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Lok, Cheng and Rhodes 

1. Introduction 
The reliability of intangible services cannot be tested or experienced in advance; testing an 

intangible service burdens consumers with a dilemma in that they risk making a poor decision 

whilst then being unable to return the service. Choosing a tourist destination is an example of 

this hazardous decision making process as it may incur a high level of risk and uncertainty.  

Consequently, the topic of destination decision- making process receives substantial attention 

from both academic researchers and practitioners in the travel industry.  

Destination image influences tourists’ decision making-process in selecting a travel destination 

(Echtner and Ritchie, 2003, Goodrich, 1978). Despite the richness of the extant literature on 

destination image, it mainly focuses on the formation and characteristics of the destination 

image with limited research addressing why destination image can influence intention to visit a 

new destination. This study proposes that theories on human behavior such as the theory of 

planned behavior -TPB (Ajzen 1991) can be used to explain this process.  

Past studies have used the theory of planned behavior (TPB) in different discipline areas to 

examine how intention can be influenced by attitudes, subjective norms and perceived behavior 

control (Ajzen, 1991).  Um and Crompton’s study (1990) provided evidence to support the 

premise that attitude is a significant predictor of destination selection (both in considering the 

set of alternatives selected and the final choice). Trust, an essential attitude attribute, is closely 

associated with risk and the interdependence between the consumer and service providers 

(Rousseau, et al., 1998); it addresses the tourist’s concerns regarding perceived risk in selecting 

a destination that provides a range of intangible services.  

One of the shortcomings of TPB is that it focuses primarily on cognitive evaluation and does 

not include emotional variables as do affective based behavior models (Cheung, et al., 2000). 

For example, Triandis’ theory of interpersonal behavior (TIB) includes affects, habits and other 

social factors in predicting behavior (Triandis, 1977). A composite model, that consists of both 
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cognitive and affective factors, is more effective in predicting behavior intention (Brinberg, 

1981). In this study, tourists’ interest in a destination is added to construct a composite model. 

Interest in a destination is shown to be an important emotion that drives a tourist’s need to travel 

to destinations (Sharpley, 2008). In the context of tourism, other factors like subjective norms 

and perceived control in TPB, and social determinants and perceived consequence in the TIB 

have relatively less importance to this study and therefore are not included. This research 

proposes to construct a model using trust and interest (i.e. cognitive and emotional aspects) in a 

destination as the mediating variables to study tourists’ intention to visit a new destination.  

The model was tested by using the effects of different types of stimulus to form the attitude and 

affect of the tourist. The research consists of two studies that use two different sets of stimulus. 

The first study uses advertising and electronic word-of-mouth (eWOM) or online reviews as the 

two stimuli. Following the result of the first study that indicated advertising has a stronger effect 

on both mediating variables, the second study compared the effect of the central route and 

peripheral route of the elaboration likelihood model (ELM) which is a prominent model to 

persuasion in advertising. This study contributes to the theories that explain tourists’ intention to 

visit (ITV) a new destination using both attitude and emotion based factors to construct 

behavior intention model. This ITV model could be generalized for making decisions to 

purchase intangible services in other businesses. Furthermore, the results of the two studies in 

this research contribute to a better understanding of the relative strength of different types of 

destination information influence tourists to select a destination through mediating variables 

such as trust and interest. 

2. Theoretical Background 
2.1 Trust 

Trust is a basic construct in the research in many different disciplines that focuses on human 

activities. Rousseau et al.(1998) noted two necessary conditions in the conceptualization of 

trust. The first condition is risk and the second is the interdependence of one on another party. 
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These two conditions are present in most activities in economics, sociology, organization 

science and marketing and must be present for trust to occur. Trust is commonly referred to as a 

“willingness to be vulnerable” (Mayer, et al., 1995) and is closely related to the concept of risk. 

Trust is also defined more extensively as “a willingness to rely on an exchange partner in whom 

one has confidence” (Moorman, et al., 1993 p.82). Roousseay et al. (1998 p.395) offer a multi-

disciplinary definition and posit trust as “ a psychological state comprising the intention to 

accept vulnerability based upon positive expectations of the intentions or behavior of another”. 

This last definition seems to captures the essences of most other definitions of trust (Balliet and 

Van Lange, 2013). 

