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This research was conducted to investigate the multi factor process to create
positive Word-of-Mouth communication in connection for improved destination
branding. Destination brand personality and tourism services have a significant role
in the domain of destination marketing. Although the concept of brand personality
has been brought from the domain of tangible product marketing but it has an
equally important role in tourism marketing as well. In the present study the author
has proposed a structural framework that depicts the interrelationship among brand
personality and tourism services the resultant overall satisfaction from destination
brand experience; which in turn leads generate WOM communication- the most
effective tool for tourism. The research was conducted with 406 Indian tourists
sample collected from different parts of India. A structural equation modeling has
been done to validate the proposed model. The outcome of this research paper
should enable destination marketers and tourism brand managers to get a new
direction in their thought, the outcome would also be helping further researchers to
think in this direction.

Keywords: Destination branding, Destination personality, Brand experience &
satisfaction, Tourism services, Word-of-Mouth communication

INTRODUCTION
Travel and tourism  is one of the world’s leading industries, or
economic sectors, representing a major source of GDP, employment,
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exports and taxes (WTTC, 2014). UNWTO-Highlights (2015) has
publicized that International tourist arrivals increased by 4.4% in 2015 and
contributing 9% of world GDP. Pike (2009) detected that 70% of
worldwide travellers visit only 10 countries and the remaining countries are
struggling to attract the outstanding 30% of total international arrivals
(Morgan et al., 2003). This has led destination marketers to attempt to
differentiate their destinations from the competition through branding.
When a prospective tourist plans for destination he or she considers many
factors which are part of overall Service Expectations (Briggs ef al.,2007;
Dedeoglu et al.,2015) , Service Quality (Murphy et al.,2007), Logistic and
Communication(WTO,2007; Musa and Adamu ,2011), uniqueness of the
destination (Xia et al.,2009) , destination cultural background (Clarke,2013;
Dolzhikova-Polishchuk, 2014),quality of food & beverages(Mak et al.,2012
) and hospitality and accommodations (Ip et al., 2011) etc. That is why the
destination personality (Ekinci & Hosany, 2006; Murphy et al., 2007) has
become an important construct of tourism marketing. Destination image
related studies (Pike,2002; Ekinci & Hosany, 2006;) have demonstrated that
positive destination images and attributes have the pull capacity (Prayag et
al.,2011; Kassean, 2013; Morrison, 2013) to attract the potential tourists.
This research has used empirical data to propose an original and innovative
framework within which three parameters, namely destination brand
personality, tourism services and destination brand experience, together
influence Word-of-Mouth (WOM) communication. Subsequently, the study
investigates the process to create positive WOM communication in
connection with destination branding in Indian context.

LITERATURE REVIEW AND CONSTRUCT OF THE HYPOTHESIS

In the current research, we have collected a set of destination
personality dimensions from previous research work that seemed to be
relevant to the potential characters of Indian tourist destinations, such
dimensions have been chosen from previous international research work on
brand personality (Phau and Lau, 2000; Sung and Tinkham, 2005) image
attributes (Hosany et al., 2006; Stylidis et al., 2014). The factor representing
in each dimension were selected to be applicable to a tourism destination of
India , including uniqueness and adventure association with the place
(different, new, rugged, tough, strong, innovative), natural beauty
(amiable, friendly, pleasant), attractiveness of the place (elegant,
glamorous, sophisticated), local artefact (reliable, dependable, well -made),
lively (daring, spirited, lively) and cultural element along with local
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people’s attitude (authentic, genuine, real) and pleasant weather (serene,
tranquil, calm).

