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ABSTRACT 

Tracking studies conducted by the Australian Tourist Commission (ATC) 

over the last decade have revealed that Australia has a high ranking as a 

desired destination among US residents. However prior to the peaked 

effect of the Olympics, this desire had not translated into increasing 

numbers of visitor arrivals from the US. As travel to Australia from the US 

is time consuming and involves extremes of physical distance, it would be 

to Australia's advantage to understand better the dimensions and 

ramifications of long haul travel with regard to destination choice. 

This thesis has two objectives: to assess the extent to which a destination 

being a long haul from its target market affects the choice of this 

destination; and to consider the marketing implications of the above with a 

focus on the selection of Australia, as compared to competitive 

destinations, by the US holiday market. 

Data were collected from two samples: the West Coast of the US and the 

East Coast of Australia. The instrument for the US sample collected 

information on the respondents' choice set structure, attribute importance 

in selecting a long haul destination, perceptions of the long haul 

destinations of Australia and Italy, and sociodemographics. The 



instrument for the Australian sample collected information on the 

respondents' choice set structure, attribute importance for both long haul 

and short haul destination selection, perceptions of the long haul 

destination of the US and the short haul destination of New Zealand, and 

sociodemographics. This data were then used to test nine hypotheses 

designed to give insight into the research objectives. 

The results indicate that tourists place differing degrees of importance on 

attributes of a long haul destination as compared to a short haul 

destination for a vacation. It also demonstrates that tourists' perceptions of 

the distance to destinations are often highly inaccurate and that this 

inaccuracy is related neither to actual distance nor choice set placement. 

The cognitive distance is however directly related to perceptions of cost of 

travelling to the destination. 

A conundrum was also established in that the distance to Australia was 

overestimated and related positively with the choice of the destination. Yet 

at the same time the overestimation led to increasing perceptions of cost, 

travel time and risk, which indirectly had a negative impact on the choice of 

the destination. This far-off allure was not evident for the equidistant 

competitor, Italy, where the cognitive distance was underestimated. 
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It was also found US respondent's place differing importance on the 

attributes they seek in a long haul destination as compared to the 

Australian respondents. Notably, the US market places a significantly 

higher importance on distance, even though their estimation of the 

distance between Australia and the US did not differ from the Australian 

estimate. 

Marketing implications for Australia as a long haul destination were then 

considered with an emphasis on redefining vacation distances in tourists' 

minds without relinquishing the far-off allure. The relationship between 

cognitive distance and perceptions of cost and time in comparison to 

competitors were driving the need for redefining distance. Emphasis was 

placed on delivering information to tourists during their decision process 

when their involvement and information processing was highest. Direction 

was also given for future research that would be useful for travel marketers 

in gaining additional insight into their long haul target markets. 
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1.1 Background to the Research 

Tracking studies conducted by the Australian Tourist Commission (ATC) 

over the last decade have revealed that Australia has a high ranking as a 

desired destination among US residents. However, up until 1999, this 

desire has not translated into increasing numbers of visitor arrivals from 

the US. In the lead up to the Olympic Games in 2000 it is expected that 

the peaked effect of a hallmark event will occur and arrivals will increase 

substantially. Yet outside of this, Australia's marketing programs have 

been demonstrably ineffective in the US market (Faulkner 1997). 

Discussion within the industry on why this is so has largely focussed on 

elements of the marketing chain (specifically the availability of product and 

the quality of information about this product) and action has been taken to 

remedy this problem. As this action has not had the desired effect, it 

appears that other factors are affecting the US market. It is equally 

plausible that US tourists' perceptions of long haul travel, and the influence 

this has upon their destination selection, may have had a bearing on 

responses to marketing programs and the steps taken so far have been 

misdirected. 
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As travel to Australia from the US is time consuming and involves 

extremes of physical distance, it would be to Australia's advantage to 

understand better the dimensions and ramifications of long haul travel with 

regard to destination choice. 
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1.2 Research Objectives and Hypotheses 

The purpose of this thesis is twofold: 

1. To assess the extent to which a destination being a long haul from its 

target market affects the choice of this destination; and 

2. To consider the marketing implications of the above with a focus on the 

selection of Australia, as compared to competitive destinations, by the 

US holiday market. 

The research objectives were operationalised by conducting: 

A comparison of cognitive distance perceptions for long haul 

destinations, 

A comparison of the perceptions' of the long haul destinations of 

Australia and its competitor, Italy, by the US holiday market, 

A comparison between the importance of the perceptual factors in the 

decision for a long haul destination as compared to a short haul 

destination, 

The importance of factors within the consideration set versus evoked 

set for long haul destinations, and 

A comparison between the importance of the perceptual factors in the 

decision for a long haul destination by the US holiday market as 

corilpared to the Australian holiday market. 
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This resulted in the following hypotheses being formulated: 

1. Cognitive Distance will be an underestimate of actual distance for long 

haul destinations. 

2. The cognitive distance estimate from the United States to Australia by 

US tourists will be significantly different from the cognitive distance 

estimate from the United States to Italy. 

3. The relationships within the hypothesized path diagram (Figure 3.9)' 

will be significant for perceptions of Australia by the US holiday market. 

4. The relationships within the hypothesized path diagram (Figure 3.9)' 

will be significant for perceptions of Italy by the US holiday market. 

5. The importance of the perceptual factors when evaluating long haul 

destinations will be significantly different from the importance of those 

same factors when evaluating short haul destinations. 

6. Cognitive distance estimates will be significantly more accurate as 

compared to actual distance for destinations within the evoked set than 

for destinations within the inept set. 

7. Distance will be significantly more important when evaluating long haul 

destinations within the evoked set than when investigating long haul 

destinations within the initial consideration set. 

t Figure 3.9 is a model of relationships among the perceptual factors hypothesizing that 
cognitive distance would influence each of the remaining factors of attractiveness, cost, 
risk, knowledge and time, and that each of these factors would influence the progression 
of the destination within the choice sets. Three other relationships specified were that 
knowledge would influence both risk and attractiveness, and that cost would influence risk. 
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8. The cognitive distance estimate from the United States to Australia by 

US tourists will be significantly different from the cognitive estimate of 

the same distance by Australian tourists. 

9. When evaluating long haul destinations, the importance of the 

perceptual factors as determined by American tourists will be 

significantly different to the importance of those same factors as 

determined by Australian tourists. 
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1.3 Justification for the Research 

While the research objectives, as they are defined above, clearly have 

relevance to the solution of a practical tourism marketing problem, they are 

equally a fundamental research problem that is central to the development 

of the theory and methodology of destination choice research. Within the 

literature on choice sets in the tourism context (Crompton 1992; Um and 

Crompton 1990; Woodside & Lysonski 1989; Woodside & Sherrell 1 977) 

the broad issue of international vacation decision making and the role of 

cognitive distance in destination selection has been under-researched, and 

therefore not well understood. Ankomah, Crompton and Baker (1 996) have 

recently made attempts at conceptualising the role of cognitive distance in 

destination choice, but the study was limited to domestic travel. As such, 

their study did not examine the impact of vast distances on destination 

selection. The implications of distorted perceptual distance in the long 

haul international environment requires attention if Australia is to 

understand the perceptions of American tourists toward actually travelling 

to a long haul destination. 
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1.4 Methodology 

A telephone survey of residents of the US and Australia was carried out to 

ascertain: 

(a) The significance of cognitive distance and other perceptual factors in 

the destination choice decision. 

The survey of the US residents also examined: 

(b) The role of these factors specifically in the choice of Australia as a 

holiday destination vis-a-vis other competitive destinations. 

The use of the telephone as the medium for this survey was chosen in 

preference to mail or face-to-face interviewing largely for its amalgamation 

of both cost effectiveness and time efficiency. Within the US it is 

estimated that around 75% of market research is now conducted by phone 

for these reasons of reduced cost and time (Cannell in Beed & Stimson, 

1 985). 

Preliminary work for this survey was conducted from Australia and 

included interviews with visiting US nationals, instrument pre-testing with 

Australian residents, and a pilot survey using International Direct Dialling to 

the United States. From the preliminary work it was felt that some 

perceptual and cultural differences existed between Australians and North 
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Americans in terms of travelling to long haul destinations. This was a 

concern for the originally planned final pilot test of the instrument within 

Australia, but also posed some interesting questions. As such the study 

was extended to include cross-cultural differences in the perceptions of 

distance and its impacts on destination selection. The survey within 

Australia became a full-scale study of Australian tourists' perceptions with 

a specific focus on a comparison between a short-haul destination, New 

Zealand, and a long-haul destination, the United States. This allowed the 

first research objective to be investigated with additional scope and depth. 

As this research is specifically interested in long-haul international 

destinations, the sampling frame for both countries was limited to those 

who had travelled internationally previously or intended to travel 

internationally within the next two years. This constraint was introduced, as 

it is important that the respondents be actively considering international 

destinations within their choice sets for vacations. 

Within the US, the sampling frame for the survey was limited to the West 

Coast. The ATC (1 997) reported that around one third of all US visitors to 

Australia were from the three West Coast states of California, Oregon and 

Washington, with that generating 95,000 visitors in 1996. In this key target 

market, Australia is geographically on more equal terms with respect to 
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actual travel time with other destinations that are likely to have been visited 

recently. This enabled perceptions of distance and travel time to be more 

easily compared across competitive destinations. 

A representative sample was desirable in this market, but cost precluded 

this occurring. Instead, utilising a telephone listing of regular travellers 

increased the productive use of time. This enabled an increased "hit rate" 

in the screening process. 

The survey involved three sections: 

1. Section 1 involved an analysis of respondents' choice set structures; 

2. Section 2 involved rating the importance of attributes for a long haul 

destination and a comparison of Australia with another international 

destination, Italy, in terms of both destination attractiveness and 

situational constraints; and 

3. Section 3 examined the travel history of respondents. 

These sections were designed to obtain information with regard to the 

perceptions and attitudes towards long haul travel, and the influence that 

this has on destination choices, and yet avoid over-sensitising the 

respondent to Australia as a destination. 
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Within Australia the sampling frame for the survey was limited to the East 

Coast. Most of Australia's population resides on the East Coast thereby 

generating the majority of visitors to the US. By confining the study to this 

geographical area enabled cognitive distance and travel time to be more 

easily compared between the two continents. 

A telephone listing of regular travellers was unavailable within this market, 

and therefore the "Australian White Pages on Disk" was utilised to 

generate a random sample of 5000 names by postcode from the three 

East Coast states of Queensland, New South Wales and Victoria. This 

was seen as a more time consuming method as many respondents within 

the sample would not have, or be intending to, travel internationally, arid 

thus be ineligible for the study. 

Similar to the survey of the US sample, this survey involved three sections: 

1. Section 1 involved an analysis of respondents' choice set structures; 

2. Section 2 involved a comparison of the long haul destination of the US 

with a short haul destination, New Zealand, in terms of destination 

attractiveness, situational constraints and attribute importance. 

3. section 3 examined the travel history of respondents. 
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The work of several authors (Ankomah & Crompton 1992; Ankomah, 

Crompton & Baker 1996; Crompton 1992; Crompton & Ankomah 1993; 

Urn & Crompton 1992; Woodside & Lysonski 1989) provided a starting 

point for the design of this survey. Conceptual and methodological 

foundations for analysing destination choice have been obtained from 

these authors. 
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1.5 Outline of this Thesis 

Figure 1. I Chapter Structure 

This thesis is largely concerned with quantitative research within the 

positivist paradigm. The research objectives presented in Chapter One 

broadly ask what is the relationship between certain factors associated 

with long haul travel and the choice process. Thus the literature review is 

divided into Chapter Two, the factors associated with long haul travel, and 

Chapter Three, the destination choice process. This review of the literature 

is exploratory in that it investigates the relationship between the variables 

that have been previously identified and measured. The hypotheses are 

presented in the close of Chapter Three. Chapter Four discusses the 

methodology to be used to examine the research objectives. Chapter Five 
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analyses the data set and Chapter Six submits conclusions and 

implications from the research. 

1.6 Definitions, Delimitations of Scope and key 
assumptions 

Definitions adopted by researchers are often not uniform, so key terms are 

defined to establish positions taken in this thesis. 

Long haul travel for the purposes of this paper is defined as inter- 

regional travel (World Tourism Organization in Archer 1989) of at least 

six hours in duration (ATC 1993). 

A long haul destination is one that involves long haul travel for the 

target market. 

The nomenclature for the structure of destination choice sets has 

utilised the taxonomy by Crompton (1 992) where the late consideration 

set is also referred to as the evoked set. 

Three terms were found within the literature referring to cognitive 

distance- "cognitive distance", "subjective distance" and "perceived 

distance". It is important to clarify these terms. The elucidation by 

Walmsley and Jenkins (1 992) was adopted for the purposes of this 

thesis. "Perceived distance" should be used to signify estimation of 

distance to a visible object, whereas "cognitive distance" involves 

estimates made in the absence of a visible object. "Subjective 

distance" is synonymous with "cognitive distance". 
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This thesis explored tourists' decision making for vacation destinations. 

The research has been specifically limited to travel for vacation purposes, 

as the decision process would be somewhat different from the decision 

process for work-related travel. It is recognised that the conventions, 

meetings, expositions and incentive (MICE) travel market is lucrative and 

growing, but is beyond the scope of this study. For the majority of tourists it 

is assumed that the decision for a vacation at a long haul destination is a 

high involvement decision rather than routine and commonplace. 

This study is of a cross-sectional design. Crompton and Ankomah (1 993) 

suggested that future research within destination choice sets be 

longitudinal to reflect progression through the process to final choice. As 

this thesis was constructed and conducted from Australia, a longitudinal 

design was largely unsuitable. It is however felt that this would be of value 

as a follow up to this study. 

This Chapter laid the foundations for this thesis. It introduced the research 

problem and hypotheses. The research was justified, the methodology was 

briefly described and the structure, definitions and delimitations of the 

study were given. Following this, Chapters two and three will build the 

theoretical foundation upon which this thesis is based. 
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CHAPTER 2 

THE FACTORS THAT DIFFERENTIATE LONG HAUL 
DESTINATION CHOICE 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

16 



2.1 Introduction 

Since the 1970s worldwide tourism flows have grown substantially. 

Mirroring this growth in tourism numbers is an increasing interest by 

tourism marketers to expand their share of the tourist market. To do so 

has involved obtaining an understanding of tourists and their choice 

behaviour. Consequently, this has led to the development of a body of 

literature discussing tourists' destination decision-making processes. 

The literature evolved from work in the consumer behaviour field 

looking at buyer behaviour. The proposed models of decision making 

from the buyer behaviour literature seemed fitting to the travel and 

tourism areas owing to the complex decision making required in 

choosing a destination. The buyer behaviour models being used were 

specifically designed to reflect a new or modified purchase task in 

which consumers would typically seek information and compare 

alternatives and characteristically the purchase would entail some 

degree of risk. Since the initial devolution of these models to the 

tourism area, the development of the tourist decision making literature 

has expanded, paralleling the trends in the buyer behaviour literature as 

well as developing the relevant areas of research such as destination 

image and tourist motivation. 
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Although there has been a substantial body of research carried out on 

the destination decision making process, the majority of the empirical 

work has been focussed on domestic vacations with only a few 

references to overseas vacations. It appears no studies have looked 

specifically at the decision making process for long haul destinations. It 

is arguable that some of the characteristics of long haul travel are 

substantially different to those of short haul or domestic travel. 

Long haul travel presents the tourist with a 

somewhat different set of issues than does short 

haul travel. The most obvious of these differences 

are the increased cost and increased time of travel 

raising the monetary and psychological barriers to 

travel. (Crouch 1994, p.3) 

Of the few studies referring to long haul travel, only a small number 

actually address the influence that these aspects of the decision 

making situation have on long haul travel (Crouch 1994; Hall 1991 ; 

Mayo & Jarvis 1986). None refer to their effects on the individual 

tourist's decision making process. This apparent lack of empirical 

research into the decision factors influencing long haul destination 

choice is curious for two reasons, the first being the increase in long 

haul travel that has accompanied the growth of mass tourism on a 

global scale. Secondly, distance is a much-talked about problem for 
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destinations in attracting long haul tourists (Burkhart & Medlik 1981 ; 

Hall 1991 ; Mayo & Jarvis 1981 ; Smith 1989). 

Of particular interest to this thesis is the question of why tourists choose 

one particular international destination over another for a pleasure 

vacation and how the factors that differentiate long haul international 

destinations influence that decision. As observed earlier, the literature 

on international long-haul travel is scant. There are economic and 

geographical studies measuring arrivals and departures, and some 

segmentation studies that describe the economic and social 

characteristics of visitors (Australian Tourist Commission [ATC]1992; 

Crouch 1993a; Edwards 1991), but little of this literature has referred to 

the factors underlying the decision for international travel (Yuan & 

McDonald 1990). Indeed, none have specifically examined decision 

making in relation to long-haul travel. The study conducted by Crouch 

(1 994) that investigates demand elasticities for short haul versus long 

haul tourism offers some insight to this area in that it identifies the 

existence of a systematic difference between long haul and short haul 

tourism. However, the focus is on the macro level of economic factors 

of demand rather than the micro level of individual consumer decision 

making which is the focal point in this study. 

it is expected that the process of decision making regarding long haul 

destinations is similar to that of short haul international, and even 
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domestic destination decisions. Each of these decisions includes the 

stages of the resolution to have a vacation, the information search 

regarding possible destinations, the evaluation of alternative 

destinations, a final decision and the commencement of the vacation. 

However the consideration of the destination factors is where the 

difference between domestic and international travel is likely to exist 

when regarding choice between the consumer's set of alternative 

destinations. These destination factors will be even further accentuated 

when considering long haul international destinations. 

The intuitive distinctions between domestic and international travel 

include elements such as the need for passports, the requirements of 

Customs, unfamiliarity with currencies, financial institutions, languages 

and culture, and the general lack of familiarity with products and retail 

establishments. While these factors reduce the convenience of 

travelling, they also have the potential to create an emotional barrier to 

international travel, as the anticipation of coping with these differences 

can be overwhelming for the tourist. Geographers refer to these factors 

as the "friction of distance," as they usually serve to discourage long 

haul travel (Mayo & Jarvis 1986). 

For travel to long haul destinations these emotional factors may be 

intensified, especially when the elements of distance from the origin 
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market and travel time (Hall 1991) increase. Travel costs are also 

typically increased due to the relationship between airfares and the 

distance of the journey (Crouch 1994). Related to the increased travel 

time, the expectation of jet lag is another element that may act as a 

deterrent to long-haul travel by reducing the convenience of travel. It 

has been suggested that the perception of jet lag can exist even when 

the travel may be predominantly north-south (Luce 1971). 

Other factors that have been recorded as having probable influence on 

the demand for a long haul destination include decreased levels of 

knowledge and awareness of the destination due to the distance 

between the destination and the origin market ( Crouch 1994; Mayo & 

Jarvis 1986). This lack of knowledge may also be associated with 

increased perceived risk. Risk factors are linked with concerns that the 

vacation may not satisfy expectations, that it may provide physical risks 

by way of health or safety, or that it may not provide value for money 

(Mayo & Jarvis 1986). The latter risk is especially relevant when the 

tourist is outlaying large amounts for the transportation costs 

associated with long haul travel. 

From'this brief review of the literature, the issues which stand out as 

being factors that differentiate long-haul travel from short-haul travel 

include increased distance from origin market to destination, increased 
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travel time from origin market to destination, reduced knowledge of 

destination, increased monetary costs, and increased levels of 

perceived risk. Generally, these factors act as deterrents to long haul 

travel. Nevertheless, within the literature, a contrasting factor has also 

been reported. Several authors (Baxter 1979; Crouch 1994; Mayo & 

Jarvis 1986) have suggested that distance acts to facilitate long haul 

travel. Despite the factors attributing to the "friction of distance", the 

attractiveness of destinations has been found to increase with distance. 

The name given to this attraction has differed, but the underlying 

concept that long haul destinations are perceived as highly attractive is 

constant. 

Within the geography literature the factor of reduced knowledge has 

been identified as increasing the attractiveness of destinations. Distant 

destinations may be lesser known, which lends enchantment (Baxter 

1979). Thus a more distant destination may be perceived as more 

attractive than a familiar closer destination. This enchantment is 

suggested to moderate the perception of risk associated with distance 

and little knowledge. This concept is similar to that of novelty. 

Novel travel is defined as a "trip characterised by new, unfamiliar 

experiences that differ from prior life experiences" (Faison cited in Bello 

& Etzel 1985, p.20). A tourist's perception of the extent to which novelty 
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will be present at a vacation destination will be a function of the 

perceived novelty of objects (man-made attractions), the environment, 

and other people (residents or tourists) at that destination (Lee & 

Crompton 1992). The antithesis of novelty is familiarity. Yuan and 

McDonald (1 990) found that novelty was consistently the highest 

ranked push factor in a cross-national study of determinants of 

international tourism. Push factors establish the desire for travel 

through the motivation that the travel will satisfy unmet needs within an 

individual (Yuan & McDonald 1990). 

Novelty as a major motivation of international travel supports the 

thoughts of Baxter (1 979, p.312) that "familiarity [may] breed contempt". 

While deterrents such as cost, perceived risk, and lack of knowledge' 

are associated with increased distance, the novelty factor might also be 

expected to increase with increasing distance. 

The economics literature has also posed the idea that attractiveness of 

a destination may increase with distance. Crouch (1 994) maintains that 

economists treat international travel as a luxury and to extend that 

argument is to suggest that the longer the haul, the more "luxurious" the 

tourism. 
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Similarly, Mayo and Jarvis (1986, p.45) asserted that "... the far-off 

destination may have a greater allure to the pleasure traveller than 

destinations that are closer, all other things being equal". As such it 

would appear that whether it is labelled enchantment, novelty, luxury or 

far-off allure, the assertion is that the attractiveness of a destination 

increases with distance for some travellers. 

We are therefore confronted with a conundrum. On the one hand, the 

literature suggests that the attractiveness of a destination increases 

with distance. However, on the other hand, the factors that contribute 

to the "friction of distance", which operate to deter the act of travelling, 

have been suggested as also increasing with this distance. In essence, 

what is clear is that the factor of attractiveness acts in conjunction with 

the five aforementioned factors to differentiate long-haul destinations 

from those destinations closer to the origin market. 

2.1.1 Identification of the Factors that Differentiate Long 
Haul Destination Choice from Short Haul 

The previous section focussed on the factors that have so far been 

discussed within the literature as having a bearing on the selection or 

rejection of a long haul destination as a suitable vacation location. From 

this literature, six factors have been identified as key variables 

differentiating long haul and short haul destinations: 
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1. Distance between the origin market and the destination; 

2. Time taken to travel between the origin market and the destination; 

3. The amount of knowledge the tourist has of the destination; 

4. The level of risk perceived to exist in the decision to travel to that 

destination; 

5. The monetary cost associated with travelling to the destination; 

6. The perceived attractiveness of the destination and novelty. 

These factors are depicted in Figure 2.1. Due to the uncertainty noted 

in the preliminary literature of the effects of the interactions occurring 

between these factors, no positive or negative relationship between 

these factors in their influence upon tourists' destination choice have 

been explicitly argued at this stage. For this reason it is necessary to 

research the possible effects and interactions of each factor upon 

destination choice. 

The study of tourist behaviour relies on a synthesis of theoretical and 

empirical insights from a range of disciplines that deal with aspects of 

human behaviour. Nowhere is this more evident than in the analysis of 

destination choice, where the consumer's decision is based on the 

above range of factors. 

As the foundations of tourist behaviour are a syntheses of many parent 

literatures, it will be beneficial, if not necessary, to widen the scope of 
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the review of the literature pertaining to these factors to include the 

disciplines of Economics, Geography, Marketing and Psychology. 

Figure 2.1 The Identification of Factors that Differentiate Long Haul 
Destination Choice from Short Haul 
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2.2 Distance 

Figure 2.2 Distance as a Factor that Influences Long-Haul Destination 
Choice 

Distance has been regarded as an inhibiting factor in destination choice 

in several areas of the literature. As noted in section 2.1, the 

geographic literature refers to distance as a deterrent to travel and 

propose that its frictional affect is related to monetary, time, 

convenience, physical and emotional costs that tend to increase as 

distance from the origin market increases. Accordingly, when 

geographers use physical distance within their models, it is as an 

indicator or default measure of these other variables. 
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2.2.1 Distance in Forecasting Models 

Physical distance is used by geographers as a variable in gravity 

models used for forecasting tourism demand for specific origin- 

destination combinations. Gravity models examine the effects of 

distance, costs, or other such variables on tourism demand. The model 

was derived using Newton's Law of Gravity from physics, which states 

that: "The attraction between two bodies is an inverse function of the 

square of their distance and is proportional to the ,product of their 

masses" (Calantone, DiBenedetto& Bojanic 1 987, p.32). 

The general form of the tourism gravity model posits that the number.of 

tourist trips from an origin to a particular destination is directly related to 

the population of the origin and the attractiveness of the destination and 

inversely proportional to the distance between origin and destination. 
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Gq A, qy =- where 
D; 

TJ = number of trips from origin i to destination j, 

Pi = population of origin i, 

Ai = attractiveness of destination j, 

DJ = distance between i and j, 

G and b = parameters estimated using least squares techniques. 

Some researchers have characterised the gravity model as naive and 

simplistic (Ewing 1980; Wilson 1970). Yet it has been used extensively 

throughout analytical and forecasting studies in the recreational and 

tourism literature. The gravity model frequently serves well as an 

empirical description of travel between two regions (Smith 1985), and it 

has been shown to have utility as a short-term forecasting model for 

vacation travel (Van Doorn 1984). As Smith (1 985, p.152) submits, "to 

many travel researchers the gravity model is a reasonably coherent, 

flexible, and well-understood tool". It would appear that the gravity 

model is intuitively appealing in its simplicity. 

In their review of tourism demand modelling, Calantone et a/. (1987), 

highlight the important role the gravity model has played as a basis for 

developing newer and more powerful models. In the original model 

adapted from the physical sciences, distance was an independent 

variable that demonstrated an inverse association with tourist flows. 

While the simplicity of this relationship was appealing, some authors 
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began to question the extent to which tourists and recreationalists were 

in fact distance averse. This led to experimentation with the distance 

component to improve the fit of models (Smith 1985). 

Smith (1 985, p.153) reviewed this experimentation with the distance 

component and specifically mentioned the value of additions such as 

the value of travel time, other measures of travel costs, and the costs of 

human effort in travelling between an origin and a destination. As such 

the simplistic representation of distance in the original gravity model 

has been modified by the use of parameters that more reliably reflect 

the way in which distance influences the incidence of travel. Attempts 

have therefore been made to measure distance in terms of travel time, 

monetary costs, inconvenience, and emotional costs. 

in whatever way the distance factor is represented, however, its 

association with the intensity of travel is not a simple inverse linear 

relationship. It is argued that the gravity model overestimates short haul 

demand and underestimates long haul demand. Wolfe (1972) 

contends that there is a non-linearity that implies an initially strong 

relationship between distance and intensity of travel, but that influence 

of distance as a deterrent diminishes once a certain threshold is 

reached. This relationship would appear to be analogous to inertia. 

Wolfe's (1 972) model proposes that distance is not necessarily a 
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deterrent to long haul travel once the tourist has overcome the start-up 

inertia. The disadvantage of this proposition is that while it more 

accurately describes the pattern of tourism flows, it lacks a theoretical 

foundation on which to explain this phenomenon. 

Additionally, both the gravity model and the inertia model incorporate a 

distance variable that is specified by actual distance or travel time. 

Cook and McCleary (1 983) have pointed out that because most tourists 

may rely on cognitive or subjective distance, rather than actual 

distance, then these forecasting models may be inaccurate. 

On the basis of the literature referred to in the above section, the 

following conclusions might be made about the distance factor in 

tourism flows. 

1. Distance has a frictional effect that is reflected in an inverse 

empirical relationship with visitor flows. 

2. In terms of the precise mechanisms that underlie this relationship, 

however, physical distance is simply a surrogate for a range of 

factors (travel time, monetary costs, emotional costs) which are 

more directly related to the experiential dimensions that have a 

bearing on travel decisions. 

3. Regardless of how it is measured, the distance factor does not 

necessarily have a linear relationship with propensity to travel. A 
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phenomenon analogous to inertia means that the distance 

impediment diminishes once a certain threshold is reached. 

2.2.2 Cognitive Distance 

The empirical relationship between physical distance and travel flows is 

further distorted by the fact that, as pointed out by Ankomah and 

Crompton (1 992, p.324), "subjective distance rather than actual 

distance may best depict what goes on in individuals' minds when they 

are making travel decisions". Subjective, or cognitive, distance is a 

mental representation of actual distance moulded by an individual's 

social, cultural and general life experiences. A substantial number of 

researchers have reported findings indicating that cognitive distance 

estimates significantly differ from actual distance measures (Bratfisch 

1969; Brown & Broadway 1981 ; Cadwallader 1981 ; Cook & McCIeary 

1983; Downs & Stea 1977; McNamara 1986). 

Error;within cognitive distance estimates by tourists will result in false 

perceptions being used in their decision making process. Cook and 

McCleary (1 983) have incorporated the problems with inaccurate 

estimation into a simple matrix as presented in Table 2.1. There are 
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nine possible cognitive distance/actual distance outcomes, from which 

negative outcomes for destination A are possible in four of the nine 

cells. While the matrix is a simple and appealing format in which to 

outline the consequences of incorrect estimation of physical distance, 

the assumption that the consumer will always prefer a closer 

destination could be misleading. It also does not take into account that 

while the immediate influence of underestimating the distance to A may 

be positive, overall this can lead to false expectations. 

Overestimation of distance by tourists can lead to a perception of 

inflated costs, extended travel time and increased risk, all of which 

decrease the likelihood of travel. Underestimation of distance by 

tourists will initially increase the attractiveness of the destination, and 

increase the likelihood of travel. However, underestimation can be 

problematic if this leads to unrealistic expectations of a destination. 

When the tourist's experience does not equate with those expectations, 

dissatisfaction may result, potentially leading to negative feedback to 

other tourists who are seeking information about the destination 

(Ankomah & Crompton 1992). 
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Table 2.1: A Two Destination Comparison - Possible Outcomes from 
Destination A 's Perspective 

Source: Cook, R.L. and McCleary, K.W., (1983). "Redefining Vacation 

 
 
 

Distances in Consumer Minds," ~ournal of  ravel Research. Fall, pp.33. 

Determining the cause of consumers' distortion of distance has been 

the subject of a significant body of research. However, most of this 

research has concentrated on the urban environment (Briggs 1973; 

Brown and Broadway 1 981 ; Cadwallader 1981 ; Canter and Tagg 1975; 

Golledge and Spector 1978; Lloyd and Heivly 1987). Ankomah and 

Crompton (1 992) provide a comprehensive list of propositions on the 

transference of findings from these urban studies to the tourism setting. 

Yet, transferring findings from these reported studies must be done with 

caution for two reasons. Firstly, the distance relationships being 
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measured are relatively short when compared to the distances within a 

tourism setting. Secondly, the purpose and frequency of travel within 

the urban setting can be quite different to that of tourism. 

Some of the work by Mayo and Jarvis (1 986) and Mayo, Jarvis and 

Xander (1 988) is relevant to tourism and looks at the aspects of 

distance relations at a broader (national and international) geographical 

scale. In these studies it is suggested that as physical distance 

increases, corresponding subjectively estimated distances increase 

less than proportionately. This finding implies that the further a 

destination is from a consumer's origin, the greater the degree of 

underestimation of physical distance. 

The literature identifies numerous factors that contribute to the 

discrepancy between cognitive and actual distances. These will be 

discussed in three sections: (1) Processing of lnformation about the 

Environment; (2) Source and Method of lnformation Acquisition; and 

(3) Emotional Involvement. 

Processing of lnformation about the Environment 

Two alternative theoretical perspectives of information processing have 

been proposed for explaining the distortion of cognitive distance 

estimates: hierarchical theory and non-hierarchical theory. 
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Hierarchical theory postulates that different regions of the environment 

are stored as different branches within memory's network of knowledge 

(McNamara 1986). Political boundaries, including state and country 

borders (Gould & White 1974), or physical boundaries such as rivers or 

mountains (Canter & Tagg 1975) mostly define regions. Regions are 

stored on more dominant branches within memory that are called 

superordinate units. These branches then have smaller sub-branches 

that store information about the environment within the region, including 

cities and attractions. These sub-branches are called subordinate 

units. 

Accordingly, the underlying rationale of the hierarchical theory is that. 

spatial information is processed (encoded) and stored in memory within 

these strict hierarchies of branches and sub-branches. Hierarchical 

theorists believe that cognitive distance errors arise when trying to 

determine the relationship between two points that were not encoded 

and stored within the same branch (McNamara 1986). 

In cqntrast, non-hierarchical theory claims that spatial relations among 

objects within the environment are stored as a simplified cognitive 

image of that environment (Brown & Broadway 1981). These 

representational images have no hierarchical structure; everything is 
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represented on the same level or branch. The image may ordinarily 

consist of the landmarks on the route and turns to be taken (McNamara 

1986). This process has also been referred to as cognitive or mental 

mapping (Gould & White 1974). 

Non-hierarchical theorists argue that cognitive distance errors occur not 

in the encoding of information (which is a mirror image of the 

environment) but in retrieval of the information. For instance, when an 

individual retrieves information, the more turns and landmarks 

remembered on a route, the longer they perceive the route to be (Byrne 

in McNamara 1986). 

These two information processing theories have traditionally within the 

literature been presented as opposing theories, each with their own 

advocates. 'However, as each theory has elements that are intuitively 

important factors in explaining distortion in distance estimations, it 

would seem advantageous if the two theories were considered jointly. 

McNamara (1 986) called for the two theories to be assimilated, and 

demonstrated the efficacy of doing so through the use of a partial 

hierarchical theory. This view was supported by Ankomah, Crompton 

and Baker (1 995) who believe that testing hierarchical theory 
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independently of non-hierarchical theory leads to an incomplete picture 

of respondents' processing of spatial information. 

Source and Method of Information Acquisition 

One of the implications of the partial and non-hierarchical 

conceptualisations is that the source of the information about the 

environment and the method of learning that information will influence 

the accuracy of retrieval. Individuals learn about their environment over 

a period of time through both indirect and direct methods. 

Indirect methods include education, interaction with others, travel 

brochures, street maps, mass media and advertising within those 

media (Cook & McCleary 1983; Downs & Stea 1977). The information 

from these sources may be distorted from the outset causing cognitive 

distance discrepancies. To illustrate, information processed from 

conversations with other people will depend on the perceptions of that 

other individual which may be biased or incorrect. These sources of 

information also tend to involve fewer sensory experiences and as such 

are not as critical as direct experience is to environmental learning. 
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An individual's understanding of the environment results primarily from 

their spatial interaction or direct experience with the environment 

(Brown & Broadway 1981). Factors such as length of residence in an 

area (Golledge & Spector 1978) and mode of transportation (Downs & 

Stea 1977) are related to an individual's environmental learning. 

Generally, the longer an individual is exposed to distance information, 

the greater the accuracy of cognitive distance estimates. Length of 

residence in an area is typical of this pattern. Empirical evidence has 

been reported confirming the relationship of length of residence to 

cognitive distance accuracy (Ankomah, Crompton & Baker 1995). 

Similarly, Golledge & Spector (1978) found that due to more frequent. 

interaction within that environment, length of residence is inversely 

related to the amount of error in mental maps of individual's urban 

surroundings. 

The type of travel experience affects the degree of environmental 

learning. Active travel experiences, including walking or driving a 

vehicle, require more attention to the environment than do passive 

experiences such as being a passenger in a vehicle or aircraft. As 

such, active travel lends itself more readily to a learning of the 

environment, which in turn increases the accuracy of perceptions of 
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distance (Downs & Stea 1977; Ankomah et a/. 1995). Additionally, 

perceptions about distance arising from a travel experience can be 

distorted due to other factors including stress, boredom, motivation to 

travel, and speed and duration of a trip (Cook & McCleary 1983). 

Emotional Involvement 

Emotional involvement has been found to increase the accuracy of 

cognitive distance estimates. The three factors that have been used to 

define and measure the level of emotional involvement felt by an 

individual for a destination include: the importance of the destination to 

the individual; the level of interest in the destination; and the degree of 

knowledge about the destination (Bratfisch 1969). Basic consumer 

behaviour rationale suggests that high levels of involvement with a 

product will lead to increased processing of information about the 

product (Schiffman & Kanuk 1994). As such it seems logical that 

distance estimates will be more accurate for destinations with which the 

individual has developed an emotional involvement. 