From a marketing point of view, trust is a fundamental issue that forms a bond between 

customers and a brand (Hiscock, 2001). This study adopts a precise and short definition for 

brand: “A brand is a definition of a particular company or product” (Jones and Bonevac, 2013). 

It was found that trust in the brand has a positive effect on consumers’ intention to purchase 

(Sichtmann, 2007). Although the concept of destination has some similarities with brand, it does 

not represent any company and their product or service. This study defines destination trust 

(DT) as the tourists’ willingness to visit a destination in which they have confidence. This 

definition satisfies the two conditions for trust. Confidence is associated with a tourist’s risk in 

the destination and the interdependence of the tourist and the destination. 

When customers need to buy services that are intangible, their buying intention is critically 

affected by the perceived risk associated with the transaction (Grewal, et al., 1994). Making a 

decision to visit a novel destination also requires tourists to take into consideration a variety of 

perceived risks. Although there are various scales developed for brand trust and advertisement 

trust, there are virtually no such trust scales related to measuring destination trust. Despite the 

important role of trust in destination selection, very few studies include destination trust as an 

independent variable. 
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Trust can reduce perceived risk, and this leads to a positive influence on user’s behavior 

intention (Lee and Song, 2013, Pavlou, 2003, Schaupp, et al., 2010). Studies in tourism and 

hospitality also reveal similar findings. Tourists’ intention to book a hotel is influenced by their 

trust towards the property (Sparks and Browning, 2011). Trust was found to have a positive 

influence on tourist loyalty (Loureiro and González, 2008) and hotels rely on earning the 

guests’ trust to establish a long term relationship (Bowen and Shoemaker, 1998). As a 

summary, the following hypothesis is proposed:  

H1: An increase in destination trust will lead to an increase in tourists’ intention to visit a new 

destination. 

2.2 Interest 

Interest is a feeling or emotion that causes a person to focus their attention on something (Silvia, 

2006). It is also a general concept that covers other important emotions such as curiosity. 

Tourists who want to travel to a destination are driven by some kind of need that induces them 

to take part in a touristic activity (Sharpley, 2008). These are motives that influence a person’s 

behavior for satisfaction and play an important role in the stimulus-cognitive-response model of 

human behavior (Iso-Ahola, 1982). Interest is, therefore, a motivation that is “a need that drives 

an individual to act in a certain way to achieve the desired satisfaction” (Beeril and Martin, 

2004, p626). Therefore, this study defines destination interest (DI) as an emotion that causes 

tourists’ to focus their attention on a destination. 

A number of empirical studies suggest motivation factors can be classified as extrinsic and 

intrinsic factors. While extrinsic factors can be represented by the culture in which the tourist 

lives, intrinsic factors can be represented by tourists looking for the difference and the freshness 

of the destination (Mehmetoglu, 2007). Cohen (1972) argued that novelty motivation depends 

on the tourists’ quest for novelty. Tourism is one of the important media that people can use to 

acquire knowledge and develop new ideas (Falk, et al., 2012); and discovering something new 

is one of the most popular reasons for pleasure travel (Crompton and Keown, 2009).  As 
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scholars have argued for the need for curiosity to be examined to understand why people travel 

(Mayo and Jarvis, 1981) curiosity is a major concept included in this study. 

Curiosity is considered to be a critical motive that influences human behavior at all stages of 

their life (Loewenstein, 1994). It is proposed either as a feeling-of-interest or a feeling of 

deprivation.  A feeling of interest is provoked when people feel that it would be enjoyable to 

discover new things. In the latter case, curiosity is stimulated when people feel a lack of 

important and meaningful information (Litman and Silvia, 2006). This lack of information will 

contribute to people’s uncertainty. Curiosity is generally agreed to be defined as “a desire to 

acquire new knowledge and new sensory experience” (Litman and Silvia, 2006 p.318). 

Berlyne (1960) categorizes curiosity into two dimensions: the first extending between 

perceptual and epistemic curiosity and the other between specific and diverse curiosities. 

Perceptual curiosity refers to “a drive which is aroused by novel stimuli and reduced by 

continued exposure to these stimuli” (Berlyne, 1954 p.180); this can lead to an interest in 

exploring new destinations. On the other hand, epistemic curiosity refers to a desire for 

knowledge. It examines people’s interest in learning about new things. Specific curiosity refers 

to the aspiration for a particular piece of information and diverse curiosity refers to a more 

general seeking of stimulation. As a summary, curiosity is a major cause of DI. The external 

stimulation and a tourist’s quest for new knowledge trigger exploration behaviour. Despite the 

importance of DI, little research has tried to explore the impact of the DI on a tourist’s curiosity 

and thus the level of interest in the destination. To conclude the discussion on DI, the following 

hypothesis is proposed. 

