel sentimental. |
dont think we will buy another smaller apartment Australia for the time
being but I will certainly go back for holidays(E26)

“We enjoy and we always look forward to going backl when there was year
we couldn't manage to go back there, it was towiteglisappointing. | can feel
that sometimes | feel slight home-sick becausat gat there. ...Whenever we
are driving on the alley into the village where aental cottage is located,
there is always a sense of...like ‘Il am almost themmn going to be at home.’
Because we are so familiar with it. When you sonest go visit new places,
you would feel a bit uncomprehended, something ‘lkev does the house look
like?” ‘are you going to enjoy it during this sumrPe ‘how is the
neighbourhood?” And we had been to some placesemisemot so nice as this
place. So when we now go to this place, we coeldrééaxed and hope to get
there and even start to think we are going to sonee&/we know and it's like a
home in France...... | guess it is because we are sitidamith that place and
also it makes us some kind of sense of belongiagnesr sense of going
home.” (E32)

Moreover, prior residence experience and familynemtions not only motivate
respondents to pay regular revisits to the destinatas is explained previously but
also uplift respondents’ attachment towards thdimksons and make them feel the
places like home. Two examples are given belomterviewee E13 and her
husband both used to work in the United Stateslaayreturn to visit ex-colleagues,
friends, and ex-neighbours. As far as respondérisEoncerned, her husband has

family roots in Sweden. Owing to the family contiec, her family frequently
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goes to Sweden to visit relatives and take holidays the following passages, both
of them talk about how they feel differently to tbaited States and Sweden from

other holiday destinations.

“Going to USA is more like going home. It's holdhut it's just not any other
kind of holiday; we think it more like a way to lyack to a place we were used to
be and then to stay with friends to visit otheerids to socialise; that's what is
about; it's about friends, and also it's so famijia's more like going home. But we
also get very excited to get to the States; becawsstill see it so important for
us.” (E13)

“l suppose it is related to the experiences youenteere. If you enjoy it and you
do have nice time and people interact with you helful and you know that all
come to your mind when you are thinking of goirrgaftholiday and you just want
to go there again. Sweden is slight different ftbiatt aspect because there is also
family connection there. And in fact my husbansl loés of brothers, sisters and
cousins and relatives all over the place. So shaitobably not a good
comparison whereas in France or in Greece or Spaimere you know you dont
have that much personal connections....One is mkeegoing home and one is
more like going for holiday.(E5)

In summary, tourists promote their emotional bogditowards the holiday
destinations hugely through revisits. The morguently or regularly they return
to the destinations, the more familiar they becamté the destinations. Through
revisits, their prior attitudes towards the dedtores are reinforced. Then they get
used to the built environment and ways of doingdghi However, tourists tend to
build up strong associations with the destinatibrkey always go there for family
holidays or if they used to reside there. Theycgie this type of destination

differently from others; they think the destinatismrmore like home to them whereas
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other destinations are places for pleasure. ImtsFamily togetherness and prior
residence experiences uplift their attachment & dbstinations; these two factors

make them increase their association with the place

6.4.3 Facilitating Factors

Through revisits, tourists learn and get more femithe destinations. However,
there are still factors facilitating the developmehattitudinal bonding towards the
destinations. This study identifies four kindsfa€ilitating factors which catalyse
the progressive enhancement of attitudinal loyaltyriendly locals create a
welcoming atmosphere and environment for tourssatsily engage with the places.
Local community and sociality also season touristay at the destination with
pleasure. Also, further communication on the basisiendship serves as a bridge
to connect tourists and the local community. Lasti not least, memory makes
tourists recall their days at the destinations #eel connected after coming back
home. With those factors, tourists gradually scahm strengthen their endearment

to holiday destinations where they have been relguiar holidays.

Friendly Locals

Friendly locals are the local residents of the deji destinations whom tourists meet
during their holidays in any possible setting exdep service encounters. In other
words, the friendly locals are not staff or waitensd waitresses working in the
tourism industry, who are required to be hospitdbléourists. The friendly locals
are ordinary people living in the holiday destioas whom tourists encounter and

have unexpected interactions with in the destimatio Their friendliness and
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sometimes even helpfulness immediately make a gogd impression on the
tourists. This welcoming and friendly atmosphergckly strengthens tourists’
positive feelings to the destinations. By so,rfdly locals make tourists associate
qualities of genuineness and simple-heartednes$stiangir experience. They simply

make places more welcoming and approachable.

E6 shared how he was touched by people in Egygia lnd Malaysia where he has
been going back for holidays and how he might peecéhese places differently

were it not for the friendly locals.

“Generally, | find people are friendly wherever bg | find Polish people are
friendly, Americans are friendly, Caribbean people friendly...but somehow
you know they are pretending to be friendly...theg &fendly to show
hospitality...particularly people in very touristdaces make me feel that way.
“People are friendly in Egypt and India, you knothiey suffer from the ill
reputation of inefficiency; getting a train or sotimi@g could be very difficult.
Also, being passed by the people in the streetsbeanuite irritating and also
seeing the politics is quite difficult thing bufihd generally people are very
warm and friendly and it's just so stimulating, ykmow, it's so different from
here and from many major holiday destinations. cBfalike Egypt or India is
that when you visited for the first time, you saomes are put-off by difficulty of
getting train or maybe big crowd and also seeing poverty, you know the
scale which you probably had never seen beforegiwimight put many people
off. They are downsides but as soon as you npéoele they are friendly and
somehow down-to-earth and you accept that the ppiethere and you accept
defects. Malaysia is another place where | findgde are friendly and helpful
simple-hearted. My brother-in-law lives in Singep@nd many many years
ago | visited him.  Then we drove up to Malaysisisit its eastern coast. We
lost the direction and couldnt reach the destinatiwe planned to stay
overnight. We arrived at a small fisher villagee wven dont know the name.
It was getting dark and we still couldn' find aapk to sleep over. A friendly
local showed up and nicely invited us to stay owght at his place. He put us
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in a room...in the grass; thats the best he coulterobut we sincerely
appreciate his friendliness and great help. Adyyat is my best experience
ever.(E6)

Local Community

Local community refers to the society in which istg always go back to reside for
holidays. In other words, local community consigtsan area of space, a set of
facilities, and a group of local people. Duringithholidays, tourists move about
within the area of space and make use of the fiasiliand interact with that group of
local people. With paying revisits year after ydaurists get involved deeper and
deeper in that community and they may even be résed by the local community.

That is to say, tourists are no longer seen asidauss but as members of that

community. It does not happen overnight; it tatke® to make it happen.

Respondent E16 shared her story on building upndsbkips with the local
community on her frequent revisits to Jacrilla, i8pa Her son is now working in
Jacrilla so that is the motive for her to returarthregularly. On average, she pays
two visits to Jacrilla every year; usually duringetEaster vacation and in the

summer time.

“l think it definitely increases since now we amore familiar with many
things there and | can recognise some people thsmmaietimes we went out for
dinner and met up locals or neighbours also dinighe same bistro and they
came over to speak to us and its lovely even thougm most cases dont
understand what they speak to us. But generallyfgel you know much more
about the place; you feel you make some more Si@ath time. | think the
friendship with the locals definitely builds up.uvknow when we firstly visited
there 5 years or 6 years ago, we didnt know amglsi person and now you
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make some good friends in the village, particuld@iywho staying quite close to
us. | think that help me want to go back in somg arad then | feel better now
and | am more willing to go out to meet up locabple and new friends than |
was before..”(E16)

Communications

This study also concludes that communication igterdfacilitating factor enhances
tourists’ understanding and emotional bonding wiéstinations. Communications
refer to two aspects; one is friendship betweenstsiand local people and the other
is life experience exchanges. As long as toubsitd up contacts and network at
the frequently-revisited destinations, they tendédep in touch with the new friends
when they come back home. This relationship deglérom “temporary
dweller-local resident” to life-time friendship. n bome cases, friendship contributes
to mutual visits. That is to say, new friends raetlestinations also come over to
Scotland for holidays. Apart from that, gettingra with local people makes it
possible for both tourists and locals meaningfuliterchange life experience or
points of view within a context. In other wordbegy mutually know more about
each other’s culture, ways of thinking, and opisiomith regard to any possible
issues or news stories. Through the interactiom$ sociality, they are more

connected with the local people and the place.

The example given to echo friendship and mutualsvese stories told by respondent

E18. E18 talks about how his business trip to @aoturns into a hospitality

scheme which makes mutual visits come true.

E18 voluntarily works in a managerial position irs kthurch which happens to
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cooperate with a church in Croatia; that is whyfirg visited Croatia many years
ago. Since then, he regularly travels to Croatidasiness and he likes Croatia so
much that later he brings all his family there lfamlidays. In the past a few years,
they have been able to visit different regions abafia but mainly have close
relationship with people in Zadar where the paghgr church is located; thus, they
mutually visit and play host to each other throdigéndship rather than business.
At the beginning, it was just mutual visits betweansmall number of people.
Gradually, more and more people got involved andoiv is a hospitality scheme

supported by both churches.

“Our church has connection with the church in CheatSo the last 4 years and
| am sort of the leader of our church and | was tingt one to go to visit the
church in Croatia; a place called Zadar by the wesast of Croatia. And since
that we have gone there with some church groupsyeear and twice as a
family; we went there for holidays; so we useddongth church groups in May.
During summer time, me, my wife and my two boys weme together for
holidays. Four years ago, we have never been tatizr and known nothing
about it and we found it truly a very beautiful b&tul (repeated) country. And
the place we go was actually by the sea so it was n | have friends there and
| look forward to going on and look forward to megtpeople, friends, whom |
havent seen for a year and | look forward to catgh things what they have
been doing and then feel content and then come tma8icotland. And then
some people mentioned that they would like to mayisits too and then we
started to organise it. | hosted two of them amibther two families
accommodated the other four. It was quite enjogylabM/hen we visited them,
we learnt learn ways of life and when they came beee, they learnt from us.
We have more mutual understanding. Then more ame@ meople showed
interest in visiting Scotland. Then, both church&st to work collaboratively
on the hospitality scheme(E18)

Moreover, E8 talks about his interest in learningd acommunicating in local

294



languages and the unexpected benefits gained fnoatl salk. E8 is characterised
to be a behavioural loyal traveller. He used teqfrently and regularly visit
Switzerland and Austria during summer and wintéile is devoted to skiing and he
decided to buy a skiing cabin in Finland and stéotgpay regular revisits there.
However, his interest in learning and communicatvith locals makes him enjoy

himself more no matter where he travels.

“| speak a little German; | am interested in langes; | also have a Finnish
phrase book with me all the time when | stay inldfd; | am not good at

Finnish by the way; it's a really difficult languag | learnt French at school.
In Switzerland, you can speak French and Germats sémething to do with
you can communicate with the local people. Yowkmaoite often you can get
a conversation with people in a shop or on theestreve like that. Generally,
speaking local languages makes me to make nevd$rieith locals more easily
and they are more open-minded to talk things olifs interesting. One time

we started a conversation in Finnish, very verymarinnish, with a couple at
a bar. We chatted for a while; Finnish and Englahmixed together. They
introduced us traditional Finnish food, which wej@na lot now. My wife

even learnt how to cook reindeer stew from the upl think that's another

benefit to talk with locals. They will share witbu insights, local insights, not
something you read in bookgE8)

Memory

Memory endorses tourists’ attitudinal loyalty toliday destinations. Memory is
the accumulation of holiday experiences touristsyehdad through revisits.
Memory can be a very little incident happening dgriheir holidays; however, it is
something in which tourists and their travel pargnall take part and it is also

something later on they still talk about and sheirgly.
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The quotations are taken out from the interviewdcaiptions of respondent E32 and
E14. Respondent E32 narrated about an activity bewoming more like a
ceremonial routine in his family holidays whereaspondent E14 claimed that the
moment for her and her family is looking at the fghalbums together to recall their
holidays. These are connections which make thesh lieked with the holiday

destinations when they come back home.

“We once took our daughter to a zoo there whenwhs still young. And even
now when she came with us on holidays, she stiltsvas to take her to the zoo
again. It seems to be part of the holiday ‘routine’ have to do every year. | think
that’s also part of familiarity or part of memoryes. | do think the memory makes
you or seems to show many many (repeated) pictaresont of your eyes
reminding you of time you have with family on hayisl. Also my wife's mum was
with us for several occasions; so there is also orgnof her being there with us
as well. And memory of visiting science park aheérd was a severe
thunderstorm and we were separated and all of sudbere were thunders and
lighting and my wife was worried about somethinggened to me. And | was
totally soaked wet and at that time we hadntt get mobile phones so it was
really not easy to contact easier like nowadays awentually we met up and we
had to travel back to our holiday flat and | wasalty soaking and whenever we
went back there, all those memories pop up...allehbmemories associate with
that place.” (E32)

“l used to call it ‘December moment’; we took pheton holidays and when it's
December | take the albums out and see those phartds memorise those
warmth...laughter, you know. They used to laugh etbot now they'd remind
me ‘Oh, Mom, its now December moment and whyala but those albums and
see them through?’ Since it's cold here in Decenteally, the albums remind
me of that moment when we enjoyed sunshine, waanthpeing together as a
family.” (E14)

There are facilitating factors progressively stit@eging tourists’ attitudinal loyalty

296



during the incubation stage. Friendly locals, losavolvement, sociality, and
memory are facilitating factors identified in th&udy. Friendly locals make
tourists possess positive attitude towards theirdggin. Local community makes
tourists no longer feel themselves as outsidetheatlestinations. Sociality speeds
up mutual understanding between tourists and loeald secures friendship.
Memory serves as a connection between touristsrenglace; memory makes them
feel that they are still connected with the destomaeven they are now back home

from holidays.

6.4.4 Disconnection of Revisit

The findings of this study suggest that particisgam¢ver say ‘never,” which means
that tourists do not firmly reject the idea of meling to any destinations they have
been to. In many cases, they emphasise that dmionnection of revisits has
nothing to do with a negative perception of thetideson. In fact, they still like
those destinations; however, there are some otheiderations or concerns, which
stop them from returning. This study concludes¢hzommonly mentioned reasons
why tourists no longer go back to the destinatimhere they have been revisiting
frequently. They are excitement fully-fulfilled,jsappearance of revisit motives,
and personal factors. However, what should be bornaind is that they would
highly possibly pay another revisit if the consaténs and concerns are gone in the
future. Interpretably, they are threats to revisdlisations, which are presented in

the sections below.

Excitement Fully-Fulfilled

Tourists feel that they have known the destinatiery well or have been to many
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different areas of the destination after a serfegwasits. Thus, they decide to visit
somewhere else. They still perceive the destinatiom a very positive way;

however, their hearts are set for exploring newidasons.

In the previous section, E8 is introduced. Befbee purchased a log cabin in
Finland, he travelled to many countries in the @uarttal Europe. In the passage

below, he explains why he does not return to mdrkiedestinations.

“We had many holidays overseas...that's referringettent 10 to 20 years, not
just the recent five years...we had beautiful hokdayFrance, Italy, Germany,
Holland, Switzerland, Austria, and now Finland. aRg all these countries
have wonderful charms. | love them all; | had greéae there too. I'd love
to go back to any of them again. But the trutthet we never did in the past
four years. It is not just because we have a ldgrcan Finland and we devote
all our leisure time, both in summer and in wintbgre. It is also because we
have had numerous holidays in those destinationsl &unly enjoyed,
experienced, visited ...Let's say, | fell in loverw#witzerland and now | move
on and forward...”(E8)

In some cases, respondents hold a firm attitudenaif going back to some
destinations. Take E10, for example, she is vetgrthined that she does not want
to go back to some of the destinations for holidays it is because she finds she has

already enjoyed the destination and is not attdatdeeturn.

“I dont think we’d been to anywhere for more thavice. We went to America
but that's really many years ago; we visited vagqalaces, such as Hawaii and
many places in America and it's very interestingwever, we dont have the
desire to go back to the America after that tripg.can not say that | have
already seen it all but certainly America doesrtract me. We also visited
Malaysia and that was very good. Although it wagy weteresting | dont think
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we would go back. It is because that's so far amedd been there. | have
also visited Indonesia twice. It was because mgrsgot married and she and
my brother-in-law live in Indonesia so we wenti@tithem once and went there
for holiday for the second time. Again, | dontnth we’ll go back there. |
dont think we can understand a whole country imig or two but usually I try
to visit all the musts and then | keep moving onelw places.(E10)

Disappearance of Revisit Motives

The reason why this group of tourists do not gokbtacthe destinations is very
straightforward; they are those who return to desibns to visit relatives and
friends or those who return due to family holidayncerns. Therefore, they tend
not to go back after their relatives or friends maway from the destination or after
their children grow up. Still, they might returm the destination if in the future the
reason appears again; for example, E31 suggestediehwould love to go back to
Menorca for family holidays like they used to doemhhe becomes a grandfather in
the future. At the same time, E12 mentioned that &is friend moved away from

Hague, he stopped going to Holland.

“The place we stop going back was Menorca. We sidgyecause the boys grew
up. Mainly we were there because of the childre@.Hate visited everything on
the island. We’'d done this and seen that and newtravel on our own selves.
It was more for family. We stopped going back tladreut six years ago when my
youngest boy turned to be 16. Now me and my wjtey eisiting other places

and types of holidays, such as cruising... Howevemmay go back Menorca if in
the future we have grand children and then we cguolthere all together.(E31)

“Here is a case and it's Hague, in Holland, whicle Viked in great deal. We like
Holland a lot; we used to go there for seven ydar®nce every year because we
had two friends who were colleagues from work maweddolland some years ago.
We were good friends and we’'d been able to staheit flats in Hague; we no
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longer go there because now they move to Switzkdad now we go to see them
in Switzerland and that’s why we no longer go backKolland.” (E12)

Personal Factors

Personal factors seemingly to have a huge impatwists’ decision of returning to
the holiday destinations. The truth is no mattewmuch the tourists love the
destination and how badly they desire to pay reyigiractical concerns may hold
them back. A similar finding is also identifiedtime finding of focus groups in this
study. Personal factors reflect the practicalagituns happening in real life, which
behavioural intention ignores. This study idessfitwo frequently mentioned
iIssues, health conditions and financial concerrgchvprevent them from returning

to holiday destinations they enjoy.

The two examples presented below illustrate howqreal factors impact the holiday
pattern and how much compromise they have to nake @able to enjoy holidays in
different settings. E17 has been returning to Uinged States for holidays for a
very long time-span. Her holiday history to theitdd States is cited above in the
section of jigsaw mapping. Here, her conversasogquoted again to illustrate how
a health condition prevents her from frequentlyngoback to the United States and
even forces her to change her holiday types. ©mther hand, E30 comments on a
compromise she has to make due to not being alal#faa to go back to Canada for
a skiing holiday like they used to. E30 and hestdand used to take skiing holidays
in western Canada. However, things change paatiguldue to recession.
Furthermore, they had just purchased a flat andeshdvack from England to

Scotland that year, which made their financial aitbtn more critical. They still
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take skiing holidays. However, they found a repraent for their first choice.

“A lot of things have been constrained in the plagt years because | have not
been quite well; | am not strong enough to do ypes$ of holidays we previously
had. ... Mainly in these five years we seems to malyage to visit the USA once
but in a longer time span we constantly went badké States but visited different
parts of the country every time. ... Since | havenheevell, which | keep going
back to; | got the virus since 2003 from one of murneys, from Toronto to San
Francisco and | never been fully well. The jouriteglf is ok but since then | can
only tolerate what | can tolerate on journeys...dadhe iliness, | can not take
long-haul and long-duration  journeys. Things  get meegent
sometimes. ...Besides, | now can only rent selfiogtepartment because | can
not eat any prepared food...| meant | have to coogefhy It was constraint on
our holidays since it wasnt before. | now can eat sometimes but still | need
some security on being able to cook something orowa. In that case, | need to
be sure whether the place we go can fit me bett¢E17)

“Another place we didn't go back is Canada becawsenow can not afford it. It
was too expensive. ...When we went to Switzerlahgdas we happened to find
a time-share apartment with easyJet air ticketsjctwvhwas cheaper than we
thought; and | think we were lucky because whenigited there they happened to
have the best snow of the year. | meant its nie tve can afford to go to
Switzerland and still enjoy very much good standée what we could have in
Canada and less expenses. Although we still goilemare like promotion or
commercial email from the Canadian resort showieaghotos with beautiful snow
on the slope with beautiful sunshine (sighed buhare like looking-forward way
or more like they could also imagine the photo).ishwve could go back Canada
sometime in the future(E30 and fieldwork note)

No matter how much tourists are in love with thetao@tions, they, at a certain point,
stop returning. Even though the majority of théemiewees still hold positive
attitudes towards the destinations and do not uéslgl reject potential revisit in a

more distant future, they simply admit that somehaf factors prevent them from
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going back. Thus, the study identifies three ttwea revisits. Generally, people
choose to move on to new destinations when theitegrent has been fully fulfilled
in the destinations. Also, when their revisit psps and motives disappear, they
evidently move on to other places for holidays. siBes, practical personal factors

wear down the ability of revisit.

6.4.5 Section Summary

Revisit patterns, incubation stage of attitudinayalty, facilitating factors and
disconnection of revisit must be seen as a whaleqss that evolves continually. It
is because each segment is highly associated witkher. Revisit patterns are
categorised to be revisit typology based on revisibtives and purposes.
Purposeful revisits are people who hold specifasoas to return; in that case, what
motivates them to revisit has little to do with tiestion attributes. Joyful revisits,
however, are encouraged by the diversity and lifestf the destination. Tourists
whose revisit pattern is sequencing revisits armpared to “modern nomads.”
They generally intensively revisit a destinatiordahen move on to another one.
Meanwhile, attitudinal loyalty towards holiday destions is enhanced during the
stage of incubation. Tourists become more and rfaomdiar with the destinations
through revisits. At the same time, facilitatirgetors, such as local involvement,
sociality, friendship and memory, catalyse the peeg of endearment. Ultimately,
some tourists feel the destinations to be like hoondnem. Behaviourally, tourists
stop returning for holidays or move on to new ptaoeing to practical and personal
reasons even though they still hold positive atgii towards the destinations.

Optimistically, they will return for holidays again the long distant future.
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6.5 Stage of Self-Reflection and Future Plans

This study names the third stage of destinatioaltgygradation “self-reflection and

future plans.” It serves as a conclusive and sicki stage in the entire model of
destination loyalty gradation, which is shown ie figure 6.4 below. Literally, this

stage consists of two parts, future plans and refiéction. Future plans are
behavioural presentations which are usually baclkpdby serious deliberation.
Self-reflection refers to thoughts, concept of ealuor viewpoint tourists form and
possess through their life-long holiday experienoghich is philosophical and

spiritual. The accumulation of travel experienceshe key of the stage. The
attitude of this stage is not held solely towardsirale holiday destination. As a
matter of fact, the attitude of this stage is wioatists think “travelling,” the activity,

means to them in their life.
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Figure 6.4: Stage of Self-Reflection and FuturenPla
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Stage 3: Reflection Stage

This study concludes a few behavioural presentati@nd viewpoints of
self-reflections. Behaviourally, some practicati@ts are minor devotions which
are done on daily life bases, such as reproduciogjcecuisine or learning foreign
languages. However, some future actions are mausnsuch as buying property

or consideration of migrating to the holiday destions. Attitudinally, their
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affection to holiday destinations is sublimatedisetlf-reflection on life philosophy
and values. They worry and feel sorry for the loskwcal culture; they feel blessed
for being able to widen their knowledge throughvéting; they enhance their self
identity of being Scottish; also, they encouragarthext generation to see the world
with their own eyes. These findings are presemtdtie following two sections in

details.

6.5.1 Future Plans

Future plans are very straightforward actions arattges tourists perform which
are rooted in their holiday experiences. Soméefacts are small changes in daily
life, such as diet habits, becoming more advensuiautrying new tastes, learning
languages and paying extra attention to news stoekated to holiday destinations
they have been to. In other words, travel expegsnslightly change how they
usually live or act. Most important of all, sometbhe future plans are vital life
decision. They may consider buying property ornex@grating after a series of
revisits. The following passages are some of tt@mgles illustrating how travel

experiences lead to these future plans, bothfbhgriand significant importance.

Small Changes in Daily Life

Small changes in daily life are tiny behaviourserira efforts tourists may take after
holiday journeys. This study identifies many oferth  Some are very
straightforward as the interviewees themselvescatdi that they believe these
changes happen after holidays. Some are subtleshwhterviewees indirectly
demonstrate during interviews. Here the study emss excerpts of interview

transcripts as well as fieldwork note to explaimttier. Firstly, E27 talks about
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incorporating foreign cuisine into her daily lifand E7 mentions that she collects
music albums. Also, E11 claims that he is resuniir@nch in order to enjoy more
during holidays. Additionally, E32 says that whes watches TV news broadcast
he pays extra attention to what is happening imégand he even reads a newspaper
column about life in France, which makes him festéd to France still. Then, the
fieldwork note, which was jotted down after intawing with E28 and E5, is
presented to illustrate how their revisits to Swea@ad Norway slightly changed

their way of doing things, which they are unawdarduwring interviews.

