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CHAPTER 1: OVERVIEW OF THE STUDY

Today, the tourism industry is developing at unprecedented rates, exceedictgtexpe
of leading tourism organizations. The United Nations World Tourism orgamz@dNWTO,
2007) reported the number of tourist arrivals has grown from 800 million to 900 million in 2005-
2007, a growth rate of over six percent. The World Travel and Tourism Council (WTTC, 2009)
forecasts that by 2018 global tourism will exceed $10.8 trillion in tourism expesslaad
296.2 million in jobs. Rapid development of the tourism industry has created new ctafi@ng
tourism marketers. In the climate of growing competition, one of the naajks for destination
marketing specialists lies within the area of building an effectivienddi®n positioning strategy.
And the core element of this positioning mechanism is creating a positivet@ncer image,
of the destination (Echtner & Ritchie, 2003).

Regardless of the impressive number of destination image studies, resehsole little
agreement as to the definition of the destination image concept. The absence of a solid
definition, in its turn, makes it difficult for the researchers to agree on a oorish of
components that make up destination image, as well as optimal ways to mea3uresé
determinants led to the fact that a universal conceptual/theoreticaifoskni®r destination
image has yet to be developed (Echtner & Ritchie, 2003; Gallarza, Saunxi@,@802; Pike,
2002; Son & Pearce, 2005).

Despite this, destination image perceptions have proven to be good predictors of
consumer decision making patterns (Echtner & Ritchie, 2003). Thus, measuring totudssa
towards certain geographic regions, countries, areas or resorts ha laecmnportant topic of
scientific inquiry (Bonn, Joseph & Dai, 2005; Boo & Busser, 2005; Brown, 1998; Chaudhary,

2000; Chen & Kerstetter, 1999; Javalgi, Thomas & Rao, 1992; Sirgy & Su, 2000). In today’s



world, where tourists have many diverse options readily available, efeott thoughtful
marketing strategy is increasingly essential. An understanding afatestiimage provides
marketing practitioners with invaluable information on which to base their magkstiategy
and promotion efforts.

Information about destination perceptions and destination positioning is of particula
interest to Eastern European countries that opened their borders to internatiose in 1991
after the fall of the “iron curtain”. The concept of the Iron Curtain walscaatly created by
USSR political leaders and symbolized the ideological and physical boundargtsepBastern
Europe from the rest of the world from the end of World War 1l in 1945 untill the end of the
Cold War in 1991.

After opening the borders to the Western World, countries like Czech Republic, iAungar
and Poland have experienced steady growth in tourist arrivals and revenues brahght by
tourism industry. In 2005, three East European countries, Poland, Croatia, and Uknane, we
included in the United Nations World Tourism Organizations (UNWTO) Worlds’ Top 25
Tourism Destinations List (UNWTO, 2005). Ukraine, being the largest of theseiesiand
one of the oldest nations in Europe, is positioned well for tourism. The country encongpasses
variety of natural landscapes and boasts a multitude of heritage monuments andksdmar
great historical importance and of interest to tourists. However, the siseargt weaknesses of
Ukraine’s destination image have yet to be explored, making it difficult tdifig¢he most
effective ways of marketing the destination to past and potential interriaterelers.

To date, most tourism research focused on mature (ages 50 and over) touhsits, as
were believed to have sufficient funds and time to travel (Sirakaya, Sonmez g200b).

However, students have become increasingly active in international taved/la The



Federation of International Travel Organizations estimated that studestgute approximately
20% of all international travelers and the student travel market is ditholti dollar business
(FIYTO, 2003). Since it may be challenging for emerging destinaliibm$)kraine to compete
for the traditional mass tourism market, it would be highly beneficial fomdeigin marketers to
focus their attention on the growing market of student travel. Ukraine is a cuutitrych
heritage and unique culture. If destination promoters manage to tailor positimategysso as
to attract young tourists, Ukraine can highly benefit from the growth of thisetngegment.
Since image has significant impact on a person’s decision to travel for plé@ban &
Kerstetter, 1999), specialists need to know what image students have of a countmaand w
motivates them to travel. This knowledge will allow destination managers to dewdikipat
student-oriented marketing strategy and capitalize on the lucrative stodeet (Sirakaya,

Sonmez & Choi, 2001).

Statement of the Problem

Destination image is an important element of promotion mix. Further, thty &di
determine and manage a destination image gives managers of Dmsfif@iagement
Organizations keys to making destinations more competitive. However, destinatige is a
complex multifaceted notion which is often not easy to operationalize and measdittaleAt
towards a destination are dependent on numerous factors including sociodemographic
characteristics of visitors, tourists' countries of origin (Brown, 1998; Sir§y, 2000; Son &
Pearce, 2005), and previous visitation (Bonn, Joseph & Dai, 2005). For countries that recently
opened to international travel, like Ukraine, determining destination image i®aahallenge.

Increasing attention has been paid to destination specific research (Bonn, J&aph &

2005; Brown, 1998; Chaudhary, 2000; Haahti & Yavas, 2001; Javalgi, Thomas & Rao 1992; Son



& Pearce, 2005). However, research has primarily focused on North American aednWes
Europe/United Kingdom destinations (Pike, 2002). A limited number of studies have ekamine
the destination image of countries and cities in Eastern Europe and the f@B8Rr(¥oung &
Kaczmarek, 1999). A review of available research indicates a gap in thauliéewith regard to

the destination image of Ukraine and the attitudes of international touristgitothe country.
Knowledge of foreign tourists' attitudes and perceptions would be highly bahédicihe

Ukrainian government and tourism administrat@asjt will allow to develop a successful
marketing strategy and attract large number of tourists. Knowledge of stuadetides and

image will allow to elaborate distinct, student-oriented marketingegtyaand benefit from the

growth of student travel market.

Purpose of Study

The purpose of this study was to determine Ukraine’s destination image ad tgwe
U.S. college students through adopting the conceptual framework proposed by Bottner
Ritchie (1993). Itinvestigated U.S. college students’ familiavith Ukraine and whether they
perceived it as a potential destination for their travel. A combination of qiveitatd
guantitative methods was utilized. Components of the destination image weneiedeusing
the following characteristics: functional (i.e., characteristicsaratirectly observable and
measurable), psychological (i.e., characteristics of destination ithagare not observable or
measurable, but exist in people’s minds), common (i.e., impression of a core gnaisof t
unique (i.e., characteristics based on unique features and events of a destin@iforne-based
(features), and holistic (i.e., mental pictures and imagery of the destinatComponents of the
image were determined and distributed along three continuums. Students’ willibhgnest

Ukraine for pleasure purposes was learned. Further analysis detern@negbortance of



Ukraine’s destination image information for tourism promotion. It was detedhwhether a
three-dimensional diagram is appropriate for Ukraine. The objectives of thysnstoet

1. Investigate U.S. college students’ familiarity with Ukraine as agbdastination and
their willingness to visit the country.

2. Determine attributes that characterize Ukraine’s destination iasmgewed by
American college students.

3. Distribute characteristic attributes of destination image emplokirgtdimensional
diagram of destination image - as described by Echtner and Ritchie (1993).

4. Offer recommendations about intensity, character, and direction of promotios effort

for Ukraine’s tourism industry.

Research Questions
Q1. What are the common and unique components of Ukraine’s destination image?
Q2. What are the functional and psychological components of Ukraine’s destination
image?
Q3. What are the holistic and attribute-based components of Ukraine’s destinege?
Q4. How willing are U.S. college students to visit Ukraine as a tragéhdéon in next

five years?

Limitations
Limitations of this study were:
1. Due to time and resource constraints, the study utilized web-based surveynto reac
subjects and facilitate qualitative and quantitative data input and analysievétpaccording

to Dillman (2000), web-based surveys presented following limitations:



a. Coverage error — not all units of the study population have the same known
nonzero probability of inclusion of the sample that is drawn to represent the entireipapulat
Thus, some units may have no chance to be included in the population, whereas other may have
multiple chances.

b. Sampling error — sampling only portion of the sampling population rather than all
of its members.

c. Measurement error — results from inaccurate answers to survey quésdions
result from poor wording, survey mode effects, and attitude of respondents towardasedb-
surveys.

d. Nonresponse error — survey mode (web-based) results not including some people
in the sample. These people, had they been included, may have provided different distribution of
answers.

2. Ukraine is an emerging tourist destination and little effort has been tbouse
promotion of tourism. Therefore, respondents may have low awareness about theaalib&y
reluctant to complete the survey.

3. The researcher was the instrument when analyzing the open-ended questions and
distributing attributes along three destination image continuums. Thus, personalghiaane
affected the objectivity of these procedures.

4. While completing the web-based survey, respondents had access to the \iderld W
Web and may have used it for looking up information about Ukraine. This influencedehe lev
of awareness respondents demonstrated in the survey.

5. Students were more likely to participate than not participate in theysaince the

link was distributed by a professor.



Delimitations
The study was delimited to full-time students enrolled in five universitiesfareit
geographic regions of the United States. These regions are: North, NoiSuediseast,
Midwest, and the Pacific coast. The sample was drawn from persons wheddatithis

study: those who had not previously visited Ukraine and have no familiarityheittountry.

Definition of Terms

Attribute — an individual feature of a product or service (Echtner & Ritchie, 1993).

Awareness — having heard of or recognizing the name of a vacation destinatroar(Mi
& Pizam, 1995).

Common characteristics — characteristics of destination image coudngiotbe
impressions of a core group of traits on which all destinations are commadyarat compared
(Echtner & Ritchie, 1991).

Familiarity — a) having previously visited the destination (Milman & Piza®95); b)
combination of amount of information and previous experience, including multiple visits
(Baloglu, 2001).

Functional characteristics — characteristics of destination imagarthdirectly observable or
measurable (Echtner & Ritchie, 1993).

Holistic characteristics — characteristics of destination inb@ged on mental pictures
and imagery (Echtner & Ritchie, 1993).

Image — (a) the set of beliefs, ideas, and impressions that a person holds of an object
(Kotler, 1991); (b) image is comprised of the ideas of conceptions held individually or
collectively of the destinations under investigation. Image may comprisedupitice and

evaluative components (Embacher & Buttle, 1989).



Psychological characteristics — characteristics of destinatiage that are not observable
or measurable, but exist in people’s minds (Echtner & Ritchie, 1993).
Unique characteristics — characteristics of destination image basedjoe eatures and

events (Echtner & Ritchie, 1991).



CHAPTER 2: LITERATURE REVIEW

The rapid development that the tourism industry has experienced during receldsdec
has created new challenges for tourism managers. As new tourist destieateyge, existing
destinations evolve, and modes of transportation become more efficient, consenpeesanted
with expanded choices. Therefore, one of the major tasks for destination maieagers |
determining effective market strategy. For a destination to be competitiong the many
available choices, it must be differentiated from its competitors and faygrasitioned in the
minds of consumers. The core element of this positioning mechanism is cegating
maintaining positive perception, or image, of the destination (Echtner & Ritchie, 2003).

The concept of product/service image does not genuinely belong to the tourism industry.
It originated in retailing, as marketing specialists emphasized tlessigcof creating distinct
images for stores and consumer goods (Lindquist, 1975; McDougall & Fry, 1975). Thegutil
the concept of imagery in psychology to create a favorable perception of products gadiesm
(Echtner & Ritchie, 2003). However, destination promoters are increasigpbting the
technique for branding and promoting tourist destinations.

The concept of destination image has been a focus in tourism promotion, however littl
agreement exists among researchers with regard to its definition. The aynbig@tining the
concept causes difficulties in determining the components that make up destinageraima
the ability to measure them. Difficulty in definition and measurement magchard in why a
solid conceptual/theoretical framework for destination image has not bedopel/get
(Gallarza, Saura & Garcia, 2002; Echtner & Ritchie, 2003; Pike, 2002; Son & Pearde, 2005

Despite this, destination image perceptions have proven to be good predictors of

consumer decision making patterns (Chen & Kerstetter, 1999; Echtner & Ritchie, Z003),



measuring tourist attitudes towards certain geographic regions, couateas, or resorts has
become important research topic (Boo & Busser, 2005; Brown, 1998; Chaudhary, 2000; Sirgy &
Su, 2000). Applying a number of data collection and analysis techniques, reseassbssed
how tourists perceive the destination (Brown, 1998; Chaudhary, 2000; Javalgi, Thomas, & Rao,
1992), what factors influence their perceptions and how they are formed (Boo & BR(35;
Sirgy & Su, 2000), and how they impact destination choice (Bonn, Joseph & Dai, 2005).
Understanding destination perceptions and how they impact destination choicegrovide
marketing practitioners with invaluable information on which to base their promotmtsef
However, most studies have focused primarily on North America and Western Eureipg, lea
South and Central America, Africa, and Eastern and Northern Europe unstudied (Pike, 2002).
Competition between travel destinations is growing rapidly, requiring destinat
managers to explore new market segments and niches. According to Sirakaya, dodme
Choi (2001), managers and market specialists were mostly focusing on old@rgavho were
thought to have more means to travel. Now, however, they are starting to real&gdbager
segment of the travel market enjoys the necessary funds and time tatisiy teervices and
participate in travel. Statistical data provided by Federation of Iniena&Youth Travel
Organizations indicate the growing potential of the aforementioned marke¢isegn 2003, the
student market accounted for about 20 percent of total international arrivalSJF2003).
Students are also characterized by the Federation as loyal repeataygswith a high per capita
average spending. The college students’ spring break tradition brings aroinihaxey to U.S.
travel industry as well. Therefore, if destination managers want to bioefithis market
segment, they need to understand students’ preferences, motives, and images thiey have

various destinations (Sirakaya, Sonmez & Choi, 2001). As there is an increasingjtcamipe

10



traditional mass travel markets, the developing youth travel segment is exe@mportant for

emerging tourist destinations like Ukraine.

Image and Imagery

Image and positioning were first applied in retailing to differentiate ecnasgoods and
stores. McDougall and Fry (1975) suggested that the importance of the stgecisnevident, as
the more appealing the image is, the more likely customers will return tmthe Sthey defined
image as the personality of the store, which was comprised by all meanthgslations that
characterize the store to people. Their study compared two stores in Londorg, Quitibei
combining semantic differential and open-ended techniques of image assedsayprdared
that both research techniques had certain limitations, but, when combined togetherdoaoduce
comprehensive picture of the customers’ image perceptions. Lindquist’'s (19 checused
on the attributes that constitute store image, and how these are groupedpdsegseveral
managerial implications for practitioners regarding store image promotionltsRieslicated
that consumer behavior is not directed by knowledge and information, but by images and
perceptions: people do not act on a basis of what is true, but what they believe to be true.

