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Destination Image and Intention to Visit the Tokyo 2020
Olympics among Hong Kong Generation Y
Stephen Pratt and Wai Sum (Amy) Chan

School of Hotel and Tourism Management, The Hong Kong Polytechnic University, Kowloon, Hong Kong

ABSTRACT
Although a great deal of previous research has been done to
evaluate the impact of international mega sports events on a
destination image, there is a lack of empirical evidence on images
that people hold of a destination before the event. The purpose of
this study is to examine the relationship between destination
image and the intention to travel to Japan to attend the 2020
Tokyo Olympic Games. A total of 315 surveys were collected
online through the social media Facebook during the time of the
2014 Winter Olympics in Sochi, Russia. Hong Kong Generation Y’s
interest in attending the 2020 Tokyo Olympics is driven by desti-
nation image factors such as being a safe and clean destination
and being perceived to be able to competently hold such a mega-
event as well as by an interest in sports. Interest in attending the
Games is negatively related to Japan being perceived as having
many historical, cultural and environmental attractions. The impli-
cations of these findings are valuable to the Japan National
Tourism Organization and Tokyo Olympic Organizing Committee
for marketing the event.

香港的Y世代对目的地形象及参观东京2020年奥运会的意向

摘要

尽管已有大量文献评估过国际大型体育赛事对目的地形象的影
响，有关人们在活动前对目的地的形象尚欠实证数据。本研究旨
在探讨目的地形象与前往日本参观2020年东京奥运会的意图之间
的关系。在2014年索契冬季奥运会期间，研究员通过网上社交媒
体面书共收集了315份问卷调查。研究发现，香港Y世代对参加
2020年东京奥运会的意图受以下目的地形象的因素所影响，如作
为一个安全和清洁的旅游目的地、被认为能够胜任举办此类大型
活动、以及对体育的兴趣。反之，参与奥运会的意向与以下目的
地形象的关系是相反的：日本被认为具有很多历史、文化和自然
环境的景点。研究结果有助日本国家旅游局和东京奥组委的营销
活动。
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Introduction

The Olympic Games is recognized as one of the most significant international mega
sports events, attracting a global audience. An increasing number of cities compete to
host the Olympic Games. According to Malfas, Houlihan, and Theodoraki (2004), the
Olympic Games is perceived by national leaders to be an opportunity to improve the
economy and society’s wellbeing. Host countries seek to increase tourism revenue, to
improve infrastructure, to obtain extensive international media attention and, impor-
tantly, to project a healthy, positive image through staging the Olympic Games (Ritchie
& Smith, 1991; Teigland, 1999). Hosting the Olympic Games should be recognized as
an investment for the future and an image-building event (Pyo, Cook, & Howell, 1988).

In the past 20 years, destination image has been the subject of much research and
debate in the tourism literature due to the importance of destination image to tourism
development (Chon, 1990; Echtner & Ritchie, 1991, 1993; Fakeye & Crompton, 1991;
Gartner, 1994). Li and Kaplanidou (2013) indicated that although the image-enhance-
ment effects of hosting events have been well documented, there is a possibility that this
effect may vary across different events and populations. Hence, further research is
needed. Gibson, Qi, and Zhang (2008) also stated that there is an increasing awareness
of the potential impact on a destination’s image when hosting mega sports events such
as the Olympic Games. However, there is a lack of empirical evidence of images of the
host city that potential tourists hold before the event. Therefore, Gibson et al. (2008)
investigated the images that young Americans hold of China both as a tourist destina-
tion and as the host of the 2008 Olympic Games.

Hong Kong is an important source market to Japan. Additionally, Generation Y is
becoming a segment with increasing disposable income, although there is some debate
about the definition of Generation Y. Mogab, Nicol, Welkey, and Wuest (2008) defined
Generation Y as those born during the 1980s to 2000s, while Sheahan (2005) defined
Generation Y as those born between 1978 and 1994. Currently, this generation are
teenagers and young adults. Richards and Wilson (2003) stated that Generation Y is one
of the fastest growing tourism markets in the world. Hence, it is important for
Destination Marketing Organizations (DMO) to better understand destination image,
especially when investing in being the host of a mega sports event such as the Olympic
Games. This study will examine the relationship between destination image and travel
intentions of Hong Kong’s Generation Y to visit Japan and the 2020 Tokyo Olympic
Games, 7 years before the opening ceremony.

On 7 September 2013 at the 125th International Olympic Committee (IOC) Session,
which took place in Argentina, the IOC announced Tokyo’s success in the bid to host
the 2020 Summer Olympic Games, winning over two other competing cities, Istanbul,
Turkey, and Madrid, Spain. Tokyo will be the only Asian city to host the Summer
Games twice. Tokyo hosted the Olympic Games in 1964, which was then regarded as an
opportunity to recover from the country’s after-effects of the Second World War and
recreate its image as a ‘peaceful economic house’. Similarly, by hosting the Summer
Olympic Games in 2020, Japan is hoping to transform its global image and stimulate
the nation’s recovery after the 2011 Fukushima Daiichi nuclear disaster, with an
expected positive economic, as well as a psychological impact. This international
event is also expected to give Japan and Tokyo the opportunity to show the nation’s
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strength to the world, which includes their latest technologies in organizing and hosting
events.

