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Definitions of Terms 

 

Destination branding:  “the set of marketing activities that support the creation of a name, 

symbol, logo, word, mark or other graphic symbol that readily identifies and differentiates a 

destination; [and] consistently conveys the expectation of a memorable travel experience that 

is uniquely associated with the destination and reduces the consumer search costs and 

perceived risks” Blain et al. (2005: 337).  

Brand identity as message managed by stakeholder, it is a connection between position and 

personality that make unique product and services in the consumer mind (Upshaw, 1995; 

Janiszewska, 2013; Melewar et al., 2017).  

Brand Image as perceptions and feeling about brand as reflected by the brand associations 

held in consumer mind (Keller, 1993: Zhang, 2015).  

Perceptions: perception is the process by which the tourist selects, organises and understands 

information to create a meaningful picture (Sawagvudcharee, 2016). 

Communication Market: is a conversation between a brand and its audience on the one 

hand and it is a collective term for all the communication functions used in marketing a 

product or services on the other hand (Gupta,2011). 

Noise: is the barrier to communication which exists around the entire process (Wong, 2013).  
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ABSTRACT 

 

The aim of this study is to develop a model for tourism destination branding using Oman as a 

case study by examining the Omani context and its characteristics from the perspective of 

both potential tourists (the demand side) and the Omani tourism providers (the supply side) 

while taking into consideration the impact of cross-cultural communication. Although several 

studies have recognised the importance of both sides of the market for effective destination 

branding, there is still a gap in knowledge in terms of providing a holistic model which could 

satisfy the brand expectations of destination personnel and tourists.  

A mixed methods approach was applied to analysing the destination brand components of the 

Sultanate of Oman. The study adopted a quantitative questionnaire as a tool to identify the 

perceptions and attitudes of potential international tourists towards Oman. This was done 

because a large number of responses from potential tourists was required in order to identify 

differences in perceptions of potential tourists towards Oman’s destination image. Semi-

structured interviews were used to collect supply-side data, to explore the attributes involved 

in the projected image of Oman in developing its brand. In this way, government officials 

(managers and senior staff), tour operators and tourist guides were consulted.  

The findings of these people show a positive relationship between word of mouth and brand 

image. Word of mouth and other sources such as social media represent the most significant 

information sources used by actual visitors. Education level influences the demand-side 

responses, particularly among those who have visited before. However, Oman also has a 

significant positive image in terms of safety and atmosphere, which should be incorporated 

into the brand. The Oman logo was also an issue because it has little meaning for non-Arab 

tourists; therefore, a clear understanding of the logo is a very important aspect of branding. 

The findings also showed that limited strategy, cooperation and coordination among Omani 

planners and marketers have had an impact on branding and gaps between the supply and 

demand sides were identified as a result of limited promotion of the country’s brand identity. 

The model presented as a result of this study includes both supply- and demand-sides. The 

supply-side includes coordination and cooperation between supply-side members; it also 

defines the brand identity attributes offered by providers and highlights the importance of 



xxi 
 

understanding other aspects of destination branding such as brand naming, memorable logo 

elements and structure design, and highlighted the importance of brand position.  

On the other hand, the demand side includes brand image and awareness. It considers 

variable influences on the image brand such as tourists’ level of satisfaction, experience, 

word of mouth, and education.The study highlights the importance of communication 

marketing and identifies concerns such as customer feedback and noise; noise is distributed 

everywhere in the model, because it occurs in the brand message. The model will help Omani 

tourism marketers to develop their brand and understand the process of developing 

destination branding. Also, it can be applied to other destinations which need to develop their 

own tourism brand.   
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CHAPTER ONE: INTRODUCTION 

This chapter begins by identifying the contextual background. The research questions are 

then articulated along with the research aim and objectives. The method of research applied is 

highlighted and a brief remark on the research contribution is also provided. The chapter 

concludes with outlining the structure of the thesis. 

1.1 Research background  

Tourism has become one of fastest developing industries in the world and a source of major 

economic development opportunities (Yusof and Ismail, 2015). Many developing countries 

consider tourism as a resource to enhance its economy and reduce poverty (Saner et al., 

2015). As a result, branding is used as a strategic tool for a destination to be identified and 

differentiated from alternatives in the minds of the target market (Qu et al., 2011), 

A brand in tourism is one of the most valuarble assets of a destination, contributing to its 

success (Sallam, 2016). It has been recognised for many years, addressed in a wide range of 

academic fields. Destination branding can be defined as a marketing-led strategy of economic 

development (Oliveira & Panyik, 2015). Klijn et al. (2012) explained the reasons for using 

branding: it helps destinations to differentiate themselves and to influence tourists’ choices 

and intentions. In other words, the main aim of branding is to differentiate a particular 

offering from that of its competitors (Sallam, 2016), and to assert its identity in 

communication with potential tourists (Schaar, 2013; Oliveira& Panyik, 2015). Despite the 

growth in destination marketing, the concept of destination branding has not yet been studied 

in depth (Cai, 2002; Ruzzier, 2012; Pike and Page, 2014). 

The concept of tourism destination brand building has extended to places, countries, regions 

and cities (Risitano, 2005; Hanna& Rowley: 2008; Almeyda & George, 2017). This reflects 

the fact that destinations are increasingly at risk from challenges imposed by global, political 

and technological changes; they find themselves competing against a plethora of alternatives, 

some of which are priced very aggressively (Gilpin, 2011; Yudina et al., 2016). Destinations 

marketers need to establish a strategic vision and a market-orientated strategic planning 

process, adopting a market perspective toward their products and consumers (Osarenkhoe, 

2008). In order to be successful in the long term and effectively position their tourism product 

in the marketplace (Warren & Dinnie,2017), destination managers and marketers need to 
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create an attractive image which will make Oman stand out from other competitors (Tsaur et 

al., 2016).  

The main aim of destination branding is to enhance the uniqueness of a tourist destination, 

exhibit attractive images to the target markets and support the formation and development of 

positive images (Aziz et al., 2012). The transformation of the brand idea from products to 

service industries such as the tourism sector offers features for identifying and managing the 

destination (Mazilu, 2012; Pike and Page, 2014). Suitable examples of successful destination 

branding are New Zealand, Singapore, Thailand and Malaysia, which have all developed 

powerful brands to encourage tourists to visit them; others, such as Turkey, have decided to 

rebrand themselves (Aziz et al., 2012). Therefore, Oman has determined to develop its brand 

to boost its tourism sector and improve its international image. It needs to develop a unique 

identity for attracting international tourists and differentiate it from its competitors. As 

mentioned earlier, Oman has different resources for destination branding, but development 

destination branding is a new experience for Omani authorities; this requires awareness of 

Omani stakeholders because most developing countries face challenges in choosing the right 

strategy for development, particularly in a sensitive sector such as tourism (Muhanna, 2006). 

However, branding a destination is not an easy process (Manhas et al., 2012; Avraham& 

Ketter, 2016), as a result of the multi-dimensional nature of the destination itself and the 

unique product characteristics (Ukaj, 2014). The branding process requires the planners and 

marketers to carry out extensive information research into the tourism market to understand 

the consumers’ needs (Almeyda & George,2017). Ritchie and Crouch (2003), Ekinci (2003) 

and Cai and Gartner (2009) argue that a destination is fixed by its name and geographical 

location; the various tangible and intangible attributes are involved in branding a destination. 

A destination caters for the needs of many different types of tourists.  

The tourism marketing literature suggests that in order to develop a destination branding, 

understanding the process of tourists’ view is necessary (Aaker, 1991; Cai, 2010; Pike and 

Page, 2014; Yusof and Ismail, 2015). A brand image is the most important component of 

destination branding; it should reflect the values and meaning expressed by potential visitors 

to that particular destination (Robbins and Polite, 2014; Yusof and Ismail, 2015). Building a 

unique destination experience creates brand awareness and a higher brand trust (Jesca et al., 

2014).  
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According to Edgell (2016), the brand should be relevant to the target audience and 

communicate a particular message that can be better understood by tourists. If the brand 

(logo) message does not make sense to the target market, this means it has not achieved one 

of its purposes. Logo design describes the destination to the audience and differentiates its 

image from others. For example, “Fly the friendly skies” was a good branding slogan 

launched by United Airlines in 1956, evocative and easy to remember.  

The Middle East Arab countries have a similar culture with shared values and beliefs, 

including language. Religion shapes the culture, attitudes and values of a society, and Islam is 

a unifying religion serving as the main link between the people of these countries 

(Hinnebusch, 2008; Kovjanic, 2014). However, the region is generally portrayed negatively, 

characterised by instability and insecurity and the rise of political Islamism; examples are the 

popular tourist destinations of Tunisia, Egypt, Yemen, Bahrain, Jordan, Libya, Syria, 

Morocco and Lebanon. The only destinations able to stabilise the tourism industry and to 

achieve growth are those of the Gulf countries, mainly Dubai (Al-Hamarneh, 2013).The 

importance of the Middle East for global stability derives from its immense oil reserves and 

its status as the epic centre of the Muslim culture. The majority of demands for tourism 

originate from the neighbouring countries (Kovjanic, 2014).  

For most people around the world, the Middle East is a place associated with terrorism, yet 

the Omani Tourism Minister is not aware that his country has an image problem (Al-

Hamarneh, 2013). Baker (2014) pointed out that terrorist activities have a major impact on 

the international tourism of a country and that they are the largest economic factor in the 

equation between terror and foreign tourism; he added that terrorism badly affects the tourism 

industry since it damages the destination image, instilling fear in the potential tourists (Baker, 

2014).  

1.2 Oman current brand 

In 2009 the Oman brand was launched by the Authority of investment, Promotion and Export 

Development which represented through the logo. It is based on culture and heritage. It 

comprises the word Oman in Arabic calligraphic script, each letter representing distinct 

elements of Omani’s nature and culture, namely, a dhow (ship), marine environment (turtles), 

mountains, and the frankincense as seen in figure (1.1).  
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                              Figure 1.1. Omani logo  

 

 

                                                   Frankincense                             Mountains 

Turtles  Dhow 

 

1. 3 Research gap and research questions 

From the literature it is concluded that the development of a strong brand should involve the 

views of different stakeholders (Risitano, 2005; Yusof et al., 2014). Ashton (2014, 2015) 

argued that more research is required to explore the effectiveness of a destination brand from 

the perspectives of all stakeholders. The vast majority of tourism destination studies address 

the brand concept primarily from a demand-side perspective, examining tourism destinations 

from a consumer-perceived image approach (Kaplanidou and Vogt, 2003; Pike, 2014; 

Dickinger and Lalicic, 2015; Roy and Hoque, 2015). However, fewer empirical studies 

analyse destination branding from the supply-side perspective (Konecnik and Go, 2008; 

Tsaur et al., 2016).  

Brand identity development is a theoretical concept best understood from a supply-side 

perspective (Konecnik and Go, 2008: 2; Cai et al., 2009: 70; Suma and Bello, 2012: 89). 

Therefore, relevant aspects such as brand identity require further research (Konecnik and Go, 

2008; El Aouni et al., 2013; Tsaur et al., 2016). This is why the message behind a destination 

brand should be a topic to highlight. Also, although there are many studies on tourism 

literature about brand, no specific literature has addressed the logo components and brand 

design process (Blain et al., 2005: 332). 

The supply side of tourism destination branding has been all but neglected (Cai and Page, 

2014). As previously noted, no extensive analysis has been conducted on developing 
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destination branding from both the supply and demand sides which make up a unique brand 

(Tsiotsou and Goldsmith, 2012; Yusof et al., 2014). In addition, according to Farmaki (2012) 

and Kim and Lehto (2013: 2), few studies have examined the projected and perceived images 

of destinations. This is discussed at the end of chapter three. Thus, the current study focuses 

on developing a model of destination branding incorporating both the supply-side and 

demand-side perspectives.  

Marketing communication is the best way to develop brand destination (Singh, 2014). 

Kapferer (2008) and Tsiotsou and Goldsmith (2012) have highlighted the concept of noise in 

the communication process, which affects the message before it reaches the customer and 

causes interference between supply and demand sides.It is very important for destination 

marketers to be aware of any barriers to communication such as cultural noise which may 

prevent the message from being interpreted correctly before reaching the customer (Ferrell, 

2008; Manchaiah and Zhao, 2012; Dębski, 2013; Singh, 2014). 

1.3.1 Research questions 

Q1-What are the Oman tourism suppliers’ perceptions of the tangible and intangible 

attributes that can be used for developing the brand identity of Oman as a tourism 

destination?  

Q2-What are the perceptions of the intangible and tangible attributes of Oman as a tourism 

destination held by potential international tourists? 

Q3-What communication gaps exist between the supply side and demand side regarding how 

to communicate the Omani brand identity? 

 

1.4 Research aim and objectives  

 

The aim of this study is to develop a proposed model for tourism destination branding using 

Oman as a case study. This will be achieved by examining the Omani context and its 

characteristics from the perspectives of potential tourists (demand side) and the Omani 

tourism providers (supply side).  
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Research Objectives 

1. To identify the tangible and intangible attributes that currently contribute to the brand 

identity of Oman as a tourism destination (the supply side). 

2. To identify the perceptions of the intangible and tangible attributes of Oman as a 

tourism destination held by potential international tourists (the demand side). 

3. To analyse the potential communication gaps between supply and demand regarding 

how to communicate the Omani brand identity effectively.  

1.5 Research contribution  

According to the literature, little research has been conducted on destination branding (Pike, 

2005; Power, 2005; Wheeler et al., 2011; Moilanen and Rainisto, 2008; Fujita and Dinnie, 

2010; Greaves and Skinner, 2010; Qu et al., 2011; Pike, 2015; Pham, 2015). Most of the 

current research related to tourism destination branding has been conducting in developed 

countries. In addition, little research has been carried out on destination branding in the 

Middle East. Therefore, the field of tourism needs a study to present information about a 

developing country and international tourist perceptions towards tourism in the Middle East, 

in particular after Arab Spring revolution. This study about Oman, a developing country, adds 

to the existing body of knowledge.  

The literature review identified different models for developing destination branding, but 

each considered different angles and elements, and none explained the process of branding 

destinations as discussed in chapter three. Several studies on destination brand building focus 

only on demand-side perception (Kaplanidou & Vogt, 2003; Anholt, 2009; Morrison, 2013); 

others focus on the demand side but consider the difference between the images held by 

potential tourists and actual visitors to the destination (Yilmaz et al., 2009; Wang and 

Davidson, 2009; Lim, et al., 2014; Kong et al., 2015; Jani and Nguni, 2016). Yet others 

consider the supply-side perspective, particularly brand identity attributes, when developing 

brands (Konecnik and Go, 2008: 2; Cai et al., 2009: 70; Suma and Bello, 2012: 89). Few 

studies focused on developing destination branding from both supply- and demand-side 

perceptions (Tsiotsou and Goldsmith, 2012).  

This study addresses the gap in the destination brand development literature by considering 

both supply- and demand-side perceptions in order to understand the process of destination 

branding. It contributes to knowledge by developing a model with innovative components 

that could be suitable for both developing and developed destinations. This model could be 
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applied to a city, region or country that needs to develop and position its brand. The findings 

suggest that it will be beneficial for destination managers and destination marketers in 

developing destination branding, because it can help them to understand the processes 

involved.  

Academically, this study contributes to the body of knowledge through the destination brand 

concept, destination brand components, brand position, and communication (noise). 

Developing destination branding from both supply and demand sides has remained a less 

researched area because of the methodological difficulties in the data collection, analysis and 

comparison of these two types of perception. This study presents the relationship between the 

supply side and demand side to develop destination branding by considering market 

communication in the branding process.  

1.6 Research approach 

A mixed research approach is applied to analyse the destination brand components of the 

Sultanate of Oman, which makes use of quantitative and qualitative data collection 

techniques and analysis procedures. The Oman brand as perceived by potential and actual 

international tourists is assessed via a structured questionnaire (Chapter Five).  

A qualitative approach is also selected, with semi-structured interviews conducted to collect 

data from key stakeholders involved in the Omani tourism management, e.g. the government 

officials, tour operators and guides (Chapter Six). The qualitative approach provides the 

researcher with in-depth information and understanding of the issue. Furthermore, it helps to 

develop a model for the Omani tourism brand incorporating the perceptions of the suppliers 

and potential tourists towards the tangible and intangible tourism attributes, which is the 

central aim of this study.  

In the current study, the pragmatist’s view is adopted, which includes both qualitative and 

quantitative approaches together with inductive and deductive logic. Its epistemology 

combines both the interpretivist and the positivist positions and its ontology combines both 

subjective and objective points of view to help interpret data (Creswell, 2014). First, the data 

are collected and analysed separately, then they are compared and combined; the aim of the 

comparison is to identify similarities and differences between supply side and demand side 

among the research participants, in order to determine the elements in the model. These 

comparisons and combinations are highlighted in the discussion in chapter seven.  
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A case study is one of the diverse strategies adopted in social science research. It is selected 

since it helps the researcher to gain deep understanding of the research phenomenon in order 

to realise the main aim of the study, which is to develop a model for the Omani tourism 

brand. This concept is discussed in detail in Chapter Four.   

1.7 Brief information about Oman and case study selection: Why Oman?  

1.7.1 Location of Sultanate of Oman  

 

The Sultanate of Oman is located in the Middle East in the southeast corner of the Arabian 

Peninsula. Oman is the second largest country in size and population in the Arabian 

Peninsula after Saudi Arabia (Ministry of Information, 2006) and some 3, 5 millin people. It 

borders Saudi Arabia to the west, the United Arab Emirates to the northwest, the Republic of 

Yemen to the south, the Strait of Hormuz to the north and the Arabian Sea to the east (see 

Figure 1.2). The coastline extends 1,700 km from the Strait of Hormuz to Yemen. It 

overlooks three seas: the Arabian Gulf, the Sea of Oman and the Arabian Sea. With an area 

of 309, 500 sq.Oman’s geographical location gives it an opportunity to become a significant 

tourism destination (Ministry of Information, 2006). 

On 1 July 2017, the population of Oman amounted to 3,424,386. Oman has one of the highest 

growth rates among the Arab Gulf states, above the world average, characterised by a 

relatively low death rate. Life expectancy averages 73 years for men and 75 years for women 

(Etheredge, 2011). 30.1% of the population are in the age group 0-15 and 18.69% in the age 

group 15-64. People aged 64 and above constitute only 3.92% of the total Omani population 

(CIA, 2017). 

Since 1970, the government has worked hard to integrate Oman more effectively into the 

global mainstream and to overcome the country’s isolation. Increasing numbers of foreigners 

have come to live and work in the Sultanate and have undertaken employment in highly 

skilled jobs, helping to build the country’s infrastructure (Barrett, 2011). 

Most of the Omani people are Muslim, their religious character providing the foundation on 

which their society is based. Omani society is characterised as tribal, with loyalty always 

given to the tribe. Tribes are located in different places, and the people tend to be proud of the 

place of their birth or lengthy residence (Peterson, 2016).  
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Figure 1.2. Sultanate of Oman map 

 

Source: https://www.vectorstock.com/royalty-free-vector/sultanate-of-oman-map-vector-

2602739  

 

1.7.2 Tourism  

Tourism is one of the largest industries; the government of Oman has given it priority in its 

economic development policy, as it is considered as a sustainable source of income and 

employment. Through stimulating private-sector investments, the tourism industry has 

achieved an average annual growth rate of 23% (Abdullah et al., 2013: 5). Therefore, 

sustaining its development is a vital consideration, particularly since the country is 

comparatively new to tourism especially in relation to that in developed countries (Abdullah 

et al., 2013).  

Since the establishment of the Ministry of Tourism in 2004, many developments have taken 

place.The country has launched freehold development in its infrastructure and superstructure, 

such as development in the transportand communication sectors, accommodation, 

entertainment and road building (Al Said, 2015). These elements will all promote Oman  

tourism (Jokilehto,2008). 

https://www.vectorstock.com/royalty-free-vector/sultanate-of-oman-map-vector-2602739
https://www.vectorstock.com/royalty-free-vector/sultanate-of-oman-map-vector-2602739
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The Ministry of Tourism look forward to promoting leisure tourism throughout Oman, 

focusing on the natural attractions, heritage and culture (Ministry of Oman Tourism, 2006). 

This is because Oman is one of the few countries in the Middle East that still maintains its 

culture and identity(Phillips& Hunt,2017). However, if it does not control tourism 

development, it will adversely impact its natural resources and its local residents’ identity 

(UNESCO,2015). This is because the tourists from diverse countries with various 

backgrounds introduce different cultures. This in turn, may impact the local people’s culture 

and attidutes (Soubert, 1995). Therefore, Oman needs to be careful when selecting its target 

markets and should plan its long-term tourism strategy to prevent any negative impact that 

tourism may cause (Pedersen, 2002).  

Resorts have been developed to boost the national economy and encourage competition in the 

sector (Khan et al.,2015). Despite the global economic slump, Oman remains steadfast in its 

goals to drive the tourism and industrial sectors and to witness progress on its projects (Khan 

and Krishnamurthy, 2016). For example, the Salam Yiti Lifestyle Resort, Spa was developed 

through a joint project between the Oman government and an international company called 

Sama Dubai (Oman Market Report,2016). The resort is located in the captial city of Oman; it 

stretches over an area of 350 hectares. The project aims to offer facilities to attract 

international tourists; the location provides a perfect opportuinty with the beach front resort, 

hotels, a marine resort, a retail complex, a golf course, villas and towns along with 

apartments (Blanke & Chiesa,2013).  

Tourism is one of a largest economic sector that can provide quantifiable trading 

opportunities for all countries, whatever their level of development. However, it is also a 

sector where there an unequal share of the benefits, which threatens the social, economic and 

environmental sustainability of tourism in developing countries (Muhanna, 2006; Yazdi, 

2012). For many developing countries, tourism is the basic pillar of the development process 

and may be one of the leading economic activities in terms of job creation and foreign 

exchange earnings. In some developing countries, mainly islands and some small economies, 

it may be the only source of foreign currency and employment and thus the backbone of 

economic development (Dwyer et al., 2011).  

As resources are steadily depleted in the Middle East, countries in the region are increasingly 

focusing their efforts on generating new sources of income and on diversifying their revenue 

base. The situation of Oman is no different from other Middle Eastern countries. A rough 
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estimate based on the country’s oil reserves and its oil production in 2009 showed that 

Oman’s oil reserves are gradually being depleted (Limbert, 2010:214). According to OPEC 

(2015), the proven oil reserves in Oman were 5.5 billion barrels (bbl) as of January 2015, 

which is small by Middle Eastern standards, compared to that of Saudi Arabia, Kuwait and 

the United Arab Emirates. Table (1.1) compares Oman oil reserves with those of the other 

Gulf countries. 

 

Table 1. 1. Middle East proven crude oil reserves by country (m b) 

Country 2010 2011 2012 2013 2014 

Saudi Arabia     264,516 265,405 265,405 265,405 266,578 

Iran 151,170 154,580 157,300 157,300 157,300 

Kuwait 101,500 101,500 101,500 101,500 101,500 

United Arab 

Emirates 

97,800 97,800 97,800 97,800 97,800 

Qatar 25,382 25,382 25,382 25,382 25,382 

Oman 5,500 5,500 5,500 5,500 5,500 

Syrian Arab 

Republic 

2,500 2,500 2,500 2,500 2,500 

(OPEC Annual Statistical Bulletin 2015: 22). 

 

Omani culture is rich and diversified when compared with other destinations in the Gulf 

region. The Sultanate is distinguished by traditional characteristics and is well known for its 

food, family relationships and kinship, greeting, ceremonial occasions and clothes, which 

together reflect the social life of Oman. The culture is influenced by the Islamic religion 

(Ministry of Information, 2006). In particular, Oman’s people are famous for their generosity; 

hospitality is deeply ingrained in their culture and they are happy when people visit them. 

Even if they speak a different language, they try to understand their guests by signs and body 

language, and they provide them with a big Omani meal. The meal starts with dates and 

coffee or tea, followed by rice with meat or fish; incense (frankincense) is used at the end of 

the meal (Nowell,2009). All these aspects have shaped the Omani civilisation, making Oman 

unique among Arabic countries. However, social communication is still separated by gender, 

and the majority of people, including men, still dress in traditional fashion. In the other Gulf 

countries men wear the white thobe and it is difficult for visitors to differentiate their 

nationality. However, Omanis’ traditional clothes distinguish them, men wearing colourful 

caps, as shown in the picture below (www.quora.com). They also wear khanjar as part of 
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their national dress, reflecting Oman’s long history and its connections with East Africa and 

India (Nutz, 2013).  

 

 

Sources:https://www.quora.com/What-are-the-differences-and-similarities-between-the-Gulf-

states 

 

https://quod.lib.umich.edu/a/ars/13441566.0047.013/--omani-mens-national-dress-

displaying-personal-taste?rgn=main;view=fulltext 

 

https://quod.lib.umich.edu/a/ars/13441566.0047.013/--omani-mens-national-dress-displaying-personal-taste?rgn=main;view=fulltext
https://quod.lib.umich.edu/a/ars/13441566.0047.013/--omani-mens-national-dress-displaying-personal-taste?rgn=main;view=fulltext
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1.7.3 Oman economy  

Oman economy a mainly rely on oil revenue resources which generate 84% of government 

resources. In 2015, the Oman’s budget deficit to $6.5 due to the decline of the global oil 

prices. In addition, Oman has little foreign assets and is issuing debt to cover its deficit.  

Oman government strive toward tourism diversification through tourism and gas to reduce 

the oil contributions to 9% by 2020. However, Oman cannot balance its budget due to the 

Arab spring which is other challenge influence the Oman economy (CIA, 2017).  This   plan 

and strategy will take more time due this issue.  

Government of Oman keen to diversifying its economy resources (CIA, 2017). The vision 

2020 conference which was hold in Muscat in 1995, this strategy was a path for Oman future 

development and economy adjustments,it include financial stability, tourism public and 

private sectors,  and human resources and  improve the skills of the Omani workforce to meet 

the demand of global development (Ministry of Natioal Economy, 2005).  

1.7.4 History  

There is a long and interesting history behind many of Oman’s tourist attractions. Oman is 

the oldest independent in the Arab world, it established in 1650 since expelling the 

Portugues. Archaeological discoveries have shown that the country was inhabited at least 

5000 years ago; these early Omanis lived on farming and fishing (Ministry of Heritage and 

Culture, 2005). The Sumerians named Oman “Magan” which means mountains of copper. 

Magan was the principal extraction centre of copper, which was widely exported. Oman has a 

famous and unique underground irrigation system called the Falaj system (UNESCO, 2013).  

Frankincense, which is produced in the Dhofar region, was an important aspect of ancient 

people’s culture; it was used for everything from deodorant and toothpaste to food and drink 

flavouring. Frankincense was expensive in Europe and Asia, because it was in high demand. 

There is evidence of an early trading route through Yemen and Saudi Arabia and across 

Egypt to the rest of the Middle East and the rest of the world (UNESCO, 2010). From the 

early 16th century, when the Portuguese discovered the sea route round the Cape of Good 

Hope to India, they occupied Muscat for a century and a half in order to dominate the trade, 

until they were expelled by the Omanis in 1650 (Ministry of Information, 2005).  

Subsequently, Oman went through a period of decline and its share of international 

commercial activities was limited. The Omanis remained largely isolated from the rest of the 
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world until 1970, when His Majesty, Sultan Qubaoos, came to power. His reign was the 

beginning of a bright new era that has renewed Oman’s histroic glories and opened a new 

chapter of development, prosperity and social and economic progress. The country has 

undergone rapid and far-reaching economic and social development while maintaining its 

rich cultural heritage and natural environment (Kolli, 2013).  

1.7.5 Climate of Oman 

Oman’s climate differs from one area to another. The country has two seasons: summer and 

winter. In the summer, it is hot and humid in the coastal areas, hot and dry in the desert and 

mountains and moderate in the southern area where the country`s second major city, Salalah, 

is located. Dhofar has unique summer weather: from June to August, it is cooler than any 

other part of country, because of the effect of the monsoon period. The summer in Oman is 

an opportunity to attract regional tourists from the Gulf countries, providing them with 

cooling relief during the period when their own countries are experiencing the hottest 

weather. The winter season has irregular although often heavy rain; therefore attractive for 

people from cold winter climate, only the Dhofar region expects rainfall between June and 

September (Ministry of Information, 2017).  

1.7.6 Oman’s environment   

The environment has always been one of the major priorities (World Health Organization, 

2010; 2015) to consider in the development of any country. Sultan Qaboos bin said realised 

the importance of natural resource. From the 1970s, the environmental focus was on 

implementing measures for managing and developing natural resources and preventing 

environmental pollution, but environmental issues have expanded to cover a whole range of 

sectors. Managing these and protecting the health of local residents are the main processes 

underpinning sustainable development that the Sultanate is committed to achieve.  

The Omani government is committed to environmental protection; it has introduced a set of 

laws and regulations, such as those on the conservation of the environment and the 

prevention of pollution along with the regulation of water, waste chemicals, radioactivity and 

environmental permits (Samuel& Sarprasatha,2016). 

The Ministry of Environment and Climate has implemented many of the protection projects, 

the installation of two central stations for monitoring pollutants from car exhausts, the 
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measurement of noise and air quality levels and the establishment of a mobile unit to monitor 

air (Ministry of Environment and Climate Affairs, 2014) 

Developing Oman as an internationally competitive tourism destination should take 

international rules and regulations into account. In order to maintain a balance between 

essential development and the wellbeing of the environment and the local residents, the 

national environmental strategy is based on the principle of cooperation between all relevant 

government and private institutions, both nationally and internationally. 

1.8 Reasons for choosing Oman as a case study 

 

There are several reasons for choosing Oman as a case study. First, in addition to its 

distinctive culture (see section 1.7.2), Oman has a rich history although it is not as well-

known as Qatar and the United Arab Emirates (UAE). As mentioned in section 1.7.4, Oman 

is the oldest independent country in the Arab world, established in 1650 after the Omani 

people drove out the Portuguese (Katzman, 2018). However, many people do not know 

where Oman is located, although there are new countries which became independent as 

recently as the 1970s which are well known throughout the world, such as Qatar (Katzman, 

2016) and the UAE (Abu Dhabi and Dubai) (Al Sadik, 2001). This makes Oman a 

particularly suitable area for research. 

Second, Oman has a logo which it is not a success; it represents various sectors besides 

tourism, such as education, trade and information systems. As it is written in Arabic script, 

most international tourists cannot understand it. This is a good indication that the country has 

no destination branding, and needs a new brand to represent the tourism sector exclusively. It 

is important to understand and address the underlying elements of the current logo which 

make it an unsuccessful brand; this experience can give us useful insights into the 

development of a new model for tourism destination branding. This study will therefore help 

Oman to develop a new tourism brand.  

Finally, Oman is very safe; in a newly released World Economic Forum (WEF) report 

(2017), Oman was ranked the fourth safest country in the world for visitors 

(http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf),with good relations with 

all countries worldwide. However, although for most people worldwide the Middle East is 

associated with terrorism, the Omani Tourism Minister appears to be unaware that his 

http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf
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country has an image problem (Al-Hamarneh, 2013).Tourists, in particular, are very 

concerned to avoid travel to dangerous destination (Amir et al., 2015). Therefore, Oman 

needs a study to present sufficient information regarding Omani tourism. These are all 

reasons for choosing Oman as a case study.  

Also, it is differentiated by its natural resources; Oman surrounded by seas and ocean, 

mountains, desert, and is home to very friendly people (Al Azhar et al., 2016). It has all the 

components for destination branding, but developing a tourism brand is still a new experience 

among Omani stakeholders.  

In 1995 the Omani government published a policy document entitled “Vision2020”, aiming 

to diversify the economy which currently depends primarily on the oil industry, which 

contributes 84% of its income (CIA, 2017). The strategy to reduce the dependence on oil by 

2020 is focusing on tourism (Mansour, 2013). According to the Ministry of Tourism (2006), 

planning for tourism development in Oman is moving in the right direction. The Sultanate is 

taking into consideration long-term planning aiming to provide a selective tourism strategy 

with focuses on high-spending segments such as American and European travellers. 

However, appropriate implementation of tourism planning requires the participation of all 

stakeholders, especially the private sector. Although Oman has all the components for 

destination branding, developing a tourism brand is still a new experience for Omani 

stakeholders. 

1.9 Thesis structure 

Chapter One presents the introduction and explains the research area of concern; it provides 

background information, and discusses the rationale and contribution of the study, with the 

research aim, objectives and questions. 

 

Chapter Two is the literature review, which started with a briefly explains the destination 

concept, and brand concepts, then   provides an extensive and critical review of previous 

studies that related to research subjects; it discusses on the concept of destination branding, 

and destination brand components and all the relevant concepts.  

 

 Chapter Three continues the review of previous studies, on building destination branding 

and in-depth communication marketing. It highlights the research guide model, and then 

presents the research questions and identifies research gaps.  
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Chapter Four on the research methodology describes different philosophical approaches and 

research methods and justificaties the research methodology selected. It explains the research 

collection tools.  

Chapter Five provides the analysis of the quantitative data (demand side); the statistical 

findings are discussed and answer research question number one. It is divided into three 

parts: visitors, non-visitors and the whole sample; it defines all the Oman image attributes as 

perceived from the demand side.  

Chapter Six discusses the qualitative findings and answers research questions two and three. 

It presents the perceptions of the supply side. It defines the brand identity attributes, and 

attributes Oman offers visitors, and defines the tools Omani authorities use to communicate 

with their visitors, and the problems they face.    

Chapter Seven discusses the findings of Chapters Five and Six and links them with the two 

literature review chapters, Two and Three. It then presents the model for developing the 

Omani brand as a tourism destination, and presents the answer of the research.   

 

Chapter Eight concludes the study and provides an overview of the research process. It 

presents the research contributions, recommendations, research limitations and opportunities 

for further study.  
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CHAPTER TWO: LITERATURE REVIEW 

2.1Introduction 

This chapter reviews the literature on the concept of destination branding in general because 

there are limited studies in the literature on destination branding in tourism; it discusses 

studies of the conceptualisation of destination branding and provides a definition. It then 

explains in detail the components of destination branding. The formation of the destination 

brand image together with its measurement is considered in detail. The chapter concludes 

with a gap identified in the literature which has generated the research questions in the 

present study. 

2.2 Destination  

Being the place where tourist consumption occurs, the destination is often seen by tourists as 

the outwardly facing element of tourism services or products (Page, 2006; Andrades and 

Dimanche, 2017). At a general level, the concept of the destination can be defined as 

representing a geographically defined entity such as a group of countries, an individual a 

country, region, city or another area which is economically dependent on the income from 

tourism (McCarthy, 2014; Guo and Sanposh, 2015; Zeytonli et al., 2015; Andrades and 

Dimanche, 2017; Wang and Zhang, 2017).  

A tourist destination may contain one or more tourist attractions (Martin, 2012; Wang and 

Zhang, 2017), with many options available to potential visitors to choose from (Zeytonli et 

al., 2015). The destination and the tourist interact in the creation of the tourism experience 

(Agapito and Lacerda, 2014; Sanposh, 2015). Ermen and Gnoth (2007) explained that a 

destination is a place to which people travel, and a tourist destination is where most tourists 

choose to stay. On the other hand, Buhalis (2000) and Lyu (2017) observed that a tourist 

destination focuses on the quality of services designed to meet the needs of travellers. 

Similarly, Beritell (2009) defined a tourist destination as a geographical area consisting of all 

the services necessary for tourists, including infrastructure, accommodation, hospitality and 

entertainment.  

This means that continents compete with each other, as do countries, regions and cities, via 

the differentiation of services and amenities (Vengesayi et al., 2013: 83) and the desires of 

the several travel market segments (Mishra, 2009). Oliveira& Panyik (2015) considered a 
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destination as a geographical area which is understood by its tourists; it is an attractive entity, 

with a political and legislative framework for tourism marketing. Destination management 

marketing is responsible for the strategic planning and marketing of the country and the 

different resources to undertake action towards achieving their strategic objectives 

(Mohamad, 2012; Melewar et al., 2017). 

Most destinations are classified by identifying their general features or characteristics 

(Melewar et al., 2017). According to Adeyinka-Ojo et al., (2014: 158), to market a country, 

marketers need to consider a variety of attributes such as the culture, history, nature and the 

geographical position of a destination. To achieve this, destinations require marketing 

strategies; and the tourism stakeholders have established destination marketing organisations 

to manage and organise their own.   

2.2.1 Destination competitive advantage 

Acknowledgement of the complexity of the stakeholders involved in a tourism destination 

market highlights the difficulty of managing the nature of tourism, and explains the 

significance attached to it in an increasingly globalised and competitive market (Mejía, 2011; 

Anatoly, 2014; Wisner et al., 2014). The competitive advantage of a destination is defined by 

many authors as the ability of the destination to create a tourism experience and generate 

value tourism products that differentiate its resources and maintain its market position (Hong, 

2008: 43; Dimoska and Trimcev, 2012; Modica and Uysal, 2016). Ritchie and Crouch 

(2003:2), cited in Dimoska and Trimcev (2012:282) defined competitiveness as “the ability to 

increase tourism expenditure, to increasingly attract tourists while providing them with 

satisfying, memorable experiences, and to do so in a profitable way, while enhancing the 

well-being of destination residents and preserving the natural capital of the destination for 

future generations”.  

Bahar and Kozak (2005, cited in Kozak and Baloglu, 2010) argue that each destination has to 

compete with the others, to develop its economy, to attract investments and to offer 

sustainable tourism products and services. It is undoubtedly true that tourist destinations are 

accepted as elements of the tourism sector and, as is the case with any business or industry, 

they are also in competition with each other to obtain a higher proportion of the international 

tourism market (Ardahaey, 2011). In the context of a discussion on competitiveness, building 

an image is an essential feature as it can help differentiate between a variety destinations 

(Romaniuk and Ehrenberg, 2007; Janiszewska and Insch, 2012). It has been stated that, as a 
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result of the destination characteristics, and specifically the decision to travel, decisions are 

made according to a position in the mind of the prospective visitor. In this context, a strong 

image is fundamental in influencing tourists’ decision making (Lopesi, 2011). 

Competitive advantage is produced by using resources and capabilities to achieve either a 

distinctive product or a lower-cost structure (Gebauer et al., 2011). It can emerge from the 

creation of superior services to generate for customer value and to achieve cost and/or 

differentiation advantages, resulting in increased market share and profitability (Somuyiwa et 

al., 2013).  

2.2.2 Destination marketing   

Destination marketing refers to the marketing tools and techniques used to promote a 

destination to increase the number of tourists (Ajake, 2015). Kaurav et al. (2015) point out 

that it also includes attention to product packaging, promotion and effective distribution 

channels and sales. Destination marketing is an essential concept in tourism because most 

destinations have to compete on an international level (Soteriades, 2012). However, the 

tourism marketing could be complicated because the markets vary widely, and marketing 

destination requires promotion efforts to draw a positive and attractive image of the 

destination from the perception of potential visitors (Kaurav et al., 2015).    

The Destination Management Organisation (DMO) plays an essential role in promoting 

tourism in the country, region or city (Pike & Page, 2014).   Promotion is the best marketing 

activity used by destination management to attract potential tourists (Buhalis & 

Amaranggana, 2015). Successful delivery of the wider tourism attributes depends on a close 

working relationship and interactions between stakeholders, enabling the tourism 

management to provide an experience for the customer (Klein & Dodds, 2018). In the 

international tourism market, a destination is often associated with a unique tourism product 

(Gursoy & Chi, 2018), for example, New Zealand’s association with clean and green 

adventure. A country like Oman is associated with culture and heritage.  

The Destination Management Organisation (DMO) is responsible for identifying tourism 

markets’ needs and what their destinations have to present, including tourism attributes (Pike 

& Page, 2014). In order for destination marketing to be successful, it is necessary to have 
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partnerships between different stakeholders and a collaborative marketing strategy (Arbogast 

et al., 2017), to present a unified brand message (Klein & Dodds, 2018). 

However, managing and marketing a destination is a difficult task, due to the range of 

stakeholders involved in the development of tourism products (Arbogast et al., 2017). The 

same authors suggest that destination marketers need to understand the unique characteristics 

of their tourism product and the motivations and behaviours of the target market, because 

their product is one of the main components of the tourist’s experience, which tends to be 

different for each visitor (Arbogast et al., 2017) according to the purpose of their visit (Pike 

& Page, 2014). Also, tourism attributes are another issue facing destination marketing 

because most attributes are outside the marketer’s control (Schaar, 2013). 

2.3 Brand concept 

Brands have been used to ensure the differentiation of products or services offered by various 

competitors (Dale, 2005; Pappu and Quester, 2017). Moilanen and Rainisto (2008) defined a 

brand as an impression of a product or service perceived in a consumer’s mind. It is the total 

of tangible and intangible components that differentiate the product.A brand has many 

elements, such as its name, logo, sign, symbol, jingles, and so on (Keller et al., 2008). All of 

these elements contribute to the determination of the brand and shape its identity (Dale, 

2005). Consequently, the product receives awareness, reputation and prominence in the 

marketplace, creating value for the organisation and resulting in financial profit (Ghodeswar, 

2008).  

Destination uses the brand to add value by promoting consumer’s desire for a service or 

product and in turn the possibility of purchase (Ilicic and Webster, 2015; Kuchinka et al, 

2018). The power brand plays a significant role in the contribution to consumers by reducing 

spent time and cost when faced with a set of identical products. Moreover, it helps customers 

to identify a product with less information processing and decision-making time because of 

the expected quality of the accumulated brand knowledge (Ghodeswar, 2008; Ilicic and 

Webster, 2015). Brands are considered the second most important asset for an organisation 

after the customers (Alhaddad, 2015). Strong brands can also protect consumers by serving as 

identifiers of the producers (Sago and Hinnenkamp, 2014).  

The foundation of a brand is the brand name, along with other aspects such as the emotional 

associations linked with it to enhance the added value (Ghodeswar, 2008; Choi, 2017). 
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Building a relationship gives a long-term brand value and experiences designed to impress 

consumers with the product, and this is the best way to help a brand develop an emotional 

connection with its consumers (Gobe, 2013).  

Haig (2005) argued that branding protects products or services from failure, while Levinson 

and Levinson (2007) suggest that marketers use branding, such as a brand name, to develop 

the perception or to create the impression that a brand has certain qualities or characteristics 

that make it unique. Therefore brands are the primary goal of many organisations (McLeish, 

2010). Because they create more value for the audience, they allow for the creation of a wide 

range of benefits to the organisation, such as reduced risk, increased profits, collaboration 

with other parties as well as the opportunity for brand extension (Ghodeswar, 2008; 

Magagula and Lees, 2017) and increased market share and profitability (Jiang, 2014). 

Ghodeswar (2008) asserted that the consideration of a strong brand supports the new product 

and service launching. The brands provide long-term security and growth, higher sustainable 

profits, and increased asset values to both the organisations and customers because they 

achieve competitive differentiation, and more significant protection of demand (Ahmed and 

Fatawu, 2014; Pappu and Quester, 2017). 

According to Seric (2014), a destination branding strategy is complex since it is related to the 

tourist’s needs, and it should be differentiated in the international market; therefore applying 

the branding concept to the tourist business could differ from one product to another. 

However, choosing the right branding strategy is paramount for achieving substantial 

growth that ensures steady future development of the national income from tourism 

(Papathanassis et al., 2012). In this respect, Seric (2014) added that the right branding of a 

tourist product is the only means of commercialisation in the global market.  

2.4 Place branding 

Place branding can be country, region or nation branding. The concept is also closely related 

to destination branding and city branding, where the former involves the branding of a 

destination in terms of the whole tourism sector and the latter refers to the branding of a 

single city (Anhlot, 2009: Ntounis and Kavaratzis, 2017).   

As place branding plays a vital role in increasing economic growth, it has become a growing 

activity of governments around the world (Andersson, 2015; Cleave et al., 2016). The 

concept refers to the various efforts exerted by a national or city authority to marketing 
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throughout the world; it also tends to produce global solidarity and repairs a negative 

reputation. Place branding could, therefore, be of great use, especially in less developed 

countries, leading to development and economic growth (Jaffea, 2015; Ntounis and 

Kavaratzis, 2017).  

Anholt (2009) and Kladou et al. (2017: 427) defined place branding as building a branding 

process for a place based on positioning its identity and the formation of a unique image in 

the consumer’s mind. It can be used to achieve a competitive advantage to enhance inward 

investment and tourism, and identification of residents within their country and activating all 

social forces to avoid social exclusion and unrest (Oliveira& Panyik, 2015). Place branding is 

centred on the creation of a favourable image, or changing a negative image of or 

indifference towards the place (Oliveira & Panyik, 2015; Zhao et al., 2017). 

However, branding a place is more complicated than branding products due to places 

constitute by a multitude of identities and activities constitutes(Zavattaro et al., 2015). 

Developing place branding involves highlighting the unique intangible and tangible attributes 

of a place which could be used to enhance its attractiveness (Lecompte, 2017). The 

perception of a place image formed before actually visiting the place is important in the 

branding process, creating a proposition that compels the customer to buy into the idea being 

presented (Cleave and Arku, 2015). 

Place branding has to present an appealing image and spread a good reputation among 

stakeholders. The image of a place plays a serious role in decisions about where people 

choose to stay, work and invest (Henninger et al., 2016). However, choosing the appropriate 

elements to incorporate in the image is still a topical issue for place branding (Vuignier, 

2016). Marketers use the image to promote places, crucial because it based on emotion and is 

a rationalised communication marketing tool (Bayraktar & Uslay, 2016). Therefore, there has 

been a major global shift toward choosing an appropriate marketing activity to encourage 

interest and investment in a specific place (Henninger et al., 2016).  

According to Briciu (2013), both place branding and destination branding can be applied to a 

country, a city or region. However, place branding is a more holistic concept than 

destination branding. The difference between them is the target group. Place branding is 

related to broader perspectives including business, trade, investment, immigration and 

media issues, attracting people to live, work, study or visit, and bringing talented, mobile 
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people with wealth and investment potential. Destination branding is related solely to 

tourism activity (Briciu, 2013; Zenker et al., 2017). The next section will discuss destination 

branding. 

 2.5 Destination branding 

Destination branding is the differentiation of a particular destination, by using its resources 

such as geographical position and political or social scale, with the aim of promoting and 

selling attributes associated with the tourism destination (Mariutti et al., 2013). It is important 

because it helps the destination to stand out from its competitors (Pike and Page, 2014).  

Cai (2002:722) defined destination branding as the selection of a consistent brand element 

that identifies and distinguishes a destination through positive image building, while Qu et al. 

(2011) saw it as a way to communicate a destination’s identity uniquely by differentiating it 

from competitors. The brand of a destination is a collection of both tangible and intangible 

attributes and added value that has features linked to the destination (Hanzaee and Saeedi, 

2011: George, 2017). Destination branding is considered to be a modern concept applied to 

destinations using components of marketing activities to create an image, logo or symbol 

recognised by tourists (Al-Azzam, 2013; Farjam and Hongyi, 2015). 

Kaplanidou and Vogt (2003) defined destination branding as the process of combining all the 

features associated with a place or region, including the products and services from various 

sectors such as agriculture, tourism, sports, arts, investment, technology and education, under 

one concept which expresses the unique brand identity and personality of the place and 

distinguishes it from its competitors.  

Blain et al. (2005: 337) defined destination branding as “the set of marketing activities that 

support the creation of a name, symbol, logo, word, mark or other graphic symbol that readily 

identifies and differentiates a destination; [and] consistently conveys the expectation of a 

memorable travel experience that is uniquely associated with the destination and reduces the 

consumer search costs and perceived risks”.  

Anhlot (2009) stated that a destination brand refers to the characteristics of a place that is 

attractive to visit. Garcia et al. (2012) asserted that a destination brand is essential for the 

practitioner, as the broadening tourism opportunities and travel locations have resulted in 

increased substitutability and lack of differenation amongst some destinations. Pike and Page 
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(2014) and Meza and Seric (2014) pointed out that branding is increasingly applied to 

locations. Blian et al. (2005) argued, however, that knowledge of destination branding 

remains limited and that practitioners often misunderstand the term as a result of the lack of 

research.  

Aziz et al. (2012: 212) pointed out that destination branding aims to support and underpin the 

uniqueness of a tourist destination, offering a unique image to the target markets and creating 

experience. Furthermore, Pars and Gulsel (2011) observed that, in the tourism industry, the 

destination must offer high-quality services in order to be successful and to compete with 

others. Then, after travelling, the brand can implant reinforcement memories for 

forthcoming visits inspired by the memorable experience at the destination. This is the main 

purpose of a destination brand: to create a positive image. 

Devising a unique brand is very important for any destination looking to differentiate tourism 

products reflecting the unique attributes that make the place attractive, and to contribute to its 

status being the destination of choice for tourists (Buhalis, 2000; Morgan et al., 2011; Pike 

and Page, 2014). A destination brand defined as a potent instrument is used to create 

emotional appeal; a brand image is crucial in the successful travel tourism market (Marzano 

and Scott, 2009; Giannopoulos et al., 2011; Schaar, 2013).Thus, the destination brand 

describes the unique regional features that support making a tourism destination more 

attractive (Schaar, 2013). According to this definition, the destination brand dimensions are 

identity and image. Destinations differentiate themselves according to their identity by 

selected brand elements, and positioning themselves according to the image communicated to 

and perceived by potential tourists (Martains, 2015). 

 

 Branding is used to highlight what makes the destination product or services unique, or 

distinct from other competitors (Konecnik and Go, 2008). The strength of competition 

between the destination brands reassures visitors about the services and product quality 

provided; it also contributes to the formation of options with several levels of quality that suit 

the needs of a variety of visitors (Lacar, 2009; Shao et al., 2016). 

 

Destination branding is applied in tourism promotion (Oliveira& Panyik, 2015), and the 

tourism sector uses brand management to promote their destinations (Schaar, 2013). Many 

benefits are identified for destinations and travellers through effective destination branding 

procedures (Morrison& Panyik, 2015). These include lowering the cost of developing tourism 
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destinations, changing the types of tourists targeted; changing visitor behaviour and 

enhancing awareness and demand; the actions taken are aimed at persuading visitors to take 

note of a destination (Oliveira& Panyik, 2015). The characteristics of a brand can increase 

brand loyalty as visitors become more associated with it and feel a connection to the brand 

values, gaining emotional benefits (Steenkamp, 2014).  

 

Destination branding is probably best described as the essence of a destination as perceived 

by potential tourists. However, it must also be recognisable to local people. Ideally, these two 

perspectives should be combined since they reinforce each other (Briciu, 2013: 10). Tourists 

choose a destination by the total attractions it offers, and its brand is perceived as the totality 

of attractions (Kasapi& Cela, 2017). Therefore, destination branding management and 

practices take into consideration the diverse groups of stakeholder interests and the nature of 

the host destination (Adeyinka-Ojo et al., 2014:158).  

 

To foster the creation of a successful emotional link with visitors, the destination brand 

should be credible, distinguishable, and enthusing the supplier, and finally should resonate 

with the visitors (Manhas et al., 2016). The ability of a destination to market itself through 

positive image building will help it to distinguish itself from other similar destinations 

(Ekinci, 2003).The successful branding of destinations results from a combination of creative 

marketing supported by investment in the key services and facilities required to deliver the 

experience on offer (Ristano, 2005; Manhas et al,. 2016). However, Moilanen and Rainisto 

(2008) asserted that a strong national brand should also attract business and investment, and 

support the interests of export industries. 

 

A number of researchers have claimed that destination branding deals with how tourists 

understand a destination (Kaplanidou and Vogt, 2003; Keller, 2003; Oliveira & Panyik, 2015; 

Schaar, 2013). Destination marketers need to focus on the visitor’s experience as a whole, 

and not just on experience with one particular service or product at the location (Schaar, 

2013; Ahmad et al., 2015). Positive experiences can make tourists feel closer to a destination; 

thereby helping to develop a relationship and form an emotional attachment. Such emotional 

attachment is a vital contributor to achieving destination brand recognition, which is viewed 

as the most successful form of advertising (Keller, 2003). Keller also argued that brand 

recognition is created by establishing behavioural loyalty and attitudinal attachment formed 
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through extensive in-depth analysis of the characteristics of tourists, trying to understand 

their mind-sets and how best to appeal to them. 

 

Ideally, the process of developing a destination image into a brand should include the 

members of a significant number of groups and institutions, including tourism authorities, 

tour operators, visitors, managers of cultural venues, hospitality managers and members of 

the local population (Morrison, 2013). Obtaining opinions is the best practical method to 

develop a destination image that can then be packaged and branded for different traveller 

segments. A clear understanding of stakeholders’ perceptions will support destination 

managers in implementing a good plan for sustainable destination development (Kolb, 2006; 

Getz and Page, 2016). 

 

It is essential for destination management to differentiate between destination branding and 

destination image functions (Cai, 2002; Ekinci, 2003; Roodurmun and Juwaheer, 2010). 

Destination branding is a process of strategic planning applied by marketers to gain a 

competitive advantage in the tourism market (Aziz et al., 2014). The image is the components 

of destination branding, and destination image is generated in the tourist’s mind and affects 

their decision-making process (Aziz et al., 2014). Therefore branding is the second stage of 

building a unique destination image (Ekinci, 2003:22). Because of these information, 

destination image should be regarded as a pre-existing the concept for destination branders 

(Schaar, 2013).  

 

Ekinci (2003) identified the aim as stimulating thinking on destination branding and outlining 

its relationship to the destination image. As the destination choice available to tourists 

widens, an effective destination-positioning strategy becomes necessary. A vital component 

of this positioning process is the creation and management of a distinctive and appealing 

destination image. Thus, considerable effort is exerted and large amounts of money spent on 

building a positive image to impact the decision making of consumers (Ekinci, 2003). 

According to Ekinci, (2003: 21), destination marketing should follow a three-stage process in 

developing a favourable destination image; Figure (2.1) below illustrates this process. 

 

The image is the main elements for branding destination, Ekinci, (2003: 21) Stated that to 

develop the positive image should follow three stages as shown in figure (2.1), the process 

should be started with evaluating of destination image that includes establishing an emotional 
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bond with the tourist such as the brand name “I love New York”. For this reason, branding is 

considered the emotional component of the destination image. The second stage is 

“branding”; destination marketer uses the brand to differentiate their destination that impacts 

tourist choice and decision making and motivate tourist to travel. Successful destination 

branding makes the relation between destination and consumer by satisfying needs. The third 

stage is brand personality; it used in term of matching or mismatching between the 

destination image and tourists self- image. Thus, a brand with the customer personality can be 

compared to a human personality with traits such as “pretty”, “exciting” or “original”. 

 

               Figure 2. 1. Destination image and destination branding 

                        Destination image 

                                1-Destination image Tourist self-image 

                              

                           2-Destination branding Tourist self-image 

 

 

 

             

            Source: Ekinci, (2003: 21)  

 

2.5.1 Characteristics of a good destination branding 

According to Morrison (2013: 298), based on successful experiences worldwide, effective 

destination brands have the following characteristics: 

- Attractive: destination branding is a visual element that is designed to appeal to tourists and 

to meet their diverse needs, such as natural resources, culture and heritage, hospitality of 

people (Helgason, 2012; Gomez Aguilaretal., 2016). Building and developing a visual brand 

are essential for destinations because they lead to intense competition between the 

destinations and successful market (Sun et al., 2016; De Noronha et al.,2017).  

3- Brand 

personality 

Basic and 

emotive needs 
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 - Communication destination, quality and experiences: an active destination brand puts 

across the types of experience and knowledge that tourists can undergo, promising a certain 

level of quality (Morrison, 2013; Breitsohl and Garrod, 2016). For example, the Canadian 

Tourism campaign “Keeps on exploring”, is a destination branding approach excellent at 

communicating the experiences that tourists have in such a vast country (Hudson and Ritchie, 

2009). 

 - Consistency with positioning: destination branding should be transferred to the required 

image that offers a choice (Morrison, 2013; Llodra-Riera et al., 2015). The purpose of 

positioning the destination brand is to create a distinctive place in the minds of potential 

customers. This mean a position strategy is a comparative assessment by the consumer 

between brands (Pike, 2017: 128). The unique brand position is similar to brand promise, 

because both focus on the difference between their brand and other brands, indicating 

benefits in a compelling ownership position, for example “Virginia is for lovers” 

(Pike,2004). 

 

- Expressing the personality of destination: The tone projected by the destination brand fits 

well with the place character. Brand personality indicates the important human characteristics 

of tourism destinations, and tourists must understand the perceived destination image which 

describes the characteristics and qualities of a brand that make promises to consumers (Kilic 

and Sop, 2012); these are the present characteristics and qualities of a brand that give 

promises to consumers (Gnoth, 2007; Hosany et al., 2005). Diffenciate brand personality may 

help destination to create a consumer mind-set and build brand equity (Ekinci and Hosany, 

2006). It is important brand have human personality traits to help them differentiate from 

other brand(Aaker, 1997: Ekinci and Hosany, 2006). 

- Memorable: a good brand cannot be forgotten. Destination marketers need to differentiate 

their brand to convey the promise of a memorable travel experience that is distinctively 

associated with that destination to be successful (Hudson and Ritchie, 2009). In order to 

create memorable experiences, the developers and marketers of a destination try to anticipate 

the needs and desires of tourists and accordingly come up with tourism products and services 

to satisfy those requirements (Manhas et al., 2016).Such as “I Love New York” the 

memorable brand is important for tourism because helps in tourism experience and enhance 

tourists satisfication (Manhas et al.,2016). 
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- Simple: a destination brand should not be too complicated, as consumers may not be able to 

interpret its meaning. Simple brand associations are used to expand the meaning of a place 

and to highlight its natural resources (Pike, 2005). For example, the destination brands “I 

Love New York” and “100% Pure New Zealand” are the essence of simplicity. 

Market testing: this is one of the most important ways to improve marketing activities. The 

phase of market testing often starts by introducing a new brand to tourists and then evaluating 

the changes (Komppula, 2011). The feedback process will help in learning how to determine 

the target market and how to refine it (Treen, 2012).   

- Uniqueness: this is one of the most powerful tools to promote a brand in the competitive 

international market. Brand offerings should be differentiated and the best one that can attract 

the attention of visitors should be selected (Aziz el al., 2012). 

2.5.2 Challenges of destination branding 

Morgan et al. (2004: 7) and Pyke et al. (2016) were of the opinion that political issues, 

external environmental factors and stakeholder concerns should be addressed if a destination 

brand is to succeed. Political instability is a cause of negative brand image, and detracting 

from development in tourism and reducing the number of tourist arrivals (Yap and Saha, 

2013). Tourism in the Middle East has been affected by political issues in countries such as 

Egypt, Syria, Libya and Tunisia. 

It is Oskamand Boswijk’s (2016) conviction that most issue tourism destinations have limited 

budgets, yet they are predicted to compete globally with other destinations and with other 

global brands. Failure to have enough funding for marketing and branding activities may 

render the brand obsolete (Cai, 2000; Tuominenetal., 2016). (Yap & Saha, 2013) argue that 

tourism policy marker of destination have influence the development of tourism, because 

they play important role in developing  regulations to ensure tourists secuirty and stability 

through control mobility resources, and provision of environment and tourist protection. A 

good example for this (e.g Kenyan) government failed to develop it tourism and 

understanding the environment problems due to political corruption.   

DMOs do not have total control over the mixture of products that are being branded and 

cannot manage the products or services at the destination (Morrison, 2013; Liu and Chou, 

2016). In reality, other organisations are responsible for delivering what the destination brand 

promises. A diverse range of tourism stakeholders is involved in quality standards, which 
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vary extensively (Nicolai and Blichfeldt, 2012; Schaar, 2013; Tang and Abosedra, 2016; 

Rinaldi et al., 2016). Destination branding requires a team effort to make a useful 

contribution, where the team should include tourism stakeholders among others in the 

community. Tourists recruited to the team can also provide valuable information (Morrison, 

2013). 

For the essence of the brand destination to remain consistent across all travellers’ contact 

points, a long-term commitment is required (Keller, 2000). Destination marketing must be 

included as a shared strategy based on the long-term vision of the stakeholders’ collective 

contribution (Cox and Wary, 2011). Destination branding is similar to a race, in which the 

baton is passed over from one person to another until the finish line is reached. 

Correspondingly, the players at the DMO may be changed, but the destination branding 

process continues on its course (Baker, 2007).   

2.5.3 Examples of successful destination branding  

  

The destination branding “Virginia is for lovers” is an outstanding example of a state DMO 

making a long-term commitment to a destination branding approach (Morrison, 2013). In 

1969 Virginia launched this slogan which has become a much imitated part of the national 

language (Morgan et al., 2004).  

“100 Pure New Zealand” is another example of a strong brand, launched in 1999 as the 

country’s first international marketing campaign. The New Zealand (NZ) brand is based on 

the reputation of its unique landscape and tourist experiences (Florek and Insch, 2008; Seth, 

2006).  

The name of the campaign was linked to the relationship between nature and the nation’s 

image, whereby “pure” nature is portrayed as a metaphor for identity. Destination branding 

not only sold “100% pure nature” to the global market, but it also framed the perceptions, 

responses and experiences of the country (Seth, 2006). Also, it played on the label “100% 

pure new wool”, one of NZ’s chief exports and the popular image of more sheep than people 

in NZ.   

In 1999, the Malaysian campign advertising “Malaysia truly Asia” created an identity with 

which customers can associate their experiences with the destination while vacationing in 

Malaysia (Othman et al., 2014). The effective “truly Asia” campaign positions Malaysia as a 

natural, cultural and historical holiday destination that caters for the diverse populace. 
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“Malaysia truly Asia” captures and defines the essence of the country’s unique diversity 

(Afwiks, 2012). 

The Indian government launched the Incredible India Campaign (IIC) in 2002. It was 

managed by Amitabh Kant, the Joint Secretary at the Ministry of Tourism (Kerrigan et al., 

2012). IIC presents India in its most wonderful outlook, from nature, wildlife, greenery, 

mountains, beaches, eco-tourism, spirituality, historical monuments, medical tourism, deserts, 

etc.; the campaign started under the branded house or the umbrella branding structure, where 

the entire nation was branded under the incredible India label, with India as a mother brand 

for all the states (Harish, 2009). The idea behind this campaign was to demonstrate globally 

that India is a diverse country, a land of contrasts and a land with different combinations; it is 

not just one or two products but a multi-product country (Kerrigan et al., 2012). 

2.6 Components of destination branding theory 

According to Balakrishnan et al. (2011), two components of destination branding can be 

illustrated. The functional part focuses on tangible or practical attributes and benefits, often 

defined as measurable and providing value for consumers. The symbolic or emotional 

component consists of intangible attributes that cannot be observed but can be easier to 

control and manage (Manhas& Dogra, 2013).  

2.6.1 Functional components 

 

The functional components are related to the function/service of the brand which in turn is 

related to immediate practical needs; they are in fact associated with the tangible parts of the 

products (Balakrishnan et al., 2011). De Chernatony and McDonald (2012: 405) asserted that 

in terms of the functional aspects of brand evaluation and choice, consumers assess the 

rational benefits they receive from particular brands, along with the preconceptions related to 

the efficacy and quality of the products or services as part of the functional aspects. 

 

Hankinson (2004, cited in Balakrishnan et al., 2011; Dogra, 2013) noted that the functional 

components are mainly tangible in nature and can be measurable; he also found that organic 

images (perceptions built over a long period of time) are strongly associated with the brand 

and that they are actually functional in nature. In tourism, the tangible aspects such as 

services and product attributes influence consumer satisfaction.They include accommodation, 

restaurants, transports and shopping facilities (Reid and Bojanic, 2009). However, most of 
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the tourism products are a combination of both tangible and intangible aspects (Albayrak et 

al., 2010), the latter associated with basic motivational aspects like the physiological and 

safety needs which involve a desire for problem removal or avoidance (Dogra, 2013).  

2.6.2 Symbolic components 

These are associated with intangible attributes and refer to the beliefs and meaning created in 

the minds of consumers by brand marketers through any marketing strategy elements (De 

Chernatony and DallOlmo Riley, 1998: 1077), such as brand personality and emotional 

assessment. This is a psychological effect which cannot be observed directly (Balakrishnan et 

al. 2011).  

2.6.3 Experiential brand components 

A third class is experiential brand components, which are similar to symbolic components but 

are related to higher-order needs and may involve customers’ self-concept, intuitive likes and 

dislikes, the ability to convey exclusivity (including how one relates to the other customers) 

and the customers’ lifestyle (Balakrishnan et al., 2011; Dogra, 2013). Experiential brand 

components are related to affective characteristics of the destination brand (Balakrishnan et 

al., 2011). 

In contrast, according to Kaplanidou and Vogt (2003) and Achieng et al. (2014), the 

destination brand components are brand identity, brand image, brand culture, brand essence, 

brand personality and brand character. These components are described below:  

2.6.4 Brand identity  

Destination branding plays an essential role in modern tourism, and building a strong brand 

identity is important in making a destination distinctive; the brand of a product or a service 

should be identifiable by its own unique attributes distinguishing it from other brands (Derton 

and Nandan, 2012; Klimenko and Klimenko, 2015).  Identity provides direction, purpose and 

meaning to the brand as it leads the strategic vision of the brand (Asikhia and Binuyo, 2013). 

Kapfere (2012: 150) asserts that having a strong “identity means being your true self, driven 

by a personal aim that is both different from others and resistant to change”. However, little 

research has explored the construction of brand identity (Tsaur et al., 2016). 
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Developing a brand identity refers to the overall proposal managers and employees make to 

customers (Shaker and Ahmed, 2014). A brand identity is the connection between brand 

position and brand personality in order to create a unique impression in customers’ minds 

(Upsahow, 1995; Buil et al., 2016; Foroudi et al., 2017). It can be concluded that brand 

identity comes from the different perceptions of supply side and those of visitors regarding 

the tourism destination (Sawagvudcharee, 2016).  

Brand identity is the internal desired image that the marketer wants to project to the potential 

consumer (Martins, 2015). Marketers create brand identity for their destination because it 

establishes the relationship between the tourist and destination (Yusof and Ismail, 2016). 

Brand identity includes tangible and intangible attributes that make the brand understandable 

and unique (Allahar, 2015).  

Brand identity development is a theoretical concept best understood from the supply-side 

perspective (Konecnik and Go, 2008: 2; Cai et al., 2009: 70; Suma and Bello, 2012: 89). 

However, according to the literature review the application of branding techniques to places, 

and especially to tourism destinations, is inadequate because the most brand research was on 

a consumer product. Also, while a large number of studies focus on demand-side 

perceptions or the image of the brand, few analyse destination branding from a supply-

side view centred on brand identity. Particularly in the tourism destination-branding 

context, therefore, the supply-side perspective needs to be further studied (Konecnik 

and Go, 2008; El Aouni et al., 2013; Yusof& Ismail, 2016;Tsaur et al., 2016; Kolb, 

2017). 

Carvalho (2015: 27). Described brand identity as “a set of brand associations that imply a 

promise from specific organisations to its customers”. These associations clarify what the 

brand means to its customers (Buil et al., 2015). Brand identity is applied to drive all efforts 

to build the brand (Aaker and Joachimsthaler, 2012; Kolb, 2017). It originates from the 

supply side and is responsible for creating a distinctive product with unique features 

(Carvalho, 2015). Brand identity should be different from the competitors and developed in a 

way that is comprehensible to consumers (Buil et al., 2015). Through brand identity, an 

organisation seeks to transfer its individuality to all its target market (Dahlen et al., 2010; 

Cohen et al., 2014). 
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The brand projector should consider the brand name when building brand identity because it 

is the brand's basic difference and will create individual associations and feelings in the 

consumer’s mind (Veselinova and Samonikov, 2017). A good brand name should be unique, 

and easy for people to pronounce. As the brand name may be used for a long time, it is 

essential to consider if it will be suitable if the organisation wants to communicate with 

international markets (Robertson, 1989; Kapferer, 2008). 

2.6.4.1 Brand identity prism model  

 

Kapferer (2012) introduced the brand identity prism (2.2) that can create a successful brand. 

Kapferer’s model considers contemporary brand communication theory, linking the 

participants, that is sender and receiver. Thus, physical and personality dimensions have a 

role in defining the sender (the manager), while reflection and self-image facets determine the 

recipient (the consumer). Relationships and culture fill in the gap between the manager and 

the consumer. These factors make the brand different from competitors’, and they determine 

what must be said about the brand and what can be changed over time (Zhiyan et al., 2013; 

von Wallpach et al., 2017). 

On the part of the sender (manager), the brand’s physical characteristics or physique 

consists of product features, the brand attributes and the quality and benefits of the brand. 

Physique also refers to the strength of the brand and how it is positioning itself externally 

(Kapferer, 2012). However, although it is not explicit in Kapferer’s model, it is not 

unreasonable to extend the logic of the physique dimension to service brands via tangibles 

such as logo and other organisational nomenclature (Darren et al., 2011: 1065).    

Personality describes how a brand develops its own character by communicating with its 

consumers, such as using a specific design, colours or typeface. Personality can be adjusted 

to match human personality traits (Kapferer, 2012; Baisya, 2013). Kapferer (2012) further 

states that personality is internal and intangible to an organisation, but equally important as it 

fulfils a psychological function.  

The dimensions in the middle of the prism model are the relationship mode and culture 

aspects. The relationship mode is the type of relationship between the brand and the 

customer. It defines the mode of contact that in turn identifies the brand. It also represents the 

way the brand contributes to the consumer and his feelings (Kapferer, 2012). A brand should 

have its own culture. Culture is an internal dimension which sets the value establishing the 
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brand and is created primarily to differentiate it from competitors (Farhana, 2014). It is the 

straight connection between the brand and the organisation (Kapferer, 2012). Both 

(relationship and culture) dimensions help bridge the gap between the sender and the 

recipient (Kapferer, 2012; Baisya, 2013). 

The receiver side is the final section of the prism, defined by the customer’s reflected and 

self-images. Reflection describes the target group and communication tools. It is a reflection 

of the brand in the consumer’s mind. It is the image of the consumer that the brand displays 

(Kapferer, 2012; Baisya, 2013). However, it is not an impression of the brand’s target market 

group (Kapferer, 2012). The difference between reflection and self-image is that reflection 

is related to the manager while self-image is related to the customer. Self-image is the 

customer’s self-view about the brand, referring to how the customer appears to feel about 

himself as belonging to the brand. A consumer uses the brand to build his own image. A self-

image is an internal mirror that the target market holds up to itself (Kapferer, 2012; Baisya, 

2013).The prism model helps the brand marketers and organisations managers to evaluate the 

strengths and weaknesses of their brand. Also, it widely used to assess the brand position in 

the market (Farhana, 2014). However, the prism model caused some issues regarding gaining 

depth of answer in the self-image, reflection, and relationship facts (Jordan & Quest, 2018). 

            Figure 2. 2. Brand identity prism model 
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A destination brand identity should clearly emphasise its unique characteristics. Aaker 

(1996, cited in Keller, 2008) described four brand characteristics or features: a person, a 

symbol, an organisation, and a product. Tourists seek travel experience that deepens their 

understanding and gives a sense of place when visiting a destination. Experiential and 

symbolic benefits, therefore, play an important role as functional benefits in developing the 

brand identity. Furthermore, these characteristics can assist in clarifying the brand identity 

(Keller, 2008). Figure (2.3) illustrates brand identity. 

From a product perspective, the product-connected elements will by nature have an 

essential impact on brand identity because they are linked to user requirements and product 

experience (Aaker, 2000). Product-related associations are directly implicated in the user’s 

choice decision and experience (Kellter, 2008). They, in turn, are closely linked to the 

product character. Brand identity includes a single product type that can occur when an 

organisation tries to dominate and control a particular market by positioning its brand to users 

using the country of origin as the foundation for the credibility of the product (Keller, 2008: 

Cai et al., 2009). From an organisational viewpoint, a brand concentrates on the 

organisation rather than on the product or services. Investigating the specific characteristics 

of the brand as an organisation should involve the destination, its residents and their 

relationship with each other and with tourists (Buhalis, 2000; Cai et al., 2009; Adeyinka-Ojo 

et al., 2014).The brand as organisational perspective is concerned with aspects such as 

innovation and consumer care or concern, and the customer strategy could provide a link to 

consumers. Its use from an organisational viewpoint may result in a greater understanding of 

customer needs (Cai et al., 2009; Srinivasan, 2014).  

A brand as a person means the human characteristic associated with the brand. A brand as a 

symbol provides structure and strength to the brand identity. The symbol is linked to 

awareness and image of the brand; the aim is to enhance the customer relationship and to 

reinforce the customer’s recall and recognition (Manhas et al., 2016). 
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        Figure 2. 3. The brand identity system 

 

  

 

 

 

 

 

 

 

 

          Source: (Aaker, 1996, p. 85) 

Building strong brand identity is crucial for destination success; therefore destination 

marketers and planners need to understand the brand values by considering three features of a 
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the brand (Keller et al., 2008), and its core values (Ghodeswar, 2008; Urde, 2013). The 

corporate mission is valuable to the brand identity since it explains why organisations exist 

and what motivates them to function, besides making profit (Urde, 2013). The mission 

describes the fundamental reasons why the company exists, including its goal and philosophy 

(Nagelkerk, 2006). The mission is to transfer what the company is trying to accomplish in a 

particular area such as servicesor products. It also describes the short-term aspirations of the 

organisation (Nagelkerk, 2006).    

Vision is one of the brand’s backbones; in order for a brand to succeed it needs a clear vision 

giving a well-defined sense of direction (Urde, 2013). Pike and Page (2014) added that brand 

identity represents the vision of how the destination should be perceived in the market place 
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in future, with the aim of achieving differentiation. Vision describes the long-term 

organisational plan (Nagelkerk, 2006). 

Values should determine an organisation’s priorities and guiding principles for interactions 

among employees, customers, managers and other members of the community. They provide 

direction for employees’ actions in transferring the mission and struggling to implement the 

vision (Mainwaring, 2011; Bravo et al., 2017).   

2.6.4.2 Brand logo  

The brand logo can refer to graphic or typeface elements ranging from word-driven through 

to image-driven and pictorial marks (Cesar-Machado et al., 2012:2). The logo is a symbolic 

representation of the brand message that creates memories, experience and emotional 

connections, and is a way to increase customer loyalty (Walsh et al., 2010; Kelly, 2017). It is 

the visual expression of what an organisation, product or service is about (Kaputa, 2012; 

Varbanova, 2013: 66) and is a central component of brand identity (Allen, 2007). Destination 

management practitioners use logos to help customers easily identify and select the brand 

(Haghigi et al., 2015). 

Logos are part of branding a destination’s process, used to communicate the destination’s 

marketing identity to the internal and external target market (Hem and Iversen, 2004; Wagner 

and Peters, 2009; Walsh et al., 2010). Logos used to help brand projectors to enhance 

destination awarness through increased brand recognition and to differentiate it from 

competitors (Hem and Iversen, 2004; Daye, 2010). However, although logos have an 

essential role in developing brand identity and image, no specific literature in tourism 

has addressed the logo components and design process (Blain et al., 2005: 332; Pike, 

2016:256). 

The brand logo represents the name of the company (Brassington and Pettitt, 2006). Its visual 

elements can influence brand commitment and consumers’ perceptions, so much so that 

committed consumers negatively react towards brand logo redesigns or change (Henderson et 

al., 2003). By attaching a brand logo to a diversity of communication tools, including in a 

wide variety of direct and indirect channels ranging from packaging to promotion, the brand 

can communicate successfully. This encourages destinations to place greater emphasis on 

their logo designs and visual components (Walsh et al., 2010; Park et al., 2013). Budakov 
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(2016) suggested that to be successful and unique, the logo should be memorable, appropriate 

and recognisable, hold meaning and evoke positive effects. 

The logo is a vital part of any organisation’s overall marketing strategy; destination marketers 

should consider the logo design when building a brand because it represents the brand’s 

meaning and offers summary information about its marketing efforts (Cesar-Machado et al., 

2013). Logos should have a recognisable design and familiar visual associations, and avoid 

unnecessary colours, elicit a consensually held meaning in the target market and prompt 

positive emotions, making them easier to understand (Rodriguez et al., 2013). The design of 

the logo is essential because many organisational communications are seen for only a brief 

period of time, such as when driving past outdoor advertising, walking by products on 

shelves, or flipping through advertisements in magazines (Guttman, 2014).  

Logo has the ability to add value to the brand by increasing brand awareness; they can remind 

the audience of the functional benefits of the brand or the organisation’s name. Organisations 

want their name to be recalled, so the brand logo acts as shorthand for the company 

(Bartkowiak and Kiuchi, 2012: 62). If managed correctly, the logo is a way to increase a 

company’s reputation and serve as a competitive advantage (Pittard et al., 2007). One of the 

best examples is “I ♥NY”, an icon recognised around the world (Kaputa, 2012). 

Blain et al. (2005) claimed that developing a brand logo requires a majority of stakeholders to 

lead to an effective development process. Hem and Iversen (2004) defined the process of 

projecting the destination logo, where three groups are involved in the process, each group 

part of a successful logo development process. The first group, the logo owner who has the 

logo made, includes destination staff, stakeholders and other potential companies. The second 

group includes the logo developer, designer and consultants who are key to the process. The 

third group is the targeted recipients. Each of these three groups in the development of a 

destination logo is related to all stakeholders in the tourism industry; the logo owner makes 

decisions about the design based on the recipients’ contribution through their perceptions that 

can be incorporated into the logo by the planners. Figure (2.4) illustrates the process.  
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Figure 2.4.The role of the three parts involved in destination logo development 

 

 

 

 

 

 

 

Source: Hem& Iversen (2004: 91) 

 

2.6.5 Brand image  

The brand image has become a vital concept to brand management, and it is the means 

through which a brand is perceived by the consumer (Keller, 2006; Ghodeswar, 2008; 

Ashton, 2014; Becken et al., 2017). It can be defined in terms of what the product means as 

seen symbolically by consumers. A brand image can be defined as the meaning associated 

with the product that the consumers identify. It consists of the impressions about the brand 

which consumers have gained from various sources (Pars and Gulsel, 2011; Becken et al., 

2017).  

The brand image plays a vital role in the development of a brand because it is one of the 

leading components of destination branding. It best understood from the receiver side 

(Wijaya, 2013; Fianto et al., 2014). It is the association, memory, expectations and feelings 

that are related to the destination (Fianto et al., 2014). The brand image is a representation of 

the consumer perceptions formed from external factors such as their past experience, family 

and friends, information sources and knowledge concerning the brand (Martins, 2015: 12; 

Keller, 2016). The results of trial and consumption by consumers about the brand lead to a 

specific experience that will indicate whether the consumer is loyal to the brand or is just an 

opportunist who will quickly switch to another brand (Kolter, 2008; Wijaya, 2013).  
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Lee et al. (2014) likewise defined the brand image as the sum of associations and components 

adding value and meaning to the brand. It is held in the mind of the consumer through the 

perceptions that arise via brand associations retained in the memory (Mohan and Sequeira, 

2015). A brand image is the totality of beliefs, impressions, ideas, expectations and feeling 

regarding the brand and it may include elements such as product identity and mental 

associations (Ghodeswar, 2008; Keller, 2016). The product elements and the benefits that it 

provides are critical factors in the image of branded products. A strong brand image must 

evoke positive brand attributes, benefits and awareness, and a positive personality in the 

minds of consumers (Ghodeswar, 2008; Basaran, 2016). Similarly, Ragavan et al. (2014: 

404) mentioned that tourists’ evaluation of the destination experience influences their image 

of the destination. 

A brand image refers to the framing of a memory about a brand, and it contains the results of 

the interpretations by consumers of messages concerning the attributes, benefits and 

advantages of a product the consumers uses, the atmosphere created or used in the 

communication, the users of the product, and the attitudes and character of the marketer 

(Wijaya, 2013). Tourists often travel to a destination that has a famous brand because they 

feel more comfortable with what they already know about a familiar brand (Aaker, 2002; 

Manhas et al., 2016). This type of tourists is called “repeater visitors” (Pereda, 2002). On the 

other hand, non-repeaters like to travel to new places to discover unique experiences (Pereda, 

2002). 

The image is a valuable element when considering destination selection processes, and it has 

contributed to an understanding of tourists’ behaviour (Pike and Ryan, 2004; Awuah and 

Reinert, 2011; Chen and Phou, 2013; Haque and Khan, 2013; Chew et al., 2014; Zhang et al., 

2014; Mohan and Sequeira, 2015; Lee and Bai, 2016). Hakala et al. (2013) listed four reasons 

that explain why countries should manage and improve their image. The first is to appeal to 

tourists, since there are as many reasons why people visit principal destinations as there are 

inbound tourists. This is due to the appeal of the destination which meets the needs of 

different types of tourists and is reflected in holiday brochures and guidebooks (Ahmad and 

Thyagaraj, 2015). The second reason is to add value to products produced in the country. 

This is often a decisive factor that involves purchasing decisions (Kral and Tisovski, 2011; 

Basaran, 2016). Thirdly, foreign investment can be attracted, since countries are products 

whose image affects the choices of investors as buyers in other locations (Papadopoulos, 

2014). The final reason is to attract talented residents who can contribute to the development 
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of a country; these groups will help marketers in the acquisition of more knowledge about of 

the place attributes which are significant for a particular group of residents, who will attract 

the relevant target audience (Zenker and Jacobsen, 2015).  

The image of the destination can be considered as projected and/or perceived. The projected 

image of a tourist destination takes into consideration factors related to attractions and unique 

attributes, and is transferred to the audience market via different information sources. These 

include travel agents and tour operators who have close connections to the destination. Thus, 

the projected image includes attributes of great importance for the promotion of the 

destination, while the perceived image is related to the beliefs, ideas, perceptions and 

impressions regarding the place (Nedelea, 2016). However, Farmaki (2012) and Kim and 

Lehto (2013: 2) have stated that few studies have examined the projected and perceived 

images of destinations. 

Generally, tourists’ images of the tourism destination are built and developed by several 

influences (Martins, 2015; Zenker and Jacobsen, 2015). So, the image is projected by a 

tourist destination through promotional communication activity and via other communication 

methods to potential visitors (Ispas and Saragea, 2011; Martins, 2015; Nedelea, 2016). 

Communication tools such as advertising and word of mouth play an essential role in 

promotion of the destination brand because they create awareness of the destination as a 

possible place to visit (Nedelea, 2016). 

Millar (2008) believed that marketers should consider destination image formation as one of 

the most effective aspects of tourism destination imagery since it enhances the positioning 

strategy. Therefore, they should understand the perceived strengths and weaknesses of the 

tourism destination. Echtner and Ritchie (2003) and Hobbs (2008) stated that images are 

created on the basis of wider background information, and they agree that people use 

background information about the world in creating their images of places. 

Events to attract tourists, such as sporting events, exhibitions and cultural events can be used 

as a way to build an image and awareness in the mind of tourists who have never been visited 

the place before (Jayswal, 2008). Echtner and Ritchie (2003) suggested that a destination 

should be distinctive from other competitors, or that it must have a unique image in the mind 

of potential visitors. However, a destination promotion can be undermined because places 

encounter difficulties and crises due to external factors including natural disasters, wars, 

terror attacks, crime and political tension (Avraham, 2014: 62). Tourism industries involve 
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significant capital investment and they are highly dependent on images, perceptions, security 

and stability; to build up a destination and a brand takes many years of hard work and 

marketing (Marais et al., 2017). To destroy it, however, it is enough to make one wrong 

decision. The rise of political Islam and the ongoing instability are the major current and 

future challenges to tourism in the Arab world. 

2.6.5.1 Destination image components 

Images held by non-visitors and actual visitors are different (Gunn, 1988) and it is important 

to distinguish between them. However, although many studies have been conducted on 

tourism destination image, few have considered the difference between the image held by 

potential tourists and actual visitors to the destination (Yilmaz et al., 2009; Wang and 

Davidson, 2009; Lim et al., 2014; Kong et al., 2015; Jani and Nguni, 2016). 

In the literature various components of the destination image are described. For example, 

Gunn (1988) illustrated two dimensions of organic or induced images related to the concept 

of a destination transmitted in information for tourists. An organic image is the consequence 

of communication, and includes all information drawn from different materials such as 

television, radio, books on geography or history, newspapers, magazines and local people. 

Furthermore, stories recounted by friends or family member returning from holiday affect the 

individual’s impressions (Gunn, 1997). Meanwhile, an induced image is formed through the 

communication channels from the tourism organisation involved in targeting consumers 

(Lopes, 2011). Gunn (1988) explained that destination marketers and developers cannot make 

any change to organic images; however, they can influence or change induced images. This is 

because an organic image develops internally from actual experience (for visistors), while an 

induced image is developed externally by any tools of the communication market (non-

visitors) (Pike and Ryan, 2004; Marino, 2008; Ahmad and Thyagaraj, 2015).  

However, Pike and Ryan (2004), Tasci and Gartner (2007) and Agapito et al. (2013), among 

others, have observed that a destination brand image comprises three components: cognitive, 

affective and conative. They argue that the conative component consists of actions or 

intentions to revisit a destination and to recommend it to others to visit. Pike and Ryan (2004) 

stated that a destination image is first developed in the mind of the tourist (the cognitive 

component), and then an evaluation process is applied to the different alternatives of 

destinations or destination attributes available (the affective component). Finally, a decision 
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is made about which destination to visit (the conative component), and this may be 

considered as the likelihood of a brand purchase (Pike and Ryan, 2004: 7).  

Many researchers have asserted that the image of a destination consists of cognitive and 

affective components (Balogue and McCleary, 1999; Beerli and Martin, 2004). The 

cognitive aspects represent the knowledge about a destination based on tangible attributes, 

whereas the affective image relates to feelings towards the destination based on intangible 

attributes (Lin et al., 2007; Agapito et al., 2013). 

 Meanwhile, Balogue and McCleary (1999:871) developed another model of the determinants 

of tourism destination image formation process before visitation, as illustrated in Figure (2.5). 

The model describes the cognitive image is impacted by various factors such as the amount 

and types of information resources the age and level education of potential visitors. While, 

the affective image influenced by age, education, and socio-psychological travel motivation. 

Overall image includes both cognitive and affective image that people developed about 

tourist’s destination.  

Figure 2. 5. Model of determinants of tourism destination image 

 

 

 

 

 

 

 

 

 

Source: Balogue& McCleary (1999, p. 871) 
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Echtner and Ritchie (1991) specified other components: the functional-psychological, 

attribute-holistic and common-unique. Figure (2.6) below illustrates these destination image 

components. The functional attributes can be checked or tested and are directly observable 

and measurable, such as prices and climate. The destination can also be rated on the basis of 

its physical characteristics, such as friendliness level, the safety of the destination and the 

quality of services (Jenkins, 1999; Echtner and Ritchie, 2003). Unique characteristics are 

functional characteristics (Echtner and Ritchie, 2003). 

The holistic destination image component consists of certain imagery, such as indicating a 

general feeling and atmosphere of a destination (Esu, 2015). On the common-unique 

continuum, the attributes of the destination vary from common attributes that can be observed 

and/or felt in nearly all destinations, to the unique characteristics that are special to that 

destination, such as prices, accommodation, transport and climate. Unique attributes can be 

added to the competitive advantages of the destination in the differentiation of products (Di 

Marino, 2008).  

Figure 2.6. Destination image components 

 

                          Source: Echtner and Ritchie (1991, p. 6) 
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2.6.5.2 Destination image formation 

A destination brand image influences the tourist’s intentions to visit the destination and to 

recommend it to their family and friends (Som et al., 2012; Ahmad and Thyagaraj, 2015). A 

destination image exerts a significant influence on the tourist’s behaviour and their selection 

(Chunga et al., 2015). The perceptions held by potential tourists about an area may have a 

significant influence upon its viability as a tourist destination (Hunt, 1975). Jaafar et al. 

(2015), on the other hand, emphasised the importance of imagery in adding value and raising 

(or lowering) satisfaction levels during and after the destination experience, including 

through memories and souvenirs. 

 

Kong et al. (2015) stressed destination marketers need to develop and create positive and 

accurate images so as to help potential tourists in their decision-making processes. There are 

multiple strategies to manage the image of the destination, but they require careful designed 

to succeed in contributing consistently (Marino, 2008; Qu et al., 2011). They are based on the 

communication marketing such advertising, product, pricing and distribution, and focus on 

the time and effort needed (Marino, 2008; Martins, 2015; Manhas et al., 2016).  

 

The image tourists hold of a destination affects their future behaviour in visiting, revisiting or 

recommending it to others (Som et al., 2012; Lee and Bai, 2016). Marino (2008) and Martins 

(2015) stated that the decisions tourists make are related to the image and perceptions of the 

destination in their minds. Thus, an understanding of the image formation process is crucial 

since this will enable tourism destination marketers to influence and change the perceptions 

of potential visitors.  

 

Studies conducted by Echtner and Ritchie (2003), Lopes (2011) and Loi et al. (2014) showed 

that there are many factors affecting the process of destination image formation. According to 

Balogue and McCleary (1999: 871, cited in Triantafillidou& Petala, 2016), an image is 

formed by both forces: personal and stimulus factors, as illustrated in Figure (2.7). Stimulus 

factors refer to the image itself (the information sources, amount, type and previous 

experience), whereas personal factors are related to the social and psychological 

characteristics of a person (psychology, values, motivations, personal-social, age and 

education). 
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Echtner and Ritchie (2003) and Hobbs (2008) stated that images are created on the basis of 

wider background information; they agree people actually use the background information 

they process about the world to create their place images.  