Image concept is rooted in the psychological theory of imagery, defined as “an
experience of perception in absence of corresponding physical stimulus” {3&¢cR@05, p.
702) or “a way of processing multisensory information in working memory” (EchtriRitchie,
2003, p. 39). Itis often referred to as “mental picturing”, but in fact all human ssmeses
involved in creating the image. The final image of a product is comprised of both merseht
individual attributes and overall impression. Mclnnis and Price (1987) argued that cosisume
when faced with a choice of several products, may at first use discursive thougiti@rale to

reduce the number of alternatives. But after that overall holistic impnsssir image, is being

11



used to make the final decision.

An interesting view was presented by Lawson and Bovy (1977), who defined image as
“the expression of all objective knowledge, impressions, prejudice, and emotional thaughts a
individual or a group have of a particular object or place” (as cited in Milman &Ri£995, p.
21). This “knowledge and impressions of a particular place” eventually evaolteed concept

of destination image, widely used in contemporary tourism industry.

Destination Image

The concept of image found wide application in the fields of destination marketing and
positioning. Extensive choice of destinations raised competition and required acthaipnal
efforts from marketers (Bonn, Joseph & Dai, 2005; Echtner & Ritchie, 2003). Milman and
Pizam (1995) noted that in highly competitive markets tourism suppliers seek to develop a
positive image of their product. This way they can capture certain marke¢stesgand
stimulate visitation to the destinations they manage. On the other hand, ihattastlready
possesses a hegative image, it is important to take steps to mend it. Dahles (1998aanduct
extensive study of the tourist image of Amsterdam and concluded thatizeqgtan
representations of the red light district, tolerance and liberalism, agéyrscene does not
benefit the city’s travel industry. On the contrary, the image of a polished, scgtedti
European capital with rich historical past and vibrant ambiance has to be develojkst o or
attract tourists.

Active attention to the destination image concept encouraged a considerable a@mount
research on defining and measuring it. However, the vague and evasive natugeof ima
generally and destination image in particular, prevented reseafiiraragreeing on one

universal definition. Some of them do not define it at all (Bonn, Joseph & Dai, 2005; Govers,

12



Go & Kumar, 2007), others avoid direct definition, expressing destination image thteugh i

components (Echtner & Ritchie, 1993; Murphy, Moscardo & Benckendorff, 2007). A summary

of definitions suggested in destination image literature is provided in Table 1.

Table 1

Destination Image Definitions

Reference Definition

Govers, Go & Kumar Image is formed by few impressions chosen from a flood of
(2007) information

Murphy, Moscardo & Image is comprised of perceptions about a place reflected by
Benckendorff (2007) tourist’s associations with it

Ryan & Cave (2005)
Boo & Busser (2005)

Destination image is a set of cognitive, affective attitudes, and
overall impression

Mazanec & Strasser (2007

Sum of cognitive, conative, and affective pernsepti

Sirgy & Su (2000)

Stereotypic image about a country

Echtner & Ritchie (1993)

Destination image is comprised of attributedease holistic
components

Reilly (1990)

Image reflects the overall impression of destination in people’s
minds

Hunt (1975)

Perceptions potential visitors hold of place or area

McDougall & Fry (1975)

Image is the ‘personality’ of the product, complex ohinga
and relationships people hold about it

Son & Pearce (2005)

“An individual’s subjective beliefs, feelings, and mulsesg
representations toward a tourist destination” (p. 24)

Gartner (1989)

“Image is an underlying concept which when formed correctly
will force a destination into a traveler’'s evoked set” (p. 16)

Reynolds (1965)

A mental construct based upon a few impressions chosen from
a flood of information

Milman & Pizam (1995)

“Visual or mental impression of a place, a product, or an
experience held by the general public” (p. 21)

World Tourism
Organization (in Milman &
Pizam, 1995)

“An aura, an angle, a subjective perception accompanying the
various projections of the same message transmitter” (p. 21)
Destination image can exist only if there is at least some small
amount of knowledge about it

Upon examination of the table, it becomes evident that most researchers define

destination image quite vaguely, through a set of impressions or perceptions, orastitndafs

tourists have towards a destination. They never refer to whether theydistiration image in

13



terms of attributes or overall impression. So a universal comprehensiveiaeffitiestination

image is still to be developed.

Destination Image Components and Formation Process

Being a multifaceted notion, destination image encompasses a number of components
Boo and Busser (2005) argued that image structure is reflected by the manneual
attributes are synthesized to become the image of an entity. They sdgbesicognitive
images (perceptual/cognitive evaluations), affective images (@#gesponse), and overall
images are blended in consumers’ minds to form the complete image of atiestiae idea
that destination image is comprised of cognitive, affective, and conatigesweas supported
by a number of researchers. Baloglu and McCleary (1999) definedizegmages as a
knowledge about a place, whereas affective images are feelings towartisclonant to it.
Murphy, Moscardo ,and Benckendorff (2007) argued that cognitive images aretécingia
rational benefits of the destination, while affective images are ttadst#o emotional benefits.
While considering cognitive and affective perceptions, Mazanec and ${{238¢) also
examined organic and induced images as components of destination image.

Another approach to defining destination image components is found in the works of
Echtner and Ritchie (1993; 2003). They envisioned destination image as having two main
elements: attribute-based and holistic. These elements contain functioratdngible) and
psychological (more abstract) characteristics, which can raogetfrose based on ‘common’
traits to those rooted in unique traits. The authors developed a three-dimensioeaiirtgm
with continuums representing attribute-holistic, functional-psychological, @andhon-unique
aspects of image. The model is illustrated in Figure 1. Please note thessiguid be

envisaged in three dimensions.
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Figure 1
The Components of Destination Image
Functional Chatracteristics
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Sirgy and Su (2000) argued that there are both controllable and uncontrollableesttribut
to destination image. Controllable cues are related to the four P’s of markgtihg
destination (product), b) prices of tours and services (price), c) location of thmaties (place),
and d) the efforts of destination promoters (promotion). Uncontrollable cues motdin pe
visitors’ individual characteristics. Murphy et al. (2007) suggested thatd¢arree both
absolute and relative images, and in order to get realistic measures oftidesiinage,
researchers should give respondents an opportunity to compare several destijuesti like
when they choose a place to go on vacation in real life.

Based on works of previous researchers, Milman and Pizam (1995) concluded that an
image of a tourist destination is an amalgam of three components: a) the predugudlity and
variety of attractions at the destination, price levels, distinctiveness;atsgories); b) the

behavior and attitude of tourism industry employees who are in firsthand contadiewith t
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visitors; and c) the environment, such as physical characteristics of timatles (weather,
scenery, landscape), quality and type of accommodations, restaurants, and gafesicalf
destination managers can successfully address all three components eghiteya marketing
strategy, they have much higher chances of attracting large number stistouri

Formation of a travel destination image undergoes several stages. Reynolds (1965)
described development of image as a construction of a mental picture based opréssions
chosen from a flood of information. This flood of information is comprised of a) media
(newspapers and television), b) tourism promotional materials, and c) opinionslgfdiad
friends. Echtner and Ritchie (2003) presented Gunn’s (1988) model of the seven phasek of tra
experience: a) accumulating mental images about a destination; b) redeitheg information
and modifying images; c¢) deciding to travel to the destination; d) taking tiorat#p; e)
participating in different experiences while at the destination; f)migtgihhome; and g)
modifying images based on the vacation experience. Of those seven phases, thige (
pertain to the formation of destination image. While image formed during phasam) i
“organic” image (based upon non-commercial sources), the one formed during plsase b) i
“induced” (based upon promotional materials, advertisements and brochures). The autho
recommended that researchers separate those people who visited theatestimatihose who
did not, because visitation ultimately influences the image tourists have aboubhatibest

Several models of destination image formation have been developed by rasearche
Govers, Go, and Kumar (2007) created the 3-gap tourism destination image formation model
which takes into account cognitive, affective, and conative images and rbfitiguest’s and
host’s perspectives. Two models of destination image formation were developatbghyBnd

McCleary (1999). The General Framework of Destination Image Formafients the impact
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of stimulus factors (e.g., information sources, previous experience) and peastoia fe.g.,
psychological and social) on cognitive, affective, and global aspects of inhage?ath Model
of the Determinants of Tourism Destination Image Before Actual Visitahows how type and
variety of information, age, education, and travel motivations influence overaiéitheough
perceptual and affective evaluation. In their research of destination, ialigrza et al. (2002)
took into account two approaches to the destination image formation processnstaticamic.
The first pertains to the relation between image and tourist behavior (dadisfand destination
choice), while the second deals with the formation and structure of the destinzge itself.

While destination image is being formed in the minds of tourists, there arefators
that influence it. Boo and Busser (2005) created a table of influential variablestioatiten
image which include previous visitation, distance, purpose of visit, word-of-mouth, dgshagr
variables, thrill, knowledge, and prestige. Javalgi, Thomas, and Rao (1992) detehained
presence of landmarks, opportunity to experience cultural variety, and pricegalieigose
factors American tourists consider while forming their opinions of a destinatowever, for
tourists from other countries these factors would be different, as nationalityatblackground,
and self-perceptions have an impact on image formation, as well (Brown, 1998y Fgiufdey
& Krieger, 2001; Sirgy and Su, 2000; Son and Pearce, 2005). Milman and Pizam (1995) also
noted that perceptions of destination image deviate among various market segments

A number of researchers agreed that prior knowledge and previous visitation are
important factors of destination perceptions formation, as people who have travalegrtain
place have a more realistic image than those who gathered information fromamedeiard of
mouth (Bonn, Sacha & Dai, 2005). This idea is supported in study of image perceptions of

prospective, first-time, and repeat visitors to Lower Rio Grande Vall&akgye and Crompton
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(1991), who found significant differences between the subsamples. Authors also concluded that
the length of stay had an impact on image, as did Ahmed (1991) in his study of the togest ima
for the state of Utah. Kerstetter and Cho (2004) analyzed prior knowledge ardegdrovi

evidence of it being a multidimensional construct that impacts the seandctdion-related
information. In fact, individuals with greater prior knowledge are less likelyse web-based
sources of travel information. Baloglu (2001) introduced a concept of familiatigh is a

combined amount of information used and previous destination experience, and argued that

familiarity plays a vital role in tourist destination selection process.

Destination Image Perceptions Measurement

There has been scientific discussion on what methods are best for measuplegcom
multifaceted destination images. No single universal method on collecting giatding
tourists’ perceptions of travel destinations has been developed. Echtner and(R&@8je2003)
defined two basic approaches to image measurement: structured (attrilmstedjoand
unstructured (free form descriptions); they emphasized the necessitpgbosh for complete
operationalization of destination image. They developed a questionnaire witsaoepen
ended-questions for free elicitation for providing qualitative data and a numbeale$ to
measure attribute-based components of destination image. After testqngett®nnaire on a
sample (n=600), they concluded that open-ended questions were successful ingreeéstio
and unique aspects of destination image and provided more distinctive, unique and detailed
impressions. Along with surveying large samples of respondents, researuthéosds groups
and expert opinions to be helpful in operationalizing destination image (Haahti &,Y2006).

Gallarza et al. (2002) carried out a taxonomic review of procedures for measuring

destination images and concluded that multivariate techniques are predominaay,alow for
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comprehensive image assessment. However, researchers acknowledge theaenpbrta
combining several methods of data collection and analysis (Echtner & Ritchie REIB3;

1990; Son & Pearce, 2005). For example, Driscoll, Lawson, and Niven (1994) compared the two
response formats (scaled and grid) on a self-administered questionnaioar@hthit while

both formats are reliable, they are not equivalent. The study alloweddide that research
findings utilizing different data collection forms cannot be compared. Coshall (@®d that
Repertory Grid Analysis is a better tool for eliciting components of tgumeages of potential
destinations than Semantic Differential or Likert Rating scales. Utiiéatter ones, Repertory
Grid Analysis is much more personalized and flexible in allowing respondents tteeirsewn
language to describe what is relevant to them. The author suggested thabbelmegi ¢én
George Kelly’'s psychological Theory of Personal Constructs, the Rgp&tior Analysis
technique frees respondents from restrictions imposed by bipolar and Likesea/ps.

Modern software packages are gaining in popularity and are effective tools in the
interpretation of survey responses and analyzing destination image. Manotisns of SPSS
(Statistical Package for Social Sciences) are used to prove rgliatlitsistency, and validity of
findings: t-tests, regression, and factor analysis. Govers, Go, and Kumar (20&A)aa and
Cave (2005) utilized self-organizing artificial neural network softwar&ampes (CATPAC or
TextSmart) when working with large amounts of qualitative data. These prodlams a
analyzing responses to open-ended questions and drawing out key words to destrdge ah
a travel destination. Since destination image perceptions are greatgynaogtliby cultural
background, MacKay and Fesenmaier (2000) suggested that multidimensitingl (8¢BS) is
a successful way of exploring these perceptions. Since MDS is effectinasgaaultural

psychology, it would show great results in cross-cultural tourism studylas™ey surveyed
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graduate students from the United States and Taiwan on their destination imagetaf Albe

Canada and found that people of different cultures have different aesthetic Mstesver,

MDS proved to be useful in demonstrating cross-cultural differences. Gartner (48839) an

the effectiveness of this method and suggested that MDS ALSCAL is one of thecowvate
programs when performing multidimensional scaling as a way to analytzeati®n image.

Boo and Busser (2005), Gartner (1989), and Sirgy and Su (2000) applied modeling techniques to
create visual models of either destination image or connections between ttribgeea. The

summary of most frequently used methods of collecting and analyzing datamatiimsimage
perceptions is presented in Table 2.