While emotional involvement increases distance estimate accuracy, the 

level of involvement with specific locations seems to fall off rapidly with 

increased distance (Cook & McCleary 1983). This infers that the 
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accuracy of cognitive distance estimates also diminishes with increased 

distance. Gould and White (1 973) share similar findings, in that 

accuracy of cognitive distance was discovered to be a function of 

distance and population. 

With the knowledge that cognitive estimates decrease in accuracy as 

distance increases, a distortion is expected in the judgment of distance 

for long haul destinations. Very little research has considered the 

factors that influence cognitive distance estimates over the large 

distances involved in long haul travel. The general pattern within the 

literature to date is that as actual distance increases, the corresponding 

cognitive distance increases, but less than proportionately (Ankomah, 

Crompton & Baker 1995; Canter & Tagg 1975; Ekman & Bratfisch 

1965; Mayo & Jarvis 1986; Mayo, Jarvis & Xander 1 988). 

When applying hierarchical theory, a long haul destination, when parted 

from the individual by the physical boundary of an ocean or country 

border, is likely to be stored in a different superordinate unit to the 

individual's origin market. As such correct estimation of distance 

between the origin and a long haul destination is unlikely with 

hiera'rchical information processing. Similarly, with partial hierarchical 

and non-hierarchical theories the speed of travel and the inactivity in- 
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flight are likely to cause problems with the encoding and decoding of 

information, leading to a likely distortion of the distance being travelled. 

In the case of a long haul destination, the factor of length of residence 

in the origin market would not seem to be as important as it is in urban 

studies in influencing the accuracy of cognitive distance estimates. 

However, the frequency of travel would increase an individual's spatial 

interaction between the origin and destination and as such, should 

increase the accuracy of estimations, even though the nature of that 

travel is inactive. 

Even so, in many instances the individual may not have travelled to the 

destination previously, and will be relying upon indirect methods of 

gathering distance information. This has been shown to distort 

distance estimates, the exception being when the individual is 

emotionally involved with a destination. Yet this too, has been found to 

decrease with distance. 

On the basis of the literature referred to above, the following 

conclusions might be made about cognitive distance. 
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1. Cognitive distance rather than physical distance is relied on when 

tourists make destination decisions. 

2. When the attractiveness of the destination increases, physical 

distance is underestimated. 

3. When physical distance is overestimated, the probability of the 

destination being visited is reduced. 

4. Research carried out so far suggests that as physical distance 

increases, cognitive distance increases less than proportionately, so 

that the further a destination is from a consumer's origin, the greater 

the degree of underestimation of physical distance. 

5. The accuracy of cognitive distance estimates is likely to be higher 

for frequent long haul travellers than for infrequent travellers. 

6. The individual's emotional involvement with the destination will 

increase the accuracy of cognitive distance estimates. 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

43 



2.3 Travel Time 

Figure 2.3 Travel Time as a Factor that Influences Long Haul 
Destination Choice 
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Travel time is presently an unavoidable part of vacations to long-haul 

destinations. Tourist flows to international destinations have increased 

dramatically since the development of wide-bodied passenger aircraft in 

the 1970s. These aircraft not only reduced travel time but reduced 

travel costs enabling international travel to be accessible to most 

people (Mclntosh & Goeldner 1990). As technology continues to 

develop and faster aircraft and affordable space travel are produced, 

then tourist flows to long haul destinations are likely to increase at an 

even ,more rapid pace than at present (Mclntosh & Goeldner 1990; 

Gronau 1970). Even though most of the growth in the past decade has 

been accredited to increased incomes and leisure time and decreased 

travel costs (Crouch 1993b), it emerges that when all else is equal, a 
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decrease in travel time to destinations will increase the tourist flows to 

that destination (Truong 1981). 

2.3.1 Overview of Travel Time 

Within the leisure and recreation travel literature there has been an 

extensive investigation of travel time. Most of this investigation has 

focussed on the economic value of time in both the recreation site 

choice literature and the travel-mode choice literature. The major focus 

of the travel-mode choice studies was to place a dollar value on time 

spent travelling, or time savings, to develop forecasting models for 

urban planning (Cherlow 1981). Recreation site choice models have 

attempted to improve the demand models for recreation sites by 

including estimates of the opportunity cost of travel time to those sites 

(Ewing 1980). Mostly, these areas of research treat time spent in 

travelling as non-productive, 

In forecasting models, other studies have included travel time as a 

deterrent to travel . Mostly these models represent an extension of the 

gravity model where travel time is substituted for the variable distance 

(Edwards & Dennis 1976). The application of this to long haul 
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international travel is intuitively appealing as travellers may know how 

long it will take them to travel to the destination, but are unlikely to know 

the physical distance between the destination and the origin. As such, 

this may also have implications for the measurement and detection of 

perceptual error related to cognitive distance. The perception of the 

time to be spent travelling and actual travel time could be more 

effective measures of cognitive distance between origin and destination 

than are the measures of physical and subjective distance. 

The use of travel time as a variable in tourist decision making models 

has been sparse. Several authors have mentioned time as an element 

in the decision process (Goodall 1988; Kent 1990; Moutinho 1987), yet 

few have researched its role. In one empirical study, travel time was' 

identified as a situational or pragmatic constraint that interacts with 

destination image to form an attitude toward the destination. The 

authors concluded that increased travel time inhibited selection of the 

destination (Um & Crompton1992). 

These three diverse areas of the literature have each concluded that 

travel time acts as a deterrent to demand for travel. Whilst none of the 

areas looks specifically at long haul travel, it would seem that this 

frictional effect would have even more impact over increased lengths of 

time.. From this brief review of the literature it could be concluded that 
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as travel time increases, the likelihood that a long haul destination will 

be selected for a vacation decreases. 

Yet to counter this, some authors have found that travel time may not 

be perceived by travellers as a deterrent to travel. Watson (1 974, 

p.152) warns against extending the traditional economic model of time 

to other situations. "The traveller is more concerned with comfort and 

convenience, than with mere times and costs." In addition, one 

common conclusion from the literature on the value of travel time 

suggests that when utility can be gained from the time spent travelling, 

then the opportunity cost of the time spent in that activity is lessened 

(Cherlow 1981). Furthermore, there is a section of research within the 

recreation site choice literature that has recognised that in some 

instances time spent travelling, especially sight-seeing, can be 

regarded as productive (Chevas, Stoll & Sellar 1989). 

2.3.2 Economic Perspectives 

Travel Time as a Resource 

As ahiculated in Becker's (1 976) theory of the allocation of time, the 

economists' conceptualisation of time proposes that: 

1. time has utility to individuals (i.e. monetary value); 
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2. time is a limited resource that can be saved and employed 

elsewhere, and as such has an opportunity cost; and 

3. to maximise utility, individuals must minimise the time expenditures 

(costs) of a particular task. 

Economics literature generally treats time as a limited resource. Since 

time allocation is usually pre-committed between work, necessities, 

homework and leisure, the total time available for leisure is often 

limited. For that reason there frequently exists a trade-off between time 

for travel and time for leisure activities (Chevas et a/. 1989). In this 

context, the opportunity cost of travel time will be the value placed on 

alternative uses of leisure time, except where someone lengthens their 

vacation so they can travel to a more distant destination. In this case, 

the opportunity cost is higher because the trade off is between travel 

and productive (work related) output (McConnell & Strand 1981 ; Smith 

Desvouges & McGivney 1983). To a certain degree, travel time can not 

be substituted with alternative uses of time as it is a necessary factor of 

production of a vacation. Yet when an individual is faced with a choice 

between two destinations, then a trade-off may occur. From this 

economic perspective, an individual must divide their total vacation time 

between travel time and destination time, with destination time having 

greater utility. 
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While this trade-off perspective may be useful in economic models, it 

neglects many variables that may seem economically irrational (such as 

choosing to travel further) yet have significance in consumers' usage of 

time. As noted by Watson (1974), comfort and convenience can play an 

important role in the expenditure of time. In addition, such models 

cannot explain why an individual may choose a more expensive and 

more time consuming travel mode, such as a scenic bus tour, to travel 

to a destination. This perspective would also have difficulty in 

explaining travel to a long haul destination when other closer 

substitutes may offer similar experiences or attractions. This may be 

especially so when the characteristics of enchantment, novelty, luxury, 

or far-off allure, as discussed in 2.1, are motivations for travel. 

Another disadvantage of this economic perspective of time allocation is 

the individual variation in the valuation of travel time. Literature reviews 

have shown an inconsistency in the estimates of time values and 

inconsistent relationships between income level and time value (Barff 

McKay & Olshavsky 1982; Cherlow 1981). Clearly non-economic 

variables not accounted for in these models influence the perceptions 

of the value of travel time of both urban commuters and recreation 

tourists. 
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. . . . these values will differ depending not only on the 

person whose travel time is reduced, but also on the 

particular type of travel time reduced and alternative uses 

of this time (Cherlo w 198 1, p. 360). 

Since the 1960s, the urban transportation literature has been 

attempting to estimate the values that consumers place on savings in 

travel time in an effort to quantify the social benefit of upgrading urban 

transportation systems. It has been found that deriving accurate 

estimates of these values is difficult because there is no market in 

which these savings are "purchased" directly. Most studies have 

estimated the values indirectly by observing the behaviour of 

commuters in situations where they can either spend money to reduce 

their travel time, or save money and increase their travel time (Cherlow 

1981). Studies have also attempted to value different modes of 

transport that may not differ greatly in time taken, but differ in effort 

required, comfort, or convenience (Barff et al. 1982; Beesley 1965; 

Cherlow 1981 ; Oort 1 969). As expected, the evidence from these 

studies strongly suggests that there is no single value for travel 

timesaving applicable to all consumers in all situations. 

The underlying notion emerging from the urban transportation studies is 

that the value of a reduction in time depends on the opportunities 
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available in which to otherwise spend this time and the unpleasantness 

of the activity for which the time was reduced (Barff et a/. 1982; 

Cherlow 1981). This notion is also evident in the recreational site choice 

literature, although this literature has also distinguished between time 

as a resource and time as a commodity. 

Travel Time as a Commodity 

As previously outlined, time is often regarded by economists as a 

limited resource, and as such it has an opportunity cost or a scarcity 

value (Cesario 1976). However, the alternative treatment of time 

considers that time is a commodity combined with market products to 

generate utility for consumers (De Serpa 1971). As such, travel time 

can have a positive commodity value if consumers are enjoying the 

experience, or when travel is an unpleasant experience, the time 

involved can have a negative commodity value (Chevas et a/. 1989). 

The recreational site demand literature, which examines the commodity 

value of travel time, is an area of research where the findings have 

differed dramatically from the findings of the urban transportation 

studies. The treatment of travel time for commuters was always 

regarded as having a negative commodity value although it was 
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recognised that the degree of negativity was dependent upon the 

individual and the circumstances of the travel. 

Regardless of the treatment of travel time in urban studies, the 

recreational site demand studies have demonstrated that travel time 

can have a positive value. Driving for pleasure, or sightseeing by car 

consistently ranks among the top two recreation activities in the United 

States (Walsh Sanders & McKean 1990). Yet, similarly to the urban 

studies, these studies have also found that the commodity value of 

travel time depends on the characteristics of the trip considered, and 

the individual. 

These findings support that the commodity value of travel time for long- 

haul tourists will be different again from that of commuters and 

recreational travellers, because many of the trip characteristics may 

differ, especially the distance being travelled and the mode of transport. 

Sightseeing on an international flight may be limited. Yet many airlines 

are offering on-board activities such as personalised video screens and 

gambling, such that long haul travel is becoming increasingly enjoyable 

for some. 

Other recreational investigations have shown that the nature of the 

travel experience can influence the demand for recreation (Chevas et 
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a/, 1989), and that the value of travel time may be a function of the 

distance travelled and other demand determinants such as cost (Walsh 

ef a/. 1990). Studies of the opportunity cost of travel time have shown 

that the scarcity value varies with the location of recreation sites and 

the method of travel. 

These findings may have some relevance to those vacationers who 

take part in long-haul travel to far-off destinations. Even though this 

type of vacation usually precludes a choice of mode of transport, their 

perceived value of travel time may influence their destination choice, 

especially as distance increases. 

The following conclusions can be drawn from the economic literature' 

referring to the value of travel time. 

1. The total time available for a vacation is invariably limited and this 

time must be divided between time spent travelling to the 

destination and time at the site, with on-site time having greater 

utility. The trade-off this implies acts as a deterrent to the selection 

of a long haul destination. 

2. When the time spent travelling involves activities that are 

considered enjoyable, then the travel time will have a positive 

commodity value. This implies that the deterrent affect of travel time 

to a long haul destination is reduced. 
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2.3.3 Psychological Perspectives 

Psychological models of time focus upon the perceptual mechanisms 

by which consumers comprehend time. This perspective represents a 

theoretical departure from the economic models of time in the sense 

that it focuses on individual variations in the perceived duration of 

present and prior events, the perceived velocity of time, and personal 

and environmental factors that influence the perception of duration 

(Hirschman 1987). 

In contrast to the economic valuation of time, the psychological value of 

time relates to the subjective meaning an individual assigns to an 

activity. The two basic elements in the subjective meaning of time are: 

1. the satisfaction intrinsic to participation in the activity; and 

2. the satisfaction arising from association with others while 

participating. 
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Perception of Duration 

Cottle (1976) has reviewed a wide variety of studies on the subjective 

duration of presently occurring events. The conclusion reached is that 

the perception of time duration will differ across individuals and 

activities. 

Each person comes to realize that his duration 

perception varies with the circumstances. Thus, a day 

at work may seem much longer than a day spent at 

some leisure activity. (Feldman & Hornik 1981, p.412) 

Some of the factors influencing the perceived duration are age, 

complexity of the task, length of the task, imagery ability and 

intelligence (Cottle 1976). Watt (1 991) went further in the investigation 

of the complexity of the task, and found support for the concept that 

boredom produces differences, notably a slowing, in the perception of 

time passage, and that individuals differ in their predisposition to 

boredom. 

These findings are derived from experiments for presently occurring 

events. However, as individuals learn from experience, it could be 

anticipated that when an individual perceives a particular activity to be 

less complex or stimulating than other activities, then their future 

allocation of time will be influenced by the resultant meaning assigned 
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to that activity. "For many consumers, time may be the ultimate factor 

in deciding between alternate consumption strategies." (Feldman & 

Hornik 1986, p.415) As such, if a tourist finds travelling by air a dull and 

boring experience, then this perception could influence future time 

allocation through the individual selecting destinations that minimise 

travelling time. Likewise, if the tourist finds time spent travelling to a 

destination a worthwhile allocation of this time, then long haul 

destinations would not be dismissed due to the related travel time. 

Time Allocation 

Feldman and Hornik (1 981) have encompassed subjective perceptions 

of time within a multidisciplinary model of time allocation. Within their. 

model it is the consumer who imparts meaning to an activity. The 

evaluation of, and comparison between activities, is based on whether 

the consumer perceives the activities to be obligatory or discretionary, 

or enjoyable or dull. 

The model suggests that the first step in analysing how a consumer will 

allocate their time is the examination of the consumer's need hierarchy 

as determined by their personal characteristics. That is, the degree to 

which a consumer views a future activity as necessary in satisfying 

his/her needs (Feldman & Hornik 1981). The trade-off between 
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activities may be influenced by the time required for the consumption of 

that activity. This has implications for long haul travel, as differences in 

consumer perceptions of the importance of time allocation between 

travel and on-site activities and the degree to which the on-site activities 

are perceived as necessary in satisfying their needs will impact on 

destination selection. 

These psychological perspectives on travel time reinforce the 

conclusions drawn within section 2.3.2. The notable difference is that 

within the psychology discipline it is the individual who places a value 

on their time, and makes decisions about the trade-offs of that time. 

Whereas the economic discipline assumes that in order to maximise 

utility individuals must minimise the time expended on that particular ' 

task. This suggests that individuals should minimise time spent in 

activities they enjoy (Hirschman 1987). Consequently from a 

psychological perspective, a more valid proposition regarding time 

trade-offs would be that individuals would maximise the duration of 

those activities they find enjoyable, while minimising the duration of 

activities they find dull or boring. The exception is those activities that 

are necessary in the production of other activities, such as travel time to 

a destination. For these, the trade-off decision will be more complex. 
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On the basis of the literature referred to above, the following 

conclusions might be made about the psychological perspectives of 

travel time. 

1. The total time available for a vacation is invariably limited, and the 

act of travelling to a destination cannot be separated from the 

enjoyment of the destination itself. So when choosing between 

alternative destinations, the individual will select the destination that 

they perceive will maximise their enjoyment of their total vacation 

time. 

2. When the time spent travelling involves activities that are disliked, 

then the complexity of the decision will increase as a further trade- 

off between travel time and on-site time will be required. The trade- 

off this implies acts as a deterrent to the choice of a long haul 

destination. 

2.3.4 Biological Perspectives 

Biological time cycles include the succession of the seasons, the 

alternation of day and night and for the individual an inner cycle of 

sleepiness and hunger (Luce 1971). Human time structure focuses on 

the daily rhythms of the individual that are necessary for health and 

comfort. The study of time structure in humans is relatively young when 
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compared to the literature on biological cycles within other animals and 

plants, and as such the knowledge within the field is still developing in 

areas such as biomechanics and biorhythms. 

Of the many rhythms influencing humans, the most familiar is the daily 

rhythm of wake and sleep, ordinarily following the cues of daylight and 

darkness. This is called the circadian cycle (Glass & Mackey 1988). 

Luce (1 971) has reported various findings from experiments and 

experiences that alter the natural circadian cycle. For instance, in 

experiments where individuals were shut away from cues such as day 

and night, or clock time, the circadian cycle was shown to continue to 

exist in much the same rhythm. Yet with the advent of air travel, 

especially east-west, individuals were found to have desynchronised 

circadian cycles. This interruption left individuals suffering with 

insomnia, headaches, a feeling of disorientation and a loss of appetite, 

commonly known as jet lag (Gisolf and van Genderen 1984; Luce 

1971). Studies have shown that symptoms and adjustment to a new 

time zone is an individual matter. When flight scheduling allows a tired 

passenger to arrive at their destination late in the day, and sleep 

throughout the night, then recovery of the circadian cycle occurs more 

quickly. Travellers can also prepare themselves for east-west travel by 

going to bed progressively earlier or later, to minimise the loss of time 
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(Binkley 1997). Drugs are also available that phase-shift adrenal 

hormone rhythms (Luce 1971). 

While biology serves to describe the reasons and symptoms of this 

phenomenon and even offer some solutions, it does not attempt to 

report how consumers deal with the expectation of jet lag in their travel 

plans. The tourism literature has also failed to examine the influence of 

this factor in vacation decision making. This is surprising as it would 

seem that the expectation of jet lag could influence decision making 

through travellers preferring travel schedules that will minimise the 

impact of the time changes by allowing immediate sleep. Other impacts 

that the expectation of jet lag may have could include: 

I. the traveller scheduling rest periods upon arrival at a destination that 

is a long haul flight to the east or west of the origin market; 

2. the traveller ending the vacation early to recover from anticipated jet 

lag before having to return to work; or 

3. the traveller preferring closer destinations, or destinations to the 

north or south of the origin market. 
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2.4 Attractiveness 

Figure 2.4 Attractiveness as a Factor that Influences Long Haul 
Destination Choice 
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All other things being equal, the attractiveness of a 

pleasure travel destination will increase as subjective 

distance increases. In short, a destination is more 

alluring simply because it is a distant one. (Mayo, 

Jawis & Xander 1988, p.27) 

Mayo, Jarvis and Xander (1 988) found evidence that they believe 

suggested that friction of distance might actually work inversely for far- 

off destinations. Yet it needs to be noted that they were measuring 

attractiveness of far-off destinations, not prior visits, or planned future 

visits',to these destinations, and as such did not find whether attraction 

to the destination translated into actual visits. 
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Furthermore, the measures used by the authors to ascertain 

attractiveness did not associate attractiveness with intention to travel. 

Fishbein and Ajzen (1 975) emphasised that attitude measurement 

should be based on the attitude toward the action of travelling to a 

destination, rather than on attitude toward the destination per se. As 

such, it can surmised that as subjective distance increases, all other 

things being equal, tourists' attraction to a destination increases, but not 

necessarily their intention to visit (Mayo & Jarvis 1986; Mayo Jarvis & 

Xander 1988). 

Mayo et a/. (1 988) suggest that there appears to be a general stimulus 

that serves to encourage pleasure travel to far-off destinations, similar 

in effect to Wolfe's (1 972) inertia of movement forecasting model, 

discussed in 2.2.1. However the stimulus discussed by Mayo eta/. 

(1 988) would be conceptually different from Wolfe's (1 972) notion in 

that the former applies simply to the attraction of a destination, whereas 

the latter refers to actual tourist flows of individuals already travelling 

enroute. 

Crompton (1 979) found similar evidence of increasing attraction to a 

destination with increasing distance in an image study of Mexico. The 

measurement of respondents' descriptive image of Mexico suggested 

that the further the respondent resided from Mexico, the more 

favourable their image of Mexico as a vacation destination. This study 
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though was limited to respondents within the United States. So while 

Mexico was an international destination, it was not a long-haul 

destination. 

In addition it was found that over Tooh of the respondents residing in the 

areas closest to Mexico had previously visited the destination, and it 

was postulated by the authors that there may be a relationship between 

prior visitation and destination image. In addition, the strong Mexican 

migration into the southern parts of the United States may be 

compounding the image problem. The respondents residing in the 

areas most distant to Mexico recorded the most favourable images and 

less than 15% of these respondents had visited Mexico. It was not 

investigated whether the postulated relationship between prior visitation 

and destination image was interrelated with, or influencing, the 

relationship found between distance from the destination and 

destination image. It was also noted that the study's objectives were to 

measure image rather than respondents' intention to visit and that the 

findings could not be generalized beyond the student population to the 

general population. 

There have been a variety of reasons put forward to explain the 

attraction of the long haul destination. Mayo, Jarvis and Xander (1 988) 

sugg.ested that status associated with a journey to a distant destination 
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has great influence on the image and attractiveness of these 

destinations. 

Travel is a symbol that helps the individual tell himself 

and the rest of the world who he is. It symbolises 

success, achievement, worldliness. (Mayo, Jarvis & 

Xander 1988, p.28) 

Crouch concurs with these views and further suggests that international 

travel is a luxury, and the longer the haul "the more exotic and luxurious 

the tourism" (1 994, p.3). The fantasy, status and social aspects of long 

haul tourism have also been highlighted; "people may have only the 

vaguest and most nebulous ideas about what their holiday destination 

will be like but they have quite clear - and often accurate ideas - of who 

else will be going there." (Gray & Herbert cited in Crouch 1994, p.3) 

From these findings it would appear that distance is related to an 

increase in attractiveness of a destination. Although the factor at play 

may not be physical distance per se, but cognitive distance and its 

intercourse with lower familiarity and knowledge of the destination, 

creating a preferential image of long haul destinations that fuels the 

desirb for luxury, fantasy and status. Likewise, it has been suggested 

that the long haul destination may be perceived as satisfying the 
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motivations of escape, excitement, or novelty better than closer 

destinations (Mayo & Jarvis 1 981). 

Indeed novelty ranked as the most important push factor in the decision 

for an overseas vacation, followed by escape and prestige in a multi- 

nation study of international travel motivations (Yuan & McDonald 

1990). The results indicated that individuals from Japan, France, West 

Germany and the United Kingdom travel internationally to satisfy the 

same unmet needs. 

This lends support to the beliefs of Mayo and Jarvis (1981) and Mayo et 

a/, (1 988). Novelty as the foremost motivation for international travel 

would tend to have a reversed effect to that of the friction of distance' on 

long haul destinations. From these findings it would appear that 

cognitive distance is related to an increase in attractiveness. This will 

be especially true for novelty seekers. However, it must be noted that 

finding a destination attractive does not necessarily lead to an intention 

to visit the destination. 

From this synthesis of the literature referring to the attractiveness of 

long 'haul destinations, two points can be drawn. 

1. As subjective distance increases, all other things being equal, 

tourists' attraction to a destination increases. 
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2. When novelty is the motivation for travel, then the selection of a long 

haul destination is facilitated. 
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2.5 Knowledge 

Figure 2.5 Knowledge as a Factor that Influences Long Haul 
Destination Choice 

I I 

Objective : Subjective I 

I 

I 

I I 

I I 

I I 

I I 

I I 

I I 

I I 

I I 

As outlined in section 2.4, the motivational force characterised as 

novelty is the foremost pull factor for tourists when selecting their 

international destinations (Yuan & McDonald 1988). The novelty 

construct infers the opposite to familiarity. It includes the dimensions of 

change from routine, escape, thrill, adventure, surprise, and boredom 

alleviation (Lee & Crompton 1992). However, tourists may differ in their 

overall capacity and desire to obtain and consume novel experiences. 

The unknown can be daunting or threatening and undesirable to one 

person, yet exciting and appealing to another. Even when both tourists 

are motivated by the novelty construct, what will be considered novel by 

one may be quite different to the other (Lee & Crompton 1992). Even 
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so, the more knowledge a tourist has of a destination, the lower the 

likelihood that the destination will appeal as offering novel experiences 

(Bello & Etzel 1985). 

It needs to be made clear that some degree of awareness and 

knowledge is necessary for the individual to be conscious of the 

destination as a possible alternative and have enough information to 

seriously consider the destination. Yet the knowledge derived from 

close proximity, past visitation or past residency could constitute 

familiarity with the destination, and thus reduce the perceived novelty of 

that destination. The novelty-seeking tourist needs to have an 

emotional involvement with the destination without a feeling of 

familiarity. Milman and Pizam (1 995) have defined familiarity as 

occurring with previous visitation to a destination. In section 2.2.2 

emotional involvement was discussed with reference to cognitive 

distance. The relevant literature had described involvement with a 

destination as the level of interest and importance of the destination to 

the individual (Bratfisch 1969). As the level of knowledge of a 

destination is a continuum for any one individual from unaware to 

acculturate, it is difficult to determine the threshold at which the amount 

of knowledge reduces the degree of novelty. From the findings of Lee 

and Crompton (1992), though, it would be assumed that this threshold 

would be different for each individual. 
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From the literature discussing the novelty motivation, an interlocking 

relationship between knowledge, attractiveness and distance has been 

introduced (Bello & Etzel 1985; Crompton 1979b; Lee & Crompton 

1992; Yuan & McDonald 1988). The findings suggest that a 

relationship may exist between the knowledge a tourist has of a 

destination and the attraction the tourist feels toward that destination. 

The less familiar the destination, the more attractive it becomes for 

novelty-seeking tourists. The literature also questions whether the 

knowledge a tourist has of a destination is related to the distance the 

tourist resides from that destination. An inverse relationship between 

distance and familiarity has been proposed (Baxter 1979). 

On the one hand, a better knowledge of sites near to 

an origin may cause these to be visited from that 

origin in preference to objectively similar but more 

distant sites. On the other hand, distance may lend 

enchantment (or familiarity breed contempt) and the 

less well-known, more distant site, may be perceived 

as more attractive. (Baxter 1 979, p.312) 

Crombton (1 979) also finds that differing levels of knowledge lead to 

different images. The less familiar the respondent was with Mexico, the 

more favourable their image of the country as a vacation destination. It 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

69 



was not suggested that this finding was able to be generalised to other 

destinations and as discussed in section 2.4, the migration factor may 

have contributed to the results within this study. However, it was 

concluded that the more distant respondents had a more favourable 

image of Mexico and the author suggested that this was due to the 

image being formed solely on secondary sources (Crompton 1979, 

p.21). 

Somewhat different results have been recorded. In studying travel to 

the United States by Mexican families, Michie (1 985) found that 

awareness did not always decrease with distance. Additionally, the 

knowledge the families had of specific destinations was associated with 

actual visits to those destinations. This reflects that past visitation 

increases the level of familiarity with the destination. It must be noted 

that while the study incorporated international travel, it was not long 

haul travel. 

Similarly, Milman and Pizam (1 995) looked at a domestic destination 

and while they did not discuss distance as an intervening variable, they 

did conclude that: I .  familiarity increased with actual visits, and 2. 

thosei tourists who were familiar with a destination had a more positive 

and accurate image of the destination than those tourists who were 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

70 



simply aware of the destination. This supports the relationship between 

image and familiarity found by Michie (1 985). 

In his effort to systematically identify differences between long haul and 

short haul tourism, Crouch (1994) concluded that knowledge is likely to 

be lower in the case of long haul tourism. This was especially noted in 

tourists' awareness of exchange rates and prices at destinations. 

"Tourists tend to know much more about their neighbouring countries 

as tourist destinations than they do about the faraway destinations." 

(Crouch 1994, p.4) This reflects that proximity increases the level of 

knowledge. Whilst the author did not discuss how tourists' levels of 

awareness influenced their attraction to the destination, he did discuss 

the possibility of biased and inaccurate impressions of long haul 

destinations. He stressed the need for these destinations to use 

promotions to significantly improve tourists' knowledge and perceptions 

of the destination. 

From the above literature referring to individuals' knowledge of long 

haul destinations, the following conclusions can be drawn. 

1. As cognitive distance increases, tourists' knowledge of that 

destination decreases. 

2. As knowledge of a destination increases the perceived novelty of a 

destination will decrease. 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

71 



3. When novelty is the motivation for travel, then the selection of a long 

haul destination that the individual has not previously resided in or 

visited will be facilitated. 
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2.6 Monetary Costs 

Figure 2.6 Monetary Costs as a Factor that Influences Long Haul 
Destination Choice 
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The influences of monetary costs on international tourism have long 

been a part of economic demand forecasting models. Studies of the ' 

effect of income, prices and exchange rates on the demand for 

international tourism from three decades were assimilated by Crouch 

(1 992). These studies have been at a macro level, investigating the 

influence of monetary costs on tourism flows and generating demand 

curves for specific destinations. The purpose of this study though is to 

investigate decision making at a more micro level. As such, this large 

body of literature is most useful for assisting in the defining of elements 

of overall monetary costs. 
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For long haul destinations, costs consist of numerous components. The 

cost of the transportation to the destination is vital. The cost of goods 

and services purchased at the destination will also account for a large 

proportion of overall cost. Other factors such as the exchange rate, 

gratuities and taxes can also be important. 

Measuring these costs in absolute terms may not be too difficult after 

the vacation has taken place. However consumers base their decision 

making on existing knowledge and their perceptions of expected costs, 

all of which are considered prior to the vacation. Even once a 

destination has been committed to, only some costs are known 

absolutely. 

When considering perceptions, it is anticipated that cost may be 

represented in relative terms. Crouch (1 992, p.649) raises the question 

"...to what should it be related?" Definitions of price in economic 

forecasting models have included relating destination costs to origin 

market costs, destination costs to other competitive destinations' costs, 

and combinations of these (Crouch 1992). 

Perceptions of prices at any international destination tend to be 

confounded by exchange rate and the "money illusion" (Willets & Kemp 

1994,. p.205) where the nominal cost may appear more or less 
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expensive than the real cost. In addition when considering long haul 

destinations it would be expected that tourist's prior knowledge of prices 

at the destination may be limited. Similarly, Uysal and Crompton (1 984) 

noted that knowledge of exchange rates generally appears to decrease 

with increasing distance from the origin market. As such the accuracy of 

perceptions of cost at long haul destinations may be distorted. 

The same trend may apply for the perception of transportation costs. 

Most often, knowledge of costs decreases as distance increases. 

However, in general, the cost of airfares would be expected to increase 

with distance. This is problematic for the selection of a long haul 

destination, as airfares are an up-front cost of travel. "For many 

prospective tourists, air fare represents the foremost hurdle that must 

be crossed mentally before any tourism decision materializes." (Krause, 

Judd & Joseph in Crouch, 1994, p.3) This would be a particular 

dilemma for destinations when the cognitive distance is overestimated, 

as the perception of airfare cost may also be overestimated, providing a 

barrier to consideration of that destination. 

Even when a tourist perceives that vacationing at the destination could 

be valuable and unique and they find the destination very attractive, 

their lack of familiarity with that destination may make them feel 

somewhat uncertain about the commitment and initial outlay. This 
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perception of monetary risk is likely to be higher for long haul 

destinations where knowledge of the destination and its prices are 

limited. 

Alternatively this perception of monetary risk may be counterbalanced 

when consumers are emotionally involved with the destination through 

more thorough searches for information about the various costs. The 

foremost search would most likely be for the cost of transportation to 

the destination. "...(cost of transportation) is a factor of which tourists 

are acutely aware; it is not something that they discover upon arrival at 

their destination" (Crouch, 1994, p.3). As for further information search 

on destination prices, Crouch (1 994) found that the price elasticity of 

long haul travel is lower than that of short haul travel, whereas tourists 

are significantly more sensitive to the cost of transportation to long 'haul 

destinations than to short-haul destinations. This apparent discord can 

be explained by a continued lack of awareness of destination prices 

even after committing to a long haul destination, either the information 

is not readily available, or is of little consequence to the tourist. This 

again stresses the importance of the perception of the cost of 

transportation in the decision making process. 

The economic forecasting literature in its defining of costs in relational 

terms. does not consider tourists' perceptions of value. Crouch (1 994) 
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suggested that the low price elasticity may have been due to long haul 

destinations being perceived as unique, but did not discuss how this 

could influence tourists' perceptions of value for money. 

Value for money is considered by several authors to be a key variable 

influencing choice (Murphy & Pritchard 1997; Roehl & Fesenmaier 

1992; Stevens 1992; Zeithaml 1 988). To create a comprehensive 

assessment of value, Stevens (1 992) used several variables including 

perceived price, price-quality perceptions, value for money ratings, and 

satisfaction levels. Murphy and Pritchard (1 997) utilised reasonable 

prices, trip satisfaction and perceived value for money. 

Perceived value, like novelty, is a concept that may tend to reverse the 

effects of the friction of distance on long haul destinations. If the 

destination is perceived as delivering a unique or high quality 

experience then costs as a deterrent to travel may be reduced. 

On the basis of the literature referred to above, the following 

conclusions might be made about the perception of cost in tourism. 

1. As tourists are more sensitive to transportation costs than to prices 

at a long haul destination, and as perceptions of transportation costs 
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generally increase with cognitive distance, this will act as a deterrent 

to the selection of a long haul destination. 

2. When tourists perceive they will receive value for money from a 

destination due to its unique attractiveness, then the selection of 

that destination will be facilitated. 
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2.7 Perceived Risk 

Figure 2.7 Perceived Risk as a Factor that Influences Long Haul 
Destination Choice 

Objective Subjective 
I 

I 

I 

I 

Perccivcd 
Risk 

! 
! 
I 

I 

The perception of risk has received some attention within the tourism 

context. Most studies have used the theoretical foundations of 

perceived risk from the economics and psychology areas as the basis 

of their empirical work (Cheron & Ritchie 1982; Roehl & Fesenmaier 

1992; Sonmez & Graefe 1996). Moutinho (1 987) also reviewed the 

consumer behaviour literature and presented the findings within a 

tourism context. 

Perceived risk is a function of the feeling of uncertainty about the 

purchase of a product and the perceived consequences of that 

purchase (Moutinho 1987). The degree of perceived risk will vary with 
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the associated costs or consequences involved in the decision, 

including physical loss, loss of time, loss of money, ego-loss or loss of 

social status. The uncertainty about the product reflects a lack of 

experience with, and knowledge of that product (Moutinho 1987). 

Uncertainty about a destination would seem to be akin to the level of 

knowledge and familiarity with that destination. In section 2.5 it was 

reported that distance and the level of knowledge had an inverse 

relationship in many instances (Baxter 1979). As such it may be 

surmised that individuals will perceive a higher level of uncertainty for 

long haul destinations that they have not previously visited, than for 

more proximate or familiar destinations. 

Roehl and Fesenmaier (1992) assimilated the risk factors identified 

within seminal studies in economics, psychology, consumer behaviour 

and leisure into the tourism context. This process led to the 

identification of seven risk components. 

1. Equipment risk includes the possibility of mechanical, equipment or 

organisational problems. 

2. Financial risk includes the possibility that the vacation will not 

provide value for money. 
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3. Physical risk includes the possibility of physical danger, injury or 

sickness while on vacation. 

4. Psychological risk includes the possibility that a vacation will not 

reflect my personality or self-image. 

5. Satisfaction risk includes the possibility that a vacation will not 

provide personal satisfaction of felt needs. 

6. Social risk includes the possibility that a vacation will affect others' 

opinion of me. 

7. Time risk includes the possibility that a vacation will take too much 

time or be a waste of time. 