Japan’s tourism industry has experienced strong growth since the economic down-
turn due to the damage from the tsunami, which caused a nuclear leakage in
Fukushima in March 2011. According to the Japan National Tourism Organization
(JNTO), the number of visitors to Japan in 2012 was approximately 8.36 million, which
is 34.4% higher than the 6.22 million visitors recorded in 2011, and just 2.8% lower than
the number of visitors in 2010, the year before the earthquake and tsunami. In 2013,
Japan recorded international tourist arrivals of over 10 million arrivals for the first time.
Mainland China, Thailand, Taiwan, and Japan are the most popular countries visited by
Hong Kong residents for short haul travel (Zhang, Qu, & Tang, 2004). Nearly 70% of
visitors from Hong Kong to Japan are non-package tourists, and Hong Kong citizens
made nearly 510,000 trips to Japan in 2010. Japan has always been a favored destination
for Hong Kong people. Reports on Hong Kong outbound travel statistics show that
Japan remains among the top five destinations for Hong Kong citizens even during
2011, despite the damage from the earthquake and tsunami. In 2012, Hong Kong
outbound travel to Japan reached 472,699, which is a 22.8% increase compared with
2011. This positions Japan second behind Taiwan as the most visited destination among
Hong Kong outbound travelers.

With Japan ranking second after Taiwan as the destination with the most Hong
Kong outbound travelers and the announcement of Tokyo being the hosting city for the
2020 Olympic Games, various questions arise, ‘What is the perception of Hong Kong
people towards Japan as a tourist destination? How do Hong Kong people feel about
Japan hosting the 2020 Olympic Games?’ Woodside and Lysonski (1989) indicated that
destination image and travel intention are closely related. A study by Chalip, Green, and
Hill (2003) also suggested that event media exposure can exert a positive influence on
certain components of a destination image and the intention to visit the host destina-
tion. Therefore, another question arises, ‘How does the image of a host destination
affect the intention to travel?’

A mixture of quantitative and qualitative research was conducted through the
distribution of online questionnaires, followed by in-person interviews to investigate
the Hong Kong Generation Y’s perception of Japan’s destination image and the travel
intentions of Hong Kong’s Generation Y to visit Japan and the 2020 Tokyo Olympic
Games. The findings of this research provide valuable marketing information on Hong
Kong tourists’ perceptions on the pre-event image of the 2020 Olympic Games in
Tokyo and will eventually enable a comparison between pre-event and post-event
destination image among this cohort.

Literature review

Olympic Games

Being a high-profile mega-event, the Summer Olympic Games has even been called the
‘epitome of mega-events’ (Faulkner et al., 2000, p. 232). The Olympic Games is globally
recognized as the largest sports mega-event and attracts massive media coverage every
time it is held. Aside from being a sport event, the Olympic Games is also regarded as a
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cultural phenomenon, with a modern history that can be traced back over a hundred
years (Garcia, 2008).

The Olympic Charter defines Olympism as ‘a philosophy of life, exalting and combining in
a balanced whole the qualities of body, will and mind.’ Olympism seeks to create a way of
life based on the joy of effort, the educational value of good example, social responsibility
and respect for universal fundamental ethical principles by blending sport with culture and
education. The goal of Olympism is ‘to place sport at the service of the harmonious
development of humankind, with a view to promoting a peaceful society concerned with
the preservation of human dignity’. [Olympic Charter, Fundamental principles, paragraph
1 & 2, (International Olympic Committee, 2007)] The Olympic Games, which consists of
the Games of the Olympiad and the Olympic Winter, are competitions between athletes in
individual or team events but not between countries. (Olympic Charter, the Olympic
Movement, Section 6, Olympic Games)

One of the key factors that drives countries to compete to be the host city/country of
the Olympic Games is the expected economic benefits, with tourism development being
one of the contributing factors (Malfas et al., 2004). Solberg and Preuss (2007) inves-
tigated the interrelationship between major sports events and their long-term tourism
impact. They concluded that it is possible there would be economic growth created
through the long-term tourism impact by hosting events and thus attracting more
tourists. However, the benefits may not always exceed the costs. The Olympic Games is
an example of this since the host country is expected to make large investments in
sports facilities and supporting infrastructure. Further, there is a risk that the initial
investment exceeds the long-term demand. There is a chance that the change in
demand, supply, or both may trigger an increase in the number of tourists (Solberg
& Preuss, 2007). Malfas et al. (2004), citing Pyo et al. (1988), noted that the overall
economic impact of the Olympic Games held from 1964 until 1984 was negative.

As for the short-term tourism impact of the Olympic Games, statistics from tourist
arrival reports for Athens, host of the 2004 Summer Olympics, show a clear drop in
tourist arrivals in 2004 compared with 2003 (Malfas et al., 2004). Higham (1999)
indicated that the temporary increase in the number of visitors of the Sydney
Olympics was expected to be (and was) offset by time-switching and displacement of
the visiting tourists. Faulkner and Tideswell (1999) used the term ‘sports junkies’ to
describe the international tourists that would visit Australia during the Sydney Olympic
Games, meaning that the majority of these tourists showed no further interest in
exploring other tourism products in Australia. Another benefit of hosting the
Olympics, recognized in the literature (Hall, 1993), is the interest and attention in the
host city/country of the mega-events. Higham (1999) questioned the benefit of this
impact and suggested that host cities may realize a negative impact from a range of
factors including: poor publicity, capacity constraints, financial costs, political activism,
and terrorism. All these factors could likely affect the destination image of the host city/
country.

Destination choice

Both practitioners and academics alike are very interested in why tourists choose one
destination over another (Papatheodorou, 2001). Research on destination choice has
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been adapted from the broader literature on consumer decision making (Sirakaya &
Woodside, 2005). Understanding the choice of a travel destination is a complex task
that involves taking into account many influential factors, both internal and external
(Karl, Reintinger, & Schmude, 2015). A psychological behavioristic approach suggested
by Woodside and Lysonski (1989) is a useful model with which to examine the
relationship between destination image and the intention to travel to Japan to attend
the 2020 Tokyo Olympic Games. In Woodside and Lysonski’s (1989, p. 9) model,
choice of destination is determined by the intention to visit which, in turn, is dependent
on destination preference. Destination preference is determined by an affective compo-
nent in the form of positive and negative evaluations of a destination and destination
awareness and image, which is comprised of individual tourist characteristics and
marketing influences. This model links destination image and intention to visit the
destination.