H2: An increase in destination interest will lead to an increase in a tourist’s intention to 

visit a new destination. 

 

 

5 
 



The influence of key determinants on consumers’ choice in tourism destination 
Lok, Cheng and Rhodes 

 

3. Research Design 
The relationships between types of stimulus mediator (SM), destination trust (DT), destination 

interest (DI), and intention to visit (ITV) are depicted in the research framework shown in 

Figure 1. Since the study expected that a change in stimulus type (ST)  (advertising or eWOM) 

will produce some effects on DT and DI, hypothesis H3 and H4 are proposed as follows: 

H3: A change in stimulus type (advertising or eWOM) will lead to a change in 

destination trust 

H4: A change in stimulus type (advertising or eWOM) will lead to a change in 

destination interest 

Two studies were used to establish and then verify the robustness of the model. In the first 

study, the stimuli consisted of traditional advertisements and online reviews. In the second 

study, the stimuli consisted of the two types of Elaboration Likelihood Model (ELM) routes that 

can be either central or peripheral. 

 

Figure 1: Research Framework 

 

4. Data collection method 
A quasi-experiment design using a structured questionnaire was adopted in this research. A 

pretest of the questionnaire was done with 30 respondents in each study. In both studies, the 

interviewers procured consent from the respondents to participate in the study. The respondents 

were asked to fill in some basic information regarding their knowledge of the destination as the 

first step, and then materials about a selected destination in either stimulus type (ST) were 
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presented to the respondents. After the respondents had read the materials, they were asked to 

complete the scales as shown in Table 1.   

Table 1: Destination Decision Model Measures 

 Destination Trust (DT) Study 
1 

   Study 
2 

   

 Destination Trust (DT) Mean S.D. Loading p-
value 

Mean S.D. Loading t-
value 

T1 I have confidence that Macau will 
give me a delightful travel 
experience. 

4.64 1.07 0.8981 <0.01 2.26 0.85 0.8317 <0.01 

T2 Macau guarantee a satisfactory 
travel experience 

4.76 1.06 0.9197 <0.01 2.58 1.07 0.7949 <0.01 

T3 Travel to Macau would not 
disappoint me 

4.63 1.15 0.9159 <0.01 2.60 0.95 0.8296 <0.01 

T4 Macau meets my expectation 4.63 1.09 0.9003 <0.01 2.56 1.00 0.8719 <0.01 

T5 I feel safe if I decide to visit 
Macau 

4.73 1.15 0.9304 <0.01 2.73 1.06 0.8419 <0.01 

T6 Macau is a nice place to stay 4.81 1.27 0.9022 <0.01 2.56 0.97 0.7947 <0.01 

 Destination Interest (DI)         

N1 I want to know more about Macau 5.11 1.31 0.8231 <0.01 2.53 1.06 0.8317 <0.01 

N2 I want to receive some more 
information about Macau 

5.02 1.23 0.9101 <0.01 2.53 1.06 0.7949 <0.01 

N3 Macau has the attractions that I 
like 

4.70 1.13 0.9150 <0.01 2.63 1.07 0.8296 <0.01 

N4 Macau has a unique atmosphere 
that attracts me 

4.66 1.07 0.9044 <0.01 2.37 0.93 0.8719 <0.01 

N5 Travel to Macau can let me learn 
some interesting things 

4.83 1.23 0.9321 <0.01 2.45 0.93 0.8419 <0.01 

N6 Travel to Macau can let me try 
some interesting things 

4.86 1.19 0.9309 <0.01 2.51 1.01 0.7947 <0.01 

 Intention to Visit (ITV) : What is 
the likelihood that: 

        

V1 You would travel to Macau 4.82 1.16 0.9510 <0.01 2.01 0.90 0.9376 <0.01 

V2 You would recommend Macau to 
your friends 

4.89 1.24 0.9544 <0.01 2.27 0.74 0.9309 <0.01 

V3 You would consider Macau as a 
travel destination 

4.82 1.19 0.9579 <0.01 2.18 0.91 0.9176 <0.01 

 
The research used a multiple indicator, multi independent cause model (MIMIC) or group code 

approach taken from the literature for analysis (Aiken, et al., 1994, Russell, et al., 1998). The 

method resembles the use of dummy variables in regression analysis. The stimulus given to the 

respondents was modeled as observable variables. The group that read materials with online 
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reviews (study 1) or central route (study 2) are coded as ‘zero’ and advertisement (study 1) or 

peripheral route (study 2) as ‘one’. If the path from the group variable to the latent variable was 

significantly different from zero, then the means of the two groups were different across the 

latent variable.  

