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ABSTRACT
Destination image plays an important role in how tourists
make their travel and purchase decisions. This study examines
the perceived image of Taiwan as a travel destination from the
perspective of Hong Kong residents. The Hong Kong outbound
tourism market is important for Taiwan. Using a self-completed
questionnaire, this research examines the destination image of
Taiwan among 213 Hong Kong residents. The results indicate
that affective image is a stronger predictor of travel intention
than cognitive image. Affective image also plays a mediating
role in the relationship between cognitive image and beha-
vioral intention. Hence, affective image is an important intan-
gible quality for today’s destinations.
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Introduction

According to the World Travel and Tourism Council, the total contribution of
travel and tourism industry in Taiwanwas US$24.8 billion (5.3% of GDP) in 2013.
The economic contribution of tourism is predicted to rise at an annual rate of 3.1%
to US$34.8 billion (5.3% of GDP) in 2024 (Rochelle Turner, 2014, p. 6). After
arrival from Mainland China and Japan, tourists from Hong Kong and Macau
recorded the third largest arrivals in the Asia Pacific region to Taiwan. Table 1
presents recent statistics about Hong Kong and Macau’s outbound tourism to
Taiwan. In 2014, total international tourist arrivals from Hong Kong and Macau
reached over 1.3 million. With the exception of 2011, the average annual growth
rate of Hong Kong and Macau international tourists to Taiwan has been 18.3%.
Average tourist expenditure per day for Hong Kong and Macau visitors was US
$195.66 in 2013. Unfortunately, the Tourism Bureau of Republic of China reports
international tourist arrivals for Hong Kong together with Macau. This means
disaggregating statistics for only Hong Kong tourists is not possible to discern.

CONTACT Stephen Pratt, PhD Stephen.pratt@polyu.edu.hk School of Hotel and Tourism Management,
The Hong Kong Polytechnic University, 17 Science Museum Rd., TST East, Kowloon, Hong Kong.

INTERNATIONAL JOURNAL OF HOSPITALITY & TOURISM ADMINISTRATION
2018, VOL. 19, NO. 3, 289–310
https://doi.org/10.1080/15256480.2017.1324339

© 2018 Taylor & Francis

http://orcid.org/0000-0002-6550-132X
https://crossmark.crossref.org/dialog/?doi=10.1080/15256480.2017.1324339&domain=pdf&date_stamp=2018-07-30


Given the respective populations of Hong Kong (7.2 million in 2013) and Macau
(0.57 million in 2013), the tourism arrivals from Hong Kong and Macau would
comprise mostly of Hong Kong tourists as it has a significantly larger population.

One of the challenges in the travel and tourism industry is to understand
how tourists form perceptions and evaluate a destination (Echtner & Ritchie,
1991; Li, Pan, Zhang, & Smith, 2009; McDowall & Youngsoo, 2010; Smith, Li,
Pan, Witte, & Doherty, 2015). Destination image plays an important role in
determining how consumers make travel and purchase decisions. A tourist’s
image of a destination could affect his or her destination choice during their
pretrip decision making, overall experience and satisfaction level with the
destination after the visit (Smith et al., 2015). Destination image is complex
as there is still no universally agreed definition or accepted components
(Beerli & Martín, 2004). In addition, it is multifaceted and involves informa-
tion that is derived from a variety of sources (Li, Cai, Lehto, & Huang, 2010).
Destination image is also relativistic and highly subjective. Further, destina-
tion image can change over time (Wang & Pizam, 2011). Previous research
shows that destination image-focused studies could benefit destinations in a
variety of ways. This research may help destination marketing organizations
understand tourists’ behavioral intention and their decision-making pro-
cesses. Destination marketing strategies and tactics can be created to attract
and satisfy target visitors (Baloglu & Mangaloglu, 2001; Beerli & Martı́n,
2004; Fakeye & Crompton, 1991; Gassiot & Coromina, 2013; Stepchenkova &
Morrison, 2006).

However, although many studies have proven the importance of destina-
tion image in affecting tourists’ behavioral intention (Alcañiz, García, & Blas,
2009; Chen & Tsai, 2007; Kyriaki, 2006; Lee, 2009; Prayag, 2009; Wang &
Hsu, 2010), few attempts have been made to compare different models
linking destination image and behavioral intention. A common thread of
previous research suggests that destination image includes cognitive image
and affective image attributes (Baloglu & McCleary, 1999a; Gartner, 1993;
Lin, Morais, Kerstetter, & Hou, 2007; Sönmez & Sirakaya, 2002). Past studies
indicate that cognitive image contributes to the behavioral intention directly
or indirectly. The affective image may act as a mediator between the

Table 1. Hong Kong and Macau Residents to Taiwan (2008–2014).

Year
Origin market size ranking in Asia Pacific

region Arrivals
Percentage change from the previous

year

2008 2nd 618,667 25.89
2009 3rd 718,806 16.19
2010 3rd 794,362 10.51
2011 3rd 817,944 2.97
2012 3rd 1,016,356 24.26
2013 3rd 1,183,341 16.43
2014 3rd 1,375,770 16.26

Note. Adapted from Tourism Bureau of Republic of China (2015).
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cognitive image and behavioral intention, but further research is needed to
confirm this through model comparisons. The current study tests two com-
peting conceptual models (Figures 1 and 2) and explores how cognitive
image and affective image influence behavioral intention, using the context
of Hong Kong outbound tourists travelling to Taiwan. To be more specific,
this research answers the following questions:

RQ1: What is the underlying structure of Taiwan as a tourist destination in the
minds of Hong Kong residents?

RQ2: How does cognitive image and affective image influence behavioral
intention?

Literature review

Destination image and its formation

Destination image plays an essential role towards people’s travel decision-
making (Baloglu & McCleary, 1999a; Zhang, Fu, Cai, & Lu, 2014). Kotler and
Gertner (2002) posited that each country has an image; the image can be
activated from a place name and will influence the purchasing, travelling,
investing and relocation decisions of a consumer. There has been a wide
variety of research conducted extensively on destination image over the past
four decades. Some major themes of this research include: the definition of
destination image; components and dimensions of image attributes; the
image formation processes; destination positioning strategies and destination

Figure 1. Direct model.

Figure 2. Mediating model.
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management program evaluation; determinant factors of destination image;
image dissimilarity among different demographic and cultural groups; how
image deviates over a period of time; and how destination image affects travel
behavior, satisfaction, and intention to visit. (Chen, Chen, & Lee, 2010; Ji &
Wall, 2011; Pike, 2002; Selby, 2004; Tasci & Gartner, 2007). The various
definitions of destination image are summarized in Table 2. Despite research-
ers proposing different definitions of destination image, they generally agree
that destination image refers to a total sum of beliefs and impressions about the
destination derived from various sources of information over time (Crompton,
1979; Gartner, 1993; Zhang et al., 2014). Moreover, researchers have reached
the consensus that image does not remain unchanged (Gallarza, Saura, &
Garciá, 2002; Li & Vogelsong, 2006; Li &Wang, 2011; Milman & Pizam, 1995).

When building an image of a destination, information sources play a
significant role in the process (Gassiot & Coromina, 2013; Milman, 2011).
Gunn (1972) proposed that the formation of destination image could be
divided in two parts: organically formed through magazines, newspapers, and
opinions of friends; and induced through promotional advertising and mar-
keting promotions. Gartner (1993) argued that the image-formation agents
vary due to the level of control by the destination promoters, penetration

Table 2. Review of Definitions of Destination Image.
Author Definition

Hunt (1971) An impressions that an individual or group of individuals preserve about a
country where they do not inhabit

Lawson & Baud-Bovy
(1977)

A representation about understanding, impressions, preconceptions,
conceptions and affections a person own towards a specific article or location

Crompton (1979) The sum of principal, conviction, and impressions that a people have towards a
place

Embacher & Buttle
(1989)

Thoughts or notions held individually or jointly of the destination under
exploration

Echtner & Ritchie (1991) The consciousness of specific destination characteristic and the complete
impression caused by a specific place

Gartner (1993); Gartner
(1996)

It contains the messages, belief, impressions, manners, and emotional ideas an
individual has among a destination

Kotler (1994) It contains the information, belief, impressions, attitudes, and emotional
thoughts a specific person has of a destination

Baloglu & McCleary,
(1999b)

An individual’s psychological indication of understanding, sense of touch, and
total impressions on a place

Murphy, Pritchard, &
Smith (2000)

A total sum of related and slices of intelligence linked to a location, which
would likely to include a range of elements of the place and individual feeling

Tapachai & Waryszak
(2000)

A “mental prototype” that represents the travel experience

Bigné, Sánchez, &
Sánchez (2001)

The personal explanation of actuality made by the visitors

Kotler & Gertner (2002) The sum of all feelings and opinions kept by buyers regarding a particular site
Kim & Richardson (2003) A total sum of opinions, beliefs, concepts, anticipations, and emotions congest

with a destination over time

Note. Adapted from Gallarza et al. (2002); Li and Wang (2011); San Martin & Rodriguez del Bosque (2008);
Matiza & Oni (2014); Zhang et al. (2014).
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level of the market, and credibility of an agent to the information receivers
(Li & Wang, 2011).