 

        Figure 2. 7. General framework of destination image formation 

 

 

 

 

 

 

              Source: Balogue and McCleary (1999: 871) 

 

 

Lopesi (2011) described the same factors but with different names in discussing demand 
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(2.8) below. The push (demand) factors are those that drive the visitors to visit a destination, 

and include desires, needs and motivations, perceptions and socio-economic factors that 

cause tourists to act to fulfil their needs, such as by taking a holiday away from work. Pull 

factors (supply side), on the other hand, are those associated with the destination in terms of 
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is, therefore, a reflection of the pull factors. 

The tourist market should investigate the reasons that cause people to travel and what their 

intentions are for a particular vacation. These factors may be affected by the image formation 

processes, television programmes, education and/or newspapers. The media play an 

important role in forming and influencing individual attitudes and behaviour. Television may 

be considered a socialisation agent that is more powerful than a friend (Saunders and 

Goddard, 2002; Park, 2015). Destination images are formed from many different sources 
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images projected via the media have a unique meaning in society, whereas a destination 
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being associated with negative images could prevent potential visitors. Hung et al. (2012) 

pointed out that the processes involved in image formation are complex and various, and 

involve external factors such as recognition, motifs, attraction and beliefs, and internal factors 

including the time required to travel, the uniqueness of the destination and the cost 

perspective. Chiu et al. (2016) suggested that it is important for a destination marketer to 

understand the existing image of the destination and the impact of tourist experience on the 

image.  

 

Figure 2. 8. Factors influencing the formation of the image of a tourism destination 

 

 

 

 

 

 

 

 

 

               Source: (Lopesi, 2011, p. 309) 
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Next is the visit to the destination itself, where tourists have the opportunity to experience its 

resources and attractions. The visitors then discuss their experiences, and the sixth stage is 

when the tourists return home with their images in mind and their experience; they then 

modify their perceived image in the final scene.  The traveller's image is developed after their 

particular visit destination; they may repeat visit the destination and recommended their 

colleagues and family to visit it if they satisfied with specific attributes during their holiday. 

Stages four to seven are of course only apply to visitors to the destination, rather than to 

non-visitors. Jenkins (1999) however noted that images of a destination may change over a 

period of time, especially if tourists visit similar destinations.  

Figure 2. 9. Destination image formation process 

 

 

 

 

 

 

Source: (Gunn, 1972, p. 120) 

 

2.6.5.3 Destination image measurement 

A large number of studies (Echtner and Ritchie, 1993; Jenkins, 1999; Huh, 2006; Qu et al., 

2011; Tibon, 2012; Ayyildiz and Turna, 2013; Toska et al., 2013) have discussed the 

measurement of the destination image that is related to the various image attributes. It is 

important to develop and design more accurate and sophisticated conceptual frameworks and 

methodologies that could be employed to assess the reliability and validity of measurements 

of the destination image (Echtner and Ritchie, 2003). Most tourism destination brand image 

studies have used structured measurement techniques (Jenkins, 1999; Marino, 2008). On the 

other hand, few have used unstructured or open-ended data collection using questionnaires. 

Most destination image research adopting a structured measurement technique has used 

semantic differential and/or Likert-scale in aiming to measure the complexity of the structure 

(1) Accumulation of  

mental image (organic  

image) 

(2) Modification  

of initial image  

(induced image) 

(3) Decision to take  

a vacation trip 

The Home 

Country 

(7) New  

accumulation images  

(experiential image) 

(6) Returning  

Home 
(5) Participation  

at the destination 

(4) Visit the  

destination 



51 
 

of image (Echtner and Ritchie, 2003). Echtner and Ritchie (2003) suggested that 

combinations of both structured and unstructured techniques should be adopted to identify 

and understand the destination image. 

Table 2.1 provides a summary of the tangible and intangible attributes of a destination image 

used as a measurement instrument in the quantitative chapter. Echtner and Ritchie (1993) and 

Jenkins (1999) reviewed previous studies of destination images. The table summarises the 

findings of several different studies (Huh, 2006; Qu et al., 2011; Tibon, 2012; Ayyildiz and 

Turna, 2013; Toska et al., 2013). 

 

Table 2. 1. A summary of the most measured attributes of destination image   

Attributes Author’s 

Attractions  

Mountains ,Valley ,land scape Echtner&Ritichie,(1991);(Qing Chi & Qu,2008) 

Beach Echtner&Ritichie,(1991) 

Gorgeous gardens and springs Qing Chi & Qu,2008) 

unspoiled Wilderness and fascinating wildlife (Qing Chi & Qu,2008) 

English Language spoken Toska et al.(2013) 

Appealing destination/Arousing Qu et al., (2011) 

Entertainment and events  

Camping Tibon,(2012) 

Festival/Fairs/theatres/concert Echtner&Ritichie,(1991) 

Custom/tradition/culture Echtner&Ritichie,(1991 

Adventure Echtner&Ritichie,(1991);Tibon,(2012) 

Travel environment  

Safety/security Echtner&Ritichie,(1991) 

Climate Echtner&Ritichie,(1991) 

Unpolluted and unspoiled environment Toska et al.(2013) 

Hospitality/friendliness/Receptiveness Echtner&Ritichie,(1991) 

Clean and tidy environment Echtner&Ritichie,(1991) ;(Qing Chi & Qu,2008) 

Quality of services Echtner&Ritichie,(1991) 

Political stability Echtner&Ritichie,(1991) 

Reputation/fashion/fame Echtner&Ritichie,(1991);Toska et al.(2013) 

Trust worthy people Ayyildiz&Turna,(2013) 

Historic attraction  

Historical/cultural/museum attraction Echtner&Ritichie,(1991) 

Infrastructure  

Health services (i.e. hospitals, doctors etc.) Toska et al.(2013) 

Technological level Ayyildiz&Turna,(2013) 

Restaurants/Cushion/beverage services Echtner&Ritichie,(1991) 

Shopping Facilities/advertising Echtner&Ritichie,(1991) 

Sport facilities Echtner&Ritichie,(1991) 

Accommodation Echtner&Ritichie,(1991) 

Theme parks/National parks Toska et al.(2013) 

Accessibility  

Transportation ( bus, metro, rental car) Echtner&Ritichie,(1991) 

Information resources Echtner&Ritichie,(1991);Toska et al.(2013) 

Traffic/Crowdedness Echtner&Ritichie,(1991);Toska et al.(2013) 

Easy access to the area Qu et al.(2011) 

Availability of tour packages Toska et al.(2013) 

Relaxation  

Atmosphere Echtner&Ritichie,(1991) 

Type of trips (outdoor/resort trip/city trip/heritage or cultural trip (Huh,2006) 

Price and value  

Reasonable price Echtner&Ritichie,(1991) 

Tax regime(benefit) Toska et al.(2013) 

 Source: Echtner&Ritichie (1991,p.10); Huh,2006,p.21; Qing Chi & Qu,2008,p.629; Qu et al. 

2011,P.171; Toska et al. 2013,p.3; Ayyildiz&Turna, 2013,p.86  
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2.6.6 Brand culture 

Culture is an important element in tourism considered from by tourists when they are 

choosing the country to visit (Stipanovic, 2015). Therefore, researchers in international 

tourism marketing should consider a cultural approach when studying destination branding. 

Culture in tourism is a major global industry because it brings income and support for 

national identity, preserving cultural heritage and custom (Cayla and Arnould, 2008; Lee and 

Bai, 2016).  

 

From Schroeder’s (2009: 123) brand culture perspective, branding research has broadened to 

include cultural, sociological, and theoretical enquiries that complement and complicate the 

economic and managerial analysis of branding. In this respect, Schroeder (2009: 124) defined 

“the cultural codes of brands in terms of the influence of history, images, myths, art, and 

theatre on brand meaning and value in the marketplace”.  

 

Obviously, brand culture provides clues to the ways in which aesthetic values and historical 

culture inform and offer possibilities for the global reception of branded products and 

services (Zhiyan et al., 2013: 17). It relates to the human-made part of the environment, and 

characteristics of particular group of people defined by everything from behaviour and 

manner, language, dress styles, and  religion, to  food, architecture, handicrafts, art, music 

and gastronomy (Schroeder and Morling, 2004; Butler and Hinch, 2007; Everett and 

Aitchison, 2008;Csapo, 2012; Voyer et al., 2017). A culture includes a set of basic values, 

perceptions, desires and behaviours learned by a member of society from family and other 

important institutions (Bayraktar and Uslay, 2016: 232). Richards and Munsters (2010) 

suggested that successful tourism is not simply a matter of having better transport and hotels, 

but that it adds a particular national flavour in keeping with traditional ways of life, 

projecting a favourable image of the benefits to tourists of such goods and services. 

 

 Cayla and Arnould (2008) and Rodriguez Diaz and Espino Rodríguez (2016) pointed out that 

culture is used as an attractive product for motivating tourists for travel. Davis (2010: 101) 

asserted that it is important to understand culture when building a tourism destination brand 

because it describes the customs, behaviours and practices of a destination. For example, if 

one was to select a country to visit and ask colleagues to describe its culture, responses might 
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refer to food, crafts, music, fashion, festivals and museums. Hollensen (2011: 234-236) 

argued that a brand culture is influenced by legal, economic, political and technological 

forces. Therefore, understanding the importance of culture is essential for international 

marketers, especially in handling markets where customers speak different languages and 

have diverse religions. Hollensen also pointed out that those international marketers can plan 

in advance to manage certain points of difference. However, a more complicated issue that 

marketers properly need to address is the underlying attitudes and values of customers from 

different countries.  

2.5.7 Brand essence 

Brand essence has been widely used by many scholars (Yastrow, 2003; Ghodeswar, 2008; 

Solis, 2014) and by consultants as an important concept in branding. Solis (2014) defined 

brand essence as something that exists in our hearts, thoughts or feelings as opposed to a logo 

or trademark. Kapferer (2012) claimed that brand essence can communicate with customers. 

Many organisations use the term from a desire to summarise the brand’s identity (Yeoman et 

al., 2005; Kapferer, 2008). As used by organisations, brand essence represents the 

destination’s identity and is an encapsulation of the brand values. These values function as 

the core of brand communication, culture and personality (Kapferer, 2008). Brand essence 

refers to the quality and service characteristics of a destination as seen by the customer; in 

tourism destination branding it helps to reduce the design of a visual identity and 

communication strategy even though a place brand uniquely represents an experiential 

product. Therefore, destination brand essence involves the formulation of experience of the 

characteristics of a destination, experience that people can expect as tourists (Govers and Go, 

2009; Santos, 2013).  

 

Brand essence is one of the intangible attributes in delivering a unique experience (Wilson 

and Blumenthal, 2008). A destination can change the mood and manner with which it 

presents itself to different market segments, but the brand characteristics cannot change, just 

as an individual’s personality essentially is always the same (Anholt, 2009). A destination 

brand is the enduring essence of the place that makes it different from all other destinations. 

A destination brand exists in the eyes of the beholder, and has to be credible and real; it 

cannot be manufactured. It is the way in which a destination nurtures, develops and presents 

its core characteristics to its main audiences (Govers and Go, 2009). Ghodeswar (2008) stated 
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that brand essence is based on emotional and self-expressive benefits providing a higher-

order basis for relationships which can be less vulnerable to product-related changes and/or 

easily applicable to a new product. The criteria for establishing brand essence are explained 

in Figure (2.10) and described below. 

 

Figure 2.10. Defining the brand essence of a connected consumer 

 

              Source: Solis (2014) The Brian Solis Digital Reader 

 

Focus. The emphasis is placed on finding one or two words that define the brand, deliver a 

unique experience and document what one wants to evoke (Kelley and Jugenheimer, 2010).  

Feeling describes what the customers feel when they come into contact with a brand. It is the 

customer’s emotional response and reaction towards the brand (Keller, 2001).  

Individuality communicates the brand with the consumer, linking the two (Solis, 2014).  

Experience is that of the consumer with a product or service. The increasingly influential 

role of experience in brand evaluation encourages brands to use advertising strategies 

different from the traditional ones to impress the customer and deeply influence his mind 

(Aronne and de Vasconcelos, 2009: 5; OztUrk, 2015).  

Consistency ensures the brand structure allows it to be delivered as promised; it is as 

important to reinforce the brand essence through representative engagement. 
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Longevity of brand essence indicates that it is enduring and does not change, because it is 

implanted in the heart and soul. A destination can change the mood and manner by which it 

presents itself to different market segments, but the brand characteristics cannot change 

individual personality (Anholt, 2009).  

Credibility in a destination brand exists in the eyes of the beholder. It has to be credible and 

real; it cannot be manufactured. It is the way in which a destination nurtures, develops and 

presents its core characteristics to its main audiences (Govers and Go, 2009). 

Personal: the destination goes to great lengths to draw out and support people’s personal 

interests. In addition, brand essence must carry meaning, something personal that people 

aspire to embrace and be part of. 

Portable: brand essence must be transferred via a real-world social network. Portable 

devices, and particularly smartphones and tablet PCs, offer an opportunity for tourists to gain 

quick access to information, to book online tickets and to find out about local attractions 

using Wi-Fi hotspots and the mobile Internet (Robinson et al., 2013). 

To further achieve clarity in a destination’s positioning, it is advisable to create a short 

statement that distils the distinctive meaning that is the brand essence. For example, Las 

Vegas defined its brand essence as the ultimate destination for entertainment and gaming. 

Hong Kong positions itself as “Asia’s world city”, describing its unique factors such as 

financial services, transport, communications services, trade and tourism. New Zealand 

positions itself as a place which is an adventurous new land and culture on the edge of the 

Pacific Ocean. Australia launched a very powerful and memorable marketing campaign in the 

United States entitled “Come and say g’day”. The campaign was so effective that it was later 

included in the Smithsonian Institute’s collection of major influences on American culture 

during the 1980s. The marketers and the projector of the campaign defined Australia’s brand 

essence as “civilized adventures in the friendliest place in the world” (Cai and Gartner, 

2009:167). 
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2.5.8 Brand personality 

 

Kapferer (2004, cited in Buil et al., 2015: 3) asserted that “brand personality reflects the set 

of human characteristics that are associated with a brand”. These characteristics include 

consumer gender, age, socio-economic class and personality traits (Kaplanidou and Vogt, 

2003: Ahmad & Thyagaraj, 2015). Davis (2009) defined brand personality as a framework 

that helps an organisation shape the way consumers experience and senses its services or 

products. 

A distinct brand personality plays a key role in the success of a brand. It leads tourists to 

perceive a personality and to develop a strong connection with the brand (Farhat Khan, 2011; 

Ghorbani and Mousavi, 2014). Consumers accept brands that fit their personal style or that 

even complement or build relationships with it (Aaker, 2012; Ghorbani and Mousavi, 2014).  

Organisations use a brand’s personality because it provides a richer source of competitiveness 

over any other functional feature (Ghodeswar, 2008).  

Hudson and Ritchie (2009: 220) observed that a brand personality has both a head and a 

heart. Its head is its logical features, while its heart is its emotional benefits and associations. 

Therefore, a well-established and strong destination brand is critically dependent on the 

extent to which the destination’s brand personality interacts with the consumers on emotional 

and rational levels (Franzen et al., 2015). In other words, brand personality can be considered 

as reflected in the first reactions people tend to have towards a brand when they hear, taste, 

see or touch a certain product associated with a specific brand name (Chaykina et al., 2014). 

According to Farhana (2012), a distinctive brand personality can create a positive association 

in the consumer’s memory which enhances the brand equity, such as from product attributes, 

benefits or attitudes, people and relationships, programmes and values, and customer 

orientation (Vallaster& de Chernatony , 2005). Ekinci and Hosany (2007: 127) added that a 

distinctive and emotionally attractive destination personality is presented to leverage the 

perceived image of a place and to influence the tourist’s choices and behaviour.  

Brand personality is concerned with the significant relationships to have in social activities, 

and it gives the brand a position to the forefront in the minds of visitors (Ghodeswar, 2008). 

Moreover, it makes the brand similar to a friend or to something that can be owned (Manhas 

et al., 2016). The relationship may be based upon the “brand as a person” or the type of 

person the brand represents. If one or both correspond to the consumer’s notion of desirable 
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traits for the brand, the perception of brand value may be enhanced (Aaker, 1996 & 2009; 

Manhas et al., 2016). Aaker et al. (2001) observed that the personality associated with a 

brand tends to vary to some degree, not only because of different human needs and 

socialisation, but also because people have diverse perceptions. 

However, the creation of brand personality always requires that the firm be active in 

communication; the brand personality has to be lively (Rajagopal, 2006: 58). According to 

Ahmad and Thyagaraj (2015: 42), “the effect of brand personality on the purchase intention 

of the consumers can be understood in the following three ways.” 

1. The brand personality communicates the functional benefits of a brand by which the brand 

is different from others; thereby it conclusively indicates the product-related practical 

benefits and brand attributes. The possible benefits become much more persuasive when 

brand personality expresses them, and it is easier to create a character which implies 

functional benefits than to communicate those benefits directly (Klipfel et al., 2014; Ahmad 

and Thyagaraj, 2015:42). 

2. A brand personality tends to express the nature of the consumer, and thus the brand 

functions as a reflective symbol of the consumer’s self. Consumers express their self-identity. 

This identity can be actual identity or an ideal person, where their personality is the selection 

of specific brands. The brands thereby function as a reflective symbol of the self of the 

consumer (Ahmad and Thyagaraj, 2015:42). 

3. A brand personality helps a consumer to extend his personality by building a relationship 

with a particular brand and, consequently, consumers can benefit from the brand’s 

characteristics even though they do not wish to become an individual brand personality 

(Klipfel et al., 2014).   

 2.6.8 Brand character   

The brand’s character plays a key role in international marketing, and the use of characters in 

marketing programmes is an effective approach that facilitates the relationship with the 

consumer of the brand (Hosany et al., 2013). The character of a brand and its personality 

should have the same meaning, so that the added value of a brand will tend increasingly to 

involve non-functional value. However, this will only work when blended with physical and 
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functional value to form an integrated brand personality (Sengupta, 2005). In the competitive 

marketplace, successful organisations rely on the brand character to attract consumers and to 

create awareness (Hosany et al., 2013). In tourism, it is common for destinations to use logos 

or slogans to represent themselves.The brand also helps destination to convey key product or 

service attributes or benefits. Keller et al. (2008:149) maintained that the brand character 

benefits the brand by building a strong identity and association because the characters are 

often colourful and rich in imagery. However, there are drawbacks in using brand characters, 

which can dominate other brand elements and actually dampen awareness (Keller et al., 

2008:149). 

Brand characters can bring some benefits. They tend to attract attention and can be useful for 

creating brand awareness. A brand character can help a brand cut through the marketplace 

clutter and can also help to communicate the benefits of a product. The human elements of 

characters can help to create perceptions of the brand as being fun and exciting. The 

characters must be updated over time so that their images and personalities remain relevant to 

the target market. As with products, brand characters have discernible lifecycles (Hosany et 

al., 2013).  

The following section elaborates on the key brand concepts as well as their interrelationships.   

 

2.7 Brand Equity   

 

 Brand equity is a collection of thoughts, emotions and attitudes that belong to a brand 

(Vashmehsarae et al., 2014). Consumers develop feelings and associations with brands and 

then become loyal to them due to their added value (in other words, brand equity) (Saisirisha 

and Katyayani, 2014). Brands have become assets which are valuable to destinations; and 

therefore understanding how to build, measure, and manage brand equity is of utmost 

importance (Makasi et al., 2014). Brand equity can be defined based on the interests of the 

consumer and the performance, purchase, intentions and choices of words associated with the 

brand (Vashmehsarae et al., 2014; Keller, 2016).  

Aaker (1991, cited in Verma, 2006: 221) defined brand equity as a “set of brand assets and 

liabilities linked to a brand", where its name and symbol add to or subtract from the value 

provided by a product or service to a firm and/or that firm’s customers. Dahlgaard-Park, 

(2015) observed that brand equity is a phrase used in the marketing industry to describe the 
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subjective value of a brand name in customers’ minds, so that a brand name itself contains 

value rather than merely being a name. Brand equity assets add value for customers by 

providing help, information, interpretation, processing and storage. The customer is able to 

process brand information faster and to store greater quantities (Verma, 2006; Hutt and Speh, 

2017).  

The quality of and association with brand equity assets can boost confidence in purchasing 

decisions and provide users with satisfaction. Brand equity assets can also provide value to 

organisations regarding their ability to charge a premium, to leverage brands into extensions 

and to channel support for new products (Verma, 2006). Brands are valued according to the 

kind of assets and liabilities they represent (Dahlgaard-Park, 2015). Strong tourism brands 

such as the previously mentioned “I love New York” and “100% Pure New Zealand” can be 

considered valuable assets to their owner countries. These countries are able to generate 

wealth not because of traditional assets but because of their brands. 

 

Strong brand equity enhances customer loyalty to the tourism industry because it tends to 

allow travellers to benefit from premium prices (Nam et al., 2011). Makasi et al. (2014) 

identified price premiums as a basic indicator of loyalty. Kirenz (2010) argued that a price 

premium is an antecedent to brand purchase, and is defined as the amount a customer will 

pay for the brand in comparison with another brand offering similar benefits. The premium 

may be high or low, positive or negative depending on the brands involved in the comparison 

(Aker, 1996; Makasi et al., 2014).  

2.7.1 Brand equity dimensions 
 

According to Dahlgaard-Park (2015), brand equity comprises four dimensions: brand loyalty, 

brand awareness, brand perceived quality, and brand associations.  

2.7.1.1 Brand loyalty  
Ain Nawaz and Usman (2011: 214) defined brand loyalty as behavioural responses, 

expressed over time by decision making concerning one or more alternative brands out of a 

set of brands. It is a function of various psychological processes. Brand loyalty can be 

defined as consumers’ willingness to repurchase a product or service of the same brand 

(Hsieh and Wei, 2017). Gommans et al. (2001) contended that, in traditional consumer 

marketing, the advantages enjoyed by a brand with strong customer loyalty include the ability 
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to maintain premium pricing, greater bargaining power with channels of distribution, reduced 

selling costs, strong barrier to potential new entries into the product or service category, and 

synergistic advantages of brand extension to related product or service categories (Hsieh and 

Wei, 2017). 

In contexts of increasing unpredictability and reduced product distinction. It has been shown 

that the development and preservation of consumer brand loyalty is central to the 

development of the marketing strategy (Ain Nawaz and Usman, 2011; Hsieh and Wei, 2017). 

Loyalty is one of the ways a consumer can express his satisfaction with a product or service. 

It is usually defined behaviourally and is measured regarding the many choices of a specific 

brand, which might be nurtured in childhood and extended over a lifetime (Sondoh et al., 

2007; Mohanty and Kumar, 2017). Khajehzadeh (2016) maintained that monitoring customer 

satisfaction in tourism can provide invaluable feedback for the detection of problems that 

cause dissatisfaction with a vacation that will have a negative impact on the likelihood of 

future visits. 

According to Ain Nawaz and Usman (2011), an organisation that has a large group of brand 

loyalists will have a large market share and in turn higher levels of return on investment. 

Malik et al. (2013: 168) believed that brand loyalty is very essential for an organisation since 

it increases sales volumes and enables it to charge premium prices and to retain customers. 

Such loyalty will be beneficial for an organisation because, ultimately, the customers agree to 

purchase at a premium (Rasheed, 2015: 150; Nyadzayo and Khajehzadeh, 2016). 

According to Tsiotsou and Goldsmith, (2012), consumer confidence in a brand is the key to 

forming brand loyalty, and the process of building confidence in the image of a particular 

brand is based on experience of ownership and usage. Walter et al. (2013) stated that the 

consumer’s experience will have a direct impact on the evaluation of the brand, which is 

formed as a consequence of testing and satisfaction. Customer satisfaction has a significant 

and strong direct impact on loyalty and word-of-mouth communication (Angelova and Zekiri, 

2011; Nyadzayo and Khajehzadeh, 2016). However, although satisfaction is a necessary 

component, it is not sufficient alone for loyalty (Tsiotsou and Goldsmith, 2012: 188; 

Kubacki, 2014: 105). 
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2.7.1.2 Brand knowledge  

This can be defined in terms of the individual meanings associated with a brand stored in the 

tourist’s memory (Khah et al., 2014). Brand knowledge is based upon constant 

communication with tourists that supports their comprehension of products or services 

(Gensler et al., 2013; Govers and Go, 2016). It is also the key to creating brand equity 

(Ravens, 2013). The consumer’s brand knowledge is related to the cognitive representation 

and understanding of the brand and its benefits (Keller, 2003, 2016; Ravens, 2013; Cwalina 

et al., 2015). However, a more explicit multi-dimensional account of brand knowledge is 

needed (Keller, 2016). 

Brand knowledge arises from awareness and images that correlate diverse information such 

as attributes, benefits, thoughts, feelings, attitudes and experiences associated with a brand 

which directly affect the consumer’s responses (Alimen and Cerit 2009; Kashif et al., 2015).  

2.7.1.3 Brand awareness 

Aaker (1991:63) explained that awareness and recall of a brand name is like a special file 

folder in the memory which can be filled with name-related facts and feelings. Without such 

a file, the facts and feelings become misfiled, and cannot be readily accessed when needed 

(Aaker, 2009; Perkins, 2015).  

Brand awareness, or brand recall, is concerned with the strength of a brand’s trace in the 

consumer’s memory, as reflected in the consumer’s ability to identity the brand under 

different sorts of conditions and situations (Keller, 2016). The major modes for creating 

brand awareness involve the use of advertising, direct marketing, sales promotion, 

sponsorship, the Internet and integrated brand communication (Kehinde, 2011; Karmokar, 

2014; Govers and Go, 2016).  

Brand awareness is a significant reflection of how consumers recognise a brand, and involves 

the strength of the brand presence in the mind of consumers and the means whereby this 

knowledge can be easily retrieved from the mind or memory (Tuominen, 1999; Chigora and 

Zvavahera, 2015). It is thus the capacity of consumers to recognise or remember a brand. 

There is a link between the brand and the product class, but this link does not have to be 



62 
 

strong (Osman and Subhani, 2010; Florea, 2015). According to Aakar (2009), there are three 

stages of brand awareness: 

1. The first stage of brand awareness is brand recognition. It exists when consumers can 

recognise a specific brand among other “aided recalls” (Koniewski, 2012; Heinberg et al., 

2016) when a set of brand names from a given product class is shown. The task is then to 

identify the names recognised (Thoma and Williams, 2013). 

2. Brand recall is the second stage.The role of brand recall can also be vital for regularly 

purchased products such as coffee, detergents and headache remedies, for which brand 

decisions are usually made prior to going to the store. Furthermore, in some categories, such 

as cereals, there are so many recognised alternatives that the shopper can easily be 

overwhelmed. 

3. Top of the mind: this is the brand name that first comes to mind when a consumer is 

confronted with the name of a product classification (Aaker, 1991).  

Awareness is a very important brand advantage, but it cannot sell the product, especially 

when it is not new (Aaker, 1999; Heinberg et al., 2016).  According to Sallam (2016), brand 

awareness affects the choices of consumers and thereby their choice of a brand. Brand 

awareness has the strongest effect on purchase decisions and on the habitual behaviour 

associated with low-involvement products. Brand name, and the recognition of the brand, has 

an impact on the consumer’s choice (Malik et al., 2013; Qi and Dandan, 2013). 

2.7.1.4 Brand association 

Brand associations serve as a link between nodes in the tourist’s mind. In other words, they 

consist of knowledge that is organised as a network of connections. The network structure 

consists of information sources as nodes, such as a brand, an attribute or a situation, where 

connections between the nodes represent associations (Aaker, 1991; Odia and Isibor, 2014).  

According to Qu et al. (2011), brand associations can be classified in three major categories: 

attributes benefits and attitudes. Attributes include both product-related and non-product-

related featurees such as price, brand personality, emotion and experience. The benefits relate 

to the satisfaction of the basic needs and motivations, while attitudes refer to overall 

evaluations of the brand. The most powerful brand associations are those that deal with the 

intangible or abstract characteristics of the product (Keller, 2016; Dahlgaard-Park, 2015). 
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Brand associations can assist with spontaneous information recall, and become the basis of 

differentiation and extension. Strong associations can help strengthen the brand and brand 

equity. As with perceptions of quality, a brand association can also increase the satisfaction 

of tourists with their experience (Aaker, 1991; Kepferer, 2004; Martins, 2015). 

 

2.7.1.5 Perceived quality 

Perceived quality is the customer’s judgement about a product’s or services overall 

excellence or superiority, and thus is different from objective quality (Saisirisha and 

Katyayani, 2014). Perceived quality is good for the consumer because it differentiates itself 

from other brands, creating a reason for customers to buy (Vashmehsarae et al., 2014). 

Perceived quality is considered a core customer-based factor in brand equity because it is 

associated with the willingness to choose the brand and stay by it (Makasi et al., 2014).  

3.8 Brand position 

The brand is developed based on the position that a destination seeks to hold in the 

marketplace. Visitors attach significant importance to brand position, which has an impact on 

their travel decision-making processes when choosing their destination (Naidoo, 2012). The 

effective positioning of its brand helps the destination to compete more successfully and 

attract more visitors (Uysal, 2012; Vasavada and Kour, 2016).  

Acccording to Lovelock (1991, cited in Pike, 2015: 227), brand positioning is “the process of 

establishing and maintaining a distinctive place in the market for an organisation and/or its 

individual product offerings”. The aim of positioning is to create a distinctive place in the 

mind of potential tourists, by evoking images of the destination (Kozak and Baloglu, 2010). 

The task of positioning a tourist destination consists of three steps: identifying and selecting a 

competitor destination, determining effective communication tools, and identifying the target 

market (Pike, 2004). Identifying the target market involves the selection of the part of the 

market that the organisation will pursue with its value proposition (Kotler and Gertner, 2002). 

The choice of target market is a core strategic decision (Middleton et al., 2009). 

The organisation can differentiate its brand according to its positioning, and emphasising its 

unique characteristics (Kaser, 2012). Dahlen et al. (2010) stated that the position of a 

destination product is used to modify the tangible and intangible attributes of a marketing 

offering about the competition. Successful positioning requires an understanding of which 
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attributes are demand-side considerations or needs (Kaczynski and Crompton, 2004). The 

services offered should be distinctive on the basis of these attributes, and these differences 

communicated to consumers (Kaczynski and Crompton, 2004). Establishing unique tourist 

destination products has become common in marketing and so brand image and the 

positioning of products and services is more important in the international market than their 

actual characteristics (Loncaric, 2014). The marketer needs to determine the unique target 

market needs.  

2.9 Brand trust  

Delgado-Ballester (2004) described trust as relating to the ability to act without evaluating 

costs and benefits. In addition, Ahmed et al. (2014) asserted that brand trust concerns a 

promise made by a brand to its customers that it will fulfil their expectations and deliver 

positive results. Therefore, trust is an important element in marketing.  

Trust considered as the confidence that one will find what desired, rather than what feared 

(Delgado-Ballester and Munucra-Aleman, 2005: 188). Nevertheless, brand trust is expected 

to have a significant impact on consumer confidence and in the maintenance and 

development of brand loyalty. Additionally, if brand trust is considered in terms of 

expectancy, it is based on the consumer’s belief that the brand has specific characteristics that 

make it honest and responsible (Delgado-Ballester and Munucra-Aleman, 2005). . 

Chaudhuri and Holbrook (2001, cited in Ivanova et al., 2016: 225) defined brand trust as the 

willingness of the average consumer to depend on on the ability of the brand to perform its 

function. Similarly, to Lau and Lee (1999, cited in Parker, 2015), brand trust is the 

consumer’s readiness to rely on the brand in the face of risk because of the expectations that 

the brand will provide positive outcomes. Moreover, the extensive literature on brand reveals 

that confident expectations and risk are critical components of the definition of trust 

(Delgado-Ballester and Munucra-Aleman, 2005).   

According to Delgado-Ballester and Munucra-Aleman (2005), trust in a brand is determined 

by an understanding of the consumer’s previous experience. Abubakar (2016) highlighted 

that previous experience and information can increase or decrease the level of trust. 

Furthermore, Ahmed et al. (2014) asserted that brand experience is considered to be more 

crucial than product experience, because brand experience is held in the consumer’s long-

term memory and has a deeper meaning, therefore contributing to brand trust. The consumer 
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is likely to trust a brand from indirect experience such as the impact of relatives, colleagues 

and friends or social norms and values (Delgado-Ballester and Munucra-Aleman, 2005).  

Trust is the desired quality and is an essential developing relationship between a brand and 

consumers. Trust is a total of the feeling of security relies on the belief that the company’s 

behaviour will be guided and motivated by positive intentions towards the customer’s 

interests (Kiyani et al., 2012). It is also based on the extent to which a buyer believes that the 

seller will keep their promises (Wang, 2009; Arfaeian and Chaipoopirutana, 2014). Trust, 

however, should be distinguished from related concepts like confidence and predictability 

(Delgado-Ballester and Munucra-Aleman, 2005; Zarantonello, 2015).  

This leads to a positive association with the brand and brand loyalty, which in turn represents 

a positive relationship with brand equity (Abubakar, 2016). Numerous academics have 

researched the link between trust and consumer brand loyalty (Roman, 2003; Kassim and 

Asiah Abdullah, 2010; Patterson and Patterson, 2016; Moriuchi and Takahashi, 2016). Trust 

and loyalty can result in brand attachment. The amount of brand attachment a consumer has 

to a brand reflects their current purchase activities and future purchase intentions (Dennis et 

al., 2016). Creating this attachment and relationship with consumers will save brands the cost 

of finding and acquiring new consumers. Similarly, creating a relationship with a brand saves 

the consumer time, effort and the cost of seeking a new brand in which to trust (Bidmon, 

2017).  

2.10 Summary 

There is a growing need for theory concerning the nature of the tourism destination brand. 

However, research into branding in tourism destination marketing is still limited in terms of 

the number of published studies. Investigations in this area are beginning to emerge but there 

are still few empirical studies on this topic. Little information was found in earlier studies on 

destination branding in the Middle East, The branding techniques are used for places to create 

distinctive approaches that enhance their economic development. Much of the competition in 

tourism focuses on the tourist’s ability to recognise and remember a particular destination as 

being unique. Because of this, the development and use of a strong destination brand is 

critical when making plans. Many tourists select their holiday destination from their memory 

or recognition of a destination brand. That is why the message behind a destination brand 

should be a topic to highlight.  
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The literature review has highlighted different points of view on the concept of destination 

branding and its components. Brand identity is the main components of destination branding 

which affects how a brand is perceived, and therefore it requires select unique elements to 

present brand identity. The literature reviews the concepts related to the brand identity and 

there is still no specific tourism research on logo elements (Blain et al., 2005: 332: Pike, 

2016: 256). 

The literature reveals that the destination should differentiate itself from competitors through 

positive images and a position in the minds of potential visitors. Also, it is highlighted that a 

destination marketer should understand the existing image of the destination and the impact 

of tourist experience on it; various factors influence image formation. The literature 

highlighted the difference between visitors’ perceptions, although few studies pay attention to 

differences between the perceptions of actual and potential visitors. Finally, the review 

discussed the concepts of brand equity and its dimensions, brand knowledge components and 

brand trust. 
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CHAPTER THREE: MODELS AND RESEARCH QUESTIONS  

 

3.1Introduction 

The process of building a destination brand begins with a clear understanding of what 

tourist’s desire from a specific products or services. Different models of destination branding 

and components of building brands have been investigated in previous studies. The most 

important of these models are considered in this chapter. Destination branding practitioners 

use various techniques to develop brands such as marketing communication, discussed in 

detail below. This chapter also provides the research guide model. Finally, it returns to the 

research objectives and questions and the research gap. 

3.2 Destination branding building 

The destination brand building process starts with a clear understanding of what tourist’s 

desire or specific products or services. This understanding translated into a promise, which is 

the foundation of the brand and tells tourists what they will receive (Lu et al., 2015). 

Although destination marketers can apply different strategies and spend a lot of time in 

developing a destination brand, it will not be certain that the destination will be able to attract 

visitors and meet their expectations (Buhalis, 2000). Many destinations strive to build a 

strong and unique brand but they are often unable to differentiate themselves from 

competitors (Naidoo, 2012; Manhas et al., 2016). Destination brand building is a complex 

task, due to the characteristics of intangibility product (Kaphare, 2008; Naidoo, 2012).  

Understanding the destination branding process fully requires a review of the brand elements. 

These elements include brand personality, brand character and the brand associations. A 

review of the elements of the destination brand should also consider the threats and 

opportunities associated with the current brand as well as an illustrates of the logos, names, 

signs and symbols (Cai, 2002; Kolter 2000; Hanlan et al., 2005; Hanna and Rowley, 2011; 

Aaker, 2012; Milicevic et al., 2017; Kladou et al., 2017; George, 2017). 

The tourism literature asserts that the destination branding process is not an easy task. 

Various stakeholders should be involved in the process of branding, such as government 

authorities, local people and tourism agents to expand it as destination branding 

(Risitano, 2005; Yusof et al., 2014; Hoque, 2016). Thus, developing destination branding is 
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more than developing slogans and logos, which is what most destinations do. A brand should 

represent something unique and different about a destination (Yusof et al., 2014). 

Developing a destination brand is a long-term investment which might bring many positive 

outcomes, such as the attraction of businesses, investment, skilled employees, local people 

and tourists to the target area (Morgan et al., 2011). However, there are differences between 

strategy for developing destination branding and developing the company brand product. 

Since countries, cities and tourist resorts are multi-dimensional entities, they are more 

complicated and complex than products, and so the process of developing and sustaining a 

place brand needs specific marketing solutions (Morgan et al., 2011; Salehi and Farahbakhsh, 

2014; Berrozpe et al., 2017). 

Lu (2014) and Natarajan et al. (2017) suggested that developing a brand should start from 

internal before it is communicated to the target market. Internal stakeholders should be 

provided with clear brand knowledge in order to communicate the brand to the public. A 

successful branding strategy and model for a city or region examines the needs of internal 

stakeholders such as local businesses, government and residents. Kemp et al., 2012 in his 

model focuses on the elements of marketing strategy and embedding market activities 

which impact the process of developing destination, they believe marketing strategy helps 

marketers and managers develop their brand,  also known as the 4Ps of promotion, place of 

distribution, price and product (Kemp et al., 2012; McCamley and Gilmore, 2017).  

Figure (3.1) explains the process of building a destination brand. The model emphasises the 

importance of selected marketing elements of advertising intensity, distribution intensity, and 

pricing perceptions to represent destination branding, marketing activity enhances the 

creation of positive attitudes in local inhabitants a destination brand so that they eventually 

become committed to the destination branding effort.    

Advertising intensity, or brand communication, should be the first step when developing the 

brand, because it helps to build trust with customers via the consistency of implementation. It 

also generates brand awareness and refines attitudes toward the brand. Advertising can be 

used to indicate that the product has quality, which will encourage customers to choose the 

brand.  
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Distribution intensity helps to reduce consumer time in the search for a product; it can 

increase brand awareness, and high distribution intensity may create high brand equity and 

refine customer attitudes (Abril and Rodriguez-Cánovas, 2016). 

Pricing perceptions are correlated with brand value; therefore marketers need to increase 

perceived value and quality (Ferreira and Coelho, 2015). Brand commitment refer to the 

emotional physical connection that the customer has toward the brand. The model also 

suggests that in developing a destination brand residents should be associated with the brand 

because this leads to satisfaction and positive word of mouth (Ferreira and Coelho, 2015). 

Figure 3.1. Destination brand building  
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3.2.1 Building the Destination Branding Pyramid 

Keller’s (2001) model considers a brand as a pyramid with the building blocks of brand 

salience, brand performance, consumer judgements and consumer brand resonance integrated 

to build a strong brand which plays a main role in supporting the strategic development of 

destination branding. The model explains the process of development branding as an easy 

way to help marketers understand the branding process; marketers need to answer all the 

questions to reach the top of pyramid. Figure (3.2) is adopted from Keller (2001:7) and 

highlights the four steps required to build a strong brand, and the various levels necessary to 

build brand resonance in terms of a sustainable relationship between the consumer and the 

brand. 

Figure 3. 2. Building destination branding pyramid 

 

 

Source: Keller (2001, p.7) 

The first layer of the pyramid is establishing the identity of the brand, which refers to the 

associations about a brand in the consumer’s mind (Gartner and Cai, 2009: 112). Keller 
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The second stage is empowering the brand. Here Keller (2003) presents two building blocks: 

brand performance and brand imagery. Brand performance concerns delivering the 

products or services that meet customer needs, which is essential for success in the branding 

process. For brand performance, the model identifies five areas that need to be 

communicated: primary ingredients and supplementary features; product reliability, 

durability and serviceability; service effectiveness, efficiency and empathy; style and design; 

and price. Brand imagery involves sensory or perceptual representations of memories, ideas 

and feelings. Moreover, it can even involve a recovery of past experiences and can refer to 

the more intangible aspects of the brand (Keller, 2003). 

The third level is brand judgement and the feelings associated with it. Brand judgement 

refers to the opinions and evaluations of the brand by customers, derived from their 

associations with the brand’s performance and image. Any types of judgement of the brand 

by customers are possible, such as evaluations of brand quality, the credibility of the brand, 

or its superiority (Keller, 2008). Brand feelings concern the more emotional reactions of 

customers, such as warmth, fun, excitement, security, social approval and self-respect 

(Keller, 2008). 

The final stage of brand development is the creation of a relationship between consumers and 

the brand, which is called brand resonance. Resonance can be characterised by intensity or 

activity, the former referring to the strength of the psychological relationship that the 

customer has with the brand and the latter to the customer’s behaviour and level of loyalty. 

3. 2. 2 Cai model (2002)  

This model by Cai (2002) is the most well-known in the destination branding process. It 

focuses on both the brand identity and brand image that constitute the destination marketer’s 

and tourist’s perceptions. The branding process starts with choosing one or more of the brand 

components. These components identify the destination and initiate the formation of strong 

brand associations which reflect elements as perceptual features characterising the 

destination, affective aspects involving personal values and meanings related to the benefits 

desired from the attributes, and attitudes as components of an image which represents the 

overall impressions. Figure (3.3) describes this process. 

The model is based on a combination of brand elements, brand identity and brand image. The 

branding process starts by choosing brand attributes to project the image through each of the 
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3As: attributes, affects and attitudes. These help marketers to define the gap between the 

perceived and projected images. The evaluation then provides input for building a desired 

image which is compatible with the brand identity through marketing communication and 

managing secondary associations, which include the relationship with the destination as 

perceived by visitors, not produced by DMOs’ direct marketing programmes usually beyond 

their control (the 3Ms in the model).   

To develop brand image, marketer needs to identify the most relevant associations and to 

strengthen their links to the brand (Cai, 2002). The four elements outside the circle specify 

the contextual preconditions (4Cs) of the destination branding process: the existing 

induced image, the destination size and composition, positioning and the target market, 

and the existing organic image. Thus, the model focuses on building the destination identity 

through establishing dynamic links between the brand element mix, image building, brand 

association (3As), and marketing activities (3Ms). In addition, the model indicates that 

spreading activation should take place under the four conditions of 4Cs (Cai, 2002). 

 

            Figure 3. 3. Model of destination branding development 

 

Source: Cai (2000, p.725) 
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In addition, Kaplanidou and Vogt (2003:34) suggested steps to follow when developing a 

destination brand: 

- Understanding and evaluating how tourists perceive the destination and then developing the 

brand attributes based on their perceptions. 

-  Creating and developing a vision and mission statement can help destination branding 

efforts. 

- Generating a brand with attractive elements that distinguish it from others in the market.  

- Encouraging the memorability of the brand via the set of strong connections people make 

with a place, which form their expectations.  

- Delivering the expectations of the brand in order to increase its value and generate customer     

loyalty.  

- Managing the brand through appropriate positioning to stimulate and affect the perceptions       

of consumers so as to claim a position in their minds.  

- Leveraging the brand through co-branding and product (services and experiences) 

extensions. 

 - Controlling brand effectiveness.  

 

Other authors, such as Pike (2014), Dickinger and Lalicic (2015), Roy and Hoque (2015) 

and Tsaur et al. (2016) agree with Kaplanidou and Vogt (2003) that, in developing 

destinations brand, destination marketers should focus on the tourists perceptions. 

 

Morgan et al., (2004: 52) claim that destination manangers and marketers should apply the 

following strategic technique, using a SWOT analysis to determine its chief strengths, 

weaknesses, opportunities and threats.Then certain industries, personalities, natural 

landmarks and historical events are chosen that could provide a basis for strong branding and 

storytelling. Also, the development of a country’s brand requires the establishment of an 

umbrella concept that should cover all dimensions of the branding, among which are the 

possible associations of the destination with pleasure, quality, security, honesty or progress, 

among others. Morgan et al., (2004). Added that developing a brand requires a suitable 

budget for marketing activities in order to attract potential visitors. The country also has to 
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establish a control system to make sure that its products are reliable. Hankinson (2004) added 

that a successful process of destination branding needs investment in infrastructure, good 

relationships between different stakeholders, the selection of an appropriate target market and 

consideration given to the quality of services. Furthermore, Anholt (2009) suggested that the 

destination branding process should start by assessing what the assets of the destination are 

and focusing on how best to present these to each customer, group or market segment. A 

destination should understand core market segments when developing a brand because their 

perceptions will define the characteristics of the brand.  

 

3.2.3 Tsiotsou and Goldsmith’s model 

A conceptual model of destination branding was proposed by Tsiotsou and Goldsmith (2012). 

The model consists of two main categories of supply-side and demand-side perceptions. 

The process of developing a destination brand has three stages. The destination management 

should start by developing a brand identity based on both tangible and intangible attributes. 

Internal noise is another factor which should be considered when developing a destination 

brand, and all stakeholders should be involved in the process of developing the 

destination brand because they provide all the services the tourists will need. Local 

people should also understand the purpose of the brand. Destination marketing should 

incorporate the different perceptions of stakeholders about the brand identity, and the 

destination manager can use these different perceptions to reach a consensus-based 

collaborative strategy. The perceptions of stakeholders will help the marketer to solve all the 

problems before tourists visit the destination; see Figure (3.4). 

In the second stage marketers select the appropriate channel to communicate with customers. 

The brand image of the destination will be formed by communication tools and resources 

such as the media and the word-of-mouth of residents. 

The third stage concerns the demand side of marketing, with a focus on the perceptions of 

tourists. The process is based on knowledge of the brand; it consists of brand image and 

brand awareness which are the sources of brand equity. A strong brand identity and 

appropriate communication channels help to raise awareness of the brand, leading to a 

positive image and good word-of-mouth. This may support the destination, either because 

these visitors intend to repeat their visit or by creating a positive image in potential tourists’ 

mind. All this relationship helps to build brand equity 
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  Figure 3.4. Destination brand creation and development  
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Sources:  (del-Chiappa, 2008) cited in Tsiotsou& Goldsmith (2012, p. 53) 

 

3.2.4 Morrison’s model 

Morrison (2013) developed a conceptual model of destination branding in which starts with 

situation analysis. This may include analysis of the destination, competitors and the market as 

well as of the destination’s image, local residents and past marketing programmes. The 

second stage is an analysis of the perceptions of past and potential visitors to assess the 

destination’s image. Destination managers need to understand the perceptions held 

about the attractions and characteristics of the destination and to gain information 

about the position of the image of the destination in order to design marketing 

communication programmes.  

In the final stage, the marketer needs to define a brand strategy, including the branding 

objectives, brand positioning, the relationship to the destination’s market segmentation 

approaches, brand identity development, brand launch, and brand monitoring and 

maintenance. The destination projector need to evaluate the effectiveness of the destination 

branding in terms of whether or not it achieves its objectives and the marketers need to 

determine if the destination has impacted the target markets as intended. Figure (3.5) clarifies 

the process of developing a brand destination. 

Tangible 

attributes 

Intangible 

attributes 

Vocation Identity 

Noise 

Single 

communication 

Competitor 

-Partner 

-Demand 

Brand 

knowledge 

-Awareness 

-image 

 

 Brand 

equity 

Internal branding is needed to create brand 

commitment, systemic consciousness and 

collaboration among stakeholders 

Internal and external marketing and branding 

are required to maintain systemic 

consciousness and achieve a unique and 

consistent positioning 



76 
 

Figure 3. 5. Steps involved in destination branding 
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Source: (Morrison, 2013, p. 301) 
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3. 3 Marketing communication 

Marketing communication as a process includes sales, purchases, messages and feedback 

between the seller and buyers, and is known as marketing communication (Soba and Aydin, 

2013). It involves interactive communication in which the marketer first transfers information 

to the market, then gathering, collecting, interpreting and putting this information to use 

(Tian& Borges, 2011: 112). It includes facial expressions, body language attitude and 

gestures (Gupta, 2011; Sullivan, 2012: 27). 

According to Gupta (2011), communication in marketing is a conversation between a brand 

and its audience, on the one hand, and a collective term for all the communication functions 

used in the marketing of a product or service on the other. The aim of communication is to 

present the brand to the audience, and the impact of this can be maximised in terms of raising 

awareness and prompting better recall, both of which have an impact on consumer purchase 

intentions (Chinomona, 2016), so that the consumer is interested in buying a brand which he 

know (Panda, 2004; Soba and Aydin, 2013). 

Marketing communications are the message of destination to inform, persuade and remind 

people directly or indirectly about their brand (Keller, 2009). It also focuses on the efficacy 

of producing desired effects (Fill, 2009; Yildiz, 2017). The message contained therein is 

created with specific intentions, goals and aims in mind (Egan, 2014; Njoku, 2017). 

Delivering the brand from destination to consumer requires communication marketing tools 

(Zhang et al., 2016). Before choosing the communications tools, the tourism marketer and 

destination developers need to understand how tourists choose their destination and make 

their decision. This helps destination marketers to develop an effective marketing strategy 

and successful market, and manage the tourism brand (Cohen et al., 2014). The online 

tourism communication market influences tourists’ travel choices, becoming the most 

popular communication activity used by tourists (Zhang et al., 2016).  

Successful communication marketing depends on the “promotional mix”, which is 

combination of marketing tools such as advertising, personal selling, sales promotion and 

public relations that are useful to sellers when communicating their offerings (Ay et al., 2010; 

Campbell, 2015; Todorova, 2015). Zhang et al. (2016) argued that destination marketers 

explain and promote the national brand proposition through marketing communication. The 

aim is to persuade customers to travel by stating that the destination’s offering has the 

attractive attributes to meet the potential tourist’s needs in relation to rival offerings (Cohen 
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et al., 2014). Zhang et al. (2016) also suggested that a country may be known by brand 

names, but that it still needs to use marketing communication to convey the essence of its 

attributes and to engage with its audience.  

Brand communication programmes represent part of the marketing communication strategy 

for the destination, and play an important role in creating positive associations with a brand 

(Fill, 2009; Soba and Aydin, 2013). Therefore, they play a role in managing warm 

relationships with customers and creating positive attitudes reflected, for example, in brand 

loyalty (Chinomona, 2016).  

Marketing communication explains to the audience what the organisation and its brand stand 

for, and it is a way to link brands to other people, places, events, experiences and feelings 

(Keller, 2009, 2016). Thus, it is vital for destinations to communicate with present and 

potential tourists (Manhas et al., 2016), and this communication contributes to brand building 

if it is based on the unique brand identity (Aaker and Joachimsthaler, 2000; Kapferer, 2012). 

Stiff and Mongeau (2016) pointed out that the content of the message that is transmitted 

refers to the central part of the communication. Furthermore, the complexity of the message 

language can determine the success or failure of the communication, due to misunderstood 

content or appearance; simple words and clear structure in the content can overcome the 

problem of explaining a complex issue (Lunenburg, 2010; Fischhoff, 2012; Njoku, 2017).   

Aubert et al. (2013) stressed that the quality of communication, which refers to the content 

being received and understood by the other party in the relationship, marks the desirable 

outcome of communication. It is also associated with the development and maintenance of 

personal relationships. However, Bandyopadhyay (2013) commented that the appropriate 

choice of communication channel is most likely to result in effective communication and 

efficiency for both senders and receivers of messages, providing perceived quality in the 

communication processes. 
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3.3.1 Communication process model  

Communicating the brand identity of the destination is vital (Ghodeswar, 2008). The brand 

communicates with the tourists by sending messages that are received and interpreted by 

them (Egan, 2014). This communication process is described in Figure (3.6). 

 

Figure 3. 6. The basic communication model 

 

 

 

 

 

 

 

Source: (Egan, 2014:30) 

 

The communication process describes how marketers can deliver a meaning or idea to 

customers (Gronroos, 2004). The process include different elements which include the two 
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consumer, retailer or audience for which the message is intended. In marketing 

communication, the marketer needs to select the appropriate way to represent the idea sent to 

the consumer (Foulger, 2004).  

The encoder translates the idea or the meaning of an idea, and encoding is the conversion of 

the message containing the sender’s ideas and thoughts, usually in the form of words or signs. 

One way of conveying a message that the receiver will hear as intended is to use concrete 

words and pictures, as observed in newspaper advertisements, television and billboards. 

However, this depends on the message channel that is selected to transmit the 

communication.  

The transmission of a message requires a channel, which may be a voice, the radio, a 

newspaper or other form of communication. Facial expressions or gestures can also serve as 

channels (Lamb et al., 2015), while decoding is the interpretation of the language and 

symbols sent through a channel. The customer understands the symbolic format that is 

transmitted, associating it with words or images (Lamb et al., 2015). Feedback is an action of 

the receiver of the information, sent back to the marketer; it could be immediate, delayed, or 

may not occur at all (Lamb et al., 2015).    

Noise has a negative effect on the communication process and is a barrier to communication 

which exists throughout the entire process; it can be minimised through feedback and group 

engagement (Wong, 2013). Lamb et al. (2015) pointed out that noise is anything that 

interferes with, distorts, or slows down the transmission of information. It can include the 

occurrence of unplanned static events or distortion during the communication process which 

results in the receiver getting a different message from that sent by the sender (Rugimbana 

and Nwankwo, 2003). It is important to note that noise can occur at the sender’s or receiver’s 

end of the channel. Also, it can be anything that might distract attention from the original 

meaning of the message between the sender and the receiver (Wong, 2013). Noise must not 

be ignored (Yildiz, 2017). Thus, anything that hinders the receiver’s ability to differentiate 

signals from background perturbations constitutes noise (Willy and Richards, 1977). In the 

international marketing context, noise might occur due to a bad telephone connection, failure 

to express a quotation in the inquirer’s currency, or lack of understanding of the recipient’s 

context such as their language (Czinkota and Ronkainen, 2006).  

Wong (2015) identified four dimensions of noise, which may be internal or external: 

physical, physiological, psychological and semantic. Physical noise (also called external 
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noise) is interference which impedes the physical transmission of the signal or message, such 

as the noise of a car passing by, illegible handwriting, blurred images or words, the wrong 

words or grammatical errors. Physical noise involves any stimuli outside the receiver’s 

domain that makes the message difficult to hear (West and Turner, 2008). Physiological noise 

is created by the sender or receiver where there is a visual impairment, hearing problem or 

loss of memory (Wong, 2015). It also refers to biological influences affecting a sender or 

receiver that interfere with the message’s transmission or reception (West and Turner, 2008). 

Psychological noise (internal noise) refers to the communicator’s biases and feelings towards 

a message (West and Turner, 2008:13). It involves mental interference by the listener or 

receiver, such as with preconceived ideas (Wong, 2015). Finally, semantic noise is a 

communication barrier whereby the communicator and the audience have different modes of 

thinking to derive meaning, such as the use of technical language (Wong, 2015).  

Tourism destinations marketers need to deliver and receive the correct message to ensure the 

target audience has the same information. If the communication level is inconsistent this 

leads to the message not being understood and establishes gaps between the audience and the 

destination marketers (Surugiu, 2015). Also, the lack of consistency can occure by failed 

brand positioning, where destination do not communicate the same brand charchteristices that 

the stands for (Kuchinka et al, 2018).  

 

3.3.2 The process of communicating brand identity with brand image 

According to Kapferer (2012) model  the concept of communication as bridge links the brand 

identity with the brand image, the brand should determine its audience before projecting its 

image (Kapferer, 2012; Urde and Greyser, 2015; Burmann et al., 2017). Brand identity is the 

first and essential step in the branding process as it provides strategic direction and purpose 

for a brand. Brand identity represents how marketers want others to perceive the brand. For 

this reason, it is one of the key elements for brand equity (Aaker, 1996). It is the brand 

identity that specifies the brand’s meaning, aim and self-image; therefore, it is important that 

it is shaped before brand communication (Urde and Greyser, 2015). 

The image is the essential component in developing a brand. Although it might be developed 

thought out the lifespan of a brand; the identity is rooted deeply in the corporate brand’s 

vision, essence and core values; it is difficult to change once established (Kolter, 2008). 

Brand image (receiver side) is the summary of the messages sent from the brand’s identity 
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(sender side), and its perception depends on how the customer interprets the message 

(Kapferer, 2012). 

Brand identity precedes brand image and is locates on the sender’s side. How a brand is 

perceived by its customers is essential to success. To drive a positive brand association that 

customers know and trust requires message elements. The brand perception, or in other words 

the brand image, is therefore always on the receiver’s side (Keller, 2004; Kapferer, 2008; 

Dall’Olmo Riley, 2009; Maharaj and Cowden, 2015). See Figure (3.7). 

This model discusses the communication process where the marketers represent the sender 

and the customer the receiver (Kaferer, 2012). It also displays the relationship between brand 

identity and brand image. Brand identity (sender) is what message destination marketers send 

out to the visitors and brand image (receiver) is the perspective the visitors have about the 

brand (Ashton, 2014).  

Kaferer (2012) explained the concept of “noise”, defining it as a strange factor influencing 

the communication process and a barrier to the sent message before it reaches the receiver. 

Overall, noise may speak in the brand’s name, and thus produce meanings (Kaferer, 2012; 

Yildiz, 2017) which may have a positive or negative impact. This could be a positive effect 

on the process of communication if the message interpreted is better than that which exists in 

reality. Alternatively, it could have a negative impact if the message is understand as worse 

than that in reality. Kapferer (2012) offers three explanations as to why noise appears. First, it 

can happen when the destination marketers have no idea what the brand identity is, driving 

managers to focus on their competitors and to imitate their marketing communication. 

Secondly, noise becomes disruptive when management concentrates on meeting the tourist’s 

expectations rather than communicating the destination identity. Finally, it occurs when 

destinations have fantasised a brand identity and communicated it as the public would like it 

to be, rather than as it actually is (Kapferer, 2012). Therefore, destination marketers should be 

aware of how to handle noise in order not to negatively influence tourists’ brand image.  
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              Figure 3.7. Brand identity and brand image  
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misunderstanding, misinterpretation and misperception (Ying and Ying, 2012; Keles, 2013). 

Langugage is also a problem in marketing conmmunication, such a when the transmitter’s 

language is foreign to the receiver, or when the latter does not understand the terms used by 

the sender (Swanepoel and De Beer, 2012). 

Singh (2006) suggested that culture not only influences the selection of products and choices 

made by consumers but it also affects the structure of their consumption and communication 

regarding products and their decision making. Consumers from different cultures have 

different communication and working styles. It may not be easy to interpret the 

communication of someone from another culture, even when it occurs in a language we 

understand, since all aspects of culture influence communication style regardless of the 

language in which it is expressed (Guang and Trotter, 2012). 

3.3.4 Integrated marketing communication  

The concept of integrated marketing communication (IMC) is an approach for reaching 

consumers at each point at which they come into contact with a brand (Kehinde, 2011; Valos 

et al., 2016). Percy (2014: 3) defined IMC as “the planning and execution of all types of 

advertising-like and promotion-like messages selected for a brand, service, or company, in 

order to meet a common set of communication objectives, or more particularly, to support a 

single positioning”. From this definition, IMC is a strategically coordinated plan to 

communicate a consistent message to consumers. Rather than looking at the marketing 

communication effort as individual functions, such as advertising, social media and sales 

promotion, etc. IMC looks instead at the effort as a holistic, integrated phenomenon (Boone 

and Kurtz, 2007; Patti et al., 2017). IMC tries to see the message from the consumer’s 

perception, strategically considering where and under what circumstance one might be facing 

a brand, providing relevant and customised messaging through a variety of channels 

(Kehinde, 2011). In addition, IMC is used to determine how greater value can be transferred 

by the organisation to customers, helping it to develop closer relationships with them (Lu et 

al., 2015; Eberechukwu and Chukwuma, 2016).In addition, it aims to achieve impressive 

sales and to build a strong brand image in the customer’s memory so that positive word-of-

mouth is shared with others, expanding brand awareness (Naeem et al., 2013; Eberechukwu 

and Chukwuma, 2016). 

IMC is designed to help organisations achieve their objectives.This avoids the need to create 

separate messages for each medium without regard to what is expressed through other 
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channels (Kehinde, 2011; Valos et al., 2016). Eberechukwu and Chukwuma (2016: 576) 

identified three components of IMC: 

- Consumers: consideration should be given to how they receive information as well as to 

how the delivery of that information affects the form and content of messages. 

- Communication channels: the effectiveness of each potential channel is taken into accoount 

in IMC strategy. 

- Results. This aspect considers how the level of intricacy in IMC strategies leads marketers 

to measure results by designing new ways. 

3.3.5 Impact of marketing communication tools on brand building  

Marketing communication helps customers to understand what a brand stands for and its 

value (Fill, 2006). The way in which marketing tools are used to build brands is determined 

strategically by the role that the brand is expected to play in achieving an organisation’s goals 

(Fill, 2009).   

Fill (2005) argued that marketing communication tools can play several roles in brand 

development by informing, updating, and reminding customer about the brand. Whatever the 

role, financial resources are the major determinant in all organisations (Owen et al., 2001). If 

the budget is high, advertising will be the main tool with which brand name associations are 

shaped, in addition to the use of personal selling. However, if limited financial resources are 

available, other tools such as sales promotion, public relations or direct marketing will be 

used (Tsikirayi et al., 2013). 

Studies have shown that advertising helps in building a succesful brand (Makasi, 2014: 

(Alhaddad, 2015). Advertising has a central role to play not only in developing the overall 

brand image but also in building upon the brand identity (Yeshin, 2006). In addition, 

advertising has an effect on brand recall, increasing customer awareness of the brand 

(Alhaddad, 2015: Karam and Saydam, 2015). Awareness is created through marketing 

communications, and particularly advertising which is considered as the main 

communications tool for products and services in consumer markets (Keller, 2009; Fill and 

Hughes, 2013). Schulz (2012) argued that repetitive advertising increases the chance that a 

brand will feature in lists of customer choices, facilitating the customer’s selection of the 

brand. The impact of advertising is based on both the amount of money invested as perceived 
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by customers, and the types of message transmitted (Ghodeswar, 2008; Schulz, 2012; 

Salelaw and Singh, 2015).Many authors have illustrated how brand messages transmitted 

through advertising help in developing mental pictures of the company’s trademark in the 

customer’s mind (Dall’Olmo Riley, 2009: Keller, 2009; Marla et al., 2015). . 

Personal selling is considered to be an influential factor in shaping customer perceptions of 

brands (Ghauri and Maqsood, 2011). It contributes to the development of customer 

perceptions of service quality through the seller’s attitude, behaviour and knowledge. These 

factors play a crucial role in the development of a brand image for services (Singh and 

Pattanayak, 2014). Thus, personal selling is a very important tool in shaping opinions and in 

determining brand associations (Keller and Lehmann, 2006). 

Various studies have found that sales promotions, and particularly price promotions, have an 

inverse relationship with brand equity compared to other communication tools (Palazón-

Vidal and Delgado-Ballester, 2005; Okyere et al., 2011). Selvakumar et al. (2011) indicated 

that the customer percieves a negative relationship between brand equity and the need to use 

incentives for sales that affect the established level of prices. Sales promotions are a way to 

differentiate a brand from other competitors in a short-term boost to sales (Villarejo-Ramos 

and Sánchez-Franco, 2005).  

Public relations tools can establish brand awareness through recall and recognition. Public 

relations are concerned with the management of communications between a company and its 

stakeholders (Dozier, 2005), and can help organisations to achieve their aims by forming 

relationships with strategic members of the public (Kitchen and Moss, 2016). These tools are 

important in promoting ideas, community relations, and relationships with customers. PR is 

an ongoing strategic effort to communicate and develop relationships with the public 

(Khodarahmi, 2009).   

Direct marketing is a tool which allows the organisation to reach its audience, boosting their 

awareness and interest by sharing information about goods or services, to promote them to 

shape brand image and to build loyalty towards the brand (Fill, 2009). Once customers are 

aware of the brand, a strong and positive brand image can be formed by direct marketing 

(Keller, 2001; Fill, 2009). Direct marketing targets customers by delivering personalised 

messages in order to obtain an immediate response and to build relationships with them 

(Masterman and Wood, 2006; Kotler and Armstrong, 2010). 
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The internet can be an effective tool in building a brand. Chaffey et al. (2013) asserted that it 

offers new opportunities to build a strong brand, and can create or support the association 

with and involvement of the target core market. According to Kotler et al. (2011) and Kotler 

and Keller (2012), marketing communication is also a way to build brand equity. As 

explained in Figure (3.8), marketing communication contributes to brand equity by creating 

brand awareness and images of, responses and connections to, and relationships with the 

brand. 

To achieve effective communication about their products and brand values, organisations 

should very carefully determine the objectives of marketing communication select the 

communication channels and decide on the marketing mix to be used.  

Figure 3.8. Integrating marketing communications to build brand equity 
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3.4 Research model guide 

Figure (3.9) serves as a guide for collecting the relevant data for this study; it attempts to 

gather all the elements and factors required for developing destination branding. The guide 

model is based on extracts from the literature pinpointing the major impacts in the related 

areas. It is based on the views of Cai (2002: 70); Kapferer (2012: 80); and Tsiotsou and 

Goldsmith (2012: 73). These views are presented and discussed in the literature review. The 

guide model also adopts Tsiotsou and Goldsmith’s (2012: 73) ideas on developing destination 

branding in tourism. 

The guide model aims to explain the relationship between the supply perspectives and the 

demand perspectives on developing a destination brand. It will help researchers to develop a 

theory for an Oman brand as a tourism destination, which is the main aim of this study. 

Figure 3.9. The research model guide for this study  
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components of building brand equity. For developing a destination brand, the creation of a 

brand identity should not be confined to the visual aspects; instead, it should include the 

emotional relationship between the destination and the potential market. A brand identity 

represents how the brand wants to be perceived; it leads to the brand image and is situated on 

the supply part (Norgan et al., 2002). A brand identity should help establish a relationship 

between the brand and the customer by generating a value proposition involving functional, 

emotional or self-expressive benefits (Aaker, 1996). It also pays particular attention to noise. 

Noise is one of the communication process components. It is anything that distorts the 

message (i.e. different perceptions of the message, language barriers, interruptions, emotions 

and attitudes) (Gronroos, 2004; Minkiewicz et al., 2007; Ghodeswar, 2008). It is important to 

identify the communications gaps between two sides because noise is a complicating factor 

that may influence the quality of reception and/or its feedback (Fill, 2005; Egan, 2014). This 

may be due to the fact that the number, content and attraction of other messages both within 

and outside the channel distract the receiver (Egan, 2014).  

The demand side focuses on brand knowledge which comprises brand awareness and brand 

image. Brand image is a significant factor in determining the emotional influence that brand 

has on consumers as a result of their perspective of brand attributes (Kehinde, 2011; Ebrahim 

et al., 2016). Many studies emphasised that image is an independent variable representation 

of how tourists feel about a destination, influencing visitors intention and behaviour such as 

destination choice, repeater behaviour and tourist satisfaction (Tasci and Gartner, 2007; 

Lopesi, 2011; Seyidov and Adomaitiene, 2016; Madden et al., 2016). Both holistic image and 

specific destination attributes were found to impact consumer behaviour related to before, 

during, and after visiting the destination (Echtner and Ritichie, 1991, 2003). 

 

Karmokar (2014) states that in developing a successful brand, the marketer needs to develop 

a high level of brand awareness which is necessary for the formation of the brand image 

(Yusof and Ismail, 2016). Brand awareness plays an important role in consumers’ choice as it 

can affect perceptions and attitudes and encourage loyalty (Keller et al., 2008). A strong 

destination branding insulates itself from the competition threat by creating a positive image, 

brand message, emotional responses besides recognition, differentiation, consistency and 

expectation (Tuominen, 1999; Schaar, 2013; Chigora and Zvavahera, 2015). 
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The image may define by either its supply side, brand identity; or its demand side, which is a 

perceived image. In order to establish strong destination branding, understanding the process 

of image perception by the demand side and the projection of the supply side is necessary 

(Cai, 2002; Qu et al., 2011; Yusof and Ismail, 2014; Almeyda & George, 2017). Managers 

and planners create a brand identity for their product, and a brand image that the consumer 

perceives (Tsaur et al., 2016). Tourism destination marketing is responsible for presenting an 

attractive image to the potential visitor’s mind in the tourist markets; this image is often 

formed by the media, tour operators, trust and connectivity, and position and branding. 

However, the development of a brand may be obstructed by many barriers such as terrorism, 

visa procedures and other political issues. The model pinpoints elements that are the core of 

the fieldwork; they are illustrated in the coming chapters.   

3.5 Research questions  

The stakeholders on the supply side include sellers such as tourism operators, governments, 

destination marketers and local people, while the demand side stakeholders are tourists, 

investors and new residents. It is important that the development of destination branding 

should be supported by the stakeholders (Cai et al., 2009; Avinash, 2011). 

From the literature it is concluded that the development of a strong brand should 

involve the views of different stakeholders (Risitano, 2005; Yusof et al., 2014; Hoque, 

2016). Ashton (2014, 2015) argued that more research is required to explore the 

effectiveness of a destination brand from the perspectives of all stakeholders. 

It is very important for destination marketers to consider perceptions on both the demand and 

supply sides. As previously noted, no extensive analysis has been conducted on developing 

destination branding from both the supply and demand sides which make up a unique 

brand (Tsiotsou and Goldsmith, 2012). In addition, there are few studies have examined the 

projected and perceived images of destinations (Farmaki, 2012; Kim and Lehto, 2013: 2). 

Likewise, research into the application of branding techniques to places, and especially to 

tourism destinations, is not adequate (Cai, 2002: 721; Hosany et al.,2006: 2; Blim, and Blim, 

2014: 123). This is why the message behind a destination brand should be a topic to 

highlight.  
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 The present study fills this gap by considering the relationship between the supply side and 

demand side of the tourism market in the development of a brand destination by tourism 

providers in Oman, where the demand side includes potential international tourists and actual 

visitors. Also, it identifies attributes of the Oman brand identity which are offered to visitors 

and considers the brand position and target market strategy. It considers the Oman logo 

components. 

3.5.1 Supply side and destination brand identity    

The supply side of the market includes people who supply the services for a destination’s 

visitors and manage the destination (Marais et al., 2017). Brand identity development is a 

theoretical concept largely understood from a supply-side perspective, although a large 

number of studies focus on the demand-side perception or image of the brand whereas 

fewer studies analyse destination branding from the supply side. Therefore, relevant 

aspects such as brand identity require further research (Konecnik and Go, 2008: 2; Cai et al., 

2009: 70; Suma and Bello, 2012: 89; Yusof & Ismail, 2016; 330). 

Cai (2002) argued that brand identity is critical for the success of a destination brand. A 

strong brand identity that is positively experienced and understood by consumers promotes 

the development of trust, which differentiates the brand from its competitors (Tsaur et al., 

2016). It is thought that the selection of the brand attributes which represent brand identity is 

crucial (Cai, 2002; Risitano, 2005; Wheeler et al., 2011; Tsaur et al., 2016). Also, although 

there are many studies in the tourism literature about brand, little specific literature 

has addressed the logo components and brand design process (Blain et al., 2005: 332: 

332: Pike, 2016: 256). Therefore, the development of a destination brand identity is an 

important issue for destination marketers.  

Research question 1: What are the Oman authorities’ perceptions of the tangible and 

intangible attributes that can be used for developing the brand identity of Oman as a tourism 

destination? 

Research objective 1: To identify the tangible and intangible attributes that currently 

contribute to the brand identity of Oman as a tourism destination. 
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3.5.2 Demand side (perception of potential tourists) 

The destination branding process involves various stakeholders, including potential 

international tourists. Research has demonstrated the importance of a destination’s image for 

the success of tourism destination development. Many studies have examined tourism 

destination images, focusing on measurement and components (Echtner, and Ritchie, 1993; 

Baloglu and McCleary, 1999; Jenkins, 1999; Kapferer, 2012; Marino, 2008; Lopes, 2011). 

However, less attention has been paid to comparisons between the projected and the 

perceived images of destinations (Andreu et al., 2000; Farmaki, 2012; Kim and Lehto, 2013; 

Nedelea, 2016; Mano and da Costa, 2015). In addition, although many studies have been 

conducted on the tourism destination image, there are few studies on the difference 

between the images held by potential tourists and actual visitors to the destination 

(Yilmaz et al., 2009; Wang and Davidson, 2009; Lim, et al., 2014; Kong et al., 2015; Jani 

and Nguni, 2016). 

Potential international tourists are influenced by image when they make travel decisions, and 

therefore destination marketers should identify the brand image that will be most attractive 

and advantageous (Keller, 2003). Researchers have suggested that the perceptions of 

consumers are important in the development of destination branding (Kaplanidou and 

Vogt, 2003; Pike, 2014; Dickinger and Lalicic, 2015; Roy and Hoque, 2015). Tsaur et al. 

(2016) added that few studies have considered the relationship between the images 

perceived by visitors and other stakeholders. To fill this gap, this study conducts a 

comparison of supply-side projected images and demand-side perceived images, and also 

considers the different perceptions of actual and potential visitors. It analyses the image of 

Oman components.   

Research Question 2: What are the perceptions of the intangible and tangible attributes of 

Oman as a tourism destination held by potential international tourists? 

Research Objective 2: To identify the perceptions of intangible and tangible attributes of 

Oman as a tourism destination held by potential international tourists (the demand side). 
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3.5.3 Communication marketing  

Marketing communication is the best way to build brand destination. Dębski (2013: 263) 

defined marketing communication, such as between a brand and its audience, as a collective 

term for all acts of communication used in the marketing of goods and services. According to 

Kapferer (2008: 22) and Lovelock and Patterson (2015: 220), communicating about the brand 

to customers is essential for a destination’s su#ccess since it is through communication that 

the value proposition which the firm is offering is explained and promoted. In addition, 

Kapferer (2008) and Tsiotsou and Goldsmith (2012) have highlighted the concept of noise in 

the communication process, which affects the message before it reaches the customer and 

causes a gap between supply and demand sides. It is very important for international 

marketers to be aware of any barriers to communication such as cultural noise which may 

prevent the message from being interpreted correctly before reaching the customer (Ferrell, 

2008; Manchaiah and Zhao, 2012; Dębski, 2013; Singh, 2014). 

This gap is filled by considering the communication market as one of the leading components 

for developing brand destination and identifying noise (gaps) from the perceptions of both 

demand and supply sides. 

Research Question 3: What communication gaps can occur between supply side and demand 

side regarding how to communicate the Omani brand identity?  

Research Objective 3: To analyse the potential communication gaps between supply and 

demand regarding how to communicate the Omani brand identity effectively. 
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Table 3.1. Research aim, objectives and questions, literature citations and gaps in the literature 

 

Research 

questions 

Research 

objectives 

Literature Citations Literature gap 

Q) What are the 

Oman authority 

perceptions the 

tangible and 

intangible 

attributes that can 

be used for 

developing the 

brand identity of 

Oman as a 

tourism 

destination? 

O 1- To identify the 

tangible and 

intangible attributes 

that currently 

contribute to the 

brand identity of 

Oman as a tourism 

destination. 

 

(Risitano,2005; Wagner, & Peters, 

2009;Yusof et al.,2014 

;Ashton,2014;2015; Hoque, 2016) 

More research is required to 

explore the effectiveness of 

the destination brand from 

the different stakeholders’ 

perspectives 

Tsiotsou and Goldsmith 2012  No more studies on 

developing destination 

branding from both the 

supply and demand sides. 

(Konecnik &Go, 2008; Wheeler et 

al.,2011; Yusof & Ismail, 

2016;Tsaur et al., 2016) 

Few studies consider supply-

side perspective (brand 

identity) for developing a 

destination brand. 

Blain etal., (2005; 332) Little literature on tourism 

covers brand logo 

components 

Q2-What are the 

perceptions of 

intangible and 

tangible attributes 

of Oman as a 

tourism 

destination held 

by the potential 

International 

tourists? 

O2- To identify the 

perceptions of 

intangible and 

tangible attributes 

of Oman as a 

tourism destination 

held by the 

potential 

International 

tourists (the 

demand side). 

(Andreu etal., 

2000;Farmaki,2012;Kim& 

Lehto,2013; Mano& da Costa, 

2015; Nedelea,2016  ) 

Few studies examine 

projected and perceived 

images of the destination. 

(Kaplanidou and Vogt, (2003); 

Pike, 2014; Roy& Hoque, 2015; 

Dickinger& Lalicic, 2015) 

The perceptions of visitors 

are important for developing 

destination branding. 

(Yilmaz etal.,2009;Wang& 

Davidson,2009;Lim, 

etal.,2014;Kong etal.,2015;Jani& 

Nguni, 2016) 

Few studies have focused on 

the different images held by 

potential tourists and actual 

visitors 

Q3-What 

communication 

gaps can occur 

between a supply 

side and demand 

side regarding 

how to 

communicate the 

Omani brand 

identity? 

O3-To analyse the 

potential 

communication 

gaps between 

supply and demand 

regarding how to 

communicate the 

Omani brand 

identity effectively. 

Kapferer, 2008;Ferrell, 2008; 

Tsiotsou& Goldsmith 

2012;Manchaiah& Zhao,2012; 

Dębski,2013;Singh, 2014).  

It is essential for an 

international marketer to be 

aware of any factors 

influencing the process of 

communicating with the 

customer. This factor causes 

a gap between supply and 

demand sides before the 

message reaches the 

customer. 
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3.6 Summary  

This chapter has introduced and discussed the guide model that will be used in this study. The 

model is based on previous models and theories of destination branding development. Some 

elements are discussed in more detail than others due to their importance and usefulness in 

serving the aims of the fieldwork. As discussed in the literature review, several models of the 

development of destination branding highlight the diverse elements of tourism destination 

branding. Cai et al. (2009), Selby (2004), Del Chiappa and Bregoli (2012), Tsiotsou and 

Goldsmith (2012), Yusof et al. (2014) and Kiralova and Pavlíceka (2015) have asserted that a 

destination brand should be built based on both the supply and demand sides of the market, 

while Kaplanidou and Vogt (2003), Anhlot (2009), Pike (2014) and Roy and Hoque (2015) 

stressed that marketers should consider the perceptions of visitors (the demand side) in 

developing destination branding. 

Konecnik and Go (2008) even go on to say that few studies from the supply side perspective 

focused on brand identity development, particularly in the tourism destination branding 

context. However, none of the models cited above gives details of how to build and develop a 

brand for a specific destination. This chapter also reviews the communication market 

concept. 
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CHAPTER FOUR: RESEARCH METHODOLOGY 

 

4.1 Introduction 

The aim of this chapter is to discuss the methodology, planning and implementation phases 

for the research study. Following the research model guide this study adopts a mixed method 

to examine both demand and supply sides, in order to define the current research components 

and tools. It starts by defining the research paradigms, the epistemological and theoretical 

perspectives of the research, and justifying the selection of the research paradigm. This is 

followed by a detailed definition of the research approaches.  

4.2 Research philosophy  

Understanding research philosophy is essential for knowing how to approach a research 

project (Denscombe, 2014; Shannon-Baker, 2016). The research philosophy is the initial 

stage which considers how the data about a phenomenon should be collected, analysed and 

applied (Mackenzie and Knipe, 2006). The adoption of a suitable research philosophy helps 

the researcher to identify a strategy and choose the methods to conduct a study (Saunders et 

al., 2015). It supports the researcher in identifiying the research design (Jackson, 2013). Thus, 

the researcher should choose the ontology and epistomolgy to fit the research aim and 

objectives and the appropriate data collection method (Pasian, 2015).   

According to Collis and Hussey (2009: 55), the research philosophy is the use of reason and 

argument in seeking truth and knowledge, especially of ultimate reality or of general causes 

and principles. The research philosophy is also known as the research paradigm (Mkansi and 

Acheampong, 2012). Paradigms refer to the beliefs, assumptions, values and practices shared 

by a research community (Lyons and Coyle, 2016). Different research paradigms result from 

their views on the nature of the world and how knowledge can be acquired (Mackenzie and 

Knipe, 2006), based on ontology (reality), epistmology(knowledge) and metholodgy (Guba 

and Lincoln, 1994). Ontology is the philosophy of the nature of reality a researcher 

investigates (Collins, 2010: 37). Epistemology is the branch of philosophy that studies the 

theory of knowledge with regard to its method: the nature of the method, the sources and the 

limitations of human knowledge (DeRose, 2005). Methodology is a system of principles, 

practices and procedures applied to a specific branch of knowledge (Peffers et al., 2007). 
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Research paradigms have been  classified into four main philosophies: positivism, 

interpretivism, realism and pragmatism (Saunders et al., 2015).  

4.2.1 Positivism 

Positivism is a research paradigm that is widely used in the social sciences (Aliyu et al., 

2014). Hunt (2002: 7) defined positivism as “a systematically related set of statements, 

including some law-like generalization, which is empirically testable”. The postivist 

paradigm is the basis for the quantitative method and is applied in studies of human 

behaviour and science (Aliyu et al., 2014). It is based on precise objective measures that are 

analysed by the use of statistical tests (Smith et al., 2015). This philosophy is based analytical 

interpretation of quantifiable data through an objective approach and the research findings are 

usually observable and quantifiable (Collins, 2010).  

Postivism is based on deductive logic with precise empirical observations of individual 

behaviour and a large population sample size to collect data (Bryman and Bell, 2011; Aliyu et 

al., 2014) to deliver reliable results (Cherkaoui, 2014). It is commonly used to test theories to 

increase the understanding of phenomena (Bryman and Bell, 2011). The positivism 

philosophy is used by the demand side; it is justified in the next section. 

4.2.2 The pragmatic paradigm 

 

Pragmatism is a paradigm for social research (Feilzer, 2010; Sekaran& Bougie,2016). It was 

defined by Morgan (2007, cited in Shannon-Baker, 2016: 319) as a way to summarise 

reserchers’ beliefs about their effots to create knowledge. It is characterised by an emphasis 

on communication and shared meaning, in order to create practical solutions to social 

problems (Shannon-Baker, 2016).  

According to Creswell (2014), pragmatism is a philosophical foundation for the mixed 

method approach and plays an important role in conducting research and interpreting results. 

It can be applied to yield a better result (Saunders et al., 2015). 

The pragmatic approach entails both qualitative and quantitative research methodologies to 

collect information and make inquiry into complex phenomena of social and natural contexts 

(Creswell and Clark, 2011). Therefore, it is an attempt to reconcile objectivism and 

subjectivism, facts and values and different contextual experiences (Saunders et al., 2015). To 

the pragmatist, the mandate is not to find truth or reality, the existence of which are 
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perpetually in dispute, but to facilitate human problem solving and to gain the kind of 

understanding necessary to deal with problems as they arise (Pansiri, 2005: 196). The 

pragmatists believe that reality is constantly changing and that we learn best through applying 

our experiences and thoughts to problems as they arise (Spector, 2015; Hinojosa, 2017: 1).                                                                                                                                                                                                                                                                                                                                                                                                                          

4.2.3 Realism  

According to Saunders et al. (2015), realism is a philosophical concept that claims to provide 

an account of the nature of scientific practice. Eastwood et al. (2014) defined realism as the 

view that entities exist independently of the theories we postulate about them. Realist 

ontology assumes that there are real-world objects apart from human knowledge. In other 

words, there is an objective reality (Zachariadis et al.,2013;Eastwood et al., 2014). Realism as 

a philosophical paradigm has elements that belong to both positivism and constructivism 

(Krauss, 2005; Sobh and Perry, 2005).  

4.2.4 Interpretivism 

The interpretivist paradigm can be called an “anti-positivist” because it was developed as a 

reaction to positivism. It is also referred to as constructivism because it emphasises the ability 

of people to construct meaning (Mack, 2011: 7).  

Interpretivism as a theoretical framework for qualitative research understands the world as 

one that is constructed, interpreted and experienced by people in their interactions with each 

other and with a wider social system (Antwi and Hamza, 2015: 219). Researchers involved 

with the interpretive paradigm are naturalistic since it applies to real-world situations as they 

unfold naturally (Tuli, 2011: 100). However, the relationship between the researcher and the 

subjects is linked interactively to the findings (Guba and Lincoln, 1994). 

According to Tuli (2011: 100), an interpretive paradigm aims to produce an understanding of 

the phenomena affecting the social context. It focuses on defining the meaning of human 

experience and actions (Levers, 2013: 3). Obviously, interpretive research is often described 

as qualitative to distinguish it from the quantitative character defining traditional research. 

There is some truth to this, but it can be misleading in two respects: first, there are ways of 

using numbers in interpretive paradigm research, just as there are ways within traditional 

research of using non-quantitative data. Secondly, the difference between interpretive and 

traditional research is in the assumptions rather than the kind of data the researchers work 
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with (Tuli ,2011; Sekaran& Bougie,2016). The interpretive researcher tries to study and 

understand a phenomenon through individual interpretations (Sutton& Austin, 2015). 

Methodologically, the method must be hermeneutic and dialectic; it is mainly a qualitative 

method, and the data collection interview techniques are mostly semi-structured or 

unstructured (Harwell, 2011). This philosphy is used for the supply side. Table (4.1) 

compares the research paradigms in social sciences research.  

Table 4. 1. A summarised comparison of the research paradigms 

 Positivism Pragmatism Realism Interpretative 

Ontology Emphasises that a 

researcher is 

external, objective 

and independent 

of that study. 

Researcher is 

external, multiple 

and the objective 

is to choose the 

best answer to the 

research questions 

Researcher is 

objective and he 

exists 

independently of 

the human mind 

but he interprets 

out of the social 

context 

Things are 

socially 

constructed 

leading to 

subjective 

reasoning which 

may change with 

multiple realities 

Epistemology Things are 

observed to prove 

credibility to 

facts, focusing on 

causality and law 

generalisations 

thereby reducing 

phenomena to the 

simplest elements 

Either subjective 

or objective; can 

provide facts to a 

research 

questions, focus 

on practical 

applications to 

issues by merging 

views to help 

interpret data 

Belief that 

observing an 

event proves the 

credibility of 

facts. 

Toward subjective 

meanings of 

social 

phenomena, 

examining details 

and realities 

behind them with 

motivating actions 

 

 

Approach Quantitative Uses both 

qualitative and 

quantitative 

Approach 

depends on the 

research matter. 

Qualitative 

Method Mono-method but 

can use eclectic in 

certain cases. 

Mixed or multiple 

methods 

Method to use is 

based on the 

research problem 

or situation. 

Mixed or multiple 

methods 

Source: (Ihuah and Eaton, 2013: 938) 
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4.2.5 Study Position 

In light of the research objectives, the research questions and the above discussion,  the 

research aim is to analyse the process of developing the Oman tourism brand by examining 

the perspectives of potential tourists, and those of the Omani tourism providers. Therefore, 

the nature of the research aim requires both positivist and interpretivist paradigms. Thus, the 

pragmatic approach is the best choice because it allows for adopting a mixed method to 

analyse the phenomenon of the Omani brand thoroughly. Besides, it is necessary to support 

the inductive approach with deductive thinking to tackle a real-world problem such as the 

present study. Positivism was needed for the demand side because this study aims to identify 

the perceptions of potential international tourists about Oman from a large number of 

respondents, for which quantified data is essential. 

Interpretivism is required for the supply side because it helps to understand the views of the 

Omani tourism providers. Also, it is the most appropriate philosophy to capture the meaning 

of the phenomenon from people with experience and practice in understanding the reality of 

the data subjects. The combination of positivism and interpretivism in one paradigm provides 

a comprehensive understanding of the research phenomena. The choice of research 

philosophy is justified in Figure (4.1).     

                 Figure 4.1. Research epistemology and justification 

 

 

 

 

 

 

 

 

 

 

Oman 

destination 

brand 

phenomena Positivism  
Interpretative 

Pragmatism 

Pragmatism allows the use of mixed methods in social and behavioural research 

which includes both qualitative and quantitative approaches and comprises 

inductive and deductive logic. Its epistemology combines the interpretivist and 

the positivist positions. Its ontology combines both subjective and objective 

points of view to help interpret data (Saunders et al., 2015). 
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4.3 The Research Approach  

Creswell (2013) describes the research approach as plans and steps through which the 

researcher moves from broad assumptions to detailed methods of data collection, analysis and 

interpretation. There are three approaches, deductive, inductive and abductive, which impact 

the research design (Raji Khosla et al., 2012).  

