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ABSTRACT 

Nation brands are a formidable yet lucrative source of destination brands. Destinations 

differentiate themselves through unique attributes that people hold in memory. These mental 

representations move beyond cognitive attributes and include experiential and emotional based 

attributes. This research develops a destination brand meaning model incorporating people's 

perceptions, feelings and beliefs about the brand. Brand meaning is fluid and dynamic, and is 

associated with the mental representation people have about the brand.  

A classic brand association approach employed which revealed the prominent 

associations related to a destination brand. Early research focused on cognitive associations to 

a place, and only recently, the literature has considered the significance of experiential and 

affective or emotional attributes of destination brands. Since brand meaning is about the mental 

representation that people have in mind about a brand, this research explores and measures the 

cognitive, experiential and emotional associations of locals and non-locals and their intentions 

to recommend and to re-visit the destination. Three research questions were examined in two 

stages, including, RQ1) What are the cognitive, experiential and emotional attributes of a 

destination brand? RQ2) What is the relationship between cognitive, experiential and emotional 

attributes and how this in turn affects locals’ and non-locals’ intentions to recommend the 

destination? RQ3) What is the relationship between cognitive, experiential and emotional 

attributes and how this in turn affects non-locals’ intentions to re-visit the destination?. This 

research adapted a two-stage research employing qualitative methods in stage one and 

quantitative methods in stage two of the research in the context of Oman as a Middle Eastern 

nation.   

This research identified four key themes for the cognitive-based images, including 

political stability and peacefulness, people, nature, and heritage and traditions. Also, nature-

based images and heritage-based images were prominent themes of peoples’ experiences, and 

love, loyalty and pride were found to be of significance to peoples’ emotions towards the nation 

brand. The central finding of this research is based on the development of two structural models, 

portraying destination brand meaning. The structural models exhibit the prominent 

relationships between cognitive, experiential and emotional attributes and their relationship 

towards locals and non-locals’ intentions to recommend, and non-locals’ intentions to re-visit 

the destination. Structural Model-1 supported the following paths political stability to emotions; 
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experiences to intentions to recommend; food, tourism infrastructure and sustainability (FTIS) 

towards both experiences and intentions to recommend; tangible cultural heritage and traditions 

(TCTR) to peoples’ experiences, experiences towards emotions and finally peoples’ emotions 

towards peoples’ intentions to recommend for locals and non-locals. While, Structural Model-

2 supported the following relationships people, nature, political stability towards peoples’ 

experiences, emotions and intention to re-visit. Other attributes that have a significant effect on 

peoples’ experiences include Food, tourism infrastructure and sustainability; and tangible 

cultural heritage and traditions. Interestingly experiential attributes were found to have the most 

significant effect on peoples’ emotions. Finally, emotional attributes have shown a significant 

effect on intentions to re-visit.  

The findings of the study make a novel theoretical contribution to destination and nation 

branding literature. Firstly, a core contribution of this research is a holistic study that combines 

cognitive, experiential and emotional attributes towards understanding destination branding and 

brands in the context of a nation. Secondly, this research study compared the differences 

between locals and non-locals' perspectives of the destination brand in relation to the cognitive, 

experiential and emotional attributes, especially in the case of a Middle Eastern nation. 

Theoretically, this research contributes an enhanced understanding of the critical role cognitive, 

experiential and emotional attributes play in developing destination brand image and 

influencing behavioural intentions. Practically, this research can guide brand managers to 

employ effective strategies by delivering greater insight into how brand attributes influence 

destination loyalty through the behavioural intentions of repeat visitation and word of mouth 

referral. Future research should focus on exploring the intricate connection between 

experiences and emotions and how this is associated with destination branding. 
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Glossary 

Destination Image Refers to the perceptive imagery that people have in mind about a 

destination including their beliefs, ideas, experiences, and emotions 

(Baloglu & McCleary, 1999; Beerli & Martin, 2004; Bigné, Sánchez, 

& Sánchez, 2001; del Bosque & Martín, 2008; Crompton, 1979; 

Echtner & Ritchie, 1991; Gartner, 1993; Kim & Richardson, 2003; 

Murphy, Pritchard, & Smith, 2000).  

Destination Brand 

Image 

The holistic essence of a destination as reflected by the combination of 

associations that people hold in memory about a destination (Cai, 2002; 

Qu, Kim, & Im, 2011). For the purposes of this study destination brand 

is viewed from the perspective of a nation or a country which is the 

context of this research study. 

Destination Brand 

Loyalty 

The association that a potential visitor or traveller has towards a 

destination brand (Aaker, 1991; Ferns & Walls, 2012). 

Destination 

Loyalty 

The level of perceptions that tourists or people have about a destination 

as a place for recommendation to friends and family (J. S. Chen & 

Gursoy, 2001; Valle, Silva, Mendes, & Guerreiro, 2006) and intention 

to re-visit (Valle et al., 2006). 

Branding The process of creating, integrating and managing a set of brand 

associations to help create differentiation strategies and develop 

competitive positioning for  the brand within a market and in peoples’ 

minds (Ghodeswar, 2008; Keller, 2009, 2012).  

Brands The combination of functional and emotional values and associations 

linked to the brand that promise unique experiences to people (Aaker, 

1996; Adamson, Pine, Van Steenhoven, & Kroupa, 2006; Calkins, 

2005; Lynch & de Chernatony, 2004; Marconi, 2000).   

Nation Branding The process of building positive platforms and associations for the 

people, the country and products of the nation to compete in the global 

marketplace and to help enhance the country’s image among 

international audience (Fan, 2010; Florek, 2005; Gudjonsson, 2005). 

For the purposes of this research the term ‘nation’ and ‘country’ are 

used interchangeably.  

Nation Brand Is a complex phenomenon referring to the sum of all beliefs, 

perceptions and unique associations that people have in mind about a 

country (Dinnie, 2008; Fan, 2010; Gertner, 2002). For the purposes of 

this research study the terms nation and country are used 

interchangeably. 

Brand Meaning Is the cluster of thoughts and feelings linked and/or associated with 

names, images and cognitions that are embedded in consumers’ 

memories (Keller, 1993; Wilson, Bengtsson, & Curran, 2014). 
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Brand Associations The mental links between other informational nodes in people’s minds 

that help assign meanings to the brand that help the formation of the 

brand image (John, Loken, Kim, & Monga, 2006; Keller, 1993; Kotler 

& Pfoertsch, 2010).   

Brand Attributes Are the tangible and intangible features that help characterise a brand 

(Belén del Río, Vazquez, & Iglesias, 2001; Hankinson, 2004a; Keller, 

2008; Qu et al. 2011).  

Cognitive 

Attributes 

Those functional descriptions, beliefs and knowledge that help 

characterise a brand (Cai, 2002; Keller, 2008; Vinhas Da Silva & 

Faridah Syed Alwi, 2006).  

Experiential 

Attributes 

Characteristics that evoke “subjective consumer responses” in a variety 

of settings (Brakus et al., 2009, p.65), and are used to “derive meaning 

or value” (Brakus et al., 2009, p.185). 

Emotional or 

Affective 

Attributes 

Characteristics associated with people’s level of senses and emotions 

such as the experience of joy or anger, hence creating a long-lasting 

emotional connection to the brand (Batey, 2016; Gobe, 2001). 

Local people In this research study, the local people refer to the local citizens of 

Oman, where the local citizens are defined as “a member of a political 

entity that has been formed historically” (Benhabib, 1999, p.720). local 

citizens have similar language, culture, and ethnicity, and share 

religions unities (Benhabib, 1999). Citizens are generally entitled to 

have properties of a bundle of entitlements and welfare that include 

“civil rights, political rights and social rights” Benhabib (1999). 

Non-Locals This research identifies non-locals as expatriates living in Oman and 

visitors or tourists visiting Oman. In the context of this research the 

term expatriates is defined as the individuals who move to a country 

different than their native country for the purposes of gaining different 

international experiences including work and non-work experiences 

(Shaffer, Kraimer, Chen, & Bolino, 2012) such as retirees, students 

(Pedersen, Neighbors, Larimer, & Lee, 2011), and workers such as 

international business travellers (Mayrhofer, Reichel, & Sparrow, 

2012). While, a tourist within this research is defined as the 

International traveller who travels beyond their geographical entity or 

home for pleasure, business or other purposes, other than employment 

by a country as a resident entity for less than a year (Pearce, 2008; 

UNWTO, 2008). While the term tourist relates to different kinds of 

travellers such as domestic and international tourists, this research 

focuses on international tourists who visit another country beyond their 

geographical entity.  
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CHAPTER ONE: RESEARCH BACKGROUND 

1.1 INTRODUCTION  

Chapter One sets the scene for this thesis, detailing the research problem, as well as 

Research Questions that drive scholarly inquiry. The section highlights three research questions 

that help towards the development of this research (Section 1.2). The scope of this research is 

discussed presenting the theoretical background for this research, and an overview of the country 

context is delineated (Section 1.3). The structure of this thesis is presented (Section 1.4) and a flow 

chart figure is provided (Figure 1.1). Finally, the summary of the chapter is elucidated (Section 

1.5).  

 

1.2 RESEARCH PROBLEM 

Existing research on brand meaning, while providing rich theoretical insights, has arguably 

overlooked the importance of destination brands at the national level. Abodeeb, Wilson and Moyle 

(2015) acknowledge that enhancing theoretical discourse surrounding brand meaning has the 

potential to assist both academics and practitioners through the development and testing of 

conceptual models. Specifically, researchers have called for a combination of various attributes – 

specifically, cognitive, experiential and emotional attributes – noting this fusion has immense 

potential to amplify brand meaning and bolster destination brand loyalty (Baloglu & McGlery, 

1999). Additionally, the literature acknowledges that there is scant literature in the field of 

destination and nation branding that provides a comparison between locals and non-locals.  

Against this background this research aims to explore destination brand meaning in the 

context of a nation, Oman in the Arabian Gulf in the Middle East. To achieve this overarching aim 

this research inductively identified the following three Research Questions (explored in detail in 

Chapter 2: Literature Review):  

Research Question One. What are the cognitive, experiential and emotional attributes of 

a destination brand?  

Research Question Two. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects locals’ and non-locals’ intentions to 

recommend the destination? 
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Research Question Three. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects non-locals’ intentions to re-visit the 

destination? 

Research Question One articulates the key image attributes of Oman as a nation brand. 

Research Questions Two, examines the strength of associations between the cognitive, experiential 

and emotional attributes combined, and how this affects locals’ and non-locals’ intentions to 

recommend. Research Question Three examines the relationship between cognitive, experiential 

and emotional attributes and how each of the attributes affect non-locals’ intentions to re-visit. 

Overall, a core contribution of the research study is the development of A Destination Brand 

Meaning Structural Model, and the explicit focus on the views of the local citizens and non-locals 

(expatriates and tourists).  

 

1.3 SCOPE OF THIS RESEARCH  

The study focuses on the branding domain within the field of Tourism. The research 

involves various perspectives embarking with foundation of marketing psychology and 

mainstream field of branding. The branding literature highlighted the need for further research 

within complex contexts including destination and nation brands. While this was important 

research in corporate branding was reviewed highlighting the resonance and the underpinning 

perspectives of destination and nation branding. The review of the literature uncovered the 

dissonance and need for research involving various attributes and associations that help in the 

development of a destination brand image and meanings that people hold in memory in relation to 

a destination brand.  

A classic brand association approach underpins this investigation; one in which various 

cognitive, experiential and emotional associations are measured towards each other, involving the 

perceptions of locals and non-locals and their loyalty towards the destination brand. Various 

cognitive attributes measured in this research were discussed in prior destination and nation 

branding literature which are adapted towards the development of this research. The review of the 

literature found the need to involve other destination brand attributes including experiential and 

emotional attributes, especially that these attributes are now involved in explicating and measuring 

brand image and brand loyalty. The relationship between cognitive, experiential and emotional 
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attributes were measured towards each other, and their links to intentions to recommend for locals 

and non-locals, and intentions to re-visit the destination for non-locals were also investigated.  

The context of this research is Oman—an Arab nation state, a member of the Gulf 

Cooperation Council and a country in the Middle East. The destination brand attributes measured 

within the context of this research include cognitive attributes including people, nature, tangible 

cultural heritage and traditions, food-tourism infrastructure – sustainability, and political stability. 

Also, experiential attributes and emotional attributes are also measured. The strength of 

associations between all the attributes are investigated including the associations between each of 

the cognitive attributes towards experiential and emotional attributes, then towards intentions to 

recommend and intentions to re-visit the destination. Intentions measured in this research 

specifically examined intentions to recommend from the perceptions of locals and non-locals in 

Oman, and intentions to re-visit was measured from the perspective of non-locals.    

 

1.4 THESIS STRUCTURE 

This thesis incorporates seven chapters. Chapter One presented an overview of the research 

problem, the methodology and the research contributions. The chapter also delimitated the scope 

of the research study and listed the key definitions and terms that will be used within this thesis. 

Lastly, the thesis structure was presented and the chapter was concluded.  

Chapter Two provides a review of the extant literature and theoretical development of 

nation branding and places the literature in the broader context of the branding stream. The 

literature embarks with a discussion on marketing psychology as the underpinning theoretical 

background for this research study. Section 2.2 establishes the disciplinary foundation that drives 

this investigation. Section 2.3 discusses the branding literature highlighting its various 

perspectives, significance and its relation to this research study. The branding literature is the key 

background from where most destination and nation branding studies are derived. The branding 

literature includes both destination branding and nation branding literatures. The literature then 

links the nation branding studies to the context of this research presenting a literature review on 

nation branding practices in the Middle East with particular attention to Oman as a nation brand.  

Next the literature review shifts to focus on brand meaning and brand association, which 

highlights the importance of cognitive, experiential and emotional attributes (Section 2.9). The 

revelation of brands specifically destination and nation brands. The unpacking of this literature on 
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destination and nation brands with a specific attention on the relationships between cognitive, 

experiential and emotional attributes and their impact on destination brand loyalty results in the 

identification of the key gaps in knowledge presented in Section 2.10. The Destination Brand 

Meaning conceptual framework is then presented and discussed in Section 2.11. A summary of 

the chapter is then highlighted Section 2.12.  

Chapter Three elucidates and explained the research methodology adopted in this research 

study. First, the research approach is discussed and justified. The chapter also provided details of 

the research strategy, process and how the data collected were analysed. The chapter discussed 

why a mixed method approach was the most appropriate towards answering the research questions 

for this study. The research design was conducted in two stages including Stage One focus groups, 

and Stage Two survey questionnaire. Stage One discussed the design adopted for conducting the 

focus groups incorporating participant characteristics, sourcing criteria and procedures, coding and 

analysis and credibility and reliability of the procedures used to collect and analyse the qualitative 

data. While, Stage Two provided the strategies adopted in designing, collecting and analysing the 

quantitative data specifically the survey questionnaire. Hence, the survey instrument and design 

used were clarified highlighting the constructs, items and included in the survey questionnaire. 

Then the process of pretesting of the questions and piloting stage and the analysis is highlighted. 

The chapter then discussed the data collection process of Stage Two and the sampling design is 

clarified. The reliability and validity of the survey is then addressed, and the procedures used for 

analysing the data is highlighted. Finally, Chapter Three discussed the limitations within the 

research design and the ethical considerations are acknowledged.   

Chapter Four provides the qualitative analysis of Stage One within this research. First, 

overview of the focus groups is presented. Then, the characteristics of the participants is 

highlighted. A thematic analysis was used to help identify key themes from the discussions.  

Chapter Five reports the data analysis and findings from Stage Two of the research. The 

chapter reports the analysis from the main study. The main survey involved 986 useable responses. 

Participant demographics were then provided comprising of n=548 responses from locals, while 

n=438 presented responses from non-locals. The analysis then addressed the scale development 

process and analysis (see Section 5.3). Then Section 5.4 present hypothesis testing results 

including destination brand meaning structural model-1 comprising of locals and non-locals and 

their intentions to recommend the destination. A second structural model is also presented the 
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destination brand meaning structural model-2 comprising of non-locals only and their intentions 

to re-visit. An Invariance test was applied, and group analysis is presented. A conclusion is made 

in Section 5.5. 

Chapter Six discusses the research findings. An introduction is presented in section 6.1. 

The discussion of the analysis answers to the Research Questions one, two and three. Research 

Question one in Section 6.2 discusses stage one of the research, which comprised of focus group 

discussions. The discussions for Research Questions two and three highlight the supported and 

non-supported results from stage two of the research which includes locals and non-locals’ 

intentions to recommend (see Section 6.3), and non-locals’ intentions to re-visit (see Section 6.4). 

Achievement of the overarching aim is then presented in Section 6.5 and the conclusion is made 

in Section 6.6).  

Chapter Seven is the conclusion to this thesis. Introduction is presented in Section 7.1 and 

a summary of the dissertation is highlighted in Section 7.2. Then, the theoretical contributions and 

practical contributions are discussed in Sections 7.3 and 7.4. The limitations of this research is 

highlighted in Section 7.5, and future recommendation are made in Section 7.6. Then, the 

conclusion of the thesis is made in Section 7.7.   
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Figure 1.1 Thesis Structure (developed for this research)  
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1.5 SUMMARY OF CHAPTER ONE  

Chapter One has provided an overview of this research study on destination brand meaning, 

and defined its context and relevance. This research seeks to examine the concept of destination 

brand meaning, specifically focusing on tourist destinations in the context of a nation. Connected 

to this a core contribution is contrasting the perspectives of locals and non-locals of destination 

branding in the context of a Middle Eastern nation. The research makes a substantive contribution 

to theoretical discourse by identifying the unique and intricate associations between cognitive, 

experiential and emotional attributes. This research study is the first empirical research combining 

all three attributes including cognitive, experiential and emotional towards each other and towards 

intentions to recommend and to re-visit. This dissertation covers the conceptually related fields of 

national and destination brands and tourism. Exploring extant knowledge within this nexus 

allowed for a more holistic approach to the assessment of destination brand meaning. The ensuing 

chapter finds it critical to explore the literature embarking from the disciplinary foundations of this 

research which is based on marketing psychology, then connecting this with mainstream branding 

literature leading to corporate branding literature which is the basis of destination and nation 

branding research. The subsequent chapters find that adapting the classic brand association 

approach is most appropriate to help uncover destination brand meaning through exploring and 

investigating the associations between the cognitive, experiential and emotional brand attributes 

of a destination, and their impact on intentions to recommend for locals and non-locals and 

intentions to re-visit the destination for non-locals.  
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CHAPTER TWO: LITERATURE REVIEW  

2.1 INTRODUCTION 

The aim of this literature review is to establish the current state of knowledge, and to 

identify fields of research in the extant destination and nation branding literature. The first Section 

provides a brief overview of the disciplinary grounding of this research which lies on marketing 

psychology, which has the tendency of focusing on consumer behaviour and helps extend 

marketing management studies (Foxall, 1997). Then branding literature is presented involving 

various perspectives including corporate branding as the principles driving destination and nation 

branding research (Sections 2.3 & 2.4). The destination branding literature is then discussed 

providing a broad overview of the research including destination brand image and destination 

brand loyalty involving discussions on people’s intentions. Destination branding incorporates 

various contexts including branding of places, cities, nations or countries. The context of this 

research is within the field of nation branding reviewed in Section 2.6, highlighting key conceptual 

studies and methodological approaches implemented within the context of nation brands. Then 

nation branding practices in the context of Middle Eastern countries and specifically Oman is 

presented (Section 2.7). The review of nation branding practices in the Middle East and Oman 

highlights the various elements and attributes that reflect the image of these nation brands and 

what the destination brand means to people.  

The second part of the literature review brings forth a discussion on brand meaning 

(Section 2.8). Brand meaning is involved with the image that people have in mind about a brand 

and includes the various attributes that people associate to a destination and nation brand including 

cognitive attributes, experiential attributes and emotional attributes, discussed in Sections 2.9. The 

literature review identifies certain gaps in knowledge in destination branding field within the 

context of Oman as a nation brand (Section 2.10). The conceptual framework presents the various 

associations between cognitive, experiential and emotional attributes and their relationship with 

destination brand loyalty specifically peoples’ intentions to recommend and to re-visit the nation 

from the perspectives of locals and non-locals in Oman. The conclusion of Chapter Two 

summarises the research problem as depicted from the literature review, the research gaps, and 

research questions are then presented. 
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Figure 2.1 Literature Review Flow Diagram (developed for this research)    
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2.2 DISCIPLINARY FOUNDATION: MARKETING PSYCHOLOGY  

Marketing today is at the core of many successful organisations as it is heavily customer 

focused. The value created by organisations and their relationship with customers is what defines 

the success of marketing processes and activities within the organisation. Given the trail of 

evolving marketing definitions, the concept has clearly seen various perspectives. Seminal 

scholarly discussions identified the concept of marketing as the distribution and exchange of 

products (Marshall, 1927; Shaw 1912, Smith, 1904). Around the 1950s the definition of marketing 

evolved to the activities related to the management of marketing functions with a central focus on 

customers (Drucker, 1954; Levitt, 1960; McKitterick, 1957). The father of Marketing Philip Kotler 

highlighted in his book (1972, p. 42) that “marketing management seeks to determine the settings 

of the company’s marketing decision variables that will maximise the company’s objective in the 

light of the expected behaviour of noncontrollable demand variables”. A trail of seminal 

definitions have been discussed by Vargo & Lusch (2004). Given the historical discussions 

unfolding the marketing concept, the American Marketing Association (AMA) in 2007 postulated 

a well-rounded and a more inclusive marketing definition as stating that marketing is “the activity, 

set of institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, partners, and society at large” also cited in 

Gundlach & Wilkie (2009). The definition of marketing has recently been defined from a 

psychological perspective where it involves the understanding of people’s behaviour, and attitudes 

towards a product or a brand (Polat & Akgun, 2017).  

Given the recent scholarly efforts of the marketing perspectives it is postulated that various 

fields of marketing is based on psychological underpinnings as Kotler (1972) states that 

“psychology is at the core of Marketing”. Psychology is essential for marketers as it helps in 

developing a rich understanding of what marketing involves including its functions and processes 

(Kimmel, 2018). Psychological theories have rapidly evolved within the stream of marketing 

including advertising, consumer behaviour, branding (Keller, 2012). The field of marketing adopts 

psychological constructs to help understand people’s behaviors, attitudes, personalities, and 

feelings towards various marketing offerings (Foxall, 1994, 1997). Marketers in various contexts 

acknowledge the significance of applying psychological constructs as basis of knowledge creation 

and applications within the field (Kimmel, 2018). The disciplinary underpinning of marketing 

theory and practise finds itself rooted within notable psychological constructs (Giovanardi, 
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Lichrou, & Kavaratzis, 2018). Hence, this Section sets the scene on the theoretical underpinnings 

that are embedded within this research study.  

To help unfold this connection it is important to highlight the definition of psychology, and 

its various constructs, particularly how it has been adopted and viewed from a marketing 

perspective. “Psychology encompasses the scientific study of behaviour and mental processes” 

(Kimmel, 2018, p. 10). The discipline of psychology has significant connection with other fields 

of inquiry including but to limited to philosophy, biology and social sciences. The discipline of 

psychology encompasses several fields of study such as experimental psychology, cognitive 

psychology, personality psychology, social psychology and other sub-fields within the broader 

stream of psychology. These sub-fields involve several psychological constructs directed towards 

behavioural outcomes rather than cognitive, emotional and experiential attributes (Moran, 2016). 

Studies on psychology focus on essential constructs that help unveil the behaviour and mental 

processes inside the mind of individuals (Cohen, Higham, Gössling, & Peeters, 2014). The varied 

psychological constructs encompass learning and experiences, motivations, perception, decisions 

making, attitudes and personality  (Kimmel, 2018).  

Marketing adopts various psychological constructs in marketing studies, especially in the 

field of consumer behaviour (Gunter & Furnham, 2014). Seminal papers expand on the 

understanding of how consumers perceive different marketing strategies, with recently scholarly 

discourse shifting towards advancing the conceptual understanding of how to generate customer 

loyalty (Matrinez, 2015). Cognitive studies in branding tend to investigate mental connections and 

attitudes which include loyalty or brand loyalty, which involves people’s intentions to re-purchase 

the product or brand and their intentions to recommend the brand (Dolnicar & Coltman & Sharma, 

2015). Branding, although widely covered in existing literature, still generates a substantive 

scholarly debate, especially in the tourism realm (Buhalis & Inversini, 2014). However, drawing 

on this it is prevalent within the marketing and tourism field the adoption of psychological 

constructs (Gnoth, 1997) in relation to people’s attitudes and behaviours which in turn explicates 

the modality of the notions where elaborations and connection between cognitive attributes of a 

destination and or a nation is linked to people’s experiences and emotions (Jenkins, 1999) in 

relation to the nation brand. These reflections help critically address these psychological constructs 

within the context of a nation from a destination branding perspective. Further to this, it is also 

indoctrinated within destination branding research how various cognitive and affective attributes 
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(Del Bosque & San Martín, 2008; San Martín & Del Bosque, 2008)  are related, yet studies have 

overlooked the relationship between cognitive, experiential and emotional attributes and linking 

them with people’s intentions, which is also commentated within the destination brand loyalty 

studies. 

 

2.3 BRANDING LITERATURE  

Branding is acknowledged as a “top management priority” (Keller & Lehmann, 2006, 

p.740) for organisations and coproations alike. It is important for organisations to understand how 

to manage brands especially that they are increasingly recognised as one of the most valuable 

intangible assets for organisations (Keller & Lehmann, 2006). Moreover, to deliver a strong brand, 

managers must deliver the brand promise and maintain brand image and strength over time (Keller, 

2008). Branding, as an academic discipline, is well researched in Europe, UK and US which has 

contributed to the fields of brand development and management by authors such as (e.g. Aaker, 

1991, 1996; de Chernatony, 2001; Keller, 1993, 2016; Keller & Lehmann, 2006), who discuss the 

significance and importance of branding and brands. As depicted from the branding literature they 

help form the basis and develop the connection between cognitive, experiential and emotional 

attributes in relation to the destination branding context towards the development of brand 

meaning. These are discussed in Section 2.8 and 2.9.   

According to Blackett and Russell (1999), the word brand emerged from the ‘brandr’ an 

old Norse word meaning ‘to burn’. This indicates that branding has existed for centuries in order 

to help livestock owners identify their cattle from other livestock owners (Keller, 2008). For 

centuries the use of brands has been applied in various contexts including livestock and humans. 

It is argued that the key reason for branding was so that craftsmen and others could recognise their 

products and customers could easily differentiate between them (Keller & Moorthi, 2003). 

Accordingly, early Chinese porcelain and pottery jars from ancient Greece and Rome, and ancient 

produce from India were found to have symbols on them (Keller, 2008). Subsequently, the concept 

evolved through strengthening associations of the brand name with a product to facilitate an easier 

way for consumers to differentiate products from their competitor merchandises (Farquhar, 1989). 

Since then, the utilisation of ‘brands’ and ‘branding’ have progressed dramatically (Hart & 

Murphy, 1998). Hence, the academic literature highlights several definitions of a brand.  
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The various definitions provided move from tangible to intangible properties of a brand. 

The American Marketing Association (AMA) provides a tangible definition of a brand that is “a 

name, term, sign, symbol, or design, or combination of them which is intended to identify goods 

and services of one seller or group of sellers and to differentiate them from those of competitors” 

cited in  (Kotler, 2000, p. 188). According to Aaker (1996, p. 68) a brand is “a unique set of brand 

associations that the brand strategist aspires to create or maintain”. While, the functional definition 

focuses on the benefits in addition to the added values that customers appreciate enough to 

purchase (Marconi, 2000). Several psychological definitions suggest that a brand is a set of 

associations that links the name, mark or symbol related to a product or service (Calkins, 2005), 

and as a combination of associations or feelings related to certain products or services as stored in 

people’s minds (Adamson et al., 2006). Additionally, brands communicate attributes and meanings 

that are intended to enrich product value to levels beyond its functional value. Hence, brands are 

identified as clusters of functional and emotional values that promise unique experiences between 

buyers and sellers (Lynch & de Chernatony, 2004). Overall, brand definitions have become more 

complex and have moved beyond product and service brands, including tangible attributes, and 

intangible attributes including experiences and peoples’ emotions and feelings. Brands also extend 

the context of research beyond products and services and now include corporations, places, cities, 

destinations and nations (de Chernatony, 2001).  

A brand facilitates easier and fast recognition of the product increasing customer loyalty 

(McDowell & Batten, 2005). Hence, brands are becoming increasingly important because they 

provide consumers with information about several characteristics of the product like quality (Rao 

& Ruekert, 1994), features, reliability, durability and other characteristics (Keller, 2008). 

Additionally, having a strong and successful brand is significantly imperative for organisations 

that are brand oriented (Aaker, 1996). Moreover, it is increasingly acknowledged that the strength 

of the brand resides in the minds of consumers (Webster & Keller, 2004), as an “associative 

representation”, which helps to explain why the brand is meaningful to consumers (Kay, 2006). 

Hence, it is crucial to unpack these meanings that people hold in their mind about the brand towards 

delivering value and increasing brand loyalty.   

In today’s world, the significance of branding and brands extend to deliver more than 

simple benefits for customers, but rather enhance and transform people’s lifestyle, they also 

provide value to corporates (Kim & Kim, 2004), destinations and nations. Hence the ensuing 
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Sections (2.3.2, 2.3.3, 2.3.4) discusses the body of knowledge in relation corporate branding, 

nation and destination branding consecutively. Here I want to say that corporate branding studies 

is the point of departure for complex brands which extend to destinations and nation that are even 

more complex in nature.  

 

2.4 CORPORATE BRANDING LITERATURE 

Corporate branding literature studies are an important point of departure to help understand 

the concept of destination and nation brands. In this regard, reviewing the concept of “corporate 

branding” and “corporate brands” is vital towards situating the concepts of destination brands and 

nation brands in the broader context of the branding literature. Accordingly, the concept of 

corporate brand and corporate branding is discussed overviewing their significance, their 

definitions and their various perspectives.  

The corporate branding domain faces diverse views on the definition of the concept. 

Corporate branding is a complex and multidisciplinary notion (Balmer & Thompson, 2009; Pillai, 

2011). There is not one central definition explaining what corporate branding entails (Abratt & 

Kleyn, 2012). Corporate branding involves “a holistic approach to brand management, in which 

all members of an organisation behave in accordance with the desired brand identity” (Harris & 

de Chernatony, 2001, p. 442). The concept is defined as “…a systematically planned and 

implemented process of creating and maintaining favourable images and consequently a 

favourable reputation of the company as a whole by sending signals to all stakeholders by 

managing behaviour, communication and symbolism” (Einwiller & Will, 2002, p. 101). Corporate 

branding is underpinned by several school of thoughts comprising: “marks denoting ownership, 

image-building devices, symbols associated with key values, means by which to construct 

individual identities and a conduit by which pleasurable experiences may be consumed” (Balmer 

& Gray, 2003, p. 973). The definitions provide several perspectives on corporate branding 

definitions and its constituents (Abratt & Kleyn, 2012). 

Research on corporate branding has been growing since the mid 90s (Balmer & Wang, 

2016; de Chernatony, 1999; Knox & Bickerton, 2003). Examples of some of the scholarly work 

engaging with the concept of corporate branding include (e.g. Abratt & Kleyn, 2012; Balmer, 

1995, 2001; Balmer & Gray, 2003; Balmer et al., 2009; Biraghi & Gambetti, 2015; de Chernatony, 
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2002; Fetscherin & Usunier, 2012; Gregory, 2007; Knox & Bickerton, 2003; Harris & de 

Chernatony, 2001; Hatch and Schultz, 2003; Ind, 1997; Roper & Davis, 2007). Moreover, seminal 

articles on corporate branding delineate that the concept has its roots in product branding (Balmer, 

1995, 2001a, 2001b; de Chernatony, 1999; Harris & de Chernatony, 2001; Hatch & Schultz, 2003; 

Hulberg, 2006; Ind, 1997; Olins, 2000). This shift from product branding to corporate branding 

was due to several reasons such as an increase in customer sophistication and the rise of complex 

markets (Balmer, 1995; Hatch & Schultz, 2003). Branding enthusiasts realised that 

competitiveness requires focus on differentiation and positioning of the corporation based on their 

values and emotions (de Chernatony, 1999; Hatch & Schultz, 2003). Corporate branding has 

become a valuable asset for many organisations, and the principles of corporate branding have 

been adapted to the development and understanding of place branding (Vitiello & Willcocks, 

2006), nation or country branding (Anholt, 2002; Gilmore, 2002; Wetzel,2006) and destination 

branding (Hall, 1999; Hankinson, 2005; Murphy et al., 2007). From a critical perspective, 

corporate branding literature helped infrom the research on destination and nation brands.  

Like corporate branding, corporate brands have become a significant notion for 

organisations and are an invaluable asset to organisations. The well-being and survival of many 

organisations is based on the success of their corporate brand (Balmer, 2001a) indeed. This is 

evident in the many corporate brands listed in the Brand Power ranking website revealing those 

corporate brands that capitalise on their value (Biraghi & Gambetti, 2015). In fact, our everyday 

lives revolve around brands (Sherry, 1995). It is increasingly acknowledged that corporate brands 

perform as a ‘navigational tool’ (Balmer & Gray, 2003, p. 792) for diverse stakeholder groups for 

various objectives including investments, employment and consumer behaviour.   

There are various explanations and definitions to what constitutes a corporate brand 

(Kleyn, 2012). Scholarly discussions on corporate brand commenced early 90’s specifically by 

Balmer (1995, 2001a, 2001b). Balmer articulate that a corporate brand’s proposition must be 

clearly defined by senior management through identifying and revealing the brand’s core attributes 

(Balmer, 2001b). Accordingly, the brand’s proposition drives the organisation’s communication 

strategies, differentiation strategies and enhances the “brand vis-à-vis key stakeholder groups and 

networks.” (Balmer, 2001b, p.281). Thus, commitment, loyalty and support towards the brand’s 

proposition are required from all stakeholder groups including, staff of all levels and senior 

management. Corporate brands are described as the collection of values of an organisation (Ind, 



 
 

30 
 

2001) including the organisation’s visual, verbal and behavioural symbols and expressions; image 

development tools, brand identities, and the various unique pleasurable experiences designed and 

consumed (Balmer & Gray, 2003; Knox & Bickerton, 2003).  

Corporate branding and corporate brands are expanded to cover new extents such as 

destinations and nation brands and their management. It is suggested that the guiding principles of 

corporate brands and their management are also applied to destination and place brands alike as 

the similarities between management of corporate brands, destination brands (Hankinson, 2007) 

and nation brands (Olins,1999, 2000); are very similar and are increasingly overlapping. Corporate 

branding concept has been adapted in the branding of destinations, nations and places as discussed 

in the academic field (Gilmore, 2002; Hankinson 2001, 2004; Kavaratzis, 2004; Morgan, 

Pritchard, & Piggott, 2002). While, corporate brands are similar to destination and nation brands, 

the latter are more complex in nature compared to that of the corporation. Those elements that are 

mentioned in corporate branding and brands including brand values, visuals, verbal and 

behavioural symbols, expressions and associations; image development, brand identities, and 

experiences consumed (Balmer & Gray, 2003; Knox & Bickerton, 2003) are precisely what makes 

nation branding and destination branding more complex. Those brand elements suggested by 

Balmer and Gray (2003), and Knox and Bickerton (2003) are aligned with the cognitive, 

experiential and emotional constructs including people’s intentions are also embedded within 

marketing psychology and tourism as discussed early on in Section 2.2. Clearly, marketing 

psychology, brands and branding literature, and corporate branding literature provides a platform 

that inform the basis for the destination branding and nation branding perspectives as elaborated 

in the ensuing sections.  

 

2.5 DESTINATION BRANDING  

Research on destination branding emerged in scholarly discourse in the 1990s (Pike, Kerr 

& Patti, 2010). Compared to the broader branding field, destination branding is arguably still in its 

infancy (Blain, et al. 2005; Cai, 2002; Konecnik Ruzzier & Go, 2008; Konecnik Ruzzier, 2004; 

Tasci & Gartner, 2009). Destination branding has seen considerable developments in the past 

decade (Barnes, et al., 2014), considering it as a powerful marketing instrument (Morgan, Pritchard 

& Pride, 2004). This Section establishes the current state of knowledge, detailing extant destination 
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branding and image literature. To achieve this, it is crucial to clarify the concepts of destination 

branding and destination brand image within the specific remit of this research.  

Similar to corporate branding, destination branding is also a key management priority. The 

concept refers to the process of creating a brand through “selecting a consistent element mix to 

identify and distinguish it through positive image building” (Cai, 2002, p.722). Moreover, the 

process of destination branding includes more than just developing and forming the brand, but it 

is an iterative process of developing the brand, launching the brand, then implementing and 

managing the brand (Marzano, 2007). Blain, Levy, and Ritchie (2005, p.337) provide an extended 

definition of destination branding including detailed functions of the branding process for 

destinations, that is “destination branding is the set of marketing activities that (1) support the 

creation of a name, symbol, logo, word mark or other graphic that readily identifies and 

differentiates a destination; that (2) consistently convey the expectation of a memorable travel 

experience that is uniquely associated with the destination; that (3) serve to consolidate and 

reinforce the emotional connection between the visitor and the destination; and that (4) reduce 

consumer search costs and perceived risk. Collectively, these activities serve to create a destination 

image that positively influences consumer destination choice.”  

Several destinations have been adapting corporation branding strategies towards 

differentiating their identities through highlight their unique images (Morgan, Pritchard, & Pride, 

2004) as shown in the case of New Zealand (Morgan, Pritchard & Pride, 2007), and Spain 

(Gilmore, 2002). Destination brand managers understand the significance of destination branding 

towards developing a powerful brand. Notable scholarly work on New Zealand have addressed the 

various elements that helped portray the nation as a powerful destination brand (Morgan, Pritchard 

& Pride, 2007). This is demonstrated by the destination branding campaign of the 100% Pure New 

Zealand which focused on harnessing the various unique attributes that best reflect New Zealand’s 

destination brand image including diverse landscape and nature, people, culture and traditions and 

tourism experiences (Bell, 2008; Morgan et al., 2002). New Zealand is an example of a well 

established destination brand which has been active for over a decade and is widely regarded as 

industry best practice at a national level (Morgan, Pritchard & Piggott, 2003; Yeoman, & 

McMahon-Beattie, 2011). The implementation of the New Zealand branding campaign reflects the 

branding processes used by corporations which are due to the rise of customer sophistication, and 

the increased complexity of both corporations and destinations (Pike 2005).  
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Clearly, destination branding is a management process adapting the principles of 

corporation branding in “selecting a consistent element mix to identify and distinguish it through 

positive image building” (Cai, 2002, p.722). This positive image building of destinations towards 

branding the destination is observed by Cai (2002), and is discussed in the ensuing section.  

  

 

 

Destinations have been attracting potential visitors for a very long time now and certainly 

before scholars advanced the concept of brand image and its practices, and developed theories and 

various academic perspectives on destination image and marketing, and their applications in the 

broader context of tourism (Gertner, 2011). Destination image has been a topic of great interest to 

academics over the years (e.g. Baloglu & McCleary, 1999; Echtner & Ritchie, 1991; Gallarza, 

Saura, & Garcı́a, 2002; García, Gómez, & Molina, 2012; Tasci & Gartner, 2007) . Concomitantly, 

research on destination brands has also gained scholarly interest (e.g. Balakrishnan, Nekhili, & 

Lewis, 2011; Marzano & Scott, 2009; Morgan & Pritchard, 2004, 2005; Morgan, Pritchard, & 

Piggott, 2002, 2003; Morgan, Pritchard & Pride, 2004; Pike, 2005) . Clearly, destination image 

and destination branding are of great interest in academia, although there is a debate about the 

difference between these two concepts. Tasci and Kozak (2006) also highlight that both image and 

branding intersect each other and can be used interchangeably as they are not explicitly positioned 

in people's minds. This thesis concurs with Tasci and Kozak (2006), and the remainder of this 

section reviews the knowledge on destination brand and destination image simultaneously.  

 

Destination image is recognized as one of the key fields of study within the tourism 

literature (Lopes, 2011) and academic interest began as early as 1970s (Gunn, 1972; Hunt, 1975; 

Li & Stepchenkova, 2012). The concept commonly is defined as the “sum of beliefs, ideas and 

impressions that people have about a destination” (Crompton, 1979, p. 18). The defintion then 

evolved to incorporate peoples’ perceptions about the place base on the associations tourists hold 

in memory about the destination (Cai, 2002), and Esper and Rateike (2010) incoporated peoples’ 

feelings in extension of associations that people have about a destination.  

2.5.1 DESTINATION BRAND IMAGE  
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Qu, Kim, and Im (2011) identify destination image as destination brand image and suggest 

that the construct is multidimensional (Qu, Kim, & Im, 2011) and multidisciplinary in nature 

(Gallarza, Saura, & Garcı́a, 2002). The intersection between image and branding in the context of 

destinations is prevalent and understanding the destination brand image concept is important to 

help develop a powerful brand (Cai, 2002). Qu, Kim, and Im (2011) propose an overall destination 

brand image incorporating cognitive, affective and unique image associations, and their 

relationship to visitors’ intentions to recommend and revisit. Results show cognitive associations 

have significatn impact towards the overall image, then unique images come second after cognitive 

component. A similar concept is evaluted by Barnes, Mattsson, and Sørensen (2014) who evaluate 

destination branding through the employing brand experience only and the relationship between 

destination brand experiences towards intentions to recommend and to revisit. Drawing on the 

intersections between destination brand and image, it is apparent that various apporaches have 

been employed towards destination brand image focusing on several attributes that help form the 

destination brand image (Baloglu & McCleary, 1999; Beerli & Martı́n, 2004; Bigné Alcañiz, 

Sánchez García, & Sanz Blas, 2009; Echtner & Ritchie, 1991; Embacher & Buttle, 1989; Gallarza 

et al., 2002), and towards gaining and enhancing customer loyalty (Balakrishnan, Ramzi, & 

Clifford, 2011; Ferns & Walls, 2012; Zhang, Fu, Cai, & Lu, 2014) . These studies are prominent 

towards the development of the conceptual model (Section 2.11).  

As depicted from the discussion on destination branding and destination brand image, there 

has been substantial advancement in the understanding of image measurements for destinations 

(Driscoll, Lawson & Niven, 1994; Echtner & Ritchie, 1991, Gartner, 1989, Goodrich, 1978). As 

well as developments in destination image components and formation (Baloglu & Brinberg, 1997; 

Baloglu & McCleary, 1999a; Dann, 1996; Gartner, 1993; Gunn, 2001; Phelps, 1986). The 

discussion on destination branding and destination image show there are several ways where 

destination brand and image intersect as well as that previous studies have been relation these 

attributes and associations towards brand loyalty including intentions to recommend and to re-

visit. Destination branding field is advancing and further perspectives are yet to develop further 

for a more holistic perspective that could capture the various destination brand attributes 

investigated in other research (Baloglu & McCleary, 1999a; Cai, 2002). Relationships between 

destination brand attributes and intentions to recommend and to revisit are investigated within the 

destination brand loyalty concept discussed in the ensuing section.   
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The concept of loyalty has been studied expansively in the marketing literature and dates 

back to over 40 years. However, studies of destination loyalty are emerging in prominence 

(Konecnik & Gartner, 2007). Destination loyalty is important (Oppermann, 2000), especially as it 

is an important dimension of brand equity (Konecnik & Gartner, 2007). Brand equity is the 

travellers confidence in one brand compared to a competitor’s brand (Ferns & Walls, 2012) and 

the added value awarded by a brand (Farquhar, 1994). Destination branding studies incorporated 

various measures such as intention to revisit (Ostrowski, O’Brien, & Gordon, 1993) and attitudinal 

loyalty (Bigné, Sánchez, & Sánchez, 2001), to assess destination brand loyalty.   

Destination brand loyalty is defined as the visitor’s attachment to a destination brand 

(Aaker, 1991; Ferns & Walls, 2012). There are several approaches to defining loyalty including 

behavioural and attitudinal loyalty (Oppermann, 2000). While, behavioural loyalty signifies 

customers’ repeat purchases of a certain brand (Anton, Camarero, Laguna-Garcia, 2017; Harrigan, 

Evers, Miles, & Daly, 2017; Prayag, Chen, & Chiappa, 2018) behavioural loyalty is not sufficient 

towards explaining brand loyalty (Zhang, Fu, Cai, & Lu, 2014). Hence, attitudinal loyalty is used 

to embody strong cognitive elements which in return affects affective loyalty which also impacts 

or have an influence on conative loyalty that causes customer’s intentions towards the brand (Ahn, 

& Back, 2018; Zhang et al., 2014). 

Researchers investigate destination brand loyalty using several measures including 

intention to visit, re-visit and willingness to recommend the place  (Chen & Chen, 2010; Chen & 

Tsai, 2007; Oppermann, 2000). Intention to revisit and willingness to recommend are two types of 

behavioural consequences in destination image. Intention to re-visit is seen as a viable measure 

indicating customer loyalty within the tourism and destination branding field (Qu et al., 2011), 

especially that the overall image of the destination impacts visitors’ behaviours (Ashworth & 

Goodall, 1988; Bigné, Sánchez, & Sánchez, 2001). Likewise, positive behaviour towards intention 

to recommend or positive word of mouth (WoM) is a significant source of information affecting 

customers’ decisions or choice of a destination (Kozak & Rimmington, 2000; Oppermann, 2000; 

Weaver & Lawton, 2002). Additionally, it is suggested that a person with a positive image of a 

destination is more likely to recommend the place (Bigné, Sánchez & Sánchez, 2001). 

 

2.5.2 DESTINATION BRAND LOYALTY  
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2.6 NATION BRANDING AND NATION BRANDS 

Emanating from similar disciplinary foundations, nation branding and nation brands mean 

different things. Nation branding is concerned with the process and activities of branding the 

nations, and the nation brand involves on the identity, the value and the image of the brand. Nation 

branding and nation brands are two varying constructs (Fan, 2006). This section discusses the 

meanings and various academic perspectives departing from nation branding then towards nation 

brands.  

The notions of nation branding and nation brands in academia is still in its infancy, 

especially in a tourism context (Aronczyck, 2013). Studies within the field seem to focus on 

regional or state level branding, with substantive knowledge on specific urban destinations such 

as cities compared to nations (Lee, Cai & O’Leary, 2006). To have a better understanding of the 

concepts of nation branding and nation brands, and how the concept of nation brand image is 

related to destination brand image (Section 2.3.3), it is beneficial to clarify what a nation is. A 

nation constitutes a large group of people who share the same race and language (Longman 

Dictionary of Contemporary English, 1995). A nation also is explained as “a soul, a spiritual 

principle… [It is] a large-scale solidarity, constituted by the feeling of sacrifices that one has made 

in the past and of those that one is prepared to make in the future.” (Renan, 1882, p.19). Hence, a 

nation is more than just a group of people sharing same race and language but it is the ‘soul’ and 

‘spiritual principle’ incorporating the past and the present. Where the soul is the “shared possession 

of a rich heritage of memories”, and the spiritual principle is the “present-day consent, wanting to 

live together, the will to continue to cherish the entire inheritance one has received.” (Renan, 1882, 

p.165). Accordingly, nation brands and nation branding are constructs related to the geographic 

location occupied by a large group of people and by the emotional bonding- past and present- that 

bring people together.  

Nation branding is a multidimensional (Fan, 2010), and a multifaceted construct (Anholt, 

2005; Papadopoulos & Heslop, 2002; Szondi, 2010). Nation branding has increasingly become so 

important that to maintain a competitive edge in the tourism marketplace nations now have to 

either, actively brand their nation and leverage the image they want to portray, or abandon branding 

exercises, risking the portrayals of negative images which may affect the nation brand (Anholt, 

2007; Dzenovska, 2004). Additionally, it is suggested that “politicians everywhere in the world 

now realise that every nation has an identity- they can either seek to manage it or it will manage 
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them” (Olins, 1999: 26). Due to the increasing attention received by governments, leaders and 

consultants, many nations are now competing to mark their own signature in the global 

marketplace. India, Brazil, China, Nigeria, Rwanda, Abu Dhabi, Oman, Turkey and many others 

have been developing, implementing and managing their nation brands communicate a positive 

image and encourage visitation, whilst capturing the essence of the nation the locals want portrayed 

to the international nations. Therefore, understanding the phenomenon of nation branding is 

important to the development of this research study. 

