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Abstract: Cultural heritage tourism in Malaysia is facing fierce competition in the Southeast Asia region as there
are more new emerging cultural heritage destinations that have been recognized as UNESCO World Heritage
Sites (WHS). The mcrease in competition can have an adverse unpact on the tourist arrivals to Malaysia as
tourists will have many choices of cultural heritage destinations to select from. Hence, 1t is important for
destination managers to devise strategic plans to target more on loyal tourists. In order for destination
managers to derive destination management and marketing strategies, an understanding of the factors that can
mfluence tourists” destination loyalty is necessary. Therefore, this study aims to propese a conceptual
framework on the factors that can mfluence the destmnation loyalty of tourists at lustoric cities in Malaysia,
namely Penang and Melaka. The factors proposed are destination factors (destination image; destination
familiarity) and personal factors (perceived authenticity; tourist interactions; tourist emotions). Satisfaction is
also discussed as a factor that can mfluence destination loyalty as well as a mediating variable between the
factors and destination loyalty. This study will also discuss the hypotheses that are developed based on the
model and the measurement of the constructs. As this is a conceptual study, the results of the testing of the
model are not available but this paper establishes the relationships among the constructs which are useful for
warranting further research. The significance of this study will provide a conceptual framework that can be

tested m the context of cultural heritage tourism.
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INTRODUCTION

The emergence of new cultural heritage destinations,
especially those that are listed as UNESCO WHS 1s
increasing the level of competitiveness within the
Cambodia,
Indonesia and Myanmar have been showing higher
growth rates than Malaysia and this can have an impact

Southeast Asia region. Countries like

on the tourist arrivals to Malaysia. Furthermore, the
growth rate in Malaysia, particularly in Penang and
Melaka has not been stable since the mscription of both
cities as UNESCO WHS. This fluctuation in growth rates
is not sustainable in the long run and hence, it is
unportant for destination managers to identify ways to
develop destination loyalty of tourists. In order to derive
these strategies, destination managers or marketers will
firstly need to find out what are the factors that can
mfluence destination loyalty.

Destination loyalty has been researched extensively
but there are still limited studies done in relation to
tourist experience at cultural heritage sites (Waterton and
Watson, 2010). However, in recent tourism literature,
there have been discussions on the mfluence of
destination image, authenticity and satisfaction on
loyalty (Fong et al., 2012; Prayag ef al., 2013). This study
extends on these literature by proposing a conceptual
framework that hypothesizes the mfluence of destination
image, destination familiarity, perceived authenticity,
tourist interactions, tourist emotions and satisfaction on
destination loyalty. There is a need to identify other
possible antecedents of destination loyalty as it can
allow for better understanding of tourist behaviour. As
destination loyalty 1s a complex construct, further
exploration of its operationalization and other possible
relationships with other influencing factors will be useful
for decision makers to develop marketing strategies for
different cultural heritage sites.

Corresponding Author: Tung Lisa, School of Hospitality, Tourism and Culinary Arts, Taylor’s University, Subang Jaya,

47500 Selangor, Darul Ehsan, Malaysia

2698



The Soc. Sci., 11 (11): 2698-2704, 2016

Literature review: Destination loyalty has been gaining
interest among scholars since the 1990s with Oppermann
(1997) introducing the relationship between previous
purchase with future purchase behaviour. It was found
that the frequency of past visitation had an influence on
future destination choice (Oppermann, 2000). Focusing on
past visitation only looks into the behavioural aspect of
loyalty and it was argued that destination lovalty does
not necessarily have to depend on repeat visits but can
be viewed from the aftitudinal aspect which is the
willingness of tourists to recommend a destination to
others (Chen and Gursoy, 2001). Since then, more studies
have started to adopt both concepts of destination
loyalty by incorporating behavioural and attitudinal
dimensions (Chi and Qu, 2008; Prayag, 2009; Chen and
Chen, 2010). In recent literature, there has been a new
conceptualization of destination loyalty where loyalty is
viewed as a bigger tourism network that does not only
focus on a single destination but focuses on vertical,
horizontal and experiential loyalty (McKercher et al.,
2012). Experiential loyalty refers to tourists who are
loyal to a particular activity or lifestyle and this is
applicable n the context of cultural heritage tourism
as tourists may prefer to visit cultural heritage sites at
various destinations. Although, there are different
conceptualizations of destination loyalty, these studies
also examined the factors influencing loyalty and one
common factor 1s satisfaction.