Destination image

Images that ‘drive’ perceptions are more important than tangible resources and reality
in motivating consumers to take action (Guthrie & Gale, 1991). Image is a valuable
concept to understand how tourists select a destination (Baloglu & McCleary, 1999).
‘Image theory’ suggests that the world is a psychological or distorted representation of
objective reality residing in the mind of the individual (Myers, 1968). One of the most
commonly adopted definitions of ‘image’ is that by Crompton (1979), which defines
image as the sum of beliefs, ideas, and impressions that a person has of a destination.
Embacher and Buttle (1989) stated that destination image is comprised of the ideas or
concepts held individually or collectively of the destination under investigation. Image
may comprise both cognitive and evaluative components.

Destination image is developed and created through various means and has a
significant influence in terms of the selection of a destination (Baloglu & McCleary,
1999; Chon, 1990; Gallarza, Saura, & Garcia, 2002; Pike, 2002; Prayag & Ryan, 2012). Its
importance in increasing the number of tourists visiting destinations was first demon-
strated by Hunt (1975). Destination image is one of the most studied areas in the
tourism literature (Stepchenkova & Morrison, 2008). Baud-Bovy and Lawson (1977)
defined destination image as the expression of all knowledge, impressions, prejudices,
and emotional thoughts an individual or group has of a particular object or place.
Destination image is a mixture of various attributes, including cultural, natural, and
social attributes, as well as the tourism infrastructure of a particular destination (Beerli
& Martín, 2004; Milman & Pizam, 1995). It combines information from a wide range of
sources, which include impressions about the historical, political, economic, and social
aspects of a certain destination (Gartner, 1989, 1994).

Destination image formation

Baloglu and McCleary (1999) reviewed numerous studies on destination image. They
concluded that images are derived from two major forces: stimulus factors and personal
factors. Stimulus factors, also known as information sources or image forming agents
(Gartner, 1994), have an influence on perception and evaluation formation. Stimulus
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factors are derived from external stimulus and physical objects, for example media
exposure and destination information acquired from previous experience with the place
(Beerli & Martín, 2004; Gibson et al., 2008). Personal factors, which refer to an
individual’s personal characteristics or internal factors, can also influence the formation
of an image (Beerli & Martín, 2004). According to Um and Crompton (1990), aside
from external stimuli, the nature of one’s beliefs can vary and depend on the internal
beliefs of an individual. Personal characteristics such as an individual’s own needs,
motivation, previous knowledge, and preferences will ‘color’ a perceived image of a
destination, which is their own mental picture of a place (Gartner, 1994). Personal
factors such as social and psychological characteristics of the individual also influence
the forming of the perceived destination image (Baloglu & McCleary, 1999; Gibson
et al., 2008).

To obtain a better understanding on the construct of a destination image, Baloglu
and McCleary (1999) suggested that there are three dimensions of image: perceptual/
cognitive, affective and overall image. The perceptual/cognitive component refers to the
belief and knowledge of an individual about a destination. In other words, what
thoughts an individual has about a destination. As for the affective component, this
refers to what individuals feel about a destination (Baloglu & McCleary, 1999; Beerli &
Martín, 2004; Chalip et al., 2003; Gibson et al., 2008; Pratt, 2013). Woodside and
Lysonski (1989) indicated that affective factors of a destination image comprise both
positive and negative evaluations. The perceptual/cognitive and affective component
combine together to form the overall image of a destination.

As noted above, Woodside and Lysonski’s (1989) general model of traveler destina-
tion awareness and choice is useful for understanding the relationship between destina-
tion image and intention to travel. They noted that an intention to travel is the
perceived likelihood that a tourist will visit a particular

destination within a specific time period. Gibson et al. (2008) used Woodside and
Lysonski’s (1989) model to examine the relationship between destination image and the
intention to visit China and the 2008 Beijing Olympic Games.

Further, under destination awareness, we draw from Echtner and Ritchie (1991) who
proposed a three-dimensional continuum approach to the image of a destination. The
three-dimensional continuum image consisted of: attribute-holistic, functional-psycho-
logical, and common-unique. The attribute-holistic continuum refers to the perceptions
of separate attributes to a holistic impression of a destination. The functional-psycho-
logical continuum describes destination image in terms of functional attributes to
psychological attributes. The common-unique continuum ranges from generic image
attributes applying to all destinations to specific image attributes exclusively associated
with a particular destination. We include a conceptual framework that shows the
relationship between the concepts of destination image and behavioral intention. In
sum, we focus on the cognitive image attributes and, in the interest of parsimony, we
did not include affective image attributes in this study (Figure 1).

It is important to recognize how events and destination image work together.
Previous literature suggests that more research should be carried out on the interrela-
tionship between events and destination image (Chalip & Green, 2001; Chalip &
McGuirty, 2004). The impact of an event on the destination image may vary depending
on the scale of the event. Previous research finds that mega-sporting events contribute
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to the transformation of a host city’s image. Past studies also indicate that in order to
obtain a positive destination image, destination authorities should try to compete to
host mega-events such as the Olympic Games (Tasci & Gartner, 2007).