Practitioners and consultants have engaged with the concept of nation branding to provide 

leaders of nations with approaches that adapt their cultural identities (Aronczyk, 2009; Dinnie, 

2004; Kavaratzis, 2005). Governments recognise that creating and communicating a coherent 

national identity to the international community assists in gaining a competitive position globally, 

supporting tourism into the country, and management of global public perception. Accordingly, 

the nation is more likely to gain an enhanced reputational value, and project a positive image by 

communicating the nation’s identity using coordinated approaches (Aronczyk, 2009). 

Nation branding is a complex process (Anholt, 2007; Dinnie, 2008; Scott, Ashton, & Xu, 

2010). It requires integration between various elements, state agencies and engagement of several 

stakeholder groups including the community (Dinnie and Fola, 2009; Gilmore, 2002).  

Subsequently, previous studies have identified it is important to consider cautiously the challenges 

of re-branding the nation (Papadopoulos & Hamzaoui-Essoussi, 2015). Hence, branding and 

rebranding a nation requires integrative efforts to be able to promote a consistent message between 

the image created and ensuring the brand not only delivers the promise to visitors, but also reflects 

the ethos of the nation (Gould & Skinner, 2006) and the actual practices delivered (Belle, 2008). 

Similar to the challenges faced in re-branding corporations, including though not limited to high 

costs (Stuart & Muzellec, 2004), as developing or modifying brands for nations is also expensive 

and may not guarantee success (Scott, Ashton & Xu, 2010). Thus, nation branding is not only 

complex but comes with high costs that may be incurred for decades. In attempts to help 

understand what nation branding entails, authors (including Anholt, 2007; Dinnie, 2008; 

Dzenovska, 2005; Gudjonsson, 2005; Olins, 2002) present diverse discussions proposing several 

definitions and what the process comprise of. The various nation branding definitions and 

perspectives is demonstrated (Table 2.1 ). 
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Table 2.1 Nation Branding Definitions 

 

  

Definitions Themes 

‘Nation branding concerns applying branding and marketing 

communications techniques to promote a nation’s image’ (Fan, 2006, p.6) 

‘the process by which a nation’s image can be created or altered, monitored, 

evaluated and proactively managed in order to enhance the country’s 

reputation among a target international audience’ Fan (2010, p.101) 

Promoting a nation's image  

‘Nation branding occurs when a government or a private company uses its 

power to persuade whoever has the ability to change a nation’s image. Nation 

branding uses the tools of branding to alter or change the behaviour, 

attitudes, identity or image of a nation in a positive way’ (Gudjonsson, 2005, 

p.285) 

Promoting a nation’s image 

with the government’s 

influence.  

‘The unique, multidimensional blend of elements that provide the nation 

with culturally grounded differentiation and relevance for all of its target 

audiences’ (Dinnie, 2008, p.15). 

Focus on multidimensional 

elements and differentiation.  

Nation Branding is ‘the strategic self-presentation of a country with the aim 

of creating reputational capital through economic, political, and social 

interest promotion at home and abroad’ (Szondi, 2008, p.5) 

Promotion of economic, 

political and social interest.  

‘Country branding occurs when public speaks to public; when a substantial 

proportion of the population of the country – not just civil servants and paid 

figureheads – gets behind the strategy and lives it out in their everyday 

dealings with the outside world’ (Anholt, 2003, p.123). 

Focus on people and 

engagement. 

‘The task of branding in each nation is the building of positive associations 

for itself, its inhabitants and products.’ (Florek, 2005, p.205) 

‘…its primary task is spreading information about the country concerned, 

especially in those countries that evoke no or few associations. Often it is an 

activity that aims to change unfavourable opinions or stereotypes that no 

longer apply. But the ultimate superior goal of the country brand is to 

contribute to the welfare of its citizens.’ (p.206) 

Building positive image. 
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Clearly Definitions of nation branding focus on the process of building positive platforms 

and associations for the people, the country and products of the nation to compete in the global 

marketplace (Florek, 2005; Gudjonsson, 2005). In contrast, nation branding refers to the 

government’s activities in reconstructing the brand’s identity of its nation as well as moulding the 

attitudes of its people (Dzenovska, 2005). This is a limited view of nation branding and drawing 

on various definitions, nation branding can be said to incorporate positive branding communication 

strategies and the engagement of people to help build, change, and manage the nation’s brand.  

The key objective of nation branding is to project a positive image of the nation brand 

(Dinnie, 2008; Dzenovska, 2005; Fan, 2010; Florek, 2005). Countries engage in branding activities 

for various reasons such as to attract tourism, increase exports, enhance the nation’s brand image, 

promote public diplomacy, and attract foreign direct investment (Anholt, 2007; Dinnie, 2008; 

Dzenovska, 2005; Fan, 2010; Sun and Paswan, 2012). Most importantly, nations compete to gain 

attention and wealth (Scott, Ashton, & Xu, 2010). Governments implement different branding 

strategies for their nations, and the reasons for branding nations vary due to their diverse historical 

and economic backgrounds (Anholt, 2007; Dzenovska, 2005; Dinnie, 2008; Fan, 2010; Sun and 

Paswan, 2012). Moreover, a nation’s image can be attributed to several aspects such as 

geographical features, history, language, culture, heritage, fashion, famous people, global brands, 

arts, music, exports, tourism, investments, immigration and other features (Anholt, 2005a, 2007; 

Dinnie, 2016; Fan, 2010; Kotler & Gertner, 2002).    

Additionally, a nation brand represents a large group of factors or associations including: 

place, natural resources and local produce, people, race and ethnic groups, history, culture, 

language, political and economic systems, social institutions, infrastructure, famous people and 

image (Fan, 2006). A nation brand is multidimensional incorporating multiple elements. It is 

suggested that the strength of the brand is based on the unique integrations of the different nation 

brand dimensions or elements (Anholt, 2007).  

 

 

 

The literature in the context of nation branding is primarily practically driven, mostly 

industry specific, and lacks theoretical discussions (Rawson, 2007). However, the phenomenon 

has recently attracted academic attention, with exploring the relative merit of different theoretical 

2.6.1 CONCEPTUAL UNDERPINNINGS OF NATION BRANDING   
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underpinnings to support nation branding and brands. Subsequently, this conceptual review 

discusses key four models that lead this nation branding review including the competitive identity 

hexagon (Anholt, 2007), the brand at the heart of the country (Gilmore, 2002), the category flow 

model of nation branding (Dinnie, 2008) and the concept of nation branding origins and 

interpretations (Fan, 2010). The four models present the multifaceted essence of nation branding, 

and showcases their significance as underpinning theories towards the development of this thesis.  

The competitive identity hexagon represents six ‘natural’ channels of national behaviour 

and communication comprising of: tourism, cultural exchange and activities, export brands, 

international and domestic policies, people of the country and investments (Anholt, 2003) (Figure 

2.1). Tourism promotion and people’s experiences have a significant impact on the process of 

branding the nation. Each point in the hexagon has a relatively significant impact on the image of 

the nation brand and its identity. Tourism and cultural exchange are important points of 

communication especially within the context of a Middle Eastern nation where political stability 

may seem of a concern. This literature review highlights tourism, culture and people as important 

channels of communication within the hexagon and especially in relation to nation brands within 

the Middle Eastern context. The various cultural activities that also help shape the image of the 

nation whether they are deliberately used or not include music, sports, works of arts by poets, 

authors and film-makers. In the event the nation chooses to employ these cultural elements in 

communicating the nation brand, then culture may have an impact on the nation’s image. 

Therefore, it is up to the nation to amplify the aspects that best portray their nation brand.  

 

 

 

 

 

 

 

 

 

Figure 2.1 The hexagon of Competitive Identity  

       Source: (Anholt, 2003 & 2007, p. 118, 26)  



 
 

40 
 

Given the significance of cultural expressions, the nation’s people including influential 

people, leaders, celebrities and the general population (Anholt, 2003) are argued to be of 

prominence to the nation’s brand image. The people of the country are a significant element of 

nation branding (Aronczyk, 2008; Dinnie, 2008; Gilmore, 2002) especially that they are 

considered as—the spirit of the country— and are at the heart of the nation brand (Gilmore, 2002). 

The people of the nation and the country are intricately interconnected, and national sentiment 

including citizens’ values- what the nation’s residence and visitors believe about the nation are 

important when branding the nation (Gilmore, 2002). It is also argued that other aspects of national 

sentiment is shaped by the environment, resources, culture, history, people’s experiences and 

economy (Gilmore 2002). The core values and spirit of the country leads to the positioning of the 

country (Figure 2.2). The positioning of the country brand needs to be ‘captivating’ and 

‘fascinating’ to capture the hearts and minds of different stakeholder groups (Gilmore, 2002).  

 

 

 

 

 

 

 

 

 

Figure 2.2 Core Elements of Nation Branding 

Source: (Gilmore, 2002, p. 286) 

The brand at the heart of the country framework, indicates that the positioning of the 

country brand needs to be forward looking’, ‘energizing’, and ‘stretching’ to ensure that it is 

challenging, differentiated and most importantly embraced by both hosts and guests. The third 

layer showcases the core elements of national branding including the various stakeholder groups 

who need to be considered when positioning the country brand including students, retirees, 

visitors, present and future residents, opinion leaders and other stakeholders. The positioning of 

the country brand is required to be profound and rich enough for it to be ‘translatable’ into multi-

layered sub-positioning that is relevant and meaningful to all relevant stakeholder groups 
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(Gilmore, 2002). The image of the nation brand should preserve its integrity and truthfulness to 

the spirit and core values of the country brand (Gilmore, 2002). This research considers examining 

the perceptions of the nation’s people especially locals and non-locals towards the nation as a 

destination brand. This involves measuring destination brand loyalty through (Section 2.5.2) 

people’s intentions to recommend and to re-visit the destination.  

 

Drawing from the perspective of Gilmore (2002), It is suggested that including a significant 

proportion of the nation’s people in developing the nation brand is important for the nation brand, 

which is also suggested and examined by other researchers including Dinnie (2016) and Dinnie 

and Fola (2009). Dinnie (2014) highlights the importance of involving stakeholder groups in 

branding the nation. The category flow model suggests a network of relationships between three 

nation branding categories those are: ‘antecedents’, ‘properties’ and ‘consequences’. Dinnie 

(2008) grouped the antecedents of nation branding into one category called ‘anticipation’ which is 

formed by aspects of ‘stereotype’ and personal ‘experiences’. Then, the properties of nation 

branding comprise three categories including ‘complexity’, ‘encapsulation’ and ‘cultural 

expressiveness’. The category of complexity considers aspects such as uncontrollable factors that 

influence the nation brand, managing diversity, and the rural and urban dichotomy. While, the 

category of cultural expressiveness is formed by the aspects of arts, history, language and 

landscape of the country.  

 

 

 

 

 

 

 

 

 

      

 Figure 2.3 The Category Flow Model of Nation Branding 

Source: (Dinnie, 2008, p. 142)  
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The categories of complexity and cultural expressiveness move towards and integrate into 

an encapsulation category. The encapsulation category is where the nation branding strategies are 

developed through considering the complexity of the nation branding process and the significance 

of the nation’s cultural expressiveness. The formation of the nation brand strategy should lead to 

the engagement of stakeholder groups. The engagement category is favourable for the 

development of the nation brand as without participation of a wide range of stakeholder groups 

success can be prejudiced (Aronczyk, 2008; Dinnie, 2008). It is argued that nations with a negative 

appeal can enhance their reputation through the integration of people engagement and the 

promotion of contemporary culture (Dinnie, 2008), which are also observed in the prior literature 

by Anholt (2005), Dinnie (2016) and Gilmore (2002). This indicates that people of the nation and 

their engagement in branding the nation, and cultural expressions and experiences are important 

categories to consider in the development of the nation brand. 

Figure 2.4 presents the origins and interpretation of nation branding. The model showcases 

the interpretations of nation brands and nation branding into levels (Level A to Level F). Level A 

is the basic approach to treating a nation as a brand that is being a symbol or a slogan. While, Level 

B considers a nation brand as an umbrella brand. For example, the nation brand can be considered 

an umbrella brand for tourism industry (Dinnie, 2008).  

 

Figure 2.4 The Concept of Nation Branding: Origins and Interpretations 

Source: (Fan, 2010, p.99)  
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Then, Level C considers the nation brand as that of a corporate brand where it is concerned 

with the image, reputation and positioning of the nation brand (Gilmore, 2002; Teslik, 2007; Roth 

and Diamantopoulos, 2009). Level D is concerned with branding the nation through developing 

and sustaining the nation’s competitiveness (Porter, 1990; Anholt, 2007; and Lee, 2009). The next 

level E is linked to branding the nation through sustaining that nation’s soft power (Fan, 2008). 

Finally, Level F is a more difficult approach because it is closely linked to national identity. Level 

F originates from national identity and cultural branding (Fan, 2010). Additionally, national 

identity is seen as an intangible and emotional attachment connecting the nation’s people together, 

which constitutes the essence of national identity (Connor, 1978). Thus, it is important to link the 

essence (Dinnie, 2008), values and culture of the nation (Aronczyk, Gilmore, 2002) to the nation 

brand.  

Drawing on from the four conceptual models, it appears that some of the elements in the 

hexagon of competitive identity may have an impact on the nation brand relative to other nation 

brand competitors. The second model by Gilmore (2002) focuses on people of the nation, which 

is also an element in the Competitive Identity Hexagon by Anholt (2003). The people are presented 

as the heart and the essence of the nation brand. Likewise, Dinnie (2008) highlights how the nation 

could create a 'Zeitgeist' for the nation brand base on the essence of the nation, including culture 

and the people of the nation. The third model presented highlights Dinnie's perspective (2008), 

which shows a causal relationship that combines some of the elements of Anholt's Competitive 

Identity Hexagon (2003), including culture. The Category Flow Model presents some of those 

elements found in the hexagon in an order of how they affect each other. The fourth model by Fan 

(2010) considers different dimensions of nation branding and how it is manifested into practice 

starting from creating a logo which is the simplest form of branding towards country image and 

reputation, country positioning, competitive advantage and identity, and soft power and national 

identity. It is depicted that the country image, reputation and competitive advantage and identity 

within the fourth model is where scholars including Anholt (2003), Gilmore (2002), and Dinnie 

(2008) engage with inn scholarly perspectives.   

In light of the four models, no one of these models is complete or relevant to every context. 

As a result, this research will use a conceptual model that is informed by the various elements of 

all these four models. Further discussion on how these models have contributed to the conceptual 

framework underpinning this thesis is highlighted in Section 2.11.1. 
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Given the discussion and illustration of some of the conceptual frameworks that help 

uncover the concept of nation branding and brands, it is depicted that culture and engagement of 

various stakeholder groups are potentially essential part of the nation branding process. While, 

culture and stakeholder engagement may have its prominence within the conceptual 

understandings of developing a nation brand, the following section discusses the various 

methodological approaches employed within the field of nation branding research.  

 

 

 

Nation branding is complex and multifaceted in nature, involving various stakeholder 

groups. Scholars are still trying to explore the topic using various methodological approaches. 

Since destination and nation branding are still in their infancy stage (Aronczyck, 2013; Blain, et 

al. 2005; Cai, 2002; Gnoth, 1998; Konecnik Ruzzier & Go, 2008; Konecnik Ruzzier, 2004; Tasci 

& Gartner, 2009), most research within the context are exploratory in nature especially within the 

nation branding field. Exploratory research in the area have predominantly applied qualitative 

approaches and methods of data collection and analysis (e.g. Dinnie & Fola, 2009; Dzenovska, 

2005; Freeman & Nguyen, 2012; Skinner, 2005; Gould & Skinner, 2007; Hanna & Rowley, 2007; 

Hakala & Lemmetyienen, 2011; Hudson & Ritchie, 2008; Kaneva, 2007; Skinner, 2005; 

Therkelsen & Halkier, 2008). However, interest in employing quantitative methods has seen a 

progressive growth within the field, where a large number of participants were involved (e.g. 

Anholt, 2005; Che-Ha et al., 2016; Hakala, 2013; Kneesel, Baloglu, & Millar, 2010; O’Leary & 

Deegan, 2003). This section reveals some of the methodological approaches used in the context of 

nation branding which is important towards the development of this research study. 

 

QUALITATIVE APPROACHES IN NATION BRANDING    

Qualitative research studies in the context of nation branding entered a peak period just 

after the turn of the millennium. Most of the studies were focused on European nations such as 

Latvia (Dzenovska, 2004; Endzina & Luneva, 2004), Northern Ireland (Gould and Skinner, 2006) 

and Denmark (Therkelsen & Halkier, 2008). Nation branding studies show prevalence in 

2.6.2 METHODOLOGICAL APPROACHES TO NATION BRANDING   
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exploratory approaches and these have aided in the uncovering of emergent themes that seem to 

have been further examined.  

GOVERNMENT COLLABORATION AND INTEGRATION BETWEEN STATE AGENCIES 

In 2005, a study was conducted in the context of Latvia, taking an anthropological approach 

where it traced the discourses and practises of active participants and supporters of the nation 

brand. The findings suggest that nation branding is a government practise seeking to “remake its 

object of intervention and shape the conduct of individuals” (Dzenovska, 2004). Unlike, other 

scholarly studies that focus on perceptions of different stakeholder groups about nation branding 

of particular nations (e.g. Dinnie & Fola, 2009; Gould & Skinner, 2007; Jordan, 2014), the study 

on Latvia is unique in that it does not seek to understand the views of stakeholders on branding the 

nation.  

Another study on Latvia examined the development of the national branding strategy of 

the country. The findings highlighted some problems impeding the success of the country as a 

nation brand including lack of resources, political determination, and lack of coordination and 

collaboration between agencies (Endzina & Luneva, 2004). The findings of this this study is 

harmonious with the suggestions made by some scholars (e.g. Dinnie & Fola, 2009; Gould & 

Skinner, 2007; Therkelsen & Halkier, 2008) about the importance of collaboration and integration 

of strategies. It is acknowledged by several scholars that collaboration between agencies is 

important to the development of the nation brand (e.g. Dinnie and Fola, 2009; Skinner, 2005; 

Gould & Skinner, 2007; Therkelsen & Halkier, 2008; Jordan, 2014). Furthermore, cooperation is 

necessary between various state agencies that are responsible for securing the nation’s well-being 

in the process of developing a nation brand strategy (Dinnie & Fola, 2009). Similarly, the different 

perspectives on Northern Ireland within and outside the nation was explored to identify the images 

that all relevant stakeholders have about the nation (Gould & Skinner, 2006). The interview 

findings with key stakeholders in Northern Ireland and the USA, suggest that inconsistencies in 

the messages portrayed about Northern Ireland in the USA prevail (Gould and Skinner, 2006). 

This resonates with the findings in the case of Denmark suggesting that distorted assumptions on 

why collaboration is important between the agencies Visit Denmark and Invest in Denmark 

existed. Additionally, Visit Denmark and Invest in Denmark agencies should collaborate their 
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strategies and develop an umbrella place brand for the nation brand (Therkelsen & Halkier, 2008). 

Thus, collaboration between agencies including private and public sectors is important to the 

development and management of the nation brand.  

 

While these studies acknowledge that nation branding is a government practise, requiring 

integration and collaboration of various state agencies within the nation, the following review 

highlights the importance of stakeholder engagement and participation in the nation branding 

process. Additionally, different literatures suggest that participation of various stakeholder groups 

including the nation’s citizens is vital to the success of the nation brand (Aronczyk, 2008; Szondi, 

2008). In essence, living the brand is achieved when attitudes and behaviours of people are 

harmonious with branding strategies (Aronczyk, 2008). Thus, it is apparent that stakeholder 

engagement is a fundamental aspect of branding the nation (Aronczyk, 2008; Dinnie, 2008; 

Szondi, 2008).  

STAKEHOLDER AND PEOPLE ENGAGEMENT  

A Fully Inclusive Stakeholder (FIT) approach (Dinnie, 2008) was employed to identify the 

stakeholders required in the process of branding Cyprus (Dinnie & Fola, 2009). The interview with 

eight key informants suggests that the range of stakeholders included in branding Cyprus should 

be comprehensive to include Chambers of Commerce, academia, cultural heritage foundations, 

country analysts, existing investors, media, transportation companies, real estate agents and the 

citizens of Cyprus. Correspondingly, it is acknowledged that several relevant industry groups 

involved in the development of a nation brand include chambers of commerce, councils, tourist 

boards in the country, government agencies, and representatives from different sector groups 

(Scott et al., 2011). Likewise, when the people of the country live the brand, the nation brand is 

most likely to be successful (Szondi, 2008). Thus, engaging various stakeholder groups, in 

particular citizens of the nation is beneficial towards the development and management of the 

nation and destination brand (Dinnie, 2008, Konecnik Ruzzier & Petek, 2012; Morgan & Piggot, 

2002; 2003; Szondi, 2007). 

Developing branding strategies that revolve around aspirations and culture of the nation’s 

people may result in a more sincere and sustainable nation brand (Anholt, 2007). Culture is crucial 
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in the development and management of the nation brand. Additionally, culture has the power to 

communicate the spirit and essence of the nation (Anholt, 2003; Dinnie, 2008; Gilmore, 2002). 

Thus, integrating cultural elements is essential in the process of branding the nation (Anholt, 2003; 

Gilmore, 2002) and is a crucial aspect in presenting an authentic nation brand (Dinnie, 2008). The 

different cultural elements that may be integrated as part of the nation branding strategy include 

heritage, nature and landscape, climate, people of the country, social aspects, citizenship, 

creativity, innovation, technology and sciences.  

Given the significance of culture in branding the nation, the concept remains challenging 

and vague in the area of place branding especially in the development of cultural authenticity 

(Hornskov, 2007). Emphasizing cultural and heritage attributes and associations may be perceived 

as being backward and old-fashioned (Anholt, 2007; Urde & Greyser, 2007). However, culture 

remains an authentic element of national identity (Dinnie, 2008). Consequently, integrating culture 

in an innovative way can be a powerful tool that helps represent the soul and essence of the nation 

as a unique and authentic attribute for the nation brand (Anholt, 2007).  

CULTURE, HERITAGE, HISTORY AND TRADITIONS  

There are several exploratory studies that engage with cultural elements and heritage as 

beneficial aspects in the development of the nation brand. For example, research conducted in the 

case of Southland- New Zealand, suggested that image concepts should not be limited to 

geographical attractions, but it should involve the uniqueness of place, local attributes and cultural 

experiences of the place (Ashton, 2014). Hence, it is found that brand image development 

comprises of three main components: the overall product attribute (places, local products, local’s 

character, tourist infrastructures); creating associations in tourists’ memories about the place: 

sustainability, cultural heritage and health tourism; and to involve unique products to help build 

the brand image such as the uniqueness of local Maori, events and festivals unique to the place 

and typical local food special to the destination (Ashton, 2014). It is argued that culture is seen by 

some as problematic and non-profitable (Anholt, 2003). However, creative integration of culture 

(Dinnie, 2008) such as incorporating cultural experiences and stories about the nation brand can 

enhance the image of the nation brand and create a long-lasting impact in people’s memory.  



 
 

48 
 

Since culture is an essential aspect of nation branding, Aronczyk (2008) conducted a 

qualitative study using in-depth interviews with place brand consultants about brand England. The 

study on brand England recognises the existence of a significant gap between the portrayals of 

social life and the lived experiences of the people it is representing, which are beneficial in the 

analysis of culture. Aronczyk (2008) suggests that the philosophies that nation brands operate with 

changes the cultural context in which national identity is understood. Hence, comprehending the 

lived experiences of people is beneficial to understanding the nation’s culture. Indeed, in the 

corporate branding literature it is acknowledged that corporations can benefit by projecting their 

history and culture. It is also suggested that corporations can add authenticity by embedding culture 

into their brand aura leading to the development of a unique positioning strategy for the brand 

(Aaker, 2004; Alexander, 2009; Anholt, 2007).  

Certainly, highlighting culture into the brand aura of the nation is especially beneficial for 

poorer nations, developing nations (Anholt, 2007) and nations with a negative appeal (Dinnie, 

2008). In fact, identifying and highlighting those cultural elements can enhance the images of 

nations and improve their economies through leveraging their exotic cultures in a creative way. 

For example, an analysis conducted in the case of Turkey suggest that the country faces 

complicated positioning challenges in accomplishing an integrated nation brand management 

(Kemming & Kci, 2006). The findings of the exploratory study on Turkey suggests that the 

positive images of Turkey mainly revolve around the ‘exotic aura’ that is associated with the 

Arabic/Middle Eastern culture and to some extent its exports of products. Hence, incorporating 

culture and experiences of culture and local lifestyle are beneficial to the development of a nation 

brand.  

In review of the qualitative studies conducted on nation branding, it can be postulated that 

the literature is fragmented. It is also evident that scholars are still trying to explore the notion 

further and in different contexts. Based on the discussion it is apparent that three main themes are 

highlighted. The identified themes are 1) integration and collaboration between state agencies 2) 

engagement of different stakeholder groups including local people, and 3) magnification of 

cultural aspects of the nation including heritage, history and traditions. It also appears that the 

qualitative literature is more extensive and descriptive (Gertner, 2015) compared to that of 

quantitative studies. This deep engagement with nation branding generated substantive theoretical 

perspectives and scholarly debate, with the field of knowledge maturing and allowing quantitative 
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methods to test theoretical models. Nonetheless, qualitative studies continue to be prominent in 

the area, with mixed-method approaches identified as a potential best practice in relevant studies 

(Abodeeb, Wilson & Moyle, 2015). 

 

QUANTITATIVE APPROACHES IN NATION BRANDING    

As quantitative studies emerged, scholars have focused on identifying and implementing 

benchmarking techniques to compare and contrast different dimensions of nation brands. For 

example, quantitative studies allowed for the identification of those dimensions that are 

particularly highly perceived in some country brands, that might be low compared to others. In 

particular, the dimensions which are used to compare nations are arbitrary and seem to lack 

theoretical connections. Indeed, one of the contributions of this thesis is to seek to address this 

problem by using brand association theory as an underpinning theory for this research study.  

PERCEPTIONS OF FOREIGN AUDIENCES AND NON-LOCAL PEOPLE ON NATION BRANDS  

Within the limited literature of quantitative nation branding studies, there are two main 

survey types. The first type looks at global perceptions and the second looks at perceptions within 

a particular country. The Nation Brand Index is a typical example of the global nation brand study. 

This survey has a large sample (10,000 consumers) and measures the dimensions of the nation 

brand from the perspective of foreign audiences. The Index surveys foreign audiences on their 

views about each aspect of a nation. The Nation Brand Index provides measures of the power and 

appeal of particular countries brand image such as America’s (Anholt, 2005) on dimensions such 

as cultural, political, commercial and human assets, investment potential and tourist appeal. The 

type of questions asked on each aspect include examples such as “how would you rank the cultural 

heritage of this country?” and “do you avoid or seek out cultural activities that originate in the 

following countries?” (Anholt, 2005, p. 298). The findings for brand America ranked US exports, 

investment, immigration, tourism and people relatively high compared to US governance, culture 

and heritage, which ranked very low.  

An exemplar of research on national branding include studies on Beijing and Turkey. The 

study on Beijing examines the perceptions of foreign audiences specifically people in the USA 

about Chinese exports and general perceptions about the nation before and after the Beijing 2008 
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Olympic Games. While the study on Turkey investigated the perceptions of foreign audiences 

specifically in Spain about Turkey as a nation brand. Data collected before and after the Beijing 

2008 Olympic Games from residents in the USA indicate that hosting an international event like 

the Olympic Games have direct and indirect positive influences on host country’s brand image. 

Sports and events play an influential role in the development of a nation brand. In essence, hosting 

a major international event impacts the host country’s brand image among foreign audiences 

(Anholt, 2007; Sun and Paswan, 2011). Likewise, positive images of nations can also be induced 

by highlighting destination image attributes. An evaluation of destination image vs. country image 

in the case of Turkey was conducted from the perspective of foreign audiences who have never 

visited the country. The study on Turkey’s image suggested that a good management of a 

destination brand does not only contribute to the nation’s economy, but also help shape the 

perceptions that people have about the country-brand (Martínez & Alvarez, 2010). In addition, 

cultural interactions and experiences help create positive feelings towards the nation brand 

(Martínez & Alvarez, 2010). Hence, a nation’s brand image may be enhanced through amplifying 

those cultural attributes that foster positive emotions in people. 

PERCEPTIONS OF LOCAL PEOPLE ON NATION BRANDS   

While the first type of surveys examines the perceptions of foreign audiences about the 

nation brand, the second type of quantitative study examines influential local stakeholders within 

a country specifically the “local inhabitants”- i.e. local people-. One example exploring the 

perceptions of a country’s inhabitants about country brand was the study for “I feel Slovenia” 

(Konecnik Ruzzier and Petek, 2012). The findings indicated that this nation brand was positively 

perceived by the largest stakeholder group – the local residents. The findings suggest that to 

develop a strong connection and encourage people to live the brand, the local inhabitants should 

be engaged in the process of brand development (Konecnik Ruzzier & Petek, 2012). The findings 

are also aligned with Szondi’s (2008) perspective about the importance of people living the nation 

brand. Moreover, the role of local inhabitants is important in the process of country-branding 

(Gilmore, 2002, Dinnie, 2008; Morgan, Pitchard & Piggot, 2002, 2003; Konecnik Ruzzier & 

Petek, 2012; Szondi, 2007). 
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Another major quantitative study examining citizens’ perception is on the case of Malaysia 

by Che-Ha et al. (2016). The study on country brand Malaysia investigates the elements of country 

branding from the perspectives of the country’s citizens in a survey approach. It explores citizen’s 

perceptions toward the country using both emotions (affect) and perceptions of the country’s 

competitive advantage. Che-Ha et al. (2016) generated a total of 445 responses from university 

students at various colleges in Kuala Lumpur- the capital city. The study mixed between email and 

face to face questionnaire employing convenience sampling approach. Their findings indicate that 

Malaysia can be portrayed favourably through export, human capital, culture and heritage and 

political efforts. While, human capital, culture and heritage, and politics are important elements to 

nurture positive emotions amongst Malaysian citizens (Che-Ha et al., 2016), exports, human 

capital, and politics are considered key tools to build a competitive advantage for the nation. Given 

the importance of people engagement and culture and heritage in fostering positive emotions and 

development of a nation brand, the study on Malaysia is especially helpful for the design of the 

thesis.  

QUANTITATIVE MEASUREMENTS USED IN NATION BRANDING SURVEY RESEARCH   

While the study on Brand America measured the perceptions of foreign audiences about 

the nation brand in relation to different aspects including cultural, political, commercial, human 

assets, investment potential and tourist appeal, the study on Malaysia measured similar aspects 

including political aspects, export, human capital, culture and heritage. The difference between the 

two studies is that they both interview different participant groups that is foreign audiences in the 

case of Brand America and local citizens in the case of Malaysia. The study on Malaysia and 

Slovenia both surveyed local citizens, but the study on Malaysia surveyed people’s perceptions 

about the developed brand “I feel Slovenia” and how people related with the developed brand, 

whereas the study on Malaysia investigated people’s emotions about various aspects of some 

nation brand attributes.  

Similar to the study of Brand America, other quantitative studies on Beijing and Turkey, 

investigate foreign audience’s perceptions in relation to the nation brand. It is inferred from both 

studies on Beijing and Turkey, that cultural elements play a significant role in creating positive 

images for the nation brand. The difference between those two studies is that the study on Beijing 
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focuses on before and after perceptions of the Beijing Olympic Games, and the study on Turkey 

focuses on highlighting destination image attributes to induce positive emotions towards the nation 

brand.  

Encapsulating the outcomes of this review on the various methodological approaches, it is 

observed that several nation branding studies involved cognitive measures of nations such as 

culture and other cognitive based destination brand attributes for nations. Some studies have also 

embarked on involving emotions of people in relation to the nation or destination brand. However, 

it is depicted that the mainstream literature on nation branding and relevant destination branding 

research would benefit from further research that particularly addresses the various cognitive 

attributes such as culture, heritage, traditions, nature and people and other attributes towards other 

experiential and emotional attributes of a nation brand. This may help uncover the meanings people 

have in mind about a nation brand and reflect the strength of associations people hold in mind. 

Furthermore, research on nation branding highlights the importance of investigating different 

perspectives about the nation brand especially the perceptions of the internal audience or locals 

people in order to develop a nation brand that is lived by its own people.  

The literature highlights opportunities to enhance conceptual clarification and theoretical 

insights into the intricate connection between destination and nation brands. Nation branding is 

not as simple as creating a new logo to represent the nation’s image, it rather requires rich and 

holistic understanding of the dynamic interplay between stakeholders. Table 2.2 highlights and 

encapsulates some of the similarities and differences between corporate, destination and nation 

brands drawn from the perspectives discussed in relation to corporate, destination and nation 

brands.  

 
Table 2.2 Highlights of Similarities and Differences Between Corporate, Destination and Nation Brands 
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The literature also seems to focus on Western countries more in comparison to Middle 

Eastern nations. This is evident by the literature in the context of destination and nation brands 

addressed in this literature review. This provides an opportunity for developing destination and 

nation branding frameworks with a particulate focus on Middle Eastern nations discussed in the 

ensuing section.    

 

2.7 DESTINATION AND NATION BRANDING PRACTICES IN THE MIDDLE EAST 

AND OMAN  

The Middle East has always played a major role in world affairs (Freire, 2012). The Middle 

East rests above two-thirds of the world’s oil reserves, capturing the world’s attention in many 
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ways. The prominence of the Middle East is as significant today as it was hundreds of thousands 

years ago (Bourke, 2008; Catherwood, 2011; Freire, 2012). The earliest permanent settlement and 

the world’s first complex societies originated from Ancient Middle East. Additionally, Middle 

Eastern cultures produced the earliest agriculture, metalworking and writing systems. Likewise, it 

was in the Middle East where centralized governments, legal systems, priesthoods and kings, and 

large scale organized warfare were first developed. The Middle East is usually the focus of 

international news headlines and media (Smith, 2014). Nonetheless, some Middle Eastern nations 

are seeking various approaches for economic diversification, to attract foreign investments, and 

enhance tourism. Countries have different development dynamics (Jaffari & Scott, 2014), as not 

all Middle Eastern nations are rich in oil. However, the rich culture and heritage for many Middle 

Eastern nations can be a ‘catalyst’ for their development (Freire, 2012). A nation brand could 

develop positive brand associations and images in people’s mind through the development and 

management of the nation brand. This section is dedicated to enhancing our understanding of the 

various practices used in nation-branding of Middle Eastern nations.  

The Middle East has various definitions and boundaries depending on the context (Özalp, 

2011). The term is contested, and there is not set agreement on the exact boundaries of the Middle 

East (Davison, 1960; Özalp, 2011). The region broadly includes nations across Africa, Asia and 

Europe including countries that lie at southwest Asia and northeast Africa (Ragab & Scott, 2015). 

In other sources, attempts to define the Middle East encompasses new classifications like the 

Greater Middle East which includes: “1. Arab West (Maghreb) - Egypt, Sudan, Southern Sudan, 

2. Arab East (Mashreq) - Turkey the Islamic Caucasus, 3. Horn of Africa: Ethiopia, Somalia, 

Djibouti, Eritrea, 4. The Gulf Region, 5. The Central Asia, 6. South Asia: Afpak (Afghanistan and 

Pakistan)” (Özalp, 2011, p.19). For the purposes of this research this section explores various 

Middle Eastern nation states including Turkey, and oil and culture rich states such as Dubai, Abu 

Dhabi, Qatar, and Bahrain with a special focus on Oman.   

 While Middle Eastern nations are competing for global attention, many states are working 

on diversifying their economies through various aspects, including culture, sports, creative 

industries, urban development and tourism. Nations such as Turkey and Arab States including 

Dubai, Abu Dhabi, Qatar and Bahrain are enhancing their nation brand image through urban 

development and integration of culture (Ali & Al-Aswad, 2012; Govers, 2012; Hashim, 2012; 

Peterson, 2006). For example, Turkey reflects a combined image of Islamic-modern concurrently 
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through magnifying a neo-Ottoman cool nation brand (Al-Ghazzi & Kraidy, 2013). Arab states 

such as Abu Dhabi is developing a cultural district which will include international museums 

designed by world famous architects and inspired by the traditional architecture of Abu Dhabi. 

Moreover, Qatar is seeking to mark their signature in the world through sponsorships and hosting 

of international sports as evident by their election as a host for the 2022 FIFA world cup soccer. 

While, cultural elements are used by Middle Eastern nations like Turkey, Dubai, Abu Dhabi, Qatar 

and Bahrain to brand their states, culture takes various forms in how it is enhanced, managed and 

projected to the world.  

Turkey is a nation that bridges between the east and west, and has been home to many 

ancient civilizations (Sevin & Gizem, 2011). In 1923- after the birth of the Turkish Republic-, 

Turkey conserved itself from Middle Eastern nations and completely turned to Europe (The 

Economist, 2009). However, in 2001, the new government party launched the AKP- Justice and 

Development Party- (Keyman, 2010) embracing a “Turkey-centric policy of projecting Turkish 

self-confidence politically and economically, which has come to be known as neo-Ottomanism” 

(Al-Ghazzi & Kraidy, 2013, p.2344). Neo-Ottomanism is based on reflecting Turkey’s soft power 

which revolves around various aspects including bridging between the East and West, A Muslim 

nation in a secular state with a democratic political system, a capitalist economic power, vibrant 

civil society, free elections and a free market economy (Sevin & Gizem, 2011; Taspinar, 2008). 

Turks have moved back to the Middle East with the strength of their economy and the revival of 

Islamic feeling (The Economist, 2009). Thus, Turkey managed to reflect a view of an Islamic and 

modern nation enhancing its exports value to the Middle East and Northern Africa (Al-Ghazzi & 

Kraidy, 2013; The Economist, 2009). Several studies conducted in the context of Turkey suggest 

that the nation brand is perceived favourably in relation to its people and culture (Kemming & 

Sandikci, 2007; Martínez & Alvarez, 2010) The Ministry of Tourism in Turkey is increasing its 

efforts in highlighting the cultural and heritage aspects of the nation to lure in tourism and enhance 

the image of the nation (Alvarez & Korzay, 2011). It is argued that highlighting heritage, culture 

and traditions may help stimulate positive perceptions in relation to Turkey (Martínez & Alvarez, 

2010).   

While, Turkey portrays the image of a powerful nation politically, economically and 

socially, and highlights the Neo-Ottoman as a nation-brand (Al-Ghazzi & Kraidy, 2013), Dubai 

“A Star in the Middle East” is one of the fastest growing economies in the world (Balakrishnan, 
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2008, p.63) and is facing the dilemma of tribal modernism (Cooke, 2014). Dubai is one if the seven 

states of the United Arab of Emirates that witnessed rapid development in a very short time 

(Govers, 2012; Stephenson, 2014). Dubai was forced to diversify its economy due to the dearth of 

natural resources compared to its neighbouring Arab States (Dubai Strategic Plan, 2015) cited in 

(Stephenson & Ali-Knight, 2010). Hence, The Emirate of Dubai launched large-scale 

developments directed at boosting trade, tourism and foreign investments. Even though Dubai has 

been confronted with various economic and social challenges, the state attracts significant attention 

in both mainstream and social media (Govers, 2012). Dubai is a leading example of innovation 

with its ‘bigger the better’ philosophy incorporating astonishing structures  (Bagaeen, 2007). 

Dubai is home to big iconic brands and world-class attractions (e.g. Dubai Mall- the world’s largest 

shopping mall, Dubai Cup- the largest prize money for a horse race, Emirates Airlines, Burj Al 

Arab hotel- the first known Seven Star hotel, Burj Khalifa- the world’s tallest building, etc.) 

(Stephenson & Ali-Knight, 2010). Thus, Dubai developed a great level of awareness about place 

branding amongst its Middle Eastern nations and the Persian Gulf in particular (Govers & Go, 

2009). Despite the popularity of Dubai in the Middle East and the World, it nonetheless portrays 

distorted and confused images among its global audiences (Govers, 2012). The Emirate of Dubai 

fuses between the image of an alluring, avant-garde city and the images of a stereotypical Arab 

nation (Govers, 2012). It is argued, however, that Dubai is not simply infused of its world-known 

megaprojects, but it is a place full of ambitions and challenges and is unique in many encounters 

(Elsheshtawy, 2010). To learn about Dubai, one must look beyond the skyscrapers and the mega-

projects, like discovering the ‘traditional’ spaces where today’s Dubai was originated from 

(Elsheshtawy, 2010). Beyond all critiques and like many world economies, the rapid state 

progression in Dubai was affected (Werner De, 2010) due to the ‘2008 Financial Crisis’. Dubai’s 

situation was bailed out by the state of Abu Dhabi (Davidson, 2009). Thus, the effects of 2008 

Financial Crisis provided an opportunity for Dubai’s neighbouring states such as Abu Dhabi, Qatar 

to outshine Dubai for a period of time in their affluence and glamour (Govers, 2012).  

Abu Dhabi is the capital of the United Arab Emirates and the wealthiest of the seven 

emirates of the UAE (Hazime, 2011; Sim, 2012). The Global Financial Crisis of 2008 permitted 

Abu Dhabi’s image to emerge and surpass the image of its neighbour state Dubai for a period of 

time (Govers, 2012). In recognition of the importance of branding in helping nations and cities to 

portray positive images in the global economy, the Office of the Brand of Abu Dhabi was launched 
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in 2007 (Hashim, 2012; Sim, 2012). Abu Dhabi tries to brand itself very differently from Dubai 

through maintaining its culture but also being connected globally through its urban developments 

and mega projects (Hashim, 2012; Hazime, 2011). The government of Abu Dhabi focuses its 

efforts on the development of mega-projects and emphasis on cultural aspects. The development 

and marketing of the Saadiyat Island as a cultural district in Abu Dhabi is one example of Abu 

Dhabi’s efforts (Hashim, 2012). The Saadiyat Island mega-development project in Abu Dhabi will 

be home to a cultural district, hotels, retail and residential vicinity. Aligned with Abu Dhabi’s 

efforts to amplify culture, the cultural district of the Saadiyat Island will comprise of state of the 

art museums such as the new Guggenheim Museum and the Louvre Abu-Dhabi (Hazime, 2011). 

Thus, Abu Dhabi is taking a new endeavour to global urbanism, where the government of Abu 

Dhabi is trying to hold tradition and culture close to the brand while embracing globalization 

(Hashim, 2012). Hence, Abu Dhabi’s new urbanism approach may be an exemplary story of a 

Middle Eastern nation that attempts to balance modernity and culture.  

Like Dubai and Abu Dhabi, Qatar is currently one of the most competitive states in the 

Persian Gulf. Even though Qatar has a short history of being an independent state, it has gone 

through dramatic developments in a very short time both economically and politically (Peterson, 

2006). Qatar competes with the UAE specifically Dubai and Abu Dhabi on various aspects 

including being a hub for international universities, having the leading broadcasting news media 

(AL Jazeera satellite television), being a global sporting showground evidenced by their FIFA 

election to host the 2022 World Cup Soccer (Govers, 2012), and providing a military operations 

base for the West (Peterson, 2006).  

While Qatar is a founding member of the GCC, it continues to have strained relations with 

some of its neighbouring countries mostly Saudi Arabia (Peterson, 2006). Despite the challenges 

faced by Qatar especially with some of the negative indictments it was confronted with in relation 

to Al Jazeera news media, the government strengthened their relations with the United States to 

enhance their position and their regional security (Peterson, 2006). Moreover, Qatar has taken a 

forceful stance in branding its microstate focusing on various political, economic, sports, cultural, 

technological and developments. Qatar’s highest priority is to create uniqueness through hosting 

sports events and cultural festivals which may enhance the appeal of Qatar and create a point of 

differentiation from its neighbouring states (Hazime, 2011; Peterson, 2006). Thus, Qatar finds 

itself competing very closely with Dubai, Abu Dhabi and Bahrain especially that all Persian Gulf 
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states are known for their lack of resources apart from oil (Peterson, 2006). Generally, the Gulf 

Countries find themselves in a very tense competition trying to overshadow each other in order to 

mark their place globally. Consequently, Qatar transcended Dubai’s image for a brief period of 

time with Qatar’s election as a host for the 2022 FIFA world cup soccer.  

Corresponding to Qatar, Bahrain – a microstate, a tiny island in the Persian Gulf was once 

a prominent financial hub in the Persian Gulf Region. With the demise of Beirut as a financial hub 

in the Middle East, Bahrain provides a business-friendly environment allowing offshore banking 

and investments (Ali & Al-Aswad, 2012). Hence, the Bahraini government envisioned the country 

as an unparalleled financial hub in the Gulf region (Ali & Al-Aswad, 2012). Bahrain’s strategy 

was successful and in the 1980’s more than 100 leading international banks maintained offshore 

banking units in Bahrain, which were directed to attract and increase foreign investments (Ali & 

Al-Aswad, 2012). Similar to Dubai, Abu Dhabi and Qatar, Bahrain wanted to define itself using a 

similar approach to Dubai in terms of modernization and architectural urbanism but also wanted 

to maintain its sense of identity which revolves around the sea culture, pearling and fishing 

(Dayaratne, 2012). Given the increased vigorous competition between the Persian Gulf States 

specifically between Dubai, Abu Dhabi and Qatar, Bahrain finds itself gearing towards reinforcing 

and reclaiming the country’s status as the financial hub of the Middle East (Gulf Finance House, 

2006). Hence, Bahrain works on developing projects that will help them claim their status quo as 

they aspire. The intended development is the Bahrain Financial Harbour, which is claimed to be 

the first of its kind in the Middle East (Dayaratne, 2012). Even though Bahrain has taken the 

footsteps of Dubai in creating a modern and “image-savvy projects”, it is unlikely that Bahrain 

will allow foreigners to overtake the nation’s true identity (Dayaratne, 2012). For instance, unlike 

Dubai and Qatar, 70% of Bahrain’s banking and finance sector employees are Bahraini nationals 

(Ali & Al-Aswad). Thus, tight labour regulations in Bahrain focus on employing and investing in 

local talents first to help maintain the identity of Bahrain. By maintaining local talent in private 

and government sectors the Bahraini identity will be lived and experienced by organisations and 

individuals interacting with them.  

Given the discussion on several nation branding cases on some prominent states in the 

Middle East encompassing Turkey and particular states in the Arab Gulf region, it is evident that 

Middle Eastern nations are working towards developing, modifying and managing their brands. 

Turkey for instance acknowledges the negative perceptions it receives from foreign audiences 
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regarding their political aspects (Alvarez & Korzay, 2011). Additionally, those oil-rich Arab 

nations recognise the demise of their natural resources and are forced into developing approaches 

to help diversify their economy and connect globally with the rest of the world.  

Nation-branding has become an important asset for Middle Eastern nations helping them 

communicate their message to the world and be recognised. The review on branding of Arab and 

Middle Eastern nations highlights the existence of this blend between culture and modernization 

from different perspectives. For example, Turkey’s Neo-Ottomanism nation brand approach 

embraces the West and the East and highlights the cultural heritage of Turkey. On the Arabian side 

of the Middle East, Dubai accentuates the creative and modern culture, and Abu Dhabi and Qatar 

are taking a similar approach in terms of developing mega-projects and modern urbanism but 

highlighting culture with a different twist. While Abu Dhabi emphasizes sophisticated culture 

through the development of world-class museums like the Louvre Abu Dhabi and Guggenheim 

Abu Dhabi; Qatar amplifies culture through sports such as hosting international sports events like 

the FIFA World Cup Soccer 2022 and media. Similarly, Bahrain once the financial hub of the 

Middle East highlights culture through magnifying Islamic elements in the architectural landscape 

of Bahrain (Dayaratne, 2012).  

Overall, the discussed Middle Eastern nations are trying to blend between culture and 

modernism through urban development and highlight of cultural elements. While, modernism is 

amplified in the developments and mega-projects built throughout Dubai, Abu Dhabi, Qatar and 

Bahrain, those nations’ values are central to the way they live and progress as suggested in the 

following quote about tribal traditions “values and norms shape the ways in which modernity is 

lived” (Cooke, 2014, p.78).  