4.3.1 Deductive approach 

Deductive reasoning works from the more general to the more specific (Wilson, 2008: 44; 

Shinder and Cross, 2008: 83). Wilson (2008: 44) and Trochim et al. (2015) added that the 

approach makes use of quantitative measures to develop or test a theory or hypothesis against 

specific data. It aims for generalisation and requires control over data to allow the testing of a 

hypothesis.  

4.3.2 Inductive approach 

Inductive reasoning works the other way, moving from specific observations to broader 

generalisations and theories (Wilson, 2008: 44; Bhatta, 2013; Bergaus, 2015). It uses a 

qualitative method to develop theory as a result of data analysis and it focuses on small 

samples (Pfeiffer, 2008: 43).By its very nature, it is more open-ended and exploratory, 

particularly in the beginning (Wilson, 2008: 44). 

The fundamental differences between deductive and inductive approaches (Pathirage et al., 

2008: 5) are displayed in Table (4.2).  
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Table 4. 2.  Differences between deductive and inductive approaches  

Deduction Induction Study position 

Moving from theory to 

data 

Moving from data to theory This study does not aim to test the theory; it 

focuses on the relevant literature and theory. It 

used a research guide which includes the 

important variables for both demand and supply 

sides to develop a new theory. 

Common with nature  

sciences and social 

Common with social sciences This study in tourism branding belongs to social 

science. 

A highly structured 

approach 

Flexible structure to permit 

changes 

It used the survey to collect a large number of 

respondents from the demand side and understand 

different perceptions from different nationalities. 

Also, semi-structured interviews were used for 

the supply side; the researcher was able to change 

the questions to get the most comprehensive 

answers. 

Explains Causal 

relationships between 

variables 

Understanding meanings 

humans attach to events   

This study needs better understanding of the 

perceptions of both demand and supply sides. 

Selects samples of 

sufficient size to 

generalise conclusions 

Less concern with the need to 

generate 

This study generalises to the theory. 

Source: Saunders et al., (2007); Pathirage et al. (2008: 5) 

 

4.3.3 Abductive Approach   

The abductive approach is fruitful if the researcher’s objective is to discover new things or 

generate new concepts and develop theoretical models, rather than to confirming existing 

theories (Dubois and Gadde, 2002: 559). DePoy and Gitlin (2015: 7) state that using both 

deductive and inductive methods is more useful than using either alone, although it depends 

principally on the experience and intuition of the researcher (Wheeldon and Ahlberg, 

2011:117). Abduction is the process of generating ideas (qualitative data) and evaluating 

hypotheses (quantitative) but in this study evaluates questions (Magnani, 2011).  

Wheeldon and Ahlberg (2011:117) added that the abductive approach uses a mixed method 

through the intersubjectivity of researchers; their understanding is based on sharing meaning. 

This approach to reasoning encourages testing intuitions theoretically and empirically. In this 

respect, Dubois and Gadde (2002) and Eastwood et al. (2014) assert that an abductive 

approach constantly moves from the empirical to the theoretical dimensions of analysis. 

Table (4.3) compares of the three research approaches. 
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Table 4. 3. A summarised comparison of the research approaches 

Research approach Starting point Objective  Findings 

Deductive Beings with a theoretical 

framework that conclusions 

from inductive or abductive 

reasoning. 

Tasting theory  Deductively drawn through 

confirming or falsifying prior 

hypotheses constitute findings; 

statistical generalisability 

Inductive  Empirical observations  Developing theory  Inductively drawn based on 

empirical observation 

constituting findings: 

Analytical generalisability  

Abductive  May start with the real life 

observation and/ or with pre-

perceptions and theoretical 

knowledge 

Developing theory 

through developing an 

understanding of a new 

phenomenon  

Abductively drawn through 

suggesting hypotheses and the 

application of these hypotheses 

to the empirical research 

constitutes findings; Relatively 

generalisable. 

Source: (Kovacs and Spens, 2005, p. 137) 

4.3.4 Study Position  

Based on the social nature of the research aim and objectives that focus on the perceptions 

and views of demand and supply side, mixed method abductive approach is used in this 

study. It comprises both the inductive and deductive philosophical approaches as part of a 

mixed method, in order to achieve a comprehensive inquiry (Magnani, 2011). Analysis of a 

large amount of quantitative data helps the researcher to identify the perceptions of potential 

international tourists (demand side) and their characteristics. Understanding the meaning 

from the views of the supply side to generate the themes will help to develop a new theory.  

4.4 Research Strategy 

Research strategy is important in helping the researcher to answer the research questions and 

meet the objectives (Saunders et al., 2015). The importance of the research strategy is 

measured by the extent to which it serves the research purpose, objectives and research 

philosophy (Saunders et al., 2015). This research uses a case study to investigate the tourism 

brand of Oman in detail and understand Omani authorities’ perceptions and opinion. This can 

help to generate new theory (Lokke and Sorensen, 2014). The research design combines 

different rational decision-making choices, which relate to the overall intention of the 

research through exploratory, descriptive and explanatory methods (Babbie, 2015).  
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4.4.1 Case Study Research 

The case study strategy refers to an analysis of people, events, decisions, periods, projects, 

institutions or other systems which are studied holistically from diverse kinds of perceptions 

by one or more methods (Crowe et al., 2011; Thomas, 2011). It is useful when the researcher 

has little control over events, and when the focus is on a contemporary phenomenon within a 

real-life context (Crowe et al., 2011). Moreover, a case study has the benefit of gaining a full 

picture of the phenomenon from which to obtain analytical insight (Thomas and Myers, 

2015). This study focuses on the developed model for tourism destination branding using 

Oman as a single case study. Therefore, it is better to identify and explore different 

perceptions and opinions of stakeholders about this phenomenon. The study considers supply 

and demand sides, to explore Omani tourism providers’ opinions, and identify and understand 

the potential tourists’ perceptions about Oman. It also identifies the communication gaps 

between the two sides. For these reasons, the case study strategy was selected. 

Case study strategy has been extensively used in tourism research (Ritchie et al., 2005; 

McCool and Bosak, 2015). The use of case studies is considered appropriate, in order to seek 

a deep understanding of the complex social phenomena (Rowley, 2002). In addition, 

Denscombe (2014) believes that case studies focus on one or a few instances of particular 

phenomena, providing an in-depth account of events, relationships, experience or processes 

occurring in that particular instance. Therefore, the case study is a useful tool in the process 

of theory development (Lokke and Sorensen, 2014). A case study strategy is used in tourism 

destination branding because of the need to understand complex social phenomena 

(Adeyinka-Ojo et al., 2014).  

A case study strategy enables the researcher to apply different kinds of research methods 

depending on the context and the research needs, including single or multiple methods (Yin, 

1994). Yin (2003) notes that data for case studies can be collected from many sources, the 

most common being documents, interviews and questionnaires (Yin, 1994; Ihuah and Eaton, 

2013: 940).  

Case studies can consider either single or multiple case designs. Single cases are used to 

confirm or challenge a theory or to represent a unique or extreme case (Tysiachniouk, 2012). 

They support the researcher in conducting in-depth investigations of the phenomenon through 

rich description and understanding (Mir and Jain, 2017). Multiple case designs are allow the 

researcher to obtain data from different sources and to draw conclusions (Adeyinka-Ojo et al. 
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2014). A case study is a strategy for carrying out research which involves an empirical 

investigation of a particular contemporary phenomenon within its real-life context using 

multiple sources of evidence (Robson, 2011).  

According to Mills et al. (2010:838) and Ishak and Bakar (2014), there are different reasons 

for using a single case study: first, when a single case represents a critical situation used in 

testing well-formulated theory to determine whether the theory’s propositions are correct; 

secondly, when the case represents an extreme or unique situation; thirdly, a representative or 

typical case is used when the objective is to capture the circumstances and conditions of an 

everyday or commonplace situation; fourthly, a revelatory case is used where there is 

opportunity to observe and analyse a phenomenon previously inaccessible to scientific 

investigation; and finally, when the same single case has to be studied at two or more 

different points in time. 

This study is a single case as described in the classification of Tysiachniouk (2012). The case 

study consists of three units of analysis: the government of Oman, tourism organisations and 

potential international tourists. These units have, in turn, sub-units, which are the tourism 

officials, senior managers, managers and tourists (non-visit, visit); see Figure (4.2).  

Based on the discussion above, for this study a single case study approach was adopted with 

the mixed method approach, in order to obtain in-depth information, understand the research 

phenomenon and identify potential tourists’ perceptions. It is the best choice because it helps 

the researcher to develop theory (Yin, 2003). Also, as discussed above, a single case study 

can be adopted when the case is representative or typical. 
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Figure 4. 2. A Single- Case Design 

 

 

 

 

 

 

 

 

 

 

4.5 Research methodology 

Methods are techniques of data collection used to obtain results from the research and its 

analysis (Creswell, 2013). Research methodology is a broad process involving collecting, 

analysing and interpreting data (William, 2002: 65). William (2002: 65) also asserts there are 

three common methods: quantitative, qualitative and mixed. The researcher anticipates the 

types of data needed to respond to the research question. This study, as a mentioned above, 

fits within the pragmatism paradigm selected mixed method to collect the data.  Table (4.4) 

exhibits the differences among qualitative, quantitative and mixed methods.  
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Table 4. 4. Qualitative, quantitative and mixed methods approach 

Typically Quantitative 

methods 

Qualitative 

Methods 

Mixed method 

Uses 

philosophical 

assumptions 

Positivist 

Knowledge claims 

Interpretivist knowledge 

claims 

Pragmatic knowledge claims 

Employs 

strategies of 

enquiry 

Survey and 

experiments 

Phenomenology, ground 

theory, ethnography, 

case study, interviews 

Sequential concurrent and 

transformative 

Employs methods Closed questions 

predetermined 

approaches. 

Open- ended questions, 

emerging approaches, 

text or image data 

Both open- and closed- questions, 

both emerging and predetermined 

approaches and both quantitative and 

qualitative data and data analysis. 

Uses practices of 

research as a 

researcher 

Tests or verifies 

theories or 

explanations. 

Identifies 

explanations. 

Identifies variables 

to study. Relates 

variables in 

questions or 

hypotheses. Uses 

standards of 

validity and 

reliability. 

Observes and 

measures 

information 

numerically. Uses 

unbiased 

approaches. 

Employs statistical 

procedures. 

Collects participant 

meanings. Brings 

personal values to the 

study. Studies the 

context or setting of 

participants. Validates 

the accuracy of the 

findings, makes 

interpretations of the 

data, and creates an 

agenda for the change of 

reform. Collaborates 

with the participants. 

Collects both qualitative and 

quantitative data. Develops a 

rationale for mixing. Integrates the 

data at different stages of inquiry. 

Presents visual pictures of the 

procedures in the study. Employs the 

practices of both qualitative and 

quantitative research. 

Source: Creswell, (2009:17)  

4.6. Mixed Methods Research  

Mixed methods are known as the third “methodological movement” (Cameron, 2009; 

Creswell, 2014). A mixed method is the one whereby a researcher mixes or combines 

quantitative and qualitative research techniques, methods, approaches, concepts or languages, 

integrating them into a single study. It can give researchers greater understanding of the 

research problem than separate methods (Johnson and Onwuegbuzie, 2004;; Cameron, 2009; 

Cunha and Manuela, 2013; Creswell, 2014; Saunders et al., 2015; Riazi, 2016).  

Driscoll et al. (2007) assert that mixed method designs can provide pragmatic advantages 

both inductive and deductive research when exploring complex research questions. Mixed 

methods can overcome the limitations of single methods (Saunders et al., 2015). Researchers 
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prefer the mixed method approach because it provides a full picture and deeper understanding 

of the research phenomenon through both traditional qualitative and quantitative research 

methods (Johnson et al., 2007; Wilson, 2013).  

4.6.1 Types of mixed mothods Design  

Creswell (2014: 219) identified three basic mixed method strategy designs, as shown in 

Figure (4.5).  

1- A convergent parallel mixed method is a form of mixed method design whereby a 

researcher merges quantitative and qualitative data in order to provide a 

comprehensive analysis of the research problem. In this design, the researcher collects 

both quantitative and qualitative data and analyses each separately, integrating the 

derived information into the interpretation of the overall results. The purpose of this 

design is to best understand or to develop a more comprehensive understanding of the 

research problem by obtaining different but complementary data (Curry et al., 2013; 

Creswell, 2014). 

2- An explanatory sequential mixed method is one whereby a researcher first conducts 

quantitative research, analysing the results and then elaborating on them, explaining 

them in more detail through the qualitative research methodology. It is considered 

explanatory because the initial quantitative data produces further qualitative data. 

However, it presents challenges represented by identifying the quantitative results to 

further explore, and by the unequal sample sizes of each phase of the study (Curry et 

al., 2013; Creswell, 2014; Saunders et al., 2015). 

3- Exploratory sequential mixed method procedures: the researcher first begins with the 

qualitative research method and then explores the views of the participants. The data 

are then analysed and the information obtained is used to build a second stage. 

However, the challenges to design reside in focusing on the appropriate qualitative 

findings to use and the sample selection for both phases of research. Figure (4.3) 

reveals the mixed method design. In the context of this study, a convergent parallel 

mixed method is applied to examine two perspectives (supply and demand sides) of 

the potential tourists; together with explanatory and exploratory procedures on 

qualitative data from Omani tourism providers to develop a new theory as the main 

aim of this study.  
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 Figure 4. 3.  Basic Mixed Method Design            

                                                     

Convergent parallel mixed methods (Study Position)  
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Source: Creswell (2014:220) &Saunders et al (2015:170)   

 

4.6.2 Choice of research method  

The decision to apply a mixed research method should be based on a number of reasons such 

as the research aim and questions, and the type of data the study needs (Saunders et al., 

2015). This study applied a convergent parallel mixed method. After the data was collected 

and analysed separately, the findings of the two methods were compared; their interpretation 

is presented in chapter seven. Figure (4.4) displays how mixed methods were applied in this 

study. 

This study is guided by: 

The aim of this study is to develop a model for tourism destination branding using Oman as a 
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from the perspectives of potential tourists (demand side) and the Omani tourism providers 

(supply side).  

The study questions:  

Q1- What are the Oman tourism suppliers’ perceptions of the tangible and intangible 

attributes that can be used for developing the brand identity of Oman as a tourism 

destination?  

Q2- What are the perceptions of the intangible and tangible attributes of Oman as a tourism 

destination held by potential international tourists? 

Q3- What communication gaps exist between the supply side and demand side regarding 

how to communicate the Omani brand identity? 

This study chose quantitative for the demand side because it needs a large number of 

respondents to identify their perceptions toward Oman as a tourism destination; this cannot 

be achieved by any other method.   

On the other hand, this study needs more in-depth information from specific groups of 

people who have experience, and more detail related to the Omani brand, therefore 

semi-structured interviews were selected to extract data from the supply side. This 

cannot be achieved by questionnaire or any other method. 
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            Figure 4. 4. Mixed method research in this study 
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4.7 Quantitative Research Method  

Quantitative research methods attempt to maximise objectivity, reliability and generalisability 

of the findings and are typically interested in prediction (Harwell, 2011). This research 

method is linked with figures and statistics and referred to as positivist and deductive (Pelto, 

2017). As mentioned above, the purpose of the applied quantitative research method is to 

identify the demand-side perceptions, opinions, and behaviour toward Oman as a tourism 

destination brand and generalise results from a large sample (Nardi, 2018).  

Quantitative research is about quantifying relationships between variables, which are features 

like weight, performance, time and treatment. They measure a sample of subjects which can 

be tissues, cells, animals or humans (Hopkins, 2008). The other reason for using quantitative 

research in this study is to determine the relationship between a factor (a dependent or 

outcome variable) and another one (an independent variable) in a population (Creswell, 

2013).The relationship between variables can be expressed by using statistics such as 

correlations, relative frequencies, or differences between means (Hopkins, 2008). 

Quantitative research, including surveys and customer questionnaires, can help organisations 

to improve their products and services by enabling them to make informed decisions. 

Quantitative research is about asking people’s opinions in a structured manner so that a 

Quantitative  Qualitative 
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researcher can obtain facts and statistics to guide him/her to get reliable statistical results; it is 

important to survey people in reasonably large numbers and to make sure that they are a 

representative sample of the target market (Kothari, 2012; Saunders et al., 2015; Nardi, 

2018). This study needs to identify a large number of different perceptions from the demand 

side, which can not be achieved by qualitative methods.   

However, quantitative research does not study phenomena in a natural setting or discuss the 

meanings things have for different people, as doe’s qualitative research. The larger the 

sample of people researched, the more statistically accurate the results will be (Ramona, 

2011).  

4.7.1 Data collection tools 

The selection of data collection tools depends on the type of research design, resource 

availability and the time available for the study (Denscombe, 2014; Suresh, 2015). It must be 

based on clearly identified objectives to ensure that the tools are appropriate to the objectives 

(Denscombe, 2014). As the current study is concerned to develop a model for tourism 

destination branding using Oman as a case study, a questionnaire was used to collect 

demand-side data, and semi-structured interviews for the supply side.  

4.7.2 Survey 

The questionnaire is a common instrument for collecting data beyond the physical reach of 

the observer (Keating, 2012; Curry et al., 2009; Malec, 2018). It is widely used for collecting 

survey information, providing structured, often numerical data, being able to be administered 

without the presence of the researcher and often being comparatively straight forward to 

analyse data (Cohen et al., 2013; Nardi, 2018). It can reach a large sample of the target 

population in order to obtain their views, perspectives, perceptions, experiences and feelings 

about Oman as a holiday destination. However, questionnaires should not be too long or 

complicated and they should make it easy for the respondents to give answers that reflect 

their true opinions (Malhotra, 2006).   

This study adopted a self-completion questionnaire as a tool to identify the perceptions and 

attitudes of potential international tourists towards Oman as a tourism destination, because it 

needs different perceptions, from different nationalities (except Omani people), different ages 

and geographical areas such school staff, universities, cities, etc. Also, it is easy to access a 
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large number of potential tourist’s responses with rich data. This made it difficult to adopt 

interviews or focus groups for the demand side.  

 The survey design was similar to that of the measurement system developed by Echtner and 

Ritchie (1993). The constructs of image attributes gathered from previous studies (Chapter 

Two) were used in asking potential tourists to express their perceived images of Oman, rating 

each of the image attributes. Some closed questions gave respondents the opportunity to add 

any extra information.  The questionnaire took approximately 10 minutes to complete. It was 

structured in 2 parts (people visit and non-visit before). The full questionnaire is attached in 

Appendix (2).    
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Table (4.5). Questionnaire constructs  

Research 

objective 

O2- To identify the perceptions of intangible and tangible attributes of Oman as a 

tourism destination held by the potential International tourists (the demand side). 

Construct  Questionnaire constructs and related measurement items Sources adopted 

Tourist travel 

experience  

Q1-(Have you visited the Sultanate of Oman before?) This is a 

general question, whose purpose is to identify respondents’ 

perspectives and distinguished between organic image and 

induced image in terms of experience. 

 

(Gunn, 1972; Lopes, 

2011).      

1-Post-visit perceptions (experiential images) 

Brand image:  

 
Cognitive image of Oman (tangible attributes): 

Q2-How many times, previously, have you visited Oman? 

Q3-What was the main reason for your visit? 

Q4-What influenced you to visit Oman for your last trip? 

Q5-Which places did you visited in Oman? 

Q9-Compared to other destinations that you visited, how do you 

compare Oman’s to these destinations? 

Heung et al., 2001; 

Woodside &Martin, 

2007: Han et al., 

2015: Koubaa, 2008; 

Aziz et al.,2012; Han 

et al.,2015 

 -Affective image (intangible attributes): 

 Q6-How would you describe the atmosphere or mood that you 

experienced while visiting Oman? 

Q7- Did your trip to Oman meet your expectations? 

Q8-Which of the following would give a positive emotion to you 

in relation to Oman?  

 Q11-Would you recommend Oman to your friends or relatives 

Echtner& Ritichie 

(1999, 1993: 

Halliburton 

&Poenaru, 2010; 

Atakora, 2014: Valle, 

et al., 2006; Hsu& 

Cai, 2009; Ahmed, 

2014; Hobbs& 

Lassoued, 2015: 

Haarhoff &Gany, 

2017). 

2-Evaluation of Oman’s image from both visitors’ and non-visitors’ perceptions 

Brand awareness: 

(The awareness of 

the Oman brand 

(logo). 

Q12-What does this logo suggests to you?  

-Nature.    -Desert.     -Mountain.      -Sun. 

- Water.         -   Other, please specific……. 

Q13-Which of the following attributes do you think are 

associated with the Omani logo? 

 -Simple. -Attractive.  -Memorable.   -Conceptual. 

-Funny.  -Safety.   Popular.   Versatile. 

-Other, please specific 

(Rodriguez et al., 

2013:Mindrut et al., 

2015; Kelly, 2017) 

Brand image 

 

 

 

(The questions concerned the images or characteristics, which 

are most readily associated with Oman in potential tourists 

mind).  

Q14-Thinking of Oman as a tourist destination, please state if you 

agree or not with the following statements. (Include 37 attributes 

on a scale). 

Q15- What are the main reasons you would visit Oman? 

Q 17-What would be the main concerns that would deter you 

from choosing Oman as a holiday destination? 

Q 18-What image comes to your mind when hearing about 

Oman? 

Baloglu and 

McCleary,1999; 

Echtner and Ritchie 

1993; Jenkins 1999; 

Huh, 2006; 

Lopes,2011;Qu et al. 

2011; Tibon, 2012; 

Ayyildiz and Turna, 

2013; Toska et al. 

2013). 

 Comparison of Oman with other Arab Countries. 

Respondents were invited to answer the these questions if they 

could: 

Do you believe that Oman differs from other Arab countries?  

-In your own opinion, what is Oman’s key differentiator as a 

tourist destination, relative to other Arab countries? 

Porter,1985; Rondeau 

et al., 2000; 

Koufteros et al., 

2002; Miller et al., 

2008;Gebauer et al., 

2011; Wang et al., 

2011) 

Moderating 

Variables  

Age, gender, employment status, level of education and 

nationality.  

(Lopes, 2011) 
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4.7.3 Survey questionnaire design 

Creswell (2014) observes that there are questions for a survey instrument to satisfy if it is to 

meet the minimum methodological guidelines (see Table (4.6) below). 
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 Table 4. 6.  Checklist for the survey method 

(Creswell checklist 

questions) 

                      Common 

Is the purpose of the 

survey design clearly 

stated? 

Yes.  A self- completion questionnaire as a tool to examine the image of Oman in the international 

market. 

Is the reason for 

choosing the design 

mentioned? 

Yes, this research seeks to understand the demand-side attitudes toward Oman as a tourism destination. 

The survey was the best way to identify the perceptions of potential international tourists. It helps the 

study to collect a large number of responses in a short time at a low cost.   

Is the nature of the 

survey identified? 

Yes, to identify and understand the attitudes and perceptions of potential tourists toward Oman as a 

tourism destination.The survey adopted a similar approach to that of the measurement system developed 

by Echtner and Ritchie (1993); it examines the attributes based on the components of the image. The 

attributes were selected after reviewing past studies (Echtner and Ritchie, 1993; Jenkins, 1999; Huh, 

2006; Qu et al., 2011; Tibon, 2012; Ayyildiz and Turna, 2013; Toska et al., 2013); see Table (2.3). The 

researcher reviewed these studies on destination image measurement to examine the image of Oman. 

Is the population 

together with its size 

mentioned? 

Yes, this study adopted a self-completion questionnaire as a tool to identify the perceptions and attitudes 

of potential international tourists towards Oman as a tourism destination. Itneeds a large number of 

respondents and was therefore the best way to collect information from general people in the street, 

office, shop and coffee shop, etc. It gives the researcher a chance to meet respondents, who can ask any 

question they do not understand. The questionnaire was distributed to the participants from different 

academic institutions in the UK: the University of Salford, Manchester University, Teesside University, 

Liverpool University, Temple Primary School, Abraham Moss Community School (High Phase), the 

Libyan Society in Manchester; and Nero and Costa coffee shops. The population was from nineteen 

nationalities, more males than females, most of them educated (master degree) and in employment. 

Will the population be 

stratified? If so, how? 

For the quantitative data, non-probability sampling techniques are used to achieve the research 

objectives. Convenience sampling techniques are chosen because of their accessibility. 

How many people 

will be involved in the 

sample? On what 

basis was this size 

chosen? 

The population of this study was 430 respondents, comprising two groups: include two groups 38 had 

visited Oman and 392 had not. The minimum sample size required here was calculated using the 

following formula (Saunders et al., 2015: 281:283): Actual Sample Size= (Minimum sample size)*100  

                                         --------------------------------------  

                                    Estimated response rate expressed in %. 

What will be the 

procedure for 

sampling these 

individuals (e.g. 

random, Non-

random)? 

The researcher asked all respondents to complete the survey. The sample of the respondents based on 

convenience is chosen for this study because of the virtue of its accessibility. 

What instrument will 

be used in the survey? 

Who developed the 

instrument? 

Self-completion questionnaire. The survey adopted a similar approach to that of the measurement system 

developed by Echtner and Ritchie (1993); it examines the attributes based on the components of the 

image. The attributes were selected after reviewing past studies (Echtner and Ritchie, 1993; Jenkins, 

1999; Huh, 2006; Qu et al., 2011; Tibon, 2012; Ayyildiz and Turna, 2013; Toska et al., 2013); see Table 

(2.3). The researcher reviewed these studies on destination image measurement to examine the image of 

Oman. 

What are the content 

areas addressed in the 

survey? The scales? 

This study adopted two types of validity, internal and external validity. Internal validity comprised 

content and criterion validity. For external validity the Pearson test was applied for discernment 

validity.The study also employed Cronbach’s alpha for internal consistency reliability, where the values 

are 0.963. 

What procedure will 

be used to pilot or 

field test the survey? 

The survey was tested by PhD students. A pilot study helped the researcher to check the time required to 

complete the questionnaire, and to provide the researcher with feedback..  

What is the timeline 

for administering the 

survey? 

This survey needs 10-13minutes to complete.. 

What are the variables 

of the study? 

All survey questions are analysed. Questions that serve as key variables, these   variables are cited in 

research questions (brand image components). 

How do these 

variables cross-

reference with the 

research questions 

and items on the 

survey? 

In this study the researcher made sure that the survey questions met the research objective of examining 

the demand-side perceptions. Survey is a good tool for examining potential tourists’ attitudes but the 

problem is some respondents do not answer all questions. These questionnaires were excluded from the 

analysis because of missing data. 

Source: Creswell (2014:156,157)   
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4.7.4 Sampling and population  

Sampling means considering a part of a whole population (Saunders et al., 2015). 

Researchers need to adopt a more meaningful term for the sample, in this case the “target 

population” (Saunders et al., 2016). In this study, the target population for the quantitative 

method is potential international tourists, while for the qualitative method it is Omani tourism 

providers involved in the branding process and responsible for marketing Omani tourism. 

4.7.4.1 Sampling techniques  

A sample is a social group of the chosen population or individual units of analysis that form 

the basis for sampling (Wilmot, 2005). It refers to all the elements from which the 

information is gathered in order to solve a particular research problem (Suresh et al., 2011; 

Fowler, 2013). When conducting research, it is important to select respondents who are a true 

representation of the population (Wilmot, 2005; Hinton, 2014). There are three factors 

researchers need to consider when using samples: the nature of the research questions, the 

time available ( qualitative research is less time consuming than quantitative research), and 

the characteristics of the population from which the sample is taken (Suresh et al., 2011; 

Saunders et al., 2015; Ahmed et al., 2016). The sample size for quantitative research is based 

on a large number of respondents, and the emphasis is on generating statistical data. The 

qualitative research sample size is based on a relatively smaller number of respondents 

(Troilo, 2015). There are two main kinds of sampling technique in social research: 

probability or representative sampling, and non-probability sampling (Bryman and Teevan, 

2005; Saunders et al., 2015).  

4.7.4.2 Probability sampling  

  

This is usually used in surveys where the researcher needs to draw conclusions from the 

sample about a population; thus, it is most often used in quantitative research (Bryman and 

Teevan, 2005; Saunders et al., 2015). It accepts that each element of the population has a 

chance of being selected (Saunders et al., 2015). Probability sampling forms include simple 

random, systematic, stratified and cluster sampling, all of which are generally employed for 

quantitative-based studies (Saunders et al., 2016). 
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* Random sampling: Each member of the population is equally likely to be chosen. It is 

characterised by its ease of use and accurate representation of the larger population (Gravetter 

and Forzano, 2011; Creswell, 2014; Saunders et al., 2015).  

* Systematic sampling is frequently chosen for its simplicity and good quality. It is very 

easy to construct and can be performed manually; moreover, it can provide researchers with a 

degree of control and a sense of the process. It less costly and more time-efficient (Black, 

2010). However, if the sample is taken over time, it will be biased as not all members have an 

equal chance of being selected, and this may lead to under-representation of a particular 

pattern (Bryman and Teevan, 2005; Black, 2010; Saunders et al., 2015).  

* Stratified sampling is used when the researcher wants to highlight a specific sub-group 

within the population. This technique is useful because it ensures the presence of the key sub-

groups within the sample (Saunders et al., 2015).  

*Cluster sampling is a technique whereby clusters of participants that represent the 

population are identified and included in the sample; it is easy to use (Jackson, 2012). 

However, instead of selecting all the subjects from the entire population at the outset, the 

researcher takes several steps in gathering the sample population. It is used when 

economically justified, such as when reduced costs can be used to overcome losses in 

precision (Bryman and Teevan, 2005; Jackson, 2012; Stamatis, 2012).   

4.7.4.3 Non-probability sampling 

Non-probability sampling is often cheaper, less resource-intensive and is used in situations 

where probability sampling techniques are either infeasible or unnecessary (Juan et al., 2015). 

Non-probability sampling does not involve random selection, and is generally employed in 

qualitative exploratory research (Babbie, 2001; Bryman and Teevan, 2005; Guetterman, 

2015; Saunders et al., 2015). This technique contains convenience, judgemental, quota, and 

snowball sampling (Guetterman, 2015).  

* Quota sampling  

This is similar to random stratified sampling in that both select units from the strata chosen 

(Gray, 2014). It can be defined as a sampling method for gathering representative data from a 

group (Jackson, 2012), where the aim is to represent the major characteristics of the 

population by sampling a proportional amount of each. However, the quota frame in each 
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category must be accurate; this is difficult to realise because it may be hard to find up-to-date 

information on certain topics (Babbie, 2001; Saunders et al., 2015). 

* Purposive sampling  

This is known as judgement, selective or subjective sampling. The researcher selects the 

sample based on his or her judgement about some appropriate characteristics required by the 

sampling members (de Leeuw et al., 2008). However, as this sampling is not random, it may 

be open to selection bias and error. The aim of purposive sampling is to focus on the 

particular characteristics of a population that are of interest to the researcher and that best 

enable him/her to answer the research questions (Bryman and Teevan, 2005; Saunders et al., 

2015).  

*Snowball sampling  

This is a common method used when it is difficult to identify all the elements included within 

the population (Saunders et al, 2015) or the study sample is limited to a very small sub-group 

of the population (Suresh, 2015). Studies that involve the application of this particular 

sampling technique claim that it can be completed within a short time (Bryman and Teevan, 

2005). However, the researcher has little control over the sampling method, and it is not 

possible to determine the actual pattern of the population distribution (Salganik and 

Heckathorn, 2004). It is used when the researcher is unable to identify the appropriate 

participants to be interviewed. Its call snowball sampling because the process that starts first 

from small state and build itself becomes bigger and bigger (Woodley& Lockard,2016). 

* Self-selection sampling 

This is a popular sampling technique in many areas of science that require human subjects, as 

well as human trials within the pharmaceutical industry. It is an effective sampling strategy in 

experimental research settings (Bryman and Teevan, 2005). 

* Convenience sampling 

Convenience sampling relies on data collection from people who are conveniently available 

(Woodley& Lockard, 2016). The researcher uses the means available to study a particular 

subject. A convenience sampling procedure allows the researcher to be opportunistic, basing 

his research on defined sampling criteria (Teddlie and Yu, 2007). Numerous researchers 

prefer this sampling technique because it is fast, inexpensive and easy and the subjects are 

readily available (Bryman and Teevan, 2005; Suresh, 2015). The advantage is the high 
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accessibility to respondents; thus, it is the sampling technique that best meets the research 

needs for large and various respondents. Data collection can be facilitated in a short time. 

However, many researchers did not encourage to adopted convenience method because 

inability to generalise research finding.    

4.7.4.4 Sample selection process 

The selected samples must be representative in order to allow the researcher to generalise the 

research findings and results. In order to address what or who to sample, it is important to 

consider the aim of the study. For this study two non-probability sampling techniques is 

selected because it based on mixed methods (quantitative and qualitative): convenience and 

purposive sampling. 

The focus of the study is to develop a model for tourism destination branding using Oman as 

a case study, requiring sufficient representation and a balance of knowledge and experience. 

Specifically, this study collected primary data related to customers’ perceptions of Oman as a 

tourism destination.  

 

For the quantitative study, convenience sampling was chosen instead of random sampling 

because of time constraints and accessibility, enabling the researcher to survey a large 

number of respondents from different nationalities in a short time. This included stopping 

people in the street or surveying friends and colleagues (Babbie, 2001); that is the researcher 

can use any subject available to participate in the research study. In fact, the researcher 

distributed the questionnaire in public places such as coffee shops, schools and university 

offices. Convenience sampling is usually used in market studies because of it easy for the 

researcher to obtain large amounts of data very quickly (Ebrahim et al., 2016). Therefore, this 

method was the most appropriate sampling technique for this study. 

4.7. 4.5 Sample size 

Determining the appropriate sample size is a very important a step because it has been 

concluded that the larger the sample size can improve generalisation of study findings, and 

help minimise sampling error (Wang and Park, 2016).    

For the quantitative method, the suggested sample size was 500 respondents (Gillbert, 1988; 

Saunders et al., 2015; Sherrie, 2015). This provides a 95% confidence interval with a margin 



121 
 

of error of ±5%. The minimum sample size required for a population between 500,000 and 

1,000,000 is 384 (Saunders et al., 2015: 281).  

4.7. 4.6 Response rate for the questionnaire 

In the research context, “population” refers to all the members of any defined group to which 

the research results apply (Mishra, 2009).   

The questionnaire was distributed to the participants from different academic institutions in 

the UK: the University of Salford, Manchester University, Teesside University, Liverpool 

University, Temple Primary School, Abraham Moss Community School (High Phase), the 

Libyan Society in Manchester; and Nero and Costa coffee shops. It was distributed manually 

over 24 days in May 2016, to individual respondents who were monitored by the respondent 

while they completed it.   

The sample includes people with various backgrounds and nationalities. 600 questionnaires 

were distributed among the potential international tourists. 430 usable questionnaires were 

completed and returned. 112 questionnaires had been not returned. 58 questionnaires were 

excluded from the analysis because of a large amount of missing data. This represents at72% 

response rate; see Table (4.7).  

Table 4. 7. Response rate of the questionnaire  

Questionnaire Distributed Returned Response rate 

Measure the image of Oman in 

international market 

600 430 72% 

 

4.7.4.7 Justification for selecting international potential tourists 

The present study has chosen potential international tourists to represent a broader range of 

visitors to Oman from different regions, backgrounds and nationalities. Furthermore, 

international tourists may have different preferences for Oman’s attributes; they may also 

have various perceptions of Oman’s image and diverse expectations of a certain destination. 

In tourism destination, attributes may be perceived differently by tourists of different cultures 

coming from different countries. Thus, their evaluation of the important attributes of Oman’s 

image might be more valuable than that of one particular group of tourists. Similar studies 
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have examined international tourists (Sonmezand Graefe, 1998; Chon, 1990; Henkel et al., 

2006; Baromey, 2008; Philemon, 2015).  

4.7.5 Pre-testing (piloting) the questionnaire 
 

When the questionnaire was developed, great care was taken to ensure that the wording of the 

questionnaire was clear, simple and easy to comprehend without compromising the objectives 

of the study. However, an essential step that was taken before data collection was the pilot 

study. Piloting study allows the researcher to identify any poorly worded questions, questions 

that might be considered offensive or questions that might have revealed the researcher’s bias 

(Wimmer and Dominick, 2010). It also examined whether the expected time required to 

complete the questionnaire of ten minutes was sufficient and to ensure that the respondents 

had no difficulty in understanding the questions. The ultimate objective was to promote the 

reliability and validity of the study. A pilot study enables the researcher to develop, adapt, or 

check the techniques’ feasibility, determine the reliability of the measures and/or specify the 

size of the final sample. The pilot study should follow the same sampling procedure and 

techniques as the large study (Hopkins, 2010; Thabane et al., 2010).  

The survey used in this project was pilot-tested on 20 PhD students from the University of 

Salford Business School, since they are potential tourists and provide feedback. The 

questionnaire was self-administered. Only 11 questionnaires were returned, with no negative 

comments; the participants agreed that it took no more than ten minutes to complete. The 

researcher was satisfied with this number because all the 11 respondents agreed that the 

questions were clear and the time was reasonable. One student found the last column in 

question 14 (I don’t know) unimportant, especially at the end of the table (see Appendix 1). 

The researcher agreed with this comment because there is “neither” in the scale. The data 

collection process began after the questionnaire was finalised. 
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4.7.6 Validity and reliability 

The use of validity and reliability is common in quantitative methodology for good and 

convincing results (Golafshani, 2003).  

4.7.6.1 Validity  

The data collection instrument is valid if it measures what it is intended to measure (Sullivan, 

2011; Zohrabi, 2013). In relation to research strategy, there are two types of validity: internal 

and external. External validity indicates the extent of generalisation of the findings. It was 

achieved through examining discernment and convergent validity (Chapter Five). Internal 

validity demonstrates how a study’s design excludes errors (Zohrabi, 2013).    

According to Creswell (2014), there are three types of internal validity for surveys: 

1- Content validity, which is concerned with the extent to which the measurement scale 

appears to measure the characteristics that it is supposed to measure. 

2- Criterion validity, which is the ability of the questions to make accurate predictions. 

3- Construct validity, which is a measure that refers to the extent to which the questions 

measure the presence of the constructs that the researcher intended to measure within 

the intended interpretation of the variables.    

In this study, all three forms of validity were determined in order to confirm the validity of 

the research. The survey adopted a similar approach to that of the measurement system 

developed by Echtner and Ritchie (1993); it examines the attributes based on the components 

of the image. The attributes were selected after reviewing past studies (Echtner and Ritchie, 

1993; Jenkins, 1999; Huh, 2006; Qu et al., 2011; Tibon, 2012; Ayyildiz and Turna, 2013; 

Toska et al., 2013); see Table (2.3). The researcher reviewed these studies on destination 

image measurement to examine the image of Oman. The supervisor assessed the relevance of 

the content in the questionnaire and interview questions and gave his feedback to the 

researcher. Table (4.5) displays a checklist for the survey method.   

4.7.6. 2 Reliability  

Andrew et al. (2011) defined reliability as the extent to which a research instrument yields 

findings that are consistent each time it is administered to the same subjects. To achieve a 

high level of reliability, the researcher employed a mixed method approach (qualitative and 
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quantitative research methods) in data collection. In addition, the study used Cronbach’s 

alpha to assess reliability for survey measurements.   

There are several approaches to assessing reliability of scale (Drost, 2011; Saunders et al., 

2015), such as test-re-test, which is obtained by correlating data collected with those derived 

from the same questionnaire under near-equivalent conditions; internal consistency; and 

alternative form. They are used to assess the consistency of a measure from one time to 

another. Internal consistency involves correlating the responses to questions in the 

questionnaire with one another as it involves the consistency of responses to a set of 

questions that are combined as a scale. In addition, alternative form entails comparing 

responses to alternative forms of the same question or groups of questions, 

This study used internal consistency as an approach to assess reliability because the other two 

approaches are difficult to adopt; for example, in the test-re-test approach people find it 

difficult to answer the same questionnaire twice (Saunders et al., 2015). Internal consistency 

reliability was used to assess the level of correlation between items of measurement 

(Saunders et al., 2015).  

This study employed Cronbach’s alpha, widely used to measure internal consistency, by 

examining the construct of the questionnaire as part of factor analysis (see Chapter Five). 

According to Wong (2013), the lower limit for Cronbach’s alpha is 0.70 but it can be lowered 

to 0.6 in exploratory research. Table (4.8) summarises the results of internal reliability of the 

scales using Cronbach’s alpha, where the values are 0.963. This is above 0.7, implying that 

the findings are reliable and the constructs (items) in the scale consistent and can be referred 

for further study. 

                                                        Table 4. 8. Reliability statistics 

 

 

 

 

 

Cronbach's Alpha N of Items 

.963 430 
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4.7.7 Quantitative data analysis and statistical methods 

 

As already mentioned, the questionnaire covered two groups: people who have visited Oman 

before and people who have never been. Statistical Package for Social Science (SPSS) 

version 23 was used to analyse the quantitative data. The chapter on analysis is divided into 

three parts: people who have visited Oman, the comparison between visitors and non-visitors, 

and the whole sample. The descriptive statistical analysis of the data in terms of frequencies 

and percentages summarises the demographics of the study population, in a simple way.  

This study applied parametric tests to identify the difference between the two groups: T-test 

and ANOVA test. Factor analysis was used to identify demand-side perceptions. Maximum 

likelihood was used to estimate the factor loading and to improve the resolution.   

Cross-tabulation was used to discover if there is any relation between variables such as Oman 

brand and education level, or physical atmosphere.  The Pearson Correlation test was used to 

measure the external validity.  

 

Table 4. 9 Summarise the tests used for quantitative analysis 

Test name Use for 

Descriptive statistical To describe the collected data in terms of frequencies and percentages. 

T- test and ANOVA test To identify differences between visitors and non-visitors. 

Factor analysis To identify the demand- side characteristics. 

Maximum likelihood To estimate the factor loading and to improve the resolution.   

Cross- tabulation To discover any relationships between variables. 

Pearson Correlation To identify the strength of the correlation between variables. 

 

4.8 Qualitative research method 

A qualitative study can be defined as an investigative process of understanding a human or 

social issue or problem (Abdulai and Ansah, 2014; Creswell, 2014). The aim of the 

qualitative research method is to develop concepts that can help us to understand people’s 

perceptions and attitudes in particular situations (Kelly, 2010). Qualitative techniques were 

conducted for the supply side in order to produces detailed descriptions of Omani tourism 

providers’ feelings, opinions and experiences (Creswell, 2014), and discover themes from 

which to develop theory.  

Creswell (2014) states that in a qualitative study a theory may come into sight through the 

data collection and consequent data analysis stage, or be incorporated in later stages as a way 
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of comparing and contrasting results with other theories. Qualitative researchers view 

knowledge as constructed, in that it is established through the meanings attached to the 

phenomena studied (Atieno, 2009; Harwell, 2011; Morris, 2011). The process of qualitative 

research involves questions and procedures where data is collected from the interviwees and 

analysis inductively builds theory (Al-Busaidi, 2008; Kelly, 2010; Creswell, 2013).  

4.8. 1 Semi-Structured interviews 

In order to achieve the research aim and objectives, it was essential to interview informed 

Omani providers who have more experience and knowledge about Oman’s tourism brand. 

Before conducting the interviews the researcher discussed the research aim and objectives 

and the importance of the study to the Omani tourism sector, to encourage interviewees to 

give more detail related to the Oman brand.   

Semi-structured interviews support the researcher to:  

 Gain a better understanding of the research context and to find out the central themes 

that need to be focused on. 

 Develop the theory which is the main aim of this study as mentioned above.  

 Explore the brand attributes involved in the projected Omani image and identify the 

communication marketing tools which Oman authoritie chose to communicate with 

the target market.  

The term semi-structured interview refers to an interview technique which allows a 

researcher to use a relatively flexible questioning approach (Gill et al., 2008; Saunders et al., 

2007, 2016). A semi-structure interview has specified and predetermined questions, at the 

same time allowing the researcher to delve further through discussion (Huss, 2008). This 

allows the investigator to provide clarification, and the data generated will be rich and 

qualitative (Gill et al., 2008). Semi-structured interviews explore participants’ subjective 

meaning, allowing them to talk in depth about their experience (Braun and Clarke, 2013: 

Austin& Sutton, 2014). They enable the researcher to modify questions, and participants can 

add any information as they remember it (Austin& Sutton, 2014). The interview questions 

guide is listed in Appendix 4. 

The semi-structured interview approach enables the researcher to guide the line of 

questioning and to collect data about the research topic systematically; nevertheless, the 
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open-ended nature of the questions is flexible enough to explore the specific relevant issues 

that arise (Kapila and Lyon, 1994). The meeting needs to be held in an appropriate 

environment, in terms of the time and place (Austin& Sutton, 2014). Researchers prefer semi-

structured interviews because questions are prepared in advance, but can be modified to 

encourage interviewees and interviewer to communicate. However, interviewing skills are 

required to keep timing (Austin& Sutton, 2014).    

With variety of research methods and the rise of technology, many more possibilities could 

be explored for qualitative research, such as Skype for remote face-to-face interaction 

(Sullivan, 2012; Deakin and Wakefield, 2013). Its free communication service provides the 

opportunity for calling, seeing messages and sharing with people whoever they are 

(Janghorban et al., 2013). 

Weller (2015) argued that using communication programs like Skype mimics face-to-face 

interaction. It can produce data as reliable and in-depth as that produced by personal 

encounters (Deakin and Wakefield, 2013), but it offers the researcher and the participant 

more flexibility, is less costly and more time efficient (Janghorban et al., 2013; Redlich-

Amirav and Higginbottom, 2014). It was also chosen for this study because of the visa issue, 

as a useful replacement for traditional face-to-face interviews. Table (4.10) Mapping research 

objectives (1&3), interviews constructs and related sources. 
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Table (4.10) Mapping research objectives, interviews constructs and related sources 

Research 

Objectives  

Construct  Construct and measurements  Reference  

1-To identify 

the tangible and 

intangible 

attributes that 

currently 

contribute to the 

brand identity 

of Oman as a 

tourism 

destination. 

Brand Identity 

of Oman 

-Brand identiy 

attributes. 

-Logo 

- Problem facing 

Oman brand.  

-Can you tell me about Oman’s 

destination brand? 

-What destination attributes do you 

associate with your brand? 

-Do you feel the elements being 

branded accurately reflect your 

country’s identity? 

-Talking about” identity” as the 

identification of the country in the 

mind of people, in branding Oman, 

which concept stands out in your 

brand message? Why? 

-What identity does Oman 

destination brand aim to project about 

Oman? 

-Was your brand logo pre-tested to 

ensure that it clearly reflects the 

desired image and experience of the 

destination? 

-Do you feel that you have been 

successful in creating your desired 

image 

-What is this that it makes you 

unique, and different from your 

competitors? 

-What is this that it makes you 

unique, and different from your 

competitors? 

-When we talk about Challenges that 

face Oman tourism, Are there any 

problems facing the brand of Oman? 

Fakeye & Crompton 

1991; Gartner 1993: 

Kirmani, 2000: 

Hankinson, 2004: 

Williams et al., 2004; 

Blain el al., 2005 ; 

Risitano, 2005: Kotler; 

2006; Keller and 

Lehmann, 2006; 2007; 

Aaker Kapferer,2008; 

Baker, ,2009 ; 

Kavaratzis, 2009; 

Kozak and Baloglu, 

2010; Qu et al.,2011 ; 

Kapferer, 2012; Zhiyan 

et al., 2013 Schaar, 

2013 ; Ahmed and 

Fatawu, 2014; Jiang, 

2014. 

3-To analyse 

the potential 

communication 

gaps between 

supply and 

demand 

regarding how 

to communicate 

the Omani 

brand identity 

effectively 

Communication 

-Noise. 

-Marketing 

tools. 

-Target market. 

-How you communicate with your 

customer?      

-What message is being delivered 

through your brand? 

-Do any factors prevent your message 

to reach your customer? 

-How do you believe that potential 

tourist’s perceived Oman? 

-What do you do to identify your 

target audience? 

Smith et al., 1999 ; Cai, 

2002:Wu and Newell, 

2003; Ryan and 

Conover, 2004;Fill, 

2005; Panda, 

2006;Minkiewicz et al., 

2007; Ghodeswar, 

2008; McCabe, 

2010;Brunello, 

Kapferer, 2008& 2012; 

Tsiotsou and 

Goldsmith`s ,2012; 

2013;Basan et al., 

2013;Johansson and 

Carlson, 

2014;Rosenbaum-

Elliott et al.,2015; 

Schultz et al.,2015. 
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4.8.2 Sampling selection process for qualitative method 

As discussed above, there are different methods of sampling. It is essential to interview 

Omani providers who are informed and have more experience and knowledge about Oman’s 

tourism brand. Thus, purposive sampling is most appropriate (Gray, 2014). Purposive 

samples are used when a particular group of people is chosen because the group members are 

known to provide important information that could not be gained by other sampling design 

techniques (Gary, 2016). This technique is widely used in the qualitative method (Etikan et 

al., 2016). Purposive sampling aims to select a small number of subjects, usually no more 

than 30, from whom to obtain in-depth information (Teddlie & Yu, 2007; Guetterman, 2015). 

This study interviewed 14 Omani tourism providers (managers, senior managers, guides and 

tour operators) who are part of the process of developing the brand; their experience provides 

information that helps understand the phenomena thoroughly, as they are responsible for 

marketing Oman internationally. Therefore, purposive sampling was the most appropriate. 

The questions prepared in advance covered:  

 The destination brand attributes. 

•   Brand identity of Oman in tourism market. 

•   Communication marketing tools, and target market. 

•   Challenges facing tourism branding in Oman. 

4.8.3 Pilot study of interview questions 

Pilot studies can be referred to as a small scale version of feasibility studies; one of their 

advantages is that they may serve as a warning about where the main researcher could fail 

(Williams, 2014; Salkind, 2010). The goal for using an interview pilot study is to identify 

problems in the design of questions, and to ensure that all questions were understandable and 

relevant (Van Teijlingen and Hundley, 2010). This stage helps the researcher to gain 

experience and practice in interviewing techniques. The researcher arranged pilot interviews 

with three Arab colleagues, PhD students in the Salford Business School, who acted as 

Omani tourism providers to check the questions. The researcher asked them to record the 

conversations to help her to refine the questions and to manage the interviews correctly. Their 

feedback and comments were useful in modifying the queries and removing repetition, and in 

managing the time. The researcher did two pilot interviews first than modified the questions 
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and did the third pilot interview. This was successful and the researcher was able to handle 

the time.   

4.8.4 Validity and reliability of qualitative interviews 

Reliability refers to the application of a researcher’s approach that is consistent across 

different researchers and projects (Creswell, 2014). To guarantee reliability in qualitative 

research, a test of trustworthiness is crucial (Golafshani, 2003). The validity and reliability of 

data depend on the design of the research questions’ structure, and the success of the pilot 

study (Silverman, 2009; Hennink, 2014; Saunders et al., 2015). In qualitative method, no 

statistical tests for reliability and validity as in quantitative method. According to Linclon and 

Cuba (1985, cited in Loh, 2013); and Korstjens and Moser, 2018), for the qualitative method 

the researcher should consider four criteria: credibility, transferability, confirmability and 

dependability. These aspects have been applied to this study, as illustrated in Table (4.11). 
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Table 4. 11. Qualititive data quality  

Credibility (internal 

validity): refers to 

the trustworthiness 

of the finding 

-This study applied mixed methods; interviews are used for supply-side 

and a questionnaire survey for the demand side as an appropriate solution 

for increased reliability and validity. 

-The researcher spent more than one hour with each interviewee to make 

sure the respondents answered all questions.  

- The same questions were asked in different ways. Moreover, the 

interview questions are designed to support the research objectives; each 

is explained to each participant in order to make sure that all questions are 

answered in the same way. 

 

-This study was discussed with my supervisor to gain from her experience 

and opinion.  

-Every interview was translated and transcribed word by word, checking 

the transcripts to make sure that they contained no obvious mistakes. 

Transferability 

(external validity): 

refers to the result 

being generalised. 

- This study conducted interviews with different individual Omani 

tourism providers from various departments (manager, senior manager, 

tourism operator and travel guide) to extract different views and opinions.  

-The interviewees were very helpful in sharing information related to their 

experience in the context of the interview; the outcome is described in 

detail in chapter six, in order to make comparisons. 

Dependently(reliabil

ity)  

-The process of research was reported. Three pilot studies were conducted 

to refine interview questions as described above, and determine the timing 

of the interviews. In addition, the researcher sought the permission of 

every participant prior to making an appointment, and asked them to 

carefully read the background information provided and to sign the 

consent form; participants were assured that all information would be in 

confidence and anonymous (see Appendix 3).  

-Every interview was translated and transcribed word by word, checking 

the transcripts to make sure that they contained no obvious mistakes.  

-The interview transcripts were analysed to accurately understand the 

embedded meanings on which the results are based. 

Confirmability 

(objectively): refers 

to the quality of the 

result. To examine if 

the finding emerge 

from the data 

-All the interview questions come from the literature review. The main 

questions were prepared before the interviews and ethical approval was 

obtained.  

- Data analysis came from the interviews only.  

-The transcript was checked word by word before started analysis.  

- The data was analysed manually to make sure all of it was included in 

the analysis process. The chapter on analysis was written in detail to help 

the reader to see the themes emerging from the collected data.  

- The findings were compared with the literature and with the quantitative 

findins. 

Cited from Korstjens& Moser (2018:121). 
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4.8.5 Qualitative data analysis process 

The data collection took place from the end of November 2016 to 4
th

 of January 2017. Before 

conducting the interviews, the researcher sought the permission of every participant prior to 

making an appointment with him; she also asked them to carefully read the information given 

in the information sheet which includes background knowledge on the research and to sign 

the consent form. Participants were informed that all their information would remain private. 

Consent forms were signed by participants and sent to my UK address by post.    

Bakken (2018) described data analysis as the process of transforming the data into findings 

by bringing order, structure and meaning to the mass of material collected. “Data analysis 

process in qualitative research involves working with data, organising it, breaking it in 

manageable units, synthesising it, searching for patterns, discovering what is important and 

what is to be learned, and deciding what you will tell others” (Lawrence, 2013).  

 

In this study the qualitative data analysis was carried using thematic coding techniques. 

Thematic analysis is a descriptive presentation of qualitative data, a method for identifying 

and analysing patterns or themes (O’Reilly et al., 2013; Gray, 2014). It is important for social 

research because it produces insightful analysis that answers particular research questions 

(Alhojailan, 2012; Chapman et al., 2015). Thematic analysis is useful because it works with a 

range of research questions, beginning with those about people’s experience, and for different 

types of data including that derived from secondary sources (O’Reilly et al., 2013; Gray, 

2014). A theme is an outcome of coding, categorisation, and analytic reflection (AlHaidari, 

2017).This approach is used here to interpret and evaluate the interview transcriptions, 

generating ideas and new themes and helping to develop theory, the main aim of this 

study. The thematic method can produce insightful analysis to answer research questions 

(Bag, 2017).   

 

There is no particular approach or software for analysing qualitative data, although most 

researchers use NVivo for the organisation, reduction and storage of data. This study used the 

manual method (hard copy and coloured pen) for analysing the interviews, which increased 

familiarity with the data and helped the researcher to make comparisons between the 

interviews. The researcher developed the following procedures to analyse the qualitative data. 
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First, the interviews were first translated and transcribed to make sure no important 

information was forgotten. A Microsoft Word document was used to organise the interviews 

into codes (cut and paste). This stage included coding the transcript of interviews manually. 

Then, all these were saved in a folder in the desktop of the researcher after being organised 

and compressed into a form that permits drawing conclusions.  

 

Secondly, the data was printed out as hard copy, with coloured pens and highlighter to 

identify to underlying ideas in the text more easily. In this stage the researcher used a 

notebook to link all the information together; the text was read many times to understand the 

meaning and identify the respondents’ ideas. Once similar and different themes (information) 

were detected, they were organised into themes and sub-headings (to put the relevant text into 

the single theme) according to the participants’ views and opinions. At this stage the 

researcher returned to the research guide model and the literature, to decide if one theme was 

more important than another. Using this thematic analysis, three main themes were identified: 

“brand identity attributes”, “communication marketing”, and “problems facing Omani 

brand”.  

The final stage involved writing up of these findings. The researcher started to interpret the 

themes in order to make sense and derive meaning from the data. 

 

Table 4. 12. Main themes with subheading theme 

Main 

themes 

Brand Identity 

attributes  

Communication 

marketing 

 

Problems and 

challenges 

facing the 

Omani brand  

Other themes 

emerged from the 

analysis process  

Subhea

d theme 

(child) 

- Cognitive element  

 Natural 

resources. 

 Heritage and 

culture. 

 Infrastructure.  

 

-Affective element 

 Atmosphere. 

 Social 

environment. 

- Brand logo 

- Communication 

tools. 

- Target market. 

- Factors influence 

the Oman message 

(noise).  

 

 

. Lack 

cooperation 

- Consumer 

concern 

- Budget. 

 

 

- Awareness.   

- Reputation. 

- Satisfaction.  
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4.9 Ethical considerations 

There is no particular moral issue associated with this research, which met the ethical 

requirements as approved by the Salford Business School Ethics Committee (see Appendix 

7). Before collecting the data, the aim of the study was clarified for the participants. They 

were assured that the data collected would be used for academic purposes only. In terms of 

the qualitative study, the participants were asked if the interview could be recorded, and again 

reassured that the material would be used for academic purposes only.The participants were 

volunteers and were allowed to withdraw from the study at any time. 

In order to keep the participants’ identities anonymous, their names were not required for the 

completion of either the survey or the interview. All personal information collected from 

individuals during this research remains confidential in accordance with the regulations of the 

Ethics Committee. In addition, data collected from the participants was accessible only to the 

researcher and her supervisor.  

4.10 Summary  

Justification was given for the selection of the research philosophy, strategies and methods of 

data collection; see Figure (4.5) below. The aim of the research influenced the researcher to 

adopt a mixed method approach, in order to understand the phenomenon and investigate 

certain issues in detail. A questionnaire was developed to assess the image of Oman among 

430 potential international tourists.  

The research instruments were pretested at different stages to establish validity and 

reliability, before commencing on the main phase of data collection. These processes 

included conducting pilot studies for both the semi-structured interviews and the self-

completion questionnaire. 

 

 

 

 



135 
 

Figure 4.5. Summary of research methodology  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Resaerch philosophy (pragmatism), because it allows the use of mixed methods combines 

quantitative and qualitative, comprises inductive and deductive, positivism and interpretivism.  

The approach of this research abductive (deductive and inductive), because they are part of 

the mixed method and the present study needs to analyse a large number of quantitative data to 

help the researcher identify the perceptions of the demand side, and understand the meaning 

from the opinions of supply side to generate the themes and will help to develop a new theory. 

Single case study strategy used to obtain rich data and understanding of the research 

phenomenon and help the researcher to develop theory 

 

Mixed method research adopted because it provides a full picture and more in-depth 

understanding of the research phenomenon through traditional qualitative and quantitative 

research method. 

Survey chooses to gain a significant 

number of different perceptions of 

demand-side respondents, from a 

different background. 

Semi-structured interviews used to obtain a 

deeper understanding and explore research 

problem from perceptions of the supply 

side. 

Convenience sampling because it helps 

the researcher to collect a large number 

of respondents from different nationality 

in short time  

Purposive sampling used because this study 

needs to interview a particular group of people, 

this group members are known to provide 

relevant information of the research 

phenomenon. 

Analytical software, Statistical Package for 

Social Sciences (SPSS 23) chapter 5 
Manually analysis 

(Thematic method) chapter 6 

Chapter Seven  

Triangulate by comparison between the findings of two 

methods   
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CHAPTER FIVE: QUANTITATIVE DATA ANALYSIS 

 

5.1 Introduction 

The chapter starts by presenting the analysis and research findings of the questionnaire. It is 

divided into three parts: people who have visited Oman, comparison between those who have 

visited Oman and those who have not, and the whole sample. A normality test was used to 

determine whether or not the data followed a normal distribution, followed by the descriptive 

statistics, such as frequencies concerning the demographic factors of respondents, to explore 

their features and characteristics. The first part presents the experience of tourists’ to Oman. 

Part two compares the perceptions of two groups of people: those who have already visited 

Oman and those who have not. ANOVA and T tests are used in order to identify the 

differences between respondents’ perceptions.  

Part three presents the whole sample, applying factor analysis to identify the important 

attributes about the perceptions of demand side. Maximum likelihood was used to determine 

how many factors were appropriate and which items belonged together to be used with the 

varimax rotation. All these techniques were undertaken using the statistical package SPSS 

version 23.   

5.2 Criteria for normal distribution    

A normal distribution describes data distributed symmetrically around the centre of all 

scorers with the greatest frequency of scores in the middle and with the smaller frequencies 

deviating from the centre and decreasing towards the extremes (Field, 2005; Hinton et al., 

2014). A normal distribution is bell-shaped curve; most of the data values tend to cluster 

around the mean (Dakhale et al., 2012). Data normality describes the distribution of the 

individual measurement items of the study variables, and can be tested by evaluating 

skewness and kurtosis values. The normality test was applied to question whose (14) 37 

attributes are measured on the Likert scale. 

Skewness is a measure of asymmetry; when the distribution is unbalanced or shifted to one 

side (Tabachnick et al., 2001). There are two types of skew: negative if the distribution is 

shifted to the left and positive to the right (Jerry et al., 2011). Kurtosis is a measure of the 
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peaks of a distribution (Tabachnick and Fidell, 2001). Positive kurtosis values indicate a 

peaked, leptokurtic distribution and negative kurtosis values indicate a flat, platykurtic 

distribution (Grove et al., 2012). If a distribution has values of skew or kurtosis above or 

below zero, this indicates a deviation from normal. At the 95 percent confidence level, the 

results of these equations are problematic when they exceed 1.96, indicating a significant 

deviation from a normal distribution.  

SPSS also generates histograms and normal Q-Q Plots to assess the normality of the 

distribution of scores. Histograms provide the shape of the distribution of each variable by 

plotting the observed scores on the horizontal axis of a graph; with a bar indicating the 

number of times each score occurred in the dataset. A symmetrical bell-shaped curve 

indicates a normal distribution. Normal Q-Q plots (normal probability plots) plot the 

observed value for each score against the expected value from the normal distribution. A 

reasonably straight line indicates a normal distribution. Histograms and normal Q-Q Plots 

only show the distribution of responses and fail to provide any criteria for assuming a normal 

distribution. Thus, when assessing normality, it is useful to perform all the above tests to 

ensure an accurate assessment of normality (Hinton et al., 2014). 

A Z-test was applied to assess normality using skewness and kurtosis. It divides either score 

by its standard error, and if the result is greater than ±1.96, it means the data are not normally 

distributed (Kim, 2013). According to Krithikadatta (2014), positive or negative values 

indicate a deviation from normality. The range of values for acceptable deviations is affected 

by sample size; slight deviations can be serious in small samples of less than 30, while with 

large sample sizes of more than 200 it can be ignored (Madrigal, 1988: 130). As this study 

involved 430 cases, it is questionable whether these values are suitable for deciding which 

technique to use.  Table 5.1 shows that 37 attributes were tested for normality, all attributes 

having negative skewness and kurtosis values, of over 1.96, indicating the data are not 

normally distributed. Figure 5.1 illustrates a histogram and normal Q-Q Plot for all attributes, 

visually indicating this. Field (2005) suggests that if an assumption is violated, non-

parametric tests should be employed to analyse the data. However, the choice of technique 

(parametric or non-parametric) is a controversial topic as it is argued that parametric tests can 

still be used even if the assumption of a normal distribution is breached (Field,2005: 

Pallant,2013; Hinton et al.,2014). 
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Figure 5.1. Distribution of all attributes 

 

  

 

 

Table 5.1 Z Values of descriptive importance scales   

 Variables  

Valid Missing Kurtosis Kurtosis 

St. Error 

Z  

Kurtosis 

Skewness Skewness 

St. Error 

Z Skewness 

1  Beautiful scenery 430 .000 2.321 .235 9.876 .315 .118 2.669 

2  Beautiful beaches .430 .000 1.686 .235 7.174 .060 .118 .508 

3  Hot climate 430 .000 2.288 .235 9.736 .014 .118 .119 

4  Camping facilities 430 .000 211.600 .235 900.43 12.500 .118 105.932 

5  Quality of accommodation .430 .000 12.490 .235 53.149 12.456 .118 105.559 

6  Availability of internet 430 .000 .1.071 .235 4.557 .301 .118 2.551 

7  Good health services 430 .000 .1.269 .235 5.4 .746 .118 6.322 

8  Excellent shopping centres 430 .000 1.339 .235 5.698 .556 .118 4.712 

9  Good transport services 430 .000 265.678 .235 1130.545 14.526 .118 123.102 

10  Availability of tour packages 430 .000 1.564 .235 6.655 .757 .118 6.415 

11  Political stability 430 .000 1.202 .235 5.115 .406 .118 3.441 

12  Clean & tidy environment 430 .000 1.943 .235 8.268 .465 .118 3.941 

13  Special festivals/fairs 430 .000 1.376 .235 5.855 .607 .118 5.144 

14  Safety & security 430 .000 1.210 .235 .5.149 .090 .118 .763 

15  Restful/relaxing 430 .000 2.548 .235 10.843 .589 .118 4.992 

16  Hospitality of people 430 .000 1.965 .235 8.362 .243 .118 2.059 

17  Trustworthy people 430 .000 1.575 .235 5.851 .331 .118 2.805 

18  Historical interest 430 .000 2.154 .235 9.166 .719 .118 6.093 

19  Modern architecture building 430 .000 1.650 .235 7.021 .490 .118 4.153 

20  Quality infrastructure 430 .000 1.462 .235 6.221 .803 .118 6.80 

21  Good restaurants 430 .000 1.465 .235 6.234 .605 .118 5.127 

22  Quality sport facilities 430 .000 .767 .235 3.264 .741 .118 6.279 

23  Unique theme parks 430 .000 255.645 .235 1087.851 14.120 .118 119.661 

24  Fashion stores 430 .000 1.072 .235 4.562 .825 .118 6.992 

25  Appealing destination 430 .000 1.496 .235 6.366 .633 .118 5..364 

26  Gardens & springs 430 .000 1.429 .235 6.081 .855 .118 7.246 

27  Customs/tradition/culture 430 .000 243.047 .235 1034.243 13.585 .118 115.127 

28  Availability of information 

resources 

430 .000 .1.429 .235 6.081 .855 .118 7.246 

29 Easy access to area 430 .000 1.402 .235 5.966 .650 .118 5. 508 

39  Cultural shows 430 .000 1.804 .235 7.676 .504 .118 4.271 

31 Positive reputation of country 430 .000 1.568 .235 6.672 .421 .118 3.567 

32  Reasonable price for tourists 430 .000 .536 .235 2.281 .476 .118 4.034 

33  Tax benefits 430 .000 .629 .235 2.677 .576 .118 4.881 

34 Attributes of national parks 430 .000 .865 .235 3.681 .450 .118 3.814 

35  Museum attractions 430 .000 .993 .235 4.228 .505 .118 4.279 

36  Theatres/concerts 430 .000 .412 .235 1.753 .507 .118 4.297 

37  Physical atmosphere 430 .000 .982 .235 4.179 .506 .118 4.288 
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5.3 Descriptive analysis of the sample  

The demographic characteristics of potential international tourists in this study were 

measured by a set of questions at the end of the questionnaire regarding the respondent’s 

gender, age, employment status, and level of education. The summary of demographic 

characteristics is represented in Table 5.2. The following discussion provides comparisons 

between different demographic characteristics of the sample population.  

Past research suggests that the destination image might differ depending on the socio- 

demographic variables, such as age, gender and education, as well as factors such as 

nationality and previous travel experience (Qi et al., 2009; Mohammed & Som, 2010). The 

demographic variables may influence tourists’ perspectives of a destination due to the 

differences in their attitudes or needs (Wong et al., 2016).  

Table 5.2 shows that over 44.5% of survey respondents are young people aged between 31-40 

and most of them are male (63%).Only one respondent was in the 60 or over age group. The 

level of education of the respondents varied from diploma to PhD. The largest numbers of 

respondents were qualified at Master’s degree level (35.3%) and only one respondent was not 

educated beyond primary school. Finally, it appears that more than half of the potential 

tourists are in employment. That means potential visitors were young, with a high level of 

education and a high income.   

Table 5. 2. Sample distributions according to demographic variables 

Variable Interval Number of respondents % of total of respondents 

Gender Male 272 63 

Female 158 37 

Total 430 100 

Age 18-30 113 26 

31-40 193 44.5 

41-50 94 22.3 

51-60 29 7 

60 or over 1 .2 

Total 430 100 

Occupation Employment 222 52 

Unemployment 20 5 

Retired 7 1 

Student 153 35.5 

Self-employed 28 6.5 

Total 430 100 

Education level Primary school 1 .2 

High school 5 1 

Diploma 65 15.2 

Bachelor degree  108 25.2 

Master’s 152 35.3 

PhD 99 23.1 

Total 430 100 

   Source: Primary research 
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The respondents’ nationalities are important because this relates to different perceptions that 

people have, based on their backgrounds and their culture. The nationalities of the 430 

participants are shown in Table 5.3. The largest percentage was British people (30.5%) 

because the questionnaire was distributed throughout the UK.  

. 

                                  Table 5. 3. Respondents’ nationality 

Nationalities No. of representatives % of total of respondents 

British 131 30.5 

Libyan 47 11 

Saudi Arabia 39 9.1 

Kuwaiti 38 9 

Pakistani 37 9 

Malaysian 21 5 

Nigerian 19 4.4 

Sierra Leonean 15 3.5 

Iraqi 15 3.5 

Jordanian 13 3 

Chinese 11 2.5 

Egyptian 10 2.4 

Irish 9 2 

Jamaican 9 2 

Russian 5 1 

Italian 5 1 

Chadian 4 1 

Indian 2 .4 

Total  430 100 

 

 

5.4 Tourist Travel Experience. (Have you visited the Sultanate of Oman before?) 

This is a general question, whose purpose is to identify respondents’ perspectives, and 

distinguish between organic and induced images in terms of experience, because image is 

part of destination branding (Gunn, 1972; Baloglu and McCleary; Lopes, 2011).      

Respondents were asked to state whether or not they had visited Oman before, if so how 

many times, and why they chose to visit it. Images of a country are developed at different 

levels. According to the literature, an organic image develops internally because of the actual 

experience or visit, and an induced image develops because of externally perceived and 

processed information such as advertisements, news reports or word of mouth (Kong et al., 

2015). The questionnaire respondents did not include Omanies people, it is formulate to 

examine the Oman image from the international tourists perspectives. The researcher asked 

the respondent about this/her nationality before ask him to complete the questionnaire.  

The 430 participants were divided into two groups: those who had visited Oman before and 

those that had not; this study will compare the destination image of Oman among these two 
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groups. Oman appeared as not a very popular destination since the number of international 

tourists who had visited it was low, only 38 people (8.8%); of these, 28 (74%) had visited 

once, 2 (5%) had visited twice and 8 (21%) had visited Oman three times. See Table 5.4. 

Repeater visitors can rely on their perceptions because of their experience; they are familiar 

with Oman as a tourism destination, and must have been satisfied. 44.7% said that the 

destination met their expectations. The places visited by the international tourists were 

Alberimi, Muscat, Nizwa, Durqm, Salalah, Bati Zubair and Sohar.  

   Table 5. 4. Number of people and number of visits 

 Visited Oman before Not visited before Total 

Sample No % No % No % 

38 8.8 392 91.2 430 100.0 

Male 27 71 245 62 272 63 

Female 11 29 147 38 158 37 

Visited once 28 74     

Visited twice 2 5     

Visited three 

times 

8 21     

 

Table 5.5 summarises the frequencies and percentages of those who visited Oman; it also 

exhibits the reasons for the visits. The purpose of this question is to identify different 

perceptions of respondents, because there are differences between the needs and wants of the 

two segments (leisure-business). The image is perceived differently, because the business 

traveller’s motivator is to attend a business event. On the other hand, the customer who 

travels for leisure may be motivated to obtain their travel experience (Heung et al., 2001; 

Woodside and Martin, 2007). 

Question (3): What was the main reason for your visit? 

The majority of the group visited for leisure/holiday 63.2% (24); this helps the study to 

consider their perceptions, which differ with respect to several attributes of the destination 

(Buhalis, 2000; Cristiano, 2006; Krajnovicet et al., 2016). 18.4% (7) of them visited Oman 

for business, 13.2% (5) for both business and leisure. Only 5.2% (2) of the respondents 

travelled to Oman as a holiday destination for other reasons.  
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Table 5.5. Main reason for visit 

 No % 

Leisure / Holiday 

Business only 

Both Business and 

Leisure 

Other 

Total 

24 63.2% 

7 18.4% 

5 13.2% 

2 5.2% 

38 100.0 

                                       Source: Primary research 
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Part One: Perceptions of People Who Had Visited Oman Before 

 

5.5 Post-visit perceptions  

The aim of this section is to identify the perceptions of the group of 38 respondents who had 

visited Oman before. According to the literature review, the overall holistic destination image 

consists of functional characteristics (tangible/cognitive), the physical characteristics 

(intangible/affective) Echtner& Ritichie (1999, 1993; Lin et al., 2007: Martins, 2016), 

discussed below. 

5.5.1 Affective Image (intangible attributes) 

Affective image is the emotion or feeling generated about the destination (Martins, 2015).  

5.5.1.1 Atmosphere or mood. (How would you describe the atmosphere or mood that 

you experienced while visiting Oman?) 

The aim of this question is to identify the intangible attributes related to the respondents’ 

behaviour. Respondents were given the opportunity to choose more than one option. Table 

5.6 represents how international respondents expected the atmosphere of Oman to be. Most 

summed it up as Oman is peaceful place to visit and friendly people. “Peaceful” and “calm” 

were cited by 33 (86.8%) respondents, supporting Oman’s image of safety. “Pleasant” 

was mentioned by 15 (39.5%) respondents, referring either to being satisfied with Oman’s 

services or having a good general experience. “Stimulating” was reported by 6 (15.8%) 

respondents, but “boring” by only 3 (7.9%) perhaps because Oman is a quiet, uncrowded 

country lacking nightlife and entertainment. A large number (36 out 38) described the 

Omani people as friendly. Therefore, the atmosphere of Oman is conceived positively in 

terms of the local people being considered as friendly. 

Table 5. 6. Atmosphere or mood about Oman expected by people who had visited Oman 

before 

Word /statement Whole sample 

Number % 

Friendly people 36 94.7 

Boring 3 7.9 

Stimulating  6 15.8 

Pleasant 15 39.5 

Peaceful, Calm 33 86.8 
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5.5.1.2 Tourists’ Positive Emotion toward Oman. (Which of the following would give a 

positive emotion to you in relation to Oman?)    

Table 5.7 highlights the respondents’ feelings towards Oman.  The purpose of this question is 

to identify the intangible attributes of the brand image components.They were asked about 

the positive emotions towards Oman, and were given the opportunity to choose more than 

one option.24 (63%) of the 38 respondents considered the “Arab culture” as the most 

important attribute, perhaps reflecting a desire to experience different cultures. “Feeling 

safe” was stated by 22 (57.9%) of the respondents; tourists like to visit places where they feel 

safe, not those with a high crime rate. Oman as a destination for entertainment was chosen by 

7 (18.4%) respondents. “Quality of the facilities” was reported by 8 (21.1%) and 3 (7.9%) 

would choose Oman because it allows them to pursue interests such as cycling.  

                                        Table 5. 7. Tourists’ feelings towards Oman 

Statements Whole Sample 

No % 

Arab Culture 24 63 

Feeling safe 22 57.9 

Entertainment available  7 18.4 

Quality of facilities  8 21.1 

Cycling (bike activities) 3 7.9 

 

 

5.5.1.3. Tourists’ satisfaction. Did your trip to Oman meet your expectations? 

The aim of this question is to identify the level of the respondent’s satisfaction, because this 

influences the brand image of Oman and leads to positive or negative word of mouth 

recommendations. Respondents were asked to state whether or not their holiday in Oman had 

met their expectations. Destination image is influence the tourist’s behavior such as decision 

making and satisfaction (Aliman et al.,2014).  The responses to this question are presented in 

Table 5.8. Of the international tourists who had visited before, the majority was satisfied 

with their visit to Oman, 17 of the 38 (44.7%), stating that Oman completely met their 

expectations, presumably because they had a good experience. Only a small proportion, 4 

(10.5%), reported that their expectations had not been met. 8 (21.1%) respondents indicated 

that Oman had met the greater part of their holiday expectations, and 9 (23.7%) only some of 
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their expectations. The finding shows that respondents’ expectation were met, leading to 

satisfaction and positive word of mouth recommendations. According to Pawaskar& Goel 

(2014), satisfaction implies the meeting and fulfilling expectations, satisfied customer tends 

to be more loyal to a brand over time. In addition, satisfying a customer create behavioral 

loyalty (Zakaria et al., 2014). 

                                                   Table 5. 8. Tourist expectations 

Did your trip to Oman meet your 

expectations? 

Whole sample 

Number % 

Completely 17 44.7 

For the most part 8 21.1 

Partly 9 23.7 

Not really 4 10.5 

Total 38 100% 

               Source: Primary Research  

 

5.5.1.3 Intention to recommend by word of mouth. Would you recommend Oman to 

your friends or relatives? 

The aim of this question is to see the image of Oman in the actual visitor’s mind. Only if they 

have positive image will they recommend others to visit Oman in future. Tourists satisfaction 

is the level of fulfilment in meeting the visitors needs wants, and expectations and is usually 

measured by asking the visitors to what extent they were meet expectations when visit this 

destination(Haarhoff &Gany, 2017). Destination loyalty denotes the desire of the tourist to 

repeat a visit or recommend it to their friends and families (Valle, et al., 2006). Table 5.9 

shows that the majority of respondents, 34 (89.5%) out of the 38, said that they would 

recommend Oman as a holiday destination to their friends and relatives. This implies 

that these people were very satisfied with their visit, and were willing to make positive 

remarks about Oman and to recommend it to other people. This supports the fact that the 

positive reviews of a destination may enhance the tourist’s destination trust and positive 

perceptions; people need more accurate information to support their choice of destination 

(Abubakar, 2016). The findings in Table (5.9) show that people who visited Oman were 

satisfied and that their visit met their expectations; they intended to recommend others to visit 

Oman, exhibiting positive word of mouth.  
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                       Table 5. 9. Intention to recommended Oman 

Would you recommend Oman 

to your friends or relatives? 

Number % 

Yes 34 89.5 

No 4 10.5 

Total 38 100% 

 

5.5.2 Cognitive image of Oman (tangible attributes) 

The cognitive image component consists of beliefs and knowledge about a destination 

primarily focusing on tangible attributes (Pike& Ryan, 2004; Lin et al., 2007). 

5.5.2.1 Information Resources.  (What influenced you to visit Oman for your last trip?). 

Respondents were asked to identify the travel information that had influenced them to visit 

Oman and to talk about the destination brand. Table 5.10 documents the major sources. Five 

sources were suggested by the questionnaire, and the opportunity to add others was given. 

The social narratives in terms of word of mouth are the most influential sources for 

developing a destination brand image (Ishida et al., 2016; Hamidizadeh et al., 2016). 23 (60.5 

%) of the respondents developed their cognitive image of Oman through social narratives 

such as word of mouth from family members, friends or colleagues. Positive word of 

mouth is one of the important elements that contribute to the brand building (Aziz et al., 

2012: 215). Interestingly, the people who visited Oman depended on other sources of 

information: 29 (6.7%) indicated social media (Instagram, Facebook and Twitter) that their 

friends and relatives used to send information to them.  

Five respondents (13.2%) were influenced by travel agents. The media was important as a 

source of formation of image impression for 4 (10.5%) respondents. The tourist guidebooks 

which are usually considered some of the most effective promotional tools, had relatively few 

responses, 3 (7.9%). Website information constituted just 3 (7.9%), although most 

respondents mentioned more than one source, which might include the Ministry of Tourism’s 

website offering limited information.   

The analysis indicated that social media and word of mouth communication have a great 

impact on people choosing Oman as a holiday destination. Another explanation for this result 

is that people found more information about Oman from these sources than others, especially 
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as the majority of the respondents were young people aged 31-40 and in employment. This 

helps them to share the information with their colleagues and relatives through social 

media.  

The result suggests that the opinion and recommendations of friends have a strong influence 

on the intention to visit Oman; the literature also shows that word of mouth is more effective 

than other forms of marketing (Abubakar, 2016).  

      Table 5. 10. Information sources influencing tourists 

Source Whole sample 

Number % 

Advice from travel agent 5 13.2 

Recommendations from family, 

friends and colleagues 

23 60.5 

Internet information(Website) 3 7.9 

Media reports (TV, radio, 

newspaper, etc.) 

4 10.5 

Tourist guide books  3 7.9 

Other(social media) 29 76.3 

 

5.5.2.2 Places people had visited in Oman (which places did you visited in Oman?) 

The aim of this question is to identify the names of attractions and places which actual 

visitors visit, such as significant historical places, natural places, sites of beauty, or places 

offering leisure. All the names of the attractions are under the Oman brand. Most people 

choose interesting places to visit before they travel, and these places may themselves be their 

reason for visiting Oman.  

This question investigates tourists’ knowledge of the Omani attraction centers more than one 

reply could be given. Most of respondents visited the main cities in Oman,  the unique city of 

Salalah was mentioned by 14 (36.8%) of the international tourists who had visited Oman 

before, followed by Muscat, the capital city, which respondents described as an attractive 

place to visit as they were travelling for leisure. Salalah is the second major city after Muscat. 

The results show the importance of the infrastructure in attracting tourists. Sohar was 

mentioned by 6 (15.7%) respondents, and two mentioned some specific places in Sohar:  

“It has different attractive places such as the City Cinema, and the Safeer Mall”. 
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Nizwa was mentioned by 2 (5.3%) respondents, and Green Mount by 2 (5.3%); these cities 

all have historic sites, competing to deliver services such as gardens, parking, restaurants, and 

culture through history, all images and associations pivotal to the success of a destination 

brand (Gartner & Ruzzier, 2011). Alberimi was mentioned by only one respondent (2.6%), as 

seen in the Table 5.11 below.    

                                         Table 5.11. Unique places in Oman 

Place name Whole sample 

Number % 

Alberimi 1 2.6 

Muscat 13 34.2 

Salalah 14 36.8 

Sohar 6 15.7 

Nizwa 2 5.3 

Green Mount 2 5.3 

Total 38 100.0 

 

5.5.2.3 Distinctive Attributes of Oman (compared to other destinations that you visited, 

how do you compare Oman’s to these destinations?) 

The aim of this question is to identify the attractive attributes Oman has over other Arab 

countries, because people choose the destination before travel and make many comparisons 

between destinations to choose the best. Therefore, this question defines the difference 

between countries which are close or have the same culture.  

Three questions (9, 19 &20) at the end of the questionnaire asked respondents about the 

difference between Oman and other destinations. In no. 19 they were asked if there was any 

different between Oman to other Arab nations: 16 (42.1 %) answered “yes”, as illustrated in 

Table 5.12a. Their reasons are given in Table 5.12b. People found Oman is different by 

different factors but, the majority of respondents 26.3% mention Oman is different for its 

good value for money as a holiday experience, followed by security and safety mentioned 

by 7 (18.4%) respondents. 

 

                                          Table 5.12 a. Oman differ from other destination 

 No % 

Yes 16 42.1 

No 22 57.9 

 38 100.0 
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                       Table 5.12b. Oman’s key differences as a tourism destination  

Statement No % 

High quality of accommodation services 3 7.9 

Security and Safety  7 18.4 

Value for money in shopping centres 4 10.5 

Good value for money as a holiday 

experience 

10 26.3 

Free Internet& Wi-Fi facilities in hotels 2 5.3 

Updated infrastructure of hotels 3 7.9 

Online hotel booking 3 7.9 

 

Question 9 was open-ended, to explore different views expressed by the respondents. Table 

5.13 displays the cognitive image of Oman’s competitiveness compared to other destinations 

that respondents had visited. It can be seen that Oman is perceived as a competitive 

destination. The majority of the respondents agreed that Oman is different because it has 

beautiful scenery, friendly people, a different culture, while others stated additional attributes 

such as the Omani food, safety, unique social life, rich history, excellent location, and good 

reputation. However, one of the respondents reported that Oman’s infrastructure needs 

improvement. Value for money was the distinguishing feature of Oman as a tourism 

destination, followed by safety and security. Respondents also believed that Oman is different 

for its attractive and beautiful scenery, and because the Omani people are friendly towards 

visitors, an influential attribute for travelers. 

                                 Table 5.13. Comparing Oman to other tourism destinations 

How Do you Compare Oman to other 

destinations that you have visited? 

Sample of people visited 

before 

 No % 

Beautiful Scenery 5 13.2 

Friendly people 3 7.9 

Peaceful and safe 3 7.9 

Loved Omani food 3 7.9 

Different culture 2 5.3 

Rich history 2 5.3 

Unique social life 2 5.3 

Feeling of warmth 1 2.6 

Great country 1 2.6 

I felt at home 1 2.6 

Interesting clothing 1 2.6 

Less development 1 2.6 

Needs better infrastructure 1 2.6 

Not crowded 1 2.6 

Reputation of the country 1 2.6 

Respectful people 1 2.6 

Very good place to visit 1 5.3 
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5.5.2.4 Factors influencing visitors’ decision to choose Oman (which one of the following 

do you think best influences a visitor’s decision to choose Oman destination over others 

within the Arabic countries?  

The aim of this question is to identify the attributes associated with Oman’s image. Table 

5.14 highlights the respondents’ views about Oman. They were asked about the factors which 

influenced them to choose Oman over other destinations. The respondents were given the 

opportunity to choose more than one option. A large number of the respondents, 9 (23.7%), 

opted for “natural beauty” and “friendliness of residents towards international visitors” by 7 

(18.4%).”Natural beauty of the destination”, “cultural attractions”, “Destination’s favourable 

climate”, “quality of available accommodations” and “security and safety” were each stated 

by 5 (13.2%) respondents, Shopping, distance and travel time to destination were the less 

influential. Thus, it can be inferred that natural beauty is an important attribute for 

international tourists and is likely to determine their decision-making process. The same 

attribute was chosen as the most important in distinguishing Oman from other destinations; 

see Table (5.14). 

                     Table 5.14. Factors influencing visitors’ decision to choose Oman      

Variables  No % 

Destination’s favourable climate 5 13.2 

Natural beauty of the destination 9 23.7 

Cultural attractions 5 13.2 

Quality of available accommodation   5 13.2 

Shopping  1 2.6 

Security and safety  5 13.2 

Distance and travel time to destination 1 2.6 

Friendliness of residents towards international 

visitors 

7 18.4 
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Part Two: Comparison between the Two Groups 

   

5.6 Comparison between Visitors and Non-visitors  

This section compares the perceptions of the people who had visited Oman before and those 

who had never been there. Non-visitors hold an induced image influenced by secondary data 

such as TV programmes or other media, and word of mouth; while visitors hold an organic 

image based on their own experience (Fernández-Cavia et al., 2016). Both groups answered 

the same questions from question 12 to the end of the questionnaire.  

5.6.1 Interpretation of Oman’s Logo by Respondents (what does this logo suggests to 

you?)                                                          

                                      Figure 5.2.Oman brand (logo)  

 

The questions related to the Oman logo aim to identify the levels of brand awareness and 

most attributes associated with the logo. This logo is a part of the destination branding 

process, reflecting Omani attributes. The destination marketers have to build a brand image 

that is consistent with the brand identity (Mindrut et al., 2015; Kelly, 2017). Respondents 

could choose more than one option and space to write extra information if required. Table 

(5.15) represents how potential tourists identify the Oman brand.  

Both visitors and non-visitors saw the logo for the first time, and most commented on it. 

Little difference between two groups about Oman logo as seen in Table (5.15). People never 

had been visited Oman before reported that their suggestion Oman logo as nature, water, 

mountains, desert and sun. While who had visited before Oman logo suggested to them as 

nature, mountain, water, desert, sun. It is clear that the colour and design of the logo 

influenced respondent’s perceptions, in both groups. However, some failed to understand the 

logo; one of the respondents said: 
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The logo looks like waves, it is coloured, but I cannot understand it; I know Arabic but I can 

not read the word of Oman in this way, and the design doesn't make sense to me. 

                          Table 5.15. Interpretation of Oman’s Logo by respondents  

Attributes People that have not 

visited before 

People that have 

visited before  

No % No % 

Nature 222 57 27 71.1 

Desert 57 15 14 37 

Mountain 79 20.2 17 45 

Sun 52 13.3 9 24 

Water 181 46.2 15 40 

 

5.6.2 Respondents’ attributes associated with the Omani logo 

Both groups had the same perceptions of the logo, most describing their associations with it 

as simple and easy to recall and to generate positive feelings. This is illustrated in Table 

5.16.143 (37%) who had not visited Oman before agreed that the logo is attractive. The 

majority of both groups viewed it as simple and attractive, while a small proportion of both 

groups felt that it was memorable. According to the literature, it is important for a logo to be 

memorable and unique (Rodriguez et al., 2013). From this result it is clear that there is a gap 

between Oman authority and potential international tourists, there is culture noise. The 

potential tourists did not understanding the Oman logo because it written in Arabic way as 

mention from one of the respondents above.  