Table 2

Destination Image Perceptions. Data Obtaining Techniques and Data Analysis Methods

Reference
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Murphy, Moscardo,
& Benckendorff
(2007)

*
*
*
*

Ryan & Cave . . .
(2005)

Mazanec & Strasser| % * *
(2007)

Bonn, Joseph, & o * * * *
Dai (2005)

Son & Pearce . . . .
(2005)

Boo & Busser . . .
(2005)

Echtner & Ritchie * % s * *
(1993)

Baloglu & . . . .
McCleary (1999)

Gartner (1989) * * *

Haahti & Yavas . " . .
(2001)

Reilly (1990) * * :

Hooley, Shipley, & s * * *
Krieger (1988)

Hunt (1975) * * *

McDougall & Fry . . .
(1975)
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Brown (1998) * * *

Chaudhary (2000) * * *

Driscoll, Lawson, & N o * *
Niven (1994)

Javalgi, Thomas, & * * *
Rao (1992)

Govers, Go, & o * *
Kumar (2007)

MacKay & o o .
Fesenmaier (2000)

Chen & Kerstetter * . * * *
(1999)

Coshall (2000) * *

Baloglu (2001) * * * * *

Chen (2001) * * *

Milman & Pizam *
(1995)

Total - 25 17 10 7 D) 17 2 6 3 3 13 4 3

Student Travel Market Segment

The youth and student travel market has increasingly been recognized agygnowi
importance both by researchers and practitioners (Kim, Oh, & Jogaratnam, 200@)didgto
U.S. Census Bureau, almost 18 million people were enrolled in American universities a
colleges in 2007 (U.S. Census Bureau, 2009). Neither travel entities, nor tourist busiaesses
ignore the significant number of potential tourists represented in student segkatnt. Field
(1999) argued that highly competitive market conditions urge market spsdaldsliver
purpose-adapted products. Evans, Campbell, and Stonehouse (2008) noted that one of the most
important aspects of competitive strategy is the way in which an enétgseo its markets; and
the definition and outlines of an entity’s markets are a key starting point fiorthelation of
strategy.

For a mass tourism consumer market that is getting more experienced dnghea
travel expectations, distinctive advertising campaigns or specifiedityed travel experiences
gain importance (Field, 1999). The significance of finding out consumers’ gmeés and
attitudes in order to correctly position marketing strategies for variotisaéms is
emphasized. Thus, to make destinations attractive to the student market anoutasior
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products for students, practitioners need to know what attracts students, whatkheylsse
traveling experiences, and what images they have of various destinations.

Regardless of its growing importance, student market segment has notdecgreat
deal of attention from researchers (Field, 1999; Kim, Oh, & Jogaratham, 2007). @hddee
Cutler (1996) noted with regard to international travel, that research hantated on the
general patterns of all travelers without making specific observatimmg the student
population. Authors assured that the student market possesses sufficient sieataschotable
enough economic impact so that it should not be overlooked. Evans, Campbell, and Stonehouse
(2008) argued that a growing market is usually more attractive than aostatias growing
market allows opportunities for entities to expand in line with the growth of the markas, a
growing market of student travel is of great interest to destinations likenglaa it may present
numerous opportunities for entities in country’s tourism industry.

Kim, Oh, & Jogaratham, (2007) conducted an extensive literature review and concluded
that there is scarcity of research dedicated to the student market. M dotind that previous
research focused on five broad areas: students’ travel motives and their enfhneinavel
decisions, associations between motivation and related variables, travel @attepneferred
activities, levels and source of travel satisfaction, and others. Resealicheos find any
evidence of previous attempts to test pre-existing models of travel behavenredmtiotivation
within the student market.

The student travel market is quite distinct from the rest of the travel incssiryras a
well-organized group of travel specialists who cater precisely to studeeitg]ing STA Travel
and Federation of International Youth Travel Organizations (Chadee & Cutler, 3d86)Oh,

and Jogaratham (2007) examined travel motives of university students in the Lsdts Re
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suggested that students are motivated by push factors such as knowledge, sportsnaurd.adve
Knowledge was defined as learning new things, experiencing a nevohyi@g, and getting to
know history and heritage places. Moreover, Kerstetter, Confer, and Graefe (2@@1thadt
there has been a general increase in Americans’ interest to visititaghesites and that there
are even “specialists” within heritage tourism. Sport was defined asipatitig in and

watching sporting events and physical activity, and adventure as séaklirgnd excitement,

and being daring and adventurous.

Push motives related to knowledge and adventure can be found in Ukraine. Ukraine’s
rich centuries-old history, and numerous museums and galleries provide the oppfatunity
learning new things, experience a new style of living, and getting to know hasgaces. The
many unexplored and exotic parts of Ukraine provide opportunities for tourists teeexger
adventure. Therefore, the country possesses an opportunity of capturing thetsivdée

market by offering push motives that are important for students.

Critique of Previous Research

High demands for destination differentiating and popularity of destinatioreisuad)
brand ideas have resulted in extensive research in this area. However gtlsgite ar
inconsistencies in research findings, as well as topics that have not been covesshlphers
or have been touched upon fragmentarily.

Due to image concept ambiguity researchers experienced difficultiesl@fining,
operationalizing, and conceptualizing the image. There has also beenraulatysr of
measurement methodologies applied to destination image. Son and Pearce (2005) noted that
image studies suffer from definitional and methodological differenceshahthts has greatly

affected the quality of research results. Difficulties of imagessssent were pointed out by
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Gallarza, Saura, and Garcia (2002), including complexity and multidimensyasfalite tourism
product, great subjectivity of images, and intangibility of tourism sernBznn, Joseph, and Dai
(2005) argued that various cultural backgrounds impact the image formation, asfrmople
different countries of origin hold different perceptions of the same destinatitineEand
Ritchie (1993) suggested that both structured and unstructured methods of data colleattbn s
be applied to fully capture the multifaceted character of destination image.

Generalization of findings is another issue with image research. Echtner cimé Rit
(2003) argued that destination image research is piecemeal and cannot Hegenédace
researchers identify the attributes and influencing factors of thgeifoamation, they are unable
to apply the results to other destinations, as these attributes are unique fegeacbmrcountry.
Haahi and Yavas (2001) analyzed tourists’ perceptions of Finland and severaluntperaa
destinations. They found that different countries have unique advantages and cisgsviant
the minds of travelers; therefore, it is hard to generalize the obtaingis fes broader range of
destinations.

Bella (1989) argued that many scientific methodologies are androcerdraoanot take
women'’s perspectives into account. Studies of destination image have sufferéaidramok of
gender sensitivity as well. Researchers included gender items inuilvelys and questionnaires
(Chaudhary, 2000), but failed to analyze data for men and women separately. Hgesmder,
might be an important characteristic influencing image formation: when mekaiges, men
use their rationale, while women tend to base their perceptions on emotions (Bel)a, 1989

Country-specific destination image studies tend to focus on certain geagaagéds,
while other areas receive no attention from scientists. Pike (2002) analyzed 1#20pape

destination image and found that the most popular region for study was North AB&ric
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papers), followed by United Kingdom/Europe (45), Asia (25), Australasia (193aA14),
Central America/Caribbean (9), South Pacific (5), and South America (1t)ho€¥ in the
category United Kingdom/Europe, most studies pertain to countries of WesternrémeriNo
Europe — France, Germany, Finland, and the Netherlands. Furthermore, none ofdle studi
examined destination image of Eastern European countries, so measuring irhage of t

countries is a future challenge for researchers.

Conclusions

The image concept has found wide application in the field of travel destinationtimgrke
Scholars agree that destination image is a set of beliefs/attitudepf@ns about a destination
in tourists’ minds. Different data collection (e.g., interviews, surveys, faougpsg, expert
opinions) and analyzing (e.g., multidimensional scaling, statistic analysis| whodeling, and
text analyzing neural network software) techniques have been utilized te timsansage of
regions, countries, and resorts. Although extensive research was made in orflieeto de
operationalize, and conceptualize destination image, there are still inenass and gaps that
need to be attended to. Researchers concentrated their efforts on measgengfihorth
America and Western Europe, leaving vast areas unstudied. Thus, evaludinaidesmage
of Ukraine, one of the countries in Eastern Europe with steady growth in arriveersyns an
important contribution to this field of research.

The emerging market segment of student travel has not received a greatsdeaitdic
attention either. However, it becomes more and more important as students havandesns
to travel and are interested in exploring destinations all over the world. Tleeétermining
their perceptions towards various places can be largely beneficial fer diestinations,

especially emerging destinations such as Ukraine.
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CHAPTER 3: METHODOLOGY

Growing competition in the tourism industry requires differentiation and sicateg
positioning for travel destinations to compete effectively. Successful timgyk@mpaigns start
with a thorough investigation of current destination image: identifyinggtine and weaknesses
of a country’s image helps to direct promotional efforts. Correcting ainegkgstination image
as well as enhancing positive and appealing image is an ultimate goalytflestnation
marketing organization. This is especially vital for emerging trdestinations like Ukraine.
According to the World Travel and Tourism Council (WTTC, 2009) forecast for 2009, &nagel
tourism in Ukraine is expected to a see a decline of 14.8% in direct industry grasstidom
product, 13.5% in direct industry employment, 6.4% in personal travel, 9.8% in business travel,
and 24.2% in capital investment. As shown by these figures, the industry is obviously in need of
money influx and steady arrival numbers. This destination image investigaliitwevito
direct promotion efforts and, eventually, attract international tourists.

The current study was focused on exploring Ukraine’s destination image asl \igwe
U.S. college students. The conceptual framework used to investigate the image isetopede
by Echtner and Ritchie (1993) and is illustrated in Figure 2. Please notgtinesshould be

envisaged in three dimensions.



Figure 2
The Components of Ukraine’s Destination Image
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The model consists of three intersected continuums: 1) attribute-holistic; 2phahct
psychological; and 3) common-unique. Determining all the charaateristessential for a
thorough examination of the destination image. Eventually, image concepts dedethmiugh
data collection will be distributed along the three continuums and Ukraine’satestiimage

model will be developed.

Design of the Study

This research project is a non-experimental mixed methods exploratoryfetudgd on
determining Ukraine’s destination image as viewed by U.S. college studentaggested by
Echtner and Ritchie (1993), a combination of qualitative and quantitative data wagad!itam
respondents to identify attributes of the country’s image. This synthesis allomaadih-depth
analysis of tourists’ attitudes to fully capture components of destinatioreim&gile structured
methodologies (i.e., scales) are effective for measuring common abdtatttased components
of image, unstructured methodology (i.e., open-ended questions) is useful in capturinguke uni
and holistic components (Echtner & Ritchie, 1993). Thus, both types of questions \azd uti
in the current study.
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An online survey was chosen as the most appropriate instrument as it allowed the
researcher to reach subjects nationwide. Also, a large amount of qualitaiveedaibtained
through open-ended questions on the online survey. Administering the questionnaire online
simplified data input and analysis, as well as minimized error in data ddtrg to time

constraints it was important to minimize the data analysis period.

Population and Sampling

To ensure broad geographic representation, students of five universitiesrentliffe
geographic regions of the United States were selected into the study jeopuldtis method
provided a broad geographic spectrum from which the sample was drawn (Leisen,A2001).
convenience sample proportional to the size of the student population was conveyed. The
population size of the college students has been identified through the 2007 Census Baireau dat
on school enrollment (U.S. Census Bureau, 2009). Colleague professors at thevévatias
were contacted and asked to distribute the link to web-based survey to studesitsclasses.
Students were ensured that participation in the survey was voluntary to avaigeacign or

pressure.

Instrumentation and Distribution
A combined qualitative/quantitative web-based questionnaire was utilized ty surve
subjects. Subjects received emails including an encouraging messageiptiaesérthe study
purpose, instructions on how to complete the questionnaire, a link to the survey page (see
Appendix A).
An address contained in the email message directed respondents to the webThevey.

survey was designed through a survey design application provided by Eastaddniversity
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and hosted at the university server. Hosting at the ‘.edu’ domain allowed th&onwaail to
pass some spam protection filters. According to Dillman (2001), respondertpeceed to be
likely to trust university-based surveys more than private or commercialyswuaseavell.

Following Dillman’s (2000) recommendations, a respondent-friendly survegroesis
developed. It took into account some respondents’ inability to receive and respond to web
guestionnaires with advanced programming features and was kept as simpletdes wabsiut
losing visual aesthetics. Animation and sound effects that required advancedpnogravere
avoided. Dillman suggested that all surveys should be designed considering thiele psgsin
mixed-mode survey situations. The survey on the destination image of Ukraideweésped
so that it could be used as a paper-based questionnaire, if necessary.

Principles for designing web questionnaires (Dillman, 2000) were applied to tes sur
this study. All questions were presented in a conventional format similae tme used in
paper-based surveys and familiar to most respondents. To avoid any pressureenéspaare
not forced to answer certain questions in order to proceed to subsequent ones, andweslre al

to skip questions they were not comfortable answering.

Survey Development
The questionnaire was comprised of three sections: 1) demographic information, 2) open-
ended questions, and 3) scale items. In demographic section respondents wepepaskatet
their age, gender, race (ethnic group), education, and marital status. Adgitr@splondents
were asked a set of questions about their travel experiences: whetherdtheydiad
internationally (outside the 50 states of the U.S.) in the past two years, ahemthety had
previously visited Ukraine for pleasure purposes. Previous visitation (faty)liand awareness

are important factors as pre-visitation destination image significafftiysifrom post-visitation
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image (Baloglu & McCleary, 1999; Bonn, Sacha & Dai, 2005; Fakeye & Crompton, 1991;
Milman & Pizam, 1995). The study focused on pre-visitation image; therefore couneste

responses from previous visitors to Ukraine were not included for data analysis.

Free Elicitation

Three open-ended questions comprised the second section. Adopted from Echtner and
Ritchie (1993), they were aimed at conveying functional holistic, psychologigsiit\ohnd
unique components of Ukraine’s destination image. The following questions were asked:

1. When you think of Ukraine as a travel destination, what images or charaderistic
come to your mind? (functional holistic component)

2. When you think of Ukraine as a travel destination, how would you describe the
atmosphere or mood that you would expect to experience there? (psychological holisti
component)

3. Please list any distinctive or unique tourist attractions, events or pergsndilét you

can think of in Ukraine? (unique component)

The first question allowed respondents to communicate their overall perception of the
country. Answers to this question covered more functional characteristiés r@gponses to
the second question mostly pertained to holistic psychological component — atraaspheod
of the destination. Lastly, the third question was asked to allow respondents mention the

attractions that they find were distinctive or unique to the destination.

Scale Items
Attitudes towards functional attributes and common characteristics oindkaa a travel

destination were identified through scale items. Respondents were asked te ihdidavel of
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their agreement with statements about Ukraine on a 5-point Likert-tgfee sSince the
awareness of respondents about Ukraine was expected to be be low, the response option
“Neutral/Not Sure” was provided. It allowed the researcher to ideesfel known information
segments about Ukraine and to suggest effective directions for marketingparatipnal
efforts.