 

 

 

Given the review on several Arab nation brands it is evident that Dubai has set its print as 

a leading nation brand in the Middle East, and it has built up most attention from global audience 

compared to other Arab nation states (Elsheshtawy, 2010; Govers, 2012). Regardless of Dubai’s 

branding efforts, its fast modernization has created a global confusion in the image it portrays 

between a traditional Middle Eastern Stereotype and a glamorous, global modern state. This 

confusion created a lag between the real experiences offered, the image portrayed and the real 

2.7.1 NATION BRANDING LESSONS AND CHALLENGES  
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identity of the brand which in the case of Dubai is in a state of dissonance. Accordingly, the other 

Arab States such as Abu-Dhabi, Qatar and Bahrain are experimenting with various other formulas 

to brand their nation states. For example, Abu Dhabi focuses on urban development and 

sophisticated culture, mainly creating a cultural district as a home for international Museums such 

as the Louvre Abu Dhabi and the Guggenheim Abu Dhabi. This initiative, however, is questioned 

as using international star architects may affect perceptions in regards to authenticity on the 

cultural experiences offered (Hashim, 2012; Ouroussoff, 2010). Even though, Arab States are 

forced to diversify their economy they are still experimenting with various branding initiatives for 

their states. Thus, moving away from a top-down approach and bridging the gap between how 

citizens perceive their nation brand and the actual nation branding practices may be useful to the 

nation brand. 

Between the success story of Dubai as the star in the Middle East, and the experimentations 

with sophisticated cultural aspects by Abu Dhabi and the highlights of sports and media in Qatar, 

Oman offers a different story that is yet to be explored and developed. This investigation about 

Oman helps set the scene for the context of the research study demonstrating the different dynamic 

of Oman as a nation. 

 

 

 

The chosen case for this research study is Oman. The Destination Brand Meaning 

Conceptual Framework was empirically tested in the case of Oman as a nation brand. The chosen 

context for this thesis makes a very interesting case due to the recent endeavour taken by several 

Middle Eastern nations to either change their image or develop an image about their destination 

brand.  

Oman is geographically located in the Arabian Peninsula specifically on the Southeast 

corner of Peninsula. Oman is known to have a distinctive position compared to its neighbouring 

countries as it is bordered by the Arabian Sea and the Indian Ocean. Oman is unique with its 

location for several reasons such as, it strategically lays across the Strait of Hormuz where 

approximately 40 percent of the world’s oil import passes through (Jones & Ridout, 2005). The 

country is also favourably located at the intersections of Africa, India and the rest of Asia and is  

gifted with a coastline of 1700 km. Its varied natural resources, landscape and rich historical 

2.7.2 RESEARCH CONTEXT: RATIONALE 
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culture dating back to over 5000 years, make the Sultanate of Oman a favourable and appropriate 

context for this research study. The Sultanate of Oman is a member of the Gulf Cooperation 

Council (GCC). The Gulf Cooperation Council was initiated in 1981 as a regional council 

incorporating six Arab Gulf States (Oman, UAE, Qatar, Bahrain, Kuwait and Saudi Arabia). All 

state members cooperate in various economic and social fields in attempts to achieve unity. Oman, 

is known to have maintained a peaceful mediating policy between two of the most powerful nations 

such as Iran and USA without making headlines (Jones & Ridout, 2005). The fact that Oman 

focuses on low profile approach to public diplomacy makes it a country worthy of investigation to 

help understand how the citizens and expatriates view the nation as a brand.  

Known by some sources as “the Middle East’s best-kept secret” and has recently gained 

increased attention from foreign audiences and media including CNN (2015), National Geographic 

Channel and other media sources. CNN (2015) reported in a short documentary that Oman is 

building its future by bringing back its past. Oman is a nation that is currently drawing the attention 

of foreign audiences to its rich cultural heritage, history and its rugged and exotic nature. The 

government gives particular attention to its heritage treasures, conservations and revival of its 

cultural heritage and nature. The promotion of Oman’s heritage, culture and nature are delegated 

mainly to government agencies including the Ministry of Heritage and Culture, the General 

Authority for Handicrafts, the Ministry of Tourism and other agencies. In contrast to other Gulf 

State Nations, Oman is endeavouring to build its future based on its culture and heritage legacies. 

Thus, Oman compared to other GCC nations and Middle Eastern nations is considered an 

appropriate context for this particular. 

 

 

 

Oman’s importance lies in its strategic location, as well as its significant lay-low role in 

Middle Eastern politics. This Section presents an overview of Oman, its historical and social 

background, and the governments’ various branding practises employed. The author of this 

research paper found it necessary to develop a review from various books about Oman and other 

media sources concerning the branding of Oman towards developing an insight into Oman as a 

nation brand.  

2.7.3 SULTANATE OF OMAN: CURRENT NATION BRANDING PRACTICES  



 
 

62 
 

 

Oman is an Arab and Muslim State rich in long and captivating history dating back to the 

Stone Age (Isaac, 2004) evidenced by archaeological findings in Southern Oman 

(Sciencemag.com, 2011). Archaeological research found that human civilization has occupied that 

land later known as Oman as early as third millennium BC (Issac, 2004). Oman’s prominence is 

also due to its location on one of the ancient and oldest trade routes the “legendary silk road” 

(Gugolz, 1996). Hence, Sultanate of Oman enjoys rich archaeological and architectural heritage 

(Stevens, 1990; Popp, 1994). According to Oman’s country profile published by BBC.com (2015) 

states that Oman is the oldest independent state in the Arab world. Moreover, Oman is one of the 

more traditional and most isolated countries in the Gulf region until the succession of His Majesty 

Sultan Qaboos bin Said who embraces the history and heritage of the nation and calls for its 

protection at various levels. Thus, the government of Oman today follows the directions in line 

with His Majesty’s Royal Speech about the protection of heritage.  

 

“Oman is a country with a deep-rooted history, a distinguished character, which has its 

own philosophy in social life, and therefore we should not allow senseless imitation to impede 

our progress or passively affect our immortal heritage”       

       (Sultan Qaboos bin Said Royal Speech, 1993, p. 293) 

 

And in 2010 His Majesty articulated in 2010 Royal Speech that: 

 

“Oman has a deep-rooted history and firm principles established ages ago and, praise be 

to God, what we have done is to confirm these principles, and express them in modern-day 

language”     (Sultan Qaboos bin Said Royal Speech, 2010, p. 519) 

 

Known for being a serene nation, Oman has embraced Islam peacefully without any 

oppression in the 7th Century- during the lifetime of Prophet Muhammad. It is believed that the 

prophet has praised the people of Oman about their attitude in embracing Islam saying that: “If 

you had come to the people of Oman, so would they neither have insulted you nor beaten you.” 

(Oman-tours.com). In the middle of the eight century and after several historical and religious 

developments a unique kind of faith was formed in Oman named “Ibhadism”. Ibhadhism is 
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distinguished as a “moderate conservatism” with ideologies of both austerity and tolerance and 

refrainment of conflicts and violence (Omansultanate.com; Oman-tours.com). Hence, Omanis 

have always accepted and lived peacefully with members of other faiths without discriminations 

against people of other religious beliefs and faiths (Oman-tours.com).  

Omani and Yemeni sailors have been trading for centuries and have reached as far as 

(Canton) in China during the time of his prophet Muhammad peace be upon him (Curtiss, 1995). 

Thus, trading and ruling dynasties that were set up by voyagers were the reason for the spread 

Islam to the East (Curtiss, 1995). Today over 200 million Muslims now live in Indonesia, 

Malaysia, Sarawak, Brunei and the Southern of Philippines (Curtiss, 1995). Thus, Oman has 

played an active role through its trade with other nations in the spread of Islam. This deep-rooted 

history symbolises the prominence of Oman and its historical significance.  

The long historical trade and maritime power that Oman once enjoyed created a unique 

social community in Oman. Additionally, the “social fabric has become considerably complex” 

(Peterson, 2004, p. 33) due to various aspects including: Oman’s historical background being as 

oldest independent Arab State, a maritime power nation, once an empire ruling lands in northern 

Arabian Peninsula and eastern Africa (Al-Haddad, 2006). with connections to the Indian Ocean. 

Accordingly, ethnic groups in Oman are distinct by language or sect (Ibhadism, Sunni or Shiism). 

However, these different groups of social networks interconnect and transcend in modern Oman 

(Peterson, 2004). As Omani people mix in education, workplace, social functions, government and 

military and other collective places, those Omani ethnic identities may dilute within society 

(Peterson, 2004). 

Oman is not only a nation with an ancient history and rich heritage, but a very significant 

element of Oman is its diverse natural landscape. Oman blends between long coastlines, untouched 

beaches, diving sites, turtle nesting reserve and other alluring natural elements, as well as its 

infamous rugged mountains that rise to 3000 meters incorporating one of the largest cave chambers 

in the world. Oman is rich with different kinds of wildlife and natural reserves (Kabasci & 

Franzisky, 2005). Oman’s efforts towards conservation of its nature, heritage and culture translates 

their approach of diversifying the economy and moving towards modifying and managing the 

image of the nation. Thus, it is evident that Oman is engaging with nation branding activities trying 

to modify the nation brand from the secluded Oman to a more inviting image.  
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Oman has engaged in some nation branding activities in order to enhance the image it 

portrays on a global scale (The report: Oman, 2009). Brand Oman Management Unit (BOMU) 

was inaugurated in January 2009 (The business year, 2015). According to The Report Oman 

(2009) published by Oxford Business Group, the Brand Oman Management Unit focused on 

facilitating and promotion of business investments, tourism and cultural exchange. Brand Oman 

Management Unit was under the leadership of Sayyid Faisal bin Turki Al Said, who stated that: 

“What makes Oman unique in the world is its people, history, heritage and culture. We 

need to capitalise on these attributes to put the Sultanate on the map. We want people everywhere 

to associate Oman with good things.”           (The report: Oman, 2009) 

According to Sayyid Faisal bin Turki Al Said, the Oman Brand Management Unit “…acts 

as a catalyst, a mediator, and a link so that Oman portrays a single and coherent message. This is 

the holistic approach that Oman needs to take when marketing itself. Branding Oman, in the end, 

must be a concerted effort that involves all stakeholders, including the general public.” (The 

report: Oman, 2009). In January 2009, HH Sayyid Faisal bin Turki Al Said told the Business 

Intelligence Middle East that “In partnership with our public and private sector supporters, we 

intend to help Oman tell its story, and offer the world a set of co-ordinates so that it can be mapped. 

We’ve a set of creative initiatives that we hope will move Oman into the consciousness of the 

world. In brief, it’s our job to help create a new context for the world to view Oman in.” 

Recently, the BOMU was combined into the Public Authority for Investment Promotion 

and Export Development (PAIPED) (The Business Year, 2015), now named ITHRAA an Arabic 

word for nurture. HH Sayyid Faisal Bin Turki Al Said who is now the Director General of 

Marketing and Media at Ithraa, clarifies that Ithraa focuses on the promotion of Omani non-oil 

exports and inward investments. HH AL Said told the business year in 2015 that the team at Ithraa 

helps Omani businesses evaluate opportunities for exports such as planning, identifying markets, 

and consultations on logistics and regulations. Ithraa also takes a major role in helping to promote 

brand Oman where HH Sayyid Faisal Bin Turki Al Said affirmed that the organization – Ithraa, 

coordinates with partners in both the public and private sector towards differentiating Oman and 

facilitating the promotion of what Oman offers as a place. HH Al Said tells the Business Year 

(2015) that “at Ithraa, we’re working on reality, not image. It’s this approach that will generate 

real interest in the Sultanate.”. Hence, it is depicted that Ithraa takes on various roles apart from 

managing Brand Oman.  
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Efforts concerning branding Oman is seen through various lenses. For example, the 

Ministry of Tourism exerts great effort in presenting Oman as a destination that is rich with diverse 

nature and heritage. Ministry of tourism focuses its efforts on sustainable tourism and hosting of 

international sports. For example, Oman is the first country in the Middle East to host the Louis 

Vuitton America’s Cup World Series – an international sailing race – which was held in February’ 

2016 (Americascup.com, 2016). Oman, also hosts Tour of Oman as part of the UCI Asia Tour- an 

annual professional road bicycle racing stage race run by Tour de France organisers 

(cyclingnews.com, 2016). The various government collaborations and integration practices of 

nation branding activities help create an image for Oman as a nation brand. These various images 

and associations help towards creating brand meaning for the destination and or nation.   
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2.8 BRAND MEANING  

Drawing on from the discussion in Sections 2.4, 2.5 and 2.6, it is evident that the concepts 

corporate, destination and nation branding are different from corporate, destination and nation 

brands. While scholarly discussions on branding and brands over-lap, technically they are 

distinctly different concepts. Whilst branding focuses on the process and the activities 

implemented in forming the brand, the latter is engrossed on the brand itself, the end product of 

the branding process. While both concepts, branding and brands in the context of destination and 

nations, have seen steady growth in the past few decades, there is still a need to delve deeper into 

the notion of destination and nation brands. in order to provide a rich in-depth insight into 

stakeholders meaning to the brand. To achieve this, Section 2.8 addresses the concept of brand 

meaning towards developing a better understanding of the concept and how significant it is 

towards the development of this research study.  

Existing literature acknowledges the various benefits of having a strong brand (Hoeffler & 

Keller, 2003). Existing literature recognise that the strength of a brand is based on brand meanings 

that people have in their minds (e.g. Kay, 2006; Keller, 2008; Webster & Keller, 2004). Hence, 

brand meaning is not a one-way approach and is based on customers’ perceptions (Berry, 2000). 

In this regard, understanding brand meanings that people associate with the brand is important 

towards the development of this research. This Section explores the concept of brand meaning in 

terms of what the concept entails, its importance, and the approaches used in the literature to help 

create an understanding of the construct.  

 “Meaning” is an ambiguous term (Putnam, 1973) in Tierney (2016) and is contingent to 

people’s perceptions, experiences, emotions and attitudes (Ogden, 1946). Moreover, brand 

meaning can be defined as the “mental links between names, images and cognitions in consumer’s 

memory” (Wilson et al., 2014, p. 131) . The concept of brand meaning is based on a combination 

of knowledge, experiences (Berry, 2000) and emotions (Smith, 2013) that takes shape in peoples’ 

memories. Clearly, the mental map that a customer has in his or her memory is not entirely 

established by brand managers. “Brand meaning, therefore, is informed by a highly complex range 

of influences, some of which can be controlled (managerially determined) more than others, which 

can only be observed and influenced (customer determined)” (Colin, Mark, & de Chernatony, 

2005, p. 301). In fact, there exists a collection of stimuli affecting the construction of brand 

meaning (Iglesias & Bonet, 2012). Thus, brand meanings are formed based on impulsive process 
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of repeated interface between the multiple stakeholder groups and the various brand touch-points 

(Iglesias & Bonet, 2012; Wilson et al., 2014).  

Given the importance of brand meaning, understanding the meanings shaped by various 

stakeholder groups, and managing the constructed meanings is important. To do so, brand 

managers should consider the various stakeholder groups who are engaged with the brand and are 

involved in the development of brand meaning (Iglesias & Bonet, 2012). This is aligned with the 

idea of co-creation, which entails that brand meaning is co-created by consumers who engage with 

various stakeholder groups such as the brand, other consumers and brand users (Berthon, Pitt, & 

Campbell, 2009). Thus, a deeper understanding of brand meaning across stakeholder groups is 

called for, with limited scholarly discourse on the preferences of locals and tourists to a destination 

brand. In response, a case study exploration found that gaps in brand meaning exist between 

various stakeholder groups (Wilson, et al., 2014).  

Brand meaning is contextual and is shaped and formed differently by different people, time 

and space. A study on city branding suggests that various stakeholder groups have different views 

of the city brand, suggesting that multiple brand meanings are constructed by different stakeholder 

groups (Merrilees, Miller & Herington, 2012). Brand meaning is not built separately, instead it is 

“interpreted, negotiated and co-created” (Iglesias & Bonet, 2012, p. 253) within a context 

incorporating several different stakeholders. Hence, it is vital to understand how brand meanings 

are constructed and how they are interpreted for academics and practitioners likewise (Iglesias & 

Bonet, 2012). 

Brand meaning is the basis of creating brand value (Keller, 2008). Brand value is created 

through a network of brand associations and what they mean in people’s mind (Aaker, 1991; 

Keller, 2012). Brand meaning can be explored through a classic brand association approach 

(Keller, 2012; Stach, 2018). Associations are the “heart of brand-building” (Aaker & 

Joachimsthaler, 2000, p. 263). Scholarly work demonstrates increased efforts towards uncovering 

brand meanings using brand association approach  (e.g. Colin et al., 2005; Rahman, 2013). Thus, 

brands can increase their “strength” by developing multiple social or community associations 

(Kay, 2006). Understanding nation brad meaning through different nation brand associations can 

help develop a better understanding of nation brands.  
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2.9 BRAND ASSOCIATION AND ATTRIBUTES 

The importance of brand association as a concept has been discussed by several leading 

authors including (Aaker, 1996; Aaker David, 1991; Biel, 1992; C.-H. Chen, 2001; Keller, 1993, 

2008), who suggest that creating meaningful associations for the brand has become the core task 

of successful organisations. The value of a brand is often based on the bundle of associations and 

its meanings to people (Aaker David, 1991). Moreover, having a strong association between a 

brand and customers’ memory helps communicate and position the brand (Aaker, 1991). Most 

importantly, brand associations represent the basis on which people make purchase decisions and 

develop loyalty to the brand (Chen, 2001).  

 Brand association is defined as “the other informational nodes linked to the brand node in 

memory and contain meaning of the brand for consumers.” (Keller, 1993). It is suggested that that 

brand associations can be used in general to denote a link between two points representing an 

association in a person’s mind (Krishnan, 1996). Additionally, brand associations are considered 

a group of a brand’s asset and liabilities incorporating anything in a person’s memory that is 

“linked” or related to the brand. These brand associations are not only important to all marketing 

people but to consumers (Low & Lamb Jr., 2000) and all stakeholders as well. Brand associations 

occur in diverse forms and help create value in a variety of ways.  

Brand associations create value in several different ways such as it provides differentiation, 

positioning and extensions of brands, creates positive attitudes and feelings towards brands, helps 

in suggesting attributes and benefits of using selected brands, aids consumers in processing and 

retrieving information, and in making purchase decisions (Aaker, 1991). Hence, the uniqueness, 

strength and favourability of brand associations are important aspects of a brand (Keller, 2008), 

which adds to the value creation of the brand.  

The different types of brand associations include product attributes, intangibles, customer 

benefits, relative price, use/application, user/customer, celebrity/person, lifestyle/personality, 

product class, competitors and country or a geographic area. It is suggested that brand association 

could stem from corporate, product and user image which can be divided into two different types 

of associations (Biel, 1992). The different types of associations are functional attributes and soft 

or emotional attributes such as fantasy, exciting, or trustworthy (Biel, 1992). Other types of brand 

associations comprise of product category, usage situation, and product attribute and customer 
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benefits (Farquhar & Herr, 1993). Brand attributes, benefits and attitudes are three categories 

presented by Keller (1993) that help form brand associations. Attributes include product and non-

product related such as price, user imagery and/or brand personality. Benefits comprise of personal 

values that people link to the product or service, that comprise functional, experiential and 

symbolic benefits. Brand attitude incorporates the consumer’s overall evaluation of the brand. The 

three categories suggested- attributes, benefits, attitudes- make up the brand identity.  

It is important for brands to develop unique, strong and favourable associations linked to 

the corporate brand to help provide organisations with brand strength (Schultz & Kitchen, 2004). 

It is also beneficial for destination brands to develop strong brand associations incorporating 

cognitive, experiential and emotional attributes related to the nation. It is indeed favourable to 

identify the most relevant associations to build a strong destination brand image. The following 

section uncovers the various destination and nation brand attributes.  

 

 

 

Destination and nation brands have various attributes that help shape the perceptions 

people have about a brand (Pike & Page, 2014). Uncovering the salient attributes of a particular 

nation brand is important towards understanding the various associations people have with the 

different nation and destination brand attributes. Cognitive attributes are important in the context 

of branding since it helps people associate the brand with various nodes in memory. The various 

associations of these nodes create salient imagery and meanings peoples’ minds in relation to the 

brand.  

Brand attributes are defined as “the distinctive features that characterize a product or 

service.” (Keller, 2008, p.57). In the context of product or corporate brands, the different kind of 

attributes that people build associations with include, the brand logo, symbol, quality, price, 

package design among other critical elements. For the nation brand those attributes include those 

tangible of functional aspects (Hankinson, 2004a). These tangible attributes help define the brands 

“point of reference” including attributes that are similar to other places and other functional 

attributes which makes it special (Hankinson, 2004a). For example, landscape, beaches, 

mountains, historical buildings, castles and museums, arts galleries, leisure and sports facilities, 

2.9.1 COGNITIVE ATTRIBUTES 
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public places, conferences and exhibition facilities, hotels, restaurants, entertainment, transport 

infrastructure and accessibility. While functional attributes are important to help develop brand 

meaning, they are not enough to help develop a strong and sustainable brand. Thus, it is suggested 

that developing experiential and powerful emotional attachment is the way to position the nation 

brand and establish strong associations in the minds of the target audience (Dinnie, 2008).  

In reference to what a nation brand is – defined in Section 2.6 – it is a diverse and 

multifaceted notion (Dinnie, 2008). Additionally, it is favourable for practitioners and country 

brand managers to ‘encapsulate’ a bundle of brand attributes and communicate it clearly and 

consistently to target audiences. Amplifying influential and strong attributes of the nation is key 

towards having a strong and enduring brand (Gilmore, 2002).   

In the context of branding and brands, a nation is referred to as “a unit with an essence’. 

Accordingly, amplifying the essence of the brand and not fabricating help strengthen the nation 

brand (Gilmore, 2002). The idea of amplifying the essence of the brand is also closely related to 

the constructs of ‘redefinition’ and ‘zeitgeist’ (Dinnie, 2008, p.151), also presented in Figure 2.1 

The Category Flow Model of Nation Branding. The redefinition concept is about redefining the 

values and deciding on which values they wish to project as a nation internally and externally. The 

‘zeitgeist’ concept entails that the ‘spirit’ or ‘mood’ and the essence of the nation that they choose 

to project and highlight as a nation brand.  

While some nations are positioned well and are good at utilising their zeitgeist some other 

nations may not have the same favourable position. For example, nations such as Ireland, New 

Zealand and Slovenia position their countries around naturalness and their green landscapes as 

depicted from  several studies (e.g. Wulff, 2013; Bell, 2008; Konecnik Ruzzier & de Chernatony, 

2012). Moreover, countries such as Ireland, New Zealand and Slovenia take advantage of their 

green landscape and untouched nature into developing their country brand around the theme of 

green landscape and nature. Movies such as ‘The Chronicles of Narnia’ and the ‘Lord of the Rings’ 

are communication tools that capture the essence of Ireland and New Zealand as a nation brand 

that is particularly strong in natural attributes. Thus, incorporating the “brand value of naturalness 

into the overall nation brand” in this case allows the nation brand to strengthen the brand and 

maximize its potential from the dominant ‘zeitgeist’ or ‘theme’.  

Nation brands are working towards being perceived in a certain manner such as New 

Zealand with 100% Pure. Discourses on nations in the context of destination and nation branding 
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demonstrate various portrayals of nature and heritage elements. For example, the literature on New 

Zealand focuses on the ‘100% pure’ ‘clean’ and ‘green’ destination (e.g. Bell, 2008; Morgan & 

Pritchard, 2005; Morgan, Pritchard, & Piggott, 2003; Insch, 2011). Unlike New Zealand, Greece 

demonstrates dominant portrayals of heritage encompassing cultural wealth, sciences, civilisation 

and lifestyle as demonstrated in the literature by some authors (including Boukas, 2013; Kavoura, 

2013). Contrary to New Zealand and Greece, Scotland reflects images of nature and heritage 

together. Scotland’s culture, people, landscape, heritage and authenticity are aspects that support 

the construction of Scotland’s sense of place and shapes the identity of the brand (Durie, Yeoman, 

& McMahon-Beattie, 2006). Additionally, the history of Scotland as a nation is still lived and 

experienced to the present day through various attributes that help shape the identity of the nation 

and create the Scottish image (Bhandari, 2013; Yeoman, Durie, McMahon-Beattie, & Palmer, 

2005). Thus, some nation brands are strong in portraying images of nature or heritage or both.  

 Other nation brands portray strong themes of economic, or creative aspects or cultural 

aspects. Discourses on nations such as Singapore (Ooi, 2008), Qatar (Peterson, 2006), Dubai, Hong 

Kong (Forrest, 2004; Jessop, 2000) and Switzerland (Fetscherin & Marmier, 2010). Witness 

Singapore’s creative capacity, its cultural diversity and world-class infrastructure (Henderson, 

2006). The ‘cosmopolitan, modern, culturally diverse, efficient quality and blend of disparate 

things that co-exist comfortably’ determine the brand attributes for Singapore. Similarly, Qatar 

and Dubai- Middle Eastern nations- surprising the world with their creative arenas using their 

affluence and glamour and the exotic tribal modern perspectives as will be discussed in Chapter 3. 

Moreover, Switzerland recognized for its renowned “banking-confidentiality” and “superior 

quality asset management” associations due to their traditions in successfully protecting and 

increasing private assets (Gilmore, 2002). These ‘strong’, ‘unique’ and ‘favourable’ associations 

that are prevailing help towards creating an idea about a nation brand and the arenas they are 

mostly strong in.  

Studies also depict that nations including England (Wetzel, 2006), Poland (Florek, 2005), 

and Spain (Gilmore, 2002) are strong in cultural attributes and people. Poland for example, is a 

nation thriving with folk culture and openness and charm of the polish citizens (Florek, 2005). 

Similarly, Spain has faced various challenges in the kind of images foreign audiences had about 

Spain, but focusing on the dominant attributes and strengthening the associations with it –e.g 

football- and appealing to sports lovers emotions was one way that has changed the perceptions 
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on Spain as a nation brand. The strength of Spain as a nation brand is closely related to the 

experiential and emotional associations they continue to communicate. These associations include, 

history and heritage, sports especially football and football teams such as Barcelona and Real 

Madrid, the people of the nation and language.  

While some nations appear to have prominent aspects in some dimensions of a nation 

brand, they also appear to lack in some other that may not be reflected in the nation brand. It is 

argued that clearly identifying and understanding those destination brand attributes contribute to 

the overall image of the destination brand is important towards having a strong brand (Abodeeb, 

Wilson, Moyle, 2015. Accordingly, identifying and focusing on those dimensions that are strongly 

associated with the nation brand can enhance the image of the nation brand and contribute to the 

strength of the nation brand.    

The following Sections 2.9.2 and 2.9.3 discusses experiential and emotional attributes 

respectively in relation the nation brand. It highlights their significance to the brand and uncovers 

different perspectives on both concepts. The Sections also identify measuring approaches for both 

attributes. Investigating different perspectives about experiential and emotional attributes is 

important because they help develop strong brand associations in people’s minds. It also helps 

identify gaps related to the studies of nation brands.  

  

 

 

With the advancement of technology and increased customer sophistication it has become 

difficult for consumers to differentiate products based on their functional attributes. Marketing and 

Tourism scholars suggest that experiences that are old and new; individual and shared, real and 

imaginary are now at the centre stage of the current and expected developments of  branding 

research (Schmitt, Joško Brakus, & Zarantonello, 2015; Williams, 2006 ). Experiential attributes 

(Schmitt, 1999) is an increasingly growing construct in the branding and tourism domain that help 

brands in diverse contexts differentiate themselves.  

Brand experience is well supported in the marketing literature and ‘experiential marketing’ 

has become an emerging area of interest (Hudson & Ritchie, 2009). Experiential marketing is 

about providing a one consistent message when applying marketing activities to a product or a 

service (Schmitt, 1999, Schmitt, 2003). Experiential marketing is centred on the emotional side of 

2.9.2 EXPERIENTIAL ATTRIBUTES  
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people and focuses on delivering a pleasurable and positive experiences (Williams, 2006). 

Consistent with the idea of experiential marketing, brand experience is the “subjective consumer 

responses that are evoked by specific brand related experiential attributes” in a variety of settings 

(Brakus et al., 2009, p.65). It is suggested that “[C]onsumers cannot use experiential attributes to 

draw inferences about functionality. However, they can use experiential attributes to derive 

meaning or value that makes up for functional inferiority” (Brakus et al., 2009, p.185). Thus, 

experiential attributes aid in the development of brand meaning for a specific brand.  

Examples of potential experiential attributes include aspects such as how visitors feel about 

the destination, its atmosphere, the characteristics of the developed environment and if the 

buildings are historic or modern, and attributes related to security and safety of the destination 

(Hankinson, 2004a). Other experiential aspects included in the four key dimensions of brand 

experiences those are: sensory, affective, intellectual and behavioural (Brakus et al., 2009). The 

behavioural dimension measuring brand experiences includes three items that measure behaviour 

towards a brand. These three items incorporate the following: “I engage in physical actions and 

behaviours when I use this brand”, “This brand results in bodily experiences”, “This brand is not 

action oriented” (Brakus et al., 2009, p.60). 

 In the context of countries, many destination brands communicate their brands using 

similar functional attributes such as nature, sun and sand destinations. It is argued however that it 

is beneficial for countries to position their brand using experiential attributes rather than functional 

attributes (Hudson & Ritchie, 2009). Accordingly, positive images of nations can be induced by 

highlighting destination image attributes related to experiences. Various experiential attributes 

involved in the measurement of destination brands have been adapted from other studies including 

the study by Brakus et al. (2009) to this research, in order to identify the strength of associations 

between various cognitive attributes and peoples’ experiences.   

 

 

 

Emotions is currently an emerging concept in numerous fields within the tourism 

marketing stream (Moyle, Moyle, Bec, & Scott, 2017), and destination and nation brands (Prayag, 

Hosany, Muskat, & Del Chiappa, 2017) alike. Brand strength does not simply reside on its 

functional attributes of quality and performance, rather it is the emotional (Thompson, Rindleisch 

2.9.3 EMOTIONAL ATTRIBUTES  
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& Arsel, 2006) meanings of brands that impact the strength of the brand (Section 2.4). It is 

acknowledged that brand associations comprise functional and non-functional attributes such as 

emotions and feelings (Chen, 2001; Rahman, 2013) . Inherently, “Great brands always make an 

emotional connection with the intended audience.” (Berry, 2000, p. 134). Thus, the branding 

literature has increasingly been focusing on developing emotional associations between the brand 

and the consumer (Aaker, 1996; Keller, 2008). Due to the growing importance of emotions within 

the broader field of tourism and branding, emotions have been investigated in various perspectives 

including (e.g. Moyle, et al., 2017, De Witt et al., 2008; Lynch & de Chernatony, 2004; Morrison 

& Crane, 2007; Orth et al., 2010; Tsai, 2005; Wyner, 2003; Yoo & MacInnis, 2005). Nevertheless, 

a deeper and further understanding is still called for (Akgün, Koçoğlu& İmamoğlu, 2013; Yoo & 

MacInnis, 2005).   

The word emotions is defined as the “mental states of readiness that arise from appraisals 

of events or one’s thoughts” (Baggozzi et al., 1999). There are various school of thoughts on what 

emotions mean (Baggozzi et al., 1999; Fiske & Taylor, 1991). However, it is widely recognised 

across disciplines that emotions play a significant role in people’s cognition, action and social 

behaviour. Thus, emotion can be defined as “a state of physical and mental readiness that involves 

valence (directional force), evaluative appraisal, a target (or object or stimulus) and behavioural 

tendencies” (Morrison & Crane, 2007, p.412).  

In the context of branding, emotional branding is “how a brand comes to life for people 

and forges a deeper lasting connection” (Gobe, 2001, p. xiv). Additionally, it is suggested that 

emotional branding focuses on brand meanings that interact with consumer lives and inspire their 

emotions, life stories, memories, and experiences (Thompson et al., 2006). It is about engaging the 

consumer on the level of senses and emotions, creating an intense, long-lasting, and profound 

emotional connection to the brand that goes beyond the functional benefits a brand can offer 

(Berry, 2000; Gobé, 2001). Ultimately, emotional branding is about creating a holistic experience 

delivering an emotional self-actualisation between the customer and the brand.   

Discussions on emotional branding include mainly product brands, service brand and to 

some extent destination and nation brands (e.g. Che-Ha et al., 2016). Since people hold different 

images of the same place, it is beneficial for the destination and nation brands to continue creating 

consistent and coherent favourable images to induce positive emotions among people, also to 

attract investment, potential residents and visitors (Gertner and Kotler, 2004). Capturing the hearts 
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and minds of the citizens is essential and valuable for the people to live the brand (Nguyen et al., 

2013; Szondi, 2010). Brands that capitalise on the level of emotions present an authentic image of 

the brand’s soul (Berry, 2000), and deliver a powerful and a long-lasting impression in people’s 

minds.  Hence, countries and destinations should focus on the emotional dimension of the place 

(Scott, Ashton, Ding, & Xu, 2011). 

Emotions have been measured in several studies in the context of destinations and nations 

including (Prayag, Hosany, Muskat, & Del Chiappa, 2017). For example, Laros and Steenkamp 

(2005) developed a measurement scale on emotions using a five-point likert scale ranging from I 

feel this emotion not at all (1) to I feel this emotion very strongly (5) (Laros & Steenkamp, 2005). 

Positive Affect words measured are exhibited in Figure 2.4.1. These different attributes including 

measuring contentment, happiness, love and pride are approaches used to study consumer 

emotions.   

 

Figure 2.5 Hierarchy of Consumer Emotions 

Source: (Laros & Steenkamp, 2005) 

A scale developed by Brakus et al. (2009) also incorporate emotions as an attribute to help 

measure brand experiences. The scale is called ‘Affective’, and it incorporates three items “This 

brand induces feelings and sentiments, [I] do not have strong emotions for this brand, [T]his brand 

is an emotional brand” (Brakus et al., 2009, p.60). In the context of a nation brand ‘respect’ and 

‘trust’, often used to examine emotional appeal (Passow et al., 2005). Both items ‘respect’ and 

‘trust’ have been used as measurements to examine emotion appeal in the case of Malaysia (Che-

Ha et al., 2016). It is suggested that a positive image score, and the decision to stay and have 

continued loyalty (Wong, 2004) will likely be the result of positive emotions.   
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Emotions help people create associations and meanings for the brand which have a 

significant impact on the brand. Nations are rich sources of cultural meaning and they retain 

profound experiential and emotional attributes (Dinnie, 2016). Thus, destination and nation brands 

have great potential to establish strong emotional associations in people’s memory through 

highlighting dominant experiential and emotional attributes related to the nation brand. Those 

reflected experiential and emotional attributes can help create a ‘zeitgeist’ or mood for the 

destination and nation brand. 

 

2.10 GAPS IN KNOWLEDGE 

The literature highlights the growing attention in destination and nation brands as an 

avenue of scholarly inquiry stimulating constructive academic debate. Various discussions attempt 

to unpack the concepts of destination and nation brands, with a particular emphasis on the holistic 

understanding and deeper meaning to advance theory. A majority of studies on nation and 

destination brands have a tendency to be predominantly qualitative (Dinnie, 2016) in nature, 

especially within the context of countries. This review also identified that studies which explore 

multiple stakeholders’ perceptions of destination and nation brands are scant, with room for 

enriched empirical investigations that combine multiple perspectives and different groups 

including locals -citizens- and non-locals. Connected to this Che-Ha et al (2016) calls to further 

understand the strength of influence that each of the nation branding elements have on different 

groups (Che-Ha, Nguyen, Yahya, Melewar, & Chen, 2016) to effectively implement tourism 

marketing requirements. There is lack of theoretical contribution exploring destination branding 

in the context of a nation from different perspectives including locals and non-locals. 

The literature has identified that cultural heritage assets are a very important part of a 

destination brand but normally these are treated very generally. Subsequently, there is room to add 

substantive depth through explicit cultural heritage attributes in the context of destination and 

nation brands that incorporate the following constructs ‘tangible cultural heritage’, ‘intangible 

cultural heritage’ and ‘traditions’. Similarly, conceptual clarification is required on the cognitive, 

experiential and emotional aspects and how these can add value to position destination and nation 

brands. The review also revealed a lack of research that evaluate the relative importance of each 
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of the brand dimensions (Rojas-Méndez, 2013). Research on nation brands requires further 

investigation on the level of significance that each nation brand dimensions – attributes- exerts.  

Studies on destination and nation branding are emerging in prominence (Sections 2.5 &  

2.6). However, within the context of a nation there is a need to develop and explicit understanding 

of the different brand meanings multiple stakeholder may have in relation to the destination, 

especially involving locals and non-locals as depicted from the literature. The literature review 

identified a lack of knowledge relating to locals and non-locals’ perceptions of destination 

branding at the national level. Moreover, there is a gap in theory relating to the associations 

between cognitive, experiential and emotional attributes for a nation. Finally, there is a need to 

measure the significance of each destination brand attribute within the context of a nation 

especially those related to the cognitive construct. To address these gaps, this research aims to 

explore and measure the perspectives of locals and non-locals in the context of a Middle Eastern 

nation brand.  

Brand meaning is important to developing strong brands (Section 2.8). The literature 

highlights the significance of understanding brand meaning, and a few studies implement a brand 

association approach using quantitative studies to unearth the concept of brand meaning for a 

nation. The literature also develops an understanding of how brand meaning can be explored 

through unfolding the attributes of a destination brand (Section 2.9). While several studies 

acknowledge several destination attributes such as cognitive, experiential and emotional, there 

exists a need to explore the associations between cognitive, experiential and emotional attributes 

from multiple perspectives especially locals and non-locals. This leads to the following Research 

Questions:   

Research Question One. What are the cognitive, experiential and emotional attributes of 

a destination brand?  

Research Question Two. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects locals’ and non-locals’ intentions to 

recommend the destination?   

Research Question Three. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects non-locals’ intentions to re-visit the 

destination? 
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A detailed list of all indicator items used in this research study is presented in Appendix D 

sourced and adapted from various literature considering the measurement of cognitive, experiential 

and emotional, as well as inductively drawn from the empirical focus group discussions (Chapter 

Four). An overview of the constructs of the cognitive attributes incorporate people, social bonding, 

social appeal, nature, clean environment, sustainability, tangible cultural heritage, intangible 

cultural heritage, traditions, food, tourism infrastructure, experience recreation, business 

environment and political stability. Each of these items are examined and reduced in the pre-test 

(see Appendix E) for pre-test results.  

 

2.11 DESTINATION BRAND MEANING CONCEPTUAL MODEL  

This Section develops the conceptual framework of this thesis, which examines the focal 

concept of destination brand meaning. The conceptual framework is an integral part of the research 

design (Miles & Huberman, 1994), that explains both graphically and in a narrative form the 

following: 1) associations between cognitive, experiential and emotional brand, and 2) 

Destination brand meaning from the perspective of local citizens and non-locals including 

expatriates and visitors. The framework adopts the classical brand association approach that 

examines several destination brand attributes in the context of a nation brand. The attributes 

incorporated in this model include cognitive attributes encompassing nature, people, intangible 

cultural heritage, tangible cultural heritage, traditions, political stability. The model measures the 

strength of associations between the several cognitive attributes, with experiential attributes and 

emotional attributes. As well as the strength of associations between all these destination brand 

attributes (cognitive, experiential and emotional) with loyalty including intentions to recommend 

and intentions to re-visit. Accordingly, two models are presented one leads to intention to 

recommend from the perspectives of locals and non-locals, and the second model investigates the 

associations of the suggested attributes with intentions to re-visit from the perspective of the non-

locals including expatriates and tourists.  

The aim of the conceptual model is to guide the development of the research design 

including the methods selected for the research study discussed in the ensuing section.  
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Brand meaning (Section 2.8) was defined as the set of associations that people have in their 

minds about a brand. Moreover, these associations are created out of experiences (see Section 

2.9.2) and interactions that people have with the brand. Those experiences with the brand are 

associated with different emotions (Section 2.9.3). Accordingly, people hold different meanings 

in their mind about a brand. In the context of a nation brand, this thesis investigates several 

prominent destination and nation brand attributes and associations that both local and non-locals 

have with the destination brand.  

A brand association approach is employed, which helps identify the different associations 

that people have in mind about various cognitive, experiential and emotional attributes that people 

hold in mind about a destination brand. The two practitioner-led nation brands frameworks most 

in are the FutureBrand Country Brand Index (CBI) by FutureBrand Consultancy and the Anholt 

Gfk Roper Nation Brand Index (NBI). The CBI examines perceptions of country brand strength 

across five dimensions including quality of life, value system, good for business, heritage and 

culture and tourism. The NBI incorporates six key channels of communication including exports, 

governance, people, tourism, culture and heritage, investment and immigration. Even though, these 

practitioner-led sources are commonly used in the nation branding field, future academic 

validation helps enhance the assessment of the frameworks developed to measure the destination 

and nation brand. A recent study of the country branding of Malaysia by Che-Ha et al. (2016) 

developed a framework based on several indexes and models including Anholt (2005a) and 

Passow, Fehlmanm and Grahlow (2005).  

The framework on the Malaysian study examines the strength of different country branding 

elements that are positively related to citizens’ emotions (Che-Ha et al., 2016). The identified 

elements are integrated as a multidimensional country-branding concept comprising of physical, 

human capital, exports, investment/foreign direct investment (FDI), culture and heritage, social, 

and political elements. Che-Ha et al. (2016) suggest that citizens’ emotions and the country’s 

competitive advantage are related to certain country branding elements. Specifically, citizens’ 

emotions  are influenced by culture and heritage, politics and human capital, and competitive 

advantage for the nation is achieved through political, human capital and exports (Ch-Ha et al., 

2016). Surprisingly the country branding elements in the Malaysian study have overlooked 

2.11.1 OVERVIEW OF THE CONCEPTUAL FRAMEWORK 
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tourism, because based on Anholt (2005a, p297), tourism is ‘often the most visibly promoted 

aspect of a nation brand’. However, this claim is insufficient to overlook tourism aspects towards 

investigating a nation brand. Accordingly, the proposed framework builds on several nation brand 

attributes by examining the strength of associations between different nation brand attributes from 

the perspectives of the nation’s citizens, expatriates and tourists, using a brand association 

approach. While, these two nation brand frameworks identify several key nation brand attributes, 

their study exclude other attributes that play a key role in creating positive emotions in people’s 

minds. Those, attributes are discussed in Chapter Two mainly revolve around the aspects of the 

natural elements of the nation and the cultural heritage elements. Due to the importance of a 

country’s natural attributes and cultural heritage in creating positive associations in people’s 

minds, this research pays particular attention to nature and its associated concepts such as clean 

environment and sustainability, and cultural heritage concepts including tangible and intangible 

cultural heritage, and traditions, which seem to be lacking in the nation branding literature. These 

attributes are investigated within the cognitive aspects of the destination.   

Accordingly, the proposed framework builds on several nation brand attributes by 

examining the strength of associations between different nation brand attributes from the 

perspectives of the nation’s citizens, expatriates and tourists, using a brand association approach. 

While, these two nation brand frameworks identify several key nation brand attributes, their study 

excludes other attributes that play a key role in creating positive emotions in people’s minds. As a 

result, the proposed framework for this thesis blends in some elements of the nation brand 

conceptual frameworks discussed in Section 2.6.1. 

To the best of the researcher’s knowledge, this thesis is the first to comprehensively 

investigate the strength of associations of the tangible and intangible cultural heritage and 

traditions in the context of nation brands. Thus, this research study addresses the gap in the 

literature through investigating tangible and intangible cultural heritage, and traditions as nation 

brand attributes. This research study also analyses whether certain nation brand attributes have 

more influence than others (Che-Ha et al., 2016). Other gaps that are addressed in this proposed 

framework is to complement the nation brand molecule (Rojas-Méndez, 2013) by measuring the 

nation brand association using relative weight of each nation brand attribute included in this 

research study. Additionally, the research study provides validity and confirms the constructs 

already included in the extant literature in relation to nation brands. The cognitive attributes are 



 
 

81 
 

not delineated in the exhibited framework due to its complex nature. However, these attributes 

within the cognitive construct include people, social bonding, nature, clean environment, social 

appeal, tangible cultural heritage, intangible cultural heritage, traditions, food, tourism 

infrastructure, recreation experience, business environment, and political stability. These cognitive 

attributes are expanded and their strength of associations are measured towards experiential 

attributes and emotional attributes, as well as their relationship to brand loyalty including intention 

to recommend and intention to re-visit.  

This thesis considers that nation brand meaning will be revealed based on the strength of 

associations that people hold towards different nation brand attributes. Thus, the strength of 

associations may help explain those attributes that create strong emotions from the perspectives 

of locals and non-locals in the country context. It is expected that uncovering those cognitive 

attributes and measuring their strength of association towards peoples’ experience and emotions 

may help towards understanding destination brand meaning. The framework introduced also 

measures the impact of the various cognitive, experiential and emotional attributes towards brand 

loyalty including locals’ and non-locals’ intentions to recommend, and non-locals’ intentions to 

re-visit the destination. These associations are expected to uncover destination brand meaning 

within the context of Oman as a nation brand (See Figure 2.6). Each attribute presented in the 

framework is discussed and explained comprehensively. 

 

Figure 2.6 Conceptual Framework for Destination Brand Meaning- Locals and non-locals Perspectives 

Source: Developed for this research   
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2.12 SUMMARY OF CHAPTER TWO  

Chapter Two presented a literature review on the current state of knowledge within the 

destination and nation branding context. The disciplinary foundations of marketing psychology 

presented a point of departure for this literature. The mainstream literature on branding and 

corporate branding was reviewed drawing the link between corporate branding and destination 

branding. After presenting the various perspectives on destination branding, the concept of nation 

branding and brands were discussed presenting the conceptual underpinnings, and methodological 

approaches used within the context of nation branding. The similarities and differences between 

destination and nation brands were highlighted showing the various brand meaning they may 

reflect. Hence, a discussion on brand meaning was highlighted explicating brand associations that 

people hold in mind in relation to the various brand attributes discussed within the literature 

including cognitive, experiential and emotional attributes and how they are situated within the 

broader context of the destination especially for nations. The literature then presents a case study 

on nation branding practises in the Middle East with special attention to Oman as a nation brand.  

Finally, the proposed conceptual framework exhibited the relationship between the following 

attributes cognitive, experiences and emotions towards brand loyalty including intentions to 

recommend for locals and non-locals, and intentions to re-visit for non-locals within the context 

of Oman as a nation brand. A final lesson from the literature review is that nation branding 

literature could benefit from quantitative and mixed method research. The following chapter -

Chapter Three- will explicate the research methodology including the methods and strategies 

adapted in designing this research.  
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CHAPTER THREE: RESEARCH METHODOLOGY AND 

DESIGN 

 

3.1 INTRODUCTION 

Chapter Three outlines the research methodology that was employed to explore the 

conceptual framework presented in Chapter Two. The focus of this chapter is to identify and justify 

the methodological approach for this thesis to answer the Research Questions. This Chapter 

commences by discussing the philosophical underpinnings of the research (Section 3.2). Following 

this, the two-stage exploratory sequential mixed-method research design is introduced (Section 

3.3). Stage One is qualitative, involving focus groups and explores the different attributes of the 

nation brand for Oman (Section 3.4). Stage Two is quantitative, encompassing a survey 

investigating the associations between different destination brand attributes including cognitive, 

experiential and emotional attributes (Section 3.5) from the perspectives of locals and non-locals. 

Then a discussion on scale development is elucidated and presented the key items included in the 

main survey after the pre-tests (Section 3.6). After the discussion on Confirmatory Factor Analysis, 

the Structural Equation Modelling is highlighted which is significant to this research as it is the 

key approach used in analysis of the results towards the development of the Destination Brand 

Meaning Structural Models (Section 3.7). Ethical considerations are acknowledged, and a 

summary of this chapter is discussed (Sections 3.8 and 3.9).  

 

3.2 PHILOSOPHICAL APPROACH  

A researcher’s worldview is governed by their ontological, epistemological and 

methodological stance (Guba & Lincoln, 1994). A research philosophy is a blueprint for the 

conducted research (Creswell, 2014), enabling readers to understand how the findings were 

obtained and conclusions drawn. This Section addresses the philosophical approach underpinning 

the selection of the research methods. By acknowledging the approaches and philosophical 

assumptions, the results can be more clearly interpreted (Creswell, 2014).  

This research is grounded in pragmatism. Early pragmatists including Charles Sanders 

Pierce, William James and John Dewey (Biesta & Burbules, 2003; Haack, 2011) aimed to develop 
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a better world of enquiry through mixing methods as practical consequence for research towards  

knowledge creation. Pragmatists are practical and grounded in reality where knowledge creation 

is based on the integration of dual thoughts and processes in research (Biesta & Burbules, 2003; 

Strübing, 2007). They believe in utilising approaches that work for the real world, enabling them 

to find solutions to problems by drawing on the best or multiple approaches as needed (Hanson et 

al., 2005). Pragmatists value both objective and subjective knowledge. Their search for truth is 

dynamic and evolving as they do not believe in absolute truths. Pragmatists focus on the research 

question as the central guiding framework to a study and allow the research design to emerge from 

the problem that needs to be addressed, rather than from a particular paradigm (Tashakkori & 

Teddlie, 1998). Pragmatism research involves multi-strategy design and combines different 

methods to achieve results (Wilson, 2014). The pragmatic lens provides freedom in the choice of 

methods used allowing the researcher to blend techniques and procedures that best fit with the 

study (Creswell, 2014; Patton, 2002) towards knowledge creation.   

