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CHAPTER 1

INTRODUCTION

Consumer satisfaction is a key to a business’s success. It indicates the positive
emotion and experience of consumers toward businesses. Satisfied consumers also
have a propensity to repurchase and recommend products to their families and friends.
To achieve consumers’ satisfaction, businesses must understand consumers’ needs to
be able to provide their products and services that meet or exceed consumers’
expectations.

One of the fastest growing segments in the tourism industry is city tourism
(Pakaleva-Shapira, 2007). Destination marketers make extensive efforts in marketing
the city and retaining tourists to maintain their position in the marketplace. The success
of destination marketing lies in their ability to compete, brand a city, understand visitor
perceptions and satisfaction, provide value, and manage the total visitor experience
(Tasci, Gartner, & Cavusgil, 2007; WTO, 2005).

The study of destination image reveals tourists’ perception of travel destinations.
Therefore, it is critical to study the destination image in order to address the tourists’
expectations and satisfaction to determine the strengths and weaknesses of the
destination, which later will be used to improve the destination’s attributes, and develop
marketing strategies to compete with other businesses (Pakaleva-Shapira, 2007).

Thailand is a well known international travel destination due to its long history,
rich culture, beautiful natural resources, and the hospitality of Thai people (Meng,
Tepanon, & Uysal, 2006). International tourists around the world visit Thailand all year

round. Among travelers from South Asia, Indian tourists are the most prevalent in



Thailand (Tourism Authority of Thailand, 2007). Not only is the Indian outbound traveler
a substantial market (Market Research Division of Government of India, 2007), but
there is also an increasing number of Indian middle class travelers who have more
purchasing power (ITB Berlin, 2007).

This Indian outbound segment is a business opportunity for destination
marketers to increase the market share, since there is a trend of increasing the Indian
market that already has demand to travel and purchasing power to spend for the trips.
To take advantage of increasing business opportunity, hospitality professionals need to
study Indian travelers. However, there is no research reported on the Indian travel
market. This study, therefore, aims to examine Indian tourists regarding their travel
experience within the Bangkok area of Thailand to gain a better understanding of Indian
tourists’ behavior.

Rationale

Satisfied consumers bring success to the businesses. They are likely to
repurchase and recommend products to their families and friends. Therefore,
understanding satisfied consumers’ needs is critical. Among the travel products, city
tourism is one of the fastest growing (Pakaleva-Shapira, 2007). The extensive efforts
have been made in marketing the city and retaining tourists to maintain the position in
the marketplace by the destination marketers. The ability to compete, brand a city,
understand visitor perceptions and satisfaction, provide value, and manage the total
visitor experience reflect the success of destination marketing (Tasci et al., 2007; WTO,

2005).



Tourism destination image has been of particular interest to the academic
researcher and industry practitioner. Destination image has been studied since the
1970’s, with greater focus in the 1990’s (Gallarza et al., 2002; Tasci et al., 2007). The
study on destination image reveals tourists’ perceptions of travel destinations. It affects
pre-visit, during-visit, and post-visit behavior of tourists on selection of travel destination
preference, satisfaction, and intention to return (Tasci & Gartner, 2007). Therefore, a
destination image study provides destination marketers with information regarding the
tourists’ expectations and satisfaction to see the strengths and weaknesses of the
destination, which later will be used to improve the destination’s attributes, develop
relevant marketing strategies, and compete with other businesses (Pakaleva-Shapira,
2007).

Thailand is a well known international travel destination. In 1991, the ancient
cities in Thailand, Sukhothai and Ayutthaya, were declared World Heritage sites by the
United Nations Educational, Scientific, and Cultural Organization (UNESCO). Since
then they have become attractive to international and domestic tourists (Peleggi, 1996).
In addition to its well known historical attractions, Thailand also has an excellent
reputation in world-class accommodations, especially the beach resorts in Phuket,
Samui, Krabi, Pattaya, and Hua Hin. Tourists enjoy a wide range of outdoor activities
such as canoeing, snorkeling, scuba diving, yachting, hiking, and golfing. Undoubtedly,
filmmakers have chosen beaches in Thailand as the locations for film shootings such as
The Beach and The Man with the Golden Gun. Bangkok is the capital city of Thailand.
The must-see tourist attractions in Bangkok are the Temple of the Emerald Buddha, the

Temple of Reclining Buddha, and the Temple of Dawn. Thailand also markets itself as a



shopping paradise. The Tourism Authority of Thailand launched the Amazing Thailand
Grand Sales campaign in 2005 to create a shopping paradise image of the country
(Meng et al., 2006).

The World Tourism Organization (WTO) (2007) reveals that Thailand has strong
tourism growth potential. The country had a 20% increase of international arrivals and
ranked third in Asia and the Pacific region to receive the high market share (US$ 12,423
million) after China (US$ 33,949 million) and Australia (US$ 17,840 million) in 2006.