Destination image attributes/dimensions

There are two main approaches to analyzing destination image, which are the
three-dimensional continuum approach and the three-component approach.
Due to the lack of a commonly accepted framework of destination image,
Echtner and Ritchie (1991) proposed a three-dimensional continuum
approach to the image of a destination. The three dimensions consist of:
attribute–holistic, functional–psychological, and common–unique. The attri-
bute–holistic continuum refers to the perceptions of separate attributes to a
holistic impression of a destination. Functional–psychological continuum
describes destination image in terms of functional attributes to psychological
attributes. Common–unique continuum represents generic image attributes
applied to all destinations to specific image attributes exclusively associated
with a particular destination. Later, Echtner and Ritchie (1993) supplemented
their previous framework by disentangling destination image, having
explained the relationships among the three continuum dimensions.

The three-component approach has been more commonly adopted as a
theoretical framework in destination image research (Baloglu & McCleary,
1999a; Gartner, 1993; Lin et al., 2007; Sönmez & Sirakaya, 2002). The three
components are cognitive attributes, affective attributes and a conative
component. The cognitive attributes may relate to weather, transportation,
recreational facilities, attitudes, food, landscape, and local people of a
tourist destination (Baloglu & McCleary, 1999a). The affective image
component, on the other hand, refers to the tourist’s feelings or emotional
responses toward a destination (Baloglu & McCleary, 1999a; Beerli &
Martin, 2004; Gartner, 1993; Li & Vogelsong, 2006; Li & Wang, 2011).
Baloglu and McCleary (1999a), and Pike and Ryan (2004) demonstrated
that four semantic differential scales: arousing–sleepy, pleasant–unpleasant,
exciting–gloomy, and relaxing–distressing were more reliable affective
representations of a destination image (Lin et al., 2007). Although the
concepts of cognitive and affective images components are different, they
are highly interrelated. The formation and structure of the affective image
may rely on the cognitive image (Anand, Holbrook & Stephens, 1988;
Baloglu & McCleary, 1999b; Gartner, 1993; Ji, 2011; Stern & Krakover,
1993). When the first two components, cognitive and an affective interact
together, it will lead to the development of the third component, the
conative image (Peña, Jamilena, & Molina, 2012; Pike & Ryan, 2004).
The conative component of destination image can be interpreted as visitor
travel and consumption behavior (Zhang et al., 2014).
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Although the three-component model of destination image has been
commonly used, the interrelationship among the three components is yet
to be fully explored. Furthermore, given the fact that the conative component
can be interpreted as tourist behavioral intention, the two other components
(i.e., cognitive and affective image attributes) can be said to largely represent
the destination image concept, which leads to tourist behavioral intention.
Comparing the Echtner and Ritchie (1991) framework of the three-dimen-
sional continuum with the three component approach, individual attributes
(attribute-based) that are functional including both common and unique
dimensions (i.e., cognitive) and psychological (i.e., affective) can be under-
stood as the overall destination image (holistic).

Behavioral intention

The construct of behavioral intentions includes a visitor’s willingness to visit
the destination and provide word-of-mouth (WOM) recommendation
(Wang & Hsu, 2010). Positive WOM is a powerful indicator of a tourist’s
preference for a destination and produces a reliable and trustworthy source
of information for potential visitors (Wang & Hsu, 2010; Yoon & Uysal,
2005). Past studies suggest that behavioral intentions are a good predictor of
actual behavior and can predict consumer loyalty (Baker & Crompton; 2000;
Chen et al., 2010; Xie & Lee, 2013). Therefore, visitor behavioral intentions
have become essential to evaluating the success of a tourist destination (Lee,
O’Leary, & Gong Soog, 2002; Stylidis, Belhassen, & Shani, 2015).

The destination image studies in the past four decades have focused
mainly on developed Western countries. A few studies examine Asian visi-
tors and destinations in general but these studies are far from exhaustive
(Lim, Chew, Lim, & Liu, 2014; Lin et al., 2007).

Relationship between different destination image attributes and
behavioral intention

Tasci and Gartner (2007) summarized the effect of destination image on
diverse consumer behavior, which include destination preferences, WOM
recommendation, visit/revisit intention, decision making and “likelihood of
choosing the country as the next vacation destination” (p. 420). The positive
relationship between destination image and behavioral intention has been
successfully confirmed in a large number of case studies (Alcañiz et al., 2009;
Chen & Tsai, 2007; Kyriaki, 2006; Lee, 2009; Lee et al., 2002; Prayag, 2009;
Wang & Hsu, 2010). Furthermore, the cognitive and affective image attri-
butes of destinations have been adopted in many destination image studies
(Wang & Hsu, 2010; Zhang et al., 2014). The conative attributes, despite
being an element within the destination image construct (Pike & Ryan,
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2004), has been perceived as more of a behavioral outcome, influenced by the
cognitive and affective attributes of destination image (Stepchenkova &
Morrison, 2008). Thus, previous literature confirms the link between desti-
nation image (cognitive and affective) and behavioral intention. Model 1
(Figure 1) shows how cognitive image and affective image attributes directly
affect behavioral intention.

H1: Cognitive image has a positive effect on behavioral intention in Model 1.
H2: Affective image has a positive effect on behavioral intention in Model 1.

Several studies examine the importance of affective image attributes and
its effects on the structural relationships between other constructs (Beerli &
Martin, 2004; Li et al., 2010; Lin et al., 2007; Stylidis et al., 2015). Zhang et al.
(2014) completed a meta-analysis of a total of 66 independent studies. They
synthesized the structural effects of destination image on tourist loyalty and
behavioral intention. Their study finds that overall destination image is the
most significant determinant factor of loyalty and behavioral intention fol-
lowed by affective image and cognitive image. They found that cognitive and
affective image attributes are usually regarded as both exogenous variables
having a direct or indirect effect on behavioral intention. Theoretically,
affective destination image can be considered a function of cognitive image
to further influence consumer behavior (Baloglu & McCleary, 1999b; Lin
et al., 2007; Wang & Hsu, 2010). Lin et al. (2007) studied Tai Chung residents
in Taiwan and examined the relationship between destination image and
destination preference. Cognitive image, consisting of natural characteristics
and amenities, proves to exert both direct and indirect effects on overall
destination image and destination preferences through the mediating effect
of affective image. Wang and Hsu (2010) concurred, having developed a
conceptual model that integrates destination image, satisfaction and beha-
vioral intention. They find strong direct effects of cognitive image on affec-
tive image as well. The current study differs from past investigations by
proposing two competing models to enable a direct comparison. Model 2
(Figure 2), in this case, proposes that cognitive image influences behavioral
intention through the mediating effect of affective image.

H3: Cognitive image attributes have a positive effect on affective image in Model 2.
H4: Affective image attributes have a positive effect on behavioral intention in

Model 2.

Methodology

Research instrument
In the first section, screening questions were asked to help to target local
Hong Kong residents. The screening questions are: “Were you born and
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grown up in Taiwan?” and “Are you age 15 or above?” In Hong Kong,
residents age below 15 are defined as children, and those above 15 are
defined either young persons (15–18) or adults (18 and above) (Gov.HK,
2016). Those age 15 years or older are entitled to employment rights and
are deemed appropriate to respond to a survey. They might possibly
travel frequently with their parents to different destinations and would
be able to form a well-established image of a destination. In this case,
those who answered negatively to the first question and positively to the
second question were recruited for the remaining sections. Hong Kong
residents who were born in Taiwan were excluded as they may have a
markedly different destination image of Taiwan in comparison with their
locally born counterparts. The interviewers verified that the respondents
were Hong Kong residents suitably qualified to complete the survey.