A mixed-method approach is one of  the most increasingly used approaches of enquiry by 

researchers in various fields within the pragmatism worldview, and particularly has its dominance 

in the social sciences field of research (Creswell & Clark, 2017; Johnson, Onwuegbuzie, & Turner, 

2007). The mixed-method research moves beyond the traditional norms of data collection and 

analysis as it provides a more practical and expansive form of research (Johnson et al., 2007). In 

research practise, the approach integrates between the quantitative and qualitative methods 

concurrently or in a sequential mode within a single research study, and involves the amalgamation 

of the data at one or more stages in the research process (Bryman, 2008; Creswell & Clark, 2017; 

Creswell, Plano Clark, Gutmann, & Hanson, 2003; Hanson, Creswell, Clark, Petska, & Creswell, 

2005; Johnson et al., 2007). The mixing of methods and approaches in data collection and analysis 

provides the researcher with various benefits such as the possibility of answering a broader range 

of research questions where the researcher is not limited with one approach of answering the 

research questions. Secondly, in using a mixed-method approach the researcher could implement 

a two-stage approach in collecting and analysis data where the first stage could help inform the 

second stage of the research which is found particularly useful and practical for this research. Other 

advantages of using a mixed-method research is the ability to provide robust evidences for  

conclusions through convergence and corroboration of the research findings, it can add in-dept 

insight and understanding to research enquiry which can be overlooked and/or missed when using 
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a single method, and most importantly it can help in producing more complete knowledge 

necessary to inform both theory and practise (Johnson et al., 2007).  

Mixed-method research has seen an increase in growth in social sciences (Creswell, 2014; 

Teddlie & Tashakkori, 2003), management (Snow & Thomas, 1994; Currell & Towler, 2003) and 

in the field of Tourism (Davies, 2003). Hence, this research deemed a mixed-method approach 

most appropriate allowing the researcher to combine, integrate and adopt various strategies and 

tools in designing the procedures (Hanson et al., 2005) towards answering the research questions 

investigated in this research. This research incorporates two stages a qualitative stage and a 

quantitative stage. The qualitative stage adds in-depth, rich information to this thesis (Denzin & 

Lincoln, 2005), while the quantitative stage presents capacity to collect and analyse large 

numerical data allowing the researcher to capture the findings in finer detail (Nunnally & 

Bernstein, 1994). The mixed-method approach helped capture both rich contextual data, and in the 

analysis of a large sample of locals and non-locals data.  

 

3.3 RESEARCH DESIGN  

This Section outlines the design that implemented to achieve the aim and objectives of the 

research. There are three main approaches to research design that are widely acknowledged, 

including the qualitative, quantitative and mixed method approaches (Creswell, 2014). Qualitative 

researchers make sense of the world through studying people and objects and interpreting the 

meanings delivered through various modes including but not limited to interviews, observations 

and documents (Denzin & Lincoln, 2005). Quantitative research emphasises quantification when 

collecting and analysing data (Bryman & Bell, 2011), with a tendency to test theory through an 

examination of constructs and variables (Creswell, 2014). Conservative quantitative researchers 

maintain that the personal thoughts of the researcher are exclusively separated from the researched 

entities (Neuman, 2006). However, in a qualitative approach, a researcher may be closely involved 

with participants to capture the constructed reality from the perspectives (Bryman & Bell, 2011).  

Although qualitative and quantitative approaches employ different strategies in data 

collection, a third approach (mixed methods) combines both the collection of quantitative and 

qualitative data (Creswell, 2014). A mixed method research design was employed in this research. 

A mixed method research permits for a more comprehensive understanding of the subject 

researched than does a single research study (Creswell, 2014), allowing for manipulation of 
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material and social factors in a particular context. Within a mixed methods research design, there 

are three main ways to combine the data collection and analysis methods: a sequential exploratory 

design, a sequential explanatory design, or a concurrent triangulation design (Creswell, 2014). For 

this study, a two-stage exploratory sequential mixed methods design was employed (see Figure 

4.1) (Creswell, 2014).  

As seen in Figure 4.1 the design is sequential, with the first stage designed to explore 

concepts that inform Stage Two. Stage One incorporates focus group discussions which was seen 

as the most appropriate to help generate rich contextual data on how citizens and expatriates 

perceive Oman as a national brand. This first stage focused on Research Question one (i.e., to 

explore the different images of a destination brand for a nation). The results of Stage One then 

informed Stage Two, which was focused on the Research Question. In Stage Two, a survey design 

was utilised to collect a large sample of citizen, expatriate and tourist data in Oman examine 

relationships between brand attributes. This sequential exploratory design enabled the researcher 

to better cover the conceptual framework for the research in the context of Oman (see Figure 4.2). 

Figure 3.1 Sequential exploratory mixed methods research design (adapted from Creswell, 2014) 

 

3.4 FOCUS GROUPS 

Focus groups were deemed the most suitable method to collect rich contextual data on 

Oman as a destination and nation brand, given time and resource constraints. Focus groups are 

increasingly growing as an interview tool for gathering qualitative data among a wide range of 

academic disciplines (Finch, Lewis & Turley, 2014; Morgan, 1996) and in the social sciences 

(Ritchie & Lewis, 2003; Stewart, Shamdasani, & Rook, 2007; Wilson, 1997). The development of 

focus group interviews led to an increased reliance from marketing scholars and practitioners 
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surrounding the design, packaging and other product related areas (Bloor, 2001; Krueger & Casey, 

2009; Wilson, 1997;), which helps generate high quality data (Finch, Lewis & Turley, 2014; 

Patton, 2002). Focus group discussion was deemed the most appropriate approach to support the 

collection of rich contextual information about the cognitive, experiential and emotional 

destination brand images of Oman. 

The process used for conducting the focus group discussions is underpinned by several 

authors such as Miller (2015), (Patton, 2002)) and Ritchie and Lewis (2003). The four key elements 

that were taken into consideration when designing Stage One of the research is shown (Figure 4). 

Specifically, the conceptual framework (exploring destination brand meaning, the data collection 

technique (focus group interviews), sampling approaches and procedures for the data collection, 

and the resulting analysis of the collected data. Having already previously addressed the 

conceptual framework and the rationale for selecting the focus group technique, the following 

Sections address strengths and limitations of the focus group technique, as well as the specific data 

collection and analysis considerations for Stage One of this research.  

 

Figure 3.2 Key elements of the focus group research design 

Focus group research is a form of group interviews. Focus groups involve the selection of 

people to discuss experiences and knowledge about a specific topic (Powell & Single, 1996). Focus 

groups encourage the interactions to occur between within group, arguably allowing for rich data 

from multiple perspectives to be collected surrounding particular topics of interest (Morgan, 1996). 
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Accordingly focus groups can be employed prior, concurrently or after a quantitative study, to 

explore a complex phenomenon. Due to the complexity of destination branding, combined with a 

unique geographical context, Focus Groups were identified as the most appropriate approach to 

help generate rich data on the potential attributes that make up the destination brand of Oman.  

 

 

 

The researcher conducted five focus groups, held at different days and times in July 2017. 

Focus groups involved between three to eight people for a period of one hour; this size and length 

aligns with the recommendations of other scholars (Patton, 2002; Ritchie & Lewis, 2003). A small 

group size has a higher likelihood of generating rich quality data due to the high-interest 

participants may have about the topic which leads to greater engagement (Ritchie & Lewis, 2003) 

with core themes uncovered through further analysis (Creswell, 2013). Overall the objective of the 

focus groups was to generate rich, comprehensive and contextualised data related to the research 

aim of the dissertation.  

To answer Research Question One, a snowball sampling technique was used where 

participants informed appropriate networks. Snowball sampling was implemented by identifying 

networks of experts in Oman containing people with expertise to elaborate on Oman as a 

destination brand. Emails were then sent to different contacts who were suggested, by the Ministry 

for Tourism in Oman and Oman International Airport Services and Oman Tourism College. 

Following advice from these experts, purposive sampling was identified as the most appropriate 

in selecting Omani female and male participants who are over the age of 18 with the ability to 

elaborate in a discussion about different images and attributes of Oman as a nation brand. 

Formal recruitment of participants took place using email invitation to participants in the 

researcher’s networks as identified above and have a well-rounded information on different images 

about Oman. This allowed for snowball sampling (Krueger & Casey, 2000; Patton, 2002) which 

was implemented by identifying networks of experts in Oman with expertise to elaborate on Oman 

as a destination brand. Using snowball sampling technique is appropriate where people are 

regularly in close contact with each other, and word-of-mouth is an effective medium of 

communication in such communities (Krueger & Casey, 2000). Emails were then sent to different 

3.4.1 DESIGN AND STRUCTURE  
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contacts who were suggested, by the Ministry for Tourism in Oman and Oman International 

Airport Services and Oman Tourism College. The chosen networks of high-level experts enabled 

richness of information about the different attributes of Oman as a nation brand, as well as 

uncovered key attributes that highly reflects Oman as a destination brand.  

Participants’ characteristics include a total of five focus groups containing 20 participants  

(Table 3.1). All participants were 18 year or over, and included both female and male participants. 

Focus Groups one and three included female and male participants. Focus groups two, four and 

five consisted of male participants. The ratio between male and female participants was not crucial 

to Stage One of the research study due to cultural values (Metcalf, 2006). Previous literature 

recommends an optimum of three to six participants in each group (Patton, 2002; Tracey, 2013). 

It was observed, through the focus group process the richness of information was mostly derived 

from the groups that involved three or four participants. All focus groups were conducted in Oman. 

 

Table 3.1 Focus Groups Participant Characteristics 
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This research adapted Miller’s (2015) focus group preparations and procedures checklist 

to guide the focus group setup. Firstly, the topic for discussion with the focus group was clearly 

identified and the scope set. The facilitation and moderation of the focus group interviews were 

conducted by the researcher due to her knowledge and insights about the topic. The researcher had 

previously conducted focus group sessions, where she was previously trained by research 

supervisors on several aspects of the technique. The researcher accordingly was knowledgeable 

on the appropriate procedures for conducting focus groups, questioning and probing techniques to 

stimulate and encourage discussion. The researcher practiced the questions with peers and 

supervisors prior to conducting the focus group to ensure clarity and to anticipate possible queries 

or direction of the conversation. The venue for the focus groups was a closed meeting/conference 

room in a business centre in Muscat, Oman. The venue was chosen for its convenience and 

availability of car parking, as well as a quiet and comfortable neutral setting that would allow the 

participants to feel at ease. 

The researcher arrived at the Focus Group venue early to set the room up for the focus 

group, including setting the focus group table and providing refreshments. Refreshments and 

beverages were provided putting participants at ease and to allow smooth engagement of the focus 

group interview. Focus groups were held on different days and times, to give participants a range 

of choices to suit their individual schedules. When respondents arrived at the venue, they were 

provided with name tags, an agenda for the discussion, information sheets and consent forms. The 

information sheets and consent forms explained the purpose of the study, how confidentiality was 

to be managed and where participants could go to get further information or to raise any concerns 

or complaints. The consent form was necessary to gain the signature and approval of participants 

to join the focus group interviews and to audio record the interview for future analysis. The consent 

form assures anonymity of participants, and names will not be used in the reporting of the findings. 

Appendix A provides the Focus Group Information Sheet, Consent Form and Protocol Sheet that 

were provided to the participants.  

The session started with an introduction Section that clarified the “rules” for the focus 

group, including allowing everyone to have a turn and to speak uninterrupted, being non-

judgemental and maintaining group confidentiality (Miller, 2015). The session involved working 

through a list of semi-structured open-ended questions and probing to draw out key ideas, answers 

and differing points of view. The session concluded with a wrap up of the session, with the 
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researcher asking each participant to state their two main takeaway points and then providing a 

summary and conclusion of the session. The focus group was electronically audio recorded and 

subsequently transcribed for analysis. 

A semi-structured approach was taken towards the focus group discussion. The aim of the 

focus group was to generate rich data about the three main areas: (1) different attributes of nation 

brands (2) participant insights on the different experiences they enjoyed having or would like to 

have in relation to Oman (3) the emotions they have towards Oman as a nation brand. To this end, 

the researcher asked a few key questions throughout the discussion, and then left the respondents 

to respond and discuss as they saw fit. The researcher probed more deeply on topics as they arose 

and encouraged further discussion on areas of agreement and disagreement amongst participants. 

Finally, the researcher briefly reviewed the main purpose of the research study with the 

participants. After the interview, the researcher noted down prominent and captivating ideas that 

rose from the discussion.   

 

 

 

The focus group interviews helped generate rich contextual data (Miller, 2015) about the 

destination and indeed nation brand of Oman from a variety of perspectives. To make sense of this 

rich data, a grounded technique (Strauss & Corbin, 2008) was specifically used to help in the 

analysis procedures, and in the coding and categorisation of data into key themes. Thematic 

analysis is a flexible technique that does not assume one specific theoretical framework (Braun & 

Clarke), and is one of the most common qualitative data analysis techniques in the social sciences 

(Holstein & Gubrium, 1997), consequently it was considered an appropriate technique for this 

exploratory research. 

Thematic analysis is an effective and systematic way to evaluate large volumes of 

qualitative data while also providing the additional benefit of the process itself lending to greater 

sense-making (Boyatzis, 1998). The key to thematic coding is categorisation – through a process 

that Strauss (1989, p. 29) refers to as “fracturing”, data is grouped in a meaningful and comparable 

way (Maxwell, 1996). Strauss and Corbin (2008, p.103) opine that “concepts that reach the status 

of a category are abstractions. They represent the stories of many persons or groups reduced into 

3.4.2 DATA ANALYSIS 
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and depicted by several highly conceptual terms.” In other words, the themes that are identified 

not only represent something substantial in terms of the  s being investigated, but they also 

appear in a notable pattern across the dataset (Braun & Clarke, 2008).  

All interviews were audio-recorded and transcribed verbatim and placed into NVivo for 

further thematic analysis. The transcribed data helped the researcher look for themes, key 

information and ideas, any similarities of thought and or differences in perspectives occurring. The 

researcher reviewed the reflexive notes and the transcripts of the interviews simultaneously to 

identify similar patterns of ideas between generated data. Following an initial review of the 

transcriptions, an open axial and selective coding process was implemented (Lincoln & Guber, 

2012). First, the open coding was implemented. Then, the axial coding phase took place and finally 

selective coding was implemented to help identify key themes.  

The focus of the open coding phase was to deconstruct the data to several codes. In this 

stage the research sought a broader level of themes. Prior to analysing the data, the researcher first 

read all transcripts several times to be familiar with the data. The researcher analysed the codes 

and took into consideration how different codes may be grouped to create a reduced amount of 

codes. Each of the identified codes present different images of Oman as a nation brand. These 

codes were then revised and reduced to smaller number of codes. The axial coding phase, is the 

process of reducing the number of codes from the open coded process. This process helps in the 

open codes which were refined and grouped together.  Then, the selective coding process identified 

the relevant themes with respect to the research questions. The data coding and analysis process is 

described in more detail in the following chapter that deals with the results of Stage One. Results 

of the data analysis from Stage One not only allowed for insight into Research Question One, but 

also informed the content and design of the survey instrument used in Stage Two. The following 

Sections will not outline the second stage of the research study. The outcomes of the focus groups 

helped inform the survey questionnaire in the context of Oman. 

 

3.5 SELF-REPORT SURVEY  

The main study was conducted in Oman in several public places that attract various groups 

and expatriates, for example, cafes, festivals, beaches, hotels, and marinas. The survey was 

conducted on regular basis from 9:30-4:00 and from 5:00-7:00 pm. Monday through to Saturday. 
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A total of 750 useable surveys were completed which makes an appropriate sample to investigate. 

This Section presents information of the reliability of the scales that were used for data analysis.  

Survey research usually commences with a conceptualised theoretical model and ends with 

empirical assessments and the analysis of data (Neuman, 2006). Thus, the following research plan 

for Stage Two was guided by the counsel of various scholars (including Aaker, Kumar & Day, 

2004; Babbie, 2004; Churchill & Brown, 2007; Neuman, 2006). The research plan is underpinned 

by four main elements, as depicted in Figure 4.4. Following an initial discussion of the strengths 

and limitations of the survey approach to data collection, the design, contents and pre-testing of 

the questionnaire, along with sampling and administration considerations as well as the data 

analysis plan.  

 

Figure 3.3 Key elements of the survey research design 

 

It is important to consider carefully the type of data needed, and how the data will be 

collected to help answer the research question (Bryman & Bell, 2011; Kerlinger & Lee, 2000). 

Hence, a survey design was considered an appropriate method because to address Stage Two of 

the research, specifically to gather quantitative data from a large representative sample (Babbie, 

1998). Since a survey method is chosen for Stage Two of the research study was utilised (Bryman 

& Bell, 2011) in which the model will be tested using a hypotheticodeductive approach.  
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Constructing a survey is an integrative and iterative process of developing and 

conceptualising instruments, and then operationalising the constructs in a clear, meaningful and 

smoothly flowing questionnaire (Babbie, 2004; Burns & Bush, 1998; Neuman, 2004). A cross-

Sectional survey design was used in this research, as data was collected at a single point in time 

(Fink, 2006).  

Given the significance of survey design, it is important to consider that questionnaire 

design involves not only word tweaking and manoeuvring, but also decisions on page layout, size, 

structure and introductory question and spacing (Dillman, 2000). Since a mixed-mode survey was 

selected to be the most appropriate and best form of collecting large citizen data for this research 

study, the survey construction is guided by the principles of Dillman (2000) and Dillman, Don, 

Smyth et al. (2014). Insights by Best and Krueger (2008) helped inform the researcher on the 

collection of online and paper-based surveys. The researcher also used Survs as the online platform 

for online data collection. Different online survey platforms were considered including Survey 

Monkey and Survs because they both support dual language construction. However, the researcher 

of this thesis found that survs.com supports the Arabic language best compared to SurveyMonkey 

as the sentences start from right-to-left which is a limitation of Survey Monkey. Thus, Survs.com 

was chosen as the best-suited platform for this type of data collection.  

The survey questionnaire was administered in two languages English and Arabic. A 

translation/back-translation approach was employed guided by the principles of Brislin (1970) to 

translate the survey from English into Arabic and back from Arabic into English. A native bilingual 

Omani expert translated the English questionnaire into Arabic taking into consideration meaning 

and equivalence. The translation was then checked for adequacy, equivalence and contextual 

meaning by the researcher who is also bilingual and a native Arabic speaker. The translated 

questionnaire was then back-translated into English by a bilingual expert. The back-translated 

questionnaire was then reviewed against the original document to look for variances and any 

inadequacies or change in meaning.  

In the development of the self-administered and online survey, careful attention was paid 

to the layout and the presentation of the survey. In the self-administered survey, a booklet 

questionnaire was designed for the self-administered survey as previous research has demonstrated 

3.5.2 QUESTIONNAIRE DESIGN 
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they are professional and easy to follow (Bradburn, Sudman, & Wansink, 2004). The adapted 

principles of survey construction are explained in detail in Appendix X. The following Section 

discusses Survey constructs. 

To collect empirical data, researchers identify core constructs that require investigation to 

understand the topic, specifically destination branding (Babbie, 1998). The constructs embedded 

within the survey generate data to test theory (Babbie, 1998; Burns & Bush, 1998). The purpose 

of Stage Two was to achieve Research Questions Two and Three. Brand association was adopted 

to evaluate the perceptions of different citizen groups, expatriate groups and tourists about 

different nation brand attributes in the context of Oman.  

Given the conceptual framework, the questionnaire involved two Sections. Section one 

comprised demographic questions such as; nationality, resident or citizen, gender, region, age 

group, profession, education level and income level. Section two consisted of questions on several 

brand attributes. The different brand attributes that are measured in the questionnaire resulted from 

the literature and was modified as a result of the focus group discussions to effectively reflect the 

context of the research study. Thus, the questionnaire was revised and adapted to Oman for the 

survey research. The different attributes measured in the survey include the following: people, 

social attributes including social bonding and social appeal, nature and landscape, clean 

environment and facilities, sustainability, tangible cultural heritage, intangible cultural heritage, 

political attributes, food, tourism infrastructure, business environment, creativity, experience and 

recreation. Each attribute has several items that help measure the antecedents of locals and non-

locals’ perceptions using a five-point Likert Scale ranging from ‘strongly disagree’ to ‘strongly 

agree’.  

The questionnaire was adapted from authors of nation-branding studies, destination 

branding literature, place branding field and city-branding literature and other disciplines (Anholt, 

2005; Beerli & Martin, 2004; Che-Ha et al., 2016; Embacher & Buttle, 1989; Gallarza et al., 2001; 

Moran et al., 2008; Passwo et al., 2005). Additionally, the items in the questionnaire were 

complemented by a rigorous process of focus groups, collecting and analysis data for similarities 

and differences to existing measurement approaches. The ensuing Section presents the structure 

of the questionnaire and explains the appropriated attributes in the research study and their sources.  

The demographics information in Section One comprises questions such as nationality, 

gender, age group, income level, education level, and profession. The following includes the 
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questions asked in the survey in relation to participants’ characteristics. This part of the 

questionnaire was answered by all participants. All items were translated into Arabic ensuring a 

consistent meaning for each item. Appendix B presents the English Questionnaire used for 

surveying, while Appendix C present the Arabic Questionnaire. A detailed list of developed 

constructs and indicator items proposed to measure the cognitive attributes for a destination brand 

are at Appendix D.  

 

 

 

Employing a pre-test of the questionnaire is important as it ensures clarity of each question 

by participants and improves reliability the measurements used in the survey (Fink, 1993; Fowler, 

1993; Neuman, 2006). Pre-testing of the measurements has several benefits those are the 

elimination of unusable questions ensuring that the survey incorporates only questions that are 

required to achieve the aims and objectives of the research. Moreover, pre-testing the survey 

ensured that the questions could be answered and were easy to interpret, answered and not 

offensive for any participants (Coolican, 2004).  

During the pre-test the survey instrument was put to trial by with 36 respondents, 

strategically selected with similar attributes to the actual desired survey respondents (Fink, 2006). 

Participants comprised of the following (32 citizens, 3 expatriates, 1 tourist), and a total of (21 

males and 15 females). Participants were recruited using a snowball sampling technique from 

Oman.   

The key objectives of piloting the questionnaire was to test the items for clarity and 

simplicity of questions, formatting or typographical errors, variations in meaning between the 

Arabic and English surveys; ensuring consistency of data; checking the intended meaning and 

wording of each question; determining the appropriateness of questions for the different types of 

participants surveyed; implementing standardisation of procedures. Respondents were also asked 

if they completed the survey in English or Arabic, the length of the survey, if anything was unclear, 

the device used for completion and suggestions for improvement of the survey and questions.  

The survey was tested in both languages Arabic and English translations to ensure the 

following: clarity of questions, clear instructions, no bias in leading questions, and to estimate the 

3.5.3 PILOT TESTING 
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time limit for completion (Collins, 2003; Fink, 2006). The pilot was guided by some principles 

suggested by Flink (2006). First the pilot tested for ease of accessibility of respondents to the 

website and the survey through various equipment and software using Microsoft and Mac 

operating systems, laptops, iPads, iPhone and Android smartphones. For reliability purposes, the 

pilot test was evaluated for clarity of questions by noting any failures to answer a question. The 

pre-test also evaluated whether all alternatives were considered, and the ordering of questions and 

the smooth flow of the survey was considered. As for strengthening content validity, the test 

ensured that all relevant topics had been covered in the survey, considering the perspectives of 

respondents as well. Finally, the survey trial tested the possibility of obtaining a variety of 

responses that assisted in distinguishing how the survey captures responses and reduces bias in the 

questions.  

The results of the pre-test provided guidance for minor improvements to the main survey 

instrument. Completed surveys were examined for non-response and variation in responses. As a 

result, of the pilot study, small changes were made to improve the survey questionnaire. For 

example, participants suggested modifications to Arabic words in the Arabic survey to be more 

meaningful and context oriented. 

 

 

 

The survey was operationalised in both online and paper-based formats. The sample 

population include citizens of Oman, expatriates living in Oman and tourists visiting Oman. A mix 

of self-administered survey and online surveys are used to help in collecting 600 valid and useable 

responses. Applying a mixed-mode survey was considered the most appropriate for several reasons 

including improved timeliness of collecting responses, and lower costs. Furthermore, mixed-mode 

surveys help in reducing coverage error by reaching out to a large citizen, expatriate and tourist 

sample. For example, the self-administered survey includes people who may not have online 

accessibility, and people who have online accessibility but live outside Muscat the capital city of 

Oman will have a chance to respond to the survey through the online questionnaire.  

Additionally, combining more than one instrument improved response rate and reduce 

nonresponse error, that is by providing participants with an option of preferred way to respond to 

the survey. In the case of increasing representativeness participants who respond are not 

3.5.4 MIXED-MODE SURVEYING 
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significantly different to those who do not respond since the population of Oman is generally 

inclusive of 50% females to 50% males of Omani citizens, and 54% Omani citizens to 

approximately 46% expatriates who are non-Omani. Even though timeliness and budget are 

important advantages of combining survey methods, the researcher chose this mode to improve 

the quality of data collected through reducing coverage error and to improve response rates and 

nonresponse errors. The considered reasons for mixing modes of survey instruments are guided by 

(Dillman, Smyth, Jolene et al., 2014).   

Online surveys provide researchers with various possibilities in the construction of online 

questionnaires (Best and Krueger, 2008). Several design properties need to be considered to ensure 

that the instruments in the survey are conveyed in an identical and functioning mode to each 

respondent (Best and Krueger, 2008). Accordingly, the following Section discusses the survey 

design employed in this research study.  

This research study considers the characteristics of the sample population. A sample is 

defined as a group of elements selected in a way from the population in relation to what is being 

investigated or studied (Schofield, 1996). This Section discusses the sampling procedure for the 

research study, characteristics of the populations and the selection criteria for the participants 

included in the study.  

A fully random sample approach is desirable, although a probability approach is also useful 

as it provides “each element in the population a known (calculable) nonzero probability of 

inclusion in the sample” (Frankel, 2010, p.86). However, achieving a probability sample is almost 

impossible. It is argued that this approach does not always warrant a more representative sample 

of the population under investigation (Kerlinger & Lee, 2000). Consequently, a solution 

considered for sampling from a nation’s population is to strive to make the sample as representative 

of the population as possible by considering the ratio distribution of age, gender and region in the 

population. As the target population also included visitors the third best solution considered for 

the sampling method is a mixture of purposeful and convenience sampling procedures. While 

purposeful sampling is suitable for selecting unique cases (Neuman, 2006), it did not fit explicitly 

with the identified population of interest. Thus, convenience sampling is deemed the most 

appropriate approach to sample a broad target such as the whole adult population of Oman. Even 

though it is convenient, the research study sought to make the sample representative by considering 

the demographic distribution of the sample with the age and gender data collected. In order to 
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increase the response rate, an appealing letter was used to participate, easy to interpret questions, 

to employ an easy to use format and to make the instrument parsimonious. 

The study involved sampling Omani citizens and expatriate residents who live in Oman 

and are aged over 18 years. The research study sought 600-800 usable responses which was 

thought to be sufficient for the purposes of the research study. Being an Omani citizen who 

currently lives in Australia and has the ability to travel back to Oman allowed for using a mixed-

mode survey. Accordingly, the research survey combined both web survey and self-administered 

survey guided by the principles of Dillman (2014). Combining modes of survey was chosen as the 

most appropriate approach to help collect large and dispersed citizen, expatriate and tourist data.  

Given the latest statistical information published by the National Centre for Statistics and 

Information in Oman (2015), the total population of Oman is around 4 million citizens comprising 

57% Omani citizens and 43% expatriates. Almost 50% of the population is working in the 

combined government and private sectors. The female to male ratio of Omanis is approximately 

49% females to 51% males. On the other hand, the ratio of female to male expatriates is 17% to 

83%. The sampling procedure and size for this survey research investigation was deemed to be an 

appropriate approach to collect citizen and resident data to help achieve representativeness.  

Web surveys provide many opportunities for survey designs with respect to their 

interactive features that encourage participants to complete the questionnaire (Couper, Traugott, 

& Lamias, 2001). Two language versions, (Arabic and English) will be made available using a 

collaborative approach as suggested by Douglas & Craig, (2007). In addition, Ethics approval will 

be requested before administering the web survey to ensure the integrity of research. Also to ensure 

that administration of the survey is in accordance with Griffith University Policy and in alignment 

with the Australian Research Council – the Australian Code for the Responsible Conduct of 

Research. 

Guided by Couper, Traugott and Lamias’ (2001) recommendations for administering a web 

survey, the online survey was designed with the assistance of the Survs.com program. Survs is an 

interactive software providing survey designers with numerous options for designing and 

administering an online survey. The software supports over 80 languages including Arabic. Data 

was be collected at a single point in time during a collection period of approximately 30 days. 

Survs.com provided flexibility in designing the screen layout and provided time tracking of data 

to follow the participants’ flow in answering the survey. Survs.com allowed the survey to be 
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administered in both languages English and Arabic, this program was chosen as it had the ability 

to provide initial reports and graphs to show how many surveys were answered in total, and 

provided percentages of completed surveys against incomplete surveys.  

The web survey will welcome participants in an introductory screen, providing a brief 

background on the nature of the research, purpose and significance of the study. Creswell (2014) 

and Fink (2006) suggest that a consent statement should be approved by the participant before 

starting the survey. The consent statement will explain the benefits of the research and any 

associated risks. The survey employs an interactive mode displaying one screen at a time instead 

of a scrolling screen display (Tuten, 2010). The advantage of this interactive mode is that partial 

surveys are recorded and not abandoned, so every question answered is submitted directly. Hence, 

if the questionnaire is not completed, the researcher will still have a partially completed survey. 

The single disadvantage of this interactive tool is that the respondent must answer the question to 

move to the next, unless an option has been added to the questionnaire that provides the respondent 

with the option of “choose not to answer”.   

Participants were sent an email invitation, which included information such as the URL 

link with an information about the survey, the expected time it takes to complete the survey and a 

statement of consent for participants to sign on. The cover page with the information assured 

participants of their anonymity and no names were requested to complete the survey.  

 

 

 

Gathering of data is the first step in the data analysis procedure (Charmaz, 1995). Data 

coding includes three steps that are used in this research study these are coding the data or applying 

defined codes to the data prior to inputting them into the SPSS program. In this research study 

numbers were assigned to the data and recorded as a reference in a code book. Coding with 

numbers is required when using SPSS as it enables data entry into the program (Neuman, 2006). 

In step two of the data coding procedure, data was entered through assigning the data fields to the 

set of columns representing specific variables (Neuman, 2006). Finally, as identified above 

cleaning of data prior and during data entry, and to check the accuracy of the data analysed. This 

3.5.5 DATA PREPARATION 
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is vital because while coding and data entry errors can occur affecting the results and the overall 

research (Neuman, 2006).  

In Stage Two of the research the Statistical Package for Social Sciences (SPSS) was used 

to help code and analyse the data collected in several statistical procedures. The software 

incorporates a set of protocols that help in data representation, facilitates the storing of data 

securely. The software also helps in the search and retrieval of complex data, editing and statistical 

analysis of data (Burns, 1997; Elias, 2005). The procedure for data analysis in this research study 

encompasses four steps. First, data was gathered. Then, statistical analysis of data was conducted 

with testing of results. Thirdly, preliminary analysis was conducted and results were reported 

(Burns, 1997; Hauge, 2002).  

Data analysis included reporting of information gathered from completed and incomplete 

surveys, represented in a table incorporating non-response rate and response rates. Next, response 

set bias was determined and resolved using a reverse scaling technique (Churchill & Brown, 2007). 

To determine the negative statements inter-item correlations were used. The negative statements 

were reverse coded, which ensured that all items in the index had the same sign direction, thereby 

creating a sensible and usable index. That is, the codes associated with the negative statements 

were inverted (Churchill & Brown, 2007). Following this step, and a process of data cleaning, a 

descriptive analysis of data was initially conducted explaining the data in terms of all attributes, 

including the independent and dependent variables. Initially the analysis focused on means, 

standard deviations and range of scores for each attribute.  

Prior to the analysis the data was examined to identify and remove any systematic errors. 

Data cleaning is a one of the most important phases in the data analysis process. It is the “process 

of maintaining high data quality”. The key objective of data cleaning is to uncover any obscured 

effects that may significantly impact the data analysis (Haire et al., 2010). For example, Q2 in the 

survey asked participants if they were citizens, expatriates or tourists, and Q63 enquired again if 

the participant was an Omani citizen or non-Omani citizen. The researcher found three cases where 

participants answered Q2 as an Omani citizen, while in Q63 they answered as being non-Omani 

citizen which were found to be contradicting. Additionally, in the questions enquiring about 

nationalities, participants entered their nationalities in different languages corresponding to the 

surveys completed i.e. English or Arabic, as well as some cases were recorded as Brit or British, 
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Indian or Indian, Bahrain or Bahraini. Hence, such cases were treated by the researcher to ensure 

they did not impact the analysis and corresponded to the actual data.   

Missing values are common in any research, especially for large data sets (Hair et al., 

2010). Careful handling of missing values is critical to the analysis as it may distort the 

generalizability of the research findings (Hair et al., 2010). There are several common approaches 

recommended in relation to handling missing data. These approaches include listwise deletion, 

pairwise deletion, imputation, mean imputation and multiple imputation techniques (Olinsky, 

Chen & Harlow, 2003; Enders, 2006). The preliminary assessment of the research results indicated 

that there were missing values present in certain cases. Although the survey was administered both 

face-to-face and online, responses still had missing or non-logical responses. Since the initial 

sample size was 1,116 responses, incomplete cases were excluded from the analysis. The exclusion 

of missing cases resulted in a total of 986 usable responses. Descriptive analysis was conducted to 

identify any further missing data. The descriptive analysis revealed no further true missing values, 

although logic skips included in the survey could be seen. This is because Q2-Q63 were directed 

to all participants’ locals and non-locals, while, Q64-Q66 were directed only to the non-locals 

(expatriates and tourists).  

 

 

 

The dataset was checked for univariate and multivariate outliers, and univariate and 

multivariate normality. As structural equation modelling (SEM) is the core analytical technique 

for this stage of the research, it is crucial to first assess data normality, by first identifying any 

outliers that may be considered unusual or extreme. Outliers are cases that may be unusual or that 

have extreme values at one or both sides of the sample distribution (Mertler & Reinhart, 2016). To 

investigate the presence of univariate outliers, Pallant (2016) suggests the use of 5% Trimmed 

Mean and mean values. Accordingly, if there is a substantial difference between the trimmed mean 

and mean values, then there may be a need to investigate the identified data points further. 

Additionally, if the values between the 5% trimmed mean and the mean are close then cases may 

be retained for further analysis. It was observed that there were no records of extreme differences 

3.5.6 OUTLIER DETECTION 
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between the 5% trimmed mean and mean values for each of the detailed items. Thus, all items are 

retained for further analysis.  

Multivariate outliers include observations that have odd mixed scores on the various 

dependent variables (Pallant, 2016). Unlike univariate outliers, multivariate outliers have extreme 

scores on two or more variables instead of a single variable (Kline, 2015). To identify multivariate 

outliers, the Mahalanobis distance 𝑑2  was calculated for each observation (Byrne, 2016). 

Mahalanobis distance measures the distance of a specific observation from the centroid of the 

remaining observations (Pallant, 2016; Tabachnik & Fidell, 2013). The values of Mahalanobis 

distance were extracted from IBM AMOS version 25. Table 8.3 presents the values of 

Mahalanobis distance. Five observations with a big gap between the Mahalanobis distance. 

However, if measures are reasonably distributed, omitting observations may not be appropriate or 

useful for the analysis  (Howell, 2012). Hence, for the observed values shown in the Mahalanobias 

distance, keeping observations is the most appropriate and useful for the analysis conducted in this 

study.  

 

 

 

Assessing univariate and multivariate normality, tagged as an “omnipresent assumption” 

(Oppong & Agbedra, 2016), is considered essential prior to conducting further analysis (Arbuckle, 

2015 as cited in (Byrne, 2016). One of the ways used to examine normality is the assessment of 

skewness and kurtosis. West et al. (1995) suggest a threshold of less than 2 for skewness and less 

than 7 for kurtosis. Nonetheless, it is not known when a deviation from normality becomes 

problematic (Byrne, 2016). The results indicate some deviations in normality observed for the 

following items POL3 and slightly in NAT3 and TRACUST1 with kurtosis values above 7. 

However, given the large sample size of this research study, the deviations observed in a small 

number of items in the dataset should not distort the analysis (Hair et al, 2013; Pallant, 2016, 

Tabachnick and Fidell, 2013).  

An assessment of multivariate normality uncovers any cases that reveal strange patterns 

across a combination of variables. One of the approaches used in assessing multivariate normality 

values is Mardia’s normalised estimate, an indicator of non-normality. However, the other way of 

assessing multivariate normality in the case of large sample sizes such as the case in this research 

3.5.7 ASSESSING NORMALITY 
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study, is by examining the residuals (i.e. the standardised errors) (Field, 2013; Tabachnik and 

Fidell, 2013).  

 

Figure 3.4 Regression Standardised Residual 

 

 

Figure 3.5 Regression Standardised Residual 
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3.6 SCALE DEVELOPMENT  

 

 

 

This research study takes into consideration the measurement of reliability and validity. 

Reliability and validity are vital issues that need assessment and consideration for all 

measurements as they support the delivery of findings in a credible and truthful manner (Neumann, 

2006). Reliability and validity are discussed and explained in this Section.  

The measurements used in any research study may be reliable or unreliable and are either 

consistent or inconsistent. Accordingly, it is important to test the reliability of the measurements 

used in this study to confirm that the data is reliable (Burns, 1997). Additionally, this research 

examined dependability, stability, consistency, predictability and accuracy (Burns, 1997). 

Reliability was achieved through assessment of the numerical values as the result of the data 

analysis of the surveys. Other forms of reliability were considered such as representativeness, that 

is reliability across groups of people, and equivalence; for instance when multiple indicators have 

been applied such as a number of items in a question (Neuman, 2006). Please see the results of the 

pre-test below for further information. 

Construct validity for this research were assessed through composite reliability first then 

convergent and discriminant validity.  Convergent validity assesses that all items are reflecting the 

same construct (Hair et al, 2013), while discriminant validity assesses that all items under one 

construct do not cross load with items under other constructs (Hair et al., 2013). 

To assess convergent validity, the average variance extracted (AVE) value is examined.  

Fornell and Larcker (1981) suggest estimate values of greater than 0.5 demonstrate an acceptable 

level of convergent validity. This means that the convergent validity is sufficient when more than 

50% of the variance of the indicators are explained by the latent variable (Götz, Liehr-Gobbers, & 

Krafft, 2010). 

Discriminant validity was assessed by calculating the square root of the AVE for each 

construct (Hair et al., 2013). The square root of each reported value should be larger than the rest 

of the correlations. Usually a good indication for discriminant validity is when the correlation 

between constructs is below the absolute value of 0.85 (Klein ; Kenny). 

3.6.1 ASSESSING RELIABILITY AND VALIDITY  
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Having tested the reliability of the measurements, further investigation of its validity was 

required. Having reliable measurements does not necessarily mean that the measurements are 

valid. Thus, measuring validity was crucial. Validity refers to how well the answered questions 

relate to the true value for the attribute that is being measured (Cronbach & Meehl, 1955). 

Additionally, validity means how appropriate is the measurement test in a specific condition within 

a given group or place. Measuring validity is important because it supports in the identification of 

the contradictions in the data fields and enriches the sequence of the results as drawn out from 

participants (Potter & Wetherell, 1995). Aspects such as content, construct, concurrent, and 

predictive validity are major validity issues (Burns, 1997). Please see the results of the pre-test 

below for further information. 

 

 

 

Assessments of reliability are concerned with the internal consistency and stability of the 

variables being measured (Churchill, 1979). Consequently, following the descriptive analysis, 

Cronbach’s alpha was implemented to check the reliability of the internal consistency of the items. 

Cronbach’s alpha assesses the internal reliability of each construct as an initial step of the data 

analysis. Nunally (1994) suggest a threshold of 0.7 as an acceptable score.  

The results were also examined through determining the value of Cronbach’s alpha for the 

different items (Coolican, 2004). Standardising the measurements used in the survey were firstly 

evaluated by the reliability of the scale measurements. Accordingly, if Cronbach alpha is between 

0.7 and 1.0 the measurement was accepted (Nunnally, 1978). If Cronbach alpha was valued at 0.50 

to 0.60, that indicated that the item was weekly evaluated and needed to be dropped, or re-worded 

(Churchill, 1979). It is also suggested that if the items in the scale are fewer than 10 then the 

Cronbach alpha values can be small. Thus, the most appropriate method to assess the reliability is 

to calculate the correlation of each item with the total score; items with correlations closer to zero 

should be dropped (Churchill, 1979; Clason & Dormody, 1994).  

Cronbach’s alpha is a common method for testing the internal consistency of an index or 

scale (Chung, 2007). This means it checks that each item in the index is measuring the same or a 

similar construct (Totten, Panacek & Price, 1999). If the alpha value is ‘high’, it is generally 

accepted that there is evidence that the items measure an underlying (or latent) construct. 

3.6.2 CRONBACH’S ALPHA  
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Generally, if Cronbach’s alpha is equal to or greater than 0.7, the index or scale is considered 

acceptable (Langbein & Felbinger, 2006; Madrigal, 1995; Nunnally & Bernstein, 1994). However, 

some researchers suggest that an acceptable precision is if Cronbach’s alpha is equal to or greater 

than 0.6 (Asah, 2008; DeVellis, 2003). Indeed, Costello and Osborne (2005) argue that in the social 

sciences common precision levels would range between 0.4 and 0.7. 

The objective is to estimate how consistent the results are for the different items under the 

same construct. In order to make judgements about the internal consistency of the measurements 

Cronbach’s Alpha and average inter-item correlation are performed.  

Inter-item correlations examine the extent to which scores on one item are related to scores 

on all other items in a scale. It provides an assessment of item redundancy; that is the extent to 

which items on a scale are assessing the same content or construct (Cohen & Swerdlik, 2005). The 

average inter-item correlation is the mean of all correlations between items. It is suggested that the 

average inter-item correlation for a set of items should be between 0.20 and 0.40, suggesting that 

while the items are reasonably homogenous, they comprise sufficiently distinctive adjustments, so 

they are also not similar with each other. If values are higher than 0.40, the items may be only 

capturing a small bandwidth of the construct. However, it also may be interpreted as being highly 

correlated items with high reliability (Pallant, 2016). 

Given the inter-item correlation and Cronbach’s Alpha tests conducted, it was appropriate 

to use Cronbach’s Alpha to decide on which items to delete or modify, in order to achieve a higher 

reliability test of measurement scale. Satisfactory level of Cronbach’s Alpha coefficient is above 

0.7, and in cases where Cronbach’s Alpha was not on acceptable level, deletion of suggested items 

was conducted.  

 

 

 

Exploratory factor analysis (EFA) was utilised to assess and describe the variability among 

the developed items. EFA is item reduction using Maximum Likelihood which is also the same 

method used in this study to assess the measurement model in the CFA. The appropriateness of 

using an EFA was determined through Kaiser-Meyer-Olkin Measure of sampling (KMO), and 

Bartlett’s Test of Sphericity since the sample size is more than 300 (Field, 2013). The KMO and 

3.6.2 EXPLORATORY FACTOR ANALYSIS  
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the Bartlett’s Test of Sphericity were employed to assess if the data have a reasonable correlation 

(Field, 2013; Hair et al., 2010). 

 

 

 

A pre-test analysis was conducted prior to the main study presented in Chapter Six. The 

data presented in the pre-test analysed responses from locals and non-locals living in Oman. The 

purpose of the pre-test was to ensure reliability of measures used in the main survey. The period 

of both pre-tests started in July’2017 and completed in October’2017. The analysis presents the 

sample size participants from the pre-test. The data from the pre-test was used to measure 

reliability using average inter-item correlation and mainly deciding on deleting items base on 

Cronbach’s Alpha. However, the pre-test also anlaysed scale reliability and validity after removing 

the deleted items from pre-test one. Furthermore, by implementing the pre-test in two phases, 

helped improve the survey for the main data collection phase in Oman. While there are several 

different approaches to data collection and research procedures (Baker, 2001), the focus of the 

ensuing Sections is to identify and highlight the methodological procedures adopted in the pre-test 

phase, and justifies how the data collected helped towards answering the research questions. The 

pre-test was conducted in two phases, as described below.   

Pre-test One was conducted online with participants living in Oman or have been to Oman. 

After the first pre-test, the items that had a low Cronbach Alpha were modified, re-worded or 

eliminated. The measurement scale used in this pre-test incorporated original and new developed 

scales. A total of 36 responses were collected and the data were converted into a SPSS v.25 datafile 

for analysis. Analysis involved descriptive statistics and exploratory factor analysis (EFA),  

specifically Principal Component Analysis. The survey questionnaire incorporated the following  

participant characteristics, nation brand attributes including experiential attributes and emotional 

attributes. The total number of questions were 97 items running from Q13-Q110. After conducting 

a factor analsysis (EFA) using principal component analysis (PCA) a total of 7 items were deleted 

including the following questions (Q13, Q15, Q37, Q86, Q89, Q92, and Q94). See Table E.1 in 

Appendix E for pretest one.  

Given the outcome of the first pre-test, a second pre-test was conducted on a larger sample 

to enable further exploration. Pre-Test Two used the same questionnaire but removed the items 

3.6.3 PRE-TEST ANALYSIS  
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deleted during Pre-Test One to gain a higher consistency of used constructs thereby enabling more 

robust estimates to be achieved during the main survey. Pre-test Two was also conducted online 

with participants living in Oman or have been to Oman. The purpose of Pre-Test Two was to 

further assist in item reduction. The measurement scale used in this pre-test incorporated original 

and new developed scales. A total of 203 responses were collected, with only 160 complete 

responses, nevertheless, the whole data set was used in the analysis using SPSS v.25 analytical 

software. Analysis again included both descriptive statistics and EFA. Appendix E presents the 

results of Pre-Test One and Two. 

One of the core recommendations for further analysis is to use scales without items which 

were deleted to achieve higher consistency of used constructs. Also, the scale Business 

Environment as a whole need to be reconsidered in order to get more valuable results in next stage 

of research. Hence, for the main study the researcher excluded two items including COG.PEO15_ 

Oman has well educated residents and COG. BE57_ Oman is a low-tax country. The item 

INT.VIS84_I would like to revisit Oman in the future was not deleted as the item was tested and 

validated in several studies in the field of destination brands (e.g. Barnes et al., 2014; Lee et al., 

2007; Papadimitriou et al., 2015; Pike & Ryan, 2004).  

EFA was used to test for correlations among the variables. Principal Component Analysis 

was chosen for extraction of the components and Promax method of rotation. During the data 

analysis, 67 variables were used which were related to Cognitive attributes, Experiential attributes, 

Emotional attributes, Intention to recommend. Items form the scale named “Intention to revisit” 

were not included in the analysis since there were 203 missing data for those particular items. 

Nevertheless, those items should be included in the main survey regarding their significance to the 

whole model.   

Kaiser-Meyer-Olkin Measure of Sampling Adequacy (KMO) and Barlett's test of 

sphericity were calculated, in order to test if data were suitable for factor analysis. Considering 

that obtained value of KMO = 0.862 was above 0.6 and Barlett's test of sphericity reached 

statistical significance, it can be concluded that data were suitable and using of factor analysis was 

justified. During the process of factor analysis, variables which had small factor loadings (below 

0.3) were excluded from the further analysis. After deleting 13 items (COG.CE57, COG.PE15, 

COG.TC32, COG.CE23, COG.TC34, COG.IT37, COG.SA26, COG.SB19, COG.RE54, 

COG.IT35, COG.RE51, COG.SA27, COG.BE56) 54 items were used in further analyses. 
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Principal Component Analysis revealed that there were 12 factors with eigenvalues above 1 (which 

is called Guttman-Kaiser criterion). Those 12 factors together obtained 70.76% of total variance 

explained, please refer to Appendix E. 

Results given in Pattern matrix show that majority of used items belong to the constructs 

according to literature. It can be seen that the first component consists of items which all belong 

to Emotional attributes construct. Further, Experiential attributes were grouped in two components 

(fourth and fifth). The fourth component consists of items related to the Affective experiential 

attributes and the fifth component consists of Behavioural and Intellectual experiential attributes. 