Table 5. 16. Respondents’ attributes associated with the Omani logo 

Respondents’ attributes associated with the 

Omani logo 

People that have never 

been to Oman (N=392) 

People that have visited 

Oman before (N=38) 

No % No % 

Simple 227 58 23 62.2 

Attractive 143 37 16 42.1 

Memorable 62 16 9 24 

Conceptual 69 18 1 3 

Funny 24 6.1 2 5.3 

Safety 43 11 9 24 

Popular 23 6 5 13.2 

Versatile 58 15 3 8 

Source: Primary research 
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5.6.2 Reasons for visiting Oman in future 

This question aims to identity the reasons to visit Oman in future. Not all people travel to 

destinations for leisure; there are other reasons particularly as Oman is an employment 

destination for many people.  

Table 5.17 reveals that the majority of people who had never been in Oman before, 214 

(55%), would like to travel to Oman in the future for rest and relaxation, other reasons were 

enjoy the outdoors, and take heritage or culture trips. The first three reasons for visitors were 

a theme park trip, rest and relaxation, and a heritage or culture trip.  

Interestingly, 35 (1%) of non-visitors wished to work in Oman in the future, while only one 

person chose Oman as the best place for work or business in future from actual visitor group. 

It can be inferred that most respondents from both groups need to relax and rest, and enjoy 

the outdoors and culture because they are in employment and aged 31-50, and their image of 

Oman is as a quiet, safe area for rest after hard work. 

                       Table 5.17. Reasons for visiting Oman in future 

 Non-visitors  Visitors 

No % No % 

For rest and 

relaxation 

214 55 25 66 

Outdoor trip 122 31.1 10 26 

Heritage or culture 

trip 

170 43.3 13 34.2 

Theme park trip 28 7.1 35 92.1 

Work & business 35 1 1 3 

 

5.6.3 Challenges to tourists choosing Oman. (What would be the main concerns that 

would deter you from choosing Oman as a holiday destination?) 

The aim of this question is to identify the issues facing tourists when choosing Oman as a 

destination. Any problems and issues will influence Oman’s image and impact development 

of the tourism brand. This question dealt with concerns that might deter potential 

international tourists from visiting Oman and impact their brand. The major concerns 

mentioned by both groups are summarised in Table 5.18 below. The hot climate was the first 

concern mentioned by 15 (39.5%) previous visitors, and “safety and distance” the second 
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(13: 34.2%). “Budget”, visa requirements and personal taste were the least important 

concerns.  

Of the non-visitors, 123 (31.4%) mentioned “the visa” as their main concern and 109 

(27.5%) “Safety”. “Budget” was selected by 117 (29.8%) respondents and “distance” by 29 

(23%). “Hot climate” was reported by 104 (26.5%) non-visitors and “personal taste by 61 

(15.6%). “I don’t know” was stated by 38 (9.7%) respondents. 

Thus, it can be inferred that potential international tourists are concerned with visas because 

the Omani government requires a long list of documents, causing problems. The hot climate 

was found to be a major cause in the choice of Oman as a holiday destination because it 

affects tourists’ activities. Safety is another concern, unsurprisingly, because Oman is part of 

the Middle East, where travel restrictions are in place.  

                      Table 5.18. Concerns that deter potential tourists 

 People that have visited Oman 

before 

People that have never visited 

Oman before 

 No % No % 

Visa 7 18.4 123 31.4 

Safety 13 34.2 109 27.8 

Budget 8 21.1 117 29.8 

Distance 13 34.2 90 23.0 

Hot climate 15 39.5 104 26.5 

Personal taste 4 10.5 61 15.6 

I do not know 1 2.6 38 9.7 

 

5.6.4 Respondents’ image when hearing about Oman. (What image comes to your mind 

when hearing about Oman?) 

These questions concerned the overall image or characteristics most associated with Oman. 

Because people have an internal image in their mind about places when hear the name of the 

destination, they see this image. In general, the image is positive in both groups’ minds, 

visitors and non-visitors. The majority of visitors had perceived it as either positive or 

extremely positive, with 11 (29%) reporting as very positive and the same number as 

extremely positive. Only 5 responses were extremely negative. 11 (29%) respondents rated 

the image of Oman as neutral.  

The majority of non-visitors, 195 (50%), rated Oman as having a neutral image, because 

most of this group had no idea where Oman is located. 135 (34.4%) rated it as very positive. 

The result suggests that Oman has an overall positive image in the actual visitor mind. 
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Table 5.19. Image when hearing about Oman 

Statement / word People that have 

never been to Oman 

People that have been to 

Oman 

Whole sample 

Number % Number % No % 

Extremely negative 4 1 4 10.4 8 1.9 

Somewhat negative 9 2.3 1 2.6 10 2.3 

Neutral 195 50 11 29 206 50 

Very positive 135 34 11 29 146 34 

Extremely positive 49 12.5 11 29 60 13.9 

Total 392 100.0 38 100.0 430 100.0 

                Source: Primary research 

5.6.5 Future tourist behaviour. Would you visit Oman in the future? 

The aim of this question is to identify the intention of previous visitors to Oman. Visitors to 

Oman were asked whether or not they would recommend Oman as a holiday destination to 

others; in addition both groups were asked if they intended to (re)visit in the future. The 

answers to these questions are summarised in Table 5.20.                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                   

The majority of previous visitors (86.8%) wished to visits Oman again, indicating a good 

travel experience. 83.4% of non-visitors said they would like to visit Oman, in the light of 

more information.  

This is therefore a positive finding, as the image of Oman satisfied the previous tourists who 

would like to visit again based on their positive experiences; in addition, Oman appeared 

positive in the minds of those who had never been. This implies that destination managers 

should consider incentives to motivate them to make first visits or revisits, which will also 

influence the positive word of mouth recommendation about the destination.  

 

 

 

 

 

 

 



156 
 

                       Table 5. 20. Intention to revisit or to visit for the first time  

Would you visit 

Oman in the 

future? 

People that had visited before People that had never been to Oman 

 Number % Number % 

Yes 33 86.8 327 83.4 

No 5 13.1 65 16.6 

 38 100.0 392 100.0 

 

5.6.6 Comparison of Oman with other Arab Countries (Oman’s Position). 

  Respondents were invited to answer the next two questions if they could: 

-Do you believe that Oman differs from other Arab countries? 

-In your own opinion, what is Oman’s key differentiator as a tourist destination, relative 

to other Arab countries?  

This question was choice for respondent to answer it. Before groups were asked if Oman 

differed from other countries. The answers from previous visitors were reported in part one 

above. This section compares the results between the two groups. When asked to compare 

Oman and other Arab destinations, most respondents from people who never been, 267 

(68.1%), were unaware of differences, 125 (31.9%) said they were different. People who 

answered positively gave the reasons illustrated in Table 5.21: 16.6% considered Oman’s 

security and safety and 2.6 % its free Internet and Wi-Fi facilities in hotels. 

Table 5.12a shows that 42.1 % of the previous visitors answered positively. 26.3% of them 

indicated good value for money and the smallest proportion Oman hotels’ free Internet and 

Wi-Fi facilities.  

In sum, there was no difference between Oman and other Arab countries, meaning that they 

have similar images. All respondents found that Oman has the same culture as other Arab 

states. However, a large proportion of both groups believe that Oman has attributes that 

influence tourists’ perceptions, such as safety, value for money and quality of 

accommodation. These elements encourage more tourists and give Oman a distinctive market 

position. However, Oman cannot compete in the international tourism market if potential 

visitors remain unaware of its many tourist attractions.  
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                                   Table 5. 21a. Oman differs from others 

 Visit Before Never been 

 No % No % 

Yes 16 42.1 125 

 

31.9/ 

No 22 57.9 267 68.1 

 38 100.0 392 100 

 

 

                 Table 5. 21b. Oman’s key differentiator as a tourism destination 

 People Never 

been  

Visit before 

Statement No % No % 

High quality of accommodation services 35 28 3 7.9 

Security and safety  65 52 7 18.4 

Value for money in shopping centres 22 18 4 10.5 

Good value for money for holiday experience 36 29 10 26.3 

Free Internet and Wi-Fi facilities in hotels 10 14 2 5.3 

Updated infrastructure of hotels 22 18 3 7.9 

Online hotel booking 15 12 3 7.9 

 

5.6.7 Evaluation of Oman’s image from both visitors’ and non-visitors’    

perceptions 
 

Destination image is influenced by the visitor’s perceptions before, during and after a visit, so 

it is an important instrument which contributing to successful tourism development and 

destination marketing, with an impact on both supply- and demand-side aspects of marketing 

(Tasci & Gartner, 2007; Moghadam et al., 2016). This section compares and analyses the 

views of potential international tourists with those who have already visited Oman (T test and 

ANOVA test). 

5.6.7.1 T- test 

 

The t-test assesses whether the means of two groups are statistically different from one 

another (Kim, 2014). It is a reasonably powerful test used on data that is parametric and 

normally distributed. . The t-test is useful for analysing simple experiments or when making 
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simple comparisons between levels of the independent variables (DeCoster, 2006). According 

to Kanji (2006), the test is used if the population is normally distributed or if the sample size 

is sufficiently large; in this study the sample size is 430. In addition, the t-test is used for 

large samples because it is more reliable (Lumley et al., 2002). It is also used here to 

determine if there is any difference between the two groups’ (visitors or non-visitors) 

perceptions and which attributes concern the demand side. 

Step One: Checking the Mean 

The mean values related to the study attributes are presented in Table 5.22. The table shows 

the differences between the two groups. As mentioned above, the differences may be induced 

or organic. The image of Oman is more positive in potential visitors’ perceptions than actual 

visitors’, possibly from information received about Oman, pictures seen in the media or 

stories from family and colleagues who had already visited Oman, or from Oman’s good 

communications tools in creating awareness of the destination. Non-visitors had a 

significantly higher mean than visitors on all Oman’s image brand attributes (M= between 

4.03 and 4.50 and. M<4 respectively).Customs and tradition and quality of 

accommodation are the most important attributes for non-visitors (M ≥ 4.30),other 

attributes for non-visitors had higher means, (4.30 to 4.10), noticeably expressing low 

reaction to political stability, and fashion stores (4.10 to 4.00).  

On the other hand, for actual visitors, the mean for all the attributes (M<4), indicated 

ambivalent images of Oman. This group appreciated Oman for its beautiful scenery, 

restful/relaxing atmosphere, safety and security, historical interest, quality of 

infrastructure, and customs and tradition. They expressed a stronger negative reaction to 

the reasonable prices for tourists.  

Thus, it can be inferred that the imagination of people who had never been to Oman his was 

filled with positive images; these people got their information about Oman as a tourism 

destination from different sources, such as media, or word of mouth. Meanwhile, respondents 

who had visited the country had a different image because of their experience; Part One of 

this chapter shows their explanations were more specific and detailed.  
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Table 5. 22 Comparison of perceptions of visitors and non-visitors to Oman 

Attribute  Those who have visited Oman 

before 

Those who have never been to Oman 

No Mean Std. 

Deviation 

No Mean Std. Deviation 

Beautiful scenery 38 4.00 1.507 392 4.27 1.477 

Beautiful beaches 38 3.76 1.195 392 4.12 1.335 

Hot climate 38 3.45 1.201 392 4.21 1.335 

Camping facilities 38 3.55 1.288 392 4.21 3.038 

Quality of accommodation 38 3.34 1.341 392 4.41 3.001 

Availability of Internet 38 3.50 1.520 392 4.13 1.380 

Good health services 38 3.76 1.550 392 4.18 1.510 

Excellent shopping centres 38 3.11 1.158 392 4.20 1.480 

Good transport services 38 3.24 1.304 392 4.23 3.494 

Availability of tour packages 38 3.24 1.173 392 4.22 1.575 

Political stability 38 3.74 1.389 392 4.08 1.607 

Clean tidy environment 38 3.55 1.483 392 4.18 1.400 

Special festivals/fairs 38 3.55 1.489 392 4.20 1.584 

Safety & security 38 3.92 1.343 392 4.11 1.409 

Restful/relaxing 38 3.84 1.197 392 4.26 1.392 

Hospitality of people 38 3.76 1.364 392 4.29 1.390 

Trustworthy people 38 3.79 1.298 392 4.27 1.462 

Historical interest 38 3.84 1.263 392 4.30 1.446 

Modern architecture  38 3.29 1.592 392 4.11 1.491 

Quality of infrastructure 38 3.82 1.858 392 4.17 1.584 

Good restaurants 38 3.53 1.538 392 4.22 1.528 

Quality of sports facilities 38 3.55 1.856 392 4.15 1.684 

Unique theme parks 38 3.26 1.329 392 4.27 3.525 

Fashion stores 38 3.34 1.547 392 4.03 1.684 

Appealing destination 38 3.34 1.457 392 4.20 1.611 

Gardens & springs 38 3.68 1.165 392 4.21 1.765 

Customs and tradition 38 3,82 1.574 392 4.50 2.903 

Availability of information 

resources 

38 3.79 1.833 392 4.22 1.587 

Easy access to area 38 3.58 1.328 392 4.20 1.551 

Culture shows 38 3.55 1.309 392 4.28 1.499 

Positive reputation of country 38 3.24 1.567 392 4.16 1.489 

Reasonable prices for tourists 38 3.03 1.442 392 4,20 1.664 

Tax benefits 38 3.55 1.941 392 4.17 1.663 

National parks 38 3.26 1.349 392 4.21 1.607 

Museum attractions 38 3.13 1.417 392 4.14 1.533 

Theatres/concerts 38 3.13 1.492 392 4.12 1.648 

Physical atmosphere 38 3.21 1.298 392 4.30 1.663 

Valid N (listwise) 38   392   

 

 

Step Two: Levene’s test 

Before carry out T test should check the assumption between the groups is equal. Therefore, 

Levene’s test is used to check the assumption of equality of variances; it is an inferential 

statistic used to assess the equality of variances for variables calculated for two or more 

groups (Cohen & Lea, 2004). The result of this test determines which the t- test values 

provides, if sig, value is larger than .05, it use the first line in the table which refers to equal 

variances assumed. If the significant level of Levene’s test is (p< or =.05) this mean that the 
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variences for the two groups are not the same. It should use the second line of the t test which 

refers to equal variance not assumed (Pallant, 2007, 2016:234).  

In Table 5.23 the results indicate that almost all the variables are significant, above 0.05 

(p>.05), which mean the groups have equal variance. Levene’s test verified the equality of 

variances in the samples (homogeneity of variance) (p>.05) (Martin and Bridgmon, 2012). 

 Step Three: T- test 

The t-test findings confirm the significant difference in the means between the two groups; 

the P-value (P<.05) is significant on 23 of the attributes, as can be seen from Table 5.23.  

This Study applied eta Squared (η2)  

Effective size is “simply a way of quantifying the size of the difference between groups” 

(Arthur, 2012:45). The correlation ratio eta squared (η2) was applied because the sample size 

is large and there is a difference in the means between two groups; it is important to estimate 

the effect of size in determining the magnitude of the findings. η2 was calculated by the 

following formula:  

                                 t
2 

              η2 = ----------------------- (Abbott, 2016:229).  

                         t
2   + (N1+N2-2) 

 

According to Gravetter and Wallnau, 2004, cited in Pallant 2007: 217), the meaning of 

effect size is interpreted in three categories 

1- .01 - .07 small 

2- .30 - .21 medium  

3-  .50- .35 large   

The effect of size, η2, was between 0 and .04; this means a small effect for all variables, as 

shown in Table 5.23. The effect size was significant for all attributes (η2<.05). 
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Table 5. 23. T-Test 

                      Table 5.2.T-Test  
  Levene’s Test T- test 

No Variables  F P T P η2 

1- Beautiful scenery .024 .88 -1.075 .28 .00 

2- beautiful beaches .001 .98 -1.586 .11 .01 

3- Hot climate .038 .85 -3.387 .00 .03 

4- camping facilities .669 .40 -1.315 .19 .00 

5- Quality of accommodations .298 .59 -2.162 .03 .01 

6- Availability of internet .347 .54 -2.673 .01 .02 

7- Good health services .089 .77 -1.616 .11 .01 

8- Excellent shopping .534 .47 -4.416 .00 .04 

9- Good transport services  .347 .56 -1.747 .08 .01 

10- Availability of tour packages 1.202 .27 -3.755 .00 .03 

11- Political stability .121 .73 -1.258 .21 .00 

12- Clean tidy environment 1.724 .19 -2.638 .01 .01 

13 Special festival/fairs .001 .98 -2.427 .02 .01 

14 Safety & security  .311 .56 -.813 .42 .00 

15 Restful/relaxing .656 .42 -1.799 .07 .01 

16 Hospitality of people  .060 .81 -2.249 .03 .02 

17 Trustworthy people .998 .32 -1.964 .05 .01 

18 Historical interest  .343 .56 -1.876 .06 .01 

19- Modern architecture building  .539 .46 -3.229 .00 .03 

20- Quality infrastructure  .017 .90 -1.298 .19 .00 

21- Good restaurants  .079 .78 -2.659 .01 .01 

22- Quality sport facilities  .716 .40 -2.051 .04 .01 

23- Unique theme parks  .616 .43 -1.739 .08 .01 

24- Fashion stores  .439 .51 -2.414 .02 .01 

25- Appealing destination  .109 .74 -3.156 .00 .02 

26- Gardens & springs  1.400 .24 -1.786 .08 .01 

27- Customs and tradition .018 .89 -1.426 .15 .01 

28- Availability of information 

resources  

.012 .91 -1.591 .11 .01 

29- Easy access to area  .466 .46 -2.390 .02 .01 

30- Culture shows  .093 .76 -2.887 .00 .02 

31- Positive reputation of country  3.366 .08 -3.635 .00 .03 

32- Reasonable price tourists  .559 .44 -4.201 .00 .04 

33- Tax benefits  .010 .99 -2.146 .03 .01 

34- National parks  .375 .54 -3.528 .00 .03 

35- Museum attraction  .03 .86 -3.888 .00 .03 

36- Theatres/concerts  .398 .53 -3.558 .00 .03 

37- Physical atmosphere  1.078 .30 -3.907 .00 .03 

 

5.6.7.2 ANOVA tests  

One-way analysis (ANOVA) is an extension of the independent t-test in that it is a statistical 

method for studying sampled data relationships and focuses on the differences that appear 

amongst the means of the groups; ANOVA also enables the relationship to be studied for 

more than two independent samples (Arkkelin, 2014). In the earlier section above, the mean 

of 37 attributes measured on the Likert scale was presented to compare the two groups’ 

image of Oman in the international market. The Likert scale is good for representing interval 

measurements (Sullivan & Artino, 2013; Yusoff & Mohd Janor, 2014), and is also powerful 

in statistical analyses such as ANOVA, correlations, factors analysis and regression analysis 

(Yusoff & Mohd Janor, 2014). ANOVA tests were conducted to identify any difference in 
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perceptions between the two groups about all the attributes of the destination brand 

image.  

Table 5.24 below compares the F and p values of the respondents’ opinions, based on gender. 

The F-ratio is a criterion to judge if there are significant differences between groups (Cardinal  

& Aitken, 2013). Significant results refer to significant differences between groups. It can be 

seen from Table 5.24 that non-visitors have significantly high F values (F>1) and p values 

(p<.05) for most attributes. Only three attributes were less (F <1): camping facilities 

(F=.331), political stability (F=.859), and physical attributes (F=.790); these attributes 

showed no significant difference (p> .05). This group perceived the image of Oman as 

better than did the previous visitors. Non-visitors had a positive attitude to 19 

destination brand image attributes (see Table 5.24). Although other attributes were perceived 

negatively by this group (p>.05) (Table 5.24).  

However, people who had visited Oman before had different perceptions: F values were 

generally very low for most attributes, with only four larger, that is, the means of the 

groups are not equal (Dean & Illowsky, 2009). P values for this group showed no significant 

difference (p>.05) on most attributes. Only ten attributes of the Omani brand image showed 

a statistical significance (Table 5.24).Because this result may have a negative impact in terms 

of repeat visits and word of mouth recommendations. Oman marketers need to consider this 

result by improving Oman’s brand attributes and image and developing their brand.  

There were significant differences among the means for respondents’ perspectives from both 

groups. Eta squared (η
2
) was used to estimate effect size. This is a measure of the proportion 

of variance used to describe effect size for data analyses using ANOVA (Privitera, 2015: 

456). The value of η
2
can range between 0 and 1.0 (Privitera, 2015).  

According to Brown (2008), for the one- way ANOVA test there is no difference between eta 

squared and partial eta squared. It is computed by this formula: 

η
2     

 = SS between  

          ____________________ 

          SS total 

 According to Table 5.24, η
2
 is small effect for most variables based on the conventions given 

in the table; this mean the difference between two groups is very small. For example, η
2
 for 
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beautiful scenery is. 02, meaning 20% of the total variance is accounted for by the 

treatment effect.  

The result shows differences concerning the necessary attributes required to encourage 

destination image development. Visitors and non-visitors had different opinions about six 

attributes. The former group had more positive opinions about camping facilities, 

fashion stores, availability of information resources, culture shows, tax benefits and 

physical atmosphere than the latter, significant at p<.05.  

Interestingly, respondents from both groups tended to have the same positive 

perceptions of “restful/relaxing” (p=.03), the result indicating this as the most important 

reason to visit Oman, presumably because most respondents from both groups are employees 

with a high level of stress and responsibility. Restful/relaxing is especially important in terms 

of retaining repeat tourists (Tosun et al., 2016). However, other attributes had a negative 

direction in both groups (p>.05) (see Table 5.24).  

Tables 5.22 and 5.24 show that tourists’ experience influences the destination image and 

perception, as the two groups of respondents has different images of Oman. Non-visitors 

have a positive image because they are influenced by different information sources, 

indicating an inability to conceptualise Oman as a competitive tourism destination. Such as, 

hot climate potential groups statically significant but actual visitors have negative image 

because they already now the Oman weather.   

However, people who have visited Oman before had an organic image because they had 

knowledge about Oman; this group’s perceptions affect the Oman tourism brand by word of 

mouth, as mentioned before. Therefore, Oman tourism providers should consider this result 

and modify the Omani image if they want to develop the Oman brand as a tourism 

destination.  
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 Table 5:24.One way ANOVA according to respondent s gender 

 People that have not visited Oman before People that have visited before 

No Variables  F P η2 F P η2 

1- Beautiful scenery 2.897 .06 .02 .202 .96 .03 

2- beautiful beaches 2.983 .05 .02 .507 .73 .06 

3- Hot climate 5.949 .00 .03 1.597 .19 .16 

4- camping facilities .331 .72 .01 4.546 .003 .42 

5- Quality of accommodations 3.529 .03 .02 1.712 .17 .17 

6- Availability of internet 4.382 .01 .02 2.835 .03 .31 

7- Good health services 4.939 .01 .03 1.962 .10 .28 

8- Excellent shopping 3.484 .03 .02 .165 .95 .02 

9- Good transport services  3.112 .05 .02 .685 .61 .08 

10- Availability of tour 

packages 

3.424 .03 .02 .445 .78 .05 

11- Political stability .859 .42 .04 .337 .89 .05 

12- Clean tidy environment 1.197 .30 .01 .335 .85 .04 

13 Special festival/fairs  3.051 .05 .02 7.471 .000 .92 

14 Safety & security  1.373 .26 .01 .449 .77 .05 

15 Restful/relaxing 3.635 .03 .02 .949 .03 .05 

16 Hospitality of people  1.932 .15 .01 .500 .74 .06 

17 Trustworthy people 4.651 .01 .02 .674 .61 .08 

18 Historical interest  2.346 .09 .01 .336 .85 .04 

19- Modern architecture 

building  

3.002 .05 .02 .299 .91 .05 

20- Quality infrastructure  4.908 .02 .03 .256 .93 .04 

21- Good restaurants  2.731 .07 .01 .243 .94 .04 

22- Quality sport facilities  6.689 .00 .03 2.028 .09 .28 

23- Unique theme parks  3.275 .04 .02 6.636 .000 .91 

24- Fashion stores  2.236 .11 .01 6.060 .000 .54 

25- Appealing destination  2.722 .07 .01 .648 .665 .092 

26- Gardens & springs  1.874 .16 .01 1.775 .16 .18 

27- Customs and tradition 2.281 .10 .01 .886 .50 .122 

28- Availability of information 

resources  

2.225 .11 .01 4.799 .000 .90 

29- Easy access to area  4.119 .02 .02 1.453 .24 .15 

30- Culture shows  5.170 .01 .03 5.147 .000 .9 

31- Positive reputation of 

country  

1.406 .25 .01 .905 .47 .09 

32- Reasonable price tourists  1.299 .27 .01 .826 .518 .09 

33- Tax benefits  1.735 .18 .01 3.708 .01 .42 

34- National parks  3.526 .03 .02 .340 .89 .05 

35- Museum attraction  2.290 .10 .01 1.358 .27 .175 

36- Theatres/concerts  3.063 .05 .02 4.567 .00 .42 

37- Physical atmosphere  .990 .37 .01 4.579 .00 .42 
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Part Three. Whole Sample 

5.7 Factor analysis  

The main aim of using factor analysis (Maximum likelihood) in this study is to identify the 

important attributes about the perceptions of the demand side, and to put the attributes 

into groups to explain the variability of the group characteristics. Also, it used to make a 

possible generalization of the sample and yielding the largest probability of accuracy 

(Field, 2009; Osborne & Banjanovic, 2016).  

Factor analysis can be used to explore the data for patterns, to confirm the initial hypotheses 

and/or to reduce the numerous variables to a more manageable number (Farmer, 1999; 

Pallant, 2016). The concept of factor analysis is based on the fact that multiple observed 

variables have similar patterns of responses because they are all associated with a latent 

variable (i.e. a variable that is not directly measured) (Chatfield, 2018).  

Factor analysis usually is applied to a large set of variables; it involves identifying the 

common and unique sets of variances called factors or components. It allows the researcher 

to condense the information into a manageable number of related variables prior to using 

them for conducting other analyses such as multiple regression or multivariate analysis of 

variance. Additionally, it helps the researcher to determine the number of latent variables of a 

set of items, and to define the substantive meaning of variables that account for the variations 

among a large number of items in a questionnaire (Field, 2013). It is easier to focus on some 

key factors rather than to consider too many variables that may be trivial, so factor analysis is 

useful for placing variables into meaningful categories (Reio & Shuck, 2015).  

Hair et al. (2010) specify two main purposes of factor analysis. The first is to identify the 

unit of analysis, and as a general model that examines the correlations between 

variables and respondents. Thus, it identifies the structure of both the variables and the 

respondents. The second purpose is data reduction and variable selection. It summarises the 

data by defining the structure of the variables by placing them in groups, then providing 

identification for further analysis (Farmer, 1999; Hair et al., 2010; Pallant, 2016).  

Maximum Likelihood Factor Analysis (MLFA) is a common technique (Preacher & 

MacCallum, 2003). It used to estimate the factor loading. The procedure iteratively improves 

the parameter estimates to minimise a specified fit function (Crisci, 2011).MLFA is a method 

of parameter estimation that is preferred in statistics; it is also an indispensable tool for many 
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statistical modelling techniques, in particular non-linear modelling with non-normal data 

(Myung, 2003). Factor analysis is a useful tool for investigating the variable relationships of 

complex concepts such as socio-economic status, dietary patterns or psychological scales 

(Dharmawardena et al., 2015). 

Factor analysis was applied to the measurement scale for tourism destination brand image 

consisting of 37 attributes. Only one question in this study questionnaire included scales.  

The eigenvalues of the factor represent the amount of total variance explained by that factor 

(Pallant, 2016), which is mainly used to identify the number of factors that can be extracted 

using factor analysis. Therefore, the extracted factors should have eigenvalues that exceed 1, 

which means that the marginal contribution of this factor in explaining variance in the data is 

more than 0.  

5.7.1 Criteria for factor analysis 

Several tests on the data can be used to ensure that the data is suitable for factor analysis and 

that the extracted factors are meaningful.  

5.7.1.1 Cronbach’s Alpha coefficient  

 

Vaske et al. (2017) state that prior to factor analysis, it is important to check that the scale 

being used is reliable. The reliability of a scale indicates how free the scale is from random 

error (Pallant, 2016). The two main approaches to assessing the reliability of a scale are test-

retest reliability and internal consistency. The first approach splits the sample in half and 

correlates the scores between each group. The second measures the degree to which the items 

of the scale measure the same underlying attribute. Cronbach’s alpha, a statistical technique, 

can be used to test the internal reliability (consistency) of a scale. The alpha is given by a 

statistic that varies from 0 to 1. Some researchers note that reliability coefficients should be 

0.7 or greater for a scale to be reliable (Tavakol & Dennick, 2011). Cronbach’s Alpha 

Coefficient for the performance scale was calculated at 0.96 which indicates a good degree of 

internal consistency.  
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Table 5.25 Reliability Statistics 

 

Cronbach's 

Alpha 

Cronbach's 

Alpha Based 

on 

Standardized 

Items 

N of 

Items 

.963 .974 37 

 

5.7.1.2 Sampling adequacy  

The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy and Barlett’s Test of 

Sphericity (BTS) were both calculated (Pallant, 2007) for this study to calculate the amount 

of total variance which represents a particular factors. Barlett’s Test of Sphericity (BTS), a 

test of significance of correlation matrix, significant level of <.5, indicates the existence of 

sufficient correlations among attributes. The value of the KMO statistic falls between 0 and 1, 

where 0 indicates that the sample is not sufficient for factor analysis, and 1 indicates that 

factor analysis should yield distinct and reliable factors; in social science research, the cut-off 

value for KMO is 0.6 (Field, 2013). 

It is also useful to refer to the correlation matrix; if not many correlations are larger than 0.03, 

then it is unlikely that the variables share common factors, and that the factor analysis is 

pointless (Pallant, 2016). As Table 5.26 demonstrates, the occurrence of many correlation 

coefficients is at or above .03. The KMO test shows 0.808 which is satisfactory; the BTS was 

also significant (P=0.000) and df= 406. Therefore, factor analysis was considered 

appropriate for this study (Pallant, 2007: 190).     

                              Table 5.26 KMO and BTS tests  

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .808 

Bartlett's Test of Sphericity 

Approx. Chi-Square 4041.366 

Df 406 

Sig. .000 
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5.7.1.3 Factor extraction  

Factor extraction involves determining the smallest number of factors that can be used to best 

represent interpretation among a set of variables (Pallant, 2016). Different techniques are 

available for extraction, including the maximum likelihood estimation approach which was 

used in this study. In this approach, the researcher continues to experiment with factor 

manipulation until a satisfactory solution when the suitable number of factors is retained 

(Field, 2013). In order to determine factor extraction, MLFA was used, the factors are 

extracted based on Kaiser‘s criterion or eigenvalue, also, scree plot variables used to identify 

the number of factors to be extracted (pallant, 2007). In this study three factors were 

extracted.  

Table 5.27 summarises the total variance of the extracted components. The total column in 

the initial eigenvalues highlights the total variance of each of the factors. The percentage in 

the variance column in the initial eigenvalues column shows the percentage variance of each 

of the factors, about 53.153% for the first factor. The analysis also shows that only three 

factors have an eigenvalue more than 1; therefore, the Extraction Sums of Squared Loadings 

demonstrates the factors that have been considered and those whose eigenvalue is more than 

1. Besides, the cumulative percentage variance of the Extraction Sums of Squared Loadings 

shows that these three factors are responsible for 56.445% of the total variance.      

                     Table 5. 27 Total variance explained 

Factor Initial Eigenvalues Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total %of 

Variance 

Cumulative 

% 

Total %of 

Variance 

Cumulative 

% 

Total %of 

Variance 

Cumulative 

% 

 

1 19.667 53.153 53.153 19.257 52.045 52.045 8.143 22.009 22.009  

2 1.550 4.189 57.342 1.101 2.976 55.021 7.697 20.802 42.811  

3 1.095 2.959 60.301 .527 1.423 56.445 5.045 13.634 56.445  

 

5.7.1.4 Rotated components matrix 

Rotation is used after extraction to improve the interpretability and clarify data structure 

(Costello& Osborne,2005). Factor rotation aims to simplify the factor solution by identifing 

groups of variables more clearly. Consequently, factor rotation does not change the 

underlying solution but the factors are easier to interpret (Pallant, 2016). There are two main 
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approaches to rotation: orthogonal (varimax) and oblique techniques. According to Pallant 

(2016), the two approaches often result in similar solutions. However, where the underlying 

contracts are assumed to be uncorrelated, Gorsuch (2015) argues that the varimax method of 

rotation is the most appropriate technique to use because it produces results which are easy to 

interpret. In the oblique rotation, the factors may be correlated with conceptual advantages. 

Oblique is more complex than varimax since it can involve one of two coordinate systems 

which are a system of primary axes or a system of reference axes (Yong and Pearce,2013). In 

practice, researchers can conduct both varimax and oblique rotations and then report the 

clearest to interpret (Pallant, 2016). In this study, the varimax rotation is used as it 

provides better interpretation, leading to more interpretable factors as it allows a smaller 

number of variables to load highly on each factor. The varimax rotation aims to simplify the 

factors by maximising the variance of each factor loading. 

Following rotation, factor loadings should be more transparent to the researcher. According 

to a number of studies (Field, 2009; Napitupulu et al., 2017), factor loading of the variables 

>0.3 is considered significant, factor loading variables >0.4 are very important, and a factor 

loading variable >0.5 is considered very significant. As a rule, to assess the significance of 

factor loadings, factors should have a loading greater than 0.4, and factors below 0.4 should 

be eliminated (Hon et al., 2012). This study considered factors loading greater than >0.4 

to be important.  

5.7.1.5 Maximum likelihood 

As mentioned above, this study utilised maximum likelihood estimation as a method to 

determine how many attributes the demand side considers and which items belong together, 

because the collected usable sample data was large (N=430) and this study used parametric 

tests.  

Kaplanidou and Vogt (2003) and Achieng et al. (2014) recommended classification of the 

destination branding components, one of which is image. This result presents the most 

intangible and tangible of the destination brand components which the demand side 

considers. The purpose of the rating scales in the questionnaire was to focus on the common, 

attribute-based components of Oman as a tourism destination. The destination image consists 

of two major components: cognitive and affective. Both have been assessed to understand the 

recognition level as well as the emotional feeling towards Oman’s attractions from the 

perceptions of tourists. Image is a destination-specific concept, which varies from one 
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destination to another (Echtner & Ritiche, 1993).The results highlight the importance 

attached to certain attributes when choosing Oman as a holiday destination. 

According to the study’s findings, three latent variables were identified from the cognitive-

affective images of Oman as perceived by tourists: tourist resources and motivation, socio-

cultural and economic environment and infrastructure.Respondents rated Oman’s image high 

in terms of 32 attributes, but very low (negative) in the five attributes identified above are 

dropped out: camping facilities, good transport, customs and traditions, unique theme 

park, and quality of accommodation. These five factors were very low in another test. 

People who have visited Oman gave the perceived quality of accommodation as a low 

percentage (7.9%): Table 5.12 (b) and (13.2%): Table 5.14; Table 5.24 shows that 

theANOVA test was not significant, at 0.17.    

Oman has not managed to create close relationships with customers by adding value to their 

brand.Therefore, tourism marketers in Oman should endeavour to improve the negative 

attributes of Oman’s image, concentrating on the most important image attributes and 

understanding tourists’ needs and wants.  

Factor one is labelled “touristic attraction resources” and includes 15 attributes at value 

over 0.4. This factor is based on the natural resources available in the destination and other 

intangible attributes which attract tourists, related to the natural attractions, entertainment, 

safety and security, and the social environment. These attractions are essential for successful 

tourism brand destination development, contributing to attracting and motivating tourists to 

visit a destination (Gunn, 1972). Hospitality of the local people was an important feature, 

having the highest loading from respondents. This was followed by safety and security, as 

people tend to avoid destinations with political instability. Oman was rated very highly on the 

safety attributes, showing that international tourists constantly receive information on 

security and political issues in the Middle East, including the Sultanate of Oman, that daily 

occupy the media. The restful/relaxing parameter has a positive influence on behavioural 

intention, which shows that the respondents perceive the Oman’s affective images positively. 

Trustworthy people, availability of the internet and other demand-side concerns are 

considered in travelling to Oman, as are health services, especially for older tourists and those 

with young children.  

Respondents are also concerned with natural resources such as the hot climate, golden sandy 

beaches, and gardens and springs, when they choose a holidy destination. Although Oman’s 
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good weather is attractive for people from cold countries, it also needs high-quality 

infrastructure such as transport and water supply.  

Factor two, “socio- cultural and economic environment” has 12 attributes. Those with the 

highest loading are museums (.766), followed by theatres/concerts (.744), then hospitable 

people, national parks, tax benefits, trustworthy people, positive reputation of the country, 

culture shows, historical interests, and easy access to the area. This factor refers to custom, 

experience, rituals, the architecture of a people, and host communities. It represents how the 

demand side identifies Omani culture and hospitality attributes. The data showed that most of 

the respondents expressed a strong interest in exploring the authentic side of Oman, 

interacting with the real culture and lifestyle of the local people. Tourists love to share new 

culture experiences such as traditional dress, food, festivals, music, games and dance.  

The popularity of museums is perceived as an important tangible reflecting serious interest in 

Omani culture and confirming the argument that socio-cutural differences create a favourable 

destination image (Martins, 2015). This study’s finding show that most of the respondents 

expressed a high level of interest in exploring the authentic side of Oman by interacting with 

the real culture and lifestyle of the local people. Atmosphere is another important variable, 

and many destinations promote the physical atmosphere to attract tourists and encourage 

them to revisit (Marino, 2008; Lopesi, 2011). This factor is thus of great significance for the 

Oman brand, because these attributes contribute to increasing attractiveness. International 

tourists are price-sensitive (Pritchard, 2003), and reasonable prices and tax benefits are 

important for international visitors when selecting a holiday brand destination.  

Factor three, “infrastructure impact” has 5 variables (fashion stores, modern architecture, 

quality of sports facilities, quality of infrastructure, excellent shopping centres) which are 

incorporated into the cognitive image of Oman. Fashion stores and modern architecture had 

the highest loadings, .630 and .590 respectively. This factor is of great significance to visual 

brand identity because a good destination infrastructure improves competitive advantage and 

poor infrastructure can threaten development of the brand. 

The result of the factor analysis presents the demand-side perceptions in three factors 

(touristic resources, socio-cultural and economic environment, and infrastructure) which 

comprise 32 attributes that potential tourists are concerned about, and can be interpreted as 

the demand-side perceptions of the attributes of the Oman brand identity. Therefore, these 
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attributes are important for Oman destination marketers because they need to develop their 

brand. 

Table 5.28 .Exploratory factor analysis results  

Extraction Method : Maximum Likelihood  

Rotation Method: Varimax 

 

No  Factors Factors 

Identifications 

Cronbach’s 

Alpha 

Communality 

Variables 1 2 3 Touristic resource 

(Attraction and 

motivations 

attributes) 

.962  

1 Hospitality of people .736   .742 

2 Safety & security .704   .692 

3 Restful/relaxing .677   .668 

4 Clean tidy environment .620   .665 

5 Beautiful beaches .610   .498 

6 Trustworthy people .599   .633 

7 Political stability .596   .573 

8 Beautiful scenery .588   .388 

9 Availability of internet .584   .614 

10 Hot climate .558   .424 

11 Good health services .536   .622 

12 Appealing destination .552   .612 

13 Special festival/fairs .513   .589 

14 Availability of tour packages .476   .599 

15 Gardens & springs .422   .468 

16 Museum attraction  .766   

 

 

 

 

Socio-cultural and 

economic 

environment 

 

 

 

 

 

.961 

.797 

17 Theatres/concerts  .744  .759 

18 National parks  .703  .755 

19 Physical atmosphere     .679  .705 

20 Tax benefits  .652  .640 

21 Reasonable price tourists  .630  .666 

22 Positive reputation of country  .562  .673 

23 Information resources  .529  .616 

24 Culture shows  .529  .602 

25 Historical interest  .501  .506 

26 Good restaurant  .486   .668 

27 Easy to access to the area  .458   .571 

28 Fashion stores   .630 Infrastructure 

Impacts   

.961 .639 

29 Modern architecture building   .590 .695 

30 Quality sport facilities   .562 .721 

31 Quality infrastructure   .538 .618 

32 Excellent shopping Centre   .518 .550 

                                                  Overall scale Cronbach’s Alpha .963  

                                                   Total variance explained 56.4%(56%)  

 Kaiser-Meyer-Olkin Measure of Sampling Adequacy .977  

Source: Primary research 

 

The data for actual visitors was also subjected to factor analysis, and four factors emerged, as 

shown in Table (5.29). In comparison with Table (5.28), culture and custom, quality of 

accommodation, good transport services, and camping facilities were dropped again because 

they had low loadings of less than four (loading variables <0.4). The other attributes in Table 

(5.29) show a significant difference with the whole sample result. The first factor is 

“infrastructure and motivations attributes” which includes 17 attributes between (.728- 

.423); this differs from factor one in the whole sample: potential international tourists 
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consider the Oman brand to have good-quality infrastructure such as sports facilities, with 

most attributes having loading .728. Regarding the outcome for non-visitors, their image is 

mostly tangible; this can be seen with the highest loading in Table (5.29), such as sports 

facilities and national parks. The fourth factor was a tangible attribute, clean and tidy, as 

potential visitors consider Oman a clean place and environment. This result is reported here, 

but should be concerned as descriptive statistics only, because this study needs the whole 

sample; the other group is a very small sample which cannot be subjected to factor analysis. 

 Table 5.29. Exploratory Factor Analysis Results for non- visitors  

 Extraction Method : Maximum Likelihood  

Rotation Method: Varimax   (N=392)  

No  Factors Factors 

Identifications 

Cronbach

’s Alpha 

Variables 1 2 3 4  (Infrastructure and 

motivationals 

attributes) 

.959 

1 Sport facilities .728    

2 National park .713    

3 Theatre / concerts .697    

4 Musium attraction .695    

5 Tax benefites  .671    

6 information resources .661    

7 Fachion stores .660    

8 Modern architecture building .659    

9 Quality of infrastructure   .650    

10 Reasnobale price for tourist .622    

11 Good restaurants .572    

12 Physical atmosphare .566    

13 Attributes easy access to the area  .528    

14 Culture shows .488    

15 Availability of tour packages .476    

16 Gardens & springs .462    

17 Unique theme park .423     

 

 

 

 

Socio-cultural and 

attraction attributes 

 

 

 

 

 

.960 

18 Hospitality of people   .701   

19 Trustworthy people  .625   

20 Saftey and security    .622   

21 Positive reputation of county   .573   

22 Political stability   .550   

23 Appealing destination   .516   

24 Historical interest   .497   

25 Special festival   .493   

26 Custom and culture   .302   

27 Hot climate   .620  Natural resources 

and motivation    

.959 

28 Beautiful beach   .603  

29 Avaliability of internet    .594   

30 Beautiful senery   .578  

31 Good health services   .567  

32 Attribute restful/ relaxing    .554  

33 Excellent shopping Centre   .546  

34 Quality of acommondation   .370   

35 Good transport services   .336   

36 Camping facilities   .302   

37 Clean and tidy     .546 Clean and tidy .959 

                                                   Overall scale Cronbach’s Alpha .961 

                                                    Total variance explained 57.6%(58

%) 

  Kaiser-Meyer-Olkin Measure of Sampling Adequacy .975 
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5.8 Chi-square test and Cross- tabulation 

Cross-tabulation tables are often used to examine the relationship between variables. 

Displaying the distribution of two or more variables jointly in this form enables the 

researcher to make some significant observations about the relationship between them 

(Nachmias & Leon-Guerrero, 2017). After data analysis in different ways, cross-tabulation 

carried out to see if any particular characteristics of the potential tourists (e.g. age, education 

or brand logo components) have a statistical impact on the answer given. 

Chi-square tests were conducted to examine significant relations between the respondents’ 

perceptions. The advantage of using this method is that it can test for an association between 

two or more variables and measure the difference between observed and expected results 

(Morgan et al., 2013).  

People with different level of education may have different perceptions. Therefore, cross-

tabulation is used to discover if there is any relationship between the Oman brand and 

respondents education level as shown in Table 5.30. 

The result might be explained people with higher education more concerned than lower 

education level. While, the findings of Chi-square table show there is no significant 

relationship between Oman attributes and respondents education level (P=.629) at the .05 

level. Therefore, the resulted reported here should be concerned as descriptive statistics only.  

 

Table  5.30 .Chi Square tests and cross-tabulation  of potential international tourists education and  Oman logo  

 

Chi Square Cross-tabulation 

 Value Df P  Nature  Desert Mountain Sun  Water 

Pearson Chi-

Square 

 

48.326a 54 

 
.629  

Likelihood 

Ratio 

 

56.449 

 

54 .384 Primary school .4% 

 

 

0.0% 0.0% 0.0% .5 

Linear-by-
Linear 

Association 

.938 
 

1 .333 High school  6. 
8% 

5.6 % 2.1% 3.3% 9.2% 

N of Valid 
Cases 

430   Diploma  9.6% 18.3% 7.3% 16.4% 10.7% 

    Bachelor degree  28.5% 35.2% 29.2% 24.6% 24.5% 

    Master’s degree  33.7% 32.4% 30.1% 37.7% 34.7% 

    PhD  20.9% 8.5% 31.3% 18.0% 20.4% 

a8 58 cells (74.3%) have expected count less than 5. The minimum 
expected count is .00 
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5.8.1 Oman logo and physical atmosphere 

Atmosphere is an important attribute which influences tourists’ level of satisfaction. Cross-

tabulation was used to discover if there is any relationship between Oman’s tourism logo and 

tourists’ perception of physical atmosphere, as shown in Table 5.31, and the result is 

significantly positive. Potential tourists choose Oman not because of its brand attributes but 

for other variables such as atmosphere. A large proportion of the demand side (45.1%) 

selected the desert over other brand components. Chi square was significant at the .05 level. 

Therefore, Oman destination marketers need to consider this attribute when developing their 

brand, such as by focusing on the hotels, tourist services, restaurants, etc.   

 

5.8.2 Relationship between information resources and Oman logo 

Information resources influence tourists to travel and also influence the development of the 

tourism brand too. This part concerns people who have visited Oman before because they 

have used different information sources for travel to Oman. Cross-tabulation is used to find 

if any relationship exists between information resources used by actual tourists and the 

Oman brand. Table 5.32 shows that this relationship is significant (P=.000) at the .05 level. 

Word of mouth recommendation was the most important information resource for 

respondents with good links to the Oman brand.  

 

 

Table  5.31 .Chi Square tests and cross-tabulation  of potential  international tourists atmosphere and Oman 

logo 

 

Chi Square Cross-tabulation 

 Value Df P  Nature  Desert Mountain Sun  Water 

Pearson Chi-

Square 

 

82.938a 54 

 
.007  

Likelihood 

Ratio 

 

78.325 

 

54 .017 Strongly disagree  5.6% 

 

 

9.9% 8.3% 9.8% 5.1% 

Linear-by-

Linear 

Association 

11.140 

 

1 .001 Dis agree  7.6% 2.8 % 2.1% 4.9% 5.6% 

N of Valid 

Cases 

430   Neither 33.8% 25.1% 38.1% 26.2% 33 % 

A 28 cells (93.3%) have expected count 

less than 5. The minimum expected 

count is .08 

Agree  36.1% 45.1% 38.5% 37.7% 40% 

Strongly agree   16.9% 17.1% 12.5% 21.3% 16.3% 
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5.8.3 Relationship between intention to visit Oman in future and Oman logo 

It is important to identify the intention of potential tourists toward the Oman brand in future, 

and cross-tabulation was used to discover this. However, Table (5.33) indicates that is not 

significant (P=.559) at the .05 level. 

Table  5. 33. Chi Square tests and cross-tabulation  of Oman brand and intention to visit Oman in future   

 

Chi Square Cross-tabulation 

 Value Df P  Nature  Desert Mountain Sun  Water 

Pearson Chi-

Square 

 

16.486a 18 

 
.559  

Likelihood 

Ratio 

 

21.635 

 

18 .249 Yes(with in  visit 

visit Oman in 

future) 

91.6% 

 

 

95.9% 92.7% 95.1% 84.3% 

Linear-by-

Linear 

Association 

.624 

 

1 .430 No (with in  visit 

visit Oman in 

future) 

 8.4% 7. % 7.3% 3.3 % 15.3% 

A 28 cells (93.3%) have expected count less than 5. The 

minimum expected count is .08 

     

 

5.8.4 Relationship between quality of accommondation and level of education of people 

who have visited Oman before 

Accommodation quality has a negative image in the analysis above, so cross-tabulation was 

used to find if the level of education of past visitors has any impact on the responses given to 

the survey on this topic. From chi Square part, there is a relation between respondents’ 

education level and the quality of accommodation (p= .001) at the .05 level. People who 

have a Masters degree consider the quality of accommodation to be important, but 100% of 

them thought it unsatisfactory in Oman; 12.5% of people with a high school education agreed 

Table  5.32Chi Square tests and cross-tabulation  of Oman brand and tourists information resources  

 

Chi Square Cross-tabulation 

 Value Df P  Nature  Desert Mountain Sun  Water 

Pearson Chi-
Square 

 

170.955a 54 
 

.000  

Likelihood 

Ratio 
 

51.825 

 

54 .558 Advice travel agent  2% 

 
 

1.4% 2.1% 1.6% 1% 

Linear-by-

Linear 
Association 

1.418 

 

1 .234 Recommendation from 

friends and relatives 
 8.0% 12.7 % 11.5% 8.2% 4.1% 

    Website   1.2% 1.4% 1% 1.6% .5% 

    Media report  .8% 1.4% 1% 3.3% 1.5% 

    Tourist book guide 1.2% 4.2% 1% 3.3% 0.0% 

    Other  8.8% 18.3% 14.6% 13.1% 6.1% 

A 62cells (88.6%) have expected count less than 5. The minimum expected 

count is .00 

     



177 
 

that Oman has a good quality of accommodation. As accommodation is one of the brand 

attributes, Omani marketers need to consider the education level when they develop their 

brand attributes, because there are many people not educated.  

Table 5. 34 Chi Square tests and cross-tabulation of level of education and quality of accommodation 

Chi Square Cross-tabulation 

 Value Df P  Strongly  
disagree 

Disagree Neither Agree Strongly 
agree Pearson Chi-

Square 
 

44.140a 20 

 
.001  

Likelihood 

Ratio 
 

39.927 

 

20 .005 High school 0.0% 

 
 

0.0% 0.0% 0.0% 12.5% 

Linear-by-

Linear 
Association 

.687 1 .104 Diploma  0.0% 33.3% 0.0% 0.0% 0.0% 

N of Valid 

Cases 

38   Bachelor degree 0.0% 0.0% 11.1% 8.3% 75% 

Master’s degree 100% 33.3% 77.8% 83.3% 0.0% 

PhD 0.0% 33.3% 33.3 % 33.3% 0.0 

a.27 cells (90..0%) have expected count less than 5. The 
minimum expected count is..08 

     

 

5.8.5 Relationship between Quality of accommondation and respondents age of people 

has visited Oman before  

Cross-tabulation was used to find if the age of the actual visitors has any impact on their 

responses for accommodation quality. The result of the chi-square test was not statistically 

significant so the finding should be considered descriptive.  

Table 5.35. Chi Square tests and cross-tabulation between people have visit before age and quality of accommodation 

 

Chi Square Cross-tabulation 

 Value Df P  Strongly  

Disagree 

Disagree Neither Agree Strongly 

agree Pearson Chi-
Square 

 

10.176a 16 
 

.857  

Likelihood 
Ratio 

 

10.995 
 

16 .810 18-30 0.0% 
 

 

0.0% 33.3% 33.3% 33.3% 

Linear-by-

Linear 
Association 

.615 1 .433 31-40 17.6% 11.8% 11.8% 41.2% 17.6% 

N of Valid 

Cases 

38   41-50 23.1% 7.7% 30.8% 23.1% 15.4% 

    51-60 0.0% 0.0% 50.0% 25. % 25.0% 

A24 cells (96.0%) have expected count less than 5. The 

minimum expected count is .08. 
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5.8.6 Relation between camping facilities and level of education 

Camping facilities have a negative image as seen in the factor analysis. Therefore, cross-

tabulation was applied to find if the level of education has any impact on the perceptions of 

respondents. The finding shows that there is a significant relationship between level of 

education and the participants’ responses about the camping facilities attributes 

(P=.03). People who have a lower level of education consider the quality of facilities for 

camping more than do people with a higher level of education. The higher percentages were 

from people with primary and high school education. 

 

Table  5. 36. Chi Square tests and cross-tabulation  of level of education and camping facilities 

 

Chi Square Cross-tabulation 

 Value df P  Strongly  

Disagre

e 

Disagree Neither Agree Strongly 

agree Pearson Chi-
Square 

 

61.264a 42 
 

.028  

    Primary School 0.0 100% 0.0% 0.0% 0.0% 

Likelihood 

Ratio 

 

56.566 

 

42 .066 High school 0.0% 

 

 

3.2% 12.9% 29.0% 41.9% 

Linear-by-
Linear 

Association 

.464 1 .496 Diploma 1.8% 12.5% 21.4% 25.0% 39.3% 

N of Valid 
Cases 

430   Bachelor degree 7.3% 3.7% 26.6% 35.8% 26.6% 

Master’s degree 4.9% 7.6% 34.0% 28.5% 25% 

PhD 6.3% 6.3% 41.1 % 22.5% 24.3% 

a.33 cells (58.9%) have expected count less than 5. The 

minimum expected count is .00 

     

 

5.8.7 Relationship between safety and intention to visit Oman in future  

Safety is an important attribute for international tourists, and insecurity is a reason for people 

to cancel their travel plans. Therefore, cross-tabulation was used to find out if safety has an 

impact on intention to visit in future. The result shows that chi-square test was statistically 

significant (P=.000), meaning that there is a relationship between demand-side intention and 

safety. Cross-tabulation shows that 86.7% of respondents consider safety in visiting Oman in 

future, so Oman should consider this as it cannot develop its brand unless it has a high level 

of safety (Mawby, 2016). People who have visited before agree that Oman is a safe place to 

visit.   
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Table 5.37 Chi Square and cross- tabulation between demand side intention visit Oman in future and safety and security 

Chi Square Value df P Cross-tabulation Intention to visit Oman in future  

36.906 12 

 
.000 

Pearson Chi-
Square 

 

Yes No 

Likelihood 

Ratio 
 

31.931 

 

12 .001 CountStrongly  

Disagree 
Within  attribute safety  

21(91.3%) 

 
 

2(8.7%) 23(100 %) 

Linear-by-

Linear 
Association 

5.839 1 .016 Disagre Within  attribute 

safety 

16(61.5%) 10(38.5%) 26(100 %) 

N of Valid 

Cases 

430   Neither 64(83.1%) 13 (16.9%) 77(100 %) 

Agree 159(90.6%) 29(9.4)% 188(100 %) 

Strongly agree 100 (86.4%) 16(13.6%) 116(100 %) 

Total  Within  attribute 

safety 

360(83.7%) 70(16.3%) 430(100) 

A9 cells (42.9%) have expected count less than 5. The minimum expected 

count is .22. 

   

 

5.8.8 Relation between safety with image when hearing the word of Oman  

Cross-tabulation used to find if safety variables come to respondents mind when hearing the 

word of Oman.The result shows that the chi-square test was statistically significant (P= .000). 

The most significant proportion (58.4%) indicates that safety associated with the image of 

Oman in respondents mind. Respondents perceived Oman is a safe place.  Therefore, Oman 

authority should consider safety on develops their brand. 

Table 5.38: Chi Square tests and cross-tabulation between safety and image when hearing Oman 

Chi Square Cross-tabulation 

 Value df P  Strongly  

Disagree 

Disagree Neither Agree Strongly agree 

Pearson Chi-
Square 

 

156.2569a 36 
 

.000  

Likelihood 

Ratio 
 

121.248 

 

36 .000 Extermaly negative 

(with image when 
hearing about Oman) 

25.0 % 

 
 

12.5 % 12.5 % 0.0 % 50 % 

Linear-by-

Linear 
Association 

.615 1 .007 Some what negative 10.0 % 50.0 % 20.0 % 10.0 % 10.0 % 

N of Valid 

Cases 

430   Netural  4.2 % 6.6 % 25.1% 37.7 % 26.4 % 

Very positive  3.4 % 3.4 % 16.4% 34.2 % 42.5 % 

Extermaly positive  11.7 % 1.5 % 6.7% 21.7% 58.4 % 

A30 cells (61.2%) have expected count less than 5. The minimum 
expected count is .11. 
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5.9 Validity  

Validity is an important characteristic of tests and social research there is a general consensus 

that the trustworthiness of any substantive research depends on the validity of the instruments 

employed to gather the data (Baghaei & Tabatabaee Yazdi, 2016). It is defined by Heale and 

Twycross (2015) as the extent to which a concept is accurately measured in a quantitative 

study. According to De Vaus (2013), there are three ways to assess validity (criterion, content 

and construct validity); criterion and content validity were discussed in Chapter Three.   

5.9.1 External validity  

External validity is related to generalisation. It requires a good understanding of the 

relationship between the variables. In establishing validity an agreement between the 

theoretical underpinning of the variables and the measurement scale is sought (Heale and 

Twycross, 2015).  

5.9. 1.1 Discriminant validity  

There are two types of validity comprises discriminant and convergent validity. Discriminant 

validity is the extent to which a measure does not correlate with other constructs from which 

it is supposed to differ (Lu, 2007; Hair, 2015). It involves demonstrating the lack of 

correlation between different variable (Hair, 2015). It was defined by Dmitrienko et al. (2007: 

377) as the ability to distinguish between relevant subject groups. To test the discriminant 

validity of the study variables, Pearson correlation was used here to measure the strength of 

association between variables as a parametric test. 

Table 5.39 illustrates the correlation coefficient between the variables extracted from factor 

analysis and other factor loadings. Discriminant validity was established by comparing the 

Pearson correlation between 10 attributes, five with a high loading from factor analysis 

(hospitality of people, safety, museums, theatres and national parks) and other attributes from 

dropped from the factor analysis because they had low loading (customs and traditions, 

facilities for camping, transport services, theme parks, quality of accommodation). 

(Kambewa, 2007) Pearson’s correlation (r) suggests the direction and strength of the 

relationship. For example, the correlation between museum attraction and hospitality of 

people was .605, and that between theme parks and hospitality .246, all smaller than 1. This 

suggests good discriminant validity. 



181 
 

 

Table5. 39. Pearson correlation for destination image variables 

 Factors 

attributes  

Hospitality 

of people                

Safety and 

security                

Museum 

attraction                             

Theatre and 

concert                  

National park                                 Custom and 

tradition 

 

Camping 

facilities                

Transport 

services 

Theme 

park 

Quality of 

accommodation 

Factors attributes 1 

430 

          

Hospitality of people               Person correlation  

                                                   Sig. (2-tailed) 

                                                       N 

.785** 

.000 

430 

1 

430 

 

 

        

Safety and security               Person correlation  

                                                            Sig. (2-tailed) 

                                                                     N  

 

.787** 

.000 

430 

.702** 

.000 

430 

1 

430 

        

Museum attraction                            Person correlation  

                                                            Sig. (2-tailed) 

                                                                     N 

.827** 

.000 

430 

.605** 

.000 

430 

.581** 

.000 

430 

1 

430 

       

Theatre and concert                 Person    correlation  

                                                            Sig. (2-tailed) 

                                                                     N 

.808** 

.000 

430 

.574** 

.000 

430 

.552** 

.000 

430 

.826** 

.000 

430 

1 

430 

   

 

   

National park                                Person correlation  

                                                                Sig. (2-tailed) 

                                                                     N 

.829** 

.000 

430 

.571** 

.000 

 430 

.592** 

.000 

430 

.796** 

.000 

430 

.754** 

.000 

430 

1 

430 

     

 

Custom and tradition 

                                                               Person 

correlation  

                                                                 Sig. (2-tailed) 

                                                                     N 

.392** 

.000 

430 

.350** 

.000 

430 

.314** 

.000 

 430 

.321** 

.000 

430 

.287** 

.000 

430 

.303** 

.000 

430 

1 

430 

    

Camping facilities               Sig. (2-tailed) 

                                                                     N 

.427** 

.000 

430 

355** 

.000 

430 

.376** 

.000 

430 

.335** 

.000 

430 

.353** 

.000 

430 

.342** 

.000 

430 

.140** 

.004 

430 

1 

430 

   

Transport services                        Person correlation  

                                                            Sig. (2-tailed) 

                                                                     N 

.344** 

.000 

430 

.308** 

.000 

430 

.239** 

.000 

430 

.252** 

.000 

430 

.237** 

.000 

430 

456** 

.000 

430 

.116** 

.016 

430 

.192** 

.000 

430 

1 

430 

  

Theme park                             Person correlation  

                                                            Sig. (2-tailed) 

                                                                     N 

.434** 

.000 

430 

.264** 

.000 

430 

.351** 

.000 

430 

.405** 

.000 

430 

.372** 

.000 

430 

.298** 

.000 

430 

.140** 

.004 

430 

.160** 

.000 

430 

.133** 

.006 

430 

1 

430 

 

Quality of accommodation Person correlation  

                                                            Sig. (2-tailed) 

                                                                     N 

.411** 

.000 

430 

.278** 

.000 

430 

.311** 

.000 

430 

.330** 

.000 

430 

.298** 

.000 

430 

.332** 

.000 

430 

.184** 

.002 

430 

.168** 

.000 

430 

.158** 

.001 

430 

.189** 

.000 

430 

1 

430 

** Correlation is significant at the 0.01 level (2-tailed). 

* Correlation is significant at the 0.05 level (2-tailed). 
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5.9.1.2 Convergent validity 

Convergent validity is the extent to which scales correlate positively with other 

measurements of the same construct (Hair, 2015: 258). That is, it is concerned with the 

agreement of various rating scales that measure theoretically similar constructs. Construct 

validity is achieved when an item has a high correlation with another item that measures the 

same construct (Bolarinwa, 2015; Hair, 2015). 

According to Hair et al. (2011), the term convergent validity specifies the degree to which the 

items of a particular construct converge or have a high proportion of variance in common. 

Factor loading, variance extracted and composite reliability can be used to assess convergent 

validity (Hair et al., 2011; Quinn, 2015). In this study factor analysis was used to establish 

convergent validity of the image attributes. The Average Variance Extracted (AVE) was 

calculated to assess the convergent validity of the constructs. This value is calculated 

manually, by using the formula:  

                                           AVE= ∑ λ ² /n  

λ is the standardised factor loading, and this is divided by the number of attributes (variables) 

(Hair et al., 2010). The value of AVE should be 0.5 or more for this validity to be achieved 

(Quinn, 2015). Based on the results given in Table 5.40, the AVE was above 0.5 for all items.  

The lowest AVE was seen for “Touristic resource (Attraction attribute and motivations)”, 

at.55, but since this value was higher than 0.50 and highly significant, convergent validity is 

supported.  

                                        Table 5. 40 Convergent validity 

Construct AVE Composite reliability 

Touristic resource 

(Attraction attribute and 

motivations) 

.55 .96 

Socio-cultural and economic 

environment 

.67 .96 

Infrastructure impacts   .71 .92 
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5.10 Summary 

This chapter introduced the findings from the questionnaire that was used to measure the 

image of Oman held by international tourists. The self-administered questionnaire was given 

to the previous and potential international tourists. The chapter was divided in three parts. 

The first concerning people who had previous experience of Oman. The most popular 

reasons for their travel to Oman were leisure, suggesting that they were interested in 

exploring all Oman’s attractions. The image attributes that they are perceived included 

friendly people, a peace environment, Arab culture, entertainment, quality of facilities, 

cycling, safety and security, good value for money, beautiful scenery and the hot climate. 

Muscat, Salalah and Sohar were the most popular tourist sites.  

Previous visitors shared their opinions of Oman as a holiday destination with friends and 

family, by word of mouth and social media. The study findings demonstrate that affective 

and Cognitive images have an influence on visitors’ behavioural intentions. 

Part two compared those people who had visited Oman already and those who had not. 

Signficant differences were found between the groups, people who had never been to 

Oman having more positive attitudes. The non-visitors to Oman perceived all the 

attributes positively (M>4). However, the mean for the attributes of previous visitors 

was lower (M<4). This may be because of different information resources available to them. 

The findings show that the non-visitor group corresponds with holding cognitive and 

affective images; both groups considered more intangible than tangible attributes.  

The importance of the logo as a part of destination branding was tested by asking the 

respondents for any attributes they associated with it. Not surprisingly, most respondents 

were unfamiliar with the Omani logo if they had not visited the country, but all agreed that 

it is straightforward. The previous visitors thought that the logo suggested nature and the 

mountains, while the non-visitors focused on nature and the water.  

Part three of this chapter covered the whole sample (430). Factor analysis was used to 

divide the 37 attributes listed in question 14 into three groups: touristic attractions, socio-

cultural impact and infrastructure. Participants rated the Omani image of 32 attributes as 

high; hospitality of people, safety and security, restful/relaxing, clean tidy environment, 

beautiful beaches, trustworthy people, political stability, beautiful scenery, availability of 

internet, hot climate, good health services, appealing destination, special festival/fairs, 
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availability of tour packages, gardens and springs, museum attraction, theatres/concerts, 

national parks, physical atmosphere, tax benefits, reasonable prices for tourists, positive 

reputation of country, information resources, culture shows, historical interest, good 

restaurants, easy to access the area, fashion stores, modern architecture, quality sport 

facilities, quality infrastructure, and excellent shopping centre. The low ratings were for 

camping facilities, good transport services, customs and tradition, unique theme park 

quality and accommodation. The higher loading was awarded to hospitality, security, 

theatres, museums and national parks.  

The key point of the findings:  

 The result indicates that Oman has a low position as a result of lack awareness. The 

majority of people in the street have no idea where Oman was located and demand 

side did not seem to have much knowledge about Oman. 392 of the 430 respondents 

had never visited Oman before.  

 Both groups consider intangible attributes more than tangible attributes.  

 Brand attributes such as safety and atmosphere were found to have significant interest 

from potential international tourists across the chapter of analysis. 

 Word of mouth and other resources such as social media were the most valuable 

information resources obtained from actual visitors.  

 The findings showed a lack awareness of the Oman logo (noise); the Oman logo is not 

understandable or memorable to international people because of language (cultural 

noise)  

 Demand-side subjects have different perceptions according to education level, those 

with higher education better understanding the Omani brand.    

 Oman lack position in potential tourists’ minds due to lack of communication. 

Potential visitors have a natural image when hearing the word Oman.  
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CHAPTER SIX: QUALITATIVE DATA ANALYASIS 

6.1 Introduction 

This chapter presents the supply-side views. Interviews were used in the second phase of the 

study, as explained in the methodology chapter. Semi-structured interviews were conducted 

with 11 Omani tourism officers, two tour operator managers and one tour guide. The purpose 

was to identify the opinion of the Omani authorities regarding the destination brand.  

The participants were interviewed individually to discuss their perceptions of the destination 

brand of Oman. All were assured of confidentiality in terms of the information they provided. 

The destination branding attributes, brand identity and communication marketing were 

discussed. The findings come from themes identified from the interview transcripts. They 

finding are triangulated with the quantitative findings in the discussion chapter.      

6.2 Descriptive analysis 

The data collection process; was undertaken using Skype for visa reasons (as discussed in 

Chapter Four), began after collection and analysis of the quantitative data. The number of 

participants consulted for qualitative research normally depends on the number required to 

give a full account of the most important information in relation to the phenomenon under 

study (Sargeant, 2012). In this study, the data collection process was continued until enough 

information had been collected, with no further data required to fulfil the needs of the study, 

and no further insights forthcoming from the interviews (Myers, 2013: 123). These criteria 

were satisfied after 14 interviews, conducted between November 2016 and January 2017.  

Before conducted interviews each participant received the information sheet to inform them 

more information about the study such as the research aim. The participants were informed 

about the research before being interviewed; the information sheet (Appendix 3) was sent by 

email before the interviews, explaining the research aim and the rationale behind selection of 

the participants. All interviwees signed consent forms about their rights to privacy and data 

confidentially. The consent form states clearly that participations are voluntary, anonymous 

and they have the right to withdraw from the research at any time. All interviewees signed the 

consent form and it sent to the researcher’s address by post (see Appendix 6).  Most of the 

interviewees were open in sharing their knowledge about the Oman tourism brand. 
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Based on the research aims, interviews were conducted with Omani tourism providers who 

have experience of the Oman tourism brand. The process of analysis started after the data 

collection was complete; the interviews were first translated and transcribed to make sure no 

important information was forgotten. Then, all the transcripts were stored in a computer 

folder and thematic analysis was used to identify and present the themes found in the data 

(Alhojailan, 2012). This study used the manual method (hard copy and pen) for analysing the 

interviews, which increased familiarity with the data and helped the researcher to make 

comparisons between the interviews and it is the best way to enable revision of the text many 

times over, and identify the themes more easily. This section was discussion in methodology 

chapter above. 

6.2.1 Participants’ data 

 

The participants’ data were included in Table 6.1 below  

                                           Table 6.1. Participants’ data 

N0 Gender Date Job Title 

1- Male 12/11/2016 Marketing Promotion Manager for Tourism & Domestic Events 

2- Male 13/11/2016 Marketing Assistant  for Tourism & Domestic Events 

3-   Male 22/11/2016 Director for Tourism & Domestic Events 

4- Male 23/11/2016 Employee in Tourism Marketing Division for Tourism & 

Domestic Events 

5- Male 28/11/2016 Coordinator in Tourism Marketing Division for Tourism & 

Domestic Events 

6- Male 4/12/2016 Executive Director for Tourism & Domestic Events 

7- Male  6/12/2016 Employee in Omani Tourism Convention Bureau  

8-  Male 7/12/2016 Deputy Chairman, Marketing and Promotion for Tourism & 

Domestic Events 

9- Male  11//12/2016 A Tour Guide 

10 Male  20//12/2016 Senior Tourism Market for Tourism & Domestic Events 

11 Male 21/12/2016 Tourism Marketing Consultant  

12 Male 23/12/2016 Marketing planner  

13 Male  28/12/2016 Managers of tour operators 

14 Male 4/1/2017 Managers of tour operators 
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6.3 Oman destination attributes 

According to the interviewees, the Oman tourism brand was launched in 2009 by the Public 

Authority for Investment Promotion and Export Development. During the course of the 

interviews, the rationale underlying this launch became apparent, with the participants 

offering different views concerning the aim of Omani tourism, some of which are listed 

below.  

It aims to promote the tourism of Oman and improve the Oman economy (interviewee no. 

6) 

The Oman tourism destination brand aims to build a positive image and awareness in the 

customer’s mind (no. 3).  

The aim of this brand is to build and communicate identity and a build positive image 

(no. 13).  

Interviewee no. 10 confirmed that the aim was to differentiate Oman from other nations, 

attract many visitors, and develop its economy. This answer was found seven times during 

the coding process.  

Participant no. 14 expressed a different view that the Oman brand was not focused on holiday 

tourism but on trade and investment, equally important to the national economy; analysis of 

the Omani logo below shows that it represents trade and investment too. On the other hand, 

most foreign companies and businessmen see Oman as a better place to do business or find 

employment than in other Gulf counties.  

 The aim of the Oman brand was to promote investment and trade. Oman has a good 

geographical position which helps it to attract international investors, Oman has nature, 

beaches, and people are very friendly (no. 14). 

In addition to speaking about Oman as a destination brand, the participants defined the 

Omani destination brand. Participant no. 1 agreed with no.14 view regarding Oman’s variety 

of resources, clarifying the destination brand as follows: 

The destination brand of Oman includes forms of different tourism components such as 

water, culture, and traditional customs of Oman. Furthermore, it is a mixture of several 
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elements of Oman’s tourism working together with local people to generate a positive 

image about Oman (no.1).   

The destination brand is about creating an Omani identity that can be marketed and 

promotes the Omani tourism industry. The Oman tourism brand does not include just 

attributes but refers to many concepts and meanings that create the distinctive features of 

Oman. Oman has different attributes and we have many customers from different 

countries (no. 3).  

Another participant explained that the logo includes different colours; each one 

representing attributes of the Omani brand components: 

The Omani tourism brand includes different colours to describe Oman’s brand 

components (no. 4).  

The interviewees highlighted the attributes of the Omani destination brand, the majority 

agreeing that Oman has various resources to help formulate a destination brand, such as 

culture, tradition, heritage, nature, desert, history, wildlife, friendly people, climate, hotels, 

environment, mountains, sports, camping, Omani style, hospitality, trustworthy destination 

and low cost. This supports the idea of Pike (2004: 3) from the supply-side of the marketing 

perspective, that destination management presents a variety of attributes, including natural 

resources, commercial and non-profit facilities and amenities and people. 

Oman has more than just beautiful beaches and culture. It has unique attributes such as 

agriculture (mentioned only by no. 4), Folklore and music mentioned by interviewees no 1, 3, 

7 and 9. 

Oman has an attractive geographical position that contributing to the country’s destination 

branding. It is also a large country with five regions and four regional governments which 

work together to build a positive image in the visitor’s mind. Interviewees 12, 13 and 14 

pointed out that: 

Oman has an attractive geographical position on the coast of the Arabian Peninsula and 

on the mouth of the Persian Gulf” (nos. 12, 14) 

 “Oman is a big country - it has five regions and four governments (Muscat, Musandam, 

Dohfar and Al Buraymi). We work together in Oman to become a distinctive destination 

(no. 13).  
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If you see Salalah, it is one of the destination brands of the world (no.10).  

Yet another interviewee stressed the importance of culture: 

These attributes are associated with the brand to build a positive image in the tourist’s 

mind. The most important Omani tourism brand component is culture. Oman offers a 

unique cultural experience to tourists which contribute to their overall feelings of 

satisfaction (no.4).  

6.4 Brand identity 

 

Figure 6.1. Oman Brand Identity 

 

 

 

 

 

 

 

 

The literature shows that the sender (i.e. the destination brand marketer) projects a destination 

brand identity through all the features and activities that differentiate the destination from its 

competitors (Qu et al., 2011). Destinations need to select the attributes influencing visitors 

and creating experiences for customers (Seyidov and Adomaitiene, 2016). Mahdzar et al. 

(2015) indicated that tourists choose a destination with the attributes they consider important.  

This section outlines the brand identity that Oman destination marketers aim to project to 

target markets through their destination branding strategy. According to the literature, brand 

identity is a multi-dimensional construct and consists of functional and emotional brand 

benefits; therefore, these ingredients encompass a wide variety of attributes (Echtner and 
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Ritchie, 1993; Hu and Ritchie, 1993; Um and Crompton, 1990; Dinnie, 2008; Anholt, 2007; 

deChernatony and McWilliam, 1990; de Chernatony and Dall’Olmo-Riley, 1998). As 

mentioned in Chapter Two, the categorisation of the destination brand identity attributes into 

cognitive and affective types was based on the studies by Echtner and Ritchie (1993) and 

Wang, et al., (2014).  

6.4.1 Oman’s cognitive brand identity 

 The cognitive components comprise the beliefs about and knowledge of a particular 

destination, focusing on tangible attributes (Pike and Ryan, 2004; Lin et al., 2007; Wang et 

al., 2014). Cognitive identity refers to the identity that destination marketer’s project to target 

markets in terms of their own beliefs about and knowledge of the destination. From Omani’s 

providers’ view, cognitive identity is divided into the following attributes.   

6.4.1.1 Natural resources and attractions 

Oman’s natural scenery was mentioned several times as a part of Oman’s brand identity. This 

supports the idea of natural resources, important because they contribute significantly to the 

quality of tourism (Radovic-Markovic and Nikitovic, 2015). The majority of the participants 

mentioned Oman’s climate, mountains, beaches, wildlife, desert environment, sports, 

camping, adventure potential, safety and peacefulness. Examples are given below.   

Oman has a distinctive brand identity; Oman is rich in natural assets and cultural 

heritage and the country provides an attractive and safe destination for tourists to 

experience. (no. 6).  

 The identity of Oman has distinctive natural attributes; it includes elements which make 

Oman able to compete with other destinations (no. 8).  

Indeed, Oman’s authorities argue that Oman’s brand identity has attributes which differ 

markedly from its competitors, such as mountains and animals: 

The brand identity of Oman consists of the mountains and animals of Oman, the rich 

marine life of Oman, Omani frankincense, and turtles (nos. 4,6,7,8,10). 

Several other participants believed that Oman has 

An amazing desert experience with very popular camel racing sports (nos. 2 and 14). 
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6.4.1.2 Heritage and culture  

When participants were asked about destination branding and brand identity, the attribute of 

culture was a significant feature. Omani tourism brand identity is based on culture because, 

according to the interviewees, Oman is considered to be one of the few tourism destinations 

in the region that still maintains its culture and identity. It is a unique country which prides 

itself on, and is famous for, its rich culture, and is considered to be one of the few countries in 

the Gulf region trying to preserve its local culture as a critical element in its brand identity.  

All the participants agreed that culture and heritage are the main attributes which Oman uses 

to attract foreign tourists. One of the main reasons people travel is to get experience about 

another country and to explore new customs and cultures (Falk, 2016). The majority of the 

participants believed that Oman has a heritage, museums, history, warm hospitality, friendly 

people, good food, and interesting clothes, music, folklore and dance. Local communities 

remain proud of their traditional clothes, and the majority of Omani woman in rural areas 

dress in the traditional fashion. This is distinguished by brightly-coloured fabrics and 

jewelled adornments which differ from one area to another. Likewise, many Omani men wear 

traditional clothes even at work, and are proud to do so.   

Omani people are proud of their traditional clothes and their customs (nos. 5 and 12).  

Another participant mentioned women’s fashions:  

In our culture, women are still proud to dress in traditional fashion, particularly those 

who live in rural areas; the clothes are very colourful. Omani men wear their white robes 

even at work (no. 3).   

Other participants agreed that  

Omani males wear the traditional dress for their everyday activities (nos. 10 and 13).   

Frankincense also features in Oman’s branding as it is evidence of an early trading route from 

Oman across the Middle East. Omani people use it at the end of a meal. It was mentioned by 

all interviewees, because it is one of the elements of Oman’s logo.  

Frankincense is associated with an early trading route which ran from Oman across the 

Middle East. It was used by Omani people to spread their culture and language. We use 

frankincense every day at the end of the meal (no. 3). 

Another interviewee indicated that  
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Frankincense plays an important role in our culture and tradition and we use it every day 

and in all our celebrations (no. 5). 

The participants also mentioned that the tradition and culture that are part of Oman’s 

branding can be found in everyday public places. Visitors can observe Oman’s culture and 

heritage when walking through the streets, and in the public market, where silver handicraft is 

common and traditional clothes and jewellery are sold. Folklore and music also give visitors 

a positive experience of Oman. Folklore, music and similar attributes were mentioned by 

participants as attractive many to tourists, particular people from Asia who consider that  

Vocal music is very popular especially in marriages (nos. 1, 3, 7, 9).  

6.4.1.3 Infrastructure  

In terms of tourist infrastructure, Oman destination marketers aim to project an identity which 

shows that Oman offers a wide range of hotels, resorts, airports, transport and services. 

According to the interviewees, Oman has a high quality of services, making it a convenient 

place to visit.  

However, there was unanimous agreement that Oman’s infrastructure is poor despite recent 

developments. The vast majority of the infrastructure is to be found in the main cities of 

Muscat and Salalah, where the services are better. Despite huge improvements in 

infrastructure, some regions and services still need more consideration, such as camping. 

However, these regional differences affect the attraction of the whole country, a drawback 

which is detrimental to the brand image of Oman:   

Oman lacks tourism infrastructure except in Muscat and Salalah while other cities have 

poor infrastructure (nos. 8 and 9). 

Muscat has been facing a rise in tourism development and many resorts are being 

established with high international standards of hospitality services to meet the tourists’ 

needs (no. 1). 

The director of Oman tourism stated that   

Oman’s strategy now is to repair the infrastructure and transport to make travel between 

Oman and our neighbours and travel for foreign tourists easier so that tourists will be 

able to visit more than one country (no. 3).  
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However, Oman still suffers from the absence of direct flights between Oman and some 

European countries due to the distance involved. One of the Omani officials commented 

on this by saying, 

There are excellent services in airports but there were no direct flights between Oman 

and other European countries in the past; however, there are some direct flights now but 

not many (no. 11).   

Transport was another element of the infrastructure image. One of participant said:  

Transport is a problem as we do not have a good public transport system (no. 2).  

However, participant no. 4 stated that there are different types of transport, although he 

meant the services in Muscat. 

There are different types of transport such as buses, taxis and, if tourists have a licence, 

they can rent a car. 

Another participant had a different view about the public services when he said: 

I would say there are a lot of hotels, beaches and camping opportunities. The camping is 

free here in Oman but there are no services such as public toilets (no. 1).  

As for hotels, the majority of the participants mentioned that Oman’s hotels vary 

considerably. Some private hotels are owned by individuals, while  

There are many five-star hotels (no.12).  

6.4.2 Oman’s affective brand identity 

The affective component is related to the emotional aspect of social identification (Wang et 

al., 2014; Wang, 2016). The interviews with Omani tourism management indicate their 

opinion of the atmosphere of the destination and social environment.  

6.4.2.1 Atmosphere of Oman  

The positive atmosphere of a destination might incorporate enjoyable activities or 

experiences that promote fun, relaxation, freedom from stress, fashion, and are family-

orientated (Dwivedi et al., 2009; Campelo et al., 2014). From the analysis of the interviews, it 

was clear that Oman destination marketers try to evoke a positive sense in their target 

markets through their branding strategy. Throughout the interviews, Oman’s environment 
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was mentioned as being a fun and relaxing place for enjoyment. They believe Oman has 

many unique intangible attributes that can differentiate the country from other destinations.  

Two participants agreed that Oman is a wonderful place to visit:  

Oman is a wonderful place to visit; it has many attractions (nos. 5, 6).  

They felt that Oman is a safe and peaceful place and has the ability to build a positive 

experience and image in the customer’s mind.  

Oman is a safe destination for a tourist’s experience” (no. 6).  

Other participants confirmed this by stating that: 

Oman is a peaceful country and creates a positive image in the tourist’s mind (nos. 2, 4, 

12, 14). 

Participant no. 4 added, “It is very welcoming”.   

6.4.2.2 Social environment 

The literature review indicated the relationship between social, cultural and economic 

development impacts and support for the development of resources and attractions (Yoon et 

al., 2001; Hsieh et al., 2017). All the participants indicated that Oman is very welcoming, 

with hospitable and friendly people. Local residents are known for their hospitality (Al-

Baushi, 2009). The interviews indicated that Oman management represent hospitality through 

the local people. The word hospitality was repeated more than 14 times by participants and is 

one of the main attributes of Oman’s brand.    

 Omani people are very welcoming, offering coffee with dates to home visitors (nos. 5, 

10). 

Oman is different in terms of the hospitality of the people (no. 11).  

Another participant confirmed this by saying, “We can be trusted to satisfy customer needs” 

(no. 1).  

One participant, however, added a cautionary note:  

Yes, Oman is famous for its hospitality. But, for Oman to compete with other destinations 

and attract tourists there is a need to improve the quality of hospitality and provide better 

products and services to tourists (no. 4).   
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The findings showed that Oman has unique tangible and intangible attributes and can be 

expected to build a stronger and more recognisable brand identity based on the above-

mentioned attributes as they seem to better represent Oman’s destination brand. However, 

from the interviews it would appear that the project director has no clear plan concerning the 

actualisation of these attributes, especially the tangible attributes, during the project stage. It 

is clear that the Omani authority is dependent on the intangible attributes to attract potential 

tourists.  

Safety is a very important factor in influencing tourist behaviour and motivating them to visit 

a specific destination (Turk, 2011; Yang et al., 2015). According to a newly released World 

Economic Forum (WEF) report in 2017, Oman was ranked the fourth safest country in the 

world for visitors. The participants indicated that safety was the main distinctive attribute of 

Oman as a tourist destination. In fact, it is one of the safest tourism destinations not only in 

the Middle East region, but in the world at large. Words connoting safety were repeated 

many times in the interviews. Several examples are given below.  

The message we send to our customers is “Welcome to your second country, Oman, a 

country of safety, peace and a warm welcome” (nos. 1, 4, 5).  

Our brand offers safety and a good experience (no. 11). 

Oman is peaceful and safe, which makes us different from any other destination in the 

Middle East (no. 14). 

6.4.3 Oman brand logo 

As tourists can choose from among thousands of destinations to visit, effective destination 

branding should provide them with an assurance of quality experiences (Blain et al., 2005). 

An effective destination brand combines visual communication and marketing techniques to 

promote a destination. One of the participants explains this: 

Oman’s logo is a message to represent Oman to the target market (no. 3). 

As already explained, Oman’s logo was launched in 2009 by the Public Authority for 

Investment Promotion and Export Development to represent Oman’s national brand. The 

logo is a critical component in establishing a destination brand identity and image (Barisic 

and Blazevic, 2014). Oman’s is based on culture and heritage. It comprises the word Oman in 

Arabic calligraphic script (عمان), each letter representing attractive elements of Omani’s 
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nature and culture, namely, the marine environment, mountains and animals, frankincense 

and a dhow.  

Figure (6.2) illustrates the logo. 

In more detail, the components of this brand identity are: 

1- The first letter (dark blue) is the dhow (ship), representing the history of Oman in sea 

navigation. 

2- The second letter (dark green) refers to turtles to represent the marine life in Omani 

waters. 

3- The thrid letter (light blue) refers to the high mountains and reserves for animals such 

as the leopard, unique to Oman in the region. 

4- The fourth letter (light green) is the smoke of an Omani frankincense burner, as Oman 

is known historically for the trading of frankincense around the world.  

Some participants, however, felt that all elements of Oman as tourism destination branding 

(not just the elements found in the logo) create a unique destination and differentiate it from 

all others. Also, these elements create an experience in the customer’s mind that cannot be 

forgotten. This view was refuted by some of the participants who supported the Omani logo.   

All these elements together indicate a unique destination to visit (nos. 5, 13).  

Interviewee no.4 supported this view:  

These elements create an image of Oman that tourists cannot forget and they can 

differentiate Oman from other destinations.   

In this way they highlighted Oman’s logo elements as an important part of the project and 

showed that it could be used to support efforts to attract visitors.  

However, another interviewee commented on the Omani brand as follows:  

Omani tourism brand does not just include attributes but also refers to many concepts 

and meanings that bring out the distinctive features of Oman (no. 2). 

The participants also supported the choice of colours used for the logo, as they create brand 

awareness and reflect Oman’s nature and water, which helps the audience to recall or 

recognise the Omani brand. Omani management believe the logo is memorable as when they 

have seen it tourists do not forget it. The literature indicates that a good logo should be easily 

recognisable, memorable, and appropriate (Budakov, 2016).    
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The colour choice creates awareness in the customer’s mind when he sees the colour 

again (no. 9). 

Another participant added: 

Oman’s logo colour reflects the colour of nature and water (no. 3). 

The Omani logo does not include the unique attributes which the country has to attractive 

international tourists. A different idea about the Omani logo came from interviewee’s no. 7, 

who indicated that it does not include all the elements of Oman’s identity but just represents 

some of its attributes.  

The Oman identity brand (logo) reflects part of Oman’s identity - not all the elements. [It 

is] very basic and poor (no. 7). 

However, the logo represents different sectors: trade, tourism, education, and information 

technology, it represents Oman as a nation is not belonging to only tourism. The main aim of 

Omani government diversity is to boost its economy by using these resources. Light blue is 

the dhow, representing the history of Oman in sea navigation; this element represents the 

trade. According to the Ministry of Information (2006), in the 16th century when the 

Portuguese had discovered the sea route round the Cape of Good Hope to India, Muscat 

dominated the trade until expelled by the Omanis in 1650. The Oman logo written in Arabic 

attracts students from Arab countries to study at Oman universities. 

For example.  

The logo of Oman is meant to to promote tourism, trade, education and information 

technology. Oman wants to present all the Omani elements to the world” (nos. 4,9,11).  

Interviewee no. 2 endorsed this statement: 

The logo of Oman is used in different sectors, not just in tourism. 

Another participant mentioned that there are plans a foot to change the logo characters, 

because the Omani authorities see this logo as not including all the national elements, 

emphasising the lack of a definitive Omani strategy for the market. The logo is not a clear 

representation for many potential tourists because it written in Arabic. 

There are many components which have been requested to be added and explained in 

detail. Formerly, it was very basic and poor and it focused on Arabic targets (no. 7).  
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Participant no. 10 added: 

The logo of Oman needs to be more clear and focused on attributes which tourists like 

rather than on attributes which are already there. The logo design needs to be 

strategically planned to make it more memorable and to help tourists to relate to it.  

