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ABSTRACT

Destination management organisations currently operate in an environment where online
media greatly influences travellers' decision-making. In this digital environment, electronic
word of mouth (eWOM) is considered an important source of information affecting
tourist's behaviour and destination image formation. Destination image is also recognised
as major element influencing holiday destination choice, intention to revisit a destination
and the willingness to recommend it to others. The Theory of Reasoned Action (TRA) in
turn, offers a relevant conceptual framework to analyse tourists’ behaviour. This paper
aims to (1) incorporate eWOM and destination image as exogenous variables into the TRA
model, then evaluate the ability of this extension to predict tourists’ behavioural intention
(2) examine both eWOM and destination image impact on intention to visit an emerging
destination (3) inspect eWOM role in destination image formation (4) evaluate the ability
of the TRA’s core constructs (i.e., attitude and subjective norms) to predict intention. A
quantitative approach based on structural equation modelling conducted this study in order
to test the extended model, by analysing data collected from 234 potential foreign tourists,
selected using a convenience sampling method. Results revealed that the extended model
had a good predictive ability for tourists’ intentions to visit an emerging destination.
Besides, attitude, subjective norms and destination image were significant predictors of
visit intention, and eWOM significantly influenced the image. The study outcomes may
help to develop a more efficient and successful tourism marketing strategy.
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1. INTRODUCTION

In past years, the digitalisation phenomenon has overturned all economic sectors, without
exception including the tourism industry, while creating a new ecosystem bringing together:
tourists, accommodation providers, tour operators, tourist agencies and institutional
organisations, operating on digital media platforms such as Google, Booking, Trivago,
Tripadvisor and Hotels.com. This holistic phenomenon has also influenced tourists' decision
making process by making it more digital, for example, when seeking a destination's
information, online reservations, and purchasing tickets (Wang, 2016, p. 27). Therefore, the
study's interest is to analyse this tourist's behaviour, more precisely his intention to choose
and visit a destination during the current digital age. Visit intention is interpreted as the
potential tourists' willingness and predisposition to visit a destination (Chen et al., 2014, p.
793). More profoundly, the intention to choose a particular destination can be considered a
rational decision based on assessing both costs and benefits, relying on information from
several sources, including those available on the Internet (Kim et al., 2017, p. 30). The
intention is considered an essential factor in behavioural studies (Ajzen, 1985; Sparks & Pan,
2009). According to the reasoned action theory (Ajzen & Fishbein, 1980; Fishbein & Ajzen,
1975) behavioural intentions, are the antecedents of behaviour; in other words, intention
predicts and helps to understand the behaviour of individuals. In this sense, the intentions are
supposed to capture the motivating factors of consumers and tourists. Hence, intention’s
analysis is crucial in marketing studies, aiming to identify consumer behaviour to create
value (Dodds et al., 1991 as cited in Liang et al., 2013). On the other hand, it was argued that
tourists’ behavioural intention is influenced by electronic word of mouth (Gosal et al., 2020;
Cam et al., 2019 ; Ghidouche et al., 2018; Jalilvand, 2017; Abubakar & Ilkan, 2016; Filieri
& McLeay, 2014); this variable falls under direct digital marketing. Online travel reviews or

electronic word of mouth (eWOM) is acknowledged to play an essential role in the influence
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of tourists' decision-making process (MacKinnon, 2012). EWOM communication can be
defined as all positive or negative statements, reactions and evaluations posted via the
internet by consumers regarding products, services or organisations (Litvin et al., 2008, p.
461). This interpersonal communication plays a crucial role in acquiring and maintaining
tourists in the e-commerce era (Litvin et al., 2008; Vermeulen & Seegers, 2009). Further,
eWOM was also proven to play an essential role in destination image formation (Jalilvand &
Heidari, 2017, p. 725). Destination image is widely recognised as a critical aspect of the
tourist's decision-making process (San Martin & Rodriguez del Bosque, 2008); a critical
factor in choosing a holiday destination and travel choice (Baloglu & McCleary 1999);
influencing the intention to revisit the same destination and the willingness to recommend it
to others (Zhang et al., 2018). Phelps (1986) defines the destination image as the set of
impressions an individual perceives about a specific place, and it is considered crucial for
tourism development (Fakeye & Crompton, 1991).

Numerous scholars have investigated in several ways both electronic word of mouth and
destination image influence on visit intention (Kusumawati et al., 2019; Kanwel et al., 2019;
Setiawan & Wibawa, 2018; Ramdan et al., 2017; Prayogo et al., 2017; Jalilvand & Heidari,
2017; Reza Jalilvand et al., 2012¢). In this regard, Jalilvand and Heidari (2017) have
explored both traditional and electronic word of mouth effects on destination image
formation, attitude, and intention to visit a particular destination. They proved that eWOM is
significantly and positively associated with affective image, cognitive image, unique image,
attitude and travel intention. Similarly, they confirmed that overall image positively and
significantly affects tourist attitude and travel intention. Setiawan and Wibawa (2018) have
investigated eWOM effect on the intention to visit Buleleng in Bali Indonesia and the
mediating role of destination image; this study revealed that eWOM has a direct positive and
significant influence on the intention to visit this tourist destination; similarly, the image of
Buleleng is also proven to mediate the impact of eWOM on behavioural intention
significantly. On the other hand, Kanwel et al. (2019) have inspected the relationship
significance among destination image, tourist loyalty and intention to visit Pakistan. They
found a positive linkage among these variables; likewise, it was confirmed that eWOM and
tourist satisfaction fully mediate the link between destination image and visit intention. By
apprehending these studies, a consensus is manifested that both eWOM and destination
image significantly impact travel intention. However, these studies did not take into

consideration a critical factor which is “subjective norms”. This variable refers to the social
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pressure influence exerted on an individual to perform or not perform a behaviour (Ajzen,
1991, p. 188). In the tourism marketing context, subjective norms are found to be significant
determinants of the intention to visit a particular destination (Reza Jalilvand & Samiei,
2012b, p. 604); in this light, Ngah et al. (2018) indicated that subjective norm has a positive
relationship with the intention to visit the World Monument Funded Site (p.1280). Moreover,
subjective norms predict the intention to travel abroad (Kim & Noh, 2004) and to attend a
sporting event (Kaplanidou & Gibson, 2012). The current paper tried to address the
subjective norms' limitation by proposing a more extensive conceptual framework based on
the Theory of Reasoned Action (TRA) since it has been considered one of the most
influential conceptual frameworks for the study of human behaviour due to its effectiveness
in predicting behavioural intentions as well as behaviours (Park, 2000). This theory aims to
understand individuals' behaviour and behavioural intention through beliefs, attitudes, and
subjective norms (Ajzen & Fishbein, 1980).

In this extended model, the core constructs of the theory of reasoned action, namely,
behavioural beliefs, normative beliefs, attitude and subjective norms, have been associated
with destination image and eWOM; this extension is elaborated to understand better tourists'
behavioural intention considering social aspect of human behaviour represented by
subjective norms. Besides, scholars who have examined both perceived destination image
and eWOM impact on tourist's visit intention were mainly interested in Asian destinations
(Kusumawati et al., 2019; Kanwel et al., 2019; Setiawan & Wibawa, 2018; Ramdan et al.,
2017; Prayogo et al., 2017; Jalilvand & Heidari, 2017; Reza Jalilvand et al., 2012c). Hence,
we wanted to study this combination in another geographic zone; and we chose an African
country, particularly Algeria, which constitutes a tourist destination with enormous natural,
historical, and cultural potential.