Destination attributes and tourists’ satisfaction

Successful destinations have some important attributes such as Natural
Attractions (e.g. mountains, lakes, beaches) (Reynisdottir et al.,
2008;Weidenfeld et al,2010), destination cultural background
(Clarke,2013 Dolzhikova-Polishchuk,2014;), ancillary services
complementary to primary tourism service (e.g. health care, post and
telecommunication) (Ekinci et al ., 2006; Dedeoglu et al,2015),
attractiveness (Prayag et a/ 2011), uniqueness of the destination (Xia et
al.,2009) information about the destination and its image& uniqueness
(Hosany et al., 2006; Stylidis et al., 2014). Activities and play (e.g. hiking,
swimming, and skiing) and passive ones (e.g. sun bathing, wellness),
logistic support (WTO, 2007; Musa and Adamu, 2011), Safety (Moutinho,
2000; Harper, 2006), quality of food & beverages (Mak et al., 2012) and
hospitality and accommodations (Ip et al., 2011). Brand experience and
satisfaction for tourism has been explained in different literature in different
ways. But some points are very important, those are: exploring new things,
pleasure and fun (Williams, 2006; Weaver, 2011), involving with Nature
oriented activities (Mclntosh and Siggs, 2005), fulfilment of expectation
(Xia et al., 2009), value addition (McIntosh and Siggs, 2005), peace and
relaxation (Mahika,2011), experimentation and activities (Richards, G.,
Wilson, J., 2003). Previous studies have been able to establish a significant
and positive association in between tourism relation satisfaction and
destination image (Chen & Tsai, 2007; Maria, 2014; Xia et al., 2009).
Satisfaction is recognized as one of the key judgments that tourists use to
measure tourism services. Future tourism service buying intentions are very
closely connected with destination brand experience and satisfaction (Maria,
2014; Yang et al., 2015). The Destination Brand Experience will result into
brand recall and advocacy (Abdelhamied, 2013; Kouthouris and Alexandris,
2005).

Word-of mouth (WOM) communication at tourism marketing domain

Consumer purchase decision is very much influenced by information
sourced from WOM and the importance of WOM is increasing in leaps and
bounds in the tourism sector too. According to the Keller Fay Group (2006),
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3.4 billion conversations about brands take place every day. These
conversations have a fabulous impact on behaviour of the buyers.
Researchers have established that the impact of WOM communications is
huge in the consumer community, nearly 70% of all purchase decisions
(Balter, 2008) is supported with WOM communications, and this has
become one of the primary driving force in two/thirds of all global
businesses (Dye, 2000). Word-of-mouth (WOM) communication in the age
of digitalized environment is the combination of traditional WOM and
internet based social networking and communication through online
communities. Electronic Word-of-Mouth (e-WOM) and online reviews have
also become the significant part of brand communication and that is
becoming so popular in the field of marketing (Goldsmith, 2006; Hasegawa,
2014).

No search of a tourist destination starts from the blue; it is always
presided by information from a friend, family or the like. Studies on WOM
are plenty, but how to increase the positive force of this WOM in tourism is
indeed very scarce. The present study is an effort to fulfil this gap.

Although the aforesaid studies tried to investigate the different
perspectives and dimensions of destination branding, destination image
(Hosany et al., 2006, 2007; Kotler & Gertner, 2004) destination brand
selection behaviour (Abdelhamied, 2013; Konecnik & Gartner, 2007,
Brakus et al.,2009) and destination brand personality (Ekinci & Hosany,
2006; Murphy et al,2007) but there is less emphasis on intergraded
framework.

In existing studies there are fewer evidences relating to the impact of
WOM on destination brand selection behaviour (Ye et al., 2011; Jalilvand et
al., 2012). Few recent studies (Pike,2005; Ekinci et al.,2006; Hosany et
al.,2006; Zhu et al.,2009; Goyette et al.,2010; Saraniemi, 2010; Gartner et
al., 2011; Qu et al.,2011; Garcia et al.,2012; Sotiriadis et al.,2013; Pike et
al.,2014, Gomez et al., 2015) have tried to explore the various dimensions
relating to tourism destination branding, destination personality and the
effect of WOM in tourism destination brand selection behaviour in an
unintegrated manner. But evidences in the tourism marketing literature
regarding, what actually leads to generate the voluntary positive WOM
communication in the context of destination branding is remains scarce.
This study wishes to explore the process of stimulating voluntary WOM
communication for branding a tourist destination in the Indian context.

This gap has inspired us to develop the objective of the research:

The present paper wishes to propose a comprehensive model by finding the
inter-related connection among Destination Brand Personality, Destination
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Brand Experience, Tourism service; and their sum-total combined effect on
generating Word-of-Mouth communication. This paper also wishes to give
the overall perspective of how to generate a positive WOM for better tourist
destination branding.

Research Hypotheses

Hypotheses 1: Tourism services and destination brand personality are
positively related.

Hypotheses 2: Tourism services will have a positive impact on Satisfaction
from Destination Brand Experience.

Hypotheses 3: Destination brand personality will have a positive impact on
Satisfaction from Destination Brand Experience.

Hypotheses 4: Satisfaction from Destination Brand Experience will have a
positive impact on WOM communication.