These seven components of risk have been extended to include health 

risk, terrorism risk and political instability risk (Sonmez & Graefe 1996). 

8. Health risk (which has been separated from physical risk) 

incorporates the possibility of becoming sick while on vacation. 

9. Terrorism risk incorporates the possibility of being involved in a 

terrorist act. 

10. Political instability risk incorporates the possibility of becoming 

involved in the political turmoil at the destination being visited. 

The c'onsumer behaviour literature examined by Moutinho (1 987) 

identified three types of risk orientation. These include risk neutral 

consumers, risk avoiders, and risk takers. While within tourism risk 
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takers were not apparent, the risk neutral group has been identified and 

is regarded as the largest group. The risk avoiders were split to form 

those who perceive a high degree of overall risk and those who 

perceive a high degree of functional risk which encompasses physical 

and equipment risk' (Roehl & Fesenmaier 1992). Members of the risk 

neutral group displayed behaviour very similar to that expected when 

novelty is the motivation for travel. The finding that the risk neutral 

segment is the largest (Roehl & Fesenmaier 1992) is also similar to the 

finding that novelty is the foremost motivation for international travel 

(Yuan & McDonald 1989). 

The risk neutral individuals were most likely to be visiting a destination 

they had not previously visited, were not likely to be staying with friends 

or relatives and emphasised the travel benefit of experiencing 

adventure and excitement (Roehl & Fesenmaier 1992). It must be 

noted that this group are not actually risk takers, but rather manage 

their risk through collecting information about the destination. 

Furthermore, they may perceive uncertainty regarding their trip, as a 

part of the excitement of travel (Roehl & Fesenmaier 1992). As such, 

long haul travel may appeal to this risk neutral group. 

1 When using the extended risk typology presented by Sonmez and Graefe (1996) 
functional risk could incorporate health, terrorism and political instability risks. 
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The following conclusions may be drawn from the literature referring to 

perceived risk in tourism. 

1. Individuals will perceive a higher level of risk for long haul 

destinations that they have not previously visited, than for more 

proximate or familiar destinations. 

2. When novelty is the motivation for travel, then the selection of a long 

haul destination that the individual has not previously visited will be 

facilitated. 
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2.8 Conclusion 

Travelling to a long haul destination for pleasure presents the tourist 

with somewhat unique elements that are distinct from those for short 

haul travel. The preceding chapter highlighted six factors that at face 

value are elements of all travel, but when attempting to appeal to long 

haul origin markets rather than short haul markets, provide new issues 

and dilemmas for the destinations. These factors are summarized in 

Table 2.2. 

Table 2.2 The Differentiating Factors in Long Haul Destination Choice - - 

Travel Time 

Factor 
Distance 

Cognitive 
Distance 

Attractiveness 

- ~ 

Brief Description 
The physical distance between an origin market 
and a destination. Can be described using I 

distance measures such as miles or kilometers or I 

travel time. 
An individual's perception of the distance between 1 

an origin and a destination. Can be described I 
j 

using distance measures or depicted using spatial 
maps. 
An individual's perception of the nature of, and 
outcomes from the time spent travelling to a 
destination. Incorporates an individual's perception 
of the opportunity cost of the time (how else might I 
spend this time?); the commodity value of the time 
(will I enjoy this time?); and, the biological 
consequences -- (will I suffer jetlag?). - -- -- - - - - -- 
An individual's perception of how attractive that 
destination is. Rather than intent to behave, it is an 

and characteristics. ~ h 6  level of knowledge an I 
j 

individual holds may be placed on a continuum 1 
from unaware, through aware, familiar to 

I 

i 

1 Knowledge 

j- 1 acculturated. 
j 

-- ^ "_ _^ .... _ ..... ? 

affective evaluation of a destination's attrib"tes. 
' 1 

An individual's knowledge of a destination's culture i 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

84. 



costs will include knowledge of airfares, perception i 
of prices at the destination and the perception of i 
exchange rates. The actual monetary cost is not 

Monetary Costs The monetary costs of travelling and vacationing 
the destination. An individual's perception of these i 

In reviewing literature surrounding these factors, a number of 

Perceived Risk 

relationships between the variables were identified. These are 

often known until the travel is completed. 
An individual's perception of the risks involved with : 
travel to a destination including physical, social 
and monetarv risk. 

summarized in Table 2.3. In some cases these relationships appear to 

be contradictory, such as when distance increases the impediments to 

travel but it also increases the attractiveness of the destination. One 

particular moderating factor has been detected that helped to explain 

these apparent contradictions. Novelty as a motivation for travel 

includes dimensions of escape, change from routine, thrill and 

adventure. The less familiar a destination, the more attractive it 

becomes for novelty seekers. Novelty is the foremost motivation of 

international pleasure travel and tends to neutralize the risk associated 

with the unfamiliar long haul destination. 

Table 2.3 The Relationships amongst the Differentiating Factors 
Factors i Direction of Relationship 1 I 

1 within the Literature i 
j 3 

i 
I 

Distance I 1 As physical distance increases, 
/ the impediments to travel 
1 increase. 

Distance ) Cognitive I As physical distance increases, 
/ Distance I cognitive distance increases, 

1 but less than proportionately. 
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/ Cognitive j Attractiveness I As cognitive distance 
; increases, the attractiveness 
I 
! increases. 

; Perceived Travel 1 As cognitive distance 
; Time ! increases, perceived travel time 

/ increases. 
Cognitive j Knowledge j As cognitive distance 
Distance : increases, the level of 

I j knowledge decreases. ... ....... 

Cognitive ) Monetary Costs As cognitive distance 
Distance 

Knowledge 1 Perceived Risk 

Knowledge j Attractiveness 

Monetary Costs I Perceived Risk 

increases, the perceived costs 
increase. . 

As knowledge increases, the i 
perceived risk decreases. 

I 
j 

When novelty is the motivation, 1 
as the level of knowledge 

I 3 

increases, the attractiveness 
will decrease. I 

As the perceived monetary 
costs increase, the perceived j 
risk increases. 

I Monetary Costs 
/ Perceived Costs 

i 

Knowledge j Distance 
I Cognitive 
I Distance 

As knowledge increases the 
difference between perceived 
monetary costs and actual . 

monetary costs will decrease. 
As knowledge increases the 
difference between physical 
distance and cognitive distance 
will decrease. 

In addition to investigating the relationships amongst the factors, the 

impact of these relationships upon the consideration and possible 

selection of a long haul destination were considered. These are 

summarised in Table 2.4. 

Even though these relationships were discussed in terms of facilitating 

or inhibiting selection of long haul destinations, the process involved in 

making destination decisions is highly complex. Chapter 3 will discuss 

Chapter 2 
FACTORS THAT DIFFERENTIATE LONG-HAUL DESTINATION CHOICE 

86 



this process in more detail. Further insight into how and when these 

factors and relationships might influence the decision process will result 

in a more comprehensive view of the relationships listed in Table 2.4. 

Table 2.4 Positive and Negative Influences on the Consideration and 
Selection of Long Haul Destinations for Pleasure Travel 

Factors 

i 

I Physical Distance 

Cognitive Distance 

Travel Time 

Positive Influence 
for Long Haul 
Destinations 

When physical 
distance is 
underestimated 

When perception of 
travel time is neutral or 
positive and all else is 
equal then the trade- 
off is less complex. 

When travel is 
predominantly North- 
South, distance should 
not cause jetlag 

Negative Influence 
for Long Haul 
Destinations 

Forecasting models 
show distance as 
having an inverse 
relationship with visitor 
numbers - 

When physical 
distance is 
overestimated --" 4 

Time at a destination ! 
has greater utility than , 

time spent travelling 

When perception of 
travel time is negative 
then an individual 
trade-off occurs 
between destinations 
in an attempt to 
maximize the 
enjoyment of limited 
time 

Tourists may reduce 
their destination 
activities or overall 
time at the destination 
to recover from ----- jetlag. -- -- 
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Attractiveness As cognitive distance 
increases, attraction to 
the destination 
increases 

Knowledge 

Monetary Costs 

Perceived Risk 

When novelty is the 
travel motivation, then 
more distant 
destinations appear 
more attractive 

When novelty is the 
travel motivation , and 
the individual has not 
resided or visited the 
destination previously 

When a destination is 
perceived as uniquely 
attractive, then the 
perception of value for 
money increases. 

When novelty is the 
motivation for travel, 
perceptions of risk are 
seen as more neutral 

As cognitive distance 
increases, awareness 
decreases 

Perception of 
transportation costs 
increase with distance 

Perceptions of risk will 
be higher if the 
individual has not 
resided or visited the 
destination previously 
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3.1 Major Influences on Travel Behaviour 

The study of travel behaviour as a component of the broader consumer 

behaviour field has some unique aspects. As with many services, the 

tourist will invest in a vacation with no expectation of material and 

economic returns on the purchase. The outcome is very much based on 

an intangible satisfaction. In addition to this, the tourist will often plan and 

prepare the vacation, particularly to an international destination, over a 

considerable period of time (Zalatan 1996). Accordingly, travel behaviour is 

usually classed as an extensive decision making task where the 

involvement of the individual in the decision will be high (Clements & 

Josiam 1995). This lends itself to the adaptation and application of the 

cognitive decision making models from within the parent discipline of 

consumer behaviour. 

3.1.1 Review of Buyer Behaviour Literature 

The most pervasive assumption in consumer behaviour research is that 

purchases are preceded by a decision process. Virtually every text on 

consumer behaviour includes a simplified model of consumer decision 

processes, most of which have their origins with the major works from the 

1960s. 
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Three major models in particular have been adopted and adapted within 

the study and teachings of consumer behaviour. The Nicosia model 

(1 966), the Engel, Kollat and Blackwell model (1 968), and the Howard and 

Sheth model (1 969) broke new ground in the late 1960s by combining 

theories from disciplines such as behavioural science, with the findings 

from empirical market research studies. This eclectic approach attempted 

to integrate the major influences on consumer behaviour within a single 

framework that offered insight into the decision processes within the 'black- 

box'. This emphasis on decision processes became the hallmark of this 

new approach to buyer behaviour. 

Nicosia (1 966), Engel et al. (1 968) and Howard and Sheth (1 969) all 

represent the consumer as a rational problem solver seeking to fulfill goals 

through their purchasing behaviour. The models portray an ongoing series 

of processes that are influenced by the interaction of present goals and 

motives with previous experience and stored information. Another 

common feature is the extensive flow-chart designs that highlight that 

making purchases is indeed a process. 

Nicosia (1 966) proposes the notion of funnelling, where the consumer's 

predispositions move from general, broad intentions through the search 

and evaluation of alternative products, culminating in the selection of a 

particular product. The author also emphasises the concept of feedback 

that is moreover shared by the other authors. The major criticism of this 

work by Nicosia (1 966) is the over-rational search and evaluation process, 
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which although applicable to infrequently purchased high-risk products, 

has limited relevance for frequently purchased, low-risk products such as 

consumer durables. Even though the Engel et al. (1968) model places 

further emphasis on the formulation of values and attitudes, this same 

problem is apparent. Howard and Sheth deal with this problem through 

the distinction drawn between extensive, limited and routine problem 

solving. Within tourism though, this rational search and evaluation process 

would be applicable, as the choice of an international destination is most 

often presented as a high-risk, infrequently purchased product and the 

decision as extensive problem solving. 

Within the Engel et al. (1 968) model a distinction is made between passive 

and active evaluation of information. The model suggests that a central 

control unit stores a general predisposition associated with an object that 

has been formed due to the interaction of past experiences and 

personality variables. The formulation of these values and attitudes is an 

ongoing process but the information filtering is passively collected. On 

specific occasions, the central control unit becomes aroused and 

information will be actively collected and evaluated. Arousal occurs when 

deprivation is felt, which may be triggered by an internal need or by 

external stimuli. An observation highlighted by Engel et a/. is that even 

though aroused, and actively seeking information, an individual will not 

attend to all stimuli to which they are exposed. The individual will filter out 

information that is not relevant to the current motives or consistent with the 
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existing stored information. Additionally, even when information is attended 

to and comprehended, it may still be structured and distorted to make it 

consistent with existing predispositions. This observation is synonymous 

with the explanations investigated within the theory on distortion in the 

cognitive distance theory discussed in 2.2.2. Perceptions of reality are 

coloured by predispositions and past experience. 

Although the literature reviewed by Engel et a/. (1 968) was more thorough 

than Nicosia's (1966), their model is less detailed. Indeed, the most 

detailed of the three models discussed here, was that of Howard and 

Sheth (1 969), whose specification of variables and their interrelationships 

was somewhat more comprehensive. As with the previous models, 

Howard and Sheth delineated the core of the decision process as an 

action of matching the individual's motives with perceived product 

attributes. The authors went further though to illustrate the development by 

the individual of choice criteria in the evaluation of products. The choice 

criteria were seen as having two elements: the extent to which the product 

is believed by the individual to possess an attribute, and the importance of 

this particular attribute to the individual. This conceptualization then formed 

the ba'sis of much of the work in attitudes (Ajzen & Fishbein 1980). 
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Taking this conceptualization one step further, Howard and Sheth (1 969) 

proposed the notion of a product class concept. The authors indicated that 

often the alternative products being considered within a decision were not 

necessarily ones that would be traditionally regarded by manufacturers as 

competitors. From a consumer's perspective a product class is the set of 

products that are broadly substitutable for a given set of motives and the 

importance of an attribute will vary depending on the motives for a 

decision. As such attributes being sought in a product such as an 

international vacation may vary from one holiday to the next depending 

upon the motives at that instance. Indeed Howard and Sheth (1 969) also 

suggested that the individual may not necessarily choose, on any given 

occasion, from all of the alternatives that fall within their product class, 'but 

rather from a smaller subset held within memory. This occurrence was 

referred to as the evoked set of products and is discussed further in 

section 3.2. 

Building on the seminal work of this group of authors is a plethora of 

simplified decision making models. One such model has been adapted in 

Figure 3.1 so that it can be applied to tourist decisions. As with all 

elemerits of consumer behaviour, travel decisions are very much affected 

by forces both internal and external to the individual. Figure 3.1 lists the 

major influences on the travel decision-maker. Yet the model is deceptive 
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in its simplicity as the internal and external forces do not act individually 

and independently to influence behaviour as depicted. There is a complex 

interaction of many elements, present at different stages of the decision 

process. This interaction will influence travel behaviour decisions. 

Figure 3.1: Major influences on Travel Behaviour 

Desfinafion's marketing efforts 
I. Product 
2. Promotion 
3. Price 
4. Place 

Social and cultural environment 
1. Family 
2 Reference Group sources 
3. Social class 
4. Subculture and culture 

External Influences .................................................................................................................................. 

Source: Adapted from Consumer Behaviour (p.531) by L. Schiffman, D. 
Bednall, J. Watson and S. Kanuk, (1997), Sydney: Prentice Hall. 
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3.1.2 Categorising tourist behaviour research 

Most authors exploring tourist behaviour and decision making have 

launched their studies from models and concepts within the parent 

discipline of consumer behaviour. These models are often proposed and 

tested utilising consumer goods and as such require adaptation to the 

tourism context. In attempting to classify and organise these studies, the 

simple model in Figure 3.1 served as a crude tool. The three main 

sections - inputs, process and outputs, will be utilised to group similar 

studies, with a fourth section detailing those studies that look at the 

decision process in its entirety. Naturally, most studies have discussed 

destination choice or preference, usually in respect of another choice 

related variable. Additionally, most studies have included some mention or 

discussion of the psychological field. However to simplify the process, the 

core or focal factor being investigated will be used to group the studies, 

and while Figure 3.2 includes a number of seminal studies it is only meant 

as a guide and does not represent a comprehensive listing of all tourist 

behaviour studies. 
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Figure 3.2 Seminal Studies within the Decision Process 

INPUT: 

External influences .................................................................................................................................. 

Destination's marketing efforts 
(Reich 1997, Faulkner 1997, 
Perdue 1996, Hill & Shaw 1995, 
Palmer & Bejou 1995, Brathwaite 
1992 Calantone & Mazanec 1991) 

.............................................................. 

(Bqanic 1992, Richardson & 
Crompton 1988, Cohen 1984, 
Crompton 1981, Ritctiie & 
Filiatraultl980, Jenkins 1978) 

.y """ .. ....................................................... 
Tourist Decision Making internal influences ............................................................... , .............................................................. .T.. 

1990, Yuan & McDonaldl990, 
Gartner 1989, Dann 1981, 

.......................... ........................ 

...... Postdecision 

Inputs 
The most widely studied socio-cultural factor researched within the tourism 

context is that of family decision making. Several studies since Jenkins 

(1 978) have investigated the impact of family roles in decisions (Mitchie 

1986; Ritchie & Filiatrault 1980) and the family life cycle on preferred 

destinations (Cosenza & Davis 1981 ; Fodness 1992; Lawson 1991). The 

impacts of reference groups appear less researched. Crompton (1 981) 

found four kinds of social group influence: accompaniment; visitation; 

normafive influence on destination choice; and the predisposition to have 

vacations. Culture and social class are similarly scarce as topics of direct 

investigation. Culture is indirectly researched by most National Tourism 
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Organisations through origin market preferences, though research into the 

impact of cultural antecedents of tourism decision making are less 

common (Richardson & Crompton 1988). 

The destination's marketing efforts has received attention. On a broad 

scale this has been included within texts (Goodall & Ashworth 1988; 

Middleton 1988; Witt & Moutinho 1989). It is also addressed within the 

discussion of implications of the results within many studies. However, as 

an issue that is addressed as the crux of a study, the destination's 

marketing efforts receive less avid attention. The investigation of image as 

a result of marketing is a topic that is considered often, but the nature of 

image is that it is an internal process involving the tourist's perceptions,of 

the destination, not the marketing efforts per se. Nevertheless, a recent 

resurgence of studies (Bonn & Brand 1995; Braithwaite 1992; Calantone & 

Mazanec 1991 ; Hill & Shaw 1995; Perdue 1996; Reich 1997) has 

generally called for the reinforcement of the marketing basics including 

product development, target marketing and positioning. Additionally, 

Faulkner (1 997) has provided insights into the evaluation of marketing 

programs of National Tourism Bodies. 
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Process 

Psychological Field 

The bulk of the tourist behaviour literature is concerned with factors from 

the psychological field. The studies listed within Figure 3.2 are only a 

fraction of research conducted on the influence of factors such as 

motivation, perception, image and attitude on destination preference. 

While motivation is only one of the many variables that contribute to 

explaining tourist's behaviour, it is considered a critical variable, as it is the 

driving force behind all behaviour. Yet research into travel motivations is 

disjointed due to the lack of a universally agreed upon conceptualization of 

the tourist motivation construct. This is exacerbated by a dearth of 

empirical studies with which to give further insight into the construct. 

Most discussions of tourist motivation have tended to distinguish between 

push factors and pull factors (Bello & Etzel 1985; Crompton 1979; Dan 

1977; Yuan & McDonald 1990). Push factors are socio-psychological 

motives that inspire an individual to travel. Crompton (1 979) identified the 

need for escape, exploration, relaxation, prestige, regression, 

enhancement of kinship relations, and facilitation of social interaction. 

Dann (I 977) identified anomie and ego enhancement. 
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Alternatively, pull factors are those motives that attract an individual to a 

particular destination. Activities being sought by tourists were proposed as 

a critical link between motivation and destination choice (Moscardo, 

Morrison, Pearce, Lang & O'Leary 1995). This perspective is closely 

aligned with pull factors where tourists' desire for particular activities and 

new experiences is a fundamental motivator in the destination selection 

process (Bello & Etzel 1985). Crompton (1979) noted that the motives of 

novelty and education were at least partially aroused by the particular 

activities and experiences that a destination offered. Moreover, Crompton 

found that novelty is such a basic motivator of travel for many tourists that 

familiar destinations are only sought when the specific push factors such 

as kinship or social interactions motivate choice. 

Indeed novelty was found to be the most important push factor in the 

decision for an overseas vacation (Yuan & McDonald 1990). However, 

there are anomalies. Yuan and McDonald utilize the work of Crompton 

(1979) to refine their factors, yet their treatment of novelty is as a push 

factor, whereas Crompton classifies it as a cultural, or pull, factor related to 

destination-specific activities and experiences. The distinction is that push 

factors are the driving forces that induce recognition of the need for a 

vacation, whereas pull factors are aroused by the destination itself and are 
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often temporally subsequent to that of push factors (Dann 1977). Despite 

these differences, both studies stress the importance of novelty as a key 

motivating factor for pleasure vacations. 

Novelty as a pull factor has been operationalised as having four 

dimensions: thrill, change from routine, boredom-alleviation, and surprise 

(Lee & Crompton 1992). It is also a construct inseparable from consumers' 

perceptions, as it is defined as the degree of contrast between present 

perception and past experience. "Thus in assessing whether a stimulus is 

novel, individuals compare it with other stimuli present at that time and with 

stimuli they have encountered in the past" (Lee & Crompton 1992, p.733). 

Consequently, what one traveller finds novel another may find 

commonplace. In addition individuals' desire for novelty will vary. It has 

been noted that some travellers are novelty evaders and are characterized 

as experiencing anxiety and high levels of perceived risk when 

contemplating novel trips (Bello & Etzel 1985). 

An interesting finding within the study by Lee and Crompton (1992) is that 

novelty seeking in tourism is not necessarily related to novelty seeking in 

all facets of consumption. Tourism is unique in that most consumers are 

seeking a different brand (destination) each time they purchase (Crompton 

1979),, and this sets it apart from other consumption decisions. Seeking 
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novelty in tourism is perhaps more natural amongst the wider population 

than seeking novelty in consumer good consumption. However it needs to 

be stressed that the degree of novelty desired and the perception of 

novelty will vary between individuals. Crompton (1 979) also notes that, 

while motives can be discussed and measured as separate entities, in the 

decision for pleasure travel motivation is most likely to be multidimensional 

and interactive with perceptions and destination images. 

Early studies investigating the role of perceptions in destination choice 

have suggested that the more favourable the perceptions of destination 

attributes, the greater the likelihood of choice (Goodrich 1978). Other 

authors considered situational factors and pragmatic constraints as 

mediating factors in this relationship (Crompton 1977; Belk 1975). In 

attempting to better understand and explain destination choice, research 

on constraints has grown and includes studies on subjective distance 

(Ankomah & Crompton 1992; Walmsley & Jenkins 1992), perceived risk 

(Roehl & Fesenmaier 1992), and perceived value (Stephens 1992). These 

studies are unanimous in their contention that perceptions, as the 

subjective reality of individuals, are the key to understanding destination 

choice; 
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Destination attribute perceptions form the basis for destination image. 

Fakeye and Crompton (1991) suggest that image is the totality of 

perceptions of the destination formed over time. Their research couples 

image development with the information search process, culminating in a 

complex image that incorporates experiences from the destination. Within 

the literature though, there exists fragmentation on the methodology used 

to measure image. Research includes various attribute-based scales 

differing in content and process (Crompton 1979; Phelps 1986; Gartner & 

Hunt 1987; Gartner 1989) and scant qualitative imagery studies (Dann 

1996; Echtner & Ritchie 1993). Echtner and Ritchie (1 993) have called for 

further rigor in image measurement and argue that studies need to 

incorporate both attribute based and holistic research techniques. 

Monitoring destination image is important, especially since the tourist often 

has limited personal experience with the destination and acts upon their 

image regardless of whether it is a legitimate representation of the 

destination (Crompton 1979). Essentially, an image is derived from 

attitudes towards the destination's perceived tourism attributes (Um & 

Crompton 1990). As such image and attitude dimensions of a destination 

are conceivably critical, interrelated elements within the choice process. 
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Um and Crompton (1 990) conceptualized and empirically tested the role of 

attitudes in actual destination choice using a longitudinal study. The 

attributes within the measurement scale were constructed to 

accommodate situational constraints as well as satisfying social and 

individual motives for pleasure travel. The respondents' attitudes toward 

the destinations under consideration were collected longitudinally utilising 

the concepts of choice sets. These are discussed further in section 3.2. 

This choice set approach eliminated the necessity of introducing the 

concept of behavioural intention. 

Results reported that, in the early stages of making a decision, attitude is 

related to preference for a vacation, rather than the act of purchasing a' 

vacation. The authors (1992, p.24) conclude that "models of tourism 

behaviour should reflect that the risk-reduction in hibitor factors are likely to 

be deterministic, rather than the attributes of the amenities or attractions of 

a destination". Further discussion of this methodology and results are 

made in section 3.2. 

Output 
As with marketing implications, many authors investigate particular 

elemerits of the tourist's decision-making behaviour with respect to an 

outcome: preference for, or choice of a destination. From that perspective 

most studies would include decision and purchase as important elements. 
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However very few studies have investigated the following step of post- 

purchase evaluation and the integration of experience within the memory 

schema. Zalatan (1 994) and Lounsbury and Hoopes (1 985) have both 

investigated decision factors in relation to satisfaction rather than the 

decision per se. 

Entire Models 

In section 3.1.1 the seminal models of buyer behaviour were discussed. 

These have been subsequently utilised and transformed by authors within 

the tourism sphere to models of destination choice (Goodall 1988; 

Moutinho 1984; Moutinho 1987; Van Raaij & Franken 1984; Woodside & 

Lysonski 1989). These models can be found to share several common 

traits: 

1. they all exhibit tourist behaviour as a decision process 

2. they tend to focus on the individual tourist or family unit 

3. they treat the decision for a vacation as a highly involved cognitive 

exercise where information search and evaluation is an integral 

element of the process 
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Of these models, Woodside and Lysonski (1 989) have expanded on the 

funnelling concept of choice. The authors included within their model a 

breakdown of destinations the decision-maker was aware of into four sets: 

the consideration set, inert set, inept set, and unavailablelaware set. It was 

suggested that destination preferences would be formed from the 

consideration set. This inclusion of a mental categorization process 

hastened the adoption of the notion of choice sets within tourism. 
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3.2 Development of Choice Sets in Tourism Literature 

Throughout the tourism literature there are numerous models of the 

tourist's vacation destination choice process. Much of this work has grown 

from the widely accepted models used within the consumer behaviour 

literature, including the Nicosia model (1966), the Engel, Kollat and 

Blackwell model (1 968), and the Howard and Sheth model (1 969). These 

authors integrated the major influences on consumer behaviour into 

frameworks representing the structure of consumers' decision processes. 

A common feature of these frameworks was the conceptualisation of the 

decision process as a narrowing down of alternatives from all of those 

brands the consumer is aware of, to a single final choice. This funnelling 

process was originally modelled by Narayana and Markin (1 975). These 

authors suggested the existence of a categorisation process that led to 

choice sets in consumer decision making. 

Narayana and Markin (1 975) conceptualised three choice sets within the 

awareness set: the evoked set, the inept set, and the inert set. The evoked 

set consists of the few brands the consumer is considering for purchase. 

These brands have been evaluated positively by the consumer, and thus 

remain potential choices for purchase. The inert set consists of those 

brands for which the consumer has a neutral evaluation. The consumer is 

aware of these brands but is not actively considering them for purchase 

due to,a lack of information or the lack of a perceived advantage over the 
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brands being considered in the evoked set. The inept set consists of 

those brands the consumer is aware of, but is not considering for 

purchase, either due to an unpleasant experience or negative information. 

The brand the consumer intends to purchase and the final choice are 

derived from the evoked set of brands. 

The concept of choice sets has since been applied in research on tourist 

destination choice (Crompton 1992; Crompton & Ankomah 1993; Kent 

1990; Thompson & Cooper 1979; Um & Crompton, 1990, 1992; Woodside 

& Car 1 988; Woodside & Lysonski 1989; Woodside & Ronkainen 1993; 

Woodside & Sherrell 1977). The literature within this area can be 

categorized into three contributions: 1. Size and structure of generic sets, 

2. Specifying the funnelling process and nomenclature, and 3. Modeling 

choice sets within destination choice. In addition, application of this core 

literature with other perceptual concepts, such as cognitive distance, is 

evolving. 

Size and structure of generic sets 

Woodside and Sherrel (1 977) investigated mental categorization and 

choice sets within the broader consumer behaviour literature and applied 

these to the tourism setting making adaptations to increase applicability. 

The sets depicted include the destination awareness set, consideration set 
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(evoked set), inert set, inept set and unavailable/aware set. The authors 

included a distinction between those destinations that are available; that is, 

the respondent has the ability to visit within some time period, and those 

that are unavailable. Figure 3.3 demonstrates the relationships between 

sets. 

Figure 3.3 Travel Destination Sets in Leisure Beha viour 

, Awareness Set Available Set 

Unavailable and Unaware 

Source: Adapted from Woodside, A. and Sherrell, D. (1977). Traveler Evoked, 
Inept, and Inert Sets of Vacation Destinations. Journal of Travel Research, 16, 
p. 15. 

These authors also investigated size of these categorization sets and 

found that the evoked set of destinations tends to be somewhat smaller 

than evoked sets reported within branded consumer goods. This finding 

follows on from the social judgement theory that when greater the 

involvement the less the number of alternates considered (Woodside & 

Sherrell 1977). The average size of sets were found to be 3.381t1.75 for 

evoked, 1.392.58 for inept , and 0.91t.56 for inert. Other studies have 
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verified that the average sizes of each of the choice sets are small 

approximating 5+2 (Kent 1990; Thompson & Cooper 1979; Woodside & 

Lysonski 1989; Woodside & Ronkainen 1993) 

Specifying the funnelling process and nomenclature 

Two studies (Crompton 1992; Crompton & Ankomah 1993) stand out as 

thorough investigations of the structure and operationalisation of choice 

sets within the literature. Both studies are dedicated to organising and 

assimilating existing knowledge and studies into a taxonomic framework. 

The results include a detailed funnelling structure (Crompton 1992) as 

depicted in Figure 3.4, an adapted generic decision process (Crompton 

1992), and a series of propositions for future research (Crompton & 

Ankomah 1993). 

Crompton (1 992) notes that the choice set structure is not an explanatory 

model, but rather an analytical tool that assists in evaluating performance 

at different points within the destination selection process. As choice set 

structure is dynamic, monitoring destination allocation can assist in the 

review and development of marketing programs. 
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Figure 3.4 Structure of Destination Choice Sets 

8 
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0 
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Source: Crompton, J. L. (1 992). Structure of Vacation Destination Choice Sets, 
Annals of Tourism Research, 19, p.421. 

Assimilation of choice sets into the decision-making model takes place at 

the process level. Crompton (1 992) proposed an adapted generic decision 

process including the following stages: 

1. problem recognition 

2. passive internal search 

3. formulation of an initial consideration set 
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4. active external search to evaluate destinations in the initial 

consideration set leading to the formulation of a late consideration 

(evoked) set 

5. active external search to evaluate destinations in the late consideration 

(evoked) set leading to a final selected destination 

Crompton (1 992) maintains stages four and five as separate phases due 

to empirical evidence (Le Blanc 1989, Um & Crompton 1992) that the 

evaluation processes used at these points will differ. The differentiation 

between the initial consideration set and the late consideration set is subtle 

but significant. The initial consideration set is defined as "places that a 

traveler is considering as possible vacation destinations within some time 

period"; the late consideration set is defined as "places which a traveler is 

considering as probable destinations within some time period" (Crompton 

1992, p.427). 

It is also of interest to note at this point that the formulation of the initial 

consideration set is based most often upon passive information search. As 

such destination evaluations at this point are influenced by information 

contained in memory, which is most often selective and incomplete 

(Costley & Brucks 1992). Indeed, consumers establish their own sets of 

heuristics to perceptually complete this data. For instance a consumer 

Chapter 3 
DESTINATION CHOICE PROCESS 

112 



knows that a destination is culturally dissimilar and so infers the level of 

physical risk. Within long haul travel it may be that consumers believe that 

the destination is very far and so infer that price of travel to the destination 

will be high or know the cost of travel and so infer the prices at the 

destination. Mason and Bequette (1 998) conclude that consumers develop 

an attribute covariance schema within memory and that this can influence 

their interpretations and evaluation of products at this stage of the decision 

process. The authors stress that consumers need to accurately learn 

about products, as once formed schemata are resistant to change. 

Modeling choice sets within destination choice 

Destination choice has been modeled extensively, however two models 

that have incorporated choice sets and that have been dominant in 

shaping studies within the literature will be investigated here (Um & 

Crompton 1990; Woodside & Lysonski 1 989). 

Woodside and Lysonski (1989) proposed a general model of travel 

decision-making (Figure 3.5) based on Woodside and Sherrell's (1 977) 

conceptualisation. This general model was again utilised by Woodside and 

Ronkainen (1 993) within the US vacation market. 
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Figure 3.5 General Model of Traveler Leisure Destination Awareness and 
Choice 

Source: Woodside, A.G. and Lysonski, S., (1989). A General Model of Traveler 
Destination Choice, Journal of Travel Research, 27, Spring, p.9. 

This general model of traveller destination choice allows travel marketers 

to determine whether their destination is being considered vis-a-vis other 

competing destinations, and possible reasons why their destination is not 

within the consideration (evoked) set. Such reasons may include, for 

instance, lack of information. Knowledge of the categorisation process 

therefore aids tourism destination marketers in formulating strategies. 
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The studies by Um and Crompton (1990; 1992) focussed more on the 

process of evolution of the three generic stages of awareness set, evoked 

set and final choice (Figure 3.6). Otherwise the models are quite similar in 

that they recognize inputs both internal and external to the decision-maker 

that are processed with a travel decision as the outcome. 

Figure 3.6 A Model of the Pleasure Travel Destination Choice Process 

Source: Um, S. and Crompton, J.L. (1990). Attitude Determinants in Tourism 
Destination Choice. Annals of Tourism Research, 17, pp.435. 

Um and Crompton (1 990; 1992) proposed a facilitator-inhibitor instrument 

*I 

that measured the relative strength of belief about whether certain 

destination attributes acted as facilitators or inhibitors in evaluating each 

place as a possible destination. The authors then conducted a longitudinal 

' -  
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study to primarily measure attitudes, but also measure how the evaluations 

change as the respondents' decisions move closer to the final destination 

choice. 

While the conceptualization of the instrument using the three factors of 

need satisfaction, social agreement and travelability gives insight into the 

type of attributes that are important at different stages of the decision 

process, the conclusions drawn from the operationalisation of the 

facilitator-inhibitor instrument are problematic. Respondents were asked 

to signal whether an attribute would be an inhibitor or a facilitator in the 

selection of a destination. Invariably those attributes that were rated as 

inhibitors were all negatively worded. 

"The time spent to get to is longer than other places I 

considered going." 

"It is not absolutely safe for me to travel to 11 

"It will cost more money to travel to than I can afford." 

"Potential health problems are a concern if I go on a trip to 

." (Urn & Crompton 1992, p.21) 

Indeed if other attributes, such as others recommending the destination, 

had bedn similarly worded (along the lines of others have recommended 

that I should not select as a place to go) then it is likely that 

these attributes would have been regarded as inhibitors also. As such the 
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conclusion that " ... the magnitude of the perceived facilitators was a 

significant indicator in predicting which destinations evolved to a late 

evoked set from an early evoked set, at the later stage this changed and it 

was magnitude of perceived inhibitors that was the significant indicator of 

destination selection (p.24)" is flawed. 

Conversely, the observation that those attributes which represented the 

factors of need satisfaction and social agreement were more important in 

deriving a late evoked set, and that those attributes which represented the 

travelability factor were more important in the final selection of the 

destination is more meaningful. The travelability factor was derived from 

the literature discussing situational influences. From this it can be 

concluded that models of tourism behaviour should reflect that travelability 

attributes are more likely to be deterministic, rather than the attributes of 

the amenities or attractions of a destination. 

In addition to the seminal studies mentioned, the relationship between 

cognitive distance and choice set structure has been investigated 

(Ankomah, Crompton & Baker 1996). Even though the method of this 

particular study focussed on domestic vacations, the conceptual focus on 

the distance factor is of particular relevance to this thesis. The choice set 

model used by these authors incorporates suggestions by Crompton 
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(1 992) on the structure and the operationalisation of choice sets within the 

tourism context. 

Cognitive distance is a mental representation of actual distance moulded 

by an individual's social, cultural and general life experiences. As reported 

in 2.2.2, a substantial number of researchers have reported findings 

indicating that cognitive distance estimates significantly differ from actual 

distance measures. Ankomah et a/. (1 996) investigated the influence of 

cognitive distance on choice set formation as "it was believed to be a 

primary evaluation criterion used by tourists and because its impact could 

be influenced by destination marketers" (p.140). 

