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Abstract 

The purpose of this study was to examine the factors that influence the destination image 

and visit intention. In contrast to previous studies, this study was conducted on tourist 

destinations in West Java, Indonesia and proposed two different types of media from 

different eras as independent variables. These media were conventional mass media and 

social media that emerge from the development of information & communication 

technology. This study use a questionnaire to collect empirical data and analyzed using 

structural equation modeling methods. The results of this study successfully proved that the 

destination image has a significant impact on visit intention. The results also showed that 

compared to mass media, social media is preferred by respondents and has a significant 

direct influence on the destination image, but not on visit intention. Conversely, besides 

being less favored by respondents, mass media does not have a significant influence on visit 

intention and destination image. 
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I. INTRODUCTION 

The tourism industry is an important sector that can 

drive the economy. Good tourism management can 

increase tourist arrivals, create jobs, and contribute 

to government revenues [1]. Many things can be 

done by destination manager to create successful 

tourism. One of which is spreading positive 

information about the value that they have. This 

effort aims to form a good destination image so that 

tourists are interested to visit. Destination image is 

an interesting concept and is often discussed by 

many researchers related to tourist behavior. The 

researchers believe that destination images can 

affect the tourists visit intention, especially if they 

are visiting for the first time or have limited 

information about the destination [2]. 

Marketing communication is a method commonly 

used to improve product image. Previous research 

has proven that the image of a product can increase 

along with efforts to spread positive information by 

marketers through various media. This of course 

also applies in tourism marketing. Before the 

existence of the internet, marketing communication 

was carried out through various mass media such as 

television, newspapers and magazines. Exposure 

through mass media like this has proven to be 

effective in increasing the number of visitors as 

investigated by researchers. Nowadays technology 

has developed in such a way and produces new 

communication media. One of the communication 

media that emerged from the development of 

technology and became very popular used by the 

public was social media, such as Facebook and 

YouTube. 

There have been many studies that examine how the 

impact of the destination image on visit intention, 

but still few that relate to media exposure, especially 

those that simultaneously discuss mass media 

(which are more conventional) with social media 

(which arises from technological developments). 
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Moreover, research like this has never been done on 

respondents in Indonesia with tourist destinations in 

West Java, Indonesia as the objects. 

Therefore, this study aims to empirically examine 

how the influence of mass media and social media 

on the destination image and how it impacts on visit 

intention. The results of this study are expected to 

enrich the literature regarding these variables. 

Besides that, by understanding the relationship 

between each variable, it is expected to be able to 

provide useful inputs to tourism destination 

managers, both government and private, to increase 

destination image and number of visitors. 

A. Destination Image  

Destination Image has been the focus of research in 

the field of tourism over the past few decades. 

Image is a set of beliefs, ideas, and perceptions 

about the subject or phenomenon[3]. Destination 

image is defined as the characteristics of a tourist 

destination that can influence the decision of tourists 

to visit these tourist destinations[4]. In other 

opinion, destination image is considered as an 

accumulation of beliefs, ideas, or points of view 

collected by someone from certain sources of 

information about a particular tourist destination[5]–

[7]. Other literature also agrees that destination 

image is a complex construction based on 

interrelated evaluations that are united into an 

overall impression and belief based on information 

processing from various sources over time [8] 

Destination image has become the core for branding, 

which refers to the development of elements of the 

marketing mix and differentiation of a tourist 

destination through the development of a positive 

image[9]. The importance of the image of a tourist 

destination has been universally recognized, because 

it affects individual perceptions and consequent 

behavior and choice of objectives [10]–[14] 

Similar to tangible product brands, destination 

image is very important in shaping tourists' desire to 

visit[15]. Improving the image of a tourist 

destination in a competitive environment is a 

challenging and demanding activity[16]. Destination 

image is very important in increasing the 

competitiveness of a place and increasing visitor 

loyalty[17]. Destination image is an important factor 

that influences the decision making process of 

tourists, especially when they have limited 

knowledge about the destinations[18], [19]. 