Figure 1. Proposed Hypotheses-based Model
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METHODS

The present research is based on exhaustive literature review in finding
the components directly and indirectly related to the proposed model. The
research is based on empirical data, the population of this study is composed
of all Indian tourists of age 18 years and above who participate in visiting
different destinations for tourism purpose at least once a year. In this present
study we have gathered the basic consumer contacts related data from the
Indian and the international tour operators who are working in India, which
has helped us to create a sizeable database of 4752 Indian tourists. 600
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potential tourists were randomly selected from our harvested tourist’s
database by using the random number table. Sample responses were
constructed using effective Web survey design (Dillman et al., 2001; Porter
et al., 2003) by using a list-based sampling frame (Dominelli, 2003; Fahmy
et al., 2005). A structured online questionnaire (as prescribed by Dillman et
al., 2001) has been used as the tools of data collection. The entire data were
collected in between May 16™ to July 22 2016. The responses were
recorded using five-point Likert (1- completely Disagree, 5 — Completely
Agree). In this process of data collection 406 valid samples were collected/
received across India covering both the tourists segments, first Indian
tourists who visited international destinations along with domestic
destinations and second the Indian tourists who visited only the domestic
destinations of the tourist segments (The distribution of sample: 185 Indian
tourists visited international destinations along with domestic destinations
and 221 Indian tourists visited only the domestic destinations, mean age =
34.7 years, female =28.6 percent, average income=38,500 in Indian Rupees,
average per-capita-per year tourists spending =26,800 in Indian Rupees ,
more than 68 percent of the tourist responders were graduate). The results of
Confirmatory Factor Analysis (CFA) have demonstrated the data fit related
to the proposed model of the current research (covariance within constructs:
e.g. Hair et al., 2008). The sample size of the present research is meeting the
basic criteria for CFA (Hair et al., 2008). All factor loadings were having
higher value (0.60 and above, Hair et al., 2008) and are significant at the
0.001 level indicating convergent validity (Kline, 2005; Anderson and
Gerbing, 1988). The current research has been very much particular about
the test of reliability and validity. The structural equation modeling was
done to assess the hypothesized model using IBM SPSS AMOS (version-
20.0), one step approaches and the method of estimation was maximum
likelihood estimation (Ladhari, 2007) which is expected to be robust.

RESULTS AND DISCUSSION
Structural equation modeling procedures

Structural model comprises of set of dependence associations
involving the constructs in the proposed model. The hypothesized model
projected the direct combined impacts of Destination Brand Personality
(DBP) and Tourism Services (TS) on Satisfaction from Destination Brand
Experience (SDBE), which, in turn effect in generating WOM. Present
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researches have tried to validate the proposed model strongly with CFA
outcomes; we have considered 24 independent variables or items. Each
factor or the dimensions had a minimum of three items and maintained the
minimum requirement for structural equation modeling (Hair et al., 2008).
The proposed structural equation modeling was tested (with AMOS, version
— 20) using covariance matrix of the relevant indicators as input with
maximum likelihood estimation method. All item loadings were having
higher value (0.50 and above, Hair et al., 2008) and are significant at the
0.001 level indicating convergent validity (Kline, 2005; Anderson and
Gerbing, 1988). The significance of the influences on WOM
communication was assessed through #-test and p-values. The outcomes
revealed significant positive impacts parting to the proposed model (Table-
3). Statistical outcomes have demonstrated that there is a positive
correlation in between Tourism Services (TS) and Destination Brand
Personality (DBP) (Path Coefficient =0.84, t = 6.769, p-value < 0.05),
Tourism Services (TS) is having a positive impact on Satisfaction from
Destination Brand Experience (SDBE), (Path Coefficient = 0.35, t = 2.464,
p-value < 0.01). The result has established that Destination Brand
Personality (DBP) is positively influencing Satisfaction from Destination
Brand Experience (SDBE), (Path Coefficient =0.67, ¢t = 3.877, p-value <
0.05). The result has finally demonstrated significant positive impact of
Satisfaction from Destination Brand Experience (SDBE) on WOM
generation (Path Coefficient =0.84, ¢ = 3.40, p-value < 0.05)

Goodness-of-Fit Indexes for Measurement Model

The model fit indices also provide a reasonable model fit for the
structural model. Chi-square statistic is 763.579 (Probability level=.000),
2/ d. f. is 2.207, The Normed Fit Index (NFI), Relative Fit Index (RFI),
Comparative Fit index (CFI), Tucker Lewis Index (TLI), Goodness of Fit
Index(GFI) and Adjusted Goodness of Fit Index (AGFI) are 0.818, 0.916,
0.953 0.892, 0.857, 0.828 respectively. RMSEA 1is 0.064 and the PCLOSE
is 0.002 Hence it is concluded that the proposed research model fits the
data reasonably (Crowley and Fan, 1997; Kline, 2005).