Macau was selected as the destination in this study because tourism is a major economic 

support for this city. The Macau Government Tourism Office (MGTO) has an enormous 

amount of resources to promote Macau. Macau is famous on a global scale, and, therefore, it is 

easier to locate different sources of promotion information that can be used to construct the 

material as used in this study.  

The DT scales in the questionnaire (T1 to T4) were adopted from the trust scale developed to 

measure the trust level of customers with their intention to purchase an intangible service like 

hotel rooms (Cheng and Loi, 2014, Cheng, et al., 2013). In addition, two more scales (T5 and 

T6) on trust derived from destination image literature (Echtner and Ritchie, 2003) were added to 

this original set. The Destination Interest (DI) scales (N1, N2, N5, and N6) were developed with 

reference to the role of curiosity in the motivation of tourists to travel (Litman and Silvia, 2006, 

Litman and Spielberger, 2003, Mehmetoglu, 2012). The scales center on the tourist’s interest to 

know and learn about a new destination. Two scales (T3 and T4) about the attractions and 

atmosphere favoured by the tourist were added so that they will feel interest in the destination.  

The use of behavior intention as a proxy has shown to be a good predictor of actual behavior 

(Douglas, 1971, Midgley and Dowling, 1993). In destination marketing, researchers use 

intention to travel as a predictor of the actual behavior of travelling (Beerli, et al., 2007, 

Jalilvand and Samiei, 2012, Ng, et al., 2007). Hence, the intention to visit (ITV) scales consist 

of items adopted from literature (Cheng and Loi, 2014, Park and Kim, 2008) that were used to 

measure the intention to purchase of hotel room. The scales employed seven-point items 

ranging from ‘strongly agree’ or ‘very high’ to ‘strongly disagree’ or ‘very Low’. 
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5. Data Analysis Methods 
The relationships between variables were analyzed using a structural equation modeling (SEM) 

method. This study used partial least square (PLS) as the SEM estimator because the focus was 

on model building and investigating the prediction power of the independent variables (Hair, et 

al., 2011, Sarstedt, et al., 2014). SmartPLS software 2.0M3 (Ringle and Alexander, 2005) was 

used to perform the analysis. The procedure of the analysis followed the recommendations of 

Hair, et al. (2011) and Henseler, et al. (2009), that involved two stages of testing for 

measurement and structural models. The number of samples follows the requirement proposed 

by Ringle et al. (2012) using Cohen’s power tables (1992).  

Tests of the measurement model comprise the checking of internal consistency reliability 

(Cronbach’s alpha and Composite reliability), indicator reliability (loading > 0.7), convergent 

validity (average variance extracted (AVE) > 0.5), and discriminant validity using the Fornell 

and Larcker (1981) criterion  (AVE of each latent variable is larger than the variable’s highest 

squared correlation with any other latent variable). The testing of the structural model involves 

examining the R-square values of the endogenous variable. Bootstrapping is then used to assess 

the path coefficient’s significance with 5000 bootstrap samples. The last step, blindfolding 

procedure was used to check for predictive relevance in which Stone-Geisser’s Q-square values 

of 0.35, 0.15, and 0.02 could be described as large, medium, and small, respectively. 

5.1 Study 1 – Advertising versus eWOM 

Advertising and word-of-mouth (WOM) are two important media used in marketing to acquire 

long term new customers. In the internet context, WOM is usually referred to as electronic 

WOM (eWOM) to highlight the use of electronic media for the generation and consumption of 

WOM messages. Scholars have tried to compare the relative importance of advertising and 

WOM on many occasions. Some concluded that WOM is more important than an advertisement 

in leading consumers to try a product (Sheth, 1971). WOM has also been shown to be more 
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effective than advertising to convert unfavorable or neutral inclinations into positive ones (Day, 

1971). eWOM is viewed as more trustworthy (Murray, 1991) and a more forceful influence in 

purchasing decisions (Mangold, 1987). With the ubiquitous adoption of the Internet and the 

popular use of eWOM, some scholars argue that eWOM is the most powerful force in the 

marketplace (Silverman 2001). eWOM referrals were also found to have substantially longer 

carryover effects than traditional advertising (Trusov 2009). 

