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EXPLORING THE IMPACT OF VISITOR SATISFACTION
CN LOYALTY TOWARDS A SPECIFIC DESTINATION

SAZETAK: Prethodne studije o zadovoljstvu posjetitelja prepoznale su jasan odnos izmedu za-
dovoljstva posjetitelja i vjernosti nekoj destinaciji. No ovakav zakljucak je takoder doveden u pitanje
jer veéina studija o marketingu turistickih destiancija ispituje uglavnom kognitivni element zadovolj-
stva posjetitelja. Ova studija ¢ini korak dalje od prethodnih jer i dalje ukljucuje kognitivni element, ali
isto tako istrazuje i afektivni element. Ispituje se utjecaj emocija na zadovoljstvo posjetitelja, nakon
&ega se usporeduje progunosticku sposobnost kognitivnih elemenata i emocija. Vazan zakljucak studije
je da je kognitivni element zadovoljstva posjetitelja, zajedno s emocijama (pozitivnim i negativnim) u
pozitivnom odnosu s vjerno§¢u turistickom odredi$tu. Daljnja analiza ukazuje na to da je u turizmu
emocionalni element pouzdaniji pokazatelj vjernosti posjetitelja od kognitivnog elementa.
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SUMMARY: Previous visitor satisfaction studies have identified a clear relationship between vi-
sitor satisfaction and destination loyalty. However, this conclusion has also been questioned, because
the majority of studies on tourism destination marketing examine mainly the cognitive element of vi-
sitor satisfaction. The present study moves a step further than previous ones, because it still incorpo-
rates the cognitive element, but nevertheless investigates the affective element. The impact of emoti-
ons in visitor satisfaction is examined, after which the prognostic ability of the cognitive elements and
emotions is compared. A major conclusion of the study is that the cognitive element of visitor satis-
faction, together with emotions (positive and negative), yield a positive relationship with tourism de-
stination loyalty. Further analysis indicates that, in tourism, the emotional element is a more reliable
indicator of visitor loyalty than the cognitive element.
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1.UVOD

Na prvi pogled, moze se uciniti nepotre-
bnim proudavati odnos izmedu zadovoljstva
klijenata i vjernosti klijenata u turizmu, s
obzirom na to da su mnoge studije potvrdile
znadajan pozitivan odnos izmedu ove dvije
varijable (Colgate 1 Stewart, 1998.; Hocutt,
1998.; Baker i Crompton, 2000). No mnoge
od ovih studija o odnosu zadovoljstva i vjer-
nosti provedene su kada je razvoj pojma za-
dovoljstva bio u ranoj fazi, a zadovoljstvo
klijenta se jo§ smatralo "nejasnim pojmom”
(Rosen i Surprenant, 1998; Abd El Jalil,
2010). U novije vrijeme znanstvenici napo-
minju da je neprimjereno ignorirati emocio-
nalnu komponentu zadovoljstva, tako da se
pouzdanost otkri¢a iz prethodnih studija do-
vodi u pitanje (Liljander i Strandvik, 1997;
Wirtz i Bateson, 1999; Kandampully i Su-
hartanto, 2003; Chiou i Droge, 2008; Hsu i
sur., 2009). Uslijed toga, ovaj ¢lanak istra-
7uje ulogu emocija u zadovoljstvu posjeti-
telja u turisti¢koj industriji i ponovno prov-
jerava odnos zadovoljstva i vjernosti, uklju-
¢ujuéi emocionalnu komponentu.

2. PREGLED LITERATURE

Znanstvenici u podru¢ju usluga u po-
etku su pokusali smanjiti zbrku oko zado-
voljstva klijenata i kvalitete usluga odredu-
juéi ima li medu njima stvarne razlike i is-
trazujuéi $to prethodi &emu (Cronin i
Taylor, 1992; Oliver, 1993; Bowden, 2009).
Oliver (1993) razlikuje ova dva pojma suge-
riraju¢i kako zadovoljstvo povlaci za sobom
"moguée sve istaknute dimenzije", zahtije-
vajuéi ovisnost o iskustvu i ukljucujuéi
emocije. Oliver okreée prijadnju koncepciju
da zadovoljstvo prethodi kvaliteti i tvrdi ne-
§to obrnuto, da kvaliteta prethodi zadovolj-
stvu. Spreng i Mackoy (1996) dalje su to
provjeravali i potvrdili Oliverov konceptu-
alni model. U novije vrijeme zadovoljstvo
klijenata ragireno se prihvaca kao pojam ra-

1. INTRODUCTION

At first glance, it may seem unnecessary
to study the relationship between customer
satisfaction and customer loyalty in the tour-
ism industry, given that many studies have

.confirmed a significant positive relationship

between these two variables (Colgate and
Stewart, 1998; Hocutt, 1998; Baker &
Crompton, 2000). However, many of these
satisfaction-loyalty relationship studies were
conducted when the development of the sat-
isfaction construct was at an early stage, and
customer satisfaction was still considered an
"elusive construct” (Rosen and Surprenant,
1998; Abd El Jalil, 2010). More recently,
scholars have commented that it is inappro-
priate to ignore the emotional component of
satisfaction, so that the reliability of the
findings from previous studies are being
called into question (Liljander and Strandvik,
1997; Wirtz and Bateson, 1999; Kandam-
pully & Suhartanto, 2003; Chiou & Droge,
2008; Hsu et al., 2009). Consequently, this
paper explores the role of emotions in visitor
satisfaction in the tourism and re-tests the
satisfaction-loyalty relationship, including
the emotional component.

2. LITERATURE REVIEW

Services researchers originally attempted
to reduce the confusion over customer satis-
faction and service quality, by determining
whether there is any real distinction between
them, and by exploring the antecedents (Cro-
nin and Taylor, 1992; Oliver, 1993; Bowden,
2009). Oliver (1993) distinguishes between
the two constructs by suggesting that satis-
faction entails "potentially all salient dimen-
sions", requiring experience-dependency and
involving emotions. Oliver reverses the pre-
vious notion that satisfaction is the antece-
dent of quality and claims that the converse,
that quality is the antecedent of satisfaction.
Spreng and Mackoy (1996) further tested and
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zligit od kvalitete usluge, a naglasak je
stavljen na prou¢avanje odnosa medu njima
(Taylor i Baker, 1994; Bigné i sur., 2005;
Henthorne 1 sur., 2010).