According to the literature, culture sets the values that feed brand inspiration, and explains 

the origins of the product (Kapferer, 2008). Although Oman has many attributes it is clear 

that the logo is based on culture and heritage, which might indicate that Omani tourism lacks 

a strategy because it ignores other sectors. Omani management focused more on intangible 

than tangible attributes when projecting the Omani logo.  

 

Figure 6.2. Omani logo elements 
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6.5 Communication in Marketing  

 

                            Figure 6.3. Communication market elements 

 

 

 

 

 

 

 

 

Marketing communication represents the voice of the company and its brand, and is the 

means by which it can establish a dialogue and build relationships with consumers (Amoako 

et al., 2012). Communication can be used to develop brand feeling and to change or manage 

the behaviour of the target audience (Baines et al., 2017: 397). Communication between the 

brand and its consumers can be examined in terms of brand identity and brand image. Brand 

identity resides within the sender who is responsible for specifying the meaning, aim and 

self-image of the brand while brand image is regarded as a reflection of the consumer’s 

perceptions of a brand and can be judged by the brand associations held in the memory. In a 

nutshell, this comes under the purview of communication marketing.    

The interviewees commonly stated that Omani tourism has a website to communicate with 

their customers (www.destinationoman.com). The website was launched by the Ministry of 

Oman Tourism to offer information regarding the Sultanate, including everything potential 

visitors need to know about the country such as hotels, restaurants and transport, with 

suggestions of things to do and places to visit. Also, there are many Omani tour operators 

offering services to help customers to choose anything they want.  

There is a website related to the Oman tourism news. Customers can find information 

about Oman in the tourism Oman website (nos. 1, 2,3,4,5,6,7,10).  
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Interviewee no. 8 agreed that it was the best platform for tools promoting the brand identity 

of Oman.   

One interviewee indicated that the tourism website included all the information and news 

needed to support potential tourists in choosing hotels and applying for visas. It also includes 

attractive photos. His comment was:   

The Tourism Ministry of Oman has a website to communicate with international tourists 

which includes Omani tourism information, news and pictures. People can apply for a 

visa and can book a hotel, and receive specific information about restaurants (no. 9).  

A participant from a tourism operator mentioned services that are available to support 

tourists, such as transport.   

We help travellers to choose everything they want - even transport, as some visitors like 

to rent a car (no. 13).  

On the other hand, some participants stated that the Omani Tourism Ministry used the 

website to communicate with its customers because it was an easy way to update information. 

It is an easy way to give updates. We focus on the places to visit, instead of focusing on 

the activities available in the Sultanate of Oman (no. 12).   

Interviewee no. 14 agreed that a website is a cheap and easy way to communicate with the 

customer; it does not need a big budget, unlike advertising.  

Website is an easy way to communicate with our customers (no. 14) 

The participants also discussed the communication tools and why Oman chose to use the 

website rather than other communication tools. They felt that the customers nowadays use 

social media more than other tools, watching less television. Participant (no11) thought most 

people do not watch TV these days. Because of most of the young people busy with their 

work and people around the world using social media more than any other 

communication tools.This finding shows that destination marketers prefer cheap tools to 

promote their tourism products.   

It is difficult to reach customers because now customers use social media more than any 

other media tools. However, advertising is important for reaching new customers and 

keeping old customers. People do not need to watch TV or read newspapers to see our 

advertising (no.11). 
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Oman tourism uses other tools in addition to marketing communication. The Omani tour 

operators offer good services and attempt to build a positive image. According to Jalil and 

Abd (2010), tour operators and travel agents play a double role as distribution channels and 

image creators.  

However, interviewee no. 3 seemed to disagree, saying that 

To date, Oman does not have any communication market tools in the tourism sector. 

Oman needs a strategy to focus on communication with consumers because 

communication marketing in tourism needs more effort from all stakeholders.   

6.5.1 Promotional campaign through communication tools  

According to the interviewees, Oman tested its logo in a popular campaign called “Beauty 

has an address”. The campaign was launched in 2011 to create awareness in the international 

market and to deliver tourism products to potential visitors. The campaign included a ten-

minute video (https://www.youtube.com/watch?v=Z8523uL7_YE). It is noticeable that such 

campaigns launched by the Oman Tourism Authority represent all the attributes which the 

participants discussed, not just the logo attributes. This may be because the Omani logo 

represents other sectors, and the attributes reflecting tourism are easy to understand and clear 

for potential tourists.  

In addition, “Beauty has an address” has a unique experience highlighted in the identity. Most 

of the participants mentioned the campaign in passing, and three of them explained it in 

detail. The researcher watched the campaign, finding differences between the logo and the 

website. The website, established by the Ministry of Tourism, includes all Oman’s unique 

attributes, while the logo was launched by the Public Authority for Investment Promotion and 

Export Development.  

 Overall, natural resources are the most attribute appearing in the website campaign, and the 

first key message. From the website clearly reveals that tourism in Oman emphasises the 

beauty of its natural resources such as the beaches, the landscape, agriculture, animals and the 

desert.  

Culture and history are the second most prominent image attributes, and it is noticeable that 

the people in the video are wearing traditional clothes. Food and restaurants come third, the 

different types of hotels fourth, and customs and the way of life take fifth place. 

Infrastructure, hospitality, adventure and activities are the other most prominent image 

https://www.youtube.com/watch?v=Z8523uL7_YE
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attributes in the official website, with others representing different places to create a relaxing, 

stress-free atmosphere.  

Sailing and water sports are the sixth most prominent attributes in the promotional video, 

which and adventure the seventh, with activities including biking scenes. Turtles and marine 

life constitute the eighth attribute and infrastructure the ninth. Souqs and shopping 

opportunities are the tenth attribute, with frankincense the last-placed. Newer image attributes 

that emerged during the video were hospitality, friendly people and atmosphere. 

Interviewees 1, 13 and 14 said that  

Beauty has an address” was a video of about ten minutes long. The aims of this campaign 

were to increase awareness in the potential international tourist’s mind. The campaign 

was designed to include the elements highlighted in the Omani logo besides other 

elements used to attract tourists. 

I think the Ministry of Tourism was the first and only one to adopt the idea of a campaign 

video; it was a campaign designed by the Ministry in 2011 to attract more potential 

visitors and to promote Omani culture, history, wildlife and beaches, so it was a video 

specifically about tourism (no. 1).  

Participant no. 8 stated:  

Our target market is European and Asian countries such as India. In the European 

market, France is a competitor in Europe, although it has a different culture and history. 

There is a need, therefore, to attract European tourists who are looking for new things to 

do. 

Another participant added:  

Our hotel managers and tour operators conducted many more campaigns to 

communicate with new customers (no. 5)  

Other participants mentioned the reasons for conducting campaigns were to explain the 

logo attributes to potential tourists:   

We conducted a campaign to communicate with and explain to potential tourists the 

meaning of Oman’s logo (no. 6).  

Interviewee no. 10 made the following comment:  
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Through the effort to promote the brand, Muscat attracted over 200 visitors from Asia 

between ages 18-24, especially from China and Sri Lanka [in August 2015].   

Another specific campaign was launched by the Ministry of Oman which focused on 

wedding ceremonies and honeymoons. According to the literature, destination marketers 

aim to attract particular tourists by identifying and targeting specific segments in which to 

implement effective marketing tactics (Garrod and Fyall, 2017). This kind of branding is 

executed by specifying the target market and setting up a marketing approach which pays 

attention to the target market forces and needs. The target market for the weddings 

campaign is potential visitors from India. The participants mentioned that Oman is likely 

to become a favoured destination for Indian weddings because it is close to India and offers a 

blend of modern infrastructure and old world charm. Also, Oman is a honeymoon destination 

for many Arab countries.  

We had special online campaigns such as the wedding ceremony in the Indian market, 

because Oman is a destination brand for some people from Asia seeking honeymoons 

(nos. 3, 14).  

Some other participants agreed but added another idea.  

Oman is a very popular wedding destination for visitors from the Indian and Turkish 

market (nos. 9, 11, 12, 13).  

However, another participant said: 

We know awareness is important for developing a tourism brand. But, our effort is more 

likely to improve internal communication rather than external communications (no. 2). 

The Oman tourism management encourages local tourists to travel inside Oman rather 

than abroad, and gave more attention by advertising on local TV to identify 

improvements and the development of the tourism industry. This strategy may help Oman 

to promote their tourism attributes evaluated by local people, whose feedback helps 

modification of the negative image.  

On the local TV, travel agents offer their services but Oman does not have any channel to 

communicate with other potential tourists from outside Oman, such as a magazine or TV 

programme.   
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Results indicate that Omani management efforts seem to be effective, although it is clear that 

they need to select the appropriate target market .Oman chose the European market but most 

visitors come from Asia, especially China and Sri Lanka, perhaps because the European 

market is not responsive to the Omani message, or because of noise resulting from the 

culture’s different interpretation.   

The results reveal that Oman did specify campaigns such as on weddings, to attract particular 

groups from India. This was applied because each target market has its own unique character 

and its own preferences for tourism products (Chusnul, 2017). Oman has succeeded in 

attracting these groups because its traditions and customs are interrelated and close to Indian 

traditions and customs at wedding parties. 

    6.5.2 Target markets of Oman’s tourism marketing 

Target markets have been identified as the most important area of the marketing strategy 

(Stylos et al., 2017). Countries seeking to increase their tourism share should consider the 

characteristics of their target markets (Van Nostrand et al., 2013).   

According to the interviews with the Oman Tourism Authority, their target market is all 

international tourists, including those from neighbouring countries, as a means of developing 

and diversifying the economy. The Oman operators conducted this campaign in European 

countries such as the UK, Germany, Italy, France and Russia, and other countries such as 

India and the United Arab Emirates. The tourist authority is concerned to improve the guided 

tours and the quality of other services in accordance with the different needs and manners of 

potential visitors. This is supported by George (2017), who explained that creating a tourism 

brand needs to consider emotional attributes which can be symbolised verbally and visually, 

and understood by different target markets in different situations.  

Interviewees 1, 13 and 14 said: 

Oman’s target markets were European countries such as the UK, Germany, Italy, France 

and Russia and other countries such as India and the United Arab Emirates. 

6.5.3 Factors preventing the message (Noise) 

Communication is a continuous process and its goal is to ensure a complete and accurate 

understanding of the message. However, there is the possibility of interference, or noise, 

which may prevent the marketer’s message from reaching its goal (Lunenburg, 2010; Adu-
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Oppong and Agyin-Birikorang, 2014). As the literature suggests, it is important for 

organisations to be aware of noise and to handle it as carefully as possible, in order to prevent 

its negative influence on the consumer’s brand perception (Kapferer, 2012).   

According to the findings, most participants agree that there are problems affecting the 

message being sent to the customers. They are highlighted that the problem lies in the lack of 

effort and tools to communicate with potential visitors. Five participants gave their opinions 

in this regard, acknowledging the fact that it is difficult to reach customers, and that the 

Oman brand has limited appeal. Also, participants mentioned that culture may have an effect 

on consumers’ perceptions. 

Cultural noise was the first factor mentioned by participants, referring to it as an obstacle 

between people from different backgrounds, especially in language (e.g differences in the 

meaning of words, body language), and religion (Vinaya et al., 2012). The receiver may not 

understand the language used by the transmitter, and although Omani’s destination 

management believe that they deliver their tourism products by campaigns in different 

countries they do not receive sufficient responses. The communication process is completed 

only when the receiver has understood the message of the sender (Ricketts and Ricketts, 

2010).  

Participant no.12, for example, considered the cultural factor affecting the Oman tourism 

message:   

I think our message reaches many different places; we present our logo in different 

markets in Europe and India. However, our logo is focused only on culture, possibly 

because our culture is so different. Or perhaps they are not happy to visit another Arab 

country (no. 12).  

Most the interviewees felt that the Oman logo is not clear as its elements are not 

understood elements, although the overall campaign is understood by international 

tourists. The Omani providers understand that consumers need to understand the brand 

message.  

Consumers need to understand the meaning of the Oman brand message (no. 10).  

This was endorsed by another participant who indicated that the “consumer may misinterpret 

the brand message” (no. 14).   
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Meanwhile, according to two of the tour operators, brand language is another factor 

influencing the communication process. The word Oman, for example, is written in Arabic 

and yet our target market does not know Arabic. Therefore, the customer does not understand 

the brand message which leads to the communication barrier (Fred, 2010). Hence, the 

language being spoken must be clear and concise (Adu-Oppong and Agyin-Birikorang, 

2014). 

People do not understand the language in the logo because the Omani logo contains the 

word ‘Oman’ written in Arabic calligraphy. However, there are many different target 

markets. The tourism target market is different, for example, from the education target, 

which focuses more on attracting Arab students. But tourism aims to attract people from 

Europe, the USA, and Asian countries (nos. 13, 14).  

This agrees with other studies (He and Liu, 2010; Vinaya et al., 2012; Kastanakis and Voyer, 

2014) which indicate that as a result of different cultural backgrounds, it is often possible to 

generate misunderstandings in branding. 

Another factor mentioned by one of the participants was that consumer behaviour and 

concern can also affect the Oman tourism message, and it is useful to think of consumers’ 

understanding the message in different ways according to different tastes. Consumer attitudes 

influence the communication process and we know that other destinations have a more 

powerful campaign than Oman. The greatest advantage for an organisation is to understand 

their consumers’ attitudes, behaviours and experience, making the communication more 

valuable (Duffett, 2017).  

I think we should consider the tastes of customers and consumer behaviour (no. 11). 

A different view was forthcoming from two participants who mentioned the factors affecting 

the communication process of the Omani tourism brand. They agreed that consumer belief 

affected communication in terms of the Omani brand attributes.  

I think many potential tourists do not trust the campaigns or our message because many 

different marketers around the world claim something they do not have. Consumers need 

more honesty (nos. 6, 8).   

Participant no 6 added that “consumers do not believe that Oman is safe, for example”.  
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This finding shows that Oman tourism communication with international tourists does not 

always consider culture, language and consumers’ concerns, so that the Omani message fails 

to reach them. This influences the customers’ perceptions and memorisation of the brand 

(Keller, 2016). It is clear that the causes of noise might be misunderstanding or 

misinterpretation of the meaning of the message, or past experience with the sender, or 

maybe that the Omanis chose the wrong channel for their message. According to the 

literature, the most obvious language problem arises when two people do not share a common 

language, or if the receiver perceives the sender as dishonest or ignorant.   

6.6 Desired images of the Omani brand  

According to the interviews with the Omani Tourism Authority, the key message is to project 

a strong Omani brand identity, to show the world that tourism in Oman offers more than what 

might be expected and consists of what can be regarded as the most common Omani tourism 

elements, namely its rich culture and old heritage. Oman’s brand message is focused on what 

is projected as a unique experience, highlighted in the brand identity by using the Omani logo 

elements which are based on Oman’s culture, and sent to agencies through the “Beauty has an 

address” campaign. However, this is not how potential visitors perceive the destination to be. 

It is therefore necessary for the destination marketers to project and modify the image 

perceived by the target audience and to the continuously manage the brand identity 

(Ghodeswar, 2008).  

The Tourism Authority of Oman reported that it has sent its message to various audiences 

around the world, with an emphasis on safety and peacefulness. The most important factor in 

determining if potential tourists will visit the destination is the image that they have of that 

destination (Lu et al., 2015).  

The message we sent to our customers was that Oman is a place of safety, peacefulness, 

welcoming you to your second country - Oman (no. 1). 

A number of other participants indicated that Oman’s brand constituted a promise to its 

customers. Those participants mean Oman has more to discover that the customer 

expected:  

Oman sent out a message promising potential visitors that they would find more than they 

expected (nos. 2, 3, 4, &10). 

Participant no. 5 agreed, and added a point about the destination brand’s attributes.  
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We promise our potential tourists they will find more than we mention. Our brand 

presents sports, wildlife, landscape, culture and traditional, friendly people. Oman is a 

safe country. 

Participant no. 7 described the Oman brand as a promise representing Oman’s history and 

culture: 

 We send a promise to our customers to find out more about our history and culture. 

Other participants added even more ideas concerning the establishment of a brand identity for 

Oman, including Omani culture, traditions, a variety of water sports, nature and landscape, 

beaches and a sunny climate (nos. 6,11,13,14).  

In addition, participants stated that the Omani destination brand delivers a promise to its 

customers to find more than expected.  

Our message, incorporated in the identity of Oman, promises our customers that they will 

find more in Oman than expected (no. 8). 

Our message represents all the elements that Oman has and not just what is represented 

in the Oman logo. We promise our customers that we will find more outdoor activities to 

do (number 12).  

Although Oman has many different attributes which can be used to project a positive image, 

the brand message itself is mainly based on culture and heritage which are promoted through 

campaigns which also include the appeal of Oman’s natural resources. When put together 

these attributes and resources still only constitute a simple message. As such, Oman needs to 

differentiate its image from that of other Gulf countries which have the same culture. The 

Oman Authority wants its customers to hear its message which includes a promise to meet all 

their needs. From the interviews, it is clear that Omani management does not have a clear 

future plan or strategy to project a strong image to present to the Omani tourism sector.  

6.7 Oman’s tourism destination position  

According to Keller (2008), position is one of the communication marketing forms that play 

important role in attractiveness tourism destination. The purpose of the position is to create a 

distinctive picture of that destination in the minds of potential tourists. Participants were 

asked to state if they had anything different from their competitors, and they concluded that 
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Oman is different from its competitors by virtue of its tangible and intangible attributes. The 

biggest difference is that Oman has nature, culture and heritage. The Omani brand 

communicates its culture to tourists by showcasing features such as the Omani dhow. Oman 

is also rich in historical sites such as forts, castles and tombs. The government’s efforts to 

preserve cultural heritage and identity are extended to include preserving national dress. 

According to the participants’ repeated answers, these are not enough to position a 

destination in tourists’ minds. It is important to understand the needs and desires of visitors, 

while bearing in mind that each visitor is a potential market (Scott et al., 2013).  

In fact, we have two important elements in Oman tourism: the historical heritage and 

unique natural phenomena” (no. 13). 

The Omani government has taken the initiative to restore most of the historical sites and 

traditional places such as local markets (souks), local songs and folklore.  

Also, I think songs and dances in Omani folk music are different (no.6).  

Oman’s warm, hospitable nature implies that visitors are guests in Oman and should be 

welcomed according to Omani hospitality and cultural customs.  

Oman is different by virtue of her geographical position, culture, and hospitality (no. 8). 

Another attribute that differentiates Oman from her competitors is her nature and landscape, 

which are a focus and a big part of Oman’s identity. Participants indicated Oman is in a good 

geographical position on the coast of the Arabian Peninsula and at the mouth of the Persian 

Gulf. It has a variety of natural resources such as the relatively clean sea, sandy beaches, 

lakes, climate, green mountains, huge desert, and agriculture. Interviewee no. 7 concurred: 

 Oman is different because Oman has geographical diversity. 

This shows that Oman enjoys a positive image. Several participants explained that this 

positive image helps Oman to differentiate herself from other nations while, at the same time, 

having a good relationship with all countries, especially European countries. Product 

differentiation is a key marketing component used to gain a competitive advantage and is 

achieved through services differentiation (Kowalkowski et al., 2017).  

Oman wants to be a tourism destination, but the development of its branding strategy is still 

in its early stage among Oman tourism stakeholders. The findings show that Oman has the 

ability to appeal to different markets because it has different attributes which help it to plant a 
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pleasant experience in the consumer’s mind. However, efforts to establish a winning tourism 

for Oman have not yet proved successful despite the fact that the image of Oman is 

associated with safety and peace. Thus, Oman needs to project a different image in order to 

avoid being burdened with a similar positioning and losing its bid to be different in the target 

market. If there are two similar segments compete for attention at the same time, the result 

might be disappointing if similar marketing strategies were applied (Chusnul, 2017).  

6.8 Emergent theme: reputation 

The theme of reputation was discussed in the interviews. Reputation is the key to many 

tourism development issues as it affects many countries around the world, especially 

developing countries, due to their reputation of being regions of conflict and turmoil. 

Participants believe that customers choose Oman because it has a good reputation with a 

positive image which makes it different from other destinations. More than half of the 

participants indicated that Oman has a good reputation, a fact repeated ten times during the 

interviews.  

Oman has a good reputation (nos. 1, 2, 5, 6, 9, 11, 13, 14). 

One of interviewees mentioned that a good reputation is a step towards reaching our target 

market.   

I think we reach our customers by reputation. We are truthful and kind and we have a 

good image and reputation (no 1).  

Another participant indicated that social media helps to build reputation between countries.  

These days people use social media, such as Facebook. They tell their friends and 

colleagues about their travels. This helps Oman to build trust and reputation between 

Oman and other countries around the world (no. 2).  

Participants believe that Oman is perceived in a good light by international tourists because it 

has a good reputation.  

Oman has a good reputation and positive image between countries. This means that the 

tourists perceive Oman positively and give good feedback (nos. 5, 6, 9, 11). 

I think that if their expectations are met, this helps us to build a positive reputation and 

trust” (no.10).  
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With the number of tourists increasing, this means they perceive our image. In the last 

year we have had big numbers of visitors from Singapore and Hong Kong. You can say, 

Oman has a good reputation and this leads people to visit it (no. 13). 

Yes, Oman has a positive image in the customer’s eyes and we have a good reputation in 

the world; visitors from Asian countries, Europe and Canada help us to build a positive 

image (no. 14).  

6.9 Awareness   

Awareness is another theme emerging from the analysis of the interviews. The findings 

showed that the Omani authority received different views about potential tourists’ awareness 

of Oman and the local people’s awareness of tourism. This can be noticed in the following 

comment.  

The planning authorities envisaged consulting residents about the implementation of a 

plan to increase people’s awareness of the expected positive outcome of the development 

process (no. 1). 

Another view supported the idea when mentioning the importance of awareness in attracting 

tourists and communicating with international tourists. 

We know awareness is important for developing the tourism brand. Our effort improves 

internal communication (communication with local people) more than external 

communications (no. 2).  

In terms of building the awareness of foreign tourists, most of the participants mentioned that 

the Omani Authority had launched campaigns to raise the awareness of people about Oman. 

One of the participants explained that awareness is the key to developing the tourism process 

for local people and potential international tourists.   

In 2011, the Ministry of Oman Tourism launched the “Beauty has an address” campaign. 

The aim was to raise awareness and promote tourism. It was represented in different 

European countries such as the UK, Germany, Italy, France and Russia and other 

countries such as India and the United Arab Emirates (nos. 1, 13, 14).    

Another participant added: 
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The logo can effectively raise awareness and communicate the desired attributes to 

Oman’s visitors (no. 4). 

Participant no. 9 agreed with this regarding Oman’s logo used to build awareness in the 

consumer’s mind.  

The Omani government chose the colour of the logo to create awareness in the 

customer’s mind when s/he sees the colour again (no. 9).  

Meanwhile, other participants indicated that the Omani Tourism Authority’s strategy was to 

spread awareness among countries around the world. This can be clearly seen in the 

following comment: 

We had many campaigns around the world; the aim of our destination branding was to 

build a positive image and awareness in the customer’s mind (nos.10, 12). 

Hence, it can be concluded that awareness is important for destination branding, but still 

more effort in communication marketing and more focus on the international market rather 

than on local tourists is required by the Oman Authority.   

6.10 Satisfaction  

This particular theme emerged from the analysis of the interviews; gaining an understanding 

of tourists’ satisfaction is of utmost importance for the tourism industry, especially because of 

its effect on the future economy. Tourist satisfaction can be defined as the level of fulfilment 

in meeting the tourists’ needs, wants, requirements and expectations. Mixed opinions were 

expressed by the participants, some of whom indicated that the Oman Authority aimed to 

ensure customer satisfaction. 

Our aim is to ensure customer satisfaction (nos. 1, 5) 

In addition, interviewee no. 5 repeated the word satisfaction more than six times, for 

example: 

By ensuring customer satisfaction and keeping our promise, this helps to build customer 

loyalty, 

In my view, a tourist’s positive experience of a destination is created from the tourist’s 

satisfaction.  
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Interviewee no. 6 believed that tourists come back to Oman again and again because they 

perceive Oman’s brand identity positively.  

Yes, Oman has a positive image around the world. Many foreign tourists repeat their 

visits to Oman - this means tourists are satisfied (no. 6). 

Meanwhile another participant explained the importance of customer relationships; by 

fulfilling customer needs and expectations it is possible to keep your customer and attract 

new ones. Thus, it is important to satisfy the customer in order to gain trust and loyalty.  

Satisfaction is the most important thing for keeping your old customers besides attracting 

new ones. In my view, it is best to establish a relationship with customers because 

customer satisfaction leads to trust and loyalty (no. 11). 

One of the tour operators said that Oman needs to explain its brand in more detail to the 

customer because, although it is an attractive country, customers discover this only after 

visiting it.  

Most of our visitors were satisfied: they started off with a negative perception of Oman, 

but when they visited it they were surprised (no. 13).  

A tourist’s satisfaction can only be regarded as ‘overall satisfaction’ if all the various aspects 

of the journey (e.g. transport, accommodation, restaurants, activities offered, hotels, etc.) are 

assessed as satisfactory.  

Thus, Oman’s destination branding marketers must implement effective plans and strategies 

to increase the number of tourists as well as to maximise the benefits and profits through 

tourist satisfaction.  

6.11 Problems and challenges facing the Omani brand 

In order to build a unique brand for any country as a tourism destination, it is necessary to 

define what that country represents, to distinguish it from competitors, and to determine the 

message that the country wants to send out about itself to the world. Answering all these 

questions concurrently is most important (Babic-Hodovic, 2014).   

Throughout the interviews, the tour operators and tourism officers discussed the barriers 

faced by the Oman tourism brand and influencing its brand image. 
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According to the interviewees, the tourism sector in Oman lacks coordination between 

government officials, tour operators and hotel managers. Coordination is a necessary element 

for managing tourism-related cross-cutting issues and tourism development strategies (Saner 

and Filadoro, 2015). One of the problems facing tourism in Oman is the lack of cooperation 

and coordination between Omani stakeholders to promote Oman in the international market; 

this was repeated six times throughout the interviews. Indeed, the literature indicates that 

branding destination requires the coordination of numerous stakeholders (Daye, 2010; Knott 

et al., 2016). Participant no. 4 mentioned many problems faced by the destination brand; one 

of them is coordination between tourism stakeholders. Lack of coordination and unclear 

internal communication between stakeholders influence tourism planning and development. 

Development and improvement of the brand need more sharing of information between 

stakeholders to achieve their aim. 

The biggest problem facing the Oman brand is the lack of coordination or co-operation 

between the Oman government officials and other personnel such as tour operators or 

private sector workers (no. 4).   

Participant’s nos. 5, 9, 10 and 11 agreed:  

The brand destination of Oman still suffers from a lack of coordination among Oman 

tourism stakeholders. 

In addition, participant no. 12 mentioned the need for collaboration between all the tourism 

stakeholders. The findings indicate that the tourism sector lacks a strategy or policy to link up 

all tourism stakeholders. 

Collaboration between all the tourism stakeholders is the main problem facing our brand. 

We do not talk to or transfer information between each other (no. 12). 

The finding shows that the Omani tourism sector lacks coordination and cooperation between 

stakeholders, influencing the current brand and causing the negative image of some tangible 

attributes on the quality of services. Coordination and collaboration are essential for the 

tourism development process (Zach, 2016). The Ministry of Oman Tourism should create 

internal communications first, before external ones, by encouraging stakeholders to position 

their brand.   
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Communication marketing is another issue mentioned by participants. They feel that Oman 

has failed to implement an affective promotional programme. Participant’s nos. 3 and 13 

stated that:  

We live in a competitive world; the first problem is the lack of communication marketing 

tools, and this is creating a large gap between our brand and potential tourists. 

Participant no.6 agreed stated:  

One of the problems facing the Oman tourism brand is still the lack of communicative 

marketing tools to communicate with its customers.  

He went on to mention the importance of gaining a competitive advantage, indicating that: 

Oman has the same attributes as other destinations so there is a need to market it in the 

international market. 

Participant no. 8 indicated that “Oman lacks both internal and external communication 

marketing” and added that it had failed to implement an effective promotion programme.  

Oman needs to encourage local people to travel inside the sultanate and to attract foreign 

people to Oman.   

The poor quality of infrastructure outside Muscat and Salalah was another problem 

mentioned by participants. The lack of public transport and the inferior road system were 

factors recognised as detracting from the brand’s attributes. The findings show that poor 

infrastructure may result in a negative brand and image about the destination. Interviewee no. 

8 endorsed this opinion, stating that:  

The lack of a tourism infrastructure and good services is a problem in most cities in 

Oman except Muscat.  

Participant no. 9 added that “Oman has a poor infrastructure except in Salalah and Muscat”. 

However, the participants agreed that Oman’s strategy must be to establish and repair the 

roads and transport system to encourage tourists to travel between Oman’s cities and regions. 

In addition, Oman is planning to make agreements with its neighbours to make travel all over 

the country easier for foreign tourists.  
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Oman’s strategy must now be to repair the infrastructure and transport system in order 

to make the travel between Oman and her neighbours easier for tourists, enabling them to 

visit more than one country (nos. 3, 5). 

Transport is another problem as we do not have a public transport system (no. 2). 

Another area of concern for participants was the issue of investment and its relationship with 

the infrastructure.     

Foreign businesses and companies are faced with problems getting approval and dealing 

with complex procedures in Oman” (nos. 2, 14).  

Participant no. 3 suggested that the Omani government should teach tourism destination 

branding in high school and at university or via campaigns, because local people need more 

knowledge and information about Oman as a tourism destination. 

Local people do not have much knowledge of destination branding; more effort is needed 

to teach tourism destination branding in high schools and at university or through 

campaigns. 

Another challenge faced by the government is finance, which influences the development of 

the tourism brand. The government is responsible for supporting tourism, including tour 

operators, hotels and restaurants. However, insufficient funds have been allocated for the 

development of tourism. This issue was mentioned by participant’s (nos. 2, 4 and 11). 

Also, the tourism budget is very limited and does not allow us to develop the sector. 

According to the interviewees, most staff working in tourism are not educated and most come 

from other countries. 

We need to consider the people who represent Oman to the international tourist; most of 

these people work in hotels, restaurants and travel agents or work as taxi drivers, who 

are not educated ( no 2). 

This opinion was consistent with that of other participants: 

Another problem is people of different Asian nationalities are working in tourism and are 

not educated. These people work in hotels and restaurants (nos. 5, 13). 

The results revealed that there are some negative factors affecting all the efforts to project a 

strong image, including, according to customer feedback, low quality of services provided, a 
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lack of a clear strategy for internal and external marketing communication, and therefore a 

negative image of Oman as a tourist destination. This needs to be taken into account for the 

purposes of attracting potential international tourists. A destination branding strategy 

succeeds only when the destination manages to coordinate all stakeholders and persuades 

them to work as a group (Manhas et al., 2016). It is clear that the main problem facing Oman, 

like all developing countries, is the lack of a clear aim and objectives, planning and timely 

implementation within budget. 

6.12 Summary 

This chapter has presented the findings from the thematic analysis of a series of interviews in 

terms of the proposed aims of the Omani destination brand. Oman’s tourism brand marketers 

aim to improve the Omani economy and to promote Oman as a unique destination. From a 

cognitive perspective, the branding strategy places emphasis on Omani culture and traditions, 

while affectively, it emphasises Oman’s ambience and the hospitality of its people. 

According to Balogu and McClearly (1999), the projected identity of a destination should 

represent the true identity of that place. This concept can be seen in the Omani destination 

marketers’ efforts to formulate a destination brand. The participants in the interviews 

believed that by promoting the culture and heritage of the country, they would attract visitors 

and create a positive experience in their mind.   

The Oman Authority stated that Oman has a range of attributes which make it unique. 

Oman’s logo is based on culture and heritage with five attributes: the frankincense-burner, 

the dhow (representing the history of Oman in terms of sea navigation and marine life in 

Omani waters), the mountains and animal reserves. These attributes were conveyed through 

positioning the word Oman in an Arabic calligraphic style. However, the findings revealed 

that this logo was intended to represent other sectors beside tourism.  

The Omani Ministry of Tourism designed a website to communicate with its audience, and 

set it up as a communication tool because it is easy to update and provides information on for 

potential tourists. In addition, Oman launched campaigns such as “Beauty has an address”, 

which was used to attract different markets in Europe and Asia. However, the findings also 

showed that Oman’s tourism brand communication strategy was unsuccessful, due to many 

factors affecting customers’ perceptions of the country, such as culture, the language on the 

logo, consumer behaviour and consumer belief. Also, the findings show that altholugh the 
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Oman Authority presentsll of Oman’s attributes thay have not selected specific attributes in 

their campaigns, and did not have a strategy to select the appropriate target market for their 

brand.  

In the final analysis, the results revealed many issues affecting the Omani tourism brand, such 

as lack of coordination among the Omani tourism stakeholders, financial limitations and, 

finally, the communication marketing strategy, all of which could have a negative impact on 

the development of the destination brand and competitiveness.     

The findings’ key points:  

 Oman has different attributes to project its brand.  

 Oman’s logo is based on culture and heritage, comprising the word Oman in Arabic 

calligraphic script, each letter representing attractive elements: frankincense burner, 

dhow, turtles and mountains.  

 Oman’s logo represents different sectors: trade, tourism, education and information 

technology. 

 Oman’s logo was launched by the Public Authority for Investment Promotion and 

Export Development to represent Oman, while the “Beauty has an address” campaign 

was launched by Oman’s tourism authorities. 

 Oman marketers use a website to communicate with their customers.  

 The target market was European countries such as the UK, Germany, Italy, France 

and Russia and other countries such as India. 

 Factors impacting the communication message include cultural noise (language), and 

consumer concerns. 

 Challenges facing development of the Omani brand include lack of coordination 

among the Omani tourism stakeholders, financial limitations and, finally, the lack of a 

communication marketing strategy.  
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CHAPTER SEVEN: DISCUSSION 

 

7.1 Introduction  

This chapter’s aim is to triangulate and discuss the results of chapters five and six and to link 

them to the literature review in chapters two and three. A model is then proposed for 

developing destination branding for Oman, the main research aim. . 

7.2 Comparison between perceptions of supply-side and demand-side findings  

A brand is a mixture of tangible and intangible attributes, symbolised in a trademark (Clifton 

and Maughan, 2000; Reid and Bojanic, 2009; Thomas and Housden, 2017). According to Cai 

(2002), destination branding means selecting a consistent mix of brand elements in order to 

identify and distinguish the destination through positive image building. In this section the 

Omani image projected by the marketers and that perceived by potential international tourists 

are compared.  

7.3.1Tangible attributes of identity and image  

This section discusses the identity of Oman as perceived by potential tourists and the image 

projected by the Omani destination marketers. The aim of this comparison is to classify the 

tangible and intangible attributes of both. Table 7.1 therefore summarises both qualitative and 

quantitative findings. The quantitative data column includes information from factor 

analysis findings Table (5.28), the main test used to identify demand-side characteristics, 

with some other information attributes needed to support data in the tables from other parts of 

the analysis.The level of consideration of brand attributes is classified into high, moderate 

and low.  

High level indicates that the variable is considered more from the supply side, the demand 

side or from both groups. Moderate level indicates that they are concerned about it but not 

much. Low level indicates that the supply-side group and/or demand side have a low level of 

concern about this variable. This comparison was used to highlight any gap between the two 

sides.  
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7.3.1.1 Natural Resources and Attractions 

Table 7. 1. Natural Resources and Attractions 

Attribute Omani Providers(Supply 

side) Views 

Tourists  

(Demand side) Perceptions 

Finding  

Tangible 

1-Natural Resources and 

Attractions 

Demand side did not perceive all 

attributes which Oman offered, due to 
the lack of awareness.  1.1.beautiful scenery High High(Loading .588) 

1.2.Beaches  High High  (Loading.610) 

1.3.Climate  Moderate Moderate(loading .588) (13.2% 

Table 5.14) 

1.4.Animals  Moderate - 

1.5.Clean environment  High  High(loading (.622) 

1.6.Mountains High Low (22.3%) 

1.7.turtles High Not mention 

1.8. agriculture Moderate Not mention 

1.9.water Moderate Moderate (42.1%) 

1.10. wild life High Not mention 

1.11.desert High Low (16.5%) 

1.12.Appealing destination High  Moderate(loading.522)  

1.13. Oman geographical  positions High Not mention  

2.11.Modern architecture building Not mention Moderate(loading.590) 

2.12.Restaurants  Moderate  Moderate 

2.13.Camping facilities  High  Low  

2.14Unique theme park Not mention Low 

2.15.Cycling bike Moderate Low (7.9%) (Table 5.7) 

2.16.Sailing High  Not mention 

2.17.Diving Moderate               Not mention 

2.18.Trekking  Moderate Not mention 

2.19.Hiking Moderate  Not mention 

2.20.Shopping centre Moderate  Moderate (loading .518) 

2.21. Water sport  

(Safaris- wake boarding-  
Boat trips) 

High Not mention 

Insight: Oman offers many attributes but demand side does not perceive all of them; there is a gap between supply and demand sides preventing the 

demand side from receiving the Omani message, resulting in lack of awareness 

 

The natural resources available in any area for the use and enjoyment of visitors include 

climate, water, supply for drink, beaches, lakes, rivers and natural beauty (Jao et al., 1989; 

Mihalic, 2013). They are essential attributes for the visitor’s choice of destination (Emir et 

al., 2016; Getz and Page, 2016; Jeuring, 2016). Natural resources extensity used in many 

destinations to attract tourists (Emir et al., 2016). If it managed well, it can contribute to 

brand development (Janiszewska Inch, 2012). 

The findings from tourism management indicated that Oman is an attractive destination, due 

to its geographical position on the coast of the Arabian Peninsula and at the mouth of the 

Persian Gulf, Oman located between three seas: Arabian Sea, Arabian Gulf, and sea of Oman, 

with a wide range of natural resources including clean, uncrowded beaches, mountains, 

unique beautiful scenery, animals, turtles, rich marine life, a pleasant climate, agriculture and 

wildlife, as well as a desert. The Omani authority should focus more on natural resources to 
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attract tourists when projecting the current brand. However, the creation of attractive 

destinations requires more than these natural resources (Angelkova et al., 2012). 

Notwithstanding its unique natural resources, the findings revealed that these are not all 

included in Oman’s logo.  

The quantitative data on natural resources showed that potential international visitors from 

both groups of the study consider beautiful beaches, hot climate, beautiful scenery, 

mountains, desert and clean environment. Beautiful scenery and beaches were the most 

prominent image attributes for both groups on the demand side (see Table5.28). This finding 

agrees with those of Othman (2015), who asserts that natural resources can influence the 

tourism industry of the destination.  

However, the results show that neither of the demand-side groups recognised most of Oman’s 

natural resources and attractions. There are variables such as Oman geographical positions, 

world life, turtles, agriculture, animals, are not mention from demand side .It is clear 

that there is a gap between the two sides. This may be due to the lack of communication with 

potential tourists, or because these attributes are not necessary for the demand side. 

Destination marketers should be aware of which attractions have a stronger impact on 

tourists’ decision choices, and destination strategy should be developed in the light of this 

information (Emir et al., 2016: 93). The finding shows that the Omani authority showed little 

awareness about creating value for customers. According to Hajli et al. (2017), establishing 

value helps destinations improve the process of identifying customers’ needs and wants.  
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7.3.1.2 Tourist infrastructure and entertainment 

Table 7. 2. Tourist infrastructure and entertainment 

Attributes 

2. Infrastructure and 

entertainment   

Omani providers (supply 

side) views 

Tourists  

(demandside) 

perceptions 

Finding 

2.1. Quality sport 

facilities 

High  Moderate(loading.562) It is clear there is noise; 

there is a 

communication gap 

between two sides, most 

sports attributes not 

perceived, some 

attributes perceived but 

with a negative image. 

Oman’s communication 

marketing techniques 

are not enough to 

communicate with 

customers. 

2.2. Quality infrastructure Moderate  Moderate(loading .538) 

2.3.A commendation Moderate Low (.13 Table 5.14) 

2.4. Road Moderate Low 

2.5Healthy services Moderate  Moderate(loading .536) 

2.6.National Park Moderate High(loading.703) 

2.7.Transport Moderate Low 

2.8.Airport services High Moderate 

2.9.Wi-Fi High  Moderate 

2.10.Fashion stores Moderate High (loading .630) 

2.11.Modern architecture 

building 

Not mention Moderate(loading.590) 

2.12.Restaurants Moderate Moderate 

2.13.Camping facilities High Low 

2.14Unique theme park Not mention Low 

2.15.Cycling bike Moderate Low (7.9%) (Table 5.7) 

2.16.Sailing High Not mention 

2.17.Diving Moderate Not mention 

2.18.Trekking Moderate Not mention 

2.19.Hiking Moderate Not mention 

2.20.Shopping centre Moderate Not mention 

2.21. Water sport  

(Safaris- wake boarding-  

Boat trips) 

High  Not mention 

There is a gap between two sides due to the lack in communication strategy 

 

The tourism infrastructure is the basis of development, using existing destination resources 

which include a wide variety of services to meet tourists’ needs and increase their satisfaction 

during their stay (Jovanovic and Ivana, 2016).The same authors argue that tourism 

infrastructure is critical for success: the supply chain of transport (roads, airports, and 

railways), with the social and environmental infrastructures (accommodation and facilities, 

stadiums, galleries, etc.; and national parks and marine parks, respectively) collaborating at a 

regional level to attract tourists. Infrastructure is an essential element for developing a brand 

which enhances the visitor experience. 

The interviews with Omani tourism management concluded that Oman has a range of hotels 

and resorts, roads, excellent health services, parks, transport and airport services. Oman 
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hotels have many Facilities, such as offering different international foods and free Wi-Fi. The 

interviews showed that Oman offers a wide variety of outdoor adventure for visitors, such as 

free camping facilities, camel riding, cycling, sailing, diving, trekking, hiking and water 

sports. For those who prefer adventure by the sea, Oman has attractive beaches with more 

than 3,165 km of coastline and different types of sports including safaris, wakeboarding and 

boat trips.  

In order to create a unique brand, it is essential to identify the attributes that best represent the 

destination (Aziz et al., 2012). Oman has made many changes to developing its brand and 

improved its infrastructure, particularly in the main cities, to attract visitors and create a 

positive image. The main cities Muscat and Salalah have a better infrastructure than another 

region in the sultanate, as both have many attractions and Oman has focused on developing 

the tourism sector there for several years. Muscat is the capital city of Oman; it has 

significant tourism infrastructure development. All these improvements enable Oman to 

differentiate its products from other destinations’ branding. 

Salalah is the second city of Oman, a city for tourists because it has all that visitors need; it 

dreams of becoming the next top brand destination in the Middle East 

(http://www.hindustantimes.com). Infrastructure gives tourists a memorable experience and 

enhances their satisfaction (Manhas et al., 2016). According to the interviews, the Omani 

authority strives to generate customer satisfaction, knowing the relationship between 

customer satisfaction and repeat tourists visits, and customer loyalty. However, they need a 

strategy to increase customer satisfaction. According to Pawaskar and Goel (2014: 264), a 

satisfied customer can enhance destination branding through fulfilled expectations. Customer 

satisfaction is essential to build brand loyalty and create a strong brand image (Rajesh, 2013: 

Pawaskar and Goel, 2014). 

However, infrastructure was another issue mentioned by the Omani authority in applying 

destination branding; they agreed that most places in Oman have poor roads and lack public 

transport such as bus and railway, and four individuals commented on this. According to 

Manhas et al. (2016), infrastructure is an integral part of economic growth, its absence 

leading to lost revenue because poor accessibility hinders tourists’ ability to travel to 

particular attractions (Tukamushab et al., 2016). Services should keep in mind consumer 

satisfaction and build a unique brand image or identity differentiating the destination from 

http://www.hindustantimes.com/
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competitors (Manhas et al., 2016). The interviews revealed that the government is paying 

more attention to improving roads, with new ones under development.  The current poor state 

of the infrastructure contrasts with the view of other researchers (Philemon, 2015; Seyidov 

and Adomaitiene, 2016) that infrastructure is the base of a country as a potential determinant 

of the attractiveness of a destination.  

The demand side showed both groups perceived facilities attractions, giving the quality of 

infrastructure a loading of .538, health services.538; the variety of sports facilities.562, the 

availability of tour packages .467, entertainment 18.4% and cycling 7.9% (see Table 5.7). 

Omani management has attempted to build new hotels and create a positive image, in the face 

of a negative perception about transport services and even camping. These attributes were 

low loading in the factor analysis. They might be of lower quality, but Oman should strive to 

remove the weaknesses related to these attributes. The poor result leads to negative impact on 

consumer satisfaction and influences positive word of mouth. The findings indicated a small 

number of people who had visited before, who perceived quality of accommodation; it was 

very low in factor analysis and was therefore dropped.  

Activities and entertainment include camel riding; cycling, sailing, diving, trekking, hiking 

and water sports, and the Omani providers do offer these products, although potential 

international tourists, even those who had visited Oman before, did not perceive them. 

Possibly these facilities were not ready to receive them. The finding shows that Omani 

destination marketers needed to identify all the attributes at their disposal, but that they need 

to make more effort to communicate with potential international visitors to motivate and 

attract them. It is clear there is a gap between the Omani authority and the demand side, 

because the communication resources were inadequate. Furthermore, Oman brand tourism 

stakeholders and human resource have the most influence on brand value, because, they 

responded to build the emotional connections with people who visit the destination and 

interacted with the brand.  
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7.3.1.3 Economic and political factors  

 

Table 7. 3. Economic and political factors 

Attributes 

3.Economic and Political 

Supply side views  Demand side perceptions Finding 

3.1.Political stability High Moderate(loading .596) Demand side perceived 

Oman as a safe country 

for travel. Safety is a 

powerful attribute for 

successful tourism 

development brand. It is a 

concern for potential 

visitors. 

3.2.Safety High High (loading .704) 

3.3.Reasonable price 

tourists 

Moderate High(loading.604) 

 

Political stability and safety and security have a significant impact on the tourism industry 

(Hall et al., 2012). Safety and security is one of the forces changing the nature of the tourism 

industry in recent years (Garg, 2013), influencing the travel intentions of tourists around the 

world. All the Omani participants stated that Oman is a safe destination with political 

stability, and it is a very cheap country for the tourist. Safety is a critical attribute in attracting 

tourists and promoting Oman’s brand. Without protection, destinations cannot successfully 

compete in the markets as potential tourists do not want to visit a place that they perceive as 

unsafe (Msuya, 2015).  

Potential international tourists perceived Oman as a safe destination, with reasonable prices; 

both groups of the demand sides share the same feeling and attitude towards safety. Omani 

providers should use safety as attraction variables to promote their brand abroad; there was 

no difference between the perception of Omani tourism management, and both groups of 

international tourists considered Oman as a safe and secure destination. As mentioned before, 

according to a newly released World Economic Forum (WEF) report (2017:35) Oman was 

ranked the fourth safest country in the world for visitors    

http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf .    

Although, the findings indicated Oman’s many unique tangible attributes and its positive 

image and reputation, these do not attract more visitors, perhaps as a result of poor 

communication tools. 

  

http://www3.weforum.org/docs/WEF_TTCR_2017_web_0401.pdf
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7.3.1.4 Culture, history and heritage  

 

Table7.4. Culture, history and heritage 

Attributes 

4. Culture and Art 

Supply side views Demand side Finding 

4.1.Culture Moderate Moderate(loading .529) Oman tourism identity is based 

on the culture and heritage. 

But, demand side was only 

concerned with museums and 

theatre. There is a gap as most 

attributes were not perceived 

from the demand side due to 

lack of communication and 

awareness. 

4.2.Historical side High Moderate(loading .501) 

4.3.Museum High High(loading .766) 

4.4. Custom and tradition High  Low  

4.5.Theatre and concert Moderate High (loading .744) 

4.6.Festival Moderate Moderate( loading.513) 

4.7.Music and folklore High  Not mention 

4.8.Craft hand Moderate  Not mention 

4.9.Frankincense High  Not mention 

There is noise between two sides.  

 

According to Csapo (2012: 201), culture involves complex attributes which include 

knowledge, belief, art, morals, law, custom, and any other capabilities and habits acquired by 

man as a member of a community. 

Culture comprises essential attributes that influence visitors to choose the destination (Vinh, 

2013). Therefore, marketing the heritage destination involves the identification of the needs 

and wants of the tourists, but under the constraint that the heritage destination must be 

protected (Fullerton et al., 2010). Heritage derives from the word inheritance, which means 

the transfer of historical value from one generation to another (Eriksen, 2014). These 

attributes help to build the destination brand (Martains, 2015).  

Omani destination marketers showed that culture, heritage and tradition and custom are the 

core of the Omani brand identity which should be emphasised to attract tourists.Culture is a 

primary travelling motivation for the Omani brand, and Oman depends on the culture and 

heritage when projecting its logo. This finding agrees with Kladou and Kehagias (2014: 3), 

who indicated that culture can help brand destinations become more attractive and 

competitive. There was agreement among the participants about an Oman brand built on 

these elements, and that concentrating on them would give them a significant competitive 

advantage. The interviewees mentioned cultural heritage: Oman has a long history, with rich 

custom and tradition, theatre and handicrafts, frankincense, traditional cloth and jewellery, 

and different music, folklore and wedding dances, providing a rich diversity of folklore. The 

participants also mentioned cultural events, such as Muscat’s annual festival, where tourists 
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enjoy and experience Omani culture, although they were aware of how much effort was 

required to develop a destination brand. Some agreed that this event was not valid because of 

poor communications, advertising and cooperation between tourism stakeholders.  

The demand side perceived Oman’s with rich culture and history, an image formed from 

different resources. Indeed, tourists are enthusiastic to experience other cultures (Ritchie and 

Crouch, 2003). However, custom and heritage did not have a positive image for potential 

international tourists. While frankincense was another attribute projected by the destination 

marketers, and a leading element in the logo, it was not perceived by potential tourists, who 

may not have been interested in it. Custom and tradition were not significant in either group’s 

perception. Some destinations having rich natural and historic resources but do not benefit 

from them because of mismanagement and consequent failure (Emir et al., 2016). The views 

of the supply side support the idea of (Csapo: 2012: 206) that culture is one of the most 

motivating of tourism  brand attributes, helping visitors to understand new ways of life and 

visit attractions such as cultural events. The finding shows that Oman fail to make close 

relation with its customer due to communication gap. Oman authority should take control 

when they send message to their customer to ensure their message received from their 

customer.  

7.3.2 Intangible Omani (identity/image) attributes  

Intangible attributes are another component of brand identity. Effective perception is created 

from a psychological process rooted in the setting; the status of a place is determined not only 

by physical elements but also by the meaning and association developed between people and 

places (Contractor, 2001; Wang, 2016). 

7.3.2.1 Atmosphere of destination 

Table 7. 5. Atmosphere of destination 

5. Atmosphere attributes  Supply side views  Demand side perceptions  Finding  

5.1Physical atmosphere   High High (with loading.679) Both sides are concerned 

with affective attributes. 

It is clear people consider 

intangible rather than 

tangible attributes 

5.2.Quiet place High  High (86.8%) 

5.3.Relax and restful High  High (loading .677) 

5.4. Boring _ Low (7.9%) 

5.5.Stimulating _ Low (15.8%) 

5.6.Pleasant _ Moderate (39.5%) 

Oman perceived from demand side as relaxing place for a holiday.  
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Atmosphere is an essential attribute in the tourist experience; it seems to influence tourists’ 

behaviour and use of leisure space (Can, 1999; Vida, 2011). According to the interviewees, 

Oman has different attributes such as the sun, calm beaches with white sand, green mountains 

and luxury hotels which help it to attract more visitors. The Omani tourism management 

identified the relaxed destination by a range of photos on the tourism website of range of 

attributes. Destination management marketers used these attributes for attracting visitors, and 

a creative experience (Martins, 2015). The Omani authority believes Oman is a peaceful 

place with uncrowded beaches, where tourists can relax.   

A similar positive image of the atmosphere was perceived by the whole sample of 

international tourists, especially those who had visited Oman; both groups of respondents 

perceived Oman as destination, with a high restful and relaxing place (factor loading of .677). 

Also, 55% of the people who had never been to Oman recognised it as a future destination for 

rest and relaxation (Table 5.17). This finding supports the idea suggested by McCabe et al. 

(2016) that emotions and feelings play an essential role in travellers’ decision making and 

intentions. Thus intangible brand attributes play a significant role in attracting tourists. The 

atmosphere of a destination and its brand are related to tourists’ internal factors that directly 

affect their destination choice (Seyidov and Adomaitiene, 2016).  

7.3.2.2 Social Environment  

Table 7. 6. Social environment  

 

6.Social environment 

attributes  

Supply side views  Demand side perceptions  Finding  

6.1. Hospitality of people High  High (loading .736) 
The findings show 

Oman’s success when 

launched: hospitality of 

people, and friendly 

people to attract tourists; 

potential tourists were 

interested in these 

attributes 

6.2 Friendly people High 
High (94.7%) 

6.3.Trust worthy 

 

High high  
Moderate(loading.599) 

6.4. Positive reputation of 

country 

High  Moderated loading (.562) 

Oman has positive image in terms of hosipitality of people, and friendly people. 

 

To enhance the effectiveness of destination marketing strategies, the social environment such 

as the hospitality of local people must be used in developing destination brand as a pull factor 
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(Kokkranikal et al., 2011). According to the tourism management, Oman projects a range of 

social environments to attract more visitors, and marketers aim to convey a harmonious 

Omani social character; Oman is famous for its hospitality and the local people are very 

welcoming and friendly. Hospitality services are one of the primary attributes on which 

Omani providers depend to attract visitors and to develop their brand. This support the idea of 

Naidoo et al. (2010) that hospitality plays an essential role in the visitor’s experience and 

satisfaction with the tourism destination. In tourism and hospitality, the construct of tourist 

experience has been typically approached by service providers to design an experience for 

consumers in order to make their experience memorable and persuade them to revisit a 

particular destination (Manhas et al., 2016). Hospitality contributes to creating the 

atmosphere of the place (Manhas et al., 2016).  

Many studies have found that hospitality affects tourist satisfaction (Song and Cheung, 2010; 

Wan and Chan, 2013; Cetı̇nkaya and Oter, 2016). The quantitative survey revealed that 

both groups of international tourists held a positive image of Omani people being 

friendly (97.4%; see Table 5.6 above), with hospitality services meet the expected quality 

of actual visitors. Hospitality services had the highest loading (.736) from respondents, and 

although many of the sample had not visited Oman before they had heard about the 

hospitality of the sultanate of Oman. A trustworthy and positive reputation was equally 

important with potential tourists. This finding agrees with Manhas et al. (2016), that the 

social environment is essential in the range of attractions in the formation of the brand image, 

along with marketing communication programmes. Little difference was found between the 

supply- and demand-side perceptions. Also, although the international tourists considered the 

hospitality of the people, it was not the most important factor encouraging them to choose the 

destination (Zaei and Zaei, 2013).  Atmosphere and hospitality are related therefore, Omani 

marketers should focus on improving both these variables to develop their brand. 

7.3.3 Overall identity  

Tables above (7.1 - 7.6) compares the quantitative and qualitative findings concerning the 

tangible and intangible attributes of the brand components. The intangible factors have a 

positive influence on overall identity. All attributes of tangible and intangible identity 

components make a unique contribution to the whole identity brand and image formation (Qu 

et al., 2011). According to the literature, brand identity and brand image are critical 

ingredients for a successful destination brand (Risitano, 2005; Qu et al., 2011; Yusof and 
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Ismail, 2015; Roy and Hoque, 2015). Oman has the potential to build a unique image in the 

international tourism market. However, the Oman authority needs to consider that positive 

image building comes through different forms of marketing communication with potential 

visitors.In addition; it should consider establishing a department for quality assurance to 

improve the quality of services, particularly those attributes which are negative in the 

perceptions of potential tourists. Also, the findings show that both Omani tourism 

management and international tourists consider the intangible attributes more than tangible 

ones.  

7.3.4 Oman logo  

Table 7.7. Compare the finding on the Oman logo with literature review 

Literature  Qualitative Quantitative  Overall  

The logo is an 

important 

tangible asset 

that serves as 

a value 

proposition 

and provides 

the 

organisation 

with the 

means of 

raising brand 

awareness and 

reputation   

Five attributes are 

represented by the 

Omani logo: Arabic 

calligraphic script, 

frankincense, dhow, 

turtles, and 

mountains.   

Respondents perceived the logo as nature, 

water, mountains, desert and sun. Their 

meaning is simple (58%) and attractive 

(37%). A small number in both groups see 

the logo as memorable (17%), safe 

(12.1%), popular (8.8%), versatile 

(14.2%), funny (6%) and conceptual 

(16%).  

However, most people had not seen it 

before and did not understand what it 

intends to express. 

There is a clear gap between 

Oman’s logo and customer 

awareness; most of the 

respondents did not recognise 

it the first time they saw it 

(lack of awareness).  

Although the logo conveys 

many positive attributes it was 

perceived as simple and 

attractive. Respondents did 

not understand what the logo 

intends to express, because it 

is written in Arabic. 

Insight: There is noise between the supply and demand sides due to the (culture noise) logo language and lack of an 

effective communication tool. The result indicates that Oman has a low position as a result of poor awareness. 

 

Due to the intense competition in the tourism market between destinations, destination 

management and marketers consider using branding initiatives such as logos and taglines to 

attract visitors (Ekinci and Hosany, 2006; Manhas et al., 2016). The tourism destination logo 

is a graphic design used for identification, and can be helpful to destination marketers in 

establishing a unique brand identity that is relevant before the actual visitor experience 

(Kotler and Gertner, 2002; Pike and Page, 2014). The logo should reflect the identity and 

wished-for image in order to express the overall idea (Henderson et al., 2003; Blain et al., 

2005). Accordingly, the logo should be recognisable, meaningful and useful, and all three 

parameters are involved in developing and presenting the destination logo (Hem and Iversen, 

2004; Ad et al., 2012). In the tourism market, the logo is used to build the destination brand, 
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helping to develop brand equity through increased brand recognition and brand loyalty (Hem 

and Iversen, 2004). 

The Omani destination management pointed out that the logo also represents different sectors 

which are information technology, trade, education and tourism. Oman’s logo is based on 

Omani culture and heritage. The tourism brand of Malta is an example for Oman; it also 

represents itself as a place of cultural importance (Foxell and de Trafford, 2010). This agrees 

with Zeybek and Unlu (2016) that priority is attached to cultural and historical characteristics 

in the national tourism promotion logos. Budakov (2016: 6) agreed, indicating that in order to 

design a compelling logo it is advisable to establish a cultural connection between the brand 

and its consumer.  

According to Zeybek and Unlu (2016: 39), when designing the elements of a national logo, 

the marketer should consider the compatibility between the colour, font style, emblem and 

other elements of the logo. Oman’s design was chosen by Public Authority for 

Investment Promotion and Export Development to represent Oman’s; the name in 

Arabic calligraphic script was selected because the government believed that this would 

attract more customers. Ad et al. (2012) indicated logos which include text, which might be 

the place name, inside a geometric shape.  

Oman destination management sees the logo design as a message conveying distinctive 

attributes to differentiate Oman from other destinations. It is represented by its logo: Arabic 

calligraphic script, frankincense, dhow, turtles and mountains.Similarly, Hem and Iversen 

(2004), Airey (2010) and Ad et al. (2012) considered the logo as a graphic design which can 

be regarded as a destination’s signature on all its materials. Hence, history and culture are the 

foundation of destination marketing and branding (Pike and Page, 2014).  

While the demand side stated the Omani logo represents nature because it is colourful, it was 

difficult to understand the meaning of the logo name in Arabic. Both demand-side groups 

recognised a strong association of the Omani logo that significantly simple and attractive, 

that is they identified this logo characteristic. Marketing managers see these associations with 

the logo as a summary of everything that the organisation stands for: its values, beliefs and 

perceptions (Van Riel and Van den Ban, 2001). Ad et al. (2012) and Budakov (2016) 

indicated that a logo must be simple to be easy recognisable.  
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However, the findings show that only a small proportion (%17) from both the demand-side 

groups believe the Omani logo is memorable, possibly because its visuals or colour and 

shape fail to make it memorable, and it is not understandable. Oman’s destination 

management used two colours, green and blue, to convey the attributes, following Ad et al. 

(2012) who indicate that too many colours logo make it difficult for the audience to 

remember it. Budakov (2016: 6) suggested that making the logo memorable and appropriate 

is one of the major obstacles faced by designers.Hem and Iversen (2004: 88) considered that 

inappropriate destination logos are difficult to store or access in memory; they are not 

likeable, and they fail to create a sense of meaning that matches the destination they support.  

In fact, Oman’s logo conveys many positive ideas although most people in both groups failed 

to recognise. If the logo has a clear meaning, it can be linked more readily to the destination 

(Hem and Iversen, 2004). There is an experience gap between supply side and demand side 

when delivering the Omani brand to customers. The gap influences the potential visitor's 

memories of the brand. This result suggests that Oman’s logo does not communicate its 

message to international tourists (non-Arabic speakers); it was designed with a lack of 

awareness and was promoted insufficiently in the global tourist market. Oman needs to 

project a memorable and understandable logo specifically for the tourism sector. “Incredible 

India” is an excellent example of a famous brand in the international tourism market. 

7.4 Communication in marketing  

Table 7. 8.  Compare the finding of the communication market with literature review 

Literature review Quantitative  Qualitative  

Communication tool is 

primarily used in the 

tourism industry. It is the 

key to building a successful 

brand (Vukasovic, 2013; 

Salehi & Farahbakhsh, 

2014).   

 

Recommendation from friends or relatives 

and social media were the most common 

communication tools used by people who 

had visited Oman before. A few used other 

forms such as websites, and tourist 

guidebook. Availability of information 

resources for people who had never been 

was (M=4.22).  

  

The website was Omani tourism 

management’s tool to promote 

and communicate with people, 

because it is easy to update.  

Insight: Oman chose a website to communicate with its consumer, but people who had visited Oman before 

used word of mouth in choosing their travel destination, which they could trust.  
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Marketing communication is a management process through which an organisation engages 

with its various audiences (Fill, 2009; Soba and Aydin, 2013; Baines et al., 2013). It has a 

significant role in brand building, it help destinations by present the brand to potential 

customers and rising the awareness of the brand (Debski, 2013).  Organisations make 

advertising an essential tool for marketing communication, the prospect’s interaction with the 

communication that can predict sales effects (Um, 2016). Communication strategy plays an 

essential role in building destination branding by delivering persuasive messages and 

transferring the image of the brand to many people in a short time through advertising 

techniques (Kuchinka et al., 2018). Destinations should use communication marketing 

techniques to teach potential customers, to inform, persuade and remind them (Debski, 2013). 

The semi-structured interviews identified the marketing communication tools used to reach 

the customer and the factor (noise) affecting the message sent. The website 

(www.destinationoman.com) was the communication tool used by Omani tourism providers 

to identify their market, chosen as a promotional tool to meet new customers, and readily 

updateable. It is an appropriate way to advertise their services. According to Lin et al. (2016), 

the website a sufficient, efficient and available platform irrespective of place and time, used 

to improve the destination image and interact with and motivate potential tourists. This 

finding supports other studies (Kitchen and de Pelsmacker, 2004; Wolk and Theysohn, 2007; 

Holliman and Rowley, 2014; Jarvinen and Taiminen, 2016; Isidea et al., 2016; Wang, 2016) 

which indicate that websites are attractive tools where potential visitors can find more 

information on destination attributes. This finding also agrees with Schmallegger and Carson, 

2008), that research destinations use the website as a promotional tool for interaction with the 

audience. It guides users when they seek, visit or join these communities (Huotari, 2015). 

Keller (2009: 147) stated that destination must design websites that embody or express their 

purpose, history, products and vision, be attractive on first viewing and interesting enough to 

encourage repeat visits.  

The Omani tourism providers reported that the Oman tourism website includes information 

regarding Oman as a tourism destination, as mentioned in chapter six, an important aspect of 

brand awareness because anyone can access and the site, influencing their perceived image of 

Oman. This supports Kiralova and Pavliceka (2015) and Zarrad and Debabi (2015), that 

websites can help destinations to increase awareness of their goal. The website has an 

http://www.destinationoman.com/
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important role in the image-formation process. However, it is not used widely enough to 

present the brand to potential visitors, because few people know about it. 

However, the quantitative findings showed that word of mouth was the information source 

they chose when intending to travel to Oman. Most people who had visited Oman before 

(60.5%) used recommendations from family, friends and colleagues as their communication 

form, and the same group used other sources such as social media (76.3%) to get information. 

This may because they trust their friends. Websites (7.9%) were chosen by a small number of 

people as they may lack trust or awareness. This finding supports other researchers (Albarq, 

2014; Hernandez-Mendez et al., 2015; Zarrad and Debabi, 2015; Basri et al., 2016; Ishida et 

al., 2016; Wang, 2016), who indicate that word of mouth recommendations are the most 

critical source informing a touristic image and the most believable and truthful 

communication channel.  

Ministry of Oman Tourism also used campaigns to identify Oman in the international market 

and to create a connection with foreign tourists. “Beauty has an address” was the first 

mentioned by participants; it was popular in Oman, but exclusive to the tourism sector; 

included an online video of about ten minutes 

(https://www.youtube.com/watch?v=Z8523uL7_YE) and was an efficient advertising 

campaign. Similarly, Devashish (2011) and Salehi and Farahbakhsh (2014) indicated that the 

web provides more information and a variety of sources such as text, photos, graphs, audio 

and video clips across the world and the region.  

The campaign message was different from the Omani logo elements, including Oman’s entire 

brand attributes as described in Chapter Six. The Omani tourism management wanted to 

brand its products and create an individual promotion distinguished from other destinations, 

but it lacked a strategy to market its attributes in the international tourism market. There is 

little awareness of Oman on European countries. Although this campaign was conducted in 

different parts of Europe, few potential tourists were aware of it. In other words, 

communication between Oman and its potential tourists has failed, and this gap may impact 

its brand. 

 

 

https://www.youtube.com/watch?v=Z8523uL7_YE
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7.4.1 Factors preventing the message (Noise) 

 

Table 7. 9. Compare the finding of the factor influence the Oman message with 

literature review 

Literature   Qualitative  Quantitative   

Most of the literature concluded that noise 

hinders the communication message 

(Dolnicar & Grun, 2007; Fill, 2009; 

Manchaiah & Zhao, 2012; Finne & 

Gronroos, 2017) 

The qualitative method 

showed cultural noise 

influenced the Omani 

tourism destination 

message.   

The language of the 

logo influenced the 

Omani message.  

Insight: Oman’s tourism destination image message is influenced by noise from cultural differences. 

There is a gap between brand identity and brand image 

 

Destination marketers should understand the difference between the projected and the 

received destination images (Martins, 2015). Differences might result from alteration and 

modification of the message either by the source of communication or by the receiver. 

Moreover, it is critical to be aware that destination-originated messages are not the only ones 

reaching the receiver (Foroudi et al., 2018), although the primary communication model 

describes how the destination (source) sends a message to the consumer (receiver). A 

communication gap can exist if there is a discrepancy between the destination (identity) and 

consumer (image) processes (Nandan, 2005; Howe, 2013). Feedback is a crucial resource for 

communication marketing that is the process of receiving the message from a customer. 

Marketing communication concerns not only whether the message has been received but also 

whether it is the target that has received it. Noise, which is usually present to some extent in 

all communications, is a complicating factor which may affect the quality of feedback (Fill, 

2009: 46). It occurs in the communications process when the message is blocked before 

reaching the receiver; it may be physical or cognitive noise (Fill, 2009: 46; Finne and 

Gronroos, 2017).   

In the qualitative method, interviewees mentioned the following factors: culture, 

misinterpretation of the Omani logo, language, and consumer behaviour and concern. 

This noise might result from the background of the receiver, including the consumer’s 

personality, experience or interest in listening to the message being sent. In fact, most of 

these factors are related to cultural noise, which refers to obstructions to successful 

communication between people from different backgrounds and language (Dolnicar and 
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Grun, 2007; Manchaiah and Zhao, 2012). Language is the central issues in cultural noise 

because the receiver may not understand the words used by the sender, especially if the 

sender is foreign to the receiver (Csapo, 2012; Flood et al., 2015).  

Consumer behaviour was also mentioned by one participant as influencing Oman’s brand 

message. The literature review showed that the needs and wants of the consumer are 

changing rapidly with time, and marketers should make efforts to recognise these changes. 

Oman brand marketers should design their message to influence consumer attitudes and 

behaviour towards the brand (Schivinski and Dabrowski, 2016).  

The findings agree with other studies (Sambey, 1999; Means, 2006) which indicated that 

choosing the target market is essential in marketing communication, and the best way to 

make sure the message is received. If the message is not clear (misinterpreted) or the receiver 

is not interested in it, or has poor communication skills this cause noise and distractions, the 

message will not be received.   

As mention above the quantitative analysis showed that most of the respondents did not 

understand the logo the first time they saw it, and did not understand the language (culture 

noise). From the discussion above there are many gaps between Oman’s tourism 

management and potential tourists. Oman providers should make efforts to reduce the 

negative image and change potential tourists’ attitudes toward their brand by using appopriate 

communication channels.  

7.4.2 Oman’s branding and position 

There is a process of positioning the brand in potential tourists’ minds; it requires establishing 

specific attributes to distinguish the destination from competitors (Kotler and Gertner, 2002; 

Kotler and Keller, 2009; Akpoyomare et al., 2013; Mitsche et al., 2013; Azmi, 2017). The 

aim of positioning the destination is to succinctly convey the brand identity in a way that will 

stand out from rival and substitute brands amidst the noise of other mass communication, and 

be noticed by the target audience in a meaningful and memorable way (Pike and Page, 2014: 

28).  

Oman wanted to be a major travel destination in the tourism market, but clearly the country 

suffers from some issues related to the management and marketing promotion. A good 
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indication is that Oman is not yet branded as a tourism destination. There is still much work 

to be done before it can compete as a destination branding. In addition, the country has an 

ambivalent image of the perceptions of people who had already visited it, as discussed earlier. 

Developing a national image as a tourist destination needs to be thoroughly considered to 

successfully develop a position in the competitive market place (Morgan and Pritchard, 2002: 

122)  

Oman’s excellent reputation was commented on more than ten times by interviewees. Oman 

authorities see themselves as different from others through Oman’s reputation among 

countries worldwide; this helps the Oman brand to build a competitive position in the tourism 

market. Good reputation contributes to developing a national brand (Szwajca, 2017).  

However, the demand side is not aware the Omani brand, and did not seem to have much 

knowledge about Oman. 392 of the 430 respondents had never visited Oman, and had no idea 

about the logo. This indicates that the Oman brand is still not positioned in the consumer 

mind.   

Oman needs to develop its position strategy regarding its image by using communication 

channels to spread awareness among potential visitors. The empirical results show that over 

40% of the people who had never visited Oman, in answering the question,what image 

comes to your mind when hearing about Oman had a neutral image. This means the Oman 

message has not been thoroughly perceived, as a result of communication gaps between 

potential consumers and the Omani brand. However, developing a tourism brand is a new 

experience for Oman authorities and needs time and effort to underpin appropriate strategies 

and implement the brand project. 

For unique branding of any destination to be successful, it is essential to know the target 

market, and competitors’ role and positioning (Lhotakova and Klosova, 2009). The target 

market of Omani tourism is international but the tour operator conducted the “Beauty has an 

address” campaign only in Europe, Russia, India and the United Arab Emirates; the wedding 

campaign was directed only at India. While, the quantitative finding showed that of the 

people who had already visited Oman, 20 were British, 7 Saudi Arabian, 3 Libyan, 3 Kuwaiti, 

3 Indian, one Egyptian and one Jordanian. The finding shows that the Omani authority did 

not select their target market, therefore failing to deliver its message and communicate with 

its customers.If an organisation is unaware of its audience and its characteristics, it will fail to 
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deliver a unique image and communicate with consumers (Punjaisri et al., 2008). In planning 

to develop tourist assets, marketers need to start by evaluating the external environment, 

focusing on the needs and wants of the target market, before assessing inner strengths (Ing et 

al., 2010).   

7.5 Challenges facing Oman to build destination branding (This from 

supply side perceptions) 
 

As a result of its complexity, developing a brand for a tourist destination cannot be the same 

as branding goods or services. Therefore destination marketers need to be aware of and 

understand the internal situation of the individual destination, in other words, its obstacles 

and challenges, and the external case’s opportunities and issues (Schwaighofer, 2013). The 

most challenging step in the destination branding process in the case of the sultanate involved 

problems in building a brand. The first problem was lack coordination and cooperation 

between tourism stakeholders in representing Oman as a single tourist destination in the 

international market. This comment was made by six of the interviewees. For develop brand 

in any destination require coordination between tourism stakeholders, because should all 

tourism providers involved in making the decision process.   It ignores the recommendation 

of Apostolakis et al. (2015 that it is necessary to establish cooperation between stakeholders 

to implement the destination branding process successfully. Papadopoulos and Heslop (2002) 

also suggested that collaboration between stakeholders is essential when building the brand 

identity, which must derive from the values and beliefs of people living in the country.  

Staff working in tourism and hospitality sectors present another challenge, mentioned by 

three of the interviewees. A significant number of uneducated staff from different 

nationalities delivers services to tourists; they are, preferred by the owners of private hotels 

and restaurants because they accept low wages. However, this issue may hinder the 

destination in its brand development. Staffs are at the heart of promoting and delivering 

services, and tourism destinations depend on the ability of the professional team to create an 

image and to produce the quality tourists expect. According to Gruescu et al. (2009), 

education and training for staff are required for tourism development because the services 

depend on the quality of the personal skills of those delivering the services. This finding 
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supports Baum (2002) who indicated that lack of skilled employees is an avoidable 

consequence affecting competitiveness, productivity and services.    

However, the quantitative data shows that various issues deter potential tourists from visiting 

Oman. Visitor’s mentioned that the hot climate, safety and distance, budget, visa 

requirements and personal taste were their least significant concerns, but non-visitors were 

worried about all of these. Omani tourism managers should address this issue when 

promoting and developing their brand because these problems determine Oman’s image. 

7.6 A proposed model for developing tourism destination branding in the 

Sulanate of Oman  

The process of destination branding, a very complicated process in itself and particularly in a 

developing country such as Oman, needs to create a positive image and position in the 

potential consumer’s mind. This study develops a model for developing destination branding. 

The literature describes  many destination branding models, including those of Pritchard and 

Morgan (1998), Keller (2001), Cai (2002), Kotler and Gertner (2002, 2004), Kaplanidou and 

Vogt (2003), Anholt (2009), Giannopoulos et al. (2011), Kemp and Bordelon (2011),Tsiotsou 

and Goldsmith (2012) and Morrison (2013). The study considered these models to establish 

guidelines for data collection (Chapter Three). They include all the relevant theory related to 

understanding the process of destination branding. 

The best practice model (proposed model) below was developed after data analysis and the 

literature review, summarising the themes and patterns that emerged from both (Figure7.1). 

The proposed model model aims to provide a useful practical tool to help managers to 

identify the elements involved in the branding process. Its design requires the involvement of 

all stakeholders in the branding process, especially the perceptions of both supply and 

demand sides and the outcome of the communication market analysis. The brand position 

(i.e. identification of the target market and competitive advantage) was formulated. However, 

developing destination branding often needs to begin with appropriate planning and 

implementation of tourism development projects because it will require time and effort. The 

model below (Figure 7.1) can be adapted to any regional, city or other tourism destination 

because it provides the essential components for developing brand destination. The model 

below providing several elements involved in developing destination branding process. In the 

following section is explaining these elements in detail.   
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 Supply side  

The supply side comprises the Omani authority’s views of the projected brand identity; this 

side is responsible for projecting the image of the destination. According to the findings of 

this study, the supply side should consider:  

Cooperation between supply-side members (strategic decisions)   

There is no model in the destination branding literature about the importance of cooperation 

between internal stakeholders. Establishing collaboration and coordination between tourism 

destination stakeholders is essential to creating a successful brand. It should be the first step 

in the branding process, and all tourism stakeholders should be involved in it (Matuleviciene 

and Stravinskiene, 2015). Because they are part of this process, destination marketers cannot 

achieve their aim without cooperation between all members including both public and private 

tourism sectors. Effective internal communication between all members will help them to 

avoid many challenges and understand the development process. It is essential to identify 

goals, resources and opportunity to encourage employees, managers and planners across 

Oman to share ideas before making decisions or strategy, and to learn from each other the 

process of implementing the development strategy. This also helps them to identify major 

issues that influence the development process.  

Brand identity 

Brand identity is the main component on the supply side. According to the literature, brand 

identity and brand image are critical ingredients for a successful destination brand (Risitano, 

2005; Qu et al., 2011; Yusof and Ismail, 2015; Roy and Hoque, 2015). Brand identity is 

necessary within the area of brand management (Kapferer, 2010). It is created by destination 

management and reflects the contributions of all brand elements to image and awareness 

(Tsaur et al., 2016). In other words, brand identity is how a destination wants to introduce its 

brand to its customers (Qu et al., 2011). Brand identity is the primary component to consider 

when developing a tourist destination in general (Kuchinka et at., 2018). Brand identity 

should include all brand elements (tangible and intangible brand attributes) to create a 

unique and memorable perception leaving a good impression because the branding aims to 

increase attractiveness and inform international visitors (Roy and Hoque, 2015).  
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It is essential for Oman to review all the attributes in order to create a positive image. In 

particular, the findings revealed some attributes with a negative image such as 

accommodation, roads and public transport, all related to the quality of services. The findings 

showed a signficant positive image in terms of safety and atmosphere, and therefore both 

need more consideration from Omani planners when developing their brand. The interviews 

showed that the Omani authorities had little awareness about project branding and 

development of tangible and intangible attributes. Therefore, they need to encourage all 

tourism stakeholders to share their experience and help them understand the branding 

process. Brand logo and brand name are part of brand identity and should be highlighted. 

Brand logo and brand name 

 A clear understanding of the brand name and brand logo is essential to guide the 

development of the destination process. Both are crucial aspects of establishing destination 

branding (Kladou et al., 2017). It is important to build the relationship between brand and 

potential customer by choice of affective name for brand success and by choosing a design 

and elements of the logo that reflect what it wants to say to the customer. The findings 

showed noise related to the brand name and logo elements. Omani marketers should consider 

visual logo design; identify logo elements, and the elements of the logo that reveal what it 

wants to tell the customer. If the logo includes words (language), they should be readily 

understood by the target market. If the logo does not mean anything to the audience, it has 

not accomplished one of its aims, to be understandable and memorable. 

Brand position 

Based on the findings, Oman should position its brand to create a unique identity or image in 

consumer mind by distinctive its brand. The brand position is one of destination branding 

process steps after brand identity (Kotler and Armstrong, 2006; Pike, 2009; Yousof and 

Ismail, 2014; Steenkamp, 2017). Therefore, the brand position should be closer to the brand 

identity on the supply side.The position moves from brand identity analysis to brand 

destination development, each stage interlinked. After the brand identity defines the attributes 

marketers should position them. According to Akpoyomare et al. (2013), position strategy 

refers to the choice of the target market and defines the basis of competition. Oman should 

determine the appropriate market segment to understand what people to attract and identify 

their needs and decision making. Destination must be competitive against other destinations, 
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so it is essential for Oman to differentiate itself from other Arab countries who already offer 

the similar attractions. Managers brand of Oman cannot be successful in positioning their 

brand without communication market, choose a useful communication tool and distribution 

system in the target market (Yusof&Ismail, 2014).  

Communication market 

Communication is an integral part of forming and improving destination image since 

destination marketers communicate to explain and promote the attributes their destination is 

offering (Manhas et al., 2016). Marketers need to adopt effective communication 

marketing for developing destination branding. This attracts attention, but is only 

successful if the best communication tools for reaching the target market are chosen. 

Although Oman lacks these communication tools, the study’s findings indicate that websites 

and word of mouth cannot be ignored in the spread of destination information. However, the 

study found communication gaps between the supply and demand sides, revealing that 

customers had not received Oman’s message (noise), particularly regarding its logo. This 

shows that the attributes offered by the Oman Authority were not received by the demand 

side. 

One of the barriers to communication is noise, which refers to anything that distorts the 

destination message; one possible cause is misunderstanding of the meaning of words in the 

message. Noise can take different forms including poor design of the brand (logo), poor 

communication services, and the language of the brand. Therefore, destination marketers 

should consider language problems and cultural differences when they are communicating 

with their audiences, because these may affect the interpretation of the brand message, which 

in turn can lead to a low position of the brand. The findings indicated that language (cultural 

noise) distorted the Omani message, as the demand side did not understand the Oman logo 

written in Arabic, and had never seen the logo before. It is necessary for destination 

marketers to be aware of noise and handle the message to avoid any negative brand image. 

Customer feedback must be considered by the Omani authority in the branding process. 

Feedback is the final components in the communication process, meaning that the 

destination’s message has been perceived and understood. Developing a destination brand 

requires marketing research to enhance customer services and improve destination attributes. 

Feedback helps Omani marketers to explore the noise between them and potential customers 
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Demand sides 

The demand side combines brand image and brand awareness. The findings indicate that 

the overall image includes all the attributes which Oman projects. In any destination, creating 

an appropriate image is essential for destination marketers because a positive image helps the 

destination position itself in relation to its competitors (Martins, 2015).  Destination 

marketers should consider past travel experience because this influences image formation, 

leading to induced and organic images built by visitors.The tourist’s image is formed as a 

result of knowledge (cognitive image), feeling (effective image) and future intentions 

(conative).These components result in the functional and physical characteristics of the 

overall image created by tourists (Basaran, 2016).  In tourism market, it is very important for 

a destination to determine its image because of its influence potential tourist travel choice. 

After the brand has been positioned and the image identified, the marketer can communicate 

with the target audience by sending messages to create awareness, choosing the best 

communication tools. The concept of brand awareness is essential for developing destination 

branding, and is linked to the brand image (Ghodeswar, 2008; Kehinde, 2011). The findings 

show a lack of awareness influencing tourists’ perceptions. The destination needs to create a 

positive image and choose the best communication marketing to create awareness in the 

consumer’s mind (Pawaskar and Goel, 2014; Avraham and Ketter, 2016). The finding of 

people who have visited before shows that there is a positive relationship between word 

of mouth and brand image. If the brand image is positive, it will lead to positive word of 

mouth recommendation (Roy and Hoque, 2015). According to the findings, most of the 

people who had visited Oman before found that it met their expectations (see Table 5.8) and 

89.5% of this group intended to recommend others to visit Oman (see Table 5.14) or to revisit 

Oman in the future (86.8%). This finding suggests that visitors were satisfied with their visit 

to Oman. If they were dissatisfied, their word of mouth and the influence of the image of the 

destination would be negative. According to the literature, customer satisfaction is essential 

in building brand loyalty and creating a strong brand image, thus increasing the possibility of 

repeat visits (Pawaskar and Goel, 2014). Therefore, a satisfied customer can enhance 

destination branding with fulfilled expectations (Pawaskar and Goel, 2014: 264). Satisfaction 

must be analysed in order to have an understanding of what attributes are able to meet 

tourists’ expectations. Each of these components is dependent on other parts in the model for 

success in attracting, servicing and satisfying visitors. 
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The findings show that level of education has an impact on the demand- side responses.  

Marketers should consider the requierments of non-educated people. 
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Figure 7.1. A Proposed Model for Developing Oman as Tourism Destination Branding 
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7.6 Summary  

This chapter discussed and analysed the findings and results of Chapters Five and Six, linking 

them to the literature review. It presented the brand identity/image attributes, brand 

communication, factors influencing the destination message, brand position, and factors 

affecting the Oman destination branding. The gaps between the two sides were highlighted.  

Finally, the proposed model for developing as the destination branding of Oman was 

considered. 
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CHAPTER EIGHT: CONCLUSION 

 

8.1 Introduction 

This chapter discusses the research conclusions, and presents the research contribution with 

recommendations to Omani tourism providers and other destinations. It acknowledges the 

limitations and makes suggestions for further study.  

8.2 Research findings with relation to the research objectives  

The research aimed to achieve three objectives and answer three questions. This section 

summarises how this questions have been answered and the research objectives achieved. 

The research questions objectives are as follows:  

Q1-What are the Oman tourism suppliers’ perceptions of the tangible and intangible 

attributes that can be used for developing the brand identity of Oman as a tourism 

destination? 

Objective 1-To identify the tangible and intangible attributes that currently contribute 

to the brand identity of Oman as a tourism destination.   

This objective was addressed through the interviews with Oman’s tourist authorities and 

managers (supply side) to identify their perceptions, as they are responsible for developing 

and marketing Oman’s tourism brand. The objective was achieved, as described in Chapter 

Six.  

The study revealed that Oman has unique attributes and beautiful natural resources such as 

beaches, a pleasant climate, mountains, a vast desert and agriculture. It also has culture and 

custom, history, museums, frankincense, the hospitality of the people, friendly people, safety, 

political stability, and is a cheap country for tourists. Its infrastructure includes a hospital, and 

a range of hotels and restaurants especially in the main cities of Muscat and Salalah. It is 

making efforts to improve its infrastructure, including roads and transport, but there is still a 

long way to go. It is easier to improve and develop tangible attributes than to enhance 

intangible attributes. Oman has different sports and adventure tourism, such as camping 

facilities, camel riding, cycling, sailing, diving, trekking, hiking and water sports. It has a 

good atmosphere in which to relax. However, Oman’s tourism management needs to 
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understand customer services, paying more attention to the quality of the services required, 

which influences satisfaction and the choice of destination (Hanlan et al., 2006). 

The findings of the current study suggest that Oman’s identity is based on its culture and 

heritage, the main elements of the Omani logo; Mainly European countries were chosen as 

the target market, as discussed above. The logo components were described in Chapter Six. 

The Omani authority agrees Oman that the country is differentiated largely by its culture, 

with both men and women proud to wear their traditional clothes even at work. 

Omani people are hospitable and very friendly, and happy to share with visitors their 

traditional foods, coffee and dates. The government has good relations internationally, and a 

good reputation.  

The Omani authority agrees that it is looking for an appropriate strategic communication 

marketing tool to promote tourism and determine its specific market. Destination marketers 

should not just offer Oman’s attributes to tourists but should also consider potential 

customers’ needs in relation to the quality of the attributes. 

The very complex and abstract nature of destinations as brands presents several issues that 

hinder the implementation of the entire strategic process (Martins, 2015: 6). Regarding the 

Omani context, the greatest problem facing destination management is coordination 

cooparation between stakeholders, finance, and the absence of communication marketing 

tools.   

Q2-What are the perceptions of the intangible and tangible attributes of Oman as a 

tourism destination held by potential international tourists? 

Objective 2- To identify the perceptions of intangible and tangible attributes of Oman 

as a tourism destination held by potential international tourists (the demand side). 

This objective was achieved as described in Chapter Five. Different resources can form the 

image. Most of the sample had not visited Oman, but they perceived the it’s image positively. 

A small number of the sample had visited Oman, but had an ambivalent image about the 

country. Both groups of respondents perceived Oman as having friendly people, museum 

attractions, beautiful scenery, beautiful beaches, a hot climate, good health services, theatres 

and concerts, fashion stores, national parks, availability of the Internet, culture shows, a clean 

and tidy environment, information resources, excellent shopping centres, special festivals and 

fairs, historical interest, mountains, springs and gardens, good-quality sports facilities, 



 
 

249 
 

political stability, safety and security, reasonable prices for tourists, in short an appealing 

destination with quality infrastructure, availability of tour packages, good restaurants, easy to 

access to the area, modern architecture, deserts, tax benefits, hospitable and, trustworthy 

people, and a positive reputation as a country. This study considered the perceptions of 

potential international tourists as a basis for constructing their image of Oman and their likes, 

dislikes or lack of knowledge about the destination’s attributes. However, five attributes had 

a negative image for the demand side: camping facilities, transport, customs and traditions, 

unique theme parks, and the quality of accommodation. Identifying and rectifying these 

attributes should be used to modify Oman’s image. The findings from people who have 

visited before show that there is a positive relationship between word of mouth and brand 

image. However, level of educations has a negative impact on the demand-side responses 

(see Tables 5.34 and 5.36).  

The findings show that most of the past and potential tourists have no idea about Oman’s 

logo, given little promotion. They see it as suggesting nature and simplicity, but do not 

believe it is memorable. The find shows that desert the most important attribute which 

potential tourists consider.  

The findings show that potential visitors consider the intangible attributes more significant 

than the tangible ones, such as hospitality a loading of .736, safety (.704), restful and relaxing 

(.677) beautiful scenery (.588) and history (.501) (see Table 5.28). The study examines these 

perceptions of as a basis for constructing the image of Oman, taking into account their likes, 

dislikes or lack of knowledge about the destination’s attributes. This is an important stage in 

developing destination branding, because developing a strong brand means involving both 

demand- and supply-side perceptions (Wang and Pizam, 2011).   

Q3-What communication gaps can occur between supply side and demand side 

regarding how to communicate the Omani brand identity? 

Objective 3-To analyse the potential communication gaps between supply and demand 

regarding how to communicate the Omani brand identity effectively.  