In the second section, the questions were adopted based on the exten-
sive literature review in the area of destination image. First, the common
attributes of destination image were identified (Baloglu & McCleary,
1999a; Beerli & Martín, 2004; Echtner & Ritchie, 1993; Gallarza et al.,
2002; Huang, Chen, & Lin, 2013; Pike & Ryan 2004). The common
attributes represent the features universally important for all destinations:
for instance, accommodation quality, general infrastructure, and beautiful
scenery. Nevertheless, each destination has its unique and special attrac-
tions (Hu & Ritchie, 1993; Huang et al., 2013; Pike, 2003). Thus, a list of
attributes was generated according to previous destination image research
about Taiwan. The attributes were classified into two main types: cogni-
tive and affective image. As a result, the cognitive image includes 19 items
in total based upon Echtner and Ritchie (1993), Fakeye and Crompton
(1991) and Lin et al. (2007). Regarding the affective image, four items
were included in the questionnaire namely, sleepy–arousing, unpleasant–
pleasant, gloomy–exciting and distressing–relaxing. They were derived
from studies of Baloglu and Brinberg (1997), Baloglu and McCleary
(1999a), Lin et al. (2007) and Walmsley and Jenkins (1993), and proved
to be reliable and valid in a statistical sense. Behavioral intention was
evaluated by two questions: travel intention to Taiwan and Taiwan as a
destination priority.

All the statements were rated in either a 7-point Likert scale (1 = strongly
disagree to 7 = strongly agree) or 7-point semantic differential scale. The 7-
point scale provides more gradation compared to 5-point scales. To increase
the reliability of this research, the questions regarding the infrastructure of
Taiwan were posited in the negative. Taiwan travel experiences of Hong
Kong residents were also included in the questionnaire. The number of travel
times to Taiwan and port of entry in the last Taiwan trip were asked. The
final section of the questionnaire included questions regarding respondents’
demographic information.

296 J. XU ET AL.



Sampling and data collection
A pilot test was conducted prior to the main survey. Twenty Hong Kong
university students were invited to participate in the pilot test to ensure
questions were understandable and comprehensive. Students were consid-
ered appropriate to provide any comments and suggestions on the user
friendliness of the questions and to provide feedback on other format-related
issues concerning the questionnaire.

Nonprobability convenience sampling and snowball sampling was applied
in this research. Questionnaires were distributed at different public areas
including universities’ canteens, public parks and gardens, and sports centers
under the Hong Kong Leisure and Cultural Service Department. These places
were used to recruit a large amount and variety of local residents from
different age groups. The respondents were considered to have ample time
to complete the survey. Each survey took approximately 16 min on average to
complete. Respondents were asked to fill in the questionnaires through self-
completed interviews. Kind reminders were made to the survey respondents
to help ensure the completeness of the questionnaires. 230 questionnaires
were distributed and eventually there remained 213 usable questionnaires.
The data collection process lasted approximately four weeks. The response
rate was 92.6%.

Data analysis
Confirmatory factor analysis (CFA) was performed using the software,
LISREL (Jöreskog & Sörbom, 1996). A covariance matrix of the destination
image items was used for conduct CFA. Both measurement models and
structural models were tested using maximum likelihood method.
Goodness-of-fit indices and different parameters were produced to examine
the reliability and validity of the models.

Findings

Table 3 and Table 4 show the demographic profile and Taiwan travel
experiences of respondents, respectively. Of the 213 respondents, there
were 53.3% female and 46.5% male. In terms of age group, 6.1% of the
respondents were 15–18 years old, 19.2% of them were 19–29 years old,
24.9% were 30–44, 26.8% were 45–59 and 23% were 60 years old or above.
The sample appeared to be largely representative based on the report of the
mid-2014 age profile of Hong Kong residents (Hong Kong Census and
Statistics Department, 2015). However, it should be noted that there was
an over representation among the younger generations, possibly due to the
adoption of the particular sampling methods for this study. Regarding past
travel experiences to Taiwan, 46.9% of the survey respondents have never
been to Taiwan, followed by 25.4% who have traveled to Taiwan once.
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Among the three mostly used international airports between Hong Kong and
Taiwan, 63.7% of the total landings were made at the Taoyuan International
Airport on their last trip to Taiwan, which suggested the frequent choice of
Taipei city as the first stop of their Taiwan trip.

Table 3. Demographic Profile of Respondents (N = 213).
Demographic characteristics Frequency Valid percentage Census population (%)a

Gender
Female 114 46.5
Male 99 53.5

Age group
15–18 13 6.1 20.6
19–29 41 19.2
30–44 53 24.9 26.9
45–59 57 26.8 28.8
Above 60 49 23.0 23.8

Marital state
Married 102 47.9
Single 89 41.8
Other 22 10.3

Educational
Postgraduate 3 1.4
College/university 78 36.6
Secondary/high school 87 40.8
Primary/elementary 45 21.1

Personal monthly income
Below $8,000 92 43.2
$8,001–$15,000 50 23.5
$15,001–$25,000 48 22.5
More than $25,000 23 10.8

Occupation
Clerical/administrative 24 11.3
Skilled/technical worker 11 5.2
Managerial 19 8.9
Professional 15 7
Self-employed 16 7.5

Service personnel 43 20.2
Retiree 20 9.4
Student 47 22.1
Housewife 18 8.5

Note. aSource: Hong Kong Census and Statistics Department 2015.

Table 4. Travel Experience of Survey Respondents.
Number of past visits to Taiwan Frequency Valid percentage

Travel experience to Taiwan
Never 100 46.9
1 time 54 25.4
2–3 times 36 16.9
4–5 times 15 7.0
6 times or above 8 3.8

Landing airport (last time of travel to Taiwan)
Taoyuan International Airport 72 63.7
Kaohsiung International Airport 20 17.7
Taichung Airport 21 18.6
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Table 5 presents the means and standard deviations of the destination
image attributes. The statistics suggest that the ratings are largely above the
mid-point of 4 in the 7-point scales. However, there are few scores of 6 or
above. The highest ratings relate to excursion activities. The variety of
destinations within Taiwan and nightlife is also strongly perceived to be
associated with Taiwan by travelers originating from Hong Kong. Further,
the “quality of roads,” and congestion/over crowdedness issues are perceived
to be less associated with Taiwan, positioned at the bottom of cognitive
image item list. The mean scores for the affective image items and behavioral
intention items fall between 4 and 5, which imply a fair level of emotional
attachment and preference towards visiting Taiwan.

Exploratory factor analysis (EFA; using principal component analysis)
with a varimax rotation was first conducted to guide model construction
with item modifications and factor pattern revisions. The EFA results sug-
gested a three-factor solution. CFA was then conducted to test the overall
measurement model which comprised constructs of cognitive image, affective
image and behavioral intention (Table 6). The measurement items with high
cross-loadings were deleted. After this procedure, there remained three

Table 5. Descriptive Statistics of Measurement Items.
Destination image M SD

Cognitive image items
Excursions are enjoyable 5.28 1.025
Many sites to visit 5.10 0.936
Nice night life 5.05 1.043
Good quality restaurants 4.95 1.146
A wide range of festivals, concerts, and events 4.94 0.858
Many natural scenic beauty 4.92 1.151
Weather is nice 4.91 0.947
Good quality accommodations 4.85 1.037
A lot of recreational activities 4.78 0.916
Environment is neat and clean 4.70 0.973
Desirable shoppinga 4.62 0.938
Many and unique flora and faunaa 4.54 1.134
Pricea 4.52 0.935
Accommodation choicesa 4.48 0.839
Opportunities for learning ethnic custom and traditions 4.39 1.025
Convenient private and public transportation 4.21 0.944
Quality of roads 4.02 0.795
Not overcrowded 4.00 0.838
No traffic congestion issues 3.98 0.777

Affective image items
Distressing—Relaxing 4.84 1.206
Sleepy—Arousing 4.74 1.176
Unpleasant—Pleasant 4.73 1.271
Gloomy—Exciting 4.70 1.108

Behavioral intention
Intention to visit 4.76 1.227
Priority of choosing Taiwan as destination 4.40 1.207

Note. Based on a 7-point Likert scale (1 = strongly disagree and 7 = strongly agree).
aStatistics were reversed due to the negative wordings in survey questionnaire.
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factors to represent 12 cognitive image attributes: Natural Environment and
Activities (eight items), Spaciousness (two items), and Accommodation
Choices and Shopping (two items). Two items were retained to explain the
affective image of destination. Two items represent behavioral intention. The
fit indices for this final overall measurement model suggests a highly accep-
table fit, χ2 = 205.11, df = 94; χ2/df = 2.18; Root Mean Square Error of
Approximation (RMSEA) = 0.077; Normed Fit Index (NFI) = 0.96; Non-
Normed Fit Index (NNFI) = 0.97; Comparative Fit Index (CFI) = 0.98;
Incremental Fit Index (IFI) = 0.98; Standardized RMR = 0.045; Goodness
of Fit Index (GFI) = 0.89.