This paper aims to (1) incorporate eWOM and destination image as exogenous variables into
the reasoned action theory model (TRA), then evaluate the ability of this extension to predict
behavioural intention (2) examine both eWOM and destination image impact on intention to
visit Algeria as an emerging destination (3) inspect eWOM role in destination image
formation (4) evaluate the ability of the TRA’s core constructs (i.e., attitude and subjective
norms) to predict intention. The proposed theoretical model will be tested and bring
empirical evidence on its causal relationships. To achieve study goals, literature, including
related studies and theoretical support for hypotheses, are reviewed. Then, methodology,

results and implications are discussed.
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2. LITERATURE REVIEW

2.1 Reasoned action theory in a tourism context

The theory of reasoned action or TRA has become one of the most influential conceptual
frameworks for human behaviour studies; it is effective in predicting behavioural intentions
as well as behaviour in a variety of experimental and naturalistic settings (Ajzen, 1991;
Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975; Park, 2000). The TRA postulates that
individuals follow a rational process when gathering information; in this logic, they are
considered rational beings (Ajzen & Fishbein, 1980). This theory assumes that intentions,
which are the immediate predecessors to behaviour, are a function of beliefs about the
likelihood that performing a particular behaviour will lead to a specific outcome (Ajzen &

Fishbein, 1980; Fishbein & Ajzen, 1975).

Figure 1 - The basic theory of reasoned action
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Source: (Ajzen & Fishbein, 1980)

In the same context, Fishbein and Ajzen (1975) stressed that beliefs should be classified into
two distinct groups: behavioural and normative; behavioural beliefs which have an intrinsic
nature are supposed to influence a personal variable which is the attitude towards behaviour;
on the other hand, normative beliefs are supposed to impact a social variable which is
subjective norm regarding the performance of the behaviour in question. Figurel shows the
theory's variables and their internal relationships.

Behavioural beliefs (BB) are the perceived consequences of performing a particular
behaviour in a specific situation. While outcome evaluations (OE) refer to assessing those
consequences (Ryu & Han, 2010, p. 493).

Attitude toward the behaviour (ATD) is determined as a function of the salient
behavioural beliefs (BB) and outcome evaluation (E) (Ajzen & Fishbein, 1980). This

personal variable can be defined as "the degree to which a person has a favourable or
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unfavourable evaluation or appraisal of the behaviour in question" (Ajzen, 1991, p. 188); in
our case, the target behaviour is the intention to visit a destination, and the attitude is that
toward a destination. Besides, attitude constitutes an essential psychological construct in
behavioural studies since it has impacted and predicted several behaviours (Kraus, 1995).
Normative beliefs (NB) are a person's perceptions regarding the opinions of others about
what he or she should do in a situation; while the motivation to comply (MC) is a stimulus
that makes individuals conform with these referents and reflects what others think should be
done (Ryu & Han, 2010, p. 493).

Subjective norms (SN) are represented as a function of the person’s normative beliefs (NB)
and the individual’s motivation to comply (MC) (Ajzen & Fishbein, 1980). “The person’s
subjective norm, that is, his/her perception that most people who are important to him/her
think he/she should or should not perform the behaviour in question” (Ajzen & Fishbein,
1980, p. 57). Standards and norms with a social character have a significant role in activities
with a social aspect in which environmental attributes can affect intention and behaviour
(Ajzen & Fishbein, 1980).

The reasoned action theory was widely applied in the tourism context (Sultan et al., 2019;
Ngah et al., 2018; Kaplanidou & Gibson, 2012; Kim et al., 2011; Ryu & Han, 2010; Ryu &
Jang, 2006; Kim & Noh, 2004).

Kim and Noh (2004) carried out a comparative study between the theory of reasoned action
and planned behaviour by taking "travel abroad" as the target behaviour to be predicted and
Koreans' university students as a study sample. Ryu and Jang (2006) have studied the
intention to try local gastronomy of a tourist destination, among the undergraduate and
graduate students from Midwestern University (United States), by applying a modified
model of reasoned action with the integration of past behaviour. Moreover, Ryu and Han
(2010) were able to predict the intention to experience New Orleans’s local gastronomy,
during a culinary event, by incorporating past behaviour and examining the tourist’s gender
moderating role. Always in a culinary tourism context, Kim et al. (2011) were able to
examine food tourist’s behaviour, and that with the use of a modified reasoned action model,
which has been subject to the incorporation of perceived value as well as satisfaction, as
factors influencing the intention to revisit a culinary event, in the southwestern part of the
United States. In addition, Kaplanidou and Gibson (2012) have analysed the event image
and the factors influencing parents' intention to travel and attend a youth sporting event by

adding the event image as an independent variable to the TRA model. Ngah et al. (2018)

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 9



Amine Benslimane and Khalissa Semaoune

demonstrated the central role of eWOM in the intention to visit the world monument fund
site by integrating this digital variable into the original TRA theory. Finally, Sultan et al.
(2019) have studied the effect of tourism experiences shared via social media on behavioural
intention to choose a destination by incorporating positive and negative experience sharing
in a simplified TRA model containing the attitudinal and normative factors.

The current research and the study objectives agreed to modify the model of reasoned action
theory by incorporating eWOM and destination image in the original TRA model. Hence, it
was essential to review the relationships linking study variables to develop research
hypotheses, crucial in the conceptual framework design.

2.2 Hypotheses development
A literature review identified the theoretical linkage among study variables, which are

presented as follows:

The linkage among eWOM, destination image and visit intention, many tourism
marketing studies were interested in the relation between eWOM and visit intention. In this
regard, eWOM was considered a significant source of information influencing tourist's travel
intention as well as destination choice (Gosal et al., 2020; Cam et al., 2019; Ghidouche et al.,
2018; Jalilvand, 2017; Abubakar & Ilkan, 2016; Zarrad & Debabi, 2015; Miao, 2015;
Jalilvand et al., 2013; Reza Jalilvand & Samiei, 2012b). Indeed, Cam et al. (2019), in their
study aiming to compare traditional word of mouth and electronic word of mouth effect on
the intention to travel to Ho Chi Minh city, found that eWOM had a considerable impact on
travel intention comparing to traditional WOM. Ghidouche et al. (2018) empirically
confirmed that susceptibility to eWOM moderates the strength of the indirect link between
the perceived credibility of eWOM regarding Taghit (an Algerian tourist destination) and the
intention to visit this destination. On the other hand, eWOM was found to impact
accommodation decision making (Filieri & McLeay, 2014; Vermeulen & Seegers, 2009; Ye
et al.,, 2009). In this regard, Filieri & McLeay (2014) concluded that product ranking,
information accuracy, information value-added, information relevance, and information
timeliness are strong predictors of travellers’ adoption of information from online reviews
about accommodations while planning their holidays. Based on the previous discussion, the
following hypothesis was developed:

H1: eWOM communication has a significant influence on visit intention.