Sheffield is used as a successful example where its image has been transformed from
a traditional manufacturing city to the UK’s first ‘National City of Sports’, after winning
the bid for the 1991 World Student Games and investing in sporting infrastructure and
continuous contribution to sports (Davies, 2002). The Olympic Games is also used as
an example of mega sports events which produced both positive and negative impacts
in terms of the awareness of a destination and its image (Hall & Hodges, 1996; Hiller,
1998; Kim & Morrison, 2005; Ritchie & Hu, 1987; Smith, 2005). Australia and Greece
are cited as examples by Gibson et al. (2008) of countries that hoped to develop a new
destination image by hosting the Olympic Games. Through hosting the 2000 Games in
Sydney, Australia hoped to replace the ‘Crocodile Dundee image’ with an image of a
diverse and modern country that has a unique look and feel (Chalip & Green, 2001, p.
2). Greece tried to project a modern and efficient country image through hosting the
2004 Olympic Games in Athens (BBC World News, 2004). However, there is always a
risk that hosting a mega event does not promote the country’s desired image to the
world (Gibson et al., 2008). For instance, Athens received a great deal of negative media
coverage; the opposite of their initial goal to promote the country as ‘modern and
efficient’ (BBC World News, 2004). Past studies indicate that the process of changing
the perceived image of a destination is ‘difficult, costly, and time-consuming’ (Fakeye &
Crompton, 1991). The study by Li and Kaplanidou (2013) found that the 2008 Beijing
Olympics Games only had a limited degree of impact on US leisure travelers’ collective
perceptions towards China. This result is consistent with studies that suggest the impact
of mega-events on non-attendees’ destination image could be limited.

Methodology

A questionnaire was constructed based on the research questions and consists of three
sections: (a) previous travel and Olympic experience, (b) destination image, and (c)
demographic background. The first section contained questions on previous travel to
either Japan and/or the Olympics. We asked whether the respondents have traveled to
Japan before and, if so, the number of visits and whether they have attended any

Figure 1. Conceptual framework.
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Olympic Games in the past or specifically attended the 2008 Olympic Equestrian Events
held in Hong Kong. The concept of familiarity helps to understand destination choice
as tourists rely on previous tacit knowledge and experience when choosing a destination
(Karl et al., 2015). We operationalized Woodside and Lysonski’s (1989) intention to
visit the destination by asking respondents their interest in attending the 2020 Tokyo
Olympic Games in Japan. We followed this question by asking the reasons for intending
to visit or not. We seek to understand any barriers to visiting Japan and the 2020 Tokyo
Olympics as travel constraints are important factors in selecting or rejecting a destina-
tion (Sirakaya & Woodside, 2005; Um & Crompton, 1992). The remaining question of
this section asked whether they had ever watched the Olympics on television.

The second section of the questionnaire consisted of 19 items measuring partici-
pants’ perceptual/cognitive image of Japan as a tourist destination. In Woodside and
Lysonski’s (1989) model these destination image attributes represent the external
variables such as the pull factors of the Olympics and the internal variables such as
the images and beliefs about the destination. The 19 destination items were obtained
and modified from past literature, mainly studies by Beerli and Martín (2004) and
Gibson et al. (2008). These destination image attributes include a mix of Echtner and
Ritchie’s (1991) three-dimensional continuum approach to the image of a destination.
Japan’s destination image is measured as a function of attribute-holistic images, func-
tional-psychological images, and common-unique images. A longer list of attributes
were asked in the pilot study and these were reduced to avoid redundancy in the
debriefing session conducted among the respondents who completed the pilot. Four
additional items were developed to investigate participants’ perceived image of Japan as
the hosting country for the coming 2020 Olympic Games. These ‘Olympic competence’
attributes were also taken from Gibson et al. (2008). A 5-point Agree–Disagree Likert
scale was used to evaluate these items. The third section of the questionnaire collected
participants’ demographic information such as gender, age, nationality, educational
level, marital status, and frequency of playing sports.

Data collection

Both quantitative and qualitative methods were used to conduct this research. An
online survey was released at the beginning of 2014, during the period of the 2014
Winter Olympics held in Sochi, Russia. Tokyo, Japan was announced as the successful
city to host the 2020 Olympic Games in September 2013, hence the research was carried
out 6 years before the Games are actually held. The survey targets Generation Y
potential tourists. Compared with Baby Boomers and Generation X, Generation Y
enjoy a fun lifestyle and would like to discover more about themselves (Pendergast,
2009). Their decision-making process is affected mainly by friends and they exhibit little
brand loyalty. They are uncertain spenders with no significant spending patterns but
tend to focus more on short-term wants and are credit-dependent, sometimes depend-
ing financially on parents. Generation Y were born in a digital world and are major
users of online networks and tend to use a wide range of technologies in their everyday
lives (Consumer Behavior Report, 2008). Nusair, Bilgihan, Okumus, and Cobanoglu
(2013) also indicated that online social networks have a strong impact on Generation Y.
These scholars used the term ‘Net Generation’ to describe the members of Generation Y
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for their active engagements in online media. Generation Y are involved in all kinds of
online activities ranging from text messaging, social networks, to blogs (Consumer
Behavior Report, 2008).

The survey was distributed through a social networking site, Facebook, which is one
of the communication technologies frequently used by Generation Y. Out of all the
different social media sites, Facebook is the most visited site and has the most postings
in terms of personal use (Moran, Seaman, & Tinti-Kane, 2011). Ramo and Prochaska
(2012) conducted an online survey using Facebook and came to the conclusion that
Facebook is a successful and effective recruitment source for young adults and is more
affordable than email surveys or other traditional recruitment mechanisms, such as
hiring a survey sampling company. Other internet-based recruitment mechanisms have
also been successful in collecting data but are found to be more difficult in targeting a
certain demographic population, which leads to the need for a more thorough screening
process. For this survey, convenience sampling is used and the questionnaire was sent
to 600 friends on the Facebook friend list of the researcher. These 600 potential
respondents were requested to share the questionnaire with their Facebook friends as
well, thereby creating a snowball effect. Qualtrics, which is an online survey tool for
research, was used for conducting the survey and for data collection.