Despite the hype regarding the power of eWOM, marketers still invest a large amount of money 

in mobile advertising (Bart, et al., 2014). A reason may be that advertising, whether online or 

offline, is a powerful and consistent medium to drive consumer behavior for increasing brand 

advocacy and online search, visiting a site or generating eWOM (Graham and Havlena, 2007). 

While advertising may add more short-term value, eWOM adds more long-term value to a 

brand (Villanueva, et al., 2008). However, eWOM is hard to control, and the generation of 

eWOM is affected by multiple attributes (Buttle, 1998). It can be concluded that advertising and 

eWOM have different strengths in driving consumer behavior. In this study, advertising and 

eWOM are the two different kinds of stimulus used to verify the effectiveness of the ITV 

model. 

5.2 Data collection and analysis 

The study was conducted at the airports of Taiwan, the United States, and Mexico. Convenient 

sampling technique was adopted to obtain passengers dwelling in the departure lounges of the 

airports. The materials for the advertisement were adopted from MGTO’s promotional 

materials. eWOM was represented by online reviews collected from Tripadvisor.com and travel 

information sites like British Broadcast Corporation (BBC) and Lonely Planet. Examples of the 

material for the Advertising and eWOM are shown in Appendix A and B respectively. There 

were 133 valid responses and their characteristics are shown in Table 2. The mean, standard 

deviation, loadings, and significance of the indicators are shown in Table 1. The test results in 

Table 3 show that the indicators satisfied the requirements of the reliability and convergent 
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validity tests. However, the discriminant validity requirement on the constructs DI and DT 

cannot be satisfied. 

Table 3: Measurement model results 

Study 1 
 
Variables Average 

Variance 
Extracted 

Composite 
Reliability 

Cronbach’s 
alpha 

Highest 
squared 
correlation 
with other 
variables 

Destination Interest (DI) 0.8160 0.9637 0.9546 0.8624* 

Destination Trust (DT) 0.8302 0.9670 0.9591 0.8624* 

Intention to Visit (ITV)  0.9109 0.9684 0.9511 0.7628 
* Highest squared correlation with other variables > AVE 

The results of the testing of the structural model are shown in Figure 2. All the paths except ‘TS 

to ITV’ are significant. Therefore, a change of types of stimulus only affects ITV through the 

mediating variables. TS has almost the same explained variance value to DT (8.5%) and DI 

(8.7%). The R-square of ITV has a value of 0.775, and a Q-square value of 0.6891. Given the 

existence of other factors like the needs of the tourist, social group influence and situational 

constraints that can influence a tourist’s ITV, the variable destination trust, and destination 

interest are considered substantial. The Q-square value indicates that the model has good 

predictive power. Following the recommendation by Albers (2009), the total effects that are the 

sum of the direct effect and all indirect effects of a particular latent variable on another, are also 

reported in Table 4 with a summary of the results of hypothesis testing. The total effect provides 

“more reasonable grounds for conclusions on the inner path model relationships” (Henseler, et 

al., 2009). 
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 Figure 2: Final Structural Model – Study 1 

Since the constructs have high reliability, the indicators have high item loading and the 

explained variance is also high, the failure to satisfy the Fornell and Larcker discriminant 

validity “does not necessarily mean that the chance of committing a Type II error is high” 

(Grewal, et al., 2004, Shiu, et al., 2011). Therefore, this study posits that the change in types of 

stimulus has significant influence on a customer’s ITV through both intervening variables. 

