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Abstract      

Phu Quoc, the largest island in Vietnam, is planned to be one of the special economic 

and administrative centres of Vietnam by the year of 2030. As a long-term strategy, 

understanding the tourist’s behaviour has become a necessity and an important 

element of success of the place. Despite the significance of destination branding and 

destination image in both academia and the industry of tourism, there has been still 

scantiness in studying about destination branding and image of a destination brand 

in a way to build a strong action plan for the development of tourism in Phu Quoc 

island by the year of 2030.  

The purpose of this study is to examine the relationships among brand associations 

(i.e. cognitive, affective, and unique image components) and tourists’ future 

behaviours in the island of Phu Quoc. The study also aims at providing some 

recommendations for the development of the island of Phu Quoc island from the 

perspective of destination branding in a way to build up a strong brand image for the 

destination. This research used an online questionnaire to collect data by sending out 

in Google® Forms to members of Vietnamese tourism forums, fan-pages, etc., 

aiming at collecting responses from people who had been to Phu Quoc island during 

the last one year from the survey. Multiple regression analysis was utilized to test the 

impact of brand association components on tourist’s future behaviours in the 

particular case of Phu Quoc island.  

The results confirmed that tourists’ future intention was influenced by two out of the 

three types of brand associations (cognitive and affective image), whereas the unique 

image had no significant impact on the tourists’ intention. Based on the results, a 

brand positioning strategy was proposed for the island of Phu Quoc. In addition, the 

findings of this study provided several critical implications for further study on the 

socio-cultural effects on the formation of the brand associations of a destination, 

especially its unique image element. 
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1 INTRODUCTION 

1.1 Rationale of the study 

Phu Quoc (Kien Giang province), the largest island in Vietnam, is surrounded by 26 

smaller islands in the Gulf of Thailand, and lies about 30 miles from the Vietnamese 

mainland with the approximate total area of 600 square kilometres, the same as the 

country of Singapore. According to the Phu Quoc Island (2012), Kien Giang’s islands 

and coastal areas including Phu Quoc island were recognized by UNESCO as a World 

Biosphere Reserve in 2006. Phu Quoc island also has other name as Pearl Island by its 

mysterious beauty. About fifty domestic and foreign-invested projects have been 

granted licence with a total investment capital of around EUR2.5 billion (Vietnam.com 

2017). Up to the year 2017, Phu Quoc island district had attracted 254 projects worth 

VND377.83 trillion (around EUR14 billion) (Nhan Dan Online 2017).  

In the regional context, Phu Quoc island obviously has its own competitive advantages 

in comparison with other Southeast Asian countries. Vietnam’s Phu Quoc Island has 

been considered as a real competitor in the Southeast Asian race for the top resort 

island paradise beside Indonesia’s Bali, China’s Hainan, Thailand’s Koh Samui and 

Phuket, etc. (Ruggia 2015) thanks to its natural beauty in terms of geographic 

characteristics. In addition, Phu Quoc also has an advantage in terms of the seasons 

there, in which the dry season in Phu Quoc usually happens at the same time with the 

rainy season in other competitive destination in Malaysia, Singapore, etc. (Dinh & 

Nguyen 2013). 

Emphasizing on the strategic role of Phu Quoc island in achieving the long-term 

objective of Kien Giang province’s socio-economic development during a working 

session with provincial officials on April 14th 2017, Prime Minister Nguyen Xuan 

Phuc instructed the government of Kien Giang province to develop Phu Quoc island 

into a unique, world-class tourism and resort centre, henceforward attracting more 

investors and academics, and serving as a leverage for the province’s economic 
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development (Nhan Dan Online 2017). According to the adjusted master plan for Phu 

Quoc development to 2030, Phu Quoc would have become one of the special economic 

and administrative centres of Vietnam, as well as amongst the most important tourism 

destination with a wide range of domestic and international resorts as well as various 

types of entertainment by the year of 2030. In 2016, 1.45 million was the recorded 

number of visitors coming to Phu Quoc island, 201,130 of which are foreigner, 

accounting for 13.87% (Phu Quoc Island Guide 2017). It is expected that Phu Quoc 

will welcome five to seven million domestic and international tourists per year (Nhan 

Dan Online 2017).  

In order to develop the tourism industry in Phu Quoc island to over-achieve the 

strategic objective of Vietnam’s government, understanding the tourist’s behaviour is 

obviously a necessity and an important element of success. Such awareness may help 

tour operators, tourism promotion boards and destinations to provide appropriate 

marketing strategies suiting different segments of tourists. A deeper savvy on the 

factors having impact on the selection of tourism destinations is required to develop a 

marketing strategy in a way to appeal more and more tourists. One of these factors is 

the image of the tourism destination (Qu, Kim & Im 2011). In fact, the core of 

destination branding is to build a positive destination image that identifies and 

differentiates the destination by selecting a consistent “brand element mix” (Cai 2002: 

725). Nevertheless, despite the significance of destination branding and destination 

image in both academia and the industry of tourism, there is still scantiness in studying 

about destination branding and image of a destination brand in a way to build a strong 

action plan for the development of tourism in Phu Quoc island by the year of 2030, 

both domestically and internationally. 

According to Cai (2002: 723), the image of a destination brand can be described as 

“perceptions about the place as reflected by the associations held in tourist memory”. 

Based on the widely accepted knowledge indicating that destination image is a total 

impression of cognitive and affective assessments from customers’ side (Baloglu & 

Mangaloglu 2001, Baloglu & McCleary 1999, Hosany, Ekinci & Uysal 2007, Mackay 
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& Fesenmaier 2000, Qu et al. 2011), it is recommended that cognitive and affective 

image should be two of components of brand associations in studies about them (Pike 

2009, Qu et al. 2011). These two components are also broadly argued to be influential 

factors of destination image (Baloglu & Mangaloglu 2001, Baloglu & McCleary 1999, 

Hosany, Ekinci & Uysal 2007, Mackay & Fesenmaier 2000, Qu et al. 2011).  

Additionally, Qu et al. (2011) argue that unique image of a destination needs to be 

regarded as an important brand association to influence the image of a destination 

brand as well. Creating a differentiated destination image becomes a basis for 

corporates’ survival in a globally competitive environment where a wide variety of 

destinations are in tough competition on a minutely basic. In such circumstance, a 

strong, unique image is of vital importance for a destination to be able to differentiate 

itself from other rivalries in a way to leave a positive impression in the consumers’ 

minds, which will continuously speed up and simplify customers’ information 

processing in the very first stage of choosing an appropriate destination in return 

(Buhalis 2000, Fan 2006, Go & Govers 2000, Mykletun, Crotts & Mykletun 2001, Qu 

et al. 2011). However, regarding Phu Quoc island, various features that are similar to 

many other destinations such as high-quality accommodations, beautiful scenic views, 

and hospitable people, are still being offered for customers’ destination choice 

although there is little empirical evidence to support the claim. Consequently, this 

study proposes that unique image should be regarded as a brand association. That is, 

destination branding should emphasize the unique image of a destination, which 

represents an ability to differentiate it from competitors. 

1.2 Purpose of the study and Research questions 

The purpose of this study is to examine the relationships among brand associations 

(i.e. cognitive, affective, and unique image components) and tourists’ future 

behaviours in the island of Phu Quoc in order to analyse the variables (brand 

associations) that affect the tourists’ future behaviours. By adapting the integrating 

model of branding and destination image developed by Qu et al. (2011), the research 
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process is started with identifying attributes included in the brand association 

components (cognitive image, affective image, unique image) of Phu Quoc island. 

Then, the process goes through examining whether or not, and in what manner these 

components influence the intention to revisit and to recommend Phu Quoc of the 

tourists. By doing so, this study aims at identifying which attributes of cognitive image 

and especially of unique image really affect post-consumption behaviours of tourists 

visiting Phu Quoc, which will be useful for long-term development of the island in a 

way to build a strong destination image of the place. 

Taking into consideration the relationships between future behavioural intentions and 

its influential factors, destination tourism managers would effectively build up a strong 

attractive image as well as improve their marketing efforts in a way to achieve the 

optimum outcome in doing the branding for the place. Therefore, based on the analysis 

result, the study also aims at providing some recommendations for the development of 

the island of Phu Quoc island from the perspective of destination branding. In 

particular, the understanding of destination brand association components can 

facilitate the devising of destination marketing strategies, which will sharpen the 

success of tourism destinations in return. Perceived image emerged after spending time 

at the destination may affect consumers’ satisfaction and their intention to revisit the 

same place, which requires the ability of authorities of the destination to offer out-of-

expectation experiences as well as tourists’ perception on the image of the destination.  

The main research question addressed in this thesis is “What is (are) the factor(s) 

influencing tourists’ post-consumption behaviours toward Phu Quoc island, and to 

what extent?”. Theoretically based on the main question, several sub-questions 

emerge as listed below: 

(1) What are prevailing images of Phu Quoc island in tourists’ perception?  

(2) What make Phu Quoc island distinctive in comparison to other destinations in 

Vietnam? 

(3) What kind of feelings does Phu Quoc island make tourists have?  
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(4) How intention to revisit and positive word of mouth contribute to the 

development of Phu Quoc as a destination brand? 

(5) How brand association components contribute to the success in implementing a 

destination branding strategy? 

1.3 Key concepts of the study 

In the following table, the key concepts of the study are shortly defined. 

Table 1. Key concepts of the study 

Concepts Brief definition 

Destination branding 

Destination branding is a mean to create a positive image of the 

destination through communicating its distinctive identity which is 

defined by combining all of its unique attributes in an integrated form 

to customers or visitors, and to differentiate the place from other 

competitive destinations based on its identity. 

Destination identity 
Destination identity is to define what the place really is in comparison 

to other competing brands. 

Destination image 
Destination image is how the brand of the place is perceived by the 

public or visitors. 

Brand association 

Brand associations provide a set of qualities to communicate product 

information to customers in a way to trigger positive attitudes and 

feelings. 

Cognitive image 

Cognitive destination image describes a tourist’s perceptions about 

the destination mostly based on their evaluation on the attributes 

which are available at the destination. 

Affective image 
Affective destination image reflects the individual’s feelings toward 

a particular destination. 

Unique image 
Unique image of destination influences on differentiation capacity 

among similar destinations in the target consumers’ minds 

Post-consumption 

behaviours 

Tourists’ post-consumption behaviours can be considered as their 

future behavioural intentions (intention to revisit, and intention to 

recommend or spread WOM). 

In addition, in this study, the terms of “tourist”, “destination marketing organisation” 

and “destination brand” can also be used repeatedly. Destination brand conveys the 

core values and commitments of a destination, and makes promises uniquely 
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associated with the place, based on dynamic identities of the destination. Destination 

marketing organisation (DMO) is a professional body under government ministry, 

performing the function of advising and assisting government. Specifically, this body 

is assigned to be in charge with local, regional and national promotion aiming at fully 

exploiting “destination brand” of various places in a way to develop national tourism 

in general, and to attract more temporary visitors (tourists) to a destination (Pike 2009).  

1.4 Research methodology 

This research concentrates on identifying relationship between brand association 

components (cognitive image, affective image, unique image) and tourist’s future 

behaviours toward Phu Quoc island. This study uses a questionnaire to collect data 

employing an online approach. The questionnaire is sent out in Google® Forms to 

members of Vietnamese tourism forums, fan-pages, etc., aiming at collecting 

responses from people who had been to Phu Quoc island during the last one year from 

the survey date. The next stage is to analyse the collected data. Exploratory factor 

analysis and multiple regression analysis are utilized to test the impact of brand 

association components on tourist’s future behaviours in the particular case of Phu 

Quoc island. The data is processed with the statistical package SPSS 20.0.  

1.5 Structure of the study 

This thesis consists of five main parts. The introduction starts with the rationale of the 

study, the purposes of the study, definitions of key concepts, and the thesis’s scientific 

approach. After that, the theoretical framework for the study will be introduced, and 

in the following sections, the research process and the methodological aspects 

discussed. Then, the results of the analysis will be gone through and, finally, this study 

will be evaluated, and some theoretical and managerial contribution of this study to 

branding literature presented, and some ideas suggested for the destination in study as 

well as further research related to Phu Quoc as well. Figure 1 illustrates the structure 

of this study and the list of hypotheses of it. 
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Figure 1. The structure of this thesis 
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2 THEORETICAL FOUNDATION AND HYPOTHESIS DEVELOPMENT 

2.1 Destination branding 

It is widely accepted that destination branding refers to a process of developing a 

unique identity or personality from the combination of all things in direct connection 

with one destination, making it exotic and totally different from other rivalries (or 

competitive destinations) in the tourism market (Morrison & Anderson 2002, Qu et al. 

2011, Harish 2010). By utilizing branding as a powerful weapon (Morgan & Pritchard 

2004), destination marketers can capture the essence of the destination (Morrison & 

Anderson 2002), and select a consistent brand element mix so as to create a positive 

image of the place (Lee, Cai, & O’Leary 2006), aiming at identifying and 

distinguishing it from other competitors, then communicating this uniqueness to 

visitors and potential investors (Harish 2010, Morrison & Anderson 2002). In the 

context of this master’s thesis, destination branding is referred to as a means to create 

a positive image of the destination through communicating its distinctive identity 

which is defined by combining all of its unique attributes (products, tourist attractions, 

etc.) in an integrated form to customers or visitors, and to differentiate the place from 

other competitive destinations based on its identity.  