The process of forming a destination image is done 

by a series of agents who work together to create a 

unique image[20]. These agents consist of overt 

induced agents, covert induced agents, organic 

agents and autonomous agents. Overt induced agents 

are publications submitted by marketers, such as TV 

advertisements, print media, etc. Covert induced 

agents convey finer and tended publications, such as 

publications in the form of articles made by a 

traveler. Information is classified as an organic 

agent that is requested or not requested when 

information is taken from an acquaintance. 

Meanwhile, direct visits are one of the strongest 

sources of information one can take and are called 

organic agents[7]. Autonomous agents are all types 

of reports, documentation, news, or other media 

exposure to goals. Forms of popular culture such as 

films, dramas, reality shows and soap operas are 

classified as autonomous agents. Autonomous 

agents are believed to be credible [20], [21], can be 

trusted (Mackay & Fesenmaier, 1997), and provide 

important information in a short time[22], [23]. 

Image formation theory is also proposed by Gunn 

[24]. This concept has been widely used by 

researchers to investigate the course of formation 

and measurement of destination image as a basis for 

their conceptual framework [25]. This concept has 

three constructs, namely (1) organic; (2) induced; 

and (3) modified induced. Gartner[20] has 

developed the concept and systematized the 

typology of eight image formation agents with 

different levels of control by destination marketers, 

market penetration, and credibility to recipients of 

information. He asserted that these agents affect the 
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formation of destination images differently and must 

be used in combination for effective destination 

image promotion. Kim and Richardson [26]show 

that the role of autonomous image formation agents 

such as news, TV programs, and films seems to have 

a very strong effect on the formation of destination 

images. Media that is easily accessed in everyday 

life has a strong influence and can be used as an 

effective promotional tool. The location or event and 

which is exposed by the media is very important in 

the formation of the destination image. It was also 

found that images influence the decision-making 

processes carried out by prospective tourists [10], 

[18], [26]. Therefore, creating and managing the 

right destination image is very important for 

effective positioning and marketing strategies[10]. 

Destination Image has two components, namely 

image cognitive and affective goals[20], [27]. 

Cognitive Destination Image is an evaluation of the 

characteristics and attributes possessed by the 

destination. Affective destination image on the other 

hand is a person's subjective feelings or emotions 

towards a goal. This concept develops wherein 

further tourism researchers broadly agree that 

destination images have three different components, 

namely cognitive, affective and conative [28]. The 

cognitive component refers to individual knowledge 

and evaluation of attributes of tourist destinations 

Affective components show feelings about tourist 

destinations and conative components represent 

behavior, namely the intention to visit or re-visit 

tourist destinations. 

B. Media Exposure 

Many existing studies have shown that media has an 

important role in forming the destination image and 

intention of tourists to visit [29]. Davies & 

Cairncross[30] sort media into new media: the 

Internet (such as social media) and traditional mass 

media such as: film, television, books, magazines, 

and newspapers. Both new and traditional media 

will play a key role in influencing the choice of 

tourist destinations. 

Tourists gather more information about tourist 

destinations in terms of accommodation, 

transportation, sightseeing and other activities [31]. 

Information is collected and used mostly for 

functional reasons or for planning trips [32]. 

Through the process of gathering information, 

tourists can reduce doubts and enrich the quality of 

their trips [33]. 

For marketers, it is important to know how tourists 

obtain information to make decisions about 

marketing programs, design effective 

communication campaigns and service excellence 

[34], [35]. 

C. Mass Media 

Media is defined in various ways based on 

researchers, usually the term "media" is considered 

to be the Latin plural form of a single "medium," 

which means intervening substance through which 

something is conveyed, which includes television, 

newspapers, music, films, magazines, books, 

billboards, radio, satellite broadcasts, and the 

Internet [36]. 