Cognitive attributes were grouped into 8 components (subconstructs) and majority of them 

correspond to the constructs proposed by the author. The second component consist of items from 

Traditions construct only so it can be concluded that those items are highly correlated and belong 

to the component as it was presumed. Also, the seventh component consists of all items from 

Tangible Cultural Heritage constructs which indicate that those items indeed measure the same 

scale. Beside abovementioned, one more component (the ninth) of cognitive attributes was 

confirmed and it consists of all items from the scale Food, which indicate high correlation within 

this component. Regarding the scale named Intention to recommend, the twelfth factor included 

all three items originally come from that component. Thus, those items are also highly correlated 

within its component so it can be said that it is justified to include in the main survey. The eighth 

component consists of all three items from the construct named Nature, which indicate that those 

items belong to original constructs.  

 

A number of the items from the cognitive attributes constructs are grouped in different 

combinations within the same components. Thus, sixth factor consists of three items from the 

People construct and one of them was from the Social Bonding subscale (COG.PEO13, 

COGPEO14, COG.SB16)- Omani people are hospitable, Omani people are friendly, Oman is 

good for families. This means that those items are strongly correlated and thus can be considered 

as one construct in the main survey and grouped under People. Item from the Social Bonding 

subscale COG.SB16- Oman is good for families is naturally strongly correlated to COG.PEO 13 

and COG.PEO 14– Omani people are hospitable and Omani people are friendly. Further, the 

seventh components consist of three items form Tangible Cultural Heritage which were items with 
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highest factor loadings, so this component can be called as original construct although one item 

was grouped within the same component which originally belongs to Social Bonding.  

Further, the tenth component consists of two items from the constructs named Social 

Appeal and one item from the construct named Clean Environment, which means that those items 

are strongly correlated and thus can be considered as one construct in the main survey-COG.CE24, 

COG.SA28, COG.SA29- public hygiene is very good, recycling bins are widely available, houses 

and commercial buildings seem to be energy efficient. Similar result is obtained in the third 

component which consist of three items from the construct Recreational Experience and three of 

them were form the construct named Tourist Infrastructure (Oman has good quality hotels and 

accommodations, Omani destinations are easily accessible, Oman has a good network of tourist 

information, Oman offers enjoyable entertainment activities, Oman has quality shopping, Oman 

has different cultural experiences). Considering those items have similar language construction, 

they will be considered as one construct that is Tourist Infrastructure. The eleventh component 

consists of one item form the Business Environment construct and one from the Intangible Cultural 

Heritage (COG.BE58, COG.IT36) and this component is negligible considering that there were 

only two items which doesn’t belong to the same construct. Thus, the eleventh component will be 

re-considered and excluded from the further analysis. All three items from the constructs named 

Political Stability were suggested for exclusion in the EFA considering that they show major cross-

loadings with other components. However, Stability is a significant aspect of Oman’s image as a 

result of the analysis from Stage One of the research. Hence, the items from Political Stability are 

included in the main study to assess its reliability and validity base on a larger scale of complete 

response rates.  

 

 

 

Confirmatory factor analysis (CFA) is a “theory driven” confirmatory technique 

(Schreiber, Nora et al., 2006, p.323) used to confirm the factor or dimensional structure of a set of 

observed variables statistically (Hair et al., 2010; Schumacker & Lomax, 2004). Additionally, it is 

used to measure the interrelationships between the various constructs and their patterns (Teo, Tsai 

et al., 2013). Further, using CFA can help researchers “assess the contribution of each scale item 

3.6.4 CONFIRMATORY FACTOR ANALYSIS  
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as well as incorporate how well the scale measures the concept (reliability)” (Hair et al., 2010, pg. 

20). Unlike other regression measurements, CFA can measure relationships between observable 

and latent (unobservable) variables making it a suitable approach to assess the relationships 

between constructs in this research study.  

Table 3.2 Configural Invariance- Goodness of Fit Measures – (Group1: Locals) 

Measure Type Thresholds  Authors  

Xsquare/df  

(CMIN/df) 

< 3 good 

< 5 acceptable  

(Brown, 2006; Byrne,2016, Hair et al., 2010; Hu & 

Bentler, 1999; Schumacker & Lomax, 2004) 

CFI 

(Comparative Fit 

Index) 

> 0.95 excellent  

> 0.90 good  

> 0.80 acceptable  

(Barrett, 2007; Byrne,2016; Dawes et al., 1998; Gefen et 

al., 2000; Greenspoon & Saklofske, 1998; Hair et al., 

2013; Hu & Bentler, 1999) 

SRMR < 0.05 good  

< 0.08 acceptable 

< 0.1 acceptable 

 

(Byrne, 2016; Gefen et al., 2011; Hu & Bentler; 1999) 

RMSEA < 0.05 excellent fit  

< 0.08 good fit  

< 0.1 acceptable fit 

(Hooper, et al., 2008) 

 

(Byrne, 2016; Hooper, et al., 2008; Hu & Bentler, 1999) 

Standardised factor 

loading  

> 0.7 excellent  

> 0.50 good 

(Brown, 2006; Byrne, 2016; Hair et al., 2013; Kline, 2010; 

Stevens, 1992) 

Correlation between 

the construct  

(good indication for 

discriminant validity 

is below 0.85) 

<0.85 (Kline, 2010; Weston & Gore, 2006) 

 

 

Confirmatory Factor Analysis (CFA), is a “theory driven” confirmatory technique 

(Schreiber, Nora et al., 2006, p.323), used to confirm the factor measurement model of a set of 

observed variables statistically (Hair et al., 2010; Schumacker &Lomax, 2004). Additionally, it is 

used to measure the interrelationships between the various constructs and their patterns (Teo, Tsai 

et al., 2013). Moreover, using a CFA can help researchers “assess the contribution of each scale 

item as well as incorporate how well the scale measures the concept (reliability)” (Hair et al., 2010, 

pg. 20). Unlike, other regression measurements, a CFA examination measures relationships 

between observable and latent (unobservable) variables making it a suitable approach to assess the 

relationships between constructs in this research study.  
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Table 3.3 Items included in the main survey  

Items included in the main survey Sources 

➢ Q13_Omani people are hospitable                  ➢ (Anholt, 2005; Beerli & Martín, 2004; Che-Ha et al. 201; Heslop et 

al., 2004; Kotler & Gertner, 2002; Merrilees et al., 2009, 2013; 

Nadeau et al., 2007; Passow et al., 2005; Rojas-Me´ndez, 2013) 
Q14_Omani people are friendly                 

Q15_Oman is good for families 

  

Q16_Oman has beautiful scenery  

(Beerli & Martín, 2004; Echtner & Ritchie, 1991; Lowenthal, 

2013; Moilanen & Rainisto, 2008; Morgan & Pritchard, 2005; 

Morgan et al., 2002; Nadeau et al., 2008) 

➢ Q17_Oman has diverse natural landscape 

Q18_Oman’s mountains and wadis are a prominent aspect of 

the nation’s landscape    

  

Q19_Public hygiene is very good (Beerli & Martín, 2004; Dinnie & Fola, 2009; Kozak, 2003; Loo & 

Davies, 2009; Miller et al., 2015; Newton, 2012; Passow et al., 

2005; Putnam, 1993) 

;  

Q20_Recycling bins are widely available 

Q21_Houses and commercial buildings seem to be energy 

efficient 

  

Q22_Oman has prominent forts and castles  

 

 

 

 

 

(Beerli & Martín, 2004; Inductively derived from the focus groups 

for this research) 

➢ Q23_Oman has unique heritage sites 

Q24_Oman has several World Heritage Sites 

Q25_Traditions and customs are important in Oman 

Q26_Oman supports several traditional practices 

Q27_Oman supports Omani Folklore Arts such as poetry and 

literature 

➢ Q28_Frankincense is important to the Omani identity 

Q29_Omani dishdasha and dress are an integral part of the 

Omani identity 

Q30_Oman has a long maritime history and traditional boat 

building 

Q31_Sinbad the Sailor is an Omani legend 

  

Q32_Oman has a diverse range of high quality restaurants (Baloglu & McCleary, 1999; Echtner & Ritchie, 1991; 

Sidali, Kastenholz, & Bianchi, 2015; Sims, 2009; Lin, 

Pearson, & Cai, 2011) 

➢ Q33_Oman has a variety of local restaurants 

Q34_Oman has an appealing local and traditional food 

  

Q35_Oman has good quality hotels and accommodations                                                                 

(Beerli & Martı́n, 2004; Stephenson & Ali-Knight, 2010;  

Beerli & Martı́n, 2004; Shrestha, Stein, & Clark, 2007; 

Q36_Omani destinations are easily accessible 

Q37_Oman has a good network of tourist information 

Q38_Oman offers enjoyable entertainment activities 
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➢  Q39_Oman has quality shopping   Kay, 2009;  Beerli & Martı́n, 2004; Passow et al., 2005; 

Che-Ha et al., 2016) Q40_Oman has different cultural experiences 

  

Q41_Oman is politically stable  

(Passow et al., 2005; Che-Ha et al., 2016; Beerli & Martı́n, 

2004) 

 

Q42_Oman is a terrorist-free country 

Q43_Oman is a safety country 

 

  

Q44_I find Oman interesting in a sensory way  

 

(Brakus, Schmitt, Zarantonello, 2009; Zarantonello & 

Schmitt, 2010; Barnes, Mattsson, Sørensen, 2014) 

Q45_Oman induces feelings and sentiments 

➢ Q46_Oman is an emotional country 

Q47_I engage in physical actions and behaviours when I am in 

Oman 

Q48_Oman gives me bodily experiences  

Q49_I engage in a lot of thinking when I am in Oman 

Q50_Oman stimulates my curiosity and problem solving 

  

Q51_I feel sense of joy toward Oman   

(Hosany, Prayag, Deesilatham, Cauševic, & Odeh, 2015) Q52_I feel sense of pleasure toward Oman 

Q53_I feel cheerful toward Oman 

 

Q54_I feel sense of love toward Oman  

 

(Hosany, Prayag, Deesilatham, Cauševic, & Odeh, 2015) 

Q55_I feel sense of caring toward Oman 

Q56_I have warm-hearted feelings towards Oman 

 

Q57_I feel fascinated about Oman 

Q58_I feel sense of amazement toward Oman 

Q59_I feel sense of astonishment toward Oman  

  

I am most likely going to:  

Q60_say positive things about Oman  

Q61_recommend Oman to others 

Q62_encourage friends and family to visit Oman  

  

Q64_I would like to revisit Oman in the future 

Q65_It is likely that I will revisit Oman 

Q66_I intend to revisit Oman in the future  
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Items included in the survey are presented and their sources are highlighted (Table 3.3). 

The table includes cognitive attributes comprising people, nature, food, tourism infrastructure, 

tradition, tangible cultural heritage, political stability and sustainability. Also, emotions, 

experiences and intention to recommend were assessed in this CFA. Intention to revisit was 

excluded from this assessment as this assessment surveyed both locals and non-locals. While, the 

second assessment addressed intentions to re-visit for non-locals - Refer to Section 5.4.3.  

 

3.7 STRUCTURAL EQUATION MODELLING  

Structural equation modelling was employed to analyse the data and assess the various 

associations that people hold with each of the attributes, hence revealing the different brand 

meanings that citizens and expatriates of a country have, especially for a nation brand that is based 

on the nature and heritage attributes. Finally, conclusions are drawn from the results to help the 

following, reporting of the outcomes, answering the research questions and provide 

recommendations accordingly. 

Structural Equation Modelling (SEM) is used as an analysis instrument for multivariate 

data, which is most appropriate for testing complex theoretical models (Echambadi, Campbell et 

al., 2006; Lee & Kyle, 2012). SEM is a tool used “beyond ordinary regression models” as “they 

provide a way to test a specified set of relationships among observed and latent variables as whole, 

and allow theory testing even when experiments are not possible.”  (Lee & Kyle, 2012, p.91). 

According to Hair et al. (2010), SEM incorporates measurement model-confirmatory factor 

analysis- and structural model concurrently.  

This research study adopts SEM using AMOS 25.0 for its several beneficial offerings. 

Some of these benefits incorporate modelling flexibility, several analytical capabilities such as the 

assessment of multi-group invariance and the ability to report measurement error (Lee & Kyle, 

2012). Furthermore, SEM is helps evaluate the uniformity of measurement as well as structural 

model within subgroups in a population (Brown, 2006). In addition, it provides the ability to 

uncover complex relationships between constructs simultaneously (Byrne, 2016), and it effectively 

considers measurement errors in assessment of different complex relationships (Hair et al., 2010). 

SEM is considered an appealing assessment approach in the fields of social and behavioural 

sciences, tourism and tourism marketing  (Lee & Kyle, 2012; Song & Li, 2008). Hence, SEM is 
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chosen as an appropriate mode of measurement and analysis for this research study. The following 

Sections examines Confirmatory Factor Analysis (CFA) for the measurement model.  

 

3.8 ETHICAL CONSIDERATIONS  

It is ubiquitously acknowledged that the ethical issues and considerations related to any 

research are highly significant and should be dealt with special treatment (Creswell, 2014). It is 

important to protect and develop trust with the research participants, reinforce the integrity of the 

research, and stay in line with the organisation’s policies of research conduct (Israel & Hay, 2006). 

This exploratory research is conducted in accordance with Griffith University policy, and aligned 

with the Australian Research Council (the Code)—The Australian Code for the Responsible 

Conduct of Research—which states that ethical considerations must be incorporated in all research 

projects. A formal request for HREC – Human Research Ethics – approval was submitted to the 

Research Office at Griffith University, and the subsequent reference was provided in the study’s 

documentation. 

As a responsible researcher, I have to my knowledge and capacity demonstrated honesty 

and integrity throughout the research. Participants were assured of anonymity and confidentiality. 

An invitation letter was sent out, along with a consent form containing a statement that the research 

conducted brings no harm, and the information is used for the purpose of the study only. The 

consent includes information such as the purpose of the research, for whom the information is 

intended and how it will be used, the type of questions that will be asked and how responses will 

be handled. Additionally, the consent form incorporated a confidentiality statement as well as the 

benefits and risks involved.  

 

 3.9 SUMMARY OF CHAPTER THREE  

Chapter Three presented the research methodology for this project. The main question 

driving the research study informed the research approach for the study. The research design used 

a mix-method approach with a pragmatic worldview. This approach allowed for combining a 

deeper understanding of the topic on the image of Oman as a destination brand. The chosen 

approach also provided the possibility to modify and enhance the survey questionnaire to be best 

suited to the context of the research study. Stage one of the research study used a qualitative 
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approach to help answer research question one. Stage One presented an opportunity to gather rich 

and deep-rooted understanding of how people view Oman’s image as a destination brand, and 

allowed for the opportunity to enrich the survey questionnaire especially with items related to 

cultural heritage and traditions. Stage Two of the research study- the quantitative stage- surveyed 

over 1000 participants, obviously this stage permitted the researcher to capture a large amount of 

local citizen and non-locals’ perspectives about Oman as a destination brand. The following 

chapters- Four and Five- provide a detailed view of the analysis of both stages. Chapter Four 

specifically addresses research question one which involves focus group discussions, and Chapter 

five answers questions two and three providing detailed analysis with a provision of the proposed 

conceptual framework of the research.   
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CHAPTER FOUR: FOCUS GROUPS  

4.1 INTRODUCTION 

The purpose of this chapter is to present the results of Stage One of this research. The aim 

of Stage One was to explore the attributes of a destination brand, with a particular emphasis on the 

cognitive, experiential and emotional attributes at a national level. Connected to this Stage One of 

this research was explicitly designed to generate and modify survey indicators applied in Stage 

Two of this research. The data in Stage One is qualitative in nature and is derived from focus group 

interviews with female and male residents living in Oman.  

Chapter Four is organised into four key Sections. Section 4.1 provides the introduction to 

the chapter. Section 4.2 provides an overview of the data collection and coding process. Section 

4.3 provides an overview of the core findings from the focus groups. Section 4.4 presents they key 

themes identified from the analysis. Finally, Section 4.5 discusses and summarises the results 

highlighting the significance of the research and the items that are appropriate for inclusion in the 

survey questionnaire.  

 

4.2 FOCUS GROUPS DATA COLLECTION AND CODING  

Focus groups were conducted in Oman with female and male locals and non-locals living 

in Oman. The purpose of this stage was to generate rich data of how people living in Oman 

perceive the nation as a destination brand. The focus group discussions helped illuminate the 

different images that participants have in relation to destination brand Oman. Also, the discussion 

aided in the generation of items for the survey questionnaire used in Stage Two of this research 

study. The researcher explored various approaches of inductively generating rich in-depth data in 

relation to the image of destination brand Oman. The researcher were seeking to eleicit salient 

responses to the destination brand attributes included in the Stage Two instrument, to enhance the 

richness and add to the significance and value of the research. The findings were analysed 

inductively exploring, through a process of open, axial and selective coding, deeper to identify 

thematic patters.  

Prior to analysing the data, the researcher first read all transcripts several times to be 

familiar with the data. Open, axial and selective coding was applied to interpreting and reduce data 

the data for synthesis and further analysis and for consideration for inclusion in subsequent stages. 
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Firstly, careful considerations were provided to derive series of open codes from the data, with 

subsequent analysis refining the open codes using a a process of axial coding (B. Moyle, Kennelly, 

& Lamont, 2014). The focus of the open coding phase was to deconstruct the data to several codes. 

Hence, this approach ensured the meanings from the open codes were maintained. During the 

selective coding stage, deeper thematic patters were identified. Accordingly, the process used in 

the selective coding phase enabled the construction of a deeper, synthesised narrative. Peudonyms 

were used to protect the anonymity of participants.   

 

4.3 ANALYSIS OF FOCUS GROUPS 

Following the process used in the inductive procedure in the thematic analysis to identify 

key themes. Each of the identified codes present different images of Oman as a nation brand. Key 

codes that were found to be prominent images for nation brand Oman include, people, hospitable 

people, friendly people, safety, peace and security, different nature, landscapes, sceneries, 

mountains, caves, wadis and valleys, deserts, heritage, frankincense, traditions and culture, 

different tribes, different languages, different weather (climate), mountains, Salalah, green, old 

ways of living, old ways of building houses, maintaining and continuity of heritage, forts, castles, 

Falaj system, civilization, rich history, traditional food e.g. Halwa, Shuwa, dates and coffee,  

traditional clothes, traditional way of date harvesting, Eid celebrations, places, national Day, 

national anthem. These codes have been revised and reduced to smaller number of codes.  

Cognitive images were inductively explored, and the following key themes were identified 

including people and social bonding, peace and security, diverse nature and mountains, heritage 

including tangible heritage and intangible heritage, traditions and old ways of living. After that, 

participants were asked about the different kind of experiences they in Oman and their emotions 

towards the nation. These elaborations were found to be prominent and helped support the 

questions on experiences and emotions in Stage Two of this research. 

The focus group discussions resulted in several different themes within the cognitive 

aspects, experiential and emotional aspects of the destination brand. The themes identified 

incorporate a mix of cognitive, experiential and emotional aspects of Nation Brand Oman 

including people and social connectedness, peacefulness and stability, diverse nature, diverse 
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heritage and traditions. Experiential aspects such as nature-based experiences, and heritage-based 

experiences. The emotional aspects resulted in feelings of love, pride, and sense of peacefulness.  

 

 

 

Participants were first asked about different images that form the salient perspectives of 

Middle Eastern nations, such as Dubai and Qatar. Dubai and Qatar are relevant point of discussions 

and good comparisons to Oman. 

Preliminary discussions supported participants to develop ideas about neighbouring 

nations in comparison to Oman. Inductive questioning allowed for participants to develop rich 

contextual ideas and perspectives. Across all focus groups the ideas about Dubai were very similar 

in that Dubai represents images of a desert, skyscrapers, entertainment, shopping, wealthy nation, 

artificial, modern, world records, investments and economic boom. Overall, Ahmed from focus 

group 4 sums up the ideas about Dubai Let’s say the region’s capital. This is aligned with the 

literature about Dubai suggesting that Dubai is A Star in the Middle East and one of the fastest 

growing economies in the Middle East (Balakrishnan, 2008, p. 63).  

The moderator enquired about Qatar, another nation in the GCC to help understand the 

different views between Dubai, Qatar and then Oman. As elaborated in Chapter 2 - Nation 

Branding in The Middle East and Sultanate of Oman- Qatar is one of the smallest state nations in 

the Gulf Region but one of the most competitive and wealthiest amongst the GCC countries. As 

depicted in the focus group discussions about Qatar where the responses across highlighted Qatar 

as a wealthy and small nation with a focus on sports, media and economic development. Results 

from the focus groups identified Qatar tries to Catch up with Dubai, and they are not far away 

from that, as expressed by Saif. The literature also discusses the same in relation to how Qatar 

finds itself competing closely with other nations in the Gulf Region such as Dubai and Abu Dhabi 

(Peterson, 2006) to identify a unique point of market differentiation which could be associated 

with the destination brand.  

Additionally, it was highlighted by Hanna that Qatar is traditional but modern in her 

statement that …Qatar is traditional, but in a nice way, it’s kind of like Oman. Hanna then adds 

that Qatar has not too much of the modern world, and not too much of tradition. Hanna’s 

description of Qatar is quite similar to that of Rami. As Rami explained Qatar has a similar idea to 

4.3.1 COGNITIVE BASED IMAGES  
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Dubai, but emphasises that local residents’ have a tendency to have a preference for not how like 

Dubai did it. For example, with Dubai’s fast development and economic boom, responses revealed 

a lack of emphasis on cultural aspects. Hence, Yahya adds to the discussion suggesting that when 

it comes to Qatar [T]here is a sudden economic boom that happened in these recent 15 years. They 

were looking at something like a model for them to build on. Dubai was there before, and that’s 

why Doha right now is doing the same thing. As they were looking at the infrastructure and lifestyle 

of Dubai, and they wanted to improve that.  

Yahya added further substance to this argument, acknowledging culture is the point of 

difference that Qatar has undertaken in competition with Dubai Also, what is interesting about 

Qatar is that it does not have a really strong culture, so they want people to bring them into culture. 

For example, they have the only Islamic Museum. Hanna and Yahya from indicate that Qatar has 

made positive steps to align with Dubai in terms of modernising the city, infrastructure and 

developments, however, a core point of market differentiation is developing new cultural aspects 

to enrich the country, core to the nation and destination brand. Focus groups revealed the point of 

differences that Qatar aims to achieve is to develop a destination brand based on culture, sports 

and media. As Yahya suggested that Qatar has something that Dubai seems to lack. For example, 

Qatar seeks to host sports events and cultural festivals to enhance its appeal to the world (Hazime, 

2011; Peterson, 2006). The strategies adopted by Qatar is taking effect, with participants noting 

sports, culture and media as the dominant images of Qatar.  

The first two questions about Dubai and Qatar helped set the scene for an in-depth 

discussion on Oman. The analysis which ensued from the first question not only warmed up 

participants about the subjects but allowed participants to compare and contrast perspectives across 

Dubai and Qatar and the two nations, with Oman the core focus of this dissertation. Findings 

provided the opportunity to intricately discuss other nation brand attributes, which may not be as 

dominant when talking about Oman. The moderator then proceeded by asking participants across 

all focus groups what images they view in relation to Oman as a nation. Many Things, Rami 

highlighted, and Yahya emphasized different images. The nature, tradition, and the people here” 

were by Shane an expatriate living in Oman. Shane also added that Oman is should be perceived 

as a safe country and is peaceful when compared to similar destinations such as Dubai Dubai is 

full of rush and is basically busy while things there are easier, you get the peace of mind here and 

it’s also safe. 
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These findings resonated with participants who had a similar perspective. For example, 

participants discussed their experiences with different attributes in relation to nature such as 

hunting pigeons when they were kids, they thought of precious memories of when they were little. 

They also highlight the gains from the 50Bz Omani silver coin which is a key symbol of heritage. 

Saif noted Oman is a calmer society and most importantly Rami suggests that Oman is a perfect 

place to settle in and with it noted there is a sort of a balance. It seems that it is agreeable across 

focus groups that Oman is peaceful country expressed in different words such as harmony, peace 

of mind, peace and security, calmer, stable country. This leads to one of the selected themes which 

will be discussed in the ensuing Section that is Stability. Nature and different natural attributes 

were also expressed across focus groups especially focus groups. Other attributes that were 

agreeable across most of the groups include people, heritage and different heritage attributes. 

These images of nature, heritage and culture were stressed in focus groups. Base on the discussions 

four key themes were identified including people and social connectedness, peacefulness and 

stability, diverse nature, diverse heritage and traditions.  

 

POLITICAL STABILITY AND PEACEFULNESS  

Political stability and peacefulness were one of the key attributes of a nation that was not 

only identified in the literature and but emerged from the data solicited from the focus groups. 

Participants in the focus groups highlighted how Oman presented a nation that is peaceful, secure 

and stable. Oman is a peaceful country, stated Ashraf and it represents harmony and beauty. In 

agreement, Ramzi suggested that Oman reflects images of peace and security and wisdom added 

Azzan. Oman represents a stable country that is a perfect place to settle in explained Rami. 

Participants stressed that Oman is the most peaceful country as it’s filled with harmony, love and 

respect. Yunis added in relation to Oman’s tolerance towards religious views suggesting that there 

is no difference between Sunnis or Shia, he also intensified his discussion saying no matter what 

your religious views are you are going to be respected and treated equally.  

Following this had a tendency to generate an enhanced the discussion on how Oman has a 

peaceful policy with other nations nobody interferes with the business of any other country, and 

we have that policy that I actually love which indicates that I don’t interfere in your business and 

you don’t interfere with mine, but if I can help you to solve your problems then I’ll be there for 

you, and I won’t ask for anything in return. Even though sources have suggested that Oman takes 
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on a mediating role between powerful nations such as USA and Iran, as well as Kingdom of Saudi 

Arabia and Iran (Jones & Ridout, 2013), this is not the kind of news you would observe about 

Oman in the NEWS which indicates that Oman likes to stay a neutral and low-profile country in 

relation to its foreign policy. This impartiality indicates wisdom, highlighted by Qais, which should 

be integrated into a core part of a destination brand. Similarly, the government of Oman shows that 

it respects the positive relationships with other countries all over the world. Even though Oman is 

not developing as a fast as its neighbouring nations Dubai and Qatar for example, it is a stable 

country and if it witnessed a fast development, that is going to fire back on us on several aspects,  

asserted Yaqoob. 

 The stability of a nation is one of the aspects of nation and destination brands that create 

a mental representation or image about a nation (Kotler & Gertner, 2002). The literature highlights 

the significance of the political aspects in how people feel about the nation as it has the ability to 

affect perceptions about nation and destination brands (Beerli & Martı́n, 2004; Che-Ha et al., 2016; 

Gudjonsson, 2005). Moreover, the advantages of a successful nation brand do not only include 

their economic development and advances but importantly their political and cultural values 

(Morgan et al., 2003). Hence, as observed from the different sources in the literature and the focus 

group discussions, Oman reflects images of peace, safety, political stability and harmony. 

 

PEOPLE  

People are one of the most influential attributes for nation and destination brands alike as 

they are the heart and soul of the nation explicated by Gilmore (2002). The focus groups 

discussions especially highlighted people as a significant attribute of Oman as a nation and as a 

destination brand. Across all focus groups people of Oman and its associations have been portrayed 

favourably as implied by Sara that it’s mostly the people, like you always feel welcome. 

Additionally, Oman has friendly people, said Ashraf and its beautiful in other aspects even in how 

you deal with people, you feel very comfortable, you feel you are familiar with the place, and I 

have experienced this with many visitors to Oman, Ashraf adds to the debate on the destination 

attributes of Oman. A similar perspective by Hanna when she expressed that you feel at home,…..I 

heard that when tourists come and visit Oman, they feel at home rather than feeling that they are 

visiting another country. This is very interesting, especially that the Ministry of Tourism in Oman 

promotes Oman as beauty has an address. The efforts is most likely aligned with how locals 
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perceive Oman as a beautiful home for visitors and was identified a core to repeat visitation and 

customer loyalty.  

 

NATURE  

Nature in relation to images that reflect Oman was also one of the significant themes that 

resulted from the analysis of the data from the focus groups. Especially, mountains were identified 

as a noteworthy and meaningful type of landscape that was favourably associated to nature in 

Oman. Other natural attributes that were mentioned in the discussion included different landscape, 

deserts, beaches, caves, wadis or valleys, Islands, canyons, dates and palm trees, unique fauna and 

flora including the ocean including associated images. It was agreed among participants that Oman 

has diverse nature and landscape When you think of Oman’s nature, it’s quite different from the 

other countries within the Gulf, and that’s due to its strategic location within the Arabian Gulf 

(Ramzi). In Oman everybody agrees that Oman has the loveliest nature. We have mountains, dunes 

or desert, beaches and sea shores (Rami), we have the monsoon season, added Saif. You can see 

the nature in Salalah and Jebel Al Akhdar, suggests Sama. The scenery is not something you see 

in your daily life,…., for Salalah and Jebel Al Akhdar, it’s like something different that you aren’t 

used to, says Shane an expatriate living in Oman. Aligned with Shane’s view is Ramzi who noted 

you can also enjoy the Summer in Salalah due to its fascinating greenery. The mountains were 

something discussed and highlighted across all focus groups and seemed to be a huge part of 

Oman’s nature and thus potentially intricately intertwined with the destination brand.  

 

HERITAGE AND TRADITIONS  

Using an inductive approach helped highlight heritage and traditions as a significant theme 

reflecting Oman’s image. For example, traditions and heritage associations were described, noting 

an ample range of perspectives in relation to heritage were explicitly identified during data 

analysis. Symbols of heritage were highlighted included, though were not limited to, the Omani 

silver dagger, Sultan Qaboos, Omani Rial, the national dress, forts and castles and the history of 

Oman being a seafaring nation.  

All focus groups discussed the idea of the connection between Omani people to heritage, 

with an emphasis on preservation. Qais expressed heritage as the grandparents who are strict with 
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their heritage, and are still having that old mentality which they kept sticking to, but he also added, 

we are growing and developing just like the other countries around, but as I said even though we 

are developing, we still take care of our heritage, and we do not forget about it. This perspective 

was also shared by Ramzi adding, I think Oman and Omanis are very close to their heritage. A 

similar idea discussed by Hanna who says that Omanis take care of their heritage like it’s the most 

valuable thing because we think it’s very important, we don’t want to lose sight of our heritage 

and tradition.  

From the discussions above it seems that heritage is viewed from different lenses for 

example, tangible heritage attributes such as the forts, castles and other tangible heritage attributes. 

The second includes the intangible heritage attributes which were also very dominant, with history, 

civilisations and the closeness of relationship between heritage and the people of the nation and its 

continuity, described as one of the key dimensions of brand heritage (Wiedmann, Hennigs, 

Schmidt, & Wuestefeld, 2011).  

Oman’s traditions were also highly reflected as a prominent attribute such as Omani 

traditional dances, folklore, traditional personalities and traditional events. An interesting analogy 

was provided by Adam’s in relation to Oman’s historical seafaring trade history this is not 

something very common, but I will also say Sinbad. Although a mythical personality, the myth says 

the he originated from Sohar. Even though, Sinbad was only mentioned by one participant, the 

mythological character seems a noteworthy association to explore further.  

Participants such as Asma expressed images of traditional dances and special events like 

national days and other special events in the country besides Omani Halwa to be associated to 

traditions in Oman. Additionally, traditional dress with the turban (Ramzi) and Traditional dances 

such as Yola, Ndemo, Msendo, and so on added Qais. Analysis expressed that Oman has different 

folklore dances discusses Ashraf such as Al Azi, which is very popular among men. Also, there is 

Razha, Abod in the South, and Baraa in the south as well as Al-Bar’ah. There is also Aiana in 

Dahera and Wosta i.e in the bedouin areas. Ashraf also discusses the traditional weddings in Sur 

and Batina, similarly, the Baluchi wedding discussed by Azzan. Likewise, Shane also suggests 

that these folklore and traditional songs are performed in weddings or in festivals including Muscat 

festival.  
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The moderator inductively investigated the different experiential attributes participants 

have in relation to Oman as a nation brand. Most of the experiential images that were discussed 

were related to nature-based experiences and heritage-based experiences.  

Nature-based experiences that participants across focus groups discussed included visiting 

mountains in Oman such as Jabal Al Akhdar, Jabal Shams and green mountains in Salalah. Yahya, 

highlighted how he mostly enjoyed Jebel Shams, as you enjoy seeing the camels and sunrise above 

all these mountains coming up slowly. That’s the image of something really humble, much greater 

than you are, so you start thinking that you are a small atom, and that this is part of you. Salalah 

is absolutely a good one, highlights Yaqoob. He also adds that, it’s one of the most beautiful places 

that I have ever visited in my life. The nature is so beautiful, and you get the chance to see those 

things that you don’t see anywhere else. Especially, in the Arabian Gulf where the weather is too 

hot during summer, Salalah is a haven for many Omanis and tourists visiting the GCC during 

summer because it’s an exceptional experience where you see everything covered in green which 

is very rare to be seen in this region the weather, water springs, waterfalls, and natural fountains 

are totally different. It’s something really unique, says Adam. Yaqoob also emphasize the beauty 

of the mountains when we go hiking and when you enjoy seeing the inside of the caves there. 

Comparably, Khalid highlights I want to visit every cave in Oman, there is something about it. 

Oman has different nature-based experiences you can do different kind of adventures or trips 

where you can experience different kind of adventures. There is a place called a snake canyon 

where in order to get to your destination you need to hike, swim and dive in order to reach your 

destination, adds Ramzi. Other experiences that were discussed across focus groups included 

swimming in wadis, star gazing, animal watching including dolphins and turtles.  

Other discussions on experiences revolved around heritage-based experiences. Heritage is 

a prominent aspect of Omani culture as depicted from Chapter Two. This is also evident in this 

Chapter within the cognitive attributes which highlights heritage and traditions as a key theme. 

Adam made it clear stating, I think I would like to live the heritage because it’s a rich one. 

Discussions also highlighted that the heritage and traditions in Oman have been maintained 

throughout history as Ashraf highlighted there’s nothing different than the past, they are actually 

the same. Participants also discussed elements of experiencing cultural food and the way of making  

4.3.2 EXPERIENTIAL BASED IMAGES 
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it such as Shuwa and the way camel milk is made for drinking in Salalah which have also 

been discussed as part of the heritage and traditions attributes in Section 5.5.1. Khalid highlighted 

in relation to food as a heritage-based experience, the way we cook Shuwa, and Saif added the 

camel milk in Salalah and the way they do it with rocks as they still use the same way. The 

discussion on how the shuwa and the camel milk making has always been the same and maintained 

throughout history as a tradition that is still practised and experienced to date, and which is 

embedded in the focus group discussions.  

 

 

 

The final construct discussed was in relation to participant’s emotions towards Oman as a 

destination brand. Most of the emotional attributes that were highlighted in the discussion revolved 

around feelings of love and feeling loved, welcomed and sense of home. happiness, nostalgia, 

sense of peace, pride and loyalty.  

In relation to sense of love, feeling loved, welcomed and feeling a sense of home, Rami 

mentioned that he feels emotions of love towards Oman, and Ramzi also stated I feel loved and 

welcomed by Omanis, confirming this feeling of love. Qais said I feel loved and welcomed by 

everyone, If I was a guest I would feel really welcomed by Omanis. If you walk on the roads you 

will find that everyone is smiling to you. Hanna who is an expatriate living in Oman mentioned 

that as an expatriate you always feel welcome, and that you’re where you belong to the country 

even though you are not really an Omani person. She also added that You still belong to the 

country. Even in the past two years I was in the UK, I still prefer going to Oman because I feel like 

it’s my country. On a similar note Asma highlighted that Most people who are not Omanis, but 

have lived in Oman feel like Oman gave them a sense of home, and that it’s a better place to stay 

in. Also, Hanna commented that people here are really nice compared to other countries including 

the UK. They always welcome you and they always make you feel you are part of the country, and 

they’re really nice. Likewise, Yaqoob had a similar perspective stating that people abroad barely 

smile to you, and Yunis added that there’s a barrier between you and the other people. 

In addition to sense of love and welcomed, feelings of pride and peacefulness were 

prominent in the discussion and was closely associated to His Majesty Sultan Qaboos. When 

participants were asked about their emotions towards Oman, pride was quite prominent in the 

4.3.3 EMOTIONAL BASED IMAGES  
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discussions across groups. For example, Ramzi stated the first thing is pride, he continued, I think 

the foreign policy of Oman has made its citizens feel proud of their country. Pride is the very basic 

emotion everybody should have towards Oman. In addition to the feelings of love, of course love 

our country, Adam stated. Oman may not be very well known around the world, but if it’s known 

to anyone, it would be known as a peaceful country, commented Ramzi. You can go anywhere, 

anytime, and feel peaceful, Suleiman mentioned. This feeling of peace is also expressed by Shane, 

an expatriate living in Oman, it’s safer here than back in our country. Basically, Oman has been 

peaceful, and they’ve been quite successful in it.  

Interestingly but not surprising, Sultan Qaboos was associated closely to people’s emotions 

towards Oman. Regarding the peace strategy in Oman, you really feel thankful for the government 

as suggested by Khalid. Indeed the peace policy in Oman is seen as a center of the universe, Adam 

commented. Asma added that people from other countries who had a good experience in Oman, 

get the image of the Sultan Qaboos who has spread peace all over the world. While Sara elaborated 

I will say that Qaboos left a peaceful and a safe nature for all of his kids, and they will never feel 

uncomfortable or so. Furthermore, Sara commented I’m proud that my country has affected so 

many peoples’ lives,…, and I’m proud and happy to be from a country great like this. Interestingly, 

most discussions of emotions revolving around being proud and feeling sense of peace was also 

closely associated with His Majesty Sultan Qaboos across most focus groups. 

In summary, participants discussed several emotions that they felt towards Oman including 

sense of love and feeling loved, feeling happy, sense of peacefulness and pride. For example, Elias 

commented he felt Emotions of love, peace, harmony, and loyalty which sums up the overall 

discussion in relation to emotions. Also, the frequent comments made about Sultan Qaboos and 

his strategy towards peacefulness was highlighted especially towards the end of the discussions.  

 

4.4 SUMMARY OF CHAPTER FOUR  

This chapter helped answer Research Question One through exploring the different 

cognitive, experiential and emotional image attributes for a destination brand. The findings were 

analysed inductively using thematic analysis. Four cognitive based images were found prominent 

in the context of Oman including political stability and peacefulness, people, nature, heritage and 

traditions. The discussions also highlighted nature-based experiences and heritage-based 

experiences to be of significance for participants in relation to their experiences in Oman as 
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national level destination. Findings also highlighted key emotional attributes in relation to Oman 

as a destination. Theses emotions comprised a sense of love and feeling loved, welcomed, happy, 

proud, and sense of peace to be prominent in relation to participants emotions towards Oman as a 

destination.  

The findings of the focus group analysis aided in the development and refinement of the 

items used in stage two of the research study. The list of items that were derived from the focus 

groups discussions included in the survey which incorporate Oman has World Heritage Sites (e.g. 

Aflaj Systems, Bahla Fort, Bat Tomb), Oman has rich historical past, Omani architecture reflect 

its heritage practices (e.g. handicraft making, dhow building), Frankincense is important to the 

identity of Oman, Omani Dishdasha and dress are integral part of the Omani identity, Oman has a 

long history and traditions of dhow building and sea ferrying, Sinbad the sailor is an Omani legend. 

Even though, the literature discusses certain attributes of heritage such as folklore, food, castles 

and forts such as those by Beerli and Martin (2004), this stage helped modify and develop items 

that are context specific towards Oman as a destination brand. The following Chapter – Chapter 

Five – presents the analysis of the survey used in Stage Two of this research.  
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CHAPTER FIVE: BRAND IMAGING IN OMAN 

5.1 INTRODUCTION 

Chapter Five presents the findings from the quantitative study. Section 5.1 is the 

introduction to the chapter. Section 5.2 provides an overview of the respondents including 

demographics. Scale development and hypothesis testing are then provided in Section 5.3 and 5.4 

respectively. The structural models are then presented in Sections 5.4.1 and 5.4.4. The destination 

brand meaning structural model-1 incorporates the relationships between cognitive, experiential, 

emotional attributes for locals and non-locals and their intentions to recommend the destination. 

While, the destination brand meaning structural model-2 shows the relationships between 

cognitive, experiential and emotional attributes for non-locals and their intentions to re-visit the 

destination. A conclusion of the analysis chapter is then presented in Section 5.5.  

 

5.2 OVERVIEW OF THE RESPONDENTS 

Table 5.1 presents participants’ demographics. The research generated a total of 986 

useable responses incorporating 548 responses from locals and 438 responses from non-locals. 

There was relatively balanced sampling by gender. Most respondents fell between 25 and 44 

(60%). Participants were generally well educated, with two-fifths holding a bachelor degree and a 

further third holding a postgraduate qualification. Around two-thirds of participants worked either 

in the private sector or the government sector. Just over half of the respondents were Omani local 

citizens (53%), with the remainder being non-locals (including either expatriates or tourists). Non-

local participants included expatriates living in Oman and tourists visiting Oman. Most expatriates 

have been either living in Oman for 2-4 years and/or 10+ years. For expatriates’ observations the 

highest reported results were from Indian participants, Filipino nationals, and then British 

expatriate responses. Of the tourists, most were British nationals and then Saudi nationals. About 

half the tourists were visiting between one to six days, and a third of tourists recorded a stay 

between one and three weeks. Two-third of tourist responses indicated “pleasure” as their purpose 

of visit. 
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Table 5.1 Participants’ Demographics (n = 986) 

 Frequency Percent (%) 

Gender   

Male 469 47.6 

Female 517 52.4 

Age Groups   

18-24 199 20.2 

25-34 313 31.7 

35-44 283 28.7 

45-54 126 12.8 

55 and more 65 6.6 

Education   

Primary 3 .3 

High School 93 9.4 

Diploma/ Advanced Diploma 153 15.5 

Bachelor Degree 400 40.6 

Postgraduate Degree 337 34.2 

Employment   

Government 287 29.1 

Private 360 36.5 

Self-Employed 71 7.2 

Retiree 28 2.8 

Student 152 15.4 

I do not work 88 8.9 

Are you an Omani citizen?   

Yes 548 55.6 

No 438 44.4 

Top Nationalities – Expatriates   

Indian 101 10.2 

Filipino 33 3.3 

British 24 2.4 

Top Nationalities – Tourists   

British 20 2 

Saudi 10 1 

Expatriates Length of Stay: I have been living in Oman for   

5-9 years 92 9.3 

10+ years 113 11.5 

Tourists Length of stay: Visiting Oman for   

1 - 6 days 55 5.6 

1 - 3 weeks 39 4.0 

4 - 8 weeks 6 .6 

9 - 11 weeks 9 .9 

12 weeks and more 5 .5 
 

 

5.3 SCALE DEVELOPMENT 

The resulted scores of Cronbach’s alpha values confirmed a reasonable to high level of 

reliability for each construct. It is concluded that the internal reliability of the constructs is above 

the acceptable threshold level of 0.7 (α.70) (Nunnaly,1978; Peterson, 1994) (Table 5.2). The 

following sections discuss the factor structure of the data, and the assessment of construct validity.  
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 Table 5.2 Reliability Assessment- Cronbach’s Alpha 

 

Reliability Statistics 

CONSTRUCTS Cronbach's Alpha N of Items 

People .843 3 

Nature .854 3 

Sustainability .721 3 

Tangible Cultural Heritage .829 3 

Traditions .830 7 

Food .769 3 

Tourism Infrastructure .828 6 

Political Stability  .788 3 

Experiential .822 7 

Emotion .942 9 

Intention to Recommend .894 3 

Intention to Re-visit  .924 3 

 

The results of the first CFA conducted using the AMOS 25.0 statistical package shows 

eight constructs that were examined presenting cognitive attributes including people, nature, food, 

tourism infrastructure, tradition, tangible cultural heritage, political stability and sustainability. 

Also, emotions, experiences and intention to recommend were assessed in this CFA (Figure 5.1). 

Note that the “Intention to Revisit” construct was excluded from this assessment as only non-locals 

were included for the intentions to re-visit questions (refer to Section 5.4.3).  

All factor loadings were significant in this model (p < .001), yet standardised factor 

loadings items that load above the threshold of 0.7 are considered excellent indicators (Churchill, 

1979). The findings of this initial CFA showed eleven items that loaded under 0.7, however they 

still remain above the threshold of 0.5 which is acknowledged as acceptable (Hair et al., 2010). 

Only one item (SINBAD7) loaded below the tolerable threshold of 0.5 for the standardised factor 

loading is showing a value of 0.465. After removing the item with a low standardised factor 

loading, the model was run again. Again all factor loadings were significant in this model (p < 

.001), and the model fit indices retained a good fit of the model to the data based on a number of 
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goodness-of-fit indices: 2 / df = 3.06; CFI (comparative fit index) = .93; SRMR (standardised root 

mean residual) = .059; RMSEA (root mean square of error approximation) = .046. 

 

 

 

 

 

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  

  
 

Figure 5.1 First Stage Process of CFA- Before Item Deletion 
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Table 5.3 shows the measurements of construct validity including (convergent and 

discriminant validity), as well as composite reliability. 

Table 5.3 Construct Validity (CR, Convergent and Discriminant Validity) 

 

Composite reliability was calculated for each latent variable using the CR estimate value 

for each latent construct, which all are above the acceptable level of greater than the acceptable 

threshold of 0.7 (Hair et al., 2013).  

Considering convergent validity using the average variance extracted (AVE) value for the 

constructs Tradition (TRA), Sustainability (SUS) and Tourism Infrastructure (TI) are all below the 

suggested threshold of 0.5, such that it can be said that the items do not converge well enough to 

represent the constructs they are intended to measure. Hence, one of the suggested solutions is to 

locate the items with low standardised loadings to improve the value of the AVE for the mentioned 

constructs.  

Discriminant validity was assessed using the square root of the AVE. The values for all 

AVE measures displayed in bold (Table 5.3). Given the results, the square root of the AV for the 

items (TRA, FOOD and TI)- displayed in red as the following measures (0.688, 0.729, 0.670) 

respectively were found to be not higher than the inter-related correlation of the constructs (Table 

5.3). Hence, it is decided to conduct an Exploratory Factor Analysis on the cognitive attributes to 

further assess the validity of the attributes.   

There are convergent and discriminant validity issues in Table 5.3 and are also highlighted 

in red, further explained: 

• The Maximum Shared Variance (MSV) for Tradition, Food and Tourism Infrastructure is 

higher than the calculated Average (AVE). Also indication for discriminant validity.  

 CR AVE MSV MaxR(H) NAT TRA EXPERI EMOTI SUS TCH INTREC POLST PEOP FOOD TI

NAT 0.857 0.666 0.446 0.859 0.816

TRA 0.844 0.474 0.563 0.920 0.649 0.688

EXPERI 0.823 0.610 0.521 0.944 0.460 0.611 0.781

EMOTI 0.907 0.766 0.584 0.965 0.482 0.599 0.722 0.875

SUS 0.735 0.487 0.375 0.969 0.140 0.222 0.344 0.239 0.698

TCH 0.839 0.636 0.563 0.974 0.605 0.750 0.518 0.532 0.201 0.798

INTREC 0.902 0.756 0.584 0.981 0.466 0.530 0.587 0.764 0.186 0.437 0.869

POLST 0.791 0.559 0.460 0.982 0.464 0.620 0.529 0.678 0.156 0.421 0.586 0.748

PEOP 0.850 0.656 0.446 0.984 0.668 0.614 0.414 0.488 0.236 0.465 0.440 0.499 0.810

FOOD 0.772 0.532 0.692 0.985 0.252 0.413 0.578 0.399 0.612 0.383 0.320 0.276 0.233 0.729

TI 0.829 0.449 0.692 0.986 0.244 0.343 0.619 0.437 0.586 0.320 0.418 0.295 0.263 0.832 0.670

5.3.1 CONSTRUCT VALIDITY  
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• It is also noticed that the square root of the AVE for TI is less than the diagonal interrelated 

correlation between the constructs.  

• With regard to convergent validity it is noticed that the AVE for Tradition, Sustainability 

and TI is below the threshold of 0.05 

Therefore, as established on the issues summarised, it is decided to conduct an Exploratory 

Factor Analysis (EFA) on the constructs that belong to cognitive attributes as they display most of 

the concerns in both convergent and discriminant validity (Hair et al., 2010).  