Following recommendations of Chen and Kerstetter (1999), attributes useddtngr
scale items were drawn from various sources. Most attributes were adopteddrishof
attributes suggested for developing scales by Echtner & Ritchie (1993, 2003). Aallowed
eight steps to create attributes: 1) specifying the domain; 2) gegesatnple of items; 3)
collecting data; 4) purifying measure; 5) collecting data; 6) assessdiability; 7) assessing
validity; and 8) developing norms. The result was a list of 35 destination imageta#t that
are more or less common for all destinations. Not all of them were used in devebtaeng s
items for this study. The researcher included the attributes that are sgerégprUkraine in the
final list and eliminated ones that less characteristic for the countrychihee of attributes was
verified by an expert Ukrainian professor from a university in the soutiheastged States.

To identify attributes that are characteristic for Ukraine, data Several Ukrainian
tourism web sites (www.ukraine.com, www.ukraine.org, www.tourism.gov.ua) wizaddy
the researcher. Concepts that captured important characteristics iofeldga travel
destination and were often mentioned at the websites were suggested for addesctie
items list. Three experts reviewed these items and made correctiorddérahs. Experts
included a Ukrainian professor and Ukrainian student at a university in the southelsted
States, and an employee of a Tourism Information Center in Kyiv, Ukraine.

The final list of attributes for developing scale items to measure componésksaife’s
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image contained 28 items. Not being comprehensive, this list captured mostrcattrbutes
that are important factors of choosing a destination. The items are pcesenable 3.
Table 3

Final List of Attributes Used for Developing Scale Items

Functional (physical, measurable)

Scenery/Natural attractions/Mountains/Grasslands
Climate

Cost/Price levels

Local infrastructure/Transportation

Sports facilities/events
Architecture/Buildings/Castles

Historic sites/Museums/Archaeological sites
UNESCO World Heritage List Sites
Religious sites/Shrines

10. Battle sites/Memorials

11. Abandoned Sites

12. Famous personalities

13. Cities

14. Cleanliness

15. Personal safety

16. Accessibility

17. Hospitality/Friendliness/Receptiveness

18. Culture/Customs/Traditions

19. Local arts and crafts (pottery, embroidery, woodcarving)
20. Traditional cuisine/Food and drink

21. Modern art

22. Restful/Relaxing

23. Exotic atmosphere

24. Opportunity for adventure

25. Opportunity to increase knowledge

26. Family oriented

27. Quality of service

28. Fame/Reputation

Psychological (abstract)

©CoNoh~wWNE

Measurement
To explore Ukraine’s destination image and its components, as well as respondents

awareness of Ukraine as a travel destination, it was important to idengffeative means to
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measure and examine each variable in the context of this study. Both structuredractuved
techniques were employed to explore these variables, which include combinationstiaf hol
(overall), attribute-based, functional, psychological, common, and unique elemekigiokls

image.

Free Elicitation

Respondents were asked a series of an open-ended questions originally developed by
Echtner and Ritchie (1993). They described images that came to their mind wheotigy
of Ukraine as a travel destination and characterized the atmosphere or mood thiegxpeat
to experience while visiting the country. Respondents also listed distinctiviécoie
attractions that they knew about in Ukraine. Thus, answers to open-ended questions provided a
measure of functional holistic, psychological holistic, and unique components of tiestina
image.

Responses to the open-ended questions were analyzed with CATPAC softwaré& (Rya
Cave, 2005) — an intelligent program that can read text and summarize its mgiasdeal as
come up with keywords. These keywords were verified and classified gstercher. Most
common keywords were determined with CATPAC program. These were includhedlist bf

concepts used for creating the conceptual model of Ukraine’s destination image.

Scale Items

To measure the attribute-based and common functional and psychological clstics;teri
respondents were asked to rank how strongly they agreed with statements ahioet dwkeas-
point Likert-type scale (“Strongly Agree” - 5, “Agree” - 4, “NeutrattN\sure” - 3, “Disagree” -
2, and “Strongly Disagree” - 1).

The statements were analyzed with principal component factor analgsisuamax

33



rotation (Chen & Kerstetter, 1999). This analysis resulted in several attdions (Choi,

Chan, & Wu, 1999). The purpose of the factor analysis was to incorporate the questionnaire
statements into a set of factors that reflected the image facets afidJkieems with factor
loadings less than 0.4 were dropped (Chen & Kerstetter, 1999; Choi, Chan & Wu, 1999) from
further analysis. According to Hair et al. (1998), factor loadings above .6rs&lered “high”,
and those below .4 “low”. Cronbach Alpha tests were used to test internal consistesxdy of e
factor. Factors with Cronbach Alpha values less than 0.6 were not regarded ag¢€ttabl&
Kerstetter, 1999). Factor loadings were utilized to ascribe a name to ech feems with

larger loadings were considered of higher priority because they hadrgrnepact on factor
naming (Hair et al., 1995). These factors were eventually coded by thecteseaccording to

the quadrants of the destination image model that they belonged to.

Pretest

The researcher pretested the survey on a sample of 20 students in an undergraduate
program before distributing it to respondents. Students enrolled in an introductory level
recreation and leisure studies class received a paper-based version o$tioacpiee.
Participants were asked to complete the questionnaire and provide any rededback on its
guality. For example, students offered feedback on the wording of the survey, whether
survey was easy to read and comprehend, and if any questions were too complicated or
ambiguous. The feedback was then incorporated into the survey prior to launching the web-

based version.

Analysis

This study measured U.S. college students’ perceptions of Ukraine’s destinzge.
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Since it focuses on pre-visitation image, surveys completed by non-visitorsemrdyncluded in
the analysis.

As depicted in Figure 2, the components of destination image are distributed along three
continuums of the model. Since it is problematic to analyze the model in three dimensions
Echtner and Ritchie (1993) suggested separating the components of destinationtonage i
series of two-dimensional diagrams. These diagrams capture intersectiwoscohtinuums
and reflect all possible variants of such intersection. Diagrams are depi€tgdries 3a, 3b,
and 3c.

Figure 3a

Functional/Psychological and Attribute-Based/Holistic Continuums

Functional
4

Attributes * > Halistic

F‘sychgln gical

Figure 3b

Functional/Psychological and Common/Unique Continuums
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k4
Psychological
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Figure 3c

Common/Unique and Attribute-Based/Holistic Continuums
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Intersection of the continuums within every two-dimensional model creaies f

guadrants. Each of those quadrants represents a facet of destination image to & explor

Overall, twelve quadrants were completed with concepts reflectingrigdisalestination image:

1.

2.

8.

9.

functional holistic quadrant;

functional attribute-based quadrant;
psychological holistic quadrant;
psychological attribute-based quadrant;
common holistic quadrant;

common attribute-based quadrant;
unique holistic quadrant;

unique attribute-based quadrant;

unique functional quadrant;

10. unique psychological quadrant;

11. common functional quadrant;
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12. common psychological quadrant;

Concepts used to supply information for the quadrants were conveyed from both
responses to open-ended questions and ratings of scale items. Seven quadraoipliente
with concepts conveyed from open-ended questions, while five quadrants were suphplied wit
concepts conveyed from scale items. The source of concepts for each quadraahtegia
Table 4.

Table 4

Source of Concepts for Quadrants

Items supplied by open-ended questions Items supplied by scale items
functional holistic| functional attribute-based

psychological holisti¢c psychological attribute-based
unique functional common functional
unique psychological common psychological
common holistig common attribute-based
unique holistic|
unique attribute-based

Concepts conveyed from open-ended questions and scale items were coded by the
researcher according to their meanings and placed in the matching quadrantwé&edes
assigned to the concepts respectively to the quadrant they belong to:

1. functional holistic quadrant — FH;

2. functional attribute-based quadrant — FAB;

3. psychological holistic quadrant — PH;

4. psychological attribute-based quadrant — PAB,;
5. common holistic quadrant — CH;

6. common attribute-based quadrant — CAB;
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7. unique holistic quadrant — UH;

8. unique attribute-based quadrant — UAB;
9. unique functional quadrant — FU,

10. unique psychological quadrant — PU;
11. common functional quadrant — FC;

12. common psychological quadrant — PC;

Eventually, concepts were distributed within quadrants of each two-dimensiondl mode
according to the codes assigned to them and model of Ukraine’s destination iasage w

developed.

Inter-Coder Reliability

One of the study limitations is connected to the researcher being the masisanaly
instrument. In attempt to overcome this limitation an inter-coder measigratilized to ensure
reliability and consistency. Two other researchers were asked t@attobetes of destination
image according to the quadrants they belonged to. The percent of agreemeen loetiers
was calculated. If the percent of agreement between primary teseand each of the two

researchers was 70% or more, coding by the primary researcher wasreohsadid.
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Data Analysis Techniques

Statistical procedures used to analyze research questions are presenbde 5n Ta

Table 5

Analysis of Research Questions

Respondents’ eagerness to visit Ukra

if@equencies
Mean

Functional holistic componer
Psychological holistic compone
Common holistic componer
Unique holistic componen
Unique attribute-based compone
Unique functionalcomponer
Unique psychological compone

ICATPAC text analysis
nErequencies
1tResearcher as an instrument

t

2Nt
it
nt

Psychological attribute-based compon
Functional attribute-based compong
Common attribute-based compong
Common functional compone
Common psychological compone

eRtincipal component factor analysis
>Marimax rotation

2i@ronbach’s alpha (internal consistency)
Nt

nt

Intercoder reliability

Frequencies, percentages

Generally, two main types of analysis

were employed. Components of destinzge

supplied by open-ended questions were extracted by means of working wahdbsing

software and calculating frequencies for key

items were translated into factors by means

words and phrases. Componen&idupptiale

of principal component faclysismath varimax

rotation, which resulted in several factor solutions. The internal consisieragh factor was

examined by Cronbach’s alpha tests. For in

ter-coder reliability, the freiggeof matching

codings and percent of agreement were calculated.
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CHAPTER 4: RESULTS

The invitation to participate in the web-based survey was distributed by utyiversi
professors to 500 students in five universities across the United States. Theseisthaey
was active from noon December 12, 2009 until midnight February 23, 2010. The survey was
accessed by 218 students during this period, which resulted in a response rate of 43.6%. Some
students accessed the survey, but did not leave any responses. Surveys that contained no
responses were eliminated and a sample of 200 usable surveys was obtainedy Partiall
completed surveys were included in the analysis since they contained valuabieifet®®
data or responses to scale items. Following Dillman’s (2000) recommendatiomsyinders
were sent to students to encourage participation: the first one after wed&rdor January 10,
2010, and the second month later, on February, 10, 2010.

Respondent Profile

As shown in Table 6, 130 respondents (65%) were female and 69 respondents (34.5%)
were male. Most of the respondents were of White/Caucasian ethnicity (67%¢. witseless
representation of Black/African American and Latino ethnicity (13.5% and 10.8pe&atevely),
and very few respondents of American Indian or Alaskan Native and Asian etl(piOiy and
1.0%, respectively). Most of the respondents had completed some college work (9@5%) a
some were college graduates (6.5%). As is typically chardatddsthe college population, the
majority of respondents were single (78%) with a small percentage baimigan(12.5%).

In the web-based survey, respondents were provided with the option to enter their birth
year through an open-ended question format. The age was then calculated aspbrsiefamnd
determined as actual age in the year 2010. The majority of respondents fékkiaget

categories under 21 (37.5%) and 22-24 (38.0%). Twenty respondents (10%) were agexl betwe



25 and 27, 9 respondents (4.5%) were aged between 28 and 30, and 17 respondents (8.5%) were
over the age of 30. A presence of respondents over 25 in the college population sample may be
explained by the increasing number of non-traditional students who return to pursaeltbge

degrees after spending some time working in the industry. A detailed respprafgats

provided in Table 6.

Table 6

Respondent Profile

Respondent profile (n = 200)

Variable Frequency Percentage
Sex
Male 69 34.5
Female 130 65.0
Age
Under 21 75 37.5
22-24 76 38.0
25-27 20 10.0
28-30 9 4.5
31 or over 17 8.5
Ethnicity
American Indian or Alaskan Native 4 2.0
Asian 2 1.0
Black or African American 27 13.5
Hispanic or Latino 20 10.0
White/Caucasian 134 67.0
Prefer not to answer 5 2.5
Other 8 4.0
Education level
Some college 181 90.5
College Graduate 13 6.5
Post Graduate Work 1 5
Other 5 2.5
Marital Status
Single 156 78.0
Married 25 12.5
Have a partner 11 5.5
Divorced 2 1.0
Other 6 3.0
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Reliability Analysis

The Cronbach’s Alpha analysis was conducted in order to test the reliabtlity stale
items. Most of the items were adapted from those developed Echtner and RR6BiEfor
destination image analysis scales. Those specific for Ukraine wermuhete through analysis
of Ukraine travel related websites, and reviewed and confirmed by expékddinal scale
consisted of 28 items.

The overall Cronbach’s Alpha for the scale was .941. None of the scale items, if
eliminated, decreased the Alpha below .937. Therefore, all original iteragetained in the

scale. Cronbach’s Alpha loadings for each item if deleted are provided in Table 7.

Table 7

Cronbach’s Alpha Loadings

Cronbach’s Alpha
ltem if item deleted
There is a lot of opportunity to observe natural beauty in Ukraine (e.g., .939
mountains, grasslands).

Ukraine has comfortable climate that favors traveling. .939
Prices in Ukraine are reasonable. 941
Local infrastructure and transportation networks are well-developed in .938
Ukraine.

One can see beautiful architecture in Ukraine (e.g., buildings, castles). .938
There are plenty of historic sites, museums, and archaeological sites in .938
Ukraine.

Ukrainian cities are interesting and offer varied activities. 937
There are important religious sites and shrines in Ukraine. .938
You can visit numerous battle sites and memorials. 940
You can visit abandoned sites (e.g. Chernobyl). 940
Important sport events are held in Ukraine (e.g., Euro-2012). .939
There are UNESCO World Heritage List items in Ukraine. .939
You can enjoy modern art events and exhibitions. 939
Many famous people were born in Ukraine. .940
The country is generally clean. 939
You don't have to worry about personal safety in Ukraine. 941
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The country is easily accessible. 940

People in Ukraine are friendly and hospitable. .938
You can observe local culture (e.g., customs and traditions) in Ukraine. 940
You can sample tasty traditional cuisine. 939

You can observe people making traditional crafts (e.g., pottery, embroidery, .938
woodcarving) and buy souvenirs.