Mass media in the early generation are newspapers, 

magazines, phonograms, cinemas, and radio. Then 

the media format developed along with the 

development of technology so that television was 

added as a mass media in the mid-twentieth century 

[37]. Fodnes& Murray [33] emphasize the 

importance of mass media as a source of travel 

information for tourists because many studies have 

shown that media has a large impact on the tourism 

industry, they can have both positive and negative 

effects. Gartner[20] examined that media has a 

positive influence on the formation of destination 

images when stories introduce or explain certain 

places. They assert that media influence will 

increase when the recipient of the message has 

insufficient knowledge and information about the 

purpose. Some previous studies also found a 

negative impact of bad publicity on the destination 

image caused by the media. 
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Based on the above, we put forward a hypothesis: 

H1: Mass Media has a significant influence on the 

destination image 

H2: Mass Media has a significant influence on visit 

intention 

D. Social Media 

Social media emerged along with the development 

of the internet as part of communication technology. 

Social media is very popular with internet users and 

is one of the fastest growing communication media 

[38]–[40]. Social media refers to internet-based 

online media in which individuals with similar 

interests, goals and practices are involved in social 

interactions that build personal profiles and share 

information and experiences [41]. 

Initially, social media was an application that was 

used to spread certain news. But then it developed 

into a participatory platform that allows people to 

become "media" themselves to collaborate and share 

information [42], [43]. Akar and Topcu[44] sort the 

main types of social media, such as social 

networking, photo sharing sites, sites for creating 

and sharing videos, community online, 

microblogging tools, and others. 

Just as in the purchasing process, generally a 

consumer will find information about the product 

they are going to buy [33]. Likewise with tourists, 

they seek to find information on various tourist 

destinations before they make a visit [39]. Today, 

social media on the internet seems to be one of the 

most widely used sources of information for tourists. 

Why is that? This is because the internet is a fast and 

inexpensive source of information. In addition, the 

information contained in social media tends to be 

updated, real-time, and is a collection of information 

from many tourists [45]. This is very important for 

tourists who will travel on a destination [46]. 

Therefore, we put forward a hypothesis: 

H3: Social media has a significant influence on the 

destination image 

H4: Social media has a significant influence on visit 

intention 

E. Visit Intention 

Purchasing decisions by consumers on a product are 

not only influenced by product attributes, but also 

can be influenced by the image of the product. 

Likewise in tourism, tourist destinations that have a 

better image tend to be preferred by tourists, thus 

impacting on the selection, satisfaction and other 

aspects of tourism [10] [18] [20].  

Tourist destinations with a stronger positive image 

will be more likely to be chosen by tourists to visit 

[10]. Therefore, destination images can simplify the 

process of selecting tourist destinations [20], and 

play a role in travel decisions, satisfaction, and 

actions related to travel [18]. This concept is widely 

recognized as an important concept in tourism 

marketing activities. Based on the explanation 

above, we propose the following hypothesis: 

H5: Destination image has a significant influence on 

tourist visit intention 

II. METHOD 

This study uses a questionnaire to collect empirical 

data. The population in this study are tourists who 

know or have an overview of tourist destinations in 

West Java. The sampling technique used was 

purposive sampling by distributing 200 

questionnaires filled out by respondents. 

Questionnaires designed using a Likert scale in the 

range of 1 to 5 (1 = strongly disagree, 5 = strongly 

agree) and consist of 3 sections that measure 

destination image, media exposure and visit 

intention. 

The validity and reliability test were done to verify 

the questionnaire. Validity testing is done by 

applying confirmatory factor analysis technique, 

while the Cronbach α coefficient is used as a 

parameter to determine the reliability of the 
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questionnaire.The results of the analysis of the 

validity and reliability of variables can be observed 

in Table I. All items in loading factors have a large 

and significant load, which shows evidence of good 

construct validity. Also the scale of reliability is 

considered acceptable (no estimates of reliability fall 

below 0.60). 