 

 

 

Applied to the data, the KMO measure is at 0.923 which is more than the threshold of 0.90 

(Kaiser, 1974), and the Bartlett’s Test was at 14000.19 (p<.001) (Table 5.4). This confirms the 

appropriateness of the EFA assessment. 

Table 5.4 KMO and Bartlett’s Test of Sphericity (1st EFA assessment) 

  

 

 

 

 

 

 

5.3.2 EXPLORATORY FACTOR ANALYSIS  
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Table 5.5 Exploratory Factor Analysis (1st Assessment) 

 
Pattern Matrixa 

 

Factor 

1 2 3 4 5 6 

FORTCASTL1  .895 
     

UNIQHER2  .880 
     

WORHER3  .730 
     

SUPPFOLK3  .626 
     

MARIHIST6  .598 
     

FRANK4  .575 
     

SUPPTRA2  .573 
     

TRACUST1  .460 
     

DISH5  .415 
     

ENTERACT4  
 

.784 
    

HOTEL1  
 

.779 
    

QUALSHOPP5  
 

.742 
    

NETWORK3  
 

.661 
    

FOOD1  
 

.653 
    

DESTINATION2  
 

.607 
    

FOOD2  
 

.602 
    

DIFFCUL6  
 

.441 
    

FOOD3  .303 .435 
    

PEOP2  
  

.911 
   

PEOP1  
  

.857 
   

PEOP3  
  

.564 
   

POLSTA3  
   

.800 
  

POLSTA2  
   

.796 
  

POLSTA1 
   

.665 
  

NAT2  
    

.883 
 

NAT1  
    

.775 
 

NAT3  
    

.602 
 

RECBIN2  
     

.790 

HOUSECOM3  
     

.741 

PUBH1  
     

.387 

Extraction Method: Maximum 

Likelihood.  

 Rotation Method: Promax with Kaiser 

Normalization.a 

      

a. Rotation converged in 7 iterations.       

FORTCASTL1= Oman has prominent forts and castles, UNIQHER2= Oman has unique heritage sites, WORHER3= Oman has several World 

Heritage Sites, SUPPFOLK3= Oman supports Omani Folklore Arts such as poetry and literature, MARIHIST6= Oman has a long maritime 

history and traditional boat building, FRANK4= Frankincense is important to the Omani identity, SUPPTRA2= Oman supports several traditional 

practices, TRACUST1 =Traditions and customs are important in Oman, DISH5= Omani Dishdasha and dress are an integral part of the Omani 

identity, ENTERACT4= Oman offers enjoyable entertainment activities, HOTEL1= Oman has good quality hotels and accommodations, 
QUALSHOPP5= Oman has quality shopping, NETWORK3= Oman has a good network of tourist information, FOOD1= Oman has a diverse 

range of high quality restaurants, DESTINATION2= Omani destinations are easily accessible, FOOD2= Oman has a variety of local restaurants, 

DIFFCUL6= Oman has different cultural experiences, FOOD3= Oman has an appealing local and traditional food, PEOP2= Omani people are 

friendly, PEOP1= Omani people are hospitable, PEOP3= Oman is good for families, POLSTA3= Oman is a safety country, POLSTA2= Oman is 

a terrorist-free country, POLSTA1= Oman is politically stable, NAT2= Oman has diverse natural landscape, NAT1= Oman has beautiful scenery, 
NAT3= Oman’s mountains and wadis are a prominent aspect of the nation’s landscape, RECBIN2= Recycling bins are widely available, 

HOUSECOM3= Houses and commercial buildings seem to be energy efficient, PUBH1= Public hygiene is very good 
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The pattern matrix outcome- Exploratory Factor Analysis (Table 5.5) show Tradition and 

Tangible Cultural Heritage have both grouped together in factor 1. Additionally, Tourism 

Infrastructure (TI) and Food have both loaded together in factor 2. Moreover, it is noticed that the 

item (PUBH1) which belong to Sustainability is loading quite low with a value less than 0.4. 

Hence, it was decided to remove the item (PUBH1) from the second EFA assessment. The second 

EFA conducted grouped the items Sustainability, Tourism Infrastructure and Food under one 

component that is factor 2. Since (FOOD3) is cross loading on another factor, it was decided to 

remove the item (FOOD3) from the third assessment of the EFA. In the third round of the EFA 

(FOOD 3) was excluded and results indicates low loading of the item (DIFFCUL6), hence the item 

(DIFFCUL6) was then removed. It was also noticed that the items (DISH5) and (TRACUST1) 

were loading quite low. However, the judgement was made and presented. These results mean that 

Tradition and Tangible Cultural heritage are viewed under the same perspective allowing them to 

be grouped as one construct. Similarly, Sustainability, Tourism infrastructure, and Food seemed 

to prevail within the same view of what is provided by the destination as an indication of tourism 

experiences.  

 

Table 5.6 KMO and Bartlett’s Test of Sphericity (2nd EFA assessment) 

 

 

The KMO measure is at 0.914 which is still higher than the threshold of 0.90 (Kaiser, 

1974), and the Bartlett’s Test is at 12685.004 (p<.001) (Table 5.6). The KMO an Bartlett’s Test 

shows the suitability to conduct an EFA assessment.  

The final EFA conducted following the deletion of all three items (PUBH1), (FOOD3), 

and (DIFFCUL6) (Table 5.8). After the second and final EFA assessment on Cognitive attributes, 

the pattern matrix resulted in a total of five components with the following pattern presents (Table 

5.7):   
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Table 5.7 Components of the Pattern Matrix Results after the 2nd Assessment 

FACTOR NO. INCLUSIONS 

Factor 1 includes 3 items from Tangible Cultural Heritage (TCH) and 6 items from  

Tradition (TRA).  

 

Factor 2: combines 5 items from Tourism Infrastructure (TI), 2 items from Food  

(FOOD), and 2 items from Sustainability (SUS) 

 

Factor 3: includes 3 items from People (PEOP) as indicated prior to the EFA  

 assessment.  

 

Factor 4: includes 3 items from Political Stability (POLSTA) as indicated prior EFA  

 to the assessment.  

 

Factor 5: includes 3 items from Nature (NAT) as indicated prior EFA to the  

 assessment.  

 

After ensuring that there are no cross loading of items, the remaining items were re-

assessed and confirmed in a second Confirmatory Factor Analysis (CFA) assessment to examine 

both convergent and discriminant validity, and to confirm the model fit.  

The following Section 5.3.3 provides the second assessment for the CFA. 

 

 

 

Upon running the second CFA assessment and investigating the construct validity 

(convergent and discriminant), it is found that the AVE issues occurring at the first assessment 

included low AVE values for Sustainability (SUS=0.487), Tourism Infrastructure (TI=0.449) and 

Tradition (TRA=0.474). These values were below 0.5 the recommended threshold for the AVE. 

Hence, to improve the average variance (AVE) for the constructs (SUS, TRA, TI), an EFA was 

conducted on the cognitive constructs which seemed to have issues in the convergent and 

discriminant validity of the constructs measured. Accordingly, based on the second EFA 

assessment a total of three items were deleted from SUS, FOOD and TI which were either cross 

loading with other constructs or had very low loadings. The CFA outcome represent items after 

deletion based on the EFA (Figure 5.2). The figure also exhibits a higher loading construct for 

Tangible Cultural Heritage (TCH) and Traditions (TRA) as they were grouped under one 

component in the EFA. A higher order construct was also created for (TI, FOOD, SUS) as they 

were grouping together in the 2nd assessment of the EFA. The grouping of (TCH and TRA), and 

(TI, FOOD, SUS) helped improve the AVE measures for these items.  

5.3.3 CONFIRMATORY FACTOR ANALYSIS (SECOND ASSESSMENT) 
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Table 5.8 Exploratory Factor Analysis (2nd Assessment) 

Pattern Matrixa 

 

Factor 

1 2 3 4 5 

FORTCASTL1  .898 
    

UNIQHER2  .878 
    

WORHER3  .728 
    

SUPPFOLK3  .614 
    

MARIHIST6  .586 
    

FRANK4  .552 
    

SUPPTRA2  .550 
    

TRACUST1  .439 
    

DISH5  .403 
    

NETWORK3  
 

.742 
   

QUALSHOPP5  
 

.733 
   

ENTERACT4  
 

.720 
   

FOOD1  
 

.700 
   

HOTEL1  
 

.631 
   

FOOD2  
 

.629 
   

DESTINATION2  
 

.574 
   

HOUSECOM3  
 

.540 
   

RECBIN2  
 

.505 
   

PEOP2  
  

.890 
  

PEOP1  
  

.855 
  

PEOP3  
  

.570 
  

POLSTA2  
   

.794 
 

POLSTA3  
   

.794 
 

POLSTA1  
   

.666 
 

NAT2  
    

.860 

NAT1  
    

.796 

NAT3  
    

.600 

Extraction Method: Maximum 

Likelihood.  

 Rotation Method: Promax with Kaiser 

Normalization. 

     

a. Rotation converged in 6 iterations.      

FORTCASTL1= Oman has prominent forts and castles, UNIQHER2= Oman has unique heritage sites, WORHER3= Oman has several World 

Heritage Sites, SUPPFOLK3= Oman supports Omani Folklore Arts such as poetry and literature, MARIHIST6= Oman has a long maritime 

history and traditional boat building, FRANK4= Frankincense is important to the Omani identity, SUPPTRA2= Oman supports several traditional 

practices, TRACUST1 =Traditions and customs are important in Oman, DISH5= Omani Dishdasha and dress are an integral part of the Omani 
identity, NETWORK3= Oman has a good network of tourist information, QUALSHOPP5= Oman has quality shopping, ENTERACT4= Oman 

offers enjoyable entertainment activities, FOOD1= Oman has a diverse range of high quality restaurants, HOTEL1= Oman has good quality 

hotels and accommodations, FOOD2= Oman has a variety of local restaurants, DESTINATION2= Omani destinations are easily accessible, 

HOUSECOM3= Houses and commercial buildings seem to be energy efficient, RECBIN2= Recycling bins are widely available, PEOP2= Omani 

people are friendly, PEOP1=Omani people are hospitable, PEOP3= Oman is good for families, POLSTA2= Oman is a terrorist-free country, 
POLSTA3= Oman is a safety country, POLSTA1= Oman is politically stable, NAT2= Oman has diverse natural landscape, NAT1= Oman has 

beautiful scenery, NAT3= Oman’s mountains and wadis are a prominent aspect of the nation’s landscape 
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Figure 5.2 Second Stage Process of CFA- After Item Deletion  
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Based on the CFA outcomes, conducting other assessments is viewed appropriate at this 

stage. The estimate values of the Goodness of Fit are CMIN/df=2.956, CFI=.933, SRMR= .0479, 

RMSEA=.045 (Table 5.9). While, the standardised factor loadings for all items are above 0.7 and 

only SUS, EXPBEH and POLSTA1 are loading above 0.50 which is still considered a good fit 

value. Finally, all correlations are below 0.85 similar to the first CFA assessment showing a good 

indication for discriminant validity.  

Table 5.9 Report Goodness of Fit Measures (after removing PUBH1, FOOD3 and DIFFICUL6) 

Measure Type Goodness of Fit 

Value 

Thresholds  Authors  

Xsquare/df  

(CMIN/df) 

2.956  < 3 good 

< 5 acceptable  

(Brown, 2006; 

Byrne,2016, Hair et 

al., 2010; Hu & 

Bentler, 1998; 

Schumacker & 

Lomax, 2004) 

CFI 

(Comparative Fit 

Index) 

0.933  > 0.95 excellent  

> 0.90 good  

> 0.80 acceptable  

(Barrett, 2007; 

Byrne,2016; Dawes et 

al., 1998; Gefen et al., 

2000; Greenspoon & 

Saklofske, 1998; Hair 

et al., 2013; Hu & 

Bentler, 1999) 

SRMR .0479  < 0.05 good  

< 0.08 acceptable 

< 0.1 acceptable 

 

(Byrne, 2016; Gefen et 

al., 2011; Hu & 

Bentler; 1998) 

RMSEA 0.045  

(PCLOSE =1.000) 

< 0.05 excellent fit  

< 0.08 good fit  

< 0.1 acceptable fit 

(Hooper, et al., 2008) 

 

(Byrne, 2016; Hooper, 

et al., 2008; Hu & 

Bentler, 1998) 

Standardised factor 

loading  

All items are above 

0.7 except for the 

following items 

loading above 0.50, 

which is considered 

tolerable (SUS, 

EXPBEH, POLSTA1).  

 

> 0.7 excellent  

> 0.50 good 

(Brown, 2006; Byrne, 

2016; Hair et al., 

2013; Kline, 2010; 

Stevens, 1992) 

Correlation between 

the construct  

(good indication for 

discriminant validity is 

below 0.85) 

All correlations are 

below 0.85 

<0.85 (Kline, 2010; Weston 

& Gore, 2006) 
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Table 5.10 shows the construct validity including CR, Convergent and discriminant 

validity for the constructs after creating a higher order construct for (TRA and TCH), and (TI, 

FOOD and SUS). The values of AVE have improved as all constructs load with an AVE value 

above 0.5 (Fornell & Larcker, 1981) which is higher than the suggested threshold. Also, the square 

root of each reported value is larger than the rest of the correlations. Thus, the results show no 

convergent, or discriminant validity issues in the constructs. Moreover, the CR, MSV, AVE and 

the square root of the AVE all indicate good estimate value and are good measures for this research 

study.  Hence, after assessing the goodness of fit and the AVE values, which presents no issues, 

proceeding with other assessments and confirming the model is deemed appropriate.  

Table 5.10 Construct Validity (CR, Convergent and Discriminant Validity)- after item deletion  

 

Having established and affirmed a reliable and valid assessment model the following will 

present the projected relationships between all constructs and intention to recommend.  

5.4 HYPOTHESIS TESTING  

This Section provides the analysis and results of the hypothesis testing. Specifically, 

Sections 5.4.1 and 5.4.4 exhibit the Destination Brand Meaning Structural Model as a result of the 

hypothesis testing.  

 

 

Having confirmed the reliability and validity of the measurement model, this Section now 

considers the structural model for this research study. The structural model assesses the 

relationships between the constructs denoted in the conceptual model (Figure 4.1). Hence, the 

objective of conducting the SEM in this research study is to examine the hypothesised relationships 

between the cognitive attributes, experiential attributes, emotional attributes and intentions to 

 CR AVE MSV MaxR(H) INTREC POLST EXPERI EMOTI NAT FTI TCTR PEOP

INTREC 0.902 0.756 0.584 0.932 0.869

POLST 0.791 0.559 0.461 0.947 0.585 0.748

EXPERI 0.823 0.610 0.520 0.958 0.586 0.529 0.781

EMOTI 0.908 0.766 0.584 0.971 0.764 0.679 0.721 0.875

NAT 0.857 0.666 0.501 0.976 0.465 0.465 0.459 0.482 0.816

FTI 0.865 0.687 0.361 0.981 0.372 0.269 0.601 0.405 0.220 0.829

TCTR 0.864 0.762 0.501 0.984 0.558 0.622 0.648 0.644 0.708 0.366 0.873

PEOP 0.850 0.656 0.448 0.986 0.440 0.499 0.413 0.488 0.669 0.249 0.632 0.810

5.4.1 STRUCTURAL MODEL - (INTENTIONS TO RECOMMEND) 
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recommend for locals and non-locals, and intention to revisit for non-locals. All of the examined 

relationships were tested first including all participants (group1: locals and group2: non-locals). 

The structural standardised estimates for the model and relationship significance were calculated 

(Table 5.11), as well as the significance of hypothesised relationships, and whether these are 

supported by the statistical tests (Table 5.12).  

Table 5.11 Structural Standardised Estimates and Significance Level  

Relationship Standardised Regression 

Estimate  

S.E. Critical Ratio 

C.R. 

P-value 

If >0.05 not 

significant  

PEOP  →EXPERI -0.057 0.042 -1.132 .257 

NAT     →EXPERI .050 .047 .853 .394 

POLST→EXPERI .185 .053 3.846 *** 

FTIS    →EXPERI .415 .033 10.226 *** 

TCTR  →EXPERI .382 .077 5.399 *** 

PEOP   →EMOTI .068 .040 1.631 .103 

NAT     →EMOTI .003 .045 .061 .952 

POLST →EMOTI .349 .055 8.137 *** 

FTIS      →EMOTI -.015 .037 -.377 .706 

TCTR    →EMOTI .092 .078 1.486 .137 

EXPERI→EMOTI .457 .072 7.398 *** 

EMOTI →INTREC .621 .055 11.407 *** 

EXPERI→INTREC -.007 .073 -.106 .916 

PEOP    →INTREC .003 .039 .074 .941 

NAT      →INTREC .108 .043 2.373 .081 

POLST →INTREC .098 .057 2.260 .024 

FTIS     →INTREC .075 .035 2.044 .041 

TCTR   →INTREC -.005 .074 -.080 .937 

*P<0.05, **<0.01, ***<0.001, ns=non-significant 
PEOP= People, NAT=Nature, POLST= Political Stability, FTIS= Food, Tourism Infrastructure and Sustainability, 

TCTR= Tangible Cultural Heritage and Traditions, EMOTI= Emotions, EXPERI= Experiential, INTREC= 

Intentions to Recommend. 

When examining the SEM model, step one includes testing the model for all participants 

without the mediating variables. The objective is to examine the direct path between cognitive 

constructs to experiential and emotions, and intention to recommend. Also, to test the direct path 

between experiential to emotions and intentions to recommend as well as the path between 

emotions and intentions to recommend. The relationships examined between the hypothesised 

constructs, and whether they are supported are displayed (Table 5.12). The results indicate eights 

paths out of eighteen which were statistically significant.  
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Table 5.12 Summary of Supported and Non-Supported Hypothesis  

 

Hypothesis 

   Standardised 

Regression 

Estimate  

R2  

 

P-

Value 

Result  

Supported or 

not supported 

H1a: (PEOP-EMOTI) People    
→  

Emotions .068  .103 Not supported 

H1b: (PEOP-EXPERI) People → Experiential -0.057  .257 Not supported 

H1c: (PEOP-INTREC) People → Intention to 

recommend 

.003  .941 Not supported 

H2a: (NAT-EMOTI) Nature  → Emotion .003  .952 Not supported 

H2b: (NAT-EXPERI) Nature → Experiential  .050  .394 Not supported 

H2c: (NAT-INTREC) Nature → Intention to 

Recommend  

.108  .081 Not supported 

H3a: (PLOST-EMOTI) POLST → Emotion  .349 0.12 *** Supported 

H3b: (POLST-EXPERI) 

 

POLST → Experiential  .185 0.034 

 

*** Supported 

H3c: (POLST-INTREC) 

 

POLST → Intention to 

Recommend  

.098 0.0096 0.024 Supported 

H4a: (FTIS-EMOTI) FTIS → Emotion -.015  .706 Not Supported 

H4b: (FTIS-EXPERI) 

 

FTIS  → Experiential .415 0.172 *** Supported 

H4c: (FTIS-INTREC) 

 

FTIS  → Intention to 

Recommend 

.075 0.006 .041 Supported 

H5a: (TCTR-EMOTI) TCTR 

 

→ Emotion .092  .137 Not Supported 

H5b: (TCTR-EXPERI) 

 

TCTR 

 

→ Experiential .382 0.146 *** Supported 

H5c: (TCTR-INTREC)   TCTR 

 

→ Intention to 

Recommend 

-.005  .937 Not Supported 

H6a: (EXPERI-EMOTI) EXPERI → Emotion .457 0.209 *** Supported 

H6b: (EXPERI-INTREC) 

 

EXPERI → Intention to 

Recommend  

-.007  .916 Not Supported 

H7a: (EMOTI-INTREC) 

 

EMOTl  → Intention to 

Recommend  

.621 0.385 *** Supported 

*P<0.05, **<0.01, ***<0.001, ns=non-significant 

PEOP= People, NAT=Nature, POLST= Political Stability, FTIS= Food, Tourism Infrastructure and Sustainability, 

TCTR= Tangible Cultural Heritage and Traditions, EMOTI= Emotions, EXPERI= Experiential, INTREC= 

Intentions to Recommend. 

Supported relationships with their variance explained in declining order are:  
EMOTI→INTREC, EXPERI→EMOTI, FTIS→EXPERI, TCTR→EXPERI, PLOST→EMOTI, POLST→EXPERI, 

POLST→INTREC, FTIS→INTREC 
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The results for the supported hypothesised paths provided are explained here. The results 

are explained base on their highest variance attributed to each of the relationships:  

H3a predicted that there is a meaningful and positive association between political stability 

and emotion. The statistical results for this relationship is supported indicating a standardised 

regression estimate of 0.349 with a high significance Pvalue of <0.001. Political stability explained 

12% of the variance in people’s emotions. This means that as political stability is enhanced, 

people’s emotions towards the nation brand is directly and positively enhanced.  

H3b predicted that there is a meaningful and positive association between political stability 

and experiences. The statistical results for this relationship is highly supported indicating a 

standardised regression estimate of 0.185 and a high significance Pvalue of <0.001. Political 

stability explained approximately 3.4% of the variance in people’s willingness to recommend. This 

means that people’s experiences are positively enhanced as political stability increases.  

H3c predicted that there is a meaningful and positive association between political stability 

and intention to recommend. The statistical results for this association is well supported showing 

a standardised regression estimate of 0.098 and a significance Pvalue of <0.05. Political stability 

explained approximately 1% of the variance in people’s willingness to recommend. This means 

that people are more likely intending to recommend the nation brand as political stability increases.  

H4b predicted that there is a meaningful and positive association between Food, Tourism 

infrastructure and Sustainability (FTIS) to experiences. The statistical results for this association 

is highly supported showing a standardised regression estimate of 0.415 and a significance Pvalue 

of <0.001. FTIS explained 17% of the variance towards people’s experiences. This means that as 

Food-Tourism Infrastructure-Sustainability enhances people’s experiences are likewise enhanced 

positively.  

H4c predicted that there is a meaningful and positive association between Food, Tourism 

infrastructure and Sustainability (FTIS) to intention to recommend. The statistical results for this 

association is almost supported showing a standardised regression estimate of 0.075 and a 

significance Pvalue of just about <0.05. FTIS explains approximately 0.6 % of the variance 

towards intention to recommend. This means that as Food, Tourism Infrastructure, Sustainability 

increases, people are more likely to recommend the nation as a place to visit.  

H5b predicted that there is a meaningful and positive association between Tangible 

Cultural Heritage and Traditions  (TCTR) to experiences. The statistical results for this association 
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is highly supported showing a standardised regression estimate of 0.382 and a high significance 

Pvalue of <0.001. FTIS explains approximately 15% of the variance towards people’s experiences. 

This means that people’s experiences are positively increased when Tangible Cultural Heritage a 

Traditions increase.  

H6a predicted that there is a meaningful and positive association between experiences and 

emotions. The statistical results for this association is highly supported showing a standardised 

regression estimate of 0.457 and a high significance Pvalue of <0.001. People’s experiences 

explain approximately 21% of the variance towards people’s emotions. This means that people’s 

emotions are positively enhanced as peoples’ experiences are enhanced.   

H7a predicted that there is a meaningful and positive association between emotions and 

intention to recommend. The statistical results for this association is highly supported showing a 

standardised regression estimate of 0.621 and a high significance Pvalue of <0.001. People’s 

emotions explain approximately 39% of the variance towards intentions to recommend. This 

means that people have a higher tendency to recommend a destination brand as their emotions 

towards the nation increases.  

Additionally, the remainder of the hypothesis were not supported by the assessments 

conducted on the model due to the high Pvalues observed which were p>0.05. For example, the 

path between people and emotions, people and experiential, people and intention to recommend 

are all not supported as the standardised regression estimate is .068, -0.057 and .003 respectively. 

Also showing insignificant Pvalues of >0.05 for all H1a, H1b and H1c.   

Similarly, H2a, H2b and H2c were not supported by the assessments conducted on the 

model due to the high Pvalues observed which were p>0.05. The path between nature and 

emotions, nature and experiential, nature and intention to recommend are all not supported as the 

standardised regression estimate is .003, .050 and .108 respectively. Also showing insignificant 

Pvalues of >0.05 for all H2a, H2b and H2c.   

While, the relationship between Food, Tourism Infrastructure, Sustainability (FTIS) is 

supported towards experiences and intention to recommend, it is worth noting that FTIS is not 

supported towards emotions. It is observed that the standardised regression estimate is -.015, and 

the Pvalue is >0.05 for H4a.  

Also, the relationship between Tangible Cultural Heritage-Traditions (TCTR) to emotions 

and to intentions to recommend are not supported. The standardised regression estimate is .092, 
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.050 and .937 respectively. Also showing insignificant Pvalues of >0.05 for both H5a, H2b and 

H5c.  

Finally, the association between experiential and intentions to recommend is also 

interestingly not supported, since the standardised regression estimate is -.007 and the Pvalue is 

not significant with a weight of >0.05.  he final model representing all the constructs, and their 

paths exhibited (Figure 5.3).  

Figure 5.3 Structural Model of Destination Brand Meaning- for both locals and non-locals  

 
 

 

PEOP= People, NAT= Nature, POLS= Political Stability, FTIS=Food-Tourism Infrastructure-Sustainability, TCTR=Tangible 

Cultural Heritage and Traditions, EXPERI=Experiential, EMOTI=Emotions, INTREC=Intention to Recommend 

 

Bold lines indicate supported paths  

 
EMOTI→INTREC, EXPERI→EMOTI, FTIS→EXPERI, TCTR→EXPERI, PLOST→EMOTI, POLST→EXPERI, POLST→INTREC, 

FTIS→INTREC 
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While, the goodness of fit indexes revealed good results for the destination brand meaning 

structural model and intentions to recommend for all groups including locals and non-locals, 

further assessment of the structural model was conducted by examining the squared multiple 

correlation coefficients for structural equations, indicating the amount of variance between 

variables.  

Configural invariance is the “baseline model against which the other models can be 

compared” (Steenkamp & Baumgartner, 1998, p. 85) . The configural invariance assessment is 

conducted to test whether the constructs measured have similar patterns of both free and fixed 

loadings across groups in this Section specifically between locals and non-locals or foreigners 

(Putnick & Bornstein, 2016). This basically means that this assessment examines how well the 

data fits across the different groups under investigation. On the other hand, metric invariance 

means “that each item contributes to the latent construct to a similar degree across groups” (Putnick 

& Bornstein, 2016, p.75) . The metric variance assesses the invariance between the measurement 

weights between different groups. The process followed in measuring the configural invariance 

and metric invariances across groups is based on Byrne’s steps (2016).  

  

5.4.2 CONFIGURAL AND METRIC INVARIANCES (INTENTION TO RECOMMEND)- LOCALS AND 

NON-LOCALS  
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Figure 5.4 Configural Invariance CFA for Locals  
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Configural invariance for locals (Tables 5.13; Figure 5.4), and non-locals (Table 5.14; 

Figure 5.5) were calculated based on their goodness-of-fit.  

According to the CFA results for the configural invariance assessment on locals, the 

estimate values of the Goodness of Fit measures is calculated, and the values are CMIN/df=2.421, 

CFI=.920, SRMR= .0536, RMSEA=.051 (Table 5.13). While, the standardised factor loadings for 

all items are above 0.7, except for EXPBEH and SUS loading above 0.50 which is considered a 

good fit value. Finally, all correlations are below 0.85 indicating no construct validity issues. 

Table 5.13: Configural Invariance- Goodness of Fit Measures – (Group1: Locals) 

Measure Type Goodness of Fit 

Value 

Thresholds  Authors  

Xsquare/df  

(CMIN/df) 

2.421 < 3 good 

< 5 acceptable  

(Brown, 2006; Byrne,2016, Hair et al., 

2010; Hu & Bentler, 1999; 

Schumacker & Lomax, 2004) 

CFI 

(Comparative Fit 

Index) 

.920 > 0.95 excellent  

> 0.90 good  

> 0.80 acceptable  

(Barrett, 2007; Byrne,2016; Dawes et 

al., 1998; Gefen et al., 2000; 

Greenspoon & Saklofske, 1998; Hair 

et al., 2013; Hu & Bentler, 1999) 

SRMR .0536 < 0.05 good  

< 0.08 acceptable 

< 0.1 acceptable 

 

(Byrne, 2016; Gefen et al., 2011; Hu 

& Bentler; 1999) 

RMSEA .051 

 

< 0.05 excellent fit  

< 0.08 good fit  

< 0.1 acceptable fit 

(Hooper, et al., 

2008) 

 

(Byrne, 2016; Hooper, et al., 2008; Hu 

& Bentler, 1999) 

Standardised factor 

loading  

All items are above 

0.7 except for the 

following items 

loading above 0.50, 

which is considered 

tolerable (EXBEH 

and SUS) 

 

> 0.7 excellent  

> 0.50 good 

(Brown, 2006; Byrne, 2016; Hair et 

al., 2013; Kline, 2010; Stevens, 1992) 

Correlation between 

the construct  

(good indication for 

discriminant validity 

is below 0.85) 

All correlations are 

below 0.85 

<0.85 (Kline, 2010; Weston & Gore, 2006) 

Reference : 

http://davidakenny.net/cm/mfactor.htm 

 

Having assessed the CFA and goodness of fit measures for the configural invariance on the 

first group representing the Omani locals, the following configural invariance CFA assessment 

(Figure 5.6) presents the second group under investigation including the non-locals and foreigners.  
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Figure 5.5 Configural Invariance CFA for Non-locals 
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Based on the CFA results of the configural invariance assessment on non-locals, Table 5.14 

shows the estimate values of the Goodness of Fit measures. The following Table 5.14 displays the 

values as, CMIN/df=2.421, CFI=.920, SRMR= .0536, RMSEA=.051. While, the standardised 

factor loadings for all items are above 0.7, except for EXPBEH and SUS loading above 0.50 which 

is considered a good fit value. Finally, all correlations are below 0.85 indicating no construct 

validity issues.  

Table 5.14 Configural Invariance- Goodness of Fit Measures – (Group2: Non-Locals) 
Measure Type Goodness of Fit 

Value 

Thresholds  Authors  

Xsquare/df  

(CMIN/df) 

2.070 < 3 good 

< 5 acceptable  

(Brown, 2006; Byrne,2016, Hair et al., 

2010; Hu & Bentler, 1999; 

Schumacker & Lomax, 2004) 

CFI 

(Comparative Fit 

Index) 

.910 > 0.95 excellent  

> 0.90 good  

> 0.80 acceptable  

(Barrett, 2007; Byrne,2016; Dawes et 

al., 1998; Gefen et al., 2000; 

Greenspoon & Saklofske, 1998; Hair 

et al., 2013; Hu & Bentler, 1999) 

SRMR .0539 < 0.05 good  

< 0.08 acceptable 

< 0.1 acceptable 

 

(Byrne, 2016; Gefen et al., 2011; Hu 

& Bentler; 1999) 

RMSEA .049 

 

< 0.05 excellent fit  

< 0.08 good fit  

< 0.1 acceptable fit 

(Hooper, et al., 

2008) 

 

(Byrne, 2016; Hooper, et al., 2008; Hu 

& Bentler, 1999) 

Standardised factor 

loading  

All items are above 

0.7 except for the 

following items 

loading above 0.50, 

which is considered 

tolerable (EXBEH 

and SUS) 

 

> 0.7 excellent  

> 0.50 good 

(Brown, 2006; Byrne, 2016; Hair et 

al., 2013; Kline, 2010; Stevens, 1992) 

Correlation between 

the construct  

(good indication for 

discriminant validity 

is below 0.85) 

All correlations are 

below 0.85 

<0.85 (Kline, 2010; Weston & Gore, 2006) 

Reference : 

http://davidakenny.net/cm/mfactor.htm 

Based on the configural base assessments and the goodness of fit measures results for both 

groups (group 1= locals and group 2= non-locals), it is noticed that the goodness of fit measures 

for both groups meet the thresholds suggested for each measure. In sum, it can be said that both 

models for both groups have a good fit, and is affirmed that the model fit across both groups (locals 

and non-locals) are indifferent. Hence, configural invariance for both models is achieved across 

groups. 
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After examining and affirming the configural invariance between groups, metric invariance 

is then assessed through constraining the factor loadings of the items to be equal between both 

groups (Putnick & Bornstein, 2016). Cheung and Rensvold (2002) suggest a CFI difference value 

of less than or equal to 0.01. The metric structure invariance between both groups (locals and non-

locals) is presented in Table 5.15 where it highlights the CFI value of less than 0.01, indicating 

that the measurements between both groups are indifferent.  

Table 5.15 Metric Invariance (Locals and Non-Locals)  

Model CFI Unconstrained CFI 

Unconstrained  .916  

Measurement weights .914 .916 0.002 

Structural weights .914 .916 0.002 

Structural covariances .911 .916 0.005 

Structural residuals .910 .916 0.006 

 

Since Table 5.15 the Metric Invariance for locals and non-locals shows an unconstrained 

CFI values of less than 0.01 between all indicated measures, hence it is concluded that the 

achieved metric invariance considers the measurement model to be equal across groups.  

 

 

 

The Confirmatory Factor Analysis (CFA) for the model-intention to re-visit- for non-locals 

exhibits the cognitive items, experiential and emotional items and intention to re-visit (Figure 5.6). 

The cognitive construct includes people, nature, tourism infrastructure (TI, FOOD and SUS), 

cultural heritage (TCH and TRA), and political stability. Finally, the correlations between factors 

are all less than 0.85 which is considered ideal (Kline, 2015; McCoach, Gable, & Madura, 2013), 

indicating that each item measures the constructs as intended. 

  

5.4.3 CONFIRMATORY FACTOR ANALYSIS (INTENTION TO RE-VISIT)  
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             Figure 5.6 Confirmatory Factor Analysis (CFA)- Intention to Re-visit 
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Table 5.16: Report Goodness of Fit Measures- Intention to Revisit  

 

According to the results of the standardised factor loadings all items that load above the 

threshold of 0.7 (Churchill, 1979) are considered excellent. The findings also show that items 

(EXBEH, SUS, PEOPE3, POLSTA1) load under 0.7, however they still remain above the 

threshold of 0.5 which is considered acceptable (Hair et al., 2010). Table 8.31 shows the estimate 

values of the Goodness of Fit for CMIN/df=1.986, CFI=.917, SRMR= .0544, RMSEA=.048. The 

CFA and the Goodness of Fit assessment provides a good indication to further assess construct 

validity.  

Construct validity including CR, Convergent and discriminant validity for non-locals, 

including all constructs and intention to re-visit are measured. The values of AVE for all constructs 

including intention to revisit load with an AVE value above the suggested cut off measure of 0.5 

(Fornell & Larcker, 1981). Also, the square root of each reported value is larger than the rest of 

Measure Type Goodness of Fit 

Value 

Thresholds  Authors  

Xsquare/df  

(CMIN/df) 

1.986 < 3 good 

< 5 acceptable  

(Brown, 2006; Byrne,2016, Hair et al., 

2010; Hu & Bentler, 1999; 

Schumacker & Lomax, 2004) 

CFI 

(Comparative Fit 

Index) 

.917 > 0.95 excellent  

> 0.90 good  

> 0.80 acceptable  

(Barrett, 2007; Byrne,2016; Dawes et 

al., 1998; Gefen et al., 2000; 

Greenspoon & Saklofske, 1998; Hair 

et al., 2013; Hu & Bentler, 1999) 

SRMR .0544 < 0.05 good  

< 0.08 acceptable 

< 0.1 acceptable 

 

(Byrne, 2016; Gefen et al., 2011; Hu 

& Bentler; 1999) 

RMSEA .048 

(PCLOSE =1.000) 

< 0.05 excellent fit  

< 0.08 good fit  

< 0.1 acceptable fit 

(Hooper, et al., 

2008) 

 

(Byrne, 2016; Hooper, et al., 2008; Hu 

& Bentler, 1999) 

Standardised factor 

loading  

All items are above 

0.7 except for the 

following items 

loading above 0.50, 

which is considered 

tolerable (EXBEH, 

SUS, PEOP3, 

POLSTA1) 

 

> 0.7 excellent  

> 0.50 good 

(Brown, 2006; Byrne, 2016; Hair et 

al., 2013; Kline, 2010; Stevens, 1992) 

Correlation between 

the construct  

(good indication for 

discriminant validity 

is below 0.85) 

All correlations are 

below 0.85 

<0.85 (Kline, 2010; Weston & Gore, 2006) 

Reference : 

http://davidakenny.net/cm/mfactor.htm 
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the correlations. Thus, the results show no convergent, or discriminant validity issues in the 

constructs. Moreover, the CR, MSV, AVE and the square root of the AVE all indicate good 

estimate measures and are acceptable for further assessment (Table 5.17). 

Table 5.17 Construct Validity (CR, Convergent and Discriminant Validity)-Intention to re-visit 

 

 

 

After ensuring the reliability and validity of the measurement models for non-locals with 

intention to revisit construct, this Section assesses the structural model for non-locals including 

intention to revisit construct. Table 5.17 affirmed that there are no convergent no discriminant 

validity issues, and that all measurements achieved construct reliability. The findings from the 

measurement models provided the researcher the opportunity to further assess the structural model 

presented in this Section (Figure 5.7).  

The structural model examines the relationships between the constructs (Figure 5.7). The 

objective of conducting the SEM in this section is to examine the hypothesised relationships (H7-

H13) between the cognitive attributes, experiential attributes, emotional attributes and intentions 

to re-visit only for non-locals. The first structural model presented earlier (see Figure 5.3) 

examined the relationships between cognitive, experiential and emotional constructs and their 

association to intention to recommend for all groups (locals and non-locals). Whereas, the 

structural model – Figure 5.7- captures the relationship between the cognitive, experiential and 

emotional attributes and their associations to intention to re-visit for the non-local group only. The 

structural standardised estimates for the model and the significance of each relationship are applied 

(Table 5.18). The hypothesised relationships, their significance and the outcome of the hypothesis 

whether supported or not for non-locals, and their intention to re-visit is provided (Table 5.19).  

  

5.4.4 STRUCTURAL MODEL - (INTENTION TO REVISIT) 

 CR AVE MSV MaxR(H) POLST EXPERI EMOTI NAT FTI TCTR INTREV PEOP

POLST 0.767 0.525 0.360 0.784 0.724

EXPERI 0.813 0.594 0.501 0.895 0.440 0.771

EMOTI 0.907 0.765 0.486 0.955 0.600 0.697 0.875

NAT 0.800 0.572 0.497 0.962 0.360 0.550 0.538 0.757

FTI 0.877 0.711 0.247 0.976 0.196 0.497 0.356 0.220 0.843

TCTR 0.857 0.750 0.501 0.980 0.447 0.708 0.554 0.705 0.394 0.866

INTREV 0.927 0.810 0.393 0.985 0.528 0.469 0.627 0.398 0.228 0.414 0.900

PEOP 0.818 0.605 0.396 0.986 0.433 0.452 0.517 0.629 0.143 0.618 0.444 0.778
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Table 5.18 Structural Standardised Estimates and Significance Level  

Relationship Standardised 

Regression 

Estimate  

S.E. Critical Ratio 

C.R. 

P-value 

If >0.05 not 

significant  

PEOP   →EXPERI -0.008 

.060 

-.103 (if the 

relationship is 

significant, the C.R 

has to pass the 

threshold) 

.918 

NAT      →EXPERI .122 .069 1.328 .184 

POLST  →EXPERI .143 .065 2.291 .022 

FTIS      →EXPERI .262 .047 4.268 *** 

TCTR    →EXPERI .459 .112 4.124 *** 

PEOP    →EMOTI .146 .059 2.231 .026 

NAT      →EMOTI .166 .068 2.147 .032 

POLST  →EMOTI .326 .070 5.662 *** 

FTIS        →EMOTI .059 .049 1.093 .274 

TCTR    →EMOTI -.165 .121 -1.589 .112 

EXPERI→EMOTI .484 .114 4.958 *** 

EMOTI →INTREV .408 .102 4.780 *** 

EXPERI→INTREV .038 .146 .362 .717 

PEOP    →INTREV .130 .073 1.925 .054 

NAT     →INTREV .020 .083 .248 .804 

POLST →INTREV .216 .092 3.424 *** 

FTIS      →INTREV .013 .059 .236 .813 

TCTR   →INTREV -.034 .147 -.323 .747 
Note: → = the path between variables      *P<0.05, **<0.01, ***<0.001, ns=non-significant 

Similar to the first structural model for all groups (locals and non-locals), the SEM model 

in this Section step includes testing the model for non-locals only. The objective is to examine the 

direct path between the constructs cognitive, experiential and emotions, and intention to re-visit. 

Also, to test the direct path between experiential to emotions and intentions to re-visit and the path 

between emotions and intentions to re-visit. Accordingly, the relationships between the 

hypothesised constructs and whether they are supported or not in the non-local group for intentions 

to re-visit is examined (Table 5.19). Results indicate nine paths out of eighteen that are statistically 

significant (Table 5.19), and the supported hypothesised paths are explained hereunder:  

H8a predicted a positive association between people and emotion. The statistical results 

for this relationship is supported indicating a standardised regression estimate of 0.146 with a 

significance P-value of <0.05. The People attribute explains approximately 2% of the variance 

towards emotions. This means that as people attribute is prominent, peoples’ emotions are 

enhanced.  
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Table 5.19 Summary of Supported and Non-Supported Hypothesis (Non-locals) 

Hypothesis 

   Standardised 

Regression 

Estimate  

R2  

 

P-

Value 

Result  

Supported or 

not supported 

H8a: (PEOP-EMOTI) People    
→  

Emotions .146 0.021 .026  Supported 

H8b: (PEOP-EXPERI) People → Experiential -0.008  .918 Not supported 

H8c: (PEOP-INTREC) People → Intention to re-

visit 

.130  .054 Not supported 

H9a: (NAT-EMOTI) Nature  → Emotion .166 0.028 .032    supported 

H9b: (NAT-EXPERI) Nature → Experiential  .122  .184 Not supported 

H9c: (NAT-INTREC) Nature → Intention to re-

visit 

.020  .804 Not supported 

H10a: (PLOST-EMOTI) POLST → Emotion  .326 0.106 *** Supported 

H10b: (POLST-EXPERI) 

 

POLST → Experiential  .143  .022 Supported 

H10c: (POLST-INTREC) 

 

POLST → Intention to re-

visit 

.216 0.047 *** Supported 

H11a: (FTIS-EMOTI) FTIS → Emotion .059  .274 Not Supported 

H11b: (FTIS-EXPERI) 

 

FTIS  → Experiential .262 0.069 *** Supported 

H11c: (FTIS-INTREC) 

 

FTIS  → Intention to re-

visit 

.013  .747 Not Supported 

H12a: (TCTR-EMOTI) TCTR 

 

→ Emotion -.165  .112 Not Supported 

H12b: (TCTR-EXPERI) 

 

TCTR 

 

→ Experiential .459 0.21 *** Supported 

H12c: (TCTR-INTREC)   TCTR 

 

→ Intention to re-

visit 

-.034  .747 Not Supported 

H13a: (EXPERI-EMOTI) EXPERI → Emotion .484 0.23 *** Supported 

H13b: (EXPERI-INTREC) 

 

EXPERI → Intention to re-

visit 

.038  .717 Not Supported 

H14a: (EMOTI-INTREV) 

 

Emotional  → Intention to re-

visit 

.408 0.17 *** Supported 

Note: → = the path between variables      *P<0.05, **<0.01, ***<0.001, ns=non-significant 

Supported relationships with their variance explained in declining order are:  
EXPERI→EMOTI, TCTR→EXPERI, EMOTI→INTREV, PLOST→EMOTI, FTIS→EXPERI, POLST→INTREV, NAT→EMOTI, 

POLST→EXPERI 
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H9a predicted that there is a positive association between nature and emotion. The 

statistical results for this relationship is supported as well indicating a standardised regression 

estimate of 0.166 with a significance P-value of <0.05. Nature explains approximately 3% of the 

variance towards emotions. This means that as nature attribute is enhanced, people’s emotions is 

also positively enhanced.  

H10a predicted that there is a positive association between political stability and emotion. 

The statistical results for this relationship is supported showing a standardised regression estimate 

of 0.326 with a significance P-value of <0.001. Political stability explains 11% of the variance 

towards emotions. This means that as political stability is enhanced, peoples’ emotions are also 

positively enhanced.  

H10b predicted that there is a positive association between political stability and 

experiential brand. The statistical results for this relationship is supported showing a standardised 

regression estimate of 0.143 with a significance P-value of <0.05. Political stability explains 2% 

of the variance towards experiences. This means that as political stability is enhanced, peoples’ 

experiences positively increase accordingly.  

H10c predicted that there is a positive association between political stability and intention 

to re-visit. The statistical results for this relationship is supported showing a standardised 

regression estimate of 0.216 with a significance P-value of <0.001. Political stability explains 5% 

of the variance towards intention to re-visit. This means that as political stability is enhanced, 

people are more willing to re-visit the country.  

H11b predicted that there is a meaningful and positive association between Food, Tourism 

Infrastructure and Sustainability (FTIS) and experiences. The statistical results for this association 

is highly supported showing a standardised regression estimate of 0.262 and a high significance 

Pvalue of <0.001. FTIS explains 7% of the variance towards people’s experiences. This means 

that people’s experiences are positively increased when food, tourism infrastructure and 

sustainability are enhanced.  

H12b predicted that there is a meaningful and positive association between Tangible 

Cultural Heritage and Tradition (TCTR), and experiences (EXPERI). The statistical results for this 

association is highly supported showing a standardised regression estimate of 0.459 and a high 

significance Pvalue of <0.001. TCTR explains 21% of the variance towards people’s experiences. 
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This means that people’s experiences are positively enhanced as Tangible Cultural Heritage and 

Traditions are enhanced.  

H13a predicted that there is a meaningful and positive association between experiences 

(EXPERI) and emotions (EMOTI). The statistical results for this association is highly supported 

showing a standardised regression estimate of 0.484 and a high significance Pvalue of <0.001. 

Experiences explains 23% of the variance towards people’s emotions. This means that peoples’ 

emotions are positively enhanced as their experiences with the brand are enhanced.  

Finally, H14a predicted that there is a meaningful and positive association between 

emotions (EMOTI) and intention to re-visit (INTREV). The statistical results for this association 

is highly supported showing a standardised regression estimate of 0.408 and a high significance 

Pvalue of <0.001. Emotions explain 17% of the variance towards intention to re-visit. This means 

that peoples’ willingness to re-visit the country increases as their emotions towards the country is 

enhanced.  

Moreover, the remaining hypothesis were not supported by the assessments conducted on 

the model due to high Pvalues observed which were p>0.05. For example, the path between people 

and experiential, people and intention to re-visit are not supported as the standardised regression 

estimates are -.0088 and .130 respectively. Also showing insignificant Pvalues of >0.05 for both 

H8b, H8c.   

Similarly, H9b, H9c and H11a, H11c and H12a, H12c were also not supported by the 

assessments due to the high Pvalues observed which were p>0.05. The paths between nature and 

Experiential, Nature and Intention to Re-visit, Food-Tourism Infrastructure-Sustainability (FTIS) 

and Emotions, FTIS and Intention to Re-visit, Tangible Cultural Heritage-Traditions (TCTR) and 

Emotions, TCTR and Intention to Re-visit are all not supported as the standardised regression 

estimates are is .122, .020, .059, .013, -.165, -.034 respectively. Also showing insignificant P-

values of p>0.05 for all indicated hypothesis comprising H9b, H9c and H11a, H11c and H12a, 

H12c.   

Finally, the association between Experiential and Intentions to Re-visit is also not 

supported, since the standardised regression estimate is .038 and the P-value is not significant with 

a weight of >0.05.  The final model representing all the constructs, and their paths is presented 

(Figure 5.7).    
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Figure 5.7 Structural Model of Destination Brand Meaning- for non-locals (Intention to Re-visit) 

PEOP= People, NAT= Nature, POLST= Political Stability, FTIS=Food-Tourism Infrastructure-Sustainability, TCTR=Tangible Cultural and 

Heritage-Traditions, EXPERI=Experiential, EMOTI=Emotions, INTREV=Intentions to Re-Visit 

Bold lines indicate supported paths  

EXPERI→EMOTI, TCTR→EXPERI, EMOTI→INTREV, PLOST→EMOTI, FTIS→EXPERI, POLST→INTREV, 

NAT→EMOTI, POLST→EXPERI 
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5.5 SUMMARY OF CHAPTER FIVE 

Chapter five assessed and conducted exploratory and confirmatory analysis achieved from 

the main survey in this research study. Several analysis and assessment technqiues were conducted 

using SPSS and AMOS 25.0. The results exhibited two destination brand meaning structural 

models showing the relationships between the cognitive, experiential and emotional attributes. The 

models also exhibits these relationships towards brand loyalty including intentions to recommend 

in Model-1 for locals’ and non-locals’, and intentions to revisit in Model-2 for non-locals’. The 

structural model of “Destination Brand Meaning for Locals and Non-locals” show the following 

supported relationships between constructs in order starting from emotions to intention to 

recommend, experiences to emotions, food, touism infrastructure and sustainability (FTIS) 

towards experiences, tangible cultural heritage and tradtions towards experiences, political 

stability to experiences, political stability towards intentions to recommend and finally (FTIS) 

towards intentions to recommend (Figure 5.3). The structural model of “Destination Brand 

Meaning for Non-Locals” exhibit the following supported results including experiences to 

emotions, TCTR to experiences, emotions to intentions to re-visit, political stability towards 

emotions, FTIS towards experiences, political stability to intentions to re-visit, nature to emotions 

and finally political stability to experiences (Figure 5.7).  