Satisfaction has been researched extensively in
consumer studies with various conceptualizations and the
most commeon 18 the disconfirmation model by Oliver
(1980). Based on the disconfirmation theory, satisfaction
is conceptualized as the comparison of expectations and
perceived performance. This concept had been adopted
in tourism studies but has been disapproved by some due
to measurement 1ssues of expectation that occurs during
site surveys (Millan and Pizam, 1995). Due to this, Tse and
Wilton (1998) developed the perceived performance model
that emphasized evaluating current performances without
referning to expectations. This conceptualization has been
adapted by others who have defined satisfaction as the
evaluation of destination attributes (Kozak, 2003) and
overall satisfaction of the visiting experience (Wu, 2007).
Satisfaction has been postulated to have a positive
relationship with destination loyalty and has been posited
as an antecedent to destination loyalty (Yoon and
Uysal, 2005; Chen and Chen, 2010) even in the context of
cultural herirage tourism (Wu, 2007). Besides being an
antecedent, satisfaction has also been proven to be a
mediator between destination image and destination
loyalty (Shen et af., 2014). Even though satisfaction has
been researched a lot, its relationship with other possible

determinants of destination loyalty is still scarce and this
paper proposes a conceptual frameworlk that establishes
the relationships with other antecedents.

Similarly, studies on the relationship between
destination image with destination familiarity, tourist
interactions and tourist emotions have been minimal
especially in relations to cultural heritage sites. Most
studies done on destination image have utilized the
concept by Crompton (1979) which refers to the beliefs,
ideas and impressions of an individual towards a
destination. Being viewed as the overall impression of a
destination, destination image has also been defined as
the knowledge and beliefs of the destination attributes
and destination image has an influence on satisfaction
(Chen and Phou, 2013). However, other studies have
found that destination image indirectly influences
destination loyalty through satisfaction (Kim ez al., 2013).
On the other hand, a study done in Malaysia showed a
direct relationship between destnation image, revisit
intention and recommendation to others (Som and
Badarneh, 2011). Based on these literatures, it is
hypothesized that destination image influences both
satisfaction and destination loyalty.

Destination image and destination loyalty have
been found to be influenced by destination familiarity
where it had been operationalized as previous
visitation (Milman and Pizam, 1995). However, this
operationalization may not be accurate as not all tourists
who have previously visited a destination will be more
familiar with the destination. Due to this, another
definition of destination familiarity has been developed
and it consists of experiential familiarity and informational
familiarity (Baloglu, 2001). Experiential familiarity refers to
tourists being familiar with a destination because of
previous experience while informational familiarity refers
to tourists being familiar because of exposure to
information related to the destination. Tt will be interesting
to identify if tourists who are more familiar with a
destination, display higher destination loyalty or not.
According to the studies conducted by Kozak et al.
(2005) and Fong et al. (201 2), destination familiarity does
contribute to intention to revisit. Therefore, destination
familiarity will be included in the proposed conceptual
framework as one of the factors mfluencing destination
loyalty at cultural heritage sites.

Another factor that deserves attention is perceived
authenticity as this factor has close conmections with
cultural heritage sites and very little research has been
done on it due to the complexity to operationalizing it
(Kolar and Zablkar, 2010). Authenticity has different forms
and it can be divided inte objective authenticity,
constructive authenticity and existential authenticity
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(Wang, 1999). Most tourism literature on authencity
explore objective authencity as it covers the artifacts,
buildings and any objects that are considered as original.
Comnstructive authenticity on the other hand 1s any toured
objects that 13 considered as authentic based on the
perception of tourists. Existential authencity is rather
different as 1t focuses on the tourist’s experience of
activities at a destination that are considered as authentic
to the tourist. Kolar and Zabkar (2010) studied the
influence of objective and existential authencity and
found that both have an influence on destination loyalty
at cultural heritage sites. On the other hand, Shen et al.
(2014) found that constructive authenticity 1s not an
mfluencing factor of destination loyalty but existential
authenticity does have an influence on destmation
loyalty. Since, there are differing views, further
mvestigation 18 needed to clarify the relationship between
perceived authenticity,
loyalty.