Bergheim (2005) reveals the top five Gross Domestic Product (GDP) growth
rates from 2006 to 2020, with India ranked as the highest growth center, followed by
Malaysia, China, Thailand, and Turkey. India is one of the biggest potential outbound
markets (expresshospitality.com, 2001). The statistic from the India Bureau of
Immigration also shows that Indian outbound travelers form a lucrative market. Every
year Indians travel to foreign countries in a large number, which has increased
dramatically, reported at 6.21 million Indian outbound visits in 2004, 7.18 million in
2005, and 8.34 million in 2006 (Market Research Division of Government of India,
2007). Due to the country’s economic growth, there are more middle class Indians who
have more purchasing power than ever before. These Indian middle class consumers
are well educated and knowledgeable in English; therefore traveling to foreign countries
is more feasible (ITB Berlin, 2007).

The Police Department of the Thai Immigration Bureau shows that Indian
international arrivals increased by 15.89% or 443,528 arrivals in 2007, up from 382,702
arrivals in 2006. The majority of arrivals are by air (420,968 out of 443,528). Indian

travelers spend an average of six days during their stay in Thailand. Indian tourists often



chose Thailand as one of their preferred travel destinations because of the shopping.
Thai and Indian governments cooperated in adding more flights between the countries
with the goal to increase the number of seats to 10,000 per week within three years,
resulting in more flights to Bangkok from Bangalore in 2006, and from Kolkata, and
Hyderabad in 2007 (Tourism Authority of Thailand, 2007).

This growth is a business opportunity for destination marketers to increase the
market share, since there is a trend of increasing the Indian market that already has
shown demand for travel and increased purchasing power to spend for the trips. Of the
countries making up South Asia, Thailand has the greatest share of Indian travelers. To
capitalize on this business opportunity, hospitality professionals need to study Indian
travelers’ motivations, perceptions, and satisfaction. However, there is no current
research reported on the Indian travel market. This study, therefore, examined Indian
tourists regarding their travel experience with the Bangkok area in Thailand to gain
better understanding of Indian tourists’ behavior.

Purpose of the Study

The purposes of the study were to: 1) identify Indian tourists’ demographics and
travel patterns; 2) examine Indian tourists’ motivation to take the Bangkok area trip; 3)
examine the level of importance of information sources; 4) identify the level of
satisfaction of Indian tourists on their travel experience on the Bangkok area attributes;
and 5) examine the intention to return and willingness to recommend the Bangkok area

and Thailand.



Research Questions
Pre-purchase: demographics, past experiences, motivations, and information sources
Demographics and past experiences
1. What are the demographic characteristics and travel patterns of Indian tourists?
Motivations
2. What are the top rankings of Indian tourists’ motivation to take the Bangkok area
trip?
3. What are the dimensions of motivation that influence Indian tourists in making the
decision to visit the Bangkok area?
Information sources
4. What are the rankings of importance of information sources?
Post-purchase: satisfaction, intention to return, and willingness to recommend
Satisfaction
5. What are the rankings of Indian tourists’ satisfaction on the Bangkok area’s
attributes?
6. What are the satisfaction levels of Indian tourists on each component of Bangkok
area’s attributes?
7. What are the dimensions of each component of the Bangkok area’s attributes?
8. What do Indian tourists enjoy, dislike, and suggest about the Bangkok area trip?
9. What are the differences between package-tour Indian tourists (PKIT) and
independent Indian tourists (INIT) concerning: importance level of information

sources and satisfaction level on the Bangkok area attributes?



10.What are the differences between first-time Indian tourists (FTIT) and repeat
Indian tourists (RPIT) concerning: importance level of information sources and
satisfaction level on the Bangkok area attributes?
Intention to return and willingness to recommend
11.What are the Indian tourists’ intention to return and willingness to recommend the
Bangkok area and Thailand?
List of Definitions

Travel motivation. Components of the push and pull factor. Push factors are the
psychological needs that motivate tourists to travel. Pull factors are unique attributes of
the travel destination that motivate the tourists to visit (Josiam, Kinley, and Kim, 2005).

All inclusive package tour. As defined by Morrison (1989), “a trip planned and
paid for a single price in advance, which covers commercial transportation and
accommodation, meals and sightseeing, and sometimes with an escort or guide” (Wong
& Kwong, 2004, p. 581).

Image. “The sum of beliefs, ideas, and impressions that people have of a place
or destination” (Baloglu & Brinberg, 1997, p. 11; Tasci at al., 2007).

Destination image formation. A process of forming an image from two sources:
information sources (primary: previous experience and secondary: induced, organic,
autonomous) and personal sources (motivations, socio-demographic characteristics:
gender, age, level of education) (Baloglu & McCleary, 1999).

Image attributes. The cognitive component of the destination, such as the
tangible aspects of the destination (i.e., nature) or intangible of the destination (i.e.,

friendliness of the local people) (Tasci at al., 2007).



Bangkok area. The area of study including: Bangkok, Pattaya (the nearest beach
destination to city of Bangkok), and Ayuttaya (the ancient city).

City tourism. Travel type that uses the city as a gateway to the surrounding
region including: business travelers, conference/exhibition delegates, short-break
holiday-makers, day trippers, visitors to friends/relatives, long holiday-makers on a tour
or stopping off for a short visit, cruise travelers, and long holiday-makers (Law, 2002).

Limitation

This study was limited to studying the Indian tourists who departed Thailand only

at the Suvarnabhumi International Airport during July 24 — August 14, 2008.

Research Framework

Pre-purchase Purchase Post-purchase

Personal Factors
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Figure 1. Research framework."

