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ABSTRACT

Several factors have been shown to have a vital role in the formation of the touristic image of a destination. Promotion
tools are considered a critical factor in destination image formation. Bowever, recent surveys indicate that the roles and
importance of promotion tools of MICE tourism on (he formation of Jordan’s destination image was not given cmphasis.
Thus, this study aims to determine the influence of promotion tools utilized to promote MICE tourism on the formation of
the touristic image of Jordan. The differences in the perceptions of local and intemational MICE participants on the
importance of promotional tools in terms of thcir gender and nationality were also examined. Results show the significant
differences among MICE participants’ perceptions on the importance of promotion tools and the roles of promotion tools
significantly influencc on the formation of Jordan’s touristic image. This study provides implications for the event
planners, event organizers, and other MICE event stakeholders, as well as enriching the limitcd research in MICE tourism
in developing countries.
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1 Introduction

Promotion is one of the ‘marketing mix’ that attempts to increase the demand by conveying positive image of the
product to the potential customers through appeals to the perceived demands, needs, values, tastes, and attitude of
the market or a particular market segment (Norman & Pettersen, 2008). Thus, one of the main roles of the promotion
tools aims to improve the pereeived destination image (Cooper, Fletcher, Fyall, Gilbert, & Wanhill, 2008). Lee,
Close and Love (2010) declared that 95 percent of MICE participants depend on promotion tools to search for ideal
MICE destination. Whereas Rogers (1998) argued that promotional activities in MICE tourism are essential to
promote the destination and its event and attract high yielder tourist, journalist, and politicians that can influence
events and enhance the destination image. According to Fakeye and Crompton (1991), the failure of some
destinations to fulfill their tourism potential is related to their promotion. Since tourism is intangible as well as a
perishable service, therefore, promotion is important. Tt is the process of communicating between suppliers of
tourism products and the potential tourists. It enhances their demand for travel (Crouch, 2000). The elements of
integrated marketing communications mix which could be used by marketers of special events are composed of
personal selling, advertising, sales promotion, direct mail, publicity, sponsorship, packaging, merchandising, WOM,
and corporate identity (Allen, O’Toole, Harris & McDonnell, 2005). McCartmey, Butler and Bennett (2008)
asserted that Macau depends on several promotion tools such as TV/Radio, Internet, and travel programs to promote
the image of Macao to leisure and business travelers.

Meanwhile, several researchers (e.g., Bhatt & Badan, 2005; Metaxas, 2009; Wicks & Schuett, 1991) emphasised
the importance of promotion tools such as, newspapers, magazines, brochures, TV/ radio commercials, and Internet
in advertising MICE events and promoting destinations. Bojanic (1991) also indicated to the importance of
advertising MICE events in conveying and managing the image of the country to the potential tourists and in
enhancing the attributes of the destination to them. Pan (2011) declared that TV tourism commercials are
considered the dominant advertising channel of the destination image because they supply tourist with visual,
pictorial, and verbal information about the destination and the event. Lee-Kelley, Gilbert, and Al-Shehabi (241}
argued that exhibitors tend to use Internet and TV to promote their exhibitions virtually. Virtual exhibicce: ==
considered a useful platform to conduct promotional activities through the Internet. Exhibiting virtually wil! “lev
the visitors to stroll through its various exhibition halls.

Internet is also the most powerful method of communication with the target market. It is actively usec
travel and hospitality companies, because it is inexpensive and could greatly affect consumers’ perceives -wwme
through ecreating virtual experience of destination (Gretzel & Fesenmaier, 2000; Ho & Dempsey, 2010; Pvies_ .
Belullo, 2007). WWW and E-mail are the main components of the Internet. The Web offers tounsm orgarasasae
an alternative way of communication and E-mail has emerged as the most commonly used type of commuom s
(Wei, Ruys, Hoof & Combrink, 2001). A study conducted by Cheung and Law (2002) showed that Singapor.
been ranked as the first Asian city in leading MICE tourism and Hong Kong ranked as the second. These twe —==
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have been using WWW and they have constructed their own websites as online advertising channels to be promoted
and marketed as MICE destinations. Several researchers (McLemore & Mitchell, 2001; Werthner & Ricei, 2004)
revealed that the number of travellers using the Internet in the USA has grown to 190 percent from 1996 to 1999. In
2003, 30 percent of US adult population used the Internet to search for information about destinations. Nowadays,
the Internet has become the first source of information all over the world. People use the Internet to choose or plan
for their vacation. Eighty four percent of the American travellers use the Internet to buy air tickets or make their
online hotel reservation (Boo, Koh & Jones, 2008).