“...I'love cooking and | have been collecting cookibapks as long as | can find
them printed in English...I love trying them and sisg my friends too...well,
sometimes it is a challenge to find ingredientsguéss that's something | bring
back from holidays.T{E27)

“Sometimes, but not all the time, we like to brsmgme tapes or music albums
back from the places we visited. | like listentoghose tapes or albums in the
weekend afternoon; sometimes it gives me exofiadselt feels like... | were on
holidays.” (E7)

“l speak French but only a little, not really godait can manage to go to the
shops and sort of that basic needs but not thatilgdd sit talking and chatting
with French for daily conversation and very quicktfind it very hard; he or she
may like to have the conversation but | dont ham®ugh vocabulary. Its a
shame, isnt it? | now take French classes. Inedrench at school but its,
really, long time ago. Taking classes makes mleygicFrench quickly.(E11)

“You are familiar with part of France, if you do esesomething on news or TV
programmes or every Sunday the Glasgow Herald #iSledady is now living in
France and she writes articles about her life irafce every Sunday so we read it
and it is very interesting even though she is gvin another part of France not
Lorie where we usually go for holiday but what slvées makes us feel linked with
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France again. We not only enjoy her writing butca&ssociate with how we enjoy
our life in France. Books written about France DY programme talking about
or introducing France, even though different aréiae Province where we havent
yet gone to but my wife always wants to visit drat sort of things will make us
feel linked again with France.(E32)

“The interview finished. | was packing up intervieshedule, notes, and digital
recorder. | guess E28 was packing up too and hefa sudden, took out a pack
of cheese and showed me. “Guess what it is?” hieedas “Cheese?” |
answered with confusion and had no clue why hethiadgesture. He continued
saying, “While | was waiting for you this morninigwalked to a local deli shop
and to my surprise | found this cheese.” “Whytisa special?” “This cheese
is not Scottish cheese; it is Norwegian cheess;ptoduced in the place where we
went for honeymoon. | love this type of cheesensch and never found it
available in Scotland or in the UK till this mormgn I'm goanna go back home to
tell my wife; she will be very happyfieldwork note on interview E28)

“E5 and | both got ready to walk out of the tinyffee shop where we just met and
did the interview. She kindly asked me where | wfisto and therefore |
mutually asked the same question back. She toldhmevas on her way to do
some grocery shopping before heading back homeerebtingly and coincidently,
| must emphasise, she took out a plastic bag fremhandbag. She stopped and
started to talk to me saying, ‘oh, in the intervien were talking about language
learning; | am bad at learning language as | saitt bdo know how to pronounce
these vocabularies.” She started to read thosg d#ficult words to me. ‘What
does this sentence mean?’ Hopefully this questmesnt sound like an exam!
She replied, ‘it says, “Please reuse this bag teesthe earth.” Sweden does a
fantastic job on recycling. | think it also one mfctice | now carry on; | now
bring a bag of mine when | go shopping. Swedenbkeas realising this scheme
for long. ...” (fieldwork note on interview E5)

Property and Migration
More importantly, tourists may consider purchasimg have already bought a

property in the destinations where they reguladtum for holidays. For some
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tourists they might have been thinking of migratongerseas. A clarification must
be made here. The consideration of migration seferthe situation that tourists
have been enjoying life in the holiday destinati@as much that they ponder on
moving there. At this stage, the migration is natalysed by job offer or career
plan; instead, it is inspired by holiday enjoymexttthe destinations. Property
purchase and migration are vital life decisionschihiake serious consideration and
behavioural devotion. The study advocates thatequires profound attitudes
towards the destinations for tourists to make sacimovement. This study
previously cites interviewee E26 as an instance; @fice owned a flat in Sydney
which purposefully served as a holiday apartment&r but she, at the end, sold it
owing to high cost on maintenance fee. Here, tielyswill cite another two
examples below, interviewee E8 and E14. ES8 shaittsthe researcher why he
made the decision to buy a log cabin in Finlandhen, E14 talks about his
consideration of migration The passage of Eldbmpmaratively long; he states the
conclusion first but then builds up the long wayhas been pondering on whether to
migrate to Portugal and Spain. Owing to running ¢wn business, E14 travelled
internationally a lot on business trips and hisifgrannually visit Tenerife together;
between trips, there are main holidays for familg, tduring which they visit brand
new destinations. All these travel experiences enlaikn realise that during life
people make all their efforts to pursue a betfer li In the past, he moved to places
that offered him more business opportunities. Nlogv,s retired and migration to
somewhere with a better climate and life qualit@iserious consideration. It is a
long but sincere monologue, which vividly points dow complicated it is and how

much devotion it takes to make the decision of atign.
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“...we just start to ski at age of 50; from then owe travelled to Austria and
Switzerland to enjoy skiing every year. Then 3y@go, my wife and | had the
idea of buying a property purposefully to suppart cecreation and leisure needs.
In other countries, it is much more expensive tp the log cabin; probably 50%
or 35% at least more expensive to buy what wergéinland; everything is much
more expensive to buy in Austria or in Switzerlartdat was my major
consideration but also the fact is that Finlandsgsdifferent; it's not that far away;
it's our new destination for holidays; and its seenis fascinating, which trigger
us to think ‘hey, why not buying a log cabin thereA trip called ‘inspection trip’
was organised by the log cabin company or agenheyTead you to see the place
where the log cabins are selling; my wife and ohew sons went together; they
flew to Finland and they took the train to the modf Finland and that was the
lovely experience; | was not there but | saw thetpgraphs they took; the scenery
was lovely. When they arrived, the company pitketh up and took then to the
site and the snow was one-feet high and it waslikestwinter wonderland; they
fell in love with the place right away. Even thbulgdidnt go there before the
purchase, my wife and my son did manage to gorust mmy wife and son and
quickly we made the purchase decision(E8)

“I think....in your life there is always somethinguyaeed to try; and this is a
chapter for us now, not for the kids. And | am mradly from Edinburgh; so we

dont like the weather here getting in the wintdefinitely. In the last a few years,
we were thinking of moving to somewhere. Aftericgrback to Scotland for
these time, well, it was because in most of mylliferked in England. So, | dont
have problem to move overseas or to move backgtaka again. | meant, | am
Scottish and | am proud of it but | realise you tatways do what you want to do
forever in Scotland and it's typical one and youynh@ave seen it that | travelled a
lot and etc. | left Scotland for England when Iswaally young; | worked there
and then started my own business till several yéad out my shares and then
move back to Scotland again. So | think | am Wwal&nced.... But if we are
moving probably we’ll still go back to EdinburghBut if we really do move now,
we’ll move for weather and you better move dowrttstw@cause you’ll get more
chances of better weather. (fieldwork note: El4'sfewexplained with

supplementary information: their daughter could rfoid a decent job after

graduating from university two years ago and movumlvidually to London to

work. Thus, ‘move down south’ interpretably refer€England and also Portugal
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and Spain because in the interviews E14's wife agguly mentioned that good
weather is a guarantee in Tenerife.) And anoth®rom is that | am keen at some
point of time, maybe not now, but | once thoughstafying here and buying a
property somewhere...like in Portugal or Spain. Bt torings us other challenges
and problems as well. Travel makes difficulty; Htigs difficult. See, me and my
wife can live in Portugal or Spain but my childreave to travel to work and to
study. My son is now studying in university. Etlesugh | said that this is a
chapter for us now not for the kids, | still hawetake them into consideration....
Going to other places for holidays re-enforces ragision of not moving to other
place. | meant we are really fortune to be abldravel and yes we are able to
move to almost everywhere we want to go, no matkare is in Edinburgh or

Portugal or somewhere else; however, we or | nodeostand that we dont have
to move out or to any place to enjoy life we warttave.”(E14)

6.5.2 Self-Reflection

Self-Reflection refers to tourists’ philosophicaltimok on life and how they are
formed and reshaped by the accumulation of holedgeriences. Self-reflection is
attitudinal, philosophical, and spiritual self demment. These attitudes may not
directly link back to a destination solely. Themstitudes are both inclusive and
conclusive ways of thinking, which travel experieadring to them for so many
years. They are standpoints of their life phildspand values from which they
now perceive and face their current life. Thisdgtidentifies four dimensions of
self-reflection. Firstly, tourists worry and fesbrry for the loss of authenticity.
As experienced tourists, they visit a variety obtdeations and they witness how
some of them eagerly develop tourism industry wgrldually those destinations lose
their genuineness. At the same time, tourists lbeedsed because they are able to
travel to so many different places and learn froavel experiences, which broaden
their views and knowledge. However, travelling slo®t make them forget who

they are; their sense of self-identity is enhandedng holidays. Moreover, their
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travel experiences and learnt knowledge make thetmety encourage their next
generation to do more travelling and to “compretighd world with their own feet
and eyes. The study presents these four dimensithssupporting passages and

fieldwork notes below.

Loss of Authenticity

Holidays are supposed to be fun, luxury, and sesvieceived by its consumers.
However holidays do not just bring enjoyment; thego bring food for thought
inviting tourists’ inner rumination on how tourisulevelopment impacts holiday
destinations. The study suggests that the respime@spress their introspection in
two aspects. The respondents show their worry andpathy for the loss of
authenticity in the expansion of tourism-relateshstouction. Also, they weigh in
their minds whether their visit benefits the destions or, on the contrary, their
enjoyment contrasts with or contributes to locabple’s miserable life. Four
passages are presented below. EG6 talks about Wesrnation of touristic
destinations losing the authentic touch by buildstgndardised hotel chains and
opening English pubs to cater for British touristsereas E18 describes the on-going
tourism development happening in Croatia and wsthat soon the authenticity will
disappear. E7 and E14 observe the possible imphets holidays bring to the

destinations.

“...\We always prefer to stay at B&Bs or guest houseshome-stay style of
accommodation on holidays...you know, the big, highet hotel...they lose
something...something | cant really clearly describ&@hey look all the same to
me no matter where they are located in Majorca ar East, like Kuala Lumpur.
Sometimes you wake up in the hotel room in the imgprand you can not even
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immediately recognize which country you are now.y.tdre very much alike and
they do not even bother to be characteristic. .ust pome across my holidays in
Majorca. It's about staying in the hotels and lyion the beach and then you
have meals and it's by the beach again. You atelomg anything locally there
because it's all built-up for the holiday makersneant the restaurant may claim
they are selling the local food but you probabli stouldn't see the real Majorca
because fish and chips are on the menu too. They bave English pubs!
Arent you on holidays to experience something newmnething genuine,
something you cant get in the UK? That’s not ypyetof holidays. ... | think
tourist organisation spoil you, you wouldnt wamt do it what so ever. | think
that's the downside of tourism; if you run tournistiustry you want to be spoiled
and not know the place and | think yes... hmm..Itdoow | dont know what |
am trying to say now.{(E6)

“So far you hardly find English there and not ewsnung English tourists you
hardly hear English voice and its totally CroatiarAnd when you go to
restaurants, it is Croatian food, it's not, you kwnochips and fish, traditional
Croatian food is still served there for now. Thkat/hat attracts me to go back. |
think in some waly it is going to be developed ayahRir is actually there to make
them to make some improvement on the airport, tkentlze airport expanded, to
make it better, you know, to get more tourists géhent’s totally different from
what | see three years ago. It's really joyful fe to go to experience their ‘real
culture’ since by now it’s still there and thereeamot so many tourists yet; there
are people selling things on the streets too bay ttiont go approach you to sell
things in a forced way; however, that will be chadg | can foresee that newly
developed airport and holiday apartments and howerything will change very
soon in Croatia.”(E18)

“There was something when we were on the Caribbgauople are struggling

with poverty ....the situation was just awful and tthand that...you just
feel ....you just feel you are guilty because youcareéhat luxurious cruise ship
and visit the island and witness how people thigeedctually in poor conditions. |

just feel sorry for the people who lived in suclpaor condition and all those
made me feel that | am seemingly spoilt... Anatxample is Tunisia; that was for
a-week holiday. It is very man-dominated and yaw w/omen cover their faces;
they can only reveal their eyes. | understandthtésir tradition but somehow my
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appearance is invasion. We lived in a hotel; wieNyas not grand hotel; it was

very basic and when we were walking on the streesaw people begging all the
times, which makes us very uncomfortable. We b#idecat the hotel restaurant
the same one, and one day they called it a priceaaother they called it another
price. We chatted with a young man who served thecche told us how poverty
is stricken. And we went to the market and peoplé levely carpets, very

beautiful ones, and again there were all men, whiohde me feel very
uncomfortable in some way....I just feel sorry fax geople who lived in such a
poor condition and all those made me feel that Iraally spoilt” (E7)

“What impressed me was actually a day trip out ledé tesort; | think it's St.
George’s, Bermuda. Anyway, one day we left therreend went to a market
there and | was terrified (tone changed) to see twheople wore were quite
ragged...you know we just wanted to go there to Ippyrand as soon as you see
how big contrast the two worlds are, inside theoresind outside the resort. It
just makes you think what the holiday is in anotheal face; people say it's
immoral to have 5-star hotels on poor islands; hesveit's the five-star hotels
bring in money and take off the islands, such asgfa or Mauritius, you'd think
‘oh, this is quite poor area,” and later you knowk; now | am officially
(emphasised) in the tourist destination.” You knavat | meant. | think there will
be more problems if people dont go there. It midlhg generating the
situation...they can be employed and gradually théghimbe have a better
life...you know, it's good and bad ...The good sidkas| told myself that tourists
bring them money and jobs...the bad side is thedndrast saddens me...besides,
the resort looks so awkward..(E14)

Breadth of Vision

An old oriental saying goes literally like this, &\gain more from travelling ten
thousand miles than reading ten thousand bookg¢.imehlns that an individual can
learn more and broaden their knowledge by trawgliihan reading. It is also

agreed amongst respondents in this study thatllirayeroadens vision.

There are two passages presented below; one glglignger than the other. The

313



first passage is the citation from interviewee E&e describes how travelling does
not only make her relaxed but also broadens hed mimy travelling, she can truly
observe and witness how people in other countrethohgs differently. She finds

it stimulating.

Then, a longer passage is cited from the statemientéspondent E1. He firstly
talks about how people misunderstand Americans &adth Africans and he
commented continually on news or TV programmes lama they only project part
of a place. He mentions how people tend to kntthe labout a place and then they
take it for granted. Furthermore, he comments batwweople think about Belfast,
his hometown, and what people know about Taiwam,résearcher’s homeland, as
examples in order to illustrate what he means a ag to initiate interactive

conversation.

“It is very important to have holidays to have tbleance to relax. However, |
think it also impact on how we do things over ihgt you know, how we live our
daily life and get away to have the relaxation draVvelling is refreshing and it's

mind-exploring and helps you to see the differaocé$ of the world and how other
people live in other places in the world and reallygives you very different
perspectives to see the world and extremely stiingld (E20)

“Many people dont like America; they think theyall the beasts, you know they
dont have culture and they are inferior. But whgsu go there, you might not
like there but you can find lots of very nice pegpkry friendly and very generous;
| think you become much warmer to the country aafjemow George Bush is
gone. (laughs/sense of humour) And people feethSAfrica a threatening
country and you could be robbed but we get theckvme discover that there are
lots of friendly people. Some South Africans det feel threatening as well but if
you are careful and you can still find places tttsre are interesting people and

314



we even went to some townships and discoveredrthay people live in a very
normal life, just like us, just like here.

| think if you havent been there you tend to hai¢hat what you have seen or
read from the newspaper or TV news and when yaheye and you discover the
reality is not; because they focus on the negastgries because it sells the
newspapers. When you actually go there and maybdiryd it's only 1% that you
have been learning from the media and remain timeesthinking; however, 99%
are very different. That's the true face of a doyrbut you wont see it unless
you are there and experience yourself. | grewrupelfast and if you read it or
see it from the TV you think there is a war overdhout it's not like that. It's one
of the primaries of the UK and it’s got very straiagnily culture and family values
which survive much better than here and you knasetlare lots of very positive
things but you dont read positive things in newsga. | meant you probably
also find that Taiwan here that very very (repegtedr know about it; it's not a
holiday destination and it's nothing very usuale @ney, unless we had been there;
so it's really a blank bottle of knowledge for usanand also here people when
they look for destinations for holidays they rarkdgk for Pacific area expect for
Thailand and people here are quite ignorant of Japa Taiwan and the status left
for us is still about that Chiang Kai-Shek goverreiwan and didnt want to be
taken over by China and you know that's it and'shelt we need to know.(E1)

Enhancement of Identity

Enhancement of self-identity is identified in thedings of focus groups and again it
is reinforced and reconfirmed in the findings ofemviews in this study. During
holidays, tourists are immersed in the history anliure of the destinations; at the
same time, their self-identity of being Scottishalso enhanced. They learn the
history and culture of the holiday destinations dimely grow aware of where they

come from and even their place in the world stage.

Previously, the study advocates that some toudistlop “feel like home” attitude

to a destination. They identify themselves witlke thestination but it is a partial
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identification; they identify and recognise thattpaf their life is highly linked with

the destination since they have devoted plentyheirtlife time in that particular
destination. However, when it comes to ‘commitrhémta place, Scotland or the
UK is still the only place in their minds where yheall ‘home,’ true home not a

place that feels like home. An old English saygugs, “Home is where the heart

is.” However, it also makes sense to reverse liteto‘The heart is where home is.”

The emotional association with Scotland or the \$Kheeir true home is always there
and it can be triggered at any moment. That pérsedf-identity cannot be

exchanged or removed; in fact, it is enhanced tjindtavel experiences.

“To Scotland? Well, it's in my blood; | meant | wmy country. Even though | flew
to some other places for work or for holidays, uibstill remember that the
beautiful hills, mountains and lochs we got hereSecotland. | love it as a
country...in fact, my daughter and son-in-law are mgwo Australia and they
once asked me if | want to go with them. | amkihi of it, if everything can be
settled right, I think | will go with them, yesdont, | dont think | will go with
them right away though. Maybe....I'll wait and se&hhings go on in the future.
But it doesnt mean | don't like Scotland; it's ays my home. | once work in
South Africa for couple of years and | like thegaldut when | head back, | am so
happy to be home. But | could say that | can livether places since | can easily
get used to or adjust my life to a new place. | gahinto the situation and get
used to any new lifestyle very quickly but stibtnd is home, always for sure.”
(E33)

“I am absolutely Scottish; toe to toe; through atidough. But in the past ten
years, | am concerning and worried about the chaggnot for the good, | am
afraid, politically or socially. However, | am cqietely patriotic. When we go
abroad, when | hear the bagpipe | can feel my teard | am so Scottish; not
British but Scottish; and | am very much Scottisfiravelling does not make me
forget it at all.” (E14/wife)
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“I meant | am from England but | love Scotland.€sobs...) Hmm, perhaps when
| go abroad, particularly in the Europe, | enjoyigg (pause due to she was in
tears) but it's not my home. Hmmm whereas .... (palsewas in tears) | just like
Scotland. Hmm | am sure you feel the same to Taiwdike travelling and
experiencing something different; however, Scotlant¢tome. We may like or
even prefer to something good in another foreigounty and then criticise
Scotland; however, it doesnt mean we dont liketlaad; instead we expect for its
improvement...still its home, always hom&=10)

Influences on Next Generation

Last, but not least, the study also identifies ttmatrists’ own travel experiences
influence their next generation. This impact ishinusive and imperceptible and it
takes years to see how it is formed and may brivapges. Influence on the next
generation refers to how the enthusiasm of respuaden knowing the world
through travelling gently and gradually impactsittehildren’s view of the world.
Thus, their children may now indicate by their babars how they practice this life

philosophy.

A research diary and a narration are presentedvbel®@he researcher writes down
her flow of thought after completing interviews WiE18 and E19. The research
diary was written because the researcher was stketido find out that when E19
suffered a heart attack his beloved son and dauglee not around. The cultural
difference strikes the researcher and then makepdraler whether E19’s devotion
to travelling has had some influences on his céiidr life choices. It then makes
the researcher associate conversations with E1&isnson and daughter at lunch.
Then the researcher has the idea that the yourgeragion adopt their parents’ life

philosophy on travelling and start to know the wlowith their own eyes. In
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addition, an excerpt of E9 is shown. During thavaysation, E9 comments on the
advantages of travelling and he claims that hengtyoencourages his children to
travel, to explore the world. In fact, the fieldaoote also indicates that one of his
sons, now working on a volunteer holiday in Africaade a phone call when the

interview was in progress.

“I am both inspired and sorrowful today after thaeterview with E19. Firstly |
am happy to meet him; he seems to recover veryfigetl heart attack. | am
also very happy to know that he is now planningisit his daughter in Australia
and happy for him again since he, a enthusiastwdHler claiming had visited
over 80 countries, can again travel. It is alsce thoint from which | feel
sorrowful. I didn't know that he and his wife aally live alone in Scotland; his
beloved son lives in India and his daughter livesAustralia. It indicated that
when he was ill in the past a few months, childred grandchild are not around.
Maybe it is because my cultural background; | feelsorry for him though he
might not be. | start to wonder whether it is besa he has always been
travelling around the world since he was younged #makes his children move
forward and then settle down at another cornerhaf world and then they feel it
all right for them to stay so far away from him whee is at such a high age and
in poor health condition. | dont judge it from nadity or ethics; no, | totally
dont have the intention to. | am seeing and woimdewhether enthusiastic
travellers encourage their children to see the wdbobth orally and in motion.
Well, I am thinking about myself too. | have p#semho love travelling and have
been supporting me to see the world since childhoddeanwhile, | know many
of my friends they didnt have that kind of suppuanen they were young.

E18 whom | also interviewed is another good exampkeven though he didnt
say that much about it in the interview, he did ownts about how he feels
travelling can broaden vision and mind and so dbmssson who just came back
from gap-year travelling in many Asian countrieslakustralia. In the interview
he mentioned that his church now run hospitalitthesue to host fellow
parishioners visiting from churches in Croatia. IHaid he was happy to host
guests because it was an opportunity for his caiidto exchange culture with
overseas friends and so | was invited to stay gioich and chatted with his son
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and daughter too. During lunch, he also mentiotteat he never doubted for a
second when his son told him that he planned te bagap-year in the Asia. He
even humorously said that he would do his gap-y#i@r retirement. Everyone
laughed. Having lunch with E18's family was intgmeg. His son shared his
adventurous stories with us and his daughter waswsmus about Taiwan and
kept asking me what Taiwan looked like and whaighimay be done differently in
Taiwan, such as wedding. E18 said that his daugktas also planning

gap-year trip; her elder brother’s gap-year trip th@ated her and encourage her.
| guess that'’s the spirit; the family may not supploem financially but spiritually.

The young generation pick up the life philosoplgmfrthe elder generation.”

(research diary after interview with E18 and E19)

“When | was young and also my wife, we both traeeh lot. When | was 21, |
backpacked with a pal, oh, it was really long Idimge ago, we took the ferry from
Dover to France and then we started to hitchhike..And my wife she also went
on a long trip when she was 21 and she travelledithole UK and the whole US.
And we have always encouraged our boys to tralehys. And it is interesting
to know, because where we have been living is antall town and if you
compared my boys and other mates whom they westhtml together, you'd see
they are far more sufficient and state-wide on Kedge of the world while their
mates might only have been to Spain for two weelsmething like that, you
know what | meant. Then they dont be afraid ofimpwut of their hometown and
explore their mind with actions. That's why | al®agncourage my boys to go, to
travel, to see the world. And you learn so mucheriam the travelling and you
come back, | believe, with a more respectful mind see no differences on
complex or religions..... | think travelling alter®wyr perspectives on life, your
attitude on life. Attitude and knowledge. It nakeu realise it doesnt matter
whether you are white, yellow, or black, people altebasic the same and it's all
Politicians; you know, you're reading papers abdiie political issues, for
example, misleading people and mis-portraying Mos)iyou know, it's dreadful. |
found and | met lots of Muslims and they are tulsthd friendly. You know you
heard about the Russians, the Polish people or rden on paper, which
manipulate their image and | personally know Russiand Polish and they are
just like you and just like me; we all have vergibaand essences of hopes in life;
we all want to have happy family, a better life, ppogress on what or
which-so-ever. | think travelling makes peoplerepended. It broadens your
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knowledge and it also makes you think differen{li9)

In summary, self-reflection is a comparatively pedphical and spiritual reaction to
the accumulation of travel experiences. As expesd tourists, they enjoy tourism
services but also witness the disappearance of tadture through development,
which causes them to feel upset, worried, and symepia. Also, they feel blessed
because they find travelling broadens their knogiedand views. However,

travelling does not make them lose their identityhey feel they are connected with
Scotland no matter wherever they visit for holidaysAn unobtrusive and

imperceptible impact occurs with the younger getr@ma The younger generation
adopt the elderly generation’s life philosophy oavelling and embark on their own

life journey to discover the world.

6.6 Towards the Conclusion

Based on the literature review, the study deemsttiemdomination of quantitative
research design and attribute-based survey regtrectdiscussion of destination
loyalty. On this track, destination features aersto be the motives of behavioural
loyalty, which lacks consideration of the decisimaking process in real life.
Moreover, intention to revisit is taken to be thenstruct of behavioural loyalty,
which ignores that intention is hardly actualityVith relation to attitudinal loyalty,
preference and word-of-mouth serves as its corstru&ven though the literature
asserts that advocacy is behavioural intention presentation of a committed
customer, the finding of the focus group, the pnelary study, in this study shows

that tourists tend to hold reserved attitudes aad/ary cautious on recommendation.
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If constructs of both behavioural and attitudinaydlty cannot truthfully reflect
tourists’ real practices, new insights must be eygd to facilitate the discussion on
destination loyalty from a new perspective. Masiportant of all, research on
destination loyalty chiefly concentrates on thefilimient of tourists’ needs for
physiological attributes and safety and ignoresrtheeds for love, esteem and
self-actualisation. Therefore, this study attemfusintegrate theories of place
attachment and existential authenticity into thecdssion of destination loyalty.
Socialisation and self-realisation which placedttaent and existential authenticity
mainly advocate may back up the insufficiency & tesearch on destination loyalty.
On this basis, the research aim is to investigat@idts’ perceptions of both
behavioural and attitudinal loyalty in the holiddgstination context. It invites
tourists to define destination loyalty. The thresearch objectives of this study are:
1) to understand the dynamic interactions betwadsit kealisation and emotional
bonding, 2) to integrate place attachment and existl authenticity into the
examination of destination loyalty development,t@)examine how tourists fulfil
their needs for self-actualisation through travglexiences and how it links with the

development of destination loyalty.

At the same time, there are four research questisasstudy aims at answering.
Firstly, the study wants to identify the behavidumyalty typology based on the
actual revisit patterns, from which the factordyt@ading to revisit realisation are
naturally revealed. Secondly, the study attemptdotate what aspects make
tourists feel connected to the destination attitatly.  Thirdly, the study

endeavours to find out what a committed tourist fiegy and do. Finally, the study

desires to understand to what extent tourists iiyentth the holiday destination

321



setting.

In order to answer the research aims and researes$tigns, the study proposes the
framework of destination loyalty gradation, whishshown in the figure 8.1. Based
on the nature of qualitative research design, ttaenéwork is situational and
contextual to fit the research setting; generaligglis not the aim of the proposal of

the framework.

The gradation of destination loyalty attempts tglai destination loyalty in a
longer time span, in which the concepts of decisi@king and collective

accumulation of travel experiences are incorporated

Apart from that, local involvement, friendly localdocal community, and
communication and memory are facilitating factotsali enhance the development
of attitudinal loyalty. Thus, it indicates thatcsalisation makes the tourists feel
connected with the holiday destination. That issty, the fulfilment of basic
leisure needs is the catalyst of tourists’ attibadlibonding. It is welcoming local
social community substantially promotes their dttaent to holiday destination. It
indicates that tourists’ need for love is achieve@he incubation stage is, therefore,

a significant stage explaining how attachment tidag destinations is enhanced.

Moreover, the study identifies that life experieraoed the accumulation of travel
experiences lead to the conclusive and inclusiagesbf self-reflection and future
plans. During this stage, tourists make momentacson decisions, such as
property purchase and migration. Moreover, theworgravel experiences reshape

their life philosophy and values. Thus, they feekried about and sympathetic to
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the loss of authenticity happening in holiday desibns owing to the impacts of
tourism development. They find travelling broadehsir knowledge. At the

same time, their life philosophy on travelling imeg their next generation. Most
important of all, their self-identity is enhancddudugh travel experiences. They
may develop ‘homey’ feelings to specific types dlithay destinations and even
make the decision of property purchase and migraticHowever, those emotional
bonding and actions do not diminish their sensesadf-identity. That is to say,

self-esteem and self-actualisation are achievemgltine stage of self-reflection and

future plans.

In summary, the framework of destination loyaltadgtion is proposed to fulfil the

research aim, objectives and questions. The iatiegr of place attachment and
existential authenticity in the discussion of deation loyalty backs up the

insufficiency of socialisation and self-actualisati in the prior research on
destination loyalty. The Initial stage simply rafians that the provision of

destination features fulfil tourists’ physiologiaa¢eds, as the literature fully studies.
Incubation stage suggests that local involvemerd ancialisation strengthens
tourists’ emotional bonding to the destinations deads to more realisations of
revisits. Friendship and acceptance in the loocatraunity accomplish the needs
for love. Eventually, vital behavioural decisioasd philosophical and spiritual
attitudes made and formed in the stage of selécgtin and future plans achieve the
needs for self-esteem and self-actualisation. @&fhes, the findings of the study
have accomplished their aims namely to invite nesights and observations on the

examination and discussion on destination loyalty.
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Chapter 7

Discussion

7.0 Introduction

The purpose of this chapter is to elaborate ongéges raised through the findings.
It starts to overlook the literature review andnthmoves forward to discuss the
findings of both pieces of fieldwork. Focus growglew destination loyalty to be
defined by tourists. Thus, the findings of the uscgroups point out the gaps
between theoretical knowledge and practices irgaeworld. This chapter moves
forward to discuss the findings of the interviewd.he model of destination loyalty
gradation is proposed in this study. It emphasibes destination loyalty is a
long-term progressive process. The inputs of $ibciand self-realisation which
dramatically promote tourists’ attitude towardsiti@y destinations are discussed.
After that, the chapter brings up an issue, whishwiorth deliberating. The
researchers and marketers may have to think ovetheh research on branding
makes the destinations differential or homogenaous wahether research on loyalty
allows the marketers to realise clearly what triggéourists’ behavioural and

attitudinal loyalty.
In summary, the overall aim of this chapter is teegmeanings to the research

findings in the light of the research objectiveshwielation to previously elaborated

theoretical knowledge.
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7.1 Literature Review Outline

This section aims to outline the literature reviewhis study starts to build up
theoretical knowledge groundwork with destinatioartal and destination branding.
Then, it moves forward to go into the essence ahtrequity for destination brands.
After that, the study turns to probing theoriedayfalty and research on destination
loyalty. The drawbacks are presented and the ratieg of place attachment and
existential authenticity is introduced, which linke research objectives of this study.
Main issues of the literature review are listed ahdwn in the table 7.1 below in the

next page.