The general atmosphere of the country is restful and relaxing. 937
Country holds exotic atmosphere. .939
Ukraine offers opportunity for adventure. .938
Ukraine offers opportunity to increase knowledge. .938
Ukraine is a family-oriented travel destination. .938
Businesses in Ukraine offer high quality of service. .938
Ukraine has a good reputation as a travel destination. 939

Free Elicitation Analysis

Answers to open-ended questions were analyzed with the CATPAC software, an
intelligent program that can read text and summarize its main ideas|| as weme up with
keywords (Ryan & Cave, 2005). CATPAC analysis was conducted for each of the open-ended
guestions. Free elicitation data were stored in .rtf files since this isrthatfrequired by
CATPAC. Analysis results were stored in three separate files, wideteal determining
keywords and themes for imagery, atmosphere, and attractions components.

Several steps of data cleaning were performed for each set of data bETGAC
analysis could be conducted. For all three files stop words such as “I”, “kntwat’,“tin”,
“the” were eliminated since they would have the highest frequencies andéeadrers in the
results. Appropriate usage of uppercase and lowercase formats was emsswedas
consistent spelling of attraction names. For example, it was important tthieavame of the
capital, Kyiv, spelled consistently, as there are two versions of the nakya/~if translated
from Ukrainian and “Kiev” if translated from Russian. Since respondents used buottdpthe

format “Kyiv” was chosen as default.

43



Some of the word forms were changed so that words that convey the same meaaing w
accounted as one by CATPAC. Thus, “poorer’ and “poverty” were changed to “poor”,
“mountain” and “mountainous” changed to “mountains”, “European” was changed to “Europe”,
and “Russian” to “Russia”. The word combination “not friendly” was changed to “unfyiendl
to make ensure that negative connotation was preserved. Otherwise CATPACT aumtlthe
“not” particle separately and recognize the word “friendly” as aipesibnnotation. The most
frequent keywords for all three questions are presented in Table 8. For eachdgen-e
guestion, the responses given by at least 3% of respondents were included in theotable.
Questions 1 and 2, the responses that were provided by more than 5% of the respondents and
were utilized to determine stereotypical holistic images were groupadasely.

Table 8

Most Frequent Responses to Open-Ended Questions

1. Images and characteristics coming to mind when thinking of Ukraine as a travel
destination

cold (20.0%)
- Russia (8.3%)
- mountains (7.1%)

- Europe (5.8%)

- people (4.6%)

- buildings (4.2%)
- culture (3.8%)

- poor (3.8%)

- snow (3.8%)
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2. Description of the atmosphere expected while visiting Ukraine
- cold (9.4%)
- people (7.8%)
- friendly (6.5%)

- fun (5.3%)

- happy (4.5%)
- different (4.1%)
- unfriendly (3.7%)
3. Distinctive or unique tourist attractions, events or personalities in Ukraine
- Kyiv (13.2%)
- church (8.8%)
- St. Sophia Cathedral (5.9%)
- City (4.4%)

- St. Michael Golden Domed Cathedral (4.4%)

Factor Analysis

The 28 Likert statements included in the survey were explored by principal campone
factor analysis with varimax rotation, which resulted in a six-factartisol. The purpose of
factor analysis was to integrate the statements into a set of factonothdtrepresent some of
the image facets of Ukraine. None of the items had factor loadings less thae@#re, none
were dropped from the further analysis. However, some items cross-loadeal facttws at
once. These items were included in the factors to which they contributedse®reaple 9).
All cross-loadings made sense from the solution interpretability point of viewexample,

“The general atmosphere of the country is restful and relaxing” fratoiFa
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“Comfort/security” also loaded on Factor 2 “Cultural difference” — relaxtngpaphere is both
comforting and might be regarded as a cultural difference by thtedJ8tates students who are
used to the fast-paced environment. Similarly, the item “Ukraine hasdargputation as a
travel destination” cross-loaded on Factor 1 “Comfort/security” and Factomdd%ohere”,
since a good reputation gives a feeling of security and can contribute to thé aiveosphere of
the destination.

The internal consistency of each factor was examined using Cronbaittastast. All
the alpha coefficients were above 0.5 which signified moderate correlatioeeeitems. The
final Kaiser-Meyer-Olkin measure of sampling adequacy was 0.901, BarHjtiificance less
than 0.05, and communalities ranged from 0.507 to 0.777. The total variance explained was
67.79% with eigenvalues of each factor above 1.0.

Factor loadings were taken into consideration when assigning namets.fdtgms
with higher factor loadings were considered as having more influence onriaating. Factor
1 consisted of eight items related to the level of comfort and security@ wsiuld feel while at
the destination. Examples of higher factor loadings for this factor were “One'tduege to
worry about safety”, “The country is generally clean” and “Good reputatiorraged
destination”. The only item that seemed controversial was “Many famous pesfiera
there”. However, its presence might signify that travelers are mareesgzout a destination if
they know famous people who were born there and associate the destination withdpkse pe

Factor 2 emphasized unique aspects of Ukraine’s culture and its differemcethrer
cultures; and it contained five items. Items such as “One can sampleddgtgnal food”,

“One can observe local culture”, and “One can observe making of traditional elaficored

high on this factor. The idea of cultural distance is further accentuated by tbagqa®f items
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that relate to adventure experiences and increasing knowledge.

Five items in Factor 3 related to aspects of both natural and cultural landscap&ad his
reflected in high scores on items such as “One can see beautiful anchitedtkraine”,
“Ukrainian cities are interesting” in relation to cultural landscape, andrélis a lot of
opportunity to observe natural beauty in Ukraine” in relation to natural landscape.

Factor 4 contained four items which were associated with attractions ansl glace
interest tourists can visit in Ukraine. Presence of such attractionefleatad in high scores on
items “One can visit numerous battle sites and memorials”, “One can visdaled sites (e.g.
Chernobyl)”, “There are UNESCO World Heritage List sites in Ulggiand “Important sport
events are held in Ukraine (e.g., Euro-2012)".

Factor 5 is comprised of three items. Although varied, they all describecedtffer
features of the atmosphere in Ukraine. High scores were acquired byuiemess'Country
holds exotic atmosphere”, “People in Ukraine are friendly and hospitable”, an¢6Uhé&y is
easily accessible”. Although the latter two items do not directly desatmosphere,
friendliness of local people and ease of accessibility both contribute tortbeabeositive
atmosphere of the destination.

Three items comprising Factor 6 were also varied in charactere$AndJkraine are
reasonable”, “Ukraine has a comfortable climate that favors travelimmral infrastructure and
transportation networks are well-developed in Ukraine”. However, they all in onerway
another pertain to the country’s physical accessibility: reasonabés@ilow to book hotels,
dine and shop; comfortable climate permits traveling most times of theayehgood
infrastructure and transportation networks facilitate visitor’'s stay and treakading within the

country more comfortable. The naming of this factor corresponds with the itenc6Uh&y is
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easily accessible” in Factor 5. However, while the item was regasdau @notional

component contributing to the factor of atmosphere, Factor 6 “accessibilityingdadahe

physical accessibility of the destination.
Table 9

Factor Analysis of Image Items

Factor Eigen
Factor name and items Mean S.Dloading Alpha value
Factor 1: comfort/ security 2.83 0.88 11.0
Safe place 3.13 0.87 0.76
Famous people 287 076 0.74
Clean country 277 0.70 0.69
Family-oriented destination 286 0.73 0.65
Good reputation 3.06 081 0.64
Art events/ exhibitions 243 0.76 0.63
High quality service 286 0.66 0.63
Restful and relaxing 265 0.77 0.50
Factor 2: cultural distance 2.36 0.87 2.6
Tasty traditional food 232 075 0.83
Local culture 222 0.70 0.79
Traditional crafts 243 0.72 0.68
Opportunity for knowledge 236 0.80 0.58
Opportunity for adventure 249 0.75 0.54
Factor 3: landscape 2.41 0.88 1.9
Beautiful architecture 227 087 0.77
Religious sites 250 0.85 0.69
Beautiful cities 256 0.75 0.67
Historic sites/ museums 226 080 0.63
Natural beauty 244 0.77 0.59
Factor 4: attractions 2.55 0.85 1.3
Battle sites/ memorials 253 0.78 0.84
Abandoned sites 241 0.78 0.80
UNESCO World Heritage List sites 269 0.69 0.80
Important sport events 258 0.83 0.65
Factor 5: atmosphere 2.77 0.73 1.1
Exotic atmosphere 273 082 0.70
Friendly/ hospitable people 277 073 0.57
Ease of accessibility 282 0.72 051
Factor 6: accessibility 2.91 0.72 1.0
Reasonable prices 281 0.60 0.79
Comfortable climate 298 0.83 0.60
Good infrastructure/ transportation 293 0.70 0.52
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The summated mean of all six factors was above 2.5, which indicated a more positive
than negative image of Ukraine. Factors of cultural distance (2.36) and ls@d2c¢h had
summated means below 2.5, which indicated a more negative perception of theséfactor
respondents. The highest summated means were obtained for the factors dfilago@s81)
and comfort/security (2.83). Respondents had a more favorable image of Ukrays&slph
accessibility, quality of infrastructure, and levels of comfort and sgcufiactors of atmosphere
(2.77) and attractions (2.55) had more neutral perceptions.

Destination Image Model

The destination image model was created by distributing items produced by responses
open-ended questions as well as scale items along the destination amégeuens. The
destination image model suggested by Echtner and Ritchie (1993) is threesidimaé
However, since it is problematic to reflect results within a three-diimessmodel, authors
suggested presenting the model in series of two-dimensional diagrams. Fagubesahd 4c
separate the components of destination image in such two-dimensional diagranesanaihérs
to open-ended questions provided more descriptive and detailed unique impressionsnseale it
mostly pertained to common, attribute-based components of destination image.

Figure 4a reflects the attribute-holistic and functional-psychologwglruums of the
destination image model. Scale items were a source of data for both funatnal a
psychological aspects of destination attributes. On the other hand, the holistanflrarnd
psychological imagery were reflected in answers to open-ended questions. btearfac
functional attributes of Ukraine are presented in the upper left quadrant of the mibdedlade
scores on cleanliness, service quality, and food. The mean scores for such gsyalholo

attributes as safety, good reputation, and relaxing atmosphere are provideawetheft
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guadrant. With the help of scale items, respondents were able to provide their im&gsrd U
through a comprehensive set of attributes.

Echtner and Ritchie (1993) suggest that data from Question 1 of the destination image
guestionnaire primarily produced the functional holistic image, whileoresgs to Question 2
provided psychological characteristics of the holistic image. Thesewenesreflected in upper
and lower right quadrants of Figure 4a.

Answers to Question 3 of the questionnaire, which asked respondents to name distinctive
attractions of Ukraine, are the source of data for upper and lower right quadraigisref4. In
this figure the functional-psychological and common-unique continuums intersectcalde s
items proved to be effective in reflecting the common characteristics afatest image both in
functional and psychological terms. These items are illustrated in the upper antefowe
guadrants. In terms of functional characteristics, the capital city Keweo cathedrals — St.

Sophia and St. Michael Golden Domed — can be considered unique to Ukraine. City landscapes,
association with Europe, culture, and strong bond with religious life were prormimeuoe
psychological characteristics.

Finally, in Figure 4c, the attribute-holistic and common-unique continuums are
illustrated. In this figure, unlike the two previous ones, scale items provided dgafarathle
upper left quadrant of the model — the one encompassing the common attributes. Se&ghdardiz
scale items were not able to provide sufficient depth when covering distinctivegaeuni
attributes. Therefore, responses to open-ended questions were utilized to provide unique

attributes both along functional and psychological dimensions.
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Figure 4a

Functional/Psychological and Attribute-Based/Holistic Continuums of Ukraine’s Image

Functional
good infrastructure (2.93) 4 cold (20%)
service quality (2.86) mountains (7.1%)
cleanliness (2.77) people (4.6%)
art events (2.43) buildings (4.2%)
crafts (2.43) poor (3.8%)
food (2.32) snow (3.8%)

_ historic sites/museums (2.26) culture (3.8%) o
Attributes - *  Holistic
safety (3.13) friendly (6.5%)
good reputation (3.06) fun (5.3%)
family-oriented (2.86) happy (4.5%)
exotic atmosphere (2.73) different (4.1%)
relaxing (2.65) unfriendly (3.7%)
Y .
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Figure 4b

Functional/Psychological and Common/Unique Continuums of Ukraine’s Image
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Figure 4c

Common/Unique and Attribute-Based/Holistic Continuums of Ukraine’s Image
Cofntrnan
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climate (2.98) mountains (7.1%)
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reasonable prices (2.81) fun (5.3%)
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St. Michael Golden Domed| different (4.1%)
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Inter-Coder Reliability

The researcher is the main instrument of analysis since researcher yndistrdtlutes
free elicitation and scale items along the destination image contindoras.attempt to
overcome the subijectivity of the process the measure of inter-coder rigliadai utilized. Two
researchers were asked to code the items according to the destination imadgpiathdat that
they belonged to. One of the researchers had experience in the field dtasimage and the
second one was familiar with Ukraine as a travel destination. Therefdnezdatrs could
provide valuable insight and a unique perspective on the item distribution.

Both coders received training on the coding structure. They were given handouts

containing lists of free elicitation and scale items to distribute, instngctn how to distribute
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these items, definitions of terms, and two-dimensional diagrams. The trairsrgjweao each
coder individually by the primary researcher to eliminate the possibladtitar between the
coders and ensure their individual input.

After receiving the training, both coders individually distributed the iterosrdmg to
guadrants they considered appropriate and returned the results to the prinzachesselhe
percent of agreement between coders and primary researcher west@dlant is presented in
Table 10.

Table 10

Inter-Coder Reliability Agreement Percentage

Percent Percent
Agreement agreement Overall

Quadrant with Coder 1 with Coder 2 agreement
Functional holistic quadrant 87.6% 75.0% 81.3%
Functional attribute-based quadrant 50.0% 80.0% 65.0%
Psychological holistic quadrant 100.0% 100.0% 100.0%
Psychological attribute-based quadrant 30.0% 60.0% 45.0%
Common holistic quadrant 40.0% 100.0% 70.0%
Common attribute-based quadrant 57.0% 80.0% 68.5%
Unique holistic quadrant 50.0% 60.0% 55.0%
Unique attribute-based quadrant 100.0% 50.0% 75.0%
Unique functional quadrant 60.0% 30.0% 45.0%
Unique psychological quadrant 0.0% 30.0% 15.0%
Common functional quadrant 20.0% 50.0% 35.0%
Common psychological quadrant 77.8% 100.0% 88.9%

The percent of agreement was calculated individually for each of the destimasige

model quadrants. If all the items provided by coder in the given quadrant matcitechthe
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determined by the primary researcher, the percent of agreement etdatedlas 100%. If some
of the items included by the coders were not included in the same quadrant by thg primar
researcher, the percent of matching items was calculated. The overathagt for each
guadrant was determined as an average value between percent agredntaptfingt and the
second coder.