'From “Destination image formation,” by Baloglu and McCleary, 1999; “Consumer purchase decision
making process,” by Engel, Blackwell, and Miniard, 1995; and “Expectancy Disconfirmation,” by Oliver,
1980, cited from Engel et al., 1995.



Research framework was constructed based on three theories: 1) destination
image formation (Baloglu and McCleary, 1999); 2) consumer purchase decision making
process (Engel, Blackwell, and Miniard, 1995); and 3) expectancy disconfirmation
(Engel et al., 1995). During pre-purchase stage, destination image was formed by
personal factors (demographics and motivations) and stimulus factors (information
sources and past experiences). Tourists created the image or had perception of the
travel destination because of these factors. When they were on their trips, they
experienced several attributes of the travel destinations such as hotels, restaurants,
shopping outlets, airports, etc. They then compared their expectations to the destination
with their actual experiences during the purchase stage. If the actual experiences met or
exceeded the expectation, the tourists would be satisfied, or vise versa. Satisfied
tourists were likely to return and willing to recommend the travel destinations in the
post-purchase stage.

This chapter introduces the needs of the study, objectives of the study, research
guestions, list of definitions, limitation, and research framework. Chapter 2 reviews the
related works on the tourist’s purchase decision making process. Chapter 3 focuses on
the research methodology. Chapter 4 reports the results of the study. Chapter 5
discusses the findings and implications. Finally, chapter 6 describes the limitations of

the study and the recommendations for future study.



CHAPTER 2

LITERATURE REVIEW

The review of literature describes the concepts of destination image formation,
city tourism, travel destination attributes, Thailand characteristics, service quality, tourist
satisfaction, and revisit/recommendation. There are three sections in this chapter: pre-
purchase, purchase, and post-purchase stage.

Pre-purchase Stage

This section illustrates the pre-purchase stage of how tourists form the
destination image by several factors. These factors are: demographics, past
experiences, motivations, and information sources. Furthermore, this section reviews
the related works on different destination image approaches and perspectives.
Demographics, Past Experiences, and Motivations

Tourism destination image has been described by both academic researchers
and industry practitioners since the 1970’s, with most in the 1990’s (Gallarza et al.,
2002; Tasci et al., 2007). Destination image studies benefit the area of destination
marketing by helping with decision-making for planning, development, positioning, and
promotion. Image has a strong impact on consumer behavior (Tasci at al., 2007).

Numerous researchers agree that image is formed from two major sources,
which are stimulus factors and personal factors. Stimulus factors consist of external
stimuli (information sources), physical objects, and previous experiences. Personal
factors are social (age, education, marital status, and others) and psychological
characteristics of the perceiver (values, motivations, and personality) (Baloglu &

McCleary, 1999).
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Hangin and Lam (1999) studied motivations (push and pull factors) of mainland
Chinese visitors on their Hong Kong visits. The study explored several motivations on
push and pull factors, such as the following: push factors include seeing something
different, increasing knowledge about the foreign destination, being with family, etc.;
and pull factors include international cosmopolitan city, convenience of transport,
shopping paradise, etc.

Social class is one factor impacting consumer behavior that can be determined
by gender, education, race, ethnicity, income, occupation, etc. (Engel at al., 1995;
Hawkins, Best, & Coney, 1995).

Ng, Lee, and Soutar (2007) studied cultural distance and intention to visit travel
destinations of Australian travelers. The study found that the more geographical and
cultural distance from travelers’ home country, the less likely they would visit. Nicolau
and Mas (2006) found geographical distance and prices were moderately influenced by
destination preference.

Beerli and Martin (2004) proposed a model of the formation of destination image.
Tourists formed the destination image from information sources and personal factors.
Information sources consisted of primary (previous experience and intensity of visit) and
secondary sources (induced: ads or articles promoted by that destination via mass
media, tour operators, or celebrities; organic: friends, relatives; and autonomous: mass
media, news, or film). Personal factors consisted of motivations, vacation experience,
and socio-demographic characteristics (gender, age, level of education, etc.).

Sonmez and Sirakaya (2002) studied Turkey’s image from American travelers’

perspective. They found several factors that influenced the likelihood of traveling were
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overall appeal, safe and hospitable environment, general mood and vacation
atmosphere, travel experience, relaxing effect, local attractions and hospitality,
authenticity of experience, social and personal communication channels, comfort/safety,
and tourist facilitation. Americans highly valued social and personal information sources
(friends, colleagues) in developing a trip to Turkey. However, the top information
sources were magazine articles about Turkey, newspaper articles, television and radio
news, and friends and family members. The least used sources used were the Turkish
embassy or consulate and social organizations.

Vogt and Andereck (2003) studied the influences of previous experience and
length of stay on destination image’s formation by visitors. They found that first-time
vacationers formed a destination image based on various information channels during
an information searching stage, whereas the repeat vacationers relied on their past
experiences, and they may or may not have exposed themselves to new information.
The study also found that the level of knowledge of the destination of the first-time
visitors, especially with a length of stay eight or more days, had increased higher than
repeat visitors.