Like widely-accepted understanding on brand, and according to the previous 

discussion as well, a destination brand obviously takes two important functions which 

are identification and differentiation. The term identification in branding literature can 

possibly be understood as the offer of guidance, the convey of expectation of quality 

toward consumers in a way to help them easily interpret such information of products. 

Product, in general terms, is the one to represent physical offerings like things 

manufactured for sale by companies, and, therefore, is easy to be upgraded, 

redesigned, improved, or even destroyed (Fan 2006). By contrast, a destination to be 

considered as a product is in fact a “large entity” (Qu et al. 2011: 466) which is 

characterized by a “complex combination of material and non-material products” 

(Florek 2005: 207). For instance, one destination may possibly have both tangible 
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attributes such as natural forests, beaches, mountains, villages, etc., and intangible 

offerings such as traditional culture, customs, history, and so on.  

A destination, by its very nature, contains various characteristics formed by a wide 

variety of factors including history, culture, location, customs, its citizens, etc. (Florek 

2005). Thus, there is no doubt that it is not easy to make any modification to a 

destination as a product (Fan 2006). Due to such complex nature, defining a 

generalized identity for a destination to be a brand is of vital importance for its long-

term development. However, some attributes of a destination may seem positive to one 

segment while ineffective to another, and an identity that appeals in one country, 

culture or in one situation may not have the same attraction in another country, culture 

or in another situation (Fan 2006, Qu et al. 2011). Therefore, on creating an identity 

for a destination brand, the suppliers should be very attentive to determining their 

target markets in a way to fully convey the desirable characteristics set of the place, 

ensuring customers in those markets will perceive the destination brand as the 

supplier’s expectation (Qu et al. 2011). Consequently, such achievement may generate 

a strong connection between customers and destination brand in term of customers’ 

increasing attachment as well as their loyalty to the brand, leading to increasing 

benefits for or, most importantly, giving credibility to the destination (Qu et al. 2011, 

Konecnik & Go 2008).  

Besides creating or building a positive identity of the place, destination branding also 

plays a key role in sharpening the distinctive characteristics of the destination, creating 

more added value for customers and, therefore, obtaining their positive perceptions 

and more attachments to the brand as expected, which helps to differentiate it from 

other competitive tourist attractions in return (Qu et al. 2011). Obviously, 

differentiating a destination would gain less effectiveness by only focusing on its 

points of parity, or the attributes which many other competitors are also sharing, such 

as high-class accommodations and facilities, huge range of entertainment options, etc. 

(Baker 2007: 101). Instead, the role differentiation of destination branding aims at 

building and developing points of differentiation of the place so as to get more and 
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more associations from customers in a way to help the brand leave distinctive 

experiences in customers’ minds, the ones they cannot feel the same way towards other 

places (Keller 2008: 83–84). 

Suffice it to say, destination branding, like branding in general, are all efforts made by 

destination marketers so as to leave a sense of uniqueness in customers’ perception, 

helping the destination brand not easy to be replaced by others. 

2.2 Brand identity and image 

A brand is considered to help identify a firm and differentiate its product or service 

from that of the competitors, and is developed in such a way that the buyer or end-user 

perceives relevant and unique added values closely matching their needs (Tuominen 

1999). A brand mainly exists via the firm’s activities and consumers’ perceptions 

during a continuous process in which the values of and expectations from the brand 

are defined and put into practice by the company, and are interpreted then redefined 

by the users (Tuominen 1999). The two-side nature of branding, which indicates one 

is what the suppliers communicate, while the other is what customers perceive, has led 

to a variety of important branding theories, out of which brand identity and brand 

image are of the most popular ones. In the context of business and branding, a 

company’s brand identity is to define what it really is in comparison to other competing 

brands while brand image is how the brand is perceived by the public (Kapferer 1997: 

21, Florek, Insch & Gnoth 2006, Qu et al. 2011).  

Brand image conveys how a customer thinks about the brand, and expresses the 

feelings the brand portrays when the consumer thinks about it (Aaker 1991: 109). 

Brand image is developed based on the experience a customer may have with the 

brand, depending on whether this experience is good or bad (Aaker 1991: 109). One 

possible way to build a relationship between a brand and an end user is to create an 

attractive brand personality by associating human characteristics with a brand to make 

it more appealing to consumers. The feelings of consumers about themselves are often 
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reflected in their brand choices and the associations embedded for them in brand 

personalities, which then enable them to express their selves through the use of the 

brand (Tuominen 1999). A company’s brand identity, separating from brand image, is 

basically originated from that company, and represents how that company wants to be 

perceived by its consumers (Aaker 2002: 70–71). Brand identity reflects the 

contribution of all brand elements or brand element mix (Lee et al. 2006) in a way to 

provide the brand a clear development plan, a projected meaning to reach targeted 

customers, and thus plays the role of the key success factor in building brand’s 

strategic vision and of the strong base of brand association (Aaker 2002: 70, Tuominen 

1999, Qu et al. 2011). 

The challenge any company faces when building a brand is to make its identity match 

its image as closely as possible. An undesirable gap between brand identity and brand 

image may mean that the firm has loose connection with its market, which can cause 

the firm to encounter more obstacles in offering services or products. Building a strong 

brand identity may help successfully convey a company’s personality and its value to 

customers, assisting in building brand recognition, association and loyalty (Tuominen 

1999), which in fact is a challenging task of many companies, especially tougher for 

tourism organizations. Customers’ or visitors’ perception of both tangible and 

intangible associations about a destination which appear at the top of their minds when 

they see or hear about its brand is one of the most valuable assets not only for the place 

itself but also for all of its stakeholders. 

In destination branding, it is widely accepted that both brand identity and brand image 

are vital ingredients for a successful destination brand (Cai 2002, Florek et al. 2006, 

Nandan 2005, Qu et al. 2011). From the above-mentioned basic understanding about 

brand identity and brand image, it can be implied that in order to do the branding for a 

destination, the suppliers (i.e. destination marketers) should combine all the points of 

differentiation of the place to project a destination brand identity in a way to bring 

them closer to, and to prosperously meet the visitors’ expectations (Florek et al. 2006, 

Qu et al. 2011). Following this way, customers or visitors perceive the image of that 
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destination, which are triggered and stored in their minds for their future decision 

(Florek et al. 2006, Qu et al. 2011). 

In general, it is also noteworthy that the relationship between brand identity and brand 

image is reciprocal (Qu et al. 2011) in a way to indicate that brand identity plays an 

important role in shaping brand image (Cai 2002) while brand image acts like a 

reflection of brand identity (Florek et al. 2006). It can be understood that visitors 

perceive a positive destination image in their minds based on the knowledge they 

collected from the brand identity projected by the senders (e.g. destination marketers). 

Reversely, destination marketers would build and sharpen brand identity thanks to the 

ideas they learned from customers’ perceptions about the brand image of the particular 

destination. In this way, destination image is of vital role in forming a strong brand 

identity of the place. 

2.3 Destination brand associations 

2.3.1 Brand associations 

Keller (1993: 3) defines brand image as “consumer perceptions of a brand as reflected 

by the brand associations held in consumers’ memory”. So as to create a positive brand 

image, it is advisable that marketers should build up such marketing programs that can 

link “strong, favourable, and unique associations” (Aaker 1991: 109–110, Keller 

2013: 190) to the brand in customers’ mind. According to Keller’s clarification (2013: 

190), brand associations can also be considered as vital part of building a strong brand 

identity. Every company wants its products to be associated with something good and 

related to their line of business. If a customer sees the brand as positive, this would 

directly lead to improved sales. Reversely, if the association is negative, the business 

would not rise but rather fall. Moreover, brand associations pose active impact on 

customer evaluations through brand and brand choice (Aaker 1991: 111, Keller 1993, 

Keller 2013: 190, Tuominen 1999, Qu et al. 2011). That means, brand associations 

provide a set of qualities to communicate product information to customers in a way 
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to trigger positive attitudes and feelings, which also help differentiate the brand from 

its competitors, and thus provide customers a reason to buy that brand over the others.  

In branding literature, brand associations can be classified into three major types of 

increasing scope: attributes, benefits, and attitudes (Keller 1993, Keller 2013: 77–79). 

Attributes are those descriptive features that characterize a product or service (Keller 

1993), or, in other words, are basic offers that one brand is designed to provide its 

customers on their purchase. Benefits are the personal value and meaning that 

consumers attach to the attributes of product or service (Keller 1993) in the form of 

functional benefits, experiential benefits, symbolic benefits depending on the 

underlaying motivation of each category. The third and also most nonconcrete types 

of brand association is brand attitude. Brand attitudes are defined as consumers’ 

overall evaluations of a brand (Keller 1993). According to Keller (1993), brand 

attitudes are of vital role as they lay the foundation for the acts and behaviours that 

consumers take with the brand (e.g., brand choice). 

The image of a destination is an important asset to affect customers’ behaviour in their 

decision-making process (Ryan & Gu 2008: 384–385). In branding literature, Aaker 

(1991: 109–110) defined a brand image as “a set of associations”, which are “usually 

organized in some meaningful ways” so as to differentiate the brand from other 

rivalries. Likewise, in an earlier conceptualisation, Hunt (1971) defined tourist 

destination image as “the set of impressions that individuals or a group of individuals 

have about a place where they do not live” (Hunt 1971 via Melo, Moniz, Silva & 

Batista 2017: 74), illustrating the significant impact of destination image in forming 

customers’ expectations at the very first, then eventually in influencing their 

behaviours via destination choice (Ryan & Gu 2008: 384–385). Further to their 

affirmation about the importance of destination image, Ryan and Gu (2008: 399–401) 

also clarify to what extent destination image have influence on both the suppliers side 

and tourists as well. On one hand, destination image inspires the suppliers in defining 

what to promote, how to promote, how to define target audience, and in which way to 

design product and/or service packages attached to the destination in a way to build a 
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strong destination identity (Ryan and Gu 2008: 399–401). On the other hand, the 

second role of destination image is to inform the tourist regarding what to consider for 

their purchase, about how consistent the attributes that place offers in correlation with 

their needs and expectations, and in terms of their possible behaviours and choices 

(Ryan and Gu 2008: 399–401). 

Within the context of this thesis, destination brand associations are assumed to be 

already well-organized in a meaningful way which can help to positively trigger a link 

in visitors’ mind to the destination. That means brand associations of a destination and 

their components can be considered to make up the overall image of the destination. 

This claim makes it clear that the terms “destination image” and “destination brand 

associations” can be sometimes used interchangeably within the context of this study, 

which, however, does not necessarily mean that the two concepts bear no difference 

by their very nature. 

2.3.2 Cognitive image 

According to Xie & Lee (2013), the image that tourists have towards a destination is 

of importance to define its points of difference in a way to obtain visitors’ loyalty in 

comparison to other tourist attractions. In tourism literature, it is widely acknowledged 

that overall image of a destination is influenced by cognitive and affective evaluations 

(Qu et al. 2011, Baloglu & Mangaloglu 2001, Hosany et al. 2007, Mackay & 

Fesenmaier 2000.) Affective destination image reflects an individual’s feelings toward 

a particular destination (Xie & Lee 2013, Qu et al. 2011), whereas cognitive 

destination image describes a tourist’s perceptions about the destination mostly based 

on their evaluation on the attributes which are available at the destination (Baloglu 

1999, Pike & Ryan 2004).  

As Xie & Lee (2013) argue, cognitive image has the characteristics of being 

“observable, descriptive, and measurable” and it, therefore, conveys concrete 

information of the destination of which it represents. In fact, majority of previous 
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researches employ the multi-attribute approach to measure the cognitive component 

of destination image (e.g., Qu et al. 2011, Xie & Lee 2013, Baloglu & Mangaloglu 

2001, Baloglu & McCleary 1999). Attributes such as Quality of experience (including, 

for instance, natural environment) (Qu et al. 2011), Environment and infrastructures 

(i.e. tourist infrastructures, atmosphere) (Qu et al. 2011, Baloglu & McCleary 1999, 

Baloglu & Mangaloglu 2001), Tourist attractions, Entertainment/outdoor activities, 

Cultural traditions (i.e. cultural heritage) (Qu et al. 2011) are identified by various 

scholars to comprise the cognitive image of a destination.  

In the context of this thesis, these five aspects of cognitive destination image are 

expected to cover the tourists’ beliefs and perceptions of the destination, and are 

groups of factors based on which element attributes of Phu Quoc island are identified 

for the purpose of data collection. 

2.3.3 Affective image 

As Banloglu & McCleary (1999) mention, perceptual component, or cognitive image, 

is the knowledge of tourists about objective attributes of a particular destination, 

whereas the affective component is their perceptions about its affective quality. 

Additionally, in their study in 1999, Banloglu & McCleary suggest that despite 

distinction made between the two dimensions, they are also interrelated. That means 

affective evaluation of tourists is performed based upon their cognitive perceptions of 

a specific destination. In a study of Gartner (1993) cited by Banloglu & McCleary 

(1999) regarding image formation in relation to the destination selection process, 

cognitive component, which is defined as “the sum of beliefs and knowledge of 

attributes of the object or product” (Gartner 1993: 45), and affective component of a 

destination image are “distinct but hierarchically related” (Gartner 1993: 45). 