The topic of branding has been popular in bothtpralccommercial society and the
academic field for several decades. Ritchie anhi (1998) initially use the
definition of a brand for holiday destinations. haliday destination conveys the
promise of a memorable travel experience that isjuely associated with the
destination. Cai (2002) proposes a destinatiomding model on the bases of
Gartner’s and Keller's image components and margetnatrix. Furthermore,
Konecnik and Gartner (2007) and Boo, Busser andddal (2008) separately
propose their models of brand equity for holidayto@tions based on Keller’s
customer-based brand equity. It is then suggetaddestination image plays a
vital role during the establishment of destinatibnand equity. Thus, the
components of destination image proposed by Ga(ti$96) and Gunn (1988) and
measurement of destination image suggested by &chtrd Ritchie (1993) must be

taken into account too.
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Table 7.1: Main Literature Review Issues

Issues Sub-themes Key Authors
Destinations Destination brand Ritchie and Rit¢hi@98)
Destination branding model Cia (2002)

Brand equity for destinations

Konecnik and Gartner
(2007), and Boo, Busser
and Baloglu (2008)

Destination image

Gartner (1996) and Gunn

(1988)
Measurement of destination | Echtner and Ritchie
image (1993)
Loyalty Definition Jacoby and Olson cited by
Jacoby and Chestnut
(1978)
Framework of customer Dick and Basu (1994)
loyalty
Loyalty Loyalty pyramid Aaker (1991)
Loyalty Phases Oliver (1999)
Destination loyalty Loyalty typology (built upon | Pritchard and Howard
Day'’s typology) (1997)

Behavioural loyalty typology

Oppermann (1999)

Revisit (behavioural loyalty)
prediction

Oppermann (2000)

Choice-sets

Holiday destination selectiof
choice-sets

1 Prentice (2006), Hong,

Lee, Lee, and Jang, (2009)
and Decrop (2010)

Travel Experiences

Existential authenticity

Wang@9@), Walker and
Lea (1999) and Steiner
and Reisinger (2006)

Place attachment -
socialisation

Hidalgo and Hernandez
(2001), Twigger-Ross and
Uzzell (1996), and Manzo
(2005)
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Meantime, loyalty is thought to be the ultimate Igadich brand equity pursues.
The theory of loyalty is straightforward and resbadesigns are reproduced and
applied into the research on destination loyalfihe conceptual definition proposed
in early 1970’s by Jacoby and Olson becomes thd miokely recognised definition
amongst loyalty studies (Jacoby and Chestnut, 1978)true loyal customer must
be both behaviourally and attitudinally loyal todarthe brand, which is also widely

recognised and used by more and more academiaseiB2008)

Conceptually, Dick and Basu (1994) propose the éwork of customer loyalty.
The model suggests that loyalty is impacted by aauents, social norms and
situational influences, whereas search motivatresistance to counter persuasion
and word-of-mouth are consequences of loyalty. [Blalty pyramid proposed by
Aaker (1991) and loyalty phases suggested by OI{®©09) both advocate that
loyalty, particularly attitudinal loyalty, increasprogressively. That is to say,

loyalty takes time to build up and gets intense $te step.

Speaking of research on loyalty, behavioural intent preference, and
word-of-mouth serve as the constructs of loyalty.is assumed that the behaviour
of repeat patronage has been gone through thendetgive measures in loyalty
research. Additionally, behavioural intention eeg@s actual repatronage to be the
construct of behavioural loyalty. Moreover, sogiakms and situational influences
are not taken into account. Antecedents are siiegblto be product attributes and
prior satisfaction. It means that conceptual me@ee one thing and the practical

application to loyalty research is another.
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Furthermore, with relation to studies on destimatioyalty, studies on reuvisit
intention, namely behavioural loyalty, dominate wvdas very little research
discusses tourists’ attitudinal perspectives exdeptsatisfaction gained from the
fulfilments of destination features. The destioatioyalty typology proposed by
Pritchard and Howard (1997) confirms that attituddistinguish true loyalty.
Oppermann (1999 and 2000) proposes his behavidoyalty typology by only
calculating the frequency of revisits and soon pe&s revisit probability. Mainly
studies on destination loyalty are about relatigngmongst dimensions, such as
image, perceived value, satisfaction, and loyaltyYMord-of-mouth” is taken as a
construct of attitudinal loyalty because commitmérdads to advocacy. In other
words, destination loyalty research is repetitiod aeproduction of brand loyalty
studies. It lacks the consideration that holidagtohations are very different from
retailing and commercial products. Moreover, ngviatention is seen as the
construct of behavioural loyalty. It tends to igaéhat intention is hardly actuality.
Most important of all, the prior research treatglty as the end where all arrows go.
It neglects that endearment is status of “beinglhat is, commitment takes time.
The process of affection enhancement is sparede lifbrature on destination
loyalty is a result of positivist and quantitativesearch. It misses not only the
process of “becoming” but also meanings of the @seses. Loyalty becomes a

mechanistic response to a limited set of attributes

Owing to these drawbacks, the study, firstly, didsébehavioural intention. Instead,
it examines behavioural loyalty on actual revisitén addition, loyalty takes time.
Travel experiences are what tourists truly enjog abtain from holiday destinations.

Moscardo (2009) defines that experience is a stibgemental state where tourists
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construct meaning with the determinations of plalsgetting, social interactions,
expectations, and information provision. That @ day, tourists take part in
activities, interactions, and local involvement hioliday destinations and those
experiences lead tourists to have both sensatamthintellectual inputs. Moreover,
attribute-based research design can only idenatyists’ favourability based on
preference and recommendation. It does not prowideh scope of how tourists
really feel to the destination. Furthermore, tbaliag measurement can indicate to
what extent destination attributes satisfy andilfuburists’ physiological needs,
which is located on the bottom of Maslow’s pyraroidneeds. That is, the higher
levels of needs, such as love, self-esteem, resgeathers and self-actualisation,
have been left behind without discussion. Thus, study purposefully aims at
integrating theories of existential authenticitydgplace attachment into destination
loyalty. Existential authenticity concentrates tourists’ self-realisation during
tourism experiences (Wang, 1999, Walker and Lef@9 khd Steiner and Reisinger,
2006). Hidalgo and Hernandez’'s (2001) and Twidggess and Uzzell's (1996)
studies point out that the affection attachmentvbeh people and places is actually
built upon sociality existing in that particularaggaphical space. It advocates that
social activities have to be considered inclusivetyen attachment to a place is

discussed.

The overall research aim is to understand how msbn loyalty is formed and
enhanced from tourists’ perspectives. The study prapose behavioural loyalty
typology based on actual revisit history and patter Also, the study may examine
and understand attitudinal loyalty from the persipes of local sociality and

self-actualisation, which bring new insights and amags to the process of
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destination loyalty enhancement.

7.2 Characteristics of Loyalty in the Context of Htiday Destinations
This aim of this section is to discuss the findimjshe focus groups. The focus
groups serve as a preliminary study in this studiallows tourists to have their say
on their revisit journeys and attitude towards daji destinations. Destination
loyalty is then defined and interpreted from sdmatcin the literature, destination
loyalty is built on prior loyalty research designdt neglects that each industry is
characteristic. Thus, destination loyalty defimedhe literature may not be able to
truly reflect what is happening in the real pragsic With the gap between theories
and real practices, destination loyalty may notfléy understood. Here three
findings of the focus groups are discussed. Theyomhow characteristic holiday
destinations are if they are seen as marketed brandoreover, the findings suggest
that word-of-mouth effect may be presented in a enodvay in such a new era.
However, the findings on attitudinal loyalty remaestrained, which leads to inputs

of new literature and modification of research gasi

7.2.1 Actual Revisit Realisation vs Intention to Bvisit

This study defines behavioural loyalty as actuallisation of revisit whereas the
literature uses intention to revisit as the comdtrof behavioural loyalty. This
single difference brings a chain reaction to thelifigs. Also, it makes the findings
on behavioural loyalty very different from the tiégure in three ways. Firstly, it
reflects that tourists are behaviourally loyalty naultiple holiday destinations.

Secondly, it indicates that decision-making prockas been functioning before
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actual realisation of revisit. Thirdly, the actwalisit patterns illustrate that revisit

frequency and regularity is not as predictablespsitronage in other industries.

The literature on destination repeated visits usesit intention as the construct of
behavioural loyalty. Based on the research desthesstudies predominantly focus
on tourists’ revisit intention to a single one destion where they just visited. That
is to say, respondents indicating that they intencbvisit the destination right after a
trip represents that they have behavioural loyadtythat destination, which is
problematic. Intention is hardly actuality. Alsi,is short-term intention; the
studies on choice-sets in a tourism context progueteconstraints hugely impact the
final holiday destination selection even if theopriravel experience is all positive
(Prentice, 2006, Hong et. al., 2009, and DecrofQ20

Therefore, the single focus on one destinatiorhenprior research does not shows
the reality that tourists pay revisits to multiglestinations. That is to say, there is
no exclusivity of behavioural loyalty in the holidaestination context. Holiday
destinations seen as a branded product are diffén@n loyalty definition in other
industries. A behaviourally loyal consumer muspeaedly purchase, increase
amount and its share of the purchase to that bramtis is not applicable to

behavioural loyalty in the holiday destination cexit

Moreover, the findings of this study also show th&tntion to revisit is restricted by
practical situations. It reinforces the finding$ choice-sets research. The
findings suggest intention of revisit is easy ty daut difficult to be realised.

Informants always indicate that they are willingéturn to any destination they have

been to. They even claim that there is no visttestination to which they would
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not return. The reality is that they simply do aatl cannot go back to all of them.
That is why this study also presents the conssginéventing revisit realisation as

findings.

However, research on destination loyalty is notaesh on choice-sets .  While the
intention to revisit is adopted as behavioural lgyaonstruct, it banishes the
decision-making process from consideration. Yee¢ decision-making process is
included in the conceptual definition of loyaltyin a word, loyalty is defined in one
way whereas loyalty research is conducted in anoth&s a result, when actuality
of revisit is in discussion in this study, the coamts from the reality naturally

appear and are presented in the findings of thidyst

When actual revisits and decision-making proceedath employed in this study, it
leads to another factual situation, random re¥isijuency. Oppermann (1999 and
2000) studies Australian tourists visiting New Zegwl in a five-year time span and
proposes revisit probability. The findings are ugbt situational and contextual
since, again, it is only one destination defined &ngnores other impacting factors,
such as geographical distance and purpose of teviBi other words, revisit
probability is a mechanism. This study lets theéhrflow and the findings show
that tourists pay random revisit to destinationd #re intervals between visits are
variable from case to case. The only exceptiotousists do pay regular visits to
destinations where they go for family holiday asaalition. In that case, they visit
the place annually and even during the same p@fiddne every year. Prediction
may be useless because that is their habitualittevidpart from that, revisit

probability may not be reasonable and useful todipte non-habitual and
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non-occasional revisits.

In short, the adoption of actual revisit realisatmmakes this study identify different

findings on behavioural loyalty from the prior raseh. The actual revisit patterns
show that tourists are behaviourally loyal to nplétidestinations for holidays; there
is no exclusivity in the context of destinationadty. As soon as actual revisits are
discussed, the decision-making process, which tioe gesearch has not considered,
is included potentially. Thus, constraints prevrgmntevisit realisation are presented
as findings of the study. Most important of akhyndom revisit facts argue that

revisit probability may be problematic.

7.2.2 Where Does Attitudinal Loyalty Go?

Before attitudinal loyalty is discussed, it is edsd to recap the complexity of a
holiday destination which is previously presented &laborated. Buhalis (2000)
proposes a six-As framework of a holiday destimatioHe advocates that a holiday
destination is composed of attractions, accesibdimenities, available packages,
activities, and ancillary services. That is to,sakien a destination is referred, it
indicates the compound of all locally-provided prot, services, and experiences
(Buhalis, 2000). That is also the way participgmsceive a holiday destination.
Therefore, when they are invited to talk about rtagtitude towards the holiday
destination, the object is not the destinationlfitseThere are numerous objects their

affective responses refer to.

The objects they immediately refer to are servaas facilities. Then they think of

attractions, particularly natural resources andhege Next, they mention local
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people and culture. Some of them even specify thay feel about the local ways

of life.

With an examination, satisfaction with services &amilities are perceived value and
quality of service, which is also what had beemisicantly studied in the literature.

Are they representative of the attitude towardsdigtination or are they satisfaction
towards the service and facility providers? Eveservices and facilities are seen
as an entirety of the destination, solely takings&ction and service quality as
attitudinal reactions is one-sided. Instead, etitnas, people, and lifestyle are more
close to the essence of the destination. Howderproblem is how attitudes can

be told from induced image. It leads to the dileamm

The prior research emphasises that image playsiporiant role in the processes of
destination branding and the development of brajatye for holiday destination
(Cai, 2002 and Konecnik and Gartner, 2007). Thwlifigs of this study are
reconfirmation of prior research if the theoretiédedmework and definition are
employed. However, the puzzle is still here. WHaes attitude towards the
destination refer to? Are these two terms alikéf?not, what differentiate them
from each other? The findings of the focus gradp$ot bring the researcher clear
and straightforward answers but more queries. ddt,fit is an issue worth

pondering, both academically and practically.

In any event, the findings of the focus groups ¢atk the difficulty that there is no

specific object tourists’ attitude to the destioatican refer to. The objects

receiving tourists’ emotional responses are diyessevices, attractions and even
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local people are mentioned. That is also to séagnaa holiday destination is taken
as a brand, its complexity results in diverse regrsi since all of them are parts of the
entire destination. With this prerequisite, it am over simplification to take

satisfaction as the representative attitude tow#rdsentire destination and so it is

the induced image.

On the other hand, the literature also points bat preference, trust, commitment
and even word-of-mouth are widely used to servéhasconstructs or indicators of
attitudinal loyalty (Clark and Maher, 2007, Morgamd Hunt, 1994, Knox and
Walker, 2001, Sui and Baloglu, 2003, Johnson, Hanm and Huber, 2006).
Preference comes from the indication of choice ctiele based on destination
attributes. Trust and commitment come from theiid) in attribute performance.
Word-of-mouth is thought to be the behavioural espuence of commitment.
Again, these constructs and indicators are eshaion the bases of destination
features and attributes. The circuit of positivignd quantitative research is
interpreted as theoretical boundaries, which thelystaims at breaking through.
The findings of the focus groups show some progreb®wever, the boundaries

remain restricting the width and depth of elab@atn emotional bonding.

7.2.3 Word-of-Mouth Effect in a Modern Way

As it is shown in the framework of customer loyaftsoposed by Dick and Basu
(1994), word-of-mouth is the one of the consequerddoyalty. It is also widely
used as a construct of attitudinal loyalty on &tere since literature proves that
commitment leads to advocacy (Morgan and Hunt, 199Blowever, the findings of

focus groups in the study reveal an interestinghpheenon. As it is stated in the
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findings chapter, participants tend to hold reséra#itudes towards advocacy. It
means that participants are very cautious abowmewending holiday destinations
and holiday experiences when they are asked howwoelld suggest to friends a
place for holidays and activities thereat. Howevke findings also notice that
some participants check online forums and revielwwenwthey are organising their
holidays. Also, some of them are willing to shdreir holidays on Internet social
network platforms. Even though none of them cl¢hiat they write reviews on the
Internet, they do read forums and specific custamaew websites. It implies that
people do give out comments and share travel expess and are also more than

willing to read them.

The study does not probe further into why they dbfeel like recommending orally;
yet they gather information, publish comments, ahdre travel experiences on the
Internet. It is not proper for the researcherdonatude conjecturally. Instead, this

study presents the phenomenon and raises theagsut is counted as advocacy.

Word-of-mouth is regarded as recommendation thrauglh communication. It is

thought to be a means to achieving viral marketiagnpaigns (de Bruyn and Lilien,
2008). Meanwhile, it is now a popular researchaand there are plenty of studies
examining the effect of online reviews too (Litvi@pldsmith and Pan, 2008, Li, Lin

and Lai, 2010, and Li and Du, 2010).

There seems to be a gap between the findings amdupldated literature on

eWord-Of-Mouth, or eWOM. That is, the participgngsibjectively, feel reluctant

to offer oral recommendation. However, they feemtortable to give out and
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receive reviews on the Internet, which is thoughtaern means of word-of-mouth

academically.

Apart from that, the findings also indicate an insistency on participants’ ways of
doing and thinking. As it is stated above, thetipgants feel reluctant to
recommend holiday destinations and experiencesriemds orally. The major
reason for reluctance from advocacy is that theyadraid that their opinion and
recommendation may turn out to be a flaw on friehdéday. Thus, when they do
make suggestions, they are cautious. They alsolglelaim that what they say is
based on their own experience and enforcement & thiey avoid doing. However,
when they are reading the reviews, they tend t®welwhat they read online. In
fact, ‘helpful’ and ‘genuine’ are adjectives paip@nts use to describe the online
reviews. Only a minority of the participants claihat they read with a measure of
scepticism.  On the one hand, they are afraidtti@t holiday stories mislead their
friends and do not want be responsible for frierwlsd outcomes. On the other
hand, they tend to trust online reviews postedri§nown identities. As a matter of

fact, these online reviews impact greatly on tdeirision-making.

Nonetheless, the researcher must point out a stiffgrence between these two
discussion contexts. Participants are asked t® thigir opinion on their attitude on
recommending holiday destinations whereas they Ignostad reviews of

accommodation or local travel tourism services loa Internet. Destinations, as
discussed previously, refer to a compound of dttmas and all aspects of tourism
services, facilities, and products. Thus, the aleyerception formed from prior

travel experiences is individual and personal. ti€lpants emphasise by saying “it

338



is my experience.” The emphasis on subject implies ¢aah journey is unique.
The reproduction and anticipation of enjoyment onemual basis is something
participants do not want to guarantee. On therottand, reviews on service
providers and accommodation are generally donéherbasis of an attribute-based
scale. Moreover, reviews are not always positisenmments; there are negative
ones too, which also impacts participants’ choicéhe essence is the same: reviews
are given based on personal consumption experiend&g, participants hold varied

attitudes.

The discussion seems lengthy. However, the stums dnot attempt to give
conclusions and conjectures rashly. Here the relseamust once again highlight
that there are two contexts. On the one handjcpgahts are recommendation
givers. They hold reserved attitudes toward omoaacy. They are asked
whether they would recommend holiday destinatiams teavel experiences to their
friends in terms of their overall perception angerxences of a place. On the other
hand, participants are comments receivers. Theyl neviews online. The
reviews are related to specific accommodation oviee providers and they are
attribute-based. It requires further research nwvide explanation, of which the
researcher is aware. Nevertheless, the studyifi@snthat word-of-mouth must be
interpreted in a modern way and also presentspréattion on the findings. In
addition, the contradiction of participants’ wayfstleinking and doing is raised and

proposed for further research.
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7.3 Meanings Added in the Gradation of Destinatior.oyalty

The purpose of this section is to tie up the figdigenerated from the interviews and
the theoretical knowledge base to produce in-dejgbussion. The gradation of
destination loyalty is the framework concluded lbasen the findings of the
interviews of this study. It advocates that degton loyalty is a long-term process.
During the gradation, revisits and emotional bogdiatate. Amongst each shift,
travel experiences and local involvement facilitdte enhancement of attitudinal
loyalty. They make participants feel more and mtamiliar with the holiday
destination and create affective attachment toplaee. A profound attitudinal
bond is identified; participants feel some of thaiday destinations like home to
them. The study employs the theory of place attemit to explain the growing
sense of endearment and suggests that socialig feathe profound attachment.
Moreover, travel experiences are learning jourdeyparticipants. The boundaries
of seeing holidays as enjoyment of destinationibattes are broken through.
Satisfaction and feeling contented with tangibleriem attributes are only part of the
affection participants feel from travel experiences Participants pursue
self-actualisation through travel experiences. vé@raxperiences bring them food
for thought and enrich the spirit, which introdwt®nges in their life philosophy and
values. Apart from the model of destination loyatadation, mindsets and gender
differences are another two unlisted findings whible researcher purposefully
brings to the discussion. It, again, requires hiert studies to present better
understanding. They are not presented in trainfgs since they are not related
to the research objectives and research questidtswever, they are introduced in

the discussion because they are phenomena revedhesflow of data.
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7.3.1 The Balance between Excitement and Familidyi

The findings suggest that excitement and famijjaaite both motives encouraging
participants to continue returning to the samedaglidestination. They turn away
and search for new places if they no longer firel gtace exciting. However, they
feel tense if they know very little about the deation. They are searching for a
comfort zone mentally. According to participarggcitement refers to the diversity
and variety of what to do and see in the destinatio That is to say, excitement is
related to tourism resources. How much the ddstimaattracts their revisit is

judged based on destination features. Howevelilifaity refers to state of mind,

which is different from the academic definitionfamiliarity.

In the literature, Riley, Szivas, and Niininen (2DP@ry to explain revisit behaviours
from the psychological perspective by means of O8amely Optimum Stimulation
Measurement. They conclude that destinations rwsinually provide sufficient
variety of activities to attract tourists to comack. It, however, matches the

findings that excitement is one of the motivatiensouraging tourists to return.

On the other hand, familiarity has something towdih destination image based in
the literature. It is examined to see how tourigtstation matches with perceived
destination image (Prentice, 2004 and Maestro,eGalland Requejo, 2007). The
purpose of these studies is to reconfirm the waiatiip between destination image
and familiarity (Baloglu, 2001, Baloglu and McClgarl999, and Baloglu and
Mangaloglu, 2001). Familiarity is found to leadravisit intention in the literature
and some academics use it to represent prior traxeériences (Prentice, 2006,

Campo-Martinez, Garau-Vadell, and Martinez-Ruiz1®0and Boo et.al., 2008).
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Again, they are attribute-based research desighke boundaries of thinking, out of

which the study wants to get, still formulate amdime familiarity.

The familiarity in the literature still refers toeboming familiar with destination
features whereas the familiarity in this study ref® participants’ state of mind. It
is true that a peaceful mood may come from gettiagknow the physical
environment of the destination, which is part o$tdetion attributes. However, it
also comes from a sense of confidence. Particspta@l confident because they
have a good command of any situation occurringnduniolidays. Familiarity also
comes from learning. Their travel experiences dtimem new insights about the
destination. They find themselves more knowledigeabout the destination. All
of these make them feel comfortable and easefuhgluheir stay and then their
mood is not one of sometime surprise sometime &nxielhis peaceful and restful

state of mind relaxes them, which is what the shadigrs to.

7.3.2 Lifelong Journey

The literature examines loyalty by means of a eceexdional study whereas loyalty
is a long-term process. Particularly in the contéhholiday destinations, it takes a
long time to realise behavioural revisits. In therature, Riley, Niininen, Szivas,
and Willis (2001) deem similar opinion though thexamine behavioural loyalty in
the context of tourism from psychological theoratimodels. The findings of the
study also suggest that some of the revisit intenaae longer than a decade.
Behaviourally, loyalty in the context of holiday simations should be seen as a
lifetime journey; the frequency and regularity adpatronage applied in other

industries are not applicable to destination Igyalt With reference to the
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inapplicability, the findings of the focus groupsdathe discussion presented above
have given elaboration. Attitudinally, it takem& to build up emotional bonding.
In the relationship marketing literature, the ipensonal relationship model of
trust-commitment theory is applied to explain howrand builds up its relationship
with its consumers. The craze of falling in loudiest sight is unlikely to happen.
The process of formation, development, and enhaectrmroves that emotional
bonding is dynamic. The cross-sectional studyarady represent the “status quo.”
The findings of the study also suggest that callectravel experiences advance
what participants think holidays mean to them. tlsahe accumulation of all their
travel experiences of a lifetime, during which thieyarn, they experience, they

apprehend and they form new ways of thinking amihge

The gradation of destination loyalty is comparedhe process of making whisky.
The barley is malted and ground and then becomiss, ¢ine pre-visit image is
shaped and initial attitude is formed after firgitvrealisation. Water is added in
the grist and the process of brewing starts; wathsit realisation the prior attitude is
reinforced. Yeast is then added in and fermentabegins; local involvement
facilitates the enhancement of attitudinal loyalhd tourists are getting familiar with
the destination with more revisit realisation. [Dgr distillation, alcohol is
separated from water and other substances andbeoenes grain spirit; with more
realisation of revisit and inputs of local involvent, tourists find specific
destinations feel like home to them. The procdsageing starts when the grain
spirit is stored in casks; with more travel expecies, self-reflections and serious
future plans are realised. In other words, thié&ldng journey is enriched with

collective travel experiences just as whisky tadghtfully mellow after ageing.
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7.3.3 Travel Experiences and Local Involvement Maér

The findings suggest that travel experiences amdl llmvolvement facilitate the
enhancement of attitudinal loyalty. In this sewfithe literature is highlighted to

support the findings.

In the literature, the study adopts Moscardo’s @aefinition on travel experiences.
It is defined to be a subjective mental state wheweists construct meaning with the
determinations of physical setting, social intaatt, expectations, and information
provision. A single travel experience is a procafsparticipation and involvement
of activities and social encounters within a phgsenvironmental boundary. From
each travel experience, tourists gain sensatiomdliratellectual inputs. Therefore,
local involvement in this study not only referstaurism-related activities but also
refers to interactions and social encounters vighldcal community both during and

after visitation.

As the definition is employed in the study, it eadpk the findings. More revisits
and more travelling to new places are realised witle passing by and tourists
become more experienced each time. Those expesarat only make them more
knowledgeable about the place but also encourae th think about their life, their
philosophy and their values. Thus, during the estafl incubation more revisit
realisations to the same destinations allow tomriet get familiar with the place
environmentally, historically, and culturally. Tih&nowledge deepens. They are

becoming expert on the place through revisit expees.

Between each revisit, people travel to new places t Those travel experiences
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also bring them new insights and new ways of tmgki Thus, this study suggests
that philosophical and spiritual feedback is inypdairing the stage of self-reflection.
Behaviourally, people devote more time to actigitrelated to the destination even
when they are not physically staying in the desibima They learn the local
language in order to have better communication iatetaction with locals. They
even make a decision to purchase property or neigtat the destination.
Attitudinally, lifetime travel experiences make thentrospect; their life philosophy
and values change. The inner affection does tatereo a specific destination only.
Instead, it is raised to a higher level. It dewilh their perception of the world; it is

about the attitude of what “travelling” means terthin their life.

7.3.4 Sociality Leads to Profound Attachment

It goes without saying that people feel differentbyvarious destinations. Image
and perception is the reason why it happens basetdeoliterature. However, it is
built upon feelings to destination features; theems to be a limit to the emotional
bond. This study argues that sociality is paranhaaonplace attachment. This

section incorporates the theories into the findings

Human nature of building up affection bonding witarticular ones is employed to
explain how people develop attachment to a pla¢tdalgo and Hernandez’s (2001)
and Twigger-Ross and Uzzell's (1996) both sugdest $ocialisation helps people to
build up affective attachment towards places. Titdb say, people socialise with
each other and that sociality makes them feel #tgocwith the physical territorial

environment. Theory of place attachment is useskfain why and how residents

develop affection bond towards their dwellings (HgalLee and Lhen, 2005 and
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Gross and Brown, 2006). It is employed in thiglgtto explain why certain type of
destinations makes tourists feel like home. Palegrty for tourists who are

attracted by local lifestyle and enjoy home-sthgytstay longer and live more fully
in the destination. Thus, sociality makes themrgete connected with the place

and its community during revisits.