Table I. Factor Loading And Cronbach Alpha (α) 

Variables Items 
Factor 

Loading 
α 

Mass Media 

Mass1 0.61 

0.706 Mass2 0.76 

Mass3 0.70 

Social Media 

Sos1 0.61 

0.607 
Sos2 0.66 

Sos3 0.81 

Sos4 0.66 

Destination Image 

Image1 0.91 

0.762 Image2 0.83 

Image3 0.68 

Visit Intention 

Visit1 0.79 

0.636 Visit2 0.78 

Visit3 0.66 

Data were analyzed using structural equation model 

(SEM) methods with SPSS 18 and Amos 20. 

Statistical software Index of overall fit models 

including normed χ2 (CMIN / DF), goodness-of-fit 

index (GFI), adjusted goodness-of-fit index (AGFI), 

normalized fit index (NFI), ratio of fit index (CFI) 

and root mean squared error of approximation 

(RMSEA).  

III. RESULTS 

A. Descriptives 

Figure 1 and 2 shows the distribution of respondents' 

characteristics by gender, age and occupation, which 

obtained through questionnaires. It was seen that the 

respondents in this study consisted of 62% were 

women and 38% were men.  

 

Fig. 1. Respondents Gender 

Based on age, 41% of respondents were under 20 

years old, 43% were between 21 and 30 years old, 

7% were 31 to 40 years old and 9% were over 40 

years old.  

While based on occupation, the respondents in this 

study consisted of 74% students, 21% private 

company employees and the rest were entrepreneurs 

or civil servants 

 

Fig. 2. Respondents Age and Occupation 

Table II shows the frequency of media use used by 

respondents in seeking information about tourist 

destinations, which are sourced from the mass media 

(television, newspapers, and magazines) or social 

media (Youtube, Facebook, Twitter and Instagram). 

Respondents' answers indicate that the use of mass 

media is at a lower level compared to the use of 

social media. This means that respondents currently 

do not rely on mass media as a source of 

information in searching for tourist destinations but 

prefer to use social media such as Youtube, 

Facebook, Twitter and Instagram. According to 

respondents, other social media that are often used 

to get information about tourist destinations are: 

Path, Line, Tumblr, and Pinterest. 

 

Table II. Frequency of Media Usage 

 FREQUENCY  

TYPE OF MEDIA Never Almost Never Moderate Often Always 

Television 6.2% 23.4% 53.1% 17.2% 0% 

Newspaper 35.2% 40.7% 20% 3.4% 0% 

Magazine 24.8% 40.7% 29.7% 4.1% 0% 

Youtube 3.4% 7.6% 35.2% 44.1% 9.7% 

Facebook 0% 15.1% 33.1% 26.9% 24.1% 

Twitter 0% 4.8% 26.9% 32.4% 35.9% 

Instagram 2.1% 3.4% 16.6% 46.9% 31% 
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This study also tries to investigate the extent to 

which mass media and social media can provide 

information needed by respondents about tourist 

destinations. Based on table III, most respondents 

consider that mass media is less able to provide the 

information needed regarding tourist destinations. 

But on the contrary, social media can provide the 

information they need. 

Table III. The Extent of Information Provided by 

Each Media 

  

TYPE OF MEDIA Very Low Low Moderate High Very High 

Mass Media 2.8% 56.6 33.8% 4.8% 2.1% 

Social Media 1.4% 0% 5.5% 62.1% 31% 

 

B. Hypotheses Testing 

Before testing hypotheses, several tests were carried 

out to ensure goodness of fit from the proposed 

research model. Table IV shows the goodness of fit 

values consisting of CMIN/DF, GFI, AGFI, TLI, 

CFI and RMSEA.  

Based on calculations, the results show that all 

values have reached an acceptable amount and show 

that the model has a goodness of fit. 