The following chapter provides a discussion of the analysis and results of this chapter 

including Chapter Four, discussing Research Questions One, Two and Three and joining the results 

with the literature.  
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CHAPTER SIX: DISCUSSION  

6.1 INTRODUCTION 

The purpose of this research was to explore and measure the perspectives of locals and 

non-locals in the context of a Middle Eastern nation brand. The country selected as the case study 

for this research is Oman. The aim of this research this research was to explore then examine the 

associations between cognitive, experiential and emotional attributes and their relationship to 

intentions to recommend for locals and non-locals, and intention to re-visit for locals. The findings 

from Chapters Four and Five are discussed in this chapter, linking the findings to the literature 

highlighting the convergences and divergences between the findings and the literature. Research 

Question One (Section 6.2) discusses the key themes found in stage one. Research Questions Two 

and Three (Sections 6.3 and 6.4) discusses the supported associations including political stability 

and experiences, emotions and intentions to recommend, Food and Tourism Infrastructure (FTIS) 

towards experiences, experiences towards emotions, and emotions towards intention to 

recommend for locals and non-locals. Other discussed relationships that were supported include 

the links between people and emotions, nature and emotions, political stability with experiences, 

emotions and intentions to re-visit, food and tourism infrastructure towards experiences, tangible 

cultural heritage and traditions towards experiences, experiences to emotions and finally emotions 

to intentions to re-visit for non-locals. Finally, summary of the chapter is provided in Section 6.5. 

 

6.2 RESEARCH QUESTION ONE   

The aim of Research Question One was to explore the different images of a destination 

brand for Oman, with a particular emphasis on cognitive, emotional and experiential attributes. 

RQ1) What are the cognitive, experiential and emotional attributes of a destination brand? for 

locals and non-locals, was examined in five focus groups conducted in Oman with a mixture of 

residents and expatriates. Several themes were identified associated with the cognitive, 

experiential and emotional aspects of Oman. The four overarching cognitive themes were people 

and social connectedness, peacefulness and stability, diverse nature, and heritage and cultural 

traditions. Three experiential themes were identified based on nature, heritage, and culture 

respectively. Emotional attributes were related to feelings of love, feeling loved, feelings of pride 

and loyalty. 
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Political stability and peacefulness is a key theme drawn from the focus group discussions. 

Participants across all focus groups highlighted political stability and peacefulness as a prominent 

attribute that reflects Oman as a nation. Especially that as a nation Oman was discussed in both 

the literature and in the focus group discussions that it is a Middle Eastern nation that takes on the 

role of political mediation between strong conflicted nations such as USA and Iran (Jones & 

Ridout, 2013). Section 2.7 on nation branding practices in the Middle East and Oman specifically 

elucidated the strategies adopted and employed by the Oman government and the vision and 

wisdom of Hid Majesty Sultan Qaboos which was also uncovered in the focus group discussions. 

The importance of political stability for nation brands is paramount as discussed in previous studies 

by Anholt (2005); Che-Ha et al. (2010) and Passow, et al. (2005). Likewise, several tourism 

authors discussed the importance of politics and political stability within the tourism context 

including Damayanti, Scott, and Ruhanen (2018); Dwyer, Edwards, Mistilis, Roman, and Scott, 

(2009) and Prideaux and Kim (2018).  

 

 

The people of Oman were regarded as critical for the destination and the nation brand. The 

embodiment of people as a significant attribute of the nation clearly resonates with the works of 

Anholt (2005), Che he et al. (2016) and Gilmore (2002). People emerged as a strong outcome of 

the focus group discussions. The people of the nation were deemed welcoming and hospitable as 

well as friendly and this has been evidently reflected across most focus group discussions. It was 

agreed that the people of Oman make local visitors and non-local visitors feel like they were home 

regardless of where they were from. This is certainly in alignment with the previous advertisement 

line Ministry of Tourism used to promote Oman and that was “beauty has an address”. Discussions 

on the significance of the local people within the context of tourism has also been highlighted also 

within tourism studies by Arslanova, Agapito, and Pinto (2017), Christou (2018), and Correia, 

Kozak, and Reis (2016).  

  

6.2.1 POLITICAL STABILITY AND PEACEFULNESS  

6.2.2 PEOPLE OF THE NATION   
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Nature was identified as a key theme from the focus group discussions. This attribute is 

widely discussed in the context of other destination and nation brands including New Zealand, 

Ireland, Slovenia, Scotland (Moyle & Croy, 2009). Indeed, nature was expected to be a prominent 

attribute image for Oman as a destination. Participants across all focus groups highlighted nature 

as an important image attribute of Oman especially the mountains and beaches. Participants also 

discussed Salalah a region in Oman that is known for its monsoon season where the mountains 

turn green in the middle of the summer in the Gulf Region where it is all dry and/or humid and 

hot. Nature is clearly a significant and important attribute for tourism which is also closely related 

to people’s experiences and emotions as elicited in the focus group discussions. Other scholarly 

discussions also highlight the significance of nature and natural environment within the tourism 

context including (Rodrigues, Correia, & Kozak, 2013).  

 

 

Heritage and traditions were a prominent aspect of Oman as a destination brand, perhaps 

representing the nation’s “zeitgeist” (Dinnie, 2016). Findings highlight cultural heritage and 

traditions to be significantly in resonance with how participants view Oman as a destination brand. 

These findings are reflective in the studies of Sangchumnong and Kozak (2018), who suggest that 

cultural heritage tourism destinations have plentiful culture that attracts tourist visitations 

especially for destinations that shows traditional ways of life. This was also highlighted in the 

focus group discussions which emphasized the heritage and traditions of Oman as a prominent 

aspect of the nation’s image. The discussions also incorporated perceptions on Omani traditions 

and ways of life, and how when visitors to the rural regions still experience the old way of life 

which is dissipating as you get closer to the capital and/or major cities of the nation. 

 

 

The various cognitive and experiential attributes seem to relate significantly with emotions 

of love, pride and loyalty, which were also examined in stage-two of this research. Destination 

brands in the context of Oman and others may intensify their brand strength through improving 

6.2.3 NATURE AND NATURE BASED-EXPERIENCES    

6.2.4 HERITAGE AND HERITAGE BASED-EXPERIENCES    

6.2.5 FEELINGS OF LOVE, PRIDE AND LOYALTY    
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those significant cognitive and experiential attributes that are connected to peoples’ emotions. 

Feelings of love, pride and loyalty were found to be significance for people in the nation including 

locals and non-locals. Emotions have been portrayed strongly as highlighted in other destination 

and nation branding studies like in the case of I feel Slovenia and the case of Malaysia, which also 

highlighted the strength of people’s emotions towards the nation brand. The findings of the focus 

groups discussions integrated and overlapped those feelings of love, pride and loyalty with various 

cognitive attributes such as political stability and peacefulness and the people of the nation. Results 

also highlighted those feelings when discussing nature and nature-based experiences, and heritage 

and traditions and heritage-based experiences.  

  

These results are important for Oman as a destination brand as it indicates the significances 

of maintaining political stability and peacefulness in a time where stability in the Gulf Region and 

the Middle East in particular has been a concern for years. Especially, at these times where tensions 

between the USA and Iraq in the state of Hormuz has escalated to raise concern within the region. 

Cognitive attributes also involved discussions on people of the country which in many cases 

portray the unique element of destination and nation brands as discussed in several studies. 

Highlighting and involving the people of the nation in the destination and nation branding effort 

may seem of benefit since they contribute to the expression of the destination and nation brand. 

Also, the government of Oman and specifically the Ministry of Tourism may benefit from 

integrating nature-based experiences, and heritage-based experiences towards their brand 

development and management. The interplay of discussions between the prominent cognitive 

attributes with experiences and emotions in the development and management of a destination and, 

or a nation brand may be beneficial towards enhancing brand loyalty as was shown in the findings 

of stage two of this research.   

 

6.3 DESTINATION BRAND MEANING STRUCTURAL MODEL-1 FOR LOCALS AND 

NON-LOCALS   

Structural model-1 of destination brand meaning for locals and non-locals developed for 

this research helped answer RQ2) What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects locals’ and non-locals’ intentions to recommend 

the destination?. Research Question Two examined the strength of association for locals and non-
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locals between cognitive, experiential and emotional attributes, with a particular emphasis on 

intention to recommend. Intention to recommend is a key indicator of brand loyalty. This Research 

Question is connected to Chapter Five. To address Research Question Two, seven hypotheses were 

tested in the main survey (Section 5.4), and were absolutely critical.  

The findings in Destination Brand Meaning Structural Model-1 (Figure 5.3) supported the 

following relationships: political stability has a significant effect on emotions, experiences and 

peoples’ intentions to recommend. Food, tourism infrastructure, and sustainability also show a 

significant association towards peoples’ experiences as well as towards peoples’ intentions to 

recommend. Tangible cultural heritage and traditions show a significant effect towards 

experiences. Experiences show a significant effect towards emotions for locals and non-locals. 

Finally, emotions showed a significant association towards locals and non-locals’ intentions to 

recommend the destination.  

Political stability was the only cognitive attribute that had an effect on all three constructs 

including experiences, emotions and following from this, and importantly to Research Question 

Two intentions to recommend. Specifically, that Political Stability (POLS) has a significant 

association with emotions. This is supported by the observations made by (Che-Ha et al., 2016) 

that politics and political elements have a significant effect in cultivating positive emotion’s in 

citizens in the context of Malaysia. Similarly, Passow et al. (2005) discussed the importance of 

political stability to a nation, and that political instability negatively affects the destination’s image 

(Nadeau et al., 2008). Political Stability is important for both locals and non-locals. This result 

supports the findings from the focus group discussion which identified political stability as an 

important aspect of the destination brand for participants. Political stability was also considered a 

vital attribute for destinations and nation brands alike, for example studies acknowledge the 

significance of political stability for tourism (Bianchi, 2006; Jenkins, 2015). The results however 

only explain a low percentage variance between these associations see Section 5.4.2. This finding 

warrants further exploration, as these low percentages even though supported, do not seem to have 

the scale of impact on locals and non-locals’ experiences and their intentions to recommend as 

demonstrated in previous literature. This is slightly different to the findings of previous literature 

and thus a contribution of this manuscript. The discrepancy could be because Saha and Yap (2014). 

note that often it is assumed a reduction in political stability leads to fewer visitor numbers. 
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Table 6.1 Summary of Key Findings from Research Question Two and Three (MODEL 1 & MODEL 2) 

Note: → = the path between variables    

 Table 6.1 presents a summary of key findings from both research questions two and three. 

The table highlights both destination brand meaning structural models developed as a result of the 

findings. The research findings support the notion that Food-Tourism Infrastructure- Sustainability 

(FTIS) has a significant association towards experiences for both the locals and non-locals’ groups. 

FTIS explains 17% of the variance in people’s experience. Previous research has noted that food 

is considered a part of the tourism infrastructure (Du Rand & Heath, 2006) and the overall 

destination experience (Hjalager & Richards, 2002; Selwood, 2003) and a peak tourism experience 

(Quan & Wang, 2004). Connected to this, tourism infrastructure is acknowledged to impact 

tourism experiences which are enhanced as tourism infrastructure is improved in the destination 

(Moyle, Weiler, Croy 2013). This result is similar for sustainability practices in the tourism 

context, as a destination’s sustainability practices are improved, tourists’ experiences are enhanced 

(Ruhanen, Weiler, Moyle & McLennan, 2015).   
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Although the research findings support that FTIS is associated with intention to 

recommend, it only explained less than 1% of the variance towards peoples’ willingness to 

recommend. Hence, FTIS does not seem to have a major impact on local’s and non-local’s 

willingness to recommend the place to others. These results may be due to the fact that most of the 

respondents were locals and the non-local groups included expatriates living in the destination or 

visiting for business or work contracts. Hence, when living in the destination people may not have 

the ‘Awe’ effect as they live these experiences daily and is not a new experience to them that they 

feel they have to recommend to others. Other literature suggests that local visitors do view their 

food as something normal and mundane.  

The research findings support tangible cultural heritage and traditions (TCTR) has a 

significant association towards peoples’ experiences for both locals and non-local groups. 

Tangible cultural heritage and traditions explain 15% of the variance towards people’s 

experiences. The quantitative survey found that tangible cultural heritage and traditions 

contributed only to experiences. Heritage studies within the tourism context highlight the 

importance of heritage experiences. For example, Buonincontri, Marasco, and Ramkissoon (2017) 

study heritage experiences and the interrelationships between peoples’ experiences, place 

attachments and sustainable behaviours towards heritage destinations. The study on heritage 

experiences also suggest that heritage experience is multidimensional in nature, this is aligned with 

the findings of this research study where intangible cultural heritage indicator items group with 

tangible cultural heritage indicator items and traditions and all combined to a higher order 

construct incorporating tangible cultural heritage and traditions together.  

Furthermore, the results support the association between experiences and emotions. 

Highlighting that as experiences of locals and non-locals are enhanced within the destination 

peoples’ emotions are also intensified. Experiences that people have in a destination or a nation is 

remarkably important to how visitors and locals recollect a place (Ma, Gao, Scott, & Ding, 2013). 

The results demonstrate there is a significant relationship between experiences and emotions of 

people, particularly as experiences explained approximately 21% of the variance towards 

emotions, which is higher compared to the other associations measured in the Destination Brand 

Meaning Model-1, that incorporates both locals and non-locals. The results confirm that as 

peoples’ emotions are amplified towards the destination as their experiences are enhanced.  
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The association between emotions and peoples’ intentions to recommend is also supported 

by the findings of this research. Results show that emotions have a significant association to 

intention to recommend for both local and non-local groups. To illustrate, emotions explained 

approximately 39% of the variance towards intention to recommend the destination. Hence, this 

research corroborates that willingness to recommend the destination was more prominent as 

emotions towards the destination intensified. It is evident that emotions play a major role in relation 

to people’s loyalty and intentions which is depicted in the studies by (Chen, Htaik, Hiele, and 

Chen, 2017; Chen, Peng, & Hung, 2015; Hosany & Prayag, 2013; Hosany & Witham, 2010; Liu, 

Sparks, & Coghlan, 2016; Prayag, Chen, & Del Chiappa, 2018; Quadri-Felitti & Fiore, 2016). 

These studies have also identified similar results in relation to emotion and people’s intentions.  

The Destination Brand Meaning Structural Model-1 did not support the following 

hypothesis; people have significant effect on experiences, emotions and intentions to recommend. 

The associations between food, tourism infrastructure and sustainability, towards emotions is also 

not supported. The association between tangible cultural heritage and traditions (TCTR) towards 

emotions and intentions to recommend are both not supported. Finally, the association between 

experiences and intentions to recommend is also not supported.  

It is interesting that the association between people towards experiences and emotions are 

not supported, while the results from the focus group discussions have identified people as a key 

theme. Also, the following scholars (Anholt 2005; Che-Ha et al. 2016; Dinnie, 2016; Gilmore, 

2002) suggest the importance of people for a destination and or nation brand. Other tourism studies 

also suggest and highlight the concept of visitors integrating with the local people, engaging with 

them and or having an authentic experience by living as a local (Paulauskaite, Powell, Coca‐

Stefaniak, & Morrison, 2017). 

 

6.4 DESTINATION BRAND MEANING STRUCTURAL MODEL-2 FOR NON-LOCALS   

Structural model-2 of destination brand meaning for non-locals developed for this research 

helped answer RQ3) What is the relationship between cognitive, experiential and emotional 

attributes and how this in turn affects non-locals’ intentions to re-visit the destination? Research 

Question Three examined the strength of association between cognitive, experiential and 

emotional attributes, and their relationship to intention to revisit from the perspectives of non-

locals. This Section 6.4 discusses the analysis of Research Question Three which investigate the 
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strength of association between cognitive, experiential and emotional attributes, and their 

relationship to intention to re-visit from the perspectives of non-locals including expatriates and 

tourists in the context of Oman as a destination brand.  

Findings support nine hypotheses out of thirteen. The relationship between people towards 

emotions, and nature towards emotions are both supported. The relationship between political 

stability and emotions, experiences and intentions to revisit are all supported. The results also show 

that both food, tourism infrastructure and sustainability, and tangible cultural heritage and 

traditions have a significant effect on peoples’ experiences. Findings also support the relationship 

between experiences towards emotions. The relationship between emotions towards intentions to 

re-visit for non-locals is also supported. For all the supported and non-supported results see Figure 

6.1.  

The relationship between people and nature towards emotions is supported in the analysis 

of this research. this means that as the people construct for the destination enhances, the non-

locals’ emotions are accordingly enhanced. As well as for nature, as the nature and natural 

environment in the destination increases and is amplified, the emotions of non-locals’ visiting the 

nation are also intensified or enhanced consequently. These findings are also reflected in the focus 

groups discussions where people and nature were two of the key themes identified as a result of 

the focus group discussions. Hence this shows the importance of people of the nation and the 

nature of the country for people and their emotions towards the destination brand. These results 

are aligned with Pearce, Strickland-Munro and Moore (2015) who suggest that an intense and 

positive emotions are experienced by visitors of nature-based tourism destinations. Also, results 

are similar with the findings of Kim (2014) who discuss that positive emotions are increased as 

visitors and tourists engage with the local people of the nation. Ali, Kim, Ryu (2016) suggest that 

cultural identity of local people is influential to visitors and within the context of tourism. Hence, 

this research confirms that people and nature are strong and remain a unique attribute of 

destinations especially for nation brands and specifically for non-locals’ whom appreciate the 

authenticity of such aspects of the destination. This research contributes to knowledge by 

confirming the significance and the positive relationship between people and nature towards 

emotions.    

Political stability had a significant effect on emotions, experiences and intention to re-visit. 

These results in relation to political stability is also similar to the ones found in Structural Model-



 
 

172 
 

1 (Section 6.3). This means that as political stability in a destination increased, non-locals’ 

experiences, emotions and intentions to re-visit also increased. Studies do highlight the importance 

of political issues for tourists Kim, Prideaux, and Timothy (2016). It is only logical that non-locals’ 

would have positive experiences, and emotions towards a politically stable destination. However, 

research also suggest that destinations that terrorist-attacks do increase tourism visitations for 

nations with low-to-moderate politically in risk nations (Saha, & Yap, 2014). Findings on the 

relationship between political stability is different to the study by Saha and Yap (2014). 

Nevertheless, as terrorist attacks increase to moderate to high then research suggest that tourism 

industry faces a risk of low tourist visitations (Saha, & Yap, 2014).   

Food, tourism infrastructure and sustainability, and tangible cultural heritage and traditions 

both have shown significant and positive association towards experiences for non-locals. This 

means that as food, tourism infrastructure and sustainability improved in a destination, non-locals 

experiences enhanced accordingly. Also, as tangible cultural heritage and traditions was amplified 

in a destination, non-locals’ experiences increased in response. Food is considered a part of the 

tourism infrastructure (Rand & Heath, 2006) and the overall destination experience (Hjalager & 

Richards, 2002; Long, 2004; Selwood, 2003). Likewise, food consumption can be transformed 

into a tourist attraction as a peak tourism experience (Quan & Wang, 2004). Similarly, tourism 

infrastructure is significant and found in other studies to have a positive relationship to visitors’ 

experiences as in the study of Kim (2014). Sustainability is also a growing topic and is important 

within the tourism context. A study on New Zealand highlights the significance of sustainability 

for New Zealand as a destination (Bell, 2008). 

Tangible cultural heritage and traditions is an important aspect for non-locals’ experiences 

in a destination. TCTR explained 21% of the variance towards people’s experiences. The results 

confirm that as TCTR are amplified for a destination, people’s experiences are enhanced for the 

destination. Aspects of heritage and traditions are central for destinations as depicted in several 

studies on New Zealand (e.g. Ashton, 2014). Similarly, a study by Chen and Rahman (2018) also 

highlight the significance of cultural heritage and traditions for visitors’ experiences, as when 

visitors immerse themselves within a focused cultural destination their time in the destination and 

spending increase accordingly. Results of tangible cultural heritage and traditions are also aligned 

with the perspectives and findings by the study of Sangchumnong and Kozak (2018) who highlight 

the significance of cultural heritage tourism destinations, suggesting that these destinations with 
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rich cultures attract visitors especially destinations with rich tangible and intangible heritage 

resources.  

The above results seem to indicate there are two distinct paths by which a destination’s 

attributes affect intention to revisit. Some attributes (people, nature and political stability) affect 

emotions, while others (Food, Tourism Infrastructure and sustainability (FTIS), Tangible Cultural 

Heritage and Traditions (TCTR) affect experiences. These results are different from results in the 

first structural model which does not support any of the relationships between people and nature 

towards experiences, emotions nor intentions. In addition, this finding is critical as it shows the 

importance of emotions and experiences for non-locals by Prayag, et. al. (2017). Importantly it 

shows that same cognitive attributes ‘work’ if they operate through emotions and others through 

experiences a similar perspective to the findings by Breiby and Slåtten (2015).  

The research findings also support experiences have a significant association to peoples’ 

emotions. Experiences explained 23% of the variance towards people’s emotions. This means as 

people’s experiences increase their emotions are also intensified for the non-local groups. The 

findings highlighted experiences to have a higher impact on people’s emotions compared to other 

attributes. The findings highlight the strong connection between non-locals’ experiences in the 

destination and their emotions towards the destination. These findings are closely related and 

aligned with the studies by Kim and Fesenmaier (2015), who found that emotions change and is 

affected by various visitor experiences. Knobloch, Robertson, and Aitken (2017) found that 

meaningful experiences do not only bring happiness but also provides visitors’ with the 

opportunity to have a deeper understanding of oneself (Andrews, 2009). The findings of this 

research confirms and contributes to theory by highlighting the significant association between 

experiences and emotions for destination and nation brands alike.  

Finally, findings show the significance of emotions towards people’s willingness to re-visit 

(non-locals) the destination. Results show that as peoples’ emotions are enriched, they are more 

likely to re-visit the destination. This is in alignment with the results by Chew and Jahari, (2014) 

and Bigné, Sanchez and Andreu (2009) who suggest that emotions do have an impact on intentions 

to revisit. These results different to the findings by Stylos, Vassiliadis, Bellou and Andronikidis 

(2016) where the relationship between affective/emotions towards intentions to re-visit was not 

supported. Overall, emotions are a very dynamic construct to investigate and needs to take into 

consideration aspects such as the time the data was collected. Also, considering the effect of 
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emotions towards intentions to recommend for locals and non-local groups combined, it is 

postulated that emotions do have a significant impact on brand loyalty towards destination brands.  

While FTIS is significant to people’s experiences the findings show that the relationship 

between food, tourism infrastructure and sustainability towards emotions and intentions to re-visit  

is not supported. Similarly, the relationship between tangible cultural heritage and traditions 

towards emotions and intentions to re-visit is also not supported.  Finally, even though experiences 

seem to be an important aspect of a destination it is found that experiences do not significantly 

influence people’s intention to re-visit the country. This is aligned with the findings of (Boo, 

Busser, & Baloglu, 2009) which shows that destination brand experience did not influence 

destination brand loyalty, elaborating that positive experiences do not necessarily lead to tourist 

loyalty.  

 

6.5 SUMMARY OF CHAPTER SIX 

Chapter Six provided a discussion of the research aims and related the research questions 

and their results along with the literature. The chapter firstly addressed Research Question One, 

which sought to undertake focus groups to elicit those cognitive, experiential and emotional 

attributes of a destination brand for locals and non-locals in the context of Oman. This is reflected 

through highlighting the key themes identified from stage one of the research including political 

stability and peacefulness, people of the nation, nature and nature-based experiences, heritage and 

heritage-based experiences, and feelings of love, pride and loyalty (Sections 6.2.1-6.2.5). Then, 

the findings of stage two of the research were discussed highlighting the structural models 

developed for destination branding, specifically destination brand meaning structural model-1 for 

locals and non-locals and intentions to recommend the destination addressed in Section 6.3. And 

destination brand meaning structural model-2 for non-locals and intentions to re-visit addressed in 

Section 6.4.These findings help in the development of theory and practice alike within the context 

of destination and nation branding through highlighting the prominent associations between the 

cognitive, experiential and emotional attributes for Oman as a destination and nation brand, which 

is the context of this research. The empirical results from the survey, scale development and 

structural equation modelling conjoined these with the literature and any divergences with the 

literature were also discussed. The overarching aim of this thesis is presented in the following 

chapter – Chapter Seven- where a conclusion of this thesis is made.   
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CHAPTER SEVEN: CONCLUSION  

7.1 INTRODUCTION   

This research addressed the gap in the literature on destination brand meaning in the 

context of a nation. The investigation examined the combination of relationships including 

cognitive, experiential and emotional attributes and their associations in relation to each other. The 

research also examined the relationships between each of the attributes (cognitive, experiential and 

emotional) towards brand loyalty including intentions to recommend for locals and non-locals and 

intentions to re-visit for non-locals. Section 7.1 provides an introduction. This chapter then 

provides an overview and summarises this Thesis highlighting how this research attained the 

Research Questions in Section 7.2 and the key findings. Following that, Sections 7.3 and 7.4 

provide the theoretical and practical contributions respectively. The limitations of this research are 

then discussed in Section 7.5, and recommendations for future research are suggested in Section 

7.6. Finally, Section 7.7 provides a conclusion to the thesis.   

 

7.2 ACHIEVEMENT OF OVERACHING AIM 

The aim of this research was to explore and measure the perspectives of locals and non-

locals in the context of a Middle Eastern nation brand. The aim was achieved in three folds, first 

the cognitive, experiential and emotional attributes of a destination brand was explored through 

focus group discussions conducted in stage one (Chapter Four). Stage Two of the research involved 

a survey which helped answer Research Questions Two and Three which examined the strength 

of association between cognitive, experiential and emotional attributes towards each other and 

towards intentions to recommend for locals and non-locals, and towards intentions to re-visit for 

non-locals (Chapter Five). Two Structural Models were developed, including Destination Brand 

Meaning Structural Model-1 (locals and non-locals) and Destination Brand Meaning Structural 

Model-2 (non-locals).  

This research provides key contributions to knowledge in the nation and destination 

branding literature, through the construction of the ‘Destination Brand Meaning Structural Model’, 

presented in Chapter Five (Figures 5.3 and 5.7). This model is the first of its kind that combines 

and integrates between the cognitive, experiential and emotional attributes to help create an 

understanding of destination brand meaning from the perspectives of locals and non-locals. 
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Another key contribution is that the model has provided an understanding of the relationship 

between cognitive, experiential and emotional attributes towards brand loyalty including 

intentions to recommend from the perspectives of locals and non-locals, and intentions to re-visit 

from the perspectives of non-locals. Practically, these findings are important for Oman as it 

provides various avenues and opportunities for the government and related agencies to adapt, 

employ and integrate the various prominent attributes including cognitive, experiential and 

emotional in a way that could enhance destination brand loyalty for Oman as a destination and 

nation brand.  

The aim of this thesis was to explore and measure the perspectives of locals and non-locals 

of a Middle Eastern destination brand. Three research questions were developed for this research. 

A pragmatist approach was implemented towards development of this research where two stages 

were employed encompassing stage one which used qualitative focus group discussions to illicit 

the different image attributes for Oman as a destination brand. Stage Two of the research surveyed 

locals and non-locals in Oman which examined the relationship between cognitive, experiential 

and emotional attributes towards each other, also towards brand loyalty including intentions to 

recommend for locals and non-locals, and intentions to re-visit for non-locals.  

 

Research Question One. What are the cognitive, experiential and emotional attributes of 

a destination brand?  

Results of Research Question One answered in Stage One of this research – focus groups 

discussions –identified the following key themes for cognitive attributes including political 

stability and peacefulness, people, nature, and heritage and traditions. The discussions on 

experiences found that nature-based experiences and heritage-based experiences to be of 

prominence to people’s experiences in relation to Oman. And emotions towards the destination 

brand found the following feelings to be of prominence including feelings of love, pride and 

loyalty. These results mean that regardless of the cognitive attributes related to the destination and 

or nation brand it is the experiences that people hold with them are what makes the associations in 

mind more prominent to people. Also, the feelings people of love, pride and loyalty seem to be the 

results of the various experiences that people have and engage with the destination and or nation 

brand. It can be depicted that there seems to be a connection between the cognitive attributes 

explored or discussed and peoples’ experiences and emotions in relation to the nation brand.  
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Research Question Two. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects locals’ and non-locals’ intentions to 

recommend the destination?    

Research Question Three. What is the relationship between cognitive, experiential and 

emotional attributes and how this in turn affects non-locals’ intentions to re-visit the 

destination?.   

Stage Two of this research developed two destination brand meaning structural models. 

The first model addresses and answers to RQ2) What is the relationship between cognitive, 

experiential and emotional attributes and how this in turn affects locals’ and non-locals’ intentions 

to recommend the destination?. Findings for Model 1 show that as political stability for a 

destination increases people’s experiences, emotions and intentions to recommend also increase 

accordingly. Findings also show that locals’ and non-locals’ experiences are enhanced and are 

more willing to recommend the destination as the food, tourism infrastructure and sustainability 

in the destination are improved. As tangible cultural heritage and traditions (TCTR) are enhanced 

in the destination, locals’ and non-locals’ experiences also increase accordingly, and as locals’ and 

non-locals’ experiences in the destination are enhanced their emotions towards the destination also 

increase. Most importantly as locals’ and non-locals’ emotions increase towards a destination, their 

willingness to recommend the place also increase indicating positive relationship between 

emotions and brand loyalty for a destination brand.  

The second model -Model 2- that is the Destination Brand Meaning Structural Model for 

non-locals addresses RQ3) What is the relationship between cognitive, experiential and emotional 

attributes and how this in turn affects non-locals’ intentions to re-visit the destination? the 

destination. Findings in Model-2 show that as people and nature attributes are enhanced in a 

destination the non-locals’ emotions towards the destination increase accordingly. Similar to 

Model-1, political stability also show positive associations towards peoples’ experiences, emotions 

and intentions to re-visit meaning as political stability increase in a destination people’s 

experiences, emotions and intentions to re-visit also increase. For non-locals’, findings show that 

as food, tourism infrastructure and sustainability, and tangible cultural heritage and traditions are 

enhanced in a destination then non-locals’ experiences accordingly are heightened. Similar to the 

findings for Research Question Two, non-locals’ experiences do have a significant effect on 
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emotions, so as their experiences are amplified in a destination their emotions towards the 

destination also increases. While experiences do not show significant effect towards intentions to 

re-visit for non-locals’, emotions do actually have a significant effect towards non-locals’ 

intentions to re-visit the destination.  

These findings are notable to theory and provide several contributions to the body of 

knowledge especially within the context of destination branding on a national level. These 

contributions are presented and highlighted in the ensuing Section.  

 

7.3 THEORETICAL CONTRIBUTIONS 

This research contributes to theory, specifically in the nation and destination branding 

literature, specifically through the creation of the ‘Destination Brand Meaning Structural Model.’ 

The results contribute to knowledge in several ways. First, this research provides a holistic 

destination brand meaning structural model in Chapter 6 in the context of a nation. This destination 

brand meaning model developed in this research (Figure 5.3 and 5.7) make an important 

contribution to the field. The model captures the associations between cognitive, experiential and 

emotional attributes and their associations to destination loyalty including intention to recommend 

for locals and non-locals, and intention to re-visit for non-locals. Both models contribute to theory 

through its integration of cognitive, experiential and emotional attributes, and relating them to 

intentions to recommend and to re-visit, which has been found deficient in the context of 

destination and nation branding research.  

The destination brand meaning structural model identified that experiences were 

significantly related to emotions. In addition, emotions had a significant relationship to intentions 

to recommend and to re-visit. The first model demonstrated minimal difference between locals 

and non-locals’ perceptions of destination brand in the context of Oman. Hence, these results 

highlight the significance of experiences and emotions not only to destinations but also within the 

broader context of branding. Experiences and emotions are significant attributes for people that 

connects them to their intentions. This means that destination brands and especially Oman could 

use these results to focus on enhancing people’s experiences in relation Oman as a destination and 

a nation brand. The improvements of peoples’ experiences within the destination and nation for 

both locals and non-locals may help intensify and enhance the emotions of locals and non-locals 
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towards the destination and nation brand. This is noteworthy for the destination towards enhancing 

and strengthening destination brand loyalty for locals and non-locals.  

In addition, the developed model established new measurements for Tangible Cultural 

Heritage and Traditions (TCTR) in the context of Oman as destination brand. The developed 

measurements help advance theory and knowledge in the context of destination and nation brands.  

Several studies on destination brands investigated the perceptions of foreign audiences (Anholt, 

2005), and the nations’ citizens (Che-Ha et al., 2016; Konecnik Ruzzier & Petek, 2012). It is 

depicted that there is a dearth of research in relation to the difference in brand meaning by different 

stakeholder groups including locals and non-locals (expatriates and tourists). This research 

contributes to knowledge through measuring destination brand meaning from various perspectives 

including locals and non-locals in the context of Oman. The local groups include the Omani 

citizens, while the non-local group includes both expatriates and tourists. The new established 

measurements applied in the Tangible Cultural Heritage and Traditions (TCTR) adds to the 

destination and nation branding research, specifically for nations that are based on cultural heritage 

and traditions. The measurements may be replicated and adapted to other nation contexts to also 

help in the measurement of destination brand associations in relation to the country and or the 

destination.  

Furthermore, one of the key implications the developed model provides is that it measures 

brand meaning through combining the relationships between several cognitive attributes of a 

destination with the destination’s experiential and emotional attributes. A core contribution of the 

research is also the measurement of the relationship between all attributes of a destination brand 

including cognitive, experiential and emotional to destination brand loyalty, specifically intention 

to recommend for locals and non-locals as well as intention to re-visit for non-locals. Connected 

to this, this thesis is the first to develop specific measures of destination branding related to tangible 

cultural heritage and traditions. Second, this research developed and confirmed a brand meaning 

model in the context of a destination, termed the “Destination Brand Meaning” model. Third, this 

is the first study to investigate a destination brand based on a combination of cognitive, experiential 

and emotional attributes and how this leads to destination loyalty. Secondly, this research 

compared the differences between locals and non-locals’ perspectives of the destination brand in 

relation to the (cognitive, experiential, emotional) attributes. Accordingly, one of the lessons from 



 
 

180 
 

this study is that nation branding literature could benefit from quantitative and mixed method 

research, which is employed in this research to help answer the Research Questions delineated. 

 

7.4 PRACTICAL CONTRIBUTIONS  

The developed models in this research provides implications for practitioners and 

destination brand managers. The models provide a platform for destination and nation branding 

managers and agencies to identify those cognitive, experiential and emotional attributes that may 

be prominent for destination and nation brands. The structural models developed for destination 

brand meaning in this research is important to understanding the salient cognitive attributes and 

their relationships to peoples’ experiences and emotions. The findings of this research also identify 

those salient attributes that have an impact on locals’ and non-locals’ intentions to recommend the 

destination and for non-locals’ intentions to re-visit the destination. Omani tourism agencies and 

related government and private bodies that work with destination branding activities can adopt and 

or adapt the ‘Destination Brand Meaning Structural Models’ to apply branding strategies that help 

emphasize those activities related to the prominent associations found between the cognitive, 

experiential and emotional attribute. This is especially applicable to those prominent associations 

related to strengthening destination brand loyalty including peoples’ intentions to recommend and 

re-visit the destination.  

The impact of the findings may particularly be useful to Ministry of Tourism, ITHRAA 

Oman, OMRAN and other related government and industry stakeholders in Oman and related 

nations. First, the Omani government may want to capitalize on the political stability and 

peacefulness aspects of the nation. It has been found that Political Stability has significant impact 

on peoples’ experiences and emotions, as well as their loyalty towards the destination brand 

including their intentions to recommend and intentions to re-visit the nation. Political stability is a 

central to the development of Oman as a destination and a nation brand. Accordingly, Oman may 

leverage on its image as a politically stable nation through their various communication platforms 

and various strategies developed within the political and peaceful arena to enhance peoples’ 

experiences, emotions and to capture their loyalty. Examples of this may include enhancing 

regional and international activities in relation to world peace and promotion of peace within a 

politically troubled region such as the Middle East. 
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Second, the government may want to continue developing its vast elements of Food, 

Tourism Infrastructure and Sustainability (FTIS) in order to enhance people’s experiences for both 

locals and non-locals in Oman. Likewise, FTIS show significant effect on people’s intentions to 

recommend Oman as a destination brand. Hence, FTIS is crucial in enhancing and developing 

Oman as a destination brand. 

Even though, there seems to be continuous efforts on the cultural heritage and traditions 

aspects of the nation. Practitioners may want to use elements of Tangible Cultural Heritage and 

Traditions (TCTR) in a creative manner in order to enhance experiences and develop Oman’s’ 

brand as an experiential brand revolving around its TCTR.  

Likewise, the government may want to highly consider the different experiential attributes 

in relation to Oman in order to enhance people’s emotions. It is noteworthy to consider that 

experiential attributes showed no significant effect on people’s intentions to recommend the 

country as a destination to others. Hence, capturing people’s emotions towards the brand is best 

done through deliberating several experiential attributes in relation to the country.  

Finally, emotions have shown to have a significant effect on people’s intention to 

recommend and to re-visit. Accordingly, related agencies and practitioners may want to captivate 

people’s emotions using different emotional attributes in order to increase people’s willingness to 

recommend and to re-visit the country.  

 

7.5 LIMITATIONS OF THE RESEARCH    

The discipline of destination and nation brands is complex in nature and this complexity is 

largely reflected in the research design. The items included in the survey were obtained from 

destination and nation branding studies, however this was overcome through the implementation 

of a phase of focus groups to elicit additional context specific attributes. Accordingly, the 

researcher employed several stages to reduce the number of items included in the research, using 

an expert panel to assess the survey items, and two pilot studies to help towards item reduction 

using a similar sample frame that was incorporated in the main study.  

There are limitations involved in the sampling of the research, which may impact on 

generalisability of the findings. First, a probability or random sampling would have improved the 

sampling method and enhanced generalisability of the research findings. Despite the use of 

convenience and snowball sampling techniques, based on an analysis of data from Chapter Six the 



 
 

182 
 

sample that is reasonably representative of the overall population. Secondly, the obtaining 

appropriate ratio of participants was found to be challenging. This study included local Omani 

citizens, and non-locals comprising expatriates living in Oman and tourists visiting the country. 

To overcome this potential issue, prior to data collection the researcher planned to survey tourists 

at hotels and at airport departure after check-ins. However, obtaining approvals were complicated 

and entry was not allowed. Hence, the researcher was able to gain visitors surveys in public areas 

such as traditional markets (souqs), touristic destinations and points including cafés, where visitors 

seemed more receptive to answer the survey. Another limitation was the researcher had only two 

iPads to use at a time to help obtain more surveys within and efficient time frame. Given these 

limitations the researcher was limited in obtaining an almost equal sample size frame between 

locals, expatriates and tourists. However, the researcher was able to combat this limitation through 

comparing between locals (Omani citizens) and non-locals (expatriates and tourists).  

Similar to the limitations in the sampling frame, survey data was collected between 

November’2017 and December’2017. These months are considered the best season in Oman for 

locals and non-locals. Thus, responses may have been influenced by the pleasant weather as 

participants were in holiday season. Responses from participants during the summer season or 

other times of the year where the heat is at peak may have or affect people’s experiences and 

emotions. However, the researcher purposefully chose this time frame as it is the touristic season 

and people tend to be found more out and about with higher chances of accessibility. 

 

7.6 RECOMMENDATION FOR FUTURE RESEARCH  

The results of this research provide potential avenues for future scholarly progress on 

destination and nation brands. Further examination could be developed in assessing destination 

brand meaning through several aspects which would provide much needed conceptual clarification 

and stimulate theoretical debate surrounding a number of potential avenues. First, include more 

stakeholder groups should be incorporated into future scholarly inquiry. For example, future 

research may examine the strength of association between cognitive, experiential and emotional 

attributes and how this in turn affects non- locals’ intentions to visit, this may include foreign 

audiences who have never visited the destination or the country before. Connected to this a 

comparison between different groups in the understanding of the destination and nation brand is a 

fruitful area for scholarly discourse.  
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Future studies should consider replication of conceptually related contexts. Also, further 

studies may consider how the constructs of measurement may slightly be adapted to reflect other 

contexts including nation and destination brand. It is worth noting that destination and nation 

branding research are highly descriptive and exploratory in nature. Advancement in destination 

and nation branding research may benefit through conducting further relational and predictive 

research. Further confirmatory advancement to this model my help the advancement of destination 

and nation branding research through involving a more representative samples and towards 

generalisation of the model.  

Future research may benefit from conducting a complete exploratory study in the context 

of Oman or another Middle Eastern nation. This could involve a grounded approach developed by 

Straus and Corbin (2008) to help generate and identify themes that may have not emerged in this 

research, which may be indifferent or different to the findings of this research. This shall allow for 

comparison and contrast of emergent of themes and other conceptual categories that may arise 

within the context of Oman or any other Middle Eastern nation. Other research opportunities may 

help develop an inductive, grounded approach using N-Vivo and Leximancer software and 

integrate the results with traditional thematic coding techniques for much deeper insight into the 

identified themes of destination and nation brands.  

The results of this research show emotions as one of the most significant relationships 

affecting brand loyalty including intentions to recommend and intentions to re-visit. Since 

emotions are dynamic and time bound (Kuppens, Stouten, & Mesquita, 2009), future research 

should consider capturing locals and non-locals’ emotions in different seasons of the year. Kim & 

Fesenmaier (2015) applied recent and novel physiological emotion measures in tourism. Also, Li, 

Scott, & Walters (2015) who provided a review of current methods towards measuring emotions 

in tourism. These latest measurements of emotions could help provide an in depth understanding 

of people’s emotional behaviour in the destination specifically addressing locals and non-locals’ 

emotions.  

Other, future research may include multiple stakeholder groups within the context of Oman 

to assess the destination brand meaning model from a broader perspective including businesses, 

industry, destination management organisations including government.  
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Also, considering the dynamic of tourism in the Middle East specifically in the Arabian 

Gulf, it will be interesting to conduct a destination brand meaning structural model assessment 

incorporating a cross-cultural study between two or more Arabian destinations.  

 

7.7 CONCLUSION OF THE THESIS   

This research is important and notable to theory especially because it builds on the 

literature in a way that is unique and has not been addressed before, especially in the context of 

destination brands. While, previous research addressed certain relationships such as cognitive and 

affective/emotional, and or experiential or experiences in relation to brand meaning, or affective 

and conative, none really addressed the relationship between all three in such manner including 

(cognitive, experiential and emotional) attributes towards brand loyalty. Also, this investigation 

incorporated multiple stakeholder groups including locals and non-locals.  

The findings have been very powerful and interesting for a Middle Eastern destination 

brand. As, depicted from the focus groups discussions which highlighted key themes that were 

important in relation to a destination brand especially to Oman as a Middle Eastern nation. These 

key themes included political stability and peacefulness, people, nature and heritage and traditions. 

While, these key themes were found to be prominent within the cognitive image attributes, other 

key themes reflected these cognitive findings within the experiential and emotional attributes 

within the destination brand. These experiential attributes revolved around nature-based 

experiences which is closely related to what the destination brand portrays and highlights. The 

other emotional attributes that were found to be of prominence incorporated love, happiness, sense 

of peace, pride and loyalty as well as feeling welcomed. These themes helped towards modifying 

and improving the survey used in the main study.  

The results of the main survey identified key attributes within the cognitive based images 

that have an impact on people’s experiences or emotions in relation to the destination. Food, 

tourism infrastructure, and sustainability as well as tangible cultural heritage and traditions have a 

prominent association towards experiences which is also in resonance to the following studies 

which see these as important and notable aspects of people’s experiences within a destination. 

Most importantly, experiences for locals and non-locals are significantly important towards 

emotions in relation to the destination brand. This is specifically highlighted by several studies 

that depict the prominence of experiential attributes and how they help enhance people’s emotions 
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towards the destination. The most important result links to emotions which emphasises a strong 

connection towards brand loyalty in this case intention to recommend the destination for locals 

and non-locals. While, emotions are significantly important towards intention to recommend, it is 

also highly imperative towards intentions to revisit the destination for non-locals.  

While, cognitive image attributes have been predominantly investigated within the 

destination and nation branding domains, there has been an absence in empirical investigations 

that address or combine cognitive, experiential and emotional attributes especially from the 

perspectives of locals and non-locals in the context of a nation. Hence, this research produced a 

destination brand meaning structural model within the context of a destination brand for a nation 

specifically combining cognitive, experiential and emotional attributes.  
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APPENDIX A – FOCUS GROUP INFORMATION SHEET, 

CONSENT FORM AND QUESTIONS 

 
 

 

 

 

 
DESTINATION BRANDING 

INVESTIGATING DESTINATION BRAND MEANING 

INFORMATION SHEET FOR FOCUS GROUP INTERVIEWS 

Griffith University Ethics Reference No: (GU Ref No: 2017/497) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Why is this research being conducted? 

This research is contributing to a study on nation brand meaning, which is part of the PhD program. The main aim of 

the study is to investigate nation brand meaning through measuring several brand attributes from the perception of 

residents and citizens of a nation in the context of Sultanate of Oman. 

 

What you will be asked to do? 

You will be asked to participate in a once-only focus group to discuss your ideas about different attribute types that 

contribute to the image of the nation brand. The discussion will take approximately one hour and will include your 

views on different attributes of nation brand Oman. There are no right or wrong answers. The focus group will be 

audiotaped, and then transcribed without any identifying data as we are only interested in understanding the range of 

viewpoints on the particular topic. You will be asked to respect the confidentiality of other participants in the focus 

group. 

 

The basis by which participants will be selected or screened 

Convenience sampling and snowball sampling techniques will be employed. Female and male adult participants of 

at least 18 years of age and above will be the criteria for selection. Participants will be individuals who are from 

Research Candidate 

Azza Al Busaidi  

PhD Candidate  

Department of Tourism, Sport and Hotel Management   

Griffith Business School  

Email: azza.al-busaidi@griffithuni.edu.au 
 

Professor Noel Scott  
(Supervisor) 

Griffith Institute for Tourism 

Griffith Business School    

Phone: 07 555 28586  

Email: noel.scott@griffith.edu.au 

 

Dr. Brent Moyle  

(Supervisor) 

Griffith Institute for Tourism 

Griffith Business School  

Phone: 07 555 27662  

Email:  b.moyle@griffith.edu.au 
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Oman or have lived in Oman for a minimum of 2 years, and who are willing to participate. Participants over 18 

years of age have the ability to articulate and discuss their ideas and perspectives on such topic. 

 

The expected benefits and outcomes of the research 

The findings of this research will enable a greater understanding of the nature of nation brand meaning for Oman 

and its various attributes that contribute to the development and management of the nation’s image. The results may 

also contribute to decisions made by government bodies, tourism agencies, cultural and heritage authorities and 

investment agencies in relation to nation brand Oman. The research results will be reported in a PhD thesis and may 

also be disseminated via an academic journal and/ or conference presentation. 

 

Risks to you  

There are no foreseeable risks to you. The nature of the content of the focus groups in non-controversial.  

 

Your confidentiality  

The original data will be stored securely for 5 years in accordance with Griffith University guidelines. Individual 

participants will not be identified in any subsequent publications. The audio tapes will be erased as soon as the 

transcription has been completed.  

 

Your participation is voluntary  

Your participation is entirely voluntary. If you decide to participate, you do not need to comment on any topic raised 

where you feel uncomfortable. You can withdraw at any time without any penalty or negative consequences.  

 

Questions/ further information  

For further information about this research project, please do not hesitate to contact the research candidate in the 

details given above. 