Hay (1998) concludes in his study that touristsisgeof place is superficial whereas
local residents’ is profound. Even he commentd toarists’ feelings for the
studied place is only to the extent of appreciatdrits natural environment and

amenities and there is weak affection bond to theied place too.

However, in Hay’s study, tourists are defined topeeple whose average length of
stay is one day and the average frequency of tasisince or twice annually. The
duration of each visit is more like excursions. idt doubtful whether local
involvement and sociality can take place in sucshart visit time. On the other
hand, the tourists who feel the place like homghem in this study are people who
regularly return to the destination and stay foresal weeks, which has become a
habitual revisit and lasted for a longer time spalm other words, the residential
time frame of this study is much longer. It allowteractions and socialisation
facilitates the enhancement of place attachmenthwihakes the results of this study
differ from Hay’s (1998) research. Nevertheles® study agrees Hay’'s (1998)
proposal that sense of place can be developed negaiential experiences. Further,
the study suggests that sociality is the key inigrgdwhich facilitates the boost of

place attachment.
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7.3.5 The Pursuit of Self-actualisation

This study holds the viewpoint that tourists alehiave self-actualisation through
holiday experiences whereas the literature on ml#din loyalty mostly examines to
what extent destination features satisfy tourighg/siological needs. The findings
suggest that tourists reach the sense of self{@adtian during holidays by
challenging themselves, seeing the whole world, pmduing a better life. This
section will firstly refer to the literature andettin add in findings to give meanings to

what is happening.

Gartner (1996) explains that tourists fulfil varsoneeds on holidays by employing
Maslow’s model of needs. However the literaturefti explains how and to what
extent tourists’ physiological needs are met by mseaf destination attributes.
Furthermore, staged authenticity, also named agcbbquthenticity, has been
criticised for its artificial tourist setting (Ma&@nell, 1973 and Cohen, 1988).
Walker and Lea (1991), however, advocate that atittiy is not what tourists
obtain but what tourists “feel” during tourism exig@ces. Later, Wang (1999)
introduces the concept of existential authentieityd emphasises that the seeking
authenticity in tourism experiences is the procetsself realisation of tourists

themselves.

As it is stated previously, the study suggests diegtination loyalty is long-term. It
iIs a process of learning and endearment. ThrougWelt experiences, tourists
become more knowledgeable and feel attached to sspeeific destinations.
Firstly, local involvement increases sense of bgiogness. With longer duration

of residential experience and more frequency oisiesy tourists are taken into the
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local community, which makes them feel associated promotes their sense of
belongingness. Theoretically, a higher level ofsMa’s need for love is then

achieved.

Moreover, tourists seek self-actualisation throtrglvel experiences. The findings
identify three approaches which interviewees takeeich the pyramid tip.  Firstly,

they find each journey a challenge. “We like tocballenged.” said interviewee E8
when he described how he had enjoyed his holidaysurists like E8 go travelling

with a very loose holiday plan and arrangement.r them, each encounter is an
adventure. Situations are trials; they have aes@fsachievement whenever they
solve problems during journeys. That kind of senfechievement is revealed
subtly during conversation. For example, E17 exg#s “The best and the most
adventurous trip | did was before the inventioneafail; | am quite confident of

saying that | could find somebody to speak on thene and tell me the information
| needed when at that time the Internet was nobget.” Then, she elaborates on

how that grand tour around the US and Canada is\ah

In addition, some people think that self-actualtsais reached by visiting as many
different places as possible during lifetime. “Maerld is huge.” and “There are so
many different places to visit, to see.” are comiyjomentioned from various
interviewees. It seems that they have an invisitbeld map in their minds and
they put a pin on each place they have been touisi@g to the Antarctic by E9,
walking in the Himalayas by E27 in her late sixtiaad planning skiing holiday in
the Himalayas by E23 are some examples of this ¢fpeelf-actualisation. They

not only challenge themselves but also see thedwawla task to conquer. Surely,
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revisits or intention to revisit are not what thggssibly think of when they have that

kind of thought in minds.

As the findings are presented, interviewees retorthe same places for longer
holiday residence to enjoy the local lifestyle. n#®oof them even consider either
purchasing a property or migrating there. Theartf such behaviours and ideas
Is that they seek a better life, which is anothaywf achieving self-actualisation.
The difference is that some of them feel contelgdoing back to the same places
to enjoy the local ways of life frequently and rigly whereas some of them

seriously consider devoting more time and finacené ideal.

People achieve self-actualisation through traveleeences. The involvement and
interaction with local community fulfil their needfor love and a sense of
belongingness in the holiday setting. Challengthgmselves during holidays,
visiting and experiencing extraordinary holiday esences, and enjoying a better
ways of life are also means for them to achievéaslalisation. These are real
practices. However, they are absent from the dson owing to the attribute

orientation research focus on literature.

7.3.6 Self-identity

The findings of this study also suggest that tasirienhance their self-identity
through travel experiences whereas the theory afiding believes that branding is
the process to make customers to identify themsehith the brand identity (Kotler
and Gertner, 2002). The study suggests that deifitity coming from national

identity is still the bottom line of the process wfentification. Before the

349



discussion goes further, it is necessary to defthat brand identity of a holiday
destination is and what national identity is. Tiedigally, the brand identity of a
holiday destination is traditions, cultures, higtal background, and features of the
physical environment. They are usually seen ad differentiates one destination
from another (Yeoman, Durie, Mcmahon-Beattie, aradimier, 2005, Hall, 2004,
Slater, 2004, and Nijman, 1999). On the other haational identity is “a stable
core of values and beliefs that translate into anroon understanding and
cooperation between the citizens” (Wetzel, 200614%). It is national solidarity

and it has to do with shared memories of the natpast (Park, 2010).

Thus, tourists identify themselves with destinagievhen they go for the exploration
of tourism resources. Through travel experiendbsy visit both natural and
men-made attractions, communicating with local peopnd learning the local
cultural and historical background. It is a prace$ identifying themselves with
the destination identity. For those tourists wihe attracted by the local lifestyle,
that identification is even more profound. The @tcin of local ways of life makes

them blend with the local culture and local comntyni

However, the bottom line is that no matter how mtiehy yearn for a foreign
lifestyle or living surroundings their self-identibriginating from national identity is
their true selves. This they do not give up bundpmith on their travels. That is
the reason why informants feel touched and remiraitselves of Scotland when
they are on holidays overseas. When they see firagrtinatural scenery, such as
lakes and hills, they associate them with lochsrandntains in Scotland. They are

excited about and willing to pay more to take adfifrn Bru when they are overseas.
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They feel emotional when they hear bagpipe musibalday settings. All those
reactions listed here are based on informants’rgesm of this study.

If the consumption of travel experiences is thoughtas a process during which
tourists identify themselves with the destinatialentity, still the findings of the
study suggest that they do not lose their subjigtivin fact, travel experiences
enhance their self-identity. After all, appreaigtilocal lifestyle and merging
themselves with the local community do not leadai@etting and giving up who

they are.

However, migration is thought a far more seriouenidication with local
surroundings and personal practical situationsibécause migration is related to
education and occupation or life career. Haug, Dand Mehmetoglu (2007)
conduct a case study on how Norwegians develop ftoarists to Spanish
immigrants. They claim that Norwegians do not mtw&pain with the purpose of
becoming Spanish nationals. During the identiftcatprocess, Norwegians make
themselves fully involved with local culture. Thswitch to and fro between local
culture and their own original background. Tourisenves as a channel for them to
know more about the local culture and lifestyle gnadually they fall in love for it
and decide to migrate. It is a long process fron@angerhood to residential tourists
and then from residential tourists to migration till,Shationality or national identity
iIs not something they trade off. What they go ®rdocal culture and lifestyle.
From this perspective, the findings of this studyes with Haug’s et. al. (2007)

research conclusion.

Reed Il and Bolton’s (2005) opinion may serve agx@gplanation of such a situation.
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They advocate that “identities can be thought ohats that consumers put on and
take off” (P.18). It means that a consumer hastipiel identities, including the
actual identity and the ideal identities, or nama$pirational identities. Through
consumptions, consumers switch over their idestitieThat is to say, travel
experiences allow tourists to switch between idgng themselves with local
distinctiveness and their own self-identity. Thatual identity is never lost during
holiday consumptions. If this perspective is ergpth travel experiences are a
gateway to aspirational identities. Tourists atid who they are; they remain

essentially themselves.

Apart from the rotation of multiple identities, tieeis another identity-related issue
identified in the findings of this study. The UsttKingdom is a country with high
immigration. There are participants in the focusugs indicating that their
nationality as Scottish and they are second gdaparasian immigrants. Thus they
feel awkward when they visit their parents’ mothad for holidays. It is supposed
that they are familiar with the local culture ahey may find it comfortable to visit
such destinations. However, the reality is jugt tpposite. Ethnically, they are
Asians. Part of their self identification goesthwtheir consanguinity. They
grew up and were educated in Scotland, their natiand cultural identification
makes them Scottish, which is also the same wayldt& community perceives
them. The participants are confused on identitidifferent feelings are evoked
when they visit their parents’ motherland for hald. In the literature, Lau, Lam,
and Leung (2010) claim that national identity i©sgly impacted by place of birth
and residence. Again, Park (2010) concludes irstudy that national identity is

predestined and naturally given; it is the irrepbgaemotional bonds between
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citizens and the country itself. These may expleny these two participants have

such conflicting feelings on identities.

7.3.7 Mindsets

The theme of this section, mindsets, is an additidimding of this study. The
study does not originally attempt to examine itlesresearch objective. However,
it naturally occurs in the study. In this studyindsets are the essential condition
which differentiates between enjoyment of destorafttributes and connection with
the place. Mindsets refer to different perceptibelsl towards holiday destinations.
Different perceptions towards holiday destinatioesult in different expectations for
tourism experiences. Also, these anticipations l@avarious ways of enjoyment
during holidays. In other words, different mindsdteld by the tourists bring
different chain reactions. The table 7.2 shownowelbriefly illustrate the
differences between the mindset of excitement #iadlanent while the explanations
follow afterwards. Last, the theoretical foundatis introduced in parallel with the

finding discussion of this study.

Table 7.2: Differences between Mindset of Excitetraerd Mindset of Attachment

Mindsets | Drives Mobility Attitudinal Status

Excitement | Tourism  attributes, Mobile state, keep Feeling excited
such as natural andmoving, keep touring exotic, different,
cultural tourism| around, energetic seeking for novelty
resources something new

Attachment| Family togetherness,Static state, peacefulFeeling associated,
local lifestyle and restful,| connected, attached

daily-life-based

That is, when tourists are attracted to the destindeatures, they hold the mindset
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of enjoying holidays in the settings of both natuad anthropogenic environment.
During holidays, they see themselves as visitor§hey are affected by the

magnificent scenery and profound culture and hystdrithe places. However, they
are more like beholders. It explains that tounmstsy feel touched but not attached
to the holiday destinations. They are affected thg natural and -cultural

environment and tourism features. They feel egcdad contented because their
anticipations for holiday experiences are fulfilledThey keep moving around the
destination because they seek excitement and nelorakon. They are like

sponges; they absorb excitement throughout hokdgeriences. They then switch
to new places when they no longer feel excitedingithe destination. Thus, they
are not attached. In other words, the sense akepdad place attachment are not

developed.

On the other hand, tourists who are attracted byldbal lifestyle come a long way
there to enjoy ways of life. In order to fully egjlocal lifestyle, they do not tour
around. Instead, they stay at a specific placeaftwnger period of time. Their
holiday activities are mainly their daily-life adties; they simply do these practices
in a setting where they are attracted. They arkabdays so they are not tense nor
are they bothered with work duties. They percéhamselves denizens and they
naturally get involved with the local community. octality makes them feel
connected with the holiday destinations. The e#idl experiences and spending
time with family members and local community maker feel at home at the
holiday destinations. Altogether these create mmon memory, which later
becomes the glue sticking them to the place egiriei. They are attached to the

place. Home is where the heart is. It is the seof belongingness, family
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togetherness, and local involvement and communigkenstronger attitudinal

attachment possible in a holiday setting.

However, the study suggests that mindsets rotafbese two mindsets are not
contradictory. Tourists hold different mindsets éach holiday trip. Mindsets are
proposed in this study to explain why tourists depegreat attachment to some

places but not to others.

In the literature, tourists’ motivation and expdéictla framework in the tourism
context may serve as an explanation of how and tebgists with the excitement
mindset are attracted to pay visits (Gnoth, 199dges destination attributes are
mainly the reasons why they travel. Poria, Butter] Airey (2003) also propose
that motivations, behaviours, and perceptions dirdirkk to perceptions of the
attraction sites. Their study suggests that whdividuals identify themselves with
the heritage site, they are distinguished from rotberists by their behaviours, such
as longer length of stay, choice of interpretivedgnce, and more satisfaction gained.
Moreover, Backlund and Williams (2003) suggest tihatre are two types of place
attachment, place identity and place dependenckace Rdentity refers to people’s
symbolic or affective attachment to a place whemdase dependence means their
attachment to the functionality of the place. Tasearcher finds these viewpoints
better explanations to comprehend why tourists wdtifierent mindsets develop

diverse types of attachment to destinations ingtudly.

Initially, research on place attachment had beesety studying the affection bond

held by residents towards their dwellings. Bothnl¥ta (2005) and Twigger-Ross
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and Uzzell 1996) advocate that socialisation andnamg strengthen people’s
attachment to the physical environment. In theisou context, Lee (2001) points
out that other than the evaluation on destinatitnbates, the symbolic meanings of
the destination to the tourists should also berteator for repeat visitation. His
research result bears this out; travel to the wastn as a family tradition is a

significant factor in why tourists feel attachedhe holiday destination.

Based on the literature, it is suggested that staiwvith the excitement mindset tend
to develop their attachment to the holiday desmaby way of place dependence.
On the other hand, tourists with attachment mindsdtl on their emotional bonds
with the destination on the basis of place identitifor them, the destination
conveys symbolic meanings. As it is found in tkiady, local involvement and

memory are facilitating factors enhancing theirearthent to the destination.

7.3.8 Mars and Venus

There is another additional finding which is nstdid in the findings chapters since it
has nothing to do with the research objectivesrasdarch questions. However, it
appears on the research fieldworks through observand written data, such as
interview transcriptions, the research diary and tieldwork notes. Thus, it is
presented here as additional finding for discussidhis said that men are from
Mars and women are from Venus, which indicates thegn and women
communicate in different styles. The researchetice® that genders express
answers to the same set of questions in differaysw In some cases, couples are
interviewed together; the gender differences ohamd facial expression show more

vividly.
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In general, male interviewees are very confidentjoestions regarding numbers or
purposes. Their answers are also very straightimwand sometimes in short
sentences. On the other hand, female intervieaesegery good at describing their
feelings. Their replies are more like telling argt they “build up” their answers.
This difference is clear when they are describihgirt feelings, attitude, and
attachment to places. Usually, male respondemtggie. It takes a while for
them to ponder on. They tend to answer in shatesees, which may cause some
problem on comprehension and interpretation. Thus,researcher makes efforts
to invite male interviewees to speak more or tddban their short replies by using
more follow-up questions. However, female intemaes are more relaxed and at
ease using a variety of adjectives to describe teelings. Some of them talk with
gestures and a variety of facial expressions. rTheatial expressions change
according to their travelling stories. Gesture®dyp language, and facial
expressions make them talk about their holiday e&pees and feelings more

vividly.

This phenomenon is believed to be noticeable whss $tructured survey strategies
are adopted. When a structured survey is emplogsgiondents mainly tick the
box to answer which most fits what they think. Hmer, this study employs
face-to-face semi-structured interview as its daféection technique. It allows the
researcher to personally meet the respondentstaseive both verbal and nonverbal
communications in the field. The situation doesimgpact the way in which data is
analysed and interpreted. Data collected from Ioadiie and female informants is
treated in the same way, which is what ‘no impawtans. Even though it is, the

phenomenon enriches the researcher’s researchexger
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In the literature of psychology, Brody (1993) anchy5(1991) both indicate that men
and women are very different on emotional expressgs owing to biological and
social factors. Verbality, behaviours, facial eegsions, and physiological arousal
are ways of emotional expressiveness (Brody, 199Bhe literature supports that
females are more verbally and facially expresdinamtmales (Brody, 1993 and Gray,
1991). Females are described to be “externalisef®€motions whereas men are
“internalisers” (Brody, 1993). These gender ddéferes in the literature may

explain what the researcher observed in the relsdiatd.

7.4 Distinguishability or Homogenisation

The findings of this study make the researcher wortdo issues. Firstly, does
research on branding make the destinations diffeleor homogenous? Secondly,
does research on loyalty allow the marketers tdiseeavhat facilitates tourists’

behavioural and attitudinal loyalty?

This study adopts interpretivist and qualitativesegrch to examine destination
loyalty whereas the literature dominantly choosesitpvist and quantitative research.
The overall findings suggest that destination loya a long-term dynamic process.
It is a status of being and becoming along an esdiémeline. With the

accumulation of travel experiences, tourists atérgemore and more experienced.
Besides, their points of view, their life philosgpland their values change and even

advance.

Fridgen (1984) proposes a five-stage tourism copsiom to examine the

relationship between environmental psychology angism behaviours. His study
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explains tourists’ behavioural and attitudinal apesmwithin a trip. Desforges (2000)
also claims that through tourism consumption, &igrconstruct new identities. It
means that tourists bring back something new, @asmew jobs and new social
relationships, from a trip; the changes on waythiiking make them a new person.
However, the accumulation of travel experiences,this study, refers to the
collective holiday journeys a tourist has takentapthe present. That is to say,
tourists undergo inner development in each trigjnduthe journey, tourists have a
conversation with their inner selves. Each traexiperience adds to this
development of inner self. Thus, the status ofidason loyalty is lively; it keeps
moving forward. As far as tourists are concerndtkir travels build their
experiences and self-realisation. It is ultimatspritual and philosophical. As
far as holiday destinations are concerned, traxeéeences engender endearment to

a place when assisted by local involvement and nmgmo

It is because of the complexity, the study arguest attribute-based marketing
strategies make a holiday destination homogenoWhen a holiday destination is
seen as a brand, it is branded to gain its connigss with its distinctive features.
It is supposed that each destination is irrepldeeaince its tourism resources are
unique (Crouch, 2007). Then why does branding miakkess characteristic?

When a destination is branded, distinguishing festuare selected to form the
perceived image. However, the post-visit surveyaty asks for tourists to

evaluate to what extent they feel satisfied with tburism facilities and services.
Furthermore, the satisfaction and revisit intentawa thought positive indicators of
destination loyalty. That is to say, evaluationtoarism facilities and services does

not distinguish one destination from others; indtaaweakens its uniqueness and
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competitiveness in the market. It makes all destims alike since they are
competing against each other on similar attribtaéser than differentiations.  After
all, tourism services and activities are reprodiecib Luxurious accommodation and
fine dining can be found all around the world. [By, skiing, and many other
activities are provided in numerous destinations.is not enough to tell potential
tourists how good the service, facilities, and \aiiis are since they are now
standard. Again, a destination does not standbgutighlighting these attributes.
Destination brands are all about travel experiencé4aintaining and branding its
own characteristics is just the initial step. Whadestination must do is to utilise
the distinctiveness to create more irreplaceahperences for tourists (Richards and

Wilson, 2006 and King, 2002).

On track with the findings of this study, it alsmghasises that the provision of
unforgettable experiences makes the destinatiomimgfall to the tourists. The
positivistism sees the world as a unity and medmani In the real practice, the
world is a kaleidoscope. Each journey is uniquach tourist’s experience is also
unique. What makes the destination stand out astafplaces is extraordinary
encounters and significant memory. That is to #aig tourists themselves who
make the destination remarkable and meaningfliémt  With the accumulation of
travel experiences along a lifetime, what tourietd is novel now may be something
ordinary in the near future. However, memory lakis a long time. It is
commonly shared with their travel partners and ll@memmunity with whom they
build up friendship and residentship.

Moreover, travelling fulfils their needs for selftaalisation. Their inner

development through travel experiences is rootedh&ir minds. That is why
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informants recall these touching encounters duricgnversations. Those
experiences affect them attitudinally and make tli@wourably associated with the
destination even if they only visit the place oncélsually, these experiences have
something to do with locals, such as exchangingiops with locals and observing
their ways and attitudes of doing things. Theyhhige small encounters but they

are inspiring to the tourists.

From this viewpoint, what a destination can dwipiovide a more friendly setting
for tourists. It is not a staged hospitable enuinent; tourists know the difference,
which is suggested by Baum (1996) and the findofghis study. It is an authentic
setting, in which both sides are open-minded ardndlfing to interact. Naturally,
the exchange of culture flows. What a destinatiam do is to provide an authentic
setting and opportunities of idiosyncratic expetes Tourists weave their own

very unique travelling stories.
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Conclusions and Recommendations
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Chapter 8

Conclusions and Recommendations

8.0 Introduction

This chapter serves as conclusions of this thedidith the foundation of literature
review, the study comes up with its arguments. i€heets and travel experiences
which were neglected in the prior destination lbyaesearch are then considered.
With fieldwork, the study gives meanings to thetohedion loyalty gradation. This
study advocates that destination loyalty is a statubecoming; it is dynamic and
keeps changing over time. Attribute-based resedesign and trust-commitment
theory are chiefly adopted in the prior researclexplain how destination loyalty
develops. The study unhooks the theoretical baigglaand integrates place
attachment and existential authenticity into thabetation of destination loyalty.
Place attachment expounds that tourists who hawgeloresidential experience in a
specific destination tend to build up profound etttaent to the place and feel the
destination like home to them. Existential authe#tyt is adopted to explain that
tourists seek for self-actualisation through traasgderiences. Both of them lead the
discussion on destination loyalty to a higher lemedl bring a breakthrough point to
destination loyalty research, which is mainly doated by positivist and quantitative

research.
Based on the research findings, recommendationsnage. The study suggests

that being distinctive is not sufficient for a deation. What makes tourists

connected with the place is long-lasting memory. hus the provision of

363



extraordinary travel experiences is what a destindtas to do. It is memory which
tourists always associated themselves with therdegtn whereas excitement and
satisfaction are easily replaced when they find etbing novel in the future

journeys.

The nature of a qualitative research makes broadrgésations unavailable in this
study. The small sampling size and the technigufesformant recruitment also
make the findings situational and contextual. Tésearcher’s cultural difference
and English language proficiency may also impaet ititerpretation of the study.
Even though the study is conducted with qualitytemrof qualitative research, there

are potential research limitations.

Meanwhile, the study makes some contributions. higidblogically, the study
adopts an interpretivist and qualitative researesigh whereas the previous studies
are predominantly positivist and quantitative reslka On knowledge, the study
integrates place attachment and existential autigntinto the explanation of
destination loyalty gradation. It brings theorigem other disciplines to loyalty

research in the tourism context.

The study is a learning and self-reflection prockssthe researcher herself too.

She reflects her thoughts to the study by combieglife experience and the main

findings. The rumination of the researcher seagethe closure of this thesis.
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8.1 Putting Context into Theories

This study mainly aims at incorporating what is eming in reality to theories of
loyalty. With the foundation of academic and thegmal definition and prior

research, the study explains what tourists thintheir actual revisits and emotional
attitude towards holiday destinations during thmstfistage of data collection. It
finds out that tourists struggle to describe tHeglings in focus groups. Even if

they can talk about their attitudes to the plalceirtfeelings are diverse.

With inputs of new literature review and modificati of research design, the
research starts its second stage of data collectioGhoice-sets and travel
experiences are added in. Choice-sets and loyaky two different research
branches on literature. However, the researchogaltl, which uses behavioural
intention as the construct of behavioural loyalgypores practical restraints whereas
the conceptual definition of loyalty incorporatescsion-making process into the
definition. Besides, travel experiences are th&ed of destination consumption,
which highlights the complexity of holiday destiimgis being seen as a brand. The
findings of focus groups suggest that these twonelds must be taken into
consideration when discussing tourists’ behavioaral attitudinal loyalty towards
holiday destinations. Moreover, place attachmempteasises the enhancement of
relationship between people and place while existeauthenticity elaborates the
promotion of self-actualisation through travel em@eces. Thus, these two
dimensions are added in to the literature revieMeanwhile, the second stage of

data collection is launched.

The findings of the second fieldwork explain how thynamic relationship between
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attitudinal loyalty and behavioural loyalty rotated evolve over time with the inputs
of travel experiences. This study argues thatimksin loyalty is a dynamic
process instead of a static state of the final e@ment. With the inputs of
choice-sets and travel experiences, the studytrdlites how these two dimensions
impact the process of destination loyalty enhancgrnaéong the time line. Place
attachment explains the process of endearment iheteurists develop their
emotional bonds to specific holiday destinationExistential authenticity identifies
that a destination fulfils not only tourists’ phgkigical needs but also needs for
self-esteem and self-actualisation.  Both of thés® dimensions lead the
discussion of attitudinal loyalty in the destinaticontext to a higher level. It
provides a breakthrough on literature. The présearch dominates the explanation
as to what extent tourists are satisfied with tmstidation attributes and what
attributes motivate their revisit intention. Howeeyvthis study tries to show another
side of the moon by explaining destination loyalith new perspectives, which may

bring food for thought for destination marketers.

8.2 Destination Loyalty is a Status of Becoming

The study argues that destination loyalty is a dyiogprocess rather than a static
status of a final goal of a course of actions. Ppher research sees loyalty as an
ultimate achievement of all marketing efforts. hfty is a terminal status; thus, the
prior research focuses on the examination of walahip between loyalty and other
dimensions, such as image, satisfaction, and pedevalue. In addition, the
cross-sectional research design can only explamltp with a “status quo.” It
cannot fully explain the progress of destinatiogalty along the timeline. This

study proposes the framework of destination loyaitgdation in order to explain
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how behavioural loyalty and attitudinal loyalty at¢ over time.

Destination loyalty is long-term. Behaviourallyctaal revisits take time to be
realised. The intervals between visits are randacthunpredictable. Unlike brand
loyalty in other contexts, behavioural loyalty imetcontext of holiday destinations
does not have exclusivity; one individual can bé&awourally loyal to multiple
destinations. Needs are not sufficient to motivatasits. Attitudinally, tourists
hold different attitudes towards various destinaio Satisfaction with attributes
and reconfirmation of prior destination image amryvinitial and fundamental
attitudinal responses to the holiday destinationshe enjoyment and fulfilment
does not lead tourists to develop more profourachthent to the destination, which

the study also argues.

Moreover, the study probes into the contextual diactwhich facilitate the
development of destination loyalty. As far as dastination is concerned, tourists’
attachment towards the place enhances over timen wheisits are realised.
Besides, local involvement, such as socialisat@mtributes to the enhancement of
place attachment progressively. On the other hatuirists seek their
self-actualisation through travel experiences. iThends develop spiritually and
philosophically. The study argues that the fororatiand development of
destination loyalty is far more complex than théilluent of physiological needs.

The pursuit of self-actualisation is the lifelomgk on which tourists work.