Furthermore, Lee et al. (2010) indicated that the Internet has proven to be an effective promotion tools for MICE
event tourists for online registration as well as provides them with useful meeting and destination information. Lau,
Milne and Johnson (2005) investigated the role of WWW in MICE events promotion and its contribution to the local
economic development. They stated that the role of WWW must not be ignored and that simple marketing websites
can be developed to be web portals which foster the cooperation at the destination, regional and international level.
In addition, they affirmed that MICE websites enhance the performance of local economic linkages and stimulate
business opportunities and create great economic benefits to the region. These websites enable tourists of MICE
event and other visitors of the host destination to build their own itinerary and know about the product on offer
before they start their business trip or holidays. Thus, the Internet is an inexpensive, flexible method of promotion. Tt
promotes tourism products and may replace the existing distribution channels in the longer term. Tourists will be
able to see the online brochure of destinations, gain up-to-date information, accuracy, greater choice, and an easy-to-
use interface (Williams & Palmers, 1999).

1.1 Relationship between MICE Promotion Tools and Destination Image Formation

There is a general agreement that sources of information, also known as image forming agents or stimulus
factors, are the forces which influence the forming of a destination image (Beerli & Martin, 2004a). Similarly,
Ruzic, Turkalj and Racic (2003) emphasised on the roles of MICE promotion tools in creating a new image of
Croatia. They also stated that MICE tourism requires identification of promotion tools that could be best used to
attract MICE events and participants. Mistilis and Dwyer (1999) affirmed that MICE promotion tools are seen as
essential especially WWW for both tourism enterprises and destinations to get the competitive advantages in
delivering quality services and creating destination image. Tasci and Gartner (2007) claimed that non-commercial
information sources such as TV reports, articles, newspaper reports, books, and the promotion tools utilised to
promote the destinations are the main determinants of destination image. These promotion tools are also used for
reinforcing the destination image, or establishing a destination image, or changing the perceived image of a
destination into more positive one. Molina and Esteban (2006) asserted that promotion tools such as brochures,
newspapers, and friends and relatives have an influence on destination image formation. They examined the roles of
the promotion tool (brochure) on destination image formation and its influence on destination choices.

Similarly, Boo et al. (2008) conducted a study to evaluate the attractiveness of five convention cities in USA
based on visitors’ behaviour. The results showed that the groups who viewed some information about the convention
city from different promotion tools rated the image of the city higher than those who did not view any information.
In addition, the groups who utilised the Internet to make their convention reservation online perceived the image of
the host city higher than those who did not make their reservation online. They also revealed that the higher
education groups rely on Internet to find information about the convention destination. Kim, Lehto and Morrison
(2007) asserted that females perceived the importance of Internet higher than males in searching information about
events and destinations. TV/Radio and newspapers showed to be the most important promotion tools among young
people (Schneider & Sonmez, 1999)

Gunn (1972) stated that the non-tourism information such as magazines, books, and articles has an indirect role
on forming the organic image of destination, while direct promotion tools of a destination such as brochures, travel
agents, and advertisements has a direct role on forming the induced image of a destination. In addition, Baloglu anc
McCleary (1999) stated that promotion tools are a force which influences the formation of perceptions or cognfive
evaluation but not on the affective image. In other words, cognitive image plays an intervening role berw==
information sources and affective image. They hypothesised that cognitive image is formed by external factors sax=
as TV/Radio, brochures, newspapers, and other types of media and social stimuli such as recommendations -
friends and relatives or WOM. Castelltort and Mader (2010) indicated that promotion tootls utilised to prom®.
events has three functions: minimizing the risk in choosing a destination through providing the tourists with up-ic-
date information about the destination, build the image of the destination, and finally, promotion tools influence te
final decision of MICE event tourists.