Since advertising was shown to have stronger effect, a further study was carried out to validate 

the model focus on different types of stimuli in advertising.  
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Table 4: Study 1 - Total effect and summary of hypotheses testing 

 
Predictor variable -> response variable Total Effect t-statistics 

TS -> DI 0.3323 4.4951 

TS -> DT 0.2945 3.8038 

TS -> ITV 0.2495 3.1160 

DT -> ITV  0.2704 2.6798 

DI -> ITV 0.6361 6.5280 
 
Hypotheses Coefficient t-statistics Result 

H1: An increase in destination trust will lead to an increase in 
intention to visit a new destination 

0.386 3.970 Support 

H2: An increase in destination Interest will lead to an increase in 
intention to visit a new destination 

0.517 5.116 Support 

H3: A change in stimulus type will lead to change in DT 0.295 3.650 Support 

H4:  A change in stimulus type will lead to change in DI 0.292 3.753 Support 

p<0.01, t-statistics = 2.58   p<0.05, t-statistics = 1.96 

 

5.3 Study 2 – Elaboration Likelihood Model (ELM) routes 

The ELM is widely used to explain in advertising on how consumers can be persuaded to make 

purchasing decisions and how tourists can be persuaded to visit attractions. The ELM developed 

by Petty and Cacioppo (1984) focuses on the process of interpretation of the messages instead 

of how the variables and the messages affect the interpretation stage of information processing. 

ELM posits that there are two routes of persuasion: central and peripheral. The central route 

“resulted from a person’s careful and thoughtful consideration of the true merits of the 

information presented in support of an advocacy” (Petty and Cacioppo, 1986 p.125). On the 

other hand, the peripheral route “occurred as a result of some simple cue in the persuasion 

context (e,g. an attractive source) that induced change without necessitating scrutiny of the true 

merits of the information presented” (Petty and Cacioppo, 1986 p.125). Therefore, when the 

elaboration likelihood is high, people tend to use the central route to persuasion. On the other 

hand, the peripheral route will be more important when the elaborate likelihood is low.  Whilst 
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examples have been given by Petty et al. (1992) on the application of the ELM in tourism and 

recreation, very limited empirical studies exist to verify these examples.  

There are certain factors like involvement; argument quality, argument quantity and the source 

of information that are found to have different effects on the two routes to persuasion. Research 

has found that the level of involvement directly influences a tourist’s information search 

behavior (Gursoy and McCleary, 2004). When tourists are searching and reading materials 

about a destination, they are likely to be in a high involvement state. Since management will 

have promotion material in various formats, it is likely that a tourist will receive these messages 

from at least one channel in the course of selecting a destination. Hence, factors such as 

involvement, the source of material, and argument quantity could be assumed to be relatively 

constant in both types of routes in destination selection. Thus, this study focuses on the 

argument quality when adopting different routes to persuasion. Under this condition, the 

evaluation is likely based on salient cues. The different styles of presenting the destination to 

the tourist would likely form different destination images that will affect the tourist’s trust and 

curiosity on the destination. 

5.4 Data collection and analysis 

The data collection was conducted in the Guangzhou city of China. The respondents were 

selected from prospective tourists visiting travel agents in the city.  Although Guangzhou is far 

from Macau, the transportation is very convenient. The barriers to visiting Macau are virtually 

nil. This characteristic helps to reduce the environmental factors that will affect tourist’s ITV. 

Since some of the respondents can only read Chinese, the reverse translation method, reviewed 

by two experts with bilingual capability, was used to produce a Chinese version of the 

questionnaire.  

The materials for both the Chinese and English versions are genuine information adopted from 

MGTO’s promotion materials. Examples of the material for the central route and peripheral 

route are shown in Appendix A and C respectively. Materials for the central route mainly 
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consisted of texts written by MGTO to introduce the attractions with a detailed description of 

why the tourist should visit the place. Materials for the peripheral route consisted of images as a 

cue that enabled the tourists to feel the atmosphere of different aspects of Macau without any 

argument that promoted the destination. The same set of scales as in study one was used. 

There were 146 valid responses and all respondents reported that they had not traveled to Macau 

previously. The characteristics of the respondents are shown in Table 4. More than half of the 

respondents knew something about Macau, but very few knew a great deal about this 

destination. The mean, standard deviation, loading and significance of the indicators are shown 

in Table 1. 

Table 5: Study 2 - Measurement model results 

 
Variables Average 

Variance 
Extracted 

Composite 
Reliability 

Cronbach’s 
alpha 

Highest 
squared 
correlation 
with other 
variables 

Destination Interest (DI) 0.6854 0.9289 0.9081 0.6310 

Destination Trust (DT) 0.6942 0.9315 0.9115 0.6310 

Intention to Visit (ITV)  0.8626 0.9496 0.9203 0.5783 

 
The test results in Table 5 show that the indicators satisfied the requirements of convergent 

validity. In contrast to study 1, the condition for discriminant validity of all constructs were 

satisfied in this study. The results of the testing of the structural model are shown in Figure 3. 