Martin and Rodriguez del Bosque (2008) studied the relationship between
psychological factors and a tourist’s perception of the destinations by using both
gualitative and quantitative approaches to increase quality, accuracy, validity, and
reliability of data. The study segmented tourists by using tourists’ motivations, which
were leisure, knowledge, physical motivations, and social interaction. The study found
destination image was a combination of cognitive (attributes) and affective (feeling)

factors. It also found that motivations had influenced tourists’ preferences about the
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destination; for example, a leisure tourist (one seeking adventures) perceived a more
positive image of the destination, viewing it as an entertaining and exciting place, than
the tourist who had physical motivations (i.e. escape, relax). The study also mentioned
the cultural difference between domestic and international tourists on the way they
perceived the destination.

Beerli and Martin (2004) studied the relationship between tourists’ characteristics
(motivation, experience, and socio-demographic) and the perceived image of tourist
destinations. They found that motivations had influenced the affective components of
image (pleasant/unpleasant, exciting/boring); for example, first-time tourists who had
relaxation as the motivation found the sun and beach destination attractive, whereas the
repeat tourists went there to increase knowledge of the destination. Repeat visitors
were not satisfied with the sea and sun destination because the island was too small
and it offered fewer attractions. The study suggested the sea and sun destination had to
establish more attractions in order to maintain repeat tourists. The more experiences
with the destination the tourists had, the better destination image they would have
because they were more familiar with the destinations. Among all of the socio-
demographic characteristics (gender, age, level of education, social class, and country
of origin), country of origin had the most significant impact on the perceived image.
Hangin and Lam (1999) studied push and pull factors of Mainland Chinese on traveling
to Hong Kong. There were several dimensions of the travel motivations such as
prestige, novelty, and service attitude/quality. Chinese repeat tourists perceived that

there would be nothing new for them to explore on their returns, which is consistent with
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the study of Beerli and Martin (2004). However, the study of Li, Cheng, Kim, and Petrick
(2008) stated that repeat tourists had higher satisfaction levels than first-time tourists.

Chen and Hsu (2000) studied Korean tourists’ perceived images of overseas
destinations by identifying trip planning time frames, budget travel cost, and length of
stay. The study found that the destinations that offered adventurous atmosphere,
scenery, environmental friendliness, availability of tourist information, and architectural
style were attractive to Korean tourists. They used the travel cost, destination lifestyle,
availability of quality restaurants, freedom from language barriers, and availability of
interesting places as the main factors in considering the travel destinations.
Information Sources

Media impacts the imagination of tourists. Watching media is an experience of
the tourists in comparing the visual with the actual travel experience (Crouch, Jackson,
and Thompson, 2005). Kim and Richardson (2003) studied the impact of motion
pictures on destination image, and they found that films had influenced viewers on
intention to visit the destination. Smith and MacKay (2001) found that advertising
pictures was one medium that developed the destination image. Teenagers and adults
had no difference in their memories about travel destinations’ advertising pictures.
However, there was a relationship of travel experience levels and the use of information
search channels and purchase channels. Tourists with no previous experience with the
destination were less likely to use online channels in searching for information on
accommodations and car rentals. Whereas tourists with more travel experience used
online channels for both searching and purchasing travel products, especially for

accommodations, car rentals, and flights (Jun, Vogt, & MacKay, 2007).
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Autonomous agents or media such as newspapers, television, and television
news were the primary sources in forming a destination image on pre-visit, followed by
the self-experience and experience from others (Govers, Go, & Kumar, 2007).
Television was the most frequently used source of information by tourists, followed by
friends, magazines, Internet, books, pictures, other people, movies, stories, experience,
news, imagination, newspaper, National Geographic Channel, advertisements, articles,
media, and documentaries, respectively (Govers et al., 2007). Pearce and
Schott (2005) found that international tourists used the travel agent the most as an
information source for transportation information, followed by Internet and word of
mouth. To obtain accommodation information, international tourists used
guidebooks/directories, followed by word of mouth and brochures. Guidebooks,
brochures, and word of mouth were respectively the information sources used by
international tourists to obtain the information about the attractions.

Consumers were also influenced by word of mouth in several situations such as
when they purchased complex products, when other sources were perceived as low
credibility, or when there were strong social ties between information transmitters and
receivers (Engel et al., 1995). Word of mouth was a powerful tool. It was the most
successful marketing strategy for bed and breakfast operations (Lee, 1999). Consumers
searched for product information internally and externally. There were five primary
sources of information, which were memory (e.g., past experiences), personal sources
(e.g., family/friends), independent sources (e.g., government), marketing sources (e.g.,

advertising), and experiential sources (e.g., product trial) (Hawkins et al., 1995).
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Buhalis (1998) discussed from a business point of view on the use of information
technologies in tourism industry that it could be applied for businesses in four aspects:
to gain a competitive advantage, to improve productivity and performance, to facilitate
new ways of managing and organizing, and to develop new businesses. Buhalis’s study
(1998) was consistent with the study of Werthner and Ricci (2004) who found that
tourism is a unique and intangible product. Due to these reasons, travelers could not
see the actual product during pre-purchase process so they relied solely on the
information search. Therefore, information technologies had a significant role at this
stage in marketing, distribution, promotion, and co-ordination the travel products.