Normality and Reliability analysis

To achieve higher degree of multivariate normality, maximum
likelihood estimation (Ladhari, 2007; Hayes, 1999) has been used in the
data analysis process which is claimed to be robust (Ladhari, 2007)
situations. From Table-1 it is evident all item loadings were having higher
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value (0.50 and above, Hair et al., 2008) and are significant at the 0.001
level indicating convergent validity (Kline, 2005; Anderson and Gerbing,
1988). From Table-1 it is also evident that all Cronbach’s a coefficients of
the construct met the minimum level of 0.60 (Fornell and Larker, 1981; Hair
et al., 2008) which is confirming the reliability of the model dimensions.

Table 1. Measurement Model Fit Indices

Standardised

Items Item Cronbach’s Alpha
Loading
Attractiveness of the place 0.753 Destination Brand Personality (DBP)
Weather 0.729 0.749
Cultural element 0.687
Natural beauty and Pleasant weather 0.689
Uniqueness & Adventure 0.653
Local artefact 0.748
Liveliness of the 0.753
Pleasure & Fun 0.732
Explore New Things 0.658
Experimentation 0.742
Satisfaction from Destination Brand Experience (SDBE) 0.713
Expectation fulfilment 0.767
Value addition 0.652
Peace and relaxation 0.753
Hospitality 0.752
Logistic Support 0.642
Safety and Hassles free Services 0.722 Tourism Services (TS) 0.718
Support of the Govt. Authority 0.764
Food & Beverages 0.685
Information sharing with Family, Friends,
. 0.704
Relatives
Discussion at Social Networking platform 0.751 ‘Word-of-Mouth communication (WOM) 0.739
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Opinion sharing 0.695

Online Review Writing 0.682
Voluntary Advocating in Social Platform 0.726
Across Group Experience sharing 0.735

Above table shows that out of 24 items, 14 variables indicated factor
loadings greater than 0.70 and others are greater than 0.60 as a good rule of

thumb (Hair et al., 2008).

Table 2. Measurement Model Fit Construct wise

Construct Average Composite
Variance Reliability
Extracted
(AVE)
Destination Brand Personality (DBP) 0.505 0.859
Tourism Services (TS) 0.510 0.838
Satisfaction from Destination Brand | 0.517 0.865
Experience (SDBE)
Word-of-Mouth communication (WOM) 0.513 0.863

It is clear from the above table that all composite reliability values
are meeting the minimum standard (with values 0.70 and above, Hair et al.,
2008; Bagozzi and Yi, 1988) along with the minimum criteria of average
variance extracted for the convergent validity (AVE = 0.50, Hair et al.,
2008; Fornell and Larker, 1981).
Table 3a. Testing of Hypotheses

Hypothesis | Path Coefficient Correlation t-value Result
HI1: TS <-- | .122% .841%* 6.068 Acceptable
> DBP
(*: p < 0.01; **: p < 0.05)
Table 3b. Testing of Hypotheses

Hypothesis Path Coefficient t-value Result

H2: TS — SDBE | .35** 2.464 Acceptable

H3: DBP 67* 3.877 Acceptable

—SDBE

H4: SDBE — .85% 3.40 Acceptable

WOM

(*:p < 0.01; **: p < 0.05)

Table 3c: Squared Multiple Correlations (output)
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Dependent Variables R square
Satisfaction from Destination Brand Experience (SDBE) 0.965
Word-of-Mouth communication (WOM) 0.758

Figure 2. Standardized Model with Path Coefficients

R?=0.965

Satisfaction from Destination Brand
Experience (SDBE) /

Destination Brand
Personality (DBP)

84*

Tourism
Services (TS)

v R?=0.756
Analysis of measurement model

Present study has critically identified the most important items
relating to the construction of four major dimensions pertaining to
destination branding such as Destination Brand Personality (DBP) and
Tourism Services (TS) on Satisfaction from Destination Brand Experience
(SDBE), and Word-of-Mouth communication (WOM). The outcome of the
present study has on one side demonstrated that (Table-3a, Table-3b, and
Table- 3c), there is a strong positive correlation in between Tourism
Services and Destination Brand Personality, on the other side the data
analysis results (7able-3b, and Table-3c) have established a significant
relation that is Destination Brand Personality and Tourism Services are
jointly having strong positive impacts on Satisfaction from Destination
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Brand Experience. The present study also aimed to explore the impact on
WOM generation from satisfaction drawn from destination brand
experience. The outcomes (Table-3b, and Table- 3c) of the present study
has established the significant positive impact of Satisfaction from
Destination Brand Experience (SDBE) on WOM generation. Thus this paper
for the first time has come up with an integrated model that can be used a
road map for future destination branding and WOM generation.