Prije nego §to nastavimo dalje, nuzno je
raspraviti izraze zadovoljstvo i vjernost te ih
objasniti u kontekstu ove studije. Pozivajuci
se na rad vodeéih istrazivada u podrucju
usluga (ukljucujuéi usluge i turizam) tije-
kom vige od 20 godina, Roest i Pieters
(1997) razvili su nomologku mrezu kako bi
razlikovali kvalitetu usluge od zadovoljstva
klijenta. Definirali su zadovoljstvo kao re-
lativan pojam koji ukljuduje i kognitivne i
afektivne sastavnice, odnosi se na potroSaca
(a ne na proizvod), uglavnom je transakcij-
ski i ukljuéuje procjenu kako dobrih strana,
tako i gubitaka. Roest i Pieters takoder su
ustanovili da "...konacno, zadovoljstvo mozZe
utjecati na stav prema proizvodu, koje se
moZe smatrati agregiranim, ali ne relativis-
tickim pojmom koji podrazumijeva sprem-
nost na djelovanje" (1997: 345). Trebalo bi
uoditi razliku izmedu transakcijski specifi¢-
nog i ukupnog zadovoljstva pa je za potrebe
ove studije odlu¢eno prihvatiti $iru defini-
ciju zadovoljstva tako da je ukupna mjera
zbroj sveg prijasnjeg transakcijski specific-
nog zadovoljstva koje ukljucuje i kognitivnu
i afektivnu sastavnicu. Ukupna mjera poka-
zala se boljim predvidateljem namjera po-
novne kupnje (Jones i Suh, 2000; Sigala,
2001; del Bosque i Martin, 2008).

Vjernost se tumaci kao istinska vjernost,
a ne ponaganje ponavljane kupnje, §to je za-
pravo ponovno kupovanje neke marke ili
ponovno posjecivanje turistickog odredista,
bez obzira na odanost (Bloemer i Kasper,
1995; Christou, 2003; Dodds i Buttler,
2010). Istinska vjernost obuhvaca neslu-
¢ajnu reakciju ponasanja koja je posljedica
evaluacijskih procesa koji dovode do po-
novnog posjeta nekom turistickom odredi-
§tu. No vjernost je visedimenzionalni pojam
i ukljuuje pozitivne i negativne reakcije
(Zeithamli i sur., 1996). U ovoj studiji,
vjernost se odnosi na turisticko odrediste i

confirmed Oliver's conceptual model. Lately,
customer satisfaction has been commonly
accepted as a distinct construct from service
quality and the emphasis has been on study-
ing the relationships between them (Taylor
and Baker, 1994; Bigné et al., 2005; Hen-
thorne et al., 2010).

Before proceeding further, it is necessary
to discuss the terms satisfaction and loyalty
and to define them in the context of the pre-
sent study. Drawing on the work of leading
researchers in the services field (including
services and tourism) for over 20 years,
Roest and Pieters (1997) developed a no-
mological net to distinguish between service
quality and customer satisfaction. They de-
fined satisfaction as a relative concept that
involves both cognitive and affective compo-
nents, is consumer-related (rather than prod-
uct-related), mainly transactional, and incor-
porating an appraisal of both benefits and
sacrifices. Roest and Pieters also stated that
"... eventually, satisfaction may influence
product attitude, which may be regarded as
an aggregated but not relativistic construct
involving a readiness to act" (1997. 345).
The distinction between transaction-specific
and overall satisfaction should be noted, and
for the needs of the present study, it was de-
cided to adopt the broader definition of satis-
faction so that the overall measure is an ag-
gregation of all previous transaction-specific
satisfaction, involving both cognitive and af-
fective components. The overall measure has
proven to be a better predictor of repurchase
intentions (Jones and Suh, 2000; Sigala,
2001; del Bosque & Martin, 2008).

Loyalty is interpreted as true loyalty,
rather than as repeat purchasing behavior,
which is the actual re-buying of a brand or
re-visiting of a tourism destination, regard-
less of commitment (Bloemer and Kasper,
1995; Christou, 2003; Dodds & Buttler,
2010). True loyalty encompasses a non-ran-
dom, behavioral response which results from
evaluation processes that result in re-visiting
of a tourism destination. However, loyalty is
a multi-dimensional construct and includes
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stoga podrazumijeva uglavnom vjernost
prema usluzi, a ne marki, kakav je slucaj u
istrazivanju koje se razvija u odnosu na
proizvode. U usporedbi s vjerno$c¢u nazivu
ili marki, studije o vjernosti prema usluzi
premalo su zastupljene u literaturi (Bloemer
i sur., 1999; Javalgi i Moberg, 1997; Chris-
tou, 2003; Geddie i sur., 2005). Dokazuje se
kako zadovoljstvo obuhvaca i kognitivnu i
emocionalnu sastavnicu (Cronin i sur.,
2000). Kognitivna sastavnica odnosi se na
klijentovu evaluaciju dozivljenog uspjeha u
smislu njegove adekvatnosti u usporedbi s
nekim ocekivanim kriterijima (Wirtz, 1993;
Oliver, 1980; Dean i sur., 2003). Emocio-
nalna sastavnica sastoji se od razliitih
emocija, poput srece, iznenadenja i razo¢a-
ranja (Cronin i sur., 2000). Vazno je uoditi
da je emocionalna sastavnica oblik afekta i
predstavlja reakciju na ponudu ukupne turi-
sticke usluge. (White i Yu, 2005; Yuksel i
sur., 2010).

U ovoj studiji emocije vezane uz potros-
nju su afektivne reakcije na dozivljaj niza
atributa koji tvore uspjeh proizvoda ili us-
luge. Takve su emocije obi¢no namjerne (tj.
imaju objekt ili referencu) i razlikuju se od
pojma raspoloZenja, koje je generalizirano
stanje izazvano nizom razli¢itih ¢imbenika
(Bagozzi i sur., 1999). Emocije i raspoloze-
nje (te nazori) svi su elementi opce katego-
rije mentalnih osjecajnih procesa, koje se
naziva "afektom" (Gronroos, 1997; Bagozzi
i sur., 1999). Emocionalna sastavnica pro-
sudbe zadovoljstva stoga je neovisna o op-
¢em afektivnom osjecaju prisutnom kod is-
pitanika u trenutku usluge (de Rutyer i
Bloemer, 1998; Kim i sur., 2006).

3. PRIJEDLOZI ISTRAZIVANJA

Uz dosljedna otkrica da su kvaliteta us-
luge i zadovoljstvo uslugom razli¢iti poj-
movi te da kvaliteta usluge dovodi do zado-
voljstva, istrazivatko zanimanje prebacilo
se 1990-ih godina na povezanost izmedu
zadovoljstva posjetitelja, kvalitete usluge i

both positive and negative responses
(Zeithaml et al., 1996). In the present study,
loyalty is to a tourism destination and there-
fore entails mainly service loyalty, rather
than brand loyalty, as in the research devel-
oped in relation to goods. In comparison to
brand loyalty, service loyalty studies are un-
der-represented in the literature (Bloemer et
al., 1999; Javalgi and Moberg, 1997; Chris-
tou, 2003; Geddie et al., 2005). It has been
argued that satisfaction includes both cogni-
tive and emotional components (Cronin et
al., 2000). The cognitive component refers to
a customer's evaluation of the perceived per-
formance in terms of its adequacy in com-
parison to some of expectation standards
(Wirtz, 1993; Oliver, 1980; Dean et al.,
2003). The emotional component consists of
various emotions, such as happiness, surprise
and disappointment (Cronin et al., 2000). It
is important to note that the emotional com-
ponent is a form of affect, and is a response
to overall tourism service delivery (White &
Yu, 2005; Yuksel et al., 2010).