Table 6. CFA Results of Overall Measurement Model.
Factor
loading

t-
value

Composite
reliability

Variance
extracted

Cognitive image
Natural environment and activities (8 items;
M = 4.90, SD = .80)

.890 .506

Many natural scenic beauty .80
Many and unique flora and fauna .71 11.21
Weather is nice .59 8.94
Environment is neat and clean .56 8.42
Excursions are enjoyable .75 12.08
Nice night life .69 10.82
Good quality accommodations .75 11.99
Good quality restaurants .80 13.18

Spaciousness (2 items; M = 3.99; SD = .67) .611 .471
Not overcrowded* .88
No traffic congestion issues* .41 2.01

Accommodation choices and shopping (2 items;
M = 4.54; SD = .78)

.702 .541

Accommodation choices* .70
Desirable shopping* .77 7.24

Affective image (2 items; M = 4.77; SD = 1.11) .917 .847
Gloomy—Exciting .94
Distressing—Relaxing .90 21.80

Behavioral intention (2 items; M = 4.58; SD = 1.14) .856 .748
Intention to visit .88 16.22
Priority of choosing Taiwan as destination .85

Note. M = mean; SD = standard deviation; χ2 = 205.11, Root Mean Square Error of Approximation = 0.077;
Normed Fit Index = 0.96; Nonnormed Fit Index = 0.97; Comparative Fit Index = 0.98; Incremental Fit Index
= 0.98; Standardized RMR = 0.045; Goodness of Fit Index = 0.89.

Variable ECVI AIC Chi-square (df)

Default measurement model 1.39 295.49 205.11 (94)
AFF/INT as single-factor solution 1.42 300.86 223.66 (98)
AFF/NAT as single-factor solution 1.52 321.63 242.02 (98)
INT/NAT as single-factor solution 1.49 315.20 242.30 (98)

Note. ECVI = Expected Cross-Validation Index; AIC = Akaike’s Information Criterion; df = degree of freedom;
AFF = affective image; INT = behavioral intention; NAT = natural environment and activities.
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Both convergent and discriminant validity analyses were conducted.
Martínez (2010) indicates that average variance extracted (AVE) measures
convergent validity and should be greater than 0.5. In this study, the accep-
table AVE statistics for all constructs is found except that of Spaciousness
(.471). This is considered marginally acceptable. The t values range from 2.01
(no traffic congestion issues) to 21.80 (distressing–relaxing). This demon-
strates adequate convergent validity (Yoo, Donthu, & Lee, 2000). A further
check of common method bias was conducted to see if there is a single
underlying construct behind the measurement items. The ill-fitted indices
(χ2 = 348.02, df = 104; χ2/df = 3.35; RMSEA = 0.1) further demonstrate
construct validity (Anderson & Gerbing, 1988). Table 6 also shows composite
reliability and variance extracted statistics for the different factors. The
former measures ranged from 6.11 (spaciousness) to 9.17 (affective image);
the latter ranged from 0.471 (spaciousness) to 0.847 (affective image).

There are different approaches for testing the discriminant validity among
different constructs. An inspection of the correlation coefficients reveals that
the discriminant validity between affective image and natural environment
and activities (0.92), between affective image and behavioral intention (0.92),
and between behavioral intention and natural environment and activities
(0.88), might be problematic since those corresponding correlation coeffi-
cients are greater than 0.85 (Kline, 2005). Therefore, further diagnostics using
other approaches were conducted to test for discriminant validity of these
potential pairs of constructs. According to Kline (2005), the lower ECVI
(expected cross-validation index) and AIC (Akaike’s information criterion)
suggest higher parsimony of the model and greater evidence of discriminant
validity. According to Babakus, Yavas, Karatepe, and Avci (2003), if the
single-factor solution for the pair of constructs proves to be inferior to the
two-factor solution then discriminant validity is confirmed. The chi-square
difference in these solutions can test for discriminant validity. As such,
discriminant validity might not be a serious problem in this study.

Given the confirmation of the fit of the overall measurementmodel, structural
tests were then performed for the two proposed competing models. Model 1
includes the independent variables of both cognitive image attributes and
affective image attributes and the dependent variable of behavioral intention.
Model 2 includes the mediator of affective image in the relationship between
cognitive image attributes and behavioral intention. Table 7 presents the stan-
dardized path coefficients and t-values of both two models and the goodness-of-
fit statistics. The fit indices for both models were not significantly dissimilar.
However, the path coefficients suggest different conclusions. Model 1 generally
posits that cognitive and affective image attributes are positively related to
behavioral intention while Model 2 implies that cognitive image affects beha-
vioral intention through the mediating effect of affective image attributes. In
Model 1, the relationship between cognitive image and behavioral intention is
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insignificant while the relationship between affective image and behavioral
intention is significant. In Model 2, affective image plays a partially mediating
role to influence the relationship between cognitive image and behavioral
intention. No direct relationships between cognitive image attributes and beha-
vioral intention are proposed in Model 2. The modification indices concur,
suggesting there is no direct relationship in this case. The indirect effect of a
cognitive image factor on behavioral intention can be further computed. As a
result, the indirect effect of natural environment and activities on behavioral
intention is 0.78 (0.84 × 0.93); the indirect effect of spaciousness on behavioral
intention is −0.04 (−0.04 × 0.93); the indirect effect of accommodation choices
and shopping on behavioral intention is 0.13 (0.14 × 0.96).

Mediation tests were conducted by referring to the procedure described by
Sobel’s (1982) z-test and Veasna, Wu and Huang’s (2013) case study. The z
score was calculated using the following formula: z = ab/SEab with
SEab = square root{b2SE2a + a2 SE2b}. a is the regression coefficient between
the independent variable and the mediating variable; b is the regression
coefficient between the mediating variable and the dependent variable. SEa
is the standard error between the independent variable and the mediating
variable and SEb is the standard error between the mediating variable and the
dependent variable.

Table 7. Structural Model Test Results.

Variable
Standardized path

coefficients
t-

value Conclusion

Model 1a

Hypothesis 1
Natural Environment and Activities → Behavioral
Intention

0.24 1.58 Not
supported

Spaciousness → Behavioral Intention 0.02 0.37 Not
supported

Accommodation Choices and Shopping → Behavioral
Intention

0.05 0.72 Not
supported

Hypothesis 2
Affective Image → Behavioral Intention 0.66 4.04 Supported

Model 2b

Hypothesis 3
Natural Environment and Activities → Affective Image 0.84 11.62 Supported
Spaciousness → Affective Image −0.04 −0.75 Not

supported
Accommodation Choices and Shopping → Affective
Image

0.14 2.10 Supported

Hypothesis 4
Affective Image → Behavioral Intention 0.93 16.23 Supported

Note. aχ2 = 205.11, Root Mean Square Error of Approximation = 0.077; Normed Fit Index = 0.96; Non-
Normed Fit Index = 0.97; Comparative Fit Index = 0.98; Incremental Fit Index = 0.98; Standardized
RMR = 0.045; Goodness of Fit Index = 0.89. bχ2 = 208.41, Root Mean Square Error of Approximation
= 0.076; Normed Fit Index = 0.96; Non-Normed Fit Index = 0.97; Comparative Fit Index = 0.98; Incremental
Fit Index = 0.98; Standardized RMR = 0.045; Goodness of Fit Index = 0.89
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The z scores for the mediating effects was calculated to be 8.739 (natural
environment and activities affected behavioral intention through affective
image) and 4.194 (accommodation choices and shopping affected behavioral
intention through affective image), respectively. Both were statistically sig-
nificant at both 0.05 and 0.01 levels.

In summary, Hypothesis 1 is not supported and the Hypothesis 2 is
supported (Model 1); Hypothesis 3 is partially supported and Hypothesis 4
is supported (Model 2).