Crompton (1979) defines destination image as “the sum of beliefs and ideas and impressions
that a person has of a destination”. Previous theoretical and empirical works revealed that

perceived destination image influence tourists' intention to choose and visit a particular
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destination (Al-Gasawneh & Al-Adamat, 2020; Liu et al., 2018; Pratt & Chan, 2016; Phau et
al., 2010; Lee, 2009a; Lee, 2009b; Gibson et al., 2008; Phillips & Jang, 2007). On this
subject, Al-Gasawneh & Al-Adamat (2020) found a positive link between the intentions of
travellers to visit NEOM, a smart city in Saudi Arabia and the image they have of this
destination; the study also determined that the image of the destination was influenced by the
use of social media, leading to a rise in the likelihood of travellers choosing to visit the
region. By the same token, it was proven that destination image impacts the intention to
revisit the same destination (Bigné et al., 2001; Chen & Tsai, 2007). Indeed, Chen & Tsai
(2007) approved both direct and indirect effects of destination image on behavioural
intention to revisit the Kengtin region, an important destination in southern Taiwan. As a
result of the above discussion, we propose the following hypothesis:

H2: Destination image has a significant influence on visit intention.

As a final point, the literature has generally accepted that eWOM has a significant effect on
destination image formation (Setiawan & Wibawa, 2018; Jalilvand & Heidari, 2017;
Ramdan et al., 2017; Reza Jalilvand et al., 2012c). According to Jalilvand & Heidari (2017),
eWOM plays an essential role in the destination image formation process and significantly
influences Iran's cognitive, affective, and unique image. Ramdan et al. (2017) approved that
eWOM positively influences the perceived image of Batu City in Indonesia. Hence, we
propose the following hypothesis:

H3: eWOM has a significant influence on destination image.

The relationships among eWOM, attitude toward a destination, and subjective norms,
in tourism marketing, "attitudes are predispositions or feelings toward a vacation destination
or service, based on multiple perceived products attributes" (Moutinho, 1987, p. 19).
Scholars have suggested that eWOM is a determinant predictor of attitude toward a
destination (Cam et al., 2019; Ngah et al., 2018; Zarrad & Debabi, 2015; Jalilvand et al.,
2013; Di Pietro et al., 2012). Indeed, Zarrad & Debabi (2015), in their study aiming to
analyse eWOM effect on attitude toward Tunisia and intention to revisit it among 219
foreign tourists, found that eWOM communication has a credible influence on both attitude
and behavioural intention. Ngah et al. (2018) were also able to prove that eWOM has a
positive relationship with attitude toward the World Monument Fund Site as a tourist
destination. Thus, the following hypothesis was developed:

H4: eWOMbhas a significant influence on attitude toward the destination.

Regarding electronic word of mouth impact on subjective norms, we noticed that all
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previous research concluded that online WOM communication is significantly related to
subjective norms (Ngah et al., 2018; Miao, 2015; Reza Jalilvand & Samiei, 2012b). In this
subject, Ngah et al. (2018) argued that eWOM contribute significantly to the social pressure
represented by subjective norms when intending to visit a tourist destination. By the same
token, Miao (2015) found a significant and positive linkage between electronic word of
mouth and subjective norms toward visiting Thailand. Finally, Reza Jalilvand and Samiei
(2012b) concluded that eWOM significantly impacts subjective norms in their study to
examine tourists' behavioural intention to visit Isfahan in Iran. Hence, we propose the
following hypothesis:

H5: eWOMbhas a significant influence on subjective norms.

Destination image effect on attitude toward the destination, previous studies suggested
that destination image influences tourists' attitude toward choosing a vacation place (Liu et
al., 2018; Jalilvand & Heidari, 2017; Reza Jalilvand et al., 2012¢). On the other hand,
Phillips and Jang (2008), in their study of 749 inbound American tourists, found that New
York City's affective image directly impacts attitude toward this destination, while the
cognitive image component does not have any influence. However, Liu et al. (2018) stated
that the overall image of Taiwan positively affects Muslim tourist attitude toward this
destination. In the same direction, Reza Jalilvand et al. (2012c¢) noted that destination image
positively affects tourist attitude toward Isfahan. Therefore, we propose the following
hypothesis:

H6: Destination image has a significant influence on attitude toward the destination.

The linkage among behavioural belief, normative belief and attitude, according to Ryu
and Jang (2006), behavioural belief is a significant predictor of attitude toward experiencing
local cuisine in a travel destination and has a positive influence on attitude toward the same
behaviour (Ryu & Han, 2010). On the other hand, Ryu and Jang (2006) concluded that the
normative belief component is not a significant predictor of attitude and has no direct
influence; however, normative belief indirectly influences attitudes through subjective norms
(Ryu & Jang, 2006). The same study revealed that normative belief significantly predicts
subjective norms (Ryu & Jang, 2006) and has a positive influence on them (Ryu & Han,
2010); thus, we propose the following hypotheses:

H7: Behavioural belief has a significant influence on attitude toward the destination.

H8: Normative belief has a significant influence on subjective norms.

The interrelationships among attitude toward a destination, subjective norms, and visit
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intention, tourism literature has demonstrated that attitude is strongly related to visiting
intention (Cam et al., 2019; Amalia et al., 2019; Ngah et al., 2018; Zarrad & Debabi, 2015;
Jalilvand et al., 2013; Albarq, 2013; Reza Jalilvand & Samiei, 2012b). However, Lam and
Hsu (2006) found that the influence of attitude on behavioural intention was not significant.
As for the theoretical linkage between subjective norms and behavioural intention, previous
studies showed a contradiction, so that a group of researchers confirmed that there is no
effect or at least direct influence of subjective norms on behavioural intention (Chang, 2013;
Ryu & Han, 2010; Ryu & Jang, 2006; Lam & Hsu, 2006). While, another group of studies
concluded that subjective norms are significantly and positively related to behavioural
intention (Ngah et al., 2018; Kaplanidou & Gibson, 2012; Reza Jalilvand & Samiei, 2012b;
Kim & Noh, 2004). As a final point, it was revealed that subjective norm is a significant
predictor of attitude toward the behaviour and positively influences it (Ryu & Jang, 2006;
Ryu & Han, 2010). As a result of the above discussion, we propose the following
hypotheses:

HO: Attitude has a significant influence on visit intention.

H10: Subjective norms have a significant influence on visit intention.

H11: Subjective norms have a significant influence on attitude.

Based on previous research findings and our hypotheses, we present in Figure 2 below the

proposed model of the modified TRA:

Figure 2. Proposed model for the modified TRA
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3. METHODS

3.1 Sample design and data collection

In this paper, we were interested in tourists who have previously experienced a tourist trip to
an emerging country like Algeria. This North African nation constitutes a tourist destination

with enormous natural, historical and cultural potential.

Figure 3. Foreign tourists’ flow in Algeria
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Figure 4. The growth rate of tourists’ flow
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Figures 3 and 4 above summarise foreign tourists’ arrivals in Algeria and the growth rate of
this tourist flow from 2015 to 2019, respectively. We notice an increase in both indicators
until 2018 exceeding the two million tourists’ threshold, before a sharp decline in 2019 due
to the Covid-19 pandemic. Table 1 in turn, represents Algeria’s accommodation capacity by
tourism type from 2015 to 2020. Similarly, we notice an increase in this indicator for all
types of tourism except sustainable tourism, stagnating with a capacity of 1883 hosting

companies since 2015.