In the present study, consumption emo-
tions are the affective responses to percep-
tions of the series of attributes that comprise
product or service performance. Such emo-
tions are usually intentional (that is, they
have an object or referent) and are different
to the concept of mood, which is a general-
ized state induced by a variety of factors
(Bagozzi et al., 1999). Emotions and mood
(and attitudes) are all elements of a general
category for mental feeling processes, re-
ferred to as "affect" (Grénroos, 1997,
Bagozzi et al., 1999). The emotional com-
ponent of the satisfaction judgment is there-
fore independent of the overall affective
sense present in the respondent at the time
of the service (de Rutyer and Bloemer,
1998; Kim et al., 2006).

3. RESEARCH PROPOSITIONS

With consistent findings that service
quality and satisfaction are different con-
structs, and that service quality leads to sat-
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vjernosti/zadrzavanja posjetitelja. Dok se
izravan odnos izmedu zadovoljstva klijenata
i njihove vjernosti pokazao sloZenim i asi-
metri¢nim (Oliver, 1999; Bowen, 2002;
Machlouzarides, 2010), a neka istraZivanja
pokazala da namjere ponovne kupnje ne od-
govaraju dosljedno razini zadovoljstva (Sta-
uss i Neuhaus, 1997; Pike, 2009; Devesa i
sur., 2010), cijeli niz studija daje naslutiti da
postoji zna¢ajan pozitivan odnos izmedu
zadovoljstva klijenta i njegove vjer-
nosti/zadrzavanja (Cronin i sur., 2000; Her-
nandez-Lobato i sur., 2006). Otuda proizlazi
i sljedeci prijedlog istraZivanja:

Prijedlog istraZivanja 1: Postoji znaca-
jan pozitivan odnos izmedu zadovoljstva
posjetitelja i njihove vjernosti u turistickom
sektoru.

Teorija nepotvrdivanja ocekivanja do-
minantan je model za mjerenje zadovoljstva
klijenata (Brookes, 1995). Zadovoljstvo se
odreduje potvrdivanjem ili nepotvrdivanjem
otekivanja u odnosu na dozivljaj uspjeha
razligitih dimenzija usluge (Danaher i Had-
drell, 1996). Visedimenzionalni model ne-
potvrdivanja (diskonfirmacijski model) pri-
mijenjen je u mnogim studijama o
zadovoljstvu klijenata i pokazao se vrlo ko-
risnim (Wirtz i Bateson, 1999). Kada se us-
poredi s drugim pristupima, njegove koristi
prevagnut ¢e nad glavnim nedostatkom, a to
je njegovo pojmovno preklapanje s kvalite-
tom usluge. Koristi ukljutuju veéu pouzda-
nost, konvergentnu i diskriminantnu valja-
nost, upravljacku vrijednost i manji problem
asimetrije podataka (Danaher and Haddrell,
1996; Christou i Kassianidis, 2002; Boo i
sur. 2009). U odnosu na preklapanje izmedu
kvalitete usluga i zadovoljstva, viSedimen-
zionalni model nepotvrdivanja sli¢an je Cu-
venoj skali za mjerenje kvalitete usluga
SERVQUAL. S obzirom da se obje skale
oslanjaju na nepotvrdivanje ocekivanja, os-
taje nejasno mjere li rezultati nekih prijas-
njih studija zadovoljstva zadovoljstvo ili
kvalitetu usluge. No ta dva pojma podrazu-
raijevaju razlicite definicije oCekivanja (Ze-

isfaction, research interest shifted in the 90s
to the linkages between visitor satisfaction,
service quality and visitor loyalty/retention.
While the direct relationship between cus-
tomer satisfaction and loyalty has been
shown to be complex and asymmetric
(Oliver, 1999; Bowen, 2002; Machlouza-
rides, 2010), and some research has demon-
strated that repurchase intentions are not con-
sistent with satisfaction levels (Stauss and
Neuhaus, 1997; Pike, 2009; Devesa et al.,
2010), a number of studies suggest that there
is a significant positive relationship between
customer satisfaction and loyalty/retention
(Cronin, et al., 2000; Hernandez-Lobato et
al., 2006). Hence, an overall research propo-
sition is suggested as follows:

Research proposition 1: There is a sig-
nificant positive relationship between visitor
satisfaction and visitor loyalty in the tour-
ism sector.

Expectancy disconfirmation theory is the
dominant model for measuring customer
satisfaction (Brookes, 1995). Satisfaction is
determined by the confirmation or disconfir-
mation of expectations with respect to per-
ceptions of the perceived performance on
various service items (Danaher and Haddrell,
1996). The multi-item disconfirmation model
has been applied in many customer satisfac-
tion studies, and proven to be very useful
(Wirtz and Bateson, 1999). When compared
to other approaches, its benefits outweigh its
main shortcoming, which is its conceptual
overlap with service quality. The benefits in-
clude higher reliability, convergent and dis-
criminant validity, managerial value and a
lower skewness problem (Danaher and Had-
drell, 1996; Christou & Kassianidis, 2002;
Boo et al., 2009). In relation to the overlap
between service quality and satisfaction, the
multi-item disconfirmation model is similar
to the famous service quality measurement
scale, SERVQUAL. Given that both scales
use the disconfirmation of expectations, it
remains unclear whether the results of some
previous satisfaction studies measure satis-
faction or service quality. However, the two
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ithaml 1 sur., 1993) i imaju pojmovnu raz-
liku u tome S§to je zadovoljstvo pojam
"ovisan o iskustvu", a kvaliteta usluga ne
zahtijeva iskustvo (Oliver, 1993; Leong i
Kim, 2002; Christou i Saveriades, 2010).
Ako skala trazi od ispitanika da ocijene
svoje "doZivljeno iskustvo usluge", time se
navodno mjeri zadovoljstvo, a ne kvaliteta
usluge (Brookes, 1995). Ova studija primje-
njuje visedimenzionalnu diskonfirmacijsku
skalu za mjerenje kognitivne sastavnice za-
dovoljstva. Mnoge prijasnje studije zado-
voljstva, koje se usredotocuju na kognitivnu
sastavnicu, daju naslutiti da postoji poziti-
van odnos izmedu zadovoljstva i vjernosti
(Colgate i Stewart, 1998; Mittal i sur., 1998;
Hui i sur., 2007), otuda se predlaze sljedece:

Prijedlog istrazivanja la: Postoji zna-
¢ajan pozitivan odnos izmedu kognitivne
sastavnice zadovoljstva posjetitelja i vjer-
nosti posjetitelja u turistickom sektoru.