Discussion and implications

Taiwan is as an important tourist destination choice for Hong Kong residents
owing to its variety of attractions and quality of services offered. This
research suggests that many Hong Kong residents perceive Taiwan as having
enjoyable excursions with many sites to visit. This parallels the findings of
past studies conducted with western tourists (Lin et al., 2007). The abun-
dance of diverse excursions can satisfy Hong Kong residents. For example,
the hot springs in Taiwan, for example Beitou Hot Spring, is well-known.
The hiking at Sun Moon Lake and cycling in East Rift Valley in eastern
Taiwan is impressive for Hong Kong visitors as well. The nightlife in Taiwan
ranks high in the past studies (Chen & Tsai, 2007; Song & Hsu, 2013). There
are a lot of night markets located in different areas of Taiwan that offer
unique food and drinks. This research also suggest that Taiwan is perceived
to have a wide variety of festivals, concerts and events, consistent of other
research (Lin, Chen, & Park, 2012). Lin et al. (2012) found that showbiz and
music of Taiwan were especially well-received by youth. Moreover, the
majority of Hong Kong residents in this study think of Taiwan as rich in
natural scenic beauty. Song and Hsu (2013) highlight Taiwan’s varied natural
resources, such as the landscape, sea, islands, climate and beaches, which are
frequently reported in travel magazines. Regarding accommodation quality
and choices, Taiwan has many bed and breakfast accommodations as well as
other traditional tourist accommodations. Chen (2014) confirms this point.
Targeting Hong Kong residents to achieve destination competitiveness,
Taiwan destination marketers can develop advertising and marketing cam-
paigns with this relevant information.

In terms of affective image, the highest ranked attribute is the relaxing/
distressing continuum. The CFA uncovered the attribute of exciting/
gloomy. Lin et al. (2012) found that the overall destination atmosphere
of Taiwan was favorable, relaxing, exciting and pleasant. These results
indicate a fairly positive emotional response to Taiwan. The findings reveal
that a majority of the respondents are willing to travel to, or revisit,
Taiwan. This may be attributable to the fact that over half of Hong
Kong residents surveyed had previously visited Taiwan. Some tourist
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destinations may find it difficult to attract repeat visitors, particularly for
leisure purposes, as past visitation experiences may influence attitudes
toward revisit propensity (Huang & Hsu, 2009). Other tourists may not
revisit as they seek new destinations. This poses a challenge, and an
opportunity as well, to Taiwan tourism officials and policy makers as
they focus on short-haul source markets. Hong Kong, being an important
generating market for Taiwan’s inbound tourism, could be a market the
Taiwanese destination marketing organization could target to stimulate
travel and retravel to Taiwan.

This study successfully compared two models. The fit indices were similar,
as in past studies looking at the relationship between destination image and
behavioral intention. However, the path coefficients and estimates found in
Model 2 supported the hypotheses more than Model 1. In Model 1, cognitive
image attributes failed to contribute to behavioral intention, compared with
affective image. This partially echoes the meta-analysis results of destination
image studies (Zhang et al., 2014). The indirect effect of path coefficients
between affective image and behavioral intention are generally lower than
those between cognitive image and behavioral intention (Zhang et al., 2014).
Affective image, in this study, is found to have more influence on tourist
behavioral intention than the cognitive image. Model 2 reveals the mediating
effect in the relationship between cognitive image attributes and behavioral
intention. Natural environment and activities and accommodation choices
and shopping are found to directly exert influence on affective image toward
behavioral intention. A partial mediator of affective image exists in the
structural model, which has been substantiated in several past studies
(Baloglu & McCleary, 1999b; Lin et al., 2007; Wang & Hsu, 2010). In
summary, the model comparison shows that affective image may be a
stronger predictor of behavioral intention than cognitive image. Affective
image plays a mediating role to bridge cognitive image and behavioral
intention. This study successfully demonstrates the relative importance of
cognitive and affective image attributes in understanding tourist behavioral
intention.

The findings of this study provide some managerial insights to destina-
tion marketers. It has been acknowledged widely that studies pertaining to
destination image are of vital importance for destination marketing and
management (Baloglu & McCleary, 1999a; Chon, 1990). Tasci and Gartner
(2007) argued that a destination model including consumer behavior,
cognitive and affective systems and marketing environment can be an
important strategic tool. The “image capital” (Tasci & Gartner, 2007, p.
421) possessed by a tourist destination can induce travel decision-making
and expenditure of potential tourists. Destination marketers thus need to
study the image formation process and attempt to influence these image
attributes. In the recent past, more branding theories have been applied to
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destination image studies (Hosany, Ekinci, & Uysal, 2006; Qu, Kim, & Im,
2011). For instance, affection-based brand personality is capable of differ-
entiating tourism destinations (Murphy, Moscardo, & Beckendorff, 2007).
The current study suggests destination markers can promote and brand
their destinations using two approaches. One approach is through adver-
tising and promotional efforts to cater to tourists through information and
destination stories triggering both cognitive as well as affective outcomes.
Potential tourists exposed to these informative cues can have emotional
responses driven by storytelling. The other approach is to position the
tourist destination on either cognitive information or emotional person-
ality. For example, Taiwan can be promoted and positioned as an exciting
and relaxing tourist destination for its short-haul source markets, in
particular, Hong Kong. Destination marketing campaigns that ignore
affective image may be less successful.

Conclusion and future research

Given the paucity of theory underpinning the impact of cognitive image
and affective image on tourist behavioral intention, the current study seeks
to answer two broad research questions. The first question explores the
underlying factor structure of cognitive image attributes. Three factors—
Natural Environment and Activities, Spaciousness, and Accommodation
Choices and Shopping—have been found to explain the cognitive image of
Taiwan as a tourist destination for Hong Kong residents. The second
question relates to the investigation of the relationships between destina-
tion image attributes and behavioral intention. Model 1 (a direct model)
and Model 2 (a mediating model) were compared. These models exhibited
similar goodness-of-fit indices, which means both models fitted the data
well. However, Model 1 suggests that cognitive image and affective image
are both determinant factors directly influencing behavioral intention;
Model 2 reveals that affective image partially mediates the relationships
between cognitive image and behavioral intention. Hypothesis 1 was not
supported, and all the remaining three hypotheses were supported, com-
pletely or partially.

The strategic significance of affective image is an important intangible
quality for today’s tourist business. There are several limitations of this
research. Nonrandom sampling brings into question the representativeness
of the Hong Kong residents. Nevertheless, a comparison with Hong Kong
census data suggests a relatively representative sample. Further, there may
be differences in image between Hong Kong residents who have visited
Taiwan before and those who haven’t visited Taiwan before. For example,
Baloglu (1998) compares these two segments and finds that visitors and
nonvisitors place different emphasis on the cognitive and affective image
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in terms of influencing behavioral intention for a destination. Future
studies can tap into this area further. The direct and indirect effects of
cognitive and affective image on behavioral intention can be explored for
these two segments. While the sample size is sufficient to examine Hong
Kong residents in the aggregate, we do not split the sample by visitation
due to insufficient sample at that level. Future research can consider
adopting more rigorous sampling methods. A cross-cultural study in
different destinations among different source markets can further help
validate these findings.

ORCID

Stephen Pratt http://orcid.org/0000-0002-6550-132X

References

Alcañiz, E. B., García, I. S., & Blas, S. S. (2009). The functional-psychological continuum in
the cognitive image of a destination: A confirmatory analysis. Tourism Management, 30(5),
715–723. doi:10.1016/j.tourman.2008.10.020

Anand, P., Holbrook, M. B., & Stephens, D. (1988). The formation of affective judgments:
The cognitive-affective model versus the independence hypothesis. Journal of Consumer
Research, 15(3), 386–391. doi:10.1086/209176

Anderson, J. C., & Gerbing, D. W. (1988). Structural modeling in practice: A review and
recommended two-step approach. Psychological Bulletin, 103(3), 411–423. doi:10.1037/
0033-2909.103.3.411

Babakus, E., Yavas, U., Karatepe, O. M., & Avci, T. (2003). The effect of management commitment
to service quality on employees’ affective and performance outcomes. Journal of the Academy of
Marketing Science, 31(3), 272–286. doi:10.1177/0092070303031003005

Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioral intentions. Annals
of Tourism Research, 27(3), 785–804. doi:10.1016/S0160-7383(99)00108-5

Baloglu, S. (1998). An empirical investigation of attitude theory for tourist destinations: A
comparison of visitors and non-visitors. Journal of Hospitality & Tourism Research, 22(3),
211–224. doi:10.1177/109634809802200301

Baloglu, S., & Brinberg, D. (1997). Affective images of tourism destinations. Journal of Travel
Research, 35(4), 11–15.