Oman used its website to communicate with its customers, as explained in Chapter Six, 

although the study showed that people who had already visited Oman preferred to use word 

of mouth in choosing their destination. The study revealed Oman’s lack of appropriate 

communication tools. The Omani authority believes their message is hindered by cultural 

noise such as language and consumer behaviour.  
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The result shows that Oman’s projected image does not match the perceived image. The 

demand side, including actual visitors, did not perceive all the attributes Oman projected. 

This finding illustrates a gap between supply and demand sides in receiving the Omani 

message, caused by mismanagement.  

The analysis of Oman’s logo indicates that further cultural noise affecting the destination’s 

message, partly the result of language and partly because it is not is not memorable. This is a 

serious issue. Communication marketing is essential for developing and promoting tourism, 

especially through its logo (Devashish, 2011; Gorlevskaya, 2016).  

8.3 Contribution 

The research makes the following contributions:  

 

Table 8. 1. Comparison of the model and previous models components and literature 

gap 

Summary  Current study  

Authors Year 1- Branding element 

Kemp & Bordelon  

 

2011 Marketing mix elements (advertising intensity, 

distribution intensity, and pricing perceptions) 

Presents a model for 

developing destination 

branding considering 

all these gaps. It 

includes both supply 

and demand sides.  

The supply side 

includes cooperation, 

brand identity based 

on its approaches 

(intangible and 

tangible attributes, 

brand name, brand 

logo) and brand 

position (competitive 

advantage and target 

market). 

The demand side 

includes brand image, 

brand awareness, 

tourists’ experience, 

knowledge, and 

satisfaction. 

Communication 

marketing tools result 

in noise everywhere in 

the model, and 

feedback. 

Keller  2001 Brand salience, brand performance, consumer 

judgements, and consumer brand resonance 

Cai  2002 Brand image, brand identity and marketing 

communication 

Kaplanidou & Vogt  2003 Demand side (visitors’ perceptions) 

Morgan et al.  2004 A SWOT analysis to determine its chief strengths, 

weaknesses, opportunities and threats.  

Anholt 2009 Customer group or market segment; their 

perceptions will define brand characteristics. 

García et al. 2012 Brands, brand awareness, brand meaning, brand 

equity.  

Tsiotsou & Goldsmith  2012 Supply side (brand identity based on attributes) 

and demand side brand knowledge and noise, 

competitors  

Morrison 2013 Perceptions of past and potential visitors to 

evaluate brand image and identify brand position 

and identity  

                                          2--Brand logo components  

Blain, Levy & Richie 2005 Little focus on the tourism logo components  

Pike 

Kladou et al. 

2016 

2017 

Lack of identifying effective positioning logo and 

slogan in destination branding literature  

3-Actual and potential visitors’ perceptions 

Yilmaz et al. 

Wang & Davidson 

;Lim et al.:Kong et al. 

;Jani & Nguni 

2009 

2009 

2014 

2015 

2016 

Actual and potential visitors’ perceptions 
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8.2.1 Contribution to theory  

 

8.2.1.1 Addressing the gap in the destination branding research with reference to the 

Middle East and developing countries  

Most of the existing research related to destination branding has been conducted in developed 

countries and therefore the field of tourism need studies that present developing countries’ 

perspective. The present research relates to Oman as a developing country, adding to the 

existing body of literature on destination branding research in tourism. Moreover, little work 

has been carried out in the Middle East on destination branding; hence this study may be 

regarded as a pioneer in the Omani tourism context. The findings of this study have good 

theoretical implications for future studies because they provide a base for further research to 

build new frameworks, helping researchers to understand the process of developing 

destination branding. The study reviews and critically discusses the concept of destination 

branding, components of destination branding in detail, and challenges the influence of 

destination branding and communication marketing. It reviews different developing 

destination branding models to understand the process of developing destination branding.  

8.2.1.2 Addressing the gap in the destination brand building literature by considering 

the supply and demand sides perceptions 

This present study further adds to existing theory by developing model that is suitable for 

developing a destination brand based on the perceptions of stakeholders, adding all the 

important elements in addition to brand image and brand identity. The findings suggest that it 

will be beneficial for destination managers and destination marketers in developing 

destination branding, because it explains the destination branding process.  

The literaturee review identified different models for developing destination branding, but 

each considered different angles or elements, and none explained the process of branding 

destinations (see Table 8.1).This study contributes to knowledge by understanding the 

process of destination branding (projected and perceived images). As mentioned above, 

several studies on tourism destination brand building focus only on demand side perception 

(Kaplanidou and Vogt, 2003; Anholt, 2009; Morrison, 2013); others focus on the demand 

side but consider the difference between the images held by potential tourists and actual 

visitors to the destination (Yilmaz et al., 2009; Wang and Davidson, 2009; Lim, et al., 2014; 

Kong et al., 2015; Jani and Nguni, 2016). Yet other studies consider the supply-side 
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perspective when developing a brand (Konecnik and Go, 2008: 2; Cai et al., 2009: 70; 

Suma and Bello, 2012: 89). Few studies focused on developing destination branding from 

both supply- and demand-sides’ perceptions (Tsiotsou and Goldsmith, 2012), concentrating 

on the brand identity and brand image and not carrying out a practical study. The differences 

between previous models and this proposed model are on the components involved in 

the process of branding, as explained below.  

In the proposed model, the supply side is not focused only on brand identity, as in 

previous studies. The supply side includes coordination and cooperation between 

supply-side members (public and private sectors); no previous model mentions this. The 

findings of this study show that the development of national destination branding at 

international level depends on the capacity of its tourism management to encourage 

cooperation between all internal stakeholders, ensuring the application of that brand, and 

providing plans and guidelines on how the brand can be used. 

It also defines the brand identity attributes offered by providers and the highlights the 

importance of understanding other aspects of destination branding such as brand names, 

memorable logo elements and structure design. The literature review shows that no specific 

study has addressed the logo components and design process (Blain et al., 2005: 332). Also, 

the findings show Oman’s failure to choose understandable and memorable logo attributes for 

the international tourism market.  

Another significant contribution which adds to the body of knowledge is brand positioning 

used in developing a brand; this concept includes the target market strategy, and 

competitive advantage; all brand attributes should be different from their competitors 

to help destination marketers to position their brand in customers’ minds and sell the tourism 

experience. The result of this study shows that Oman does not well-known in the 

international tourism market due to the mismanagement. Therefore, this study suggested that 

position brand is one of the main elements should supply side consider for developing the 

brand.  

On the other hand, the demand side includes the different opinions of respondents, actual 

and potential visitors from different nationalities. It is important for marketers consider the 

perceptions of both visitors and non-visitors when examining the image of destination 

because experience influences the tourist’s perceptions. This study contributes to the field of 

tourism brand development by extending previous studies by evaluating the image of Oman 
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through the perceptions of both actual and potential international tourists. It provides an 

understanding of tourist awareness for developing a brand destination and is, to the 

researcher’s best knowledge, the first study to examine the image of Oman in the global 

market.  Also, the model considers other variable influence the image brand such as tourist’s 

satisfaction, word of mouth, and education level.   

Finally, this study contributes to the body of knowledge by considering communication 

marketing, one of the leading components in developing destination branding. This study 

suggests that the destination marketer should focus on choosing appropriate communication 

tools to help the destination to create awareness and position the brand in the consumer’s 

mind. The study highlights the importance of communication marketing and identifies 

concerns such as noise; noise is distributed everywhere in the model, because it occurs in the 

brand message. The proposed model can also help destination planners to identify the 

communication gap between the brand and its target market. It is important for Oman to be 

aware of the noise and to handle it in order to avoid negative impact on tourists’ image. 

8.2.2 Contribution to practice  

 

8.2.2.1 Addressing the gap of a proposed model for building destination branding  

This study presents a proposed model to ensure that the entire set of destination brand 

components is included. The model is straightforward and practical, and therefore appropriate 

for developing Oman’s brand as a tourist destination. This model can be used for any city, 

region or country needs to develop and position its brand.  

The proposed model will help Omani tourism destination marketers to develop their brand 

and to design promotional campaigns, and it may help them to change their strategy and 

improve their image. The Omani authorities can apply the model and examine their image by 

using online surveys such as Talk Online Panel to obtain information from global consumers. 

The findings may also help other destination marketers and practitioners who wish to develop 

their tourism brand.  

This study is a useful resource for academic researchers and students who have an interest in 

understanding the process of developing destination branding.   
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It makes another practical contribution by using a mixed method approach to help Omani 

destination marketers in addressing the issues facing their tourism, particularly negative 

attributes.  

8.3 Recommendations  

The study considers the brand image of Oman in the international tourism market to see how 

actual and potential tourists perceive Oman; this is important for destination marketers and 

managers in addressing issues related to the image of Oman in the international market, and 

evaluating the image of actual and potential tourists.  

The demand side is identified by different tangible and intangible brand attributes, although it 

became apparent that potential tourists are more concerned with the intangible attributes. 

However, five important attributes have a negative image (as discussed in Chapters Five and 

Seven): camping facilities, transport, customs and traditions, unique theme parks, and quality 

of accommodation. This will influence the image of Oman in the future, through intention to 

revisit and word-of-mouth recommendations. Nor did the demand side understand the Omani 

logo, as a result of its design and language. As a result, brand marketers should endeavour to 

rectify the negative attributes of the Oman brand image. The study recommends that the 

Omani authority discusses and deals with these issues. Oman should focus on improving the 

infrastructure in the regions where this is necessary 

As infrastructure is the main tourist attraction that needs more attention from destination 

marketers, they should consider for example, camping facilities as one of the destination 

attractions about which tourists express concern. The problem with camping facilities is 

toilets, so it is recommended that more toilets and showers are provided, both for campers, on 

the beaches and in visited parts of the desert. The target market of Oman is Western 

countries, most of whose people travel to the Middle East for sun, beaches with adventure 

and exploration. It should be remembered that it is essential for a destination to meet the 

tourists’ needs (Manhas et al., 2016).  

The Omani tourism authority should make efforts to promote the image of Oman around the 

world by selecting the right communication tools, which present the real picture to potential 

visitors. With respect to Oman’s logo, respondents did not understand its language or 

consider it memorable. The gap between the two sides mean that Oman tourism providers 

need a strategy to help them choose the right target market, and a new logo to represent the 
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components their market is interested in. In short, Oman should develop its brand by 

understanding its target market.  

Finally, the study recommends developing Oman as a tourism destination brand by 

differentiating it from its neighbours to establish a strong brand identity and image. This can 

only be achieved by active collaboration and cooperation among all Omani tourism 

stakeholders to define the issues and to implement strategy and plans. The agreement will 

help them to succeed in the process of developing their brand, avoiding many 

challenges.Oman can differentiate itself from other Middle East countries by stressing its safe 

environment; according to the WEF report of 2017, Oman was ranked the fourth safest 

country in the world for visitors.  

8.4 Research limitations and further study  

The current study has some limitations, which present an opportunity for further research. 

First, the study examines the Oman image from the perceptions of both visitors and non-

visitors, although the number of actual visitors was small. This limitation may encourage 

further study with greater numbers of actual and potential visitors.   

This study used a mixed method. A large amount of quantitative data was collected to 

examine Oman’s image in 430 respondents, but this needs more time for analysis and 

discussion especially as time is limited by the length of student visas. This limitation may 

provide the opportunity for a further single study, using the qualitative method for both sides. 

Focus groups for the demand side would help the researcher to explore more information 

about participants ‘perceptions, giving them the opportunity to talk rather than complete a 

survey questionnaire.  

Another limitation related to time is that this study did not make any comparison between 

Oman and other Gulf countries such as Saudi Arabia or Qatar. This limitation may be 

addressed by further study in the future.  

This study conducted interviews over Skype, due to the visa regulations. The researcher 

applied many times to the Omani government for a visa, with letters of support from her 

supervisor, the Libyan embassy and Omani tourism providers; however, the Omani 

government refused a visa application as her passport was out of date. 
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Skype was nevertheless a convenient tool for conducting the interviews, as the researcher was 

able to ask the questions and see the participant’s body language. However, the time 

difference was a problem, and the researcher conducted most interviews in the early morng (7 

a.m. UK time, 11 a.m. in Oman), to allow the participants to be interviewed in their work 

time. This may have limited the use of further face-to-face interview techniques. 

8.5 Summary  

The study examines two groups of stakeholders, the supply and demand sides, and the 

characteristic of their perceptions of Omani tourism: the providers (supply side) and actual 

and potential international tourists (demand side) for developing the Oman brand as a tourism 

destination. As already discussed, there is a dearth of studies on destination branding, 

particular in the Middle East, and few based on both supply and demand sides in developing 

destination branding.  

The demand side perceived most Omani image attributes as positive, such as beautiful 

scenery, museum attractions, theatre and concerts, the hospitality of the people, and safety. 

However, five attributes have a negative image: quality of accommodation, transport 

services, camping facilities, custom and tradition, and theme parks. This finding will help 

Oman to improve its overall image. The Omani tourist authority projected many attributes 

that did not match the demand-side perceptions, and failed to consider the quality of services 

and customer needs. There is a gap between supply and demand sides which hinders the 

Omani message from reaching its customers.  

The Omani experience gap between the supply and demand sides in the delivery of the 

Sultanate’s brand means that potential customers are not aware of the Oman brand, and are 

unable to evaluate it. 

 

 

 

 

 



 
 

257 
 

 

References:  
Aaker, D. A., & Joachimsthaler, E, (2012). Brand leadershipSimon and Schuster. 

Aaker, J.L., Benet-Martinez, V. and Garolera, J, (2001). ConsumptionSymbols as Carriers of 

Culture: A Study of Japanese and Spanish Brand Personality Constucts. Journal of 

personality and social psychology, 81(3), pp. 492-508. 

Aaker, D.A. (1996) Building Strong Brands. New York:The Free Press. 

Aaker, D., (1991). Managing Brand Equity: Capitalizing on the Value of a Brand NewYork: 

The Free Press. 

Aaker, D., (2012). Building Strong BrandsSimon and Schuster. 

Aaker, D., (2014). Aaker on Branding: 20 Principles That Drive Success.Morgan James 

Publishing. 

Aaker, J.,L. (1997). Dimensions of Brand Personality. Journal of Marketing Research, 34(3), 

pp. 347-356. 

Abbott, M. L., (2016). Using Statistics in the Social and Health Sciences with SPSS and 

Excel. John Wiley & Sons. 

Abdulai, R.T. and Owusu-Ansah, A, (2014). Essential Ingredients of a Good Research 

Proposal for Undergraduate and Postgraduate Students in the Social Sciences. SAGE Open, 

4(3), p. 1–15. 

Abdullah, S., (2013). Oman’s Strategic Role as the GCC’s Gateway and Indian Ocean Rim 

Hub. Oman Logistic. 

Abril, C., & Rodriguez-Cánovas, B, (2016). Marketing Mix Effects on Private Labels Brand 

Equity. European Journal of Management and Business Economics, 25(3), pp. 168-175. 

Abubakar, A., (2016). Does eWOM Influence Destination Trust and Trave lIntention: A 

Medical Tourism Perspective. Economic Research-Ekonomska Istrazivanja, 29(1), pp. 599-

611. 

Achieng, D.O., Hayombe, P.O. and Agong, S.G, (2014). Positioning ecotourism destinations 

in Kisumu County: Cultural Diversity Perspective. IOSR Journal of Computer Engineering,e-

ISSSN, 16(6), pp. 16-26. 

Ad, G., Adr, V., & Pascu, N. E, (2012). Logo Design and the Corporate Identity. Procedia-

Social and Behavioral Sciences, Volume 650-654, p. 51. 



 
 

258 
 

Adeyinka-Ojo, S. F., Khoo-Lattimore, C., & Nair, V, (2014). A Framework for Rural 

Tourism Destination Management and Marketing Organisations. Procedia-Social and 

Behavioral Sciences, Volume 144, pp. 151-163. 

Adeyinka-Ojo, S.F., Nair, V. and Khoo-Lattimore, C, (2014). Case Studies Approach in 

Tourism Destination Branding Research. In SHS Web of Conferences, Volume 12.EDP 

Sciences, pp. 1-8. 

Adu-Oppong, A. A., & Agyin-Birikorang, E, (2014). Communication in the Workplace: 

Guidelines for Improving Effectiveness. Global Journal of Commerce & Management 

Perspective, 3(5), pp. 208-213. 

Afwika, F., (2011). Diversity That Sells:The Success Story of Malaysia's Tourism Branding 

"Truly Asia". Cultures and Idendities in Transition II, pp. 165-177. 

Agapito, D., Oom do Valle, P. and da Costa Mendes, J, (2013). The Cognitive-Affective-

Conative Model of Destination Image: A Confirmatory Analysis. Journal of Travel & 

Tourism Marketing, 30(5), pp. 471-481. 

Ahmad, A. and Thyagaraj, K.S, (2015). Understanding the Influence of Brand Personality on 

Consumer Behavior. Journal of Advanced Management Science, 3(1), pp. 38-43. 

Ahmad, S., Abbas, M. Y., Yusof, W. Z. M., & Taib, M. Z. M, (2015). Adapting Museum 

Visitors as Participants Benefits their Learning Experience?. Procedia-Social and Behavioral 

Sciences, Volume 168, pp. 156-170. 

Ahmed, V., Opoku, A. and Aziz, Z. eds, (2016). Research Methodology in the Built 

Environment: A Selection of Case Studies. Routledge. 

Ahmed, Z., Rizwan, M., Ahmad, M. and Haq, M, (2014). Effect of Brand Trust and 

Customer Satisfaction on Brand Loyalty in Bahawalpur. Journal of Sociological Research, 

5(1), pp. 306-326. 

Ahmet,B.&Can,U, (2016). Global Place Branding Campaigns across Cities, Regions, and 

Nations. IGI Global. 

Aiken, M., & Mott, P. E., (1970). The Structure of Community Power.New York: Random 

House. 

Ain Nawaz,N.UI.& Usman,A, (2011). What Makes Customers Brand Loyal: a Study on 

Telecommunication Sector of Pakistan. International Journal of Business and Social Science, 

2(14), pp. 213-221. 

Airey, D., (2010). Logo Design Love: a Guide to Creating iconic Brand Identities. 2nd ed. 

Berkeley, California: New Riders. 

Ajake, A. O. (2015). Influence of Marketing Strategies on Tourists’ Choice of Destination 

Area in Cross River State, Nigeria. American Journal of Tourism Management, 4(3), 61-76. 



 
 

259 
 

 

Akpoyomare, O. B., Adeosun, L. P. K., & Ganiyu, R. A, (2013). Approaches for Generating 

and Evaluating Product Positioning Strategy. International Journal of Business 

Administration, 4(1), pp. 46-52. 

Al Azhar, M., Temimi, M., Zhao, J., & Ghedira, H, (2016). Modeling of Circulation in the 

Arabian Gulf and the Sea of Oman: Skill assessment and Seasonal Thermohaline Structure. 

Journal of Geophysical Research: Oceans, 121(3), pp. 1700-1720. 

Al Balushi, M., Butt, I., & Al Siyabi, K, (2014). Review of Awareness and Views on 

Branding Oman as a Nation. Journal of Iindian Business Research, 2(3), pp. 153-165. 

Al Said, S., (2015). Oman’s Strategic Role as the GCC’s Gateway and Indian Ocean Rim 

Hub. Oman Logistic. 

Alan,A.K.& Kabaday,E.T, (2014). Quality Antecedents Of Brand Trust and Behavioral 

Intention. Procedia-Social and Behavioral Sciences, Volume 150, pp. 619-627. 

Al-Azri, H. I., & Morrison, A. M, (2006). Measurement of Oman's Destination Image in the 

US. Tourism Recreation Research, 31(2), pp. 85-89. 

Al-Azzam, A., (2013). Analysis of the Antecedents of Customer- Based Brand Equity and its 

Application to Multiple Destinations. Interdisciplinary Journal of Contemporary Research in 

Business, 5(5), pp. 71-90. 

Albarq, A. N., (2014). Measuring the Impacts of Online Word-of-Mouth onTourists’ Attitude 

and Intentions to Visit Jordan: An Empirical Study. International Business Research, 7(1), 

pp. 14-22. 

Albaum, G., & Duerr, E, (2008). International Marketing and Export Management. 

s.l.:Pearson Education. 

Albayrak, T., Caber, M., & Aksoy, S, (2010). Relationships of the Tangible and 

IntangibleElements of Tourism Products with OverallCustomer Satisfaction. International 

Journal of Trade, Economics and Finance, 1(2), pp. 140-143. 

Al-Busaidi, Z., (2008). Qualitative Research and its Uses in Health Care. Sultan Qaboos 

University Medical Journal, 8(1), pp. 11-19. 

Alford, P., (1998). Positioning the Destination Product-can Regional Tourist Boards Learn 

from Private Sector Practice?. Journal of Travel & Tourism Marketing, 7(2), pp. 53-68. 

Alhaddad, A., (2015). The Effect of Advertising Awareness on Brand Equity in Social 

Media. International Journal of e-Education, e-Business, e-Management and e-Learning, 

5(2), pp. 73-84. 

Alhaddad, A., (2015). Perceived Quality, Brand Image and Brand Trust as Determinants of 

Brand Loyalty. Journal of Research in Business and Management, 3(4), pp. 1-8. 



 
 

260 
 

Al-Hamarneh, A., (2013). International Tourism and Political Crisis in the Arab World from 

9/11 to the “Arab Spring”. e-Review of Tourism Research (eRTR),, 10(5/6), pp. 100-109. 

Al-Hawajreh,K.M.&Attiany,M.S, (2014). The Effect of Supply Chain Responsiveness on 

Competitive Advantage: A Field Study of Manufacturing Companies in Jordan. European 

Journal of Business and Management, 6(13), pp. 151-16. 

AlHaidari, F. M. (2017). The Discourse of Business Meetings: Agency and Power in 

Financial Organizations.Springer. 

Alhojailan, M., (2012). Thematic Analysis: A Critical Review of its Process and Evaluation. 

West East Journal of Social Sciences, 1(1), pp. 39-47. 

Aliman, N. K., Hashim, S. M., Wahid, S. D. M., & Harudin, S, (2014). Tourist Expectation, 

Perceived Quality and Destination Image: Effects on Perceived Value and Satisfaction of 

Tourists Visiting Langkawi Island, Malaysia. sian Journal of Business and Management, 

2(3), pp. 212-222. 

Aliyu, A.A., Bello, M.U., Kasim, R. and Martin, D, (2014). Positivist and Non-Positivist 

Paradigm in Social Science Research: Conflicting Paradigms or Perfect Partners?. Journal of 

Management and Sustainability, 4(3), pp. 79-95. 

Allahar, H., (2015). Small Island Visitor Attractions: A Development Process Framework. 

SAGE Open. 10.1177/2158244015577113, 5(1), pp. 1-14. 

Allen, G., (2007). Place Branding: New Tools for Economic Development. Design 

Management Review, 18(2), pp. 60-68. 

Almeyda, M., & George, B, (2017). Place Branding in Tourism: A review of Theoretical 

Approaches and Management Practices. Tourism & Management Studies, 13(4), pp. 10-19. 

Alqatan, S., Noor, N.M.M., Man, M. and Mohemad,R,( 2016). An Empirical Study On 

Success Factors to Enhance Customer Trust for Mobile Commerce In Small and Medium- 

Sized Tourism Enterprises(SMTES) in Jordan. Journal of Theoretical and Applied 

Information Technology, 83(3), pp. 373-398. 

Al Sadik, A. T. (2001). Evolution and Performance of the UAE Economy 1972-

1998. Ministry of Information ans Culture, United Arab Emirates: A new perspective, 202-

230.  

Americus, Reed., Forehand, M.R., Puntoni, S. and Warlop, L, (2012). Identity-Based 

Consumer Behavior. International Journal of Research in Marketing, 29(4), pp. 310-321. 

Amir, A. F., Ismail, M. N. I., & See, T. P. (2015). Sustainable tourist environment: 

Perception of international women travelers on safety and security in Kuala Lumpur. 

Procedia-Social and Behavioral Sciences, 168, 123-133.  



 
 

261 
 

Andersson, I., (2015). Geographies of Place Branding: Researching through Small and 

Medium Sized Cities. Stockholm University, pp. 31-71. 

Andrades, L., & Dimanche, F, (2017). Destination Competitiveness and Tourism 

Development in Russia: Issues and Challenges. Tourism Management, Volume 62, pp. 360-

376. 

Andreea, C, (2013). Exploring Kapferer’s Brand Identity Prism Applicability in Theatre. 

International Journal of Advances in Management and Economics, 2(2), pp. 18-23. 

Andreu, L., Bigne, J. E., & Cooper, C, (2000). Projected and Perceived Image of Spain as a 

Tourist Destination for British Travellers. Journal of Travel & Tourism Marketing, 9(4), pp. 

47-67. 

Andrew, D.P.S.A.Pedersen,P.M.McEvoy,C.D, (2011). Research Methods and Design in 

Sport Management.Human Kinetics. 

Angelkova, T., Koteski, C., Jakovlev, Z., & Mitrevska, E, (2012). Sustainability and 

Competitiveness of Tourism. Procedia-Social and Behavioral Sciences, Volume 44, pp. 221-

227. 

Angelova, B. and Zekiri, J, (2011). Measuring customer satisfaction with service quality 

using American Customer Satisfaction Model (ACSI Model). International Journal of 

Academic Research in Business and Social Sciences, 1(3), pp. 232-258. 

Anholt, S., (2009). Handbook on Tourism Destinations Branding.World Tourism 

Organization (WTO). 

Anholt, S., (2009). Places: Identity,Image and Reputation.Palgrave Macmillan. 

Anholt, S., (2010). Definitions of Place Branding–Working Towards a Resolution.Place 

Branding and Public Diplomacy, Volume 6, pp. 1-10. 

Anon., (2015). Nursing Research and Statistics. 2nd ed. Elsevier Health Sciences. 

Antwi, S.K. and Hamza, K, (2015). Qualitative and Quantitative Research Paradigms in 

Business Research: A Philosophical Reflection. European Journal of Business and 

Management, 7(3), pp. 217-225. 

Apostolakis, A., Jaffry, S., Sizeland, F., & Cox, A, (2015). The Role of Uniqueness in 

Destination Branding: the Case of Historical Portsmouth Harbor. EuroMed Journal of 

Business, 10(2), pp. 198-213. 

Arbogast, D.,Deng, J., & Maumbe, K. (2017). DMOs and rural tourism: A stakeholder 

analysis the case of Tucker County, West Virginia. Sustainability, 9(10), 1-18. 

Arkkelin, D., (2014). Using SPSS to Understand Research and Data Analysis.Psychology 

Curricular Materials.Book 1.http://scholar.valpo.edu/psych_oer/1. 



 
 

262 
 

Aronne,C.V.& de Vasconcelos,M.C.R.L, (2009). The Impact of Experiential Marketing on 

the Customer’s Perception of a Brand’s Essence. XXXIII. EnANPAD. http://www. 

anpad.org.br/admin/pdf/MKT1174.pdf, 9(23), pp. 1-16. 

Arthur, J. (Ed.), (2012). Research Methods and Methodologies in Education.Sage . 

Artuger, S., & Cetinsoz, B. C, (2017). he Impact of Destination Image and the Intention to 

Revisit: A Study Regarding Arab Tourists. European Scientific Journal, ESJ, 13(5), pp. 82-

98. 

Ashton, A. S., (2014). Tourist Destination Brand Image Development—an Analysis based on 

Stakeholders’ Perception: A Case Study from Southland, New Zealand. Journal of Vacation 

Marketing, 20(3), pp. 279-292. 

Ashton, A. S., (2015). Developing a Tourist Destination Brand Value: The Stakeholders' 

Perspective. Tourism Planning & Development, 12(4), pp. 398-411. 

Asikhia,O.&Binuyo,A, (2013). Corporate Strategy and Branding in Nigirea: Is There a Link?. 

European Journal of Business and Social Sciences, 2(5), pp. 1-11. 

Assante, L.M., Sukalakamala, S., Wen, H.I. and Knudson, D.A, (2014). Identifying Optimal 

Communication Mix for Strategic Destination Image Formation: aCase Study of Austria. 

Journal of Management and Marketing Research, Volume 14, pp. 1-15. 

Atakora, A., (2014). Customer Brand Trust forSustainable Development in the 3rd World: the 

Role of Emotional and Functional Brand Attributes. Journal of Emerging Trends in 

Economics and Management Sciences, 5(7), pp. 28-36. 

Athiyaman, A, (1997). Knowledge Development in Tourism: Tourism Demand Research. 

Tourism Management, 18(4), pp. 221-228. 

Atieno, O., (2009). An Analysis of the Strengths and Limitation of Qualitative and 

Quantitative Research Paradigms. Problems of Education in the 21st Century, 13(1), pp. 13-

38. 

Attiany, M., (2014). Competitive Advantage Through Benchmarking: Field Study of 

Industrial Companies Listed in Amman Stock Exchange. Journal of Business Studies 

Quarterly, 5(4), pp. 41-51. 

Aubert, B., Hooper, V. &Schnepel, A, (2013). Revisiting the Role of Communication Quality 

in ERP Project Success. American Journal of Business, 28(1), pp. 64-85. 

Austin, Z., & Sutton, J. (2014). Qualitative research: getting started. The Canadian journal of 

hospital pharmacy, 67(6), 436 

Avinash,K, (2011). Branding and Sustainable Competitive Advantage: Building Virtual 

Presence: Building Virtual Presence.IGI Global. 



 
 

263 
 

Avraham, E., & Ketter, E, (2016). Marketing and Destination Branding. In Tourism 

Marketing for Developing Countries.Palgrave Macmillan, London , pp. 39-66. 

Avraham, E., & Ketter, E, (2016). Tourism Marketing for Developing Countries: Battling 

Stereotypes and Crises in Asia, Africa and the Middle East.Springer. 

Avraham, E., (2014). Hosting Events as a Tool for Restoring Destination Image. 

International Journal of Event Management Research, 8(1), pp. 62-76. 

Awuah, G.B. and Reinert, V, (2011). Potential tourists’ image of a tourist destination: The 

case of Brazil. Halmstad University,School of Business and engineering.Center for 

innovation and Marketing Management, pp. 135-148. 

Awwad, A.S., Al Khattab, A.A. and Anchor, J.R, (2013). Competitive Priorities and 

Competitive A Dvantage in Jordanian Manufacturing. Journal of Service Science and 

Management., 6(1), pp. 69-79. 

Ay, C., Aytekin, P., & Nardali, S, (2010). Guerrilla Marketing Communication Tools and 

Ethical Problems in Guerilla Advertising . American Journal of Economics and Business 

Administration, 2(3), pp. 280-286. 

Aziz, N., Kefallonitis, E. and Friedman, B.A, (2012). Turkey as a Destination Brand: 

Perceptions of United States Visitors. American International Journal of Contemporary 

Research, 2(9), pp. 211-212. 

Azmi, A., (2017). Crafting Brand Positioning: Case Study of Avon Malaysia. International 

Journal of Humanities and Social Science Invention, 6(4), pp. 81-84. 

Azuizkulov, D., (2013). Country of Origin and Brand Loyalty on Cosmetic products Among 

Universiti Utara Malaysia Students. Atlantic Review of Economics: Revista Atlantica de 

Economía, 2(1), pp. 1-39. 

Babbie, E., (2015). The Practice of Social Research.Cengage Learning. 

Babbie, E., (2001). The Practice of Social Research. 9th ed. Belmont, CA: Wadsworth 

Thomson. 

Babic-Hodovic, V., (2014). Tourism Destination Branding Challenges of Branding Bosnia 

and Herzegoovina as Tourism Destination. Acta Geographica Bosinae et Herzegovinae, 

Volume 1, pp. 47-59. 

Babin,B.&Harris,E, (2015). Consumer Behavior(CB). 7th edition ed. Cengage 

Learning.4LTR Press. 

Baghaei, P., & Tabatabaee Yazdi, M, (2016). The Logic of Latent Variable Analysis as 

Validity Evidence in Psychological Measurement. The Open Psychology Journal, 9(1), pp. 

68-175. 

Baines, P., Fill, C., & Page, K, (2013). Essentials of Marketing.Oxford University Press. 



 
 

264 
 

Baines,P.Fill,C.&Rosengren,S, (2017). Marketing. 4th ed. Oxford University Press. 

Baisya, R., (2013). Branding in a Competitive Marketplace. SAGE Publications India. 

Baken, R.J. and Bhagavatula, S,( 2010). Some Reflections on Tourism and Tourism policy in 

India. IIM Bangalore Research Paper, Volume 320, pp. 2-21. 

Baker, M. J., & Cameron, E, (2008). Critical Success Factors in Destination Marketing. 

Tourism and Hospitality Research, 8(2), pp. 79-97. 

Baker, B., (2007). Destination Branding for Small Cities: The Essentials for Successful Place 

Branding. Destination Branding Book. 

Baker, D. M. A., (2014). The Effects of Terrorism on the Travel and Tourism Industry. 

International Journal of Religious Tourism and Pilgrimage, 2(1), pp. 58-67. 

Baker, M., (2003). Data Collection–Questionnaire Design. The marketing review, 3(3), pp. 

343-370. 

Baker, M., (2014). Marketing Strategy and Management. 5th edition ed. Palgrave Macmillan. 

Bakken, L. L. (2018). Evaluation Practice for Collaborative Growth: A Guide to Program 

Evaluation with Stakeholders and Communities. Oxford University Press. 

Bali, J., (2016). Basics of Biostatistics: A Manual for Medical Practitioners. JP Medical Ltd. 

Balmer, J.M. and Greyser, S.A, (2003). Revealing the Corporation: Perspectives on Identity, 

Image, Reputation, Corporate Branding, and Corporate-level Marketing: an Anthology. 

Psychology Press. 

Baloglu, S. and Brinberg, D, (1997). Affective Images of Tourism Destinations. Journal of 

Travel Research, 35(4), pp. 11-15. 

Baloglu, S. and McCleary, K.W., (1999). A Model of Destination Image Formation. Annals 

of Tourism Research, 26(4), pp. 868-897. 

Baloglu, S. a. B. D., (1997). Affective Images of Tourism Destinations. Journal of Travel 

Research, 35(4), pp. 11-15. 

Bandyopadhyay, S., (2013). A Choice Model to Predict Influence Strategies in Marketing 

Channels. International Journal of Business, Humanities and Technology, 3(7), pp. 24-30. 

Barisic, P., & Blazevic, Z, (2014). Visual Identity Components of Tourist Destination. World 

Academy of Science, Engineering and Technology. International Journal of Social, 

Behavioral, Educational, Economic, Business and Industrial Engineering, 8(7), pp. 2192-

2196. 

Barisic, P., (2014). National Brand and Its Elements, Value, Power and Competitiveness. 

International Journal of Business Tourism and Applied Sciences, 2(2), pp. 26-31. 



 
 

265 
 

Baromey, N., (2008). Ecotourism as a tool for Sustainable Rural Community Development 

and Natural Resources Management in the Tonle Sap Biosphere Reserve.kassel university 

press GmbH. 

Barrett, R. C., (2011). Oman: The Present in the Context of a Fractured Past (No. JSOU-11-

5). Joint Special Operations univ Macaill Afbfl. 

file:///C:/Users/Lenovo/Downloads/ADA591975.pdf . 

Bartkowiak,M.J.&Kiuchi,Y, (2012). Packaging Baseball: How Marketing Embellishes the 

Cultural Experience.McFarland. 

Baruah, T. D., (2012). Effectiveness of Social Media as a Tool of Communication and Its 

Potential for Technology Enabled Connections: A Micro-level Study. International Journal 

of Scientific and Research Publications, 2(5), pp. 1-10. 

Basan, L., Dlacic, J. and Trezner,Z, (2013). Communication with Market Segments-travel 

Agencies' Perspective. Tourism and Hospitality Management, 19(1), pp. 49-64. 

Basaran, U., (2016). Examining the Relationships of Cognitive, Affective, and Conative 

Destination Image: A Research on Safranbolu, Turkey. International Business Research, 

9(5), pp. 164-179. 

Basri, N. A. M. H., Ahmad, R., Anuar, F. I., & Ismail, K. A, (2016). Effect of Word of Mouth 

Communication on Consumer Purchase Decision: Malay Upscale Restaurant. Procedia-

Social and Behavioral Sciences, Volume 222, pp. 324-331. 

Bassols, N., (2016). Branding and Promoting a Country Amidst a Long-Term Conflict: The 

Case of Colombia. Journal of Destination Marketing & Management, 5(4), pp. 314-324. 

Baum, T., Hearns, N., & Devine, F, (2008). Place branding and the representation of people 

at work: Exploring Isues of tourism imagery and migrant labour in the Republic of Ireland. 

Place Branding and Public Diplomacy, 4(1), pp. 45-60. 

Baum, T., (2002). Skills and Training for the Hospitality Sector: a Review of Issues. Journal 

of Vocational Education and Training, 54(3), pp. 343-364. 

Baxter, A., (2015). Faux Activism in Recent Female-Empowering Advertising. Elon Journal 

of Undergraduate Research in Communications, 6(1), pp. 48-58. 

Bayraktar, A., & Uslay, C, (2016). Strategic Place Branding Methodologies and Theory for 

Tourist Attraction. IGI Global. 

Becken, S., Jin, X., Zhang, C., & Gao, J, (2017). Urban air Pollution in China: Destination 

Image and Risk Perceptions. Journal of Sustainable Tourism, 25(1), p. 1. 

Beerli, A. & Martin, J.D, (2004). Tourists’ Characteristics and the Perceived Image of Tourist 

Destinations: a Quantitative AnalysisL Anzarote, Spain. Tourism Management, 25(5), pp. 

623-636. 



 
 

266 
 

Beerli, A. and Martin, J.D, (2004). Factors Influencing Destination Image. Annals of Tourism 

Research, 31(3), pp. 657-681. 

Belen del Rio, A., Vazquez, R. and Iglesias, V, (2001). The Effects of Brand Associations on 

Consumer Response.Journal of Consumer Marketing, 18(5), pp. 410-425. 

Bergaus, M., (2015). Design Issues for Service Delivery Platforms: Incorporate User 

Experience: A Grounded Theory Study of Individual User Needs.Springer. 

Bergold, J. and Thomas,S, (2012). Participatory Research Methods: A Methodological 

Approach in Motion. Historical Social Research/Historische Sozialforschung, pp. 191-222. 

Berrozpe, A., Campo, S., & Yague, M. J, (2017). Understanding the identity of Ibiza, Spain. 

Journal of Travel & Tourism Marketing, pp. 1-14. 

Bhat, S. and Reddy, S.K, (1988). Symbolic and Functional Positioning of Brands. Journal of 

Consumer Marketing, 15(1), pp. 32-43. 

Bhatta, B., (2013). Research Methods in Remote Sensing.Springer Science & Business 

Media. 

Bianchi, C. and Pike, S, (2011). Antecedents of Destination Brand Loyalty for a Long-Haul 

Market: Australia's Destination Loyalty among Chilean Travelers. Journal of Travel & 

Tourism Marketing, 28(7), pp. 736-750. 

Bidmon, S., (2017). How does Attachment Style Influence the Brand Attachment–Brand 

Trust and Brand Loyalty Chain in Adolescents?. International Journal of Advertising, 36(1), 

pp. 164-189. 

Bieger, T., (2005). Management von Destinationen. Oldenbourg Verlag. 

Bigne, J.E., Sanchez, M.I. and Sanchez, J, (2001). Tourism Image, Evaluation Variables and 

after Purchase Behaviour:Inter-relationship. Tourism Management, 22(6), pp. 607-616. 

Bilim, Y. and Bilim, M.B, (2014). Does a Destination have Personality? Personality and 

Image Issues of a Destination. Athens Journal of Tourism, 1(2), pp. 121-134. 

Black, C., (2014). The PR Professional's Handbook: Powerful, Practical Communications. 

Kogan Page Publishers. 

Black, K., (2010). Business Statistics: Contemporary Decision Making.John Wiley & Sons. 

Blain, C., Levy, S. E., & Ritchie, J. B, (2005). Destination Branding: Insights and Practices 

from Destination Management Organizations. Journal of Travel Research, 43(4), pp. 328-

338. 

Blanke, J., & Chiesa, T, (2013). The Travel & Tourism Competitiveness Report 2013.In The 

World Economic Forum. 



 
 

267 
 

Blumrodt, J. and Palmer, A, (2013). Webpage Design and Quality of Seaside Tourism 

Destinations: A Question of Collaboration. International Business Research, 6(9), pp. 1-13. 

Blumrodt, J., & Palmer, A, (2014). On-line destination branding: An Investigation Into the 

Divergence between Brand Goals and on-line Implementation. Journal of Applied Business 

Research, 30(6), pp. 1597-1606. 

Bolarinwa, O. A., (2015). Principles and Methods of Validity and Reliability Testing of 

Questionnaires Used in Social and Health Science Researches. Nigerian Postgraduate 

Medical Journal, 22(4), pp. 195-201. 

Boniface, B., Cooper, C., & Cooper, R, (2016). Worldwide destinations. 7
th

 ed. Routledge. 

Boone, L. E., & Kurtz, D. L, (2007). Contemporary Marketing. 13
th

 ed. Mason, OH: 

Thomson/South-Western. 

Bouhlel, O., Mzoughi, N., Hadiji, D. and Slimane, I.B, (2011). Brand Personality's Influence 

on the Purchase Intention: a Mobile Marketing Case. International Journal of Business and 

Management, 6(9), pp. 210-227. 

Bowie,D.& Buttle,F, (2013). Hospitality Marketing.Taylor & Francis. 

Boyatzis, R., (2006). An Overview of Intentional Change From aComplexity Perspective. 

Journal of Management Development, 25(7), pp. 607-623. 

Brassington,F.& Pettitt,S, (2006). Principles of Marketing.Pearson Education. 

Braun, V. and Clarke, V, (2013). Successful Qualitative Research: A Practical Guide for 

Beginners.Sage. 

Bravo, R., Bravo, R., Buil, I., Buil, I., de Chernatony, L., de Chernatony, L.,  & Martínez, E, 

(2017). Managing Brand Identity: Effects on the Employees. International Journal of Bank 

Marketing, 35(1), pp. 2-23. 

Breitsohl, J., & Garrod, B, (2016). Assessing Tourists' Cognitive, Emotional and Behavioural 

Reactions to an Unethical Destination Incident. Tourism Management, Volume 54, pp. 209-

220. 

Briciu, V., (2013). Differences between Place Branding and Destination Branding for Local 

Brand Strategy Development. Bulletin of the Transilvania University of Brasov, 6(55), pp. 9-

14. 

Brown, J. D., (2008). Effect Size and eta Squared. JALT Testing & Evaluation SIG News 

letter, 12(2), pp. 38 - 43. 

Broyles, S.A., Schumann, D.W. and Leingpibul, T, (2009). Examining Brand Equity 

Antecedent/Consequence Relationships. Journal of Marketing Theory and Practice, 17(2), 

pp. 145-162. 



 
 

268 
 

Brunello, A., (2013). The Relationship Between Integrated Marketing Communication and 

Brand Equity. International Journal of Communication Research, 3(1), pp. 9-14. 

Bryman, A. and Bell, E, (2011). Business Research Methods. 3rd edition ed.Oxford 

University Press. 

Bryman,A.&Teevan,J.J, (2005). Social Research Methods. Canada: Oxford University Press. 

Bryman, A., (2012). Social Research Methods. 4
th

  edition ed. Oxford University Press. 

Bryman, A., (2015). Social Research Methods. 5
th

 edition.Oxford University Press. Canada. 

Budakov, P. V, (2016). Development of a Logo Assessment Matrix for Designing Football 

Club Corporate Identity. International Journal of Design, 10(2), pp. 1-39. 

Buhalis, D., & Amaranggana, A. (2015). Smart tourism destinations enhancing tourism 

experience through personalisation of services. In Information and communication 

technologies in tourism 2015 (pp. 377-389). Springer, Cham. 

Buil, I., Catalan, S. and Martínez, E, (2016). The Importance of Corporate Brand Identity in 

Business Management: An Application to the UK Banking Sector. BRQ Business Research 

Quarterly, 19(1), pp. 3-12. 

Burcio, C.M.S., Da Silva, R.M.V. and de Fatima Salgueiro, M, (2015). The Influence of 

Country Personality Dimensions on Intentions to Recommend Visiting: The Preponderance 

of Assiduousness and Wickedness. Transnational Marketing Journal, 3(1), pp. 61-80. 

Burke, J. and Larry, C, (2005). Educational Research: Quantitative, Qualitative and Mixed 

Method. Sage Publications. 

Burke, L.A. and Miller, M.K, (2001). Phone Interviewing as a Means of Data Collection: 

Lessons Learned and Practical Recommendations. In Forum Qualitative 

Sozialforschung/Forum: Qualitative Social Research, 2(2). 

Burmann, C., Riley, N. M., Halaszovich, T., & Schade, M, (2017). Identity-Based Brand 

Management: Fundamentals—Strategy—Implementation—Controlling.Springer. 

Butler, R., & Hinch, T, (2007). Tourism and Indigenous Peoples: Issues and 

Implications.Routledge. 

Butler, R., (1990). The Influence of the Media in Shaping International Tourist Patterns. 

Tourism Recreation Research, 15(2), pp. 46-53. 

Button, K., & Rossera, F, (1990). Barriers to Communication. The Annals of Regional 

Science, 24(4), pp. 337-357. 

Byon, K.K. & Zhang, J.J, (2010). Development of a Scale Measuring Destination Image. 

Marketing Intelligence & Planning, 28(4), pp. 508-532. 



 
 

269 
 

Cai, L. A., Gartner, W. C., & Munar, A. M, (2009). Tourism Branding: Communities in 

Action Bridging Tourism Theory and Practice. Emerald Group Publishing, Volume 1, pp. 

149 - 158. 

Cai, L., (2002). Cooperative Branding for Rural Destinations. Annals of Tourism Research, 

29(3), p. 720–742. 

Cameron, R., (2009). Mixed Methods: theThird Methodological Movement. Newsletter of the 

Australian Vocational Education and Training, Volume 5, pp. 1-2. 

Cameron, R., (2011). Mixed Methods Research: The Five Ps Framework. The Electronic 

Journal of Business Research Methods, 9(2), pp. 96-108. 

Campbell, C., (2015). Marketing in Transition: Scarcity, Globalism, & Sustainability: 

Proceedings of the 2009 World Marketing Congress.Springer. 

Candela,G.& Figini,P, (2012). The Economics of Tourism Destinations. Springer Berlin 

Heidelberg, pp. 73-130. 

Caprio, G., (2012). Handbook of Key Global Financial Markets,Institutions, and 

Infrastructure. Academic Press. 

Cardinal, R. N., & Aitken, M. R, (2013). ANOVA for the Behaviora lSciences 

Researcher.Psychology Press. 

Carroll, M. C., & Nelson, S, (2017). Place Branding and Economic Development at the Local 

Level in Ontario, Canada. Australasian Journal of Regional Studies, 23(1), p. 323–338. 

Carton, A. M., Murphy, C., & Clark, J. R, (2014). A (blurry) vision of the future: How 

Leader Rhetoric about Ultimate Goals Influences Performance. Academy of Management 

Journal, 57(6), pp. 1544-1570. 

Cayla, J. and Arnould, E.J, (2008). A Cultural Approach to Branding in theGlobal 

Marketplace. Journal of International Marketing, 16(4), pp. 86-112. 

Cesar Machado, J., Vacas-de-Carvalho, L., Costa, P. & Lencastre, P, (2012). Brand Mergers: 

Examining Consumers' Responses to Name and logo Design. Journal of Product & Brand 

Management, 21(6), pp. 418-427. 

Cesar-Machado, J., Vacas-de-Carvalho, L., Torres, A., & Costa, P, (2013). Brand Logo 

Design: Examining Consumer Response to Figurativeness.Online article 

.https://scholar.google.co.uk/scholar?rlz=1C1CHBD_en-GBGB750GB750&um=1&ie=UTF-

8&lr&q=related:2KmKt7QZ0VA2VM:scholar.google.com/. 

Chacko, H. E., (1996). Positioning a Tourism Destination to Gain a Competitive Edge. Asia 

Pacific Journal of Tourism Research, 1(2), pp. 69-75. 

Chaffey, D., Smith, P. R., & Smith, P. R, (2013). eMarketing eXcellence: Planning and 

optimizing your digital marketing.Routledge. 



 
 

270 
 

Chapman, A. L., Hadfield, M., & Chapman, C. J, (2015). Qualitative Research in Healthcare: 

an Introduction to Grounded Theory using Thematic Analysis. Journal of the Royal College 

of Physicians of Edinburgh, 45(3), pp. 201-205. 

Chatfield, C. (2018). Introduction to multivariate analysis. Routledge 

Chatzipanagiotou, K., Veloutsou, C., & Christodoulides, G, (2016). Decoding the 

Complexity of the Consumer-based Brand Equity Process. Journal of Business Research, 

69(11), pp. 5479-5486. 

Chaykina, T., Guerreiro, M. and Mendes, J, (2014). Destination Brand Personality of 

Portugal for the Russian-Speaking Market. Journal of Spatial and Organizational Dynamics. 

Journal of Spatial and Organizational Dynamics,, 2(1), pp. 23-40. 

Chen, C.F. and Phou, S, (2013). A Closer Look at Destination: Image, 

Personality,Relationship and loyalty. Tourism management, Volume 36, pp. 269-278. 

Chen, H.C. & Green, R.D, (2011). Brand Equity, Marketing Strategy, and Consumer Income: 

A hypermarket Study. Journal of Management and Marketing Research, Volume 8, pp. 1-18. 

Chen, J., (2009). Advances in Hospitality and Leisure.Emerald Group Publishing.Google 

Book .Emerald Group Publishing.Google Book. 

Cherkaoui, M.,( 2014). From Positivism to Generative Mechanisms: Raymond 

Boudon’sPath-Breaking Programme. Papers: revista de sociología, 99(4), pp. 451-468. 

Chernatony, L., (2006). From Brand Vision to Brand Evaluation: The Strategic Process of 

Growing and Strengthening Brands. 2nd edition ed. Elsevier. 

Chernatony, L., (2010). Brand Management Through Identity and Brand Reputation 

Narrowing the Gap Between Brand. Journal of Marketing Management.15(1), pp. 157-179, 

15(1), pp. 157-179. 

Chernev, A., Hamilton, R. and Gal, D, (2011). Competing for Consumer Identity:Limits to 

Self-Expression and thePerils of Lifestyle Branding. Journal of Marketing, 75(3), pp. 66-82. 

Chew, E.Y.T. and Jahari, S.A, (2014). Destination Image as a Mediator Between Perceived 

Risks and Revisit Intention: A Case of Post-Dsaster Japan. Tourism Management, Volume 

40, pp. 382-393. 

Chiaravalle, B.&Schenck,B.F, (2014). Branding For Dummies. John Wiley & Sons. 

Chigora, F&Zvavahera,P, (2015). Awareness Completes Brand Loyalty: Reality of 

Zimbabwe Tourism Destination. Business and Management Horizons, 3(2), pp. 60-69. 

Chinomona, R., (2016). Brand Communication, Brand Image and Brand Trust as Antecedents 

of Brand Loyalty in Gauteng Province of South Africa. African Journal of Economic and 

Management Studies, 7(1), pp. 124-139. 



 
 

271 
 

Chinomona, R., (2013). The Influence Of Brand Experience On Brand Satisfaction, Trust 

And Attachment In South Africa. The International Business & Economics Research Journal 

(Online), 12(10), pp. 1303-1316. 

Chiu, W., Chiu, W., Zeng, S., Zeng, S., Cheng, P. S. T., & Cheng, P. S. T, (2016). The 

Influence of Destination Image and Tourist Satisfaction on Tourist Loyalty: a Case Study of 

Chinese tourists in Korea. International Journal of Culture, Tourism and Hospitality 

Research, 10(2), pp. 223-234. 

Cho, M., Bonn, M. A., & Brymer, R. A, (2017). A Constraint-based Approach to Wine 

Tourism Market Segmentation. Journal of Hospitality & Tourism Research, 41(4), pp. 415-

444. 

Choi, S. C., (2017). Defensive Strategy against a Private label: Building Brand Premium for 

Retailer Cooperation. Journal of Retailing and Consumer Services, Volume 34, pp. 335-339. 

Chon, K., (1990). The Role of Destination Image in Tourism: A review and Discussion. 

TheTourist Review, 45(2), pp. 2-9. 

Choo, H., Park, S.Y. and Petrick, J.F, (2011). The Influence of the Resident’s Identification 

with a Tourism Destination Brand on Their Behavior. Journal of Hospitality Marketing & 

Management, 20(2), pp. 198-216. 

Christensen, L. T. and Askegaard, S, (2001). Corporate Identity and Corporate Image 

Revisited, European. Journal of Marketing, 35((3&4)), pp. 292-315. 

Christian, D., Zdenek, L. &Lucie, V, (2014). Attitude toward Advertising in General and 

Attitude toward a Specific Type of Advertising–A First Empirical Approach. Journal of 

Competitiveness, 6(1), pp. 87-103. 

Chu, R.K. &Choi, T, (2000). An Importance-Performance Analysis of Hotel Selection 

Factors in the Hong Kong Hotel Industry: a Comparison of Business and Leisure Travellers. 

Tourism Management, 21(4), pp. 363-377. 

Chusnul, A., (2017). Influence Of Image, Service Quality, Trust, And Emphaty On Revisit 

To The Tomb Of Gus Dur In East Java, Indonesia. Russian Journal of Agricultural and 

Socio-Economic Sciences, 61(1). 

CIA, (2017). The World Factbook: Oman Constitution. [internet]. Available 

from:https://theodora.com/wfbcurrent/oman/oman_economy.html. 

Cirstea, S., (2014). Travel &Tourism Competitiveness: a Study of World's Economic 

Competitive Countries. Procedia Economics and Finance, Volume 15, p. 1273 – 1280 . 

Clark, D., (2007). Encyclopedia of Law and Society: American and Global Perspectives. 

SAGE Publications. 



 
 

272 
 

Cleave, E., & Arku, G, (2015). Place Branding and Economic Development at the Local 

Level in Ontario, Canada. GeoJournal, 80(3), pp. 323-338. 

Cleave, E., Arku, G., Sadler, R., & Gilliland, J, (2016). The Role of Place Branding in Local 

and Regional Economic Development: Bridging the Gap between Policy and Practicality. 

Regional Studies, Regional Science, 3(1), pp. 207-228. 

Clifton, R.,& Maughan, E, (2000). The Future of Brands, Macmillan Press Ltd.London. 

Cohen, L.Manion,L.&Morrison,K, (2013). Research Methods in Education.Routledge. 

Cohen, S. A., Prayag, G., & Moital, M, (2014). Consumer Behaviour in Tourism: 

Concepts,Influences and Opportunities. Current Issues in Tourism, 17(10), pp. 872-909. 

Cohen,T.R.Leonardelli,G.J.&Thompson,L, (2014). Avoiding the Agreement Trap: Teams 

FacilitateImpasse in Negotiations with Negative Bargaining. Negotiation and Conflict 

Management Research, 7(4), pp. 232-242. 

Cohen, L., (2013). Research Methods in Education.Routledge. 

Coleman, D., de Chernatony, L., & Christodoulides, G. (2011). B2B service brand identity: 

Scale development and validation. Industrial Marketing Management, 40(7), 1063-1071. 

Collins, H, (2010). Creative Research: The Theory and Practice of Research for the Creative 

Industries. AVA Publications. 

Collis,J.&Hussey,R, (2009). Business Research: A Practical Guide for Undergraduate and 

Postgraduate Students.Palgrave Macmillan. 

Common, R. K, (2011). Barriers to Developing Leadership’in the Sultanate of Oman. 

International Journal of Leadership Studies, 6(2), pp. 215-228. 

Comrey,A.L.& Lee,H.B, (2013). A First Course in Factor Analysis. Psychology Press. 

Connor,N.O.Flanagan,S.& Gilbert,D, (2008). The Integration of Film-Induced Tourism and 

Destination Branding in Yorkshire,UK. International Journal of Tourism Research, 10(1), 

pp. 423-437. 

Contractor, F. J, (2001). Valuation of Intangible Assets in Global Operations. Greenwood 

Publishing Group. 

Conyne, R., (2011). The Oxford Handbook of Group Counseling.Oxford University Press. 

Cooper, C.,(2008). Tourism: Principles and Practice.Pearson Education. 

Cornelissen, J., & Cornelissen, J. P., (2017).Corporate communication: A Guide to Theory 

and Practice.Sage. 



 
 

273 
 

Costello, A. B., & Osborne, J. W, (2005). Best Practices in Exploratory Factor Analysis: Four 

Recommendations for Getting the Most from your Analysis. Practical Assessment,Research 

& Evaluation, 10(7), pp. 1-9. 

Creswell, J.W., Klassen, A.C., Plano Clark, V.L. and Smith, K.C, (2011). Best Practices for 

Mixed Methods Research in the Health Sciences. Bethesda, MD: National Institutes of 

Health, Volume 10, pp. 1-36. 

Creswell.J.W, (2014). Research Design: Qualitative, Quantitative,Mixed Methods 

Approaches. 4
th

 ed.Sage. 

Creswell, J., (2009). Research design. Qualitative, Quantitative and Mixed Methods 

Approaches. 3rd edition ed.SAGE Publications, Incorporated. 

Creswell, J., (2013). Research Design: Qualitative and Quantitative and Mixed Methods 

Approaches. 4th edition ed ed.Sage Publications. 

Creswell, J. a. C., (2011). Designing and Conducting Mixed Methods Research.Sage. 

Crisci, A., (2011). Estimation methods for the Structural Equation Models 

MaximumLikelihood, Partial Least Squares e Generalized Maximum Entropy. Journal of 

Applied Quantitative Methods, 7(2), pp. 3-17. 

Cronholm,S.& Hjalmarsso,A, (2011). Experiences From Sequential Use of Mixed Methods. 

The Electronic Journal of Business Research Methods, 9(2), pp. 87-95. 

Crotty, M., (1998). The Foundations of Social Research: Meaning and Perspective in the 

Research Process. London: Sage. 

Crowe, S., Cresswell, K., Robertson, A., Huby, G., Avery, A. and Sheikh, A, (2011). The 

Case Study Approach. BMC Medical Research Methodology, 11(1), p. 1. 

Croy, W., (2010). Planning for Film Tourism: Active Destination Image Management. 

Tourism and Hospitality Planning & Development, 7(1), pp. 21-30. 

Csapo, J., (2012). The Role and Importance of Cultural Tourism in Modern Tourism 

Industry. In Strategies for Tourism Industry-Micro and Macro Perspectives. InTech., Volume 

https://cdn.intechopen.com/pdfs-wm/35715.pdf, pp. 202-232. 

Cunha, C. M., 2013. Handbook of Research on ICTs and Management Systems for 

Improving Efficiency in Healthcare and Social Care. IGI Global.United States of American.. 

Curry, L.A., Krumholz, H.M., O’Cathain, A., Clark, V.L.P., Cherlin, E. and Bradley, E.H, 

(2013). Mixed methods in biomedical and Health Services Research. Circulation: 

Cardiovascular Quality and Outcomes, 6(1), pp. 119-123. 

Curry, L.A., Nembhard, I.M. and Bradley, E.H, (2009). Qualitative and Mixed Methods 

provide Unique Contributions to Outcomes Research. Circulation, 119(10), pp. 1442-1452. 



 
 

274 
 

Czinkota, M.&Ronkainen,L, (2006). International Marketing.Cengage Learning. 

da Costa Carvalho, P., (2015). An Integrated Conceptual Model of Destination Branding 

Tourist Mind. Journal of Tourism Management Research, 2(2), pp. 24-40. 

Daft,R.L.Kendrick,M.& Vershinina,N, (2010). Management. Cengage Learning EMEA. 

Dahlen, M. Lange.F.&Smith,T, (2010). Marketing Communications: A Brand Narrative 

Approach. John Wiley & Sons LTD.Google Book. 

Dahlgaard-Park, S., (2015). The SAGE Encyclopedia of Quality and the Service 

Economy.SAGE Publications. 

Dakhale, G.N., Hiware, S.K., Shinde, A.T. and Mahatme, M.S, (2012). Basic Biostatistics for 

Post-Graduate Students. Indian Journal of Pharmacology, 44(4), p. 435–442. 

Dale, G., (2005). BTEC National Travel and Tourism. 1st edition ed. Heinemann. 

Dall'Olmo Riley, F., (2009). Editor's Introduction: Brand Management. Sage Publications . 

Daramola-Martin, A., (2009). Liverpool One and the Transformation of a City: Place 

Branding, Marketing and the Catalytic Effects of Regeneration and Culture on Repositioning 

Liverpool. Place Branding and Public Diplomacy, 5(4), pp. 301-311. 

Darke, D., (2010). Oman. 2
nd

 ed.Bradt Travel Guides. 

Davidson, R. R., (2012). Destination Marketing Organizations' Stakeholders and Best 

Practices. Routledge. 

Davis, J., (2010). Competitive Success, How Branding Adds Value.John Wiley & Sons. 

Davis, M., (2009). The Fundamentals of Branding. Bloomsbury Publishing. 

Day, J, (2017). Collaborative Economy and Destination Marketing Organisations: A Systems 

Approach. In Collaborative Economy and Tourism. Springer International Publishing, pp. 

185-202). 

Daye, M, (2010). Challenges and Prospects of Differentiating Destination Brands: The Case 

of the Dutch Caribbean Islands. Journal of Travel & Tourism Marketing, 27(1), pp. 1-13. 

Daymon, C. H. I., 2010. Qualitative Research Methods in Public Relations and Marketing 

Communications.Routledge. 

De Chernatony, L., & DallOlmo Riley, F, (1998). Modelling the Components of the Brand. 

European Journal of Marketing, 32((11-12)), pp. 1074-1090. 

De Chernatony,L.& McDonald,M, (2012). Creating Powerful Brands. 3
rd

  ed.Linacre House: 

Routledge. 



 
 

275 
 

de Costa Carvalho, P., (2015). An Integated Conceptual Model of Destination Branding 

Tourist Mind. Journal of Tourism Management Research, 2(2), pp. 24-40. 

de Farias, S.A.Aguiar,E.C.&Melo,F.V.S , (2014). Store Atmospherics and Experiential 

Marketing: A Conceptual Framework and Research Propositions for An Extraordinary 

Customer Experience. International Business Research, 7(2), pp. 87-99. 

de Leeuw, E.D., Hox, J.J. and Dillman, D.A,( 2008). The Cornerstones of Survey Research. 

International Handbook of Survey Methodology. 

de Noronha, I., Coca-Stefaniak, J. A., & Morrison, A. M, (2017). Confused Branding? An 

Exploratory Study of Place Branding Practices among Place Management Professionals. 

Cities, Volume 66, pp. 91-98. 

De Silva, T., (2013). Essential Management Skills for Pharmacy and Business 

Managers.CRC Press. 

De Vasconcellos, M.P. and Delane Botelho, I,( 2014). Factors Influencing Supermarket Store 

Loyalty in Brazil and their Implications to Loyalty Programs. Global Journal of Management 

And Business Research, 14(2), pp. 22-34. 

De Vaus,D, (2013). Surveys In Social Research. 6th ed. Routledge. 

Deakin, H. and Wakefield, K, (2013). Skype Interviewing: Reflections of two PhD 

Researchers. Qualitative Research, Volume 10.1177/1468794113488126. 

Deale, C., (2013). Sustainability Education Focusing on Hospitality, Tourism, and Travel. 

Education.USA. 

Dean, S., & Illowsky, B, (2009). F Distribution and Anova: The F Distribution and the F 

Ratio. https://www.saylor.org/site/wp-content/uploads/2011/06/MA121-6.3.2-s3.pdf. 

Deari, H. &. B. E., (2013). Consumers Trust InThe Global Brands:Empirical Analysise In 

The Context Of Consumer Perspective. European Scientific Journal, 9(1), pp. 61-74. 

Debski, M., (2013). Marketing Communication as a Tool of Building Tourism Destination 

Competitiveness–Selected Issues. Management.ISSN 1429-9321, 17(1), pp. 259-272. 

DeCoster, J., (2006). Testing Group Differences Using t-tests, ANOVA, and Nonparametric 

Measures. Accessed November from. http://www.stathelp.com/notes.html, Volume 30(2010), 

pp. 202006-0. 

del Blanco, R., (2010). Personal Brands: Manage Your Life with Talent and Turn it Into a 

Unique Experience.Palgrave Macmillan. 

Del Chiappa, G., & Bregoli, I, (2012). Destination Branding Development: Linking Supply-

Side and Demand-side Perspectives. Strategic marketing in tourism services, pp. 51-61. 



 
 

276 
 

del-Chiappa, G., (2008). The Brand Building Process of a Convention Destination.In 

Marketing Trends Association: Proceedings of the VII International Congress" marketing 

trends",Venice Paris. Retrieved From,http://www.marketing-trends-congress.com/sites. 

Delgado-Ballester, E. & Luis Munuera-Alemán, J, (2005). Does Brand Trust Matter to Brand 

Equity?. Journal of Product & Brand Management, 14(3), pp. 187 - 196. 

Delgado-Ballester, E., Munuera-Aleman, J.L. and Yague-Guillen, M.J, (2003). Development 

and Validation of a Brand Trust Scale. International Journal of Market Research, 45(1), pp. 

35-54. 

Della Corte, V., & Aria, M, (2016). Coopetition and Sustainable Competitive Advantage. The 

Case of Tourist Destinations. Tourism Management, Volume 54, pp. 524-540. 

Dennis, C., Papagiannidis, S., Alamanos, E., & Bourlakis, M, (2016). The Role of Brand 

Attachment Strength in Higher Education. Journal of Business Research, 69(8), pp. 3049-

3057. 

Denscombe, M., (2008). Communities of Practice A Research Paradigm for the Mixed 

Methods Approach. Journal of Mixed Methods Research, 2(3), pp. 270-283. 

Denscombe, M., (2009). Ground Rules for Social Research: Guidelines for Good Practice. 

2nd edition ed. McGraw-Hill Education (UK). 

Denscombe, M., (2014). The Good Research Guide For Small- Scale Social Research 

Projects. 5th edition ed. McGraw-Hill Education (UK). 

Denzin, N. and Lincoln, Y.S, (2011). The SAGE Handbook of Qualitative Research. 4th 

edition ed ed. Thousand Oaks: Sage. 

DePoy,E.& Gitlin,L،( 2015). Introduction to Research: Understanding and Applying Multiple 

Strategies: Elsevier Health Sciences. 

derton,E.&Nandan,S, (2012). Traditional Brands vs. On-Line Brands:A Comparative 

Assessment. Journal of Business & Economics Research, 2(10), pp. 27-39. 

Devashish, D., (2011). Tourism Marketing.Pearson Education India. 

Dharmawardena., J.S.N.P.Thattil,R.O.&Samita,S, (2015). Adjusting Variables in 

Constructing Composite Indices by Using Principal Component Analysis:Illustrated By 

Colombo District Data. Tropical Agricultural Research, 27(1), p. 95 – 102. 

Dhiman,M.C, (2016). Opportunities and Challenges for Tourism and Hospitality in the BRIC 

Nations. IGI Global. 

Dias, P. and Jorge, A, (2016). Audience Experiencing of Emotions in the Contemporary 

Media Landscape. Participations. Journal of Audience & Reception Studies, 13(1), pp. 431-

445. 



 
 

277 
 

Diaz, P., (2013). Tourism as a Tool for Development. Complutense University,Spain: WIT 

Press. 

Dickinger, A., & Lalicic, L, (2015). This City Is Absolutely Fun and Trendy” A Destination 

Brand Personality Analysis in a Web 2.0 Setting. In Information and Communication 

Technologies in Tourism 2015, pp. 321-333. 

Dimoska, T., & Trimcev, B, (2012). Competitiveness Strategies for Supporting Economic 

Development of the Touristic Destination. Procedia-Social and Behavioral Sciences, Volume 

44, pp. 279-288. 

Dinnie, K., (2015). Nation Branding: Concepts, Issues, Practice. 2nd edition ed. 

Routledge.Google book.. 

Dmitrienko, A., Chuang-Stein, C., & D'Agostino, R. B,(2007). Pharmaceutical Statistics 

Using SAS: a Practical Guide. SAS Institute. 

Doane,D.O.&Seward,L.E., (2011). Measuring Skewness: A Forgotten Statistic?. Journal of 

Statistics Education, 19(2), pp. 1-18. 

Dogra, J., (2013). Quality Management Practices and Tourism Destination Branding: Inter-

Relattionship and Preferential Study of the Components. Journal of Services Research, 13(1), 

pp. 75-93. 

Dolnicar, S., & Grun, B, (2007). Cross-Cultural Differences in Survey Response Patterns. 

International Marketing Review, 24(2), pp. 127-143. 

Dolnicar, S., & Huybers, T, (2010). Different Tourists-Different Perceptions of Different 

Cities. Analysing International City Tourism, pp. 127-146. 

Donner, M., Horlings, L., Fort, F., & Vellema, S, (2016). Place Branding, Embeddedness and 

Endogenous Rural Development: Four European Cases. Place Branding and Public 

Diplomacy, pp. 1-20. 

Dos Santos, E. R. M., & Campo, M. L. R, (2014). Destination branding: A reflective analysis 

of Brand Cape Verde. Place Branding and Public Diplomacy, 10(1), pp. 87-102. 

Dozier, D., (2005). Mm ger's Guide to Excellence in Public Relations and Communication 

Managementngersn. Routledge. 

Driscoll,D.L.Yeboah,A.A.Salib,P.& Rupert,D.J, (2007). Merging Qualitative and 

Quantitative Data in Mixed Methods Research: How To and Why Not.Ecological and 

Environmental Anthropology (University of Georgia), 3(1), pp. 19-28. 

Drost, E.,( 2011). Validity and Reliability in Social Science Research. Education Research 

and Perspectives, 38(1), pp. 105-138. 

Dubois,A.& Gadde,L.E , (2002). Systematic Combining:An Abductive Approach to Case 

Research. Journal of Business Research, Volume 55, p. 553 – 560. 



 
 

278 
 

Duffett, R. G, (2017). Influence of Social Media Marketing communications on Young 

Consumers’ Attitudes. Young Consumers, 18(1), pp. 19-39. 

Duncan, T., (2002). IMC-Usinng Advertising and Promotion to Build Brands. New 

York:McGraw-Hill. 

Dundar, Y. and Guçer, E, (2015). The Impact Of Socio-Demographics on Tourism 

Destination Image: A Study In Ankara. International Journal of Economics, Commerce and 

Management. http://ijecm.co.uk, Volume 2. 

Durr, E., (2008). Reinforcing Cultural Hegemony:Pakeha Perceptions of Brand New Zealand. 

Journal of New Zealand Studies , pp. 59-76. 

Dwivedi, M., Yadav, A., & Patel, V. R, (2009). The Online Destination Image of Goa. 

Worldwide Hospitality and Tourism Themes, 1(1), pp. 25-39. 

E. Jones and C. Haven, (2005). Tourism SMEs, Service Quality, and Destination 

Competitiveness. CABI. 

Eagle, L.Dahl,S.Czarnecka,B.&Lloyd,J, (2014). Marketing Communications.Routledge. 

Eastwood, J.G., Jalaludin, B.B. and Kemp, L., (2014). Realist Explanatory Theory Building 

Method for Social Epidemiology: a Protocol for a Mixed Method Multilevel Study of 

Neighbourhood Context and Postnatal Depression. SpringerPlus, 3(1), pp. 1-12. 

Eberechukwu,A.J.&Chukwuma,A, (2016). Integrated Marketing Communication in Building 

Customer-Based Brand equity: A Review Paper. International Journal of Management and 

Economics Invention, 2(3), pp. 573-582. 

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y, (2016). A Brand Preference and Repurchase 

Intention Model: the Role of Consumer Experience. Journal of Marketing Management, 

32(13-14), pp. 1230-1259. 

Echtner, C. & Ritchie, B, (1993). The Measurement of Destination Image: An Empirical 

Assessment. Journal of Travel Research, pp. 3-13. 

Echtner, C. M., & Ritchie, J. R. B, (1999). The Meaning and Measurement of Destination 

Image. Journal of Tourism Studies, 2(2), pp. 2-12. 

Echtner, C.M. and Ritchie, J.R, (2003). The Meaning and Measurement of Destination 

Image:[Reprint of original article published in v. 2, no. 2, 1991: 2-12.]. Journal of Tourism 

Studies, 14(1), pp. 37-48. 

Edgell Sr, D. L, (2016). Managing Sustainable Tourism: A Legacy for the Future.Routledge. 

Egan, J., (2007). Marketing Communications. Cengage Learning EMEA. 

Egan, J., (2014). Marketing Communications. SAGE. 



 
 

279 
 

Ekinci, Y., & Hosany, S, (2006). Destination Personality: An Application of Brand 

Personality to Tourism Destinations. Journal of Travel Research, 45(2), pp. 127-139. 

Ekinci, Y., (2003). From Destination Image to Destination Branding: An Emerging Area of 

Research. e-Review of Tourism Research (eRTR), 1(2), pp. 21-24. 

Ekinci, Y., (2007). Destination Personality: An Application of Brand Personality to Tourism 

Destinations. Journal of Travel Research.Sage, 45(127), pp. 127-139. 

El Aouni, F., Pereira, R. C., & Lara, A. B. H, (2013). The Morocco Brand Through the Eyes 

of Its Emigrants. IUP Journal of Brand Management, 10(4), pp. 16-36. 

El Hussein,M.Hirst,S.Salyers,V.&Osuji,J, (2014). Using Grounded Theory as a Method of 

Inquiry: Advantages and Disadvantages. The Qualitative 

Report.http://www.nova.edu/ssss/QR/QR19/el-hussein13.pdf, 19(3), pp. 1-15. 

Elrod,C.C.Daughton,W.J.Murray,S.L.Fisher,C.M.& Flachsbar,B.B, (2011). Repositioning An 

Academic Department To Stimulate Growth. American Journal of Engineering Education, 

2(1), pp. 1-8. 

Embacher,J.& Buttle, F , (1989). A Repertory Grid Analysis of Austria’s Image as a Summer 

Vacation Destination. Journal of Travel Research, 28(3), pp. 3-23. 

Emir, O., Bayer, U. R., Erdogan, K. N., & Karamasa, Ç, (2016). Evaluating the Destination 

Attractions from the Point of Experts' View: An Application in Eskişehir. Tourism. 20(2), pp. 

92-104. 

Erdem,T.Swait,J.&Valenzuela,A, (2006). Brands as Signals: A Cross-Country Validation 

Study. Journal of Marketing, Volume 70, p. 34–49. 

Ergin,E.A.Ozdemir,H.& Ozsaçmac,B, (2006). The Effect Of Brand Associations:A Field 

Study On Turkish Consumers. International Business & Economics Research Journal , 5(8), 

pp. 65-74. 

Eriksen, A., (2014). From Antiquities to Heritage: Transformations of Cultural 

Memory.Berghahn Books. 

Esu,B.B.& Ebitu,B, (2010). Promoting an Emerging Tourism Destination. Global Journal of 

Management and Business Research, 10(1), pp. 21-28. 

Esu, B. B., (2015). An Analysis of the Image of Destination Cross River and Effect on 

Visitors Future Intentions. Journal of Hospitality Management and Tourism, 6(7), pp. 80-89. 

Etemadifard, M., Kafashpoor, A.& Zendehdel, A, (2013).T he Effect of Brand 

Communication and Service Quality in the Creation of Brand Loyalty through Brand Trust 

(Case Study: Samsung's Representatives Company in Mashhad City). International Journal 

of Advanced Studies in Humanities and Social Science, 1(8), pp. 1067-1077. 



 
 

280 
 

Etikan, I., Musa, S. A., & Alkassim, R. S. (2016). Comparison of convenience sampling and 

purposive sampling. American Journal of Theoretical and Applied Statistics, 5(1), 1-4 

Evans, B.C.Coon,D.W.&Ume, E, (2011). Use of Theoretical Frameworks as a Pragmatic 

Guide for Mixed Methods Studies: A Methodological Necessity?. Journal of Mixed Methods 

Research Studies, 5(4), p. 276–292. 

Everett, S., & Aitchison, C, (2008). The Role of Food Tourism in Sustaining Regional 

Identity: A Case Study of Cornwall, South West England. Journal of Sustainable Tourism, 

16(2), pp. 150-167. 

Fakeye, P.C& Cromption,J.L, (1991). Image Differences Between Prospective,First-Time, 

and Repeat Visitors to the Lower Rio Grande Valley. Journal of Travel Research, 30(2), pp. 

10-16. 

Falk, J. H., (2016). Identity and the Museum Visitor Experience.Routledge. 

Fan, H., (2014). Branding a Place Through its Historical and Cultural Heritage The Branding 

Project of Tofu Village in China. Place Branding and Public Diplomacy , Volume 10, pp. 

279-287. 

Farhana, M., (2014). Implication of Brand Identity Facets on Marketing Communication of 

Lifestyle Magazine: Case Study of a Swedish Brand. Journal of Applied Economics and 

Business Research, 4(1), pp. 23-41. 

Farhana, M., (2012). Brand Elements Lead to Brand Equity: Differentiate or Die. Information 

Management and Business Review, 4(4), pp. 223-233. 

Farhat, R.&Khan,B.M, (2011). Importance of Brand Personality To Customer Loyalty: A 

Conceptual Study. New Media and Mass Communication, Volume 4-10. 

Farjam, S. & Hongyi, X,( 2015). Reviewing the Concept of Brand Equity and Evaluating 

Consumer-Based Brand Equity (CBBE) Models. International Journal of Management 

Science and Business Administration, 1(8), pp. 14-29. 

Farmaki, A, (2012). A Comparison of the Projected and the Perceived Image of Cyprus. 

Tourism, 7(2), pp. 95-119. 

Feilzer, M., (2010). Doing Mixed Methods Research Pragmatically: Implications for the 

Rediscovery of Pragmatism as a Research Paradigm. Journal of Mixed Methods Research, 

4(1), pp. 6-16. 

Fernandez-Cavia J., Marchiori E., Haven-Tang C., &Cantoni L, (2016). Online 

communication in Spanish destination marketing organizations.The view of practitioners. J. 

Vacat. Market. 1–10. 10.1177/1356766716640840 [Cross Ref] [Ref list]. 

Ferreira, A. G., & Coelho, F. J, (2015). Product involvement, Price Perceptions, and Brand 

Loyalty. Journal of Product & Brand Management, 24(4), pp. 349-364. 



 
 

281 
 

Ferrell, W., (2008). Marketing.Cengage Learning. 

Fianto, A. Y. A., Hadiwidjojo, D., & Aisjah, S, (2014). The Influence of Brand Iimage on 

Purchase Behaviour through Brand Trust. Business Management and Strategy, 5(2), pp. 58-

76. 

Field, A., (2013). Discovering Statistics Using IBM SPSS Statistics. Sage. 

Fielding, M., (2006). Effective Communication in Organisations. Juta and Company Ltd. 

Fill,C.&Hughes,G, (2013). CIM Coursebook Marketing Communications 07/08.Routledge. 

Fill, C., (2005). Marketing Communications: Engagements, Strategies and Practice.Pearson 

Education. 

Fill, C., (2006). Simply Marketing Communications. 1
st
 ed.Pearson Education. 

Fill, C., (2009). Marketing Communications: Interactivity, Communities and Content. 

Pearson Education. 

Finne, A.& Gronroos, C, (2017). Communication-in-Use: Customer-Integrated Marketing 

Communication. European Journal of Marketing, 51(3), pp. 445-463. 

Fischhoff, B., (2012). Communicating Risks and Benefits: An Evidence Based user's Guide. 

Government Printing Office. 

Fletcher, R., (2002). The Complexities of Communicating to Customers in Emerging 

Markets. Journal of Communication Management, 6(1), pp. 9 - 23. 

Flood, J., Heath, S. B., & Lapp, D, (2015). Handbook of Research on Teaching Literacy 

Through the Communicative and Visual Arts, Volume II: A Project of the International 

Reading Association. Routledge. 

Florek, M.&Insch,A, (2008). The Trademark Protection of Country Brands: Insights from 

New Zealand. Journal of Place Management and Development, 1(3), pp. 292-306. 

Fonta, X., & McCabeb, S, (2017). Special Issue: Marketing for Sustainable Tourism. Journal 

of Sustainable Tourism, 25(7), pp. 869-1059. 

Foroudi, P., Akarsu, T. N., Ageeva, E., Foroudi, M. M., Dennis, C., & Melewar, T. C, (2018). 

Promiising the Dream: Changing Destination Image of London through the Effect of Website 

Place. Journal of Business Research, Volume 83, pp. 97-110. 

Foroudi, P., Foroudi, P., Dinnie, K., Dinnie, K., Kitchen, P. J., Kitchen, P. J., ... & Foroudi, 

M. M, (2017). IMC Antecedents and the Consequences of Planned Brand Identity in Higher 

Education. European Journal of Marketing, 51(3), pp. 528-550. 

Forster, S., Pinggera, J., & Weber, B, (2013). Toward an Understanding of the Collaborative 

Process of Process Modeling. In CAiSE Forum, pp. 98-105. 



 
 

282 
 

Foulger, D., (2004). Models of the Communication Process. Evolutionary Media, pp. 1-13. 

Fowler Jr, F., (2013). Survey Research Methods.Sage publications. 

Foxell, E., & de Trafford, A, (2010). Repositioning Malta as a Cultural Heritage Destination. 

International Journal of Culture, Tourism and Hospitality Research, 4(2), pp. 156-168. 

François Lecompte, A., Trelohan, M., Gentric, M., & Aquilina, M, (2017). Putting Sense of 

Place at the Centre of Place Brand Development. Journal of Marketing Management, 33( 5-

6), pp. 400-420 . 

Frankfort-Nachmias, C. and Leon-Guerrero, (2017). Social Statistics for a Diverse 

Society.Sage Publications. 

Franzen, G.& Moriarty,S.E, (2015). The Science and Art of Branding.Routledge. 

Fred, L. C., (2010). Communication: The Process, Barriers, and Improving Effectiveness. 

Schooling, 1(1), pp. 1-11. 

Freshwater, D., (2007). Reading Mixed Method Research: Contexts for Criticism. Journal of 

Mixed Methods Research, 1(2), pp. 134-146. 

Frey, B. S., (2016). Does monitoring increase work effort? TheRivalry with Trust and Lyalty. 

Economic Inquiry. 

Frooghi, R.Waseem,S.N.Afshan,S.& Shah,Z, (2015). Effect of Office Parent Brand 

Dimension on Online Trust, Satisfication and Loyalty: In Context of Newspaper Industry. 

Journal of Management Sciences, 2(2), pp. 223-242. 

Fujita, M. and Dinnie, K, (2010). The Nation Branding of the Czech Republic, Slovak 

Republic, Poland, and Hungary–Contrasting approaches and strategies. In 2nd International 

Conference on Brand Management, IMT Ghaziabad, pp. 8-9. 

Fullerton, L., McGettigan, K., & Stephens, S, (2010). Integrating Management and Marketing 

Strategies at Heritage Sites. International Journal of Culture, Tourism and Hospitality 

Research, 4(2), pp. 108-117. 

Gallagher, J. E., Manickam, S., & Wilson, N. H, (2015). Sultanate of Oman:Building a 

Dental Workforce. Human Resources for Health, 13(1). 

Gallarza, M. G., Saura, I. G., & García, H, (2002). Destination Image:Towards a Conceptual 

Framework. Annals of Tourism Research, 29(1), pp. 56-78. 

Gambetti,R.& Quigley,S, (2012). Managing Corporate Communication: A Cross-Cultural 

Approach. Palgrave Macmillan. 

Gaol, F.L.& Hutagalung.F, (2015). The Role of Service in the Tourism & Hospitality 

Industry:Proceedings of the Annual International Conference on Management and 



 
 

283 
 

Technology in Knowledge, Service, Tourism & Hospitality 2014(SERVE 2014), Gran Melia, 

Jakarta, Indonesia, 23-24 August 2014.CRC Press.London,UK. 

Garcia, J. A., Gómez, M., & Molina, A, (2012). A Destination-Branding Model: An 

Empirical Analysis Based on Stakeholders. Tourism Management,, 33(3), pp. 646-661. 

Gardner, B.B. & Levy, S.J, (1955). The Product and the Brand. Harvard Business Review, 

Volume 33, p. 33–59. 

Garg, A., (2013). A Study of Tourist Perception Towards Travel Risk Factors in Tourist 

Decision Making. Asian Journal of Tourism and Hospitality Research, 7(1), pp. 47-57. 

Garrod, B., & Fyall, A, (2017). Collaborative Destination Marketing at the Local Level: 

Benefits Bundling and the Changing Role of the Local Tourism Association. Current Issues 

in Tourism, 20(7), pp. 668-690. 

Gartner, W. C., & Ruzzier, M. K, (2011). Tourism destnation brand equi ty dimensions: 

Renewal versus repeat market. Journal of Travel Research. doi:10.1177/0047287510379157, 

50(5), pp. 471-481. 

Gartner, W.C.& Cai,L.A, (2009). Tourism Branding:Communities in Action. Emerald Group 

Publishing. 

Gary,M.E.Johansson,J.K.& Cheo,P, (1984). Image Variables in Multi-Attribute Product 

Evaluations: Country-of-Origin Effects. Journal of ConsumerResearch, Volume 11, pp. 694-

699. 

Garg, R. (2016). Methodology for Research I. Indian Journal of Anaesthesia, 60(9), 640-645. 

Gebauer, H.Gustafsson,A.& Witell,L,( 2011). Competitive Advantage Through Service 

Competitive Advantage Through Service. Journal of Business Research, 64(12), pp. 1270-

1280. 

Gensch, D., (1978). Image-Measurement Segmentation. Journal of Marketing Research, 

Volume 15, pp. 384-394. 

George, B. P, (2017). The Evolution of Destination Branding: A Review of Branding 

Literature in Tourism. Journal of Tourism, Heritage & Services Marketing, 3(1), pp. 9-17. 

Getz, D., & Page, S. J, (2016). Progress and Prospects for Event Tourism Research. Tourism 

Management, Volume 52, pp. 593-631. 

Ghauri, M.T.K. & Maqsood, F, (2011). Incorporating Social Media Into Integrated Marketing 

Communications-The Case Study of Warid. Marketing Management, 36(8), pp. 1046-1056. 

Ghauri, Rudolf R. Sinkovics and Pervez N., (2009). New Challenges to International 

Marketing. Emerald Group Publishing. 



 
 

284 
 

Ghodeswar, B., (2008). Building Brand Identity in Competitive Markets: a Conceptual 

Model. Journal of Product & Brand Management, 17(1), pp. 4-12. 

Ghorbani,H.&Mousavi,S.M, (2014). The Study Impact ofConsumer Personality Traits on 

Brand Personality and Brand Loyalty (Case Study: Product Group of Isfahan Iran Khodro). 

International Journal of Academic Research in Business and Social Sciences, 4(1), pp. 371-

385. 

Giannopoulos, A.A.Piha,L.P.&Avlonitis,G.J, (2011). “Desti–Nation Branding”: what 

for?From the Notions of Tourism and Nation Branding to an IntegratedFrameWork. Athens 

University of Economics and Business.culturaldiplomacy.org, pp. 1-11. 

Gill Sudhiir,M.&Gill Sudhiir,R, (2016). Communication Challenges in a Multicultural 

Organization. International Journal English Lunguage, Literature and Humanities, VI(VIII), 

pp. 94-102. 

Gill, P. Stewart, K. Treasure, E. and Chadwick,B, (2008). Methods of Data Collection in 

Qualitative Research:Interviews and Focus Groups. British Dental Journal, 204(6), pp. 291-

295. 

Gill,J. &Johnson,P, (2002). Research Methods for Managers. 3
rd

 ed. Sage. 

Gilmore, F., (2002). A Country- Can it Be Repositioned? Spain- the Success Story of 

Country Branding. Brand Management, Volume 9, pp. 281-293. 

Gilpin, R., (2011). Global Political Economy: Understanding the International Economic 

Order. Princeton University Press. 

Gobe, M., (2013). Emotional Branding: The New Paradigm for Connecting Brands to 

People. Skyhorse Publishing. 

Goffi, G., 2(013). A Model of Tourism Destinations Competitiveness:The case of the Italian 

Destinatios of Excellence. en Anuario Turismo y Sociedad, Volume XIV, pp. 121-147. 

Gok, T. & Sayin, K, (2015). South Korean Tourists' Expectation, Satisfaction and Loyalty 

Relationship. World Academy of Science, Engineering and Technology. International 

Journal of Social, Behavioral, Educational, Economic, Business and Industrial Engineering, 

9(8), pp. 2850-2855. 

Golafshani, N., (2003). Understanding Reliability and Validity in Qualitative Research. The 

Qualitative Report.http://nsuworks.nova.edu/tqr/vol8/iss4/6, 3(4), pp. 597-606. 

Goldkuhl, G., (2012). Pragmatism vs Interpretivism in Qualitative Information Systems 

Research. European Journal of Information Systems.Palgrave Macmillan Journals, 21(2), pp. 

135-146. 