Using the framework of Qu et al. (2011) as foundation, this thesis also employs the 

definition and measurement of affective image developed by Russell and Pratt (1980). 

According to Russel & Pratt (1980: 311–312), affective component is defined as 
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“emotion expressed in language, and affective quality of a molar physical 

environment, or a place, as the emotion-inducing quality that persons verbally 

attribute to that place”. The authors provide a conceptual structure that helps 

clarifying the meaning of terms (in English language) mostly used to express the 

emotional quality of places, or “affective descriptors”, which is widely used by 

various scholars in measuring affective image of destinations (see, for example, Qu et 

al. 2011). These scales could also be used as “predictor variables” in a way to 

explicate behavioural responses to a specific destination or situation (Russel & Pratt 

1980). In addition, the descriptors of affective components can be replacement for 

various broad and vaguely defined dimensions (for example, stressful and non-

stressful) with precise specification. In particular, Russel and Pratt (1980: 319) use 

several synonyms in a way to provide more explanation to each of the descriptors. For 

example, “intense”, “arousing”, “active”, “alive”, or “forceful” can be used to explore 

the meaning of “arousing quality”; “inactive”, “drowsy”, “idle”, “lazy”, or “slow” for 

“sleepy quality”; “exhilarating”, “sensational”, “simulating”, “exciting”, or 

“interesting” for “exciting quality”; “dreary”, “dull”, “unstimulating”, “monotonous” 

or “boring” for “gloomy quality”; “pleasant”, “nice”, “pleasing”, “pretty” or 

“beautiful” for “pleasant quality”; “dissatisfying”, “displeasing”, “repulsive”, 

“unpleasant” or “uncomfortable” for “unpleasant quality”; “frenzied”, “tense”, 

“hectic”, “panicky” or “rushed” for “distressing quality”; and “tranquil”, “serene”, 

“peaceful”, “restful” or “calm” for “relaxing quality” (Russel & Pratt 1980: 319). 

2.3.4 Unique image 

Echtner and Ritchie (1993) via Qu et al. (2011) emphasize that unique image is one 

significant dimension of overall image of a destination. Uniqueness is predominantly 

imperative due to its influence on differentiation capacity among similar destinations 

in the target consumers’ minds (Cai 2002, Echtner & Ritchie 1993 via Qu et al. 2011, 

Morrison & Anderson 2002). Tuominen (1999) argues that one main purpose of 

branding is to develop a strong consistent compilation of meanings for the brand in 

order to differentiate its products. Likewise, destination branding takes the role to 



23 

 

highlight unique image of the place in a way to differentiate it from other competitive 

destinations (Qu et al. 2011). Generally, destination branding can be considered as 

“the way to communicate the expectation of a satisfactory travel experience tha t 

uniquely associated with the particular destination” (Qu et al. 2011: 467–468).  

In reality, the success in destination branding comes from the ability of destination 

marketing organizations as well as of the government of the destination to identify the  

most unique image which can create an emotional appeal and help the place be chosen 

over others. Therefore, uniqueness of one destination is the key to answer why 

customers choose one place over other alternatives (Qu et al. 2011). In the book of 

Keller (2008: 56) about strategic brand management, the author also mentions that 

positive brand image is partly achieved through the uniqueness of brand associations 

to the brand in memory. That is, the unique image of a destination is critical to establish 

a positive image of the place in consumers’ minds. 

2.4 Tourists’ post-consumption behaviours 

2.4.1 Destination image and tourists’ post-consumption behaviours 

Destination image poses vital influences not only on destination selection process but 

also on the behaviour of tourists towards the destination in general (Qu et al. 2011, 

Chen & Tsai 2007, Bigné, Sánchez & Sánchez 2001). Chen & Tsai (2007) reason that 

tourists’ behaviours include “choice of destination to visit”, “subsequent 

evaluations”, and “future behavioural intentions”. Travel experience or perceived 

value, and visitors’ overall satisfaction towards the destination are among the 

components of the “subsequent evaluations”, according to Chen & Tsai (2007), 

whereas the “future behavioural intentions” are measured by examining the tourists’ 

perception about the possibility of repeat visitation to the same destination and their 

willingness to spread positive suggestions about the place to others (Chen & Tsai 

2007). 
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Finding that the impact of tourism image on the choice of destination is considered by 

various authors in decision models, Bigné et al. (2001) argue that the destinations with 

stronger positive images would have a higher probability of being included and chosen 

in the process of decision making. Regarding the post-consumption behaviour of 

tourists, Qu et al. (2011) mention that the intension to re-visit and to spread positive 

word of mouth (WOM) are the most significant indicators of tourists’ behavioural 

consequences in destination image researches. Chen & Tsai (2007) examine the 

relationship between destination image which is defined as a combination of an 

individual’s knowledge (or beliefs), feelings and perception of a particular destination 

(or destination brand associations), and behavioural intentions. They find that 

destination image and satisfaction are the most important variables to influence 

visitors’ behavioural intentions. Their study reveals that destination image influences 

behavioural intentions (i.e. “likeliness to revisit” and “willingness to recommend”) 

directly and indirectly.  

Based on the above-mentioned review, tourists’ post-consumption behaviours are 

explained in the light of the analysis on tourists’ responses on the factors of “intention 

to revisit” and “intention to recommend”. 

2.4.2 Intention to revisit 

The intention to revisit is broadly studied in destination branding literature for its 

signal of customer loyalty (Qu et al. 2011). Previous studies also support that overall 

image is one of the most important factors to trigger the tourists’ intention to revisit 

the particular place (Qu et al. 2011, Bigné et al. 2001).  

A number of scholars argue that satisfaction, which visitors have from their travel 

experience at a particular destination, is among the most influential factors to 

determine the tourists’ re-visit intention (e.g. Oppermann 2000, Kozak 2001, Jang & 

Feng 2007). In their study in 2006 regarding destination branding in a country context, 

Um, Chon & Ro, by contrast, show reliable results to support their argument stating 
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that satisfaction is trivial in determining revisit intention, based on a test in the case of 

Hong Kong as evaluated by European and North American tourists. Bigné, Sanchez, 

& Andreu (2009) also argue that, in the competition environment getting tougher and 

tougher, even tourists having high level of satisfaction towards a destination may 

possibly switch to other competitor places in search for new opportunities to obtain 

better experiences.  

From a different perspective to examine the relationship between destination attributes 

and tourists’ revisit intention, Mostafavi Shirazi & Mat Som (2010) find that “repeat 

visitation”, an indicator of loyalty in tourist destination, is significantly influenced by 

the attributes available at the destination. Additionally, the authors also prove that 

diversification of attractions are among the vital factors in determining revisit intention 

of tourists (Mostafavi Shirazi & Mat Som 2010).  

2.4.3 Intention to recommend 

Harrison-Walker (2001: 63) defines word of mouth (WOM) as “informal, person-to 

person communication between a perceived non-commercial communicator and a 

receiver regarding a brand, a product, an organization, or a service”. WOM 

references are exclusively critical in destination branding for the reason that they are 

amongst the most reliable sources of information about any particular place (Mat Som, 

Marzuki, Yousefi, & AbuKhalifeh 2012). For tourists, WOM references can help them 

to reduce the risk of losing their money and trust in the destination they visit. The claim 

can be explained using the fact that destination as a product, like service, has the 

characteristic of being intangible, and therefore it is impossible for the tourists to try, 

to test, or to experience prior to their official decision (Murray 1991, Qu et al. 2011). 

Moreover, the positive effect of WOM information for destination selection process is 

supported through various studies (see, i.e., Xie & Lee 2013, Qu et al. 2011, Mat Som 

et al. 2012). Mat Som et al. (2012) mention that repeated visitors would be more likely 

to spread positive WOM and such testimonials are verified to have significant impact 

on future tourists.  
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In this manner, WOM can be considered amongst the most significant references to 

considerately affect the decision-making process of a tourist (Kozak & Rimmington 

2000, Oppermann 2000, Weaver & Lawton 2002, Xie & Lee 2013, Qu et al. 2011). In 

addition, it is also important to notice that the more positive and stronger the 

destination image, the higher the probability that one person will recommend it, the 

hypothesis which were already tested and confirmed by Bigné et al. (2001). 

2.5 Hypothesis development 

Cognitive evaluation refers to beliefs and knowledge about an object whereas affective 

evaluation refers to feelings about the object (Ward & Russel 1981, Baloglu & 

Mangaloglu 2001, Guzman-Parra, Vila-Oblitas & Maqueda-Lafuente 2016, Qu et al. 

2011). Unfortunately, most image studies treat destination image as a cognitive 

evaluation, while only few studies employ both cognitive and affective components in 

understanding the overall image of a destination (Qu et al. 2011, Baloglu & McCleary 

1999, Hosany et al. 2007, Mackay & Fesenmaier 2000). The separate treatment of 

cognitive and affective components is necessary to examine their unique effects on 

consumers’ attitude structure and future behaviours (Baloglu & Mangaloglu 2001, Qu 

et al. 2011).  

Moreover, the brand image of a destination can probably be considered to be 

comprised of the cognitive and affective associations stored in customers’ minds. This 

argument is built upon solid academic evidences, which were summarized and 

introduced by Qu et al. (2011). They illustrate, firstly, the acceptance of destination 

image as a result of cognitive and affective evaluations amongst various of destination 

branding scholars; and, secondly, the conceptual similarities of cognitive and affective 

evaluations between the destination image formation and the three types of brand 

association in branding literature. In addition, as previously mentioned, the uniqueness 

of one destination is the key to answer why customer choose one place over other 

alternatives (Qu et al. 2011). In the book of Keller (2008: 56) about strategic brand 

management, the author also mentioned that positive brand image is partly achieved 
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through the uniqueness of brand associations to the brand in customers’ memory. That 

is, the unique image of a destination is critical to establish a positive image of the place 

in consumers’ minds. Moreover, a strong, unique image would also increase the 

competitive advantage of the destination possessing it (Qu et al. 2011). 

The intention to revisit is broadly studied in destination branding literature for its 

signal of customer loyalty (Qu et al. 2011). Previous studies argue that destination 

brand associations are amongst the most important factors to trigger the tourists’ 

intention to revisit the particular place (Qu et al. 2011, Bigné et al. 2001). In addition, 

it is also important to notice that the more positive and stronger the destination brand 

associations, the higher the probability that one person will recommend it (Bigné et al. 

2001). Consequently, it is expected that a visitor with positive perception about the 

destination brand associations, as a total impression of cognitive, affective and unique 

images, would be more likely to revisit the destination and recommend it to others. In 

other words, brand associations of a destination would positively impact and tourist 

behaviour in destination selection process. Consequently, three hypotheses of the 

study are established as follows (see Figure 2): 

 

 

 

 

H1: Visitors' perception of cognitive image toward Phu Quoc as a destination will 

positively affect the visitors' post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 

Cognitive image 

Affective image 

Unique image 

Tourist’s post-

consumption 

behaviours 

H2 

Figure 2. Research model 
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H2: Visitors' perception of affective image toward Phu Quoc as a destination will 

positively affect the visitors' post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 

H3: Visitors' perception of unique image toward Phu Quoc as a destination will 

positively affect the visitors' post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 
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3 RESEARCH METHODOLOGY 

3.1 Introduction to the chosen approach 

In business research, qualitative approach aims to describe and explain patterns of 

relationships and interactions through the facts collected from a small number of 

people and cases taking part in the research process (Miles & Huberman 1994: 80). 

Like so, qualitative methods permit to study the examined issues in depth, and data 

collection and analysis is not constrained by predetermined categories related to all 

factors included in the research issue. In contrast, quantitative data measures the 

responses of larger sample size of population in a way to facilitate the comparison and 

the numerical aggregation of data. According to Punch (2005: 238), quantitative 

methods support “standardised, objective comparison” to be conducted, and the 

measurement of quantitative research permits analysis of a particular business 

phenomenon in a systematic way. 

Both qualitative and quantitative methodologies have been applied in tourism research 

for over a long period of time. Echtner and Ritchie (1991) proposed that in order to 

capture of all components of destination image, a combination of structures and 

unstructured methodologies should be used for image measurement. Structured 

methodology refers to the utilization of quantitative research in terms of data collection 

and analysis in which destination image is measured through a set of many common 

attributes to be rated by the respondent on each of the attributes (Echtner & Ritchie 

1991). For the reason that this method is characterised by the use of certified and 

standardized scales, it is easy to be monitored and controlled, and the results can be 

efficiently scrutinized using advance statistical techniques (Echtner & Ritchie 1991). 

Nonetheless, there is almost no chance for the respondents to further describe their 

ideas or their “holistic impressions” towards the examined destination (Echtner & 

Ritchie 1991). Additionally, scale items are not able to facilitate in measuring the 

unique image of the destination but instead, they only allow the respondent to rate the 
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place based on some universal, common attributes (Echtner & Ritchie 1991) which are 

also available at other competitor destinations.  