Baloglu, S., & Mangaloglu, M. (2001). Tourism destination images of Turkey, Egypt, Greece,
and Italy as perceived by US-based tour operators and travel agents. Tourism Management,
22(1), 1–9. doi:10.1016/S0261-5177(00)00030-3

Baloglu, S., & McCleary, K. W. (1999a). U.S. international pleasure travelers’ images of four
Mediterranean destinations: A comparison of visitors and nonvisitors. Journal of Travel
Research, 38(2), 144–152. doi:10.1177/004728759903800207

Baloglu, S., & McCleary, K. W. (1999b). A model of destination image formation. Annals of
Tourism Research, 26(4), 868–897. doi:10.1016/S0160-7383(99)00030-4

Beerli, A., & Martín, J. D. (2004). Factors influencing destination image. Annals of Tourism
Research, 31(3), 657–681. doi:10.1016/j.annals.2004.01.010

306 J. XU ET AL.

http://dx.doi.org/10.1016/j.tourman.2008.10.020
http://dx.doi.org/10.1086/209176
http://dx.doi.org/10.1037/0033-2909.103.3.411
http://dx.doi.org/10.1037/0033-2909.103.3.411
http://dx.doi.org/10.1177/0092070303031003005
http://dx.doi.org/10.1016/S0160-7383(99)00108-5
http://dx.doi.org/10.1177/109634809802200301
http://dx.doi.org/10.1016/S0261-5177(00)00030-3
http://dx.doi.org/10.1177/004728759903800207
http://dx.doi.org/10.1016/S0160-7383(99)00030-4
http://dx.doi.org/10.1016/j.annals.2004.01.010


Beerli, A., & Martı́n, J. D. (2004). Tourists’ characteristics and the perceived image of tourist
destinations: A quantitative analysis—a case study of Lanzarote, Spain. Tourism
Management, 25(5), 623–636. doi:10.1016/j.tourman.2003.06.004

Bigné, J. E., Sánchez, M. I., & Sánchez, J. (2001). Tourism image, evaluation variables and
after purchase behaviour: Inter-relationship. Tourism Management, 22(6), 607–616.
doi:10.1016/S0261-5177(01)00035-8

Chen, C., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral
intentions? Tourism Management, 28(4), 1115–1122. doi:10.1016/j.tourman.2006.07.007

Chen, C. M., Chen, S. H., & Lee, H. T. (2010). Assessing destination image through
combining tourist cognitive perceptions with destination resources. International Journal
of Hospitality & Tourism Administration, 11(1), 59–75. doi:10.1080/15256480903539628

Chen, K. Y. (2014). Improving importance-performance analysis: The role of the zone of
tolerance and competitor performance. The case of Taiwan’s hot spring hotels. Tourism
Management, 40, 260–272. doi:10.1016/j.tourman.2013.06.009

Chon, K. (1990). The role of destination image in tourism: A review and discussion. The
Tourist Review, 45(2), 2–9. doi:10.1108/eb058040

Crompton, J. L. (1979). An assessment of the image of Mexico as a vacation destination and
the, influence of geographical location upon that image. Journal of Travel Research, 17(4),
18–23. doi:10.1177/004728757901700404

Echtner, C. M., & Ritchie, J. B. (1991). The meaning and measurement of destination image.
Journal of Tourism Studies, 2(2), 2–12.

Echtner, C. M., & Ritchie, J. R. (1993). The measurement of destination image: An empirical
assessment. Journal of Travel Research, 31(3), 3–13. doi:10.1177/004728759303100402

Embacher, J., & Buttle, F. (1989). A repertory grid analysis of Austria's image as a summer
vacation destination. Journal of Travel Research, 27(3), 3–7.

Fakeye, P. C., & Crompton, J. L. (1991). Image differences between prospective, first-time,
and repeat visitors to the lower Rio Grande Valley. Journal of Travel Research, 30(2), 10–
16. doi:10.1177/004728759103000202

Gallarza, M. G., Saura, I. G., & Garciá, H. C. (2002). Destination image towards a conceptual
framework. Annals of Tourism Research, 29(1), 56–78. doi:10.1016/S0160-7383(01)00031-7

Gartner, W. C. (1993). Image formation process. Journal of Travel & Tourism Marketing, 2(2/3),
191–215. doi:10.1300/J073v02n02_12

Gartner, W. C. (1996). Tourism development: Principles, process and policies. New York: John
Wiley & Sons Inc.

Gassiot, A., & Coromina, L. (2013). Destination image of Girona: An online text-mining
approach. International Journal of Management Cases, 15(4), 301–314.

Gov.HK. (2016). Employment rights for young persons in industrial undertakings Retrieved
from http://www.gov.hk/en/residents/employment/jobsearch/employyoung.htm

Gunn, C. A. (1972). Vacationscape: Designing tourist regions. Washington, DC: Taylor &
Francis.

Hong Kong Census and Statistics Department. (2015). Population by age group and sex |
census and statistics department. Retrieved from http://www.censtatd.gov.hk/hkstat/sub/
sp150.jsp?tableID=002&ID=0&productType=8

Hosany, S., Ekinci, Y., & Uysal, M. (2006). Destination image and destination personality: An
application of branding theories to tourism places. Journal of Business Research, 59(5),
638–642. doi:10.1016/j.jbusres.2006.01.001

Hu, Y., & Ritchie, J. R. (1993). Measuring destination attractiveness: A contextual approach.
Journal of Travel Research, 32(3), 25–34. doi:10.1177/004728759303200204

INTERNATIONAL JOURNAL OF HOSPITALITY & TOURISM ADMINISTRATION 307

http://dx.doi.org/10.1016/j.tourman.2003.06.004
http://dx.doi.org/10.1016/S0261-5177(01)00035-8
http://dx.doi.org/10.1016/j.tourman.2006.07.007
http://dx.doi.org/10.1080/15256480903539628
http://dx.doi.org/10.1016/j.tourman.2013.06.009
http://dx.doi.org/10.1108/eb058040
http://dx.doi.org/10.1177/004728757901700404
http://dx.doi.org/10.1177/004728759303100402
http://dx.doi.org/10.1177/004728759103000202
http://dx.doi.org/10.1016/S0160-7383(01)00031-7
http://dx.doi.org/10.1300/J073v02n02%5F12
http://www.gov.hk/en/residents/employment/jobsearch/employyoung.htm
http://www.censtatd.gov.hk/hkstat/sub/sp150.jsp?tableID=002%26ID=0%26productType=8
http://www.censtatd.gov.hk/hkstat/sub/sp150.jsp?tableID=002%26ID=0%26productType=8
http://dx.doi.org/10.1016/j.jbusres.2006.01.001
http://dx.doi.org/10.1177/004728759303200204


Huang, S., & Hsu, C. H. C. (2009). Effects of travel motivation, past experience, perceived
constraint, and attitude on revisit intention. Journal of Travel Research, 48(1), 29–44.
doi:10.1177/0047287508328793

Huang, W. J., Chen, C. C., & Lin, Y. H. (2013). Cultural proximity and intention to visit:
Destination image of Taiwan as perceived by Mainland Chinese visitors. Journal of
Destination Marketing & Management, 2, 2013. doi:10.1016/j.jdmm.2013.06.002

Hunt, J. D. (1971). Image: A factor in tourism. Fort Collins, CO: Colorado State University.
Ji, S. (2011). Projected and perceived destination images of Qingdao, China (Doctoral disserta-

tion, University of Waterloo, Ontario, Canada). Retrieved from https://uwspace.uwaterloo.
ca/bitstream/handle/10012/5902/Ji_Shaojun.pdf?sequence=1

Ji, S., & Wall, G. (2011). Visitor and resident images of Qingdao, China, as a tourism destination.
Journal of China Tourism Research, 7(2), 207–228. doi:10.1080/19388160.2011.576937

Jöreskog, K. G., & Sörbom, D. (1996). LISREL 8 user’s reference guide. Uppsala, Sweden:
Scientific Software International.

Kim, H., & Richardson, S. L. (2003). Motion picture impacts on destination images. Annals of
Tourism Research, 30(1), 216–237. doi:10.1016/S0160-7383(02)00062-2

Kline, R. B. (2005). Principles and practice of structural equation modeling (2nd ed.). Spring
Street, NY: The Guilford Press.

Kotler, P. (1994). Marketing management: Analysis, planning, implementation, and control.
Englewood Cliffs, NJ: Prentice Hall.