Overestimation of distance by tourists can lead to a perception of inflated 

costs, extended travel time and increased risk. When considering this in 

the light of findings of Um and Crompton (1 992), these constraints will 

reduce likelihood of selection of a destination from the evoked set, despite 

its attractiveness. In addition, the research by Woodside and Lysonski 

(1 989) suggests the misconception of constraints, such as distance, may 

lead to a destination being evaluated negatively or in a neutral manner and 

this in turn results in them being relegated to the inept or inert sets. 

Underestimation of distance by tourists can be equally problematic if this 

leads to unrealistic expectations of a destination. When the tourist's 

experience does not equate with these expectations, dissatisfaction may 
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result. This could result in a contamination effect where dissatisfaction with 

one aspect such as time spent travelling could lead to an inclination to be 

more critical and negative to a destination overall. Also dissatisfaction can 

potentially lead to negative feedback to other tourists who are seeking 

information about the destination. These findings have potentially 

important implications for the marketing of Australia as a destination to the 

long haul origin markets such as the United States. 
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3.3 The Case of Australia's US market 

In 1993 and again in 1996 Australia ranked number one among all single 

countries as the most preferred travel destination by the US market 

(Australian Tourist Commission [ATC], 1994, 1997). Yet the US market at 

this time was stagnant. Australia's market share was below the pro rata 

level and this situation was being exacerbated by a lower than average 

growth (Faulkner 1 997). 

In 1993 the Australian Tourist Commission (ATC) believed that this 

phenomenon might have been due to distribution chain blockages and a 

lack of commitment from retail travel agents to sell Australia. As a result, 

the ATC implemented the "Certified Aussie Specialist Program" which was 

designed to give retail travel agents comprehensive destination training, 

on-going sales support and up-to-date product information (ATC 1993). 

Two other on-going initiatives aimed at removing distribution blockages 

included the Aussie Helpline and the Travel Agent Manual. These 

campaigns are on-going but have not yet succeeded in significantly 

increasing market share. 

In 1996, the actions by the ATC had not had the desired effect. It 

appeared that other factors were influencing the US market. It was 
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deemed plausible that US tourists' perceptions of long haul travel may 

have had a bearing on responses to marketing programs. Studies 

conducted by the ATC at this time found two important conclusions: 

That while the number of Americans travelling long haul for pleasure 

has slightly increased, the majority of outbound pleasure travel 

continues to be near-to-home short haul destinations. 

That, while Australia was named as the ideal and preferred 

international travel destination above all other destinations (initial 

consideration set), it ranked fourth to the UK, France and ltaly in 

destinations considered for future travel (evoked set) with 14% of 

potential travellers indicating they would consider travelling to Australia 

in the next few years. (ATC 1997) 

The ATC believe that time and money are the elements causing friction 

between the early consideration and evoked sets. Yet ltaly in particular is 

as equidistant from the West Coast of the US as Australia. As such the 

conundrum within the literature regarding distant destinations 

demonstrates that there is confusion with respect to tourists' perceptions of 

long-haul travel that requires research attention. 

This thesis will attempt to address this issue by examining the 

relationships between the factors identified and discussed in section 2.0 

and potential tourists' choice sets as part of the destination selection 
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process. Assimilating the research from these bodies of literature for the 

studies prompted the development of a conceptual model. The model will 

be discussed in section 3.4 and then investigated across two studies. 

The first study is to be conducted within the US market for two long haul 

destinations, Australia and Italy. ltaly has been selected as a comparison 

in this study for a number of reasons. Firstly, ltaly has been identified as a 

competitor to Australia for the North American outbound market. 

Secondly, it is a similar distance from the West Coast of the United States 

as Australia. Finally, despite Australia being regarded as a more attractive 

destination, ltaly achieves higher rates of arrivals from the US origin 

market (ATC 1996). 

The second study will investigate the factors within the Australian market 

for both a long haul destination and a short haul destination: the United 

States and New Zealand respectively. This study will specifically assist in 

determining whether the perceptual factors vary in their importance when 

evaluating the two destinations. 
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3.4 Model of Long Haul Destination Choice 

Most of the vacation choice set research that has been reported in the 

tourism literature has focussed on the structure and size of choice sets 

(Crompton 1992; Kent 1990; Woodside & Lysonski 1989; Woodside & 

Sherrell 1977). Since the parameters have been defined, developing the 

body of literature now requires an understanding of the processes involved 

in the formulation of tourists' choice sets. Crompton and Ankomah (1 993) 

called for future research to be applied to achieving an understanding of 

these processes so that the successful positioning of a destination could 

be determined. 

This thesis proposes to contribute to this understanding by focussing on 

the role of several factors that are interrelated with long haul travel in the 

evolution of choice sets. As can be seen in Figure 3.7, these factors 

include cognitive distance, perception of travel time, perceived costs and 

perceived risk as well as knowledge and perceived attractiveness of far-off 

destinations. 

As depicted in the model, it is the perceptions of these factors that 

determine the categorisation of destinations within choice sets. Research 
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has shown that early categorisation occurs mostly from memory, including 

perceptions formed in the past from formal and informal sources of 

information and personal characteristics. An active external search for 

information is usually only conducted on the three or four destinations from 

within the initial consideration set (Crompton 1992). As such, superficial 

appraisals, whether accurate or not, determine the progression of a 

destination through the decision process. 

At the first stage of the process there are three possible scenarios. If long 

haul destinations do hold a special appeal, then it is possible that they may 

be perceived favourably (initial consideration set) due to the optimising 

nature of consumer decision making at the early stages of the decision' 

process. On the other hand, if information on long haul destinations is 

scarce then it is possible that they will be evaluated neutrally (inert set). 

Finally, if distance and the related factors are seen as deterrents, then the 

destination will be evaluated negatively (inept set). 

At the second stage of the process, a smaller set of destinations will 

emerge from the evaluation as an evoked set. It should be noted that 

perceptions of alternative destinations at the early stages of the decision 

process are susceptible to change during this stage as active solicitation of 

information has taken place (Urn & Crompton 1990). This is demonstrated 
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within the model by the additional arrows influencing the evoked set of 

destinations. It is anticipated that perceptions should become a more 

accurate reflection of reality at this point. However, due to tourists 

becoming more risk adverse, factors that are perceived as travel 

constraints may become more important. A final destination will emerge 

from the evoked set as the preferred destination. 

Figure 3.7 Conceptual Depiction of the Factors Influencing the Choice of a Long- 
Haul Destination 

Objective Subjective 

Individual's Sociodemographics. Travel Characteristics 
and Travel Motives 

4 A 

. . - . . - . . - . . - . . - . . -4 - . . - . . - . . - . . - . . - . . - . . - . . - 
Individual's Perceptions ' of Destinations I 
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While this funnelling action is depicted as three separate sets it must be 

stressed that this is an ongoing process. Decision-makers are constantly 

evaluating internal and external stimuli on a range of factors. The choice 

set process is not perceptually or physically distinct from the factors being 

considered. The evaluation of factors does not cause a choice set to 

appear at a given point in time. Rather, it is one fluid interactive process for 

the decision-maker. For the researcher it is easier to depict this process by 

defining events such as stage one- internal information search, stage two- 

external information search and evaluation, stage three- risk minimization 

and final choice, Indeed, in Figure 3.7 the interactive nature is depicted 

through the two-way arrows highlighting the interaction between the factors 

and the stages of set structure. This becomes more apparent in a 

hypothetical path diagram where choice set designation and the various 

factors are endogenous variables with some reciprocal relationships 

(Figure 3.8). 
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Figure 3.8 Conceptual Path Model 

indeed there are numerous ways in which the conceptual model depicted 

in Figure 3.7 can be operationalised. In the above model (fig 3.8), the 

focus would be on the structural portion of the model between the 

exogenous factors of demographics and travel experience and the 

endogenous factors of choice set and the long haul factors. It would be 

necessary to design or utilise a rigorous measurement instrument for both 

the exogenous factors and endogenous factors, resulting in the need for 

quite a lengthy survey instrument. For this study, where the focus is upon 

the relationships between choice set structure and the long haul factors, a 

model that concentrates on these paths and relationships is the most 
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appropriate. Figure 3.9 depicts the hypothesized structural path diagram 

and confines the model to center upon the relationships between choice 

set structure and the long haul factors. 

Figure 3.9 Hypothesized Structural Path Model of factors influencing long 
haul destination decision process 
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3.5 Research Hypotheses 

Two research objectives are posed. 

1. To assess the extent to which a destination being a long haul from its 

target market affects the choice of this destination; and 

2. To consider the marketing implications of the above with a focus on the 

selection of Australia, as compared to competitive destinations, by the 

US holiday market. 

These research objectives will be addressed via the following sections: 

A comparison of cognitive distance perceptions for long haul 

destinations, 

A comparison of the perceptions of the long haul destinations of 

Australia and its competitor, Italy, by the US holiday market, 

A comparison between the importance of the perceptual factors in the 

decision for a long haul destination as compared to a short haul 

destination, 

The importance of factors within the consideration set versus evoked 

set for long haul destinations, and 

A comparison between the importance of the perceptual factors in the 

decision for a long haul destination by the US holiday market as 

com'pared to the Australian holiday market. 
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It has been recognised throughout this study that cognitive distance is a 

pivotal concept, since, as the nomenclature suggests, long haul is 

essentially about distance. Within the first section, cognitive distance 

estimates for long haul destinations will be explored for both the US 

holiday market and the Australian holiday market. A comparison of 

cognitive distance estimates between three equidistant origin-destination 

pairs will be conducted: US to Australia, US to Italy and Australia to the 

US. 

The first hypothesis examines the direction of the relationship between 

actual and cognitive distance. As observed earlier in section 2.2.2, 

cognitive distance estimates have been found to be less than actual 

distance (Ankomah, Crompton & Baker 1995; Mayo, Jarvis & Xander 

1988). This underestimation has been' identified in the urban distance 

literature as well (Briggs 1973, Canter & Tagg 1975). The only contrary 

finding in a tourism setting was by Walmsley and Jenkins (1992) who note 

that there are several urban studies citing overestimation of distance, 

though even they recognise that longer distances tend to be 

underestimated. An important contribution by the authors (p.25) is that 

"the only consistent finding in all studies of cognitive distance is the very 

high variance in the estimates that are made." With this noted, Hypothesis 

1 seeks to confirm the statement by Ankomah & Crompton (1992, p.332) 
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that cognitive distance estimates to destinations a relatively long distance 

apart are likely to be underestimated. 

HI : Cognitive Distance will be an underestimate of actual distance for long haul 
destinations. 

The second section is concentrating upon the US holiday market and their 

perceptions of Australia and its equidistant competitor, Italy. The second 

hypothesis seeks to confirm propositions from within the cognitive distance 

literature that both the intervening environment and the environmental 

learning of consumers will influence their distance estimation. Specifically 

from Australia's perspective it is of interest to determine whether 

competitive destinations a similar distance from the origin market as itself 

are estimated any more or less accurately than Australia. It is 

hypothesised that from the West Coast of the US, ltaly is thought to be 

psychologically closer than Australia. This would most likely be due to the 

geographical isolation of Australia as an island within the Southern 

Hemisphere. Furthermore, much of the travelling time to ltaly is spent 

crossing the North American continent, "homeland", rather than ocean. 

This will predispose US travellers to perceive that ltaly is closer. 

H2: The cognitive distance estimate from the United States to Australia by US 
tourists will be significantly different from the cognitive distance estimate from the 
United States to Italy. 
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The third hypothesis is concerned with the relationship between the 

perceptual factors in the choice of Australia as a destination. The 

hypothesized structural path model (Figure 3.9) contains proposed 

relationships between choice set structure and the perceptual factors of 

distance, time, attraction, risk, knowledge and cost; these relationships are 

to be tested. 

H3: The relationships within the hypothesized path diagram will be significant for 
perceptions of Australia by the US holiday market. 

Hypothesis four will be also be concerned with the relationship between 

the perceptual factors, but in the choice of ltaly as a destination by the US 

holiday market. While the relationships within the hypothesized structural 

path diagram (Figure 3.9) are surmised to exist for both the destinations, 

Australia and Italy, it is expected that the magnitude and sign of these 

relationships will differ. The destinations are unique and it is expected that 

the respondents' perceptions of the two destinations will reflect this 

contrast. 

H4: The relationships within the hypothesized path diagram will be significant for 
perceptions of ltaly by the US holiday market. 
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Within the third section, a comparison of the importance of perceptual 

factors within long versus short haul destinations will be pursued. In 

Chapter 2.0 it was discussed that more distant destinations are perceived 

as more attractive and have a far-off appeal (Mayo, Jarvis and Xander 

1988). The literature also suggested that increased distances infer greater 

impediments to travel (Hall 1991 ; Crouch 1994). As such, Hypothesis 5 

proposes that the perceptual factors of cognitive distance, perceived cost, 

perceived risk, attractiveness, knowledge, and perception of travel time will 

vary in importance for long haul destinations vis-a-vis short haul 

destinations. 

H5: The importance of the perceptual factors when evaluating long haul 
destinations will be significantly different from the importance of those same 
factors when evaluating short haul destinations. 

The fourth section will investigate the importance of factors within choice 

sets. Ankomah, Crompton and Baker (1996) found that the accuracy of 

cognitive distance estimates varied significantly with choice set. The 

authors concluded that, rather than a function of physical distance, 

cognitive distance is a function of choice set. Hypothesis 6 seeks to 

confirm this assertion. 

H6: Cognitive distance estimates will be significantly more accurate as compared 
to actual distance for destinations within the evoked set than for destinations 
within the inept set. 
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It was also recognised that the decision strategies used by consumers will 

differ between the early stages of a decision and the late stages of a 

decision (Le Blanc 1989, Um & Crompton 1992). Um and Crompton (1 990, 

1992) found that need satisfaction and social agreement factors were 

more important in formulating the early evoked (initial consideration) set 

and travelability (situational constraints) increased in importance within the 

late evoked set. Hypothesis 7 seeks to examine a portion of this finding 

with respect to the importance of distance within decisions for long haul 

destinations. Distance was determined to be a situational constraint and as 

such a travelability factor by Um & Crompton (1992). 

H7: Distance will be significantly more important when evaluating long haul 
destinations within the evoked set than when investigating long haul destinations 
within the initial consideration set. 

The final section will concentrate on the importance of the perceptual 

factors when evaluating long haul destinations with a focus on 

investigating differences between the Australian holiday market and the 

US holiday market. It is thought that perceptions of long haul travel will be 

different between the two markets. With a history as a colonial outpost a 

substantial distance from its cultural roots, it would be expected that 

socialisation and cultural and environmental learning have impacted on 
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Australians' perceptions of the world and distances (Blainey 1983). As 

such Hypothesis 8 investigates the factor of cognitive distance. 

H8: The cognitive distance estimate from the United States to Australia by US 
tourists will be significantly different from the cognitive estimate of the same 
distance by Australian tourists. 

Indeed Australians' kinship with distance is also hypothesized to influence 

the importance they place upon decision factors for long haul destinations. 

Hypothesis 9 will seek to confirm this. 

- 
H9: When evaluating long haul destinations, the importance of the perceptual 
factors as determined by American tourists will be significantly different to the 
importance of those same factors as determined by Australian tourists. 

Within Chapter 4.0 the study design will be addressed with respect to the 

investigation of the research objectives. The perceptual factors and choice 

set structure will be operationalised to permit the examination of the 

hypotheses. The process of pre-testing, refinement of the instruments, and 

data collection will be discussed. 
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4.1 Introduction 

The conventional hypothetico-deductive research design from within the 

social sciences was adopted within this study (Bryman & Cramer 1994). 

The process involved: 

analyzing the theory and identifying the problem, 

creating the hypotheses, 

operationalising the concepts within the hypotheses, 

selecting respondents, 

conducting interviews or administering questionnaires or experiments, 

collecting data, 

analyzing data, and 

reporting findings. 

From the analysis of the problem and the underlying theory, two research 

objectives were structured as outlined in section 3.5. To address these 

objectives, US tourists' perceptions needed to be examined. This created 

two prominent challenges: conducting cross-cultural research and funding 

this research. 

For the major data collection within the study it was felt that phone surveys 

using a structured instrument would be the optimal method to satisfy both 

pragmatic constraints and research needs. In formulating this decision 
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cross-sectional and longitudinal designs were considered. While a 

longitudinal study, as recommended by Crompton (1 992) to track 

destination decisions, was considered potentially valuable, it was 

discounted due to time, logistics and cost considerations. Modes of 

delivery including face-to-face, phone and mail for data collection of a 

cross-sectional survey were considered. As with many research projects, 

face-to-face surveys of potential international travellers were considered 

too expensive. Difficulties with logistics of delivery and return and low 

response rates of mail surveys, even when considered within a total design 

method (Dillman 1978), rendered phone surveys the preferred mode of 

collection. 

Researching within a foreign culture introduced issues of communication 

and equivalence of meaning. Even when cultures and languages are 

regarded as broadly similar, as between Australia and the US, there 

remain considerations such as accent, idiomatic terminology, phrasing and 

response styles (Fitzgerald 1998). The research also raises the issue of 

socially desirable responding. In this instance where respondents' 

perceptions of a destination are being sought by a researcher from the 

destination in question, there needs to be an acute awareness of the 

possibility of response bias. 
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It was determined that a pilot test would be required to determine whether 

the accent of the interviewer would elicit socially desirable responses. The 

process and findings are reported in section 4.4. In short though, 

significant differences were found between responses to the interviewers 

and it was determined that a suitably American accented interviewer 

should conduct the telephone surveys. It was also found during the pilot 

that the quality of international direct dialing was high and call costs were 

increasingly affordable due to increased competition and price wars. As 

such, the data collection for the US study was conducted from Australia, 

which had the added benefit of increased quality control. 

Funding to complete this research was necessary. A resultant requirement 

from the funding body1 to ensure that the instrument and telephone 

interviewing process were sound, was a pilot study within Australia. It was 

obvious that there are some cultural differences between Australians and 

Americans and that this could have a bearing on the effectiveness of the 

pilot. It was felt, however, that these differences might go beyond that of 

translation of the instrument to quite differing perceptions of distance and 

long haul travel. As such the pilot became a full-scale study of Australian's 

perceptions with the purpose of investigating these cultural differences. 

1 Thanks to the former faculty of BHM and Griffith University for their funding support. 
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As a result this study consisted of five stages: 

1. Exploratory Interviews (section 4.2) 

2. Development of the Survey lnstrument (section 4.3) 

3. US Pilot Test of the Survey Instrument and Experiment (section 4.4) 

4. Full-scale Australian Study (section 4.5) 

5. US Study (section 4.6) 

The timeline to complete these five stages within the study stretches from 

1995 to 1999 as can be seen in Figure 4.1. The initial stage was 

conducted in parallel with literature reviews. The interviews provided a 

check to ensure that the literature being explored was indeed relevant to 

the issue and comprehensive. This also provided the groundwork for 

issues to be covered within the development of the survey instrument 

within stage two. The development was ongoing and included reliability 

and validity checks in the form of cognitive interviews. The instrument was 

then refined using factor analysis, and an expert panel examined the 

resultant questions for validity and classification. The US pilot test was 

used to both conduct an experiment based on interviewer bias and ensure 

the instrument was reliable. The Australian data collection was the final 

check ,of the instrument as well as providing the basis for a cross-cultural 
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comparison of perceptions of long-haul travel. The final stage was the 

collection of data from the US target market. 

Figure 4.7 Timeline of Study 

I April-July 1995 
Convergent Interviewing 

I Augustl99.5-May 19% 
1996 Development of Instrument 

I May-July 19% 
Cognitive Intmiews of Instrument 

1997 1 D& Collection for Factcr Analysis 
February 1997 1 Application for funding 

I June 1997 
Expert Panel 

1998 ID  ecemba 1997-March 1998 
Australian Data Collection 

Februq-May 1998 
US Market Data Collection 

1999 1 
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4.2 Stage One: Exploratory Interviews 

Exploratory interviews were conducted using the technique known as 

Convergent Interviewing (Dick 1990). This begins as an unstructured style 

of interview which becomes semi-structured through focussing in on 

important issues raised in subsequent interviews. After each interview, 

material gathered was analysed by comparing it to the other interviews 

already conducted. Feedback that supported information already collected 

and feedback that conflicted with information already collected were the 

areas then pursued in the following interview. This gives clarification to 

issues while allowing for divergent ideas to be explored. The interviews 

continued until feedback converged. By using each interview to build the 

structure of the following interviews, the possibility of missing important 

information is significantly reduced, especially in comparison to structured 

interviews. This interview style did not require a predetermined sample 

size, as interviews continued until there was a high degree of convergence 

of feedback. 

In exploring new ideas, the researcher often desires not only divergence of 

thinking but also convergence upon key concepts. Divergence is desired to 

achieve a range of views or aspects, to encompass the various 
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perspectives of an issue. Unstructured interviews enable this to occur. 

Convergence is also desired to give some order and direction to an issue. 

The researcher is usually responsible for converging ideas within the 

analysis of unstructured interviews. Yet it can be argued that to achieve 

both divergence and convergence without a researchers' prior 

expectations influencing the process it is best to utilise groups where 

members can stimulate and challenge the thinking of others, yet also be 

used to classify and prioritize ideas. Such methods would include idea 

writing or the delphi technique (Chalip 1996). In this instance of 

international tourists, a group was difficult to assemble within the time 

constraints imposed by a vacation. Yet by utilising this method of 

convergent interviewing, the advantages of unstructured interviewing, 

where the interviewer does not, at the outset, restrict issues being raised 

and so compiles a range of concerns, is complemented by a process of 

introducing and exploring divergent ideas from previous interviewees. By 

also exploring areas of agreement, the interviewees prescribe the 

convergence of thoughts and the researcher can clarify unsettled issues. It 

is important to recognise that convergent interviewing is a process rather 

than simply a series of interviews. 
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The interviews were from a convenience sample of US tourists who reside 

on the West Coast and were visiting Australia. This of course, is a 

limitation in that views are only being obtained from those who 1) see 

Australia as worthy of visiting and 2) have overcome any impediments of 

travelling to Australia. In addition it is probable that respondents may be 

overly positive in their comments about Australia knowing the vested 

interest of the interviewer. It should be noted though that the interviews 

were exploratory in nature and the findings were used in conjunction with 

the literature review to guide more rigorous and representative research. 

Table 4.1 outlines the respondent characteristics. The respondent number 

orders the interviewees in chronological interviewing order. Each 

interviewee had arrived in Australia at least 5 days prior to interview and 

had confirmed departure dates. 

Table 4.1 Respondent profiles in Exploratory Interviews 
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Respondent 
1 
2 
3 
4 
5 
6 
7 
8 
9 

Gender 
Male 
Female 
Male 
Female 
Male 
Female 
Female 
Male 
Male 

Age Group 
50-54 
50-54 
55-59 
25-29 
30-34 
c25 
>65 
35-39 
25-29 

Stay 
10 days 
6 weeks 
6 weeks 
12 weeks 
15 days 
6 months 
28 days 
8 weeks 
21 days 

Income Bracket 
>$65,000 

$45,000<$55,000 
$35,000<$45,000 
$35,000~$45,000 
<$25,000 
$25,000<$35,000 
$45,000<$55,000 
$25,000~$35,000 

Occupation 
Academic 
Homemaker 
Retiree 
Research Scientist 
Sales Manager 
Student 
Retiree 
Academic 
Sportsperson 



As instructed by Dick (1 990) the commencement of interviewing was 

predominately unstructured with three broad questions to direct 

conversation. These three questions were used across all of the interviews 

as the skeletal framework. 

1. Tell me about your vacation? 

2. Why did you want to visit Australia? 

3. What factors were important in the decision to come to Australia? 

Of these, the first question was designed as an icebreaker to commence 

conversation. As interviewing proceeded both divergent and convergent 

topics were explored in subsequent interviews. 

The interviews converged adequately after eight respondents, with the final 

interview acting as a confirmatory check. This interview was semi- 

structured under the three initial questions to include several more specific 

issues which, when examined, give a broad picture of the issues raised in 

the preceding interviews. Within the final interview the following questions 

were specifically raised, or if brought up unprompted, clarified by the 

interviewer. 

Is Australia different from what you expected? 
Was Australia recommended to you by friendslfamily? 
What other destinations did you consider visiting? 
When you decided to come to Australia, did you feel as if the decision 
was somewhat of a risk? 
How long were you thinking about and planning for this trip? 
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Was the cost of travelling to Australia an issue? 
Was the distance to Australia an issue? 
How was the flight? Will this influence your decision to travel to other 
far-off destinations? 
Did jet lag stop you from doing things you had planned? Will this 
influence your decision to travel to other far-off destinations? 
Were the amenities and service what you expected? 
Do you think your time and money have been well spent? 
What will you tell others about your vacation? 
Will you return to Australia? Why or why not? 

Perceptions of the respondents' vacations in Australia 

Most respondents agreed that their perceptions of what Australia would be 

like were very different to what they found. Two respondents had visited 

previously but concurred that the first visit was quite surprising. One made 

the additional comment that is was "very rushed" and that this visit was. 

giving them the opportunity to do more specific activities that appealed to 

them from the first visit. The interviewees clearly indicated that Australia is 

not unlike the US in some ways, but much more relaxed and less formal. 

On attractions it was felt that Australia had a lot to offer with much to see 

and do, but a common comment was that there was too much distance 

between everything, and they could not fit in all the things they wanted to 

see and do. Doing things while here was very important, with none of the 

respondents indicating they came here to relax and do nothing- quite the 

opposite. Specific comments on Australia include: 

"Feels big- sprawled outwards rather than upwards." 

Chapter 4 
METHODOLOGY 

146 



"The people are just great, very friendly, like to talk, but slow and very 

laid back. A bit like i expected, but the accent is harder to understand 

than what I thought- I was always asking for it all to be repeated." 

"The restaurants and lodgings are much the same as at home- but less 

expensive. Yet some things are quite different like taking your own 

alcohol to restaurants- I like that." 

"If only I had another month- I haven't done half of what I'd like." 

"I'm going to need another vacation when I get home, I've just been 

doing so much." 

Exploring why Australia was desired and chosen 

All the respondents concurred that they have always wanted to come to 

Australia and most suggested that they had been thinking and planning 

their visit for over a year. It was felt that most Americans feel this way- 

Australia is a "must do that appeals because it is rarely done". When this 

issue was explored further, factors such as the wildlife, the people and the 

scenery were put forward as the tangible reasons. Other less tangible, 

status related factors were mentioned such as a vacation that is a talking 

point and being the envy of others. Distant and unknown was also a 

common theme with adjectives such as secretive, secluded, esoteric, 

unusual and alluring used to describe the attraction to Australia. This was 

summed up with the comment that: 
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"To me this vacation is like attaining the unattainable. " 

Most respondents knew acquaintances who had visited Australia before. It 

was noted that while people who had visited before always say you must 

do it, and listed their favorite activities or attractions, they also talked about 

not enough time to do everything. It was quite widely agreed that lack of 

time is an issue that most people will talk about, whereas the cost is not 

mentioned. A comment that summarized this was 

"Generally, others that have been say you have to go, but it takes a lot 

of time to do. People don't really talk about the cost, that goes unsaid, 

but they talk about the time- the time it takes to get there, the time it 

takes to get around, everyone moves slower too." 

Comparisons of Australia with other International Destinations 

When asked about other international destinations, all respondents would 

talk about Europe and the United Kingdom, with only one respondent not 

having visited there previously. It was unanimously felt that Australia had 

as much to offer as what Europe did, if not more. Yet Europe was also 

seen as a more time-efficient destination. In discussing Europe 

independently from Australia, the central concept conferred was that of 

value- both value for money and value for time. On the concept of value 

for money, there were quite mixed comments. Most suggested that Europe 
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had many attractions, airfares were affordable and overall it represented 

good value. Conversely, others voiced concerns that there were more 

hidden costs in travelling to Europe and while airfares were low, 

destination prices more expensive than the US. There was however 

unanimous agreement that within a standard vacation a lot can be 

achieved in visiting Europe, and that this represented value. The other 

reiterative comment was with regards to feeling secure and confident. 

There was some suggestion that respondents did not feel secure travelling 

in Europe. This concept was not only with respect to personal safety but 

also included ease of communication and reliability of bookings and 

standards. Comments from respondents who had visited ~ u r o p e ~  that 

illustrate the above factors of value and security include: 

"In Europe there are so many countries so close and it's easy to say 

we've been here and here and here and here. " 

"...but now that prices are coming down, pretty much anyone can 

afford to get to Europe.. ." 

"...flights were cheap but accommodation and meals were more 

expensive than we expected." 

2 It is interesting to note that the respondents made negative comments about Europe, and 

not about Australia within the interviews. 
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"I feel safer in Australia than I did in Europe. 1 also know people will 

understand me if things go wrong." 

Important Factors in the Decision to visit Australia 

It was unanimously felt that time and cost were very important factors in 

the decision. Many comments were made that the cost of flights prohibited 

many people from travelling to Australia. That coupled with a lack of 

vacation time resulted in the sentiments that many Americans feel that 

they may not be able to "do the destination justice". In discussing costs, 

most respondents said that they thought accommodation and food would 

be more expensive, and that they felt that they did not have a good idea of 

prices before they arrived. In discussing time, most of the respondents 

suggested that they would have preferred to have longer vacation time, 

with two interviewees commenting they would not visit again until they 

could have an extended vacation period. Other time related issues 

included the discomfort of air travel for such a "very long trip" and that jet 

lag limited their activities on the first few days. Specific comments 

included: 

"I felt washed out for days- I have to go back to work two days from 

when I arrive home, I hope its not as bad then." 
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"...were surprised at food and attraction costs and our accommodation 

that we booked before coming down is very luxurious." 

"I think next time I might stop at Hawaii and break the trip up- 1 just 

can't sit in those cramped spaces for that long." 

A comparison was drawn with the travel experience to Europe in later 

interviews. Overall, the trip to Australia was perceived by these 

respondents to be much longer than to Europe and that flight connections 

and dates were less amenable. Two illustrative comments: 

"I guess it feels so much longer because it is like one big hop, whereas 

to Europe I didn't feel as if I had started my journey, didn't feel excited, 

until I left the States- I'd already flown clear across the country for four 

or five hours with two connections." 

"I had problems getting flights to Australia on the day I wanted, then I 

couldn't make the connections. It seemed more of a hassle than when I 

booked for Europe. But then the whole planning was a bigger deal. 

This was a once in a lifetime trip for me." 

After time and cost the next most important element was deemed to be 

security. As for Europe this was discussed as not just physical safety and 

health or disease concerns, but also included dimensions of freedom from 

worry, And ease of communication. The respondents overwhelmingly felt 

that they wanted to feel sure that pre-booked accommodation or activities 
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would be available and if problems arose, they wanted to feel they could 

easily communicate with the locals. 

Another element of the decision that was commented upon was 

uncertainty. A number of the respondents felt quite uncertain about their 

vacation just before leaving. This was expressed in two ways- a nervous 

anticipation which had a positive overture and a feeling of hesitancy and 

concern that maybe they have made a poor decision, which had quite a 

negative overture. Indeed each of these respondents indicated that now 

they were here, they felt reassured that the decision was a sound one. 

The issues raised within these interviews were then examined within the 

literature review and expanded upon where necessary. This then formed 

the basis for the development and operationalisation of the survey 

instrument. 
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4.3 Stage Two: Development of the Instrument 

When considering the development of an instrument for this study, much 

attention was paid to the attitude measurement study by Um and 

Crompton (1 990, 1991, 1992) that utilized a concise instrument within the 

framework of choice sets. The conceptualisation of the three factors, need 

satisfaction, social agreement and travelability, that were derived from an 

interaction between motivational forces and situational constraints is seen 

as a critical advancement in the literature. Especially where the situational 

constraints, encapsulated in the factor of travelability, were found to be 

pivotal within the final stages of decision-making. As such this study played 

a large part in the consideration and development of this instrument. 

In constructing a useful instrument attention must be given as to the way in 

which the data needs to be analysed in order to answer the research 

questions. From section 3.4 it can be seen that for the most part the 

structural relationship between the perceptual factors and choice set 

composition is under investigation in various guises: the importance of 

factors, perceptions of factors, comparison between destinations and 

comparison between cultural markets. For these analyses structural 

equation modeling (SEM) will be utilised. In addition the significance of 

group differences in the estimation of distance (univariate t-test) and 
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evoked set placement versus early consideration set (MANOVA) will be 

analysed. Certain costs are associated with the benefits of using 

multivariate procedures such as SEM and MANOVA. Benefits of increased 

flexibility in research design are often paralleled by increased ambiguity in 

the interpretation of the results. Even so, these statistics provide insights 

into relationships among variables that may more closely resemble the 

complexity of the "real" world. Though, "for a complete analysis, making 

sense of your data usually requires a judicious mix of multivariate and 

univariate statistics" (Tabachnick & Fidell 1996, p.7). 

The key in multivariate statistical procedures is not in the computation but 

is in the development and selection of reliable and valid measures3. The 

following section outlines the development and testing of the measurement 

instrument to be utilised in this study. 

3 And of course the interpretation of the output. 
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4.3.1 Operationalising Choice Sets 

Crompton (1 992) assimilated the research from within consumer behaviour 

and tourism literature to create a choice structure taxonomy that outlines 

the funnelling process resulting in the choice of a final destination from all 

potential destinations (Figure 3.4). The choice sets within this taxonomy 

were outlined within the tourism context and operationally defined. This 

work is providing a benchmark for tourism researchers as it offers a 

standardised framework in relation to choice sets permitting consistency 

within measures and facilitating the development of a cumulative body of 

knowledge. As such, it is appropriate to utilise the operationalisation 

outlined by Crompton (1 992) for cross-sectional designs in defining the 

concepts to be used within this study. 

It is to be noted that Crompton's (1 992) taxonomy was developed for high 

involvement vacation decisions that entail a new or modified purchase 

task. These vacation decisions should conform to the extensive decision 

making process including information seeking, evaluation of alternative 

destinations, and final choice. This would be the typical decision process 

for a vacation to a long haul overseas destination. 
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Initial Consideration Set 

From Figure 3.4 it is possible to see how the destination decision making 

process occurs in three stages. The first stage requires the reduction of all 

potential destinations to a set of destinations that a consumer would 

consider for a vacation. These are the destinations that hold top of mind 

awareness. This set is defined as "the destinations which a traveler is 

considering as possible vacation destinations within some period, e.g., a 

year." (Crompton 1992, p.423) Within the realm of this study the initial 

consideration set will be operationalised by asking- 

* Please list the names of five countries you would consider visiting for 

an overseas holiday. 

Even though this set is defined as a vacation that is due to occur within a 

set time, this is seen as too limiting for overseas vacations. As visits to 

overseas destinations are likely to occur less frequently than visits to 

domestic destinations, no time limitation is used within the 

operationalisation. However, to ensure that the number of destinations 

mentioned is limited to a manageable number within the time restrictions of 

the questionnaire, a restraining parameter of five destinations has been 

placed on the initial consideration set. 
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inept Set 

Within the first stage of the decision process, those destinations that the 

tourist has rejected from consideration because they have been perceived 

negatively are called the inept set. The negative perception may result 

from an unsatisfactory personal experience with the destination or 

negative word-of-mouth appraisals. Within this study the inept set has 

been operationalised by asking: 

Please list five countries you would definitely not consider visiting for 

an overseas vacation. 

As with the initial consideration set, a restraining parameter has been 

included. 

Inert Set 

The inert set is the set of destinations within the first stage of the decision 

process about which the tourist is non-committal within their evaluations. It 

may include destinations where the tourists feel they have insufficient 

information with which to evaluate the destination. It may also include 

destinations about which the tourists feel they are knowledgeable , but 

which contain some element which prevents the tourists from actively 
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considering (e.g. price too high; takes to long to get there) or rejecting (e.g. 

convenient location; price is very low). 

For this study the inert set will be regarded as those destinations not 

included within the initial consideration set or within the inept set. It will be 

the remainder set. 

Evoked Set 

The evoked set is also called the late consideration set. The 

nomenclature emerged from work by Howard and Sheth (1 969). These 

authors though initially suggested the evoked set operated at the 

routinised decision making level, where consumers stored brands worthy 

of consideration. When a problem was recognised the brands within the 

evoked set would be recalled and a decision would be made from this 

narrow set of alternatives. This notion was also seen to be indicative of 

the funnelling process that occurred within extensive decision making 

(Nerayana & Markin 1975; Spiggle & Sewall 1987). 