CONCLUSION AND MANAGERIAL IMPLICATION

Our model has demonstrated a strong positive correlation between
Tourism Services and Destination Brand Personality; it has also depicted
that Destination Brand Personality and Tourism Services are jointly having
strong positive impacts on Satisfaction from Destination Brand Experience,
which in turn leads to Word-of-Mouth (WOM) communication- the most
effective tool for tourism. In this world of cut throat competition
augmentation of service is increasing every minute. Augmentation in all its
aspects of a service is often not possible neither it is financially viable. The
present model has proved statistically that the overall feel-good factor for
the place will be enhanced and hence a more positive Word-of-Mouth shall
be generated in the days to come, which is another significant contribution
to destination branding and marketing literature as this issue had not been
investigated earlier. As we all know that it is only the satisfied customers
who promote positive WOM communication, so it has become very
important to study the factors that lead to WOM communication. This paper
has attempted to figure out in threadbare detail the factors and its influence
on WOM communication. Positive feedback from tourists is just not a linear
function of a few simplistic factors; it is a complex structure where one road
leads to the other. Here this paper has presented a map to show where and
how different roads lead to positive WOM. In today’s world holidays are
few and hence the age old wanderlust among people is going down and as
because holidays are few the competition is yet fiercer because in a given
year for a tourist it is a choice of either this or that place and surely not both.
Hence the brand value of a particular tourist destination has become more
important than ever before. The connectivity of the tourist and the
destination brand needs to be strong and positive, which is the resultant
effect of destination brand personality and tourism services. It is always
true for all that a good experience always leads to better Word-of-Mouth
communication. But what actually leads to this Word-of-Mouth
communication? The tested model in this current study clearly shows that
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combined effect of Destination Brand Personality and Tourism Services
together leads to ‘feel good factor’ or Satisfaction from Destination Brand
Experience of the tourists. satisfaction of the in turn leads to a positive and
strong WOM, which may in turn influence the potential travellers in visiting
a specific destination and hence business.

REFERENCES

Abdelhamied, H. H. S. (2013). The effects of sales promotion on post promotion
behaviors and brand preferences in fast food restaurants. TOURISMOS, Vol.8§,
No.1, pp. 93-113.

Anderson, J.C. and Gerbing, D.W. (1988), Structural modeling in practice: a review
and recommended two-step approach, Psychological Bulletin, Vol. 103 No. 3,
pp. 411-23.

Balter, Dave (2008). The Word of Mouth Manual, (2). Boston: Bzz Pubs.

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand experience: What is
it? How is it measured? Does it affect loyalty? Journal of Marketing, 73, pp.
52-68.

Briggs, S., Sutherland, J., & Drummond, S. (2007), Are hotels serving quality? An
exploratory study of service quality in the Scottish hotel sector, Tourism
Management, 28, pp.1006—-1019.

Burke, James & Resnick, Barry. (2000). Marketing & Selling the Travel Product.
Delmar Thomson Learning: New York.

Calantone, R.J., Di Benedetto, C.A., Hakam, A. & Bojanic, D.C. (1989), Multiple
Multinational Tourism Positioning Using Correspondence Analysis, Journal of
Travel Research, Vol. 28, No.2, pp.25-32.

Clarke, A. (2013). Tourism, power and culture: anthropological insights. Current
Issues in Tourism, 16, No.4, pp.413-414.

Crowley, S.L. and Fan, X. (1997), Structural Equation Modeling: Basic Concepts
and Applications in Personality Assessment Research, Journal of Personality
Assessment, Vol. 68, No.3, pp.508-31.

Dedeoglu,B.B. Kiigiikergin, K.G. & Balik¢ioglu,S. (2015) Understanding the
Relationships of Servicescape, Value, Image, Pleasure, and Behavioral
Intentions Among Hotel Customers, Journal of Travel & Tourism Marketing,
Vol. 32, No.1, pp. 42-61.

Dillman, D.A. & Bowker, D.K. (2001). The Web questionnaire challenge to survey
methodologists. In U. Reips & M. Bosnjak.(Eds.), Dimensions of Internet
Science. Lengerich, Germany: Pabst Science Publishers.