In tourism

satisfaction and destmation

settings, tourist interactions are
very important because they can have an impact on
tourists’ experiences. There are different types of
tourist interactions and they can be divided into
tourist-to-service personnel interactions, tourist-to-tourist
interactions and tourist-to-local community interactions
(Pearce, 2005). Although, tourist nteractions with service
personnel have been researched a lot, less emphasis has
been given to tourist-to-tourist interactions particularly
on its impact on satisfaction (Cohen et af, 2014).
Pearce (2005) suggested that there are two types of
tourist-to-tourist interactions. They consist of mtragroup
and intergroup where the first refers to the interactions of
tourists with people whom they travel with and the latter
refers to interactions with people that they meet during
the travel. It will be informative to know if these
interactions can have an impact on future loyalty
behavior. So far, only a few studies have established
links between customer mteractions with satisfaction
and loyalty and they are in the area of cruise holidays and
tour groups (Wu, 2007). This scarcity of research calls for
the meclusion of the tourist mteractions factor imto
relationship marketing models as this will benefit the
business relationship with the customers (Morais ef al.,
2004). Hence, tourist interactions is added to the
proposed conceptual framework for this study.

During the course of interactions among tourists,
there may be involvement of emotions as some tourist
may be friendly to other tourists and this can generate a
positive experience for both tourists. Tt has also been
suggested that tourist mteractions and tourist emotions
may be related i the context of tourist mnteraction with the

locals in cultural heritage sites (Kastenholz et al., 2013).
Studies on tourist emotions are still new but are slowly
gaiming interest amongst scholars. Tourist emotions are
strong feelings that a tourist may have developed from a
destination and they can have relationship with certain
behaviour (Prayag et al., 2013). This is very similar to the
defimtion of emotions by Hosany where emotion is
intense feeling towards something. Due to the affective
state of emotions, there can be a relationship with
satisfaction which can potentially affect tourists’ loyalty
toward a destination. Moreover, scholars have already
established that emotions have relationship with
satisfaction and loyalty (Prayag ef al., 2013). However,
there are other studies that have concluded that emotions
and loyalty are not related (Lee et al., 2008). To further
investigate on the relationship between tourist emotions,
satisfaction and destination loyalty, this construct will be
added to the the proposed conceptual framework.

There are many different types of tourists at a
particular destination and each of the tourists may display
different behaviours and preferences. Therefore, it is
important to learn the perceptions of different tourists
based on their characteristics such as nationality, age,
gender, education level, marital status, mcome level and
length of stay. This information on tourist characteristics
will be useful for decision makers to devise suitable
tourism  products according to their
influence on tourist behaviour (Prayag, 2012). Further
more, it 18 vital to determine tourist characteristics for the
implementation of marketing strategies of cultural heritage
destinations (Gaffar ef al., 2011). Studies have found that
tourist characteristics have a relationship with tourist
behavior. Prayag (2012) identified that there are
differences in image perceptions of tourists from different
nationalities with different marital status and lengths of
stay. Similarly, Teo et al. (2014) and Gaffar ef af. (2011)
have also recorded differences in the behaviour of
tourists according to their nationality. Socio-demographic
characteritics of tourists such as nationality, age and
education have also been examined as a moderator on the
relationship between satisfaction and destination loyalty
(DaCosta et al., 2010). In this stusy, tourist characteristics
will also be conceptualized as a moderator between
satisfaction and destination loyalty.

and services

MATERIALS AND METHODS

The proposed conceptual framework has to be tested
in order to examine if relationships exist between all the
factors discussed and destination loyalty. This study
will be further developed by conducting a quantitative
research using a cross-sectional survey at cultural
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heritage sites in Melaka and Georgetown, Penang. These
two cities have been proposed because of their WHS
status and they have been receiving higher tourist arrivals
in comparison with other states in Malaysia. Hence, there
will be a good representation of the tourists visiting
cultural heritage sites in Malaysia. The survey instrument
will focus on incorporating all destination factors,
personal factors, satisfaction, tourist characteristics and
destination loyalty. In order to test the proposed
conceptual frameworle, Partial Least Squares (PLS) will be
used as it allows for testing a complex model such as the
proposed model and the main focus of PLS is on
prediction (Hair et al., 2012).