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 14



An Analysis of Tourist's Behavioural Intention in the Digital Era: Using a Modified Model of the Reasoned Action Theory

Table 1. Accommodation capacity by tourism type

2015 2016 2017 2018 2019 2020
Urban tourism 62 479 66 155 69 861 74 712 80 470 81 863
Coastal tourism 30 380 30 500 31326 32 581 32926 32971
Saharian Tourism 3636 4780 4928 5477 5895 6299
Thermal tourism 3 866 4102 4266 4502 4502 4598
Sustainable tourism 1 883 1 883 1 883 1883 1883 1 883
Total 102244 | 107420 | 112264 119 155 125676 | 127 614

Source: Algerian Ministry of Tourism and Handicrafts (2020)

Table 1 also shows that Algeria's accommodation capacity in 2020 was 127 614 hosting
companies for all tourism types.

The research target population was potential foreign tourists who are members of online
communities or travel groups and have previously experienced a tourist trip to an emerging
destination. Since accurate data about this population's size were not available, probabilistic
sampling techniques could not be used. Thus, a non-probabilistic convenience method was
conducted to select study participants. The questionnaire was translated into Arabic and
French and then published in online travel reviews communities such as (Travellers around
the World, International Association of Tourists and Travelers, Traveller Reviews, Voyageurs
nomades Autour du monde); we chose these platforms since they contain a large number of
subscribing members and quality shared content.

Table 2. Sample profile (n=234)

Variable Frequency Ratio %
French 70 29.9
British 30 12.8
American 13 5.6
Nationality German 11 4.7
Malay 9 3.8
Chinese 6 2.6
Others 95 40.6
Gender Male 63 26.9
Female 171 73.1
Primary & Middle 7 3
Education High School 13 5.6
University 214 91.5
24 or under 130 55.6
25-34 70 29.9
Age 35-44 22 9.4
45-54 7 3
55 or above 5 2.1
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Data collection was done from October 5™ 2020, to January 16™ 2021. As to size, although
initially 239 questionnaires were collected, five questionnaires had to be rejected because
they were not correctly filled in, finally resulting in a sample of 234 valid respondents. The
majority of respondents were female (73.1%). The sample profile is displayed in Table 2
above. In terms of educational level, the majority of respondents had a university-level
(91.5%). The research project covered various nationalities, with the most dominant
nationalities being: French, British, American, German, Malay, and Chinese, respectively
29.9%, 12.8%, 5.6%, 4.7%, and 3.8%. Finally, the majority of respondents were aged 24
years or under (55.6%).

3.2 Questionnaire design
The questionnaire was designed as the survey instrument, including all proposed model

constructs for the modified TRA. A section was assigned to each variable in this
questionnaire, which gave ten sections, including the socio-demographic part. All items were
previously validated from prior studies, and the original version of the questionnaire was
slightly modified. This refined version of the survey questionnaire was reviewed again and
perfected by an academic expert who is a faculty member. The items formats of all variables
were 7 points Likert scale ranging from strongly disagree (1) to strongly agree (7). Except,
attitude items were measured by a 7 points semantic differential scale; the 7 points Likert
scale was used since it offers more options, which increases the likelihood of responding to
the objective reality (Joshi et al., 2015, p. 398). EWOM variable was measured through six
items developed by Reza Jalilvand and Samiei (2012b) from (Bambauer-Sachse & Mangold
(2011). Behavioural belief and outcome evaluation were measured via six items each (Lam
& Hsu, 2006, p. 593). However, a 7 points semantic differential scale was used to measure
attitude through 5 items (Lam & Hsu, 2006, p. 593). In terms of destination image variable,
five items modified by Reza Jalilvand et al. (2012¢) from Lee nd Lockshin (2011) were
used. Following Lam and Hsu (2006), we evaluated normative belief and motivation to
comply by employing three items each. Subjective norms were assessed using three items
established by Lam and Hsu (2006) from Ajzen and Driver (1992). Finally, to measure
intention to visit Algeria, we used three items developed by Jalilvand et al. (2013) from
Kassem et al. (2003).

3.3 Measurement
A structural equation model (SEM) based on a two-step approach recommended by

(Anderson & Gerbing, 1988) was conducted. In this regard, confirmatory factor analysis

(CFA) was first executed to empirically validate the measurement model with proposed
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constructs and measurement items. A Cronbach alpha test and average variance extracted
(AVE) were elaborated to verify internal consistency and construct validity in this level. The
second step developed a structural model with latent variables using Amos software to
identify the modified version of TRA's validity and investigate all hypotheses. In these
analyses, several goodnesses of fit indices were assessed, such as chi-square statistic (X?),
normed chi-square statistic (X°/df), the root means square error of approximation (RMSEA),
Incremental fit index (IFI), Tucker-Lewis coefficient (TLI) and comparative fit index (CFI).
Finally, perceived likelihood (BBs) and outcome evaluation (OE) were multiplicatively
combined (BBs x OE) to compute the behavioural belief variable (BB). Similarly,
perceptions of specific referents' opinions (NBs) and motivation to comply (MC) were also

multiplied to calculate the normative belief variable (NB).

4. RESULTS

4.1 Confirmatory factor analysis

The measurement model was evaluated through CFA using maximum likelihood estimation
to test the measures' factor structure. The chi-square value (¥2) of the measurement model
was 703.3 (df = 391, p < .001). The normed chi-square y2/df value of 1.79 was less than
three, indicating good fits (Bearden et al., 1982). In addition, the root mean square error of
approximation, incremental fit index,Tucker-Lewis coefficient, and comparative fit index
were respectively (RMSEA= .05; IFI = .93; TLI = .9; 1 CFI = .93), providing a satisfactory
fits as suggested by (Bentler, 1990). On the other hand, Cronbach’s alpha coefficients of
electronic word of mouth, attitude toward the destination, destination image, behavioural
beliefs, normative beliefs, subjective norms, travel intention, as shown in Table 3
were .899, .924, 709, .857, .863, .791 and .842, respectively. All scores exceeded the
benchmark of .70 (Nunnally & Bernstein, 1994), signifying that the survey's items were

valid.

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 17



Amine Benslimane and Khalissa Semaoune

Table 3. Cronbach’s alpha (a), and AVE values

Factors a AVE
Electronic word of mouth (eWOM) .899 .640
Attitude toward destination (ATD) 924 .608
Destination image (DI) .709 .558
Behavioural beliefs (BB) .857 508
Normative beliefs (NB) .863 .698
Subjective norms (SN) 791 .546
Visit intention (VI) .842 574

AVE values of electronic word of mouth, attitude toward the destination, behavioural beliefs,
normative beliefs, travel intention, destination image, and subjective norms
were .640, .608, .508, .698, .574, .558 and .546, respectively. And greater than the criterion
of .50 (Hair et al., 2006). Based on these findings, we concluded that the indicators were
significant, confirming that our research survey instrument had good reliability.

4.2 Structural equation model

As a second step, SEM was performed to validate the modified TRA in predicting tourist's
visit intention. The causal model was evaluated using two criteria, namely, fit indices and
path significance. Table 4 below shows the structural parameter estimates.