To sum up, destination loyalty is a status of beogm This study suggests that

local involvement and memory encourage the enhaectmf attitudinal loyalty,
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which can take place both on-site and off-site. rttlermore, self-actualisation
bestows of enthusiasm and devotion. Enthusiasmdamdtion are not something
occurring during tourism consumption; instead, tlaeg inspired by both life and
travel experiences. With the interplay of repeatasits and enhancement of
emotional bonds, destination loyalty is endlessigrging whenever there are new

inputs along the process.

8.3 Integration of Choice-sets and Travel Experieres

This study incorporates choice-sets and travel eapee into the conceptual model
of destination loyalty. Firstly, the findings obdus groups suggest that practical
situations do significantly impact the revisit tieation. One of the most

commonly-mentioned constraints is financial. Fogusups were held during late
2008 and early 2009 when Sterling was depreciagainst the Euro by 20%. The
research situation was directly affected by theharge rate. However, it also
points out the blind spot of prior loyalty researciThe prior research on brand
loyalty use behavioural intention as the constnfdbehavioural loyalty. Intention

is not actuality. Additionally, the conceptual iéfon of loyalty does take the

decision-making process into consideration. YRe& tesearch on brand loyalty
assumes its existence and tends to recognise ioriea$ repatronage. Therefore,
the incorporation of choice-sets in this study mepts the missing piece of the
jigsaw back to the whole puzzle. Furthermore,dtuely examines the behavioural
loyalty from the actual realisation of revisits.n dther words, behavioural loyalty is
examined and discussed based on actuality not @mtion. It results in very

different outcomes from the prior research whicksumtention as the construct of

behavioural loyalty.
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When a destination is seen as a brand, its consumigton-site travel experiences.
The prior research takes overall evaluation onimi@sbn attributes as the outcome
of tourism consumption whereas this study takestiments of travel experiences as
an entirety. It argues that local involvement ameinory are factors promoting the
enhancement of emotional bonds towards the destmat Travel experiences make
tourists more knowledgeable about the destinatiohhey get more and more
familiar with the destination when they pay moregisgs. They even feel certain
types of destinations like home. The sense of lyofeeling results from family

togetherness, long revisit history, and involvenaibcal community.

Travel experiences also refer to all journeys &iarhave taken up to now. Thus,
the more frequently tourists travel, the more eigueed they become. Their
requirement, anticipation, and perceptions towdatdus holiday destinations also
change over time. The more experienced they heemiore difficult it becomes to
fulfil their excitement with destination featureswhat makes tourists particularly
associated with the destination is significant mgmo Thus, being distinctive is not
sufficient to fulfil excitement; the provision ofxegaordinary experiences ensures
memories endure. Moreover, they, as tourists, tdelth sides of tourism
development and tourism impacts, such as lossaaf kvaditions. In other words,
travel experiences make them introspective. Furibee, self-rumination leads to

changes on life philosophy and values.

The integration of choice-sets and travel expegsnallows the findings of this

research to reflect the real practices. This sexmines realised revisit patterns,

which put choice-sets into consideration. By dangthe findings naturally reveal

369



that revisit intention is hardly revisit actualityQualitative research design allows
informants to talk about their travel experiencathiw a less structured interview
schedule. By doing so, more in-depth experiences shared. Destination
attributes are the very initial tourism consumptiohere is much more tourists
enjoy during their holidays. However, this is rguing to be touched upon by

employing attribute-based survey.

8.4 Place Attachment and Existential Authenticity Rsh Destination
Loyalty to a Higher Level

This study integrates theories of place attachrardtexistential authenticity into the
explanation of destination loyalty gradation. Tihterpersonal relationship model
of trust-commitment theory is widely adopted ontadinal loyalty literature. It
elucidates which destination attributes can enhaouggsts’ trust and commitment
towards the holiday destinations. After all, trastnmitment theory is still

attribute-based predominately.

However, place attachment originally expounds #lationship between residents
and their dwelling environment; it emphasises thlationship between people and
the land. This study identifies that there arerigtsi habitually revisiting and
residing in specific destinations for holidays. i@gv to longer residence
experiences and local involvement, these touristdéd bup their network at the
destination and part of their life are highly linkavith the place. Gradually, they
also develop attachment to the destination. Thrat &f feelings and association is

very different from the way they perceive other tohegions. Socialisation is a
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major factor contributing to the process of endesarin

On the other hand, attribute-based research chigfiglains to what extent a
destination fulfils tourists’ basic needs. Thetuoegion attributes can be measured
against tourists’ anticipation. However, this gtutties to explain tourists’
behaviour in travelling in a different way. Thedy uses existential authenticity to
elaborate that tourists seek fulfilment of selfuadisation through travel experiences.
Therefore, the joy a destination can bring to tetgris greater than the excitement
arising from the fulfiiment of fundamental need®estinations can also fulfil
tourists’ needs for self-actualisation by meansegperiences, which bring more
influential consequences to the tourists. Behauilby the pursuit of a better life is
accomplished. Attitudinally, they change theireliphilosophy and values; they

perceive the world in a different way.

8.5 Predicament and Breakthrough

This study views and explains destination loyaltpnf a new perspective.
Methodologically, it adopts interpretivism as i@r@digm whereas the prior research
chiefly constructs destination loyalty from the wpoint of positivism. The
literature mainly focuses on examining the relaglop between destination attributes
and tourists’ behaviour intention. Additionallyross-sectional research design
dominates. Owing to the research design, destimddiyalty is defined as a closing
status. However, this study expounds destinatayalty from the interpretivist
point of view. It examines how destination loyakyformed and developed from a
longer time span with accumulation of travel expeces. It probes into the

interaction and enhancement of behavioural loyaty attitudinal loyalty.
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The study argues that tourists are masters why diefine what a destination means
to them. It departs from the prior theoretical bdaries, which mainly believes that
destination loyalty is built upon controllable t#lnlg destination attributes. The
study invites profound dialogues with the interve®s. It reasons why and how
tourists form and develop attachment towards hglastinations. Most important
of all, it invites them to talk up their reflectiveimination gained from travel

experiences. The study gives meanings to the goadaf destination loyalty.

The reproduction of brand loyalty research in tberism destination context has
made its point. The domination of attribute-baseskearch design has reached a
predicament. The detachment of a positivist viempand attribute-domination
leads to a breakthrough. It allows the study tockothe inner thought of the
interviewees. Then the discussion on destinatioyalty can go beyond the
superficial repeated revisits and sense of satisfacand fulfilment. Thus, the
study concludes that destination loyalty is a dyicapnocess and tourists seek for

fulfilment of self-actualisation attitudinally thugh travel experiences.

8.6 Research Conclusion

This section aims to draw the conclusion on howfit@ings of this study fulfil its
aim, objectives, and questions. The research @&@ntoi investigate tourists’
perceptions of both behavioural and attitudinalaloy in the holiday destination
context. The three research objectives of thiglystare: 1) to understand the
dynamic interactions between visit realisation anmbtional bonding, 2) to integrate

place attachment and existential authenticity itite examination of destination
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loyalty development, 3) to examine how tourists fifultheir needs for
self-actualisation through travel experiences aow [t links with the development

of destination loyalty.

Furthermore, there are four research questionsttlty aims at answering. Firstly,
the study wants to identify the behavioural loyatiypology based on the actual
revisit patterns, from which the factors truly leayl to revisit realisation are
naturally revealed. Secondly, the study attempttotate what the aspects make
tourists feel connected to the destination attitatly.  Thirdly, the study
endeavours to find out what a committed tourist fiegy and do. Finally, the study
desires to understand to what extent tourists iiyentth the holiday destination

setting.

Therefore, this study employs focus groups andrvige's to allow qualified
informants to share their actual revisit pattemnd attitudinal bonding with holiday
destinations. In addition, the framework of dediion loyalty gradation serves as
the findings of the study. It illustrates thativiealisation and emotional bonding
rotates dynamically, which suggests destinatiomallgyis a status of becoming rather

than a static and terminal achievement.

Moreover, place attachment and existential autbiyntiare integrated into the
discussion of destination loyalty. They not onlypkin that sociality and
self-realisation facilitates the development of risis’ attachment to holiday
destinations but also advocates that travel expesgcan do more than fulfilment of

tourists’ needs for physiological attributes. Agdshally, a behavioural loyalty
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typology is suggested in this study based on tlaen@xation of actual revisit patterns.
Local involvement, friendly locals, local communitgnd communication and
memory are facilitating factors which enhance taeatbopment of attitudinal loyalty.

Vital behavioural decisions and philosophical argiritwal attitudes made and
formed in the stage of self-reflection and futurang achieve the needs for
self-esteem and self-actualisation. Most imporiaingll, tourists’ self-identity is

enhanced through travel experiences. The findofigee study have accomplished
their aims namely to invite new insights and obagons on the examination and

discussion on destination loyalty.

8.7 Recommendations

This study unhooks the commonly-recognised exammnaon the functions of
tangible destination attributes and indicates thimmexity of destination branding.
Destination loyalty is long-term; the realisatidirevisits takes a long time to realise.
Destination marketing is not a course of actiorhwitterminal point. As a matter of
fact, it takes consistent efforts. Human beings raot machines; the realisation of
revisits is random and unpredictable. A destomatnust ensure that it is always
on tourists’ minds; otherwise, it might be elimieadtfrom the choice-sets. The
difficulty which destination marketers now face ot only an increasingly

competitive tourism destination market but alsoremere experienced tourists.

Based on the conclusion of this study, it suggistsa destination must work harder

on how to provide unique and unforgettable expesasnfor tourists to boost their

emotional ties with the destination. It is widelgeepted that the characteristics of
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each destination are unique and it is attractiod amotivation which encourage
tourists to visit and to return. However, beingtitictive is not sufficient in such a
rival market. Being special only brings excitemenhievertheless, excitement is
replaceable when novelty is available. Memory ioagng from extraordinary

travel experiences is the reason why touristslieleéd with the destination. Thus,
what a destination must work on is providing difetial experiences based on its
distinctive tourism resources, which create sigaift memories. This type of

association is long-lasting.

In addition, a destination must be aware thattélgaes tourists’ self-actualisation by
means of travel experiences. The fulfilment off-aetualisation is totally

tourists-centred. The provision of controllablériatites and service quality may
not directly and significantly facilitate the achment of self-actualisation. In fact,
the pursuit of self-actualisation is ignored. Witie emphasis of economic growth,
revenue is what a destination strives for. It nnesaware of its social responsibility.
Destination developers and marketers must be cagnithat tourists are getting
experienced. What experienced tourists look fondaslonger the fulfilment of

physiological needs. Rather, they are criticalheyl can easily distinguish staged
hospitability from sincerity; they are seeking aarnhc experiences. Furthermore,
they consider carefully the impacts they bring lte tlestinations. They criticise
and regret the loss of local traditional culturdhese considerations can make

tourists spurn certain types of destinations.

To sum up, experienced tourists think and act wiffdy; they are playing the game

with a variety of rules. A destination which taigeexperienced and repeated
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tourists must bear in mind that provision of besildy tourism facilities and
services does not ensure revisit realisation. drkation of long-lasting memories
allows tourists to be attitudinally connected wilkie place, making the destination
remain vivid in their minds. Authentic experiencestisfying self-actualisation
needs, are key to destination success in the cdampemarket. A destination
which fails to trigger tourists’ sense of attachmeassociation and self-realisation
will not become significant and meaningful to tlo@rists since the attitudinal links

are weak and replaceable.

8.8 Research Limitations

The primary limitations of this study include thestricted definition of destinations,
the small sampling size, the difference in cultoeéveen the research setting and the
researcher, and the researcher’s language praficien The study defines
destinations at the level of nations or countrie$.originates from the rationale of
nation branding, which is a recognising academiente However, nations and
countries were seen as synonyms and used interehllygin the fieldwork.
Nations and countries come in different scale oittey size. This study is aware
that the sizes of a country may impact on the numioé revisits. It might be
assumed that a big-scaled country, such as, Aisstrahy receive more revisits than
a small-sized one, such as Monaco. However, it @ge be born in mind that this
study focuses on revisit patterns and does notaimiscussing which country is
more frequently-revisited than another. The stwdygcessfully conducted four
focus groups during the first stage of data calbectind completed 33 interviews

during the second stage. Limited accessibilityésafew sampling techniques for
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the researcher. Practical sampling experiencesddficulties are recorded in the
chapter of methodology. The major sampling tecesqadopted in this study are
strategies of convenience sampling and snowbabl@gpling. Even though the
convenience sampling technique was used, the s$tilypurposefully recruited

informants with the qualification requirement: thdormants are highly-educated
with high social and economic status. Furthermtrey are extremely experienced
tourists. Observations and research reflectionemadhe fieldwork were written as
a research diary and fieldwork note. Both of th&seve as additional data for this
study. However, it is still restricted by the sdimp size and informants’

characteristics. It is limited by the specific urat of qualitative research design
from making any broad generalisations or applicatid destination loyalty on all

types of tourists. The findings are situationall @ontextual. The findings of this
thesis better explain how experienced and eldenlyigts form and develop their

destination loyalty to holiday destinations.

A further consideration is the researcher’'s verffedent cultural background.
Inevitably, there are life experiences, backgrouadd circumstances which the
researcher brings to the research. There is aufuileh the researcher’s “self” plays
in this study from the selection of research goestito the interpretation of the
findings. Moreover, English is not the researchenative language. The
proficiency and comprehension may also impact éisearcher’s interpretation of the
research data.  Although the researcher condhetsrdsearch with qualitative

research quality control measures, there arengtillral research limitations.
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8.9 Research Contributions

The contributions of this study can be presentethiee aspects, the selection of
research methods, the contribution on knowledgé,the practical implementation.
Methodologically, quantitative research design dwates the prior research, which
chiefly examines the relationship amongst destmaitinage, satisfaction, and loyalty.
Loyalty is seen as ultimate goal, which is the lfiead of a course of actions.
However, the conceptual definition and the conssrwf loyalty do not match on
research: loyalty is studied in an ideal settingiciwhis distant from the reality.
This study, however, adopts qualitative researcBigge When it examines
destination loyalty, it no longer explains it from cross-sectional viewpoint.
Instead, it examines lifetime travel experienced eavisit patterns to explain the
formation and development of destination loyaltyrhe adoption of different
methodological design leads to the advocacy obthdy that destination loyalty is a

progressive process.

The prior research is predominately attribute-basdtis believed that destination
loyalty is built upon the fulfilment of physiologt needs gained from destination
attributes. However, the study not only reconfirthe prior literature but also

explains destination loyalty from the perspectivdhomanities. It emphasises that

people grow philosophically and spiritually throum@vel experiences over time.

On implementation, this study suggests the prowisib distinctive attributes and
high satisfaction services are not sufficient. Haestination is supposed to be
unique since their features are irreplaceable. @Weremphasis on satisfaction

weakens the distinguishable features of the ddgima It makes the destination
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homogenous. A destination must use its distino#gs to create remarkable and
unforgettable experiences. What differentiates estidation to the tourists is
long-lasting memory not excitement or satisfaction addition, memory makes the

tourists feel connected with the destination, wlitdo motivates revisits.

8.10 Ideas for Future Research

The following three aspects are identified as wporthf further study, which
particularly interests the researcher. Firstlg findings of this study are highly
related to the subjects’ cultural background anildng experiences. The
explanation and interpreted meanings of destinatiogalty gradation are
contextually fitted to the research setting. Assistated in the research limitation
section, broad generalisations are not availabthighstudy. Thus, the researcher is
interested in applying the research design to miffe cultural background to
compare and contrast the ways the findings of diffecultural backgrounds may be
similar to or different from each other. Take, Wan, the researcher’s homeland,
for example, the travel patterns and travel expesae are supposed to be different
from those of Scottish people. Life philosophy aradues might also be varied
from this research setting. Thus, what Taiwaneseidts think of their repeated

revisits and emotional bonds with holiday destioragi may be expected to differ.

Moreover, the researcher also wonders to what e#terfindings may possibly vary
if further study is applied to informants with affdient demographic. The
respondents of this study are characterised tddmzlg experienced tourists; highly

educated and high social and economic status. pifliberesearch on brand loyalty
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indicates that elderly consumers tend to be moyal loeferring to repeated purchase.
This study, however, indicates that lifelong traeadperiences are an influential
factor reshaping informants’ ways of thinking anohcepts of values. In other
words, holidays mean more than enjoyment to theihus, the researcher is curious
about what the findings will be if the researchigess applied to subjects with
extremely different demographic facts, such as gouravellers who are less
experienced. Should it be expected that selfegfie of younger and less
experienced tourists will be very different fromathof the elderly and more

sophisticated travellers?

Destination loyalty is theorised based on acadeimimdations of marketing and
brand loyalty. It might be worth thinking of integing theories from different
disciplines into the explanation of destination dldy. Place attachment and
existential authenticity are adopted in this studilace attachment originates from
environmental psychology; it examines how residatdggelop attachment to their
dwelling environment. Existential authenticity ginates from philosophy and
psychology; it explains people’s pursuit of selfuatisation. This study takes
advantage of these two theories to explain and mieaning to loyalty in the tourism
context. Research on destination loyalty is compagly new. Also, the main
focus is behavioural intention. Attitudinally, iis mainly built upon

trust-commitment theory. The inputs and integregicof other disciplines are

expected to bring new insights and research doedt destination loyalty studies.
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8.11 Last Thoughts on the Study

The study is a learning process for the research&then the researcher started the
fieldwork at the very beginning, she had littleadshat to expect. Then she sensed
that participants in the focus groups were seemirggiuggling to express and
describe their feelings to the holiday destinationdowever, the researcher had a
strong sense that there might be something dedpesea their minds, which ought
to be probed. To the researcher’s surprise, #ldwork interviews lead her to a
different level of mutual idea exchanges and cosatgsn. The informants were
willing to share there inner thoughts and reflestruminations gained from their
travel experiences. These dialogues enabled #eareher to think out of the box

of theoretical boundaries and anticipations.

The life stories told by the informants in thisduare as touching as Lin’s and as
splendid as Lin's. Through the interviews, theesesher not only gained answers
to the research questions but also learned infash&mowledge of life. The

informants had to convey their lifelong travel enpeces and affections to the

researcher within an interview.

The researcher feels immense gratitude to thenrdaots. It is not only because
they contributed their valuable time to the study &lso because they were willing

to share their inner thoughts with the researcher.

Discussions and conversations in both focus graums interviews triggered the

researcher to recall and re-examine her travel reequees. Many touching

moments and philosophical thoughts returned to risearcher’s mind. Fresh
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insights were gained. Namely that, fulfilments aadisfactions originating from
tourism services, facilities, products, and othangible attributes are a part of
travelling experiences. In each traveller’s head mind, learning and thinking are
present. Through travel experiences, people leaw knowledge and insights.
They learn the cultural and historical backgroundvioreover, there is also
self-rumination. That is to say, people make cosaton with themselves during

journeys promoting knowledgeability and spirituadight.

The establishment of academic and theoretical kedgd gradually changes the
researcher’s ways of thinking. Step by step, #@searcher adopts the role and gets
used to seeing things from the perspective of bastn management and marketing.
With the theoretical framework, everything shoulel &raightforward. When the
researcher initially embarked on the fieldwork, shas too eager to search for
arguments with and confirmation of the literatusview. Usually, the findings
were descriptive and obviously-identifiable. Whée researcher released herself
from the mental burden, she found it more enjoyablehat on travel experiences
with informants. The informants were open-mindedshare their inner thoughts
and associations with holiday destinations. Thesgual conversations not only
awoke the researcher to linking theory to real ficas but also awoke memories of

travel experiences. She, then, learnt all oveinaigem her journeys.

There are plenty touching moments over the yeahs very few encounters are
tangible, they tend to be overlooked by destinatmanagement and marketing
organisations. However, these encounters and iexges all make the researcher

feel connected with the places. Experiences andaries make places meaningful.
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This is confirmed by researcher’s tow fieldwork dsés. Methodologically,
reflexivity allows the researcher to give the studganings. This study is not only

an academic learning process but also an intraspgourney for the researcher.

Theoretically, loyalty and choice-sets are the msseof branding and consumer’s
behaviours. The prior research and literature ntakese two dimensions popular
research topics on marketing. However, human Isearg not robots. The souls
of human beings make them both rational and affecti That is the key ingredient
making each individual’'s tourism consumption cheeastic. With the integration

of self-realisation, destination loyalty can bersée be more than habitual and
occasional revisits and fulfilment and satisfactioh physiological needs. This
study unhooks the rigid causal analyses on atefuinstead, this study aims at
explaining destination loyalty based on informapisictical travel experiences from

the perspective of humanity and self-actualisation.
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Appendix 1

Focus Group Registry Form

Focus Group Reqistry Form

m Title: [ Miss L1 Mrs. L1 Mr. LIDr./Professor
= Name:

® Gender: [] Female L] Male

m Age:

® Family Composition:
® Education Level:
L1 Graduate or Professional Degreel 1 Bachelor’s Degree
[J Some College [] Diploma
1 Some High School
® Occupation:

® I[ncome: [ Lessthan £ 15,000 [1£ 15,000 ~ £ 25,000
[] £25,000 ~ £35,000 [] £35,000 ~ £45,000
[] £45,000 ~ £50,000 [] £50,000 ~ £55,000
[] £55,000 ~ £60,000 [] £60,000 and more

® The average frequency you travel per year (holidaking purpose only and
destinations outside the UK)

L] Once every year [ Twice every year

L] Three times and more
= Whom do you usually travel with?

L] My own individual [ Partner (couple only)

L] Family members [ Friends or colleagues

L] None of the above
® |n order to facilitate the group discussion, wowyddl please briefly jot down the
journeys you had completed in the past 5 yearthfopurpose of vacation-taking?
Thank you.
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Appendix 2

Outline of Focus Group Discussion Questions

® Self-introduction (Moderator):

* my own self — name, from Taiwan (apologies fogiaage proficiency/barriers
and ask for understanding) , research studentattstyde

* how focus groups run — encourage interactions gstquarticipants, no business
purpose for this study, personal privacy/ data keptfidential (personal data won’t
show), audio-recording throughout focus groupdramscription and data analysis

* today’s agenda — outline of group discussion sessi

* definition ofdestinationduring today’s conversation: countries/nationdeage
advise participants if you refer to something else

= \WWarm-up Questions:
Would you please briefly introduce yourself andgsle share with us where you
have been travelling in the past five years?

= Main Questions:

* Amongst those destinations, is there on or anetbeveral you particularly visit
more than once?
* Is there any activity you particularly will go fduring holidays? (interest? hobby?
drive for holidays)

* What attracts you to pay revisits to the sameimnksdn? (driven by purposes,
attributes, practical situations?)

* How do you feel about destinations where you psg/\asit so far?

* How do you feel about destinations where you fesdjy revisit?

« differences between these feelings? (visit onamwi$iple visits)

* Amongst those countries you visited, is there ggcial one you feel very
different from the rest? Would you try to descnjmeir feelings to that country?

* How would you respond to your friends if they &skyour recommendations for
holiday destinations?

® Probing Questions:
* How frequently? Purposes?
= visit the same place (town, city, area, resort)?
* how trips were organised? (through travel agemdyays commerce with one
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travel agency? promotions?)

» airline specific? (destinations chosen by wherinas’ routes)

* Are there similarities shared amongst those cashich attract you to visit?
(seek for similar attributes?)

* What you might typically do during a whole dayystg the destinations?
(activities, interactions, types of food? Very diént from daily life at home?)

® Closure of Focus Groups:
* feedbacks, comments?

* sincerely thank them for great contributions
* incentives
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Appendix 3

Focus Group Transcript Sample

Transcription — Retired
= Date: 15 December 2008
» Location: Seminar Room, RSR Helensburgh — Braelfoiww.rsr.org.uk/brae)
» Codes —A1~A10

Lines Codes Content

conductor| | am Christine Chi. | am from Taiwan. This is niyrd year
of my PhD research. | am now on the stage of ciitig datal
and | wan to see the real phenomena — what isyrgall
happening in tourism and | will see how it also k&in the
5 literature. This research is proposed to look thwloyal types
tourists might have in the terms of tourists’ bebaxs. So it
could be in destinations and it could be in adggitand that’s
what | am finding out. That’s the questionnaireave. As
you can see | put two tape recorders on the tabits. just
10 because | really need the transcription. Afterftoeis group
it will help me to follow what you’ll contribute irthe focus|
group and it will be easy for me to do tiuether data analysis
Your personal information, your names, your dempligies
information will be kept confidential. 1 will usebdes instead
15 of real names in the whole transcription. So, yoddhen we
discuss the travel experiences the journeys yole Hzeen
taking. When | mention ‘destination’ then let’sl a@gree
destination means a country or a nation. Althoyghu
probably didn't travel the whole massive land withone
20 journey but for the research convenience; whenaleabout
destination will be in the context of a nation ouaotry rather
than a city or a place. So if you have other magsirather
than the country then please (noise) tell us durihg
discussion. Shall we start? Would you please fligrie
25 introduce yourself and share with us those county@ have
been travelling to in the past five years? Tharou.y
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(people waited; then | invited participants stagtirom my left
hand side.)

30

Al

[ am....... I mainly travelled to Italy, France, andmay.

(Note: based on Al’s questionnaire; 2004: Italy 20Brance

2006: France and Croatia. 2007: Italy, England, idodwvay.
2008: France and England.)

35

A2

| am ........ I'd written down France, USA, Spaifiance,
and Spain. (Note: based on A2’s questionnaire: 26@dnce
2005: New England, USA 2006: Spain 2007: none 20@8is
France and Granada, Spain.)

40

A3

......... Malaysia, Australia, France, Azerbaijanpedple
laughed/smiled), Singapore, Norway. (Note: basedAGis
questionnaire: 2004: Norway, Canary Islands, Fra2€®5:

Australia, Singapore, Cyprus 2006: Azerbaijan, @ana

Islands, Australia, Egypt 2007: Azerbaijan, West&siands,
Cruise to Spain, North Africa, Canary Island 20D&laysia,
France, Malaysia, Australia.

45

50

A4

...... | have been to England, Brussels, the Grstnds,
France, Spain, Sweden, Canada, and Morocco. (Kated
on A4’s questionnaire, a very detailed one withation too:
2004: Sweden, France, and Seville, Spain. 200mcerand
Barcelona, Spain. 2006: Sweden, Morocco, Francdaddaal

Spain, and Vancouver and Alaska (Canada and USAY:2

Sweden, Majorca, Spain, and France 2008: Greekds]
Israel, London, England and Brussels, Belgium.

0

-

55

A5

............. | have been to (people interrupted) | dayap
years....(not clear) | have been to USA, Spain, Sdiitlta,
Germany, France, Germany, Italy, Hungary, Peru @mdch
Republic, Malaysia and France. (Note: based ons
questionnaire, 2004: Malaysia and France 2005: Rer
Czech Republic 2006: Italy and Hungary 2007: Fraaond
Germany 2008: USA, Spain, South Africa, Germargiahd,
and Portugal.)

60

A6

| am.......... and | have been several times to Camsland
which is part of Spain. Twice to States. Thrames to
Hungry but that's to visit my daughter. And a wegk
Majorca and a week to Portugal. (Note: based ors

NG
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65

questionnaire: 2004: La Gomera Canary Island addresia.
2005: Florida and Italy 2006: Canary Island, Hun@tyee
times) and Rome, Italy. 2007: Madeira, Portugal Eiatida,
USA 2008: Majorca, Spain and Portugal, which ioeganised
bird-watching holiday)

70

A7

...... (family is not clear/his questionnaire isufa missing
after coming back from the focus group) | haverb¢e
Australia for several times to visit my daughterNew
Zealand, Cook Island, Thailand, Vietnam, India &ndLanka.