Kotler, P., & Gertner, D. (2002). Country as brand, product, and beyond: A place marketing
and brand management perspective. Journal of Brand Management, 9(4/5), 249–261.
doi:10.1057/palgrave.bm.2540076

Kyriaki, K. (2006). Affective event and destination image: Their influence on Olympic travelers’
behavioral intentions. Event Management, 10(2–3), 159–173. doi:10.3727/152599507780676706

Lawson, F., & Baud-Bovy, M. (1977). Tourism and recreational development. London:
Architectural Press.

Lee, G., O’Leary, J. T., & Gong Soog, H. (2002). Visiting propensity predicted by destination
image: German long-haul pleasure travelers to the U.S. International Journal of Hospitality
& Tourism Administration, 3(2), 63. doi:10.1300/J149v03n02_04

Lee, T. H. (2009). A structural model to examine how destination image, attitude, and
motivation affect the future behavior of tourists. Leisure Sciences: An Interdisciplinary
Journal, 31(3), 215–236. doi:10.1080/01490400902837787

Li, M., Cai, L. A., Lehto, X. Y., & Huang, J. (2010). A missing link in understanding revisit
intention—the role of motivation and image. Journal of Travel & Tourism Marketing, 27
(4), 335–348. doi:10.1080/10548408.2010.481559

Li, X., & Wang, Y. (2011). China in the eyes of western travelers as represented in travel blogs.
Journal of Travel & Tourism Marketing, 28(7), 689–719. doi:10.1080/10548408.2011.615245

Li, X. R., Pan, B., Zhang, L. G., & Smith, W. W. (2009). The effect of online information
search on image development: Insights from a mixed-methods study. Journal of Travel
Research, 48(1), 45–57. doi:10.1177/0047287508328659

Li, X. R., & Vogelsong, H. (2006). Comparing methods of measuring image change: A case
study of a small-scale community festival. Tourism Analysis, 10(4), 349–360. doi:10.3727/
108354206776162769

Lim, C., Chew, S. L., Lim, Z., & Liu, W. (2014). Pre- and post-visit perceptions of youth tourists to
China. Journal of China Tourism Research, 10(2), 236–255. doi:10.1080/19388160.2013.849637

Lin, C., Morais, D. B., Kerstetter, D. L., & Hou, J. (2007). Examining the role of cognitive and
affective image in predicting choice across natural, developed, and theme-park destina-
tions. Journal of Travel Research, 46(2), 183–194. doi:10.1177/0047287506304049

308 J. XU ET AL.

http://dx.doi.org/10.1177/0047287508328793
http://dx.doi.org/10.1016/j.jdmm.2013.06.002
https://uwspace.uwaterloo.ca/bitstream/handle/10012/5902/Ji_Shaojun.pdf?sequence=1
https://uwspace.uwaterloo.ca/bitstream/handle/10012/5902/Ji_Shaojun.pdf?sequence=1
http://dx.doi.org/10.1080/19388160.2011.576937
http://dx.doi.org/10.1016/S0160-7383(02)00062-2
http://dx.doi.org/10.1057/palgrave.bm.2540076
http://dx.doi.org/10.3727/152599507780676706
http://dx.doi.org/10.1300/J149v03n02%5F04
http://dx.doi.org/10.1080/01490400902837787
http://dx.doi.org/10.1080/10548408.2010.481559
http://dx.doi.org/10.1080/10548408.2011.615245
http://dx.doi.org/10.1177/0047287508328659
http://dx.doi.org/10.3727/108354206776162769
http://dx.doi.org/10.3727/108354206776162769
http://dx.doi.org/10.1080/19388160.2013.849637
http://dx.doi.org/10.1177/0047287506304049


Lin, Y., Chen, C., & Park, C. W. (2012). The salient and organic images of Taiwan as
perceived by Mainland Chinese tourists. Asia Pacific Journal of Tourism Research, 17(4),
381–393. doi:10.1080/10941665.2011.628329

Martínez, A. R. M. (2010). Micro-bargaining as enhancer of knowledge management. Munich,
Germany: Rainer Hampp Verlag.

Matiza, T., & Oni, O. A. (2014). Managing the tourist destination image: The case of Africa.
Tourism, 62(4), 397–406.

McDowall, S., & Youngsoo, C. (2010). Thailand’s destination image through the eyes of its
citizens. International Journal of Hospitality & Tourism Administration, 11(3), 255–274.
doi:10.1080/15256480.2010.498279

Milman, A. (2011). The symbolic role of postcards in representing a destination image: The
case of Alanya, Turkey. International Journal of Hospitality & Tourism Administration, 12
(2), 144–173. doi:10.1080/15256480.2011.564495

Milman, A., & Pizam, A. (1995). The role of awareness and familiarity with a destination: The
central Florida case. Journal of Travel Research, 33(3), 21–27. doi:10.1177/
004728759503300304

Murphy, L., Moscardo, G., & Beckendorff, P. (2007). Using brand personality to differentiate
regional tourism destinations. Journal of Travel Research, 46(1), 5–14. doi:10.1177/
0047287507302371

Murphy, P., Pritchard, M. P., & Smith, B. (2000). The destination product and its impact on
traveller perceptions. Tourism Management, 21(1), 43–52. doi:10.1016/S0261-5177(99)00080-1

Peña, A. P., Jamilena, D. F., & Molina, M. R. (2012). Validation of cognitive image dimensions for
rural tourist destinations: A contribution to themanagement of rural tourist destinations. Journal
of Vacation Marketing., 18(4), 261–273. doi:10.1177/1356766712449351

Pike, S. (2002). Destination image analysis—a review of 142 papers from 1973 to 2000.
Tourism Management, 23(5), 541–549. doi:10.1016/S0261-5177(02)00005-5

Pike, S. (2003). The use of repertory grid analysis to elicit salient short-break holiday
destination attributes in New Zealand. Journal of Travel Research, 41(3), 315–319.
doi:10.1177/0047287502239054

Pike, S., & Ryan, C. (2004). Destination positioning analysis through a comparison of
cognitive, affective, and conative perceptions. Journal of Travel Research, 42(4), 333–342.
doi:10.1177/0047287504263029

Prayag, G. (2009). Tourists’ evaluations of destination image, satisfaction, and future beha-
vioral intentions-the case of Mauritus. Journal of Travel & Tourism Marketing, 26(8), 836–
853. doi:10.1080/10548400903358729

Qu, H., Kim, L. H., & Im, H. H. (2011). A model of destination branding: Integrating the
concepts of the branding and destination image. Tourism Management, 32(3), 465–476.
doi:10.1016/j.tourman.2010.03.014

San Martín, H., & Rodríguez del Bosque, I. A. (2008). Exploring the cognitive–affective
nature of destination image and the role of psychological factors in its formation.
Tourism Management, 29(2), 263–277. doi:10.1016/j.tourman.2007.03.012

Selby, M. (2004).Understanding urban tourism: Image, culture and experience. London; New York,
NY: Tauris.

Smith, W. W., Li, X., Pan, B., Witte, M., & Doherty, S. T. (2015). Tracking destination image
across the trip experience with smartphone technology. Tourism Management, 48, 113–
122. doi:10.1016/j.tourman.2014.04.010

Sobel, M. E. (1982). Asymptotic confidence intervals for indirect effects in structural equation
models. Sociological Methodology, 13, 290–312. doi:10.2307/270723

INTERNATIONAL JOURNAL OF HOSPITALITY & TOURISM ADMINISTRATION 309

http://dx.doi.org/10.1080/10941665.2011.628329
http://dx.doi.org/10.1080/15256480.2010.498279
http://dx.doi.org/10.1080/15256480.2011.564495
http://dx.doi.org/10.1177/004728759503300304
http://dx.doi.org/10.1177/004728759503300304
http://dx.doi.org/10.1177/0047287507302371
http://dx.doi.org/10.1177/0047287507302371
http://dx.doi.org/10.1016/S0261-5177(99)00080-1
http://dx.doi.org/10.1177/1356766712449351
http://dx.doi.org/10.1016/S0261-5177(02)00005-5
http://dx.doi.org/10.1177/0047287502239054
http://dx.doi.org/10.1177/0047287504263029
http://dx.doi.org/10.1080/10548400903358729
http://dx.doi.org/10.1016/j.tourman.2010.03.014
http://dx.doi.org/10.1016/j.tourman.2007.03.012
http://dx.doi.org/10.1016/j.tourman.2014.04.010
http://dx.doi.org/10.2307/270723