In the context of tourism, the evoked set is that set of destinations that 

remained from an initial awareness set after information had been 

collected and some reduction process has been implemented. It can be 
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defined as "the destinations'which a traveler is considering as probable 

destinations within some period of time." (Crompton 1992, p.424) 

The empirical research on choice sets undertaken in tourism has found 

that tourists on average consider no more than four destinations within the 

evoked set (Crompton 1992; Woodside & Lysonski 1989; Woodside & 

Ronkainen 1993; Woodside & Sherrell 1977). As such the restraining 

parameters used for the initial consideration and inept sets will be 

unnecessary in the operationalisation of the evoked set. 

When using a cross-sectional survey design Crompton suggests the use of 

"definitely considering" rather than "still considering" as used within a 

longitudinal study. For this study, the evoked set will be operationalised by 

asking- 

* Please name the country or countries you are definitely considering 

visiting for your next overseas vacation. 

4.3.2 Opera tionalising Factors 

In crealing an instrument that was time efficient and yet robust enough to 

adequately measure the factors both open-ended questions and item 
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scales were utilized. The items were to be measured on both an item 

importance scale and a scale of agreement. 

Distance 

Cognitive distance has been measured in a number of ways. Within 

tourism the most widely used method has been to ask respondents for 

distance estimates in kilometres or miles between their origin and the 

destination (Ankomah, Crompton & Baker 1995, 1996; Walmsley & 

Jenkins 1992;). This method is specifically suited to driving vacations. 

The other most widely used method is cognitive mapping (Brown & 

Broadway 1981 ; Downs & Stea 1973) which customarily is used within 

urban studies. It asks respondents to draw a map from memory of a given 

area. This method has also been used to estimate cognitive distance 

between international destinations (Mayo, Jarvis & Xander 1988). This 

method though is very time consuming when compared to asking for a 

distance estimate. It also requires face to face contact with the 

respondents. Nevertheless the advantage it gives is a spatial map showing 

where destinations are perceived to be in relation to other destinations. 

This advantage though can be duplicated using distance estimates if 

estimates are gathered for all pairs of destinations and origins, thus 

allowing for multi-dimensional scaling. 
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The disadvantage with metric distance estimates for this study is the 

difficulty of estimating the large distances between overseas origins and 

destinations. In the tourism studies to this point the actual distance 

measures have been road distances (Ankomah, Crompton & Baker 1995; 

Walmsley & Jenkins 1992). For international destinations, air distances 

would be an equivalent. An alternative is to ask respondents to estimate 

the travel time by air. 

Within the cognitive interviews outlined in section 4.3.4, task complexity 

was tested for both alternative measures. Respondents were asked to 

give an estimate of distance and an estimate of travel time between two 

international cities. They were then asked to rate the difficulty of the two 

tasks to determine which estimate they felt more confident about and to 

describe how they calculated their responses. It was found that travel time 

estimates were regarded with more confidence and were less difficult to 

estimate. Those who felt reasonably comfortable with estimating by 

distance reported calculating the measure through the air miles received 

within frequent flier programs. However these respondents still felt more 

confident in estimating the travel time. As such cognitive distance has 

been operationalised in this study by asking- 
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Please estimate the number of hours you think it takes to fly from 

Sydney, Australia to Los Angeles in the United States. 

The actual travel time will be the official flight time as recorded by the 

national airline between the cities. Qantas has provided the official flight 

times from Sydney to Los Angeles and to New Zealand. Air ltalia has 

provided the flight time from Los Angeles to Rome. 

Perception of Travel Time 

Um and Crompton (1991) operationalised perceptions of travel time with a 

single dimension, length of time as compared to other destinations 

considered. Though from section 2.3 and the exploratory interviews, it was 

seen that the perception of travel time needed to address several 

dimensions including jet lag, the enjoyment of travel time, boredom and 

the relative length of time the flights take with respect to total vacation 

time. 

Prior research into the value or nature of travel time has been conducted 

within urban transport and outdoor recreational planning. Time spent 

travelling has most often been treated as a resource with an opportunity 
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cost and as such measured as a dollar value (Cherlow 1981). Yet within 

the recreational site choice literature, time spent travelling to destinations 

is treated as having a commodity value (Chevas, Stoll & Stellar 1989). In 

general, the commodity value of travel time is expected to depend on the 

quality of the experience or enjoyment associated with that time. Even so, 

the measures utilised within these studies are not suitable for the 

measurement of perceptions toward travel time. 

As such questions were derived to address the multiple issues associated 

with travel time including the following: 

I expect time spent on the flights to and from the Australia would be 

tiresome. 

I expect time spent on the flights to and from the Australia will be 

uncomfortable. 

The flights to and from the Australia would take longer than I would like. 

Recovering from jet lag from a trip to Australia would take longer than I 

would like. 

I believe I would need more vacation time to travel to Australia. 

Flight connections to access Australia will be complicated from where I 

live. 
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The wording of these items is negative, as these were the nature of the 

sentiments expressed within the exploratory interviews. 

Attractiveness 

The discussion of attractiveness within the literature has predominately 

been found within the areas of evaluation of a destination, image 

measurement of a destination and motivations to travel to a destination. 

Within these, attractiveness has been operationalised with a single 

statement (Mayo, Jarvis & Xander 1988), with a battery of items evaluating 

the attributes of the destination (Echtner & Ritchie 1993; Gartner 1989; 

Goodrich 1978) and in accordance with motivational factors (Um & 

Crompton 1991). It has been argued that the attractiveness of a 

destination should not just be limited to the pull motivational factors that 

constitute the destination's characteristics or attributes, but should also 

reflect the destination's ability to satisfy the push motivational factors 

internal to the individual, especially those of novelty and social agreement 

(Bello & Etzel 1985; Crompton 1979; Dann 1981 ; Lee & Crompton 1992; 

Um & Crompton 1991 ;Yuan& McDonald 1990). 

As such the following items were derived to measure the scope of 

attractiveness. 
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Australia has a pleasant climate 

Australia has well developed tourist facilities 

Australia has many famous attractions 

Australia has an interesting culture 

Australia has an interesting natural environment 

I can participate in many activities I enjoy within Australia 

I can experience a sense of adventure in Australia 

I can explore new things in Australia 

A holiday in Australia could be surprising 

Australia offers many opportunities to increase my knowledge 

A trip to Australia would improve togetherness with my family and 

friends 

I would enjoy telling friends about a trip to Australia 

Knowledge 

Knowledge has been defined as a continuum of learning about a 

destination from awareness, through involvement to familiarity with the 

destination. Familiarity refers to previous visits (Milman & Pizam 1995). 

Involvement with a destination refers to the level of interest in, and 

importance of the destination to the individual (Bratfisch 1969). As such 

the following two items were developed. 
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I have always been interested in visiting Australia 

It is very important to me to visit Australia during my life 

These were complemented by: 

Please rate your knowledge of Australia (measured on a separate 

rating from very little to very much knowledge); and 

How many times have you visited Australia? 

Monetary Costs 

The literature discussed within section 2.6 outlined the core factors that 

needed considering to be airfares, costs at the destination, value for 

money and exchange rates. It was also noted that cost is most often 

operationalised in comparison to the host nation or other competitive . 

destinations. This was also recognised within the exploratory interviews. 

Additionally, within these interviews exchange rates were considered 

important but primarily as a part contributing to the total vacation cost 

rather than a separate cost. As a result, the following items were 

constructed. 

The cost of airfares to Australia is higher than other destinations I 

would consider. 

The prices of things in Australia are higher than other destinations I 

would consider visiting. 
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Compared to other vacation destinations, Australia provides poor value 

for money. 

Overall, a holiday to Australia would cost more than other destinations I 

would consider visiting. 

The wording of these items is negative to reflect the direction of sentiments 

within the exploratory interviews. The exception was value for money, 

which within the interviews was expressed positively, yet this is 

contradictory to findings by the ATC (1 994,1997). As such it was felt that 

all items should be uniformly of negative wording. 

Perceived Risk 

The ten risk levels as outlined in section 2.7 that encompass factors from 

Moutinho (1 987), Roehl and Fesenmaier (1 992), and Sonmez and Graefe 

(1 996) were operationalised to measure perceived risk. These were then 

incorporated with and collapsed to a number of key measures using the 

guidance of the exploratory interviews which focussed on ease of 

communication, organisational problems, uncertainty with the decision, 

physical risk, time risk and monetary risk. Further cognitive interviewing 
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suggested value for money was being duplicated within cost. The resultant 

items were: 

I would feel uncertain about committing to a decision to travel to 

Australia 

Others have recommended Australia as a suitable place to visit 

A vacation to Australia reflects my personality 

It would be unlikely that 1 would have problems with the organisation of 

my travel plans in Australia 

I feel 1 could easily communicate any problems to the local people 

I don't believe I would be at risk on a vacation in Australia 

I believe travelling to Australia would be a waste of my time 

4.3.3 Sociodemographics and Travel Characteristics 

Sociodemographics will be measured by questions on income, age, 

education and occupation. These will be ordinal groupings to decrease the 

perception of intruding on privacy and encourage a response. These are 

planned more as descriptive variables of 'who' in the analysis, rather than 

items measuring a latent factor of sociodemographics. Travel 

characteristics include number of international trips in the last two years, 
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usual travel group, usual travel class, sources of information used for 

travel, method of booking travel. 

Non response characteristics 

Non-response error is due to two factors: respondents not able to be 

contacted and refusal to be interviewed. 

To attempt to reach as many of the sample respondents as possible 

interviewing will be conducted during two periods of the day, morning and 

evening with two callbacks for not-at-home respondents. It was also 

determined that where possible collecting information on refusals may 

assist in ascertaining whether there are any determinant traits of non- 

respondents as compared to respondents. Two questions would be asked 

of refusals- have you travelled internationally? and what is your education 

level? 

4.3.4 Refining the Instrument 

The survey instrument went through several processes to refine, hone and 

classify the questions being asked. Efforts were made to ensure that both 

Americans and Australians were used to check concepts, wording, scales 

and validity. This was primarily done through cognitive interviews. Factor 
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analysis was used to confirm and reduce item scales on a convenience 

sample. An expert panel considered clarity and readability of the items. 

This panel also classified the items according to Um and Crompton's 

(1 990) attitudinal dimensions. The instrument was then used within the 

pilot test. 

Cognitive Interviews 

The cognitive interviews were conducted with both Australian and 

~ m e r i c a n ~  respondents. The respondents comprised experienced 

researchers, students, and other willing participants who knew nothing of 

the study or the research process. The cognitive interviews comprised face 

to face interaction with the respondents who were asked to verbalize their 

thought process and understanding of questions as they worked through 

the survey instrument. It is a particularly good check for the encoding and 

decoding process that occurs in the communication of a survey instrument. 

Special attention was given to the operationalisation of the choice sets and 

the cognitive distance estimate. The wording of scale items and the scale 

itself was also investigated within these interviews. 

4 The American respondents were residing in Australia for at least six months. 
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For the cognitive distance estimate task complexity was tested for both 

estimating by air miles and estimating by travel hours. Respondents were 

then asked to rate the difficulty of the two tasks, to determine which 

estimate they felt more confident with. It was unanimous amongst 

respondents that travel time estimates were regarded with more 

confidence and were less difficult to estimate. Most stated they were not 

at all confident with their distance estimate in miles, and some were even 

unable to respond. Those who stated they were reasonably comfortable 

with estimating by distance reported calculating the measure through the 

air miles received within frequent flier programs. However these 

respondents still felt more confident in estimating the travel time. From 

this, it was decided that cognitive distance should be operationalised using 

flight times. 

The wording of the choice sets provided no problems for the respondents. 

Variations that were tested included no restraining parameter on the 

number of destinations that may be mentioned and the outlining of a time 

frame in which the travel should occur. Both of these variations were 

rejected for the initial consideration and inept sets. The time frame was 

retained for the evoked set. 
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The wording of items was also investigated. Some alterations were 

suggested. As the primary language for both samples is English there is 

no translation-backtranslation process. As such the cognitive interviewing 

with respondents from both cultures was utilised as an audit process to 

ensure the instrument was comprehensible to all. 

The only major change to the scale was the exclusion of the variable "I 

believe travelling to Australia would be a waste of my time". There was a 

resounding response that this item was itself "a waste of time". Most 

interviewees suggested that they felt that no international destination and 

international travel in general would be a waste of time. Different wording 

was experimented with to capture the time risk element of this question, 

but after much consideration the item was dropped. 

Factor Analysis 

A principle use of factor analysis in the social sciences is in the 

development of objective measurement tests. Whilst it is not being used 

here in a rigorous, reiterative form where the factor analysis process 

reduces items in a continuous process with various samples until the 

researcher has a reliable instrument, it is performing a verification and 

reductive action. The purpose of using factor analysis at this stage of the 

refinement process is to ensure the items are broadly representing the 
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factors, and to reduce5 the number of items, yet maintain reliability of the 

instrument, where possible. 

A convenience sample comprising undergraduate students in an 

introductory tourism class was used, The survey was distributed in class 

and included questions about choice set structure, the importance of 

factors in the selection of a long haul international destination, and 

perceptions of the USA as a destination. 

From the 178 collected surveys, 163 could be used in the analysis once 

outliers and non-responses were discarded. The analysis used principal 

components with a varimax rotation. The final solution was also checked 

using another orthogonal rotation, quartimax, and an oblique rotation 

applying direct oblimin. The solution was found to be stable. 

The initial solution had 11 components and explained 74.8% of the 

variance, yet some items were not loading truly. When examining the 

scree plot it was felt that 11 components could be reduced. Taking advice 

of Tabachnick and Fidell (1 996, p.662) ". . .when using FA the researcher 

Some reduction in item numbers is preferred so that respondent fatigue is not as great 
an issue 
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should hold in abeyance well-learned prescriptions against data snooping", 

the researcher continued "snooping" until converging upon a preferred 

solution. After multiple iterations, it was determined that activities6 and 

tiresome flights7 were to be deleted due to factor loadings being spread 

across several components. Destination prices8 was eliminated due to it 

being the only variable loading highly on a factor, and as such the factor 

was poorly defined. Another factor had two items of self-image riskg and 

comfortable flightf0 loading highly. These items have no theoretical 

underpinnings to explain such a relationship and it was felt that they 

should be discarded. 

The final solution explained 70.5% of variation, with 8 components and25 

items. The alpha reliability of the item scale was 0.7633. Some of the 

theoretical factors were split into two dimensions. Table 4.2 contains the 

final rotated component matrix. 

1 can participate in many activities I enjoy within the US. 

7 I expect time spent on the flights to and from the US would be tiresome. 

8 The prices of things in the US are higher than other destinations I would consider visiting. 

9 A vacation to the US reflects my personality. 

10 I expect time spent on the flights to and from the US will be uncomfortable. 
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Table 4.2 Rotated Component Matrix of Perceptual Items 

Attractiveness of the destination has been captured within two factors. One 

Jetlag 
Access 
Uncertainty 
Recommended 
Interest 
Important to Visit 
Knowledge 
Adventure 
Explore 

. Surorisina 

explains the motivation of novelty of a destination (component 8) and the 

remaining items have loaded on component one. It is noted that two items, 

,006 
,001 
.OOO 
-.002 
.009 
-.004 
.004 
-.290 
.002 

. .336 
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.006 
,174 
.I22 
-.001 
-.002 
,119 
.003 
,000 
-.004 

, .007 

.007 
,004 
.003 
-.008 
.005 
-.003 
.009 
.325 
-.086 

, .239 

.002 .883 .I49 -.OOO ,001 

.001 .832 -.003 -.007 .I79 
-.OOO 
.001 
-.003 
.I30 
-.013 
,073 
-.443 

, ,167 

-.004 .906 -.001 .OOO 
.I36 .773 -.009 -.004 
-.002 .033 .822 .009 
-.042 
.008 -.051 .070 .800 
.I19 -.002 .083 ,493 
.297 -.005 .060 .459 

, -.I63 , .091 , -.228 . .378 



climate and surprising, while left in the solution, are loading to a modest 

degree across several factors. 

Perceived Risk has also loaded across two factors, demonstrating two 

dimensions of risk. The first reflects security issues including 

communication, physical risk and organizational problems. The second 

dimension reflects uncertainty about the decision and the importance or 

reassurance of others' recommendations. 

Knowledge has really captured more of the involvement of the respondent 

with the destination including the importance of visiting the destination and 

interest in the destination. Other dimensions of knowledge such as level of 

awareness and familiarity are being captured within open-ended questions 

not included on this measurement scale. 

Perception of travel time has also demonstrated dimensionality with two 

resultant perspectives. The first is related to travel time, including needing 

longer vacation time and travel time taking longer than desired. The 

second dimension reflects access to the destination, with a relationship 

drawn between flights and connections and jetlag. 
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Cost of the destination loaded onto the one factor, including overall cost, 

airfares and value for money. However prices at the destination was 

eliminated from the solution. It is felt that perception of overall cost will 

incorporate a general feeling on prices and costs at the destination. 

The resulting 25 items were then examined by an expert panel to assure 

readability and clarity. This stage was the final audit and check before the 

pilot test. 

Expert Panel 

The expert panel consisted of five knowledgeable arbiters who were 

familiar with the three dimensions operationalised in the Um and Crompton 

(1991) study. They were asked to ascertain with which of the three 

dimensions each item was associated. They were also asked to further 

consider the clarity of the items and readability of the items. The purpose 

of this exercise was to enable the researcher to detect any changes in 

importance that occur between the early consideration set and the evoked 

set for the travelability dimension. The travelability dimension incorporates 

situational constraints and "describes an individual's propensity to travel to 

a place in terms of such variables as money, time, skill and health." (Um & 
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Crompton 1990, p.438) It was determined that the items within this 

dimension became more important in the final stages of a decision and as 

such were more meaningful within final choice. 
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4.4 Stage Three: US Pilot Test 

For a destination that is attempting to attract international tourists, 

knowledge of their international target markets, the images these target 

markets hold of the destination and their decision-making behaviour is 

paramount. This essentially leads to the need for research within another 

culture. Many national tourist bodies would simply contract the research to 

a firm within the target market. However for the purposes of doctoral 

research, the researcher generally conducts the research themselves.. As 

such, knowledge of cross-cultural research procedures is required. Even 

when cultures and languages are regarded as broadly similar, if 

respondents' attitudes or images of a destination are sought then there 

must be an awareness of the possibility of interviewer bias. Where face-to- 

face or telephone interviewing is the data collection method of choice, this 

has implications for the selection of an interviewer. 

Conducting research in an international setting leads to distinct problems 

related to cultural and language differences. Much of the literature within 

cross-cultural research methods expands on the processes that should be 

adhered to in order to achieve equivalence of a research instrument 

across cultures. It is often seen as an arduous and time-consuming 

Chapter 4 
METHODOLOGY 

179 



process. Indeed authors have suggested that the process itself is a major 

reason why more cross-cultural studies are not conducted (Dimanche 

1 994). 

When considering the published research, language translation is the 

process most often discussed and implemented. Yet in some instances, 

English is being utilised where respondents are known to have fluency 

within the language. This however, leads to other concerns for the cross- 

cultural researcher including conceptual understanding and interviewer 

bias (Hurtado 1994). 

The process of asking a prospective respondent to take time and effort. to 

complete a questionnaire has been viewed as social exchange. The theory 

of social exchange asserts that the actions of individuals are motivated by 

the return these actions are expected to bring from others. If the 

motivations of prospective respondents are to please interviewers and 

receive gratitude from that interviewer then, when asking questions about 

a subject that is obviously close to the interviewer, bias in the direction of 

providing what is perceived as pleasing answers for the interviewer is likely 

to occur. 
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A significant amount of research has been conducted over the past 50 

years on response bias and particularly socially desirable responding 

(SDR) (Paulthus 1991). More recently there has been a renewed focus 

upon SDR within "sensitive issues" research (Catania Binson & Canchola 

1996; Mick 1996; Morris Barnett & Wideman 1997; Presser & Stinson 

1998) and within interviewer-racelethnicity effects (Davis 1997; Hurtado 

1994; Morris et a/. 1997). Amid this body of research, very little has been 

said or investigated on the influence of interviewer accent on socially 

desirable responding. DeRosia (1991) did however express the view that a 

telephone interviewers' accent influences respondent participation. The 

article, while not empirical, drew on experience to conclude that listeners 

form mental impressions of people who speak with accents, and that these 

impressions may either cause a refusal to be surveyed or may bias the 

responses. This section will focus upon this issue of interviewer accents 

and the wider issue of the influence this has upon responses. 

4.4.1 Socially Desirable Responding Literature Re view 

Socially desirable responding is the tendency for respondents to present 

themselves favourably. Mick (1 996) added that when answering 

researchers' questions, people present themselves in accordance to 

current cultural norms. This view highlights Paulhus's (1 984) view of 

Chapter 4 
METHODOLOGY 

181 



"impression management". This was defined as respondents' purposefully 

shaping their answers to create the most positive social image (Paulhus 

1991, p.21). 

Where respondents are temporarily motivated to respond in a certain 

manner due to the situation it is regarded as a response set (Paulhus 

1991). This is where interviewer bias may be apparent. A guiding 

assumption of survey methodology put forward by Hurtado (1 994, p.77) is 

that "similarity between interviewers and respondents on important social 

characteristics increases the validity of the information obtained in the 

interview." This view has been illustrated in a number of studies of the 

impact of interviewer race and respondent race upon socially desirable 

responses (Cotter, Cohen and Coulter 1982; Davis 1997; Weeks and 

Moore 1981). This phenomenon is somewhat similar to Mick's (1 996) view 

of SDR where respondents' answer in line with current cultural norms, 

where these norms were to be seen as non-racist. 

Cotter,; Cohen and Coulter (1 982) questioned whether this effect was likely 

to exist within telephone interviewing. Specifically, th,ey believed that where 

there is a greater physical and psychological distance between respondent 
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and interviewer, the respondent might notofeel any need to avoid offending 

the interviewer. Indeed, in their study of interviewer race within telephone 

surveys, race of the interviewer could only be established through an 

accent and its associated speech patterns. Yet their findings indicated that, 

while race of interviewer generally had no effect on non-racial questions, it 

does have an impact on responses to racial questions for white 

respondents. The authors concluded that respondents do seem able to 

use verbal cues to identify the race of the interviewer. Furthermore, this 

results in a bias within responses where respondents would appear to be 

avoiding offensive behaviour and maintaining a polite social exchange. 

These findings reinforce that socially desirable responding does occur 

within telephone interviewing. 

From this it might be expected that respondents would give more 

favourable responses to an Australian-accented interviewer as compared 

to an American-accented interviewer on questions pertaining to Australia. 

As the study was to be conducted by telephone from Australia, call-origin 

also became an issue. The knowledge of where the call is originating from 

may also influence perceptions of the interviewer and responses. As such 

an experiment to test these thoughts was derived with the following 

hypotheses formed. 
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H l  a: Responses to questioning about Australia as a tourist destination will 

be significantly different with an Australian accented interviewer than with a 

US accented interviewer. 

H l  b: Responses to questioning about ltaly as a tourist destination will not 

differ significantly with an Australian accented interviewer than with a US 

accented interviewer. 

H2a: Responses to questioning about Australia as a tourist destination will 

be significantly different when Australia is identified as the country of origin 

of the interview call than when no call-origin is given. 

H2b: Responses to questioning about ltaly as a tourist destination will not 

significantly differ when Australia is identified as the country of origin of the 

interview call than when no call-origin is given. 

DeRosia (1 991) believes that accents not only influence responses but 

also response rates. "When someone's accent sounds unusual, it makes 

commjnication just that much tougher. And when communication is a little 

more difficult, more people are going to refuse or terminate surveys" 
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H3: The response rate for surveys conducted by an Australian accented 

interviewer will be lower than the response rate for surveys conducted by a 

US accented interviewer. 

4.4.2 Pilot Test Experiment 

The survey instrument scale developed, refined and pre-tested within 

section 4.3 was utilised within this pilot test experiment. The survey 

included four sections. Choice set data was collected within the first stage. 

The second stage asked respondents to rate the importance of attributes 

in the selection of both a long haul destination and a short haul 

destination. The third stage collected the respondents' perceptions of both 

Australia and Italy as destinations. The final section collected demographic 

data. 

A telephone survey, as for stages four and five was employed to collect 

the data. Interviews averaged between 20 to 25 minutes in length. 

Respondents were individuals who have travelled internationally. Subjects 

were randomly assigned between treatment groups, with all subjects being 

Chapter 4 
METHODOLOGY 

185 



randomly drawn from a database of 5000 names of West Coast US 

residents who were self-reported frequent fliers. 

A simple 2x2 experimental design was established with 15 subjects 

randomly assigned within each treatment cell (Table 4.3). Cell one is an 

East Coast Australian-accented interviewer establishing that the call is 

originating from Australia. Cell two is a West Coast US accented 

interviewer establishing that the call is originating from Australia. Cell three 

is the Australian accented interviewer, not giving any call origin. Cell four is 

the US accented interviewer, not giving any call origin. 

Data were collected for two destinations, Australia and Italy, across a 

shared measure. The measure had 23 items with a common scale that 

measured five factors including perceived attractiveness, novelty, cost, risk 

and ease of travel to the destination (Appendix A). The items were 

randomised within each destination block, and the two blocks were also 

randomly alternated between respondents using Computer-Assisted 

Telephone Interviewing (CATI) software (Sawtooth Technologies 1997). 

For each treatment cell, subjects were surveyed until 15 completed 

interviews were achieved. Only one US interviewer and one Australian 

interviewer were used to complete the interviews. 
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Table 4.3 Experimental Design for Pilot Study 

Australian US Accented 
Accented Interviewer 

No call 
Origin Cell Three Cell Four 
given ! 

Interviewer 

4.4.3 Results of Pilot Experiment 

Calling 
from 

Australia 

The first hypothesis concerns the impact of interviewer accent upon 

responses. Multivariate analysis of Variance (MANOVA) was conducted 

using Hotelling's T* to evaluate differences among centroids for the items. 

Due to the small sample size in each cell, the items were evaluated in their 

five factorial groupings to ascertain whether the mean differences in the 

items between the Australian-accented interviewer group and the US- 

accented interviewer group were larger than expected by chance. Data 
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were inspected for outliers and homogeneity of the variance-covariance 

matrices1'. 

It was found that for Australia as the destination, statistically significant 

differences existed between groups on all five factors (Table 4.4). For Italy, 

no significant differences were found except on the factor of novelty, which 

when further inspected, revealed that the statistical difference was evident 

on one item only. While Hypothesis 1 b can not be truly accepted, from the 

results it can be concluded that interviewer accent did indeed impact upon 

responses. It should be noted though that with the small sample size the 

likelihood of type II errors is increased and it is suggested that further 

research be conducted with larger samples before results are extrapolated 

to the general population. 

Table 4.4 Differences between the Australian-accented Interviewer group 
and fhe US-accented Interviewer Group. 
Factors 

Attractiveness 
Novelty 
Cost 

" Since sample sizes were equal the Box M test of homogeneity was disregarded. 

Destination: Italy 

Risk 
Ease of Travel 
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Hotellings T2 

Destination: Australia 

.46579 

.45070 

.48808 

Significance of 
F 

Hotellings T2 

.42083 

.35642 

Significance of 
F 
.004 
.OOO 
.OOO 
.001 
.002 

13421 
,26451 
.09848 

.692 

.013 

.280 
.04077 
1 0590 

.707 
,246 



The second hypothesis concerns the verbalisation of where the call has 

originated. It was hypothesised that telling respondents that the interviewer 

was calling from Australia may have the same impact as if the respondent 

was to perceive that the interviewer was Australian from their accent. The 

data was once again analysed using MANOVA within the factorial 

groupings. 

Surprisingly there was no statistical difference found between the group 

that was told the origin of the calls and the group where no origin was 

verbalised. This was true across all five factors (Table 4.5). It was also true 

for Italy. As such Hypothesis 2a has been rejected, while Hypothesis 2b 

has been accepted. 

Table 4.5 Differences between the Australia Verbalised as Call-origin 
group and the No Verbalised Call-origin Group. 
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Factors 

Attractiveness 
Novelty 
Cost 
Risk 
Ease of Travel 

Destination: Italy 
Hotellings T2 

,20288 
.I2945 
.03562 
.00362 
.I4286 

Destination: Australia 
Significance of 
F 
.393 
,160 
.756 
,996 
.I25 

Hotellings T2 

.03896 

.03461 

.01066 

.00411 

.00917 

Significance of 
F 
.955 
.753 
.964 
.972 
.972 



The third hypothesis concerns the response rate between groups. The 

results within this small study support the literature in finding that accent 

does appear to reduce the response rate (Table 4.6). Of interest is the 

finding that verbalising the call-origin as Australia has also improved the 

response rate. As these are small group samples, it is suggested that 

further research with larger samples be used to confirm this finding before 

extrapolating the results to the general population. 

4.4.4 implications for Stage Five 

Table 4.6 Response Rates for Groups 

This pilot study experiment found mixed but interesting results. The 

literature on socially desirable responding and social exchange suggested 

% 

62.5% 

68.2% 

78.9'/0 

93.7% 

that similarity between interviewer and respondent will bring more validity 

Completed 
Interviews 

15 

15 

15 

15 

Cell 1 
Aust Interviewer, No Call-origin 

Cell 2 
Aust Interviewer, Aust Call-origin 

Cell 3 
US Interviewer, No Call-origin 

Cell 4 
US Interviewer, Aust Call-origin 

to data, collection. The findings from Hypothesis 1 generally support this in 
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Contacts 
Made 

24 

22 

19 

16 



terms of utilising an American-accented interviewer for a US sample. The 

desirability of this was reinforced in Hypothesis 3 where response rates for 

familiar sounding interviewers were higher. DeRosia (1 991) went further to 

suggest that cultural accent is not alone in influencing responses, but that 

intra-country accents, which are especially evident in the US, also impact 

upon responses. This was accompanied by an analysis of accents and a 

mapping of accent regions, compared to the "standard American" (p.38) 

accent (see Figure 4.2) 

From these results it is proposed that a US accented interviewer be 

utilised to conduct the interviewing within stage five of this study. Heeding 

the warning by DeRosia (1 991), a west-coast accented interviewer with a 

close to "standard American" accent will be utilised. 
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Figure 4.2 Accent regions in the USA 

Source: DeRosia, E. (1 991). Accents boost nonresponse to telephone interviews. 
Marketina News, 25, 8, p.38. 

The second hypothesis yielded unexpected but interesting results. 

Mentioning that the interviewer is calling from an international destination 

increased the response rates yet demonstrated no significant bias upon 

the responses received. From the social exchange theory, it may be 

concluded that respondents felt that if the interviewer was making the 

effort to call from such a distance, then the least they could do was 

complete the interview. In response to these results the interviewer in 

stage five will identify that they are calling from Australia. 
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4.5 Stage Four: Full-Scale Australian Survey 

Preliminary work as reported in previous sections has resulted in the 

construction of the survey instrument and has found implications for data 

collection. The final stage of pre-testing as required by the funding body 

was a pilot study of Australians. Yet it is believed that some of the cultural 

differences between Australians and Americans would have a bearing on 

the effectiveness of this as a pilot study. This potential problem was 

transformed into an opportunity for the study to be extended to include 

cross-cultural differences in the perceptions of distance and its impacts on 

destination selection. As such this proposed pilot test was developed into a 

full-scale study of 230 East-Coast Australian residents. This is evidenced 

in the inclusion of hypotheses eight and nine. The aim is that this 

comparison will give further insight into the research objective of assessing 

the extent to which destinations being a long haul from their target markets 

influences the choice of these destinations. 

4.5.1 Data Collection 

The sample for Australia was drawn from the "Australian White Pages on 

Disk, i s  a database similar to that used for the US sample was not 

commercially available. The sample drawn was limited to the three East 

Coast states including Queensland, New South Wales and Victoria 
Chapter 4 
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through the used of relevant postcodes. From this limited database, 5000 

names were randomly drawn. 

The interviewing was conducted during the afternoon and evening with two 

call-backs over the course of a week for not-at-home respondents. A 

screening question was asked in the introduction of the survey as to 

whether respondents had traveled internationally or intended travelling 

internationally within the next two years. This served to ensure the sample 

was of actual and potential international travellers. 

The total number of respondents approached was determined by a 

prerequisite of the statistical techniques to be used in analysis rather than 

by a probability sampling design. A decision rule was established where 

the completed interviewing would terminate at the end of the day on which 

220 completed questionnaires was reached. The final sample of 220 was 

determined by the structural equation modeling rule of thumb of 200 cases 

plus a ten percent error margin (Holmes-Smith 1997). 

4.5.2 Research Procedures 

The inqtrument used for the US pilot test in stage three of the study 

included questions on the importance of attributes for both long haul 

destinations and for short haul destinations, and perceptions of two long 
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haul destinations, Italy and Australia. This spread of questions was 

necessary to address the hypotheses. When the decision was made to 

include an Australian study it was felt that the Australian instrument should 

focus on the differences between short haul and long haul and the US 

instrument should focus on only long haul destinations. As a result the 

instrument used for the Australian sample (Appendix 2) includes six major 

blocks of questions: 

1. destinations within the respondents' choice sets, 

2. importance of attributes in selecting long haul destinations, 

3. importance of attributes in selecting short haul destinations, 

4. perceptions of the short haul destination of New Zealand, 

5. perceptions of the long haul destination of the US, and 

6. demographics. 

The data collection was conducted by Computer-Assisted Telephone 

Interviewing (CATI). This enabled some of the blocks to be randomly 

interchanged. The questions regarding choice set were always asked first 

so that respondents were not biased by the questions specific to the US or 

to New Zealand. The software program'2 randomly interchanged the next 

two blocks: importance of attributes for short haul destinations and 

12 Sawtooth Technologies, (1 997). Ci3 for Windows. [software].Evanston, IL. 
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importance of attributes for long haul destinations. Within each of these 

blocks, the scale items were also randomized so that respondents were 

not fatigued by a repetitive order (Nunally 1978). The following two blocks, 

perceptions of the US and perceptions of New Zealand, were also 

randomly interchanged and scale items randomized. The survey was 

concluded with the final block of questions regarding demographics. 

The analysis of this data is primarily concerned with comparisons between 

groups: either between short and long haul or country of origin. As such 

the analytical techniques will include paired sample t-tests and multivariate 

analysis of variance (MANOVA). A brief discussion of MANOVA, its 

assumptions and Hotelling's f that will be used within the analysis is 

discussed within section 4.7. 
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4.6 Stage Five: US Study 

The survey instrument pilot tested within stage three of the study was 

modified after the inclusion of the Australian study. Having two studies and 

two samples allowed for minor changes to be made to the original 

instrument with the result being more specialized instruments for each 

sample. The US instrument focuses on the long haul destinations. This 

has meant that the survey is also somewhat shorter than the piloted 

instrument (Appendix 3). 

4.6.1 Data Collection 

Data for this study was collected from the West Coast of the US. This 

sample was drawn from a purchased database of 5000 names of self- 

reported frequent fliers who were residents of the West Coast states of 

California, Washington and Oregon. The 5000 names were drawn 

randomly from a larger master database. This list was purchased to 

increase the efficiency of the phone interviewing through the assumption 

that frequent fliers were more likely to have satisfied the screening 

question of having traveled internationally previously or are intending to 

within the next two years. This assumption was based on statistics 

reported by the ATC that research within the US has demonstrated that 
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international travellers usually fly domestically at least once a year and are 

likely to be within a frequent flyer program (ATC 1 997). 

The interviewing was conducted from Australia using International Direct 

Dialing (IDD). The American accented interviewer was originally a 

Californian resident who was now living within Australia. The interviews 

were conducted during the afternoon and evening, standard West Coast 

US time, with two call-backs over the course of a week for not-at-home 

respondents. It was felt that of those households with nobody home at the 

times of the interviewing, the demographics were likely to be either young 

and single or double income households with no young children. The 

average age of outbound US tourists is 44 years (Tourism Industries 

1999), and while no data was available on family life-stage, it is felt that the 

inability to contact these respondents should not undermine the sample. 

As for the Australian study a screening question was asked of all 

respondents. The sample size determinants were also the same as 

reported within section 4.5.1. 
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4.6.2 Research Procedures 

The instrument used for the US sample (Appendix 3) concentrated on 

collecting information about long haul travel and included five major 

sections: 

1. destinations within the respondents' choice sets, 

2. importance of attributes in selecting long haul destinations, 

3. perceptions of the long haul destination of Italy 

4. perceptions of the long haul destination of Australia, and 

5. demographics. 

The data was collected using CAT1 with the same interview structure as for 

the Australian survey but without the block of questions on the importance 

of attributes for short haul destinations. The formula for randomization of 

blocks and items within blocks was also maintained. 
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4.7 Analytical Tools 

The methods being utilised within the analysis of the data include 

independent sample t-tests, paired sample t-tests, MANOVA and structural 

equation modeling (SEM). A brief discussion of MANOVA is included in 

section 4.7.1. SEM including model specification, the approach to model 

testing, estimation and fit indices is discussed within section 4.7.2. 