Meanwhile, Harahsheh (2009) emphasised on unsolicited information on image formaton. He proposed tha
positive WOM recommendations have a substantial impact upon organic images of destinations and consume
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decision to visit a destination while negative WOM recommendations affect their decision to select that destination
or repeat the visit. Govers, Go and Kumar (2007) concluded that the media in general has a significant influence on
destination image formation. Accordingly, these previous studies have affirmed the roles of promotion tools on
forming the destination image and showed that the event organisers, meeting planners, and other MICE stakeholder
should understand the preferences of their target market on the importance of promotion tools in order to convey the
right effective message.

The image of the destination has a significant role on tourists’ travel decision and selection of the destination to
visit. Thus, various approaches and strategies have been utiliscd by most of the host destinations to develop their
destination image. However, in the context of Jordan less emphasis was given to develop its touristic image. The
review of related literaturc indicatcs that somc studies have considered the context of Jordan as a tourist destination.
For example, Alhroot (2007) considered the marketing of Jordan as a tourist destination, Walker and Firestone
(2009) focused on the general information about the destination of Jordan, Taji (2005) emphasized on niche
marketing of tourism in Jordan, and Badhadho (2007) concentrated on conference tourism in Jordan. Based on these
previous studies, the researchers have targeted different aspects of Jordan tourism industry without focusing on its
touristic image and the role of MICE tourism. In addition, less emphasis was given by Jordan on forming its
destination image which resulted in unclear and ineffective approaches and strategies utilised to positioning Jordan
as a touristic image. Thus, the purposes of this study are to identify the relative importance of promational tools as
perceived by the MICE participants and to investigate the roles of promotion tools on touristic image formation of
Jordan from the perspective of local and international MICE participants. This study attempted to answer the
following research questions:

a. How do the participants perceive the importance of promotion tools in promoting MICE events?

b. Do the socio-demographic characteristics of MICE tourism participants differ on their perceptions on the

formation of destination image?

c. To what extent does the role of promotion tools influence on Jordan destination image formation?

1.2 Research Hypotheses:

Based on the research purposes and research questions of the study, three hypotheses were developed as follows:

H1: There is no difference in MICE participants’ perceptions in terms of their gender and nationality (local vs.
International) on the importance of promotion tools in promoting MICE events.

H2: There is no difference in MICE participants’ perceptions in terms of their gender and nationality (local vs.
International) on the destination image formation of Jordan.

H3: The role of promotion tools in MICE tourism positively influences thc dcstination image formation of
Jordan.

2 Research Methodology

This research utilized correlational design by using quantitative approach through survey methods to assess the
roles of promotion tools of MICE tourism on the formation of Jordan touristic image. Self-administered
guestionnaire was used to collect data from the selected respondents. The survey instrument was of a four-page
questionnaire utilized to collect date on the importance of MICE promotional tools and the perception of participants
on the formation of Jordan touristic image. The questionnaire was designed in English and translated into Arabic by
a professional Jordanian translator, then translated back into English to diminish any translating error or difference
in meaning between the two versions (Brislin, 1980). The first section of the questionnaire composed of two
questions to identify the importance of promotion tools used by the private and public sectors in marketing and
promoting MICE tourism. The second section of the questionnaire consisted of two questions to measure the
destination image formation of Jordan from the perspective of MICE participants. The third section included socio-
demographic characteristics of the respondents such as gender, nationality, income, and educational level. The
information collected was used for further investigation on the role of these socio-demographic characteristics of
MICE participants on destination image formation. The questionnaire was pilot tested on a sample of MICE
participants to ensure the reliability and validity of the instrument. The results of the piiot sdy found to be
psychometrically sound (Lim & Omar, 2012).