Table 4. Structural Parameter Estimates

Hypothesised path Standardised Estimate T value Conclusion
H1l: eWOM — VI 05 1051 Rejected
H2: DI — VI Py 3 41 Txen Supported
H3: eWOM— DI 27 3.504%%% Supported
H4: eWOM— ATD -.001 014 Rejected
H5: eWOM— SN 01 553 Rejected
Hé6: DI — ATD 28 4003wk Supported
H7:BB  — ATD 45 5.202%%x Supported
H8:NB — SN 67 6.070%x% Supported
H9: ATD — VI 16 2 497 Supported
H10:SN —* VI 60 5.712%%% Supported
HII:SN  — ATD 32 4.298x%% Supported

(¥*p <.05; *xp <.01; #*xp < .001)
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The output of maximum likelihood estimation suggested that the model fit to data well
(x2= 839.387; df= 400, p < .001 ; ¥2/df= 2.09; RMSEA= .06; IFI = .90 ; TLI = .88; CFI
=.90). These indicators confirmed that this model had the ability to predict visit intention.
On the other hand, the relationship between eWOM and VI was not significant (f = .05, t
=1.051, p <.05) hence, H1 was rejected. Findings showed that DI was significantly linked to
VI (B =.22,t=3.417, p <.001), and eWOM was also significantly related to DI (f = .27, t
=3.504, p < .001), supporting H2 and H3. In addition, H4 with H5 was both not supported,
accordingly to a non-significant relation between eWOM and ATD (B = -.001, t = -.014, p
< .05), and a non-significant linkage between eWOM and SN (B = .01, t =.253, p < .05).
While, Both DI and BB effect on ATD were significant (f = .28, t =4.023, p < .001) and (
=.45,1=5.292, p <.001) respectively, supporting H6 with H7. By the same token, NB was
significantly related to SN (B = .67, t =6.070, p < .001) supporting H8. Results indicated a
significant linkage between ATD and VI (B = .16, t =2.497, p < .05) hence, H9 was
supported. SN was also significantly linked to VI (B = .60, t =5.712, p < .001) supporting
H10. Finally, H11 was accepted, accordingly to a significant effect of SN to ATD ( = .32, t
=4.298, p <.001).

S. CONCLUSION

5.1 Discussion and implications

The main research objective was to build a conceptual model that explicates tourist's
behavioural intention in the digital era. Measurement instruments were found to have a
satisfactory level of reliability and validity, and the proposed TRA model was found to have
a good predictive ability for tourists’ behavioural intentions. Findings also provided some
interesting insights. Firstly, destination image, attitude and subjective norms were significant
predictors of intention to visit an emerging destination; however, the eWOM effect on
tourist’s intention was not significant, contradicting prior research (Gosal et al., 2020; Cam
et al., 2019; Ghidouche et al., 2018; Jalilvand, 2017). Secondly, eWOM was a dominant
antecedent of the perceived destination image consistent with previous studies (Setiawan &
Wibawa, 2018; Jalilvand & Heidari, 2017; Ramdan et al., 2017), while its impact on both
attitudes toward the destination and subjective norms was not significant which contradict
the findings of Cam et al. (2019) and Ngah et al. (2018), respectively. On the other hand, the

hypothesised dependence between attitudinal and normative structures was confirmed since
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the path linking subjective norms to attitude was significant, supporting the results of Ryu
and Jang (2006) and Ryu and Han (2010). Besides, both behavioural beliefs and normative
beliefs components were dominants antecedents of attitude and subjective norms,
respectively, confirming the theory of reasoned action postulate regarding these factors.
Finally, the destination image was a significant predictor of attitude toward an emerging
tourist destination, in line with related studies (Liu et al., 2018; Jalilvand & Heidari, 2017).
By synthesising, we concluded that online travel reviews evaluated by a potential traveller
when preparing a tourist trip contribute to forming the destination perceived image. This
image, in turn, influences his feelings toward the destination in question and similarly affects
his potential willingness to visit it. Academically, our research has contributed to the
applicability of the theory of reasoned action in the context of tourism marketing at an
emerging African destination. Further, the current paper provided an extended TRA model
to understand tourist’s behavioural intention, which combines, on the one hand, the core
constructs of the theory of reasoned action (i.e., behavioural beliefs, normative beliefs,
attitude, and subjective norms) and, on the other hand, electronic word of mouth
communication with destination image. In addition, empirical findings supported the
theoretical significance of the factors influencing the intention to visit an emerging tourist
destination (i.e., destination image, attitude toward the destination, and subjective norms).
The results also cast doubt on the role of online travel reviews in the prediction of tourist’s
behavioural intention, attitude formation and social pressure (i.e., subjective norms) since
eWOM was proven to have any effect on these variables contradicting prior studies (e.g.,
Gosal et al., 2020; Cam et al., 2019; Ghidouche et al., 2018; Ngah et al.,2018; Jalilvand,
2017). For practical implications, the current paper provides guidelines for developing an
effective digital marketing strategy. Indeed, the results obtained through our empirical
investigation confirmed the managerial significance of both electronic word of mouth and
destination image in the destination management process, since eWOM was proven to
contribute to destination image formation and the image was also established to play a
crucial role in attitude formation and intention to visit a tourist destination. Accordingly,
both tourism marketers and tourism companies in Algeria have to focus on these two
variables in their marketing plans in order to create demand and guide tourists in their
decision making. Moreover, previous studies supported the eWOM influence on e-reputation
(Castellano & Dutot, 2017); similarly, destination image was also recognised to contribute to

the destination’s online reputation (Darwish, 2021). E-reputation refers to “a perceptual
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identity formed through the collective perceptions of others, and it represents an
organisation's past actions and prospects, which are all visible on the internet" (Heever, 2018,
p. 49). Reputation has become a central mechanism in the tourism industry since it conducts
to a competitive advantage (Freire, 2011). Indeed, it was argued that an excellent online
reputation positively affects the sustainability of competitive advantage (Levy et al., 2013).
Thus, online reputation monitoring is helpful for strategic planning and tourism destination
governance (Iglesias-Sanchez et al., 2019).

Consequently, DMOs in Algeria have to implement digital marketing instruments (i.e.,
Search Engine Marketing, Search Engine Optimisation, Social Media Marketing and Search
Engine Advertising) to disseminate positive destination images then generate word of mouth.
This online output about Algeria has to be managed with a marketing plan dedicated
exclusively to monitor destination image and electronic word of mouth in order to enhance
Algeria’s e-reputation as a tourist destination. This “e-reputation marketing plan” requires
further implementing specific instruments (e.g., destination’ e-reputation monitoring tool,
online reviews certification and online communities’ management).

5.2 Limitations and future directions

A limitation of this study is that respondents were selected using a convenience sampling
method since randomisation was complex to execute due to data lack. The main limitation of
the conventional method is that more readily available individuals have a better chance to be
selected, so the opportunity to participate in the survey is not the same for everyone in the
target population (Etikan, 2016, p. 4). On the other hand, it was interesting to integrate more
digital variables into the conceptual model since the research subject was tourist behaviour
in the digital era. Further, the destination image in the current paper has been treated as if it
is consists of a single fragment, whereas it is widely recognised that the image is generally
conceptualised in three fragments (i.e., cognitive, affective and conative image) (Gartner,
1993). Finally, the reasoned action theory used in our research as a conceptual framework
has been subject to major criticism. In this regard, Ajzen, one of the founders of this theory,
stated that the TRA model was explicitly developed to deal only with behaviours over which
the individual has voluntary control (Ajzen, 1988). In this sense, Ajzen (1991) adds that
TRA is a model that cannot consider the situation of non-voluntary control of human
behaviour. In order to address this limitation, the theory of planned behaviour (Ajzen, 1991)
was introduced, containing an additional belief variable which is perceived behavioural

control, integrated to interpret non-voluntary control of behaviour, as this new variable
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represents the belief in possession of the resources and opportunities required to perform a
particular behaviour (Madden et al., 1992). For the research’s future directions, it will be
more relevant to treat the same issue using a more representative sampling technique by
carrying out a study based on the theory of planned behaviour to consider the non-voluntary
control aspect of human behaviour, also taking into consideration the three-dimensional
conceptualisation of destination image and other digital factors such as social media

influencers or augmented reality use.