All paths except ‘TS to ITV’ are significant. TS has a better explained variance value to DT 

(11.6%) than DI (6.6%). The R-square of ITV has a value of 0.624, and a Q-square value of 

0.5174. The values are less than those of study one, but the coefficients are still considered 

substantial and the model has good predictive power. The total effect of each predictor variable 

on the response variables is reported and results of the path analysis are summarized in Table 6. 
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  Figure 3: Final Structural Model – Study 2 

 

Table 6: Study 2 - Report on total effect and hypothesis testing 

 
Predictor variable -> response variable Total Effect t-statistics 

TS -> DI 0.2633 3.6962 

TS -> DT 0.3401 4.9520 

TS -> ITV 0.3262 4.8709 

DT -> ITV  0.4691 5.3469 

DI -> ITV 0.3329 3.8936 
 
Hypotheses Coefficient t-statistics Result 

H1: An increase in destination trust will lead to an increase in 
intention to visit a new destination 

0.582 6.938 Support 

H2: An increase in destination Interest will lead to an increase in 
intention to visit a new destination 

0.206 2.312 Support 

H3: A change in stimulus type will lead to change in DT 0.340 5.057 Support 

H4: A change in stimulus type will lead to change in DI 0.257 3.638 Support 
p<0.01, t-statistics = 2.58   p<0.05, t-statistics = 1.96 
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6. Discussion and findings 
6.1 Findings on the Intention to visit (ITV) model 

The results from both studies provide strong empirical support for the proposed ITV model. The 

insignificance of path Trust stimuli (TS) to ITV in both studies contended that a tourist’s ITV 

could be explained by the two mediating variables of destination interest (DI) and destination 

trust (DT). The small amount of difference in variance explained might be due to the different 

kinds of stimulus used and the cultural difference of the respondent groups. 

When the total effects are examined, the total effect of “DI to ITV” is 0.6361 in study 1 and 

0.3329 in study 2. In contrast, the total effect of “DT to ITV” is 0.2704 in study 1 and 0.4692 in 

study 2. According to Cohen (1992), a value of 0.35 means a strong effect and 0.15 means a 

moderate effect at the structural level. DI has a much stronger effect on ITV than DT in study 1 

and the reverse happened in study 2. This may be due to the characteristics of different stimuli 

used in the two studies and is further discussed in the corresponding sections discussing the 

effect of the stimuli. Finally, TS has a strong total effect on ITV that is demonstrated by a value 

of 0.2495 in study 1 and 0.3262 in study 2.  

The finding of the effect of DT on ITV is consistent with previous studies that trust has a 

positive influence on tourists’ intention to take a risk on committing themselves to purchasing 

intangible services such as hotel rooms. On the other hand, the finding of DI confirms 

Mehmetoglu’s (2012) argument that curiosity, a major component of DI, that leads to the 

exploration of a destination by the tourist is a major constituent of  holidaying interest. The 

strong support for the ITV model shows that while much of the research on destination 

decision- making focuses on the building of destination image that is projected on a tourist, it is 

the formation of attitude and emotion by the tourist related to different persuasion routes that 

bears an important mediating effect on a tourist’s propensity to visit a destination. 

The study also highlights the necessity to further research the relationship between trust and 

interest. There are very few studies that consist of both trust and interest in a single behavioral 
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model. Although trust and interest are very different constructs from a theoretical perspective, 

the first study showed that the two constructs have a strong correlation that reflects a lack of 

discriminant validity. While the second study has significantly lower levels of correlation 

between the two constructs, they are still present at a moderate level. From a theoretical 

consideration, it is not clear whether trust and interest have any causal relationship or some 

other cofounding factors affect both constructs with a different degree of the two types of 

stimuli. There is also no literature that attempts to connect the two constructs to explain 

behavior intentions. 

On the practical side, this study shows that different types of information about a destination 

can reduce the uncomfortable feeling experienced by a consumer of being exposed to risk 

(Buttle, 1998). From this perspective, management might focus on strengthening the persuasion 

effort of their image building to raise a tourist’s trust such that the destination can provide the 

experience they expect. It is equally important that the advertising campaign also arouses the 

tourists’ curiosity and their desire to explore the destination. 