The use of Facebook to distribute the online survey makes data collection efficient
and economical. However, there are limitations to this distribution method. There is
often a high probability that the survey was distributed to potential respondents who
share the same demographics as the researcher who posted the link on Facebook. These
potential respondents have similar demographic features, such as age and educational
background, as the researcher. This means that the selection of Hong Kong Generation
Y respondents is not random and may not be representative of the target population.
Nevertheless, as mentioned below, at least in terms of gender split, the sample is very
similar to the overall population.

The data collection process was completed 2 months after the release of the survey
and was then exported to SPSS Statistics Software (Version 21) for statistical analysis.
There are two screening questions in the survey to ensure the selected participants of
the research were Chinese and aged between 18 and 29 years old. In this study,
Generation Y is defined differently from Sheahan (2005) and Mogab et al. (2008)
(noted earlier), to ensure respondents are adults (18 years and above) and the upper
bound of 29 years was chosen to compare the gender data with the Hong Kong Census
data (which also reported an age bracket up to 29 years). Overall, 315 completed
questionnaires were collected. This represents a maximum sampling error of ±5.52%
at the 95% confidence level.

As presented in Table 1, just over half of the respondents are female (50.9%). This
gender mix is quite representative of this age group. Hong Kong’s Census and Statistics
Department reports, in the 2011 Population Census, that for the 15 to 24-year age
bracket females comprised 49.8%. As those invited to participate were on the Facebook
friend list of the one of the researchers, most respondents (74.0%) were in the same age
group of the Facebook user, which is 21 to 23 years old, while 14.1% of the respondents
were aged between 24 and 29 years old, and the remaining 11.9% aged between 18 and
20 years old. In terms of education level, the majority of the participants (92.7%) had
reached university level, with 6.8% having completed Diploma or Higher Diploma and
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less than 1% having an educational level as primary school or below. It is difficult to
compare the education level of this sample with the Hong Kong Generation Y popula-
tion as the Hong Kong Census and Statistics Department only reports educational
attainment amongst 15 to 24 year olds, hence a comparison with this sample is not
possible. All respondents are single, in terms of marital status.

Data analysis

Descriptive statistics are used to analyze the demographic background, previous
travel experience, and Olympic-related experience of respondents. To examine dif-
ferences in how Japan is perceived by Hong Kong Generation Y as a tourist
destination and as the host country by previous visitation to Japan and interest in
attending the 2020 Tokyo Olympics, statistical tests were undertaken. First, the
Shapiro Wilks test for Normality was employed to test to see if the attribute variables
follow a Normal distribution. In all instances, because of the positively skew (Hong
Kong Generation Y perceive Japan favorably – see Table 3), we cannot reject the null
hypothesis of a Normal distribution. As such, the analysis has been re-done using the
Mann–Whitney U test, the nonparametric test. Non-Hierarchical axial coding was
used in analyzing the qualitative data collected from questions on participants’
interest in attending the Olympics and attendance for the 2008 Equestrian Event.
Custom tables were used for the comparisons of means for the destination image
variables in relation to the participants’ (1) previous travel and Olympic experience,
and (2) interest in attending the 2020 Tokyo Olympics.

Results

For the number of days the participants play sports per week, just over one half of the
respondents (53.1%) play sports one to two days every week, with 32.4% not playing
sports at all during the week, 13.7% play sports three to four days per week and less
than 1% play more than five days during the week. More than half (55.0%) are yet to
visit Japan, 35.8% have been to Japan once or twice, 6.0% have traveled to Japan three
to four times in the past, with the remainder (3.3%) having been to Japan for five or
more times. Only 7.2% of respondents have attended the Olympic Games in the past
and 8.1% of the participants attended the 2008 Olympic Equestrian Events held in

Table 1. Demographic profile.
Frequency (N) Percentage (%)

Gender
Male 155 49.2
Female 160 50.8

Age Group
18–20 38 11.9
21–23 233 74.0
24–29 44 14.1

Education Level
Primary School or below 2 0.5
Diploma /Higher Diploma 21 6.8
University 292 92.7
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Hong Kong. Nearly all respondents (98.3%) have watched previous Olympic Games on
television (Table 2).

To aid interpretation and examine the underlying structure of the data, exploratory
factor analysis was performed on the 23 destination image attributes. For these 23
attributes, exploratory factor analysis reveals a five-factor solution. The KMO measure
of sampling adequacy is 0.903. These five factors account for 62.1% of the variance. A
factor solution accounting for around 60% of variance is generally considered satisfac-
tory (Hair, Black, Babin, & Anderson, 2010). Based on the factor loadings, the first
factor is termed ‘Safe and Clean’. The top three attributes that load onto this factor are
‘A Safe Place to Hold the Olympic Games’, ‘Many Friendly People’, and ‘A Safe
Country’. The second factor, termed ‘Ease of Travel’, has the following three attributes
load heavily onto this factor: ‘Good Transportation Services and Facilities’, ‘Easy to
Communicate with the Local People’, and ‘Convenient to Travel in the Country’. The
third factor contains five attributes and relates specifically to Food Choices and
Entertainment options in Japan. These five attributes are: ‘Many Food Choices’,
‘Good Night Life and Entertainment’, ‘A Comfortable Climate’, ‘Many Shopping
Facilities’, and ‘Many Tourist Attractions’. The fourth factor relates to historical,
cultural, and environmental attractions while the fifth factor relates to the Olympics
Competence of Japan as a host nation.