REFERENCES

Abubakar, A. M., & Ilkan, M. (2016). Impact of online WOM on destination trust and intention
to travel: A medical tourism perspective. Journal of Destination Marketing&Management,
5(3),192-201. https://doi.org/10.1016/j.jdmm.2015.12.005

Ahmad, H., Hamad, A.-G., Raed, H., & Maram, A.-H. (2019). The Impact Of Electronic Word
Of Mouth On Intention To Travel. International Journal Of Scientific & Technology Research,
8(12), 1356-1362.

Ajzen, 1. (1985). From Intentions to Actions: A Theory of Planned Behavior. In J. Kuhl & J.
Beckmann (Eds.), Action Control: From Cognition to Behavior (pp. 11-39). Springer.
https://doi.org/10.1007/978-3-642-69746-3 2

Ajzen, L. (1988). Attitudes, personality, and behavior. Open University Press.

Ajzen, 1. (1991). The Theory of Planned Behaviour. Organizational Behavior And Human
Decision Processes, 50, 179-211.

Ajzen, 1., & Driver, B. L. (1992). Application of the Theory of Planned Behavior to Leisure
Choice. Journal of Leisure Research, 24(3), 207-224.
https://doi.org/10.1080/00222216.1992.11969889

Ajzen, 1., & Fishbein, M. (1980). Understanding attitudes and predicting social behavior. NJ:
Prentice-Hall.

Albarqg, A. N. (2013). Measuring the Impacts of Online Word-of-Mouth on Tourists’ Attitude and
Intentions to Visit Jordan: An Empirical Study. International Business Research, 7(1), 14-22.
https://doi.org/10.5539/ibr.v7nlpl4

Al-Gasawneh, J. A., & Al-Adamat, A. M. (2020). The Relationship Between Perceived
Destination Image, Social Media Interaction And Travel Intentions Relating To Neom City.
Academy of Strategic Management Journal, 19(2), 1-12.

Algerian Ministry of Tourism and Handicrafts. (2020). Main aggregates of Algerian tourism
[Governmental]. Ministry of Tourism and Handicrafts.

https://www.mta.gov.dz/?page id=5676&lang=en#el-See7f433

Amalia, R., Yahya, A., Nurhalis, N., Idris, S., Mahdi, S., Putra, T. R. 1., & Sartiyah, S. (2019).
Impact of Electronic Word of Mouth on Tourist Attitude and Intention to Visit Islamic
Destinations. Proceedings of the Ist Aceh Global Conference (AGC 2018), 292, 700-705.
https://doi.org/10.2991/agc-18.2019.105

Anderson, J. C., & Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A Review
and Recommended Two-Step Approach. Psychological Bulletin, 103(3), 411-423.

Arsal, 1., Backman, S., & Baldwin, E. (2008). Influence of an Online Travel Community on
Travel Decisions. In P. O’Connor, W. Hopken, & U. Gretzel (Eds.), Information and
Communication Technologies in Tourism 2008 (pp. 82-93). Springer Vienna.
https://doi.org/10.1007/978-3-211-77280-5_8

Assaker, G., Vinzi, V. E., & O’Connor, P. (2011). Examining the effect of novelty seeking,
satisfaction, and destination image on tourists’ return pattern: A two factor, non-linear latent
growth model. Tourism Management, 32(4), 890-901.
https://doi.org/10.1016/j.tourman.2010.08.004

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 22



An Analysis of Tourist's Behavioural Intention in the Digital Era: Using a Modified Model of the Reasoned Action Theory

Baloglu, S., & McCleary, K. W. (1999). A model of destination image formation. Annals of
Tourism Research, 26(4), 868—897. https://doi.org/10.1016/S0160-7383(99)00030-4
Bambauer-Sachse, S., & Mangold, S. (2011). Brand equity dilution through negative online
word-of-mouth communication. Journal of Retailing and Consumer Services, 18(1), 38-45.
https://doi.org/10.1016/j.jretconser.2010.09.003

Bearden, W. O., Sharma, S., & Teel, J. E. (1982). Sample Size Effects on Chi Square and Other
Statistics Used in Evaluating Causal Models. Journal of Marketing Research, 19(4), 425-430.
Bentler, P. M. (1990). Comparative fit indexes in structural models. Psychology Bulletin, 107(2),
238-246.

Bigné, J. E., Sanchez, M. 1., & Sanchez, J. (2001). Tourism image, evaluation variables and after
purchase behaviour: Inter-relationship. Tourism Management, 22(6), 607-616.
https://doi.org/10.1016/S0261-5177(01)00035-8

Cam, L. N. T., Anh, T. T., Moslehpour, M., & Thanh, X. D. T. (2019). Exploring the Impact of
Traditional and Electronic Word of Mouth on Travel intention. Proceedings of the 2019 5th
International Conference on E-Business and Applications - ICEBA 2019, 83-87.
https://doi.org/10.1145/3317614.3317617

Castellano, S., & Dutot, V. (2017). Investigating the Influence of E-Word-of-Mouth on E-
Reputation.  International Studies of Management & Organization, 47(1), 42-60.
https://doi.org/10.1080/00208825.2017.1241088

Chang, M. K. (2013). Predicting Unethical Behavior: A Comparison of the Theory of Reasoned
Action and the Theory of Planned Behavior. In A. C. Michalos & D. C. Poff (Eds.), Citation
Classics from the Journal of Business Ethics (pp. 433-445). Springer Netherlands.
https://doi.org/10.1007/978-94-007-4126-3 21

Chaulagain, S., Wiitala, J., & Fu, X. (2019). The impact of country image and destination image
on US tourists’ travel intention. Journal of Destination Marketing & Management, 12, 1-11.
Chen, C. F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral
intentions? Tourism Management, 28(4), 1115-1122.

Chen, Y. C., Shang, R.-A., & Li, M.-J. (2014). The effects of perceived relevance of travel blogs’
content on the behavioral intention to visit a tourist destination. Computers in Human Behavior,
30, 787-799.

Crompton, J. L. (1979). An Assessment of the Image of Mexico as a Vacation Destination and
the Influence of Geographical Location Upon That Image. Journal of Travel Research, 17(4),
18-23.

Darwish, A. (2021). Managing Tourism Destination Reputation in the Era of Online Marketing:
A Case Study of Egypt [University of Bedfordshire].
https://uobrep.openrepository.com/handle/10547/624935

Di Pietro, L., Di Virgilio, F., & Pantano, E. (2012). Social network for the choice of tourist
destination: Attitude and behavioural intention. Journal of Hospitality and Tourism Technology,
3(1), 60-76.

Doosti, S., Jalilvand, M. R., Asadi, A., Khazaei Pool, J., & Mehrani Adl, P. (2016). Analyzing the
influence of electronic word of mouth on visit intention: The mediating role of tourists’ attitude
and city image. [International Journal of Tourism  Cities, 2(2), 137-148.
https://doi.org/10.1108/1IJTC-12-2015-0031

Etikan, 1. (2016). Comparison of Convenience Sampling and Purposive Sampling. American
Journal of Theoretical and Applied Statistics, 5(1), 1-4.