Usredoto¢avanje samo na kognitivnu sa-
stavnicu zadovoljstva zanemaruje vaZan
element, to¢nije emocije i moZe, stoga, biti
nedovoljno za davanje sveobuhvatne slike
reakcija potroSaca/posjetitelja. Iako jo§ uvi-
jek traje rasprava o tome je li samo zado-
voljstvo emocionalan pojam ili kognitivan,
koji ukljuuje emocionalnu komponentu
(Babin i Griffin, 1998; Bagozzi i sur., 1999;
Sigala, 2004; Chatzigeorgiou i sur., 2009),
¢ini se da bi emocije mogle biti medu kljug-
nim sastavnicama zadovoljstva (Dubé i Me-
non, 2000; Smith & Bolton, 2008). Tako se
katkad sugerira da emocije mogu razlikovati
zadovoljstvo klijenta od kvalitete usluge
(Oliver, 1993). Osim toga, Stauss i Neuhaus
(1997) daju naslutiti da je neprimjereno
pretpostavljati da potrogaci nuzno doZivlja-
vaju iste emocije i spoznaje, ak i kad daju
istu ocjenu za razinu svojeg ukupnog zado-
voljstva. Stoga predlazemo da se u zado-
voljstvo ukljuéi zasebna emocionalna kom-
ponenta, kao  glavni  pridonositelj
afektivnom elementu. Cilj ovog istraZivanja
je pokazati da emocije vrie utjecaj na pona-
Sanje. Tome je razlog ljudska narav, buduéi

constructs employ a different definition of
expectations (Zeithaml et al., 1993), and
have a conceptual distinction, in that satis-
faction is an "experience-dependency” con-
struct and service quality does not require
experience (Oliver, 1993; Leong & Kim,
2002; Christou & Saveriades, 2010). If the
scale requests respondents to assess their
"perceived service experience", it is alleged
that this measures satisfaction rather than
service quality (Brookes, 1995). The present
study employs the multi-item disconfirma-
tion scale to measure the cognitive compo-
nent of satisfaction. Many previous satisfac-
tion studies, which focus on the cognitive
component, suggest that there is a positive
relationship between satisfaction and loyalty
(Colgate and Stewart, 1998; Mittal et al.,
1998; Hui et al., 2007), hence the followmg
is proposed:

Research proposition 1a: There is a sig-
nificant positive relationship between the
cognitive component of visitor satisfaction
and visitor loyalty in the tourism sector.

Focusing only on the cognitive compo-
nent of satisfaction neglects an important
element, namely emotions, and may there-
fore be insufficient to obtain a comprehen-
sive picture of consumer/visitor responses.
Although there is still debate on whether
satisfaction is itself an emotional construct,
or a cognitive one which includes an emo-
tional component (Babin and Griffin, 1998;
Bagozzi et al., 1999; Sigala, 2004; Chat-
zigeorgiou et al, 2009), it appears that
emotions may be one of the core compo-
nents of satisfaction (Dubé and Menon,
2000; Smith & Bolton, 2008). It is thus
sometimes suggested that emotions may
distinguish customer satisfaction from ser-
vice quality (Oliver, 1993). Furthermore,
Stauss and Neuhaus (1997) suggest that it is
inappropriate to assume that consumers
necessarily experience the same emotions
and cognitions, even when they give the
same score for their overall satisfaction
level. We therefore propose to include a
separate emotional component in satisfac-
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da ¢ovjek reagira na neki dogadaj na odre-
dene nacine da bi zadrzao pozitivnu emo-
ciju, poput srece, i izbjegao negativnu emo-
ciju, poput potistenosti (Wong, 2004).
Toénije, pozitivne emocije neke osobe obi-
¢no povezuju njegove/njezine odluke da
ostane negdje ili nastavi s onime $to je ra-
dio/radila. Nasuprot tomu, negativne emo-
cije obino povezuju suprotne odluke, kao
ito su odlazak i prekid angazmana (Bagozzi
i sur., 1999). Pozitivne emocije mogu tako-
der dovesti osobu do toga da podijeli pozi-
tivno iskustvo s drugima, dok negativne
emocije mogu zavr§iti prigovarackim pona-
Sanjem (Bagozzi i sur., 1999; Yoon i Uysal,
2005). Uz potkrepljenje prijadnjih otkri¢a,
da postoji veza izmedu emocija i pona3anja,
predlazemo sljedece:

Prijedlog istraZivanja 1b: U turizmu po-
stoji znadajan pozitivan odnos izmedu afek-
tivne sastavnice zadovoljstva posjetitelja i
njihove vjernosti.

Postoji slaganje medu istrazivac¢ima oko
toga da je vjernost slozen pojam, $to je uis-
tinu razvidno iz niza razli¢itih glediSta kori-
stenih za njezino proudavanje (Javalgi i
Moberg, 1997; Sigala, 2006; Sigala, 2010).
Ova gledista uklju¢uju bihevioralne, kogni-
tivne i osobne ili nazorske procese, ali rane
studije o vjernosti usredotocuju se uglav-
nom na bihevioralni kut i tek su se s vreme-
nom pomakle prema pristupu vezanom uz
osobno shvacanje ili nazor (de Ruyter i sur.,
1998; Sui & Baloglu, 2007). Na temelju na-
zora, vjernost posjetitelja moze se prouca-
vati preko njezinih dimenzija, kao §to su
usmena predaja, prigovaracko ponaSanje i
namjera kupnje. No postoje i razlicita ot-
kri¢a u odnosu na dimenzije vjernosti, ¢ak i
kad se upotrijebe iste skale vjernosti. Para-
suraman i sur. (1994) razvili su skalu vjer-
nosti i ustanovili da se vjernost sastoji od
veza - s drustvom, sklonosti promjeni,
spremnosti platiti vise, vanjske reakcije na
problem i unutragnjih reakcija na problem.
De Ruyter i sur. (1998) naknadno su prih-
vatili istu skalu, ali su ustanovili da se vjer-

tion, as the major contributor to the affec-
tive element. This research proposes that
emotions exert an influence on behavior.
This is due to human nature, in that one re-
sponds to an event in certain ways, so as to
maintain a positive emotion, such as happi-
ness, and to avoid a negative emotion, such
as depression (Wong, 2004). Specifically, a
person's positive emotions tend to link to
his/her decisions to stay somewhere or to
continue with what he/she has been doing.
Conversely, negative emotions tend to link
to the opposite decisions, such as to leave
and discontinue involvement (Bagozzi et
al., 1999). Positive emotions may also lead
one to share the positive experience with
others, while negative emotions may result
in complaining behavior (Bagozzi et al.,
1999; Yoon & Uysal, 2005). Supported by
previous findings, that there is a connection
between emotions and behavior, we propose
the following:

Research proposition 1b: In the tourism
sector, there is a significant positive rela-
tionship between the affective component of
visitor satisfaction and visitor loyalty.

There is consensus among researchers
that loyalty is a complex construct, which is
indeed evident from the variety of perspec-
tives used to study it (Javalgi and Moberg,
1997; Sigala, 2006; Sigala, 2010). These
perspectives include behavioral, attitudinal
and cognitive processes, but early customer
loyalty studies focus mainly on the behav-
ioral perspective and shifted only over time
to an attitudinal approach (de Ruyter et al.,
1998; Sui & Baloglu, 2007). Based on the
attitudinal approach, visitor loyalty can be
studied via its dimensions, such as word-of-
mouth, complaining behavior and purchase
intention. However, there are varied find-
ings in relation to loyalty dimensions, even
when the same loyalty scales are employed.
Parasuraman et al. (1994) developed a loy-
alty scale and found that loyalty consists of
ties to company, the propensity to switch,
willingness to pay more, external response
to problem and internal responses to prob-
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nost sastoji od tri dimenzije: preferencije,
ravnodusnosti prema cijeni i reakcije neza-
dovoljstva. No ista istrazivanja daju naslutiti
da su ti elementi, potrebni za operacionali-
zaciju vjernosti, uhvaceni u "niz bihevioral-
nih namjera", $to su doradili Parasuraman i
sur. (Zeithaml i sur., 1996). Ova studija,
stoga, primjenjuje i modificira ovu skalu
kako bi istrazila odnos izmedu zadovoljstva
klijenta (ukljudujuéi kognitivne i emocio-
nalne sastavnice) i vjernosti.