75

A8

Hi, lam ............ Aha..Sweden, England, Franceistia,
Spain, Egypt, Norway. (Note: based on A8's quesiare:
2004: Sweden, England, and France. 2005: Austrkaedgn,
Essex, England, and Spain. 2006: Essex, Englaneéd&w
Egypt 2007: Sweden, London, Essex, England 200&d8w
Norway, London, and Essex, England)

80

A9

Hi,  am ......... ... | can’t remember where | have begs
2004 maybe it will come back later but the USA, Eand,
Spain, Scotland (excluded), USA and Cyprus. (Nbésed or
A9’s questionnaire: 2004: ? 2005: Chicago, New &g USA
2006: London 2007: Spain, Kirk Yetaolm, Scotlankc{eded)
2008: Oregon, USA, London, England and Cyprus.)

85

(interrupted: tea/coffee and biscuits were serdnd peoplg
passed around them; some noise)

A7

I am stupid (?) | could remember that the BhtAirway ....
(not clear and people laughed) ...

90

While tea and coffee were passed around, A10 estait
introduce herself and some words were not clear

95

Al10

...... (noise and participant did not speak verydioeven
though she was seated very close to the recordehave also
been to Portugal, Norway ...... (very low volume and easy
to recognised) (Note: based on AlQ’'s questionnd@o4:
Cruise — Mediterranean 2005: Cruise — Norway 2@6@ise —
Portugal, Madeira, and Cook Islands 2007: walks 8200
Cruise — London, Isle of Wight (England)

100

Conductor

Based on the countries you just mentioned prewpisthere
any country that you visited more than once; mapdw the
reasons why you visited it for more than once dualty you
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have the habit to visit the different if you coutdvel and why
Is that and why is not? Anyone can answer; it dodmve to
answer (in an order)

105

A7

l...I ...l...have been to Australia several times tgitvmy
daughter and several times to India to visit my.son

Conductor

Then may | have the follow-up question. When yasit
your daughter and son. Do you stay in the sanyeocit..

A7

No no...oh, no no way. We would go all other plac

110

115

A3

| have been to Australia to visit my sister dret husband and

been to visit the whole Australia. | have beeiaaysia to
visit my daughter and Azerbaijan to visit my dawghand
Norway to visit my daughter. We visit Norway dugithe
visit we haven't visit Malaysia, we might do that the next
time; did that in Azerbaijan. Other places foritays like
France, Egypt.

120

A4

| have been to France almost every year fordaglibecauss
we just like it so much and for the same reasonsvemet to
Sweden quite a lot and also got to Spain and agdim a
group of people. Usually we go to Spain for hofideith a
group of friends. So these are places | drop leedause i
happen that | like them.

Conductor

1%

And by the way, you can also interact with the othe

participants (One participant seemingly wants gpoad to the
speaker)

125

A4

| should also say that | have been to Carsaxth| probably
will go back again because | got relatives ther@ Alaska for
the same basis.

130

A9

We have been to United States for many timesaumse we find
it an amazing country a long time ago and it's aoleh
life-time holiday places so many differences and nsany
different parts of it | have very good friends ther Betweer
these two reasons we visit there quite a lot.

Il

135

Conductor

And also when you travelled back to the United &tato you
visit different states or you still keep stayingtie same stat]
but different place?

A9

Aha..small focuses. The first trip we made Was way we
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think the America was doing the Europe. We trackithe
whole of the country in a month so we have tastés lot of
places and our holidays after that have been indwthree

ite

)

140 states or just focused on one place but from thgnad visit
we think we need to go back. We have been to Nexia®@d
for three times because we kept going back the@aiite a
very special place.
Conductor| Then we probably will come back to New Oreland r3
145 on ...yes and any others would like to share

A5 | got to the States ....to visit friends and thmilies and spen
around to different places and Germany and Spairfvery
low volume ...not clear but basically to visit coues to visit
friends and relatives and then see around otheeg)a

150 | Conductor Any one would like to share a place you have beehut at
the end you decide not to go back?

A7 | am not going back to the States. No way. INay.
(emphasised; people laughed too; very strong déjtu |
wouldn’t even take American Airline again.

155 | Conductor Is that because bad experience or ...

A7 | am rejected...the way is so mean about visak difficult
and | can’t be bothered that I'd rather go to CanadCanada
to me is nicer place; people are nice and you doave the
hustles.

160 | Conductor Yes, maybe..it's aha....
A7 | won’t stand Americans.
Conductor| But maybe it's because
People started to replied...can’t recognise whdalkeng
A2 If you queue half an hour to get back to Britaimd ....and gq
165 to the UK border agency now things are changed....

A7 | got it sorted in two minutes

A2 (to A7) You can’'t go so many places aha (petgughed)

A6 Maybe get the other then

A3 | can answer that; | wouldn’t want to go to Alzaijan, similar,

170 reason; it’s very difficult in Azerbaijan. You hato ... You

can't get a visa until you get there. Then youehtvstand in

a huge queue and then you have to pay about art@ddJS
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175

180

dollars to get it sorted and it's really a hustieAizerbaijan anc
it's really not set up for holiday destination yetWhere we
were there is Baku, which is a huge city with 2 dralf
million people and actually it is full of oil (?nd it's a former|
member of USSR and they really haven't got badkatiokrupt;
it's extremely cut out; so it's not a pleasant pldo stay ...
why | shouldn’t say is | also been to western idkaalong the
country and you see johnnies (?) in Scotland intevasslands
and Edinburgh and Aberdeen but .... (low volume; finte
it's part of Scotland) So we go around and sayl8ndtas well
if we talk about johnnies.

A7

Yes, .... (to A3)

190

195

A6

| probably wouldn’t go back to Hungry becaudeaie visited
my daughter for 3 times. She stayed there andiedatinere
and that's why | visited her for many times. Buwduldn’t
want to go back. | wouldn't say it's corrupted Hutlon’t
think it’s quite a very difficult country to liveniif you have ng
language and also the scripts, the writing is \diffrcult to

read. So that makes it extremely difficult. Ifuyosed to be

independent and if you can’t even read the roadssigen it
become quite difficult I think.

200

Conductor

So may | say that Azerbaijan and Hungry; mayberé&asons
for both of you (to A3 and A6) kind of related tdet
infrastructure that so far it didn’t develop well

A6

Yes.

Conductor

As | could remember that someone also mentionedtdbdia

A7

Yes.

205

Conductor

Yes..so would that also happen to you; obviousht tindia
probably...aha

A7

But you'd be got it right if the visa; it's roughl§0 pounds
But that’s all, no hustle.

Conductor

But how about the infrastructure?

210

A4

| have been to ....(not clear) for three times bné thing |
enjoyed is the hustles

A3

It's the hustles and bustles

A4

It's a challenge. Visiting around and partamly you don’t
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215

come up a plan. | quite enjoy the time of the t&ipyway.
You are not part of the group and | think it abbetter to enjoy
the challenge to get on a bus passing some plagaared on
the trip.

A7

| am looked after by my son and my daughtek. so

220

225

230

A8

Yes, | have been reluctant to go back to the RIgtre | went
on trips. | think as individual | think it's probly not a
pleasant place; you can't read the literary; sofaegs like St
Petersburg which | think | can cope with but Mosowas very
scary place because every body looks at you antelvéhat
we stood out and the guy (or guide) with us toldhat in the
communist time people were told to spot at foreigrEcause
you could not / were not allowed to speak to aitprer so
every body just stand there and stared at youhaltitnes and
the men with ear piercings, armed guards outsidgssiand |
am unable to read the signs and | usually the dnecan read
all the times and | couldn’t read a thing becausalldhe roads
written in their letters. So | found it very scdaoyenjoy there

U

A7

India is quite easy in language because lotthibigs are in
English; | think ...they adopted from us; most peogpeak
English.

235

Yup ..are in English; it’s true. Yup.. (margople replied)

A4

Language is a problem.

240

A3

| think that reminds me of my trips to Malays@ visit my
daughter. | think the same probably because d tsbe part
of Britain. Although the public didn't think thand we are
still here believe it or not and we can still getrewhere. I'd
actually been asked to take photographs with meyeogle
laughed...)

conductor

Then ...

245

A5

My son and | went on a trip to China and .... (bal$y: it's
about his personal experience when he went to Ghinean his
son was still very little and people came up to harask to
take photo of his son since they felt very rarede/meet one.

A3

Yes, my two grand children were constantly astebe taker
and my daughter said it's because their eyes aee bl

435



250 A9 And blond hair as well.

Yes...(may people replied)

A6 Something is unusual. Our daughter with thie find really
dark hair and very pale skin and in Turkey they jesl very
strange because they get used to the colouring

255 Al Yes, my son as well in China, India and H&wogg ....

Conductor| | am quite wondering the interpretation of distarecprobably
very different in different culture and how do y&eel when
someone just approached you and then play with gloiloiren
and ...how do you feel of it, do you feel offensive®@r do
260 you feel naturally it happened in your experience?

Al10 | certainly don't find it offensive and | have had the skin
picture taken of the children

Al | think it depends on the situation if you're @& safe place

where lots of people and | think recognise it'®al problem at
265 all but it you're in different situation and thaadis is important
and you catch that someone is approaching you andign’t
know them at all and | will feel more attention.

(Note: this conversation doesn’t matter and ntdtee to the
research but since participants were interestedlkmg about
270 it and it can also serve as bridge to link with @omal
attachment, which will be asked very soon afterward

Conductor| Then may | know how do you usually organise youps
Do you go directly to the travel agents? Or youferdo
organise  everything including accommodation and
275 transportation yourself?

A8 Various; | meant we travelled to Sweden since magband
worked there and we arranged many trips sometimies tor
even three times a year and this time we arrangéake ferry)|
from Newcastle and after it finished we drove tonsoof the
280 northern Sweden and revised back but normally welav,
booked on our own. But for example, when we tiadeto
Egypt we definitely needed help from travel agent.

(@)

A2 | always book on the Internet and ....(not cleacause tray af
cups was dragged on the table) always find it's ok.
285 Al Yes, last year we went to Norway..aha exgkedor ... (not
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clear) as far as train travel, bus ... we actuallytige timetable
on the Internet. We paid the tickets on the Irderaimost
everything on the Internet when we planned to \Witway.
And | find it's fun really.

290

A3

If I am going on holidays not to visit mylatves, then | ga
through travel agencies but if I go to visit myateles, | will
do it myself.

295

A4

| quite enjoyed a holiday in which we go withogps a lady
who organised everything, the hotels, the traved, aven the
coaches we laid on and that’'s very easy. But ifam not
going with a group of people, then we organise rit the
Internet.

300

A5

For ...and for United States, | go for the Intéraad for the
some places | go for travel agencies if it's hardirid hotels or
other services (on the Internet).

305

310

A7

In Australia | just know | decide where | wantdo to..aha las
time | went to (place’s name) and | just have towrwhere |
want to go and when | have to be back; it wouldvieey
relaxed. It's very similar in New Zealand and nathbooked
(and jumped back to Australia) in Australia maybelcampsg
and in New Zealand you just have to take on thel raad
drive to the place around; no hustle at all. Yauenhto decidg
where you gonna to go because New Zealand is #kbit
Scotland you don’t know where you gonna arrive yae
going to somewhere.

Conductor

And when you (some of you) mentioned that you bibm&ugh
the travel agencies, do you book from the sameavnfeom
one to another one and try different service araluae then
and then later decide to stick to the same one and...

315

320

A2

| used to book from one travel agency becauseag just sg
good when it's back to a few years ago before ire@t |
booked my holidays from them because particularlalso
found new hotels and it seems get good placesaweltrl was
confident on their service and | got back for gisest and it
was so helpful to me. But now | am retired andnl kess
exhausted to book holidays by myself.

A3

| tended to book from the same one becaused the othel

437
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one once and it was disaster. It told me it's adb-kotel but
it's not. So I go to the same one all the times.

325 | conductor| And when you always book the holidays from the samaeel
agency and when you contact them do you have samgeitin
mind or you'll totally trust them and then they argse the trig
for you?

A3 | done both. With confidence, | just told theimat it's the

330 agenda and just fix it up for me.

Conductor| But at that time you have already got the destmain your
mind. For example, you plan to visit Spain in atipatar time
and you just ...

A3 Yes, they will do everything for me, find thetaband flights;

335 well, | give them the holiday time and he gave heftights

A7 | used travel agencies to book my flight butythest do what |
wanted.

A4 When we went to the States couple years agostesed at
B&Bs and we found she booked a very good one ang

340 looked into different rooms and all find different(noise)
They were all individually designed.

A5 ....(noise) finding dates and which flight you wano fly on
and let the agents know.

conductor| Is there any activity you particularly will go fdreither in the

345 same destination or various destinations? (questias
repeated again because one participant couldrehaatsince
cups passed around again)

A8 No. We like bird-watching, taking photographsdaplaying
golf. But when we travel abroad, it's too hard float. So the

350 answer will be no. Although we have hobbies we ot
do it always on our holidays.

Conductor| Questions revised. So, is there any activities ttoar will
definitely go for it no matter in which destinatidn Or you go
for it on purposefully?

355 Al Skiing, sometimes.

Conductor| But different destinations?

Al Yes.
Al10 Cycling. But it doesn’t have to be everywhere.
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360

A4

Painting. | love painting. | paint everywhergd. Or | sketch
for painting.

A8

We'll always look for opportunity for bird-wating but we
may not do it all the times.

365

conductor

But bird-watching..aha... There might be various sg®edn
different places. So would you arrange a trip maiior the
reason?

370

A8

(thinking...) aha..sometimes, for example, thiswyave went
bird-watching in Portugal and everything is arrahder us
except air flights. We booked the flights. But matly we go
on holidays we don't see other birds there. We will there)
and see if there are birds there and we’ll go awlvghat we
can see.

375

A3

If you ask us if there is any activity we wouite to do in
each holiday destination, | would say sightseelvg. would
like, let's say, Canary Island, we’ll go sightsegiand we’d
also try some local cousins. Otherwise, it's viexhaxed you
know. Maybe golf in Portugal ..but basically vemglaxed
and hotels, pool, and beaches....

380

Al0

We would probably go for gardens. (very unclegoice is too
soft but basically, she wanted to say that if ther@ny activity
they will do abroad is visiting gardens.)

385

A7

| would like to go the countries where | can rsgpdime with
locals. Back to the time | was in south Americdravelled
around and spoke French (and then corrected aifteswia
Spanish.) | took French at school for 5 times.d(dahen
talked about learning French at school)

Conductor

You mentioned you took lots of cruises; is that stiing you
particularly enjoy? | meant the way of travelling?

390

Al10

Yes, very relaxing. The last trip ...we didnitj@y the days
at sea we enjoy the cousins and we sailed in tbeieg and
arrived different places in the morning....It was wéoyful
and we would like to take the trip again. (duethe soft
voice, it's very difficult to transcribe word-by-w@ but in
summary)

395

conductor

So, when you do the cruising, you choose to dao different
locations, different oceans.
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Al10 Yes, | have tried lots of different areas.
conductor| Would you like to share us more why you want tcetakuise
holidays again and again?
Al10 It's very relaxing and we can see so many ckffié things and
400 everything is done/prepared well. And you can héve
sunshine and breezes (basically, very comfortalitte mot too
cold not too hot temperature.) and it's very so@aiou meet
people.
A8 You don't get seasick then?
405 A10 No. ...
A3 Usually very good food
Al10 Oh, yes,
A3 Usually you pay and it includes all services.
Al10 Ah, yes...
410 A3 Entertainment
Al10 Entertainment, yes...(and bad experience in Hoadut later
on she added something that it’s still good menory.
A2 (To me) So you got very well travel group obpée.
(People laughed and said yes...)
415 A8 Maybe typical Helensburgh but not typicaSicotland.
Conductor| And is there any one would like to contribute mae
activities you love doing in the destinations?
A9 | like cycling. If there is cycling tours | wilgo for it. |1
have done that in Amsterdam and Chicago. We stig
420 back streets where we would never find on our owltis
quiet, it's mostly flat. It will only happen in s@e cities but if
there is we’ll go for it to see around in a differevay.
Conductor| Then if you have something in mind, like paintingaycling
or bird-watching, when you organise your holidaysuld you
425 find the destinations which can offer you this fafie Or,
you'll think in another way that it'll be good tamdhis activity
but if not, it's still all right. Will you purpodelly searching
destinations for activities?
A8 | think these days we will go where we are goingf we
430 manage to see (bird-watching) it will be good, Wutot, we

don’t mind.
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Al

&

We would, for example, go to the countrysidesvehwe can g
for walking or cycling.

435

A2

| would like to see different cultures and tiffetent activities
in different country and different cousins and viladkaround
to do some observing.

Al

(she commented on A2's reply but more like peadq
conversation and therefore the voice is not ag @edhat she
replied in discussion.)

A4

440

Conductor

So, let’s build upon this question. Since you nwrad about
experiencing different culture, when you travel eas, dg
you try to find or avoid British people in the destions?

A3

I will certainly avoid going into an English puin Canary,
Island.

445

A2

Try to (avoid) ...tourists’ trap, really

A8

Yes (avoid)

460

A7

| think if you have no problem on languages.’'s ftin to go
where locals are. For example, when | travelledsauth
America, | can go around and speak to people arouma@nd
it's great. (Note: A7 had been teaching in Southefican
country and according to him, his Spanish is vergrit.)

465

A9

We had a superb experience in (not clear) aduse we had
a friend there and because of her with the languag&l be
able to in part of the wedding and we were takethéoplace
the relatives stay and we wondered around the toants
villages; it was an amazing experience but we wdtldave
had it where it not for her. She was the key &séh

470

A2

Yes, | am thinking of the holidays where we guw ave have
someone we know staying there and we were nottdikasts
living there and some holidays | know that you eatually
stay with locals ...

475

A8

Yes, there are holidays called “stay with ug’4fd you can gt
there and stay with the local people and you |leanch more
culture by staying with them and you’re not wondgrias &
tourists

A=)

A3

Long before 2004 we actually exchange housesvesdhad
people from France to stay at our house and wedttyeirs
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and you really get culture there because you lleagwith
them

480

conductor

Follow-up question: do you host when they visitésifice his
answer sounded like that but...)

485

A3

No, we stayed theirs and they came over here joattenine.
So your house is their house for 4 weeks. And vgamised
some friends to be social with them to show theren@lshops
are and they did the same for us. And it's vergdyohance
for the children too ...that's a long time ago...we Idohave
cheap holidays actually.

A8

Much less expensive, isn’t it

A3

Yes, much inexpensive since you don’t pay for acooaation

490

Al

When we stay in Croatia we stayed in a churary\good
place and we met very good people there. And asdtrthere
is a named baby there (?)... and there is a contitssta
holiday with more culture and contrast...and ... (

495

A2

And it’s also safer if you have local contaabuywill feel safer
if the local tell you the things to avoid or theapés to stay
away from, particularly if there are places yougiit yourself
in danger, which [ think it an advantage to go a&cplthat yoy
possibly know someone rather than just being ddbur

500

conductor

Then may | ask you to do a comparison on a dayyithatave
in your home country and your life overseas in
destinations? Any big difference when you compédrese
two types of daily life at homeland and overseas?

505

A3

| think it depends whether you go for a holiday visit
daughters; if | visit my daughter then | will playth the grand
children when they are off school; and if we go hatidays;
we tend to do it in the winter to enjoy sunshinews® spend
much time on beaches, which is not doable herewSspend
more time relaxing on leisure

510

A8

| am on the other side; of course, you don't haluty on
holidays that you feel you have to do. | must gaé such
and such...so those ties; those things you must b exist
on holidays and that makes a big difference whenogrganise

your time.

442

the



515

A7

1°2)

| think often you can go on a holiday down te #xperience
in your work life. You have been to somewhere aod
think it's nice or disaster or jumping over the moifor
holidays or you were sending trips overseas todimgl into
holidays, which is good value for money because goo't
even have to pay for the trips.

520

Al

On holidays you don’'t need to do many daily lifeties and
you will get more time on something like readinghave time
to do something you always want to do even at home.

525

conductor

So, right now we’ll move to a more intangible quest |
would like to ask about your feelings towards tlestohations
May | ask you to categorise two groups of destorej one i
the destinations you only have been to once andtiher is
those you have been to for more than once. Do fgel
differently to these two groups of destinations there
particularly stronger attachment to a group of idesbns?

530

A8

Compared Egypt which | only been there once Smgkden
where we got house there. There are more thingsanedo
in Sweden and we feel there more like home whereago to
the Egypt is totally relaxing.

535

(A pause. People looked around and no one shadived
intention to speak up.)

A4

(to conductor) I am not quite sure what yodweking for, |
meant. Is there any place you don’t want to gk lmaglace
you want to go back that kind of feelings? Or...

Helper

Please revise your question.

540

Conductor

This question would like to find out your feelinggpur
attachment, you have towards the destinations.

545

550

A4

If |1 take that at a personal level. | mention@@viously that
we frequently go back to France; we go to Francealbse
every time we go back generally speaking the weaik:¢
always good, the food is beautiful, the scenemjifferent, it's
sunny, it’s interesting; there is always so muclddéoand seé
and atmosphere of the places we go is usually fregdly
and we feel secure and we like to go back to Frémcéhose
reasons. And, for example, we once been to Tiaidena we
probably wouldn’t want to go back. We have beandlonce

D
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555

560

and really there is nothing attracting me apartmfréhe
friendship that somebody there but | don’t go theeseourists
don’t think. It's very difficult to get there; it'e long journey.
Although the people are friendly but travelling rnisstrict
because the language is a problem; also with thasers you
don’t enjoy yourself; you might get into troublecb@se you
are a stranger on the streets. So for these reasbailand
won't be the first choice for return but holidayisete we
enjoyed but it doesn’t attract us to go back.

A7

| like Thailand.

A4

You like Thailand, yup?

565

(Note: A4 and A7 occasionally have different psiof views;
and sometimes, A7 speaks in an aggressive way VA#¢
tends to be more polite. A3 sometimes argues baclstill
with manners. Some tension between A7 and A3 ahjl A

A} %4

570

(People replied with very short sentences showseagent of
disagreement on whether Thailand is a place farmedr not.
And a participant concluded saying “We are all afiint.”
Another one commented “Exactly.” This eased thesiten
between A4 and A7 since their opinions to the s
destination are varied.)

ame

575

580

A3

Again, if | talk about holidays besides visitifgelatives). |
have been to France very often and | don’'t neesaiowhy
because A4 has given every reason why. (Absoluyely, —
one participant comments) That’s all; | won’'t wasitee on
that. Countries | wouldn't...l enjoyed my holiday Egypt
but | didn't particularly try to go back becausebéen to
(place’s name), which is a very popular place irol@hEgypt
but | feel home maters ...it's a ..it's growing up aslesert
don’t particularly enjoy that but every reason...l ulb
probably go back to France for holidays.

A7

| would never go back to France.

585

(People interrupted; some laughs with some seage
basically the atmosphere still keeps harmony; hewew is
quite obvious that more people tend to like Franuere.
Maybe it can be interpreted that there are emoati
attachment, both negative and positive, amongdicpmants

NC

ona
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towards the same destination. Alternatively, therdefence
590 against A7?)

A7 | think | find French is extremely demanding oeasonably
high on French. It just couldn’t be bothered ttphee at all.

o

A8 | think that basically; | think for us, | haverse Spanish an
my husband speaks a bit Italian and we both spesd (g
595 German and we are very happy to go to any of thesefeel
comfortable because we know we can get around and b
secure and enjoy ourselves and make ourselves kaadalk to
(local) people and that’s a big plus.

A3 And what you're talking about..(? --- doesn’'tusds like
600 challenge to A8 but A3 stopped the sentence wh@ekéeps
going on)

A8 No..that's a big difference; we don't speak Ffeso if there is
choice we go to Germany first or Spain or Italyhihk it's a
bit difference, the language.

605 | Conductor| So, may | ask you to use some adjectives to desdhb
destinations no matter whether you been thererityr @ance or
more than once. Or, can you use adjectives toritbesthose
countries that you think you got more emotionaloaggion
510 with; what those adjectives will be?

A2 Any country that we regularly visit for holiday this country
(Scotland); that's home actually, | think. | hébeen to Egypt
for couple of times; it is exotic and | found ofdlia and | think
we’'ll visit there next year and it's similar to liagl it's so
615 different and even it's different in India; differeparts show
difference... (voice fades)

A7 Yup yup..there is so much more | want to semdna.

A8 What | would say to describe a holiday like thatuld be part
of familiarity and part of contrast

620 A2, A7, | “Yup~" “l agree with familiarity too.” “Content, Catent”
and A9 | “You want to see more

Conductor| You want something totally

A8 (continued and higher voice) You want somethdifterent but
you like you’re in your comfortable zone.

625 | Conductor Yes...yes...
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(very small voice might be from A9 “very good”)

A2

And | can feel relaxed too (comments and cargsmfrom A8’s
comfortable zone.)

630

635

640

A5

| went to south Africa this year for a tour;sfirof all we went
to Johannesburg for a wedding; we stayed in a cpwhtib,
which is very nice, but we are behind a ....(did@itah it) and
we have to taxi everywhere to shopping mall or guifirse
and it felt you know you won't feel relaxed at afid then we
flew down to Port Elizabeth and we rented a car drave
around we visited townships and met some (localpfeethere
and you know it's very relaxing and we are advigdtre to
go or where not to go what to do or what not tobdid you
could have a very pleasant holiday and very plea
atmosphere, which make differentiate; it's veryatiént; it's a
lot to learn when you feel comfortable.

A9

| would like to agree the adjectives there beealithink you
could move around and not feel uncomfortable ormr(f
frightened — A8 added) yes yes, that sort of thinggeel it is
very important.

645

A7

| think frankly it's people.

(People comments “Yes.” Or murmurs some smaliesees.)

A5

People might be ...

A7

People is very important and that can be appheala hotel or
shops or restaurants or whatever.

650

655

conductor

If right now we try to add another group into thestinationg
that will be your homeland; if you compare these¢htypes
of destinations (visited once, more than once, laomeland)
can you compare them and see the different feelogards
these? Or, if you only compare place where yowgbmvant
to revisit again and homeland (Scotland), any esttieelings
towards these? Or even similarity?

San

(after a pause but not too long; again, this tioiesmight be
very difficult to answer right away.)

660

Al10

Scotland hasn't got service sorted. They dandlerstand hoyv
to make people feel welcome. They are catching/ér mow

=~

but it hasn’'t been doing that before. My husbasdduto
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665

work on boats and he once said that you would redtasy at
home and send the money (?) (people laughed) tteally the
attitude 30 years ago in Scotland really don't bg bhody in
any where else. They are now patching that wontertustill
very very patchy very very bad experience in Scaotla

A8

The food is the same

Al0

You can got wonderful food and you can get @mn-tasty)
food

670

conductor

Maybe... (I tried to revise the question since...it'biaaway
from the main track.)

A7

| like camping in Scotland.

675

A8

No, if | want to go on holiday; | want some wahmsome
sunshine and some relaxation; camping in Scotlamesmit
have any of that. ..... No... which means raining, dtildren
(?) and bad combinations (and people laughs)

(again, small sentences disagreed with A7 but AB&e is
much stronger and clear and particularly two voiftesn a
male and female participants are weakened dued9 th

680

Conductor

Then may | revise the question a bit if you peree8cotland
as your homeland you probably have some attachnyent
feel the sense of belongingness

685

A8

Scotland is the most beautiful country in therldo There i
no way around that, (someone said “Yes) and Sabthas the
most beautiful scenery anywhere.