Fakeye, P. C., & Crompton, J. L. (1991). Image Differences between Prospective, First-Time, and
Repeat Visitors to the Lower Rio Grande Valley. Journal of Travel Research, 30(2), 10-16.
https://doi.org/10.1177/004728759103000202

Fakharyan, M., Jalilvand, M. R., Elyasi, M., & Mohammadi, M. (2012). The influence of online
word of mouth communications on tourists’ attitudes toward Islamic destinations and travel
intention: Evidence from Iran. African Journal Of Business Management, 6(33), 10381-10388.
Filieri, R., & McLeay, F. (2014). E-WOM and Accommodation: An Analysis of the Factors That
Influence Travelers’ Adoption of Information from Online Reviews. Journal of Travel Research,
53(1), 44-57.

Fishbein, M., & Ajzen, 1. (1975). Belief, attitude, intention and behavior: An introduction to
theory and research. MA: Addison-Wesley.

Freire, J. R. (2011). Destination brands: Managing place reputation (3rd ed.). Springer.

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 23



Amine Benslimane and Khalissa Semaoune

Gartner, W. (1993). Image formation process. In communication and channel systems in Tourism
Marketing Uysal, M. & Fesenmaier, D. eds (pp. 191-215). Haworth Press.

Ghidouche, F., Nechoud, L., & Salaouatchi, H. (2018). Analyse des effets de médiation modérée
de ’eWOM et de I'utilité percue sur le choix d’une destination touristique. Cas de Taghit. Les
Cahiers du MECAS, 14(1), 130-143.

Gibson, H. J., Qi, C. X., & Zhang, J. J. (2008). Destination Image and Intent to Visit China and
the 2008 Beijing Olympic Games. Journal of Sport Management, 22(4), 427-450.
https://doi.org/10.1123/jsm.22.4.427

Gosal, J., Andajani, E., & Rahayu, S. (2020). The Effect of e-WOM on Travel Intention, Travel
Decision, City Image, and Attitude to Visit a Tourism City. Proceedings of the 17 Th International
Symposium on Management (INSYMA 2020), 115, 261-265.
https://doi.org/10.2991/aebmr.k.200127.053

Hair, J. F., Black, W. C., Babin, B. J., Anderson, R. E., & Tatham, R. (2006). Multivariate Data
Analysis. Pearson Prentice Hall.

Iglesias-Sanchez, P. P., Correia, M. B., & Jambrino-Maldonado, C. (2019). The challenge of
linking destination online reputation with competitiveness. Tourism & Management Studies,
15(1), 35-43.

Jalilvand, M. R. (2017). Word-of-mouth vs. mass media: Their contributions to destination image
formation. Anatolia, 28(2), 151-162.

Jalilvand, M. R., Ebrahimi, A., & Samiei, N. (2013). Electronic Word of Mouth Effects on
Tourists’ Attitudes Toward Islamic Destinations and Travel Intention: An Empirical Study in Iran.
Procedia - Social and Behavioral Sciences, 81, 484—489.
https://doi.org/10.1016/j.sbspro.2013.06.465

Jalilvand, M. R., & Heidari, A. (2017). Comparing face-to-face and electronic word-of-mouth in
destination image formation: The case of Iran. Information Technology & People, 30(4), 710-735.
https://doi.org/10.1108/ITP-09-2016-0204

Joshi, A., Kale, S., Chandel, S., & Pal, D. (2015). Likert Scale: Explored and Explained. British
Journal of Applied Science & Technology, 7(4), 396—403.

Kanwel, S., Lingqiang, Z., Asif, M., Hwang, J., Hussain, A., & Jameel, A. (2019). The Influence
of Destination Image on Tourist Loyalty and Intention to Visit: Testing a Multiple Mediation
Approach. Sustainability, 11(22), 1-19.

Kaplanidou, K. (Kiki), & Gibson, H. J. (2012). Event image and traveling parents’ intentions to
attend youth sport events: A test of the reasoned action model. Furopean Sport Management
Quarterly, 12(1), 3-18.

Kassem, N. O., Jerry, W. L., Modeste, N. N., & Johnston, P. K. (2003). Understanding soft drink
consumption among female adolescents using the Theory of Planned Behavior. Health Education
Research, 18(3), 278-291.

Khan, M. J., Chelliah, S., & Ahmed, S. (2017). Factors influencing destination image and visit
intention among young women travellers: Role of travel motivation, perceived risks, and travel
constraints. Asia Pacific Journal of Tourism Research, 22(11), 1139-1155.
https://doi.org/10.1080/10941665.2017.1374985

Kim, J., Ahn, K., & Song, H. (2017). Effects of media and destination image on the behavioral
intention to visit Hwacheon Sancheoneo Ice Festival. International Journal of Tourism and
Hospitality Research, 31(4), 27-41.

Kim, M. K., & Noh, J.-H. (2004). Prediction of Travel Abroad: A Comparison of the Theory of
Reasoned Action and Planned Behavior. International Journal of Tourism Sciences, 4(1), 1-16.
https://doi.org/10.1080/15980634.2004.11434560

Kim, Y. H., Kim, M., & Goh, B. K. (2011). An examination of food tourist’s behavior: Using the
modified theory of reasoned action. Tourism Management, 32(5), 1159-1165.
https://doi.org/10.1016/j.tourman.2010.10.006

Kraus, S. J. (1995). Attitudes and the Prediction of Behavior: A Meta-Analysis of the Empirical
Literature. Personality and Social Psychology Bulletin, 21(1), 58-75.

Krishnapillai, G., & Ying, K. S. (2017). The Influence of Electronic-Word-of-Mouth on Travel
Intention among Foreign Students in Malaysia: Does Gender Really Matter? International
Review of Management and Marketing, 7(1), 475-483.

Kusumawati, A., Aprilia, F., & Abdillah, Y. (2019). Analyzing Influence of Electronic Word of
Mouth (Ewom) Towards Visit Intention with Destination Image as Mediating Variable: A Study

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 24



An Analysis of Tourist's Behavioural Intention in the Digital Era: Using a Modified Model of the Reasoned Action Theory

On Domestic Visitors of Museum Angkut In Batu, Indonesia. Eurasia: Economics & Business,
19(1), 50-57.

Lam, T., & Hsu, C. H. C. (2006). Predicting behavioral intention of choosing a travel destination.
Tourism Management, 27(4), 589—599.

Lee, R., & Lockshin, L. (2011). Halo effects of tourists’ destination image on domestic product
perceptions. Australasian Marketing Journal (AMJ), 19(1), 7-13.

Lee, T. H. (2009a). A Structural Model to Examine How Destination Image, Attitude, and
Motivation Affect the Future Behavior of Tourists. Leisure Sciences, 31(3), 215-236.
https://doi.org/10.1080/01490400902837787

Lee, T. H. (2009b). A structural model for examining how destination image and interpretation
services affect future visitation behavior: A case study of Taiwan’s Taomi eco-village. Journal of
Sustainable Tourism, 17(6), 727-745.

Levy, S. E., Duan, W., & Boo, S. (2013). An Analysis of One-Star Online Reviews and
Responses in the Washington, D.C., Lodging Market. Cornell Hospitality Quarterly, 54(1), 49—
63. https://doi.org/10.1177/1938965512464513

Liang, J. L., Chen, Y.Y., Duan, Y. S., & Ni, J.J. (2013). Gender differences in the relationship
between experiential marketing and purchase intention. The Journal of International
Management Studies, 8(1), 10-19.