Unstructured methodologies are the alternative means of measurement of the 

components of destination image (Echtner and Ritchie 1991). Using this method, 

attributes of destination image are not itemised, which provide the respondent a “free 

space” or opportunity to add more details to support, explain and clarify their  

evaluations towards the destination image. Moreover, qualitative nature of 

unstructured methodologies also facilitates efficient measurement of the unique 

features related to the destination (Echtner and Ritchie 1991). However, the 

information provided by unstructured approach is highly unstable as it depends on the 

ability to express ideas in spoken and/or written forms of the respondents participating 

in the study, their willingness to provide multiple, long detailed responses, and their 

knowledge base of the experience at the destination (Echtner and Ritchie 1991). 

The methodology applied in this study is introduced by Qu et al. (2011) in their 

conceptual framework for destination branding, including both unstructured approach 

(in interviewing experts to determine the list of cognitive and unique attributes of Phu 

Quoc island), and structured methodology (in collecting the response from the main 

population which is tourists visiting/visited the island). The above-mentioned 

discussions provide a clear rationale for the combination of methods applied in this 

thesis. 

3.2 Sampling 

This research concentrates on identifying relationship between brand association 

components (cognitive image, affective image, and unique image) and tourist’s future 

behaviours toward Phu Quoc island as a destination. This study used a questionnaire 

to collect data employing an online approach. The questionnaire was sent out in 

Google® Forms to members of Vietnamese tourism forums, fan-pages, etc., aiming at 
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collecting responses from domestic tourists who had been to Phu Quoc island during 

the last one year from the survey date.  

An important and complex issue in sampling is to determine the appropriate sample 

size to be used. This determination largely depends on the statistical estimating 

precision needed by the researcher and the number of variables (Baloglu & McCleary 

1999). Although majority of authors prefer larger sample sizes for higher level of 

reliability, Hair, Anderson, Tatham & Black (1998) propose that “the minimum is to 

have at least five times as many observations as there are variables to be analysed and 

a more acceptable range would be ten-to-one ratio”. This study follows the rule 

defined by Hair et al. (1998). Based on the questionnaire design which will be 

discussed in the following part, the minimum sample size of the study is determined 

by multiplying the total number attributes or variables to be examined (20 attributes in 

total) by five (5) following the rule of Hair et al. (1998), having the result of 100 

respondents to be surveyed at the least. 

3.3 Instruments 

3.3.1 Data collection method 

The survey questionnaire consists of four major sections. The first section includes 

questions relating to the individual travel behaviour of respondents and the information 

source they used before planning a trip to Phu Quoc. The travel behaviour items 

include the number of times they visited Phu Quoc, purpose for the trip, length of stay, 

and total trip spending.  

The second section is developed to assess the respondent’s cognitive, affective, and 

perceptions of unique image toward Phu Quoc as a travel destination. To generate a 

complete list of the respondent’s perceptions associated with cognitive images, the 

method employed by Echtner and Ritchie (1993) is adapted. In particular, in the first 

step, all the attributes used in the previous studies were recorded and grouped by the 
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researcher into a “master list” of attributes during the review of the literature on 

destination image measurement. For additional input, various travel literature and 

promotional brochures on Phu Quoc’s tourism were also reviewed. In the next step, so 

as to examine the complete list of attributes to eliminate redundancies and to add any 

missing attributes, a panel of expert judges was conducted. Those professionals are 

academics and practitioners in the areas of tourism, marketing, and consumer 

behaviour and have experience of working or doing research about Phu Quoc island. 

The information was collected via email asking for expert advice about the list of 

attributes summarized for Phu Quoc island. In addition, there was also a link to an 

online open survey aiming at identifying the unique images of Phu Quoc island (see 

Appendix 1). Through the online survey, the experts were asked to share their opinion 

about the exclusive attribute(s) of Phu Quoc as a tourist destination, which made the 

island different from other island destinations in Vietnam. The final list of attributes 

relating to cognitive image was selected and respondents were asked to rate Phu Quoc 

as a travel destination on each of attributes on a 5-point Likert scale where 1 = Strongly 

Disagree (SD); 2 = Disagree (D); 3 = Neutral (N); 4 = Agree (A); and 5 = Strongly 

Agree (SA).  

Affective image of destination was measured by using affective image scales 

developed by Russel & Pratt (1980). The scale includes four bipolar scales: Arousing-

Sleepy, Pleasant-Unpleasant, Exciting-Gloomy, and Relaxing-Distressing. A 7-point 

semantic-differential scale will be employed for all four bipolar scales where the 

positive poles were assigned to smaller values: 1 = arousing and 7 = sleepy; 1 = 

pleasant and 7 = unpleasant; 1 = exciting and 7 = gloomy; and 1 = relaxing and 7 = 

distressing. The data collected for this factor was converted in order to be in the same 

pattern with the other factors for analysis purpose. 

The third section is to identify the image that make Phu Quoc unique from other 

competitive places as a travel destination. As there is a scarcity of study on the image 

of Phu Quoc as a destination, the list of items considered as unique image of the island 

was derived from various travel literature and promotional brochures on Phu Quoc 
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with a five-point Likert-type scale (1 = strongly disagree; 5 = strongly agree). 

Although several similar attributes may be used for measuring cognitive and unique 

images of Phu Quoc, they should be considered as different measures because 

cognitive image measures the perceptions of the general quality of tourist experiences 

in Phu Quoc as a travel destination (without any comparison with other destinations) 

whereas unique image has more focus on comparison of attributes between Phu Quoc 

and other competitive destinations. It is still possible that one image item perceived 

strong in cognitive image could be less strong in comparison with other competitors. 

Additional two questions were included to determine the respondent’s intention to 

revisit Phu Quoc and the respondent’s intention to recommend Phu Quoc as a 

favourable destination to others with a Yes or No options, which was adopted from the 

questionnaire employed in the study of Qu et al. in 2011 (see Appendix 2). An 

additional correlation test was then conducted to compare the combination of the two 

dimensions of the future behavioural intention factor, and the factor score of them 

calculated from the EFA. Construct and indicators are presented in the following table. 

Table 2. Measurement scale 

Latent variable Code Observed variable Sources 

Cognitive image Phu Quoc is a place with the following attributes  

 COG1 Coastal Southern Vietnamese culture Travel literature, 

promotional 

brochures about 

Phu Quoc 

tourism 

 COG2 Outdoors recreation 

 COG3 National park 

 COG4 Restful and relaxing atmosphere 

 COG5 Easy access to the area Qu et al. (2011) 

 COG6 Natural beauty  

 COG7 Reasonable accommodation cost  

 COG8 Cultural events  

 COG9 Shopping centers  

 COG10 Tourist information centers  

 COG11 Local cuisines  

 COG12 Family and children place  

 COG13 Good weather and climate  

 COG14 Traditional craft villages  
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 COG15 Entertainments  

 COG16 Nightlife  

 COG17 Water sports  

 COG18 Cultural attractions  

 COG19 Safe and secure environment  

 COG20 Friendly local people  

Affective image  My visit to Phu Quoc is…  

 AFF1 Pleasant – Unpleasant Russel & Pratt 
(1980)  AFF2 Arousing – Sleepy 

 AFF3 Relaxing – Distressing  

 AFF4 Exciting – Gloomy  

Unique image  
Unique attributes of Phu Quoc in comparison with 

other island destinations in Vietnam 
 

 UNQ1 Outdoor activities Travel literature, 

promotional 

brochures about 

Phu Quoc 

tourism 

 UNQ2 Entertainment/Nightlife 

 UNQ3 Restful and relaxing atmosphere 

 UNQ4 Costal Southern Vietnamese 

 UNQ5 Scenery and natural beauty  

 UNQ6 National park  

 UNQ7 Cultural attractions  

 UNQ8 Pleasant weather and climate  

 UNQ9 Friendly local people  

 UNQ10 Well-known local products/services  

Future intention  Would you recommend/revisit Phu Quoc?  

 INT Intention to revisit Qu et al. (2011) 

 REC Intention to recommend  

3.3.2 Data analysis 

Data of this study was accessed by three-step procedure utilizing the statistic software 

of IBM® SPSS® 20.0. The attributes attached to cognitive image (20 attributes) and 

to unique image (10 attributes) were listed randomly without grouping into any 

category. As previously mentioned, this study aims at determining groups formed from 

those attributes so that they can be referred to as independent variables in regression 

analysis. Therefore, in the first step, an exploratory factor analysis (EFA) was used to 

identify the underlying relationships between measured attributes of cognitive and 
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unique factor, based on which the attributes attached to cognitive image and to unique 

image were categorized into several groups or element factors of the brand association 

components. For the affective image variable, because it was measured by using four 

bipolar scales – Arousing-Sleepy, Pleasant-Unpleasant, Exciting-Gloomy, and 

Relaxing-Distressing – developed by Russel & Pratt (1980), it was thus not necessary 

to conduct EFA for the variable as that applied for cognitive image and unique image. 

In the second step, overall EFA was tested for all variables to evaluate the validity of 

the data collected, followed by correlation test as well as reliability evaluation to 

ensure all the basic assumptions are acceptable for regression analysis. In this section, 

an additional correlation test regarding the dependent variables was also included as 

previously mentioned so as to justify the use of factor score of the two intention-related 

items in the regression analysis. Next, the influence of destination brand associations 

(cognitive, affective, unique images) towards the future behaviour of tourists towards 

Phu Quoc island as a destination were evaluated by multiple regression analysis. The 

proposed regression model is illustrated below: 

Intent = α + b1COG + b2AFF + b3UNQ + εi 

The following table explains the symbol used in the above-mentioned equation. 

Coefficients b1, b2, and b3 are used to measure the sensitivity of the dependent variable 

(Intent) to unit changes in the three explanatory variables. 

Table 3. Model's symbol explanation 

Symbol Meaning 

Intent Tourists’ post-consumption behaviour toward Phu Quoc island 

α Constant value 

COG Cognitive image factor 

AFF Affective image factor 

UNQ Unique image factor 

εi Error term 
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4 RESULTS 

After collecting data through online surveys in around two months, the author got 126 

satisfactory responses, two of which were from respondents who had never been to 

Phu Quoc before, accounting for 1.59%, and thus could not be chosen for further 

analysis. Consequently, the sample size of population of this study was 124 (N = 124). 

In the following parts of this chapter, important results from the descriptive analysis 

and from some main tests included in the regression analysis are reviewed and 

discussed. 

4.1 Descriptive analysis 

4.1.1 Sample profile  

 

Figure 3. Respondents of the study by their gender 

 

Figure 4. Respondents of the study by the cohorts 

Male, 
34%

Female, 
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51 - 65 years old

Under 20 years old
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Figure 5. Respondent of the study by their education level 

The charts above represent the background information of all respondents of this study, 

including their gender, cohort and education. From Figure 3, it is clearly seen that the 

majority of the respondents in this study were women, accounting for around 66% of 

the total sample, which was double the number of men responding to the survey, 82 

and 42 respectively. In addition, a massive 86 percent of the respondents was young 

people who were in the cohort between 20 and 35 years old (see Figure 4). By contrast, 

only 0.81 percent (1 person) of the respondents was under the age of 20, and 3 out of 

124 people were from 51 to 60 years old in age. Regarding the education level of the 

respondents, it is obvious from Figure 5 that an overwhelming majority of them had 

graduate degree (bachelor degree), which was recorded at 111 persons. Only 1 

respondent possessed high-school degree and 12 respondents got college (vocational 

education) or higher education degree (master degree or higher), 6 of each.  

   

Figure 6. Number of times that respondents had visited Phu Quoc island 
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Figure 7. The latest time respondents to visit Phu Quoc island (by %) 

The bar chart above (Figure 6) illustrates the frequency at which the respondents had 

come to and forth Phu Quoc island, while the pie chart (Figure 7) demonstrates the 

percentage of their responses regarding their latest visit to the destination. From the 

bar chart, it is clearly mentioned that the majority of the respondents in this study were 

to Phu Quoc island for the first time, which recorded the number of 78 persons, twice 

as many as that of the respondents who visited the place on their second or third times. 

Only a modest 14 respondents travelled to the island more than 4 times. 

Regarding the question of “When was your latest visit to Phu Quoc island?”, nearly 50 

percent (60 persons) of the respondents replied that they had been to the place in 

around one year to the date of survey. Meanwhile, as many people visiting Phu Quoc 

two year ago, which is 32 persons, as those who could not remember exactly the latest 

time they had been to the place, accounting for 26% each. Besides, taking into account 

the concern that the longer the period of time from the respondents’ latest visit to the 

place, the more significance the difference in analysis to be generated amongst the 

three groups categorized by around 1 year, around 2 years and undetermined, an 

additional Anova test was conducted to check whether there was a statistically 

significant difference between the Mean values in the responses of the three group. 

The results, which showed significance levels of each of the items in the survey were 

all much higher than 0.05 (see Appendix 4), indicating that there was no statistically 
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Quite many years ago, 
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significant difference in the responses between the different groups of respondents. 

Therefore, all 124 responses were utilized for the analysis without removing any group 

of respondents.    