Cronbach’s alpha, the standard assessment for reliability, for each of the five factors
is listed in Table 3. This measure for reliability ranges from 0.746 for Factor 5 to 0.831
for Factor 1. An acceptable measure of internal consistency is between 0.6 and 0.7 and a
good measure is between 0.7 and 0.9 (Kline, 2000, p. 13). The mean scores and standard
deviations of the attributes, grouped into their factors, including the Olympic Games-

Table 2. Travel, sports, and the Olympics history.
Frequency Percentage (%)

No. of days played sports per week
0 102 32.4
1–2 days 167 53.1
3–4 days 43 13.7
5 or more days 2 0.8

Number of Times been to Japan
Never 173 55.0
1–2 times 113 35.8
3–4 times 19 6.0
5 or more times 10 3.3

Interest in Attending the 2020 Tokyo Olympic Games
Yes 116 36.8
No 199 63.2

Attendance at any Olympic Games
Yes 23 7.2
No 292 92.8

Attendance at the 2008 Equestrian Event in Hong Kong
Yes 26 8.1
No 289 91.9

Experience of Watching the Olympic Games on TV
Yes 309 98.3
No 5 1.7
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related attributes are shown in Table 3. An average for each factor was also computed
by taking the average of the mean score of each of the attributes that load on each
factor.

The overall ranking of the mean scores by each factor shows that ‘Safe and Clean’ has
the attributes with the highest mean scores, followed by ‘Historical, Cultural, &
Environmental Attractions’, ‘Food & Entertainment’, ‘Ease of Travel’, and then the
attributes relating to Japan’s Competence as the Host for the 2020 Olympic Games.
Hong Kong Generation Y rates Japan highly in terms of ‘A Clean Country’, ‘Good
Service Quality’, ‘Beautiful Natural Sceneries’, and ‘Many Tourists Attractions’. They
are more likely to disagree that it is ‘Easy to Communicate with Local People’ in Japan.

As for the image variables related to Japan as the host of the 2020 Olympic Games,
responses from participants are positive. Hong Kong Generation Y believe that Japan
shows strong competence to host the Olympic Games and also that Japan has world-
class sporting facilities.

Table 4 shows the comparisons of mean scores for all destination image attributes
highlighting where there is a statistically significant difference between Hong Kong
Generation Y’s travel history to Japan and interest in attending the 2020 Tokyo
Olympics. The Mann–Whitney U tests for nonparametric data were conducted to test
the differences in distribution across these categorical variables. Hong Kong Generation
Ys who had previously visited Japan have more favorable perceptions of Japan across 10
of the 19 general attributes and three out of the four Olympic-specific attributes.

Table 3. Factor analysis and descriptive statistics for destination image attributes.
General destination images Factor loadings Alpha Mean SD

Safe and Clean (Factor 1) 0.831 4.08
A Safe Place to Hold the Olympic Games 0.713 3.83 0.89
Many Friendly People 0.629 4.01 0.83
A Safe Country 0.626 3.89 0.89
A Good Quality of Service 0.611 4.25 0.73
A Clean Country 0.608 4.40 0.72
A Destination for Relaxation 0.565 4.08 0.71

Ease of Travel (Factor 2) 0.822 3.63
Good Transportation Services and Facilities 0.761 3.87 0.80
Easy to Communicate with the Local People 0.759 2.82 0.98
Convenient to Travel in the Country 0.725 3.86 0.76
Easy to Find Accommodations 0.571 3.79 0.78
Easy to Obtain Travel Information 0.505 3.97 0.80
Good Value for Money 0.455 3.45 0.91

Food & Entertainment (Factor 3) 0.752 3.91
Many Food Choices 0.692 4.01 0.80
A Comfortable Climate 0.669 3.73 0.77
Good Night Life and Entertainment 0.623 3.58 0.80
Many Shopping Facilities 0.528 4.10 0.73
Many Tourist Attractions 0.500 4.14 0.75

Historical, Cultural & Environmental Attractions (Factor 4) 0.808 4.06
Many Historical Sites and Museums 0.796 3.87 0.77
Many Cultural Attractions 0.767 4.13 0.70
Beautiful Natural Sceneries 0.653 4.19 0.68

Olympic Competence (Factor 5) 0.746 3.45
World-class Sporting Facilities 0.823 3.50 0.76
A Sporty Nation 0.776 3.25 0.74
Strong Competence to Host the Olympic Games 0.600 3.61 0.77

A Likert 5-point was used for rating the factors, ranging from 5 = ‘Strongly agree to 1 = ‘Strongly disagree’.
SD = Standard Deviation.
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Hong Kong Generation Y who express interest in attending the 2020 Tokyo
Olympics rate nine of the general destination attributes higher than those who have
no interest in attending the event. Additionally, those interested in attending the
Olympics are more likely to perceive Tokyo to be an Olympic-appropriate city.
Statistically significant differences occur in all four attributes specifically related to the
Olympics, including ‘A Safe Place to Hold Olympic Games’, ‘Strong Competence to
Host the Olympic Games’, ‘World-class Sporting Facilities’, and ‘A Sporty Nation’.