Table IV. Goodnes of fit 

CRITERIA CMIN/DF GFI AGFI TLI CFI RMSEA 

Results 1.533 0.920 0.875 0.927 0.945 0.06 

Requirement < 3 > 0.9 > 0.8 > 0.9 > 0.9 < 0.08 

 

After testing the overall fit of the measurement 

models, structural equations model was used to test 

the hypotheses. Structural equation modeling with 

regression coefficients can be seen in Figure 3 

which shows standard estimates of structural 

coefficients for structural models. While Table V 

shows the regression coefficients related to each 

hypothesis. 

 

*** significance at .00 level 

** significance at .05 level 

Fig. 3. Structural Equation Results 

As figure 1 shows, the effect of mass media on 

destination image and visit intention are 0.04 and 

0.01. Social media has higher effect on destination 

image and visit intention with a coefficient of 0.12 

and 0.035. Meanwhile destination image has effect 

on visit intention with a coefficient of 0.98. But 

unfortunately, not all the independent variables have 

significance effect. Table VI shows that only 2 paths 

that have significance effect, which are social media 

to destination image and destination image to visit 

intention.  

Table V. Hypothesis Testing Results 

Hypotheses Path 
Regression  

Coefficients 
p Result 

H1 
Mass Media → 

Destination Image 

0.04 0.548 Not 

Supported 

H2 
Mass Media → Visit 

Intention 

0.01 0.932 Not 

Supported 

H3 
Social media  → 

Destination Image 

0.12 ** Supported 

H4 
Social media → Visit 

Intention 

0.03 0.735 Not 

Supported 

H5 
Destination image → 

Visit Intention 

0.98 *** Supported  

 

IV. DISCUSSION 

The results of this study basically can confirm 

previous studies about media exposure, destination 

image and visit intention. However, the results of 

this study also show some differences with previous 

studies relating to the hypothesis proposed. 



 

March - April 2020 

ISSN: 0193-4120 Page No. 8221 - 8230 

 

 

8227 

 Published by: The Mattingley Publishing Co., Inc. 

There are five hypotheses proposed in this study, but 

there are only two hypotheses accepted. The first is 

about the influence of social media on the 

destination image and the second is about the 

influence of the destination image on visit intention. 

The results show that social media affects the 

destination image positively and significantly. This 

can be interpreted that when the respondents got 

information from social media (both from YouTube, 

Facebook, Instagram and others), it significantly 

affected their perceptions of the destination exposed 

on social media. While a positive coefficient can be 

interpreted that if the information obtained by 

respondents from social media is good (positive) 

information, then their perception of the object in 

question will be good (positive) as well. This will 

apply otherwise where if the information obtained is 

bad (negative), then the image of the attraction will 

be bad (negative).  

The influence of the destination image on visit 

intention also gets similar results, which are positive 

and significant. This means that a good destination 

image (positive) will increase tourist visit intention 

and vice versa. 

The two results of hypotheses testing above can 

confirm the results of previous research on the 

influence of social media on destination image and 

visit intention. However, this study has not 

succeeded in proving three other hypotheses that 

were proposed previously. The hypotheses are as 

follows: 

First, the influence of mass media on the destination 

image. The results of data processing show that in 

fact mass media has an influence on the destination 

image, but with very small and insignificant 

coefficients. This is probably because currently the 

mass media has become less popular. The rapid 

development of technology (especially the internet) 

has been able to replace the role of the mass media. 

This is supported by respondents' statements 

regarding the frequency of information seeking 

through the mass media which is quite low. On the 

contrary, now respondents prefer the internet as a 

medium to find various information. Information 

search via the internet is preferred because it tends 

to be easier and cheaper, besides its ability to 

provide up-to-date information that is specific and as 

needed. This is of course a distinct advantage when 

compared to mass media. 

 Second, the influence of mass media on visit 

intention. The results of data processing show that in 

fact mass media has an influence on visit intention, 

but the resulting coefficient is very small and not 

significant. The condition that causes this is not 

much different from the influence of mass media on 

the destination image. 