The total agreement for all twelve quadrants was higher for the second coder) (67.9%
than for the first coder (56%). As previously mentioned, the first coder had cob&dera
experience in the field of destination image and the second coder was famtiligtkraine as a
travel destination. Therefore, the familiarity with the destination ctersiics produced more
agreement in coding destination model items than expertise in the field of tiestmage
studies. The higher percent agreement between the second coder and the peastlyae
might indicate that persons who are familiar with the destination have moiealggns
determining the characteristics and components of Ukraine’s destinatige.ima

The highest agreement (100.0%) was reached for items in the psychologstad holi
guadrant, as items such as “friendly”, “fun”, “different”, and “happy” weréuhed by both
coders and the primary researcher. Agreement higher than or equal to 70% weechlsd for
the common psychological quadrant (88.9%), functional holistic quadrant (81.3%), unique
attribute-based quadrant (75.0%), and common holistic quadrant (70.0%). Overall, more
concordance was established in quadrants related to psychological or holistesfeand less
agreement in those associated with functional and attribute-based featukeainé’s
destination image.

Quadrants that received the lowest agreement were the unique psychologica),(15.0%

common functional (35.0%), and psychological attribute-based (45.0%). Most difScuéie
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encountered when naming the unique items, which is understandable as unique itemdpresent t
highest level of controversy for almost every destination. The quadrants thatddess than
70% agreement were altered by the primary researcher by adding thenitkrated by the
coders. Adding the missing items allowed the researcher to improve theagtead ensure
that opinions of independent experts were accounted for while developing Ukrasteiatiten
image model.
Respondent Awareness of Ukraine

While rating scale items in the destination image questionnaire, respondeats ha
option of choosing “Neutral/Not Sure” as their answer. The researcher pcethiat
respondents might have low awareness of some characteristics of Ukraineheaase they
should not be forced into choosing between “Agree” and “Disagree” options. ThedNdot
Sure” answer reflected the lack of knowledge on certain topic and served aatwetd
respondent lack of awareness. The percentage of this answer was calculatedHpim
frequency analysis for each of 28 scale items. Results are presenteceid T.abl
Table 11

Lack of Respondent Awareness of Ukraine

Percentage of

“Neutral/Not
Scale item Sure” Answer
There is a lot of opportunity to observe natural beauty in Ukraine. 52.0%
Ukraine has comfortable climate that favors traveling. 57.5%
Prices in Ukraine are reasonable. 77.0%
Local infrastructure and transportation networks are well-developed in 72.0%
Ukraine.
One can see beautiful architecture in Ukraine (e.g., buildings, castles). 42.0%
There is plenty of historic sites, museums, and archaeological sites in 42.0%
Ukraine.
Ukrainian cities are interesting and offer varied activities. 58.5%
There are important religious sites and shrines in Ukraine. 57.0%
You can visit numerous battle sites and memorials. 63.5%
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You can visit abandoned sites (e.g. Chernobyl). 52.5%
Important sport events are held in Ukraine (e.g., Euro-2012). 58.0%
There are UNESCO World Heritage List items in Ukraine. 76.5%
You can enjoy modern art events and exhibitions. 48.5%
Many famous people were born in Ukraine. 65.0%

The country is generally clean. 67.5%

You don’t have to worry about personal safety in Ukraine. 62.5%
The country is easily accessible. 64.0%
People in Ukraine are friendly and hospitable. 66.0%
You can observe local culture (e.g., customs and traditions) in Ukraine. 33.0%
You can sample tasty traditional cuisine. 40.5%

You can observe people making traditional crafts and buy souvenirs. 47.5%
The general atmosphere of the country is restful and relaxing. 57.0%
Country holds exotic atmosphere. 50.5%
Ukraine offers opportunity for adventure. 50.0%
Ukraine offers opportunity to increase knowledge. 44.0%
Ukraine is a family-oriented travel destination. 67.5%
Businesses in Ukraine offer high quality of service. 76.5%
Ukraine has a good reputation as a travel destination. 64.0%
Overall unawareness 57.6%

The results indicate that respondents were more unaware than aware of Ukeaine a

travel destination and mostly unfamiliar with the country’s charatiesias reflected in 57.6%
of “Neutral/Not Sure” responses. In more than half instances respondentsoiveuee whether
the particular item was characteristic for Ukraine or not. The itenhstiethighest awareness
level (lowest percentage of “Neutral/Not Sure Answers”) were thosaipiag to architecture
(42.0%), historic sites and museums (42.0%), local customs and traditions (33.0%), and
traditional cuisine (40.5%). Respondents were more likely to express a ogitabn on these
items and either agree or disagree with the statements. The items resporae least aware
of were those of reasonable prices (77.0%), presence of UNESCO World Herstaitenhs
(76.5%), and quality of services being offered by Ukrainian businesses (76.5%#. widres
very particular items that required more than superficial knowledge about a cewntmgncy
system, business operations and heritage attractions. Only a little over B&8parfdents were

able to express an opinion on whether given items were characteristic fordtksaa travel
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destination.
Respondent Willingness to Visit Ukraine

Respondents were asked whether they would consider visiting Ukraine farrpleas
purposes in the next five years. This time span was chosen considering resporadestasst
students and financial situation that might not allow them to travel long distaneestihibeing
in college. The responses to this question were analyzed by means of frequeysiy.anal
Although awareness analysis illustrated that respondent awarenessiotWkaa low, over half
the respondents (56.5%) still expressed their interest in Ukraine and etshagrthey would
like to visit the country in the next five years. On the other hand, 41.0% of respondents woul
not consider Ukraine as a destination for their trip in the near future.

Table 12
Respondent Willingness to Visit Ukraine

Respondent willingness to visit Ukraine (n = 196)

ltem Frequency Percentage
Yes 113 56.5
No 82 41.0

These results have practical implications for management efforesteimevillingness to
visit Ukraine can be further enhanced by means of promotion and become a basedfpor s

inbound tourism flows.
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CHAPTER 5: DISCUSSION

Although Ukraine is considered as one of the top travel destinations by WTO (WTO,
2005), it has not to date received sufficient attention from the research commuratgforéd,
the current study partly fills the existing gap by investigating thumiry’s destination image as
viewed by U.S. college students — a prospective market for emerging dessini&e Ukraine.
The impressions and images produced by students while responding to open-ended questions and
giving ratings on scale items were used to create a three-dimensistigdtien image model.
Further, the characteristics of the destination image model were ahalyddoecame a
foundation for practical implications of promotion and destination management efforts.

Destination Image Model Applicability

The current study focused on employing the methodology suggested by Ecthner and
Ritchie (1993) to develop a destination image model of Ukraine. Results proved theesliggest
model to be appropriate for determining the image of Ukraine and useful in intiagtitye
attitudes of research subjects towards the country. The study population of shig@s was
surveyed through a web-based questionnaire that requested them to answeopgenaratied
guestions pertaining to the image of Ukraine and to submit ratings for the imatgd saale
items. The results obtained from the questionnaires were examined withdrted¢iah analysis
software and factor analysis techniques, and formed a basis for creataigd#kdestination
image model.

One of the limitations of the model determined in the current study is relateddatéhe
sufficiency. Since the respondent awareness was low, especially irofgurogiding names for
unique or distinctive attractions, the researcher encountered a difficultinonthe quadrants of

the model created by the unique continuum. For future studies it is suggested that a bigger



sample size is obtained, which is likely to result in larger amount of fremgbtaoidata. If more
respondents are surveyed, they might mention more unique attractions at the ginatiatest
Respondent Awareness of Ukraine

One of the most prominent features discovered by the current study is sighéataot
respondent awareness about tourist characteristics of Ukraine. The athecticesources
allocated by Ukrainian State Tourism Administration for tourism promotion and devehpm
has been minimal in comparison to other destinations worldwide. The State ProgramsshTour
development for 2002-2010 allocated less than USD 3 billion for all eight years abtirarR
duration, which had to cover promotion of the country as a whole, different regions ds touris
destinations, and stand alone resorts and attractions (Cabinet of Miniskiagafd) 2002).
Moreover, the tourism industry of the country is regulated by the Ministry of €dhd
Tourism, which is responsible both for tourism development and cultural affairs. idmath,
most efforts of the Ministry were directed towards the latter, leati@darmer without proper
attention.

The lack of attention from official authorities towards tourism developmenbted in
the socialist past of the country. Similar situation was reported by Light amtb2veanu
(21999) in their studies of Romanian tourism in post-communist period. Authors argued that
during the communist period the concern for quality of tourism accommodations easrite
all properties were owned by the state. Adequate legislation was a @oitypn the early post-
communist period as well, as countries were faced with more pressing issgesaiic
transition and social reforms. This overall lack of attention towards tourism idgaind
regulation led to significant delays in the industry development and put the countrieseshEa

Europe on the background of the European travel map.
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As described by Hall (1991), tourism in socialist countries of Eastern Eundgbea
Soviet Union has gone through several stages of evolutionary development. Inythe earl
socialism period (the early 1920s to the 1950s) the government put severe constraintsran touri
and traveling, and trade union-sponsored group travel and domestic tourism were fogaly
of tourism allowed. The situation improved during the 1950s, known as the middle socialism
period, when intra-bloc international tourism spawned along with considerable moatofat
domestic tourism. Only in the late socialism period of the 1960s and the 1970s some countries
of the socialist block attempted to attract western tourists; still gftses were strictly limited
and closely monitored by the central government.

With the collapse of the USSR in 1991 and the fall of the “iron curtain”, countries of the
socialist block opened their borders to tourists from around the globe. They haverequer
continuous interest from western tourists and increase of inbound tourism flows. Howeve
almost 20 years later, governments of independent countries have yet toeethbrianportance
of tourism promotion efforts. Used to the limiting policy and prevalence of domastisr,
government officials do not see the pressing need of strategic tourism npdseteflected in
very low financial support for tourism development programs. Such strategic imgyrket
however, will help the emerging destinations of the region, Ukraine includebligsta
themselves on the world stage and compete successfully with other destinations.

One of the results of insufficient promotional efforts and advertising is redlécthe
lack of awareness about the country’s tourist features. Such lack of agasevieglly proved
by the current study, as over 57% respondents chose “Neutral/Not Sure” whgscateitems
in the destination image questionnaire. Thus, respondents indicated that they werredt a

certain items are characteristic for Ukraine as a travel destinatihis is a very low level of
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awareness reflecting the lack of even basic knowledge about the country.

A similar study of destination image of Russia was conducted by Stepchenkova and
Morrison (2006). Authors investigated Russia’s destination image among Ampleasure
travelers utilizing the same theoretical framework as the current shelthree-dimensional
destination image model suggested by Echtner and Ritchie (1993). The perczmiNuit*
Know” answers in the study by Stepchenkova and Morrison was only 19%, which is
considerably lower than the percentage of “Neutral/Not Sure” answers in that@tudy. The
higher level of knowledge about foreign countries might be explained by the study populat
members of a large private travel club who have traveled abroad and mightilize fan
faraway destinations. Also, more than 70% of the respondents were over 55 years oledtand ha
considerably more life experience than college students, who were a focus ine¢hé study.

It is still quite obvious that U.S. residents have more awareness of Russia thaaioé as a
travel destination.

The level of awareness expressed by the respondents varied between items. Thus, 77.0%
of respondents chose “Neutral/Not Sure” as their answer when asked to aijezaycee
whether prices in Ukraine are reasonable. Several types of money have been addkrizicié
during independence and the country is still experiencing little stabilitycimamge rates with
major world currencies, including U.S. dollar. Therefore, it might indeed beutliffccestimate
the price levels for various goods and services, and whether those are reasonabl Also,
people usually realize whether prices are reasonable or not after havirly aidited the
destination. The current study, however, focused on respondents without previoustvisitati
Ukraine.

Almost the same lack of awareness (76.5%) was expressed by respondentseytmad
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to indicate whether the items from UNESCO World Heritage List wesepten Ukraine. The
same 76.5% respondents expressed doubt about service quality. Since very little prenotion i
place to market components of hospitality industry in Ukraine, it is understandaple w
respondents were unsure if the services offered by Ukrainian businessesd ghequality.

On the other hand, the survey respondents had more awareness of the items pertaining t
cultural characteristics of the destination. Only 42.0% respondents were @rifoovee can see
beautiful architecture in Ukraine and if there was plenty of historis, steseums, and
archaeological sites. There was also more knowledge about local customegldimths (33.0%
unawareness) and traditional Ukrainian cuisine (40.5% unawareness). A contgsis arfial
Ukraine related travel websites indicated that there is considerably ntaravddable online
with regard to the country’s history, culture, and cuisine than practical infomati prices,
visa regulations, and services (larmolenko, 2010). Therefore, if a potentia wisuld like to
gain knowledge of Ukraine, he or she would more likely come across cultuedrgliformation
than practical travel advice. The results of current study support these findlilgshowing
that survey respondents were more aware of cultural features of Ukramerite levels and
service quality in the country.

Components of Ukraine’s Destination Image

The purpose of the current study was to determine the components of the destination
image of Ukraine as viewed by U.S. college students. Utilizing the thresssliomal model
proposed by Echtner and Ritchie (1993), the functional, psychological, holistic, atbésae;
common, and unique components of Ukraine’s destination image were determined. These
components were investigated through content analysis of respondents’ ansypers-ended

guestions and factor analysis of ratings on predetermined scale items.
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In the three open-ended questions, respondents were asked to characterz¢hiabnage
come to mind when they think of Ukraine as a travel destination, what atmosphensthey
expect to experience once visiting the country, and what unique attractions, plpeeplerthey
know of in Ukraine. As noted in the original study by Echner and Ritchie (1993), theranswe
the first question mostly produced the functional holistic image, while sp@mnses to the
second question supplied information regarding the psychological holistic imageanfiéJkr
The third question was the formation source of unique functional and psychological image.
Answers to this question also produced the unique attribute-based image, as ssalilitesh
provide enough depth to characterize unique attributes of the destination.