690

695

conductor

Yes, and then...no matter whether there is disadgantden
comparing with other destination or not; Scotlasd your
homeland is the place you stay you live with, seréhwill be
some feelings there will be some attachment sorsecaion
that deep in your mind; for example, me, | am avirayn
Taiwan for long long long distance but every tinvery day |
wake up and it seems that | still got my heart $eath my
own country; | worry what is happening in Taiwanofst
personal emotion involves. ‘worry’ the word is udeecause
during the time | have been doing on this projemme
annoying news about Taiwan was broadcast on BB@;hnh
watched and read and felt upset. Then | realisatlithmight
be too strong because | could feel | was chockednapthen |
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700

added some other lines) and | also feel happy efethis
something good happening in Taiwan. That’s kind
emotional attachment; is there any destination stso feel
similar way; maybe not obviously but do you someheei
that kind of emotion to destinations no matter \Wwketyou
been once or more than more?

705

A7

Australia. (almost immediately after the spien finishes.)

conductor

And may | know the reason why?

710

Al

We...aha.. | have been to Hong Kong and | had bérg
there for six years and my son was born there antiad very
good friendship there as well, | think ....that's pkn. (voice
fades...)

715

A4

Yes..l will say Israel. | meant Israel is anamimg country
because it's just so small so intense and you aango
anywhere without bringing with you a bible. So dwgo to
Israel you will feel it's rather historic very olhd yet a rathe
new as a country so Israel attracts me particulaelyause th
combination of the old and the current and lotatténtion; it's
an amazing place.

=

D

720

725

730

735

A3

| certainly | think might be Australia, | thinlimate might be
important as an attracting contrasting with Scatlatind also
because through my visiting my sister and brothdew, we
met lots of friends in Australia, so you got questof climate,
friendship, and outdoor life which you can haveAmstralia
and that you can't really have in Scotland not m agreed
extent; so | think | could live in Australia, | tik | can settle in
France, particularly in southern France, again ¢hmate,
again the scenery and | find people in southermdeas very,
friendly. | don’'t speak French very well but I dinf you try
if you try to speak in French they were quite happkaris
might be a different matter and | think that’s tihetropolitan
thing (“hmm” some participants made agreement ssyruit
people in southern France will be very happy to you little
story we flew into Vidden (?) and we came later padple we
stayed with in France flew into France to the air@ound
about 5 o’clock at night at time we went into tp&a¢e) which
in the wooden hills which is very quiet; it was yeafark; they)
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740

couldn’t find it; they went to the first place theguld find a
light on they knocked the door they charter therthvmeals
and told them where they want to go; he come up wieals
into his car and road on the straight to it; sd’shisiendly as
you can get it in Scotland. And he couldn’t speak word of
French the people | am talking about. So, that wasy
friendly and | could live in France very happily.

745

750

A8

| think emotion wise, you often feel twinge whgau know
someone in that place no matter you have been theret and
again | have relation with Sweden and because roflfawe
have lots of relationship there and if you hear thimg
happening there at a particular place and you sbrieel
personally and the same in London because my stineis
and | have relationship around the world or arotiredcountry
you feel emotionally whether there is good or baggening
there. Better it's good happening there. (laughs...)

A7

Yes, | feel the same about Chile.

A8

So many friends there? (to A7)

755

A7

Yes. Many friends there | used to get along withalso, I find
Chile is the safest country in south America. Téason for
it becomes the safest country is because theyhmy ppolice
force in a decent way. | think if | go for a plaice holiday, |
would like to go a place where | can trust.

conductor

Maybe it's the security, that feeling of safety

760

A7, A8,
and others

Hmm, yes....

conductor

Or the familiarity, the atmosphere that you feel yzan trust
them, it will be... (people tend to speak, and | $top

A8

Hmm..yes...

765

770

A3

Yes, that something we take from basis....if yamparing
places with Scotland; the country here we are ptyfe
comfortable because it's the known it's familiagyou know
the language and you know how people behave, yow khe
traffic signs and everything you get yourself auhnowever,
if you go into a foreign country, you are a lithe on the edge
because you’re dealing with the unfamiliarity argkre is
element of anxiety in your mind which can’t agreghwto
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775

some extent affecting the enjoyment of where ya aAnd
the greater the degree of anxiety of which theaeas becaus
of your hotel your security or whatever, the leg®l/ you
could enjoy the holiday because you are not relaxed

D

A8

Would you say that if you want to go somewheotalty
strange the first time, you'd better going with arganised
group?

A3

| think that's probably quite ...(A8 continuestBA3 stops)

780

A8

And if you want to go back again, you cagamise yoursel
because you have got over that total unfamiliarity

f

A3

Yes, | think that's probably quite right. Yessy. (“yes” from
other participants t0o0.)

A8

But we don’t do it, do we?

785

A3

No, we don’t. We go to the exotic locati@ml very often yol
go perhaps with charter tour or with airline takiygu there
and drop you there and once you get there

I

A8

You are on your own (people added too)

A3

(continues) you are on you own

790

795

800

Al

| think of two places we have visited: One isdre and thg
other is Barcelona. A10 had bad experience in@ana and
therefore we relied very much more on our God hkhivhen
we were there. (Note: so they do share travellxygegences
in their daily life since the participants moreless know eack
other and some might have personal friendship. d¥ew
not all of them go to the same church, | have o s&ome of
them never meet before but some might be friendydars.)
And one of my friends had bad experience in Prgmgeple
posting them as police or something like that. | 8efinitely
remembered that every time we used the metro tresky
feeling quite nervous. We must remember to dowlEsnust
sit with our tickets and its because we don't fdet the
system comfortable with.

Y%

\

805

conductor

| remember someone mention New Orleans (to A9) NMj
know why you keep going back there and is therénige or
emotion?

5

A9

| think the United States is so varied butihkhin our first trip;
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810

815

820

825

it's mind blowing. We didn’t expect that thereaiplace with
such big French influences big Spanish influenced the
architecture is unique and the atmosphere is uniqlits like

melting pot. It's an enormous port but with a tifitle

French quote; it seems that it's just absolutely ey@rything.
Very very friendly; people within certain placeswydo have
to be careful obviously but even with our first ekpnce with
at that time our little boy who was in a push chae& were
walking down on the street at one point people agt from
their car to tell us “You don’t walk here and takeaxi.” You
know they were protective of us regardless of Hu we were
visiting tourists. And each time we been back \mgehvery
special experience and you know you talked aboudtiems |
did feel that we were there in April 2005 beforehdd the
tragedy (referring to Katrina) in that summer oD20you just
felt so involved with these people; we have beeart@azing
black church that Easter and you just felt whaéipgening ta
those people where are they what disaster they toaye over.
So still there is some emotional attachment we watill go
back.

830

A5

| agreed with that...6 years age we visited Neue&@hrs ang
the people we stayed with took us to Lawrence aadmere
never disappointed and every time we went back aetwo
know something going on (“to notice the vibrationirgy on”
some participant added) and there is always song
entertaining (summary: to see the development qflaze
when returning)

thi

835

840

A9

And that Easter over there, what they were roglét ... a Jaz
Festival and we were thinking you know we could edoack
for this you know people just plan for the nextryaad we’ll
do it again and of course that summer changed thiegy
(referring to Katrina) but we’re getting to thinkewcould do
this quite regularly

N

A8

You just have to get a place to stay there g@idback every
year. (to A9)

A9

Yes...let’s just do this

A3

| think definitely if we think about Americahé USA, it is
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845

such a huge country (“it's so different.” — A#)d so differen
in different parts

A8

And you don't feel the language a problem

A3

That'’s help

850

A9

Except we are divided by this common langua
(laughs...from many participants)

A5

| just can not understand people saying they tton'’t like US

855

A3

Well, 1 was in Detroit and Detroit is amazingdahhave beer
to Washington and Washington is nice and San Fsaodis
lovely. | felt quite home and sometimes it is ifidable
things, isn't it? You just feel that’s right. Buitcan't say
that if | didn't visit Detroit so it depends.

1

I

Al

You had bad experiences any where in account. ofpeople
agree and voice was covered.)

860

A5

A very common element (?) seems to be peopi4,it® The
people you met in the country makes the most diffee and
you don’t have to get on French for help

A3

(replied to A5)

865

870

Conductor

| would like to build on these answerd huaild on more; from
you bottom of your mind, there might be a destomtifor
example, New Orleans or France, that you would tikeyo
back or you're very willing to visit year after yeao if you
pick up one destination in your mind, try to thimk some
other way, would you do something else related h

destination even in your daily life here in Scotlan{examples

given, changing display of living room, cooking s,
reading its history or learning its language)

A8

Food. My..

A9

Yup. Aha.. My husband makes American breakfsaf’s a
part of life he does.

875

A8

You mean pancakes with bacons

A9

Yup.... (people laugh) and maple syrup, waffles

A3

Pastry as well? (“Yes” — A9)

880

A7

| would love to go to Costa Rica; its got voloas; its got
wonderful bird life; wonderful flowers, and no be@y, birds,
flowers, beaches and speak Spanish (people laugh)

452
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conductor

Language.

885

A7

No, if you go completely different country, soméh different
culture, it does help enormously; if you could jgst off the
plane and out to the where whatever; | think ..koaw, | find
it exciting to go there because its got exoticismd @ also got
some aspects of familiarity

890

A8

We cope with Swedish food to our daily life nowAnd
happily we can now buy (some of the food) it in KEough
it is not in big package (like in Sweden) ...and mated
fish...probably a weekly food for us now becausehat t

A4

| can’t mention France without thinking of thene. (People
laugh loudly)

Al

And coffee (people comments with agreement)

895

A4

| think you have to try with open-mind and itshheen sq
much cheaper in France and such ideal wine thieeewinery
there is amazing and you can taste some samples

)

conductor

Have you ever think of learning French?

900

A4

Living French? (“Learning French.” — A8) LeargirFrench,
yes yes. In fact there is one French class inlthikling every
week if you are interested in going. | don’t goctass myself
but yes | have gotten some evening class in Frgaesh

Helper

And Spanish as well (referring to some lagguclasses takin
place at the place we are doing focus group.)

905

Al

Regarding to something we are talking aboutifpreountries,
we atually haven't discovered the whole Scotland
There are numbers of islands which | still lovegtoto rather
than summer abroad.

910

915

A2

Visiting a country, you know, food is coming b@ important
and when you come back you probably will like toda tasts
but actually | am thinking of visiting places likedia, Egypt;
those place do help you change the way you arg&itigrabout
life generally; because people there have verye lithut
noticeably they are very happy; you go on a traifistasgow,
but people look very miserable (people laugh) andoes
make you think and realise that you can do withk.les

Al

| agree; | think it hits you how generous aravhhospitably
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when it comes to what we have been reserved.

Conductor

Ok, then we move to the next question. Let’s imagm
situation: you are now chatting with friends in@tasion anc

)

D

920 you are now talking about overseas holidays. Ohgoar
friends mentioned that s/he will have yearly dafyapid has ng
idea where to visit? What will you respond to hen/?

A3 Which destination to go to?
Conductor| That will be open to you.

925 A8 | don’t think | would recommend anything becaitseould go

wrong it would be my fault

A6 Well, 1 think it depends. If you know the platteey are going
and you will give them your experiences.

A9 Yes, | think if they have already presented dipalar place

930 then you will feel free to offer anything to help make less
strange for the first time.

Al10 Yes, | agree.
(Note: many “yes” added when A9 is answering.)
conductor| So, if that friend probably have no idea; then neaybu won't

935 feel that certain to recommend a destination but if

A9 Or maybe | will try out to know what they areolang for and
then help them. (some “yes” added from variousi@pents
again.)

A8 Yes, do you like sunshine do you want a beaclyalo want

940 museum; you want winter, snow, food,

A9 Or culture?

A3 Yes...

A4 Well, | had an experience that one time they'tdamow where
to go and | recommend them to go Sweden. And then

945 went to Sweden and they enjoyed it very much Baijust the
same questions; are those where have you beencandaye
enjoyed relatively accessibly from Scotland witleap flights;
I meant Stockholm is a lovely place for couple aysl

A7 It's very expensive.

950 A4 It's expensive but not all of them are expensivenpared with
here.

Al | think particularly in a work place where Ichaeen working
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955

a girl came back with fantastic trip from Italy ah@as just so
fascinated by that and in summer we would likentgestigate
and again, other people’s experience do appetaerag well.
(“yes” in background)

A7

Particularly if you emphasise with what theyeliand what you
like. (“Yes.” —Al)

960

A8

Yes, what they have enjoyed doing and sometlymg also
enjoy doing ( many “yes” in the background.) buttlifey
stayed one week scrub diving particularly | don&nwto go ...
(people laugh) (“exactly.” Someone comments.)

Al0

| don’t know; it could be new experience to sgmething
different.

965

conductor

So if the friend has got something in mind and thedtination

is the one you been to and you’ll feel much moee fio share

the information and may | know more detains whatdkof
information you would like to share, attractionsgunide book
Or your experiences in restaurants or museum maybe?

I

970

975

A3

| think hotel is very important. The hotels yomce beer
stayed in and comfortable good food good servickthay are
absolutely vital. And you say local places to €dimate, did
you have did you get sunshine that you are lookimg\What
would people are like; are they friendly. Is tharg/ place you
must visit...and things like that.

A4

Yes, what you could avoid, some items or dodesi

A8

And some items you have to take because yoldciget
there. That'’s sort of things.

980

A3

What is the airport experience like where | aning? Coming
out?

985

Al10

Little places you might have been to and yowghhihave
missed and you will actually mention to them. hitiehink |
would want to put “you must go” or “you must”, ydunow
that thing will be overwhelming if I am receiving.So |
wouldn’t want to do that but | would say “it's r&alworthy
seeing’ you know mention one place you might noaibke to
get if you don't look for it and | think it will wik with your

own time
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990

Al

Yes, something is off the tourists’ track. Vesgecial island

that I'm going for a walk or lake with fantasticews and the

places that you definitely will not find and itsJely to share

995

A7

| think | will be put off if some had been tgarticular country
and they would have dali belly (?) or that sorttloihg and
wanted to sell as revenge; | think that people been ill; |
think | would tend to be very careful; and I thifilyou want to
go to a hotel in India, you have to be careful §y@i going 4
one that really has good reputation of cleanliressause yol
just

A4

One of the thing you just warned me is thergjro..(unclear)

1000

A8

It's easier to go to hospital here in Scotland

1005

Conductor

So if you think of yourself a holiday maker and yeu
planning holiday overseas do you also want to hswme
recommendation from your friends? Or if you knownsone
who have been to a certain place so you'll perspmransult
with him/her?

Various “Yes” from many participants.

A7

Read the text; read the guidebook.

A4

Some of the guide books are so good now.

1010

A8

Yes if you know somebody been to that particupéace; |
meant if | want to go to New Orleans | know whomrah ask|
(people laugh.)

1015

conductor

And if you compared with the information you colied from
a relative and a friend, and information probalbnt book or
even travel agent or even the tourist board isetlsemething
differences you think there are? | meant the nes®) the
trustfulness

A7

Do you want to tell us where we must go in Tan®

1020

conductor

Haha, as a native, of course, yes. so do yso fdel
that, | meant how do you feel about that just ack
comparison between different resources of inforomti(The)
logics behind this questions is that literatureie@v shows
tourists tends to believe relatives and friends winad
experiences in the destination but not informafrom tourist

board. And since | still got some time left, | judsvelop the
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1025

previous question a bit.)

1030

A7

| think the local information is useful. Aha...18onths ago
there was a student from India and he said you igasb the
valley of flowers, which is very far north and itgsolutely
beautiful and | haven't been there yet; it's now oy list.
And that's the information from a local, and obwsbul don’t

identify that sort of things if | ....so it's good twave people

from the rest of the world to tell us. Thank you €¢oming.

)

1035

conductor

Thank you and yes if you have any questions alraueling
in Taiwan and | am more than happy to share myrinébion
with you and this is also the end of the groupuksmn. (the

lucky draws and presents were given away.)
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Appendix 4

Interview Schedule

Interview Schedule —
Destination Loyalty

My name is Christine Chi. | am a PhD student atWimiversity of Strathclyde.
My research aims to understand tourists’ loyaltyaals holiday destinations.
This research is centred with British tourists, velne retired or aged over 50 years
and have experience of going back to the samedydidstinations. The interview
is divided into four parts and will take approximlgt40 minutes. Your personal
information, including names and interview contefit be kept confidential and
only serve for the purpose of this research datdyars.

Interviewees will be rewarded with gift vouchers floe valuable time and priceless
contribution.

My contact details will be provided and please fest to ask and discuss the
research with me.

Mobile phone: 079174-382-750

Email: shanju.chi@strath.ac.uk

Supervisor’s (Dr. Karen Thompson) contact details:

Email: karen.thompson@strath.ac.uk

m Part 1: Research Objective I:
The first research objective is to understand wigetehave visited twice or more
and why you choose to return the same destination.
¢ Question 1: Would you please share with me whetehave been in the past five
years for holidays? And is there destination @tidations you have been to for
more than once?

Follow-up:

Why did you choose to revisit the same destinéi Would you please tell

me what the purposes of the trips are (expedh®purpose of
holiday-taking/if

there is)?
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¢ Question 2: From the destination(s) you just noer@d, what makes you or attracts
you to regularly go back?
Follow-up:
How do you plan your journey since you reguladiurn the same destinations?
Do you regularly book the package with the sanenty
Do you usually take the same airline or stay atsdime accommodation?
Do you stay at the same city or place you had bed&efore or your travel
around within the same country?

¢ Question 3: This question aims at knowing thedssgy of your revisit; thus,
would you please share with me how regularly ydurreto the destination(s)?
Follow-up:
Have you also visited it beyond the recent 5 y&ars
Have you ever visited or had the habit revisititiger destinations? Similar to
this one? Special reasons/attractions?

¢ Question 4: Would you please trace your memor¥ ladait earlier; was/were there
any other destinations you regularly revisited? ulfgyou explain why stop
returning for holidays?

¢ Question 5: What are the types of destinationspaoticularly like and prefer to
revisit? (if there is)

¢ Question 6: What do you usually response to paekagmotion or flight bargain?
If there is promotion available, what do you pubinonsideration before decision is
made? (*Note: this question was taken out of therunew schedule since the first
five interviews indicate that the target informadtsnot seek promotion.)

m Part 2: Research Objective Il
The second part of the interview is to find out howrists feel about and what their
attitude is towards the holiday destinations thayerevisited.
¢ Question1: Amongst those countries you have wdsigethere any country you feel
differently about compared to the others? Is tlaengdestination(s) you feel is in
some way special to you?

Follow-up:

What is/are the destination(s)?

Have you been revisiting the destination(s) fredy@
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+Question 2: Why do you feel this destination iscsgleo you? In what way this
destination is special to you?

+Question 3: How would you describe your feelingsaads this destination? You
are free to use any adjectives to describe youtiema attachment to the
destination. If there is any unforgettable expeseor story behind it, | am all ears.

Follow-up:

What attracts you to the destination(s)?

What are the elements or factors make you featla¢id to the destination?

+Question 4: Would you please select one destingaornvisited only once and one
destination you regularly revisit, how would yowsdebe your feelings towards
these two destinations?
Follow-up:
Any differences on feelings or attachment you thete is between these two
destinations?
Do you think the frequency or numbers of revigitlte same destination impact
the way you feel to the destination?

+Question 5: Firstly, how do you feel about Scotlanthe aspect of being a national?
Would you please describe your feelings towards|&oed?
Follow-up:
Do some of the feelings you have towards Scotégudy to the holiday
destination which you find most special to yowgel(iing the same way to
homeland and holiday destination?)

+Question 6: What do you think the journeys/holitiling overseas influence your
daily life at home?

Follow-up:

Destination lifestyle — daily life?

Cuisine?

History? Culture? Language? (these are commalnfys in the focus groups)

® Part 3: Research Objective Il

The third part is to realize whether your feelibgwards the destination gradually
develop over time. In this case, please seleessardtion you have been revisiting
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regularly and apply it to the following questioits;an be the same one mentioned in
the previous part.
+Question 1: How would you describe your feeling#h® destination over time?
Follow-up:
Do you think the feeling to the destination ing@@nhance every time you
revisit?
Thinking about your repeat revisits, how have yieetings to the destination
evolve?

+Question 2: Based on your experiences, are thgreignificant events or reasons
that led to feeling the way you do about the dasiom?

Thank you very much for your time. It is very musgbpreciated.

® Part 4: Personal Information
The information written below will be kept confideal and only serves for the
purpose of research data analysis. Names wikpkaced with codes. Thank you.

= Name:
® Gender: [] Female L] Male
m Age:
® Family Composition:
® Education Level:
L1 Graduate or Professional Degreel 1 Bachelor’s Degree
[J Some College [] Diploma
1 Some High School
® Occupation:
® The average frequency you travel per year (holidaking purpose only and
destinations outside the UK)
L] Once every year [] Twice every year
L] Three times and more
= Whom do you usually travel with?
] My own individual [ Partner (couple only)
L] Family members [ Friends or colleagues
L] None of the above
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® Are you willing to be contacted after the intewi# some missing answer is
found?

[]Yes, | am willing to. [ No, thank you.

Please contact with me by:

(Mobile) phone number:
Email:
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Appendix 5

Interview Transcript Sample

Lines

Codes

Content

1

10

Interviewer

This research aims to understand tourists’ loyiatyards
holiday destinations. The interview mainly takes fparts and
for the first part, | would like to invite you tdnare your
holiday trips took in the past five years and whgrye might
have been to twice or more and why you chose tioag& and
what the factors attracted you to do so. The skpant, we
will develop more on your attitude towards the ohedions
you have been to and may ask you to describe walinfjs
and attitude or attachment towards the places glacts
Firstly, would you please share with me where yavehbeen
in the past five years and is there is any destingtou have
been for more than once?

15

20

25

30

E14(H)

We'd prepared a brief diary and you can takath you if
you want. So we start from 2004, er...in January watvwo
Canary Islands and that'’s for holiday. And in Feloyul went
to China for business and visited Hong Kong andj&more
too and I think there should have been more forgigs we
went together in that year but because they novit damp
on the passport within the European Union andllyrean’t
remember where we have been but certainly we disite
numerous times to the Europe. 2005, we went batteto
Canary Islands, which is our favourite place folidays. And
again in April I went to China alone for busine&ad | went
to Canada on my own for business but later my jeifeed
me again we went to LAX both for business and fardays.
By the year end | went back to Hong Kong and Chigain
for business and probably you have noticed thafatlow-up
trips for business purposes. In 2006, we went tstdaand
that’s so far the first trip for skiing holidayshé&n | went to
Malaysia for business and in April we went to Prme
France; a neighbour of ours bought a house thetevanvent
together to visit them and stay with them. In Jug/went to
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35

40

Germany for business as an excuse but mainly we tivere
for the World Cup. We then went to Spain for gaifin
August. In October we went to Milan, Italy and thain
purpose is shopping. In 2007, in February, whedensgi go?
Canary; you must have noticed by now...haha.... In May
went to the USA, seriously it’s for business buthat same
time for the Master’s Golf and in October we bothnivto
Boston and New York. I should have said that | hateed in
May or June 2007, then we thought we should hareesace
different trips.

45

E14 (W)

However, my mother fell to the ground aeeded special
attention and then we discovered that we couldrttmanage
to do what we had planned so we didn’t do mucheiteng

for about half year.

50

E14(H)

However we went to so-called the first egtient trip to
Boston and New York and took the train from BosimiNew
York, which is very interesting and wonderful expace.
And in 2008 in January we went to Dubai, whichitertoo
and then we went to Mauritius and then we wentremée,
Paris, mainly for the Disneyland

55

E14(W)

Which is good since we went there with afgig also it
reminded us the trips we’d gone to Florida the BysWorld
when we were younger.

E14(H)

In 2009 we went to Bermuda and in May tdylta Rome and
in July we went to the USA to California....err Sakanica
is lovely. And this time (next week) we are goindgiubai

Is that ok?

60

Interviewer

Yes, thank you so much for the information in detan the
places where you have been visiting. Previousthén
conversation you mentioned that you went back toa@a
Island almost every year and even at the samedene and
| am wondering...

61

E14(W)

Yes, yes, | have to say that we have beemydmack to
Canary Islands for many years and mainly it is beedhe
flight is short and you can always guarantee toatliyhave
good weather and also when my husband was busyeand
really didn’t want to waste time on long flight atiee Canary
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65

is really the best choice for us to enjoy time tbge and good
weather with short flight.

E14(H)

We always went there in February because inecotland it
is always raining and always dark in the winter.

70

E14(W)

Also | might have to mention that one of mgther’s friend
got time-sharing house there and we have beenngeari
positive comments so when the quick flight is aaalé and
really we can just go without worrying long-haulijoey
really.

75

E14(H)

Besides we can have direct flight from Gtaggr Edinburgh
and we don’t go through London. If there is conaddtights
you might have to worry about missing the connechat
direct flight is easy is quick; so those aspecss yalue up; so
Canary is probably the place were we have beerogi m
frequently in the past 10 years. (10:59)

80

Interviewer

May | know why the destinations attract you to gahs?

85

E14(H)

Let's take, the USA, for example, | haverbdeere for
business reasons for several times but New Yorki€it
always a place | enjoy going back; | enjoy shoppiveye and
always feel it a great deal. Also, my wife and dayighter
had great time there for shopping and for othdvitiets,
maybe let my wife to talk about it herself.

90

95

E14(W)

Well, shopping for me might be just ok bildve the food
there, particularly the breakfast at Ritz. One wf fsiends
recommended to do so and my daughter and | tried and it
was really great and sandwich was so deliciousgd shock
how nice it could be; it was really wonderful anatiéng
experience, you know, we loved it so much. Sofadloe and
the excitement of the city. WE also like to gdtie
Broadway to see the shows, the musicals and eidmnbit.we
always came back hotel exhausted. So, that's tsorewhy
we came back the USA and also we like Californisvel.

100

E14(H)

So, after visiting New York for the firstrie, we knew what
we could expect and then the second time we platoig to
Boston first since we had never been there befodelzen
later we visited New York again. Boston was redifjerent,
wasn't it?
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E14(W)

Yes, really it is. | meant it's America aBdston got history
and universities

105

E14(H)

As New York was very flush and very in ydace; Boston
was very sophisticated and green where we can détke
miles once you get off the tourist bus and whatarht from
them is that 70% of the land of Boston today wasalky
reclaimed from the sea

110

115

E14(W)

So, from that point we could imagine thatybethe hotel
where we stayed used to be in the middle of thersagbe.
Also, it is quite interesting city; it is touristimut with history
and it is sophisticated, which | particularly feelusual for
America because it is such a new country. But westrttie
fall; we miss the turning colours, which was whé#tdught of
when we took the train passing by and heading o Xa&k.

E14(H)

Yes, but you know we did the trip 6 monthsad before the
leafs started to change the colours....haha...

120

125

E14(W)

The train journey is really wonderful andaivhat we want
to do in the future. In the past when the childreme small,
we usually arranged to go to the destination ane lfian and
then come home because they often do not wanayoost the
transportation for too long. So, we tend to doonvn... Rather
not to fly since it takes time to queue for theuség check
whereas taking a train is more relaxing; so thedimething
we really want to do more.

Interviewer

How do you usually organise the trips particulddyrevisit?
(27:38)

130

135

E14(H)

Originally, we went to travel agents andytivuld help us
get the tickets to Tenerife and progressively vaet $0
organise on our own selves. We even phoned thet twoask
whether we could reserve our accommodation priyatedt
gradually we are used to it; | meant it's very reting that
more and more budget airlines are available oryl sagy
‘small airlines’ rather than ‘budget airlines’ aalll of a sudder
that some of the airlines, particularly ‘Globesplaa$ more
routes flying from Glasgow or Edinburgh; Glasgownriere
convenient for us for sure but you know...and alsiivi
Globespan you then can start to book your own baigwell.
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140

145

150

155

The other way we tend to do is that we are custsmeRBS
and we are members of private banking and theyodgjitve
us some benefits or let’s say we can go througltréwvel
coordinator the bank cooperate with; to be horbstg is
some discount we can get from if we read throughriternet
or the brochure, for example, if the package pritets say,
1000 pounds from the brochure and if we book fromkank,
we could get it around 800 pounds and the dischasteen
done through the bank or whatever. Another areanigét do
(to book our holidays) is use the air miles. A lot$olidays
have been done with that recently since | have G0@r
miles but | never have time to use it so we hawenlgoing
through that and in fact British Airways emailedalmut one
years ago saying that we now can enjoy half aiesnivhich
means that we now can go both together but onlis @me
miles will be reduced and that’s why we are gom@tbai
next week with British Airways thought the firsine we went
there we actually flew with Emirates. Also when pl®ne
British Airways in order to book our flights by uagj the air
miles, they also ask us whether we need to boaddot not
because they can also offer us discounts on bodlotegs.