Third, the influence of social media on visit 

intention. Surprisingly, we obtained the results that 

the influence of social media on visit intention was 

very small and insignificant. However, we can 

conclude that a variety of information about a tourist 

destination that is exposed on social media will only 

affect tourists' perceptions of tourist destinations and 

cannot directly affect visit intention. In other words, 

when tourists get interesting information through 

social media, they will not immediately want to visit 

these tourist destinations. They might get a positive 

image but don't want to visit immediately. To 

explain this, we assume that tourists actually try to 

supplement the information they get from social 

media, so that they get confidence in the 

information. The completeness of this information is 

very important because there are many things that 

must be prepared when they are going to travel, such 

as cost factors, security, availability of 

accommodation, and others. Another thing is related 

to the reliability of information contained in social 

media, which could be the result of the engineering 

of irresponsible parties. 

 

REFERENCES 

[1]. C. F. Chen and D. C. Tsai, “How destination 

image and evaluative factors affect behavioral 



 

March - April 2020 

ISSN: 0193-4120 Page No. 8221 - 8230 

 

 

8228 

 Published by: The Mattingley Publishing Co., Inc. 

intentions?,” Tour. Manag., vol. 28, no. 4, pp. 

1115–1122, 2007. 

[2]. Z. Alrawadieh, M. Z. Dincer, F. Istanbullu 

Dincer, and P. Mammadova, “Understanding 

destination image from the perspective of 

Western travel bloggers: the case of Istanbul,” 

Int. J. Cult. Tour. Hosp. Res., vol. 12, no. 2, 

pp. 198–212, 2018. 

[3]. A. Kaur, A. Chauhan, and Y. Medury, 

“Destination image of Indian tourism 

destinations: An evaluation using 

correspondence analysis,” Asia Pacific J. 

Mark. Logist., vol. 28, no. 3, pp. 499–524, 

2016. 

[4]. N. Tapachai and R. Waryszak, “An 

Examination of the Role of Beneficial Image 

in Tourist Destination Selection,” J. Travel 

Res., vol. 39, no. 1, pp. 37–44, Aug. 2000. 

[5]. P. Kotler, Marketing management. 11th Edn. 

New Jersey: Prentice Hall, 2003. 

[6]. S. Balogu and K. W. Mccleary, “A model of 

destination image formation,” Ann. Tour. Res., 

vol. 26, no. 4, pp. 868–897, Jan. 1999. 

[7]. S. R. Mege and D. T. H. Aruan, “The Impact 

of Destination Exposure in Reality Shows on 

Destination Image, Familiarity, and Travel 

Intention Stacia,” Asian Mark. J., vol. 1, pp. 

115–122, 2017. 

[8]. L. Garay and S. Morales Pérez, 

“Understanding the creation of destination 

images through a festival’s Twitter 

conversation,” Int. J. Event Festiv. Manag., 

vol. 8, no. 1, pp. 39–54, 2017. 

[9]. L. A. Cai, “Cooperative branding for rural 

destinations,” Ann. Tour. Res., vol. 29, no. 3, 

pp. 720–742, 2002. 

[10]. C. Echtner and J. R. B. Ritchie, “The meaning 

and measurement of destination image,” J. 

Tour. Stud., vol. 14, no. 1, pp. 37–48, 1993. 

[11]. M. G. Gallarza, I. G. Saura, and H. C. Garcı́a, 

“Destination image: Towards a Conceptual 

Framework,” Ann. Tour. Res., vol. 29, no. 1, 

pp. 56–78, 2002. 

[12]. K. Chung and J. Shin, “The relationship 

between destination cues of Asian countries 

and Korean tourist images,” Asia Pacific J. 

Mark. Logist., vol. 16, no. 2, pp. 82–100, Jun. 

2004. 