6.2 Findings on advertising versus eWOM 

Although a large number of studies have argued that eWOM has a stronger effect than 

advertising, the findings in study one suggest a different result in the context of tourism. Some 

studies suggest that this may be due to the effect of advertising on increasing brand advocacy 

and online search, and on visiting a site or generating eWOM (Graham and Havlena, 2007). 

This study offers an alternative or complementary explanation with the ITV model. The 

stronger effect of advertising on eWOM can be explained through the two stimuli’s effect on 

ITV through DT and DI. In this study, the advertising material comes from management which 

is an official source of information. The advertising material mainly consists of vivid images 

design and wording to arouse a tourist’s interest. From this perspective, a high level of DT and 

DI is induced in a tourist’s mind. In contrast, eWOM consists of mostly online reviews from 

anonymous amateur travellers. Furthermore, it is often found that ambivalent reviews exist for 
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the same destination or attractions. These will reduce the positive effect of eWOM in tourists’ 

DT. The writing or photographs posted by amateur travellers may not be as good as the 

carefully designed images created by professional marketers. The inferior presentation by the 

amateur travellers will place their eWOM in a less effective position in arousing the destination 

interest of the viewer. 

The results of this study substantiated the advertising effort. The effects of advertising resonate 

most strongly for hedonistic products that most tourists would enjoy in their trip (Pham, et al., 

2013). Since eWOM is virtually not controlled by management, a focus on advertising and 

using it wisely according to the research findings could also generate a strong persuasion effect. 

6.3 Findings on ELM routes 

Based on the ITV model, the findings provide empirical support for the application of ELM on 

destination choice as suggested by Petty and Cacioppo (1992). From the coefficient of the paths 

in study two, it can be posited that the peripheral route has a stronger influence than the central 

route. This result may be due to the characteristic of the material of the peripheral route that 

could generate a strong spontaneous impact by providing a vivid portrait of what a tourist would 

experience through an image cue. Textual-visual information formats usually have a greater 

influence on motivation than text-only information (Lee and Tussyadiah, 2010). The visual 

information helps to reduce the perceived risk due to its ability to let the tourist get a better 

image of the destination. Since the focus of this research is tourists visiting a destination for 

leisure purposes to gain a delightful tour experience, the peripheral route that contains cues that 

do not need a high level of elaboration might better match the situation of leisure tourists.  

Although the peripheral route has more strength on ITV, the central route cannot be ignored. 

The peripheral route may have more strength when the tourist first encounters the destination’s 

promotion material thereby creating an intention to visit behavior. The image formed might 

erode rapidly when the tourist is engaged in other activities or is receiving materials from 

competing destinations due to lower persistence of attitude change resulting from peripheral 
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cues (Petty and Cacioppo, 1986). Therefore, the two routes are not competing with each other 

but rather on when to use the different routes. Management might pursue a strategy by first 

capturing the attention of the tourist using peripheral route cues and then follow up with the 

central route to strengthen the behavior intention. Since there will be a period between a 

tourist’s formation of an intention to visit and the actual travel to the destination, this kind of 

reinforcement to the tourist’s behavior intention towards a destination is crucial. 

7. Conclusion 
This paper proposes an ITV model with two mediating variables namely: destination trust and 

destination interest. The research provides contribution in the mechanism on how different 

types of stimuli affect tourist’s intention to visit a new destination through a composite behavior 

model. In addition, the findings revealed that destination trust (DT) has a stronger influence on 

tourist’s intention to visit (ITV) than destination intention (DI) (Table 4 &5). The research also 

revealed that advertising has a stronger effect than eWOM on a tourist’s ITV. As a natural 

extension, the second study provides empirical support on how to apply Elaboration Likelihood 

Model (ELM) to persuasion in a tourist’s choice of destination. These findings provide useful 

theoretical support for management on how to design their strategy to provide better effects to 

improve tourists’ intention to visit their tourist spots.  

The study may have some limitations in the generalization of findings on consumer behavior 

intention due to the selection of destination choice as the subject of study. Destination shares 

some attributes but also differs from a brand in that it does not represent a company or product. 

Furthermore, tourists usually consider materials provided by management as trustworthy and 

the nature of a tourism service is largely intangible and hedonic in nature. Future research might 

test the model using other types of products or services.  
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Appendix A – Example of Advertising material about destination in Study 1 and 
peripheral route in Study 2 
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Appendix B – Example of WOM about destination in Study 1 
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Appendix C – Example of Central Route material about destination in Study 2 
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