4.1.2 Data description 

Perceptions towards Phu Quoc island as a travel destination and Unique image of the 

destination in tourists’ mind  

The summary table illustrating the total number of responses rating for each of 20 

cognitive attributes of Phu Quoc island can be found in Appendix 5. 12 out of the 20 

attributes were highly rated as characteristics of Phu Quoc island, whose Mode values 

equalled to 4 (Agree) in the 5-Likert scale, indicating that most respondents agreed 

that these 12 attributes better reflected their perception towards Phu Quoc island as a 

destination than any other ones. According to the findings, it was agreed that Phu Quoc 

island was recognized by its “interesting sea island culture of Southern Vietnam” 

(agreed by 41.94% of all respondents), “wide variety of outdoor recreation” (42.74%), 

“restful and relaxing atmosphere” (39.52%), “easy access to the area” (39.52%), “wide 

variety of beautiful scenery and natural wonders” (37.90%), “reasonable cost of 

hotels/restaurants” (38.71%), “appealing local cuisine” (38.71%), “good place for 

children and family” (41.94%), “good weather and climate” (41.13%), “lots of things 

to do in the evening (nightlife)” (37.10%), “safe and secure environment” (42.74%), 

and “friendly local people” (48.39%). Meanwhile, the other 8 attributes, including 

“national park”, “cultural events/festivals”, “shopping centers”, “tourist information 

centers”, “traditional craft villages”, “entertainment activities”, “water sports”, and 

“historic sites”, got their Mode value in the scale of 3 (neutral), indicating that 

respondents were not sure whether those attributes were actually offerings from the 

study island. 

Likewise, using a 5-Likert scale, the respondents were asked to rate Phu Quoc based 

on 10 given attributes in comparison to other similar destinations in Vietnam in order 
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to determine the unique characteristics, or competitive advantages, of the island (see 

Appendix 6). Considering the mode value for the 10 attributes, it might be argued that 

Phu Quoc island was best known for, or had advantage on, its attributes of “outdoor 

activities” (41.13% voters), “restful and relaxing atmosphere” (43.55%), “interesting 

Vietnamese sea island culture” (41.94%), “scenery and natural beauty” (47.58%), 

“pleasant weather and climate” (51.61%), “friendly local people” (45.97%), and “well-

known local products/services/animals” (45.16%). Most of the respondents were still 

doubtful, however, whether “nightlife activities”, “national parks”, and “historic 

attractions” could be a distinct image of Phu Quoc, which was quite similar to those 

previous findings about cognitive items. Once again, the results presented in this 

descriptive analysis, however, just provides an overview about the tendency of 

respondents in rating the given attribute without any test, which can only be used as 

reference. 

Feelings of tourists towards Phu Quoc as a destination 

Table 4. Feelings of tourists towards Phu Quoc island (by number of person) 

 Scales   

Affective attributes 1 2 3 4 5 6 7 Mean SD 

Pleasant (1)  Unpleasant (7) 21 38 26 15 18 6 0 2.91 1.45 

% 16.94 30.65 20.97 12.10 14.52 4.84 0.00   

Arousing (1)  Sleepy (7) 5 17 25 47 21 7 2 3.73 1.26 

% 4.03 13.71 20.16 37.90 16.94 5.65 1.61   

Relaxing (1)  Distressing (7) 26 36 30 16 9 6 1 2.74 1.43 

% 20.97 29.03 24.19 12.90 7.26 4.84 0.81   

Exciting (1)  Gloomy (7) 19 26 40 24 10 3 2 2.98 1.35 

% 15.32 20.97 32.26 19.35 8.06 2.42 1.61   

The above table illustrates the results of respondents’ feelings towards Phu Quoc using 

a 7-Likert scales and four pairs of affective attributes adopted from the study of Russel 

& Pratt (1980). According to the mode value of those ratings, it can be seen that all 

respondents tended to feel “nearly pleasant” (30.65% votes for scale 2) and “almost 
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relaxing” after their experiences in Phu Quoc island. Besides, “somewhat exciting” 

was the term to be mostly used by the respondents to express their feelings towards 

the island, with 32.26% rates for scale 3. However, many of respondents tended to 

wonder whether Phu Quoc as a travel destination was “arousing” or “sleepy” (37.90% 

for scale 4). In general, though no significant conclusion could be drawn from the 

mentioned results, it seemed that the respondents tended to have positive feelings 

about Phu Quoc island after having experiences there. 

Overall impression and future intentions 

The following bar charts (Figure 8) illustrates the number of people who shared their 

overall impression about Phu Quoc island as a travel destination. It might be shortly 

assumed that most of the respondents tended to express that their trips to the island 

was positively impressed (33.06% votes for scale 2).  

 

Figure 8. Overall impression of tourists about Phu Quoc island (by number of persons) 

Figure 9 below represents the number of respondents who would/wouldn’t recommend 

or revisit Phu Quoc island after their latest trip to the destination. In general, almost as 

many people agreed to recommend Phu Quoc to others as those stating that they would 

revisit the place in the future, 118 and 109 persons out of 124, respectively. Reversely, 

only a modest 6 persons refused to recommend Phu Quoc to other people, accounting 
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for 4.84%, while about 2.5 times of the number (15 people) expressed their intention 

of not visiting the destination again, comprising of around 12.1%. 

 

Figure 9. Future behavioural intentions of tourists towards Phu Quoc island 

4.2 Underlying dimensions of cognitive image 

The result of Bartlett’s test of Sphericity was significant (Chi-Square = 1828.240, at 

significant level of 0.00), indicating that nonzero correlation existed. The overall value 

of MSA was 0.934, which was well above the recommended threshold of sampling 

adequacy at the minimum of 0.50 (Hair et al. 1998). These two tests suggested that the 

collected data was suitable for an exploratory factor analysis (EFA). A principal axis 

factoring with oblique rotations (PROMAX) was assessed to identify the underlying 

dimensions of the cognitive image of Phu Quoc island as a destination. Based on the 

eigenvalue greater than one, scree-plot criteria, and the percentage of variance 

criterion, two factors were formed which captured 58.82% of the total variance (see 

Appendix 7). In the EFA, when there are variables whose item loadings are lower than 

0.5 or low cross loadings are required to be removed. In this study, items that meet 

removal criteria mentioned previously are crossed out, and then only items whose 

loading factors much higher than 0.5 are kept. Therefore, 11 items were removed from 

the list of 20 image attributes. These variables are “Interesting Coastal Southern 

Vietnamese culture”, “Interesting national park”, “Easy access to the area”, “A wide 

variety of beautiful scenery and natural wonders”, “Reasonable cost of 

hotels/restaurants”, “Appealing local cuisine”, “Good place for children and family”, 
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“Lots of things to do in the evening”, “Availability of cultural and historic attractions”, 

“Safe and secure environment”, and “Friendly local people”. The dropping of these 

variables with low communalities and low factor loadings increased the total variance 

explained approximately 4% (from 58.82% to 62.10%) (see Table 5).  

Table 5. Pattern Matrixa for Cognitive image dimensions  

Cognitive image attributes Factor 

 1 2 

Cultural events/festivals .904  

A wide variety of entertainment  .810  

Availability of tourist information centers .768  

Good shopping centers/facilities .762  

Availability of facilities for water sports  .719  

Interesting visits to traditional craft villages  .680  

Interesting national park .657  

A wide variety of outdoor recreation  .557  

Availability of cultural/historic attractions  .550  

Lots of things to do in the evening (nightlife) .418 .389 

Good weather and climate  1.005 

Restful and relaxing atmosphere  .964 

Appealing local cuisine  .657 

Friendly local people  .616 

A wide variety of beautiful scenery and natural wonders   .597 

Safe and secure environment  .578 

Good place for children and family  .569 

Interesting sea island culture of Southern Vietnam  .496 

Reasonable cost of hotels/restaurants  .486 

Easy access to the area  .359 

Extraction Method: Principal Axis Factoring. 

Rotation Method: PROMAX with Kaiser Normalization 

a. Rotation converged in 3 iterations. 

Factors were labelled based on highly loaded items and the common characteristics of 

items they included. The factors’ labels are “Quality of Experiences” (Factor 1, named 

as COG_1 for regression analysis), and “Environment” (Factor 2, named as COG_2). 
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These two factors were later used as independent variables whose regression score was 

calculated for multiple regression. 

4.3 Underlying dimensions of unique image 

In this study, the unique image of Phu Quoc island was measured by rating each of its 

attributes in comparison to other similar destinations in Vietnam using a 5-Likert scale. 

For this purpose, a mean comparison was first applied so as to define which items 

should be chosen out of 10 attributes as unique to the island, considering the ones 

whose mean value is much higher than the average of 3.0. The descriptive analysis in 

the following table represents the results from such calculation. Based on the scores, 

six items were chosen for further factor analysis. Four removed items are “Outdoor 

activities”, “Entertainment/Nightlife”, “Restful and relaxing atmosphere”, “Interesting 

Vietnamese sea island culture”, “National parks”, and “Cultural/historic attractions”.  

Table 6. Unique image dimensions  

Unique image attributes Factor 

 UNQ 

Pleasant weather and climate .887 

Restful and relaxing atmosphere .873 

Friendly local people .831 

Interesting Vietnamese sea island culture .819 

Well-known local products/services/animals .803 

Scenery and natural beauty .790 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .878 

Bartlett's Test of Sphericity 

Approx. Chi-Square 587.022 

df 15 

Sig. .000 

Extraction Method: Principal Axis Factoring. 
Rotation Method: PROMAX with Kaiser Normalization 

Factor Matrix: 1 factors extracted. 4 iterations required. 

The results of a measure of sampling adequacy (MSA) and Bartlett’s test of Sphericity 

indicated that the chosen unique image set was appropriate for factor analysis (see 
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Table 6). Based on the eigenvalue greater than one, scree-plot criteria, and the 

percentage of variance criterion, only one factor were extracted through principal axis 

factoring with oblique rotations (PROMAX). The model of one factor captured 

69.65% of the total. Based on the minimum requirement of lading factor value which 

should be higher than 0.5, all five attributes were kept. These variables are “Restful 

and relaxing atmosphere”, “Interesting Vietnamese sea island culture”, “Scenery and 

natural beauty”, “National parks”, “Cultural/historic attractions”, “Pleasant weather 

and climate”, “Friendly local people”, and “Well-known local 

products/services/animals”. Table 6 shows the results of the principle component 

analysis with PROMAX.  

The only factor was labelled based on the common characteristics of items they 

included as “Native Southern Vietnamese sea island culture” (coded as UNQ for 

regression analysis), which was later used as independent variable whose regression 

score was calculated for multiple regression as well.  

4.4 Correlation testing 

Table 7 shows the results from testing the correlation among the variables of the 

model. The Pearson’s coefficient as shown in table above was used to verify the 

existence or non-existence of linear correlation between and among the variables. 

From the results, it is noticeable that there exists correlation among the independent 

variables at different levels, which can be summarized as follows: 

- Between Cognitive factor 1 (Quality of experience) and Unique image, 

there was a strong positive (+) correlation, which is significant at the 0.01 

level (Pearson = 0.642, sig. much smaller than 0.01); 

- Between Quality of experience and Cognitive factor 2 (Environment), there 

was a moderate positive (+) correlation (with Pearson = 0.566, sig. much 

smaller than 0.01); 

- Between Quality of experience and Affective image, there was a weak 
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positive (+) correlation (with Pearson = 0.235, sig. = 0.01); 

- Between Unique image and Environment, there was a strong positive (+) 

correlation (with Pearson = 0.664, sig. = 0.01) 

- Between Unique image and Affective image, there was a moderate positive 

(+) correlation (with Pearson = 0.499, sig. = 0.01) 

- Between Environment and Affective image, there was a weak positive (+) 

correlation (with Pearson = 0.339, sig. = 0.01) 

Table 7. Correlations amongst variables 

 COG_1 COG_2 UNQ AFF Intent 

COG_1 

Pearson Correlation 1 .566** .642** .235** .405** 

Sig. (2-tailed)  .000 .000 .009 .000 

N 124 124 124 124 124 

COG_2 

Pearson Correlation .566** 1 .664** .339** .189* 

Sig. (2-tailed) .000  .000 .000 .035 

N 124 124 124 124 124 

UNQ 

Pearson Correlation .642** .664** 1 .499** .300** 

Sig. (2-tailed) .000 .000  .000 .001 

N 124 124 124 124 124 

AFF 

Pearson Correlation .235** .339** .499** 1 .303** 

Sig. (2-tailed) .009 .000 .000  .001 

N 124 124 124 124 124 

Intent 

Pearson Correlation .405** .189* .300** .303** 1 

Sig. (2-tailed) .000 .035 .001 .001  

N 124 124 124 124 124 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 

These findings above show that there is possibility of the existence of multicollinearity 

among independent variables of the research model, which implies that a further 

examination on multicollinearity should be conducted to ensure the model was 

satisfactorily meaningful. 
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4.5 Reliability and Validity testing 

4.5.1 Exploratory Factor Analysis (EFA) 

The result of Bartlett’s test of Sphericity is significant (Chi-Square = 1793.011, at 

significant level of 0.00), indicating that nonzero correlation exists. The overall value 

of MSA was 0.879, which is well above the recommended threshold of sampling 

adequacy at the minimum of 0.50 (Hair et al. 1998). These two tests suggest that the 

data is suitable for an exploratory factor analysis (EFA). A principal axis factoring 

with oblique rotations (PROMAX) is assessed to test the validity of the study model. 

Based on the eigenvalue greater than one, scree-plot criteria, and the percentage of 

variance criterion, five factors are extracted which captured 66.10% of the total 

variance. 