 

The ethical conduct of this research 

This research is in line with Griffith University research guideline in accordance with the National Statement on 

Ethical Conduct in Human Research. If potential participants have any concerns or complaints about the ethical 

conduct of the research project they should contact the Manager, Research Ethics, Griffith University on +61 7 3735 

4375 or research-ethics@griffith.edu.au 

 

Feedback to you 

An aggregated summary of the focus group findings will be available by email request to the research candidate, 

Azza Al Busaidi, email: azza.al-busaidi@griffithuni.edu.au  

 

Privacy Statement  

The conduct of this research involves the collection, access, and / or use of your identified personal information. The 

information collected is confidential and will not be disclosed to third parties without your consent, except to meet 

government, legal or other regulatory authority requirements. A de-identified copy of this data may be used for other 

research purposes. However, your anonymity will at all times be safeguarded. For further information consult the 

University’s Privacy Plan at http://www.griffith.edu.au/privacy-plan or telephone +61 7 3735 4375. 
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INVESTIGATING DESTINATION BRAND MEANING 

CONSENT FORM FOR FOCUS GROUP INTERVIEWS 

(GU REF No: 2017/497) 

 

Research Team Contact Details 

Azza Al Busaidi (Research Candidate) azza.al-busaidi@griffithuni.edu.au  

Professor Noel Scott  

(Supervisor) 

Griffith University / 07 5552 8586  

noel.scott@griffith.edu.au 

Dr Brent Moyle 

(Supervisor) 

Griffith University / 07 555 27662  

b.moyle@griffith.edu.au 

 
By signing below, I confirm that I have read and understood the information package and in particular have noted 

that:  

- I understand that my participation will be in once-only focus group which will take approximately 60 minutes 

in duration at a suitable and accessible meeting/ conference venue in Al-Qurm, Muscat. 

- I understand that my participation is completely voluntary and I may leave the session at any point of time, 

without comment or penalty; 

- I understand that I have an option to not answer any questions that I do not wish to answer; 

- I understand the risks involved in this session;  

- I understand that there will be no direct benefit to me from my participation in this research.  

- I understand that if I have any additional questions, I can contact the research team at the address provided 

at the top of the page;  

-  I understand that I can contact the Senior Manager, Research Ethics and Integrity, at Griffith University 

Human Research Ethics Committee on +61 7 3735 4375 or email to (research-ethics@griffith.edu.au) in case 

I have any concerns about the ethical conduct of the project.  

- I agree to participate in this project;  

- I understand the focus group session will be audio-taped; 

- I understand that my privacy will be protected and my name will not be disclosed to third parties;  

- I understand that only the research team will have access to this tape; 

- I understand that the audio-tape will be erased after transcription.  

By signing this consent form, you indicate that you fully understand the above information and agree to participate in 

this focus group.  

Participant's signature: ___________________________________________  

Printed name: ________________________________________  

Date: _____________________________________________ 
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Focus Group Questions:  

 

The moderator highlighted some of the information stated also in the information sheet.  

 

Before we talk about Oman, I would like to just generally discuss your ideas about some Middle 

Eastern nations. If we talk about Dubai as a nation, what kind of images come to mind? 

 

Ok, let’s talk about Qatar, what kind of images come to mind when we think of Qatar? 

 

 

What kind of images that first come to mind when we talk about Oman? 

 

You have mentioned nature, what kind of images come to mind when you think of nature in Oman?  

 

 

You have also mentioned heritage and traditions, what are the images that come to mind when you 

think of heritage in Oman?  

 

 

Discussing some of your experiences in relation to nature in Oman what kind of experiences have 

you had in Oman in relation to nature?  

 

You have also mentioned some experiences with heritage, what kind of experiences you engaged 

with in relation to heritage and traditions?  

 

You mentioned certain feelings in relation to Oman, what kind of emotions do you feel towards 

Oman?  
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APPENDIX B – QUESTIONNAIRE (ENGLISH) 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

Research Purpose: This research is being undertaken to investigate nation brand meaning through measuring 
several brand attributes from the perception of citizens, expatriates and tourists of a nation in the context of 
Sultanate of Oman.  
    
Research Question: This research seeks to better understand the perceptions of citizens, expatriates and tourists 
of a nation brand using a brand association approach.  
 
Sponsorship: This research is part of a PhD research program. 
 
Participant Involvement:  By agreeing to take part in this research, you will be required to participate in: A one-
time online/ self-administered survey (approx. 4-10 minutes to complete);  
 
The information that the researchers will request in the survey will be based on your perceptions about certain 
attributes of nation brand Oman.  
 
The basis by which participants will be selected: A combination of convenience sampling and snowball sampling 
will be used to invite participants for the online/self-administered survey.  
 
Risk to participants:  There are no foreseeable risks to you as a result of participating in this research. 
 
Confidentiality:  The conduct of this research involves the collection, access and/ or use of your opinions and 
does not require any personal information. The information collected is confidential and will not be disclosed to 
third parties without your consent, except to meet government, legal or other regulatory authority requirements. 
Your anonymity will at all times be safeguarded.  The original data will be stored securely for 5 years in 
accordance with Griffith University guidelines. For further information consult the University’s Privacy Plan at 
http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan or telephone +61 7 
3735 4375. 
 
Participation is Voluntary: Participation in this research is completely voluntary. You are free to change your 
mind and withdraw from the study without comment or penalty. 
 
Ethical Conduct:  Griffith University conducts research in accordance with the National Statement on Ethical 
Conduct in Research Involving Humans. If prospective participants have any queries or subsequent complaints in 
relation to the project concerning the ethical conduct of the research, they should contact the Manager, 
Research Ethics to +61 7 3735 4375 or research-ethics@griffith.edu.au. 
 
Feedback:  A copy of the report developed as a result of this research can be emailed to you upon request.    
 
Expected benefits and outcomes of the research: The findings of this research will help inform the body of 
knowledge in relation to nation branding. It may also contribute to decisions made by government bodies, 
tourism agencies, cultural and heritage authorities and investment agencies in relation to nation brand Oman. 
The results will be reported in a PhD thesis and may also be disseminated via an academic journal and or 
conference presentation.  
 
Questions/further information: If you have any questions or require additional information about this research, 
you should contact the research candidate (details provided above).  
 

“Completion of this survey will be taken as your consent to participate in the research” 
 
 

INVESTIGATING NATION BRAND MEANING 

INFORMATION AND CONSENT FORM FOR ONLINE/SELF ADMINISTERED SURVEY (GU 

Ref No: 2017/497) 
Research Team Contact Details 

Azza Al Busaidi - (Research Candidate) azza.al-busaidi@griffithuni.edu.au  

Professor Noel Scott (Supervisor) Griffith University / 07 5552 8586/ noel.scott@griffith.edu.au 

 Dr Brent Moyle (Supervisor) Griffith University / 07 555 27662 / b.moyle@griffith.edu.au 

 

 
 
 
Dr. Brent Moyle (Supervisor) 
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Q1_This survey will take approximately 5-10 minutes to complete. 
Tick on “Agree” to indicate your consent to participate in this research 

 Agree               Disagree 
 
Q2_I am 
 A citizen (Omani national)       An expatriate         A tourist  
 
For Expatriates:  
Q3_Nationality _________________ 
 
Q4_I have been in Oman for  
 Less than 1 year           2-4 years        5-9 years     10+ years 
 
For Tourists:  
Q5_Nationality _________________ 
 
Q6_Visiting Oman for 
 1-6 days           1-3 Weeks         4-8 Weeks     9-11 Weeks       12 Weeks and more 
 
Q7_Purpose of Visit  
 Business         Pleasure                Other, please specify 
 
Q8_I am :       Female                male 

 
Q9_Age Group:  18-24              25- 34               35-44             45-54             55 and more  
 
Q10_Education:  Primary   High School    College Diploma    Undergraduate    Postgraduate Degree   
 
Q11_Monthly Income (OMR):  less than 500     500-999      1000-1999      2000-2999       3000 and more 
 
Q12_Employment:  Government    Private-Sector    Self-employed    Retiree    A student   I do not work 
 
 
 
Q13_Omani people are hospitable                  
                          Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
   
Q14_Omani people are friendly                 
                           Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  
                   
Q15_Oman is good for families 

  Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 
Q16_Oman has beautiful scenery 
                         Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  
 

Q17_Oman has diverse natural landscape 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 
Q18_Oman’s mountains and wadis are a prominent aspect of the nation’s landscape    
                          Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  
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Q19_Public hygiene is very good 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 

Q20_Recycling bins are widely available 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 
Q21_Houses and commercial buildings seem to be energy efficient 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
 
 
Q22_Oman has prominent forts and castles 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q23_Oman has unique heritage sites 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 

Q24_Oman has several World Heritage Sites 
1-Strongly Disagree       2-Disagree       3-Neutral            4-Agree      5- Strongly Agree 

 
 
 
Q25_Traditions and customs are important in Oman 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q26_Oman supports several traditional practices 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 

Q27_Oman supports Omani Folklore Arts such as poetry and literature 
1-Strongly Disagree       2-Disagree       3-Neutral            4-Agree      5- Strongly Agree 

 

Q28_Frankincense is important to the Omani identity 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 
Q29_Omani dishdasha and dress are an integral part of the Omani identity 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 
Q30_Oman has a long maritime history and traditional boat building 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 

Q31_Sinbad the Sailor is an Omani legend 
1-Strongly Disagree       2-Disagree       3-Neutral            4-Agree      5- Strongly Agree 

 
 
 
Q32_Oman has a diverse range of high quality restaurants 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q33_Oman has a variety of local restaurants 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q34_Oman has an appealing local and traditional food 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
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Q35_Oman has good quality hotels and accommodations                                                                

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q36_Omani destinations are easily accessible  

   Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 

Q37_Oman has a good network of tourist information 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 

Q38_Oman offers enjoyable entertainment activities 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 

Q39_Oman has quality shopping   

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q40_Oman has different cultural experiences  

  Strongly Disagree         Disagree        Neutral           Agree       Strongly Agree 

 

 

 

Q41_Oman is politically stable 

    Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 

Q42_Oman is a terrorist-free country 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree  

 

Q43_Oman is a safety country 

  Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

 

Q44_I find Oman interesting in a sensory way 

                        Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q45_Oman induces feelings and sentiments 

                       Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q46_Oman is an emotional country 

                      Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

 

Q47_I engage in physical actions and behaviours when I am in Oman  

                    Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q48_Oman gives me bodily experiences  

                  Strongly Disagree        Disagree        Neutral           Agree        Strongly Agree 

 

Q49_I engage in a lot of thinking when I am in Oman 

                 Strongly Disagree        Disagree        Neutral           Agree        Strongly Agree 

 

Q50_ Oman stimulates my curiosity and problem solving  

                Strongly Disagree        Disagree        Neutral           Agree          Strongly Agree 
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Q51_I feel sense of sense of Joy toward Oman 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q52_ I feel sense of sense of Pleasure toward Oman 

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q53_I feel cheerful toward Oman 
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

 

 
Q54_I feel sense of love towards Oman  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

  

Q55_ I feel sense of caring towards Oman   
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

Q56_ I have warm-hearted feelings towards Oman  
                          Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
 
 
Q57_I feel fascinated about Oman  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

   

Q58_I fee sense of amazement toward Oman  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

  

Q59_I fee sense of astonishment toward Oman  
 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 

 

 

 
I AM MOST LIKELY GOING TO   
Q60_Say positive things about Oman  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q61_Recommend Oman to others  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
  
Q62_Encourage friends and family to visit Oman   

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q63_Are you an Omani Citizen 

 Yes         No         If “NO”, please proceed to (Q63- Q66) 
 
 
Q64_I would like to revisit Oman in the future   

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q65_It is likely that I will revisit Oman  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
 
Q66_I intend to revisit Oman in the future  

 Strongly Disagree        Disagree        Neutral           Agree       Strongly Agree 
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APPENDIX C – QUESTIONNAIRE (ARABIC) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

يجري هذا البحث للتحقيق في معنى الهوية الوطنية من خالل قياس عدة سمات للهويه من تصور المقيمين والمواطنين من الدولة في سياق  الغاية من البحث:
 سلطنة عمان. 

 
يسعى هذا البحث للوصول إلى فهم أفضل لتصورات السكان والمواطنين عن الهويه الوطنية باستخدام نهج الترابط.  هدف البحث:  

  
هذا البحث هو جزء من برنامج بحوث الدكتوراه. الرعاية:    

 
تيا  مدار ذا من خالل الموافقة على المشاركة في هذا البحث، سوف يطلب منك المشاركة في: استبيان لمرة واحدة عبر اإلنترنت / استطالعتفاعل المشاركين: 

دقيقة إلكمال(؛ ٢٠)  

العمانية.  الوطنيةسة االستقصائية إلى تصوراتكم حول سمات معينة من الهوية تستند المعلومات التي سيطلبها الباحث في الدرا  
 

( لدعوة المشاركين للدراسة  الشبكية) سيتم استخدام مزيج من أخذ العينات المالئمة وأخذ عينات كرة الثلج األساس الذي سيتم من خالله اختيار المشاركين: 
استطالع مدار ذاتيا.  االستقصائية عبر اإلنترنت /  

. 

: ال توجد مخاطر متوقعة عليك نتيجة المشاركة في هذا البحث. المخاطر التي قد يتعرض لها المشاركون  
 

لن  إجراء هذا البحث ينطوي على جمع و / أو الوصول و / أو استخدام آرائكم وال يتطلب أي معلومات شخصية. المعلومات التي يتم جمعها سرية والخصوصية: 
حماية عدم الكشف عن   م الكشف عنها ألطراف ثالثة دون موافقتك، إال لتلبية المتطلبات الحكومية أو القانونية أو غيرها من متطلبات السلطات التنظيمية. سيتم يت

هويتك في جميع األوقات. لمزيد من المعلومات، يرجى الرجوع إلى خطة الخصوصية الخاصة بالجامعة على الرابط التالي:  

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan 
٠٧٣٧٣٥٤٣٧٥تلفون   

 
جريفيث، سيتم االحتفاظ بجميع البيانات البحثية )ردود المسح، والتحليل( في خزانة مقفلة و / أو ملف الكتروني محمي بكلمة  كما هو مطلوب من قبل جامعة 

 مرور في جامعة جريفيث لمدة خمس سنوات قبل أن يتم تدميرها. 

 
الدراسة دون تعليق أو شروط. أنت لست ملزما بالمشاركة في المشاركة طوعية: المشاركة في هذا البحث طوعية تماما. أنت حر في تغيير رأيك واالنسحاب من 

  البحث الذي تجريه ويمكن االنسحاب في أي وقت.
 

تجري جامعة جريفيث البحوث وفقا للبيان الوطني بشأن السلوك األخالقي في البحوث التي تشمل على البشر. إذا كان لدى المشاركين  السلوك األخالقي: 

أو شكاوى الحقة فيما يتعلق بالمشروع بشأن السلوك األخالقي للبحوث، ينبغي عليهم االتصال بمدير أخالقيات البحث على العنوان      المحتملين أي استفسارات
  ٠٧٣٧٣٥٤٣٧٥research-ethics@griffith.edu.au 

 
 

الناتج من هذا البحث يمكن ارسالها عبر البريد االلكتروني لك عند الطلب. نسخة من التقرير ردود الفعل:   

 
ستساعد نتائج هذا البحث على تعريف الهيات العلمية فيما يتعلق بالهوية الوطنية. وقد تساهم أيضا في القرارات التي تتخذها الهيئات  الفوائد المتوقعة من البحث: 

والسلطات الثقافية والتراثية ووكاالت االستثمار فيما يتعلق بالهوية الوطنية في سلطنه عمان.الحكومية والوكاالت السياحية   
 

إذا كان لديك أي أسئلة أو تتطلب معلومات إضافية حول هذا البحث، يجب عليك االتصال بالباحث المرشح )التفاصيل المذكورة  أسئلة / معلومات إضافية: 
 أعاله(. 

 

 تطالع على انه موافقتك في المشاركة في هذا البحث"هذا االس ةعتبر تكمل"ست

معنى الهوية الوطنية  في  البحث  

 استمارة المعلومات عن االستبيان عبر اإلنترنت/ استطالع مدار ذاتيا 
(GU Ref No: 2017/ 497) 

 فريق البحث  تفاصيل االتصال 

azza.al-busaidi@griffithuni.edu.au  

 عزة البوسعيدي 

 (باحث مرشح)

 8586 5552 07 / جامعة جريفيث

noel.scott@griffith.edu.au    

 بروفيسور نويل سكوت 

 (مشرف) 

 

 8586 5552 07 / جامعة جريفيث

b.moyle@griffith.edu.au  
 الدكتور برنت مويل 

 (مشرف)

 
 
 
 

Dr. Brent Moyle (Supervisor) 
 
 

http://www.griffith.edu.au/about-griffith/plans-publications/griffith-university-privacy-plan
mailto:research-ethics@griffith.edu.au
mailto:azza.al-busaidi@griffithuni.edu.au
mailto:noel.scott@griffith.edu.au
mailto:b.moyle@griffith.edu.au
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APPENDIX D – LIST OF CONSTRUCTS AND INDICATORS 

 

Table D.1 List of constructs and indicators ascertained from the literature 

Construct and Indicator Items Associated references 

COGNITIVE ATTRIBUTES  

People  

    Omani people are hospitable 
Anholt, 2005; Beerli & Martín, 2004; Che-

Ha et al. 2015; Kotler & Gertner, 2002; 

Heslop et al., 2004; Nadeau et al., 2007; 

Passow et al., 2005; Rojas-Me´ndez, 2013 

    Omani people are friendly 

    Omani has famous people (e.g. Al Farahidi) 

    Oman has well educated residents 

    Omani people have high work ethic 

Social Bonding  

    Oman is good for families 

Beerli & Martin, 2004; Merrilees et al., 

2009, 2013; Nadeau et al., 2008; Passow et 

al., 2005 

 

    It is easy to make friends in Oman 

    Family and friends enjoy visiting 

    Oman is socially and culturally diverse 

    Omani citizens have a good community spirit 

    Quality of life is good in Oman 

Social Appeal  

    Oman supports good causes 

Passow et al., 2005     Oman is a responsible member of the global community 

    Oman supports responsible environmental policies 

Nature  

    Oman has beautiful scenery 

Beerli & Martin, 2004a; Echtner & Ritchie, 

1991; Lowenthal, 2013; Moilanen & 

Rainisto, 2008; Morgan & Pritchard, 2005; 

Morgan et al., 2002; Nadeau et al., 2008;  

    Oman has untouched nature 

    Oman has diverse natural landscape e.g. valleys, deserts,  

    mountains, beaches 

    Oman’s Wadis is prominent feature of the nation’s landscape 

    Oman is rich with rugged mountains like Jabal Al Akhdar & Jabal  

    Shams 

    Oman has protected nature reserves, e.g., Jabal Al Akhdar     

    Sanctuary, Turtle Reserve, Botanic Gardens 

Clean Environment  

    Oman is clean  

    Public Hygiene is very good  

    Oman has clean air  

    Oman has clean water  

    Pollution is a problem  

 

Beerli & Martin, 2004a; Kozak, 2003; 

Putnam, 1993; Dinnie & Fola, 2009; Loo & 

Davies, 2009  

Sustainability   
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Construct and Indicator Items Associated references 

    Oman supports responsible environmental policies 

    Recycling bins are widely available  

    I frequently use recycling bins  

    Houses and commercial buildings seem to be energy efficient 

 

 

Passow et al., 2005; Newton, 2012; 

Newton, 2012; Miller et al., 2015; Newton, 

2012  

Tangible Cultural Heritage   

    Oman has prominent forts and castles 

    Oman has unique heritage sites  

    (e.g. Al Jalali Fort and Bahla Fort) 

    Oman has several historical museums  

    (e.g. The National Museum of Oman, Al Hazm Castle and  

    Jibreen Castle) 

    Oman has World Heritage Sites (e.g. Aflaj Systems, Bahla  

    Fort, Bat Tomb) 

    Omani architecture reflects its heritage 

Beerli & Martin, 2004 

Intangible Cultural Heritage  

    Oman has rich historical past 

    Cultural festivals (e.g. folk poetry, folk music)  

    Oman has cultural festivals like folk poetry and arts  

    Oman preserves its folk heritage arts (e.g. folk poetry, folk  

    dances, folk music) 

    Oman supports Omani Folklore Arts e.g. poetry & literature 

Beerli & Martin, 2004 

Traditions 

    Traditions and customs are important in Oman  

    Oman supports several traditional practices (e.g. handicraft  

    making, dhow building) 

    Frankincense is important to the identity of Oman 

    Omani dishdasha & dress are integral part of the Omani  

    identity 

    Oman has a long history & traditions of dhow building & sea  

    farrying 

    Sinbad the sailor is an Omani legend.   

Beerli & Martin, 2004; Inductively derived 

from the focus groups for this research 

Food 

    Oman has a diverse range of high-quality restaurants. 

    Oman has a variety of local restaurants. 

    Oman has an appealing local & traditional food (e.g. Halwa,  

    Shuwa) 

 

Echtner & Ritchie, 1991; Sims, 2009; Lin, 

Pearson, & Cai, 2011;  

Baloglu & McCleary, 1999; Sidali, 

Kastenholz, & Bianchi, 2015 

Tourism Infrastructure  

    Oman has various hotels and self-catering accommodation 
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Construct and Indicator Items Associated references 

    Oman has good quality hotels and accommodations 

    Omani destinations are easily accessible  

    Oman has a good network of tourist information 

    Oman has a variety of excursions 

Beerli & Martı́n, 2004; Stephenson & Ali-

Knight, 2010 

Recreation experience 

    Oman has different adventure activities 

    I enjoy nature-based activities (e.g. trekking, hiking, mountain  

    climbing, visiting caves, etc) 

    Oman has a variety of water sport activities (e.g. golf, fishing,  

    scuba diving, etc) 

    Oman offers enjoyable entertainment activities.  

    Oman has quality shopping   

    Oman has traditional Markets (e.g. Souk Muttrah & Souk Nizwa) 

    I enjoy shopping in traditional markets 

    Oman has different cultural experiences (e.g. museums, Royal  

    Opera House) 

Beerli & Martı́n, 2004; Shrestha, Stein, & 

Clark, 2007; Kay, 2009 

Business Environment  

    Economic development is healthy in Oman  

    Oman is an attractive place to do business 

    Oman has well-developed industrial sector 

    Oman is a low tax country 

    Oman is a safe place to invest in 

    Oman has potential to maintain strong economic growth 

    Local businesses appear to be thriving  

Beerli & Martı́n, 2004; Passow et al., 2005; 

Che-Ha et al., 2016; Merrilees et al., 2013 

Political Stability  

    Oman is well managed  

    Oman is politically stable  

    Oman is a safety country 

    Crime rate in Oman is low  

    Oman is a terrorist-free country  

 
Passow et al., 2005; Che-Ha et al., 2016; 

Beerli & Martı́n, 2004 

 

EXPERITENTIAL ATTRIBUTES  

Sensory  

    Oman makes a strong impression on my visual sense or other  

    senses 

    I find Oman interesting in a sensory way  

    Oman does not appeal to my senses 

 
Brakus, Schmitt, Zarantonello, 2009; 

Zarantonello & Schmitt, 2010; Barnes, 

Mattsson, Sørensen, 2014 

Affective  

    Oman induces feelings and sentiments  
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Construct and Indicator Items Associated references 

    I do not have strong emotions for Oman 

    Oman is an emotional country 

Brakus, Schmitt, Zarantonello, 2009; 

Zarantonello & Schmitt, 2010; Barnes, 

Mattsson, Sørensen, 2014 

Behavioral  

    I engage in physical actions & behaviours when I am in Oman  

    Oman gives me bodily experiences 

    Oman is not an action-oriented country 

 
Brakus, Schmitt, Zarantonello, 2009; 

Zarantonello & Schmitt, 2010; Barnes, 

Mattsson, Sørensen, 2014 

Intellectual   

    I engage in a lot of thinking when I am in Oman 

    Oman does not make me think  

    Oman stimulates my problem solving 

 
Brakus, Schmitt, Zarantonello, 2009; 

Zarantonello & Schmitt, 2010; Barnes, 

Mattsson, Sørensen, 2014 

EMOTIONAL ATTRIBUTES  

Joy  

    I feel cheerful when I am in Oman 

    I have feelings of delight when I am in Oman  

    I have feelings of enthusiasm towards Oman  

    Oman gives me a sense of joy 

    Oman gives me a sense of pleasure  

 
Hosany, Prayag, Deesilatham, Cauševic, & 

Odeh, 2015 

Love  

    I have feelings of affection towards Oman  

    I have caring feelings towards Oman  

    I love Oman  

    I feel sense of tenderness towards Oman  

    I have warm-hearted feelings towards Oman  

 
Hosany, Prayag, Deesilatham, Cauševic, & 

Odeh, 2015 

Positive Surprise 

    I have sense of astonishment towards Oman  

    I have feelings of amazement towards Oman  

    I am fascinated with Oman  

    I have inspired feelings towards Oman  

    I have feelings of surprise towards Oman  

 
Hosany, Prayag, Deesilatham, Cauševic, & 

Odeh, 2015 
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APPENDIX E – PRE-TEST RESULTS 

PRE-TEST ONE 

The following presents the descriptive information and factor analysis for pre-test one. Participant 

characteristics is presented in Table E.1.  

Table E.1 Participant Characteristics  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table E.2 presents the items used in Pre-Test One, as well as the corresponding inter-item 

correlation and Cronbach’s Alpha before and after item deletion from scales. All items (Q13-

Participant Profile Frequency  Percentage  

Respondent Type: (N=36) 

Omani citizen  

Expatriate  

Tourist   

 

Gender (N=36) 

Male  

Female 

 

Age Group (N=36) 

18-24 

25-34 

35-44 

45-54 

55 and more  

 

Education 

High School 

Diploma 

Undergraduate 

Postgraduate Degree 

 

Monthly Income  

Less than 500 

500-900 

1000-1499 

1500-2999 

3000+ 

I prefer not to say  

 

Employment  

Government  

Private 

Self-Employed 

Retiree 

Student 

I do not work 

 

32 

3 

1 

 

 

20 

15 

 

 

10 

10 

9 

2 

4 

 

 

5 

5 

18 

7 

 

 

7 

11 

7 

1 

5 

4 

 

 

9 

12 

1 

3 

9 

1 

 

88.9 

8.3 

2.8 

 

 

57.1 

42.9 

 

 

28.6 

28.6 

25.7 

5.7 

11.4 

 

 

14.3 

14.3 

51.4 

20.0 

 

 

20.0 

31.4 

20.0 

2.9 

14.3 

11.4 

 

 

25.7 

34.3 

2.9 

8.6 

25.7 

2.9 
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Q110) within the nation brand attributes, experiential attributes and emotional attributes were 

measured using a 5-point Likert Scale from 1= strongly disagree to 5= strongly agree. 

According to the results in Table E.2, the people construct yielded a Cronbach’s Alpha 

value of 0.647 after item deletion. Other constructs that also generated a Cronbach’s Alpha of less 

than 0.7 after deletion of recommended items include sensory, affective and intellectual which 

represent the experiential brand attributes. The highest Cronbach’s Alpha values between (0.9-1.0) 

include joy, love and positive surprise which help measure emotional brand attributes. Other, 

constructs that also yielded higher reliability presenting a Cronbach’s Alpha value between (0.8-

0.9) include recreation experience and clean environment. Tourism infrastructure and food resulted 

in a similar Cronbach’s Alpha value of 0.789.  
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Table E.2: Inter-item and Reliability Results  

Nation Brand Attributes 

Avg. inter- item 

correlation  

Cronbach’s alpha Cronbach’s 

alpha  

After items were 

deleted 

Avg. inter-item 

correlation after 

item deletion 

➢ PEOPLE= Peo1, Peo2, Peo,3, Peo4, Peo5 ➢  ➢  ➢ Deleted: Q15, 

Q13 

➢  

Q13_Omani people are hospitable                

.116 .257 .647 .404 

Q14_Omani people are friendly                 

Q15_Oman has famous people (e.g Al 

Farahidi) 

Q16_Oman has well educated residents       

Q17_Omani people have good work ethic       

     

➢ SOCIAL BONDING= SocBond1, SocBond2, 

SocBond3, SocBond4, SocBond5 

 
 Deleted: - 

 

Q18_Oman is good for families 

.239 .642 - 
 

- 

Q19_It is easy to make friends in Oman       

Q20_Family and friends enjoy visiting   

Q21_Oman is socially and culturally diverse 

Q22_Oman has community spirit  

Q23_Quality of life is good in Oman  

     

➢ SOCIAL APPEAL=(SocApp1- SocApp3)   Deleted:-  

Q24_Oman supports good causes    

 

.455 

 

.719 - - 

Q25_Oman is a responsible member of the 

global community   

Q26_Oman supports responsible environmental 

policies             

     

➢  

➢ NATURE= (Nat1- Nat6) 

 
 

 

Deleted:- 

 

Q27_Oman has beautiful scenery 

.465 .797 - 

 

 

 

 

 

- 

Q28_Oman has untouched nature                                                                            

Q29_Oman has diverse natural landscape, e.g., 

wadis, deserts, mountains, beaches, islands, 

canyon, parks, caves  

Q30_Oman’s (Wadis ) are prominent aspect of 

the nation’s landscape    

Q31_Oman is rich with rugged mountains (e.g.  

Jabal Al Akhdar)                  

Q32_Oman has protected nature reserves (e.g. 

turtle reserve, botanic gardens)  

     

➢ CLEAN ENVIRONMENT= CleaEnv1, 

CleaEnv2, CleaEnv3, CleaEnv4, CleaEnv5 

 
 Deleted: Q37 

 

Q33_Oman is clean  

.277 .424 .830 
 

.548 

Q34_Public hygiene is very good  

Q35_Oman has clean air 

Q36_Oman has clean water 

Q37_Pollution is a problem  

     

➢ SUSTAINABILITY=SUS1, SUS2, SUS3, 

SUS4 

 
  

 

Q38_Oman supports responsible environmental 

policies  
.447 .774 - - 

Q39_Recycling bins are widely available 

Q40_I frequently use recycling bins  
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Q41_Houses and commercial buildings seem to 

be energy efficient 

     

➢ TANGIBLE CULTURAL 

HERITAGE=TanCulHer1, TanCulHer2, 

TanCulHer3, TanCulHer4, TanCulHer5 

 

 Deleted:- 

 

Q42_Oman has prominent forts and castles  

.464 .743 - 
 

- 

Q43_Oman has unique heritage sites (e.g. Al 

Jalali Fort) 

Q44_Oman has several historical museums 

(e.g. The National Museum of Oman, Al Hazm 

Castle, Sur Maritime Museum) 

Q45_Oman has several World Heritage Sites 

(e.g. Aflaj Systems, Bahla Fort, Bat Tomb) 

Q46_Omani architecture reflect Omani heritage 

(e.g. the Royal Opera House) 

     

➢ INTANGIBLE CULTURAL HERITAGE= 

IntCulHer1, IntCulHer2, IntCulHer3, 

IntCulHer4, 

 

 Deleted:- 

 

Q47_Oman has rich historical past  

.366 .728 - - 

Q48_Oman has cultural festivals like folk 

poetry and arts                 

Q49_Oman preserves its folk heritage arts (e.g. 

folk poetry, folk dances arts & cultural 

festivals) 

Q50_Oman supports Omani Folklore Arts such 

as poetry and literature  

     

➢ TRADITIONS= Trad1, Trad2, Trad3, 

Trad4, Trad5, Trad6 

 
 Deleted:- 

 

Q51_Traditions and customs are important in 

Oman 

.311 .712 - - 

Q52_Oman supports several traditional 

practices (e.g. handicraft making, Dhow 

building) 

Q53_Frankincense is important to the identity 

of Oman 

Q54_Omani dishdasha and dress are an integral 

part of the Omani identity 

Q55_Oman has a long history and traditions of 

dhow building and sea ferrying 

Q56_Sinbad the Sailor is an Omani legend 

     

➢ FOOD= Fd1, Fd2, Fd3   Deleted:-  

Q57_Oman has a diverse range of high quality 

restaurants 

.551 .789 - 
 

- 

Q58_Oman has a variety of local restaurants 

Q59_Oman has an appealing local and 

traditional food (e.g. Halwa, Shuwa) 

 

 

 

 
  

 

➢ TOURISM INFRASTRUCTURE = TouInf1, 

TouInf2, TouInf3, TouInf4, TouInf5, 

 
 Deleted:- 

 

Q60_Oman has various hotels and self-catering 

accommodation 

.512 .789 - 

 

Q61_Oman has good quality hotels and 

accommodations                                                                

Q62_Omani destinations are easily accessible  
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Q63_Oman has a good network of tourist 

information 

Q64_Oman has a variety of excursions 

     

➢ RECREATION EXPERIENCE= RecExp1, 

RecExp2, RecExp3, RecExp4, RecExp5, 

RecExp6, RecExp7, RecExp8, 

 

 Deleted:- 

 

Q65_Oman has different adventure activities 

.400 .833 - 

 

 

 

 

 

 

 

- 

Q66_Oman has nature-based activities (e.g. 

trekking, hiking, mountain climbing, visiting 

caves) 

Q67_Oman has a variety of water sports 

activities (e.g. fishing, diving, diving, sailing) 

Q68_Oman offers enjoyable entertainment 

activities 

Q69_Oman has quality shopping   

Q70_Oman has traditional Markets (e.g. Souk 

Muttrah, Souk Nizwa) 

Q71_I enjoy shopping in traditional Markets 

(e.g. Souk Muttrah and Souk Nizwa) 

Q72_Oman has different cultural experiences 

(e.g. Royal Opera House) 

     

➢ BUSINESS ENVIRONMENT=BusEnv1, 

BusEnv2, BusEnv3, BusEnv4, BusEnv5, 

BusEnv6 

 

 Deleted:- 

 

Q73_Economic development is healthy in 

Oman  

.319 .717 - 

 

 

 

 

- 

Q74_Oman is an attractive place to do business  

Q75_Oman is a low-tax country 

Q76_Oman is a safe place to invest in 

Q77_Oman has potential to maintain strong 

economic growth  

Q78_Local businesses appear to be thriving 

     

➢ POLITICAL STABILITY= PolSt1, PolSt2, 

PolSt3, PolSt4, PolSt5 

 
 Deleted:- 

 

Q79_Oman is well managed 

.439 .761 - 

 

 

- 
Q80_Oman is politically stable 

Q81_Oman is a terrorist-free country 

Q82_Crime rate in Oman is low 

Q83_Oman is a safety country 

     

Experiential Attributes     

➢ Sensory= Sens1, Sens2, Sens3    Deleted: Q86  

Q84_Oman makes a strong impression on my 

visual sense or other senses 
.353 .550 .699 

 

.538 Q85_I find Oman interesting in a sensory way 

Q86_Oman does not appeal to my senses 

     

➢ Affective = Affe1, Affe2, Affec3   Deleted: Q89  

Q87_Oman induces feelings and sentiments 

.124 .270 .477 

 

.364 Q88_I do not have strong emotions for Oman 

Q89_Oman is an emotional country 

 

➢ Behavioural= Behav1, Behav2, Behav3   Deleted: Q92  

Q90_I engage in physical actions and 

behaviours when I am in Oman  
.226 .429 .719 

 

 

.574 Q91_Oman gives me bodily experiences  

Q92_Oman is not an action oriented country 
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➢ Intellectual= Intell1, Intell2, Intell3  
 Deleted: Q94 

 

Q93_I engage in a lot of thinking when I am in 

Oman 

-.009 -.079 .596 

 

 

.425 Q94_Oman does not make me think  

Q95_Oman stimulates my curiosity and 

problem solving  

     

➢ JOY=Joy1, Joy2, Joy3, Joy4, Joy5   Deleted:-  

Q96_I feel cheerful when I am in Oman  

.798 .949 - 

 

 

 

- 

Q97_Oman gives me a sense of Pleasure 

Q98_Oman gives me a sense of Joy 

Q99_I have feelings of enthusiasm towards 

Oman 

Q100_I have feelings of delight when in Oman 

     

➢ LOVE=lov1, lov2, lov3, lov4, lov5,   Deleted:-  

Q101_I feel sense of tenderness towards Oman  

.716 .903 - 
 

- 

Q102_I love Oman  

Q103_I have caring feelings towards Oman   

Q104_I have feelings of affection towards 

Oman 

  Q105_I have warm-hearted feelings towards 

Oman  

     

➢ POSITIVE SURPRISE= PosSur1, PosSur2, 

PosSur3, PosSur4, PosSur5 

 
 Deleted:- 

 

Q106_I have feelings of amazement towards 

Oman  

.697 .907 - - 

Q107_I have sense of astonishment towards 

Oman 

 Q108_I am fascinated with Oman  

Q109_I have inspired feelings towards Oman   

Q110_I have feelings of surprise towards Oman  
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PRE-TEST TWO 

The participant profile is presented in Table 7-2. The ages ranged from 18 to over 55 years. 

Calculated Cronbach’s Alpha Coefficients (shown in the table below) were in the range between 

.573 and .854. Three scales had unacceptable level of Cronbach’s Alpha (People, Business 

Environment and Intention to re-visit). After deleting one item from each scale, Cronbach’s Alpha 

get to acceptable level in the case of scale named People and Intention to re-visit but it was not on 

acceptable level (Cronbach’s Alpha = 0.576) in the case of Business Environment.  

Table E.3: Inter-item and Reliability Results of Pre-Test Two 
Constructs from the coding document Average inter- 

item 

correlation  

Cronbach’s 

alpha 

Cronbach’s 

alpha  

After items 

were deleted 

Average inter-

item 

correlation 

after items 

were deleted 

➢ PEOPLE= COG.PE13, COG.PE14, 

COG.PE15 

➢  ➢  ➢ Deleted: 

COG.PE15 

➢  

Q13_COG.PE13_Omani people are hospitable .420 .687 .808 .682 

Q14_COG.PE14_Omani people are friendly 

Q15_COG.PE15_Oman has well educated 

residents 

     

➢ SOCIAL BONDING= COG.SB16, COG.SB17, 

COG.SB18, COG.SB19 

  Deleted: -  

Q16_COG.SB16_Oman is good for families .403 .730 -  

- 
Q17_COG.SB17_Oman is socially and culturally 

diverse 

Q18_COG.SB18_Oman has community spirit 

Q19_COG.SB19_Quality of life is good in Oman 

     

➢ NATURE= COG.NA20, COG.NA21, 

COG.NA22 

  Deleted:-  

Q20_COG.NA20_Oman has beautiful scenery  

 

 

      .577 

.798 -  

 

 

 

 

- 

Q21_COG.NA21_Oman has diverse natural 

landscape 

Q22_COG.NA22_Oman’s mountains and wadis 

are a prominent aspect of the nation’s landscape 

     

➢ CLEAN ENVIRONMENT= COG.CA23, 

COG.CA24, COG.CA25 

  Deleted: -  

Q23_COG.CE23_Oman is clean .552 .789 -  

- Q24_COG.CE24_Public hygiene is very good 

Q25_COG.CE25_Oman has clean air and water 

     

➢ SOCIAL APPEAL= COG.SA26, COG.SA27, 

COG.SA28, COG.SA29 

  Deleted:-  

Q26_COG.SA26_Oman is a responsible member 

of the global community 

 

.368 

 

.691 

 

- 

 

- 

 

Q27_COG.SA27_Oman supports responsible 

environmental policies 

Q28_COG.SA28_Recycling bins are widely 

available 
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Q29_COG.SA29_Houses and commercial 

buildings seem to be energy efficient 

     

➢ TANGIBLE CULTURAL HERITAGE= 

COG.TC30, COG.TC31, COG.TC32, 

COG.TC33, COG.TC34 

  Deleted:-  

Q30_COG.TC30_Oman has prominent forts and 

castles 

.415 .775 -  

- 

Q31_COG.TC31_Oman has unique heritage sites 

Q32_COG.TC32_Oman has several historical 

museums 

Q33_COG.TC33_Oman has several World 

Heritage Sites 

Q34_COG.TC34_Omani architecture reflect 

Omani heritage 

     

➢ INTANGIBLE CULTURAL HERITAGE= 

COG.IC35, COG.TC36, COG.TC37, 

COG.TC38 

  Deleted:-  

Q35_COG.IC35_Oman has rich historical past  .457 .768 - - 

Q36_COG.TC36_Oman has cultural festivals 

like folk poetry and arts                 

Q37_COG.TC37_Oman preserves its folk 

heritage arts (e.g. folk poetry, folk dances arts & 

cultural festivals) 

Q38_COG.TC38_Oman supports Omani 

Folklore Arts such as poetry and literature  

     

➢ TRADITIONS= COG.TR39, COG.TR40, 

COG.TR41, COG.TR42, COG.TR43, 

COG.TR44 

  Deleted:-  

Q39_COG.TR39_Traditions and customs are 

important in Oman 

.473 .825 - - 

Q40_COG.TR40_Oman supports several 

traditional practices  

Q41_COG.TR41_Frankincense is important to 

the identity of Oman 

Q42_COG.TR42_Omani dishdasha and dress are 

an integral part of the Omani identity 

Q43_COG.TR43_Oman has a long maritime 

history and traditional boat building  

Q44_COG.TR44_Sinbad the Sailor is an Omani 

legend 

     

➢ FOOD= COG.FO45, COG.FO46, COG.FO47   Deleted:-  

Q45_COG.FO45_Oman has a diverse range of 

high quality restaurants 

.487 .737 -  

- 

Q46_COG.FO46_Oman has a variety of local 

restaurants 

Q47_COG.FO47_Oman has an appealing local 

and traditional food  

     

➢ TOURISM INFRASTRUCTURE = 

COG.TI48, COG.TI49, COG.TI50 

  Deleted:-  

Q48_COG.TI48_Oman has good quality hotels 

and accommodations                                                                

.488 .736 -  

Q49_COG.TI49_Omani destinations are easily 

accessible  

Q50_COG.TI50_Oman has a good network of 

tourist information 
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➢ RECREATION EXPERIENCE= COG.RE51, 

COG.RE52, COG.RE53, COG.RE54, 

COG.RE55 

  Deleted:-  

Q51_COG.RE51_Oman has different adventure 

activities 

.426 .757 -  

 

 

 

 

 

 

- 

Q52_COG.RE52_Oman offers enjoyable 

entertainment activities 

Q53_COG.RE53_Oman has quality shopping 

Q54_COG.RE54_Oman has traditional Markets 

(Souqs) 

Q55_COG.RE55_Oman has different cultural 

experiences 

     

➢  

➢ BUSINESS ENVIRONMENT= COG.BE56, 

COG.BE57, COG.BE58  

  Deleted: 

COG.BE57 

 

Q56_COG.BE56_Economic development is 

healthy in Oman  

.310 .576 .577  

 

.406 Q57_COG.BE57_Oman is a low-tax country 

Q58_COG.BE58_Oman has potential to maintain 

strong economic growth  

     

➢ POLITICAL STABILITY= COG.PS59, 

COG.PS60, COG.PS61 

  Deleted:-  

Q59_COG.PS59_Oman is politically stable .607 .814   

Q60_COG.PS60_Oman is a terrorist-free country 

Q61_COG.PS61_Oman is a safety country 

     

EXPERIENTIAL ATTRIBUTES = EXP.62, 

EXP.63, EXP.64, EXP.65, EXP.66, EXP.67, 

EXP.68, EXP.69 

  Deleted: -  

Q62_EXP.62_Oman makes a strong impression 

on my visual sense or other senses 

.432 .854 _ _ 

 

Q63_EXP.63_I find Oman interesting in a 

sensory way 

Q64_EXP.64_Oman induces feelings and 

sentiments 

Q65_EXP.65_Oman is an emotional country 

Q66_EXP.66_Oman gives me bodily experiences     

Q67_EXP.67_I engage in a lot of thinking when I 

am in Oman 

     

➢ EMOTIONAL ATTRIBUTES = EMO.70,  

EMO.71, EMO.72, EMO.73, EMO.74, 

EMO.75, EMO.76, EMO.77, EMO.78 

  Deleted: -  

Q70_EMO.70_I feel sense of pleasure toward 

Oman 

.632 .936 -  

 

 

 

 

 

- 

Q71_EMO.71_I feel cheerful toward Oman 

Q72_EMO.72_I feel sense of love toward Oman 

Q73_EMO.73_I feel sense of caring toward 

Oman 

Q74_EMO.74_I have warm-hearted feelings 

towards Oman 

Q75_EMO.75_I feel fascinated about Oman 

Q76_EMO.76_I feel sense of amazement toward 

Oman 

Q77_EMO.77_I feel sense of astonishment 

toward Oman 
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➢ INTENTION TO RECOMMEND= 

INT.REC.79, INT.REC.80, INT.REC.81 

  Deleted: -  

Q79_INT.REC.79_Say positive things about 

Oman 

.821 .932 -  

 

- Q80_INT.REC.80_Recommend Oman to others 

Q81_INT.REC.81_Encourage friends and family 

to visit Oman 

     

➢ INTENTION TO VISIT= INT.VIS.83, 

INT.VIS.85, INT.VIS.85 

  Deleted: 

INT.VIS.84 

 

Q83_INT.VIS.83_Are you a tourist? .307 .573 .838  

 

.860 
Q84_INT.VIS.84_I would like to revisit Oman in 

the future 

Q85_INT.VIS.85_It is likely that I will revisit 

Oman 
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229 

 

Results given in Pattern matrix (above) show that majority of used items 

belong to the constructs according to literature. It can be seen that the first component 

consist of items which all belong to Emotional attributes construct. Further, 

Experiential attributes were grouped in two components (fourth and fifth). The fourth 

component consists of items related to the Affective experiential attributes and the 

fifth component consists of Behavioural and Intellectual experiential attributes. 

Cognitive attributes were grouped into 8 components (subconstructs) and majority of 

them correspond to the constructs proposed by the author. The second component 

consist of items from Traditions construct only so it can be concluded that those items 

are highly correlated and belong to the component like it was presumed. Also, the 

seventh component consists of all items from Tangible Cultural Heritage constructs 

which indicate that those items indeed measure the same scale. Beside 

abovementioned, one more component (the ninth) of cognitive attributes was 

confirmed and it consists of all items from the scale Food, which indicate high 

correlation within this component. Regarding the scale named Intention to 

recommend, the twelfth factor included all three items originally come from that 

component. Thus, those items are also highly correlated within its component so it can 

be said that it is justified to include in the main survey. The eighth component consists 

of all three items from the construct named Nature, which indicate that those items 

belong to original constructs.  

 

Some of the items from the cognitive attributes are grouped in different 

combinations within the same components. Thus, sixth factor consists of three items 

from the People construct and one of them was from the Social Bonding subscale 

(COG.PEO13, COGPEO14, COG.SB16)- Omani people are hospitable, Omani 

people are friendly, Oman is good for families. This means that those items are 

strongly correlated and thus can be considered as one construct in the main survey and 

grouped under People. Item from the Social Bonding subscale COG.SB16- Oman is 

good for families is naturally strongly correlated to COG.PEO 13 and COG.PEO 14– 

Omani people are hospitable and Omani people are friendly. Further, the seventh 

components consist of three items form Tangible Cultural Heritage which were items 

with highest factor loadings, so this component can be called as original construct 

although one item was grouped within the same component which originally belongs 

to Social Bonding. Further, the tenth component consists of two items from the 
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constructs named Social Appeal and one item from the construct named Clean 

Environment, which means that those items are strongly correlated and thus can be 

considered as one construct in the main survey-COG.CE24, COG.SA28, COG.SA29- 

public hygiene is very good, recycling bins are widely available, houses and 

commercial buildings seem to be energy efficient. Similar result is obtained in the third 

component which consist of three items from the construct Recreational Experience 

and three of them were form the construct named Tourist Infrastructure (Oman has 

good quality hotels and accommodations, Omani destinations are easily accessible, 

Oman has a good network of tourist information, Oman offers enjoyable entertainment 

activities, Oman has quality shopping, Oman has different cultural experiences). 

Considering those items have similar language construction, they will be considered 

as one construct that is Tourist Infrastructure. The eleventh component consists of one 

item form the Business Environment construct and one from the Intangible Cultural 

Heritage (COG.BE58, COG.IT36) and this component is negligible considering that 

there were only two items which doesn’t belong to the same construct. Thus, the 

eleventh component will be re-considered and excluded from the further analysis. All 

three items from the constructs named Political Stability were suggested for exclusion 

in the EFA considering that they show major cross-loadings with other components. 

However, Stability is a significant aspect of Oman’s image as a result of the analysis 

from Stage One of the research. Hence, the items from Political Stability are included 

in the main study to assess its reliability and validity base on a larger scale of complete 

response rates.  
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