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality and
tourism management. Tourism Management, 29(3), 458—468.

Liu, Y. C., Li, I. J., Yen, S.Y., & Sher, P. J. (2018). What Makes Muslim Friendly Tourism? An
Empirical Study on Destination Image, Tourist Attitude and Travel Intention. Advances in
Management & Applied Economics, 8(5), 27-43.

MacKinnon, K. A. (2012). User Generated Content vs. Advertising: Do Consumers Trust the
Word of Others Over Advertisers. The Elon Journal of Underdraduate Research in
Communications, 3(1), 14-22.

Madden, T., Ellen, P., & Ajzen, 1. (1992). A Comparison of the Theory of Planned Behavior and
the Theory of Reasoned Action. Personality and Social Psychology Bulletin, 18, 3-9.

Miao, Y. (2015). The Influence of Electronic-Wom on Tourists’ Behavioral Intention to Choose a
Destination: A case of Chinese Tourists Visiting Thailand. Au-Gsb E-Journal, 8(1), 13-31.
Moutinho, L. (1987). Consumer Behaviour in Tourism. European Journal of Marketing, 21(10),
3-44.

Ngah, A. H., Halim, M. R., & Aziz, N. A. (2018). The influence of electronic word of mouth on
theory of reasoned action and the visit intention to the world monument fund site. Indian Journal
of Public Health Research & Development, 9(11), 1277-1282. https://doi.org/10.5958/0976-
5506.2018.01632.7

Nunnally, J. C., & Bernstein, 1. H. (1994). Psychometric theory. McGraw-Hill.

Park, H. S. (2000). Relationships among attitudes and subjective norms: Testing the theory of
reasoned action across cultures. Communication Studies, 51(2), 162—175.
https://doi.org/10.1080/10510970009388516

Phau, 1., Shanka, T., & Dhayan, N. (2010). Destination image and choice intention of university
student travellers to Mauritius. International Journal of Contemporary Hospitality Management,
22(5), 758-764.

Phelps, A. (1986). Holiday destination image - The problem of assessment. Tourism Management,
7(3), 168-180.

Phillips, W., & Jang, S. (2007). Destination Image and Visit Intention: Examining the Moderating
Role of Motivation. Tourism Analysis, 12(4), 319-326.

Phillips, W., & Jang, S. (2008). Destination Image and Tourist Attitude. Tourism Analysis, 13(4),
401-411.

Pratt, S., & Chan, W. S. (Amy). (2016). Destination Image and Intention to Visit the Tokyo 2020
Olympics among Hong Kong Generation Y. Journal of China Tourism Research, 12(3—4), 355—
373.

Prayogo, R. R., Ketaren, F. L. S., & Hati, R. M. (2017). Electronic Word of Mouth, Destination
Image, and Satisfaction Toward Visit Intention: An Empirical Study in Malioboro Street,
Yogyakarta. Proceedings of the 1st International Conference on Social and Political Development
(ICOSOP 2016), 81, 209-218.

Ramdan, M. R., Rahardjo, K., & Abdillah, Y. (2017). The Impact of E-Wom on Destination

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 25



Amine Benslimane and Khalissa Semaoune

Image, Attitude Toward Destination and Travel Intention. Russian Journal of Agricultural and
Socio-Economic Sciences, 61(1), 94—104.

Reza Jalilvand, M., & Samiei, N. (2012b). The impact of electronic word of mouth on a tourism
destination choice: Testing the theory of planned behavior (TPB). Internet Research, 22(5), 591—
612.

Reza Jalilvand, M., Samiei, N., Dini, B., & Yaghoubi Manzari, P. (2012¢). Examining the
structural relationships of electronic word of mouth, destination image, tourist attitude toward
destination and travel intention: An integrated approach. Journal of Destination Marketing &
Management, 1(1-2), 134—-143.

Ryu, K., & Han, H. (2010). Predicting Tourists’ Intention to Try Local Cuisine Using a Modified
Theory of Reasoned Action: The Case of New Orleans. Journal of Travel&TourismMarketing,
27(5),491-506.

https://doi.org/10.1080/10548408.2010.499061

Ryu, K., & Jang, S. (Shawn). (2006). Intention to Experience Local Cuisine in a Travel
Destination: The Modified Theory of Reasoned Action. Journal of Hospitality & Tourism
Research, 30(4), 507-516.

San Martin, H. G., & Rodriguez del Bosque, I. A. (2008). Exploring the cognitive—affective
nature of destination image and the role of psychological factors in its formation. Tourism
Management, 29(2), 263-277.

Satyarini, N. W. M., Rahmanita, M., & Setarnawat, S. (2017). The Influence of Destination
Image on Tourist Intention and Decision to Visit Tourist Destination (A Case Study of Pemuteran
Village in Buleleng, Bali, Indonesia). TRJ Tourism Research Journal, 1(1), 81-97.

Setiawan, P. Y., & Wibawa, I. M. A. (2018). The Effect of eWOM on Intention to Visit and The
Mediating Role of Destination Image. Journal of Business and Management, 20(9), 21-27.
Sparks, B., & Pan, G. W. (2009). Chinese Outbound tourists: Understanding their attitudes,
constraints and use of information sources. Tourism Management, 30(4), 483—494.

Sultan, M. T., Sharmin, F., & Xue, K. (2019). Sharing Tourism Experience through Social Media:
Consumer’s Behavioral Intention for Destination Choice. International Scholarly and Scientific
Research & Innovation, 13(2), 129-133.

Trinanda, O., & Mutaqin, P. D. (2019). The Influence of Electronic Word of Mouth Toward
Destination Trust and Travel Intention on Sirandah Island in Padang City. ECo-Buss, 1(3), 140—
151. https://doi.org/10.32877/eb.v1i3.60

Van den Heever, J. J. (2018). Investigating social media conversations: Towards designing an
online reputation management framework for NGO'’s. University of Pretoria.

Vermeulen, 1. E., & Seegers, D. (2009). Tried and tested: The impact of online hotel reviews on
consumer consideration. Tourism Management, 30(1), 123-127.
https://doi.org/10.1016/j.tourman.2008.04.008

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),
25-37. https://doi.org/10.1504/IINV0O.2016.075130

Ye, Q., Law, R., & Gu, B. (2009). The impact of online user reviews on hotel room sales.
International Journal of Hospitality Management, 28(1), 180—182.
https://doi.org/10.1016/j.ijhm.2008.06.011

Zarrad, H., & Debabi, M. (2015). Analyzing the Effect of Electronic Word of Mouth on Tourists’
attitude toward Destination and Travel Intention. International Research Journal of Social
Sciences, 4(4), 53-60.

Zhang, H., Wu, Y., & Buhalis, D. (2018). A model of perceived image, memorable tourism
experiences and revisit intention. Journal of Destination Marketing & Management, 8, 326-336.
https://doi.org/10.1016/j.jdmm.2017.06.004

How to cite this article:

Benslimane, A. & Semaoune, K. (2021). An Analysis of Tourist's Behavioural Intention in the Digital Era:
Using a Modified Model of the Reasoned Action Theory. International Journal of Marketing, Communication
and New Media, Vol. 9, N° 17, 4-26.

International Journal of Marketing, Communication and New Media. ISSN: 2182-9306. Vol 9, N2 17, DECEMBER 2021 26