Song, H., & Hsu, C. H. (2013). The image of Taiwan as a travel destination: Perspectives from
Mainland China. Journal of Travel & Tourism Marketing, 30(3), 253–271. doi:10.1080/
10548408.2013.774919

Sönmez, S., & Sirakaya, E. (2002). A distorted destination image? The case of Turkey. Journal
of Travel Research, 41(2), 185–196. doi:10.1177/004728702237418

Stepchenkova, S., & Morrison, A. M. (2006). The destination image of Russia: From the online
induced perspective. Tourism Management, 27(5), 943–956. doi:10.1016/j.tourman.2005.10.021

Stepchenkova, S., & Morrison, A. (2008). Russia’s destination image among American
pleasure travelers: Revisiting Echtner and Ritchie. Tourism Management, 29(3), 548–560.
doi:10.1016/j.tourman.2007.06.003

Stern, E., & Krakover, S. (1993). The formation of a composite urban image. Geographical
Analysis, 25(2), 130–146. doi:10.1111/j.1538-4632.1993.tb00285.x

Stylidis, D., Belhassen, Y., & Shani, A. (2015). Destination image, on-site experience and
behavioural intentions: Path analytic validation of a marketing model on domestic tourists.
Current Issues in Tourism, 1–18. doi:10.1080/13683500.2015.1051011

Tapachai, N., & Waryszak, R. (2000). An examination of the role of beneficial image in tourist
destination selection. Journal of Travel Research, 39(1), 37–44. doi:10.1177/004728750003900105

Tasci, A. D., & Gartner, W. C. (2007). Destination image and its functional relationships.
Journal of Travel Research, 45(4), 413–425. doi:10.1177/0047287507299569

Tourism Bureau of Republic of China. (2015). Visitor arrivals by overseas Chinese, 2008–2014.
Retrieved from http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?
97&103&2&3&0&%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)&1&%E5%
A4%96%E7%B1%8D%3Cbr%3E(Foreigners)&1&%E9%A6%99%E6%B8%AF%3Cbr%3E
(Hong%20Kong)&2&%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E
(Mainland%20China)&3&%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)&Total. Accessed 12
February, 2016.

Turner, R. (2014). Travel & tourism economic impact 2014 Taiwan. Retrieved from http://
webcache.googleusercontent.com/search?q=cache:taz2–I_-vsJ:www.wttc.org/~/media/files/
reports/economic%2520impact%2520research/country%2520reports/taiwan2014.ashx
+&cd=2&hl=zh-TW&ct=clnk

Veasna, S., Wu, W.-Y., & Huang, C.-H. (2013). The impact of destination source credibility
on destination satisfaction: The mediating effects of destination attachment and destina-
tion image. Tourism Management, 36, 511–526. doi:10.1016/j.tourman.2012.09.007

Walmsley, D. J., & Jenkins, J. M. (1993). Appraisive images of tourist areas: Application of
personal construct. Australian Geographer, 24(2), 1–13. doi:10.1080/00049189308703083

Wang, C., & Hsu, M. K. (2010). The relationships of destination image, satisfaction, and
behavioral intentions: An integrated model. Journal of Travel & Tourism Marketing, 27(8),
829–843. doi:10.1080/10548408.2010.527249

Wang, Y., & Pizam, A. (2011). Destination marketing and management: Theories and applica-
tions. Wallingford, UK: CABI.

Xie, K. L., & Lee, J. (2013). Toward the perspective of cognitive destination image and
destination personality: The case of Beijing. Journal of Travel & Tourism Marketing, 30
(6), 538–556. doi:10.1080/10548408.2013.810993

Yoo, B.,Donthu,N., &Lee, S. (2000).An examination of selectedmarketingmix elements andbrand
equity. Journal of Academy ofMarketing Science, 28(2), 195–211. doi:10.1177/0092070300282002

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on
destination loyalty: A structural model. Tourism Management, 26(1), 45–56. doi:10.1016/j.
tourman.2003.08.016

Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist loyalty: A meta-
analysis. Tourism Management, 40(1), 213–223. doi:10.1016/j.tourman.2013.06.006

310 J. XU ET AL.

http://dx.doi.org/10.1080/10548408.2013.774919
http://dx.doi.org/10.1080/10548408.2013.774919
http://dx.doi.org/10.1177/004728702237418
http://dx.doi.org/10.1016/j.tourman.2005.10.021
http://dx.doi.org/10.1016/j.tourman.2007.06.003
http://dx.doi.org/10.1111/j.1538-4632.1993.tb00285.x
http://dx.doi.org/10.1080/13683500.2015.1051011
http://dx.doi.org/10.1177/004728750003900105
http://dx.doi.org/10.1177/0047287507299569
http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?97%26103%262%263%260%26%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)%261%26%E5%A4%96%E7%B1%8D%3Cbr%3E(Foreigners)%261%26%E9%A6%99%E6%B8%AF%3Cbr%3E(Hong%20Kong)%262%26%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E(Mainland%20China)%263%26%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)%26Total
http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?97%26103%262%263%260%26%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)%261%26%E5%A4%96%E7%B1%8D%3Cbr%3E(Foreigners)%261%26%E9%A6%99%E6%B8%AF%3Cbr%3E(Hong%20Kong)%262%26%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E(Mainland%20China)%263%26%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)%26Total
http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?97%26103%262%263%260%26%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)%261%26%E5%A4%96%E7%B1%8D%3Cbr%3E(Foreigners)%261%26%E9%A6%99%E6%B8%AF%3Cbr%3E(Hong%20Kong)%262%26%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E(Mainland%20China)%263%26%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)%26Total
http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?97%26103%262%263%260%26%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)%261%26%E5%A4%96%E7%B1%8D%3Cbr%3E(Foreigners)%261%26%E9%A6%99%E6%B8%AF%3Cbr%3E(Hong%20Kong)%262%26%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E(Mainland%20China)%263%26%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)%26Total
http://stat.taiwan.net.tw/system/single_years_right_arrival_CHI_result.asp?97%26103%262%263%260%26%E8%8F%AF%E5%83%91%3Cbr%3E(Overseas%20Chinese)%261%26%E5%A4%96%E7%B1%8D%3Cbr%3E(Foreigners)%261%26%E9%A6%99%E6%B8%AF%3Cbr%3E(Hong%20Kong)%262%26%E4%B8%AD%E5%9C%8B%E5%A4%A7%E9%99%B8%3Cbr%3E(Mainland%20China)%263%26%E6%BE%B3%E9%96%80%3Cbr%3E(Macao)%26Total
http://webcache.googleusercontent.com/search?q=cache:taz2%2013I_-vsJ:www.wttc.org/%7E/media/files/reports/economic%2520impact%2520research/country%2520reports/taiwan2014.ashx+%26cd=2%26hl=zh-TW%26ct=clnk
http://webcache.googleusercontent.com/search?q=cache:taz2%2013I_-vsJ:www.wttc.org/%7E/media/files/reports/economic%2520impact%2520research/country%2520reports/taiwan2014.ashx+%26cd=2%26hl=zh-TW%26ct=clnk
http://webcache.googleusercontent.com/search?q=cache:taz2%2013I_-vsJ:www.wttc.org/%7E/media/files/reports/economic%2520impact%2520research/country%2520reports/taiwan2014.ashx+%26cd=2%26hl=zh-TW%26ct=clnk
http://webcache.googleusercontent.com/search?q=cache:taz2%2013I_-vsJ:www.wttc.org/%7E/media/files/reports/economic%2520impact%2520research/country%2520reports/taiwan2014.ashx+%26cd=2%26hl=zh-TW%26ct=clnk
http://dx.doi.org/10.1016/j.tourman.2012.09.007
http://dx.doi.org/10.1080/00049189308703083
http://dx.doi.org/10.1080/10548408.2010.527249
http://dx.doi.org/10.1080/10548408.2013.810993
http://dx.doi.org/10.1177/0092070300282002
http://dx.doi.org/10.1016/j.tourman.2003.08.016
http://dx.doi.org/10.1016/j.tourman.2003.08.016
http://dx.doi.org/10.1016/j.tourman.2013.06.006

	Abstract
	Introduction
	Literature review
	Destination image and its formation
	Destination image attributes/dimensions
	Behavioral intention
	Relationship between different destination image attributes and behavioral intention
	Methodology
	Research instrument
	Sampling and data collection
	Data analysis

	Findings
	Discussion and implications
	Conclusion and future research

	References