Werthner and Ricci (2004) mentioned that consumers used Internet sites for
planning, searching, purchasing, and amending their travel. Internet had increasingly
gained popularity among Americans and Europeans. There were more than 64 million
Americans or 30% of the U.S. adult population used Internet for travel information
search and two thirds of them or 42 million booked travels via Internet.

Louvieris and Oppewal (2004) studied information channels. The study showed
that customers had different preferences for the channel choice in the information
search and purchasing stages. During the information search stage, tourists were more
likely to obtain the information from friends or relatives (traditional channels). However,
the key channels for the booking or purchasing were travel agents, e-mail, and Internet.

Li and Buhalis (2006) indicated that there was a trend that consumers perceive
benefits from eChannels which are expected to increase both in the information search
and purchasing stage in the near future. In addition, the more one frequently uses the

Internet, the more chance of that person will become an online shopper.
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Literatures in Destination Image

This subsection briefly reviews related works in destination image, which is an
essential element in pre-purchase stage.

Researchers applied various methods in the destination image study. Schneider
and S6nmez (1999) studied the Jordan’s image by interviewing technique. The
destination image was also studied by familiarity index based on the informational and
experiential dimensions. The higher the level of tourists’ familiarity with the destination,
the more positive the image would be in the tourists’ mind (Baloglu, 2001). Lam and
Hsu (2006) tested the theory of planned behavior model and found that past experience
was a good predictor of behavioral intention of choosing a travel destination. Past
behavior, subjective norm, and perceived behavioral control, but not attitude, influenced
behavioral intention. Stepchenkova and Morrison (2008) applied Echtner and Ritchie
(1991) image measurement methodology to study Russia’s image among American
pleasure travelers.

Destination image has been studied from different perspectives. Several studies
had focused on the tourists’ perspectives. Hsu, Wolfe, and Kang (2004) studied Kansas
state’s image from Americans’ view. Lawton (2005) studied the residents’ view of the
destination image of Gold Coast. Mohsin (2005) studied the Malaysian tourist attitudes
toward the Australia Northern Territory destination. Chaudhary (2000) studied India’s
image as a tourist destination. Baloglu and Mangaloglu (2001) studied Mediterranean
destinations’ image from US-based tour operators and travel agents. Hughes and Allen
(2005) studied cultural tourism in Central and Eastern Europe from the view of tourist

board officers or induced agents who generated the promotional campaign. Snepenger
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D., Snepenger M., Dalbey, and Wessol (2007) studied places at tourism destination
from the locals’ view in terms of definition and applications.

There was also the comparison study and cross-cultural study on the destination
image. Grosspietsch (2006) studied Rwanda’s image and characteristics by comparing
visitor and international tour operator perspectives. MacMay and Fesenmaier (2000)
studied cross-cultural destination image between Taiwanese and American tourists on
promotional images used by destination marketing.

Purchase Stage

This section explains the purchase stage. The section focuses on the concept of
city tourism, travel destination attributes, and Thailand characteristics.
City Tourism

Law (2002) studied urban tourism. There were eight prime visitor markets of
urban tourism, which were business travelers, conference/exhibition delegates, short-
break holiday-makers (1-3 nights), day trippers, visitors to friends/relatives, long holiday-
makers on a tour or stopping off for a short visit, cruise travelers, and long holiday-
makers (4 nights) using the city as a gateway to the surrounding region. Tourists were
attracted to the urban travel destination by the general images and the various ranges
of activities. The success of urban tourism could be inferred from the feeling of the
tourists who wanted to come back as they thought that there were too many things to do
in the city in such a short period of time. In addition, the city needed to promote its
unique qualities in order to differentiate itself from the competitors who offered similar

products.
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Travel Destination Attributes

There are several studies on destination image. These studies include different
attributes such as hotels, restaurants, shopping outlets, attractions, activities, etc. (See
Appendix A).

Thailand Characteristics

Tapachai and Waryszak (2000) studied the role of beneficial image in tourist
destination selection. The beneficial image included five consumption values: functional,
social, emotional, epistemic, and conditional. The data were collected from respondents
who had never been to Thailand or formed an image from secondary sources of
information. Thailand as a studied destination was perceived from five consumption
values, which were (1) functional: fascinating cheap shopping, exotic food, friendliness,
historical unspoiled countryside, beautiful scenery; (2) social: suitable for all people;
emotional: relation and calm; (3) epistemic: cultural experience, climate experience; and
(4) conditional: proximity, cheap travel, and accessibility to other areas.

Rittichainuwat, Qu, and Mongkhonvanit (2001) determined seven dimensions of
Thailand’s international travel image, which were (1) social and environmental
problems: heavy pollution, crowding in big cities, traffic jams, a large gap between rich
and poor, massage parlors, bars, night clubs, prostitution, risky destination due to AIDS;
(2) safe travel destination: high standards for sanitation and cleanliness, stable political
situation, safe place to travel; (3) adventure activities and scenic natural beauty: variety
of activities (coral watching, diving, canoeing), opportunity for adventure (jungle tours,
rafting), scenic and natural beauty; (4) rich culture: numerous cultural and historical

attractions, beautiful architecture and buildings, interesting customs and culture; (5)
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good-value cuisine and hotels: variety of cuisines, availability of international-standard
accommodations, value to money spent; (6) easy access: easy immigration procedures,
availability of tourist-information centers, easy access (entry to country); and (7) good
shopping: many fashionable brand-name products in malls and stores, good bargain
shopping.