4. METODOLOGLJA
ISTRAZIVANJA

Predmet ove studije bili su posjetitelji
Rodosa, vaznijeg turistickog odrediSta na
grékim otocima. Za prikupljanje podataka
upotrijebljena je metoda prigodnog uzorka i
samostalnog popunjavanja anketa. Podatke je
prikupilo &etvero istrazivaca u lipnju, srpnju i
kolovozu 2009. godine u prostoru za medu-
narodne odlaske zraéne luke na Rodosu. Od
380 podijeljenih upitnika, dobiveno je 179
valjanih odgovora, $to daje stopu odgovara-
nja od 47,1 posto. Veéina ispitanika bila je
Zenskog spola (57,5 posto), a medu ispitani-
cima je bilo 72,4 posto stranih turista i 27,6
domacih (grekih) turista. Od stranih turista,
vedina je bila iz Ujedinjenog Kraljevstva
(36,5 posto), dok su druge znacajnije turis-
ticke segmente ¢inili Nijemci (32,5 posto),
Talijani (21,6 posto) i Francuzi (4,3 posto).
Vecina ispitanika posjetila je Rodos na dulje
od 5 dana (64,7 posto), a putovali su zajedno
sa ¢lanovima obitelji (81,6 posto). Likertova
skala sa sedam kategorija odgovora koritena
je za mjerenje zadovoljstva posjetitelja i
vjernosti. Skala kori$tena za mjerenje kogni-
tivne sastavnice zadovoljstva posjetitelja us-
redotoCila se na svojstva turisticke usluge (s
naglaskom na hotelijerske usluge) i prilago-
dena je od skale koju je razvio Dean (1999).
Temelji se na vi§edimenzionalnom diskon-
firmacijskom modelu i sluzi se formatom je-
dnog stupca (skala ukljucuje Sest skupina
svojstava usluge).

lem. De Ruyter et al. (1998) subsequently
adopted the same scale, but found that loy-
alty consists of three dimensions: prefer-
ence, price indifference and dissatisfaction
response. However, the same researches
suggest that the elements needed to opera-
tionalize loyalty are captured in the "be-
havioral intentions battery", refined by
Parasuraman et al. (Zeithaml et al., 1996).
The present study therefore adopts and
customizes this scale, in order to explore the
relationship between customer satisfaction
(including both cognitive and emotional
components) and loyalty.

4. RESEARCH METHODOLOGY

The subjects in this study were visitor of
Rhodes, a major tourism destination in the
Greek islands. Convenience sampling was
employed and self-administered surveys
were used to collect the data. The data was
collected by four researchers in June, July
and August of 2009 at the departures hall of
Rhodes international airport. Of 380 ques-
tionnaires distributed, 179 valid responses
were obtained, yielding a response rate of
47.1 per cent. The majority of respondents
were female (57.5 per cent), and comprised
72.4 per cent foreign tourists and 27.6 do-
mestic (Greek) tourists. Of the foreign tour-
ists, the majority were from the United
Kingdom (36.5 per cent), while other sig-
nificant tourist segments included Germans
(32.5 per cent), Italians (21.6 per cent) and
French (4.3 per cent). Most respondents
visited Rhodes for more than 5 days (64.7
per cent) and were travelling together with
family members (81.6 per cent). Seven-
point Likert scales were used to measure
both visitor satisfaction and loyalty. The
scale employed to measure the cognitive
component of visitor satisfaction focused on
tourism service attributes (with the empha-
sis on hospitality services), and was cus-
tomized from the scale developed by Dean
(1999). 1t is based on the multi-item discon-
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Da bi se dobilo uvid u afektivnu sastav-
nicu, u svojoj cijelosti upotrijebljena je
emocionalna skala koju su razvili 1 testirali
Liljander i Strandvik (1997). Odgovori su
bili prema Likertovoj skali od 1 (nikad) do 7
(Cesto). Liljander i Strandvik nisu bili u sta-
nju prouciti odnos izmedu emocionalne sa-
stavnice zadovoljstva klijenta i klijentove
vjernosti zato $to, u industriji koju su raz-
matrali (Ured za radnu snagu — sluzba jav-
nog sektora), klijenti nemaju izbor prebaci-
vanja na drugu marku ili drugog pruzatelja
usluge. Ova studija, stoga, nadograduje se
na njihov rad u pra¢enju tog odnosa. U smi-
slu vjernosti klijenta, "Prerasporedeni niz
bihevioralnih namjera" Parasuramana i sur.
(1994), koji su njegovi autori naknadno do-
radili (Zeithaml i sur., 1996) bio je prilago-
den za ovu studiju. Izvorna skala imala je 13
stavaka i pet sastavnica: vjernost marki,
vanjsku reakciju na problem, sklonost
promjeni, spremnost platiti viSe i unutraSnju
reakciju na problem. U svom ¢&lanku, Para-
suraman i sur. (1994) uocavaju da je njiho-
voj skali potrebna dorada, osobito za poslje-
dnje tri komponente, ali da je komponenta
"vjernosti" pokazala izvrsnu unutra$nju do-
sljednost dok je "vanjska reakcija" bila
primjerena, prema kriterijima koje je naveo
Nunnally (1978).

U svim slucajevima, negativna pitanja
bila su reverzno kodirana radi dosljednosti.
Provjere normalnosti, utemeljene na raznim
komponentama u istrazivanju, pokazale su
primjerene rezultate. Od osobitog interesa je
stupanj asimetrije, budué¢i da su studije o
zadovoljstvu posjetitelja obi¢no pozitivno
asimetri¢ne (Coakes i Steed, 1999). Sveu-
kupne skale zaista su pokazale odredenu
pozitivau asimetriju (0,21 i 0,22 za emocio-
nalnu i kognitivnu skalu), ali s obzirom na
narav studije, ove vrijednosti smatrale su se
primjerenima da bi se nastavilo s analizom.
Pouzdanost skala ustanovljena je pomocu
Cronbachovog alfa koeficijenta. Kognitivna
sastavnica, emocionalna sastavnica i ukupna
sastavnica vjernosti postigli su ponaosob
alfa vrijednosti od 0,91, 0,79 1 0,77, koje su

firmation model, and uses a single column
format (the scale includes six groups of ser-
vice attributes).