RESULTS AND DISCUSSION

Proposed conceptual framework and hypotheses
development: Basesd on the review of various literature,
the conceptual framework as illustrated in Fig. 1 was
developed. This proposed framework is meant for
cultural heritage tourism settings where it gives attention
to the loyalty of tourists to cultural heritage sites. The
conceptual frameworlk hypothesizes the relationship

based on an extension of the model by Yoon and Uysal
(2005), also known as the Tourism Destination Loyalty
Theory (TDLT). The TDLT explains the relationship
between motivation, satisfaction and destination loyalty
and has been adopted by other tourism scholars even in
the context of UNESCO WHS (Saumell ef @i, 201 3). The
TDLT operationalized destination loyalty as both
attitudinal and behavioural measures that consist of two
items, which are mtention to recommend and revisit
intention. These two measures are also proposed for this
conceptual framework. Tn addition, the experiential loyalty
construct introduced by McKercher et al. (2012) will also
be considered as another measure for destination loyalty.
As this study focuses on the factors wfleuncing
destination loyalty, the factors are grouped into
destination factors (destination image; destination
familiarity) and personal factors (perceived authenticity;
tourist interactions, tourist emotions). In this study,
satisfaction is also considered as one of the influencing
factors that influences destination loyalty (Yoon and
Uysal, 2005, Chen and Chen, 2010) and therefore the
following hypothesis is developed:

between destination factors, personal factors and s+  H; satisfaction significantly influences destination
destination loyalty. This framework has been developed loyalty
Hsay H5b
Destination factors | i
Destination image
HZav H2b
Destination familiarity l
Personal fact : ; H
Sona Tectors Setisfaction Al »  Destination loyalty
Perceived authenticity
Tourist interactions —T
Haa, Han, Hac H,
Tourist emotions

Hsay Hsby Hsc

Tourist
characteristics

Moderator

Fig. 1: Proposed conceptual framework for destination loyalty at cultural heritage sites

2701



The Soc. Sci., 11 (11): 2698-2704, 2016

As presented in the literature review, satisfaction has
been proven to be the mediator between destination
image and destination loyalty as the more favourable the
perceived image about a destination, the more satisfaction
occurs and this will influence destination loyalty. In
addition, destination familiarity has been identified as
having an mfluence on destination loyalty (Kozak et al.,
2005). Therefore, the following hypotheses have been
developed:

¢+  H,: satisfaction mediates the relationship between
destination image and destination loyalty

*+ H,,: satisfaction mediates the relationship between
destination familiarity and destination loyalty

Satisfaction and loyalty have been determined to
have a positive relationship with perceived authenticiy
(Kolar and Zabkar, 2010). Huang and Hsu also determined
that tourist mteractions and satisfaction are positively
related and suggested that loyalty should be included as
the consequence to satisfaction. Furthermore, satisfaction
has been concluded to be a mediator between tourist
emotions and lovalty (Saumell e# al., 2013). Therefore, it
has been hypothesized that:

+ H.. satisfaction mediates the relationship between
perceived authenticity and destination loyalty

*+ H, satisfaction mediates the relationship between
tourist interactions and destination loyalty

+ H,: satisfaction mediates the relationship between
tourist emotions and destination loyalty

As mentioned previously, tourist characteristics can
lead to different tourist behaviours (Gaffar ef «l., 2011,
Prayag, 2012) and in the case of cultural heritage sites, it
will be interesting to examine if tourists of different age
group or gender will have different satisfaction or loyalty.
Hence, 1t 1s hypothesized that:

*  H,: tourist characteristics moderate the relationship
between satisfaction and destination loyalty

Destination image and destination familiarity are both
proposed as destination factors that can influence
destination lovalty. Studies have established the links
between destination image and loyalty and between
destination familiarity and loyalty (Kim et al., 2013). Tt will
be interesting to explore if the overall image that a tourist
obtains while at cultural heritage sites can contribute to
destination loyalty. In addition, it will be useful to
determine if a direct relationship exist between familiarity

and loyalty as highlighted in the study by Wee et al.
(2012). In this respect, the following two hypotheses have
been derived:

» H,; destination 1image positively mfluences
destination loyalty

»  H,: destination famiharity has a positive influence on
destination loyalty

Personal factors that have been proposed in the
conceptual framework consist of perceived authenticity,
tourist interactions and tourist emotions. All these factors
are proposed as they relate to the perceptions, social
experlences and emotions of tourists at cultural heritage
sites. Perceived authenticity has been identified as having
an influence on loyalty (Kolar and Zabkar, 2010) and
tourist emotions and tourist interactions have also been
found to have a relationship with loyalty (Prayag ef al.,
2013). By examimng the influence of these factors on
destination loyalty, it can allow destination managers to
develop suitable strategies for enhancing the overall
visiting experiences of tourists without forgetting the
authenticity of the sites. With this thought in mind, it is
thus hypothesized that:

» H, perceived authenticity positively mfluences
destination loyalty

» H,: tourist interactions positively influence
destination loyalty

»  H,: tourist emotions positively influence destination
loyalty

CONCLUSION

The conceptual model proposed in this study is an
extended model based on the review of tourism literature.
The main purpose for proposing this model is to address
the gaps mn the literature by examining all the factors in the
same model and identifying which factor 1s a better
predictor of destination loyalty. Although, destination
loyalty has been researched often m tourism literature,
limited studies have been done on cultural heritage
tourism, especially in relations to tourist mnteractions and
tourist emotions. Furthermore, experiential loyalty will be
considered as another measurement of destination loyalty
unlike in most other literature which have focused on
intention to recomimend and revisit intention. Therefore,
it is timely to develop a framework that captures the
possible influencing factors of destination loyalty for
cultural heritage sites which will be useful for the
development of marketing 1deas for cultural heritage sites.

2702



The Soc. Sci., 11 (11): 2698-2704, 2016

REFERENCES

Baloglu, S., 2001. Image vanations of Turkey by famiharity
mdex: Informational and experiential dimensions.
Tourism Manage., 22: 127-133.

Chen, CF. and F.3. Chen, 2010. Experience quality
perceived and behavioral
intentions for heritage tourists. Tourism Manage.,
31:29-35.

Chen, CF. and S. Phou, 2013. A closer look at destination:
Tmage personality relationship and loyalty. Tourism
Manage., 36: 269-278.

Chen, I.3. and D. Gursoy, 2001. An mvestigation of
tourists destination loyalty and preferences. Int. I.
Contemp. Hospitality Manage., 13: 79-85.

Chi, C.G.Q. and H. Qu, 2008. Examimng the structural
relationships of destination image tourist satisfaction
and destnation loyalty: An integrated approach.
Tourism Manage., 29: 624-636.

Cohen, S.A., G. Prayag and M. Moital, 2014. Congumer
behaviour in tourism: Concepts influences and

value satisfaction

opportunities. Current Issues Tourism, 17: 872-909.

Crompton, I.L., 1979. An assessment of the image of
Mexico as a vacation destination and the influence of
geographical location upon that image. J. Travel Res.,
17:18-23,

DaCosta, M.J., P.O. Valle, M.M. Guerreiro and J.A. Silva,
2010. The tourist experience: Exploring the
relationship between satisfaction and
destination loyalty. Tunzam Omngmal Sci Paper,
58:111-126.

Fong, SWI. T. Meiyi, T.P. Kian, Y.3. Fern and
W. Vmeent, 2012. An Exploratory Study on the
Determinants of Repeat Visitation to Melaka among
Melakas University Students. In: Current Tssues in
Hospitality and Tourism: Research and Tnnovations.
Zainal, A., SM Radzi, R. Haslum, C.T. Chik and
R. Abu (Eds.). CRCPress, Boca Raton, Florida, ISBN:
978-0-415-62133-5, pp: 465-469.

Gaffar, V., HP. Wetprasit and D. Setiyormu, 2011.
Comparative study of tourist characteristics on

tourist

cultural heritage tourism sites: Survey on tourist in
Indonesia and Thailand heritage sites. J. Tourism
Hospitality Culinary Arts, 3: 53-68.

Hair, I.F., M. Sarstedt, C.M. Ringle and I.A. Mena, 2012.
An assessment of the use of partial least squares
structural equation modeling in marketing research.
T. Acad. Market. Sci., 40: 414-433.

Kastenholz, E., C. Eusebio and M.J. Carneiro, 2013.
Studying factors mfluencing repeat visitation of
cultural tourists. J. Vacation Marketing, 19: 343-358.

Kim, SH., S. Holland and H.S. Han, 2013. A structural
model for examining how destination 1image,
perceived value and service quality affect destination
loyalty: A case study of Orlando. Int. J. Tourism
Res., 15: 313-328.

Kolar, T. and V. Zabkar, 2010. A consumer-based
model of authenticity: An oxymoron or the
foundation of cultural heritage marketing?. Tourism
Manage., 31: 652-664.