A variety of answers were given by respondents with regard to the imagexien their
imagination by Ukraine. A significant part of these images were in one or anathe
associated with Russia:

“Russia....It makes me think of Russia and atmosphere like Russia”

Many respondents had images reflecting the Socialist past of Ukraine andtmonne
with USSR and communism:

"I think of a dark, wet, post-communist country that has poor infrastructure in place”

“Slavic culture with former soviet era structures. Various landscapes, mass goverty

A general perception of poor infrastructure, unsatisfactory quality of life,cantelels
of technology was a prominent feature in the imagery provided by respondents:

“Dirt roads, low technology, Rural/Farm region, not a lot of high-tech jobs”

Although being independent since 1991, Ukraine is still strongly associated wgsaR
and the USSR among the college student population. The images respondents hold of the

country have strong linkages to the communist past; they are not up-to-dateevathrent
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situation in Ukraine as an independent country and with the transformations that teoévaiac
last 20 years.

Positive images of Ukraine emerged in the responses to first question as we#. The
were mostly related to rich culture and traditions in Ukraine. Respondents mersji@odc
architecture, arts and crafts, and atmosphere of history and ancient timespednad deep
religiosity and spirituality of Ukrainian people is present as well. Tisesigprominent
impression of perceived “difference” and “cultural distance” as responddrttsateculture in
Ukraine is significantly different from what they are used to in their hauoatey. This
perceived difference can be traced in the following statements:

“I think of a complex environment or population and cultural differences. | think of
medieval times, with large castles, kings and queens”

“Culture, scenic, religious”

“Lots of hand-made items and different looking buildings”

The second open-ended question of the destination image questionnaire asked
respondents to describe the atmosphere they would expect to experience in Ukraine. Th
perceptions of atmosphere ranged from neutral

“I would imagine Ukraine to be like most European nations”

to mistakenly negative

“It sounds scary! BOMBS".

Many of the respondents indicated that they had no knowledge of Ukraine and found it
very difficult to imagine atmosphere of the country or even evoke anytrefleor associations.
On the other hand, some respondents did express opinions that included items not characterist

for Ukraine:
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“There are many natural wonders and water and rain forest”.

Ukraine is a country located in the temperate climate zone under influenge of dr
continental air masses and has limited access to the shores of Black an@#szoVIserefore,
the country does not offer any tropical landscapes. There are natural wortther€arpathian
Mountains and on the Crimean peninsula, but no rain forest.

From the responses given to this question it also became obvious that media has a large
impact on the formation of opinion about Ukraine. One of the respondents characterized
Ukrainian people as following:

“From movies, they seem a little mean and that there is always something shady going
on”.

Although characters in films do not necessarily reflect the true chastics of
Ukrainians and are used for the sake of diversifying the plot, movie imagexapteal as
genuine by viewers and impact the way they expect Ukrainian people to be.

The survey respondents did not come to an agreement whether Ukrainian people were
friendly or not. Some opinions were highly positive, with expectations of hospitality,
friendliness, and assistance from the local population:

“I would expect to have people teaching me and helping me to understand the different
culture along the way”.

On the other end of the continuum, respondents expressed doubt that they would be
welcomed in Ukraine and that local residents would be friendly or helpful:

“I don't feel that the native people would be very enthusiastic about people coming there
for a tourist attraction”.

Obviously, there is no strong national identity or image of the Ukrainian nation that
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would be recognized by respondents and reflected in their evaluations. There is nopasimgle
of view as to whether Ukrainians are hospitable or not, whether they are ea@sltburists
visiting the country, and whether they are willing to be helpful and reach outttwwisi

The most confusion and the least knowledge were expressed by respondents when asked
to describe the unique attractions or famous people they know of in Ukraine. While able to
evoke certain images and expectations of atmosphere experienced in the cesindents
found it difficult to come up with names of actual attractions. The response “l do not knew” wa
the most frequent one for this question. Some respondents even admitted they had more
knowledge of the neighboring countries that of Ukraine:

“Around a bunch of other countries | know around it, but not much | know about
Ukraine.”

Very few respondents expressed very detailed knowledge of Ukrainianiatisaethich
however were mostly located in or associated with the capital city of Kyiv:

“If | travel to Ukraine, | would visit these most popular tours attractions: Nationalr®pe
House, Kiev Pecherska Lavra, St. Sophia Cathedral and The Horodetsky Building.”

Interestingly, there was no medium level of knowledge detected in the responses
students either knew absolutely nothing about Ukraine, or knew very specifitiatisaand
could provide their names. Thus, the level of awareness was either extremeheldvemely
high. Such result indicated the absence of a basic set of facts or gemenahimdn about
Ukraine of which the majority of the student population would be aware.

Within the scale items, the overall rating shows a more positive than neigaiye of
Ukraine. The summated means of all six factors produced as a resutbobfaalysis was

above 2.5, with only two items having ratings below 2.5, and four factors above this mean. The
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factors that received the lowest ratings were cultural distance and lpeddndeed, this is
supported by responses to the open-ended questions, as students often imaginadJareahd
country, with snowy, mountainous landscapes, gray skies, and gloomy atmosphie sakhe
time, while some respondents expect Ukraine to be culturally rich and its peopleaspitable,
others await hostility, unfriendliness, and nothing exciting to visit. These percepikplain
why the two abovementioned factors received the lowest scores and werasrpteor by
respondents.

The overall positive image of Ukraine is supported by the respondents’ willingness t
visit the country. When asked whether they would consider visiting Ukraine in the next five
years, 56.5% respondents gave a positive answer with only 41.0% refusing such a possibilit
Obviously, more than half respondents have an interest in Ukraine as a trévekidoesand,
circumstances permitting, would like to visit the country. These results havenpostant
practical implications: although sometimes respondents have mistaken avenagages of
Ukraine, there was still strong interest in the country as a travel dastinitmeasures are
taken to remedy the negative and reinforce the positive aspects of Ukrainges inmaight
result in significant increase in future visitation.

The three-dimensional destination image of Ukraine was derived from students’
responses and represented through twelve quadrants of the destination imagdcaaidef.the
guadrants was created by the intersection of two continuums and representedtaveiticet
of Ukraine’s image. Distributed by the primary researcher and confirgneddiindependent
coders, free elicitation and scale items filled the quadrants anddccoiietensions of Ukraine’s
image as a travel destination.

The functional attributes and common functional characteristics pertainingamlan
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image that had positive mean scores included items of cleanliness, servitye goudlgood
infrastructure. The positively rated psychological attributes and commohgbesgical items
encompassed those of safety, good reputation, relaxing and exotic atmosphemilgnd f
oriented destination. The respondents generally expressed high opinion of Ukraine’s
atmosphere, safety, and reputation. These results are great news foriolestiagteters since
there is already a favorable basis for building a strong positive country brand.

Unlike the positive impressions of attribute-based images, the functionaicholis
component of Ukraine’s destination image were expressed through descriptives sotd,
mountainous, poor, snowy. On the other hand, holistic psychological images mostheddda
Ukrainian people and included characteristics such as friendly, fun, happy, arehtliffEhus,
although respondents see the country itself as cold, mountainous and gloomy, they expect
Ukrainians to be fun and happy. In terms of marketing implications, this might tiretsthere
is a sense in reinforcing the images of local people as fun and friendly, and pgrtheyn as
being hospitable and welcoming. Such images are highly attractive to tsanébeested in the
country’s culture and might encourage visitation.

Both functional and psychological image aspects were strongly linked to religion and
spirituality of Ukraine. St. Sophia Cathedral and St. Michael Golden Domed cativedeal
named by more than 4% respondents and included by the primary researcher and independent
coders in the functional unique and functional attribute-based quadrants. The unique
psychological and holistic quadrants also included the items of churchegmredigd
spirituality, mentioned by almost 9% survey respondents. Eastern Orthodoxtsdrid
shrines were recognized as prominent features of Ukraine’s image and shoudelgaised in

country’s promotional campaigns and tourist brochures.
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Some other unique characteristics included city landscapes. Indeed, urbasninenter
Central and Eastern Ukraine can boast numerous monuments, unique architectural iomsyposit
and items of industrial heritage. Interestingly, both associations with Europaiasid Rere
present within the unique component of Ukraine’s destination image. For the longaat time
Ukrainian history its Western and Eastern neighbors competed for influencé®weuntry,
and for centuries Ukraine was divided with its territories being parts of PolandaH,, and
Russia. This legacy is carried into the present day as anecdotal eviderestsstigy almost
half of the Ukrainian nation feels more connection with Russia and the other lbaking
towards joining the consolidation efforts in Europe. Although a source of certahiligt this
aspect can be marketed as a strength since Ukraine offers travelerstoeagpmortunity to
experience East and West within one country.

The components of Ukraine’s destination image discovered within this study and
attitudes of the survey respondents towards the country comprise valuable idorioathe
State Tourism Administration. Knowledge of the current perceptions sifitas shaping the
destination management strategy that will remedy the flaws of coumtrgtge and reinforce the
positive aspects. Some of the practical implications for destination manageeneffieeed in
the following subsections.

Practical Implications
Promotion

Destination promotion is one of the key aspects of destination managemengysttte
goal is to create a message conveying an attractive positive natiagal and deliver it to
potential visitors. Such a promotional route is especially important for Ulsaice the

awareness of the study population is low. Promotional efforts should be directedistosiag
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the awareness levels as well as establishing a positive image of the cdlndrg.are several
aspects of promotion efforts that can remedy the current negative image:tocandotry
interviews, destination re-imaging, utilization of social media as a ntgamsmmunicating with
younger populations, engaging past visitors and utilizing word of mouth, and destinati
benchmarking as a way of differentiating from the image of Russia.

Entry interviews.

The perceptions of Ukraine held by the international travelers are imporgaanisefor
State Tourism Administration in shaping the promotion efforts. It is cruciaicibtblese
perceptions, and constantly monitor them. One cost effective way to monitor [merdepd
distribute entry questionnaires to the passengers of incoming internatights. fThese short
guestionnaires should be distributed by the flight attendants together witmsidgclarations.
Questions should cover the basic demographic information (including previousonsitat
Ukraine), as well as inquire about respondents’ anticipated experienckriuycinterviewing
will track visitors’ perceptions and expectations of Ukraine as a travehdgsti.

Destination re-imaging.

With Ukraine still being strongly associated with its socialist past and begagded as
part of Russia, the re-imaging stands out as a main priority within destinatiooton efforts.
Hall (1999) noted that re-imaging of the entire Eastern European region facebex ofim
common challenges. First of all, there is a need to create a European imagsoaratian of
the region with the charm and attractiveness of Europe. Second, it is necesszatetarcr
atmosphere of safety and comfort, and project a friendly and hospitable environmeldngrhe
background of socialist regime and political and economic instabilityeasons why potential

travelers think poorly of the safety of the region, as reflected in the susgnses. Lastly,
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development of niche tourism products needs to happen in order to meet the needs of varied
tourism demand.

The promotion efforts of the State Tourism Administration, therefore, should focus on
reinforcing the positive national image and moving away from the negativequosttmist
image. Linking the image of the country with a friendly, hospitable nationatitiges the key
to attracting more visitors eager to get to know Ukrainian culture and people. eSowdging
efforts will ultimately result in creating a recognizable nationahththat will appeal to travelers
worldwide. According to Hall (1999), a core objective of destination branding is to praduce
consistent communication strategy. This objective is especially impértddkraine since lack
of communication with potential visitors and, as a result, lack of awarenegspsiisas major
barriers to future visitation. However, there are several barriersdbatries of Eastern
European region have to overcome while building a destination brand (Hall, 1999). The main
barrier is the lack of financial support for marketing efforts, which is rootdeeisdcialist past
of the region. Also, destination marketers are forced by the government togsbautzterm
results while overlooking the concepts of sustainability and long-term ben®iitse countries
of the region are moving to market economies and larger independence in basanesse
products, it is more difficult to manage all the separate parts and develop axtbheme.

Ukraine faces all the above-mentioned challenges like all the countriesregion.
Insufficient financial support from the government limits the effortthefState Tourism
Administration in creating a recognizable brand and successfully commngiitab overseas
tourists. Finally, scattered tourism service providers are difficult to neaaragjinclude in
creating a national brand. Therefore, involving these businesses in the dearglopthe

country brand and persuading them to buy into the idea of positive national imaggaktora
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successful branding process.

Social media.

Focusing on the images of Ukraine held by the U.S. college students, the dudgnt s
found that many of these images are mistaken (bombs and rainforest), anchmhergative
(unfriendly and cold). Against the background of general low awareness daidlgepspulation,
such results are alarming and call for targeted promotion and informatiobuieh. Since the
subject of geography is an elective in many high schools and colleges, somésstuidat
never have access to the information about Ukraine as a country or as a poteetial tra
destination.

The traditional methods of promotion, such as brochures, usually have low effectiveness
with younger populations. However, students are increasingly using social toeldi and
online communities as reliable sources of information. Multiple businessesisaltfeemselves
through creating company pages on Facebook or posting updates on Twitter. Most musicians
and bands, as well as recording companies, increase visibility through pnodilpiaglists on
MySpace. These social media tools allow for broad representation amormgitigery
population and successfully target the college student market.

Destination promotion can successfully occur through online social media tools|.as wel
The State Tourism Administration would benefit from creating an informative @adracebook
with multiple photos and scenic videos, descriptions of possible heritage and adwautese r
and practical travel information on visas or currency exchange. Such a pkegk ® bring
more student attention to Ukraine than a brochure or travel book, and raise asvanehes

interest of students towards the destination.
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Word of mouth.

As previously discussed, the Ukrainian government allocates very limitdthfufor the
purpose of tourism development. Therefore, the State Tourism Administration s totoek
for low cost methods of promotion. Boulding et al. (1993) suggested that consumers’ perceptions
and expectations are greatly influenced by the word-of-mouth. Being a low costemtigde
method of promotion, the word-of-mouth might help raise the awareness about Ukramge am
potential visitors. Travel stories and pictures of Ukraine, shared by the gigmtsvihrough blogs
and online travel communities, would be a trusted source of information for individualares
only considering a trip. And for individuals who know very little, or nothing, about the country,
such journey descriptions would be intriguing and would persuade them to look for further
information.

Destination benchmarking.

As seen in the survey responses, the image of Ukraine as a travel destinatomylg s
linked to the image of Russia in the minds of the student population. This linkageateceth
many of the responses to the first two open-ended questions to the extemhiatspondents
indicated that they do not know anything about Ukraine other than the fact that atexlloext
to Russia.