Dolzhikova-Polishchuk, L. V. (2014). Peculiarities and trends of tourism activity
management. Actual Problems of Economics, Vol. 159, No.9, pp. 103-112.

Dominelli, A. (2003). Web surveys — benefits and considerations. Clinical Research
and Regulatory Affairs. Vol. 20, No.4, pp. 409-416.

80



Subhajit Bhattacharya & Anindya Dutta

Dye, Renée (2000). The Buzz on Buzz, Harvard Business Review,
(November/December), 139-46.

Ekinci, Y., & Hosany, S. (2006). Destination personality: An application of brand
personality to tourism destinations. Journal of Travel Research, Vol. 45, No.2,
pp. 127-139.

Eraqi, M. L. (2006). Tourism services quality (TourServQual) in Egypt: The
viewpoints of external and internal customers. Benchmarking: An
International Journal, Vol. 13, No.4, pp. 469-492.

Fahmy, S. & Smith C. Z. (2003). Photographers note digital’s advantages,
disadvantages. Newspaper Research Journal. Vol. 24, No.2, pp. 82-95.

Fornell, C. and Larker, D.F. (1981), Evaluating structural equation models with
unobservable variables and measurement error, Journal of Marketing
Research, Vol. 18 No. 3, pp. 39-50.

Garcia, J. A., Gémez, M., & Molina, A. (2012). A destination-branding model: An
empirical analysis based on stakeholders. Tourism Management, Vol. 33,
No.3, pp. 646-661.

Gartner, W. C., & Ruzzier, M. K. (2011). Tourism Destination Brand Equity
Dimensions: Renewal versus Repeat Market. Journal of Travel Research, Vol.
50, No.5, pp. 471-481.

Goldsmith, R.E. (2006) Electronic Word-of-Mouth. In Mehdi Khosrow-Pour (Ed.)
Encyclopaedia of E-Commerce, E-Government and Mobile Commerce,
Hershey, PA: Idea Group Publishing, pp.408-412.

Goémez, M., Lopez, C., & Molina, A. (2015). A model of tourism destination brand
equity: The case of wine tourism destinations in Spain. Tourism
Management, Vol. 51, pp.210-222.

Goyette, 1., Ricard, L., Bergeron, J., & Marticotte, F. (2010). E-WOM scale: Word
of mouth measurement scale for e-services context. Canadian Journal of
Administrative Sciences, Vol. 27, No.1, pp. 5-23.

Hair, J.F., Black, W.C., Babin, B.J., Anderson, R.E. and Tatham, R.L. (2008),
Multivariate Data Analysis, 6th ed., Pearson Education, New Delhi.

Hanna, S. & Rowley J. (2011), Towards a strategic place brand-management model,
Journal of Marketing Management, Vol. 27, No.5-6, pp. 458-476.

Harper, D. W. (2006). Tourism, Security and Safety. Tourism, Security and Safety:
From Theory to Practice, Elsevier Inc.pp.125-137.

Hasegawa, H. (2014). Customer satisfaction and online hotel review evaluation.
TOURISMOS, Vol.9, No.1, pp. 15-35.

Hayes, J. (1999), Antecedents and consequences of brand personality, PhD
dissertation, Mississippi State University, Starkville, MS

Holbrook, M. B., & Hirschman, E. C. (1982). The experiential aspects of
consumption: Consumer fantasies, feelings, and fun. Journal of Consumer
Research, Vol. 9, No.2, pp.132-140.

Hosany, S., Ekinci, Y. and Uysal, M. (2007), ‘‘Destination image and destination
personality’’, International Journal of Culture, Tourism and Hospitality
Research, Vol. 1, No.1, pp. 62-81.

81



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 11, Number 1, pp. 68-85
UDC: 338.48+640(050)

Hosany, S., Ekinci, Y., & Uysal, M. (2006). Destination image and destination
personality: An application of branding theories to tourism places. Journal of
Business Research, Vol. 59, No.5, pp. 638-642.

Ip, C.,, Law, R., & Lee, H. A. (2011). A review of website evaluation studies in the
tourism and hospitality fields from 1996 to 2009. International Journal of
Tourism Research, Vol.13, No.3, pp. 234-265.

Jalilvand, M. R., & Samiei, N. (2012). The Effect of Word of Mouth on Inbound
Tourists Decision for Travelling to Isfahan as a Tourism Destination in an
Islamic Republic. Journal of Islamic Marketing, Vol. 3, No.1, pp. 12-26.