In the EFA, it is highly important to examine the extent to which factors are distinct 

and uncorrelated, or to test the discriminant validity. The rule is that variables should 

relate more strongly to their own factor than to another factor. Pattern matrix can be 

examined for such purpose and variables were checked whether they load significantly 

only on one factor. Using the pattern matrix below as an illustration (see Table 8), it 

can be seen that all chosen items are “loaded” onto their expected factors with their 

loading factor value higher than 0.50. That means, all selected cognitive attributes 

chosen from the previous test strongly relate to cognitive image factor, the affective 

items to the affective image factor, the unique attributes to the unique image factor, 

and the “intention” and “recommend” items to post-consumption behaviour variable, 

respectively. The pattern matrix illustrates a very clean factor structure in which the 

discriminant validity of the study model is evident by the high loadings within factors, 

and no major cross-loadings between factors (i.e., a primary loading should be at least 

0.300 larger than secondary loading, see Appendix 8). In other words, the criteria for 

validity are considered acceptable. 
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Table 8. EFA and KMO & Bartlett's Test for the research model  

 
Factor 

COG_1 COG_2 UNQ AFF INT 

Availability of tourist information centers .824     

Availability of facilities for water sports  .817     

Cultural events/festivals .762     

Good shopping centers/facilities .729     

A wide variety of entertainment .724     

A wide variety of outdoor recreation  .675     

Interesting visits to traditional craft villages  .632     

Restful and relaxing atmosphere  .847    

Good weather and climate  .701    

Pleasant weather and climate   .903   

Interesting Vietnamese sea island culture   .872   

Friendly local people   .819   

Restful and relaxing atmosphere   .812   

Well-known local products/services/animals   .776   

Scenery and natural beauty   .622   

Exciting - Gloomy    .947  

Relaxing - Distressing    .851  

Pleasant - Unpleasant    .735  

Arousing - Sleepy    .653  

Intention to revisit     .817 

Intention to recommend     .563 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .879 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1793.011 

df 210 

Sig. .000 

Extraction Method: Principal Axis Factoring. 

Rotation Method: PROMAX with Kaiser Normalization 

Pattern Matrix: Rotation converged in 3 iterations. 

As previously mentioned, the “intention to revisit” and “intention to recommend” 

items, the two items of the dependent variable “tourists’ post consumption 

behaviours”, were measured by dichotomous scale (Yes/No), it is thus important to 

justify the use of factor score of the dependent variable for the regression analysis. For 

that purpose, a correlation test was conducted to compare the summated value of the 
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two dimensions of the future behavioural intention factor, and the factor score of them 

calculated from the EFA (see Table 8). 

Table 9. Correlation between the sum value of the two intention-related dimensions and the factor 

score 

 INT_SUM Intent 

INT_SUM 

Pearson Correlation 1 .954** 

Sig. (2-tailed)  .000 

N 124 124 

Intent 

Pearson Correlation .954** 1 

Sig. (2-tailed) .000  

N 124 124 

**. Correlation is significant at the 0.01 level (2-tailed). 

The result in Table 9 shows that the correlation score was at 0.954 with the significance 

level of 0.000, which means there existed a high correlation between the two examined 

values. This also implies that it is acceptable to use the factor score as the dependent 

variable for the regression analysis.  

4.5.2 Reliability 

The reliability analysis is conducted by calculating the Cronbach’s alpha. The 

minimum Cronbach’s alpha is proposed to be above 0.70 for an acceptable reliability 

level.  

Cronbach’s alpha of the independent variables is illustrated in the following table. 

From the results, it is clearly indicated that the Cronbach’s alpha coefficient of 

“Cognitive image (Quality of experience)” was 0.909, “Cognitive image 

(Environment)” 0.852, “Affective image” 0.872, and “Unique image” 0.930. In 

addition, all items satisfied the requirement of item-total correlations indicating that 

their scores were all above 0.30. Consequently, these items could be used in further 

analysis. The measurements of this study are thus acceptable in terms of reliability. 
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Table 10. Reliability Statistics for the exploratory factors  

Factor Items 
Cronbach's 

Alpha 

Cronbach's Alpha 

Based on 

Standardized 

Items 

Corrected Item-

Total 

Correlation 

Cognitive image (Quality of experience) .909 .909  

 Outdoor recreation    .688 

 Cultural events/festivals   .733 

 Good shopping centers/facilities   .716 

 Tourist information centers   .754 

 Traditional craft villages   .706 

 Entertainments    .716 

 Water sports   .771 

Cognitive image (Environment) .852 .855  

 Restful and relaxing atmosphere   .747 

 Good weather and climate   .747 

Affective image .872 .872  

 Pleasant - Unpleasant   .729 

 Arousing - Sleepy   .600 

 Relaxing - Distressing   .771 

 Exciting - Gloomy   .816 

Unique image .930 .932  

 Pleasant weather and climate   .845 

 Friendly local people   .798 

 Well-known local products   .774 

 Restful and relaxing atmosphere   .829 

 Vietnamese sea island culture   .790 

 Scenery and Natural beauty   .757 

4.6 Regression analysis 

4.6.1 Model summary 

R-Square is the proportion of variance in the dependent variable (Intent) which can be 

explained by the independent variables. This is an overall measure of the strength of 

association and does not reflect the extent to which any particular independent variable 

is associated with the dependent variable. Normally in statistics, the more the value of 
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R2 gets close to 1.00, the better and more meaningful the regression model is. Besides, 

R is the square root of R-Squared and is the correlation between the observed and 

predicted values of dependent variable while Adjusted R-square is an adjustment of 

the R-squared that penalizes the addition of extraneous predictors to the model. In the 

summary table, R2 of the model is equal to 0.221, which means that 22.1 percent of the 

total variance in post-consumption behaviours of tourists was explained. This value is 

obviously not very impressive, but acceptable either compared with the R-square 

values in normal analyses of social survey data. 

Table 11. Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 

Phu Quoc .470a .221 .195 .78707630 

a. Predictors: (Constant), CONV_AFF, COG_1, COG_2, UNQ 

4.6.2 ANOVA test 

Table 12. ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

Phu 

Quoc 

Regression 20.917 4 5.229 8.441 .000b 

Residual 73.719 119 .619   

Total 94.636 123    

a. Dependent Variable: Intent 

b. Predictors: (Constant), CONV_AFF, COG_1, COG_2, UNQ 

 

F and Sig. level in the ANOVA table above are the F-statistic the p-value associated 

with it. The F-statistic is the Mean Square (Regression) divided by the Mean Square 

(Residual): 0.468/0.010 = 46.298. The p-value is compared to some alpha level in 

testing the null hypothesis that all of the model coefficients are 0. In referencing to F 

table for α = 0.05 (with df1 = 4, df2 = 119), F value of this model is much greater than 

F0 which is equal to 2.4472. Therefore, the regression was statistically meaningful and 
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could explain the relation between the dependent variable and the independent 

variables. 

4.6.3 Coefficients and Collinearity Statistics 

Table 13. Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

Collinearity 

Statistics 

B 
Std. 

Error 
Beta   Tolerance VIF 

Phu 

Quoc 

(Constant) 3.131E-017 .071  .000 1.000   

COG_1 .392 .101 .428 3.896 .000 .543 1.843 

UNQ (.014) .119 (.016) (.121) .904 .380 2.629 

COG_2 (.121) .105 (.129) (1.151) .252 .525 1.905 

AFF .233 .086 .254 2.695 .008 .737 1.357 

a. Dependent Variable: Intent 

In multiple regression, the model takes the form of an equation that contains a 

coefficient value for each predictor which indicates the individual contribution of each 

predictor to the model. The b values also represent to what degree each predictor 

affects the outcome if the effects of all other predictors are held constant. If the value 

is positive, it can be assumed that there is a positive relationship between the predictor 

and the outcome whereas a negative coefficient represents a negative relationship, in 

a condition of significance level smaller than 0.05. In the Coefficients table, it is 

obvious that “Cognitive image (Quality of experience)” (b = 0.392, sig. = 0.000) and 

“Affective image” (b = 0.233, sig. = 0.008) had positive impact on the post-

consumption behaviours of tourists (Intent), while the factor of “Unique image” and 

“Cognitive image (Environment)” had a reversed relationship with the dependent 

variable. However, the significance level calculated for “Unique image” and 

“Environment” were all far more than 0.05, which were 0.904 and 0.252, respectively, 

indicating that the two variables had no statistical significance in the research model. 

Consequently, only cognitive image and affective image statistically affected the 

future intentions of the tourists toward Phu Quoc island. 
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As already mentioned in the previous part of this research, there were correlations 

amongst the independent variables of the model. And one of the most important tests 

is the Multicollinearity diagnostics, which is used for making sure whether there is 

high correlation of at least one independent variable with a combination of the other 

independent variables. The Variance Inflation Factor (VIF) measures the impact of 

collinearity among the variables in a regression model. Normally, VIFs have value 

from 1 with no upper limit. VIF equal to 1 shows that there is no correlation between 

the examined independent variable and any others (Frost 2017). VIFs between 1 and 

5 indicates that there is a moderate correlation, but there exists no multicollinearity 

among the variables (Frost 2017). VIFs greater than 5 represent critical levels of 

multicollinearity, and the p-values are unreliable. Basing on the Coefficients table, the 

VIF results of each explanatory variables could be read as follow: VIF (COG_1) = 

1.843 > 1.000; VIF (COG_2) = 1.905; VIF (UNQ) = 2.629; VIF (AFF) = 1.357. Those 

results are evident that there were no multicollinearity among the independent 

variables of the model and, therefore, that the findings about the relation between the 

dependent variable and exploratory variables in this regression model were statically 

significant. 

In general, the levels to which the tourists’ future behaviour toward Phu Quoc island 

was affected by the factors of cognitive image, affective image, and unique image are 

illustrated in the following equations (regardless of their significance level): 

Intent = 3.131E-017 + 0.392COG_1 + 0.233AFF – 0.014UNQ – 0.121COG_2 + εi 
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5 CONCLUSIONS 

5.1 Validity and reliability evaluation 

Issues concerning validity and reliability of any research regardless of their 

methodology employed, have critical impact on the quality of the studies and, 

therefore, should always be well evaluated. In a book about business researches, 

Quinton & Smallbone (2006: 126) argues that validity can be evaluated from different 

perspectives, including but not limiting to external validity, construct validity, and 

reliability. Those aspects are applied in assessing this study in terms of validity and 

reliability. 

5.1.1 External validity 

External validity refers to the extent to which the results of a research are adoptable to 

a wider variety of situations or contexts. (Quinton & Smallbone 2006: 129). One 

potential risk may occur due to the way the researcher chooses a sample which includes 

only specific types of respondent, leading to a decreased ability to adopt the research 

results onto different circumstances. However, in some cases it is particularly 

important to do so in a way to receive as specific information as possible (Quinton & 

Smallbone 2006: 129). In this study, the research sample was limited to domestic 

tourists who already visited Phu Quoc island so as to fit the targets of the research on 

purpose, which might lower the number of potential respondents eventually. As brand 

image of a destination contains both common and unique aspects, this study is thus 

limited to Phu Quoc only, especially in the unique image part. According to David & 

Sutton (2004: 20), however, a small sample can prove to be useful if it has been very 

carefully selected to fit the needs of the researcher.  

Furthermore, Quinton & Smallbone (2006: 130) also mention that external validity 

could be tested by simply evaluating how well a researcher apply the results of a 

research to another context. Although this research has several critical limitations as 
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discussed later in the next part, there is a possibility to generalize the results of this 

study in the both domestic context (other tourism islands in Vietnam), and various of 

island destinations in the region of Southeast Asia, e.g. Thailand, Cambodia, 

Indonesia, etc. in a way to determine how strongly tourists’ perceptions and feelings 

associated with the destinations affect their future intentions towards the places. 

5.1.2 Construct validity 

Construct validity refers to whether the designed measurement employed in the 

research can actually measure what it was supposed to measure, and whether findings 

from previous research examining the similar objects can also be supported by the 

study using those measurements (Weathington, Cunningham, & Pittenger 2012: 61). 

As previously analysed in the EFA table of all variables (see Table 10), it is clear that 

all selected cognitive attributes strongly related to cognitive image factor, the affective 

items to the affective image factor, the unique attributes to the unique image factor, 

and the “intention” and “recommend” items to post-consumption behaviour variable, 

respectively. In addition, so as to properly measure construct validity of this research, 

the author also compared its main findings with those from previous studies, which 

will also be discussed with more details in the next chapter. In general, cognitive 

image, or the quality of experience factor in particular, and affective images posed 

positive impact on future behaviour of tourists towards Phu Quoc island, which 

matches the findings from Qu et al.’s study in 2011 (see also Chen & Tsai 2007, Bigné 

et al. 2001). However, the factor of unique image, quite under of expectation, had no 

statistical significance in the model, indicating that the attributes which might be 

unique to the island had almost no influence on the future behavioural intentions of 

tourists. The result was different from the findings of Qu et al. (2011) about the impact 

of destination unique image on tourist’s future intentions. This difference provides 

further insight for future research to examine the cultural aspects to understand 

tourists’ behaviours in different context. For that reason, it is argued that this research 

possesses an acceptable level of construct validity. 
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5.1.3 Reliability 

In a quantitative study, reliability is about the consistency of the study results, the 

effectiveness and strength of the employed measurement, and whether it is “free of 

random or unstable error” (Quinton & Smallbone 2006: 130). Cronbach’s alpha is 

among various statistical tests that can be utilized to assess the reliability of the 

research findings (Quinton & Smallbone 2006: 130), which was already mentioned in 

the analysis part of this study (see Table 10). The results indicate that the 

measurements of this study were acceptable in terms of reliability. 