The study was conducting between August 2010 and January 2011. The questonnaire was personally
administered to each subject during the events. Subjects were selected using cluster random sampling techniques.
Cluster sampling is a form of probability sampling, It is used in two or more stages because either the population is
Jarge or the researcher cannot casily identify the population (Creswell, 2008). MICE events were divided mto four
clusters: Meetings, incentives, conferences, and exhibitions. A total of 1060 questionnaires were collected from 12
MICE events and finally 857 valid questionnaires were obtained afier deleting outliers.
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Data analysis was carried out using Statistical Package for Social Science (SPSS-PC) version 16.0 for Windows
software programme. The t-test was conducted to test for HI and H2 in order to examine MICE participants’
perceptions of the importance of promotional tools and destination image formation, and simple regression was used
to test for 43 in order to analyze the roles of promotion tools on Jordan’s touristic image formation.

4 Results
4.1 Profile of Respondents

Tablel presents the demographic profile of respondents which includes gender, nationality, age, income, and
educational level. The total number of respondents was 857 with 41% were females and 59% were males.
Nationality of rcspondents comprised of 36.2% local and 63.8% intermnational. Most of the respondents had
bachelor’s degree (44.3%) and 37% of participants have monthly income between $1001 and $2000. The

respondents participated in this study represents all age groups with the largest age groups were between 41 and 50
(30.1%).

Tablel. Profile of Respondents

Varigble .-l e f T F e T o I e
Gender Marital status
Female 351 41.0 Single 230 268
Male 506 59.0 Married 557 650
Nationality Divorced 49 57
National 310 36.2 Widow 21 25
International 547 63.8
Age Occupation
<30 134 15.6 Student 40 4.7
3140 235 274 Homemakers 30 35
41-50 258 30.1 Clerical worker 58 6.8
51-60 139 16.2 Salesperson i 130
>60 91 10.6 Professional 2 100
Educational level Executive/ Manager 135 15.8
High School education 74 8.6 Unemployed 29 34
College Diploma 166 19.4 Self-employed worker 105 12.3
Bachelor degree 380 443 Worker 62 72
Master degree 124 145 Retired 47 55
Doctoral degrec 113 132 Civil servant 110 12.8
Others 40 47
Monthly income
<§1000 178 208
$1001-$2000 317 370
$2001-$3000 134 156
$3001-$4000 123 144
>$4000 105 123 J

4.2 Promotion tools: importance and roles

Results in Table 2 showed that there are significant differences on the perception of all promotion tools between
local and international respondent except for Internet which showed no significant differences between the
respondents. The international respondents perceived magazine, brochure, WOM, travel agents, tourist information
center, guidebooks, and public relations higher than local respondents, whereas local respondent had higher means
for TV/Radio, and newspaper. The differences between female and male respondents’ perceptions of the importance
of promotion tools showed that female respondents had higher means on Internet and newspaper while Male
respondents rated magazine, brochures, and travel agents higher than female respondents. Thus, the findings of this
study partially support the first hypothesis in terms of participants’ nationality and gender.

Table 3 indicates the differences of socio-demographic characteristics of MICE participants in terms of gender
and nationality on the perceptions of the cognitive and affective image of a destination. T<test resuls revealed
significant differences between local and intemnational MICE participants on the cognitive factors pamely, “Natural
resources”, “General infrastructure”, “‘Atmosphere”, “Political and social factor”, “Economic and calmral factor™,
“Tourist facilitation”, as well as significantly different on the perceptions of “Affective factor”™. However, based on
the mean scores, local respondents tended to assess the destination image more favourably than the imemational
respondents. Independent sample t-test’s results also revealed that significant differences were existed on the
perception of destination image factors between females and males on “Natural resources™, “General infrastructure™.
“Atmosphere”, “Economic and cultural factor” , “Tourist facilitation”, “Affective factor”. Whereas, results showed
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that there were no significant differences on the perception of “political and social factor” between femalcs and
malcs. The results indicated that the higher scores on cognitive and affective factors were exhibited by female
respondents as compared to male respondents. This study indicated that female respondents held a more positive
image than the male respondents on Jordan. Thus, the hypothesis /2 was supported by the data in the case of
nationality different in terms of their perceptions between local and intemational, but however, the results showed
partially support for gender different.