Kannan & Srinivasan (2009), A Service Marketing perspective, Tourism
Marketing, MPRA Paper No. 14031, mpra.ub.uni-muenchen.de

Kassean, H, Gassita R. (2013), Exploring Tourists Push and Pull Motivations to
Visit Mauritius as a Tourist Destination, African Journal of Hospitality,
Tourism and Leisure, Vol. 2, No.3, pp.1-13.

Keller, Ed (2007), Unleashing the Power of Word of Mouth: Creating Brand
Advocacy to Drive Growth. Journal of Advertising Research, Vol. 47, No.4,
pp. 448-52.

Kline, R.B. (2005), Principles and Practice of Structural Equation Modeling (2nd
Edition Ed.). New York: The Guilford Press.

Konecnik, M., & Gartner, W. C. (2007). Customer-based brand equity for a
destination. Economic and Business Review, Vol. 34, No.2, pp. 400-421.
Konecnik, M., & Ruzzier, M. (2008). The customer's perspective on the tourism
destination brand: A Structural Equation Modeling Study. Transformation in

Business and Economics, 7, No.1, pp.169—184.

Kotler, P., & Gertner, D. (2004). Country as brand, product and beyond: A place
marketing and brand management perspective. In N. Morgan, A. Pritchard, &
R. Pride (Eds.), Destination branding (2nd ed., pp. 40-56). Burlington, MA:
Elsevier Butterworth Heinemann.

Ladhari, R. (2007), The effect of consumption emotions on satisfaction and word of
mouth communication, Psychology & Marketing, Vol. 24, No. 12, pp. 1085-
108

Leung, X. Y. (2013). Strategic Marketing in Tourism Services. Tourism
Management, 37, 112-113.

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word of mouth in
hospitality and tourism management. Tourism Management, Vol. 29, No.3, pp.
458-468.

Mahika, E. (2011). Current trends in tourist motivation. Cactus Tourism Journal Vol.
2,No.2, pp. 15-24.

Mak, A. H. N., Lumbers, M., & Eves, A. (2012). Globalisation and food
consumption in tourism. Annals of Tourism Research, Vol. 39, No.1, pp. 171-
196.

Mardia, K.V. (1970), Measures of multivariate skewness and kurtosis with
applications, Biometrika, Vol. 57, pp. 519-30.

82



Subhajit Bhattacharya & Anindya Dutta

Maria, T. (2014). Gastronomic tourism: Measuring motivations, consumer’s
satisfaction and proposing effective marketing strategies. TOURISMOS, Vol.9,
No.2, pp. 207-225.

Mclntosh, A. and Siggs, A. (2005). An Exploration of the Experiential Nature of
Boutique Accommodation, Journal of Travel Research, Vol. 44, No. 1, pp. 74-
81.

Morgan, N. Pritchard, A. Pride, R. (2003) Destination branding and the role of the
stakeholders: The case of New Zealand, Journal of Vacation Marketing, Vol.
9, No.3, pp. 285-299.

Morrison, A.M. (2013), Marketing and Managing Tourism Destinations 1st ed.,
Oxon: Routledge.

Moutinho, L. (2000), Consumer behaviour, In L. Moutinho (Ed.), Strategic
development in tourism (41 -79). New York: CABI Publishing.

Murphy, L., Moscardo, G., & Benckendorff, P. (2007). Using brand personality to
differentiate regional tourism destinations. Journal of Travel Research, 46,
pp.5-14.

Musa, Ibrahim Jaro & Ndawayo, Buba Adamu (2011), The Role of Transportation in
The Development Of Tourism In Nigeria, An international Multidisciplinary
Refereed Journal of Tourism. Vol. 6, No.1, pp. 297-306.

Neal, J. D., Uysal, M., & Sirgy, M. J. (2007). The Effect of Tourism Services on
Travelers’ Quality of Life. Journal of Travel Research. Vol. 46, pp.154-163.

Phau, 1., Lau, K. C., 2000. Conceptualising brand personality: a review and research
propositions. Journal of Targeting Measurement and Analysis for Marketing,
Vol. 9, No.1, pp. 52-69.

Pike, S. (2002). Destination image analysis - A review of 142 papers from 1973 to
2000. Tourism Management, Vol. 23, No.5, pp. 541-549.

Pike, S. (2005). Tourism Destination Branding Complexity. Journal of Product &
Brand Management, Vol. 14, No.4, pp. 258-9.

Pike, S. (2009), Destination brand positions of a competitive set of near-home
destinations, Tourism Management, Vol. 30, No.6, pp. 857-866.