4.7.1 MANOVA 

MANOVA is a generalization of analysis of variance (ANOVA) to a 

situation in which there are several dependent variables. It tests whether 

mean differences among groups on a combination of dependent variables 

are likely to have occurred by chance. Where correlated dependent 

variables are being measured, such as a measurement scale for latent 

factors, MANOVA protects against inflated type I errors that may occur if a 

series of ANOVAs were used (Tabachnick & Fidell 1996). 

As for ANOVA, unequal sample sizes between groups, raises some issues 

in the calculation of the total sum of squares within MANOVA. If the 

assumptions of homogeneity of the variance-covariance matrices and 

multivariate normality are abided by, then groups with unequal sample size 

can be calculated. In addition, if the sample size is suitably large (at least 
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20 degrees of freedom) and outliers are screened from the analysis, then 

MANOVA has been reported as being robust to violations of multivariate 

normality even with unequal group sizes (Tabachnick & Fidell 1996). 

Where the analysis uses only two groups or levels of the independent 

variable, as is the case for length of haul and country of origin of 

respondent, then Hotelling's 12 should be used within the MANOVA. 

Hotelling's P is used to see if there are reliable differences in the 

combined dependent variables for the two groups. 

Within Chapter 5 the analysis of data and results of this study will be 

explored. The analysis will be conducted in an integrated manner with the 

data collected within the stage five US study, as for many of the 

hypotheses both samples will be required. 

4.7.2 Structural Equation Modeling 

SEM is used as the tool of analysis for hypotheses three and four. It is a 

technique that combines the power of factor analysis with multiple 

regression. It enables theoretical latent structures underlying a set of 

observed variables to be examined. The term itself conveys an important 

aspect of the procedure, that the relationships being investigated can be 
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modeled pictorially. This enables a clearer conceptualization of the 

theoretical structure under study. As such, the first step in SEM is the 

specification of a model to be estimated. 

SEM Model Specification 

The model for analysis, including the latent factors each depicted by an 

ellipse and the observed variables each depicted by a rectangle, is shown 

within Figure 4.3. Following on from the review of the literature, a totally 

endogenous model is hypothesized in both hypotheses three and four. 

The model will be analyzed using LISREL8.2 (Joreskog & Sorbom 1996). 

Absence of a line connecting variables implies no hypothesized direct 

effect. The measurement portion of the model is concerned with the 

relationships between the 28 observed variables (listed within Appendix 4) 

and the latent factors; perceived attractiveness, perceived cost, perception 

of travel time, perceived risk, knowledge, cognitive distance and choice 

set. The structural portion of the model is concerned with the relationships 

among these latent factors. It is hypothesized that cognitive distance will 

influence each of the other latent factors and that each latent factor will 

influence choice set. The reciprocal relationship between choice set and 

distance was hypothesized in the literature by Ankomah et al. (1 996). Both 

perceived cost and knowledge are hypothesized to influence perceived 
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risk, while knowledge is hypothesized to influence perceived cost. The 

variance on each of the latent variables is fixed to 1 .O. 

Figure 4.3 Hypothesized Structural Equation Model 

A fundamental consideration when specifying the model is identification. 

Identification concerns whether a single unique value for each parameter 

to be estimated can be obtained from the observed data. The aim in SEM 

is to specify a model that is overidentified. This occurs when the number of 

observed variance and covariance data points exceeds the number of 

parameters to be estimated. If the number of observed variances and 
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covariances equals the number of parameters to be estimated, then the 

model is just-identified. This is problematic in hypothesis testing as the 

model will be a saturated model with a perfect fit and can never be 

rejected due to it having zero degrees of freedom. When the number of 

parameters to be estimated exceeds the number of observed variance and 

covariance data points, then the model is underidentified and due to 

insufficient information cannot be estimated (Schumacker & Lomax 1996). 

As a preliminary check of the identifiability of the model, the number of 

data points and parameters to be estimated are counted. With 28 

observed variables within the hypothesized structural model there are 

406'~ data points and there are 70 parameters to be estimated. Therefore 

the model is over-identified and is able to be estimated. 

Approach to Model Testing 

Joreskog (1 993, p.295) formulated a general strategic framework that 

outlined three modes for testing structural equation models. The first 

mode, Strictly Confirmatory, described an approach where the researcher 

would postulate a single model based on theory, collect the data, and then 

test the fit of the hypothesized model to the data. From the results of the 

Chapter 4 
METHODOLOGY 

204 



test the model would be accepted or rejected, but no further modifications 

would be made to the model. This mode of testing is very rarely seen in 

consumer research (Baumgartner & Homburg 1996). The second mode, 

Alternative Models, occurs where the researcher proposes several 

competing models from the theory, then selects one model as most 

appropriate in representing and fitting the data. While this has not been 

witnessed in practice to a great extent, there have been calls for this to be 

pursued to ensure substantive meaning of alternate models is established 

(MacCallum 1995). The final mode, Model Generating, represents the 

situation where the researcher having postulated and rejected a 

theoretically derived model on the basis of its poor fit to the data, proceeds 

in an exploratory fashion to modify and re-estimate the model. This is by 

far the most common scenario in consumer research (Baumgartner & 

Homburg 1996). As Byrne (1 998, p.8) states, "Given the many costs 

associated with the collection of data, it would be a rare researcher indeed 

who could afford to terminate his or her research on the basis of a rejected 

hypothesized model!" 

Model generating is the testing mode that will be adopted within the 

analysis. So while the primary purpose is to test the hypothesized model, if 

this model does not provide a good fit to the data, alternative models that 
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fit the data more accurately will be generated. In doing this, three key 

points need to be noted: 

1. The decision making process that is the source of the observed data is 

far more complex than can be represented using a linear structural 

equation model; 

2. Following from this, models can only be expected to provide a close 

approximation to this observed data, rather than an exact fit; and 

3. In generating alternate models from the observed data, there will 

always be other models that fit the data to nearly the same degree but 

that have a substantively different interpretation. That modifications are 

grounded in theory to lead to an interpretable solution is paramount. 

Estimation 

As is stated above, the theorized model can only be expected to be a 

close approximation of the observed data. Estimation in SEM of the 

specified model involves an iterative procedure where the goal is to 

minimize the difference between the observed and implied covariance 

matrices called the residual matrix. The iterative process is said to have 

converged when the values in the residual matrix cannot be reduced 

further. An estimate is then produced that summarizes the degree of 

correspondence between the observed and implied covariance matrices. 

This estimate forms the basis of fit indices (Hoyle 1995). 
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SEM Fit Indices 

The consensus concerning the determination of model fit in SEM is that 

there is no one best index of overall fit. Indeed it is agreed upon that model 

fit should be assessed using a range of fit indices (Hu & Bentler 1995; 

Schumacker & Lomax 1996). These indices can be categorized according 

to absolute fit and incremental fit (Hoyle & Panter 1995; Tanaka 1993). 

Absolute fit is the congruence between the observed covariance matrix 

and the implied covariance matrix. Incremental fit is the placement of the 

estimated model somewhere along a continuum between the 

independence model, that is the model that corresponds to completely 

unrelated variables, and the saturated model. Hu and Bentler (1 995) break 

this categorization down further into types I, I1 and Ill and suggest that fit 

be evaluated using a combination and spread of these criteria, though 

noting that type I are not recommended for small and moderate sample 

sizes. The fit measures being recommended by these authors and that are 

suitable for the purposes of this study are described in Table 4.7 including 

a summary of how to interpret each index. 
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Table 4.7 Indexes of Overall Model Fit 
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Absolute lndexes 

Interpretation 
Evaluates the fixed rather than the 
free parameters in SEM. The 
Scaled X2 is best used when the 
observed variables depart from 
normality. It is noted that this 
measure is sample size sensitive. 
Compare the obtained X2 value with 
tabled value for given degrees of 
freedom. The p-value should be 
>0.05. 
Indexes the relative amount of the 
observed variance and covariance 
accounted for by a model. Scaled 
from 0 (no fit) to 1 (perfect fit). 
Value close to 0.9 reflects a good 
fit. 

Index 
Chi-square (x'), 
Scaled X2 

Goodness of Fit 
(GFI) 

Reference 
Satorra & Bentler (1 994) 
Joreskog & Sorbom 
(1 996) 
Hoyle & Panter (1 995) 
Schumacker & Lomax 
(1 996) 

Tanaka (1 993) 
Joreskog & Sorbom 
(1 996) 
Hoyle & Panter (1995) 
Schumacker & Lomax 
(1 996) 

Incremental Indexes: Type II 

Interpretation 
Estimates the relative improvement 
per degree of freedom of the target 
model over the independent model. 
Not good for samples less than 
150. Scaled from 0 (no fit) to 1 

. 

(perfect fit). A value close to 0.9 
reflects a good fit. 

Index 
Tucker-Lewis lndex 
(NNFI) 

Reference 
Bentler & Bonett (1 980) 
Joreskog & Sorbom 
(1 996) 
Hoyle & Panter (1995) 
Schumacker & Lomax 
(1 996) 

Incremental Indexes: Type Ill 

Interpretation 
Compares the relative reduction in 
lack of fit of a target model versus 
the independence model. 
Overcomes problems with NFI by 
replacing the central with the non- 
central X2. Scaled from 0 (no fit) to 
1 (perfect fit), where a value close 
to 0.9 reflects a good fit. 

Index 
Comparative Fit 
Index (CFI) 

Reference 
Bentler (1 990) 
Joreskog & Sorbom 
(1 996) 
Hoyle & Panter (1 995) 
Schumacker & Lomax 
(1 996) 



4.8 Conclusion 

This Chapter included descriptions of the five stages within this study. 

1. Exploratory Interviews (section 4.2) 

2. Development of the Survey lnstrument (section 4.3) 

3. US Pilot Test of the Survey lnstrument and Experiment (section 4.4) 

4. Full-scale Australian Study (section 4.5) 

5. US Study (section 4.6) 

Stages four and five are considered the main or principal parts of this 

study. The data collected at these stages will be used to address the 

hypotheses and the research objectives. Stages one through to three were 

instrumental in the construction of the survey instrument and the testing of 

that instrument. Due to this, the results of research conducted during these 

stages were presented within this Chapter. The data collection and 

research procedures for the major study were described within stages four 

and five. Analytical tools to be utilised including MANOVA and SEM were 

discussed. Analysis of the data from these stages will be reported within 

Chapter 5. 
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5.1 Introduction 

This chapter will consider the two research questions through the analysis 

of the nine hypotheses. The data for this analysis were drawn from two 

samples: the West Coast of the US and the East Coast of Australia. The 

survey instruments used to collect the data were tailored to each sample. 

The US instrument concentrated on perceptions of long haul destinations, 

particularly Australia and an equidistant competitor, Italy. The Australian 

instrument concentrated on the importance of attributes for both long and 

short haul destinations, as well as perceptions of the short haul destination 

of New Zealand and the long haul destination of the US. The respondents 

from both samples are profiled within Section 5.2. The hypotheses are 

explored and tested and the assumptions of the analytical techniques with 

some limited discussion of the findings are addressed in Section 5.3. 

Interpretation of the findings from the hypothesis testing will be discussed 

in light of the literature in Chapter 6.0. 
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5.2 Subjects 

The subjects for this study were drawn from two samples, one based on 

the West Coast of the US and one based on the East Coast of Australia. 

The US sample was drawn from a purchased phone list of self-identified 

frequent fliers who resided in California, Oregon or Washington. The 

Australian sample was drawn from the White pages on disk by state, 

including New South Wales, Victoria and Queensland. 

To obtain the 225 completed questionnaires from the US sampling frame, 

446 listed numbers were dialled. 14% of those numbers dialled were either 

disconnected or unanswered. Those calls that were unanswered remained 

uncontactable across two call-backs. Of the 384 respondents reached, 276 

were willing to answer the questionnaire resulting in a 71.8% response 

rate. Of these, 228 were eligible respondents with three respondents then 

terminating the survey prior to completion. Of the 225 respondents, 153 

resided in California, 52 resided in Oregon and 23 in Washington. 

The final Australian sample required 470 listed numbers to be dialled, 448 

of these were contacted of which 81 % were willing to complete the survey. 

Unfortunately 132 of these respondents had not traveled internationally 

previously or planned to travel within the next two years. As such these 
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respondents were not included within the sample. In all, 231 subjects 

started the survey with only one partial completion due to an early 

termination. The total Australian sample included 230 subjects: 92 from 

New South Wales, 73 from Victoria and 65 from Queensland. 

The US sampling structure differed from the Australian on three main 

points, the number of respondents eligible to complete, the response rate 

and the uncontactable numbers. Only 48 respondents in the US had not 

traveled internationally previously or planned to travel within the next two 

years compared to 132 Australian respondents. This is a reflection of the 

nature of the phone list as compared to the generic white pages used 

within the Australian data collection. The response rate for the US at 

71.7%, though acceptable, was somewhat lower than Australia's 81 %. 

The high frequency of telephone surveying in the US could have impacted 

upon the willingness of the respondents to participate. Indeed only 15 

minutes of time was requested of the US subjects as compared to 20 

minutes requested in Australia. Inability to be contacted was the final 

difference within the US sample with 14%-of those called unable to be 

reached as compared to 4.7% within the Australia. This could reflect two 

issues; the age and currency of the database phone list as compared to 

the generic white pages and the time of day of interviewing. It is felt that of 
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those households with nobody home at the times of the interviewing, the 

demographics were likely to be either young and single or double income 

households with no young children. While no data were available on family 

life-stage, the average age of outbound US tourists is 44 years (Tourism 

Industries 1999). As such it is felt that the inability to contact these 

respondents should not undermine the sample. 

Only minimal demographic data were collected to keep the questionnaire 

within a tight time frame. The variables include age bracket, gender, 

education level and income bracket. Table 5.1 contains frequencies for 

income and education for the US sample. Table 5.2 contains frequencies 

for income and education for the Australian sample. Table 5.3 combines 

age and gender data for both samples. 

Table 5.1 Frequency data for income and education of US sample 
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Table 5.2 Frequency data for income and education of Australian sample 

Table 5.3 Frequency Data for Gender and Age for both samples 

Level of 
Education 

Primary 
Junior 
Senior 
Trade 
University 
Postgrad 
Total 

Both samples had a higher proportion of male respondents, and this is 

most evident within the US sample. The structure of the phone list is likely 

Income Bracket ('000) 

to have impacted upon the composition of the sample though the database 
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~ $ 2 5  

1 
1 

2 
0.9% 

$40-$55 

3 
7 

37 
15 
16 
1 
79 

34.3% 

$25- $40 

2 
10 
25 
4 
2 

43 
18.7% 

$55-$70 

2 
24 
25 
10 
8 
69 

30.0% 

>$75 

16 
7 
2 
4 
29 

12.6% 

Not 
disclosed 

1 
1 
3 
1 
2 
8 

3.5% 

5 
20 

103 
55 
32 
15 

230 

2.1% 
8.7% 

44.8% 
23.9% 
13.9% 
6.6% 



of 5000 names was randomly generated from a master database of 

125,000 subjects. The US sample was also considerably older, within a 

higher income range and more educated than the Australian sample. 

These differences between the samples were considered when 

interpreting the results of the analysis. 
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5.3 Hypothesis Testing 

Section 3.5 outlined the research questions and hypotheses to be tested 

within this section. The data for analysis were collected from two samples, 

one based on the West Coast of the US and one based on the East Coast 

of Australia, as described in the preceding section. The process of 

designing the instruments used to collect this data were described in detail 

in Chapter Four. 

5.3.1 Hypothesis One 

HI:  Cognitive Distance will be an underestimate of actual distance for 
long haul destinations. 

Data for this hypothesis were taken from both the US sample and the 

Australian sample. The US sample was asked to estimate distance to both 

Australia and Italy by way of flying time. The Australian sample was asked 

to estimate distance to both the US and to NZ, of which only the US falls 

within the definition of long haul travel for this thesis. 

As such there were three variables on which to test this hypothesis: 

1. US respondents estimate from Los Angeles to Sydney, Australia 

2. US respondents estimate from Los Angeles to Rome, Italy. 

3. Australian respondents estimate from Sydney to Los Angeles, US. 
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These variables were examined for outliers, skewness and kurtosis. The 

US sample had an outlier with a standardized score in excess of 3.29 

(pe.001). It was quite isolated as an estimate of 28 hours (3.4 standard 

deviations from the mean), with the next most extreme value being 7 

cases at 24 hours. It was felt that this estimate was a univariate outlier and 

was deleted from further analysis. 

The shape of the distributions for the three variables showed no excessive 

skewness or kurtosis. While some of the skewness estimates were 

significant at the .O1 alpha level, with a sample of over 200 cases it was 

felt that these were only minor deviations from normality. In addition only 

one value exceeded the +1 or -1 rule of thumb (Schumacker & Lomax 

1995). The kurtosis for Italy was 1 .I 96 (see Table 5.4). Tabachnick and 

Fidell (1 996, p.73) reassure that with positive kurtosis underestimation of 

variance disappears with samples of 200 or more. As such it is felt that the 

data were suitable for analysis. 

Table 5.4 Skewness and Kurtosis for cognitive distance estimates. 
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With the data showing only minor deviations from normality and outliers 

identified and their influence reduced, Hypothesis One was tested. Table 

5.5 outlines the sample means, standard deviations and t scores. The test 

value for each variable was the actual travel time between the destination 

and origin - 14 hours'. 

Table 5.5 Test for Long Haul Distance being underestimated 

US Sample 
Cognitive 
Distance to 

The mean estimate of 15.83 hours by the US sample and the same 

Australia 
Cognitive 
Distance to 
Italy 
Aust. Sample 
Cognitive 
Distance to US 

distance estimated by the Australian sample at 15.27 hours were 

HnUII: x 2 14 hours (w.05) 

surprisinglf similar estimates, but both were overestimates of the actual 

10.72 

15.27 

distance of 14 hours. Yet as can be seen by the mean estimate of 10.72 

Mean 

15.83 

1 The test value is the official average flight length as determined by the national carriers. 
See 4.3.2 for operationalisation of cognitive distance. 
2 

Hypothesis Eight predicted that these estimates would be significantly different due to the source 
and method of information acquisition that would differ due to culture and socialization. 
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St. Dev 

3.47 

2.35 

2.97 

fcalculated 

7.853 

224 

230 

fcritical 

-1.64 

-20.875 

6.399 

C O ~ C ~ U S ~ O ~  

Cannot reject 
the null 

-1.64 

-1.64 

hypothesis 
Reject the 
null 
hypothesis 

Cannot reject 
the null 
hypothesis 



hours to Italy, and as is supported by the literature, cognitive distance 

estimates usually decrease as the actual distance increases. 

Overall, these findings were puzzling. That both samples had quite similar 

estimates of the distance between Australia and the US gave credence to 

this finding and to the argument that people tend to overestimate distance 

to a long haul destination. On the other hand, the underestimate by the US 

sample of the distance to ltaly was in accordance with previous findings 

and gave credence to the argument that people tend to underestimate the 

distance to a long haul destination. Yet that the same US sample provided 

such a discrepancy between estimates of two equidistant long-haul 

destinations was interesting. It was indeed expected that there would be 

differences between estimates to ltaly and estimates to Australia, but the 

magnitude of the difference and the opposing directions of the estimates 

(both over and under estimates), was intriguing. The high variance in 

estimates was also of interest. Further exploration of the data was 

undertaken to determine whether the variables of education, income, or 

prior visitation were contributing to this mixed result. 

The exploration treated the variables of education, income, and previous 

visits as grouping variables to investigate which groups may be 

overestimating. Neither education nor income revealed any enlightening 
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patterns or trends. Visitation showed that those who have visited Australia 

previously tend to estimate more accurately3. Surprisingly, prior visitors to 

ltaly underestimated the distance even more than did non-visitors. These 

findings reflected the conclusion drawn by Walmsley and Jenkins (1 992, 

p.29) that "we should not expect to find estimates of cognitive distance 

conforming to a simple set of relationships1'. 

As such the conundrum created by the divergent estimates and the 

expectations from the literature remain. This is considered further in 

Section 6.2 with implications for marketing and further research. 

5.3.2 Hypothesis Two 

H2: The cognitive distance estimate from the United States to 
Australia by US tourists will be significantly different from the 
cognitive distance estimate from the United States to Italy. 

It was hypothesised that individuals from the US would estimate the length 

of time it takes to travel from Los Angeles to Sydney differently as 

compared to the length of time it takes to travel from Los Angeles to 

Rome. In reality, the official flight times are equivalent. As was seen in 

Section 5.3.1, cognitive distance to ltaly was underestimated whereas to 

3 Theory on information processing would suggest that those that had visited before 
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Australia it was overestimated. A related samples test was conducted to 

compare the means for each estimate (Table 5.6). The screened data as 

described in Section 5.3.1 were used for the test. 

Table 5.6 Test of difference between cognitive estimates to Australia and 
ltaly by the US sample. 

Cognitive 

The results show that the means are significantly different which supports 

Hypothesis Two and the theories related to the processing of information 

about the environment. Geographic phenomena such as oceans, 

continents, hemispheres, time zones and country boundaries are 

suggested to impact upon perceptual distances (Downs & Stea 1973, 

Smith 1984, Smith & Brown 1981). As the features that separate the US 

from Europe and the US from Australia are quite different it was 

anticipated that distance estimates to these destinations would also vary. 

Even so, as was commented upon within Section 5.3.1, the difference 

between these two estimates was surprising in its magnitude. The 

Distance 
Estimate 
to: 

Italy 

Australia 

should estimate more accurately (Cook & McCleary 1983). 
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Mean 

10.74 

15.83 

St. 
Dev. 

3.47 

2.35 

Conclusion 

Reject the null 
hypothesis 

Paired Differences 
Mean 

-5.089 

Std. 
Dev 

3.876 

Confidence 
Interval 

4.63B5.68 

tcdcuiated 

19.61 



potential impacts of the extent of this discrepancy are discussed within 

Section 6.2. 

5.3.3 Hypothesis Three 

H3: The relationships within the hypothesized path diagram will be 
significant for perceptions of Australia by the US holiday market 

The relationships in the path diagram in Figure 3.9 were investigated using 

structural equation modeling (SEM). 

Evaluation of Assumptions 
Most of the estimation techniques used in SEM assume multivariate 

normality. The destination perception data from the US sample for both 

Australia and Italy were screened for outliers, skewness and kurtosis. One 

third of the variables measuring perceptions of Australia were found to be 

significantly skewed, kurtotic or both. In addition the direction of skewness 

varied between items and the non-normality was not necessarily similar 

within the equivalent measure for Italy. While transforming the data may 

restore normality, the irregularity in direction and the type of transformation 

required makes interpreting the SEM results post-transformation much 

more problematic (West, Finch and Curran 1995). As a result, an 
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estimation method that addresses the non-normality needed to be 

selected. Two alternative estimation techniques have been developed to 

overcome violations of normality, the Asymptotically Distribution Free 

(ADF) estimator and Scaled X2. The Scaled X2 estimator was used for this 

analysis as the ADF estimator has been found to be correct only when the 

sample size was in the realms of 1000-5000 cases (Byrne 1998; Hu & 

Bentler 1 995; Hu, Bentler & Kano 1992; West et a/. 1995). 

Estimation Techniques 
The Scaled X2 statistic, a recent addition to LISREL 8.2, has been reported 

to provide good estimates for samples of 200 or more (Byrne 1998; Hu & 

Bentler 1995; Hu, Bentler & Kano 1992; West et a/. 1995). This estimation 

technique requires the sample fourth-order moments (kurtosis) to be 

computed within a weight matrix. Within PRELIS 2 the weight matrix is 

recognised as the asymptotic covariance (AC) matrix and the estimation of 

this matrix is sensitive to the number of variables and cases. Table 5.7 

illustrates the minimum sample size required within to compute a stable 

weight matrix with fourth-order moments (Holmes-Smith & Rowe 1998; 

Joreskog & Sorbom 1993). Due to this sensitivity, estimation of the 

hypothesized structural model required a process that divided the 

hypothesized model into smaller congeneric subsets that could be 
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estimated using the asymptotic covariance (AC) matrix. This method of 

estimation procedure is described in the following section. 

Table 5.7 Sample size required and size of resultant AC Matrix 

Method of Estimation 
The specific procedure as suggested by Holmes-Smith & Rowe (1 998) and 

Number of Variables 
[k] 
10 
20 
30 
40 
50 

similar to procedures suggested by Bagozzi (1 980; 1983) and Anderson & 

Gerbing (1 988) comprised two stages of model estimation. In the first 

Sample size required 
[ I  .5k(k+l)] or 200 if kc1 2 

200 
630 

1,395 
2,460 
3,825 

stage congeneric4 measurement parameters were estimated. This involved 

Size of weight matrix 
[0.5k(k+l)] 
55 x 55 

210 x 210 
465 x 465 
820 x 820 

1,275 x 1,275 

estimating each latent variable separately to obtain factor scores and the 

scale reliability. Composite scores for each subject could then be 

calculated to result in a composite regression coefficient and composite 

measurement error variance for each latent variable. The second stage 

required the associated measurement parameters to be fixed and the 

structural parameters were estimated. 

Stage One 
Respondents with missing data were removed from the sample using 

listwise deletion within PRELIS 2. This reduced the likelihood of 
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nonpositive definite matrices being produced (Wothke 1993). Asymptotic 

Covariance (AC) matrices were then computed for each of the seven latent 

variables. 

As the larger model was broken down into smaller measurement models, 

the number of observed variances and covariances was reduced. This 

impacted upon the degrees of freedom, which were greatly reduced, and 

the identification of each model was checked. When a latent variable was 

being measured with only three items it became just-identified with no 

degrees of freedom resulting in a perfect fit. Where this occurred in this 

analysis, the regression paths for items were set to have equal weighting 

so that the one factor model was overidentified (Holmes-Smith & 

Rowel 998). 

The process required to obtain the composite regression coefficients and 

error terms of each latent variable involved six steps: 

1. Estimate, fit and accept the congeneric model. 

2. Unify the factor score regressions weights5. 

4 Congeneric models are the simplest form of a measurement model and represent the 
regression of a set of observed indicator items on a single latent variable. 

Using the command FS on the output line within LlSREL will generate the factor score 
regressions. 
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3. Compute an estimated composite score (x) of the latent variable for 

each subject using the factor score regression weights and the 

respondent's observed indicator items. 

4. Determine the reliability of the factor score composite using the formula 

o'(i - 6 , ) ~  
rC = where o is the row vector of factor score regression 

w'.%.o 

weights6 from step 2. 

5. Compute the regression coefficient using (1 = o ( x ) A ) .  

6. Compute the measurement error variance ( 8  = 02 (x)(l- r,)). 

This process resulted in a composite measure that is more reliable and 

valid than when it is assumed that all indicator variables contribute equally 

to the latent factor. While more complex, the composite measure is also 

more reliable than the first principal component. 

Figure 5.1 demonstrates the congeneric model for the latent variable of 

attractiveness. Table 5.8 contains the regression coefficients (A), 

measurement error variances (€I,), the factor scores (o), the scale reliability 

(r,) and goodness-of-fit measures. In estimating the model, yll, the item 

that stated the destination would improve togetherness with my family and 

friends, was eliminated due to an incongruent fit with the remaining items. 

Chapter 5 
ANALYSIS OF DATA 

227 



Figure 5.1 Congeneric Model for Latent Variable Attractiveness 

Table 5.8 Item and Scale Results for Congeneric Model of Attractiveness 

6 A program to calculate the reliability for the composite, named the coefficient of 
determioation is available from the LISREL web site http://www.sscicentral.com 
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For a congeneric model to be accepted, the indicator items contributing to 

the overall measurement of the composite variable must all be significant 

and valid measures of the one latent trait. With y l l  remaining in the model, 

a fit could not be achieved. This indicated it was not a valid item measuring 

the same latent trait as the remaining items and should be discarded from 

the composite measure. 

To establish an identifiable model for cost, two regression parameters 

were constrained as equal while the error terms remained free. The most 

harmonious arrangement required constraining value for money and 

airfares. Figure 5.2 depicts the congeneric model for cost with all 

significant paths and Table 5.9 describes the parameters and fit of the 

model. 

Figure 5.2 Congeneric Model for Latent Variable Cost - 
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Table 5.9 Item and Scale Results for Congeneric Model of Cost 
I Destination: Australia I 

I Composite A. 1 0.667 I 
0.163 

Scaled 14.72 

The latent factor time has four observed items. The significant paths are 

depicted in Figure 5.3. The fit of these items within the model and the 

scale reliability were excellent without requiring any alterations to the scale. 

The fit indices and estimation parameters are within Table 5.1 0. 

GFI 
NNFl 
CFI 

Figure 5.3 Congeneric Model for Latent Variable Time 

0.95 
0.86 
0.86 
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Table 5.10 Item and Scale Results for Congeneric Model of Time 

The latent factor risk has five observed items as is depicted in Figure 5.4. 

While the goodness of fit measures were not as good as for the factor 

time, each path was significant and this model for risk is acceptable 

without any modifications. Indeed, as can be seen in Table 5.1 1, the 

spread of weighting across the items for the composite measure is also 

quite even and the reliability of the scale is greater than 0.8. 
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Figure 5.4 Congeneric Model for Latent Variable Risk 

Table 5.1 1 Item and Scale Results for Congeneric Model of Risk 

The latent factor knowledge has three observed items (Figure 5.5). Two of 

the items relating to involvement and interest in the destination were 

measured on the perceptual scale while the item, subjective knowledge of 
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the destination was measured separately on a scale of one to five, where 

one represented very little knowledge about the destination. 

To keep the model identifiable, two of the regression paths were 

constrained equal while the error terms remain free. The regression paths 

for the items (interest in destination and importance of destination) were 

designed to be equal. Table 5.1 2 demonstrates the fit measures and 

parameters for this item. It is noted that the fit of the model and the scale 

reliability are not particularly good, but within the limits of a three-item 

model, are acceptable. 

Figure 5.5 Congeneric Model for Latent Variable Knowledge 

n 
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Table 5.12 Item and Scale Results for Congeneric Model of Knowledge 

I Composite 9 1 0.235 I 

Stage Two 
The structural portion of the model could now be estimated with regression 

coefficients and measurement error variances fixed to the values 

computed for each of the composite scales as shown in Figure 5.6. The 

latent variable of distance was measured by a single observable item, yet it 

was assumed that some measurement error was present (Hayduk 1987). 

Thereby the reliability of the item scale was assumed to be 0.85 as 

suggested by both Hayduk (1 987) and Tabachnick and Fidell (1 996). The 

resulting h, was 0.403 and the 8, was 0.029. The observed item of choice 

set was coded from data collected on the late evoked, evoked and inept 

sets. Even though the scale for this item is from one to four, it is postulated 

that the underlying latent variable is a continuous scale that increases as a 
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respondent moves closer to their final destination choice (Byrne 1998). As 

for distance, some measurement error was assumed and the resulting h, 

was 0.518 and 8, was 0.047. As the model is totally endogenous all 

relationships being measured between the latent variables are indicated 

on Figure 5.6 as beta structural coefficients (P). The model was over- 

identified and able to be estimated (Schumacker & Lomax 1996), though 

the number of observed data points was lower than in the initial model that 

was identified in section 4.7.2. This was due to the composite scores and 

resulted in fewer degrees of freedom. The following model in Figure 5.6 

had 28 data points and 22 parameters to be estimated. 

The model as hypothesized would not converge. Various starting values 

were used and the cognitive distance measure was transformed to a scale 

similar in size as the other variables (Byrne 1988). After many iterations 

the reciprocal relationship between choice set and distance P6, was 

eliminated, reducing the parameters to be estimated to 21 and the model 

was able to converge. The model was estimated using maximum likelihood 

and a sample size of 225 respondents. 
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Figure 5.6 Structural Model to be tested for Australia 

P16 ‘&St 
/ / -  n. 

Hypothesized Model 
The independence model that tests the hypothesis that the variables are 

uncorrelated with one another was easily rejected, X2 with 21 degrees of 

freedom = 267.88. The hypothesized model was tested next. A chi-square 

difference test indicated a significant improvement7 in fit between the 

independence model and the hypothesized model but only marginal 

support was found in terms of the fit indices as shown in Table 5.13. In 

addition a number of the hypothesized relationships were not significant. 

7 2 X diff (I 4, N=225) =227.22, p<O.OOI. 
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As such Hypothesis Three, which states that the relationships within the 

hypothesized path diagram will be significant for perceptions of Australia 

by the US holiday market, is not accepted. 

Figure 5.7 displays the structural relationships and their beta values. 

Where a relationship is shown with a dotted line, the path was found to be 

insignificant. Note that Figure 5.7 only shows estimates for the structural 

paths within the model. The composite values were computed and fixed 

according to the process reported within stage one of the model 

estimation. 

Table 5.13 Fit Indices for Hypothesized Model for Australia 

Scaled 36.93 

Probabilit 
GFI 0.95 
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Figure 5.7 Hypothesized Structural Model for Perceptions of Australia 

** e.05 (two-tailed) 
a=. 10 (two-tailed) 

As the paradigm of model generation (Joreskog 1993) was adopted for this 

study the hypothesized model was reexamined, with heed to the 

theoretical framework, to discern if an incrementally improved model could 

be established. The first step in improving the model was to remove paths 

that did not contribute to significant total effects. Modification indices were 

then inspected to see if any relationships could be recognized that would 

be theoretically plausible and substantively improve the fit of the model. 

On this basis paths were introduced incrementally, with the fit and results 
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inspected for significance and substantiality. In all, three new paths were 

added. In doing so the direct path of attractiveness on choice became 

insignificant, though the total effect remained. As such the direct path was 

excluded from the model. Figure 5.8 demonstrates the modified model. 

Table 5.14 includes the fit indices. 

Figure 5.8 Modified Model of Perceptions of Australia 

** a=.O5 (two-tailed) 
* a=. 10 (two-tailed) 
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Table 5.14 Fit Indices for Modified Model for Australia 

The direct effects in the model demonstrated some interesting 

relationships. That distance is positively related to choice set suggests that 

as cognitive distance estimates to Australia increase, the likelihood of 

choosing the destination also increases. Distance is also positively related 

to the perception of cost at the destination. Perceptions of increasing costs 

though will negatively impact choice. This indirect effect of distance on 

choice is negative and significant at the ~ 0 . 1 0  level. In many ways this 

reflects the conundrum of distant destinations and will be discussed further 

in section 6.2.1. 

The choice of the destination is also impacted directly by knowledge and 

risk. Increasing knowledge and involvement with Australia will increase the 

likelihood of choice of the destination, whereas risk will impede the choice. 

The nature of travel time also has an indirect and negative effect on 

choice, but is not significant. Directly though, the nature of travel time to 

Australia does have a significant negative effect on both the perceived 
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attractiveness of the destination and the perceived risk of the destination. 

In addition to these, it has an indirect and significant effect on knowledge 

and involvement. The implications of these effects will be discussed further 

in Section 6.2.2. 

The path that caused the most consternation, from a theoretical 

perspective, was that of attractiveness upon knowledge. However when 

the composition of the observed items for knowledge were considered, this 

latent variable measured involvement as much as subjective knowledge of 

a destination. From this perspective, it was expected that perceived 

attractiveness of Australia would impact upon knowledge and involvement 

with the destination. Indeed perceived attractiveness also had a significant 

indirect effect on likelihood of choice of Australia. These relationships are 

considered further within in Section 6.2 and implications for marketing and 

further research are discussed. 
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5.3.4 Hypothesis Four 
I 1 

H4.: The relationships within the hypothesized path diagram will be 
significant for perceptions of ltaly by the US holiday market 

The relationships in the hypothesized structural model were investigated 

for US respondents' perceptions of ltaly using structural equation modeling 

(SEM). The same procedure outlined within 5.3.3 was used in this 

analysis. 

Stage One 
Respondents with missing data were removed from the sample using 

listwise deletion and Asymptotic Covariance (AC) matrices were computed 

within PRELIS 2. The six step process of creating a composite score was 

then followed. The observed items are listed in Appendix 5. 