Another aspect of reliability evaluation is the measurement of the repeatability of the 

conducted research, which is to justify whether the same findings would be obtained 

if the research were repeated (Quinton & Smallbone 2006: 129). However, LeCompte 

and Goez (1982) claims that the difficulty of repeatability in business qualitative 

researches involving different people in various situations is the fact that the setting of 

the previous research is often impossible to be conducted or repeated at a later time. 

The same obstacle can potentially occur in quantitative research, especially with those 

in tourism which pretty much deal with individual tourists with different perceptions 

and feelings depending on various destinations. Thus, this study clearly is not able to 

satisfy the repeatability aspect, but it was carried out in a way to enhance the reliability 

of the collected data by providing a clear description of the questionnaire used. 

5.2 Further discussions on the research findings 

Based on literature reviews, three hypotheses were formed about the factors of 

cognitive image, affective image and unique image which might affect tourists’ post-

consumption behaviour towards Phu Quoc island as a destination. Based on the 

regression analysis above, the three hypotheses were evaluated and confirmed as 

discussed below. 
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H1: Visitors' perception of cognitive image toward Phu Quoc as a destination will 

positively affect the visitors’ post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 

As analysed previously, cognitive image, or Quality of experience factor in particular, 

posed the strongest impact, amongst all independent variables, on future behaviour of 

tourists towards Phu Quoc island. The result matched the findings from Qu et al.’s 

study in 2011, indicating that cognitive image of the destination were the most 

influential brand association to form overall image leading to future intentions of 

tourists to a particular destination. Although the original model and methodology 

employed by Qu et al. were more advanced in a way to include overall image as a 

mediator between the brand association factors and the future behavioural intentions 

of tourists and to utilize SEM for analysis, it was argued that brand associations of a 

destination and their components could be considered to make up the overall image of 

the destination, taking into account their similarity in meaning and context. Therefore, 

the first hypothesis (H1) could be approved, implying that the more positive the 

perception of tourists towards the attributes of, especially the experiences offered by, 

the destination, the more probable they will revisit the place and recommend it to other 

people.  

H2: Visitors' perception of affective image toward Phu Quoc as a destination will 

positively affect the visitors' post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 

This work also supported the findings of Qu et al. (2011) that affective image of the 

destination was the next factors to have positive impact on the intention to revisit and 

recommend the place of tourists, and that the factor was less influential on the future 

intentions in comparison to cognitive image. Thus, it appears that the more positive 

feelings the destination generates in consumers’ mind, the more positive words they 

will share to recommend the place and the higher possibility of their return to visit it.  
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H3: Visitors' perception of unique image toward Phu Quoc as a destination will 

positively affect the visitors' post-consumption behaviours (including intention to 

revisit the destination and to recommend the destination to others). 

According to the results of the regression analysis, the factor of unique image, quite 

unlike expectation, had no statistical significance in the model, indicating that the 

attributes which might be unique to the island had almost no influence on the future 

behavioural intentions of tourists. The result is very different from the findings about 

unique image in the study of Qu et al. (2011) that uniqueness of a particular destination 

had the second largest influence on overall image (the strongest one was cognitive 

image). The difference between the two results may be due to but not necessarily 

limited to (1) the different treatment on the unique image construct, (2) investigation 

of the different stages of destination image formation, (3) the difference in tourism 

culture and behaviour between tourists in America and in South East Asia, (4) the high 

similarity in characteristics among many island destinations in Vietnam, making Phu 

Quoc not really a unique place in tourist’s perception, and/or (5) the fact that this study 

targeted at domestic tourists, which may reveals a different results regarding Phu 

Quoc’s unique image than those gained from foreign visitors. Though the third 

hypothesis was rejected, it may be premature to negate the crucial role of unique image 

in positioning a strong destination brand (Qu et al. 2011). Therefore, future research 

should examine the factors determining the formation of unique image and how they 

affect the destination brand for a far clearer understanding on destination branding. 

According to the findings and conclusions above, the final framework for this study is 

shown in the following figure, indicating the post-consumption behaviour of tourists 

towards Phu Quoc island as a destination is positively affected by its cognitive image 

and affective image as components of its brand associations: 
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Figure 10. Final model of the study 

5.3 Practical implications 

This study aimed to test a theoretical model of destination branding in a different 

context which was Phu Quoc island in Southern Vietnam. Overall, the results showed 

that, among the three image components as the brand associations, cognitive image 

and affective image had positive influence on the behavioural intentions of tourists. 

Although unique image exerted no statistically significant impact in this study, it can 

be argued that tourist destinations, especially in the highly competitive tourism market, 

must establish a positive and strong brand image, a combination of the cognitive, 

unique, and affective image associations, in order to increase repeat visitors and to 

attract potential tourists to the place. Moreover, in tourism, where its consumption is 

relatively infrequent, the positive influence of brand image on tourists’ 

recommendations should also be highly emphasized.  

As reviewed previously, recommendation is by far a significant reference source in 

guiding potential visitors form an overall image toward a particular destination (Bigné 

et al., 2001). Therefore, tourism destinations need to provide high-quality and 

interesting experiences to visitors so as to “leave” a positive image in their minds, and, 

thus, to increase the possibility they would recommend the place to others. This idea 

also perfectly matches the finding about cognitive image (quality of experience factor) 

of this study. In addition, some marketing strategies like positive word of mouth 

(WOM) from past visitors should be taken into consideration for the purposes of doing 

the branding for Phu Quoc island. As Phillips, Wolfe and Leistritz (2013) mention in 

their study about the impact of tourist WOM toward tourism destination, having past 

visitors spread positive WOM about the destination could be one of the most effective 

Cognitive image 

Affective image 

Tourist’s post-

consumption 

behaviours 
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marketing tools to attract new visitors, which can not only build a positive image of 

the place but also increase awareness of people who may not be familiar with the place.  

As Tuominen (1999) claims, building a strong brand identity may help successfully 

convey a company’s personality and its value to customers, assisting in building brand 

recognition, association and loyalty. Furthermore, as previously mentioned, an 

undesirable gap between brand identity and brand image of a destination, for example, 

may imply that it has been too far out reach from its visitors. Therefore, this study 

argued that brand identity needs to be developed based on a clear understanding of the 

destination image that consumers already formed.  

Based on the results, the current study claims that cognitive and affective evaluations 

on destination must be identified to understand the brand image of a destination. Again, 

even though the unique image factor turned out to have no significant impact on the 

future behavioural intentions of tourists in the context of this study, the author would 

still suggest adequate consideration to be paid to such factor in establishing a strong 

brand identity for Phu Quoc island as a travel destination because of the fact that 

unique image acts as a tool to differentiate a destination from other competitors (Cai 

2002, Echtner & Ritchie 1993 via Qu et al. 2011, Morrison & Anderson 2002). Even 

more, the perceived image, or brand image, of a destination should be properly 

evaluated with its projected image, or brand identity so as to build the desired image 

that goes in line with the brand identity of the place (Qu et al. 2011). Positioning 

strategy should necessarily be implemented to create the desired brand image in the 

minds of consumers or tourists. More importantly, it is undeniable that ensuring the 

consistency of core identity is vital for the success of destination branding practices in 

the long run (Qu et al. 2011), tourism destinations should regularly monitor the 

destination image in order to erase the gap with its brand identity, or in other words, 

to make sure the projected image is well perceived by target market. All the practical 

implications provided in this study are especially important for Phu Quoc island. Based 

on the results of the study, a positioning strategy is proposed for Phu Quoc island as a 

destination brand (see Table 14). 
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The strategy includes all the key components of a destination brand, or its brand 

architecture as introduced by Morgan & Pritchard (2004), such as its positioning, its 

rational (head) and emotional (heart) benefits and associations, as well as its brand 

personality. According to Qu et al. (2011), positioning strategy should start with 

identifying the characteristics that uniquely differentiate a destination from its 

competitors. The existing study identified several differentiating attributes of Phu 

Quoc island such as “Interesting Vietnamese sea island culture”, “Scenery and natural 

beauty”, “Pleasant weather and climate”, and “Famous local products”. As Qu et  al. 

(2011) suggested, only one or two attributes at the most should be utilized for brand 

positioning strategy because emphasizing too many attributes at the same time for 

brand positioning may mislead or confuse the target audiences (see also Aaker 1991: 

115), making the positioning strategy become progressively worse. After reviewing 

various scholars’ studies about Phu Quoc island (e.g. Ruggia 2015, Dinh & Nguyen 

2013) and local information websites promoting the island, it is proposed that the 

feature of “Scenery and natural beauty” should be a positioning proposition for the 

island of Phu Quoc, indicating that Phu Quoc should be promoted as “the island 

paradise of splendid natural beauty and untouched remote beaches”.  

Table 14. A positioning strategy of the island of Phu Quoc as a destination branda 

Positioning Rational benefit Emotional benefit Personality 

Island 

paradise of 

scenery and 

natural 

beauty 

● Unspoiled wilderness 

● Splendid natural 

beauty 

● Untouched remote 

beaches  

● Friendly local people 

● I feel uplifted by the beauty of the natural 

environment. 

● I feel relaxed by the unspoiled and clean 

atmosphere. 

● I feel fulfilled by fulfilled by experiencing 

various outdoors activities. 

● Relaxed 

● Feisty 

● Pleasant 

● Generous  

● Friendly 

a. Adapted from the brand architecture of the state of Oklahoma (Qu et al. 2011) and of Scotland (Morrison & 

Anderson 2002) 

The positioning of Phu Quoc as the island paradise of Vietnam is translated into the 

rational benefit of unspoiled wilderness, splendid natural beauty, untouched remote 

beaches, as well as friendly local people with typical Vietnamese sea island culture. 
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Further, these benefits nurture tourists with the emotional benefits of feeling uplifted 

by the beauty of the natural environment, relaxed by the unspoiled and clean 

atmosphere of the island, and fulfilled by experiencing various outdoors activities. 

Finally, the core objective of the strategy is Phu Quoc to be anthropomorphized or 

personified by relaxed, feisty, pleasant, generous and friendly traits. This should 

become the “soul”, or “spirit” of Phu Quoc island. 

Suffice it to say, the findings of this study provide a brand positioning strategy for the 

island of Phu Quoc as a destination brand. Brand Phu Quoc, with a defined purpose 

and personality, is developed through a conspicuous and intense strategy. Phu Quoc’s 

unspoilt scenery and natural beauty make the island best fitting to promoting a 

destination brand of nature-based tourism with friendly local people and various 

amazing outdoors activities. As long as Phu Quoc’s brand identity with attractive and 

distinctive attributes and brand personality are developed, it is crucial to continue with 

implementing a holistic marketing communication to approach the target audiences, 

which is possibly achieved through network of partnerships and, most importantly, 

strong collaboration between the government and the industry. 

5.4 Limitations and recommendations for future study 

One limitation of this study is that the data collection targeted at tourists who had 

visited Phu Quoc more than 1 year prior to the survey period. Images of Phu Quoc 

island as a travel destination may, therefore, vary by to what extend they could recall 

their experiences at the destination as well as the emotions they got from those. For 

example, a response gathered from a traveller right at Phu Quoc just before the time 

that tourist is about to leave the island, may reveal a different image and perception 

toward Phu Quoc as a travel destination as opposed to that who had travelled there and 

already left the place for a long time. Thus, the findings of this study may not be 

generalized for real-time travellers at Phu Quoc island. To overcome this limitation, a 

survey can be conducted in both online and at the targeted destination. Then, the results 
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of the survey should be analysed if there are any differences in image and perceptions 

of Phu Quoc between data gathered from travellers in different methods. 

Secondly, the population of this study was limited to domestic visitors. Therefore, the 

results may be only applicable for the Vietnamese tourist only. By understanding 

which attributes make Phu Quoc island become distinct in international visitors’ 

perception, the destination can possibly get more insight so as to successfully establish 

positioning strategy in other to attract both domestic and foreign market. It is thus 

suggested that further research should include international visitors and examine the 

difference in the image of Phu Quoc island perceived by the two groups.  

Thirdly, there may be various other factors influencing the development of destination 

image. This study was limited to the included variables, which are consistently 

mentioned and mostly supported by empirical research in the literature review. 

Therefore, the results of this study may have excluded additional destination brand 

associations that might have helped better explain tourist destination choice behaviour. 

For instance, socio-psychological travel motivations of a person were suggested by 

many destination branding scholars as an important construct to establish destination 

image of a particular place. The descriptive analysis of this study revealed that 86% of 

the respondents is young people in the 20-35-year-old cohort. This finding possibly 

implies that this dominant respondent group may be more active in taking experience 

in Phu Quoc island and thus have different perceptions about the image of the 

destination. Further research should investigate additional destination brand 

associations that may influence the destination image as well as tourist future 

behavioural intentions. Besides, more determinants of destination image of Phu Quoc 

should be explored in order to have a full picture of what define the island in the 

tourists’ mind. 