Pike, S., & Page, S. J. (2014). Destination Marketing Organizations and destination
marketing: A narrative analysis of the literature. Tourism Management, Vol.
41, pp. 202-227.

Prayag, G., & Ryan, C. (2011), Antecedents of tourists’ loyalty to Mauritius: The
role and influence of destination image, place attachment, personal
involvement, and satisfaction, Journal of Travel Research, Vol. 51, No.3, pp.
342-356.

Qu, H., Kim, L. H.,, & Im, H. H. (2011). A model of destination branding:
Integrating the concepts of the branding and destination image. Tourism
Management, Vol. 32, No.3, pp. 465-476.

Reynisdottir, M., Song, H., & Agrusa, J. (2008). Willingness to pay entrance fees to
natural attractions: An Icelandic case study. Tourism Management, Vol. 29,
pp-1076-1083.

83



TOURISMOS: AN INTERNATIONAL MULTIDISCIPLINARY JOURNAL OF TOURISM
Volume 11, Number 1, pp. 68-85
UDC: 338.48+640(050)

Richards, G., Wilson, J., (2003). Today’s Youth Travellers: Tomorrow’s Global
Nomads. New Horizons in Independent Youth and Student Travel,
International Student Travel Confederation (ISTC), Amsterdam.

Ritchie, J.R. Brent & Goeldner, (1987). Charles R. Travel, Tourism, and Hospitality
Research. John Wiley & Sons, Inc: Canada.

Saraniemi, S. (2010). Destination Brand Identity Development and Value
System. Tourism Review, Vol. 65, No.2, pp. 52-60.

Schumacher, M., & Rey, J.-P. (2011). Recommender systems for dynamic
packaging of tourism services. Information and Communication Technologies
in Tourism, pp.13-23.

Skinner, H. (2008) The emergence and development of place marketing’s confused
identity, Journal of Marketing Management, Vol. 24, No.9/10, pp. 915-928.

Sotiriadis, M. D., & Zyl, C. van. (2013). Electronic word of mouth and online
reviews in tourism services: The use of twitter by tourists. Electronic
Commerce Research, Vol. 13, No.1, pp.103-124.

Stylidis, D., Biran, A., Sit, J., & Szivas, E. M. (2014). Residents’ support for tourism
development: The role of residents' place image and perceived tourism
impacts. Tourism Management, 45, pp.260-274.

Sung, Y., Tinkham, S. F., 2005. Brand personality structures in the United States and
Korea: common and culture-specific factors. Journal of Consumer Psychology
Vol. 15, No.4, pp. 334-350.

Taylor, J. (2003) Word of Mouth is where it’s at. Brandweek, 2 June, 26.

Tourism Highlights Edition 2014 [publication from the World Tourism Organization
(UNWTO)]

UNWTO (2015). UNWTO Tourism Highlights 2015 Edition.

Weaver, A. (2011). Tourism and the military: Pleasure and the War Economy.
Annals of Tourism Research, Vol. 38, No.2, pp.672-689.

Weidenfeld, A., Butler, R. W., & Williams, A. M. (2010). Clustering and
Compatibility between Tourism Attractions. International Journal of Tourism
Research, Vol. 12, No.1, pp. 1-16.

Williams, A. (2006). Tourism and hospitality marketing: fantasy, feeling and fun.
International Journal of Contemporary Hospitality Management, Vol. 18,
No.6, pp. 482-495.

WTO (2007), A Practical Guide to Tourism Destination Management, The World
Tourism Organization, Madrid, Spain.

WTTC (2014). Travel & Tourism Economic Impact 2014 World.

Yang, Y. Liu , X & Li,J. (2015) How Customer Experience Affects the Customer-
Based Brand Equity for Tourism Destinations, Journal of Travel & Tourism
Marketing, Vol. 32, No.1, pp.97-113.

Ye, Q., Law, R., Gu, B., & Chen, W. (2011). The influence of user-generated
content on traveler behavior: An empirical investigation on the effects of e-
word of mouth to hotel online bookings. Comput. Hum. Behav, Vol. 27, No.4,
pp.634-639.

84



Subhajit Bhattacharya & Anindya Dutta

Subhajit Bhattachary (tobesubho@gmail.com), Department of Marketing
Management, Xavier Institute of Social Service, Ranchi, Jharkhand, India.
Anindya Dutta (emailanindya@gmail.com), Department of Marketing
Management, Bengal Institute of Business Studies, Kolkata, India.

85