[13]. F. W. Swierczek and H. Thi Phuong Thao, 

“Internet use, customer relationships and 

loyalty in the Vietnamese travel industry,” 

Asia Pacific J. Mark. Logist., vol. 20, no. 2, 

pp. 190–210, Mar. 2008. 

[14]. H. Asadi, A. Jaberi, J. Khazaei Pool, S. M. 

Allameh, and R. Salehzadeh, “Factors 

influencing sport tourists’ revisit intentions: 

The role and effect of destination image, 

perceived quality, perceived value and 

satisfaction,” Asia Pacific J. Mark. Logist., 

vol. 27, no. 2, pp. 191–207, Apr. 2015. 

[15]. D. Papadimitriou, A. Apostolopoulou, and K. 

(Kiki) Kaplanidou, “Destination Personality, 

Affective Image, and Behavioral Intentions in 

Domestic Urban Tourism,” J. Travel Res., vol. 

54, no. 3, pp. 302–315, Dec. 2013. 

[16]. S. Hosany, Y. Ekinci, and M. Uysal, 

“Destination image and destination 

personality: An application of branding 

theories to tourism places,” J. Bus. Res., vol. 

59, no. 5, pp. 638–642, May 2006. 

[17]. H. Qu, L. H. Kim, and H. H. Im, “A model of 

destination branding: Integrating the concepts 

of the branding and destination image,” Tour. 

Manag., vol. 32, no. 3, pp. 465–476, 2011. 

[18]. A. Beerli and J. D. Martín, “Factors 

influencing destination image,” Ann. Tour. 

Res., vol. 31, no. 3, pp. 657–681, 2004. 

[19]. V. Teye, E. Sirakaya-Turk, and S. Sönmez, 

Residents’ attitudes toward tourism 

development, vol. 29. 2002. 

[20]. W. C. Gartner, “Image Formation Process,” J. 

Travel Tour. Mark., vol. 2, no. 2/3, p. 217, 

1993. 

[21]. J. Connell, “Toddlers, tourism and Tobermory: 

Destination marketing issues and television-

induced tourism,” Tour. Manag., vol. 26, no. 

5, pp. 763–776, 2005. 

[22]. K. J. MacKay and D. R. Fesenmaier, “Pictorial 



 

March - April 2020 

ISSN: 0193-4120 Page No. 8221 - 8230 

 

 

8229 

 Published by: The Mattingley Publishing Co., Inc. 

element of destination in image formation,” 

Ann. Tour. Res., vol. 24, no. 3, pp. 537–565, 

1997. 

[23]. H. Kim and S. L. Richardson, “MOTION 

PICTURE IMPACTS ON DESTINATION 

IMAGES,” Ann. Tour. Res., vol. 30, no. 1, pp. 

216–237, 2003. 

[24]. C. A. Gunn, Vacationscape: designing tourist 

regions. New York: Van Nostrand Reinhold, 

1988. 

[25]. S. O’Leary and J. Deegan, “Ireland’s Image as 

a Tourism Destination in France: Attribute 

Importance and Performance,” J. Travel Res., 

vol. 43, no. 3, pp. 247–256, Feb. 2005. 

[26]. H. Kim and S. L. Richardson, “Motion picture 

impacts on destination images,” Ann. Tour. 

Res., vol. 30, no. 1, pp. 216–237, 2003. 

[27]. S. Baloglu and D. Brinberg, “Affective Images 

of Tourism Destinations,” J. Travel Res., vol. 

35, no. 4, pp. 11–15, Apr. 1997. 

[28]. S. Pike and C. Ryan, “Destination Positioning 

Analysis through a Comparison of Cognitive, 

Affective, and Conative Perceptions,” J. 

Travel Res., vol. 42, no. 4, pp. 333–342, May 

2004. 

[29]. R. Govers, F. M. Go, and K. Kumar, 

“Promoting Tourism Destination Image,” J. 

Travel Res., vol. 46, no. 1, pp. 15–23, Aug. 

2007. 