In order to gain insight into the affective
component, the emotional scale developed
and tested by Liljander and Strandvik
(1997) was used in its entirety. Responses
were on a Likert scale from 1 (never) ... to 7
(often). Liljander and Strandvik 7ere unable
to study the relationship between the cus-
tomer satisfaction emotional component and
customer loyalty because, in the industry
that they considered (Labor Force Bureau —
a public sector service), customers do not
have the choice of switching to another
brand or another service provider. The pre-
sent study therefore builds on their work in
pursuing the relationship. In terms of cus-
tomer loyalty, Parasuraman et al's (1994)
"Reconfigured behavioral-intentions bat-
tery", subsequently refined by its authors
(Zeithaml et al., 1996) was customized for
this study. The original scale had 13 items
and five components: loyalty to the brand,
external response to the problem, propensity
to switch, willingness to pay more, and in-
ternal response to problem. In their paper,
Parasuraman et al. (1994) note that their
scale requires refinement, particularly for
the latter three components, but that the
"loyalty" component demonstrated excellent
internal consistency while the "external re-
sponse" was adequate, according to the cri-
teria specified by Nunnally (1978).

In all cases, negative questions were re-
verse coded for consistency. Normality
tests, based on the different components in
the survey, indicated adequate results. Of
particular interest is the degree of skewness,
as visitor satisfaction studies tend to be
positively skewed (Coakes and Steed,
1999). The overall scales did indicate some
positive skewing (0.21 and 0.22 for emo-
tional and cognitive scales) but, given the
nature of the study, these values were con-
sidered adequate to continue with the analy-
sis. The reliability of the scales was estab-
lished by utilizing Cronbach's alpha. The
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sve prihvatljive (Nunnally, 1978). Kod
druge faze, analiza glavnih komponenti iz-
vedena je rotacijom varimax.

5. REZULTATI I RASPRAVA

Da bismo zapoleli istrazivati ulogu
emocija u mjerenju zadovoljstva posjetitelja
u usluznom sektoru, najprije smo razmotrili
korelaciju izmedu razmjera vjernosti te ko-
gnitivnih i emocionalnih sastavnica zado-
voljstva (Tablica 1). U skladu s pretpostav-
kama istrazivanja la i 1b, rezultati
potvrduju postojanje znacajne Kkorelacije
izmedu dviju glavnih sastavnica zadovolj-
stva 1 vjernosti posjetitelja (emocionalne i
kognitivne). Medutim, izmedu ukupne vjer-
nosti posjetitelja i emocionalne sastavnice
postoji veca korelacija nego izmedu ukupne
vjernosti posjetitelja i kognitivne sastavnice,
uz znacajnost od 0,01. Nadalje, emocio-
nalna sastavnica ima neznatno vise koefici-
jente korelacije za pozitivnu usmenu pre-
daju, promjenu marke i spremnost na
plaanje viSe cijene u usporedbi s kognitiv-
nom sastavnicom.

Koeficijenti korelacije za pozitivne i ne-
gativne emocije upucuju na to da su pozi-
tivne emocije povezane sa svim dimenzi-
jama  vjernosti osim "prigovaratkog
ponasanja”. To bi se moglo objasniti ¢inje-
nicom da emocionalna ljestvica ne pokriva
sve emocije koje znacéajno koreliraju s razli-
¢itim dimenzijama vjernosti u turizmu.
Prema ofekivanjima pozitivne su se i nega-
tivne emocije trebale povezati s prigovarac-
kim ponaSanjem, ali postoje druge pozitivne
emocije, u dodatku spomenute tri, kao §to su
olakSanje, zanos i radost (Bagozzi et al.,
1999; Yu i Dea, 2001), koje nisu bile uklju-
¢ene u ljestvicu. Nema dokaza da sve emo-
cije imaju isti utjecaj na razli¢ite odgovore,
kao $to je prigovaracko ponasanje, ve¢ samo
da razli¢ite emocije mogu pokrenuti razli-
Cite ponasajne namjere (Stauss i Neuhaus,
1997; Szmigin et al., 2005). Bagozzi et al.
(1999) tvrde da emocije utjeCu na odludiva-

cognitive component, emotional component
and overall loyalty component had alpha
scores of 0.91, 0.79 and 0.77 respectively,
all indicating acceptable values (Nunnally,
1978). For the second stage, principal com-
ponents analysis was performed with vari-
max rotation.

5. FINDINGS AND DISCUSSION

In order to commence the investigation
on the role of emotions in measuring visitor
satisfaction in the service sector, the corre-
lation between the dimensions of loyalty
and the cognitive and emotional compo-
nents of satisfaction, were first considered
(Table 1). Consistent with research proposi-
tions 1a and 1b, the findings confirmed that
there is a significant correlation between the
two major components of visitor satisfaction
(emotional and cognitive) and loyalty.
However, there is a greater correlation be-
tween overall visitor loyalty and the emo-
tional component, than the cognitive com-
ponent, at the 0.01 significance level. Fur-
thermore, the emotional component has
slightly higher correlation coefficients for
positive word of mouth, switching behavior
and willingness to pay more, compared to
the cognitive component.

The correlation coefficients for the posi-
tive and negative emotions suggest that
positive emotions are associated with all
dimensions of loyalty except "complaining
behavior". This may be due to the emotions
scale not covering all emotions that corre-
late significantly with the various loyalty
dimensions in tourism. It was expected that
positive and negative emotions would link
to complaining behavior but, in addition to
the three positive emotions included, there
are other positive emotions, such as relief,
elation and joy (Bagozzi ef al., 1999; Yu &
Dea, 2001), which were not included in the
scale. There is no evidence that each emo-
tion has the same influence on different re-
sponses, such as complaining behavior, but
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nje i da su pozitivne emocije djelomice po-
vezane s namjerama da se ostane pri teku-
¢em planu i podijeli ishod neke aktivnosti.
To je u skladu s rezultatima istraZivanja
prema kojima pozitivne emocije znacajno
koreliraju s pozitivnom usmenom predajom
(dijeljenje pozitivnog iskustva), promjenom
marke (negativna korelacija) i spremno$¢u
na placanje viSe cijene.

rather that different emotions may trigger
different behavioral intentions (Stauss and
Neuhaus, 1997; Szmigin et al., 2005).
Bagozzi et al. (1999) suggested that emo-
tions influence decision making, and that
positive emotions are associated particularly
with intentions to maintain an ongoing plan
and share the outcome of a certain activity.
This is consistent with the research finding
that positive emotions significantly correlate
with positive word of mouth (sharing the
positive experience), switching behavior
(negatively correlated) and willingness to
pay more.