 
 

285 
 

Gomez Aguilar, A., Yague Guillen, M. J., & Villasenor Roman, N, (2016). Destination Brand 

Personality: An Application to Spanish Tourism. International Journal of Tourism Research, 

18(3), pp. 210-219. 

Gommans, M. S., (2001). From Brand Loyalty to E-Loyalty: A Conceptual Framework. 

Journal of Economic and Social Research, 3(1), pp. 43-58. 

Gorlevskaya, L., (2016). Building Effective Marketing Communications in Tourism. Studia 

Commercialia Bratislavensia, 9(35), pp. 252-265. 

Gorsuch, R., (2014). Factor Analysis. 2
nd

  ed. Hoboken : Taylor and Francis . 

Govers, R., & Go, F, (2016). Place Branding: Glocal, Virtual and Physica lIdentities, 

Constructed,Imagined and Experienced. Springer. 

Govers,R.& Go,F, (2009). Place Branding: Glocal, Virtual and Physical Identities, 

Constructed, Imagined and Experienced.Palgrave Macmillan. 

Govers,R.GO,M.F.Kumer,K, (2007). Promoting Tourism Destination Image. Journal of 

Travel Research.46.http://jtr.sagepub.com/content/46/1/15, pp. 15-23. 

Govers, R., (2005). Virtual Tourism Destination Image: Global Identities 

Constructed,Percievied and Experiencied. Rotterdam School of Management Erasmus 

University.http://www.erim.eur.nl/. 

Goyal, M.& Lu,J.Zhang,G, (2008). Decisión Making in Multi-lssue e-Market Auction Using 

Fuzzy Techniques and Negotiable Attitudes. Journal of Theoretical and Applied Electronic 

Commerce Research.On-line ISSN 0718, 3(2), pp. 97-110. 

Graci, S., (2013). Collaboration and Partnership Development for Sustainable Tourism. 

Tourism Geographies, 15(1), pp. 25-42. 

Graff, C., (2014). Mixed Methods Research. Evidence Based Practice: An Integrative 

Approach to Research. Administration and Practice, pp. 45-64. 

Grant, R. W., & Keohane, R. O, (2005). Accountability and abuses of Power in World 

Politics. American Political Science Review, 99(1), pp. 29-43. 

Gravetter, F. J., & Wallnau, L. B, (2004). Statistics for the Behavioral Sciences. 6
th

  ed. 

Belmont,CA:Wadsworth. 

Gravetter, F.J & Forzano, L.B, (2011). Research Methods for the Behavioural Sciences. 

Cengage Learning. 

Gray, D., (2014). Doing Research in the Real World. 3
rd

 ed. Sage pub. 

Greaves,N.&Skinner,H , (2010). The Importance of Destination Image Analysis to UK Rural 

Tourism. Marketing Intelligence & Planning, 28(4), pp. 486 - 507. 



 
 

286 
 

Grix, J., (2002). Introducing Students to the GenericTerminology of Social Research. 

Politics. Politics, 22(3), pp. 175-186. 

Gronroos, C., (2004). The Relationship Marketing Process: Communication, Interaction, 

Dialogue, Value. Journal of business & industrial marketing, 19(2), pp. 99-113. 

Grove, S.K., Burns, N. & Gray, J, (2012). The Practice of Nursing Research: Appraisal, 

Synthesis, and Generation of Evidence. Elsevier Health Sciences. 

Gruber, S., (2014). Intangible Values in Financial Accounting and Reporting: An Analysis 

from the Perspective of Financial Analysts.Springer. 

Gruescu, R., Nanu, R., & Tanasie, A, (2009). Human Resources Development and ICT 

Contribution to the Tourist Destination Competitiveness. European Research Studies, 12(4), 

p. 87. 

Guang, T. & Trotter, D, (2012). Key issues in Cross-cultural Business Communication: 

Anthropological Approaches to International Business. African Journal of Business 

Management, 6(22), pp. 6456-6464. 

Guba, E. G., & Lincoln, Y. S, (1994). Competing Paradigms in Qualitative Research. 2
nd

 ed. 

Handbook of Qualitative Research.163-194. 

Gudykunst, W., (2003). Bridging Differences: Effective Intergroup Communication.Sage. 

Guetterman, T., (2015). Descriptions of Sampling Practices With in Five Approaches to 

Qualitative Research in Education and the Health Sciences. Forum: Qualitative Social 

Research, 16(2). 

Gunn, C., (1972). Vacationscape: Designing Tourist Regions Austin. Bureau of Business 

Research, University of Texas. 

Guo, Y., & Sanposh, R, (2015). A Study on Foreign Tourist Satisfaction on Tourism 

Attributes in Kunming, China. International Research E-Journal on Business and 

Economics, 1(2), pp. 1-18. 

Gursoy,D., & Chi, C. G. (Eds.). (2018). The Routledge Handbook of Destination Marketing. 

Routledge 

Guttman, N., (2014). Communication, Public Discourse, and Road Safety Campaigns: 

Persuading People to Be Safer. Routledge. 

Haarhoff,R.,&Gany,K.B, (2017). Attributes that Influence Resort Attractiveness: a Case 

Study of Selected Kimberley Resorts. African Journal of Hospitality, Tourism and Leisure, 

6(3), pp. 1-21. 

Haghigi, M., Bastami, N., & Afzail, M. G. K., (2015). Studying the Role of Brand Logo to 

Create Loyalty in Consumers of Different Products in Tehran. Cumhuriyet Science Journal, 

36(3), pp. 3741-3746. 



 
 

287 
 

Hahm, J., & Severt, K, (2018). Importance of Destination Marketing on Image and 

Familiarity. Journal of Hospitality and Tourism Insights, Volume 1, pp. 37-53. 

Haig, M., (2005). Brand Failures: The Truth about the 100 Biggest Branding Mistakes of All 

Time. Kogan Page Publishers. 

Hair, J.F., Black, W. C., Babin, B.J. and Anderson, R.E, (2010). Multivariate Data Analysis. 

7 ed. Pearson. 

Hair, J. F., (2015). Essentials of Business Research Methods. 2
nd

  ed.Routledge. 

Hajli, N., Shanmugam, M., Papagiannidis, S., Zahay, D., & Richard, M. O, (2017). Branding 

Co-creation With Members of Online Brand Communities Online Brand Communities. 

Journal of Business Research, Volume 70, pp. 136-144. 

Hakala, U.Lemmetyinen,A.& Kantola,S.P, (2013). Country Image as a nation-Branding Tool. 

Marketing Intelligence&planning, 31(5), pp. 538-556. 

Hakkak, M., (2015). Development of a Sustainable Competitive Advantage Model Based on 

Balanced Sorecard. International Journal of Asian Social Science, 5(5), pp. 298-308. 

Hall, C. M., Timothy, D. J., & Duval, D. T., (2012). Safety and Security in Tourism: 

Relationships, Management, and Marketing. Routledge. 

Hamid Zeytonli,A.H.Madadi,B.&Dana,A , (2015). The Customer-Based Brand Equity for 

Sport Tourism Destinations. Research journal of Sport Sciences, 3(1), pp. 1-7. 

Hamidizadeh, M.R., Cheh, M.G., Moghadam, A.H. & Salimipour, S, (2016). Proposing a 

Model of the Effect of Word of Mouth on Destination Image of Tourists and Travel Intention. 

International Journal of Asian Social Science, 6(2), pp. 108-119. 

Hankinson, G., (2004). Repertory Grid Analysis: An Application to the Measurement of 

Destination Images. International Journal of Non-profit and Voluntary, 9(2), pp. 145-153. 

Hankinson, G.,( 2004). Relational Network Brands: Towards a Conceptual Model of Place 

Brands. Journal of Vacation Marketing, 10(2), pp. 109-210. 

Hankinson, G., (2004) The Brand Images of aTourism Destination: a Study of the Saliency of 

Organic Images. Journal of Product& Brand Management, 13(1), pp. 4-16. 

Hankinson, G., (2005). Destination Brand Image: a Business Tourism Perspective. Journal of 

Services and Marketing, 19(1), pp. 24-33. 

Hanlan, J., Fuller, D., & Wilde, S, (2006). Destination Decision Making: the Need for a 

Strategic Planning and Management Approach. Tourism and Hospitality Planning & 

Development, 3(3), pp. 209-221. 

Hanna, S. and Rowley, J, (2011). Towards a Strategic Place Brand-Management Model. 

Journal of Marketing Management, 27(5-6), pp. 458-476. 



 
 

288 
 

Hanna, S., & Rowley, J. (2008). An analysis of terminology use in place branding. Place 

branding and public diplomacy, 4(1), 61-75  

Hanzaee, K., (2011). A Model of Destination Branding For Isfahan City: Integrating the 

Concepts of the Branding and Destination Image. Interdisciplinary Journal of Research in 

Business, 1(4), pp. 12-28. 

Hariri, M. and Vazifehdust, H, (2011). How Does Brand Extension Affect Brand Image?. In 

International Conference on Business and Economics Research, Volume 1, pp. 104-109. 

Harish, R., (2009). Brand architecture in tourism branding: the way forward for India. 

Journal of Indian Business Research, 2(3), pp. 153 - 165. 

Harman, G., (1967). Detachment, Probability, and Maximum likelihood. Nous, 401-411. 

Harwell.R, M., (2011). Research Design in Qualitative/Quantitative/Mixed Methods. 2nd ed. 

The Sage Hand Book.. 

Hassan, A.,( 2012). The Value Proposition Concept in Marketing: How Customers Perceive 

the Value Delivered by firms-a study of Customer Perspectives on Supermarkets in 

Southampton in the United Kingdom. International journal of Marketing Studies, 4(3), pp. 

68-87. 

Heale, R., & Twycross, A, (2015). Validity and Reliability in Quantitative Studies. Evidence-

based nursing, ebnurs, 18(3), p. http://ebn.bmj.com/content/ebnurs/18/3/66.full.pdf. 

Heding,T.Knudtzen,C.F.&Bjerre,M, (2008). Brand Management: Research, Theory and 

Practice. Routledge. 

Heide, M., & Grønhaug, K, (2009). Key Factors in Guests' Perception of Hotel Atmosphere. 

Cornell Hospitality Quarterly, 50(1), pp. 29-43. 

Heinberg, M., Ozkaya, H. E., & Taube, M, (2016). A Brand Built on Sand: Is Acquiring a 

Local Brand in an Emerging Market an Ill-advised Strategy for Foreign Companies?. journal 

of the Academy of Marketing Science, 44(5), pp. 586-607. 

Hem, L. E., & Iversen, N. M, (2004). How to Develop a Destination Brand Logo: A 

Qualitative and Quantitative Approach. Scandinavian Journal of Hospitality and Tourism, 

4(2), pp. 83-106. 

Henderson, P. W., & Cote, J. A, (1998). Guidelines for Selecting or Modifying Logos. The 

Journal of Marketing, Volume 62, pp. 14-30. 

Henderson, P. W., Cote, J. A., Leong, S. M., & Schmitt, B, (2003). Building Strong Brands in 

Asia: Selecting the Visual Components of Image to Maximize Brand Strength. International 

Journal of Research in Marketing, 20(4), pp. 297-313. 



 
 

289 
 

Henkel, R., Henkel, P., Agrusa, W., Agrusa, J. and Tanner, J,( 2006). Thailand as a Tourist 

Destination: Perceptions of International Visitors and Thai Residents. Asia Pacific Journal of 

Tourism Research, 11(3), pp. 269-287. 

Hennink, M., (2014). Understanding Focus Group Discussions. OUP USA. 

Henninger, C. E., Foster, C., Alevizou, P. J., & Frohlich, C. (2016). Stakeholder engagement 

in the city branding process. Place Branding and Public Diplomacy, 12(4), 285-298 

Hernandez-Mendez, J., Munoz-Leiva, F., & Sanchez-Fernández, J, (2015). The Influence of 

e-Word-of-Mouth on Travel Decision-Making: Consumer Profile. Current Issues in Tourism, 

18(11), pp. 1001-1021. 

Heung, V.C., Qu, H. and Chu, R, (2001). The Relationship Between Vacation Factors and 

Socio-Demographic and Travelling Characteristics: the Case of Japanese Leisure Travellers. 

Tourism Management, 22(3), pp. 259-269. 

Hilal, A.H. &Alabri, S.S, (2013). Using NVIVO for Data Analysis in Qualitative Research. 

International Interdisciplinary Journal of Education, 2(2), pp. 181-186. 

Hill,C.Jones,G.&Schilling,M, (2014). Strategic Management: Theory & Cases: An 

Integrated Approach. 11
th

  ed. Cengage Learning.Stamford. 

Hindustantimes (2015). Oman: Inside Middle East's Next top Tourist Destination. (Internet). 

Avaliable. https://www.hindustantimes.com/travel/oman-inside-middle-east-s-next-top-

tourist-destination/story-ysnHlqtoPe1yK8hyCTIQZP.html 

Hinnebusch, R., (2008). The international politics of the Middle East. Manchester University 

Press. 

Hinojosa, J., (2017). ow Society’s Philosophy Has Shaped Occupational Therapy Practice for 

the Past 100 Years. The Open Journal of Occupational Therapy, 5(2), pp. 1-12. 

Hinton, P., (2014). Statistics Explained. Routledge. 

Hobbs, J., (2008). World Regional Geography. Cengage Learning. 

Hoeffler, S.&Keller,K.L, (2003). The Marketing Advantages of Srtong Brands. The Journal 

of Brand Management, 10(6), pp. 421-445. 

Hollensen, S.,( 2011). Global Marketing: A Decision-Oriented Approach. 5
th

  ed. Harlow: 

Prentice Hall. 

Holliman, G., & Rowley, J, (2014). Business to Business Digital Content Marketing: 

Marketers’ Perceptions of Best Practice. Journal of Research in Interactive Marketing, 8(4), 

pp. 269-293. 



 
 

290 
 

Hon, C. K., Chan, A. P., & Yam, M. C, (2012). Determining Safety Climate Factors in the 

Repair, Maintenance, Minor Alteration, and Addition Sector of Hong Kong. Journal of 

construction engineering and management, 195(5), pp. 519-528. 

Hong, S. W. C., (2008). Competitiveness in the Tourism Sector: A Comprehensive Approach 

from Economic and Management Points. Springer Science & Business Media. 

Hopkins, W., (2008). Quantitative Research Design. Sportscience.sportsci.org. 

Hoque, M. E, (2016). MICE Destinations Branding from Corporate Branding Perspective. 

Procedia-Social and Behavioral Sciences, Volume 219, pp. 307-315. 

Horppu, M. Kuivalainen, O. Tarkiainen, A. and Ellonen, H.K, (2008). Online Satisfaction, 

Trust and Loyalty, and the Impact of the Offline Parent Brand. Journal of Product & Brand 

Management, 17(6), pp. 403-413. 

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), pp. 638-642. 

Hosany, S., Prayag, G., Deesilatham, S., Cauševic, S. and Odeh, K, (2014). Measuring 

Tourists’ Emotional Experiences:Further Validation of the Destination Emotion Scale. 

Journal of Travel Research.0047287514522878, pp. 1-54. 

Hosany,S.Ekinci,Y.& Uysal,M, n.d., (2006). Destination Image and Destination Personality: 

An Application of BrandingTheories to Tourism Places. Journal of Business Research, 59(5), 

p. 638–642. 

Hosany,S.Prayag,G.Martin,D.&Yee Lee.W, (2013). Theory and Strategies of 

Anthropomorphic Brand Characters from Peter Rabbit , Mickey Mouse,and Ronald 

McDonald, to Hello Kitty. Journal of Marketing Management, 29((1-

2).DOI:10.1080/0267257X.2013.764346), pp. 48-68. 

Hox, J.J. and Boeije, H.R, (2005). Data Collection, Primary vs. secondary. Encyclopedia of 

Social Measurement, Volume 1, pp. 593-599. 

Hsieh, C. M., Tsai, B. K., & Chen, H. S, (2017). Residents’ Attitude toward Aboriginal 

Cultural Tourism Development: An Integration of Two Theories. Sustainability, 9(6), pp. 1-

10. 

Hsieh, P. L., & Wei, S. L, (2017). Relationship Formation within Online Brand 

Communities: Bridging the Virtual and the Real. Asia Pacific Management Review, 22(1), 

pp. 2-9. 

Hsu, C.H. and Song, H, (2012). Projected Images of Major Chinese Outbound Destinations. 

Asia Pacific Journal of Tourism Research, 17(5), pp. 577-593. 



 
 

291 
 

Huah, P.W. and Eaton, D, (2013). The Pragmatic Research Approach: A Framework for 

Sustainable Management of Public Housing Estates in Nigeria. Journal of US-China Public 

Administration, 10(10), pp. 933-944. 

Huang, J., (2015). A Review of Brand Valuation Method. Journal of Service Science and 

Management, Volume 8, pp. 71-76. 

Hudson, S., & Ritchie, J.R, (2009). Branding a Memorable Destination Experience. The case 

of ‘Brand Canada’. International Journal of Tourism Research, 11(2), pp. 217-228. 

Hudson, S., (2008). Tourism and Hospitality Marketing: A Global Perspective.SAGE. 

Hunt.S.D, (2002). Foundations of Marketing Theory: Toward a General Theory of 

Marketing. ME Sharpe. 

Hunt, J., (1971). Image: a Factor in Tourism.Quoted in Gallarza, G, Martina. Saura, G,Irene. 

And Garcia, C, Haydee. (2002), Destination Image towards a Conceptual Framework. Annals 

of Tourism Research, 29(1), pp. 56-78. 

Hutt,M.D.&Speh,T.W, (2017). Business Marketing Management B2B, Loose-Leaf Version. 

sCengage Learning. 

Huotari, L., Ulkuniemi, P., Saraniemi, S., & Malaska, M (2015). Analysis of Content 

Creation in Social Media by B2B Companies. Journal of Business & Industrial Marketing, 

30(6), pp. 761-770. 

Iacobucci, D. and Duhachek, A, (2003). Advancing Alpha: Measuring Reliability with 

Confidence. Journal of consumer psychology, 13(4), pp. 478-487. 

Ilicic, J., & Webster, C. M, (2015). Consumer Values of Corporate and Celebrity Brand 

Associations. Qualitative Market Research: An International Journal, 18(2), pp. 164-187. 

Ing, G. P., Liew-Tsonis, J., Cheuk, S., & Razli, I. A, (2010). An Examination of the 

Challenges Involved in Distributing a Strong and Consistent Destination Image in the 

Marketing of Tourism in Malaysia. The International Business & Economics Research 

Journal, 9(1), pp. 31-40. 

Iordache, L.P.M.C., Cebuc, I. and Panoiu, L, (2009). The Brand–an Increasing Factor of a 

Tourist Destination’s Competitiveness. Management and Marketing Journal, 7(1), pp. 151-

156. 

Ishak, N. M., & Bakar, A. Y. A, (2014). Developing Sampling Frame for Case Study: 

Challenges and Conditions. World Journal of Education, 4(3), pp. 29-35. 

Ishida, K., Slevitch, L., & Siamionava, K, (2016). The Effects of Traditional and Electronic 

Word-of-Mouth on Destination Image: A Case of Vacation Tourists Visiting Branson, 

Missouri. Administrative Sciences, 6(4), pp. 1-17. 



 
 

292 
 

Ispas, A., & Saragea, R. A, (2011). Evaluating the Image of Tourism Destinations. The Case 

of the Autonomous Community of the Canary Islands. Journal of Tourism, Volume 12, pp. 6-

12. 

Iunius, R.F., Cismaru, L. and Foris, D, (2015). Raising Competitiveness for Tourist 

Destinations through Information Technologies within the Newest Tourism Action 

Framework Proposed by the European Commission. Sustainability, 7(9), pp. 12891-12909. 

Ivankova, N., (2014). Mixed Methods Applications in Action Research: From Methods to 

Community Action. SAGE Publications. 

Jackson, E., (2013). Choosing a Methodology: Philosophical Underpinning. Practitioner 

Research in Higher Education, 7(1), pp. 49-62. 

Jackson, J.,( 2014). Introducing Language and Intercultural Communication.Routledge. 

Jackson, S., (2012). Research Methods and Statistics: A Critical Thinking Approach. 

Cengage Learning. 

Jalil, E., & Abd, S. J, (2010). Images of Egypt in United Kingdom Tour Operators' 

Brochures. An International Multidisciplinary Journal of Tourism, 5(2), pp. 179-191. 

James, G., (2013). Advertising Media Selection in the Tourism Industry. Commerce 

Spectrum.2(1), Volume ISSN 2321 - 371X, pp. 1-23. 

Janghorban, R., Roudsari, L. and Taghipour, A., (2013). Skype Interviewing: the New 

Generation of online Synchronous Interview in Qualitative Research. International journal of 

Qualitative Studies on Health and Well-being, 9(24152-24152). 

Jani, D., & Nguni, W, (2016). Pre-trip vs. Post-trip Destination Image Variations: A Case of 

Inbound Tourists to Tanzania. Tourism Medunarodni Znanstveno-strucni Casopis, 64(1), pp. 

27-40. 

Janicijevic, N., (2011). Methodological Approaches in the Research of Organizational 

Culture. Economic Annals, 56(189), pp. 69-99. 

Janiszewska, K., & Insch, A, (2012). The Strategic Importance of Brand Positioning in the 

Place Brand Concept: Elements, Structure and Application Capabilities. Journal of 

International Studies, 5(1), pp. 9-19. 

Jao, Y. C., Mok, V., & Ho, L. S. ,(1989). Economic Development in Chinese Societies: 

models and experiences.Hong Kong University Press. 

Jarg Bergold ,J.&Thomas,S, (2012). Participatory Research Methods: A Methodological 

Approach in Motion. Historical Social Research/Historissche Sozialforschung, 13(1), pp. 

191-222. 

Jarvinen, J., & Taiminen, H, (2016). Harnessing Marketing Automation for B2B Content 

Marketing. Industrial Marketing Management, Volume 54, pp. 164-175. 



 
 

293 
 

Jayasheelan.N.Hariharan,R.&.Dinesh,G.P, (2014). A Destination Branding Perspective 

Unearthing Unlimited Possibilities – A Destination Branding Perspective with Special 

Reference to Chamaraj Nagar-– An Untapped Tourist Destination of Karnataka. International 

Journal of Combined Research & Development (IJCRD), 3(5), pp. 160-174. 

Jayswal, T., (2008). Events Tourism: Potential to Build a Brand Destination. Tourism 

Marketing and Promotion , pp. 1-11. 

Jenkins, O.,( 1999). Understanding and Measuring Tourist Destination Images. The 

International Journal of Tourism Research, 1(1), pp. 1-15. 

Jerry R. Thomas, Jack K. Nelson, Stephen J. Silverman, (2011). Research Methods in 

Physical Activity. 6
th

  ed. Human Kinetics. 

Jesca, C., Kumbirai, M. and Brighton, H, (2014). Destination Rebranding Paradigm in 

Zimbabwe: A Stakeholder Approach. International Journal of Advanced Research in 

Management and Social Sciences, 3(1), pp. 30-41. 

Jeuring, J. H., (2016). Discursive Contradictions in Regional Tourism Marketing Strategies: 

The Case of Fryslan, The Netherlands. Journal of Destination Marketing & Management, 

5(2), pp. 65-75. 

Johan, M.R.M. &Noor, A.Z.M, (2013). The Role of Corporate Communication in Building 

Organization’s Corporate Reputation: An Exploratory Analysis. Interdisciplinary Journal of 

Comtemporary Research ın Business, 4(12), pp. 1230-1240. 

Johansson, J.K.& Carlson,K.A, (2014). Contemporary Brand Management. SAGE,Thousand 

Oaka. 

Johnson, R. B., Onwuegbuzie, A. J., & Turner, L. A, (2007). Toward a Definition of Mixed 

Methods Research. Journal of Mixed Methods Research, 1(2), pp. 112-133. 

Johnson, R.B. and Onwuegbuzie, A.J., (2004). Mixed Methods Research: A Research 

Paradigm Whose Time Has Come. Educational Researcher, 33(7), pp. 14-26. 

Johnson, S. L., Safadi, H., & Faraj, S, (2015). The Emergence of Online Community 

Leadership. Information Systems Research, 1(26), pp. 165-187. 

Johnson,G.Scholes,K.&Whittington,R, (2009). Exploring Corporate Strategy: Text & Cases. 

Pearson Education. 

Johnson,R.B.&Onwuegbuzie,A.T., (2004). Mixed Methods Research: A Research Paradigm 

Whose Time Has Come. American Educational Research Association, 7(33), pp. 14-26. 

Johnson, D. &. G. K., (2005). Cognitive and Affective Trust in Service Relationships. 

Journal of Business Research, 58(4), pp. 500-507. 

Johnson, H., (2014). Jamaica: A Famous, Strong but Damaged Brand. Place Branding and 

Public Diplomacy , Volume 10, pp. 199-217. 



 
 

294 
 

Jokilehto, J., (2008). The World Heritage List. What is OUV? Defining the Outstanding 

Universal Value of Cultural World Heritage Properties (Vol. 16).hendrik Baßler verlag. 

Jones,R.&Jenkins,F, (2010). Managing Money, Measurement and Marketing in the Allied 

Health Professions.Radcliffe Publishing. 

Jones, M., (2007). Using Software to Analyse Qualitative Data. Malaysian Journal of 

Qualitative Research, 1(1), pp. 64-76. 

Jonsson, C. & Devonish, D, (2008). Does Nationality, Gender, and Age Affect Travel 

Motivation? A Case of Visitors to the Caribbean Island of Barbados. Journal of Travel & 

Tourism Marketing, 25(3-4), pp. 398-408. 

Jordan, L.,& Quest, J. (2018). Brand Identity and Brand Image in Film Brands: A case study 

of JK Rowling’s Wizarding World. Journal of Promotional Communications, 6(1). 

Joseph, K.,( 2011). Integrated Marketing Communication: A Catalyst For the Growth of E-

business Management. The Social Sciences, 6(2), pp. 64-73. 

Jovanovic, S., & Ivana, I. L. I. C, (2016). Infrastructure as Important Determinant of Tourism 

Development in the Countries of Southeast Europe. Ecoforum journal, 5(1), pp. 288-294. 

Juan, A.A., Faulin, J., Grasman, S.E., Rabe, M. and Figueira, G, (2015). A Review of 

Simheuristics: Extending Metaheuristics to Deal with Stochastic Combinatorial Optimization 

Problems. Operations Research Perspectives, Volume 2, pp. 62-72. 

Julkunen, I., (2011). Knowledge-Production Processes in Practice Research - Outcomes and 

Critical Elements. Social work & Society, 9(1), pp. 60-75. 

Kaczynski, A. T., & Crompton, J. L, (2004). Development of A Multi-Dimensional Scale for 

Implementing Positioning in Public Park and Recreation Agencies. Journal of Park & 

Recreation Administration, 22(2), pp. 1-27. 

Kaleka, A., & Morgan, N. A, (2017). Which Competitive Advantage (s)? Competitive 

Advantage–Market Performance Relationships in International Markets. Journal of 

International Marketing. 

Kambewa, E. V., (2007). Contracting for Sustainability: An Analysis of the Lake Victory-EU 

Nile Perch Chain. Wageningen Academic Pub. 

Kanyongo, Gibbs Y.&Schreiber, James B, (2009). Relationship between Internal Consistency 

and Goodness of Fit Maximum Likelihood Factor Analysis with Varimax Rotation. Journal 

of Modern Applied Statistical Methods, 8(2), pp. 463-468. 

Kapferer, J. N., (1998). Strategic Brand Management.Kogan Page, London. 

Kapferer, J., (1992). Strategic Brand Management: New Approaches to Creating and 

Evaluating Brand Equity.Kogan Page. 



 
 

295 
 

Kapferer, J., (2004). The New Strategic Brand Management:Creating and Sustaining Brand 

Equity Long Term. London: Kogan Page. 

Kapferer, J., (2012). The New Strategic Brand Management: Advanced Insights and Strategic 

Thinking. 5
th

  ed. London: Kogan Page.149-177. 

Kapila,S& Lyon,F,( 1994). Expedition Field Techniques People Oriented 

Research.Expedition Advisory Centre. 

Kaplanidou, K. and Vogt, C,( 2003). Destination Branding: Concept and Measurement. 

Travel Michigan and Michigan State University, Department of Park, Recreation and 

Tourism Resources, pp. 1-7. 

Kaputa, C., (2012). Breakthrough Branding: How Smart Entrepreneurs and Intrapreneurs 

Transform a Small Idea into a Big Brand.Hachette UK. 

Karakostas, G. and Viglas, A,( 2014). Equilibrium Flows and Path Dilation for a Network 

Forwarding Game. Journal of Internet Technology, 15(1), pp. 125-134. 

Karam, A.A. and Saydam, S, (2015). An Analysis Study of Improving Brand Awareness and 

Its Impact on Consumer Behavior Via Media in North Cyprus (A Case Study of Fast Food 

Restaurants). International Journal of Business and Social Science, 6(1), pp. 66-80. 

Karaosmanoglu, E.& Melewar, T.C, (2006). Corporate Communications,Identity and Image: 

A Research Agenda. Journal of Brand Management, 14(1), pp. 196-206. 

Karmokar, P., (2014). All about Brands and Brand Building. International Journal of 

Innovation and Scientific Research.http://www.ijisr.issr-journals.org/, 3(1), pp. 54-61. 

Kasapi, I., & Cela, A. (2017). Destination branding: A review of the city branding literature. 

Mediterranean Journal of Social Sciences, 8(4), 129-142. 

Kaser, K., (2012). Advertising and Sales Promotion. Cengage Learning. 

Kashif, M., Samsi, S.Z.M. and Sarifuddin, S, (2015). Brand Equity of Lahore Fort as a 

Tourism Destination Brand. Revista de Administracao de Empresas, 55(4), pp. 432-443. 

Kassim, N., & Asiah Abdullah, N, (2010). The Effect of Perceived Service Quality 

Dimensions on Customer Satisfaction,Trust, and Loyalty in e-Commerce Settings: A Cross 

Cultural Analysis. Asia Pacific Journal of Marketing and Logistics, 22(3), pp. 351-371. 

Kastanakis, M. N., & Voyer, B. G, (2014). The Effect of Culture on Perception and 

Cognition: A Conceptual Framework. Journal of Business Research, 67(4), pp. 425-433. 

Katulwa, B., (2015). Leadership & Management Made Easy: An Assessment Guide for ILM 

Qualifications.Hamburg,Anchor Academic publishing. 

Katzman, K. (2011). Oman: Reform, Security, and US Policy. DIANE Publishing 



 
 

296 
 

Katzman, K. (2016). Qatar: Governance, Security, and US Policy (No. CRS-7-5700, 

R44533). Congressional Research Service Washington United States. 

Kaurav, R. P. S., Baber, R., Chowdhary, N., & Kapadia, S. (2015). Destination Performance: 

Importance of Redefining DMOs. Asia-Pacific Journal of Innovation in Hospitality and 

Tourism, 4(1), 125-142. 

Kavaratzis, M., (2009). Cities and their Brands: Lessons from Corporate Branding. Place 

Branding and Public Diplomacy, 5(1), pp. 26-37. 

Kim, H. Y. (2014). Analysis of variance (ANOVA) comparing means of more than two 

groups. Restorative dentistry & endodontics, 39(1), 74-77 

Keating, K., (2012). Mentorship of hospitality management students during work-integrated 

learning. Asia-Pacific Journal of Cooperative Education, 13(2), pp. 89-102. 

Kehinde, O., (2011). Integrated Marketing Connnunication: A Catalyst for the Growth of E-

Business Management. The Social Sciences, 6(4), pp. 64-73. 

Keles, Y., (2013). What Intercultural Communication Barriers do Exchange Students of 

Erasmus Program have During their Stay in Turkey, Mugla?. Procedia-Social and 

Behavioral Sciences, Volume 70, pp. 1513-1524. 

Keller, K. L., Aperia, T., & Georgson, M, (2008). Strategic Brand Management: A European 

Perspective.Pearson Education. 

Keller, K.L& Lehmann,D.R, (2006). Brands and Branding:Research Findings and Future 

Priorities. Marketing Science, 25(6), pp. 740-759. 

Keller,K.L, (2009). Building Strong Brands in a Modern Marketing Communications. 

Journal of Marketing Communications, 15(2,3), p. 139–155. 

Keller, K., (2001). Building Customer-Based Brand Equity: A Blueprint For Creating Strong 

Brands. s.l.: Marketing Science Institute.Copyright .. 

Keller, K. L., (2016). Reflections on Customer-based Brand Equity: Perspectives, Progress, 

and Priorities. AMS review, 6((1-2)), pp. 1-16. 

Kelley, L.D.&Jugenheimer,D.W, (2010). Advertising Account Planning: Planning and 

Managing an IMC Campaign. 2
nd

  ed. M.E. Sharpe. 

Kelly, M, (2017). Analysing the Complex Relationship between Logo and Brand. Place 

Branding and Public Diplomacy, 13(1), pp. 18-33. 

Kelly, M., (2010). The Role of Theory in Qualitative Health Research. Family Practice. 

Published by Oxford University Press. All Rights Reserved, Volume 27, p. 285–290. 



 
 

297 
 

Kemp, E., Williams, K. H., & Bordelon, B. M, (2012). The Impact of Marketing on Internal 

Stakeholders in Destination Branding: The Case of a Musical City. Journal of Vacation 

Marketing, 18(2), pp. 121-133. 

Kemp,E.&Bordelon,B.M, (2011). The Impact of Marketing on internal Stakeholders in 

Destination Branding:The Case of a Musical City. Journal of Vacation Marketing.Sage, 

18(2), p. 121–133. 

Kerr, G., (2006). From Destination Brand to Location Brand. Brand Management, 13(4-5), 

pp. 276-283. 

Kerrigan,F.Shivanandan,J.&Marie Hede,A, (2012). Nation Branding: A Critical Appraisal of 

Incredible India. Journal of Macromarketing, 32(3), pp. 319-327. 

Kevin,Kelle. L. & Lehmann, D.R, (2006). Brands and Branding: Research Fndings and 

Future Priorities. Marketing Science, 25(6), pp. 740-759. 

Khajuria, S. and Khanna, S, (2014). Tourism Risks and Crimes at Pilgrimage Destinations–a 

Case Study of Shri Mata Vaishno Devi. International Journal of Event Management 

Research, 8(1), pp. 77-93. 

Khalid, K., Abdullah, H.H. and Kumar M, D, (2012). Get Along with Quantitative Research 

Process. International Journal of Research in Management, 2(2), pp. 15-29. 

Khan, B. and Rizwan, M, (2014). Factors Contributing to Customer Loyalty in Commercial 

Banking. International Journal of Accounting and Financial Reporting, 4(2), pp. 413-436. 

Khan, F. R., & Krishnamurthy, J, (2016). Future of Oman Tourism: Perception of the 

Students in Tourism Studies. International Journal of Tourism & Hospitality Reviews, 1(3), 

pp. 1-11. 

Khan, F. R., & Krishnamurthy, J, (2015). Future Proofing of Tourism Entrepreneurship in 

Oman: Challenges and Prospects. Journal of Work-Applied Management, 8(1), pp. 79-94. 

Khodadadi, M.,( 2012). Media Discourses and Formation of Destination Images. Academy of 

Marketing Tourism Marketing Special Interest Group (SIG) and Centre for Sport, Leisure 

and Tourism Research, University of Exeter.PhD Colloquium, Exeter, UK, pp. 1-5. 

Khodarahmi, E., (2009). Strategic Public Relations. Disaster Prevention and Management: 

An International Journal, 18(5), pp. 529 - 534. 

Ki,E.J. Kim,J.N.&Ledingham,J.A, (2015). Public Relations As Relationship Management: A 

Relational Approach To the Study and Practice of Public Relations. Routledge. 

Kim, H. & Richardson, S.L , (2003). Motion Picture Impacts on Destination Image. Annals of 

Tourism Research, 30(1), pp. 216-237. 



 
 

298 
 

Kim, K. H., & Park, D. B, (2017). Relationships Among Perceived Value, Satisfaction, and 

Loyalty: Community-Based Ecotourism in Korea. Journal of Travel & Tourism Marketing, 

34(2), pp. 171-191. 

Kim, S., & Lehto, X. Y, (2013). Projected and Perceived Destination Brand Personalities: 

The Case of South Korea. Journal of Travel Research, 52(1), pp. 117-130. 

Kim, S., & Park, E, (2015). First-Time and Repeat Tourist Destination Image: The Case of 

Domestic Tourists to Weh Island,Indonesia. An International Journal of Tourism and 

Hospitality Research, 26(3), pp. 421-433. 

Kim, W., Malek, K., Kim, N., & Kim, S, (2017). Destination Personality, Destination Image, 

and Intent to Recommend: The Role of Gender, Age, Cultural Background, and Prior 

Experiences. Sustainability, 10(1), pp. 1-18. 

Kim, H., (2013). Statistical Notes for Clinical Researchers: Assessing Normal Distribution 

(2) Using Skewness and Kurtosi. Restorative Dentistry & Endodontics, 38(1), pp. 52-54. 

Kinnear,P.R.& Gray,C.D, (2001). SPSS for Windows Made Simple: Release 10.Psychology 

Press. 

Kiralova, A., & Pavliceka, A, (2015). Development of Social Media Strategies in Tourism 

Destination. Procedia-Social and Behavioral Sciences, Volume 175, pp. 358-366. 

Kirenz, J.,( 2010). Linking Consumer Mindset Metrics to Consumer Behavior and Capital 

Market Valuation. s.l.:BoD – Books on Demand.Vol 51. 

Kitchen, P.J. & Moss, D, (2016). Marketing and Public Relations: An Exploratory Study. The 

World Association of Research Professionals. Amsterdam The Netherlands. URL: 

http://www. warc. com/fulltext/esomar/11086. htm. Accessed. 

Kitchen,P.J.& de Pelsmacker,P, (2004). Integrated Marketing Communications: A 

Primer.Psychology Press. 

Kladou, S., & Kehagias, J, (2014). Assessing Destination Brand Equity: An Integrated 

Approach. Journal of Destination Marketing & Management, 3(1), pp. 2-10.. 

Kladou, S., Kavaratzis, M., Rigopoulou, I., & Salonika, E, (2017). The Role of Brand 

Elements in Destination Branding. Journal of Destination Marketing & Management. 

http://dx.doi.org/10.1016/j.jdmm.2016.06.011i , Volume 6, p. 426–435. 

Klijn, E.H., Eshuis, J. and Braun, E, (2012). The Influence of Stakeholder Involvement on the 

Effectiveness of Place Branding. Public Management Review, 14(4), pp. 499-519. 

Klimenko,O.I.&Klimenko,A.A, (2015). Role, Functions and Types of a Brand as 

Individualization Means of Products and Organizations. Mediterranean Journal of Social 

Sciences , 6(2), pp. 251-259. 



 
 

299 
 

Klipfel,J.A.L.&Barclay,A,C.&Bockorny,K.M, (2014). Self-Congruity: A Determinant of 

Brand Personality. Journal of Marketing Development and Competitiveness , 8(3), pp. 130-

143. 

Klein, L., & Dodds, R. (2018). Blue Flag beach certification: an environmental management 

tool or tourism promotional tool?. Tourism Recreation Research, 43(1), 39-51. 

Knobloch, U., Robertson, K., & Aitken, R, (2017). Experience, Emotion, and Eudaimonia: A 

Consideration of Tourist Experiences and Well-being. Journal of Travel Research, 56(5), pp. 

651-662. 

Knott, B., Fyall, A., & Jones, I, (2016). Leveraging Nation Branding Opportunities Through 

Sport Mega-Events. International Journal of Culture, Tourism and Hospitality Research, 

10(1), pp. 105-118. 

Kohlbacher, F., (2006). The Use of Qualitative Content Analysis in Case Study Research. 

FourmQualiitative Sozialforschung/Forum: Qualitative Social Research, 7(1),Art. 

21.http://nbn-resolving.de/urn:nbn:de:0114-fqs0601211.). 

Kokkranikal, J., Cronje, P., & Butler, R, (2011). Tourism Policy and Destination Marketing 

in Developing Countries: The Chain of Influence. Tourism Planning & Development, 8(4), 

pp. 359-380. 

Kolb, B., (2006). Tourism Marketing for Cities and Towns: Using Branding and Events to 

Attract Tourism.Routledge. 

Kolb, B., (2017). Tourism Marketing for Cities and Towns: Using Social Media and 

Branding to Attract Tourists. 2
nd

  ed. Taylor & Francis. 

Kolli, S., (2013). Oman Exploring - Subash Gokhale. 

http://www.scribd.com/doc/164644470/Oman-Exploring-Subash-Gokhale#scribd. s.l.:s.n. 

Kolzow, D. R., (2014). Leading From within: Building Organizational Leadership Capacity. 

International Economic Development Council, pp. 1-314. 

Komppula, R., (2014). The role of Individual Entrepreneurs in the Development of 

Competitiveness for a Rural Tourism Destination–A Case Study.. Tourism Management, 

Volume 40, pp. 361-371. 

Konecnik,M.&Go,F, (2008). Tourism Destination Brand Identity: The Case of Slovenia. 

Journal of Brand Management, 15(3), pp. 177-189. 

Kong, W. H., du Cros, H., & Ong, C. E, (2015). Tourism Destination Image Development: a 

Lesson from Macau. International Journal of Tourism Cities, 1(4), pp. 299-316. 

Korstjens, I., & Moser, A, (2018). Series: Practical Guidance to Qualitative Research. Part 4: 

Trustworthiness and Publishing. European Journal of General Practice, 24(1), pp. 120-124. 



 
 

300 
 

Kostanski, L., (2011). Toponymic Dependence Research and its Possible Contribution to the 

Field of Place Branding. Place Branding and Public Diplomacy, 7(1), pp. 9-11. 

Kothari, C., (2012). Research Methodology : Methods and Techniques. 2
nd

  ed. New Age 

International (P) Ltd. 

Kotler, P. & Keller, K, (2012). A Framework for Marketing Management. 5
th

  ed. Pearson . 

Kotler, P. and Keller, K, (2009). Marketing Management. 13
th

  ed. Upper Saddle River, 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), pp. 249-261. 

Kotler, P., Shalowitz, J. & Stevens, R.J, (2011). Strategic Marketing for Health Care 

Organizations: Building a Customer-driven Health System. John Wiley & Sons. 

Kotler,P.&Armstrong,G, (2010). Principles of Marketing.Pearson Education. 

Kotler,P.&Gertner,D,( 2002). Excerpted With Permission From Country as Brand, Product, 

and Beyond: A Place Marketing and Brand Management Perspective. Journal of Brand 

Management , Volume 2, pp. 40-56. 

Kotler,P.&Gertner,D,( 2002). Country as Brand, Product, and Beyond: A Place Marketing 

and Brand Management Perspective. Journal of Brand Management, Volume 9, p. 249–261. 

Kotler.P.&Armstrong, G, (2010). Principles of Marketing. Global edition. Pearson 

Education. 

Kotler, P., (2008). The New Strategic Brand Management. Creating and Sustaining Brand 

Equity Long Term. 4 edition ed. s.l.:Kogan Page.London and Philadelphia. 

Koubaa, Y., (2008). Country of origin, Brand Image Perception, and Brand Image Structure. 

Asia Pacific Journal of Marketing and Logistics, 20(2), pp. 139 - 155. 

Koufteros, X.A., Vonderembse, M.A. and Doll, W.J, (2002). Examining the Competitive 

Capabilities of Manufacturing Firms. Structural Equation Modeling, 9(2), pp. 256-282. 

Kouris, A, (2009). Destination Brand Strategy the Case of Greece. Tourism Branding: 

Communities in Action, Volume 1(ISSN: 2042-1443), pp. 161-175. 

Kovacs, G. and Spens, K.M, (2005). Abductive Reasoning in Logistics Research. 

International Journal of Physical Distribution & Logistics Management, 35(2), pp. 132-144. 

Kovjanic, G., (2014). Islamic Tourism as a Factor of the Middle East Regional Development. 

Tourism, 18(1), pp. 33-43. 

Kowalkowski, C., Gebauer, H., & Oliva, R, (2017). Service Growth in Product Firms: Past, 

Present, and Future. Industrial Marketing Management, Volume 60, pp. 82-88. 



 
 

301 
 

Kozak, M. and Baloglu, S, (2010). Managing and Marketing Tourist Destinations: Strategies 

to Gain a Competitive Edge.Routledge. 

Kozak, M.& Decrop,A, (2009). Handbook of Tourist Behavior: Theory & Practice. 

Routledge. 

Kozak, M., & Baloglu, S, (2010). Managing and Marketing Tourist Destinations: Strategies 

to Gain a Competitive edge.Routledge. 

Kozak, M., (2004). Destination Benchmarking: Concepts, Practices and Operations: CABI. 

Krajnovic, A., & Gortan-Carlin, I. P, (2007). Possibilities of Music Heritage Tourist 

Valorization–an Example of Istria. Tourism and Hospitality Management, 13(2), pp. 469-

482. 

Krajnovic, A., Buskulic, A. and Bosna, J, (2016). The Role of the Tourist Boards in the 

Development of Event Tourism of Zadar Country. In Faculty of Tourism and Hospitality 

Management in Opatija. Biennial International Congress. Tourism & Hospitality Industry 

University of Rijeka, Faculty of Tourism & Hospitality Management, pp. 174-187. 

Kral,P&Tisovski,M, (2011). Building CEE-Made Luxury Image – Case of Czech Republic. 

University of Economics Prague, Czech Republic.E-Leader Croatia.http://www.g-

casa.com/conferences/manila/papers/Kral.pdf . 

Krauss, S., (2005). Research Paradigms and Meaning Making: A Primer. The Qualitative 

Report.http://www.nova.edu/ssss/QR/QR10-4/krauss.pdf, 10(4), pp. 758-770. 

Krishnan, V., (2011). A Comparison of Principal Components Analysis and Factor Analysis 

for Uncovering the Early Development Instrument (EDI) Domains. Unpublished manuscript, 

Early Child Development Mapping (ECMap) Project, Alberta, University of Alberta, 

Edmonton, Canada.. 

Kristoffersson, S., (2014). Design by IKEA: A Cultural History. Bloomsbury Publishing. 

Krithikadatta, J., (2014). Normal Distribution. Journal of Conservative Dentistry:JCD, 17(1), 

p. 96–97. 

Kuchinka, D. G., Balazs, S., Gavriletea, M. D., & Djokic, B. B, (2018). Consumer Attitudes 

toward Sustainable Development and Risk to Brand Loyalty. Sustainability, 10(4), pp. 1-21. 

Kumar,A. & Meenakshi,N, (2009). Organizational Behaviour: A Modern Approach. Vikas 

Publishing House. 

Kumar, V., (2008). Managing Customers for Profit: Strategies to Increase Profits and Build 

Loyalty. Pearson Prentice Hall. 

Kura, B. and Sulaiman, Y, (2012). Qualitative and Quantitative Approaches to the Study of 

Poverty: Taming the Tensions and Appreciating the Complementarities. The Qualitative 

Report, 17(20), pp. 1-19. 



 
 

302 
 

Kwortnik, R. H., (2011). Positioning a Place:Developing a Compelling Destination Brand. 

Electronic article. Center for Hospitality Research Reports, 11(2), pp. 6-14. 

Lamb,C.Hair,J.& McDaniel,C, (2015). Principles of Marketing:MKTG 9. Cengage Learning. 

Lamont, A.J.,&Ferreira,N, (2015). Challenges facing Management and Development of 

Challenges facing Management and Development of tourism in the Eden District, South 

Africa. African Journal of Hospitality, Tourism and Leisure, 4(2), pp. 1-20. 

Las Casas, A.L. & Silverio, A.P.M, (2015). Strategic Image Management: The Image of the 

City of So Paulo/SP. African Journal of Business Management, 9(6), pp. 288-297. 

Lascu, D.N.And Amesquita,E.R.S, (2011). Branding the Controversial Challenges in 

Destination Branding. Innovative Marketing, 7(2). 

Latif, W.B., Islam, M.A. and Noor, I.B.M, (2014). A Conceptual Framework to Build Brand 

Loyalty in the Modern Marketing Environment. Journal of Asian Scientific Research, 4(10), 

pp. 547-557. 

Lawrence, D., (2003). The role of characters in kids marketing, Young Consumers. Emerald 

Insight, 4( 3.http://dx.doi.org/10.1108/17473610310813898), pp. 43 - 48. 

Lawson, F. and Bond-Boy, M, (1977). Tourism and Recreational Development. 

London.Architectural Press.Quoted in Gallarza M. Saura, I and Garcia, H.(2002),. 

Destination image towards a conceptual framework, Annals of Tourism Research, 29(1), pp. 

56-78. 

Lee, J.L.James,J.D.& Kim,Y.K, (2014). A Reconceptualization of Brand Image. 

International Journal of Business Administration, 5(4), pp. 1-11. 

Lee, S., & Bai, B, (2016). Influence of PopularCulture on Special Interest Tourists' 

Destination Image. Tourism Management, Volume 52, pp. 161-169. 

LEE,J.&XIE Lijia,K, (2011). Cognitive Destination Image, Destination Personality and 

Behavioral Intentions:An Integrated Perspective of Destination Branding. School of Hotel 

and Tourism Management.The Hong Kong Polytechnic University, pp. 1-2. 

Lee,J.L.James,J.D.& Kim,Y.K , (2014). A Reconceptualization of Brand Image. 

International Journal of Business Administration, 5(4), pp. 1-11. 

Lee, G., (2011). Customer-based Brand Equity: A Literature review. Journal of Arts Science 

& Commerce, Volume ISSN 2229(4686), pp. 33-42. 

Legrand, W.Simons-Kaufmann,C.& Sloan,P, (2012). Sustainable Hospitality and Tourism as 

Motors for Development: Case Studies from Developing Regions of the World. Routledge. 

Levers, M, (2013). Philosophical Paradigms, Grounded Theory, and Perspectives on 

Emergence. SAGE Open.2158244013517243, 3(4), pp. 1-6. 



 
 

303 
 

Lewicki, R.J. and Tomlinson,E.C, (2003). Trust and Trust Building. Beyond Intractability, 

pp. 305-315. 

Ley, L, (2012). Congregational Revival for America's Heartland.Lulu.com. 

Lhotakova, M., & Klosova, A, (2009). Identification of a Target Consumer in Process of 

Positioning-theoretical and Practical Aspects. Acta Oeconomica Pragensia, Volume 3, pp. 3-

24. 

Li, S. Ragu-Nathan, B. Ragu-Nathan, T.S. and Rao, S.S, (2006). The Impact of Supply Chain 

Management Practices on Competitive Advantage and Organizational Performance. Omega, 

34(2), pp. 107-124. 

Li, X. and Wang, Y., (2011). Depicting Image of China as a Tourism Destination: A Travel 

Blog Approach. Rosen College of Hospitality Management,University of Central Florida, pp. 

1-8. 

Lieber, E., (2009). Mixing Qualitative and Quantitative Methods: Insights into Design and 

Analysis Issues. Journal of Ethnographic & Qualitative Research, Volume 3, pp. 218-227. 

Lim, C., Chew, S. L., Lim, Z. Y. & Liu, W, (2014). Pre- and Post-Vistit Perceptions of Youth 

Tourists to China. Journal of China Tourism Research, 10(2), pp. 236-255. 

LIM,Y&Weaver,P.A, (2014). Customer-based Brand Equity for a Destination: the Effect of 

Destination Image on Performance for Products Associated with a Destination Brand. 

International Journal of Tourism Research, Volume 16, pp. 223-231. 

Limbert, M., (2010). In the Time of Oil: Piety, Memory, and Social Life in an Omani 

Town.Stanford University Press. 

Lin, C. H., Morais, D. B., Kerstetter, D. L., & Hou, J. S, (2007). Examining the Role of 

Cognitive and Affective Image in Predicting Choice Across Natural, Developed, and Theme-

Park Destinations. Journal of Travel Research, 46(2), pp. 183-194. 

Lin, D. and Simmons, D, (2017). Structured Inter-network Collaboration: Public Participation 

in tourism Planning in Southern China. Tourism Management, Volume 63, pp. 315-328. 

Lin, S. P., Yang, C. L., Pi, H. C., & Ho, T. M, (2016). Tourism Guide Cloud Service Quality: 

What Actually Delights Customers?. Springer Plus .https : // www. ncbi. nlm  .nih. gov /pmc 

/articles/PMC5050176/, 5(1), p. 1712. 

Lincoln, Y. S., & Guba, E. G, (1985). Naturalistic Inquiry.Newbury Park, CA: Sage 

Publications. 

Lingavel, D, (2015). Impact of Customer Relationship Management on Brand Equity: Private 

Hospitals in Jaffna. European Journal of Business and Management,http://www.iiste.org, 

7(4), pp. 69-79. 



 
 

304 
 

Lingeberzins,E.Strele,I.& Fogelmanis,K, (2014). Nstionail Identity in Latvia for Effective 

Place Marketing. West East Journal of Social Sciences, Volume 1, pp. 1-10. 

LIU, B.&FU,Z, (2011). Relationship between Strategic Orientation and 

OrganizationalPerformance in Born Global: A Critical Review. International Journal of 

Business and Management, 6(3), pp. 109-115. 

Liu, C.H.S. & Chou, S.F, (2016). Tourism Strategy Development and Facilitation of 

Integrative Processes among Brand Equity, Marketing and Motivation. Tourism 

Management, Volume 54, pp. 298-308. 

Live, S. T, (2015). Is Oman the Middle East's Next Tourist Destination?. AFP 

Relaxnews.http://www.timeslive.co.za/lifestyle/travel/2015/08/20/Is-Oman-the-Middle-

Easts-Next-Tourist-Destination. 

Li, Z., (2001). Cultural impact on International Branding: A Case of Marketing Finnish 

Mobile Phones in China. University of Jyvaskyla. 

Llodra-Riera, I., Martínez-Ruiz, M. P., Jimenez-Zarco, A. I., & Izquierdo-Yusta, A, (2015). 

A Multidimensional Analysis of the Information Sources Construct and its Relevance for 

Destination Image Formation. Tourism Management, Volume 48, pp. 319-328. 

Loh, J., (2013). Inquiry into Issues of Trustwor Thiness and Quality in Narrative Studies: A 

Perspective. The Qualitative Report, 18(33), pp. 1-15. 

Loi, D.H.Sentosa,I.&Gin,L.J, (2014). Development of Framework for The Image of Vietnam 

As a Tourism Destination for MalaysianTourists. Journal of Arts, Science &Commerce, 

4(15), pp. 1-10. 

Lokke, A. K., & Sorensen, P. D, (2014). Theory Testing Using Case Studies. Electronic 

Journal of Business Research Methods, 12(1), pp. 66-74. 

Loncaric, B., (2014). Branding Cities as Tourist Destinations: the Case of Slavonski Brod, 

Croatia. Tourism and Hospitality Industry, pp. 229-244. 

Lopesi, S, (2011). Destination image: Origins, Developments and Implications. © 

PASOS.Revista de Turismo y Patrimonio Cultural, 9(2.ISSN 1695-7121), pp. 305-315. 

Lovelock,C.& Patterson,P, (2015). Services Marketing.Pearson Australia. 

Lovelock, C. H., (1991). Services Marketing. 2
nd

  ed., Prentice- Hall. 

Lu, C., Berchoux, C., Marek, M. W., & Chen, B, (2015). Service Quality and Customer 

Satisfaction: Qualitative Research Implications for Luxury Hotels. International Journal of 

Culture, Tourism and Hospitality Research, 9(2), pp. 168-182. 

Lu, C., (2014). Analysis of Factors Influencing the Strategic Choice of Brand Architecture. 

Open Journal of Social Sciences, 2(9), pp. 28-32. 



 
 

305 
 

Lu, H., (2007). The Role of Guanxi in Buyer-seller Relationships in China: A Survey of 

Vegetable Supply Chains in Jiangsu Province. Wageningen Academic Pub. 

Lumley, T., Diehr, P., Emerson, S., & Chen, L, (2002). The Importance of the Normality 

Assumption in Large Public Health Data Sets. Annual Review of Public Health, 23(1), pp. 

151-169. 

Lunenburg, F. C, (2010). Communication: The Process, Barriers, and Improving 

Effectiveness. Schooling, 1(1), pp. 1-11. 

Lyons, E., & Coyle, A, (2016). Analysing Qualitative Data in Psychology.Sage. 

Lyu, S. O, (2017). Which Accessible Travel Products are People with Disabilities Willing to 

Pay more? A Choice Experiment. Tourism Management, Volume 59, pp. 404-412. 

MacInnis, D.J.Park,C.W.& Priester,J.W, (2014). Handbook of Brand 

Relationships.Routledge. 

Mack, L, (2010). The Philosophical Underpinnings of Educational Research. Polyglossia, 

Volume 19, pp. 5-11. 

Mackenzie, N. and Knipe, S, (2006). Research Dilemmas: Paradigms, Methods and 

Methodology. Issues in Educational Research, 16(2), pp. 193-205.. 

Madden, K., Rashid, B., & Zainol, N. A, (2016). Beyond the Motivation Theory of 

Destination Image. Tourism and Hospitality Management, 22(2), pp. 247-264. 

Madrigal, L., (1988). Statistics for Anthropology. Cambridge University Press. 

Magagula, L., & Lees, S, (2017). A Comparative Analysis of the Approach to Advertising 

Keywords in South African and English Trade Mark Law. Journal of Intellectual Property 

Law & Practice, 12(3), pp. 236-244. 

Magnani, L., (2011). Abduction, Reason and Science: Processes of Discovery and 

Explanation. Springer Science & Business Media. 

Maharaj, P. and Cowden, R, (2015). The Effectiveness Of Social Media In Enhancing The 

Market Presence Of Absa Bank In South Afraica. Arabian Journal of Business and 

Management Review (Oman Chapter), 4(11), pp. 7-34. 

Mahdzar,M.,Shuib,A.,& Ramachandran,S, (2015). The Role of Destination Attributes and 

Memorable Tourism Experience in Understanding Tourist Revisit Intentions. Tourism & 

Environment, Social and Management Sciences, pp. 32-39. 

Maher, J.M.Markey,J.C. &Ebert-May,D, (2013). The Other Half of the Story: Effect Size 

Analysis in Quantitative Research. CBE—Life Sciences Education. CBE—Life Sciences 

Education, 12(3), p. 345–351. 



 
 

306 
 

Mainwaring, S., (2011). We First: How Brands and Consumers Use Social Media to Build a 

Better World. Macmillan. 

Maity, S. and Kachari, S, (2015). Socio Economic Status and The Factors Influencing the 

Socio-Economic Status of Bodo Tribes: A Case Study of Udalguri District, Assam. The 

Scientific Journal for Theory and Practice of Socio-economic Development, 4(8), pp. 371-

394 . 

Majumdar, R., (2007). Product Management in India. 3
rd

 ed. PHI Learning Pvt. Ltd. 

Makasi,A.Govender,K.& Rukweza,C, (2014). Building Brand Equity through Advertising. 

Mediterranean Journal of Social Sciences,MCSER Publishing, Rome-Italy, 5(20), pp. 2613-

2624. 

Malec, M., (2018). Essential Statistics for Social Research.Routledge. 

Maley, C., (2012). Project Management Concepts, Methods, and Techniques.CRC Press. 

Malhotra, N, (2006). Questionnaire Design and Scale Development. The Handbook of 

Marketing Research: Uses, Misuses, and Future Advances, pp. 83-94. 

Malik, M.E.Ghafoor,M.M.& Iqbal,H.K, (2013). Importance of Brand Awareness and Brand 

Loyalty in assessing Purchase Intentions of Consumer. International Journal of Business and 

Social Science, 4(5), pp. 167-171. 

Manchaiah, V. K., & Zhao, F, (2012). Storytelling in Different Cultural Context: 

Applications to Hearing Loss Public Awareness Campaign. Journal of Behavioral Health, 

1(4), pp. 322-329. 

Manhas, P. S., Gupta, D. R., & Dogra, J., (2012). Destination Brand Building, Promotion & 

Branding: Impact analysis of Brand Building Elements. In Ashok Aima, Parikshat Singh 

Manhas & Jaya Bhasin (Eds.). Tourism Destination Management: Strategic Practices and 

Policies.New Delhi: Kanishka Publishers, Distributors. ISBN: 978-81-8457-370-1, pp. 390-

405. 

Manhas, P.S., Manrai, L.A. & Manrai, A.K, (2016). Role of Tourist Destination 

Development in Building its Brand Image: A Conceptual Model. Journal of Economics, 

Finance and Administrative Science, 21(40), pp. 25-29. 

Manhas,P.S.& Dogra,J,( 2013). Quality Management Practices and Tourism Destination 

Branding: Inter-Relationship And Preferential Study of the Components. Journal of Services 

Research, 13(1), pp. 75-93. 

Mannan, Z., (2013). Business Communication: Strategies for Success in Business and 

Professions. Saint Martin Publisher. 



 
 

307 
 

Mano, A., & da Costa, R. A, (2015). A Conceptual Model of the Antecedents and 

Consequences of Tourist Destination Image. Procedia Economics and Finance, Volume 23, 

pp. 15-22. 

MANSOUR, A., (2013). Planning for Economic diversification in Oman. www.oea-oman. 

Map of the Sultanate of Oman, Map of Oman. [internet]. Available from: 

http://www.destinationoman.com/images /Oman%20Map.pdf 

Marais, M., du Plessis, E., & Saayman, M, (2017). A Review on Critical Success Factors in 

Tourism. Journal of Hospitality and Tourism Management, Volume 31, pp. 1-12. 

Marino, E, (2008). The Strategic Deminataion of Destination Image.An Analysis of the 

French Reiviera Image from the Italian Tourists Perceptions. Tourism 

Management.University of Naples, pp. 1-20. 

Mariutti, F.G., Giraldi, J.D.M.E. & Crescitelli, E, (2013). The image of Brazil as a Tourism 

Destination: an Exploratory Study of the American Market. International Journal of Business 

Administration, 4(1), pp. 13-22. 

Markin, J., (1974). Consumer Behaviour: a Cognitive Orientation. Macmillan. Quoted in 

Gallarza, M. Saura, I and Garcia, H. (2002), Destination Image Towards a Conceptual 

Framework,a. Annals of Tourism Research, 29(1), pp. 56-78. 

Marla R. Stafford, Ronald J. Faber, (2015). Advertising, Promotion, and New 

Media.Routledge.. 

Marshment, J., (2014). Political Marketing: Principles and Applications. 2
nd

  ed.Routledge. 

Martin, H. S., & Bosque, I. A, (2008). Exploring the Cognitivee Affective Nature of 

Destination Image and the Role of Psychological Factors in its Formation. Tourism 

Management, 2(263-277), p. 29. 

Martins, M, (2015). The tourist Imagery, the Destination Image and the Brand Image. 

Journal of Tourism and Hospitality Management, 3(2), pp. 1-14. 

Martins, M., (2016). Gastronomic Tourism and the Creative Economy. Journal of Tourism, 

Heritage & Services Marketing, 2(2), pp. 33-37. 

Marzano, G. and Scott, N, (2010). Managing and Marketing Tourist Destinations: Strategies 

to Gain a Competitive Edge. Routledge. 

Mason, P., (2015). Tourism Impacts, Planning and Management. Routledge. 

Masterman,G&Wood,E.H, (2006). Innovative Marketing Communications: Strategies for the 

Events Industry. Routledge. 

Mathers, N., Fox, N.J. and Hunn, A, (1998). Surveys and questionnaires.NHS Executive, 

Trent. 



 
 

308 
 

Mathur, S.,( 2002). Globalization and Development: Some Issues and Empirical Facts. 

http://www.cid.harvard.edu. 

Matuleviciene, M., & Stravinskiene, J, (2015). The Importance of Stakeholders for Corporate 

Reputation. Engineering Economics, 26(1), pp. 75-83. 

Maumbe, K.Zhou,Y.& Selin,S, (2013). An Evaluation of the Brand Iidentity and Image of 

New Vrindaban ISKCON Community. West Virginia. West Virginia University, pp. 1-8. 

Mawby, R. I., Tecău, A. S., Constantin, C. P., Chițu, I. B., & Tescașiu, B, (2016). Addressing 

the Security Concerns of Locals and Visitors for the Sustainable Development of Tourist 

Destinations. Sustainability, 8(6), pp. 1-12. 

Mazilu, M.,( 2012). Sustainable Tourism of Destination, Imperative Triangle Among: 

Competitiveness, Effective Management and Proper Financing. INTECH Open Access 

Publisher, pp. 87-118. 

McCabe, S., Li, C., & Chen, Z, (2016). Time for a Radical Reappraisal of Tourist Decision 

Making? Toward a New Conceptual Model. Journal of Travel Research, 55(1), pp. 3-15. 

McCabe, S., (2010). Marketing Communications in Tourism and Hospitality. Routledge. 

McCamley, C., & Gilmore, A, (2017). Aggravated Fragmentation: A Case Study of SME 

Behaviour in two Emerging Heritage Tourism Regions. Tourism Management, Volume 60, 

pp. 81-91. 

McCool, S.F. and Bosak, K,( 2015). Reframing SustainableTourism.Springer. 

McDonald, M.&de Chermetony,L, (2001). Corporate Marketing and Service Brands: Moving 

Beyond the Fast Moving ConsumerGoods Model. European Journal of Marketing, 35(3/4), 

pp. 355-352. 

McLeish, B., (2010). Successful Marketing Strategies for Nonprofit Organizations: Winning 

in the Age of the Elusive Donor. John Wiley & Sons. 

Means, T., (2006). English and Communication for Colleges.Cengage Learning. 

Mehdi, K, (2015). Strategic E-Commerce Systems and Tools for Competing in the Digital 

Market Place.IGI Global,United States. 

Melewar, T. C., Foroudi, P., Gupta, S., Kitchen, P. J., & Foroudi, M. M, (2017). Integrating 

Identity, Strategy and Communications for Trust, Loyalty and Commitment. European 

Journal of Marketing, 51(3), pp. 572-604.. 

Mendez, C., (2009). Anthropology and Ethnography:Contributions toIntegrated Marketing 

Communications. Marketing Intelligence & Planning, 27(5), pp. 633 - 648. 

Michaelidou, N., Siamagka, N. T., Moraes, C., & Micevski, M, (2013). Do Marketers Use 

Visual Representations of Destinations that Tourists Value? Comparing Visitors’ Image of a 



 
 

309 
 

Destination With Marketer-Controlled Images Online. Journal of Travel Research, 25(6), pp. 

789-804. 

Michel, G&Ambler,T, (1999). Establishing Brand Essence Across Borders. Journal of Brand 

Management, 6(5), pp. 333-345. 

Middleton, V. T., Fyall, A., Morgan, M., & Ranchhod, A, (2009). Marketing in Travel and 

Tourism. Routledge. 

Mihajlovic, I. and Krzelj-colovic, Z, (2014). The Impact Of Globalsation On The 

Development Of Touirsm With In Social And Economic Changes. European Scientific 

Journal,ISSN: 1857 – 7881 , pp. 108-120. 

Mihalic, T., (2013). Performance of Environmental Resources of a Tourist Destination: 

Concept and Application. Journal of Travel Research, Volume 525, pp. 614-630. 

Milicevic, K., Mihalic, T., & Sever, I, (2017). An Investigation of the Relationship between 

Destination Branding and Destination Competitiveness. Journal of Travel & Tourism 

Marketing, 34(2), pp. 209-221. 

Millar, M, (2008). An Empirical Inventigation of Gaming Destination Images: Implications 

for Branding. Hospitality Management.http://repository.usfca.edu/hosp/8, pp. 1-19. 

Miller, M.M., Henthorne, T.L. and George, B.P, (2008). The Competitiveness of the Cuban 

Tourism Industry in the Twenty-First Century: a Strategic Re-evaluation. Journal of Travel 

Research, 46(3), pp. 268-278. 

Miller, D., (2014). Brand-Building and the Elements of Success: Discoveries Using 

Historical Analyses. Qualitative Market Research: An International Journal, 17(2), pp. 92 - 

111. 

Mills, A. J., Durepos, G., & Wiebe, E, (2010). Encyclopedia of case study research: L-z; 

index (Vol. 1). Sage. 

Min,Z.Xiaoli,P.& Bihu,W, (2012). Research on Residents’ perceptions on Tourism Impacts 

and Attitudes:A Case Study of Pingyao Ancient City. In Conferenceof the International 

Forum on Urbanism.Internailonal Forum on Urbanism, pp. 1-10. 

Mindrut, S., Manolica, A., & Roman, C. T, (2015). Building Brands Identity. Procedia 

Economics and Finance, Volume 20, p. 393 – 403. 

Ministry of Heritage and Culture, (2005). Magan Boat. Unpublished Report. Muscat,Ministry 

of Heritage and Culture. 

Ministry of Environment and Climate Affairs, (2014). 5 National Reports to the Convention 

on Biological Diversity (CBD) 

Ministry of Economy Information,( 2005). Oman: The Development Experience and 

Investment Climate.5th EdMuscat, Sultanate of Oman.Muscat. 



 
 

310 
 

Ministry of Information (2017). IKA Formula Kite World Championships Muscat, Sultante 

of Oman:http://formulakite.com/images/documents/2017_FK_Worlds_Accommodation.pdf  

Ministry of Tourism (2006). The Wave Muscat Project.Unpublished Report. Muscat.  

Ministry of Oman Tourism (2014). Oman Tourism Development Company Unveils Projects 

to Boost Tourism and Economy.  

Mir, R., & Jain, S, (2017). The Routledge Companion to Qualitative Research in 

Organization Studies. Routledge. 

Mirimi, K. M., (2013). ZimbabweTourism Branding in Perspective: Can the Undiscovered 

Tourism Gems be the Panacea to Destination Competitiveness?. International Journal of 

Development and Sustainability, 2(2), pp. 1365-1376. 

Miryala, R. K.  (2015). Trends, Challenges & Innovations in Management. Zenon Academic 

Publishing. 

Mishra, R., (2009). Exploring Educational Research.APH Publishing. 

Mitsche, N., Vogt, F., Knox, D., Cooper, I., Lombardi, P. and Ciaffi, D, (2011). Intangibles: 

Enhancing Access to Cities' cultural heritage through Interpretation. International Journal of 

Culture, Tourism and Hospitality Research, 7(1), pp. 68-77. 

Mitsche, N., Vogt, F., Knox, D., Cooper, I., Lombardi, P., & Ciaffi, D, (2013). Intangibles: 

Enhancing Access to Cities' Cultural Heritage through Interpretation. International Journal of 

Culture, Tourism and Hospitality Research, Volume 7-1, pp. 68-77. 

Mkansi, M., & Acheampong, E. A, (2012). Research Philosophy Cebates and classifications: 

Students Dilemma. Electronic Journal of Business Research Methods, 10(2), pp. 132-140.. 

Mocanu, R., (2014). Destination Branding through Experience and Authenticity. Journal of 

Tourism Challenges and Trends, 7(1), pp. 89-106. 

Modica, P., & Uysal, M.  (2016). Sustainable Island Tourism: Competitiveness and Quality 

of Life.CABI. 

Mohammad, B.A.M.A.H. and Som, A.P.M,( 2010). An Analysis of Push and Pull Travel 

Motivations of Foreign Tourists to Jordan. International Journal of Business and 

Management, 5(12), pp. 41-50. 

Mohan,B.C.&Sequeira,A.H, (2015). The Impact of Customer Based Brand Equity on the 

Operational Performance of FMCG Companies in India. IIMB Management Review, 1(7), pp. 

1-7. 

Mohanty, P. K., & Kumar, N. S, (2017). Measuring Farmer’s Satisfaction and Brand Loyalty 

toward Indian Fertilizer Brands Using DEA. Journal of Brand Management, pp. 1-22. 



 
 

311 
 

Moilanen, T.&Rainisto,S, (2008). How to Brand Nations,Cities and Destinations: A Planning 

Book for Place Branding. Palgrave Macmillan.  

Moiseieva, M., (2013). Mini Cooper: Marketing Strategy, Digital Marketing, Brand & Ethics. 

CRIS-Bulletin of the Centre for Research and Interdisciplinary Study, Volume 1, pp. 93-113. 

Molina, A., Gómez, M., & Martín-Consuegra, D, (2010). Tourism Marketing Information 

and Destination Image Management. African Journal of Business Management, 4(5), pp. 

722-728. 

Mongkol, K., (2014). Integrated Marketing Communication to Increase Brand Equity: The 

Case of a Thai Beverage Company. International Journal of Trade, Economics and Finance, 

5(5), pp. 445-448. 

Moreira, P., & Iao, C, (2014). A Longitudinal Study on the Factors of Destination Image, 

Destination Attraction and Destination Loyalty. Journal of Social Sciences, 3(3), pp. 90-112. 

Morgan, D. L , (2007). Paradigms Lost and Pragmatism Regained. Methodological 

Implications of Combining Qualitative and Quantitative Methods. Journal of Mixed Methods 

Research, Volume 1, pp. 48-76. 

Morgan, G.A., Leech, N.L., Gloeckner, G.W. and Barrett, K.C, (2013). IBM SPSS for 

Introductory Statistics: Use and Interpretation. 5 ed.Routledge. 

Morgan, N, Pritchard, A. and Pride, R, (2003). Destination Branding: Creating the Unique 

Destination Proposition. Journal of Vacation Marketing, 10(1), pp. 87-90. 

Morgan, N. Pritchard,A.&Pride,R ,(2012).Destination Brands. Routledge. 

Morgan, N.&Pritchard,A, (2013). Advertising in Tourism and Leisure.Routledge. 

Morgan, N., & Pritchard, A, (2002). Destination Branding, Creating the Unique Destination 

Proposition.Butterworth-Heinemann, Oxford. 

Morgan, N., Pritchard, A. & Pride, R, (2011). Tourism Places, Brands, and Reputation 

Management.Destination Brands: Managing Place Reputation. 3
rd

  ed. Oxford: Butterworth-

Heinemann. 

Morgan, N.J. & Pritchard, A, (2012). Promoting Niche Tourism Destination Brands: Case 

Studies of New Zealand and Wales. Journal of Promotion Management, 12(1), pp. 17-33. 

Morgan,N. Pritchard,A.& Pride,R, (2004). Destination Branding: Creating the Unique 

Destination Proposition. 2
nd

  ed. London: Routledge. 

Morgan,N.Pritchard,A.&Pride,R, (2007). Destination Branding. 2
nd

  ed. Routledge. 

Morgan, D., (2007). Paradigms Lost and Pragmatism Regained: Methodological Implications 

of Combining. Journal of Mixed Methods Research, 1(1), pp. 48-76. 



 
 

312 
 

Moriuchi, E., & Takahashi, I, (2016). Satisfaction Trust and Loyalty of Repeat Online 

Consumer within the Japanese Online Supermarket Trade. Australasian Marketing Journal 

(AMJ), 24(2), pp. 146-156. 

Morris, L., (2011). Social Trust and Life Insurance: The Impact of Genetic Test Results in the 

Republic of Ireland. Cambridge Scholars Publishing. 

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

Routledge. 

Msuya, R. I, (2015). Tourism Industry in Tanzania: The Missing Links to Become an 

Attractive and Competitive Tourist Destination. Journal of Business Administration and 

Education, 7(2), pp. 213-233. 

Muhanna, E., (2006). Sustainable Tourism Development and Environmental Management for 

Developing Countries. Problems and Perspectives in Management, 4(2), pp. 14-30. 

Muller, T., (2011). Paradigms in Project Management Research: Examples From 15Years of 

IRNOP Conferences. International Journal of Managing Projects in Business, 4(1), pp. 82-

104. 

Munar, A. M., & Jacobsen, J. K. S, (2013). Trust and Involvement in Tourism Social Media 

and Web-based Travel Information Sources. Scandinavian Journal of Hospitality and 

Tourism, 13(1), pp. 1-19. 

Murphy, P. Pritchard, M. and Smith, B , (2000). The Destination Product and its Impact on 

traveller perceptions. Tourism Management, 21(1), pp. 43-52. 

Muzaffar, B., (2016). The Development and Validation of a Scale to Measure Training 

Culture: The TC Scale. Journal of Culture, Society and Development, Volume 23, pp. 49-58. 

Mwape, B.& Mumba,J,( 2012). Tools For Policy Research.AuthorHouse. 

Myers, M., (2013). Qualitative Research in Business and Management. Sage. 

Nagelkerk, J., (2006). Starting Your Practice: A Survival Guide for Nurse Practitioners. 

Elsevier Health Sciences. 

Naidoo, P., Ramseook-Munhurrun, P., & Durbarry, R, (2010). Tourists’ Perspective of the 

Brand Image of Mauritius. International Journal of Management and Marketing Research, 

3(3), pp. 95-106. 

Naidoo,P.Munhurrun,P.R.&Durbarry,R, (2012). The Brand Image of A small Island 

Destination. Journal of Tourism , 7(2), pp. 261-278. 

Naidoo, P. &. R.-M. P., (2012). The Brand Image of a Small Island Destination: the Case of 

Mauritius. Global Journal of Business Research, 6(1), pp. 47-54. 



 
 

313 
 

Nam, J.Ekinci,Y.&Whyatt,G, (2011). Brand Equity, Brand Loyalty and Consumer 

Satisfaction. Annals of Tourism Research, 38(3), pp. 1009-1030. 

Nandan, S., (2005). An Exploration of the Brand Identity–Brand Image linkage: A 

Communications Perspective. Journal of Brand Management, 12(4), pp. 264-278. 

Napitupulu, D., Kadar, J. A., & Jati, R. K, (2017). Validity Testing of Technology 

Acceptance Model Based on Factor Analysis Approach. Indonesian Journal of Electrical 

Engineering and Computer Science, 5(3), pp. 697-704. 

Nardi, P. M., (2018). Doing Survey Research: A Guide to Quantitative Methods. Routledge. 

Natarajan, T., Balasubramaniam, S.A. and Srinivasan, T, (2017). Relationship between 

Internal Branding, Employee Brand and Brand Endorsement. International Journal of 

Business and Management, 12(1), pp. 95-110. 

Nayak, B.K. & Hazra, A, (2011). How to Choose the Right Statistical Test?. Indian Journal 

of Ophthalmology, 59(2), pp. 85-86. 

Nedelea, A., (2016). Strategic Tools and Methods for Promoting Hospitality and Tourism 

Services.IGI Global. 

Neuman, W., (2003). Social Research Methods: Qualitative and Quantitative Approaches. 5
th

  

ed. Boston:Allyn and Bacon. 

Neuts, B., Romao, J., van Leeuwen, E. and Nijkamp, P, (2013). Describing the Relationships 

between Tourist Satisfaction and Destination Loyalty in a Segmented and Digitalized Market. 

Tourism Economics, 19(5), pp. 987-1004. 

Newsom, J., (2015). Longitudinal Structural Equation Modeling: A Comprehensive 

Introduction. Routledge. 

Niros,M.I.&Pollalis,Y.A, (2012). Brand Personality and Consumer Behaviour:Strategies for 

Building Strong Services Brands. Journal of Marketing and Operations Management 

Research, 2(2), pp. 102-115. 

Njoku, I. A., (2017). The Role of Communication in Conflict Resolution. International 

Journal of Communication, 5(1). 

Nowell, S. (2009). Oman - Culture Smart: The Essential Guide to Customs & Culture. 

Kuperard. 

Ntounis, N. F., & Kavaratzis, M, (2017). Re-branding the High Street: The Place Branding 

Process and Reflections from three UK Towns. Journal of Place Management and 

Development. 

Nutz, G. (2013). Think Place: Geographies of National Identity in Oman. 



 
 

314 
 

Nunkoo, R. and Smith, S.L, (2014). Trust, Tourism Development and Planning. 

Routledge.(Vol. 47). 

Nyadzayo, M. W., & Khajehzadeh, S, (2016). The Antecedents of Customer Loyalty: A 

Moderated Mediation Model of Customer Relationship Management Quality and Brand 

Image. Journal of Retailing and Consumer Services, Volume 30, pp. 262-270. 

Obasan, K., (2012). Organizational Culture and its Corporate Image: A Model Juxtaposition.. 

Business and Management Research, 1(1), pp. 121-132. 

OER, (2004). The Future for Tourism ( lnternet). Available from,http ://www.oeronline. 

com> (Accessed 22 Feb 2007). 

Okumus, A.&Yasin,B, , (2008). Examining the Image of Italy, France,and Morocco as a 

Tourist Destination. Antalya, Turkey, Turkey.SBN: 978-975-96260-4-4, pp. 13-24. 

Okyere, N.Y.D., Agyapong, G.K. & Nyarku, K.M, (2011). The Effect of Marketing 

Communications on the Sales Performance of Ghana Telecom (Vodafone, Ghana). 

International Journal of Marketing Studies,, 3(4), pp. 50-62. 

Oliveira, E., & Panyik, E. (2015). Content, context and co-creation: Digital challenges in 

destination branding with references to Portugal as a tourist destination. Journal of Vacation 

Marketing, 21(1), 53-74. 

Oliveira, E. H. D. S., (2015). Place Branding in Strategic Spatial Planning: A Content 

Analysis of Development Plans,Strategic Initiatives and Policy Documents for Portugal 

2014-2020. Journal of Place Management and Development, 8(1), pp. 23-50. 

Omani Market Report (2016). Food and Hospitality Oman. Oman Convention & Exhibition 

Centre. Muscat, Sultanate of Oman. 

http://isfahanfair.ir/sites/isfahanfair.ir/foodoman.isfahanfair.ir/documents/2016/takmili.pdf 

Onwuegbuzie,A.J.&Collins,K.M.T, (2007). A Typology of Mixed Methods Sampling 

Designs in Social Science Research. The Qualitative 

Report.http://www.nova.edu/ssss/QR/QR12-2/onwuegbuzie2.pdf, 12(2), pp. 281-316. 

OPEC, (2015). Annual Statistical Bulletin: Organization of the Petroleum Exporting 

Countries. 50 ed. (Internet) avialble from: http : // www.  opec . org / opec _ web / static _ 

files _ project / media / downloads /publications/ASB2015.pdf. 

Orth, U. R., Orth, U. R., Rose, G. M., & Rose, G. M, (2017). Consumers’ brand identity 

complexity: Conceptualization and Predictive Ability. European Journal of Marketing, 51(2), 

pp. 304-323. 

Osarenkhoe, A., (2008). What characterises the Culture of a Market-Oriented Organisation 

Applying a Customer-Intimacy Philosophy& Quest. Journal of Database Marketing & 

Customer Strategy Management, 15(3), pp. 169-190. 



 
 

315 
 

Osborne, J.W. and Costello, A.B, (2004). Sample Size and Subject to Item Ratio in Principal 

Components Analysis. Practical Assessment, Research & Evaluation . http : // pareonline 

.net/getvn.asp?v=9&n=11, 9(11). 

Osborne, J.W. and Costello, A.B, (2009). Best Practices in Exploratory Factor Analysis: Four 

Recommendations for Getting the Most from your Analysis.. Pan-Pacific Management 

Review, 12(2), pp. 131-146. 

Osborne, J., (2015). What is Rotating in Exploratory Factor Analysis?. Practical Assessment, 

Research & Evaluation, 20(2), pp. 2-7. 

Osborne, J. W., & Banjanovic, E. S. (2016). Exploratory factor analysis with SAS. SAS 

Institute. 

Oskam, J., & Boswijk, A, (2016). Airbnb: the Future of Networked Hospitality Businesses. 

Journal of Tourism Futures, 2(1), pp. 22-42. 

Othman NA, Wee H, Hassan R, (2014). How did Malaysia Manage its Position as Top 10 

World Tourist Destinations in UNWTO Ranking in 2012?. Journal of Spatial and 

Organizational Dynamics, 2(1), pp. 41-50. 

Othman, J., (2015). Assessing Scenic Beauty of Nature-based Landscapes of Fraser's Hill. 

Procedia Environmental Sciences, Volume 30, pp. 115-120. 

Owen, K., Mundy, R., Guild, W. & Guild, R, (2001). Creating and Sustaining the High 

Performance Organization. Managing Service Quality: An International Journal, 11(1), pp. 

10-21. 

Ozturk, R., (2015). Exploring the Relationships between Experiential Marketing, Customer 

Satisfaction and Customer Loyalty: An Empirical Examination in Konya. World Academy of 

Science, Engineering and Technology. International Journal of Social, Behavioral, 

Educational, Economic and Management Engineering, 9(8), pp. 2734-2737. 

Palazon-Vidal, M. & Delgado-Ballester, E, (2005). Sales Promotions Effects on Consumer-

Based Brand Equity. International Journal of Market Research, 47(2), pp. 179-204. 

Pallant, J., (2007). SPSS Survival Manual.3
rd

 ed. McGraw-Hill Education (UK) 

Pallant, J., (2013). SPSS Survival Manual. 5
th

  ed. McGraw-Hill Education (UK). 

Pallant, J., (2016). SPSS Survival Manual : a Step by Step Guide to Data Analysis Using IBM 

SPSS. 6
th

  ed. McGraw-Hill Education (UK). 

Palmgren,P.J,Sundberg,T, and Laksov,K.B , (2015). Reassessing the Educational 

Environment Among Undergraduate Students in a Chiropractic Training Institution: A study 

OverTime. Journal of Chiropractic Education, 29(2), pp. 110-126. 

Panda, T., (2004). Consumer Response to Brand Placements in Flms Role of Brand 

Congruity and Modality of Presentation in Bringing Attitudinal Change Among Consumers 



 
 

316 
 

With Special Reference to Brand Placements in Hindi Films. South Asian Journal of 

Management, Volume 114, pp. 7-25. 

Panda, T., (2006). Contemporary Marketing: The Changing Face of Marketing in 21st 

Century. ICFAI Books. 

Panda, T., (2009). Marketing Management: Text and Cases Indian Context. 2nd ed. 

s.l.:Anurag Jain,Excel Books India. 

Pandey, N., & Srivastava, V, (2013). Factors Affecting Tourists’ Intention to Purchase: a 

Study of Indian Domestic Tourists. International Journal of Indian Culture and Business 

Management, 6(3), pp. 314-329. 

Pansiri, J, (2005). Pragmatism: A Methodological Approach to Researching Strategic 

Alliances in Tourism. Tourism and Hospitality Planning & Development, 2(3), pp. 191-206. 

Pantano, E., & Priporas, C. V, (2016). The Effect of Mobile Retailing on Consumers' 

Purchasing Experiences: A Dynamic Perspective. Computers in Human Behavior, Volume 

61, pp. 548-555. 

Papadopoulos, N. and Heslop, L, (2002). Country Equity and Country Branding:Problems 

and Prospects. Journal of Brand Management, 9( 4-5), pp. 294-314 . 

Papadopoulos, N., (2014). Product-Country Images: Impact and Role in International 

Marketing. Park Square: Routledge. 

Papathanassis,A.Lukovic,T.& Vogel,M, (2012). Cruise Tourism and Society: A Socio-

economic Perspective. Springer Science & Business Media. 

Pappu, R., & Quester, P, (2017). A Commentary on Conceptualising and Measuring 

Consumer-Based Brand–Retailer–Channel Equity. Journal of Retailing and Consumer 

Services, 1(1), pp. 1-3. 

Parida, S., (2015). Destination Image and Tourism: A Study On Chandipur Beach Of Odisha. 

Journal of Business Management & Social Sciences Research (JBMSSR), 4(5.ISSN No: 

2319-5614), pp. 406-415. 

Park, C.W., Eisingerich, A.B., Pol, G. & Park, J.W, (2013). The Role of Brand Logos in Firm 

Performance. Journal of Business Research, 66(2), pp. 180-187. 

Pars, S.R.&Gulsel,C, (2011). The Effects of Brand Image on Consumers’ Choice. 

International Journal of Business and Social Science, 2(20), pp. 227-238. 

Pasian, B., (2015). Designs, Methods and Practices for Research of Project Management. 

Gower Publishing. 

Pasquinelli,C.Bellini,N.& Pike,A, (2012). Competition, Cooperation, Co-opetition.Widening 

the perspective on Place Branding.Un publisher phD thesis.Scuola Superiore Sant’Anna di 

Studi Univresity. 



 
 

317 
 

Pathirage, C.P., Amaratunga, R.D.G & Haigh, R.P, (2008). The Role of Philosophical 

Context in the Development of Theory: Towards Methodological Pluralism. The Built & 

Human Environment Review, Volume 1, pp. 1-10. 

Patil, S. and Mankar, A, (2016). Research Methodology: For Beginners. International 

Research Journal of Multidisciplinary Studies, 2(1), pp. 1-6. 

Patterson, P., & Patterson, P, (2016). Retrospective: Tracking the Impact of Communications 

Effectiveness on Client Satisfaction, Trust and Loyalty in Professional Services. Journal of 

Services Marketing, 30(5), pp. 485-489. 

Patti, C. H., Hartley, S. W., van Dessel, M. M., & Baack, D. W, (2017). Improving Integrated 

Marketing Communications Practices: a Comparison of Objectives and Results. Journal of 

Marketing Communications, 23(4), pp. 351-370. 

Pawaskar, P., & Goel, M, (2014). A conceptual model: Multisensory marketing and 

destination branding. Procedia Economics and Finance, Volume 11, pp. 255-267. 