Table 2: Analyses of difference among participants on M1CE promolion fools in terms of gender and nationality

Promotion Teols

= &
: g g £
3 s = 5 = 0% s 2 3
Participasts Profile k- £ z 3 o = 2 s - & 2 -
e = = = b o E [ ] E 5 o ]
2 5y g 59 a S £ 5 35 % B 2
k| 5 s & & E z_S8 588 2&
Nationality
Local(n=310) 472 3.84 3.9¢ 434 4.06 448 4,60 3N 397 4.39
International(n=547) 4.78 4.39 4.03 4.48 423 3.06 334 395 412 4.50
Mean Differences -.056 -.553 -.185 -137 -.169 1.425 1256 -232 -.151 -.161
| 1714 12753 2.695 2.749 2913 25369 24.865 3.663 2638 2433
Sig. .087 .000* 007+ 006* .004* .000* .000* .000* 003* 01s+
Gender
Female 480 4.13 3.9+ 4.4] 4.09 3.65 391 3.88 4.05 444
Male 4.73 424 4.G7 4.44 4.23 3.52 372 3.85 4.07 4.48
Mean Differences 076 107 1z8 028 138 128 183 037 022 038
t 2.539 2.262 2.636 580 2425 1.664 2629 612 371 806
Sig. 011* 024* G40 352 016* 097 009*  54) 711 421
*Significant at 0.05 level
Table3: Analyses of difference among participants on destination image in terms of gender and nationality
Destination Image Natural General Atmosphere  Political and- Economicand  Tourist Affective
L L Tresources infrastrucoure social Factor  cultural factor  facilitation factor
Nationality
Local(n=310) 4.502 4423 4287 4108 4468 4345 4.798
Internabional(n=547) 4207 3986 4050 4.021 4264 3.962 4.697
Mean Differences 294 437 227 087 203 383 101
t 7014 11.614 4.638 2273 5207 9.115 3.622
Sig. .000* 000* Q00+ 023+ .000* .000* .000*
Gender
Female 44957 43141 42330 4.0655 4 4668 4.1903 4.8661
Male 4.1884 4.0267 40791 40441 4.2493 4.0383 46418
Mean Differences 30732 28742 15400 02139 21742 15197 22430
H 7.556 7772 3332 576 5433 3.476 8.940
Sig. .000* .000* 001~ 565 .000* .001* .000*

*Significant at 0 05 level

A simple linear regression method was performed to explore the role of promotion tools on the formation of the
touristic image of Jordan. Results of simple linear regression are presented in Table 4 which indicate that the roles of
promotion tools significantly influence on the cognitive image (F=912.715, p<.0001), affective image (F~ 191.284,
p<.0001) as well as overall image (F=689.160, p<.0001) formation of Jordan. The findings also reveaied that the
roles of promotion tools were able to explain 44.6% of variances in the overall image of Jordan. Thus, the
hypothesis for H3 was supported by the data of the study.

Table 4: Regression analyses for the prediction of Jordan touristic image from the roles of promaotion tools

Promotion tools Cognitive Image Affective Image Overall Imase
8 { _p B ! r B 1 t P
The roles of promotion 719 30212 .000 428 13.831] .000 668 26232 { L)

tools

 EU— N

F=912 715, p<.000,
adjusted R2=516

—
F=19].284, p<.000, adjusted
R?=182

F=689.160, p< 000.
| adjusted R>=446
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S Discussion and Conclusions

This study sought to explore the role of promotion tools on Jordan touristic image formation by focusing on the
question of how the participants of MICE events perceived importance of each promotion tool, destination image
formation and to what extent the roles of promotion tools affect the formation image of Jordan. The results of this
study revealed the significant differences existed between locals’ perception of promotion tools and the
international’s perceptions except for Internet which showed no significant differences in the perception between
local and international respondents. This indicates that Internet is widely used by local and international
respondents. Li and Vogelsong (2003) pointed out to the importance of Intemet as an cffective promotion tool that
can reach the customer directly and efficiently which could be the most creative method to promote destination
image. A search of relevant literature showed that some previous studies (Boo, et al.,2008; Molina and Esteban,
2006; Molina, Gomez & Martin-Consuegra, 2010) supported the results of this study in which Internet was rated as
the most important promotion tool in searching and promoting information about MICE tourism.