Table 1: Correlation analysis outcome / Korelacijska analiza ishoda

Emotional Cognitive Positive Positive
component / component / emotions / emotions™® /
Emocionalna Kognitivna Pozitivne Pozjtivne
sastavnica sastavnica emocije emocije
Overall loyalty / 0.518%* 0.418%* 0.530%* 0.398%
Ukupna vjernost
Positive word of mouth 0.584%* 0.515% 0.584** 0.433%*
Pozitivna usmena predaja
Complaining behaviour™ / 0.080 0.153 0.011 0.151
Prigovaragko ponasanje*
Switching behaviour* / 0.262%* 0.141 0.238%* 0.218%%+
Promjena marke
Willingness to pay more
than the current price / 0.351% 0.313%* 0.369%* 0.233%%*

Spremnost na placanje vise
cijene od tekuce

Notes: * items reverse coded; ** p<0.01; *** p<0.05 /

Primjedbe: * reverzno kodirane stavke; ** p<0,01;

Veza izmedu vjernosti i negativnih emo-
cija (koje su bile reverzno kodirane) upu-
¢uje na to da imaju znacajan ucinak i na
vjernost. Posebno je zanimljiv nedostatak
povezanosti izmedu negativnih emocija i
prigovarackog ponasanja. Razlog tome mo-
glo bi biti izostavljanje odredenih negativ-
nih emocija iz ljestvice, kao §to su zaljenje i
razodaranje, za koje je vjerojatnije da Ce
izazvati prigovaratko ponasanje (Zeelen-
berg i Pieters, 1999; Yuksel, 2001). Sedam

*x¥ p<0,05

The association between loyalty and
negative emotions (which were reverse
coded) suggests that they have a significant
impact on loyalty as well. Of particular in-
terest is the lack of association between
negative emotions and complaining behav-
ior. This may be due to the absence of spe-
cific negative emotions in the scale, such as
regret and disappointment, which are more
likely to cause complaining behavior
(Zeelenberg and Pieters, 1999; Yuksel,
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stavki sadrzanih na emocionalnoj ljestvici
ne korelira s prigovaratkim ponaSanjem is-
pitanika u ovoj studiji 1 valja primijetiti da
rezultati ispitivanja odnosa izmedu Zaljenja i
razodaranja te prigovarackog ponasanja nisu
dosljedni sa studijama Zeelenberga i Pie-
tersa (1999).

2001). The seven items in the emotions
scale do not correlate with the respondents'
complaining behavior in this study, and it is
notable that the findings on the relationship
between regret and disappointment and
complaining behavior are inconsistent in
Zeelenberg and Pieters' (1999) studies.

Table 2: B coefficients with overall loyalty as the dependent variable /
B koeficijenti s ukupnom vjerno$§éu kao ovisnom varijablom

Beta t sig.
Cognitive component / 0.180 1.964 0.054
Kognitivna sastavnica
Emotional component / 0.474 5136 0.000

Emocionalna sastavnica

Drugi cilj ove studije bio je iznova ispi-
“tati odnos izmedu zadovoljstva potroSaca i
vjernosti odredistu kad je uklju¢ena emoci-
onalna sastavnica zadovoljstva. Da bi se od-
redilo najbolje kovarijate vjernosti, moguci
su odnosi ispitivani primjenom regresijske
analize. Da bi se dobio osjecaj za razmjernu
vaznost kognitivne i emocionalne sastavnice
u predvidanju vjernosti odredistu, prva reg-
resija, ukupna vjernost, uzeta je kao ovisna
varijabla, dok su kognitivna i emocionalna
sastavnica bile neovisne varijable. Isprav-
lieni R* = 0,341, i F(2, 74) = 23,185, sig =
0,000. Standardizirani beta koeficijenti pri-
kazani su u Tablici 2 i, iako je protumaceno
samo 35,2 posto varijance vjernosti, rezul-
tati upucuju na to da je emocionalna sastav-
nica vazan ¢imbenik u tumadenju vjernosti,
¢ini se i bitno vazniji od kognitivne. Da bi
se potkrijepio rezultat prema kojem ukljuci-
vanje emocionalne sastavnice dovodi do to-
¢nijih rezultata u tumadenju vjernosti odre-
distu u usporedbi s  kognitivnom
komponentom, provedena je jo§ jedna reg-
resija s ukupnom vjerno$¢u kao ovisnom
varijablom te kognitivnom sastavnicom kao
neovisnom varijablom. Korigirani R* =
0,184, i F(1, 113) = 21,385, sig = 0,000.
Beta vrijednost za kognitivnu sastavnicu
bila je 0,466, t = 4,824, sig = 0,000. Taj re-

The second aim of this study was to re-
test the visitor satisfaction - destination loy-
alty relationship, when the emotional com-
ponent of satisfaction is included. In order
to establish the best loyalty predictors, re-
gression analysis was used to explore the
possible relationships. To gain a feel for the
relative importance of the cognitive and
emotional components in predicting desti-
nation loyalty, in the first regression, overall
loyalty was used as the dependent variable,
with the cognitive and emotional compo-
nents as independent variables. The adjusted
R? = 0.341, and F(2, 74) = 23.185, sig =
0.000. The standardized beta coefficients
are shown in Table 2 and, while only 35.2
per cent of the variance in loyalty is ex-
plained, the findings indicate that the emo-
tional component is an important factor in
explaining loyalty, apparently more impor-
tant than the cognitive component. In order
to substantiate the finding that including the
emotional component leads to more accu-
rate results in explaining destination loyalty,
compared to using the cognitive component,
another regression was performed with
overall loyalty as the dependent variable
and the cognitive component as the inde-
pendent variable. The adjusted R* = 0.184,
and F(1, 113) = 21.385, sig = 0.000. The
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zultat upu¢uje na zakljudak da je emocio-
nalna sastavnica vazan predviditelj vjernosti
odredistu. Sljedece pitanje odnosilo se na
relativni uCinak pozitivnih 1 negativnih
emocija. Da bismo to ispitali, proveli smo
jos jednu regresijsku analizu, i ovaj put s
ukupnom vjerno$¢u odredistu kao ovisnom
varijablom, ali ukljudujuci vrijednosti fak-
tora za dvije vrste emocija. Dok je ista va-
rijanca objadnjena, pozitivne emocije posje-
titelja bile su najbolji procjenitelj ukupne
vjernosti (beta = 0,360, ¢ = 3,277, sig =
0,001), s time da su negativne emocije tako-
der bile znadajne (beta = 0,252, t = 2,578,
sig = 0,011), dok sveukupna kognitivna oc-
jena nije viSe bila znacajna.

Rezultati prikazani u Tablici 3 ukazuju
na to da su pozitivne emocije posjetitelja
vazan predviditelj "pozitivne usmene pre-
daje", ali i da je posjetiteljeva kognitivna
ocjena zadovoljstva atributima turisti¢kih
usluga takoder znaGajan predviditelj. Ts-
pravljeni R? = 0,389 i F(3, 105) = 23,112,
sig = 0,000. Dok ¢ vrijednost negativnih
emocija nije znacajna pri razini vjernosti od
95 posto, rezultat upucuje na potrebu dodat-
nog razmatranja ovog pitanja. Nakon pro-
vedbe dodatne regresijske analize, primje-
nom pozitivne usmene predaje kao ovisne
varijable nasuprot kognitivnoj sastavnici,
rezultat je potvrdio da su pozitivne emocije
bolji predviditelj pozitivne usmene predaje

od kognitivnog elementa. Za drugu regresiju -

ispravljeni R*=0,258 i F(1, 108) = 36,997,
sig = 0,000. Stoga, opcenito govoredi, ako
emocije nisu ukljuéene u Ljestvicuy, i ako je
za mjerenje zadovoljstva uzeta samo kogni-
tivna sastavnica, nije moguce dobiti sveo-
buhvatni opis zadovoljstva. Slijedom toga,
¢ini se da bi emocionalna ljestvica trebala
biti ukljuéena kao dio mjerenja zadovoljstva
posjetitelja.

beta value for the cognitive component
equaled 0.466, t = 4.824, sig = 0.000. This
result suggests that the emotional compo-
nent is an important predictor of destination
loyalty. The next question referred to the
relative effect of positive and negative
emotions. To explore this, another regres-
sion analysis was performed, again using
overall destination loyalty as the dependent
variable, but including the factor scores for
the two types of emotions. While the same
variance is explained, positive visitor emo-
tions were the best predictor of overall loy-
alty (beta = 0.360, t = 3.277, sig = 0.001),
with negative emotions also being signifi-
cant (beta = 0.252, ¢ = 2.578, sig = 0.011),
whereas the overall cognitive assessment
was no longer significant.