[30]. R. Davies and G. Cairncross, Student Tourism 

and Destination Choice: Exploring the 

Influence of Traditional, New, And Social 

Media: an Australian Case Study, vol. 13. 

2013. 

[31]. W. C. Keung and L. F. Ching, “A study of pre-

trip use of travel guidebooks by leisure 

travelers.,” Tour. Manag., vol. 32, no. 3, pp. 

616–628, 2011. 

[32]. C. A. Vogt and D. R. Fesenmaier, “Expanding 

the functional information search model,” Ann. 

Tour. Res., vol. 25, no. 3, pp. 551–578, 1998. 

[33]. D. Fodness and B. Murray, “Tourist 

information search,” Ann. Tour. Res., vol. 24, 

no. 3, pp. 503–523, 1997. 

[34]. N. Srinivasan, “{Pre-purchase external search 

for information},” Rev. Mark., vol. 4, pp. 153–

189, 1990. 

[35]. W. L. Wilkie and P. R. Dickson, “Shopping 

for appliances: Consumers’ strategies and 

patterns of information search,” Mark. Sci. 

Inst., 1985. 

[36]. R. Campbell, C. R. Martin, and B. Fabos, 

Media & Culture: An Introduction to Mass 

Communication, 8th Editio. Boston: Bedford/ 

St. Martin’s, 2011. 

[37]. D. McQuail, McQuail ’ s Mass 

Communication Theory 6th edition Denis 

McQuail, vol. 1968. 1968. 

[38]. N. L. Chan and B. D. Guillet, “Investigation of 

Social Media Marketing: How Does the Hotel 

Industry in Hong Kong Perform in Marketing 

on Social Media Websites?,” J. Travel Tour. 

Mark., vol. 28, no. 4, pp. 345–368, May 2011. 

[39]. R. Law, S. Qi, and D. Buhalis, “Progress in 

tourism management: A review of website 

evaluation in tourism research,” Tour. Manag., 

vol. 31, no. 3, pp. 297–313, 2010. 

[40]. Z. Xiang and U. Gretzel, “Role of social media 

in online travel information search,” Tour. 

Manag., vol. 31, no. 2, pp. 179–188, 2010. 

[41]. C.-M. Chiu, M.-H. Hsu, and E. T. G. Wang, 

“Understanding knowledge sharing in virtual 

communities: An integration of social capital 

and social cognitive theories,” Decis. Support 

Syst., vol. 42, no. 3, pp. 1872–1888, 2006. 

[42]. X. Li and Y. Wang, “China in the Eyes of 

Western Travelers as Represented in Travel 

Blogs,” J. Travel Tour. Mark., vol. 28, no. 7, 

pp. 689–719, Oct. 2011. 

[43]. G. Thevenot, “Blogging as a social media,” 

Tour. Hosp. Res., vol. 7, no. 3/4, pp. 287–289, 

2007. 

[44]. E. Akar and B. Topçu, “An Examination of the 

Factors Influencing Consumers’ Attitudes 

Toward Social Media Marketing,” J. Internet 

Commer., vol. 10, no. 1, pp. 35–67, Mar. 2011. 

[45]. B. S. Ong, “The Perceived Influence of User 

Reviews in the Hospitality Industry,” J. Hosp. 



 

March - April 2020 

ISSN: 0193-4120 Page No. 8221 - 8230 

 

 

8230 

 Published by: The Mattingley Publishing Co., Inc. 

Mark. Manag., vol. 21, no. 5, pp. 463–485, 

Jul. 2012. 

[46]. A. Haahti, “Tourism: principles, practices, 

philosophies (8th edn) by Charles R. Goeldner, 

J.R. Brent Richie and Robert W. McIntosh. 

John Wiley & Sons, New York. No. of pages: 

733. Price £41.95. ISBN 0-471-32210-5,” Int. 

J. Tour. Res., vol. 3, no. 6, pp. 516–517, Nov. 

2001. 

 