Kozak, M., 2003. Measuring tourist satisfaction with
multiple destination attributes.
7:229-240.

Kozak, M., E. Bigne and L. Andreu, 2005. Satisfaction
and destination loyalty: A comparison between
non-repeat and repeat tourists. J. Qual. Assur
Hospitality Tourism, 5: 43-59.

Lee, YK., CK. Lee, SK. Lee and B.J. Babin, 2008.
Festivalscapes and patrons emotions satisfaction
and loyalty. J. Bus. Res., 61: 56-64.

McKercher, B., D.B. Guillet and E. Ng, 2012. Rethinking
loyalty. Annal. Tourism Res., 39: 708-734.

Milman, A. and A. Pizam, 1995. The role of awareness and

Tourism Anal.,

familiarity with a destination: The central Florida
case. J. Trav. Res., 33: 21-27.

Morais, D.B., M.]I. Dorsch and S.J. Backman, 2004. Can
tourtsmm  providers buy their customers loyalty?.
Examining the influence of customer-provider
investments on loyalty. I. Travel Res., 42: 235-243.

Oliver, R.I.., 1980. A cognitive model of the antecedents
and consequences of satisfaction decisions. T.
Market. Res., 17: 460-469.

Oppermarnn, M., 1997, First-time and repeat visitors to
New Zealand Touris. Manage., 18: 177-181.

Oppermann, M., 2000. Tourism destination loyalty. T.
Travel Res., 39: 78-84.

Pearce, P.L., 2005. Tourist Behaviour: Themes and
Conceptual Schemes. Channel View Publications,
Buffalo, New York, ISBN: 1-84541-022-X, Pages: 249.

Pravag, G., 2009. Tourists evaluations of destination
image satisfaction and future behavioral mtentions
the case of mauritius. J. Travel Tourism Marketing,
26: 836-853.

Prayag, G., 2012. Paradise for who?. Segmenting
visitors satisfaction with cognitive image and
predicting behavioural loyalty. Int. T. Tourisin Res.,
14:1-15.

Prayag, G., S. Hosany and K. Odeh, 2013. The role of
tourists emotional experiences and satisfaction in
understanding behavioral intentions. J. Destination
Marketing Manage., 2: 118-127.

2703



The Soc. Sci., 11 (11): 2698-2704, 2016

Saumell, R.P., F.S. Coll, 8.J. Garcia and P.I.. Planaguma,
2013. Tourist behavior intentions and the
moderator effect of knowledge of unesco world
heritage sites the case of la sagrada familia. J. Travel
Res., 52: 364-376.

Shen, S., I. Guo and Y. Wu, 2014, Investigating the
structural relationships among authenticity loyalty
involvement, and attitude toward world cultural
heritage sites: An empirical study of Nanjing
Xiaoling Tomb China. Asia Pacific I. Tourism Res.,
19:103-121.

Som, A. and M. Badameh, 2011. Tourist satisfaction and
repeat visitation toward a new comprehensive model.
World Acad. Sci. Eng. Technol., 50: 1106-1113.

Teo, C.B.C., NRM. Khan and FHA. Rahim, 2014,
Understanding cultural heritage visitor behavior: The
case of Melaka as world heritage city. Procedia Soc.
Behav. Sci., 130: 1-10.

Tse, D.K. and P.C. Wilton, 1988. Models of consumer
satisfaction formation: An extension. J. Market. Res.,
25: 204-212.

Wang, N., 1999. Rethinking authenticity in tourism
experience. Annal. Tourism Res., 26: 349-370.
Waterton, E. and S. Watson, 2010. Culture Heritage
and Representation: Perspectives on Visuality and
the Past. Ashgate Publishing, Surrey, UK., ISBN:

978-0-7546-7598-3, Pages: 279.

Wu, CH.T, 2007. The impact of customer-to-customer
interaction and customer homogeneity on customer
satisfaction 1n tourism service the service encounter
prospective. Tourism Manage., 28: 1518-1528.

Yoon, Y. and M. Uysal, 2005. An examination of the
effects of motivation and satisfaction on
destination loyalty: A structural model. Tourism
Manage., 26: 45-56.

2704



	2698-2704_Page_1
	2698-2704_Page_2
	2698-2704_Page_3
	2698-2704_Page_4
	2698-2704_Page_5
	2698-2704_Page_6
	2698-2704_Page_7