The results in Table 3 indicate that posi-
tive visitor emotions are an important pre-
dictor of "positive word of mouth", but that
the visitors’ cognitive assessment of satis-
faction with tourism service attributes is
also a significant predictor. The adjusted R?
=0.389 and F(3, 105) = 23.112, sig = 0.000.
While the ¢ value for negative emotions is
not significant at the 95 per cent confidence
level, the result suggests that this issue
needs further investigation. When a further
regression was run, using positive word of
mouth as the dependent variable against the
cognitive component, the result confirmed
that positive emotions are a better predictor
of positive word of mouth than the cognitive
element. For the latter regression, the ad-
justed R* = 0.258 and F(1, 108) = 36.997,
sig = 0.000. Therefore, in general, if emo-
tions were not included in the scale, and
only the cognitive component used to meas-
ure satisfaction, a comprehensive depiction
of satisfaction is not gained. Consequently,
it would seem that an emotional scale needs
to be included as part of visitor satisfaction
measurement.
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Table 3: f coefficients with word of mouth as the dependent variable /
P koeficijenti s usmenom predajom kao ovisnom varijablom

Beta 4 Sig.
POSlAtlAVt) emotions / 0.354 3586 0.000
Pozitivne emocije
Negatfve emotlo.r.ls / 0.170 1781 0.074
Negativne emocije
Cognitive component / 0.255 2762 0.007

Kognitivna sastavnica

7. ZAKLJUCCI

Glavna teorijska implikacija ove studije
jest da je emocionalna sastavnica zadovolj-
stva posjetitelja, koja se nije razmatrala ni u
jednoj od nedavnih studija zadovoljstva pot-
rofada u turizmu, bolji predviditelj vjernosti
odredis$tu od kognitivne sastavnice. Pozi-
tivne emocije pozitivno su povezane s pozi-
tivnom usmenom predajom i spremno§cu na
placanje vise cijene, a negativno s promje-
nom marke. Negativne su emocije nega-
tivno povezane s pozitivnom usmenom pre-
dajom i spremnosc¢u na placanje vise cijene,,
a pozitivno su povezane s promjenom pona-
§anja. Medutim, s obzirom da je ovom stu-
dijom obuhvacen razmjerno mali uzorak u
jednom odredenom sektoru, rezultati zahti-
jevaju dodatno istrazivanje i provjeru.

Kako postoji znacajan odnos izmedu za-
dovoljstva posjetitelja (osobito njegove
emocionalne sastavnice) i vjernosti odredi-
§tu, te u skladu s pretpostavkom da je jefti-
nije zadrZati postojece posjetitelje nego pri-
vuéi nove, ¢ini se da menadzeri turistickih
destinacija trebaju iznova naglasiti $to pos-
jetitelji "misle" o svojim iskustvima ponude
turisti¢kih usluga. Tocnije, trebali bi posti¢i
neku ravnoteZu u svojoj potrazi za informa-
cijama o zadovoljstvu. Moguce je da oni
koji upravljaju turisti¢kim destinacijama u
svojim poku$ajima da usvoje prakse mjere-
nja koje su i znanstvene i rigorozne ne daju
dovoljno prilika za komentare i povratne in-
formacije s afektivnom osnovom te tako ne

6. CONCLUSIONS

The main theoretical implication of this
study is that the emotional component of
visitor satisfaction, which has not been con-
sidered in any of the recent visitor satisfac-
tion studies in the tourism sector, is a better
predictor of destination loyalty than the
cognitive component. Positive emotions are
positively associated with positive word of
mouth and willingness to pay more, and
negatively associated with switching be-
havior. Negative emotions are negatively
related to positive word of mouth and will-
ingness to pay more, and positively associ-
ated with switching behavior. However,
given that this study represents a relatively
small sample in one specific sector, the re-
sults require further investigation and verifi-
cation.

As there is a significant relationship
between visitor satisfaction (especially the
emotional component) and destination loy-
alty, and based on the assumption that it is
cheaper to retain existing visitors than at-
tract new ones, it appears that tourism desti-
nation managers need to re-emphasize how
visitors "feel" about their experiences of
tourism service delivery. In particular, they
should try to achieve some balance in their
pursuit of satisfaction information. In en-
deavoring to adopt measurement practices
that are both scientific and rigorous, tourism
destination managers may not be providing
sufficient opportunity for comments and
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uspijevaju prepoznati snagu emocija. Pro-

duzetak tog argumenta glasi da bi mena-
dzeri turisti¢kih destinacija u cilju zadrza-
vanja ili poveanja vjernosti posjetitelja
trebali istraziti emocionalne sastavnice i, u
onoj mjeri u kojoj je to moguce, njima up-
ravljati.

Jedna od pretpostavki glasi da se o¢eki-
vanja, stupnjevi percipiranog uspjeha i za-
dovoljstva posjetitelja s vremenom mije-
njaju. U ovoj studiji emocije povezane sa
zadovoljstvom posjetitelja bile su mjerene u
jednoj odredenoj vremenskoj to¢ci pa su re-
zultati stoga potpuno valjani isklju¢ivo u
trenutku ispunjavanja upitnika. Bududi da je
ponuda turisti¢kih usluga produljeni susret s
uslugom, mogudée je ugroziti izdrzljivost
vjernosti odreditu koja je posljedica zado-
voljstva posjetitelja, tako da bi ovo pitanje
valjalo dodatno istraziti u budu¢im longitu-
dinalnim studijama. Potrebno je uzeti u ob-
zir i demografske podatke. Na uvjerenja i
ponasanja osobito bi mogli utjecati razliciti
kulturoloski aspekti (Hofstede, 1994; White,
2004). U buduéim istrazivanjima mogla bi
se napraviti usporedba ispitivanog uzorka na
temelju demografskih podataka, kako bi se
utvrdilo je i afektivna sastavnica i dalje bo-
lji predviditelj vjernosti posjetitelja. Moguca
ograni¢enja dana$nje studije povezana su s
razmjerno malom veli¢inom uzorka (179
osoba), kao i s prirodom uzorka (prigodni
uzorak). Naposljetku, ogranic¢enja koja do-
vode do moguée pristranosti mogla bi biti
rezultat metode popunjavanja upitnika (sa-
mostalno popunjavanje) i vrlo distinktivnih
svojstava odrediSta u promatranom podru-
¢ju, Rodosu, koji predstavlja tradicionalnu
sredozemnu ljetnu destinaciju masovnog tu-
rizma.
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