Local respondents perceived newspaper and TV/ Radio higher than the intemational respondents. TV/ Radio and
newspaper are national media using Arabic language during their publishing and transmission. Therefore, Jordan
should encourage national TVs/Radios to go intemational, so they can promote MICE tourism of Jordan and
encourage more meeting attendance and repeat visits. Pan (2011) declared that TV tourism commercials are
considered one of thc destination image formation agents. Meanwhile, intemational respondents rated public
relations, WOM, magazine, travel agents, guidebooks, brochures, and tourist information center higher than local
respondents. Fall (2004) posited that public relations in MICE tourism is one of the important promotion tools that
revitalize tourism industry, whereas other studies (Ho & Dempsey, 2010; Louvieris & Oppewal, 2004; Simpson &
Siguaw, 2008) pointed out to the importance of positive WOM expressed by friends and family about a destination
in affecting others’ feeling and behaviour. Furthermore, females viewed intemet and newspaper highly, while males
had positive perceptions on magazines, brochures, and travel agents.

Meeting planners, organizers, stakeholders and other destination marketers should realize that these tools can
play an effective role in reaching important tourist groups. Local participants relied more on Internet, TV/Radio,
newspapers, public relations and WOM. At the same time, extensive use of Internet, public relations, WOM,
magazines, and brochures should be done to target high yield international tourists. Therefore, to target the local and
international delegates, the best use of these promotion tools should be achieved. They need to target first-time
meeting attendees and encourage them to become regular attendees for future meetings in the destination.

In addition, the results indicated that the role of promotion tools did influence on cognitive image formation of
Jordan as it explained about 51.6% of the variance. Additionally, the result showed that it influenced on affective
image formation of Jordan and accounted for 18.2% of the variation in the affective image. Further, to predict the
influence of the role of promotion tools on the overall image of Jordan which is based on the mean scores of the
cognitive image and affective image, it was regressed on the overall image. The results revealed that it influenced
the overall image and explained about 44.6% of the variance. Thus the findings seem to support Govers et al.’s
(2007) suggestion on the importance and role of promotion in tourism is the critical component of destination image
formation.

The study findings provided insights in relation to the roles and importance of promotion tools and their roles on
the formation of destination image from the perspective of MICE event participants. Furthermore, the study has
contributed to the understanding of the most beneficial promotion tools in MICE industry from the perspective of a
representative sample of MICE participants. The research findings revealed the differences between socio-
demographic characteristics of the participants in terms of their gender and nationality. Therefore, based on the
findings of this study, the preferences of participants in terms of their socio-demographic characteristics should be
taken into account while planning for a MICE event in order to attract more attendees and successfully meet their
needs and expectations.

1t is hoped that the information attained in this study is beneficial and useful in developing Jordan’s MICE
destination attributes, and promoting and enhancing its touristic image in the competitive MICE industry
internationally. Tourism bodies of Jordan should direct their promotion campaigns to encourage high spending
tourists to be frequent visitors of Jordan. They should target the local and intemational tourists. They shouid also
develop a specific communication for each group of MICE participants. In addition, the findings of this stdy bave
paved the way for government and private tourism sectors to set out their strategies of planning, developing. and
marketing MICE industry as well as a promotional strategy of the touristic image of Jordan.

However, several limitations should be addressed to encourage future rescarchers to come out with more
affective research on this important topic of the role of MICE promotion tools on destination image in the future. As
there was lack of academic attention pertaining to MICE tourism in Jordan; resulting of secondary data concerning
this important sector were scant. Generalizability of study findings was also another limitation of this study as the
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questionnaire was completed by a selected group and might not be representative of the population from which this
group is drawn. It is suggested that future research should explore the relationships between the perceptions of
tourists on the importance of MICE promotion tools and their intention to participate. Moreover, it would be
important for future studies also to replicate the present study by focusing on separate entity of MICE events such as
Meetings, Incentives, Conferences, or Exhibitions on the formation of the touristic image of Jordan which may
provide more specified results and implications. In addition, it is suggested for future studies to evaluate the
differences of the perceptions of first-time visitors and repeat visitors on the importance of promotion tools and it
influences on touristic image formation in order to determine the effectiveness of promotion strategy used by the
host destination.
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