Fourthly, as discussed previously regarding the findings about unique image of Phu 

Quoc, the unique image formation of the destination should be examined carefully by 

further studies in a way to determine which determinants affect and define the 
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uniqueness of Phu Quoc island. This in-depth approach will possibly provide more 

insights for destination organizations of the island to create the differentiation 

advantage for Phu Quoc in tourism market.   

Last but not least, the number of questions measuring certain constructs in the model 

is constrained by the practical need to develop a parsimonious questionnaire which 

treated them as simple as possible. The findings are, therefore, limited to the selected 

items measuring the related constructs. It is, thus, suggested that future research 

employ more items to measure the examined constructs. 
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APPENDICES 

Appendix 1. Expert judges on the unique image of Phu Quoc island as a 

travel destination (extracted from Google® Forms) 
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Appendix 2. Questionnaire employed in the study “A model of destination 

branding: Integrating the concepts of the branding and destination 

image” in 2011 (provided by Dr. Qu Hailin) 
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Appendix 3. Questionnaire employed in this study (in English) 
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Appendix 4. Mean comparison among three group of respondents 

categorized by the latest time they visited Phu Quoc island  

ANOVA 

 
Sum of 

Squares 
df Mean Square F Sig. 

INT 

Between Groups .098 2 .049 .453 .637 

Within Groups 13.088 121 .108   

Total 13.185 123    

REC 

Between Groups .016 2 .008 .169 .845 

Within Groups 5.694 121 .047   

Total 5.710 123    

COG1 

Between Groups .184 2 .092 .101 .904 

Within Groups 110.421 121 .913   

Total 110.605 123    

COG2 

Between Groups .405 2 .203 .216 .806 

Within Groups 113.619 121 .939   

Total 114.024 123    

COG3 

Between Groups 4.013 2 2.007 2.241 .111 

Within Groups 108.333 121 .895   

Total 112.347 123    

COG4 

Between Groups 1.676 2 .838 .798 .453 

Within Groups 127.058 121 1.050   

Total 128.734 123    

COG5 

Between Groups .266 2 .133 .122 .885 

Within Groups 132.121 121 1.092   

Total 132.387 123    

COG6 

Between Groups 3.064 2 1.532 1.355 .262 

Within Groups 136.775 121 1.130   

Total 139.839 123    

COG7 

Between Groups 2.976 2 1.488 1.746 .179 

Within Groups 103.121 121 .852   

Total 106.097 123    

COG8 

Between Groups 1.510 2 .755 .802 .451 

Within Groups 113.933 121 .942   

Total 115.444 123    

COG9 Between Groups .465 2 .232 .291 .748 
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Within Groups 96.527 121 .798   

Total 96.992 123    

COG10 

Between Groups 1.948 2 .974 1.045 .355 

Within Groups 112.850 121 .933   

Total 114.798 123    

COG11 

Between Groups .297 2 .148 .151 .860 

Within Groups 118.671 121 .981   

Total 118.968 123    

COG12 

Between Groups .227 2 .114 .145 .865 

Within Groups 94.708 121 .783   

Total 94.935 123    

COG13 

Between Groups .249 2 .124 .147 .864 

Within Groups 102.421 121 .846   

Total 102.669 123    

COG14 

Between Groups .148 2 .074 .076 .927 

Within Groups 118.594 121 .980   

Total 118.742 123    

COG15 

Between Groups 3.146 2 1.573 1.531 .220 

Within Groups 124.337 121 1.028   

Total 127.484 123    

COG16 

Between Groups .019 2 .010 .010 .990 

Within Groups 122.650 121 1.014   

Total 122.669 123    

COG17 

Between Groups 1.941 2 .970 1.105 .335 

Within Groups 106.277 121 .878   

Total 108.218 123    

COG18 

Between Groups 1.105 2 .553 .599 .551 

Within Groups 111.733 121 .923   

Total 112.839 123    

COG19 

Between Groups 1.346 2 .673 .705 .496 

Within Groups 115.452 121 .954   

Total 116.798 123    

COG20 

Between Groups .141 2 .070 .076 .927 

Within Groups 111.819 121 .924   

Total 111.960 123    

AFF1 
Between Groups .247 2 .124 .057 .945 

Within Groups 261.777 121 2.163   
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Total 262.024 123    

AFF2 

Between Groups .597 2 .298 .185 .832 

Within Groups 195.621 121 1.617   

Total 196.218 123    

AFF3 

Between Groups 2.340 2 1.170 .563 .571 

Within Groups 251.402 121 2.078   

Total 253.742 123    

AFF4 

Between Groups .569 2 .285 .153 .858 

Within Groups 224.358 121 1.854   

Total 224.927 123    

OVE 

Between Groups .372 2 .186 .104 .901 

Within Groups 216.402 121 1.788   

Total 216.774 123    

UNQ1 

Between Groups .378 2 .189 .251 .779 

Within Groups 91.171 121 .753   

Total 91.548 123    

UNQ2 

Between Groups 1.226 2 .613 .895 .411 

Within Groups 82.871 121 .685   

Total 84.097 123    

UNQ3 

Between Groups .570 2 .285 .346 .708 

Within Groups 99.527 121 .823   

Total 100.097 123    

UNQ4 

Between Groups .283 2 .141 .152 .859 

Within Groups 112.427 121 .929   

Total 112.710 123    

UNQ5 

Between Groups .801 2 .400 .505 .605 

Within Groups 95.933 121 .793   

Total 96.734 123    

UNQ6 

Between Groups .908 2 .454 .554 .576 

Within Groups 99.052 121 .819   

Total 99.960 123    

UNQ7 

Between Groups .807 2 .403 .436 .648 

Within Groups 111.927 121 .925   

Total 112.734 123    

UNQ8 

Between Groups .304 2 .152 .245 .783 

Within Groups 75.083 121 .621   

Total 75.387 123    
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UNQ9 

Between Groups .251 2 .125 .138 .872 

Within Groups 110.233 121 .911   

Total 110.484 123    

UNQ10 

Between Groups .194 2 .097 .117 .890 

Within Groups 100.733 121 .833   

Total 100.927 123    
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Appendix 5. Ratings for Cognitive image attributes of Phu Quoc island (by 

number of persons) 

Cognitive Image 

Attributes (coded) 

Strongly 

Disagree 
Disagree Neutral Agree 

Strongly 

Agree 
Mean SD 

Interesting sea island 

culture of Southern 

Vietnam 

4 15 40 52 13 3.44 0.94 

% 3.23 12.10 32.26 41.94 10.48   

A wide variety of 

outdoor recreation 

(scuba diving, 

snorkelling, 

camping, canoeing, 

fishing) 

4 18 37 53 12 3.41 0.96 

% 3.23 14.52 29.84 42.74 9.68   

Interesting national 

park 
9 21 50 40 4 3.07 0.95 

% 7.26 16.94 40.32 32.26 3.23   

Restful and relaxing 

atmosphere 
5 6 30 49 34 3.81 1.02 

% 4.03 4.84 24.19 39.52 27.42   

Easy access to the 

area 
8 15 39 49 13 3.35 1.03 

% 6.45 12.10 31.45 39.52 10.48   

A wide variety of 

beautiful scenery and 

natural wonders 

(e.g., beaches, water 

falls, tropical forests, 

mountains) 

4 17 30 47 26 3.60 1.06 

% 3.23 13.71 24.19 37.90 20.97   

Reasonable cost of 

hotels/restaurants 
6 22 44 48 4 3.18 0.92 

% 4.84 17.74 35.48 38.71 3.23   

Cultural 

events/festivals 
19 26 58 19 2 2.67 0.96 

% 15.32 20.97 46.77 15.32 1.61   

Good shopping 

centers/facilities 
21 31 60 12 0 2.51 0.88 

% 16.94 25.00 48.39 9.68 0.00   
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Availability of 

tourist information 

centers 

12 22 51 37 2 2.96 0.96 

% 9.68 17.74 41.13 29.84 1.61   

Appealing local 

cuisine 
5 12 42 48 17 3.48 0.98 

% 4.03 9.68 33.87 38.71 13.71   

Good place for 

children and family 
3 16 45 52 8 3.37 0.87 

% 2.42 12.90 36.29 41.94 6.45   

Good weather and 

climate 
1 8 31 51 33 3.86 0.91 

% 0.81 6.45 25.00 41.13 26.61   

Interesting visits to 

traditional craft 

villages (e.g. fishery) 

6 20 46 42 10 3.24 0.98 

% 4.84 16.13 37.10 33.87 8.06   

A wide variety of 

entertainment (e.g. 

bars, clubs) 

13 24 50 32 5 2.94 1.01 

% 10.48 19.35 40.32 25.81 4.03   

Lots of things to do 

in the evening 

(nightlife) 

7 13 45 46 13 3.36 0.99 

% 5.65 10.48 36.29 37.10 10.48   

Availability of 

facilities for water 

sports 

(beaches/sailing, etc) 

8 11 52 46 7 3.27 0.93 

% 6.45 8.87 41.94 37.10 5.65   

Availability of 

cultural/historic 

attractions (e.g., 

museums/art gallery, 

historic sites) 

9 20 49 42 4 3.10 0.95 

% 7.26 16.13 39.52 33.87 3.23   

Safe and secure 

environment 
3 16 34 53 18 3.54 0.97 

% 2.42 12.90 27.42 42.74 14.52   

Friendly local people 4 9 29 60 22 3.70 0.95 

% 3.23 7.26 23.39 48.39 17.74   
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Appendix 6. Ratings for Unique image attributes of Phu Quoc island (by 

number of persons) 

Unique Image Attributes 
Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Mean SD 

Outdoor activities 3 19 46 51 5 3.29 0.86 

% 2.42 15.32 37.10 41.13 4.03   

Entertainment/Nightlife 2 22 57 38 5 3.18 0.82 

% 1.61 17.74 45.97 30.65 4.03   

Restful and relaxing 
atmosphere 

2 6 33 54 29 3.82 0.90 

% 1.61 4.84 26.61 43.55 23.39   

Interesting Vietnamese sea 
island culture 

3 14 37 52 18 3.55 0.95 

% 2.42 11.29 29.84 41.94 14.52   

Scenery and natural 
beauty 

1 12 32 59 20 3.69 0.88 

% 0.81 9.68 25.81 47.58 16.13   

National parks 6 18 49 47 4 3.20 0.90 

% 4.84 14.52 39.52 37.90 3.23   

Cultural/historic 
attractions 

6 21 49 40 8 3.19 0.95 

% 4.84 16.94 39.52 32.26 6.45   

Pleasant weather and 
climate 

0 6 30 64 24 3.85 0.78 

% 0.00 4.84 24.19 51.61 19.35   

Friendly local people 2 17 31 57 17 3.56 0.94 

% 1.61 13.71 25.00 45.97 13.71   

Well-known local 
products/services/animals 

2 15 37 56 14 3.52 0.90 

% 1.61 12.10 29.84 45.16 11.29   
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Appendix 7. Total Variance Explained and KMO & Bartlett's Test for 

Cognitive image items 

Factor Initial Eigenvalues 
Extraction Sums of Squared 

Loadings 

Rotation 

Sums of 

Squared 

Loadings a 

 Total 
% of 

Variance 

Cumulative 

% 
Total 

% of 

Variance 

Cumulative 

% 
Total 

1 11.225 56.123 56.123 10.821 54.106 54.106 9.790 

2 1.307 6.533 62.656 .942 4.710 58.816 9.482 

3 .881 4.405 67.062     

4 .828 4.141 71.202     

5 .627 3.137 74.339     

6 .588 2.942 77.281     

7 .544 2.720 80.001     

8 .528 2.642 82.643     

9 .480 2.401 85.044     

10 .474 2.371 87.415     

11 .409 2.047 89.461     

12 .374 1.870 91.331     

13 .316 1.581 92.912     

14 .312 1.560 94.472     

15 .247 1.237 95.709     

16 .222 1.110 96.820     

17 .184 .919 97.739     

18 .167 .837 98.575     

19 .150 .750 99.325     

20 .135 .675 100.000     

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .934 

Bartlett's Test of Sphericity 

Approx. Chi-Square 1828.240 

df 190 

Sig. .000 

Extraction Method: Principal Axis Factoring. 

a. When factors are correlated, sums of squared loadings cannot be added to obtain a total variance. 
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Appendix 8. Factor Matrix extracted from EFA test of the research model 

 
Factor 

1 2 3 4 5 

UNQ3 .799  -.410   

UNQ8 .782  -.442   

UNQ9 .769     

UNQ10 .762     

UNQ5 .751     

UNQ4 .738     

COG17 .696 -.363    

COG13 .689    .383 

COG2 .685     

COG4 .672    .510 

COG10 .665 -.371    

COG14 .661 -.318    

COG15 .660 -.332    

COG9 .641 -.316    

COG8 .631 -.378    

CONV_AFF3 .410 .718    

CONV_AFF4 .496 .656 .304   

CONV_AFF1 .419 .645    

CONV_AFF2 .408 .434    

REC   .348 .341  

INT .366  .429 .529  

Extraction Method: Principal Axis Factoring. 

Rotation Method: PROMAX with Kaiser Normalization 

Factor matrix: Attempted to extract 5 factors. More than 25 iterations required. 

(Convergence=.001). Extraction was terminated. 

 