To determine which destination image attributes are the best predictors of interest in
attending the 2020 Tokyo Olympics, a logistic regression was run, since the dependent
variable (interest in attending the 2020 Tokyo Olympics) is dichotomous. The explana-
tory variables include both destination image and awareness variables and traveler
variables; that is, both psychological and non-psychological variables (Sirakaya &
Woodside, 2005). The independent variables are the summated scores for the five
destination image factors: Safe & Clean; Ease of Travel; Food & Entertainment;
Historical, Cultural & Environmental Attractions; and Olympic Competence factors;
Ever Visited Japan (Yes/No), Age 18–20 years, Age 21–23 years (Age 24–29 is the
reference group); Gender (Male/Female), and Play Sport during the Week (Yes/No).
The usual OLS regression for best fit approach of minimizing error around the line of
best fit is inappropriate. Logistic regression uses the maximum likelihood method of

Table 4. Comparisons of means for selected destination image attributes.

Ever visited Japan
Interest in attending the
2020 Tokyo Olympics

Destination image attributes Yes No Yes No

Safe and Clean (Factor 1)
A Safe Place to Hold the Olympic Games 3.97* 3.70 4.02* 3.71
Many Friendly People 4.16* 3.88 4.14* 3.93
A Safe Country 4.09* 3.73 4.16* 3.73
A Good Quality of Service 4.36* 4.16 4.36* 4.19
A Clean Country 4.49 4.33 4.45 4.37
A Destination for Relaxation 4.19* 3.98 4.17 4.02

Ease of Travel (Factor 2)
Good Transportation Services and Facilities 3.94 3.80 4.02* 3.77
Easy to Communicate with the Local People 2.85 2.79 2.97* 2.73
Convenient to Travel in the Country 3.99* 3.75 3.94 3.81
Easy to Find Accommodation 3.94* 3.67 3.91* 3.72
Easy to Obtain Travel Information 4.01 3.94 4.06 3.92
Good Value for Money 3.59* 3.34 3.69* 3.32

Food & Entertainment (Factor 3)
Many Food Choices 4.02 4.00 4.00 4.01
A Comfortable Climate 3.84* 3.64 3.78 3.70
Good Night Life and Entertainments 3.47 3.68 3.78* 3.47
Many Shopping Facilities 4.20* 4.02 4.19 4.05
Many Tourist Attractions 4.19 4.11 4.33* 4.03

Historical, Cultural & Environmental Attractions (Factor 4)
Beautiful Natural Sceneries 4.28* 4.12 4.27 4.14
Many Cultural Attractions 4.18 4.08 4.14 4.12
Many Historical Sites and Museums 3.93 3.82 3.86 3.87

Olympic Competence (Factor 5)
World-class Sporting Facilities 3.60* 3.42 3.64* 3.42
A Sporty Nation 3.29 3.21 3.48* 3.11
Strong Competence to Host the Olympic Games 3.75* 3.49 3.81* 3.49

* = A number with an asterisk indicates that the attribute is statistically significant at the 95% level of confidence from
the adjacent column.
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estimation. The results of this regression are shown in Table 5. Although there is no close
analogous statistic in logistic regression to the R2 indicator of overall model fit, Cox and
Snell’s R2 and the Nagelkerke R2 provide an approximation. Nagelkerke’s R2 will normally
be higher than the Cox and Snell measure. These indicators are relatively low at 11.6%
(Cox and Snell) and 15.9% (Nagelkerke). This is to be expected given that the typical
determinants of demand, such as prices and income, are not included in the model.

The classification table in the SPSS output showed that 70.7% of the cases were
classified correctly. The Wald criterion demonstrated that the factors of ‘Safe and
Clean’, ‘Historical, Cultural, and Environmental Attractions’, ‘Olympic Competence’,
‘Gender’, and ‘Play Sport at least Once a Week’ make a significant contribution to
predicting interest in attending the 2020 Tokyo Olympics (at least at 90% level of
confidence). Those who perceive Japan to be more safe and clean are more likely to
attend the 2020 Tokyo Olympics. However, those who perceive the destination image
of Japan to focus more on ‘Historical, Cultural, and Environmental Attractions’ are
less likely to attend the 2020 Tokyo Olympics (as evidenced by the negative beta
coefficient in the logistic regression). Exp(β) in Table 5 shows the odds ratio of the
explanatory variables. When the factor of Olympic Competence is raised by one unit
the odds ratio is 1.86 times as large and therefore Hong Kong’s Generation Y are
1.86 times more likely to be interested in attending the 2020 Olympics. Male are
significantly more likely than females to have an interest in attending the Olympics.
Additionally, those who play sports at least once a week are 1.6 times more likely to
be interested in attending the Tokyo Olympics than those who are not sporty.

An open-ended follow-up question asked Hong Kong Generation Y the reasons for
their interest or lack of interest in attending the upcoming 2020 Tokyo Olympic Games.
Of the 36.8% who expressed interest in attending the Tokyo Olympic Games in 2020,
four main reasons were identified. The category mentioned most frequently for being
interested in attending is ‘To Experience the Event/Olympic Games’. The second most
frequently mentioned category is ‘Positive Feelings towards Japan’, which is followed by
‘Love for Sports’, and lastly ‘Japanese Culture’.