Rittichainuwat, Qu, and Mongkhonvanit (2006) studied the collective impacts of a
bundle of travel determinants on repeat visitation to Thailand and determined tourist
satisfaction attributes in the categories of shopping, restaurants, hotels, transportation,
attractions, environment, and local residents’ attitudes.

Rittichainuwat, Qu, and Mongkhonvanit (2008) studied understanding the
motivation of international travelers on repeat visits to Thailand. The study found
significant differences in travel motivations between first-time and repeat tourists to
Thailand. The study also showed motivation rankings. The dimensions of the travel
motivation were: special interests; cultural attractions; deal on tour promotion and
currency exchange; good value food, shopping, and things to do; Buddhism; and natural
attractions.

Vieregge, Phetkaew, Beldona, Lumsden, and DeMicco (2007) studied mature
travelers to Thailand on the preferences and attributes of hotels. The study found that
the top factors influencing hotel selection among mature travelers which were
cleanliness, good vale for money, easy access to beach, location, personnel on duty,
price of accommodation, airport transfer, multilingualism, well-lit areas, and luggage

assistance.
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Sangpikul (2008) studied travel motivations of Japanese senior travelers to
Thailand. Factor analysis produced three push dimensions (novelty and knowledge
seeking, rest and relaxation, and ego-enhancement) and four pull dimensions (cultural
and historical attractions, travel arrangements and facilities, shopping and leisure
activities, and safety and cleanliness).

Post-purchase Stage

This section reviews the studies concerning the final stage of purchase decision
making process, post-purchase. The section includes: service quality, tourist
satisfaction, and revisitation/recommendation.

Service Quality

Kandampully (2007) concluded a concept of service quality that had been
studied by numerous researchers. The best way to evaluate customers’ satisfaction was
to look at the service quality. Service quality was measured by various approaches,
such as the SERVQUAL approach, the Service attribute score, etc.

Tourist Satisfaction

Satisfaction was an outcome experience that at least met or exceeded
expectations (Engel et al., 1995). Meng et al. (2006) concluded that there were nine
theories on customer satisfaction: expectancy disconfirmation, assimilation or cognitive
dissonance, contrast, assimilation contrast, equity, attribution, comparison level,
generalized negativity, and value perception. Among these nine theories, expectation
disconfirmation model was accepted the most. Oliver (1980), cited from Kandampully
(2007) introduced an Expectancy Disconfirmation Model, which was a process of

comparison between an expectation and an experience. Satisfaction would occur if the
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experience met the expectation. If not, consumers would be dissatisfied (Engel et al.,
1995). Zeithaml, Berry, and Parasuraman (1993, 1996) indicated that expectation
developed from previous experiences, word-of-mouth or various cues surrounding the
service (Kandampully, 2007).

Enright and Newton (2005) studied destination competitiveness by using the
scale importance on the destination attributes in assessing the competitiveness across
the competitor. There were three competitive destinations, including Hong Kong,
Singapore and Bangkok.

Hui, Wan, and Ho (2007) assessed the satisfaction and revisiting Singapore of
different tourist groups from Europe, Asia, Oceania and North America. Tourists were
satisfied with overall convenience and commodities. European and Asian tourists were
satisfied with attractions, while culture was significant to oceanic tourists’ satisfaction.
Accommodation and food were main factors that brought satisfaction to American
tourists. Most of Asian tourists were disappointed with the lack of interesting nightlife,
natural and scenic spots, and attractive urban sightseeing of Singapore.

Pawitra and Tan (2003) also studied satisfaction of Singapore from the
perspective of Indonesian tourists. They found the key strengths and weaknesses of
Singapore. The strengths were uniqueness of local blend of multicultural heritage,
plentiful nightlife, modern local life style and easiness to find world-class brand-name
products and services. The weaknesses were unfriendly local people, expensive
shopping belt, not unique tourist places of interest, not long-lasting holiday experience,

uninteresting city tour package, inconvenient accommodations, uninteresting
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international art exhibitions and performance, and unavailability of wide range of
products.

Sohail, Roy, Saeed, and Ahmed (2007) studied guests’ satisfaction of the
Malaysian mid-price hotel and found that customers’ overall satisfaction was moderate-
level. Customers were satisfied with cleanliness and value; however, the hotel lacked
staff efficiency and attentiveness to customer needs.

Lau, Akbar, and Yong Gun Fie (2005) studied guests’ satisfaction with Malaysian
luxury hotels. Most of the visitors were from South East Asia and other Asian countries.
The study found that hotel guests’ experiences did not meet their expectations.

Poon and Low (2005) studied Western and Asian customers’ satisfaction with
Malaysian hotels and found that Asian customers had lower satisfaction levels on hotel
attributes than Western customers did. Asian customers were concerned about value of
money while Western customers were concerned about security and safety. Food and
beverage was an attractive factor to hotel guests.