The congeneric model for the latent variable, attractiveness was 

estimated. Table 5.1 5 contains the regression coefficients (A), 

measurement error variances (O,),  the factor scores (o), the scale reliability 

(r,) and goodness-of-fit measures. In estimating the model, yll, the item 

that stated the destination would improve togetherness with my family and 

friends, was eliminated due to an incongruent fit with the remaining items. 
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For the fit to be acceptable the modification indices recommended freeing 

the error covariance between item 4, an interesting natural environment 

and item 2, famous attractions. Substantively this was plausible. The two 

items share a degree of commonality; famous attractions and the 

environment are often inseparable parts of the image of a destination. As 

such the error terms were covaried as can be seen in Table 5.15. 

Table I and Scale Results for Congeneric Model of Attractiveness 
Destination: Italy 
item 1 I OE 

Composite 0, ( 0.065 
Goodness-of-fit measures 
Scaled ' 90.09 
De rees of Freedom 
Probabilit 
GFI 0.92 
NNFI 0.86 
CFI n aa 
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The latent variable of cost has three observed items. To establish an 

identifiable model for cost, two regression parameters were constrained as 

equal while the error terms remained free. The best fit was achieved 

through equating value for money with overall cost. Table 5.1 6 describes 

the parameters and fit of the model. 

Table 5.16 Item and Scale Results for Congeneric Model of Cost 

The latent factor time had four observed items. The fit of these items within 

the model and the scale reliability were excellent without requiring any 

alterations to the scale. The fit indices and estimation parameters were 

within Table 5.1 7. 
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Table 5.17 Item and Scale Results for Congeneric Model o 
I Destination: Italy I 

I 

Composite 8 1 0.068 1 

Yl8 [ 0.08 I h i 8 3  [ 1.07 
Scale Reliability r, 
Composite h 

Goodness-of-fit measures 
Scaled X2 1 6.33 

~ 1 8  18 1 0.94 
0.8506 
1.033 

I Degrees of Freedom 13 I 
Probability 1 0.097 
GFI 1 0.98 

f Time 

I 

- . - -  

The latent factor risk had five observed items. This model for risk was 

acceptable without any modifications. Indeed, as can be seen in Table. 

5.1 8, the spread of weighting across the items for the composite measure 

was also quite even and the reliability of the scale was sound at 0.84. 

NNFl 
CFI 

The latent factor knowledge had three observed items. To keep the model 

identifiable, two of the regression paths were constrained equal while the 

error terms remained free. The items subjective knowledge and interest in 

the destination were constrained. Table 5.20 demonstrates the fit 

measures and parameters for this item. 

0.96 
0.98 
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Table 5.18 ltem and Scale Results for Congeneric Model of Risk 

Table 5.19 ltem and Scale Results for Congeneric Model of Knowledge 
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Stage Two 
The structural portion of the model could now be estimated with regression 

coefficients and measurement error variances fixed to the values 

computed for each of the y^ composite scales as shown in Figure 5.9. The 

latent variable of distance was measured by a single observable item, yet, 

as was the case in Section 5.3.3, it was assumed that some measurement 

error was present and the reliability value of 0.85 was assigned. The 

resulting h, was 0.349 and 8, was 0.022. These were calculated using the 

equations shown in steps five and six of stage one in Section 5.3.3. The 

observed item of choice set was coded from data collected on the late 

evoked, evoked and inept sets. Even though the scale for this item is from 

one to four, it is postulated that the underlying latent variable is a 

continuous scale that increases as a respondent moves closer to their final 

destination choice (Byrne 1998). As for distance, some measurement error 

was assumed and the resulting h, was 0.654 and 0, was 0.075. As the 

model is totatly endogenous all relationships being measured between the 

latent variables were indicated on Figure 5.9 as beta structural coefficients 

(P). The model was over-identified and able to be estimated (Schumacker 

& Lomax 1996). 
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Figure 5.9 Structural Model to be tested for ltaly 

The model as hypothesized would not converge. The process discussed in 

Section 5.3.3 was completed and the reciprocal relationship between 

choice set and distance was eliminated so that the model was able to 

converge. The model was estimated using maximum likelihood and a 

sample size of 225 respondents. 

Hypothesized Model for Italy 
The independence model that tested the hypothesis that the variables are 

uncorrelated with one another was easily rejected, X2 with 21 degrees of 
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freedom = 265.94. The hypothesized model was tested next. A chi-square 

difference test indicated a significant improvement8 in fit between the 

independence model and the hypothesized model and reasonable support 

was found also in terms of the fit indices as shown in Table 5.20. Yet, as 

for the Australian model, quite a large number of the hypothesized 

relationships were found to be insignificant and for this reason Hypothesis 

Four could not be accepted. 

Table 5.20 Fit Indices for Hypothesized Model for ltaly 

Figure 5.1 0 displays the structural relationships and their beta values. The 

same conventions as used in Figure 5.7 for Australia were utilised here for 

Italy. It was observed that a number of the relationships within this model 

had opposing signs to those in the Australian model. Of particular interest 

was that of cognitive distance on choice. Though not significant this path 

suggested that increasing perceptions of distance to ltaly were 

impediments to selecting the destination. 

8 x 2 difi (1 4, N=225) ~247.93, ~~0.001. 
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Figure 5.10 Hypothesized model for ltaly 

** crz.05 (two-tailed) 
* a=. 10 (two-tailed) 

Post hoc model modifications started with step-wise exclusion of the non- 

significant paths. As the model already reasonably fitted the data, not 

many additional modifications were sought. 

Two additional paths were included in the model. They were the effects of 

the nature of travel time on perceived attractiveness and perceived risk. 

Both paths indicated negative relationships. These paths also appeared 

within the modified Australian model. The modified model for ltaly is 

depicted in Figure 5.1 1 and the fit indices are in Table 5.21. 
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Figure 5.7 I Modified Model of Perceptions for ltaly 

0.15** 

** a=. 05 (two-tailed) 
a=. 10 (two-tailed) 

Table 5.27 Fit Indices for Modified Model of ltaly 

The paths found within the ltaly model were not overly different to the 

paths in the Australian model, though notably the relationships between 

distanck, cost and choice were quite distinct. For ltaly there was no direct 

effect of distance on likelihood of choice. The effect of increasing cognitive 
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distance estimates caused the perception of costs to decrease and the 

impact of cost on likelihood of choice was opposite to that found within 

Australia. This meant that the indirect effect of cognitive distance to ltaly 

on the likelihood of selection was negative and significant. It would appear 

ltaly does not enjoy the halo effect of the appeal of a far-off destination. 

Cognitive distance estimates as seen in Section 5.3.1 supported this as 

they were substantially underestimated reflecting the perception of the 

destination being closer. However it did enjoy the associated perception of 

being better value, or less expensive in comparison to other destinations, 

indicating that cost was actually positively related to likelihood of choice. 

The implications of these findings will be discussed further in Section 

6.2.1. 

Surprisingly attractiveness was not related to choice either directly or 

indirectly within the model for Italy. Yet cognitive distance had an indirect 

but significant impact upon perceptions of risk. As the perception of 

distance to ltaly increased the perceived risk of travelling to ltaly also 

increased. These relationships will be discussed further in Section 6.2.2. 
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5.3.5 Hypothesis Five 

H5: The importance of the perceptual factors when evaluating long 
haul destinations will be significantly different to the importance of 
those same factors when evaluating short haul destinations. 

Data for this hypothesis were taken from the Australian sample. The 

sample was asked to rate the importance of a set of 25 items for both a 

long haul destination such as the USA, Canada or England, and a short 

haul destination such as New Zealand, Fiji or Indonesia. The order of the 

items within the blocks was randomized and the order of the blocks of 

items was also randomly interchanged. The data were analyzed using 

Multivariate Analysis of Variance (MANOVA) where the independent 

variable is length of haul with two treatments: short haul and long haul. 

The dependent variables were the items used to measure the six latent 

variables. 

Prior to analysis the items were examined for outliers, skewness, kurtosis, 

homogeneity and multivariate normality. No outliers were identified, yet 

some skewness was evident. Tabachnick and Fidell (1 996) report that 

MANOVA is robust to modest violations of normality where the violation is 

created by skewness rather than by outliers. As the samples were of equal 

size and there were more cases than dependent variables in each cell, the 

power of the analysis was not undermined. 
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Table 5.22 demonstrates the MANOVA results with 230 subjects in each 

cell. For each latent variable, the importance of the perceptual factors for 

long haul destinations was significantly different to the importance for short 

haul destinations. As such Hypothesis Five, which states that the 

importance of the perceptual factors when evaluating long haul 

destinations will be significantly different from the importance of those 

same factors when evaluating short haul destinations, is accepted. 

Table 5.22 Differences between the Importance of factors for Short Haul 
and Long Haul Destinations 
Factors 

Attractiveness 
Ease of Travel 
Cost 
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Risk 
Knowledge 

Hotellings T' 

0.676 
1.41 876 
0.081 45 
0.93698 
0.29939 

Exact F 

27.541 
161.384 
12.381 

Significance 
of F 
c0. 00 
c0.00 
c0.00 

85.078 
68.41 1 

c0.00 
c0.00 



5.3.6 Hypothesis Six 

H6: Cognitive distance estimates will be significantly more accurate 
as compared to actual distance for destinations within the evoked set 
than for destinations within the inept set. 

This hypothesis was developed to test the proposition (Ankomah et a/. 

1996) that respondents' estimates would fall along a continuum where 

accuracy is related to choice set and destinations in the evoked set would 

be significantly more accurate than destinations in the inept set. To test 

this hypothesis the screened data prepared for Hypothesis One was 

utilised to compute a new variable measuring cognitive distance error. The 

computations for this new variable for the destinations of Australia, Italy 

and the US were as follows: CognitiveError = , / (~o~n i t i ve~s t imn te  - 1 4 ) ~  

For the destination of New Zealand, the computation was 

CognitiveError = , , / (~o~ni t ive~s t imate  - 3)' . The constant in each equation 

was the actual travel hours to the destination. This computation gave an 

absolute cognitive error. 

Choice ;set was then used to group the data into evoked, initial 

consideration (IC), inert and inept sets. As seen in Table 5.23 the 

hypothesis that those respondents who placed a destination within their 
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inept set would estimate the distance to that destination less accurately 

than those who placed it within their evoked set, was tested. The 

hypothesis was accepted for the destination New Zealand only: a short 

haul destination. The mean difference for the destination of the US was 

insignificant, demonstrating that cognitive distance errors were not 

estimated more accurately by those who had placed the US in their 

evoked set as compared to those respondents who had placed it within 

their inept set. Indeed for the destination ltaly the opposite of the 

hypothesis was true. Those respondents who placed ltaly within their 

evoked sets, estimated the distance to ltaly with less accuracy than those 

respondents who had placed ltaly within their inept sets. The use of the 

inept set within this hypothesis was problematic for Australia as a 

destination as no respondents had placed it within their inept set. 

Table 5.23 Testing accuracy of estimates between thr 
sets across destinations. 

I Choice Set Null Test tVd, Df Conclusion 
Unable to be 
calculated 

I 

I ltaly 

I 

United 
States 

I I I I 

'Equal variances are not assumed 

- 
Xinept 'evoked 

New 
Zealand* 

e inept and evoked 

- 
Xinepr 'evoked 
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2.36* 

- 
' inept ' 'evoked 

-0.76 

9.95* Accept the 
null 

13.7* 

Reject Null 
Hypothesis 

I 

Not 
significant 

-2.0 20.5* 



Table 5.24 demonstrates the cognitive error trends for each choice set 

across the four destinations. Using the continuum proposition (Ankomah et 

al. 1996), each pair of choice sets was tested to see if those respondents 

closer to the final decision were significantly more accurate in their 

cognitive distance estimates. The conclusion for each pair is listed. 

Table 5.24 Testing for magnitude of Cognitive Error by Choice Set 
Choice Set 1 Mean 1 N 1 Std Dev 1 Null Test 1 tva~ue I Df I Conclusion 
Australia 

I United States I 

Inept 
lnert 

IC 

Evoked 

163.5* 

135 

Inept 
lnert 

IC 

Evoked 

2.20 
3.24 

3.65 

3.96 

Inept 
lnert 

I C 

Unable to be 
calculated 
Not 
significant 
Not 
significant 

- 
xinept 5 TineH 
- 
' inen ' ' ic  

zekoked 

Evoked - 
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3.1 9 

2.79 

1.50 

-1.00* 

-1.54 

5 
127 

69 

23 

3.00 
2-84 

2.18 

New Zealand 

2.48 

0 
87 

127 

10 

1.380 
2.034 

2.293 

2.225 

6 I .LO;) 

Inept 
Inert 

IC 

Evoked 

- 
3.1 13 

2.621 

1.354 

11 3 

90 

21 

Equal variances are not assumed 

- 
xlmPt zlnen 
- 
x,,,, < 3, 

T, zekoked 

- 
Xinepr 5 'inen 

- - 
xinen < xiC 

x,, x,,,, 

2.090 

1.784 

2.089 

12.4' 

38.2 

50.0* 

0.467 
0.618 

0.577 

0.495 

-7.4 

-0.98 

-0.84 

0.73 
0.62 

0.50 

0.38 

1.71 

1.24 

0.56 

Not 
significant 
Not 
significant 
Not 
significant 

11 
167 

28 

24 

- 
xinePf < Finen 
- 
Xinen ' i c  

0.61 

4.8* 

126.1* 

38.7* 

Not 
significant 
Not 
significant 
Not 
significant 

-2.9 

-2.4 

27.2* Not 
Significant 

6.5* 

201 

Not 
significant 
Reject Null 
Hypothesis 



Cognitive error for the destinations Australia, New Zealand and the US 

appeared to follow a general downward trend as the respondents 

approached their final choice, though this trend was not significantly 

significant. The destination of ltaly showed the opposite trend. As 

respondents moved closer to their final choice the cognitive error 

increased. However once again, this trend was not statistically significant. 

Section 6.2.1 will further discuss the implications of these findings. 

5.3.7 Hypothesis Seven 

H7: Distance will be significantly more important when evaluating long 
haul destinations within the evoked set than when investigating long 
haul destinations within the initial consideration set. 

Um and Crompton (1 992) found that travelability factors increased in 

importance within the evoked set. Travelability factors were described as 

the situational constraints of travelling to a destination including the 

distance, travel time, perceived risk and costs. The intention of this 

hypothesis was to examine the situational constraint of distance within the 

framework of choice of long haul destinations. Table 5.25 reports on one- 

tailed independent means tests for each of the long haul destinations of 

Australia, ltaly and the US. Variances between the samples were 
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examined for equality using Levene's test for equality of variance, and 

where necessary the unequal-variance t test was used. 

Table 5.25 Testing for the Increasing Importance of Distance 

*Equal variances not assumed. 

The importance of distance for the long haul destinations Australia, Italy 

and the US appeared to follow a general upward trend as the respondents 

approached their final choice. This was not statistically significant however. 

As such Hypothesis Seven was not accepted. Implications are discussed 

further in 6.2.1. 

5.3.8 Hypothesis Eight 

H8: The cognitive distance estimate from the United States to 
Australia by US tourists will be significantly different from the 
cognitive estimate of the same distance by Australian tourists. 

These variables were discussed in Hypothesis One where the estimates 

were seen to be similar. It was hypothesized that the cultural differences in 
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learning about the spatial environment would impact on the cognitive 

estimates from the two countries, resulting in them being significantly 

different. In this section the cognitive distance means were tested for the 

distance between the US and Australia for both samples. The data were 

screened for outliers, skewness and kurtosis as described in Hypothesis 

One (Section 5.3.1). The results are reported within Table 5.26. 

Table 5.26 Testing for differences in cognitive distance estimates between 
the samples 

The means were commented to be similar within Section 5.3.1, and the 

Cognitive 
Distance 
Estimate 
to: 
US 
(n=230) 
Australia 
(n=223) , 

test showed that the differences between the two samples in estimating 

the distance were not significant at ~ 0 . 0 5 .  As such Hypothesis Eight, 

- - 
Hnul~:  x us = X ~ u s t  (az.05) 

which states that the cognitive distance estimate from the US to Australia 

by US tourists will be significantly different from the cognitive distance of 

Mean 

15.27 

15.83 

the same distance by Australians is rejected. Further investigation of the 

importance placed upon these estimates of distance within the destination 

Std. 
dev. 
2.97 

3.47 

choice process did however show significant differences as seen in Table 
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Conclusion 

Cannot reject 
the null 
hypothesis 

t-test for Difference of Means 
Mean 

0.56 

St.Error 

0.303 

tcalculated 

1.846 

p value 

0.065 



5.27. The implications of this finding for the marketing of Australia will be 

addressed within 6.2.1. 

Table 5.27 Test for Difference in Importance of Distance Estimate in a 
Decision to travel to the Destination between the samples. 

5.3.9 Hypothesis Nine 

Importance 
Of Distance 
Estimate to: 

US 
(n=230) 
Australia 

, ( ~ 2 2 3 )  

H9: When evaluating long haul destinations, the importance of the 
perceptual factors as determined by American tourists will be 
significantly different to the importance of those same factors as 
determined by Australian tourists. 

As with the analysis conducted in Hypothesis Five, MANOVA was used in 

a simple cell design where each respondent's country, US or Australia, will 

be the independent variable and the latent factor items from the long haul 

importance scale will be the dependent variables. 

- - 
Hnull: X us = X (a=.05) 

Unlike the earlier analysis, this analysis had varied sample sizes, with 230 

within the Australian cell and 224 within the US cell. The same practical 

issues of outliers, skewness, kurtosis, homogeneity and multivariate 
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Conclusion 

Reject the null 
hypothesis 

Mean 

5.45 

6.63 

St. 
Dev. 
1.65 

2.13 

t-test for Difference of Means 
Mean 

-1.17 

Std.Err 

0.179 

tcalculated 

-6.579 

p value 

~ 0 . 0 0  



normality were tested for. Where unequal samples exist, the MANOVA test 

is less robust in its treatment of skewness and homogeneity. With the 

large degrees of freedom within each cell though, skewness of the data 

was not an issue within the analysis. Homogeneity within the variance- 

covariance tests could not be assumed though. Box's M test was 

conducted and was found to be significant for a number of items. However 

on further inspection, it was felt that with the number of observations per 

cell, the relatively small difference in sample size, and the size of the 

variances and covariances for the cells, that the ou'tcome of the notoriously 

sensitive Box's M test can be transcended (Tabachnick & Fidell 1996). The 

results of the MANOVA are reported within Table 5.28. 

Table 5.28 Differences between the importance of factors for the US 
sample and the Australian sample for Long Haul Destinations 

Attractiveness 
Ease of Travel 

Factors 

Cost 
Risk 

The overall scale was determined as significantly different for the US 

Hotellings T' Exact F 

1.579 
0.170 

Knowledge 
Overall Scale 

sample as compared to the Australian sample however when inspected by 

Significance 
of F 

0.501 
1.279 
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63.46 
19.12 

0.006 
3.252 

<O.OO 
<O.OO 

75.24 
1 14.66 

<O.OO 
<O.OO 

1.31 
55.68 

0.272 
<O.OO 



latent factors, the importance of knowledge in selecting a long haul 

destination was found not to be significantly different between the 

samples. Further investigation at the univariate level showed that each 

item within the knowledge scale had non-significant f-values. As such 

Hypothesis Six can only be partially accepted. 
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5.4 Conclusion 

The implications of these findings upon the theory and for further research 

direction will be addressed within Chapter Six. Table 5.29 summarizes the 

hypothesis testing. 

Table 5.29 Summary of the Hypothesis Testing 
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Hypothesis test 
H I  : Cognitive Distance will be an 
underestimate of actual distance 
for long haul destinations. 

H2: The cognitive distance 
estimate from the United States to 
Australia by US tourists will be 
significantly different from the 
cognitive distance estimate from 
the United States to Italy. 
H3: The relationships within the 
hypothesised path diagram will be 
significant for perceptions of 
Australia by the US holiday 
market. 

H4: The relationships within the 
hypothesised path diagram will be 
significant for perceptions of ltaly 
by the US holiday market. 

Result 
Hypothesis was rejected as ltaly 
was the only long haul destination 
to which the cognitive distance 
was significantly underestimated. 
Hypothesis was accepted. The 
cognitive distance estimates were 
significantly different. 

The hypothesis was rejected due 
to insignificant paths. An 
alternative model was generated 
however that demonstrated a 
good fit with the data and was 
substantively based in theory. 
The hypothesis was rejected due 
to insignificant paths. An 
alternative model was generated 
however that demonstrated a 
good fit with the data and was 
substantively based in theory. 
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H5: The importance of the 
perceptual factors when evaluating 
long haul destinations will be 
significantly different to the 
importance of those same factors 
when evaluating short haul 
destinations. 

H6: Cognitive distance estimates 
will be significantly more accurate 
as compared to actual distance for 
destinations within the evoked set 
than for destinations within the 
inept set. 

H7: Distance will be significantly 
more important when evaluating 
long haul destinations within the 
evoked set than when 
investigating long haul 
destinations within the initial 
consideration set. 
H8: The cognitive distance 
estimate from the United States to 
Australia by US tourists will be 
significantly different from the 
cognitive estimate of the same 
distance by Australian tourists. 

H9: When evaluating long haul 
destinations, the importance of the 
perceptual factors as determined 
by US tourists will be significantly 
different to the importance of 
those same factors as determined 
by Australian tourists. 

Hypothesis was accepted. 
Importance of attributes for long 
haul destinations was significantly 
different from the importance of 
those attributes for short haul 
destinations. 

This hypothesis was rejected. 
Australia was not placed within the 
inept set, and New Zealand, a 
short haul destination was the only 
destination where the estimate in 
the evoked set was significantly 
more accurate. 
Hypothesis was rejected. While a 
trend of increasing importance 
within the evoked set was found to 
exist, it was not significant. 

Hypothesis was rejected. Though 
importance of distance was also 
investigated and found to be 
significantly different between the 
two samples. The US respondents 
rated distance as more important 
than Australian respondents. 
Hypothesis was only partially 
accepted. The latent factor of 
Knowledge was found not to differ 
significantly in importance 
between the two segments. The 
remaining factors differed 
significantly. 
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6.1 Introduction 

The purpose of this chapter is to draw conclusions regarding this study. The 

results presented in section 5.0 and the exploratory interviews presented in 

section 4.2 provide the new knowledge that is to be compared and integrated 

with the existing knowledge body that was reviewed within sections 2.0 and 

3.0. These conclusions will foremost be in regard to the research questions 

posed. Two interdependent research objectives were posed: 

1. To assess the extent to which a destination being a long haul from its 

target market affects the choice of this destination; and 

2. To consider the marketing implications of the above with a focus on the 

selection of Australia, as compared to competitive destinations, by the US 

holiday market. 

To give structure to this task, the research objectives were split into four core 

areas: Cognitive distance (section 6.2.1); the relationship between the 

perceptual decision factors (section 6.2.2); and choice sets (section 6.2.3) 

address the first of the research objectives. Marketing implications for 

Australia (section 6.3) addresses the second of the research objectives. For 

each of the conceptual areas within section 6.2, the implications for the 

literature and the limitations of the measures used will be considered. The 

direction for future research to further advance this body of knowledge will be 

outlined within section 6.4 and the limitations of this study are reiterated within 

section 6.'5. 
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6.2 Conclusions about the Research Objectives 

Assessing the extent to which a destination being a long haul from its target 

market affected the choice of the destination required the consideration of 

several factors as outlined throughout Chapters two and three. Of these 

factors, the consideration of distance was a fundamental element, mostly due 

to the reality that distance defines what a long haul destination is, as 

compared to a short haul destination. As such section 6.2.1 considers the 

findings with respect to distance and cognitive distance measures. As with 

each of the subsections within this section, both the implications for the 

development of theory and limitations of the measuresused will be 

considered. 

6.2.1 Conclusions about the role of cognitive distance 

The US sample estimated the distance to Australia as being statistically 

different from the actual travel time of 14 hours. The mean estimate of 15.83 

hours was greater than the actual distance of 14 hours. The literature had 

implied that as distance increased, cognitive distance would also increase but 

less than proportionately. So for the cognitive distance estimate by the US 

sample to be greater than the actual distance was contrary to expectations. In 

support of this finding, though, was the 15-hour distance estimate from Los 

Angeles t6 Australia found by the ATC (1 998). The ATC's finding was from a 

sample of Americans who had previously travelled internationally and had a 

household income of at least $50,000 per year. Nor is it is statistically 

different to the estimate of 15.27 hours by the Australian sample from this 

study for the same distance. Even though each of these means is a 
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statistically significant overestimation, as a generalization, 15 to 16 hours 

would not appear to be a substantial inflation over the 14-hour official flight 

time'. From this it could be concluded that US respondents' perception of 

distance to Australia is not especially problematic. 

Indeed this is the view of the ATC (1 998). They concluded from their study 

that distance is not a barrier to travel by the US market. Indeed they 

concluded that of the barriers of time, distance and cost, only cost was a real 

barrier to travel for this market. In the same paper they also identified that 

Europe was Australia's major international competitor for the long haul travel 

market. 

However when the comparison is made with distance estimates to the 

equidistant competitor, Italy, it was found that the mean estimate is in fact an 

underestimate at 10.72 hours. The direction and magnitude of this estimate is 

in accordance with previous findings in the literature with respect to cognitive 

distance. However, the mean error for Italy is notably greater than that of 

Australia. This raises an important question. Which is more important, 

accuracy of the estimation, or the estimation in comparison to competitors? 

The literature has suggested there may be repercussions of post-travel 

dissatisfaction with such a substantial difference between the expected and 

the experience (Ankomah & Crompton 1992; Cook & McCleary 1983). Yet 

these 

1 The inexact nature of actual flight times, and problems associated with using this as an exacting 
measure are discussed in limitations within this section. 
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authors have also determined that overestimation of distance is problematic 

in that it may preclude the selection of the destination from the evoked set. 

Selection of a final choice infers a comparison between the evoked set of 

destinations, so appraisal of a destination is specific to the context in which it 

is being evaluated. If other destinations in the evoked set are estimated as 

closer, then in comparison, the destination is likely to suffer. It has also been 

argued that at this stage of appraisal the consumer is likely to utilize a risk- 

minimization (Um & Crompton 1992) or an extremeness aversion (Simonson 

& Tversky 1992) strategy by increasing the importance of factors such as 

cost, distance, time and risk. This risk minimization trend as consumers 

approach their final choice was found to be not statistically significant for the 

factor of distance within this study. Even so, distance was rated as an 

important factor in the decision to travel. The implications for a destination 

whose distance has been overestimated in comparison to the other 

destinations within the choice set is that it is less likely to be selected. In the 

case of Australia's US market, this is exacerbated since the US market places 

significantly more importance on distance within the selection of a destination 

than do Australians. 

Several sources inferred that underestimates are expected in long haul 

estimates of distance (Ankomah & Crompton 1992; Ankomah, Crompton & 

Baker 1995, 1996; Canter & Tagg 1975; Hollyoak & Mah 1982; Mayo, Jarvis 

& Xander 1988). As a collection, these studies looked at a variety of 

distances from intra-urban to international destinations. They utilized diverse 
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methods:for measuring cognitive distance, and used differing samples 

including students, volunteers and actual tourists. For this finding to hold true 

across such diverse instances is compelling. 

It also casts a less favourable interpretation upon the estimate to Australia by 

the US respondents. If perceptions of distance to Australia are excessively 

greater than the perceptions of distance to competitors, then it is likely 

Australia will suffer in comparisons within the decision process. This is 

especially true when the findings from the structural equation model in 

Hypothesis Three concluded that perception of distance is related to 

perceptions of cost. 

The overestimation of distance is also a concern for the tourism organizations 

within the US who may be trying to attract Australian long haul tourists, 

though in comparison with the US sample, the Australian sample does not 

place as much importance on distance within the decision making process. In 

addition, it is not. known whether this estimate from Australia to the US is 

distinct in being an overestimate in comparison to other long haul 

competitors, as Australia appears to be a conundrum with respect to patterns 

of cognitive distance estimates. 

Walmsley and Jenkins (1 992) reported further contrary patterns of estimates 

involving Australia. In an inter-city study of tourists' and residents' perceptions 

of distance, the authors found that for all destinations, where actual distances 
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ranged from 10km to 563km, cognitive distance was found to be 

overestimated. This held true for both residents and tourists. 

Is Australia simply the exception to the rules? The geographical isolation of 

Australia, and indeed the isolation within Australia between the major 

densities of population, could be influencing the encoding of distances. 

Likewise, topographical elements including oceans, mountains and state 

borders can all distort decoding of distances. The error in estimation to Italy 

was described within the exploratory interviews as being due to topographical 

elements such as a country border. The respondent stated that they did not 

feel as if the journey had started until they departed the United States, even 

though they had already flown for several hours. 

Attempting to explain discrepancies in cognitive distance is a complex 

phenomenon. This detail was the one matter that all cognitive distance 

studies agreed upon. Determining why cognitive distances regarding 

Australia vary from the pattern of data for other competitive destinations is 

likely to involve some of the unique geographical and demographic traits 

associated with this continent. Indeed it is also likely to pertain to the 

sociocultural distance as well. This study has identified that cognitive distance 

is an issu,e for Australia as a competitive tourism destination within the US 

market. While identifying the causes of cognitive misconceptions would most 

likely assist in re-educating, it first needs to be acknowledged that the pattern 

of cognitive distance estimates is different for Australia and this needs to be 

addressed within strategic planning and market communications. 
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Implications for theory 

The contributions of these findings to the literature are significant but still 

raise further questions. The findings suggest that Australia as a long haul 

destination breaks the established rules. The ground rule establishes a 

relationship between distance and cognitive distance that asserts that as 

actual distance increases, corresponding cognitive distance increases, but 

less than proportionately. This rule has been violated. However it raises the 

question as to whether Australia is simply unique in its character, or whether 

the rules do not truly apply to long haul international destinations. indeed the 

US as a destination for the Australian market also violated the 

underestimation assumption. In addition, the expectation that culture and 

socialization would impact upon the estimation process so that Australian 

respondents would differ from the US respondents in their cognitive estimates 

was also contradicted within these findings. Only one estimate behaved as 

the existing literature predicted. The US respondents' estimates to Italy were 

underestimated as expected. 

The establishment of these ground rules within the existing literature have 

been derived from very specific contexts, mostly intra-urban studies where 

quite short distances are involved, and the purpose for travelling the 

distances is different from those in tourism. The contention underlying these 

diverse findings is that the understanding of the concept of cognitive distance 

within tourism, and especially international tourism, is still undergoing 

development. This study demonstrates that domestic and urban findings 
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cannot be assumed to be consistent within long haul international travel for 

leisure. 

These findings also caution against considering a destination in isolation 

when examining tourists' perceptions. The findings show that the positioning 

of a destination within the minds of consumers can be cast in a somewhat 

different light when considered in relation to competitors. The slight 

overestimation of distance to Australia does not seem over concerning until 

considered in the light of the estimation to equidistant competitor, Italy. 

Indeed further comparisons amongst competitors should be conducted before 

any overarching conclusions are drawn. 

Limitations of measures used for distance and cognitive distance 

It needs to be recognized that utilising travel time as a measure of cognitive 

distance does have limitations. The major concern is the actual distance 

measure, while the official airline time is itself an estimate or average of the 

travel time. It is understood that the travel time from Sydney to Los Angeles 

will vary depending on the aircraft, weather, wind-pattern, other air traffic and 

the pilot as well as many other unforeseen factors. Other studies 

(Cadwallader 1981, Cherlow 1981) that utilised travel time as a method of 

operationalising cognitive distance were limited to urban distances where 

estimates were made in minutes. This would have allowed for more accuracy 

of measurement than did flight hours. lndeed these urban studies were 

reported by Cherlow to also incur measurement error due to differences 
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within respondents' defining of their travel time. Some of these measurement 

error problems may be shared within this study. For example, the 

questionVWhen does travel time commence?" may result in any of the 

following responses. 

When first seated on bus or train or plane. 

When bus, train or plane commences movement. 

When departing your home to catch the bus, train or plane. 

When receiving ticket to board bus, train or plane. 

It was recognized that these problems existed when operationalising cognitive 

distance. Cognitive interviews though demonstrated that for long haul 

international travel, flight time was a more valid measure than asking for 

kilometers or miles over this distance. The interviews also confirmed that the 

wording "Please estimate the number of hours you think it takes to fly from 

..." was asking for the time in motion within the plane. Even so it is 

recognized that some error is likely to exist in the measurement of this 

concept. Indeed in retrospect the measure could have been more accurate if 

operationalised as hours and minutes, especially for the estimation of the 

short haul destination of New Zealand by the Australian sample. Having 

recognised the limitations of the measure though, the benefits of the measure 

have been reported and outweigh the limitations. As was concluded by 

Cadwallader (1 981, p.278), ". . .of the various measures of cognitive distance 

that have been reported in the literature, it appears that cognitive time 

distance is the most appropriate distance measure in the context of consumer 

behaviour." 
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6.2.2 Conclusions about the relationships between the 
perceptual factors 

The first research objective for this study was assessing the extent to which a 

destination being a long haul from its target market affects the choice of the 

destination. The importance of the perceptual factors for long haul 

destinations were examined in comparison to short haul destinations to 

determine the impact the length of haul may have on decisions. It was 

ascertained that the importance placed upon the factors varies significantly 

depending on the length of haul. It was also found in Hypothesis Nine that 

the importance will vary depending upon the target market. These findings 

indicate that when destination perceptions are sought and relationships are 

investigated, the importance of the variables in the selection of the destin'ation 

cannot be assumed to be of equal importance across destinations and across 

markets. As such the generalization of the perceptual relationships found to 

exist for Australia and Italy that are interpreted below should not be assumed 

to exist for other destinations and other markets. Even so, there are some 

compelling consistencies across the two models. 

The hypothesized model of relationships among the perceptual factors in 

Hypothesis Three broadly suggested that cognitive distance would influence 

each of the remaining factors of attractiveness, cost, risk, knowledge and 

time, and that each of these factors would influence the progression of the 

destination within the choice sets. Three other relationships specified were 
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that knowledge would influence both risk and attractiveness, and that cost 

would influence risk. 

Of these hypothesized relationships only some were found to be significant. 

Within the model of perceptions of Australia, cognitive distance was found to 

have a significant linear relationship to cost, where the higher the distance 

estimate the higher the perception of cost. Cost was found to have a negative 

relationship with choice set, and cognitive distance also had an'indirect 

negative association. Yet the conundrum within the literature was also 

apparent within the model with cognitive distance having a direct positive 

relationship with choice set and its total effects on choice were seen to be 

significantly positive. This finding is not dissimilar to the economic anomaly of 

prestige pricing. Even though there are costs and constraints involved, the 

destination is highly desired. Crouch (1 994) also likened the far-off allure to 

status and prestige. 

Surprisingly and .contrary to Mayo, Jarvis and Xander's (1 988) findings, this 

positive relationship between cognitive distance and choice was not mediated 

by attractiveness. Attractiveness had an indirect and significant positive 

association with choice but was not significantly related to cognitive distance. 

The relati,onship of attractiveness with choice was mediated through the factor 

knowledge that was operationalised as existing knowledge of, interest in, and 

importance of the destination. So even though the far-off allure is apparent, it 

is not directly related to any specific destination attributes, but the overall 

image, knowledge and importance of the destination. 
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When compared to the findings in the model for ltaly three relationships in 

particular stand out. Firstly, there is no direct relationship between cognitive 

distance and choice, but the total and indirect effects are significant and 

negative. So the positive influence of a far-off allure is not present for Italy. 

Indeed the significant underestimation of distance could be an indicator of 

this. 

Secondly the relationship between cost and choice is positive. The observed 

variables of cost measured it in comparison with other destinations that were 

being considered. This finding then would indicate ltaly is perceived as less 

expensive and better value for money than other destinations and this results 

in a positive relationship with choice. Finally, the relationship between cost 

and cognitive distance is negative. This relationship too is most likely due to 

the comparative measures of cost. 

Implications for theory 

Being perceived as far-off is not necessarily a negative implication for a long 

haul destination. The discussed phenomenon within the literature of far-off 

allure and mystique was found to exist for Australia but not for Italy. This 

raises the question of whether overestimating distance is indeed a negative 

factor in destination selection. The results found within this study will need to 

be confirmed in future studies with larger cell sizes before this question can 

be answered with more certainty, as the vast majority of respondents within 

this study had Australia within their initial consideration set. Only ten 
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respondents had Australia within their late evoked set. As was found by Um 

and Crompton (1 992), decisions are still being optimized within the 

consideration set stage, and as such the positive association of distance in 

terms of far-off allure may still be dominating over the negative associations 

of distance through perceptions of cost. Future research should aim to 

establish large enough groups within each choice-set stage for comparative 

analysis between choice stages to be made or alternatively a large sample 

longitudinally. 