Destination benchmarking is suggested as one of the effective means of making the
image of a country stand out. Benchmarking has been widely used in the fi¢lds of t
manufacturing and service industry, but to date had been mostly limited to Koizddk (2002).
The two major types of benchmarking encompass quality benchmarking amendiéfed
benchmarking. While implementing both would be beneficial for Ukraine, diffetedti

benchmarking is the one crucial in separating the image of the country froof Fhagsia.
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Differentiated benchmarking, in its essence, includes a continuous measuréarent
organization’s (destination’s) performance against the best in the industonjragd constant
improvement based on this measurement and information obtained (Kozak, 2002). The
benchmarking approach is comprised of three consecutive steps: performancesoomgap
identification, and change of management process. To benchmark the destinatiothienage
Ukrainian State Tourism Administration needs to analyze and compare timati®s image of
Ukraine to that of Russia, identify sources of similarity and matching deaistics, and
develop promotion process focused on differentiation and uniqueness. One of the benchmarking
methodologies, called paired comparisons, would be the most suitable for differentia
benchmarking. This methodology asks respondents to compare only two destinatiolys idirect
this case — Ukraine and Russia. The direct comparison generates opinions diktvwill
marketers to determine similarities and differences in countries’ sreagkdifferentiate
Ukrainian image so it is not confused with the one of Russia.

Niche Tourism

Hughes and Allen (2005) suggested that if countries of Central and Eastern Eutope tr
attract tourists from main generating countries they should focus on yiteg@ind targeting
niche markets. It would be fitting and sustainable for the countries of the regiavécamay
from a concept of mass tourism and offer niche tourism opportunities. Authors argust tha
countries of the region are well suited for targeting niche markets ofandairban tourism,
sport and activity tourism, health tourism, and cultural tourism.

The niche market of cultural tourism would fit best with Ukrainian national ideaiy
attract most tourists while augmenting the country’s destination imdgetotirism industry can

capitalize on the country’s spectacular architecture, diverse customs, atndriaafihod. The
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State Tourism Administration can use images of rich heritage asemtcsglling points to
generate demand from western countries. Specific heritage tours can lopettier the
unique Hutsul areas in the Carpathian Mountains, or Tatar villages in the Crisreasuia.
Groups can be brought to visit annual craft exhibits in the Pirogovo Open Air Havitesgaim
near Kyiv or the great Sorochynsky Fair in Poltava where local produde, eatl artwork are
sold. The numerous opportunities for cultural and heritage tourism are perfechfbobsting
the inbound tourism flows and establishing a recognizable image.

Many of today’s tourists not only strive to broaden their horizons by exploringate,
but also seek connection with their inner self by returning to the lands of theircaa¢Bstssell,
2008). The segment of cultural tourists who look for insights in their own culture tiagéimer
knowledge of other cultures is referred to as nostalgic tourists. Nostalggtdare driven by
desire to connect with their ancestral identity through consumption of culturales»qesy.

According to the U.S. Census Bureau, over 100 million people in the U.S. annually
attempt to trace their ancestral roots (Russel, 2008). This segmengisnaiggh to present a
significant market potential for counties that are sources of immigrants. Wasrdéhree main
waves of emigration from Ukraine to the U.S. The first one took place in the 1870s when
Ukrainians were coming to work in the coal mines of Pennsylvania; the second wasrdezbin
with the period between the two World Wars; and the third one was formed by the sefugee
fleeing Ukraine after the World War Il. As a result, more than 370,000 Ukrairetitesian the
U.S. and Canada and their descendants now constitute a considerable proportion of these
countries’ populations. Many of these people might be interested in exploringptitsiand
undertaking nostalgic trips to the land of their ancestors. Russell (2008) also noted Heaise

of nostalgia can be experienced at any age, not only by elderly peoplefolidestidents can
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be a potential market for the niche of nostalgic tourism, as well. Heritageatoditrails, and
master classes of traditional Ukrainian arts and crafts can be sutlgess¥ertised though the
channels of social media to attract students of Ukrainian origin and encdueagetexplore
the land of their forebearers.
Suggestions for Future Destination Management Efforts

The aforementioned suggestions are aimed at promoting Ukraine as a tstveltide
and distributing knowledge about the country. Raising the awareness will helptth& &tasm
Administration attract international visitors. However, it is crucial thate dvaving visited,
travelers retain positive impressions of Ukraine. Such positive impressiofe created once
State Tourism Administration adopts a comprehensive destination managemergpiseg fon
customer satisfaction, and utilize place planning and design tools.
Customer Satisfaction

Ukraine is an emerging destination struggling to move away from its negatige as a
post-communist nation and develop positive perceptions of the country based on features of
hospitality, rich history, and traditions. In order to be able to fulfill this,gbal State Tourism
Administration needs to adopt a comprehensive destination management strateggtlyCur
such a strategy is not developed for Ukraine and no coordinated efforts oftd@stina
management are in place. This is one of the reasons U.S. students have vienpvitigelge of
the country, as demonstrated by the current study.

Destination management is a complicated process that involves multipt¢sasipalace
planning and promotion, improvements of infrastructure, and education of the local population.
There are many methods for destination management suggested in the litdfatzale (2002)

argued that monitoring customer satisfaction is the key to successful destmahagement
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and marketing. Visitors’ perceptions impact the choice of the actual destirthe
consumption of services and products, and the determination to return. Moreover, customer
satisfaction is a great measure of performance and one of the sourcegpefittee advantage.
Monitoring customer satisfaction would be a great first step for the Statsfodministration
in designing a destination management strategy. Customer satisfactieyss distributed to
passengers of outbound international flights in Boryspil International Aigbétyiv, can start
the process of recording customer satisfaction. Foreign tourists cakdukuestions about
their stay in Ukraine and requested to describe or rate their experiemcesysShould contain
scale items that would allow visitors to rate the basic destination chiastacsesuch as quality
of services, infrastructure, and climate. Inclusion of open-ended questiortsalloul
respondents to describe their unique experiences, moments that they rememberddhendata
from these surveys could provide invaluable information for State Tourism Admatidstand
help shape efforts in improving tourism services, and how they are perceivedigy foseors.
Place Planning and Design

The survey respondents strongly associated the image of Ukraine with places and
landscapes. Cold and snowy landscapes, mountains, and cityscapes were oftendneittiene
responses to the open-ended questions. Obviously, the attractiveness of landscplaees
influence the perceptions of potential and actual tourists. That is the reastouvwéim
interests and needs should be an inclusive part of well-though place planning and design.

Dredge (1999) argued that tourism should be integrated into the land use framework.
The process of integration is challenged, however, by the fact that land use piamusinglly
carried out at the local or regional level, while tourism planning is developed omwjiteateor

destination level. The author suggested three broad groups of destination planning ts@s. The
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tools can be successfully adopted and implemented by the State Tourism Adtronisthile
integrating land use and tourism planning.

The first group of tools, process tools, is concerned with the decision theories apd polic
analysis and includes rational comprehensive, blueprint, mixed scanning, and other mbdels
second group of functional tools embraces the theories and models that explaiartienem
and functioning of settlement patterns. Finally, normative tools establish tonsdzetween
human values and settlement forms. Close study and adoption of all three groups ofltools wil
help land planning offices, as well as State Tourism Administration, harmbeizatéraction
between tourism planning and landscaping. This harmonization will ensure thigrgénave

positive images of places and landscapes and eventually, the image ofitiedidest

Generalizability of Results

Generalizability of results was one of the concerns in the current studyesdagcher
attempted to reach a broad geographic representation by surveyingsstodimet universities in
different regions of the United States. However, it is arguable if the obhts@meple of students
was truly representational of the U.S. college student population. The requimgle s&ze for a
population of over 10 million subjects is at least 384 respondents (Universal Acaraditati
Board, 2003). However, only 200 respondents were obtained for the current study. The survey
respondents were drawn mostly from tourism and leisure related prograrapotlmiversities.
Similar studies involving students from other fields of science, such as histgepgraphy,
might be of interest for future research. Being involved in tourism and leisated@rograms,
survey respondents might be more willing to visit such distant destinationgaad) than an

average U.S. student might have been.
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Analyzing the nonresponse bias was not within the scope of this study, but there might
have been significant differences between students who took the time and effort tothaswe
open-ended questions and scale items and those who did not. The nature of the survey link
distribution did impact the response pattern as well: asked to take the sutheyr lcpllege
professors, students might have been more willing to participate. If sediff@ethod of
distribution was chosen, the researcher might have not been able to obtain a respoise rat
almost 44%. The distribution method does not allow the researcher to conclude that the opinions
of students who participated in the survey were representative of the entyreapudation.

Limitations and Future Research

The current study confirmed that the methodology of constructing a three-dimansi
destination image proposed by Echtner and Ritchie (1993) can be successfully aseasfo
range of destinations including emerging destinations such as Ukraine. d&sadimis
conducted on a set of 28 scale items returned a six-factor solution very fntiiar vbtained in
the original study by Echtner and Ritchie (1993). The analysis of open-ended questions
produced sets of keywords that reflected respondents’ images of Ukraineosphére, and
unique attractions.

The study focused on the image of Ukraine as viewed by U.S. college students.
However, U.S. college students are only one potential market for Ukraine’s incamiisyt.
Older U.S. travelers might have more knowledge of the country and therefore posgess mor
positive images of Ukraine, as well as have more financial resourcesdendal travel. The
large physical distance between Ukraine and the U.S. might have a nagaiet on how
Ukraine is perceived by U.S. residents. Therefore, closer countries mightdyddretargeted

promotion efforts, since their residents already possess more accuraeinifigaine.
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Travelers from Poland, Germany, and Italy would likely be very interested talgiogourism,
while students from England and Netherlands would be attracted to opportunities ofdgeowle
and adventure offered by trips to Ukraine.

Further studies should focus on obtaining a larger sample of college students to gain a
deeper understanding of students’ perceptions. Investigating the destimatge of Ukraine as
viewed by adult U.S. travelers and comparing it to students’ perceptions wouldreaiof
interest, as well. A comparative study of destination image of Ukraine asthRusuld be
conducted in order to facilitate differentiated benchmarking and assiStateeTourism

Administration in creative a distinctive image of Ukraine and positive natioaatibr
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APPENDIX A: DESTINATION IMAGE QUESTIONNAIRE

Destination image of Ukraine
Dear Respondent,

We highly appreciate your willingness to participate in our survey. Thewiol) questionnaire
is aimed at determining your knowledge about and attitudes towards Ukraine. eGagnipl
should not take more that 15-20 minutes of your time. Your input is greatly valued ahd will
utilized to generate Ukraine’s destination image model that will help to prohet®tintry as a
tourist destination. Please answer all the questions to the best of your knowlsitigesponses
and demographic information that you submit will be held confidential. You will not bedblac
on any mailing lists or receive any advertisements due to your participatihis survey.

You are under no obligation to answer questions you are not comfortable with. However,
answering all questions will help us better understand your opinion.

Thank you very much for your time and cooperation. All those who complete the surveg wil
entered for a drawing and will have a chance to win a basket of Ukrainian gaokis; siveets,

and a book about Ukraine.

Thank you.



Section |I.
1.

Which of the following indicates your highest completed level of educatior&@sgple

check one)

_____some college

_____college graduate

______post graduate work

_____post high school technical training

Which of the following best indicates your race or ethnic group? (please check one)

______American Indian or Alaskan Native
_____Asian

_____Native Hawaiian or Pacific Islander
_____Black or African American
_____Hispanic or Latino
_____White/Caucasian

____Prefer not to answer

_____ Other (Please specify)

What year were you born?

What is your gender? Male Female
What is your marital status? Single Married Have a
partner Divorced Widow(er)

Have you traveled internationally (outside the 50 states of the U.S.) in pass2 ye

Yes No

Have you ever been to Ukraine? Yes No
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Section II.

Please answer the following questions. Provide 3-5
keywords or first words that come to you mind. You
are welcome to expand on the topic as well.

1. When you think of Ukraine as a travel destination, what images or charaderistic

come to your mind?

2. When you think of Ukraine as a travel destination, how would you describe the

atmosphere or mood that you would expect to experience there?

3. Please list any distinctive or unique tourist attractions, events or perssnilit you

can think of in Ukraine?
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Section IlI.

On a scale 1 to 5, with 5 being “Strongly Agree”, please indicate how mu
you agree with the following statements about Ukraine. If you do not kno
whether certain item is characteristic for Ukraine, please spexify a

“Neutral/Not Sure”.

How much do you agree with (please circle the appropriate number for each item):

Strongly  Agree Neutral/ Disagree Strongly
Agree Not Sure Disag_jree
1. | There s a lot of opportunity to
observe natural beauty in Ukraine 5 4 3 2 1
(e.g. mountains, grasslands).
2. | Ukraine has.comfortable climate that 5 4 3 5 1
favors traveling.
3. | Prices in Ukraine are reasonable. 3 2 1
4. | Local infrastructure and
transportation networks are well- 5 4 3 2 1
developed in Ukraine.
5. | One can see beautiful architecture|in 5 4 3 5 1
Ukraine (e.g. buildings, castles).
6. | There is plenty of historic sites,
museums, and archaeological sitegin 5 4 3 2 1
Ukraine.
7. Ukralnla_n cities are interesting and 5 4 3 5 1
offer varied activities.
8. | There are important religious sites 5 4 3 5 1
and shrines in Ukraine.
9. | Youcan visit numerous battle siteg 5 4 3 5 1
and memorials.
10. | You can visit abandoned sites (e.g 5 4 3 5 1
Chernobyl).
11. | Important sport events are held in 5 4 3 5 1
Ukraine (e.g. Euro-2012).
12. | There are UNESCO World Heritage
o , ) 5 4 3 2 1
List items in Ukraine.
13. Yog can enjoy modern art events and 5 4 3 5 1
exhibitions.
14. Many famous people were born in 5 4 3 5 1
Ukraine.
15. | The country is generally clean. 5 4 3 2 1
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16.

You don’t have to worry about
personal safety in Ukraine.

17.

The country is easily accessible.

18.

People in Ukraine are friendly and
hospitable.

19.

You can observe local culture (e.g
customs and traditions) in Ukraine.

20.

You can sample tasty traditional
cuisine.

21.

You can observe people making
traditional crafts (e.g. pottery,
embroidery, woodcarving) and buy
souvenirs.

22.

The general atmosphere of the
country is restful and relaxing.

23.

Country holds exotic atmosphere.

24,

Ukraine offers opportunity for
adventure.

25.

Ukraine offers opportunity to
increase knowledge.

26.

Ukraine is a family-oriented travel
destination.

27.

Businesses in Ukraine offer high
guality of service.

28.

Ukraine has a good reputation as &

travel destination.

Please check the appropriate response box.
Would you consider visiting Ukraine in next 5 years?

1. Yes

2. No
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