Heung and Cheng (2000) studied satisfaction of tourists towards shopping in
Hong Kong and indicated that staff service quality had the greatest influence on tourists’
level of satisfaction, followed by product value and product reliability. Choi and Chu
(2000) evaluated Hong Kong hotels on staff service quality, room quality, general
amenities, business services, value, security, and International Direct Dialing (IDD)
facilities. The study indicated that Asian travelers’ overall satisfaction was primarily
derived from the perceived value factor, whereas the western travelers were satisfied by

room quality factor.
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Heung (2000) studied the satisfaction levels of mainland Chinese travelers with
Hong Kong hotel services. The study found that the tourists were satisfied with the
availability of personal care amenities, quietness of the room, availability of food and
beverage variety, and dissatisfied with recreation facilities, availability of frequent
travelers’ program, and the baggage handing service. Eight dimensions of services
were identified. Service quality and value as well as the augmented product quality were
found to be more important than others in influencing their overall satisfaction and the
likelihood to return.

LeHew and Wesley (2007) found that tourist shoppers’ satisfaction level with
shopping centers was lower than that of resident shoppers, suggesting that the tourist
shopper market may not be the most valuable customer group compared to resident
shoppers. Zhang, Qu, and Tang (2004) studied Hong Kong residents’ travel destination
characteristic preferences and found that safety was the main factor for Hong Kong
residents in choosing the travel destination, and they also preferred to buy a package
tour.

Heung and Cheng (2000) studied tourists’ satisfaction with shopping in Hong
Kong. The study found that tourists were most satisfied with the lighting and physical
setting of the shops, followed by window displays and opening hours, and dissatisfied
with product reliability. Staff service quality was found to have the most influence on
tourists’ levels of satisfaction.

Wong and Law (2003) studied tourist satisfaction with shopping in Hong Kong
and found that Asian tourists were less satisfied with shopping in Hong Kong than

Western tourists. The study indicated that some retailers treated Western tourists better
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than Asian tourists because they perceived that Western tourists had more purchasing
power. Asian tourists were less likely to be satisfied with quality than Western tourists.
Tourists from different countries were not satisfied with the prices of products.

There are different perspectives of satisfaction study. Reisinger and Turner
(2002) studied shopping satisfaction of Japanese tourists at two shopping destinations:
Hawaii and the Gold Coast. Tam (2008) studied the relationships between brand
familiarity, satisfaction, and behavioral intentions in a restaurant setting. Grace and
O’Cass (2004) studied a bank setting and found that service experience was a
combination of core service; employee service; and servicescape, which influenced
feelings, satisfaction, and brand attitudes of customers. Kozak (2001) compared
satisfaction of two tourist nationalities with tourist destinations.

Researchers used different approaches in assessing tourists’ satisfaction. On the
service production system, Gronroos (1990) identified six factors that influenced
consumers’ expectation: personal needs, previous experiences, corporate/local image,
market communication, word-of-mouth, and absence of communication.

Joppe, Martin, and Waalen (2001) studied tourists’ satisfaction with Toronto,
Canada by using a Comparative Importance-Satisfaction approach. Tourists rated the
factors from the most to the least important on these items respectively: personal safety,
accommodation services, food services and cuisine, value for money, cleanliness,
variety of things to see and do, hospitality of local people, and directional signage.
Accommodation services, food services and cuisine, and variety of things to see and do

ranked among the top factors that influenced the tourists’ satisfaction.
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O’Leary and Deegan (2005) studied Ireland’s image from the French travelers’
perspective by using the Attribute Importance and Performance approach and found
that travelers most likely were satisfied with several attributes. Millan and Esteban
(2004) developed a multiple-item scale for measuring the travel agencies’ services from
tourists’ perspective based on six factors: service encounters (e.g., helpfulness),
empathy (e.g., solving problems), reliability (e.g., comply with agreed promises), service
environment (e.g., decoration and setting of agency), efficiency of advice (e.qg.,
knowledge), and additional attributes (e.g., special services of sending tickets and
reservations).

Various dimensions were evaluated in the destination satisfaction study.
Reisinger and Turner (2002) found that cultural factors, which were values, rules of
behavior, perception, and social interaction (with Australian hosts), impacted the
satisfaction of Asian tourists (Indonesian, Japanese, Korean, Mandarin, and Thai). Yu
and Goulden (2005) studied international tourists from four different regions (Europe,
the US, Japan, and Asia/Pacific) and satisfaction in Mongolia in four dimensions, which
were attractions, facilities, services, and prices.

Master and Prideaux (2000) studied Taiwanese tourists’ satisfaction on their trip
to South East Queensland and found that the culture differences (e.g., shopping habits,
cuisine, and language) did not significantly impact satisfaction, but were desirable.
Shopping hours were found to have the greatest impact on satisfaction. Some
respondents indicated their dissatisfaction with the cultural difference, but it did not

impact to the overall holiday experience.
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Yuksel and Yuksel (2007) studied the relationship between shopping risk
perceptions and tourist satisfaction. The study found that the higher perception of
external and internal risks impacted tourist satisfaction and loyalty in shopping.

George (2003) studied tourist’'s perceptions of safety and security and found that
tourists were less likely to engage with the activities if they perceived a fear of crime at
the destination. Tourists who experienced a crime incident during their trip would feel
less safe. Tourists perceived more danger during the night than during the day.