Pedersen, A., (2002). Managing Tourism at World Heritage Sites:A Practical Manual for 

World Heritage Site Managers. World Heritage Mmanuals. 

Peffers, K., Tuunanen, T., Rothenberger, M. A., & Chatterjee, S, (2007). A Design Science 

Research Methodology for Information Systems Research. Journal of Management 

Information Systems, 24(3), pp. 45-77. 

Pekovic, S., (2013). What Factors Influence Quality Services Improvement in Montenegro: 

Emprical Analysis. International Journal for Quality Research, 7(1), p. 63–70. 

Pelto, P. J., (2017). Mixed Methods in Ethnographic Research: Historical 

Perspectives.Taylor & Francis. 

Percy, L., (2014). Strategic Integrated Marketing Communications. Routledge. 

Pereda, M. H, (2002). Repeat Visitors of a Tourist Destination. Journal of Travel Research, 

Volume 12, pp. 1-7. 

Perkins, S.& Muondo,R.A, (2013). Organizational Behaviour: People, Process, Work and 

Human Resource Management. Great Britain and United States: Kogan Page. 

Perkins, L., (2015). The Community Manager's Playbook: How to Build Brand Awareness 

and Customer Engagement. Apress. 

Peterson, J., (2016). Oman in the Twentieth Century: Political Foundations of an Emerging 

State. Routledge. 

Petrescu, M, (2014). Viral Marketing and Social Networks.Business Expert Press. 

Pfeiffer, M, (2008). Preparing Community College Presidents: Sociocultural Influences on 

Leadership Development. ProQuest. 



 
 

318 
 

Pham, V., (2015). Destination Brand and Tourism Business Brands in Binh Thuan 

Province,Vietnam. Master of Tourism Management.http://hdl.handle.net/10063/4630. 

Philemon, J. R., (2015). Assessment of Tourists Perception and Satisfaction of Tanzania 

Destination. European Scientific Journal, ESJ, 11(13), pp. 107-119. 

Phillips, S. G., & Hunt, J. S, (2017). ‘Without Sultan Qaboos, We Would Be Yemen’: The 

Renaissance Narrative and the Political Settlement in Oman. Journal of International 

Development, 29(5), pp. 645-660. 

Pierson, E. and Yau, C, (2015). ZIFA: Dimensionality Reduction for Zero-inflated Single-cell 

gene Expression Analysis. Genome Biology, 16(1). 

Pike, S. & Page, S, (2014). Destination Marketing Organizations and Destination 

Marketing:A Narrative Analysis of the Literature.Tourism Management, Volume 41, pp. 202-

227. 

Pike, S., (2014). Destination Brand Performance Measurement Over Time.In Tourists’ 

Perceptions and Assessments. Emerald Group Publishing Limited, pp. 111-120. 

Pike, S., (2015). Destination Marketing: Essentials. Routledge.. 

Pike, S., (2016). Destination Marketing. 2 ed. Routledge.London. 

Pike, S., (2017). Destination Positioning and Temporality: Tracking Relative Strengths and 

Weaknesses Over Time. Journal of Hospitality and Tourism Management, Volume 31, pp. 

126-133. 

Pike, S., (2005). Tourism destination branding complexity. Journal of Product & Brand 

Management, 14(4), pp. 258 - 259. 

Pike, S., (2012). Destination Marketing. Routledge.Goole Book. 

Pittard,N. Ewing,M.&Jevons,C, (2007). Aesthetic Theory and Logo Design: Examining 

Consumer Response to Proportion Across Cultures. International Marketing Review, 24(4), 

pp. 457 - 473. 

Plangger, K., (2015). Thriving in a New World Economy: Proceedings of the 2012 World 

Marketing Congress/Cultural Perspectives in Marketing Conference. s.l.:Springer. 

Popky, L., (2015). Marketing Above the Noise: Achieve Strategic Advantage with Marketing 

that Matters. Bibliomotion, Inc. 

Porter, M, (2008). Competitive Strategy: Techniques for Analyzing Industries and 

Competitors. Simon and Schuster. 

Power, J., (2005). Developing a Cohesive Position for Rural Tourism-The Role of Image 

Congruence. Tourism Research Conference,The University of Algarve.Faro, Portugal, pp. 1-

14. 



 
 

319 
 

Prayag, G., Hosany, S., Muskat, B., & Del Chiappa, G, (2017). Understanding the 

Relationships Between Tourists’ Emotional Experiences, Perceived overall Image, 

Satisfaction, and Intention to Recommend. Journal of Travel Research, 56(1), pp. 41-54. 

Preacher,K.J.&MacCallum,R.C, (2003). Repairing Tom Swift’s Electric FactorAnalysis 

Machine. Under Standing STatistics, 2(1), p. 13–43. 

Preechawong, P. and Sawagvudcharee, O, (2016). The Perceived Destination Identity of 

Stakeholders: a Case of Chang Island. Journal of Education and Vocational Research, 7(2), 

pp. 27-35. 

Pringle, H, (2008). Brand Immortality: How Brands Can Live Long and Prosper. Kogan 

Page.London. 

Pritchard, A., & Morgan, N, (1998). Mood marketing - the new destination branding strategy: 

a case of Wales the brand. Journal of Vacation Marketing, 4(3), pp. 215-229. 

Pritchard, M., (2003). Tourist Price Sensitivity and the Elasticity of Demand: The Case of BC 

Ferries. Review of Tourism Research, Volume 1, pp. 94-104. 

Privitera, G. J., (2015). Student Study Guide With IBM® SPSS® Workbook for Essential 

Statistics for the Behavioral Sciences.SAGE Publications. 

Puh, B., (2014). Destination Image and Tourism Satisfaction: The Case of a Mediterranean 

Destination. Mediterranean Journal of Social Sciences..MCSER Publishing, Rome-Italy, 

5(13), pp. 538-544. 

Punjaisri, K., Wilson, A., & Evanschitzky, H, (2008). Exploring the Influences of Internal 

Branding on Employees' Brand Promise Delivery: Implications for Strengthening Customer–

Brand Relationships. Journal of Relationship Marketing, 4(407-424), p. 7. 

Putnam,L.L. & Mumby,D.K,( 2013). The SAGE Handbook of Organizational 

Communication: Advances in Theory, Research, and Methods. 3rd ed.SAGE. 

Pyke, S., Hartwell, H., Blake, A., & Hemingway, A, (2016). Exploring Well-being as a 

Tourism Product Resource. Tourism Management, Volume 55, pp. 94-105. 

Qi, C.X., Gibson, H.J. and Zhang, J.J, (2009). Perceptions of Risk and Travel Intentions: The 

Case of China and the Beijing Olympic Games. Journal of Sport & Tourism, 14(1), pp. 43-

67. 

Qing Chi,C.G& Qu,H, (2008). Examining the Structural Relationships of Destination Image, 

Tourist Satisfaction and Destination Loyalty: An Integrated. Tourism Management, 29(4), p. 

624–636. 

Qu ,Y.& Qu,H, (2011). Non-utilitarian Tourism Destination Positioning Using Affective 

Images and Personality Traits. Travel and Tourism.http://scholarworks.umass.edu, pp. 1-5. 



 
 

320 
 

Radhakrishna, R., (2007). Tips for Developing and Testing Questionnaires/ Instruments. 

Journal of Extension, 45(1), pp. 1-4. 

Radovic-Markovic, M., & Nikitovic, Z, (2015). Toward Green Economy: Opportunities And 

Obstacals For Western Balkan Countries.Xlibris Corporation. 

Ragavan, N. A., Subramonian, H., & Sharif, S. P, (2014). Tourists’ Perceptions of 

Destination Travel Attributes: An Application to International Tourists to Kuala Lumpur. 

Procedia-Social and Behavioral Sciences, Volume 144, pp. 403-411. 

Rajagopal, (2006). Brand Excellence: Measuring theIimpact of Advertising and Brand 

Personalitys on Buying Decisions. Measuring Business Excellence.Emerald, 10(3), pp. 56 - 

65. 

Rajesh, R., (2013). Impact of Tourist Perceptions, Destination Imageand Tourist Satisfaction 

on Destination Loyalty:A Conceptual Model. © PASOS. Revista de Turismo y Patrimonio 

Cultural of Tourism Studies, School of Management,Pondicherry University, Puducherry, 

India, 11(3), pp. Pondicherry University, Puducherry, India. 11(3), pp. 67-78.. 

Raji Khosla, V.Damiani,E.&Grosky,W, (2012). Human-Centered e-Business.Springer 

Science & Business Media. 

Ramona, S., (2011). Advantages and Disadvantages of Quantitative and Qualitative 

Information Risk Approaches. Chinese Business Review, 10(12), pp. 1106-1110. 

Rasheed, K., (2015). Product Package as Determinant of Brand Loyaltyin Food and 

Beverages Markets of Lagos State,Nigeria. American Journal of Marketing Research, 1(3), 

pp. 150-157. 

Redlich-Amirav, D. and Higginbottom, G, (2014). New Emerging Technologies in 

Qualitative Research. The Qualitative Report, 19(26), pp. 1-14. 

Reed,A.Forehand,M.R.Puntoni,S.&Warlop,L, (2012). Identity-based consumer behavior. 

International Journal of Research in Marketing, 29(4), p. 310–321. 

Rehman, S.U. &Ibrahim, M.S, (2011). Integrated Marketing Communication and Promotion. 

Researchers World, Journal of Arts, Science & Commerce, International Refereed Research 

Journal, 2(4), pp. 187-191. 

Reid, R.D.&Bojanic,D.C, (2009). Hospitality Marketing Management. 5
th

 ed.Canada: John 

Wiley and Son. 

Reio Jr, T.G. and Shuck, B, (2015). Exploratory Factor Analysis: Implications for Theory, 

Research, and Practice. Advances in Developing Human Resources, 17(1), pp. 12-25. 

Riazi, A., (2016). The Routledge Encyclopedia of Research Methods in Applied Linguistics. 

Routledge.New York. 

Richards, G., & Munsters, W., (2010). Cultural Tourism Research Methods. Cabi. 



 
 

321 
 

Ricketts, C., & Ricketts, J, (2010). Leadership: Personal Development and Career Success. 

Nelson Education. 

Rinaldi, C., Rinaldi, C., Cavicchi, A., & Cavicchi, A, (2016). Cooperative behaviour and 

place branding: a longitudinal case study in Italy. Qualitative Market Research: An 

International Journal, 19(2), pp. 156-172. 

Risitano, M.,( 2005). The Role of Destination Branding in the Tourism Stakeholders System 

The Campi Flegrei case. Research Fellow at Marketing Laboratory. Faculty of Economics - 

University of Naples Federico II, Volume 1-18. 

Ritchie, J.B. and Crouch, G.I, (2003). The Competitive Destination: A Sustainable Tourism 

Perspective. CABI. 

Ritchie, B. P.,( 2005). Tourism Research Methods: Integrating Theory with Practice.CABI. 

Rizwan, M., Qayyum, M., Qadeer, W. & Javed, M, (2014). The Impact on Branded Product 

on Consumer Purchase Intentions. Journal of Public Administration and Governance, 4(3), 

pp. 57-74. 

Robbins, F. a. G. P. M., (2014). The Most Powerful Mouse in the World: The Globalization 

of the Disney Brand. Global Journal of Management And Business Research, 14(1), pp. 3-29. 

Roberts, L., & Simpson, F, (1999). Developing partnership approaches to tourism in Central 

and Eastern Europe. Journal of Sustainable Tourism, 7(3-4), pp. 314-330. 

Robertson, K., (1989). Strategically Desirable Brand Name Characteristics. Journal of 

Consumer Marketing, 6(4), pp. 61-71. 

Robinson Jr, L. E., (2014). Marketing Dynamism & Sustainability: Things Change, Things 

Stay the Same. Proceedings of the 2012 Academy of Marketing Science (AMS) Annual 

Conference. Springer. 

Robinson,P.Luck,M.Smith,S.L,J.&Lackey.M, (2013). Tourism. CABI. 

Robson, C., (2011). Real World Research: A Resources for Users of Social Research 

Methods in Applied Setting. 3
rd

  ed.Wiley. 

Rodriguez Diaz, M., & Espino Rodríguez, T. F, (2016). Determining the Sustainability 

Factors and Performance of a Tourism Destination from the Stakeholders’ Perspective. 

Sustainability, 8(9), pp. 1-17. 

Rodriguez, L., Asoro, R.L., Lee, S. & Sar, S, (2013). Gestalt Principles in Destination Logos 

and Their Influence on People's Recognition and Intention to Visit a Country. Online Journal 

of Communication and Media Technologies, 3(1), pp. 91-107. 

Roller, M. R., & Lavrakas, P. J, (2015). Applied Qualitative Research Design: A Total 

Quality Framework Approach. Guilford Publications. 



 
 

322 
 

Roman, S., (2003). The Impact of Ethical Sales Behaviour on Customer Satisfaction,Trust 

and Loyalty to the Company: An Empirical Study in the Financial Services Industry. Journal 

of Marketing Management, 19((9-10)), pp. 915-939. 

Rondeau, P.J., Vonderembse, M.A. and Ragu-Nathan, T.S, (2000). Exploring Work System 

Practices for Tme-Based Manufacturers: their Impact on Competitive Capabilities. Journal of 

Operations Management, 18(5), pp. 509-529. 

Roodurmun, J. and Juwaheer, T.D, (2010). Influence of Trust on Destination Loyalty–An 

Empirical Analysis The Discussion of the Research Approach. In International Research 

Symposium in Service Management, Volume 7, pp. 1-23. 

Rosenbaum-Elliott, R., Percy, L., Elliott, R.H. and Pervan, S, (2015). Strategic Brand 

Management. Oxford University Press, USA. 

Rossolatos, G., (2014). Brand Equity Planning with Structuralist Rhetorical 

Semiotics.Germany: kassel university press GmbH. 

Rowley, J., (2002). Using Case Studies in Research. Management Research News, 1(25), pp. 

16-27. 

Roy, B. and Hoque, R, (2015). Building a Strong Brand Image of Cox’s Bazar as a Tourist 

Destination: An Empirical Analysis on Cox’s Bazar. American Journal of Tourism 

Management, 4(2), pp. 27-34. 

Rubio,N.Oubina,J.&Villasenor,N, (2014). Brand Awareness Brand QualityInference and 

Consumer’s Risk Perception in Store Brands of Food Products. Food Quality and Preference, 

Volume 32, p. 289–298. 

Rugimbana,R.& Nwankwo,S, (2003). Cross-cultural Marketing.Cengage Learning EMEA. 

Ruzinskaite, J. and Lee, A, (2010). The Development of an Evaluative Framework for Place 

Branding. In W084-Special Track 18th CIB World Building Congress May 2010 Salford, 

United Kingdom, pp. 127-141. 

Ruzzier, M., (2012). Country brands and identity:Slovenia. Destination Brands. 

Ryan, W.E. and Conover, T.E, (2004). Graphic Communications Today.Cengage Learning. 

Saarinen, J., (2013). Critical Sustainability: Setting the Limits to Growth and Responsibility 

in Tourism. Sustainability, 6(1), pp. 1-17. 

Saayman, M., (2010). An Introduction to Sports Tourism and Event Management. African 

Sun Media. 

Salkind, N. J. (Ed.). (2010). Encyclopedia of research design (Vol. 1). Sage.  

Sago,B.&Hinnenkamp,C, (2014). The impact of Significant Negative News on Consumer 

Behavior Towards Favorite Brands. Global Journal of Business Research, 8(1), pp. 65-72. 



 
 

323 
 

Sai sirisha,J.& Katyayani, (2014). Customer Based Brand Equity: A Literature Review. 

Journal of International Academic Research For Multidisciplinary, 2(3), pp. 277-289. 

Salehi, H. & Farahbakhsh, M, (2014). Tourism Advertisement Management and Effective 

Tools in Tourism Industry. International Journal of Geography and Geology, 3(10), pp. 124-

134. 

Salelaw, G.T. & Singh, A, (2015). The Effects of Advertising Spending and Event 

Sponsorship on Brand Equity in the Ethioplan Brewery Industry. British Journal of 

Marketing Studies, 3(9), pp. 47-68. 

Salganik, M.J. and Heckathorn, D.D,(2004). Sampling and Estimation in Hidden Populations 

Using Respondent‐driven Sampling. Sociological Methodology, 34(1), pp. 193-240. 

Sallam, M., (2016). The Impact of Brand Image and Corporate Branding on Consumer’s 

Choice: The Role of Brand Equity. International Journal of Marketing Studies, 8(1), pp. 98-

106. 

Sambey,M, (1999). Business English and Communication. Chinese University Press. 

Samuel, B. S., & Sarprasatha, J, (2016). Entrepreneurship in Social-Media Services in 

Oman–A Socio-Economic Scanning of the Sultanate. Asian Social Science, 12(4), pp. 138-

148. 

Saner, R., Yiu, L., & Filadoro, M, (2015). Tourism Development in Least Developed 

Countries: Challenges and Opportunities. In Handbook of Research on Global Hospitality 

and Tourism Management.IGI Global, pp. 229-255. 

Santos, E., (2013). Destination Branding: A New Perspective for Brand Cape Verde. 

European Journal of Hospitality, Tourism and Recreation, Volume 4, pp. 71-100. 

Santos, J., (1999). Cronbach’s alpha: A Tool for Assessing the Reliability of Scales. Journal 

of Extension, 37(2), pp. 1-5. 

Saraniemi, S., (2011). From Destination Image Building to Identity-Based Branding. 

International Journal of Culture, 5(3), pp. 247-254. 

Sargeant, J., (2012). Qualitative Research Part II: Participants, Analysis, and Quality 

Assurance. Journal of Graduate Medical Education.10.4300/JGME-D-11-00307.1, 4(1), pp. 

1-3. 

Sarker, M.A.H. and Begum, S, (2013). Marketing Strategies for Tourism Industry in 

Bangladesh: Emphasize on Niche Market Strategy for Attracting Foreign Tourists. 

Researchers World, 4(1), pp. 103-107. 

Saunders, M.Lewis,P.&Thornhill,A, (2009). Research Methods for Business Students. 5th ed. 

s.l.: Harlow: Pearson Education. 



 
 

324 
 

Saunders, M., Lewis, P., and Thornhill, A., (2015). Research methods for business students. 

(7
th

  ed). Harlow: Pearson Education. 

Saur, T., (2008). The Pursuit of Competitive Advantage and the Strategic Behavior of Firms 

in Adopting Self-service Technology. ProQues. 

Sawagvudcharee, D, (2016). The Perceived Destination Identity of Stakeholders: A Case of 

Chang Island. Journal of Education and Vocational Research , 7(2), pp. 27-35. 

Schaar, R.& White,R, (2013). Destination Branding: A Snapshot. UW-L Journal of 

Undergraduate Research , pp. 1-10. 

Schivinski, B., & Dabrowski, D, (2015). The Impact of Brand Communication on Brand 

Equity through Facebook. Journal of Research in Interactive Marketing, 9(1), pp. 31-53. 

Schivinski, B., & Dabrowski, D, (2016). The Effect of Social Media Communication on 

Consumer Perceptions of Brands. Journal of Marketing Communications, 22(2), pp. 189-214. 

Schmallegger, D., & Carson, D, (2008). Blogs in Tourism: Changing approaches 

toInformation Exchange. Journal of Vacation Marketing, 14(2), pp. 99-110. 

Schmitt, B., (2012). The Consumer Psychology of Brands. Journal of Consumer Psychology, 

Volume 22, pp. 7-17. 

Schnalke, M., & Mason, R. B, (2014). The Influence of Culture Marketing Communications: 

Critical Cultural Factors Influencing South African and German Businesses. 

https://scholar.google.co.uk/scholar?rlz=1C1CHBD_en-GBGB750GB750&um=1&ie=UTF-

8&lr&q=related:PBXUy1rQ9RJGHM:scholar.google.com/, 12(1), pp. 172-180. 

Schneider, I. and Sonmez, S, 1999. Exploring the touristic image of Jordan. Tourism 

Management, Volume 20, pp. 539-542. 

Schroeder, J., & Morling, M. S., (2004). Brand Culture.Routledge. 

Schroeder, J.,( 2009). The cultural Codes of Branding. Sage.www.sagepublications.com, 9(1), 

pp. 123-126. 

Schultz, D.E., Barnes, B.E., Schultz, H.F. and Azzaro, M, (2015). Building Customer-Brand 

Relationships. Routledge. 

Schulz, R., (2012). Effects of Branding onRestaurant's Image: A Case of Selected 

Restaurants in Nairobi, Kenya. European Journal of Business and Social Sciences, 1(8), pp. 

56-66. 

Schwaighofer, V., (2013). Tourist Destination Images and Local Culture: Using the Example 

of the United Arab Emirates.Springer Science & Business Media. 

Scolari, C. A., & Fernández-Cavia, J, (2014). Mobile applications and destination branding in 

Spain. International Journal of Interactive Mobile Technologies (iJIM), 8(2), pp. 15-22. 



 
 

325 
 

Scotland, J., (2012). Exploring the Philosophical Underpinnings of Research: Relating 

Ontology and Epistemology to the Methodology and Methods of the Scientific, Interpretive, 

and Critical Research Paradigms. English Language Teashing, 5(9), pp. 9-16. 

Scott A. Cohen., Prayag, G. & Moital, M, (2014). Consumer Behaviour in Tourism: 

Concepts, Influences and Opportunities. Current Issues in Tourism, 17(10), pp. 872-909. 

Scott, A, (2000). The Cultural Economy of Cities: Essays on the Geography of Image-

Producing Industries. Sage. 

Scott, N., Laws, E., & Boksberger, P, (2013). Marketing of Tourism Experiences.Routledge. 

Scott, N., Laws, E., & Prideaux, B, (2013). Safety and Security in Tourism: Recovery 

Marketing after Crises.Routledge. 

Seabra, C., Abrantes, J.L. & Lages, L.F, (2007). The Impact of Using Non-Media 

Information Sources on the Future Use of Mass Media Information sources: The Mediating 

Role of Expectations Fulfillment. Tourism Management, 28(6), pp. 1541-1554. 

Seggie, S.H.Cavusgil,E.&Phelan,S.E, (2007). Measurement of Return on Marketing 

Investment: A Conceptual Framework and the Future of Marketing Metrics. Industrial 

Marketing Management , Volume 36, p. 834–841. 

Sekaran,U.& Bougie, R, (2016). Research Methods For Business: A Skill Building Approach. 

Business & Economics . 

Selby, M., (2004). Understanding Urban Tourism: Image, Culture and Experience.IB Tauris. 

Selvakumar, J. Joshua, & P. Vikkraman, (2011). Impact of Advertising and Price Promotions 

on Brand Equity in Service Sector. Journal of Contemporary Research in Management, 6(3), 

pp. 51-65. 

Sengupta, S., (2005). Brand Positioning: Strategies for Competitive Advantage. 2
nd

  ed.Tata 

McGraw-Hill Education. 

Serc, N., (2014). Branding Strategy for Specialized Tourist Product. Advances In 

Management, 7(1), pp. 1-5. 

Seth, P., (2006). Successful Tourism: Volume II: Tourism Practices.Sterling Publishers Pvt. 

Severi,E.&Ling,K.C, (2013). The Mediating Effects of Brand Association, Brand Loyalty, 

Brand Image and Perceived Quality on Brand Equity. Asian Social Science;Canadian Center 

of Science and Education, 9(3), pp. 125-137. 

Seyidov, J., & Adomaitiene, R, (2016). Factors Influencing Local Tourists 'Decision-Making 

on Choosing A Destination: A Case of Azerbaijan. Ekonomika.DOI: 

https://doi.org/10.15388/Ekon.2016.3.10332 , 95(3), pp. 112-127. 



 
 

326 
 

Shahrokh,Z.D.Sedghiani,J.S.&Ghasemi,V, (2012). Analyzing the Influence of Customer 

Attitude Toward Brand Extension on Attitude Toward Parent Brand. Interdisciplinary 

Journal of Contemporary Research in Business, 3(9), pp. 1133-1148. 

Shaker,F.& Ahmed,A.S.N, (2014). Influence of Employer Brand Image on Employee 

Identity. Global Disclosure of Economics and Business.Asian Business Consortium, 3(3), pp. 

51-59. 

Shams, S., (2016). Assessment of Consumers’ Loyalty and Switching Behavior: A Study on 

Selected Tea Brands in Bangladesh. Philosophy and Progress, 55((1-2)), pp. 179-206. 

Shannon-Baker, P, (2016). Making Paradigms Meaningful in Mixed Methods Research. 

Journal of Mixed Methods Research, 10(4), pp. 319-334. 

Shannon, C. E., (1948). A Mathematical Theory of Communication. Part I, Bell Systems 

Technical Journal, Volume 27, pp. 379-423. 

Shao, J., Li, X., Morrison, A. M., & Wu, B, (2016). Social Media Micro-Film Marketing by 

Chinese Destinations: The Case of Shaoxing. Tourism Management, Volume 54, pp. 439-

451. 

Sharp, B., (1996). Brand Equity and Market-based Assets of Professional Service Firms. 

Journal of Professional Services Marketing, 13(1), pp. 3-13. 

Shinder, D.L. and Cross, M, (2008). Scene of the Cybercrime.Syngress. 

Shirazi, A., Lorestani, H. Z., & Mazidi, A. K, (2013). Investigating the Effects of Brand 

Identity on Customer Loyalty from Social Identity Perspective. Iranian Journal of 

Management Studies, 6(2), pp. 153-178. 

Shiva, N.,(2005). An An Exploration of the Brand Identity – Brand Image linkage: A 

Communications Perspective. Journal of Brand Management, Issue 12, pp. 264–278. 

Silverman, D., (2009). Doing Qualitative Research. 3
rd

 ed. SAGE. 

Singh, P.K. & Pattanayak, J.K, (2014). The Impact of Brand Loyalty on Consumers' 

Sportswear Brand Purchase. IUP Journal of Brand Management, 11(4), pp. 40-52. 

Singh, I. A. K., (2014). Role of Interpersonal Communication in Organizational 

Effectiveness. International Journal of Research in Management & Business Studies, 1(4), 

pp. 37-39. 

Singh, S., (2006). Impact of Color on Marketing. Management Decision. https : // doi. org / 

10 . 1108 /00251740610673332, 44(6), pp. 783-789. 

Sirakaya, E. A. C., (2001). Do Destination Images Really Matter?Predicting 

DestinationChoices of Student Travellers. Journal of Vacation Marketing, 7(2), pp. 125-142. 



 
 

327 
 

Smith, M.E.Thorpe,R.&Jackson,P.R, (2015). Management and Business Research. 5
th

  

ed.Sage. 

Smith, P., Smith, P.R., Berry, C. and Pulford, A, (1999). Strategic Marketing 

Communications: New Ways to Build and Integrate Communications. Kogan Page 

Publishers. 

Soba, M., & Aydin, M, (2013). Product Placement Efficiency in Marketing Communication 

Strategy. International Journal of Business and Management, 8(12), pp. 111-116. 

Sobh, R.& Perry,C,( 2005). Research Design and Data Analysis in Realism Research. 

European Journal of Marketing, 40(11/12), pp. 1194-1209. 

Soley, M. and Pandya,K.V ,( 2003). Culture as an Issue in Knowledge Sharing: A Means of 

Competitive Advantage. Electronic Journal of Knowledge Management, 1(2), pp. 205-212. 

Solis, B., (2014). The Brian Solis Digital Reader.John Wiley & Sons. 

Som, A.P.M., Marzuki, A., Yousefi, M. & AbuKhalifeh, A.N, (2012). Factors Influencing 

Vsitors’ Revisit Behavioral Intentions: a Case Study of Sabah, Malaysia. International 

Journal of Marketing Studies, 4(4), pp. 39-50. 

Somuyiwa, A.O. Mcilt, M. and Adebayo, T.I, (2013). Firm’s Competitiveness Through 

Supply Chain Responsiveness and Supply Chain Management Practices in Nigeria. British 

Journal of Arts and Social Sciences, 10(1), pp. 42-52. 

Sondoh Jr,S.L.Omar,M.W.&Wahid,N.A,( 2007). The Effect of Brand Image on OverAll 

Satisfaction and Loyalty Intentaion in The Context of Color Cosmetic. Asian Academy of 

Management Journal, 12(1), pp. 83-107. 

Song, H., & Hsu, C. H. C, (2013). The Image of Taiwan as a Travel Destination: Perspectives 

from Mainland China.. Journal of Travel & Tourism Marketing, 30(3), pp. 253-271. 

Sonmez, S. and Graefe,A.R, (1998). Determining Future Travel Behavior from Past Travel 

Experience and Perceptions of Risk and Safety. Journal of Travel Research, 37(2), pp. 172-

177. 

Sonnenburg,S.& Baker,L, (2013). Branded Spaces: Experience Enactments and 

Entanglements. Springer Science & Business Media.Google Book. 

Soubert, S. H, (1995). Case Study on the Effect of Tourism on Culture and The Environment. 

RECAP Series on Culture and Tourism in Asia. UNESCO . 

Spector, J., (2015). The SAGE Encyclopedia of Educational Technology. SAGE 

Publications. 

Srinivasan, R., (2014). The Management Consulting Industry: Growth of Consulting Services 

in India: Panel Discussion. IIMB Management Review, 26(4), pp. 257-270. 



 
 

328 
 

Stamatis, D., (2012). Essential Statistical Concepts for the Quality Professional. s.l.:CRC 

Press. 

Starke, R., (2013). ALberta's Tourism FramWork:2013-2020. Alberta Tourism, Parks and 

Recreation and Travel Alberta , pp. 1-51. 

Steenkamp, B., (2014). How global brands create firm value: the 4V model. International 

Marketing Review, 31(1), pp. 5-25. 

Steenkamp, J. B., (2017). Global Brand Strategy: World-Wise Marketing in the Age of 

Branding. Springer. 

Stepchenkova, S., & Eales, J, (2010). Destination Image as quantified Media Messages: The 

effect of news on Tourism Demand.Journal of Travel Research. http : // dx .doi .org / 10 

.1177 / 004 7287 510362780, 50(2), p. 198–212. 

Stephen Antw.K.& Hamza, K., (2015). Qualitative and Quantitative Research Paradigms in 

Business Research: A Philosophical Reflection. European Journal of Business and 

Management, 7(3), pp. 217-225. 

Stephens, M.Nakhili,B.R.&Lewis,C, (2011). Destination Brand Components. International 

Journal of Culture.Tourism and Hospitality Research, 5(1), pp. 4-25. 

Stiff,J.B.& Mongeau,P.A, (2016). Persuasive Communication.Guilford Publications. 

Stipanovic, C. &. R. E., (2015). Creative Tourism in Destination Brand Identity. 

International Journal Vallis Aurea, 1(1), pp. 75-83. 

Stylos, N., Bellou, V., Andronikidis, A., & Vassiliadis, C. A, (2017). Linking the Dots among 

Destination Images, Place Attachment, and Revisit Intentions: A Study among British and 

Russian Tourists.. Tourism Management, Volume 60, pp. 15-29. 

Stylos, N., Vassiliadis, C.A., Bellou, V. & Andronikidis, A, (2016). Destination Iimages, 

Holistic Images and Personal Normative Beliefs: Predictors of Intention to Revisit a 

Destination. Tourism Management, Volume 53, pp. 40-60. 

Suahin, A.Zehir,C.& Kitapçi,H, (2011). The Effects of Brand Experiences, Trust and 

Satisfaction on Building Brand Loyalty; An Empirical Research On Global Brands. Procedia 

Social and Behavioral Sciences, Issue 24, p. 1288–1301. 

Suhartanto, D., (2017). The Role of Store Coopetition and Attractiveness on the Performance 

of Tourism Destination and its Retail Stores. International Journal of Tourism Policy, 7(2), 

pp. 151-165. 

Sullivan, G. M., & Artino Jr, A. R, (2013). Analyzing and Interpreting Data from Likert-type 

Scales. Journal of Graduate Medical Education, 5(4), pp. 541-542. 

Sullivan, G., (2011). A Primer on the Validity of Assessment Instruments. Journal of 

Graduate Medical Education, 3(2), pp. 119-120. 



 
 

329 
 

Sullivan, J., (2012). Media Audiences: Effects, Users, Institutions, and Power. SAGE. 

Sullivan, J., (2012). Skype: An Appropriate Method of Data Collection for Qualitative 

Interviews?. The Hilltop Review, 6(1.Article 10), pp. 54-60. 

Suma, S., & Bello, K, (2012). Branding a Destination Identity-a Conceptual Framework. 

Zeszyty Naukowe Uniwersytetu Szczecińskiego. Scientific Journal. Service Management, 

Volume 9, pp. 89-100. 

Sumangla, R., (2015). Capturing, Analyzing, and Managing Word-of-Mouth in the Digital 

Marketplace. IGI Global. 

Sun, G., D Alessandro, S., & Johnson, L. W, (2016). Exploring luxury value perceptions in 

China Direct and indirect effects. International Journal of Market Research, 58(5), pp. 711-

731. 

Suresh, K., Thomas, S.V. and Suresh, G, (2011). Design, Data Analysis and Sampling 

Techniques for Clinical Research. Annals of Indian Academy of Neurology, 14(4), p. 287–

290. 

Suresh, K., (2011). An Overview of Randomization Techniques: An Unbiased Assessment of 

Outcome in Dinical Research. Journal of Human Reproductive Sciences, 4(1), pp. 8-11. 

Suresh, S., (2015). Nursing Research and Statistics.Elsevier Health Sciences. 

Surugiu, M. R., & Surugiu, C, (2015). Heritage Tourism Entrepreneurship and Social Media: 

Opportunities and Challenges. Procedia-Social and Behavioral Sciences, Volume 188, pp. 

74-81. 

Sutton, J., & Austin, Z, (2015). Qualitative Research: Data Collection, Analysis, and 

Management. The Canadian Journal of Hospital Pharmacy, 68(3), pp. 226-231. 

Swanepoel, H., & De Beer, F, (2012). Community Development: Breaking the Cycle of 

Poverty. Juta and Company Ltd.. 

Szwajca, D., (2017). The Importance of Reputation of a Country in the Process of Building 

Its Competitive Advantage on the Global Market. Scientific Journal WSFiP Nr. 

http://www.wsfip.edu.pl/docs/biezacynumer/ZN1_2017/ZN_WSFiP_1_2017_7_Szwajca_Dan

uta.pdf, Volume 1, pp. 99-114. 

Tabachnick, B. G., and Fidell, L. S, (2013). Using Multivariate Statistics. 6
th

  ed. New York: 

Pearson. 

Tabachnick, B.G., Fidell, L.S. and Osterlind, S.J., (2001). Using Multivariate Statistics. 5
th

  

ed. PEARSON.http://tocs.ulb.tu-darmstadt.de/135813948.pdf. 

Tan, A., (2008). Destination Branding: Creating a Destination of Choice. Perspectives in 

Asian Leisure and Tourism, 1(5). 



 
 

330 
 

Tang, C. F., & Abosedra, S, (2016). Does Tourism Expansion Effectively Spur economic 

Growth in Morocco and Tunisia? Evidence from Time Series and Panel Data. Journal of 

Policy Research in Tourism, Leisure and Events, 8(2), pp. 127-145. 

Tang,C.Sullivan,W.C.&Chang,C.Y, (2015). Perceptual Evaluation of Natural Landscapes: 

The Role of the Individual Connection to Nature. Environment and Behavior, 47(6), pp. 595-

617. 

Tasci, A. D., & Gartner, W. C, (2007). Destination Image and its Functional Relationships. 

Journal of Travel Research, 45(4), pp. 413-425. 

Tavakol, M. & Dennick, R, (2011). Making Sense of Cronbach's Alpha. International 

Journal of Medical Education, Volume 2, pp. 53-55. 

Tavares, J. M., & Leitao, N. C, (2017). The Determinants of International Tourism Demand 

for Brazil. Tourism Economics, 23(4), pp. 834-845. 

Tavares, K., (2011). Influences on Tourism Destination Image Beyond Marketing: People, 

Power, Place. Studies by Undergraduate Researchers at Guelph, 4(2), pp. 42-48. 

Tawil, R.F. & Al Tamimi, A.M, (2013). Understanding Chinese Tourists' Travel Motivations: 

Investigating the Perceptions of Jordan Held by Chinese Tourists. International Journal of 

Business and Social Science, 4(17), pp. 164-170. 

Teddlie, C. and Yu, F, (2007). Mixed Methods Sampling a Typology With Examples. 

Journal of Mixed Methods Research, 1(1), pp. 77-100. 

Thabane, L., Ma, J., Chu, R., Cheng, J., Ismaila, A., Rios, L.P., Robson, R., Thabane, M., 

Giangregorio, L. and Goldsmith, C.H, (2010). A Tutorial on Pilot Studies: the What, Why 

and How. BMC Medical Research Methodology. BMC Medical Research Methodology,, 

10(1), pp. 1-10. 

Theodhoria,O.&Qirici,E , (2014). The Impact of Destination Branding to Tourists Behavior 

Albania in Focus. In 1 st Scientific Papers International Conference on Knowledge Society, 

Volume 175, pp. 1-7. 

Thomas, G., & Myers, K, (2015). The Anatomy of the Case Study.Sage. 

Thomas,B.,&Housden,M, (2017). Direct and Digital Marketing in Practice. Bloomsbury 

Publishing. 

Thomas, G., (2011). A Typology for the Case Study in Social Science Following a Review of 

Definition, Discourse, and Structure. Qualitative Inquiry, 17(6), pp. 511-521. 

Thompson,N.S.&Tonneau,F, (2001). Perspectives in Ethology: Evolution, Culture, and 

Behavior. Springer Science & Business Media. 



 
 

331 
 

Tian, K., & Borges, L, (2011). Cross-CulturalIssues in Marketing Communications: An 

Anthropological Perspective of International Business. International Journal of China 

Marketing, 2(1), pp. 110-126. 

Todd, L., Leask, A., & Ensor, J, (2017). Understanding Primary Stakeholders' Multiple Roles 

in Hallmark Event Tourism Management. Tourism Management, Volume 59, pp. 494-509. 

Todorova, G., (2015). Marketing Communication Mix. Trakia Journal of Sciences, 13(1), pp. 

368-374. 

Tomljenovic, R. and Kunst, I, (2014). From Sun and Sea Tourism to Cultural Tourism-the 

Case of Split-Dalmatia County. European Journal of Tourism Research, Volume 8, pp. 83-

98. 

Tosun, C., Dedeoglu, B.B. & Fyall, A, (2016). Destination Service Quality, Affective Image 

and Revisit Intention: The Moderating Role of Past Experience. Journal of Destination 

Marketing & Management, 4(4), pp. 222-234. 

Tourism of Oman (2002). The Sixth Five Year Plan for The Tourism Sector.Muscat,Sultanate 

of Oman. 

Tourism of Oman.(2010). Destination:RT The e-guide to Responsible Tourism in 

Destinations around the World. www.omran.com. 

Tourism of Oman. (2015). Ministry of Tourism workshop in Muscat to focus on sustainable 

tourism industry in Oman. Times of Oman 

Tourism of Oman.(2012). Beauty has an address~Oman. (Internet) . Available from: 

https://omantourism.gov.om/wps/portal/mot/tourism/oman/home/ministry/about/marketing/!u

t/p/a1/ldDLDoJADAXQb3HBUqaIIrobwAcCPoJEnI0BgyMRGQIo8e9F4goVtbs25yZtEUE

uIrF3DamXhyz2okdPpJ00H5vLkSbAQhYAdFu2JNtWRVDFEmxLoE7wtNs3AUAxVNCN

0cpY. 

The Authority on World Travel & Tourism (2016). Travel And Tourism Economic Impact  

Oman. World Travel& Tourism Council(WTTC).http://www.wttc.org/-//-

/media/files/reports/economic%20impact%20research/countries%202016/oman2016.pdf.. 

Tremblay,V.J.&Tremblay,C.H, (2012). New Perspectives on Industrial Organization: With 

Contributions from Behavioral Economics and Game Theory. s.l.:Springer Science & 

Business Media. 

Triantafillidou, A., & Petala, Z. (2016). The role of sea-based adventure experiences in 

tourists’ satisfaction and behavioral intentions. Journal of Travel & Tourism 

Marketing, 33(sup1), 67-87. 

 



 
 

332 
 

Trochim, W., Donnelly, J. and Arora, K, (2015). Research Methods: The Essential 

Knowledge Base. Nelson Education. 

Troilo, G., (2015). Marketing In Creative Industries: Value, Experience and 

Creativity.Palgrave Macmillan. 

Trott, P.,( 2008). Innovation Management and New Product Development.Pearson Education. 

Tsaur, S. H., Yen, C. H., & Yan, Y. T, (2016). Destination Brand Identity: Scale 

Development and Validation. Asia Pacific Journal of Tourism Research, 21(12), pp. 1310-

1323.. 

Tsikirayi, C.M.R., Muchenje, B. & Katsidzira, Z, (2013). Impact of Integrated Marketing 

Communications Mix (IMCM) in Small to Medium Enterprises (SMEs) in Zimbabwe as a 

Marketing Tool. Research in Business and Economics Journal, Volume 7, pp. 1-12. 

Tsiotsou,P.H.&Goldsmith,R.E, (2012). Strategic Marketing in Tourism Services.Emerald 

Group Publishing. 

Tsoka, I., Angelis, V., & Dimaki, K, (2014). Tourism as a means of Developing Isolated 

Regions: Defining the Image of a Tourism Destination from the Demand and the Supply 

Side.  

Tukamushaba, E. K., Xiao, H., & Ladkin, A, (2016). The Effect of Tourists’ Perceptions of a 

Tourism Product on Memorable Travel Experience: Implications for Destination Branding. 

European Journal of Tourism, Hospitality and Recreation, 7(1), pp. 2-12. 

Tuli, F., (2011). The Basis of Distinction Between Qualitative and Quantitative Research in 

Social Science: Reflection on Ontological, Epistemological and Methodological Perspectives. 

Ethiopian Journal of Education and Sciences, 6(1), pp. 97-108. 

Tuominen, S., Hirvonen, S., Reijonen, H., & Laukkanen, T, (2016). The Internal Branding 

Process and Financial Performance in Service Companies: An Examination of the Required 

Steps. Journal of Brand Management, 23(3), pp. 306-326. 

Tuominen, P., (1999). Managing Brand Equity. Lta, 1(99), pp. 65-100. 

Turk, E., (2011). Research Methods for Leisure, Recreation and Tourism. CABI. 

Turner, K.J. and Lambert, P.S, (2015). Workflows for Quantitative Data Analysis in the 

Social Sciences.. International Journal on Software Tools for Technology Transfer, 17(3), 

pp. 321-338. 

Tysiachniouk, M., (2012). Transnational Governance Through Private Authority: The Case 

of the Forest Stewardship Council Certification in Russia.Wageningen Academic Publishers. 

Ukaj, F., (2014). Development of a Tourist Destination Based on Marketing Activities. 

Academic Journal of Interdisciplinary Studies, 3(2). 



 
 

333 
 

Um, N. H., (2016. Antecedents and Consequences of Consumer Engagement in Social 

Media. International Journal of Contents, 12(3), pp. 59-68. 

UNESCO, (2008). Impact:The Effect of Tourism on Culture and the Environment in Asia 

and the Pacific, Sustainable Tourism and the. UNESCO . 

UNESCO, (2010). Land of Frankincense. [internet]. Avaliable. 

http://whc.unesco.org/en/list/1010. s.l. 

UNESCO, (2013). Beauty has an Address.[internet]. Available 

from:https://www.tourismoman.com.au/news/the-unesco-world-heritage-sites-of-oman/. 

UNESCO, (2015). UNESCO Science Report: Towards 2030. s.l.:UNESCO Publishing. 

UNESCO, (2008). Impact:The Effect of Tourism on Culture and the Environment in Asia and 

the Pacific, Sustainable Tourism .UNESCO Bangkok. 

Urde, M. and Greyser, S.A, (2014). He Nobel Prize: A'Heritage Based 'Brand-oriented 

Network. Harvard Business School Working Papers Series, Volume 15, pp. 1-51. 

Urde, M.&Greyser,S.A, (2015). The Nobel Prize: the Identity of a Corporate Heritage Brand. 

Journal of Product & Brand Management, 24(4), pp. 318 - 332. 

Urde, M., (2009). The Corporate Band identity matrix.. Journal of Brand Management, pp. 

742-761. 

Urde, M., (2013). The Corporate Brand Identity Matrix. Journal of Brand Management, 

Volume 20, pp. 742-761. 

Ursache, M, (2015). Tourism–Significant Driver Shaping a Destinations Heritage. Procedia-

Social and Behavioral Sciences, Volume 188, pp. 130-137. 

Uysal, M. P. R. &. S. M. J., (2012). Handbook of Tourism and Quality-of-life Research: 

Enhancing the Lives of Tourists and Residents of Host Communities. s.l.:Springer Science & 

Business Media. 

Vagionis, N.& Loumioti,M, (2011). Movies As A Tool Of Modern Tourist Marketing. 

Journal Of Tourism, 6(2), pp. 353-362. 

Vaismoradi, M., Turunen, H. and Bondas, T, (2013). Content Analysis and Thematic 

Analysis: Implications for Conducting a Qualitative Descriptive Study. Nursing & health 

sciences, 15(3), pp. 398-405. 

Valeri, M.,(2015). Simmering Unrest and Succession Challenges in Oman.Washington DC: 

Carnegie Endowment for International Peace. 

Vallaster, C., & de Chernatony, L, (2005). Internationalisation of Services Brands: The Role 

of Leadership During the Internal Brand Building Process. Journal of Marketing 

Management,21, 1(2), pp. 181-203. 



 
 

334 
 

Valle, P. O. D., Silva, J. A., Mendes, J., & Guerreiro, M, (2006). Tourist Satisfaction and 

Destination Loyalty Intention: a Structural and Categorical Analysis. International Journal of 

Business Science and Applied Management, 1(1), pp. 25-44. 

Valos, M.J., Haji Habibi, F., Casidy, R., Driesener, C.B. & Maplestone, V.L, (2016). 

Exploring the Integration of social media within integrated Marketing Communication 

Frameworks: Perspectives of Services Marketers. Marketing Intelligence & Planning, 34(1), 

pp. 19-40. 

Van Nostrand, C., Sivaraman, V. and Pinjari, A.R, (2013). Analysis of Long-Distance 

Vacation Travel Demand in the United States: a Multiple Discrete–Continuous Choice 

Framework. Transportation, 40(1), pp. 151-171. 

Van Riel, C. B., & Van den Ban, A, (2001). The Added Value of Corporate Logos-An 

Empirical Study Corporate Logos-An Empirical Study. European Journal of Marketing, 

35(3-4), pp. 428-440. 

Van Teijlingen, E.R. and Hundley, V, (2010). The Importance of Pilot Studies. Social 

Research Update, Volume 35, pp. 49-59. 

Van Vuuren, C. and Slabbert, E, (2012). Travel Motivations and Behaviour of tourists to a 

South African Resort. Tourism & Management Studies, pp. 295-304. 

VanAuken, B., (2014). Brand Aid: A Quick Reference Guide to Solving Your Branding 

Problems and Strengthening Your Market Position. AMACOM Div American Mgmt Assn. 

Vanhove, N., (2017). The Economics of Tourism Destinations: Theory and 

Practice.Routledge. 

Varbanova, L, (2013). Strategic Management in the Arts. Routledge. 

Vasavada, F., & Kour, G, (2016). Heritage Tourism: How Advertising is Branding the 

Intangibles?. Journal of Heritage Management, 1(1), pp. 22-34. 

Vashmehsarae,M.N.Vahed,E.& Shirian,A, (2014). An empirical Investigation to Effects of 

Brand Equity indicators on Tourist Attraction to Create tourism loyalty in order to Develop 

Tourism Industry of Guilan province. Research Journal of Recent Sciences, 3(10), pp. 36-47. 

Vaske, J.J., Beaman, J. & Sponarski, C.C, (2017). Rethinking internal consistency in 

Cronbach's Alpha. Leisure Sciences, 39(2), pp. 163-173.. 

Vaughan, R., (2007). Images of Romania as a Potential Holiday Destination. International 

Journal of Tourism Policy, 1(1), pp. 1-16. 

Venkateswaran, P.S., Binith, M.K., Geetha, U. and Ananthi, N, (2011). Study on Brand 

Personality Dimensions and Brand Loyalty towards Raymond Brand. Journal of Marketing & 

Communication, 7(2), pp. 33-42. 

Verma, H., (2006). Brand Management: Text and Cases. 2
nd

 ed. Excel Books India. 



 
 

335 
 

Veselinova, E., & Samonikov, M. G. (2017). Building Brand Equity and Consumer Trust 

Through Radical Transparency Practices.IGI Global. 

Villarejo-Ramos, A.F. & Sanchez-Franco, M.J, (2005). The Impact of Marketing 

Communication and Price Promotion on Brand Equity. Journal of Brand Management, 12(6), 

pp. 431-444. 

Vinh,T.T.Nga,V.T.Q.Dung,C.T.& Thanh,D.T.H, (2015). Customer-Based Brand Equity And 

Its Application To Destination: A Case Of Domestic Tourists In Danang City, Vietnam. 

Australian Journal of Basic and Applied Sciences, 9(23), pp. 275-281. 

Vinh, N. Q., (2013). Destination Culture and Its Influence on Tourist Motivation and Tourist 

Satisfaction of Homestay Visit. Journal of The Faculty of Economics and Administrative 

Sciences, 3(2), pp. 1999-222. 

Vitouladiti, O., (2014). Combining Primary Destination Image With Acquired Experience for 

Effective Marketing inTourism and Tour Operating. Eastern Europe Journal of Economics, 

12(1), pp. 107-133. 

von Wallpach, S., Voyer, B., Kastanakis, M., & Mühlbacher, H, (2017). Co-creating 

Stakeholder and Brand Identities: Introduction to the Special Section. Journal of Business 

Research, Volume 70, pp. 395-398. 

Voyer, B. G., Kastanakis, M. N., & Rhode, A. K, (2017). Co-Creating Stakeholder and Brand 

Identities: A Cross-Cultural Consumer Perspective. Journal of Business Research, Volume 

70, pp. 399-410. 

Vuignier, R., (2016). Place Marketing and Place Branding: A Systematic (and tentatively 

exhaustive) Literature Review. Working Paper de l’IDHEAP, 5/2016. Available. 

https://hal.archives-ouvertes.fr/hal-01340352/document. 

Vukasovic, T., (2013). Building Successful Brand by using Social Networking Media. 

Journal of Media and Communication Studies, 5(6), pp. 56-63. 

Wagner, O., & Peters, M, (2009). Can association Methods Reveal the Effects of Internal 

Branding on Tourism Destination Stakeholders?. Journal of Place Management and 

Development, 2(1), pp. 52-69. 

Walliser, A., (2006). Successful Branding: A critical examination of Customer Experience 

Management for Persona International. Diplom.thesis. Hochschule Reutlingen.European 

School of Business.. 

Walsh, M. F., Page Winterich, K., & Mittal, V, (2010). Do Logo Redesigns Help or Hurt 

your Brand? The Role of Brand Commitment. Journal of Product & Brand Management, 

19(2), pp. 76-84. 



 
 

336 
 

Walter, N., Cleff, T. and Chu, G, (2013). Brand Experience’s Influence on Customer 

Satisfaction and loyalty: A Mirage in Marketing Research. International Journal of 

Management Research and Business Strategy, 2(1), pp. 130-144. 

Wang, G.T.& Park,K, (2016). Student Research and Report Writing: From Topic Selection to 

the Complete Paper.John Wiley & Sons. 

Wang, H. J., & Zhang, D, (2017). Comparing literary tourism in Mainland China and 

Taiwan: The Lu Xun Native Place and the Lin Yutang House. Tourism Management, Volume 

59, pp. 234-253. 

Wang, S., Zhou, L., Lee, S., & King, C, (2014). Analysis of Residents’ Social Identity, 

Tourism Engagement, and Propensity for Tourism Advocacy. In Advances in Hospitality and 

Leisure. Emerald Group Publishing Limited., pp. 109-129. 

Wang, Y., & Davidson, M. C, (2009). Chinese leisure tourists: Perceptions and satisfaction 

with Australia. Tourism Analysis, 14(6), pp. 737-747. 

Wang, Y., & Pizam, A, (2011). Destination Marketing and Management: Theories and 

Applications. Cabi. 

Wang, J., (2009). Trust and Relationship Commitment Between Direct Selling Distributors 

and Customers. African Journal of Business Management, 3(12), pp. 862-870. 

Wang, P., (2016). The Influence Process of Electronic Word-of-Mouth on Traveller's Visit 

Intention: a Conceptual Framework. International Journal of Networking and Virtual 

Organisations, 16(1), pp. 25-37. 

Wang, S., (2016). Residents’ Propensity for Tourism Advocacy, a Place Identity Perspective. 

Tourism Travel and Research Association: Advancing Tourism Research Globally. 2. 

Warren, G., & Dinnie, K, (2017). Exploring the Dimensions of Place Branding: an 

Application of the ICON Model to the Branding of Toronto. International Journal of Tourism 

Cities, 3(1), pp. 56-68. 

Warren, G., Warren, G., Dinnie, K., & Dinnie, K, (2017). Exploring the Dimensions of Place 

Branding: an Application of the ICON Model to the Branding of Toronto. International 

Journal of Tourism Cities, 3(56-68), pp. 56-68. 

Weber,L.R.&Carter,A.I, (2003). The Social Construction of Trust.Springer Science & 

Business Media. 

Weller, S., (2015). The Potentials and Pitfalls of Using Skype for Qualitative (longitudinal) 

Interviews. National Centre for Research Methods Working Paper 4/15, pp. 1-45. 

West,R.&Turner,L, (2008). Understanding Interpersonal Communication: Making Choices 

in Changing Times. 2
nd

  ed. Cengage Learning. 



 
 

337 
 

Wheeldon, J.,( 2011). Visualizing Social Science Research: Maps, Methods, & Meaning. 

Sage. 

Wheeler, F., Frost, W. & Weiler, B, (2011). Destination Brand Identity, Values and 

Community: A Case Study From Rural, Australia. Journal of Travel & Tourism Marketing, 

28(1), pp. 13-26. 

Wijaya, B., (2013). Dimensions of Brand Image: A Conceptual Review from the Perspective 

of Brand Communication. European Journal of Business and Management, 5(31), pp. 55-65. 

Williams, B., Onsman, A., & Brown, T, (2010). Exploratory Factor Analysis: A Five-Step 

Guide for Novices. Australasian Journal of Paramedicine, 8(3), pp. 1-13. 

Williams, P. W., Gill, A. M. & Chura, N, (2004). Branding mountain destinations: the battle 

for "placefulness. Tourism Review, 59(1), pp. 6-15. 

Williams,S, (2004). Tourism: Tourism, Development and Sustainability. s.l.:Taylor & 

Francis. 

Williams,K.M., (2014). Doing Research to Improve Teaching and Learning: A Guide for 

College and University Faculty. Routledge. 

Williams, C., (2002). Research Methods. Journal of Business & Economic Research, 5(3), 

pp. 65-72. 

Willy,H.& Richards,D.G, (1977). Physical Constraints On Acoutic Communication in the 

Atmosphere: Implications For the Evolution of animal Vocalizations. Behavioral Ecology 

and Sociobiology , 3(1), pp. 69-94. 

Wilmot, A., (2005). Designing Sampling Strategies for Qualitative Social Research: With 

Particular Reference to the Office for National Statistics' Qualitative Respondent Register. 

Survey Methodology Bulletin-Office for National Statistics, Volume 56, pp. 1-14. 

Wilson, D., (2008). Forensic Procedures for Boundary and Title Investigation. John Wiley & 

Sons. 

Wilson, J. B., (2008). Managing Brand You: 7 Steps to Creating Your Most Successful Self. 

AMACOM Div American Mgmt Assn. 

Wilson, V., (2013). Research Methods: Mixed Methods Research. Evidence Based Library 

and Information Practice, 8(2), pp. 275-277. 

Wimmer,R.D& Dominick,J.R, (2010). Mass Media Research: An Introduction. Cengage 

Learning. 

Wisansing, J., (2005). Components of Destination Branding: A Case of Malaysia. Assumption 

University, pp. 1-8. 



 
 

338 
 

Wolk, A., & Theysohn, S, (2007). Factors Influencing WebsiteTraffic in the Paid Content 

Market. Journal of Marketing Management, 23(7-8), pp. 769-796. 

Wong, I. A., Fong, L. H. N., & Law, R, (2016). A longitudinal Mmultilevel Model of Tourist 

outbound Travel Behavior and the Dual-cycle Model. Journal of Travel Research, 55(7), pp. 

957-970. 

Wong, K., (2013). Reflection on Effective Communication for Learning &Teaching at 

Higher Learning Institutions. Journal of Contemporary Management, Issue 16.ID: 1929-

0128-2013-04-63-10 Kit Chee Wong. 

Wong, K. K. K., (2013). Partial Least Squares Structural Equation Modeling (PLS-SEM) 

Techniques Using SmartPLS. Marketing Bulletin, 24(1), pp. 1-32. 

Woodley, X. M., & Lockard, M, (2016). Womanism and Snowball Sampling: Engaging 

Marginalized Populations in Holistic Research. The Qualitative Report, 21(2), pp. 321-329. 

Wu, B.T. and Newell, S.J, (2003). The Impact of Noise on Recall of Advertisements. Journal 

of Marketing Theory and Practice, 11(2), pp. 56-65. 

World Health Organization. (2010). Country Cooperation Strategy for WHO and Oman: 

2010–2015. 

World Travel& Tourism Council (WTTC) (2016). Travel and Tourism Economic Imapct 

2016 Oman. https://www.wttc.org/-/media/files/reports/economic-impact-research/regions-

2016/europeanunionlcu2016.pdf. 

World Travel& Tourism Council (WTTC) (2018). Travel and Tourism Economic Imapct 

2018 Oman. https://www.wttc.org/-/media/files/reports/economic-impact-research/countries-

2018/oman2018.pdf 

Yang, E. C. L., Sharif, S. P., & Khoo-Lattimore, C, (2015). Tourists' Risk Perception of 

Risky Destinations: The Case of Sabah's Eastern Coast. Tourism and Hospitality Research, 

15(3), pp. 206-221. 

Yang, F., (2015). Tourist Co-Created Destination Image. Journal of Travel & Tourism 

Marketing.DOI:10.1080/10548408.2015.1064063, pp. 1-15. 

Yang, Y., (2010). The Construction of Brand Culture Based on Corporate Culture. 

International Journal of Business and Management, 5(4), pp. 223-226. 

Yap, G., & Saha, S, (2013). Do Political Instability, Terrorism, and Corruption Have 

Deterring Effects on Tourism Development Even in the Presence of UNESCO Heritage? A 

Cross-country Panel Estimate. Tourism Analysis, 18(5), pp. 587-599. 

Yastrow, S., (2003). Brand Harmony: Achieving Dynamic Results by Orchestrating Your 

Customer's Total Experience. 1
st
  ed.:SelectBooks, Inc. 



 
 

339 
 

Yazdi, S., (2012). Sustainable Tourism. American International Journal of Social Science, 

1(1), pp. 50-56. 

Ye, H. and Tussyadiah, I.P, (2011). Destination Visual Image and Expectation of 

Experiences. Journal of Travel & Tourism Marketing, 28(2), pp. 129-144. 

Yeoman, I., Durie, A., McMahon-Beattie, U., & Palmer, A, (2005). Capturing the Essence of 

a Brand from its History: The Case of Scottish Tourism Marketing. Journal of Brand 

Management, 13(2), pp. 134-147. 

Yeshin, T., (2006). Advertising. Cengage Learning EMEA. 

Yildiz, A. K., (2017). Effective Communication Skills to Manage the Library: Relations 

between Managers and Librarians. Qualitative and Quantitative Methods in Libraries, 1(2), 

pp. 141-153. 

Yilmaz, Y., Yilmaz, Y., İçigen, E. T., Ekin, Y., & Utku, B. D, (2009). Destination Image: A 

Comparative Study on Pre and Post Trip Image Variations. Journal of Hospitality Marketing 

& Management, 18(5), pp. 461-479. 

Ying, H., & Ying, K. O. U, (2012). Empirical Study on Intercultural Communication 

Teaching for English Majors in Chinese Universities. Cross-Cultural Communication, 8(6), 

pp. 21-29. 

Ying, H., & Ying, K. O. U, (2014). Empirical Study on Intercultural Communication 

Teaching for English Majors. Cross-Cultural Communication, 8(6), pp. 21-29. 

Yin, K., (2003). Case Study Research; Design and Methods. 3
rd

  ed. London: Sage 

Publications. 

Yong, A. G., & Pearce, S, (2013). A beginner’s Guide to Factor Analysis: Focusing on 

Exploratory Factor Analysis. Tutorials in Quantitative Methods for Psychology, 9(2), pp. 79-

94. 

Yoon,Y.Gursoy,D.& Chen,J.S, (2001). Validating a Tourism Development Theory with 

Structural Equation Modeling. Tourism Management, 22(4), pp. 363-372. 

Yosie, T.F. & Herbst, T.D, (1998). Using Stakeholder Processes in Environmental Decision 

Making. An Evaluation of Lessons Learned, Key Issues, and Future Challenges. American 

Industrial Health Council, Ruder Finn, Washington. 

Yu, C.H., Jannasch-Pennell, A. and DiGangi, S.,( 2011). Compatibility between text mining 

and Qualitative Research in the Perspectives of Grounded Theory, Content Analysis, and 

Reliability. The Qualitative Report, 16(3), pp. 730-744. 

Yudina, E. V., Uhina, T. V., Bushueva, I. V., & Pirozhenko, N. T. (2016). Tourism in a 

Globalizing World. International Journal of Environmental and Science Education, 11(17), 

10599-10608. 



 
 

340 
 

Yuksel, F. A. B. Y., (2009). Interactions Between Visual Appeals, Holiday Motivations, 

Destination Personality and the Self- image: Implications For Destination Advertising. 

Journal of Travel and Tourism Research (Online), pp. 75-105. 

Yusof, M. F. M., & Ismail, H. N, (2015). Destination Branding Identity from the 

Stakeholders’ Perspectives. International Journal of Built Environment and Sustainability, 

1(1), pp. 71-75. 

Yusof, M. F. M., & Ismail, H. N, (2015). Destination Branding Identity from the 

Stakeholders’ Perspectives. International Journal of Built Environment and Sustainability, 

1(1), pp. 71-75. 

Yusof, M. F. M., & Ismail, H. N, (2016). The Evolvement of Brand Identity of Langkawi 

Island, Malaysia.. PLanning Malaysia Journal, 14(4), pp. 329-342. 

Yusoff, R., & Mohd Janor, R, (2014). Generation of an Interval Metric Scale to Measure 

Attitude. SAGE Open.DOI: 10.1177/2158244013516768, 4(1), pp. 1-16. 

Zachariadis, M., Scott, S. V., & Barrett, M. I, (2013). Methodological Implications of Critical 

Realism for Mixed-Methods Research. MIS Quarterly, 37(3), pp. 855-879. 

Zach, F., (2016). Collaboration for Innovation in Tourism Organizations: leadership Support, 

Innovation Formality, and Communication. Journal of Hospitality & Tourism Research, 

40(3), pp. 271-290. 

Zaei, M. E., & Zaei, M. E, (2013). The Impacts of Tourism Industry on Host Community. 

European Journal of Tourism Hospitality and Research, 1(2), pp. 12-21. 

Zaichkowsky, J., (2010). Strategies for Distinctive Brands. Journal of Brand Management, 

17(8), pp. 548-560. 

Zakaria, I., Rahman, B. A., Othman, A. K., Yunus, N. A. M., Dzulkipli, M. R., & Osman, M. 

A. F, (2014). The Relationship between Loyalty Program, Customer Satisfaction and 

Customer Loyalty in Retail Industry: A Case Study. Procedia-Social and Behavioral 

Sciences, Volume 129, pp. 23-30. 

Zarrad, H., & Debabi, M, (2015). Analyzing the Effect of Electronic Word of Mouth 

onTourists' AttitudeToward Destination and Travel Intention. International Research Journal 

of Social Sciences, 4(4), pp. 53-60. 

Zavattaro, S. M., Daspit, J. J., & Adams, F. G, (2015). Assessing Managerial Methods for 

Evaluating Place Brand Equity: A Qualitative Investigation. Tourism Management, Volume 

47, pp. 11-21. 

Zenker, S. and Jacobsen, B.P, (2015). Inter-regional Place Branding: Best Practices, 

Challenges and Solutions.Springer. 



 
 

341 
 

Zenker,S.& Braun,E, (2017). Questioning a “one size fits all” City Brand: Developing a 

Branded House Strategy for Place Brand Management. Journal of Place Management and 

Development, 10(3), pp. 270-287. 

Zenker, S., Braun, E., & Petersen, S. (2017). Branding the destination versus the place: The 

effects of brand complexity and identification for residents and visitors. Tourism 

Management, 58, 15-27 

Zenker,S.&Jacobsen,B.P, (2015). Inter-Regional Place Branding: Best Practices, Challenges 

and Solutions.Springer. 

Zeybek, B., & Unlu, D. G, (2016). A View on Countries’ Tourism Logos, Slogans, Contents 

and Figural Characteristics Within the Concept of Country Identity. Informacijos Mokslai, 

76(76), pp. 26-44. 

Zeytonli, A.H., Madadi, B. and Dana, A, (2015). The Customer-Based Brand Equity for 

Sport Tourism Destinations. Research Journal of Sport Sciences, 3(1), pp. 1-7. 

Zhang, H.Fu,X.Cai,L.A.& Lu,L, (2014). Destination Image and Tourist Loyalty: A Meta-

Analysis. Tourism Management, Volume 40, pp. 213-223. 

Zhang, J., Gui, Y., Wu, B., Morrison, A. M., & Li, C, (2016). Is Destination Marketing 

Organization Microblogging in China Delivering? An Empirical Analysis of Information 

Supply Against Consumer Information Needs. Journal of Vacation Marketing, 22(1), pp. 68-

85. 

Zhang, Y., (2015). The Impact of Brand Image on Consumer Behavior: A Literature Review. 

Open Journal of Business and Management.http://dx.doi.org/10.4236/ojbm.2015.31006, 

Volume 3, pp. 58-62. 

Zhao, W., Sun, R., & Kakuda, N, (2017). Institutionalized Place Branding Strategy, Interfirm 

Trust, and Place Branding Performance: Evidence from China. Journal of Business Research, 

Volume 78, pp. 261-267. 

Zhiyan, W.Borgerson,J.& Schroeder,J, (2013). From Chinese Brand Culture to Global 

Brands: Insights from Aesthetics, Fashion and History. Palgrave Macmillan. 

Zins, A. H., & Lin, S, (2016). From Intended to Projected Destination Image Elements: the 

Case of Prefectures in China. International Journal of Culture, Tourism and Hospitality 

Research, 10(1), pp. 38-52. 

Zohrabi, M., (2013). Mixed Method Research: Instruments, Validity, Reliability and 

Reporting Findings. Theory and Practice in Language Studies, 3(2), pp. 254-262. 

https://www.quora.com/What-are-the-differences-and-similarities-between-the-Gulf-states 

 https://www.vectorstock.com/royalty-free-vector/sultanate-of-oman-map-vector-2602739  

 



 
 

342 
 

 

Appendix(1): Pilot study questionnaire  

 

 

 

Dear Respondent 

My name is Fatma Mansour. I am PhD Student at the University of Salford. The purpose of 

this survey is to measure the influence of tourist’s perceptions and attitudes towards 

destination brand and selection. The success of my research study is dependent on your views 

and responses to this questionnaire which should take approximately ten minutes of your time 

to complete. Your participation in this questionnaire is voluntary, and your responses will 

remain confidential.  The names of individual persons are not required in any responses. The 

results of this research will be combined to examine the different perceptions (images) of 

tourists when thinking of Sultanate of Oman as a tourist destination.  

Thank you for your time and support, every answer makes a significant contribution to the 

study. 

If you have any question regarding this questionnaire, please feel free to contact me or my 

supervisor on the following contact details: 

Fatma Mansour                                                        Supervisor: Agata Maccarrone-Eaglen                                               

Business School                                                                Business School              

University of Salford                                                       University of Salford 

F.mansour@edu.salford.ac.uk                                  A.Maccarrone-Eaglen@salford.ac.uk                                                                                               

 

 

 

 

 

 

Questionnaire to Measure the Image of the Sultanate of Oman in 

International Market 
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1-Have you visited the Sultanate of Oman before? (Please, tick only one) 

□ Yes. (Please continue to the end of the questionnaire)    

□ No.  (Please, go to Q12, and then continue to the end of the questionnaire) 

2-How many times, previously, have you visited Oman? (Please, tick only one) 

□ One visit.  

□ Two visits. 

□ Three visits or more.  

3- What was the main reason for your visit? (Please, tick only one) 

□ Leisure/Holiday.  

□ Business only (please go to question 5).                          

□ Both Business and leisure. 

□ Other. Please be specify………………………………………. 

4- What influenced you to visit Oman for your last trip? (Please, tick as many as  

        apply) 

□ Advice from travel agent. 

□ Recommendations from family/friends/ colleagues. 

□ Internet information. 

□ Media reports picture (TV, radio, newspaper, etc.). 

□ Books. 

□ Tourist guide books. 

□ Other. Please specify……………………… 

 

5- Which places did you visited in Oman? (Please, state below)?     

 

…………………………………………………………………………………………………

……………………………….………………………………………………………………… 

 

 

 

Section One: Knowledge about Oman 

In this section we are interested to explore how well known Oman is as an actual or potential 

tourist’s destination.   
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6- How would you describe the atmosphere or mood that you experienced while visiting 

Oman?  (Please, tick as many as apply)   

□ Friendly people.                                                                                                                               

□ Boring. 

□ Stimulating.  

□  Scary.           

□ Pleasant. 

□ Other...………………………………………………………………………………… 

 

7- Did your trip to Oman meet your expectations? (Please, tick only one) 

□ Completely. 

□ For the greater part. 

□ Partly. 

□ Not really. 

□ Absolutely not.If answered “not really” or “absolutely not” please state why:  

 

……………………………………………………………………………………… 

 

 8- Which of the following would give a positive emotion to you in relation to Oman?   

(Please, tick as many apply) 

□ The characteristic of local attractions. 

□ Arabic culture. 

□ Feeling safe. 

□ Entertainment available. 

□ Arabic Shisha pipe. 

□ Quality of facilities. 

□ Cycling (Bike activities). 

□ Other…………………………………………………………………………………… 

 

9- Compared to other destinations that you visited, how do you compare Oman’s to   

        these destinations? (Please, state below) 

      

…………………………………………………………………………………………………

……………………………………………………………………………………………… 
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10- Which One of the following do you think best influences a visitor’s decision to 

choose Oman destination over others within the Arabic countries?  

□ Destination’s favourable Climate. 

□ Natural Beauty of the Destination. 

□ Cultural Attractions. 

□ Quality of Available Accommodations. 

□ Reputation of the local food. 

□ Range of Recreational Activities. 

□ Shopping. 

□ Special Events & Festivals. 

□ Security and Safety. 

□ Distance and travel time to destination. 

□ Ease of entry to country (visa / passport). 

□ Friendliness of residents towards international visitors. 

□ Other (Please specify)…………………………………… 

 

11- Would you recommend Oman to your friends or relatives? (Please, tick only one) 

□ Yes.  

□ No.  

□ Please explain why……………………………. 

 

 

  

 

Please, turn the page for section (2)  
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12- What does this logo suggests to you? (Please, tick as many as apply) 

□ Nature. 

□ Desert. 

□ Mountain. 

□ Sun. 

□ Water. 

□ Other, please specific……………………………………………………………… 

 

13-Which of the following attributes do you think are associated with the Omani logo? 

(Please, tick as many as apply) 

□ Simple. 

□ Attractive. 

□ Memorable. 

□ Conceptual. 

□ Funny. 

□ Safety. 

□ Popular. 

□ Versatile. 

□ Other, please specific……………………………………………………………….. 

 

Please, turn the page for section (3) 

Section two: Awareness about Oman 

In this section we would like to know your perception about Oman is as an actual or 

potential tourist’s destination.   
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14- Thinking of Oman as a tourist destination, please state if you agree or not with the 

following statements. (It is not necessary for you to have visited Oman in order to respond 

to this question!) 

 

Elements of tourist destination 
Strongly 

disagree 
Disagree Neither Agree 

Strongly 

Agree 

Idont 

know 

Beautiful scenery(Mountains, 

Valley, land scape) 

      

 Beautiful beaches       

Hot climate       

Camping facilities       

Good quality of accommodation       

Availability of internet       

Good health services       

Excellent shopping centres        

Good transport services        

Availability of tour packages       

Political stability       

Clean and tidy environment       

Special festival/Fairs       

Safety and security        

Restful/relaxing       

Hospitality of people       

Trust worthy people       

Historical interest       

Modern Architecture Building       

Excellent quality of infrastructure       

Good restaurants       

High quality sport facilities       

Unique theme parks       

Fashion stores       

Appealing destination       

Gardens and springs        

Customs/tradition/culture       

Availability Information resources       

Easy access to the area       

Culture shows       

Positive reputation of the country       

Reasonable price tourists       

Tax benefits       

National parks        

Museum attraction       

Theatres/concerts       

Physical atmosphere       

 

Section three: Image of Oman 

In this section we would like to explore with you the images you have about Oman as an 

actual or potential tourist’s destination.   
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 15- What are the main reasons you would visit Oman? (Please, tick as many as apply): 

□ For rest and relaxation. 

□ Outdoor trip.       

□ Heritage or cultural trip. 

□ Theme park trips. 

□ Others………………………………………………………………………………… 

 

16-In general, what image comes to your mind when hearing about Oman? (Please, tick 

only one) 

Extremely 

negative 

Somewhat 

negative 
Neutral 

Very 

positive 

Extremely 

positive 

1 2 3 4 5 

 

17-What would be the main concerns that would deter you from choosing Oman as a 

holiday destination? (Please, tick as many as apply) 

□ Visa. 

□ Safety. 

□ Budget. 

□ Distance. 

□ Hot climate. 

□ Personal taste. 

□ I don’t know. 

□ Other……………….. 

    

 18-Would you visit Oman in the future? (Please, tick only one) 

□ Yes. 

□ No. 

 If no, why not? ……………………………………………. 

 

19-Do you believe that Oman differs from other Arabic countries? (Please, tick one) 

□ Yes. If yes (Please continue to the end of questionnaire) 

□ No. (Please, go to the q22).  
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20- In your own opinion, what is Oman’s key differentiator as a tourist destination, 

relative to other Arabic countries? (Please, tick as many as apply). 

□ High quality of accommodation services. 

□ Security and safety of visitors. 

□ Value of money of shopping items. 

□ A good value for the money spent for the holiday experience.  

□ Free internet& Wi-Fi facilities in hotel. 

□ Updated infrastructure for tourist. 

□ Online hotel booking. 

□ Other. Please 

specify……………………………………………………………………………….  

 

21- Could you please list any distinctive or unique tourist attractions that you can think 

of in Oman? (Please state below) 

       

…………………………………………………………………………………………………

………………………………………………………………………………………………… 

       

 

 

Please, turn the page for section (4) 
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22- Please circle the most appropriate response, your answers (this will be kept strictly 

confidential and will be only used for statistical purposes): 

Gender:                                                                                                     

□ Female. 

□ Male.   

 Nationality:    ………………………….  

Age: 

□ 18-30. 

□ 31-40. 

□ 41-50. 

□ 51-60. 

□ 60 or over. 

Employment Status:  

□ Employed. 

□ Unemployed. 

□ Retired. 

□ Student. 

□ Self-employed. 

Highest level of education attained: 

□ Primary/Elementary school. 

□ High school. 

□ Diploma. 

□ Bachelor degree. 

□ Master’s degree. 

□ PhD degree. 

--------------------------------------------End of Questionnaire----------------------------------------- 

 

 

Section4: Demographic and Behavioural Information 

Please could you provide some information about yourself? 
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Appendix (2) questionnaire  

 

Questionnaire to Measure the Image of the Sultanate of Oman in International 

Market 

 

Dear Respondent 

My name is Fatma Mansour. I am PhD Student at the University of Salford. The purpose of 

this survey is to measure the influence of tourist’s perceptions and attitudes towards 

destination brand and selection. The success of my research study is dependent on your views 

and responses to this questionnaire which should take approximately ten minutes of your time 

to complete. Your participation in this questionnaire is voluntary, and your responses will 

remain confidential.  The names of individual persons are not required in any responses. The 

results of this research will be combined to examine the different perceptions (images) of 

tourists when thinking of Sultanate of Oman as a tourist destination.  

Thank you for your time and support, every answer makes a significant contribution to the 

study. 

If you have any question regarding this questionnaire, please feel free to contact me or my 

supervisor on the following contact details: 

Fatma Mansour                                                        Supervisor: Agata Maccarrone-Eaglen                                               

Business School                                                                Business School              

University of Salford                                                       University of Salford 

F.mansour@edu.salford.ac.uk                                  A.Maccarrone-Eaglen@salford.ac.uk                                                                                               
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1-Have you visited the Sultanate of Oman before? (Please, tick only one) 

□ Yes. (Please continue to the end of the questionnaire)    

□ No.  (Please, go to Q12, and then continue to the end of the questionnaire) 

2-How many times, previously, have you visited Oman? (Please, tick only one) 

□ One visit.  

□ Two visits. 

□ Three visits or more.  

3- What was the main reason for your visit? (Please, tick only one) 

□ Leisure/Holiday.  

□ Business only (please go to question 5).                          

□ Both Business and leisure. 

□ Other. Please be specify…………………………… 

4- What influenced you to visit Oman for your last trip? (Please, tick as many as  

        apply) 

□ Advice from travel agent. 

□ Recommendations from family/friends/ colleagues. 

□ Website/internet information. 

□ Media reports picture (TV, radio, newspaper, etc.). 

□ Books. 

□ Tourist guide books. 

□ Other. Please specify……………………………………….. 

 

Please, turn the page 

 

Section One: Knowledge about Oman 

In this section we are interested to explore how well known Oman is as an actual or 

potential tourist’s destination.   
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5- Which places did you visited in Oman? (Please, state below)?     

 

…………………………………………………………………………………………………

………………………………………………………………………………………………. 

 

6- How would you describe the atmosphere or mood that you experienced while visiting 

Oman?  (Please, tick as many as apply)   

□ Friendly people.                                                                                                                               

□ Boring. 

□ Stimulating.  

□  Scary.           

□ Pleasant. 

□ Other...………………………………………… 

 

7- Did your trip to Oman meet your expectations? (Please, tick only one) 

□ Completely. 

□ For the greater part. 

□ Partly. 

□ Not really. 

□ Absolutely not. 

If answered “not really” or “absolutely not” please state why:  

 

……………………………………………………………………………………… 

 

 8- Which of the following would give a positive emotion to you in relation to Oman?   

(Please, tick as many apply) 

□ The characteristic of local attractions. 

□ Arabic culture. 

□ Feeling safe. 

□ Entertainment available. 

□ Arabic Shisha pipe. 

□ Quality of facilities. 

□ Cycling (Bike activities). 

□ Other……………………………………………………………… 

 

Please, turn the page 
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9- Compared to other destinations that you visited, how do you compare Oman’s to   

        these destinations? (Please, state below) 

      

………………………………………………………………………………………………… 

       

10- Which One of the following do you think best influences a visitor’s decision to 

choose Oman destination over others within the Arabic countries?  

□ Destination’s favourable Climate. 

□ Natural Beauty of the Destination. 

□ Cultural Attractions. 

□ Quality of Available Accommodations. 

□ Reputation of the local food. 

□ Range of Recreational Activities. 

□ Shopping. 

□ Special Events & Festivals. 

□ Security and Safety. 

□ Distance and travel time to destination. 

□ Ease of entry to country (visa / passport). 

□ Friendliness of residents towards international visitors. 

□ Other (Please Specify)………………………… 

 

11- Would you recommend Oman to your friends or relatives? (Please, tick only one) 

□ Yes.  

□ No.  

□ Please explain why …………………….. 

 

Please, turn the page for Section (2) 
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12- What does this logo suggests to you? (Please, tick as many as apply) 

□ Nature. 

□ Desert. 

□ Mountain. 

□ Sun. 

□ Water. 

□ Other, please specific……………………………………………………………… 

13-Which of the following attributes do you think are associated with the Omani logo? 

(Please, tick as many as apply) 

□ Simple. 

□ Attractive. 

□ Memorable. 

□ Conceptual. 

□ Funny. 

□ Safety. 

□ Popular. 

□ Versatile. 

□ Other, please specific……………………………………………………………….. 

                                      Please, turn the page for section (3) 

Section two: Awareness about Oman 

In this section we would like to know your perception about Oman brand  
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 14- Thinking of Oman as a tourist destination, please state if you agree or not with the 

following statements. (It is not necessary for you to have visited Oman in order to respond 

to this question!) 

 

Elements of tourist destination 
Strongly 

disagree 
Disagree Neither Agree 

Strongly 

Agree 

Beautiful scenery(Mountains, Valley, land 

scape) 

     

 Beautiful beaches      

Hot climate      

Camping facilities      

Good quality of accommodation      

Availability of internet      

Good health services      

Excellent shopping centres       

Good transport services       

Availability of tour packages      

Political stability      

Clean and tidy environment      

Special festival/Fairs      

Safety and security       

Restful/relaxing      

Hospitality of people      

Trust worthy people      

Historical interest      

Modern Architecture Building      

Excellent quality of infrastructure      

Good restaurants      

High quality sport facilities      

Unique theme parks      

Fashion stores      

Appealing destination      

Gardens and springs       

customs and traditions      

Availability Information resources      

Easy access to the area      

Culture shows      

Positive reputation of the country      

Reasonable price tourists      

Tax benefits      

National parks       

Museum attraction      

Theatres/concerts      

Physical atmosphere      

 

 

 

Section three: Image of Oman 

In this section we would like to explore with you the images you have about Oman as an 

actual or potential tourist’s destination.   
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 15- What are the main reasons you would visit Oman? (Please, tick as many as apply): 

□ For rest and relaxation. 

□ Outdoor trip.       

□ Heritage or cultural trip. 

□ Theme park trips. 

□ Others………………………………………………………………………………… 

 

16-In general, what image comes to your mind when hearing about Oman? (Please, tick 

only one) 

Extremely 

negative 

Somewhat 

negative 
Neutral 

Very 

positive 

Extremely 

positive 

1 2 3 4 5 

 

 

 

17-What would be the main concerns that would deter you from choosing Oman as a 

holiday destination? (Please, tick as many as apply) 

□ Visa. 

□ Safety. 

□ Budget. 

□ Distance. 

□ Hot climate. 

□ Personal taste. 

□ Other…………………………………………………………………………………… 

□ I don’t know. 
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 18-Would you visit Oman in the future? (Please, tick only one) 

□ Yes. 

□ No. 

 If no, why not? 

……………………………………………………………………………………………… 

 

19- Do you believe that Oman differs from other Arabic countries? (Please, tick one) 

□ Yes. If yes (Please continue to the end of questionnaire) 

□ No. (Please, go to the q21).  

 

20- In your own opinion, what is Oman’s key differentiator as a tourist destination, 

relative to other Arabic countries? (Please, tick as many as apply). 

□ High quality of accommodation services. 

□ Security and safety of visitors. 

□ Value of money of shopping items. 

□ A good value for the money spent for the holiday experience.  

□ Free internet& Wi-Fi facilities in hotel. 

□ Updated infrastructure for tourist. 

□ Online hotel booking. 

□ Other. Please specify………………………………………………………………… 

 

 

Please, turn the page for section (4) 
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21- Please circle the most appropriate response, your answers (this will be kept strictly 

confidential and will be only used for statistical purposes): 

Gender:                                                                                                     

□ Female.                                                        

□    Male.   

 Nationality:    ………………………….  

Age: 

□ 18-30. 

□ 31-40. 

□ 41-50. 

□ 51-60. 

□ 60 or over. 

Employment Status:  

□ Employed. 

□ Unemployed. 

□ Retired. 

□ Student. 

□ Self-employed. 

Highest level of education attained: 

□ Primary/Elementary school. 

□ High school. 

□ Diploma. 

□ Bachelor degree. 

□ Master’s degree. 

□ PhD degree. 

--------------------------------------------End of Questionnaire----------------------------------------- 

Thank you for your valuable time to complete this questionnaire. Should you have any 

questions, then, please feel free to contact me at: F.mansour@edu.salford.ac.uk 

 

Section5: Demographic and Behavioural Information 

Please could you provide some information about yourself? 
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(Appendix 3) Information sheet 

 

Research project Title 

Destination Branding: an analytical study applied to Sultanate of Oman as a tourism 

destination. 

Invitation paragraph 

I would to invite you to take part in research project. The project is a part of my PhD at the 

University of Salford. I have chosen you because of you have experience in the tourism 

industry in Oman, therefore you can provide important information for my study. Please, take 

a minute to read the following information and feel free of to ask questions if anything is not 

clear. 

What is the purpose of the study?  

The aim of this study is to develop a comprehensive model for tourism destination branding 

using Oman as a case study. This will be achieved by examining the Omani context and its 

characteristics from the perspectives of potential tourists (demand side) and the Omani 

tourism providers (supply side). .  

Why have I been invited? 

You have been invited because you can provide a comprehensive illustration and information 

for my study.  

Do I have to take part? 

It is totally up to you to take part or not. In case you agree to participate, you will be asked to 

sign a consent form and you still have the freedom to withdraw your consent at any time 

without giving reason. 

What will happen to me if I take part? 

The interview will be approximately 1:30 hour in duration. The interview will be audio 

recorded with you agreement. The information you provide will be treated confidentially and 

only used for the research. Your name will not be recorded on the tape and on the 

transcription.  

What are the possible disadvantages or risks of taking part?  

There will be no possible disadvantage or risk of taking part of this research.This exploratory 

study to get participants perceptions.   
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Will my taking part in the study be kept confidential?  

 All data will be kept strictly confidential. 

 Transcribed interview will be kept in a password protected file.  

 All data documents will be stored safely in a locked cabinet; they are accessed only 

by the researcher.   

 All raw data will be destroyed after the completion of this research. 

 

What will happen to the results of the research project?   

Data will be used for the research purpose only. The findings will be presented as a part of 

the PhD thesis; the results may be published in academic papers or journals. 

Who has ethically reviewed the research project? 

The research has been ethically approved via the college Research Ethics Panel (REP) of the 

University of Salford. 
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Appendix (4) Consent Form 

 

Dear Sir/ Madam 

I am thankful for accepting to collaborate in this work as a part of my doctoral research. The 

aim of this study is to develop a comprehensive model for tourism destination branding using 

Oman as a case study. This will be achieved by examining the Omani context and its 

characteristics from the perspectives of potential tourists (demand side) and the Omani 

tourism providers (supply side).  

The interview will be approximately 1 hour in duration. The interview will be audio record 

with the agreement of the participant. The information you provide will be treated 

confidentially and only used for the research. Your name will not be recorded on the tape and 

on the transcription, this consent form will also be securily kept. 

Should you have any questions please do not hesitate to contact me on my email address 

below.  

Thank you 

Participants Statement  

I have read and understood the consent form above, and discussed all uncertainties with the 

interviewer. I agree to participate in this study. 

Participant’s signature ----------------------         Date -------------------------    Time 

…………………… 

Job 

title………………………………………………………………………………………………

…………………………… 

Researcher’s signature ---------------------                  Date-------------------------- 

If you wish to contact me directly my email address is left here below: 

F.mansour@edu.salford.ac.uk  

 

mailto:F.mansour@edu.salford.ac.uk
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Interview Questions 

Questions Prompt/follow up 

1-Could you tell me about Oman’s 

destination brand?   
 When was Oman’s destination 

branding first Launched? 

 

1- In your opinion, what are the components 

of tourism Oman Brand? 
 What destination attributes do you 

associate with your brand? 

 Do you feel the elements being 

branded accurately reflect your 

country’s identity? 

 Were there any specific reasons 

behind the introduction of Oman’s 

destination brand? 

 

2-Talking about” identity” as the 

identification of the country in the mind 

of people, in branding Oman, which 

concept stands out in your brand 

message? Why? 

 

 What identity does Oman destination 

brand aim to project about Oman? 

 Was your brand logo pre-tested to 

ensure that it clearly reflects the 

desired image and experience of the 

destination? 

 Do you feel that you have been 

successful in creating your desired 

image? 

 What is this that it makes you unique, 

and different from your competitors? 

 Is there any future plan in changing 

this brand? When? Why? 

 

3-Could you tell me please about 

communication market tools you are used? 
 How you communicate with your 

customer? 

 What message is being delivered 

through your brand? 

 What do you do to identify your 

target audience? 

 What types of marketing campaigns 

have you run in the past? 

 Do any factors prevent your message 

to reach your customer? 

 How do you believe that potential 

tourist’s perceived Oman as tourism 

destination? 

 How do you keep your customer 

trust? 

4-When we talk about challenges that face 

Oman tourism, are there any problems facing 

the brand of Oman? 

 Does there any issue that you can 

think of that affect the branding 

process? 
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Appendix (5) ethical approval 
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Appendix (6) 