In attempting to understand destination choice, we seek to uncover travel constraints
(Um & Crompton, 1992). Of the remaining 63.2% who indicated they were not
interested in attending, five major categories were identified. The most frequently stated
reason for lack of interest is the ‘Lack of Interest in Sports/Olympics Games’, with ‘High

Table 5. Logistic regression for interest in attending 2020 Tokyo Olympics.
Variables in the model β S.E. Wald df Sig. Exp(β)

Safe and Clean 0.539 0.332 2.635 1 0.100 1.714
Ease of Travel 0.449 0.294 2.337 1 0.126 1.567
Food and Entertainment 0.030 0.321 0.009 1 0.926 1.030
Historical, Cultural and Environmental Attractions −0.593 0.277 4.592 1 0.032 0.553
Olympic Competence 0.620 0.241 6.594 1 0.010 1.859
Play Sport during the Week 0.470 0.290 2.630 1 0.100 1.600
Gender −0.558 0.265 4.438 1 0.035 0.573
Age 24–29 years (Reference) 0.000 0.000 2.264 2 0.322 0.000
Age 18–20 years 0.738 0.502 2.159 1 0.142 2.092
Age 21–23 years 0.460 0.383 1.440 1 0.230 1.584
Ever Visited Japan −0.032 0.259 0.016 1 0.901 0.968
Constant −4.177 1.344 9.662 1 0.002 0.015

Cox & Snell R Square = 11.6%; Nagelkerke R Square = 15.9%; S.E. = Standard error; df = Degrees of freedom.
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Travelling Costs/Financial Constraints’ being the second most frequently stated reason.
Other reasons for not being interested in attending the 2020 Tokyo Olympic Games
include ‘Nuclear Radiation Problem’, ‘Alternatives – Watching the Games on TV’, and
‘Crowding Issues’.

Discussion and conclusions

This study examines the relationship between destination image and the intention to travel
to Japan and the 2020 Tokyo Olympics. The findings reveal that over a third (36.8%) of
Hong Kong Generation Y are interested in attending the 2020 Tokyo Olympics. Just under
a half (45.0%) of all respondents have been to Japan previously. In general, Hong Kong
Generation Y have a positive perception of Japan as a destination overall. In particular,
those who have been to Japan previously have a more positive perception of Japan’s
destination image than those who are yet to visit. There is a positive relationship with
Japan’s destination image and interest in attending the 2020 Tokyo Olympics.

We adapted Woodside and Lysonski’s(1989) general model of traveler destination
choice to determine how intention to visit Japan for the 2020 Tokyo Olympics is
influenced by destination image and traveler characteristics. To assess destination
image attributes, we relied on Echtner and Ritchie’s (1991) three-dimensional conti-
nuum approach. This approach consists of: attribute-holistic, functional-psychological,
and common-unique image attributes. We found the intention to visit a specific
destination is influenced positively by the consumer’s preference toward the destina-
tion. This intention to travel is a consequence of two independent variables: tourist
characteristics and marketing influences. Interest in attending the Olympics is deter-
mined by tourist characteristics, such as playing sport and marketing influences, which
are represented through destination image factors, such as being perceived to be a
competent destination with which to hold the Olympic Games.

Japan’s destination image is a mix of common attributes, such as being easy to travel
in and being safe and clean but also some unique attributes, like those related to the
Olympics, such as having strong competencies to host the Games. Japan’s destination
image is also a mix of functional image attributes, such as having many shopping
facilities and many food choices, as well as psychological characteristics, such as a
destination for relaxation.

In terms of driving interest in attending the 2020 Tokyo Olympic Games, several
destination image factors are significant drivers. Being perceived as a safe and clean
destination and having Olympic competence are two drivers positively related to
interest in Olympic attendance. Being perceived as a destination with many histor-
ical, cultural, and environmental attractions decreases interest in attending the
Olympic Games. By hosting the Olympic Games, the nation will attract massive
global attention and this international event will be an opportunity to improve
Japan’s global image.

This indicates that these potential Olympic tourists perceive Japan as a country that
is qualified to host the Olympic Games. The two major reasons identified for their
interest in attending the 2020 Tokyo Olympics are (1) positive feelings towards Japan,
and (2) the Japanese culture. Hence, destination image affects the interest in attending
the Olympic Games. For those with little interest in attending the 2020 Tokyo Olympic
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Games, two of the main reasons were (1) the high travelling costs of visiting Japan, and
(2) the nuclear radiation problem. Both of these reasons are factors related to the
destination image of Japan.

Japan is a country renowned for its outstanding performance in service industries and
strict quality control in terms of hygiene and sanitation standards. Not surprisingly,
previous tourists to Japan have a more positive impression of the country than non-
visitors, in general. The Japan National Tourism Organization has listed eight regions in
Japan, which include 237 different spots or locations, under the category ‘Natural
Sceneries’ in its official guide for sightseeing areas. This illustrates that beautiful natural
sceneries are one of the major attractions of Japan as a tourist destination. However,
participants also express that it is not easy to communicate with the local people in Japan
because of language differences. Although English is spoken in some major cities in Japan,
many locals do not speak English, which can lead to communication problems for tourists.

Travel constraints are one reason why tourists do not select a destination to travel to
(Um & Crompton, 1992). Hong Kong Generation Y travelers’ concerns with the health
constraints associated with the Fukushima disaster are highlighted in this research. One
of the reasons stated for not wanting to attend the 2020 Tokyo Olympics is the nuclear
radiation problem. The radiation exposure and consumption of contaminated food
could impose risks to human health. Surprisingly, although this is expressed as a
concern for some of the participants, the nation still received relatively high scores
for being a safe country. This indicates that participants still agree that Japan is
generally a safe country to visit, despite possible health hazards. Hong Kong
Generation Y may not associate the nuclear risks with Japan’s overall destination image.

While the findings of this study could contribute to future research by acting as the
basis for further studies on pre- and post-event images of the 2020 Olympic Games in
Tokyo, it also has implications for promoting Japan as a tourism destination and for
hosting the Olympic Games. The study provides the Japan National Tourism Organization
and Tokyo Olympic Organizing Committee with recommendations on which segments
would be the easiest to convert to tourists. The segments include sporting groups and
associations in Hong Kong. Given the time between the announcement of the 2020 host in
2014 and when the Tokyo Olympic Games will actually be held, further research needs to
be undertaken to monitor any changes in Japan’s image over time.
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