Yu and Goulden (2005) investigated international tourists from Europe, the US,
Japan, and other Asia/Pacific countries in relation to tourist attractions, facilities,
services, and prices in Mongolia. The study found that the international tourists were
satisfied with natural beauty, normadic lifestyle and traditional festivals, accommodation,
hospitality services, local employee attitude, and local food. They were dissatisfied with
facilities, sanitation, transportation, and nightlife.

Revisitation/Recommendation

Oppermann (2000) studied destination loyalty of residents of New Zealand to
Australia as a travel destination. The respondents were asked to identify the frequency
of their visits to Australia in a ten-year period (1985-1995). The findings suggested that
visiting Australia four to five times could be interpreted as loyalty.

There were several studies mentioned about the connection between tourists’
satisfaction and their loyalties to the travel destinations. Yoon and Uysal (2005) studied
the effects of motivation and satisfaction on destination loyalty. The study found a
relationship between satisfaction of travel experience and destination loyalty.

Satisfaction was found to be negatively influenced by the pull travel motivation. Push
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motivation was not found to be significant to the travel satisfaction, but to the
destination. The dimensions of the push motivations were: exciting,
knowledge/education, relaxation, achievement, family togetherness, escape, safety/fun,
and away from home/seeing. The dimensions of the pull motivations were: modern
atmosphere/activities, wide space/activities, small size/reliable weather, natural
scenery, different culture, cleanness/shopping, night life/local cuisine, interesting
town/village, and water activities.

Kozak and Rimmington (2000) studied tourists’ satisfaction during off-season
holidays to Mallorca, Spain. Three dependent variables, which were overall satisfaction,
likelihood to make subsequent visits to Mallorca, and likelihood to recommend these
holiday experiences to others, were investigated. The study found that these three
variables were influenced the most by these destination attributes: overall value for
money, quality standard of accommodation, level of service at accommodation, feelings
of safety and security, hospitality, cleanliness, hygiene and sanitation, and quality and
variety of food. The study mentioned that it was not necessary that the satisfied tourists
revisit the destination. The travel destination would still benefit from their word-of-mouth.

Bigné, Sanchez and Sanchez (2001) found that destination image was an
antecedent of perceived quality, satisfaction, intention to return, and willingness to
recommend the destination. Quality was found as a factor causing satisfaction and
intention to return, and satisfaction would have impact on willingness to recommend the
destination. Nonetheless, there was no connection between willingness to recommend

and satisfaction on intention to return.
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Hsu and Kang (2007) studied the relationship of trip characteristics and
perceptions of international visitors on likelihood to revisiting Hong Kong. The study
found that package tours were purchased among the first-time visitors while business
travelers and visitors to friends/relatives were more independent travelers. The first-time
visitors spent the least time (3.5 nights) while visitors who visited friends/family stayed
the longest time in Hong Kong (7 nights). The repeat visitors had the largest amount of
spending on their trips. Visitors on business trips had the most frequent visitations.
These visitors were satisfied with their Hong Kong trips; however, the findings indicated
that satisfaction could not be used to determine the loyalty since some of the visitors
indicated that they were less likely to return to Hong Kong even if they were satisfied.

Torres and Kline (2006) found that customer delight is a better indicator of
customer relationship than customer satisfaction because delighted customers were
more likely to generate word-of-mouth and be loyal to the business. Bennett and
Rundle-Thiele (2004) studied an advertising service setting and found that satisfaction
and loyalty were different constructs. A high level of satisfaction did not imply the high
loyalty of customers.

Weaver, Weber, and McCleary (2007) studied the relationship between the
predictor variables (length of stay, members in travel party, types of travel packages,
number of countries visited, and number of countries visited for pleasure) and the
criterion variables (satisfaction, service quality, value for the money, and likelihood to
return). The study found that the more counties the tourists visited, the higher they
perceived the quality of service in Hong Kong. Independent tourists had more likelihood

to return to Hong Kong than tourists who were on package tours. However, the later
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group rated service quality higher than the independent tourists did. This might be
because the package tour was prepared by tour operators for tourists, so they were
experiencing good service from tour guides, hotels, and restaurants. Focusing on doing
marketing strategies on tour operators rather than independent tourists or tour
participants was a recommendation. The number of countries visited and the value for
money were less correlated with likelihood to return in this study.

Lau and McKercher (2004) studied motivations and intended activities of first-
time and repeat pleasure tourists to Hong Kong. The study found that first-time tourists
came to Hong Kong to explore the general activities while the repeat tourists came to
consume. The first-time tourists engaged with exploring while the repeat tourists came
to shop, dine, and spend time with family/friends. Bansal and Eiselt (2004) studied how
motivation impacted the destination preference. Four motives were investigated, which
were climate (atmosphere/environment), relaxation, personal (e.g. prestige), and
education.

Kozak (2001) proposed a model of multiple relationships on level of overall
tourist satisfaction and number of previous visits and an intention for repeat visits. The
study found that first-time travelers are more likely to switch to other destinations while
repeaters have more loyalty to the destination. However, the number of previous visits
is not significantly related to the intention to visit.

Hui et al. (2007) found that a likelihood of revisiting Singapore was positively
related to tourists’ overall satisfaction levels. However, Singapore is such