While the total effect of cognitive distance on choice for Australia was 

positive, the association with perceptions of cost and in turn the relationship 

of cost on choice set was found to be negative. In the consumer behaviour 

literature it has been found that there exist attribute covariance relationships, 

such as the price-quality relationship (Mason & Bequette 1998; Pechmann & 

Ratneshwar 1992). As price increases the perception of quality also 

increases. It is almost like an heuristic rule within choice, where the level of 

one attribute is inferred from another when the consumer is faced with 

incomplete information. In tourism, it is possible that this attribute covariance 

relationship may also exist between the perception of how far it is to a 

destination and the perception of cost of travelling to that destination. In this 

study ltaly showed a significant relationship between distance and cost, but in 

the opposite direction to that of Australia. It has been suggested this be 

partially due to the measure utilised. Yet cognitive distance to ltaly was also 

greatly underestimated. To establish if this attribute covariance relationship 

does exist, an experiment that controls for different levels of attributes such 
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as conjoiht or trade-off analysis should be conducted. If, indeed, the 

relationship is found to exist this will have implications firstly for the 

reeducation of travel distance and secondly for the dissemination of 

destination cost information, as these covariance relationships are mostly 

evident when perfect information is unavailable (Mason & Bequette 1998). 

When relationships within the Italy model are also considered it is evident that 

some relationships between perceptual factors existed across the 

destinations. As mentioned, cognitive distance associated with the factor of 

cost is common. Also the nature of travel time associated with both perceived 

attractiveness and perceived risk is common as is knowledge associating with 

cost and with choice. The nature of these relationships should also be 

considered within the attribute covariance relationship research. 

Limitations of measures used for the perceptual factors 

There were a number of issues with the scale used to measure the items that 

impacted upon the research. Firstly, the attempt to use one scale of agree- 

disagree for all items to simplify the phone interview task did cause some 

shortcomings and in certain instances extremeness within responses. 

Secondly, in hindsight, it would have been preferable to use a nine or eleven 

point scale that allows for more discrimination in scores and enables 

uncertainty to be recorded and measured. In a measure such as perceptions 

of prices at the destination, the recording of uncertainty says important 
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information. When a large number of respondents record an indication of 

uncertainty then this is communicating that awareness of prices is not 

established. In contrast when forced to agree or disagree in some degree a 

false perception may be created. In addition a wider scale may have 

alleviated some of the kurtosis that was evident. 

Finally, the wording of the cost items, while carefully developed and pre- 

tested, was found to be somewhat problematic within the interpretation of the 

analysis. The comparison to other countries under consideration was initially 

used as the literature defined costs as relevant to either the origin market 

prices or alternative market prices. An item without such a reference and on a 

specific scale for costs would have, after the fact, been preferable in 

determining direct relationships with other factors. 

Despite these limitations, the measures used were based within the literature 

and pre-tested for reliability and validity. They are also similar to measures 

used widely within destination research (Echtner & Ritchie 1993, Roehl & 

Fesenmaier 1992, Stevens 1992, Um & Crompton 1992) 

6.2.3 Conclusions about choice sets and the decision process 

The major reason for including the concept of choice sets within this study 

evolved around the issue of decision strategy. Most studies, in their 

investigation of choice, use attitude toward destinations that respondents 

indicate they prefer, or ask about decision strategies after a choice and visit 
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has occurred. Yet it has been shown that consumers will alter their decision 

strategy, from optimisation early within a decision, to risk minimization late 

within a decision (Urn & Crompton 1992). As such, the stage of the decision 

process is an important contributor to the perceptions of a destination and the 

importance of factors within the evaluation. 

Recent studies by Ankomah, Crompton & Baker (1 995, 1996) investigated the 

relationship between cognitive distance estimates and choice set structure for 

domestic destinations. The findings from these authors were tested for long 

haul destinations within this study. 

This study concluded that the assertion that cognitive distance was a function 

of choice set did not hold true for long haul destinations. Where a trend of 

increasing accuracy of estimates was expected as respondents moved closer 

to a final decision, this was not found to hold true. This draws into question 

whether tourists are receiving accurate distance information as they conduct 

their search and evaluation. Even for respondents that were close to final 

choice, accurate information on distance was not being recalled. It needs to 

be determined whether this inaccuracy is due to a lack of specific information 

or whether it is a cognitive processing issue. 

This research should also be carried forward to a longitudinal study that 

ascertains the changes in perceptions of long haul destinations as 

respondents move through the choice process. Primarily it needs to be 

determined whether the conundrum of far-off allure and long haul constraints 
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is indeed a function of choice sets, or whether it exists within all stages of the 

choice process. This was not possible within this study due to the low 

respondent numbers within some choice sets. 

Implications for theory 

The finding of Ankomah et a/. (1 996) that cognitive distance is a function of 

choice set rather than a function of distance was not evident for long haul 

destinations. The trend of increasing importance of distance within the 

evoked set was not statistically significant. 

Limitations of measures used for choice set 

The use of choice set placement as a variable within the structural equation 

model was dependent on the assumption that the underlying latent variable 

was indeed a continuous variable which increased as the final decision was 

approached. This assumption could be strengthened through the use of 

further choice sets including the active and interactive sets (Crompton 1992), 

and ultimately final choice. Additionally, the probability of travel within a given 

period as utilized by Woodside and Lysonski (1989) would act as another 

item measuring the latent variable of choice set. This may be problematic 

within SEM, though, if highly correlated with the other observed item of choice 

set placement. 

The major limitation in examining the choice set structure lay with inadequate 

cell sizes. To be able to fully analyze the perceptions of a destination and the 
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importance of variables within their choice set groupings requires a much 

larger sample that would most likely require sequential sampling to ensure 

adequate cell sizes in the late evoked or final choice set. This was beyond the 

scope and resources for this study. 
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6.3 Summary of Contributions 

This study has addressed the research objectives by assessing the extent to 

which a destination being a long haul from its target market affects the choice 

of the destination with a focus on the selection of Australia, as compared to 

competitive destinations, by the US holiday market. The major contributions 

of the research were as follows: 

1. Tourists place differing degrees of importance on attributes of a long haul 

destination as compared to a short haul destination for a vacation. 

2. Tourists' perceptions of the distance to destinations are often highly 

inaccurate and this inaccuracy is related neither to actual distance nor 

choice set placement. 

3. The cognitive distance is however directly related to perceptions of cost of 

travelling to the destination. 

4. The conundrum of far-off allure and high impediments to travel was also 

verified in that the distance to Australia was overestimated and related 

positively with the choice of the destination. Yet at the same time the 

overestimation led to increasing perceptions of cost, travel time and risk, 

which indirectly had a negative impact on the choice of the destination. 

This far-off allure was not evident for the equidistant competitor, Italy, 

where the cognitive distance was underestimated. 

5. US respondents place differing importance on the attributes they seek in a 

long haul destination as compared to Australian respondents. Notably, the 

US market places a significantly higher importance on distance, even 
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though their estimation of the distance between Australia and the US did 

not differ from the Australian estimate. 

in addressing the research objectives, the implications these core 

contributions have for the marketing of Australia as an international holiday 

destination are discussed. 
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6.4 Implications for the Marketing of Australia as a Long Haul 
Destination to the US market 

From this study a number of marketing implications for Australia can be 

raised. The most pertinent question to come out of this research is how can 

Australia persuade tourists to overcome the situational constraints of distance 

without losing its far-off appeal. 

Marketing of Australia through the celebrity figure of Paul Hogan (Crocodile 

Dundee) in the 1980s has been heralded as highly successful in raising 

awareness and interest in Australia as a destination. Unfortunately these ads 

also cemented the perception of Australia being a long way "downunder" 

(Australian Tourist Commission [ATC] 1998). To undo this perception, 

Australia needs to engage in new and specific product offerings, attitude 

change strategies and dissemination of information that confers more 

accurate knowledge of Australia. 

It is apparent that the US market is aware of Australia as a destination and is 

interested and desires to travel to Australia. Australia has been the number 

one ideal destination for American travellers for five years. However, they 

need to be persuaded to act upon that desire. In 1996 Australia was not 

within the top five international destinations being visited by US tourists. Since 

the lead up to the 2000 Olympic Games, Australia's position in the evoked set 

has risen to fourth (ATC 1998). To persuade these tourists to commit to 

travelling to Australia is somewhat more difficult than for most packaged 

consumer goods for two major reasons. Firstly as it is an intangible product 
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that canhot be trialled before committing to purchase, and secondly it is a 

sizeable commitment of resources, both time and money. 

To assist in reducing the risk of travelling to long haul destinations, and to 

maximize the utility of their time and money tourists have been found to 

undertake multi-destination trips (Lue, Crompton & Fesenmaier 1993; 

Tideswell & Faulkner 1999). Tideswell and Faulkner (1 999) found that tourists 

from long haul origin markets are more likely to engage in multi-destination 

trips than short haul origin markets. This has implications for Australia in 

terms of co-operative marketing ventures with nearby destinations such as 

New Zealand or Indonesia, or with en-route destinations such as Hawaii or 

other Pacific Islands. Alternatively, Australia can consciously position itself as 

a multi-regional/ multi-benefit destination. It can create new product packages 

that offer a range of benefits to reduce the risk, but in doing so must also 

address the implications for access and transport between regions that multi- 

destination travel requires. These multi-region/multi-benefit products must be 

designed and targeted at identifiable and reachable segments. It is stressed 

that multi-destination packaging would need to be tested in the target market 

before large-scale planning endeavors are undertaken. 

Since any promotional efforts for Australia should be keyed toward 

persuading tourists rather than informing or reminding, then comparative 

promotional efforts may be beneficial in assisting attitude change. As final 

choice is context specific, it may be advantageous for Australia to 

disseminate comparative information on key decision elements. The 
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destinations with which the comparisons are made should be those 

competitors that are most frequently within the evoked set of the US target 

market. This information would only be sought by those engaged in 

evaluation at the evoked set stage and should be narrowly targeted to those 

channels of information providers. Where Australia is clearly not advantaged 

in the comparison, such as airfares with Europe, then a double-sided 

argument that admits the airfares are higher, but destination prices are 

affordable would be advised. Certainly from the small number of in-depth 

interviews it seemed clear that knowledge of prices at the destination was 

limited prior to travel and a number of interviewees commented they were 

surprised at the affordability of the accommodation and meals once they 

arrived at the destination. Comparisons may also be drawn with the origin 

market in terms of distances or prices with which the tourists would be 

familiar. 

As was found within this study, the perception that Australia is too far is a 

mindset. The cognitive distance overestimate reflects this. An equidistant 

competitor in ltaly had a cognitive distance estimate that is hugely 

underestimated. While this is also a mindset, it advantages ltaly in converting 

desire to commitment. Breaking down the mindset requires getting pertinent 

information through the clutter. Australia has a window of opportunity around 

the Olympic Games to get across this information. This information should not 

so much reinforce the attractiveness as the market already believes it is an 

attractive destination, but rather provide material on travel time, costs, 

accommodation prices, and even the short-term benefit of the exchange rate. 
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These situational constraints are where information is needed to increase the 

knowledge the target market has of Australia. The impact of this can be long 

term. The aim is to establish internal knowledge that the tourist can draw 

upon when they engage in destination decision making at some time in the 

future. 

In changing attitudes and offering targeted product packages that increase 

value and decrease risk, Australia also needs to be aware that much of the 

reason it is the number one ideal destination, is the far-off allure or "once-in- 

a-lifetime" association. Care needs to be taken to ensure the destination is 

not portrayed as commonplace or achievable by all. Misconceptions need to 

be altered without flaying the appeal of the destination. 
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6.5 Further Research 

In addressing the research objectives, further questions requiring research 

were raised. Most of these were associated with broadening the scope of this 

original study, though some new issues were also raised. 

Where this study concentrated on Australia and its competitor, Italy, a number 

of other competitive destinations should be examined with respect to 

cognitive distance and the relationships between the perceptual factors in 

decision making. This is especially important in developing a better 

understanding of the role of cognitive distance in long haul destination 

decision making. Is Australia unique in the overestimates experienced, or do 

other long haul competitors encounter overestimates of distance? Is Australia 

unique in experiencing the conundrum of far-off allure and long haul 

constraints? 

The examination and comparison across the choice set placements of the 

relationships between the perceptual factors and their importance in the 

decision process for Australia was undermined in this study due to small cell 

sizes, Investigating this issue further will clarify the decision strategies used in 

long haul' destination choice. It could also have implications for segmenting 

the market according to buyer readiness and targeting specific information 

and channels for different segments according to their stage within the 

decision process. 
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Determining adequate cell size will depend on the analysis intended. To 

achieve both perceptions of the destination and the importance of attributes 

would require a very large sample and to ensure cell size, sequential 

sampling would most likely be necessary. If primarily interested in the 

changes in decision strategies though, a longitudinal design where the 

respondent's actions are followed throughout the decision process would be 

preferable. The difficulty in this method, when concerned with long haul 

destinations, is that much of the data being collected may end up being for 

destinations that are not a long haul from the origin or even international. Um 

and Crompton (1992) utilized this method and called for further use of 

longitudinal studies within destination decision making. 

A question that was fairly tangential to this study was posed when 

experimental research was suggested to investigate whether an attribute 

covariance relationship existed between cognitive distance and perceptions of 

cost. It was noted that consumers often develop heuristics to aid them in 

product evaluations. Where information on the destination's cost is not 

available in memory, do tourists infer the cost from the attribute of perceived 

distance? This would have implications for both the urgency of further 

research into how cognitive estimates are formed, and the need to undergo 

attitude change and reeducation about destination distances. Research by 

Mason and Bequette (1998) and Elliot and Roach (1991,1993) can provide a 

basis of methodology for addressing this question. 
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6.6 Concluding Comments 

Overall, this study addressed the research objectives and provided a number 

of contributions to guide both the marketing of long haul destinations and 

future research. As we move into the next millennium, technology is 

continuing to extend our capacity to travel long distances in shorter periods of 

time, and has brought about increased general levels of wealth and 

associated lifestyle changes that are increasing the demand for long haul 

international travel. From this it is evident that a deeper understanding of 

tourists' decision making for long haul destinations is necessary if the tourism 

marketer is to develop and promote a competitive product. The finding from 

this research that the importance of attributes of long haul destinations are 

significantly different to those sought from short haul destinations fuels this 

need even more. 

This research has made the first steps toward answering some of the issues 

associated with long haul travel. The research has also raised as many 

questions as it has answered, which at times was frustrating, however, as 

Faulkner (2000) discusses, the tourism industry is a turbulent system that has 

many similarities to the weather system. "It is very changeable and 

notoriously unpredictable.. ."(p.11). When coupled with the complexities of 

human perceptions and decision making, this research study was bound to 

generate "inquisitive solutions". Importantly though, it has given insight into 

some of the perplexing issues associated with long haul travel. 
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APPENDICES 



Appendix One: U S  Pilot Survey Instrument 

The survey was conducted using Computer Assisted Telephone 

Interviewing. As such, the following sections simply describe the contents 

within each block of the survey. Each block was randomised as described 

within chapter 4. 

Choice Sets 

Please list the names of up to five countries you would consider as 

possible destinations for an overseas vacation. 

Please list up to five countries you would definitely not consider visiting for 

an overseas vacation. 

Please name the country or countries, if any, you are definitely considering 

visiting for your next overseas vacation. 

Importance Ratings for Long Haul Destinations 

Please indicate the importance of the following statements on a scale of 1 

to 6, where 6 is very important. 

When choosing a holiday destination that is a long way away such as 

Europe, Australia or Africa, how important is ... 

1. The length of the flights to the destination. 

2. The time it could take to recover from jet lag. 

3. The amount of vacation time you have available. 

4. Ease of flight connections. 

5. A pleasant climate. 



6. Well developed tourist facilities at the destination. 

7. Many famous attractions 

8. An interesting culture 

9. An interesting natural environment at the destination 

10. Being able to experience a sense of adventure at the destination 

11. Being able to explore new things at the destination 

12. A destination that offers surprises 

13. Being able to increase your knowledge about the destination 

14. Improve togetherness with your family and friends 

15. Telling friends about the destination 

16. Having a lifelong interest in the destination 

17. Being a very important destination for you to visit 

18. The cost of airfares to the destination. 

1 9. Value for money. 

20. Overall cost of a holiday compared to other destinations. 

21. Feeling certain about committing to a decision to travel to the 

destination 

22. Others recommending the destination as a suitable place to visit 

23. Having no problems with the organisation of travel plans at the 

destination 

24.communicating easily with the locals at the destination 

25. Feeling safe at the destination 

Importance Ratings for Short Haul Destinations 

Please indicate the importance of the following statements on a scale of 1 

to 6, where 6 is very important. 

When choosing an international holiday destination that is a close to home 

such as Mexico, Canada or the Bahamas, how important is.. . 



1. The length of the flights to the destination. 

2. The time it could take to recover from jet lag. 

3. The amount of vacation time you have available. 

4. Ease of flight connections. 

5. A pleasant climate. 

6. Well developed tourist facilities at the destination. 

7. Many famous attractions 

8. An interesting culture 

9. An interesting natural environment at the destination 

10. Being able to experience a sense of adventure at the destination 

11. Being able to explore new things at the destination 

12.A destination that offers surprises 

13. Being able to increase your knowledge about the destination 

14. Improve togetherness with your family and friends 

15.Telling friends about the destination 

16. Having a lifelong interest in the destination 

17. Being a very important destination for you to visit 

18.The cost of airfares to the destination. 

1 9. Value for money. 

20. Overall cost of a holiday compared to other destinations. 

21. Feeling certain about committing to a decision to travel to the 

destination 

22. Others recommending the destination as a suitable place to visit 

23. Having no problems with the organisation of travel plans at the 

destination 

24. Communicating easily with the locals at the destination 

25. Feeling safe at the destination 



Perceptions of Australia 

The following questions are designed to obtain your perceptions of 

Australia as an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Los 

Angeles to Sydney, Australia. 

On a scale of 1 to 5 where 5 is very knowledgeable, please rate your 

knowledge of Australia. 

How many times have you visited Australia? 

Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from the Australia would take longer than I would like. 

2. Recovering from jet lag from a trip to Australia would take longer than I 

would like. 

3. 1 believe I would need more vacation time to travel to Australia. 

4. Flight connections to access Australia will be complicated from where I 

live. 

5. Australia has a pleasant climate 

6. Australia has well developed tourist facilities 

7. Australia has many famous attractions 

8. Australia has an interesting culture 

9. Au~tralia has an interesting natural environment 

10.1 can experience a sense of adventure in Australia 

1 1.1 can explore new things in Australia 

12.A holiday in Australia could be surprising 

13.Australia offers many opportunities to increase my knowledge 



14.A trip to Australia would improve togetherness with my family and 

friends 

15.1 would enjoy telling friends about a trip to Australia 

16.1 have always been interested in visiting Australia 

17. It is very important to me to visit Australia during my life 

18.The cost of airfares to Australia is higher than other destinations I would 

consider. 

19. Compared to other vacation destinations, Australia provides poor value 

for money. 

20. Overall, a holiday to Australia would cost more than other destinations I 

would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to 

Australia 

22. Others have recommended Australia as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in Australia 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe I would be at risk on a vacation in Australia 

Perceptions of ltaly 

The following questions are designed to obtain your perceptions of ltaly as 

an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Los 

Angeles to Rome, Italy. 

On a scale of 1 to 5 where 5 is very knowledgeable, please rate your 

knowledge of Italy. 



How many times have you visited Italy? 

Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from the ltaly would take longer than I would like. 

2. Recovering from jet lag from a trip to ltaly would take longer than I 

would like. 

3. 1 believe I would need more vacation time to travel to Italy. 

4. Flight connections to access ltaly will be complicated from where I live. 

5. ltaly has a pleasant climate 

6. ltaly has well developed tourist facilities 

7. ltaly has many famous attractions 

8. ltaly has an interesting culture 

9. ltaly has an interesting natural environment 

10.1 can experience a sense of adventure in ltaly 

1 1.1 can explore new things in ltaly 

12.A holiday in ltaly could be surprising 

13. ltaly offers many opportunities to increase my knowledge 

14. A trip to ltaly would improve togetherness with my family and friends 

15.1 would enjoy telling friends about a trip to ltaly 

16.1 have always been interested in visiting ltaly 

17. It is very important to me to visit ltaly during my life 

18.The cost of airfares to ltaly is higher than other destinations I would 

consider. 

19. Compared to other vacation destinations, Italy provides poor value for 

money. 

20. Overall, a holiday to ltaly would cost more than other destinations I 

would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to ltaly 



22. Others have recommended ltaly as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in ltaly 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe I would be at risk on a vacation in ltaly 

Sociodemographic Information 

Which sex is the respondent? 

How many international trips have you made in the last two years? 

Please indicate which of these age brackets you fall within ... 
1 7-25 

25-39 

40-54 

55-65 

Over 65 

Please indicate which is the highest level of education you have reached.. . 

Primary 

Junior 

Senior 

Technical 

University 

Postgraduate Studies 



Please indicate which of these brackets your annual income falls within.. . 
Under $25,000 

$25,000 - $40,000 

$40,000 - $55,000 

$55,000 - $70,000 

Over $70,000 



Appendix Two: Australian Survey Instrument 

The survey was conducted using Computer Assisted Telephone 

Interviewing. As such, the following sections simply describe the contents 

within each block of the survey. Each block was randomised as described 

within chapter 4. 

Choice Sets 

Please list the names of up to five countries you would consider as 

possible destinations for an overseas vacation. 

Please list up to five countries you would definitely not consider visiting for 

an overseas vacation. 

Please name the country or countries, if any, you are definitely considering 

visiting for your next overseas vacation. 

Importance Ratings for Long Haul Destinations 

Please indicate the importance of the following statements on a scale of 1 

to 6, where 6 is very important. 

When choosing a holiday destination that is a long way away such as 

Europe, the US or Canada, how important is. .. 

1. The length of the flights to the destination. 

2. The time it could take to recover from jet lag. 

3. The amount of vacation time you have available. 

4. Ease of flight connections. 

5. A pleasant climate. 



6. Well developed tourist facilities at the destination. 

7. Many famous attractions 

8. An interesting culture 

9. An interesting natural environment at the destination 

10. Being able to experience a sense of adventure at the destination 

11. Being able to explore new things at the destination 

12. A destination that offers surprises 

13. Being able to increase your knowledge about the destination 

14. Improve togetherness with your family and friends 

15.Telling friends about the destination 

16. Having a lifelong interest in the destination 

17. Being a very important destination for you to visit 

18.The cost of airfares to the destination. 

1 9. Value for money. 

20. Overall cost of a holiday compared to other destinations. 

21. Feeling certain about committing to a decision to travel to the 

destination 

22. Others recommending the destination as a suitable place to visit 

23. Having no problems with the organisation of travel plans at the 

destination 

24. Communicating easily with the locals at the destination 

25. Feeling safe at the destination 

Importance Ratings for Short Haul Destinations 

Please indicate the importance of the following statements on a scale of 1 

to 6, where 6 is very important. 

When choosing an international holiday destination that is a close to home 

such as Fiji, New Zealand or Indonesia, how important is.. . 



1. The length of the flights to the destination. 

2. The time it could take to recover from jet lag. 

3. The amount of vacation time you have available. 

4. Ease of flight connections. 

5. A pleasant climate. 

6. Well developed tourist facilities at the destination. 

7. Many famous attractions 

8. An interesting culture 

9. An interesting natural environment at the destination 

10. Being able to experience a sense of adventure at the destination 

1 1. Being able to explore new things at the destination 

12.A destination that offers surprises 

13. Being able to increase your knowledge about the destination 

14. Improve togetherness with your family and friends 

15.Telling friends about the destination 

16. Having a lifelong interest in the destination 

17. Being a very important destination for you to visit 

18. The cost of airfares to the destination. 

19. Value for money. 

20. Overall cost of a holiday compared to other destinations. 

21. Feeling certain about committing to a decision to travel to the 

destination 

22. Others recommending the destination as a suitable place to visit 

23. Having no problems with the organisation of travel plans at the 

destination 

24. Communicating easily with the locals at the destination 

25. Feeling safe at the destination 



Perceptions of The US 

The following questions are designed to obtain your perceptions of the US 

as an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Sydney 

to Los Angeles , US. 

On a scale of 1 to 5 where 5 is very knowledgeable, please rate your 

knowledge of the US. 

How many times have you visited the US? 

Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from the US would take longer than I would like. 

2. Recovering from jet lag from a trip to the US would take longer than I 

would like. 

3. 1 believe I would need more vacation time to travel to the US. 

4. Flight connections to access the US will be complicated from where I 

live. 

5. The US has a pleasant climate 

6. The US has well developed tourist facilities 

7. The US has many famous attractions 

8. The. US has an interesting culture 

9. The US has an interesting natural environment 

1 0.1 can experience a sense of adventure in the US 

11.1 can explore new things in the US 

12.A holiday in the US could be surprising 



13.The US offers many opportunities to increase my knowledge 

14.A trip to the US would improve togetherness with my family and friends 

15.1 would enjoy telling friends about a trip to the US 

16.1 have always been interested in visiting the US 

17. It is very important to me to visit the US during my life 

18. The cost of airfares to the US is higher than other destinations I would 

consider. 

19. Compared to other vacation destinations, the US provides poor value 

for money. 

20.Overall, a holiday to the US would cost more than other destinations I 

would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to the US 

22.Others have recommended the US as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in the US 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe I would be at risk on a vacation in the US 

Perceptions of New Zealand 

The following questions are designed to obtain your perceptions of New 

Zealand as an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Sydney 

to Auckland, New Zealand. 

On a scale of 1 to 5 where 5 is very knowledgeable, please rate your 

knowledge of New Zealand. 

How many times have you visited New Zealand? 



Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from New Zealand would take longer than I would 

like. 

2. Recovering from jet lag from a trip to New Zealand would take longer 

than I would like. 

3. 1 believe I would need more vacation time to travel to New Zealand. 

4. Flight connections to access New Zealand will be complicated from 

where I live. 

5. New Zealand has a pleasant climate 

6. New Zealand has well developed tourist facilities 

7. New Zealand has many famous attractions 

8. New Zealand has an interesting culture 

9. New Zealand has an interesting natural environment 

10.1 can experience a sense of adventure in New Zealand 

1 1.1 can explore new things in New Zealand 

12.A holiday in New Zealand could be surprising 

13. New Zealand offers many opportunities to increase my knowledge 

14.A trip to ~ e w  Zealand would improve togetherness with my family and 

friends 

15.1 would enjoy telling friends about a trip to New Zealand 

16.1 have always been interested in visiting New Zealand 

17. It is very important to me to visit New Zealand during my life 

18.The cost of airfares to New Zealand is higher than other destinations I 

would consider. 

19. Compared to other vacation destinations, New Zealand provides poor 

value for money. 



20.Overal1, a holiday to New Zealand would cost more than other 

destinations I would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to New 

Zealand 

22. Others have recommended New Zealand as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in New Zealand 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe 1 would be at risk on a vacation in New Zealand 

Sociodemographic Information 

Which sex is the respondent? 

How many international trips have you made in the last two years? 

Please indicate which of these age brackets you fall within.. . 
17-25 

25-39 

40-54 

55-65 

Over 65 

Please indicate which is the highest level of education you have reached. .. 
Primary 

Junior 

Senior 

Technical 

University 

Postgraduate Studies 



Please indicate which of these brackets your annual income falls within. .. 
Under $25,000 

$25,000 - $40,000 

$40,000 - $55,000 

$55,000 - $70,000 

Over $70,000 



Appendix Three: US Survey Instrument 

The survey was conducted using Computer Assisted Telephone 

Interviewing. As such, the following sections simply describe the contents 

within each block of the survey. Each block was randomised as described 

within chapter 4. 

Choice Sets 

Please list the names of up to five countries you would consider as 

possible destinations for an overseas vacation. 

Please list up to five countries you would definitely not consider visiting for 

an overseas vacation. 

Please name the country or countries, if any, you are definitely considering 

visiting for your next overseas vacation. 

Importance Ratings 

Please indicate the importance of the following statements on a scale of 1 

to 6, where 6 is very important. 

When choosing an international vacation destination how important is.. . 

1. The length of the flights to the destination. 

2. Theitime it could take to recover from jet lag. 

3. The amount of vacation time you have available. 

4. Ease of flight connections. 

5. A pleasant climate. 

6. Well developed tourist facilities at the destination. 



7. Many famous attractions 

8. An interesting culture 

9. An interesting natural environment at the destination 

10. Being able to experience a sense of adventure at the destination 

11. Being able to explore new things at the destination 

12.A destination that offers surprises 

13. Being able to increase your knowledge about the destination 

14. Improve togetherness with your family and friends 

15. Telling friends about the destination 

16. Having a lifelong interest in the destination 

17. Being a very important destination for you to visit 

18.The cost of airfares to the destination. 

19. Value for money. 

20. Overall cost of a holiday compared to other destinations. 

21. Feeling certain about committing to a decision to travel to the 

destination 

22. Others recommending the destination as a suitable place to visit 

23. Having no problems with the organisation of travel plans at the 

destination 

24. Communicating easily with the locals at the destination 

25. Feeling safe at the destination 

Perceptions of Australia 

The following questions are designed to obtain your perceptions of 

Australia as an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Los 

Angeles to Sydney, Australia. 



On a scale of 1 to 5 where 5 is very knowledgeable, please rate your 

knowledge of Australia. 

How many times have you visited Australia? 

Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from the Australia would take longer than I would like. 

2. Recovering from jet lag from a trip to Australia would take longer than I 

would like. 

3. 1 believe I would need more vacation time to travel to Australia. 

4. Flight connections to access Australia will be complicated from where I 

live. 

5. Australia has a pleasant climate 

6. Australia has well developed tourist facilities 

7. Australia has many famous attractions 

8. Australia has an interesting culture 

9. Australia has an interesting natural environment 

10.1 can experience a sense of adventure in Australia 

1 1.1 can explore new things in Australia 

12.A holiday in Australia could be surprising 

13. Australia offers many opportunities to increase my knowledge 

14.A trip to Australia would improve togetherness with my family and 

friends 

15.1 w ~ u l d  enjoy telling friends about a trip to Australia 

16.1 have always been interested in visiting Australia 

17. It is very important to me to visit Australia during my life 

18.The cost of airfares to Australia is higher than other destinations I would 

consider. 



19. Compared to other vacation destinations, Australia provides poor value 

for money. 

20. Overall, a holiday to Australia would cost more than other destinations I 

would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to 

Australia 

22. Others have recommended Australia as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in Australia 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe 1 would be at risk on a vacation in Australia 

Perceptions of ltaly 

The following questions are designed to obtain your perceptions of ltaly as 

an international vacation destination. 

Please estimate the number of hours you think it takes to fly from Los 

Angeles to Rome, Italy. 

On a scale o f1  to 5 where 5 is very knowledgeable, please rate your 

knowledge of Italy. 

How many times have you visited Italy? 

Please indicate how much you agree with the following statements on a 

scale of 1 to 6 where 6 is strongly agree. 

1. The flights to and from the ltaly would take longer than I would like. 



2. Recovering from jet lag from a trip to ltaly would take longer than I 

would like. 

3. 1 believe I would need more vacation time to travel to Italy. 

4. Flight connections to access ltaly will be complicated from where I live. 

5. ltaly has a pleasant climate 

6. ltaly has well developed tourist facilities 

7. ltaly has many famous attractions 

8. ltaly has an interesting culture 

9. ltaly has an interesting natural environment 

1 0.1 can experience a sense of adventure in ltaly 

1 1.1 can explore new things in ltaly 

12.A holiday in ltaly could be surprising 

13. ltaly offers many opportunities to increase my knowledge 

14.A trip to ltaly would improve togetherness with my family and friends 

15.1 would enjoy telling friends about a trip to ltaly 

16.1 have always been interested in visiting ltaly 

17. It is very important to me to visit ltaly during my life 

18. The cost of airfares to ltaly is higher than other destinations I would 

consider. 

19. Compared to other vacation destinations, ltaly provides poor value for 

money. 

20. Overall, a holiday to ltaly would cost more than other destinations I 

would consider visiting. 

21.1 would feel uncertain about committing to a decision to travel to ltaly 

22.Others have recommended ltaly as a suitable place to visit 

23. It would be unlikely that I would have problems with the organisation of 

my travel plans in ltaly 

24.1 feel I could easily communicate any problems to the local people 

25.1 don't believe I would be at risk on a vacation in ltaly 



Sociodemographic Information 

Which sex is the respondent? 

How many international trips have you made in the last two years? 

Please indicate which of these age brackets you fall within ... 
17-25 

25-39 

40-54 

55-65 

Over 65 

Please indicate which is the highest level of education you have reached.. . 

Primary 

Junior 

Senior 

Technical 

University 

Postgraduate Studies 

Please indicate which of these brackets your annual income falls within.. . 
Under $25,000 

$25,000 - $40,000 

$40,000 - $55,000 

$55,000 - $70,000 

Over $70,000 



Appendix Four: Observed Variables for SEM for Australia 

Latent Factor 

Attractiveness 

Cost 

Time 

0 bserved Item 

Variable 

yl Australia has a pleasant climate 

y2 Australia has an interesting natural 

environment 

y3 Australia has many famous attractions 

y4 Australia has an interesting culture 

y5 Australia has well developed tourist facilities 

ys I would enjoy telling friends about a trip to 

Australia 

y7 I can experience a sense of adventure in 

Australia 

ys I can explore new things in Australia 

yg A holiday to Australia could be surprising 

ylo Australia offers many opportunities to 

increase my knowledge 

yll A trip to Australia would improve 

togetherness with my family and friends 

yl2 The cost of airfares to Australia is higher 

than other destinations I would consider 

yl3 Compared to other vacation destinations, 

Australia provides poor value for money 

Y14 Overall, a holiday to Australia would cost 

more than other destinations I would 

consider visiting 

Y15 The flights to and from Australia would take 

longer than I would like 



Risk 

Knowledge 

Cognitive 

Distance 

Choice 

Recovering from jet lag from a trip to 

Australia would take longer than I would like 

I believe I would need more vacation time to 

travel to Australia 

Flight connections to access Australia will 

be complicated from where I live 

I would feel uncertain about committing to a 

decision to travel to Australia 

Others have recommended Australia as a 

suitable place to visit 

It would be unlikely that I would have 

problems with the organisation of my travel 

plans in Australia 

I feel I could easily communicate any 

problems to the local people 

I don't believe I would be at risk on a 

vacation in Australia 

I have always been interested in visiting 

Australia 

It is very important to me to visit Australia 

during my life 

On a scale of 1 to 5 1 would rate my 

knowledge of Australia at . . . 
Please estimate the number of hours you 

think it takes to fly from Los Angeles to 

Sydney, Australia 

Composite scale based on open ended 

questions about choice sets 



Appendix Five: Observed Variables for SEM for ltaly 

Latent Factor 

Attractiveness 

Cost 

Time 

Observed 

Variable 

yl ltaly has a pleasant climate 

yz ltaly has an interesting natural environment 

y3 ltaly has many famous attractions 

y4 ltaly has an interesting culture 

y5 ltaly has well developed tourist facilities 

ys I would enjoy telling friends about a trip to 

l taly 

y7 I can experience a sense of adventure in 

l taly 

ys I can explore new things in ltaly 

y9 A holiday to ltaly could be surprising 

ylo ltaly offers many opportunities to increase 

my knowledge 

yll A trip to ltaly would improve togetherness 

with my family and friends 

y12 The cost of airfares to ltaly is higher than 

other destinations 1 would consider 

y13 Compared to other vacation destinations, 

ltaly provides poor value for money 

y14 Overall, a holiday to ltaly would cost more 

than other destinations I would consider 

visiting 

y15 The flights to and from ltaly would take 

longer than I would like 



Risk 

Knowledge 

Cognitive 

Distance 

Choice 

Recovering from jet lag from a trip to ltaly 

would take longer than I would like 

i believe I would need more vacation time to 

travel to ltaly 

Flight connections to access ltaly will be 

complicated from where I live 

I would feel uncertain about committing to a 

decision to travel to ltaly 

Others have recommended ltaly as a 

suitable place to visit 

It would be unlikely that I would have 

problems with the organisation of my travel 

plans in ltaly 

I feel I could easily communicate any 

problems to the local people 

I don't believe I would be at risk on a 

vacation in ltaly 

I have always been interested in visiting ltaly 

It is very important to me to visit ltaly during 

my life 

On a scale of 1 to 5 1 would rate my 

knowledge of ltaly at . . . 
Please estimate the number of hours you 

think it takes to fly from Los Angeles to 

Rome, ltaly 

Composite scale based on open ended 

questions about choice sets 
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