160

165

170

E14(W)

| think yes there are the three ways we lmen doing;
however, | feel very sorry that the travel ageattipularly the
one we used, is now closed. The travel agent owsnesw
retired and we have been commencing with the trageht
for many years and they know us very well and caliihys
arrange us a very nice holiday since they know wiealike
and expect. | remember that when | went to Dudisitime
purposefully to celebrate my 8irthday with a very good
friend of mine; by the way she is living in Hong i@ and |
booked the holiday through the travel agent anadyo
surprise that how nicely they organised me a reaidek
holiday with comfortable flight and luxurious hotehich was
totally beyond my imagination and expectation. Ehier
another very exceptional experience which was alganised
by the travel agent. When my husband went to HGog
for business, | guess, it must have been 10 ygar®mamore,
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175

anyway, | went there with him in order to visit rogst friend
whom [ just mentioned. The travel agent also bocakéadtel
for us overlooking the Victoria Harbour; fantastiew, really.

E14(H)

And that night we went to a restaurant,yau know what
happened to Helen and you? What's the name ofdted™h

180

E14(W)

Furama.

E14(H)

Yes, Furama; we stayed at that hotel anc:tivas a revolving
restaurant on the top of the hotel; do you knowtwéeolving
restaurant is?

185

Interviewer

Furama, the revolving restaurant? Yes, yes, | thaen there
too with my parents.

E14(H)

Yes, oh, but it was gone now.

Interviewer

Really? Oh, very sorry to hear that.

190

E14(H)

Last time | went there | found it was closedefurbish or
something but anyway it's no longer there. Anyway,
Linda (E14’s wife) tell you what had happened to lneha...

195

E14(W)

Yes, we were very excited to get up to #staurant and at
very beginning we did not notice it could move astfsince
when we sat we felt it moved quite slowly. Anywasg got
up to get our food and then we couldn’t find oumaable
since it was moving and we kept walking with foddte on
our hands but we tried to look very sophisticated tnally
we recognised our handbags and found our table.

E14(H)

It's no longer there, the hotel. Now i#furbished to be a
office building.

200

Interviewer

....Ah...lI haven’'t been back Hong Kong for a long time
guess that’s also the latest time we three wermthay as
family trip since my father rarely travelled foretpurpose of
holidays but for business.

205

210

E14(W)

The trip to Hong Kong was really wonderfuthink it is also
because we got a friend there to visit. Since meydl and
her family have been living in Hong Kong for mareays
then with her | could see Hong Kong from different
perspectives; we have been able to go somewhetedhle
people would go rather than places purposefullydarists,
for example, some little lines with many streetders. It
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was quite a wonderful journey | have had and llyaahnt to
go back to Hong Kong someday.

E14(H)

Remember? You also had Mongolian BBQ tlasrevell.

215

E14(W)

Oh, yes, that's also something | have neeen before; it
took some moment for me to understand how the BBQ
worked since | never saw such a huge stove and huge
chopsticks; also raw food displayed in front of me.

E14(H)

So many different food in Hong Kong; nottj@sottish or
Italian, you know.

220

E14(W)

Yes, really a lovely journey; | did epjihat.

225

E14(H)

So, that’s go back to the trips to the USAhave been to
New York and you have been to New York, we bothehagen
to New York and then we have been to Boston togethé
then we went to California together, which wasltgta
different journey. | meant we visited Santa Moracal Los
Angles and those people walking on the streetsatifd@nia
are so different from people we met in New YorkBoiston.
It's a huge country where we went and found theycarite
different.

230

E14(W)

| heard that there is only small amountedgle, like 10% of
Americans, have passports. And it’'s not surprisiagause
they could just stay at home and just travel withieir own
country and see different things...

235

E14(H)

I meant if they want to have a trip to Tefeein the winter
they just have to go to Florida; | guess the nundbéourists
must be doubled in Florida in the winter, you know.

E14(W)

| really would like to see more aspects ofekica but you
know not the tourists destinations.

240

245

E14(H)

And again, we were quite happy about theises in
America. We had stayed in a super branded hotgairta
Monica and one day when we watched the TV seriegthBrs
and Sisters, and found it showed the hotel we leaa o and
| exclaimed to my wife saying ‘hey, see; we hadrbiaere;
we had been there. | meant you can immediatelgimea
that you have been there drinking in front of th@g@ama
window facing the ocean.
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250

255

E14(W)

Yes, that's quite extraordinary; we had beemany beach
holidays and really that’s something we found very
exceptional. Remember, we even walked along thehbea
there. | think we changed too. In the past, weaweore in a
rush on holidays and tried to see as many as pessithe
holiday and now we could slow down a little bit ssek more
of the country. And | am quite surprised that wehe past,
had been able to visit places around us; | mearitaglenever
been to Barcelona or Madrid ...and | hope we can drerof
that in the future. Have you been to a place cdledjes?

Interviewer

No, | have never been there but know the name andlse
city from a movie. | really would like to visit gomeday.

260

E14(W)

Bruges, which is absolutely outstandingtnadfic is allowed
and you can only walk along the city, which | lovdt’s a
beautiful place; old, beautiful, small, wonderfahd relaxing
atmosphere. Very nice indeed.

265

Interviewer

May | know beyond these recent five-year time spauy,
destination or any country you have been payingsitsvand
now no longer going back?

270

E14(H)

Not really. | meant we have been to manggddor more
than once and still want to get back someday kallyréhere
are so many places to visit and we don’t thinkehera place
which we’d not want to go back. Linda (E14’s wife)
sometimes says that ‘what if the revisit is nogasd as the
first time memory?’

275

280

E14(W)

For me, holidays are about memories. When we go | a
always sit with my family; | used to call it ‘Decdu@r
moment’; we took photos on holidays and when igc@mber
| take the albums out and see those photos and reEmo
those warmth...laughter, you know. They used toHaatgy
me but now they’d remind me ‘Oh, Mom, it's now Dedeer
moment and why not take out those albums and see th
through?’ Since it’s cold here in December, redhg
albums remind me of that moment when we enjoyedlsns,
warmth, and being together as a family. | meanenjey
those holidays, for example, to Tenerife with fanilt also |
enjoy travel and if possible | prefer to traveliéierent places
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285

where | have never been, so that’s get back to goastion,
so if possible, | really want to see as many plasese can
and to experience so many different things; sbgtdair, |
have to say that we like to try something diffeneiher
than....you know; hopefully we would like to visit meo
places since there are still so much to do.

290

E14(H)

Except for Tenerife, there is no destinatidrere we regularly
revisit, really. (47:44)

Interviewer

Thank you and now shall we move to the secondqfdite
interview? How would you describe your feelingsSTemerife?

295

E14(W)

| would say not for the Tenerife itself, whiis nice is not
supplicated food is not always beyond our standargurely
convenient and warm at that time of year for usd &rere are
other places where the food the scenery and alevesy
aspect is much superior to Tenerife.

300

305

E14(H)

Maybe we can day that Tenerife is more tike second
holiday not the main holiday. So you’'d tend to sayll do
that again; but when you ask ‘when and where avegging
for the main holiday next year?’ We don’t know yi&& nice
for us to go to Tenerife in January or in Februarg;probably
can answer that very confidently but as for theminaliday,
no...

310

E14(W)

Tenerife is more like a place with easy ascghere we can
go during warm days, particularly good weather ggarlike a
guarantee and again we don’t need to worry abowj-faul
flight. 1think it might be very difficult for uso compare
Tenerife with elsewhere because it’s just far toovenient
for us to go there.

315

320

E14(H)

Sometimes you go on holidays, you are rigialing your all
attention; maybe 2 or 3 days ahead, you just ptimmeesort
and confirm the flight and then go whereas for some
destinations or the main holidays, it takes you&sdime to
gather some information and read it before yout stér
Tenerife is not that kind of place; | can now eveualise the
airport, and | know we may check in which hotel &wven in
which hotel bar where we used to go; so it's very

familiar ...it's in a very comforting way.
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Interviewer

If it is asked for you to pick up one destinatiohexe you feel
you strongly attached to or have more emotionglaeses to,
where it will be?

325

330

335

E14(H)

The one for me, | think it will be Bermudadause the
association was a celebration of we been goingutiirdnard
time on business. The American came to help ug,(B1
it's around the period when we visit New York; thlbse trips
to the USA in some way associated with businessvas
really a very stressful time for us. It was a halidvhen |
knew that finally for the family we could go formalidays
together and enjoy something different all togetat also it
was a trip that | could feel that everything wasuse, | meant
financially. And particularly at that time we eveonsidered
to sell this house and of course at the end wetdidmwe to; so
there are many reasons for me to particularly aastothat
holiday to Bermuda.

340

E14(W)

For me it was a trip that | went with my dater because it
was independent trip and we did have great timewvnein you
(to her husband) talked about that trip, yes,khifeel you.
(so, she let her husband continued the story.)

E14 (H)

It was again a very luxurious five stardiof\t that time my
son just started to learn how to swim; at beginniegfelt
very nervous and always kept an eye on him whertevevras
in the swimming pool.

345

350

E14(W)

Yes, it's more like a milestone for him; aek later he could
swim very well and our tension reduced. Howeveratwh
impressed me was actually a day trip out of thertesthink
it's St. George’s? Anyway, one day we left the reaad went
to a market there and | was terrified (tone chahgedee
what people wore were quite ragged...you know we just
wanted to go there to be happy and as soon aseghicsv
big contrast the two worlds are, inside the reand outside
the resort...you feel...

355

E14(H)

It was not that nasty it just makes youhiok what the
holiday is in another real face; people say it'snonal to have
5-star hotels on poor islands; however, it’s the-star hotels
bring in money and take off the islands, such atsgiya or
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360

Mauritius, you’d think ‘oh, this is quite poor areand later
you know ‘ok, now | am officiallyn the tourist destination.’
You know what | meant. I think there will be mom®blems if
people (referring to tourists) don’t go there. ight be
generating the situation...

365

E14(W)

Well, yes, they can be employed and gragiuléy might be
have a better life...you know, it's good and bad ..Asdjqua
for me and Bermuda for you (to her husband); howekiey
are still associated with the children and famigether. We
now try to enjoy ourselves more and no longer sented by
the kids.

370

Interviewer

Do you find the destinations you go might be défarif you
go with children or on your own?

375

380

E14(H)

Yes, | think so. Most of the holidays, taeily holidays,
tend to be beach holidays. (E14, W: and we lookHirgs or
activities we’d enjoy.) For example, the three-weeklorida
was classic; we went there about 8 years ago tlatala and
there was one week in Disneyland (Disney World} tweeks
in St. Petersburg (E14, W: well, two weeks for wesewoo
long but children loved it so it was still a wonfigvacation.)
And so now we are looking for different things aslitiays.
For example, the trip to Bermuda was different. tiaigh
stayed at resort by the beach, we walked and walkelt] it
was a nice hotel but we didn’t just stay insidenstead we
went out to the town and to walk ...you know not timatch
about the children and more focus on what we aszasted
in doing.

385

390

E14(W)

When you asked if there is anyplace we wagb back to
revisit, | were thinking of Menorca, where we wéort
honeymoon. We went there and it was wonderful asdiwe
expected it to be wonderful but you know the pugrass
different; and | remembered that we went to a pamdi we saf
on the bank of the pond, we patted our feet instaer and sq
many fish swimming under it and for the second timeewent
back there that would be 10 or 12 years later when
children travelled with us and we took the childterthose
places where we had been to before and | even shitheen
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395

400

the photos we took before we actually went thetdowever,
as soon as we arrived Menorca, we saw lots of imgigdbuilt
up during these years and it was awful; all dicgyr, and
trucks, (E14, H: they were still developing; hugeocaint of
development) It was in the dock area which wasrstiyp
before and it was such a disappointment.

E14(H)

There is a place called American Bar, wivegaused to go
everyday and hung in there for coffee or a drint go there
for a walk; it was lovely even you have to queubawe a
bite...

405

410

E14(W)

It didn’t make my argument a bit strongeattham not going
back to somewhere or to see different parts ofvibd.
Because | think you have wonderful memory and exséme
time you might also have disappointment when yobayk
and found it changed so much and then you saidlgai
want to memorise that negative part; also, | gifegsu go
back to a place very regularly, you probably wagtice the
development that much and because we had a tinmeasyha
then we notice the huge differences and therefaeetis
disappointment.

415

Interviewer

How would you describe your feelings towards Scutlas
seeing it as motherland, as seeing yourself aszamihere?

420

425

E14(W)

| am absolutely Scottish; toe to toe; thimagd through. But
in the past ten years, | am concerning and woatlemit the
changing not for the good, | am afraid, politicadkysocially.
However, | am completely patriotic. When we goosiat,
when | hear the bagpipe | can feel my tears amd sa
Scottish; not British but Scottish; and | am veryain
Scottish. | bet you'll agree with that; whole hetarbleed,
tartan, and all of these and yet we are not corisigi¢o move
to England. (E14, H: well, what Lisa meant is bessaony
daughter is now in London and she will probably carne
back.) Sad to say this, it is because there ismgih
Scotland to offer her and then she needs to woBagiand.
However, we don’t mind travel to visit her.

430

E14(H)

| think....in your life there is always somieidp you need to
try; and this is a chapter for us now not for tiaskAnd | am
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435

440

445

originally from Edinburgh; so we don't like the wbar here
getting in the winter; definitely. In the last fiyears,
definitely. So we were thinking of moving to sontexe.
After coming back to Scotland for these time, wieNyas
because in most of my life, | worked for (in) Engla So, |
don’t have problem, | meant, | am Scottish as @&et | am
proud of it but | recognise you can’t always do Wwau want
to do forever in Scotland and it’s typical one god may
have seen it that | travelled a lot and etc. 8onk | am
well-balanced. But if we are moving. Probably wstill go
back to Edinburgh. But if we really do move now, ln@ove
for weather and you better move down south becausd
get more chances of better weather. And anothgsros
that | am keen at some point of time, maybe not, fo |
once thought of staying here and buying a property
somewhere...like in Portugal or Spain. But that bsing
other challenges and problems as well. Travel makes
difficulty; flight is difficult.

450

455

E14(W)

It’s really tricky; | meant we really ward tlo something and
then we can remain content remain to be happy itifetand
we try to do so many things on that. And to hapeaperty
overseas makes traffic difficult or the environmisnglightly
different and unfamiliar or contrast for us ...ss itard. But
| specially feel comfortable to have home in Scudlavhen |
think of businesses, or socially, health servicet all these
are becoming more important for us at the age...

460

465

E14(H)

As if | become more critical to Scotlandhet than golf,
which is major tourist attraction, | don’t feel $tsh
mentality recognise the importance of first-claswige to
support tourist industry. America will give you thalthough
in times it feels insincere. Places with best smwviand we’ll
test it again next week for me is Dubai. Not beeaafsDubai
born people are giving it but the leader of Dubz@sl They
realise that the oil will disappear at some poimd then they
need to make major attractions; | meant we werkihgp
forward to go back because last time when we wereetthe
hotel was just been under development and thelyrgat the
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470

concept and processes of first class services whdib
people who give you the services are from the Biiies, or
Malaysia, Singapore, or India; they got it and thase it; it's
really top services. | don't think Scotland undainsl
because they don't sufficiently aware of that Suowdl have to
be first-rated to attract tourists.

475

480

E14(W)

That'’s sad; if you go to any part of the lda@nd even at any
corner, you'll find someone from Scotland. We sderhe a
country to ‘export’ people sometimes | even wondbkether
it is because Scotland is so bad?! | meant weyrgall so
much to offer, beautiful scenery, very friendly ptxn we are
very approachable, and easy to go with and evenythind |
really don’t understand why tourist destinationamigation
do not understand it, you know?

485

490

E14(H)

| don't think the weather is great; | mekudinburgh is really
developed itself for the tattoo; | meant when weengunger,
originally the tattoo we go for 2 weeks and thétand now
it's expanded to 8 weeks. (E14, W, continuing sgynd
some voice overlapped with her husband: ....it akdrac
many tourists....and now it's completely internatioenent.)
And now they have to turn people away; they haveno
away the tourists from all over the world becaumsetickets
are so easily sold out. So they understood madkéself as a
provider for that element

495

E14(W)

| think when you got this done; you shoukysand help us tg
market Scotland. | meant we need somebody whotis n
Scottish to do this job; we have English people the tourist
board and it’s still very 1960’s, you know they banoved on
so slowly and | think we need tourists in Scotlamdhake a
huge difference.

500

505

E14(H)

| think people sometimes tend to be feekeoheasily; take
my working environment for example, when | wad stil
working, | found people notice the problem and ttrezy
claim to solve it or improve it and they did suatead then
they feel content and stop progressing. And | thimkappens
in many different industries as well that peoplevri@ave to
have or develop a longer vision, particularly irblbci
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services, it's continuous improvement you have &kenand
also benchmark the best. In each industry, peaple a
competing with each other, you know.

510

Interviewer

If you now compare your feelings to Scotland andryo
feelings to destinations, how would you descrilee th
differences or similarities?

515

E14(H)

If I were not Scottish, I'd say that the isegy the cultures,
including bagpipe or tartan, attract me to be aistsihere.
However, when | left Scotland for my first job, bwldn’t say
that | have that stronger emotional attachmentltbefinitely
have to go back to Scotland someday. However, wieeare
on holidays, | don’t think that I'd go to any plasich is
similar to Scotland; we look for different culturesfferent
lifestyle and different temperature, is that...

520

525

E14(W)

| think in the past we’d like to visit thenry best or biggest of
the most famous tourist attractions and we had hbéénto do
that in the past decades and now | look forwardioto
something in-depth, you know, to see how peopkeilivtheir
country and how people do things there, that doctithural
aspects.

530

E14(H)

Yes, and more city breaks to European c@aswhere we
hadn’t been able to visit in the past 10 or 20 yebor
example, | have never been to Barcelona; so mayaySor
4 days in Barcelona, you know more short-haul amatibn
holidays. | have never been to Madrid or Prague,.stib
many places to visit and now in different travettgans, |
guess.

Interviewer

How overseas holidays may impact your daily life?

535

E14(W)

Hmm, | think not that much or big. | guelsre is little thing;
when we were abroad, we always look forward talifferent
food or cuisine and when we came back I'll tryeecreate it;
we even bought some authentic ingredients in tba& lo
markets and wanted to try it at home. So | supplustone
thing travel may impact on me.

540

E14(H)

| think for me....going to other places reagroés my decisior
of not moving to other place. | meant we are yefttune
to be able to travel and yes we are able to moantost
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545

everywhere we want to go, no matter where is imEigligh or
Portugal or somewhere else; however, we or | nodersiand
that we don’t have to move out or to any placenjolife in
which we want to have.

550

E14(W)

Oh, yes, there is another thing that is wiverare on holidays
and there is always a timing coming up and attihahg I'd
feel that | want to go home. Even though the hglida
wonderful there is always a timing you can’t waitgo back
home, to be home.

555

E14(H)

It doesn’t mean that you don’t appreciatevbft you got;
well, it probably mean that you got something ddfg when
you're on holidays and you sometimes want to @allf stop
and feel like coming home.

Interviewer

How would you describe your feelings towards desion
may increase or enhance overtime upon revisits?

E14(W)

| think you do feel stronger to a place wigen revisit a place
for coupe of times.

560

565

570

E14(H)

Well, Tenerife is a quite small place; nddigisland at all.
Therefore there is not dramatic variety that yoghnhthink of
and we feel comfortable to go back to the sameepdaa feel
eased. Unlike the America, which is huge, and g@ay
you go back to Florida, Boston, New York, we allédhem,
however at the same time these places are veeyeiiff from
one another. Probably for me now at the stagevirit back
to the States, I think I will visit some other pta¢c maybe still
Florida but not so desperately to go back to NevkYb
wouldn’t so desperately go back to Santa Monica or
California even though they were lovely and | lokrese
places. It’s just too huge and so many placesdib when
there is opportunity coming up.

575

E14(W)

For me, very similar to Jim; if there is @pfunity, | think |
will visit some national parks where we have neyegn to
before. What is good or change now for us is nowdaet
have children and we can do more activities we tow#o or
want to do; so from the point of view from traveltigrns, we
now try to do things we don’t used to.

E14(H)

Let’'s get back to your question, whethetaze if you revisit,
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580

585

the feeling is enhanced. | suppose the Americakyow
you will find something good something you find ggant
there and the things about Tenerife, the enhanceisien
probably reliability; we know where we are going kreow
what kind of holiday life it will be and we knowetstandard
and we know what to expect and

590

E14(W)

| think Tenerife is more recharging; you tnesometimes we
just go there for a week and do nothing excepwalking,
swimming, and relaxing. | think Tenerife is a placeavhich
we re-energise us while when we are on holidayseriJSA,
for example, it's more like adventure.

Interviewer

Thank you so much; that’s the end of the interview.
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Appendix 6

Fieldwork Note Sample

Today is really not my day. An interviewee stood op. What's ridiculous is we
communicated with each other by means of emailnmver found it necessary to
leave landline or mobile phone numbers to eachroth@ certainly had left since |
emailed her my interview schedule description aad with numbers on it but
anyway...that's the case.) Having had noting talfulie morning time, | strolled
around the town and dined in a local restauranighvis really something luxury for
me (as an international student here in the UK)can't deny that food is something
to cheer up a person when s/he is in bad moodfactnl had new interview
opportunity when | dined in the restaurant. | @etinterviewee whom |
interviewed a few days ago and | greeted her aadrdfoduced me to her friends
whom she had lunch together and here | had anttloenew contacts for interviews.
Hooray! That's unexpected encounters, which maedappy; however, what
happened in the afternoon might not be as goodapdcted.

E16 was introduced by another interviewee with whdrad done the interview. |
assume that interviewee must have told her (El®efiung | asked about during the
interview and in that case, E16 came with prepamati It sounded great when
someone came with preparation; however, the irgervat least at the very
beginning, did not work out very well since E16igted on talking about what she
prepared and kind of avoided of talking or answgerimat | asked. Basically, she
only talked to me about a cruise she just had atig only one trip rather than her
own travelling experiences. | tried to lead hetai® to something else by asking
‘besides this cruise, have you been to other camsitor holidays in the past five
years?’ She constantly replied ‘yes, but don’t want to know my cruise
experience? Does it fit in your research?’ Andthasked ‘would you please also
share with me your other experiences?’ Puzzledlsshed at me and kept asking
me ‘but don’t you want to know my cruise experieticel must have been too
stubborn for the first 5 minutes and thought of, ‘nb....what can | do to invite her
to talk about something else rather than just amglescruise trip?’

Really, the situation made me feel that | was ‘kémtby a ghost.’ (A phrase in my
language, which means a person goes no wheredyudtsthe same position even
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though s/he tries to move forward.)

Ok, good! If she only wanted to talk about the seyiit's better to let her talk about it
first. All of a sudden, | let her go all the wayeswanted to tell me about the cruise.
| jumped to and fro on the interview schedule to lzer feelings towards this
particular cruise experience. There must be areaty she wanted so much to
talk about the cruise experience. And then | sveitchack to ask her about her other
experiences on holidays and | found she does g@mg back to the same village in
Spain annually and she has great reasons for &éhdtttbo. However, she talks
about cruise is because she tended to feel diffeosehese two types of holidays.
She perceived more like going back to a placeHime (because her son worked
there) in Spain and perceived ‘truly for holidaysien she went cruise. Besides
she felt excitement and experienced somethinglyatalv during the cruise. Staying
in the small village in Spain with family makes lieel more like ‘enjoy life’ rather
than ‘enjoy scenery or tourists attractions.” Timakes differences, which may be
one of the explanations why she was so eager te shith me her cruise trip even
though she loves and expects to get back to tregeilin Spain for repeated visit too.
The interview went much more smoothly after lettireg sharing her cruise
experience first. The tension between us disappearShe got so nervous when |
invited her to share something else except focthese without letting her finishing
what she wanted to say at the very beginning. It Etestressed and disappointed
when she avoided of sharing other information withtoo. My stress actually
doubled due to what had happened to me in the mgrnil so badly wanted to juice
her experience out since | worried about the nuroberterviewees | could recruit.

| certainly did not want to lose any opportunityBitter, anger, anxiety and sourness
almost drowned me. | kept reminding me that | haveslax and let the bad
emotional impacts go away; otherwise | would tgtatirew up this interview
opportunity and seek another new interviewee af @gain, which, of course, is
enormously difficult for an overseas student. iealdrly | am targeting at people
aged 50 and over, whom | certainly rarely have netw (I even doubted whether it
would be easier if | were a native?)

I hold myself back from being more depressed axibas and then the first thing |
had to do is relax my facial muscles. | must kéal very serious and mean when
| was stressed, which definitely impacted how titerviewee feels and sees me and
of course influenced her ease of releasing hernmdition to me. Soon the
interview caught up on back to the right tone amdkept rolling the conversation.
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What amazed me is that she (and not just her icidally) sees me as a new friend
she makes and suggested that we should have dinherch sometimes together
(with the interviewee who introduced her to me).heatmosphere changed for sure
when | put away my unnecessary tension and easetéreiew situation.
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Appendix 7

Research Diary Sample

November 11, 2009
Practical issues or personal conditions may befunential obstruction preventing
interviewees’ travelling plans.

So far, | have successfully interviewed 27 caseartdrom time and money issues,
another most-frequently mentioned restraint istheal

For those who are still practicing their professimnemployment), time or spare
time for traveling is the condition they have targmomise when planning a trip.
E18, for example, he repeatedly mentioned thaivbik commitment did not allow
him to have a longer vacation. Thus, his choicedimited within the European
countries. For those who are elder or who areegaff from illness, health
condition is the constraint. E17 is in her latés58he is young amongst my
interviewees but she has been ill for many yea&he is too weak to take long-haul
flight and holiday. She had habit visiting the U&#d she cannot now, which
saddens her.

E25 is another younger interviewee; according o, tis wife is not in very good
health condition, which also prevents them takongglholiday. E19, aged 70’s
something, used to be very energetic and he clathregche had been to over 80
countries in the world. He now is forced to slogwah owing to a heart attack
struck him recently.

Today’s case E27 reminded me of my grandmothere iShged 72; she keeps
mentioning the concern of age and life length, Wwhiakes her physical body feel
pressed to travel, especially long-haul journeysd a@rthe same time encourages her
to travel more while she still can. Again, thegse of her trips is to visit friends
and relatives living overseas but that’s for nowuring the interview, she shared
her walking/hiking holidays in the high mountairfd\epal in her late 60’'s. She
might be getting old physically but definitely shas a young heart.

In fact, she is still very energetic. She devdtesstime on charity activities and
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travelling. When she doesn’t travel, she helpgiaapped children to do exercise,
church events, and regular funding raising (forthpurposes) activities.

She does remind me of my dear grandmother who pasgay many years ago. |
can’t help thinking if my grandmother could be merergetic and engaged in many
activities, she wouldn’t die in such a young agsglthan 70). Surely, different
lifestyle and philosophy, | am afraid, in the westand eastern society.
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