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DESTINATION IMAGE: FUTURE RESEARCH IMPLICATIONS FROM
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SAZETAK: Imidz destinacije jedan je od najviSe istraZivanih konstrukata u literaturi o turizmu
od prvih studija publiciranih u ranim 1970-ima. Unato¢ njegovoj dugotrajnoj popularnosti, jo§ uvijek
nema konsenzusa oko nacina mjerenja imidZa destinacije pa postoji mnostvo glediSta i metoda. Stoga
ovaj ¢lanak identificira glavne znacajke uzorka od 156 ¢lanaka o imidZu destinacija u razdoblju od
2008. do 2019. godine kako bi budu¢i istraZivaci dobili konsolidiranu metodolo$ku kategorizaciju. Ka-
tegorizacija slijedi Pikeov (2002, 2007) pregled 262 ¢lanka o imidZu destinacije iz razdoblja od 1973.
do 2007. godine. Ovim dvjema studijama bududi istraziva¢i imidZa destinacije dobit ¢e uvid u referen-
ce i znacajke iz uzorka od 418 radova objavljenih u razdoblju od 1973. do 2019. godine. K tomu, istice-
mo nekoliko glavnih ogranicenja dosada$njih istraZivanja imidZa destinacije koja predstavljaju prilike
za budude istrazivace, a koje bi unaprijedile razumijevanje sloZene prirode atraktivnosti destinacije.

KLJUCNE RIJECI: imidz destinacije, kontekst putovanja, putne situacije, metode istraziva-
nja, istraZivacki jaz, ogranicenja

ABSTRACT: Destination image has been one of the most researched constructs in the tourism
literature since the first studies were published in the early 1970s. Despite this enduring popularity,
there is not yet a consensus on how destination image should be measured, leading to a multiplicity of
viewpoints and methods. Therefore, to provide a consolidated methodological categorization for future
researchers, this paper sets out to identify the key characteristics of a sample of 156 destination image
articles published between 2008 and 2019. The categorization follows the structure of Pike’s (2002,
2007) reviews of 262 destination image articles published between 1973 and 2007. Combined with the
present study, future destination image researchers will have references to, and the characteristics of, a
sample of 418 publications from 1973 to 2019. In addition, we highlight several key limitations in desti-
nation image research to date, which present opportunities for future studies to enhance understanding
of the complex nature of destination attractiveness.
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1. UVOD

O konstruktu imidZa destinacije dosljed-
no se izvjeStavalo u literaturi o marketingu
destinacije od samog njegovog pocetka ra-
nih 1970-ih (Chon, 1990; Hu i Ritchie, 1993;
Gertner, 2010; Pike i Page, 2014). O nekoli-
ko glavnih preglednih ¢lanaka ove literature
izvijestili su Chon (1990), Gallarza, Saura
i Garcia (2002), Pike (2002, 2007), Tasci,
Gartner i Cavusgil (2007), Stepchenkova i
Mills (2010), Zhang, Fu, Cai i Lu (2014) te
Josiassen, Assaf, Woo i Kock (2016). Glav-
ni je razlog Sirokog zanimanja za ovu temu
prakti¢na uloga koju u nematerijalnoj priro-
di odlucivanja o destinaciji imaju percepcije
potrosaca, §to vodi k uvrijezenom Huntovom
aksiomu (1975) prema kojemu je imidZ de-
stinacije jednako znacajan kao i njegove zna-
¢ajke. Ovo potvrduje teorija da je percepcija
stvarnosti, kojom se tvrdi da percepcije po-
jedinaca vode njihovo odluc¢ivanje bez obzira
na to jesu li te percepcije tocne ili ne (vidi
Thomas i Thomas, 1928, u Patton 2002:571).
U tom pogledu odavno je poznato da veza iz-
medu percepcije potroSaca o marki proizvo-
da, poput destinacije, i ¢injenice moze biti
vrlo slaba (Gardner i Levy, 1955; Reynolds,
1965). Stoga i prili¢i destinacijskim marke-
tinskim stru¢njacima baviti se istraZivanjima
o percipiranim prednostima i slabostima nji-
hovog kraja u odnosu na konkurentska mje-
sta.

UnatoC€ priznatom utjecaju imidZa desti-
nacije na njezinu konkurentnost i na opseg
publiciranih istraZivanja s tim u vezi, jo$
uvijek nema Siroko prihvacene definicije o
tom konstruktu (Akgiin, Senturk, Keskin i
Onal, 2019; Pike, 2021), a niti konsenzusa o
nacinu njegovog mjerenja (Pike, Jin i Kotsi,
2019). Stoga je prvi cilj ove studije bio ispi-
tati glavne metodoloske znacajke publika-
cija o imidZu destinacije od 2008. do 2019.
godine prema Pikeovim kategorizacijama
(2002,2007) iz 262 studije imidza destinaci-
je u razdoblju od 1973. do 2007. godine. Tri

1. INTRODUCTION

The destination image construct has con-
sistently been one of the most reported in
the destination marketing literature since the
field commenced in the early 1970s (Chon,
1990; Hu and Ritchie, 1993; Gertner, 2010;
Pike and Page, 2014). Several major reviews
of this literature have been reported (see
Chon, 1990; Gallarza, Saura and Garcia,
2002; Pike, 2002, 2007; Tasci, Gartner and
Cavusgil, 2007; Stepchenkova and Mills,
2010; Zhang, Fu, Cai and Lu, 2014; Josiassen,
Assaf, Woo and Kock, 2016). A key reason
for the extensive interest in the topic is the
practical role that consumers’ perceptions
play in the intangible nature of destination
decision making; leading to the long-held
axiom proposed by Hunt (1975) that a desti-
nation’s image is as important as its tangible
features. This is underpinned by the theory
that perception is reality, which posits that
an individual’s perceptions guide their de-
cision making, whether those perceptions
are correct or not (see Thomas and Thomas,
1928, in Patton 2002:571). In this regard, it
has long been recognised that consumers’
perceptions of a brand, such as a destina-
tion, might only have a tenuous relationship
to fact (Gardner and Levy, 1955; Reynolds,
1965). Hence it behoves destination market-
ers to engage in research that identifies the
perceived strengths and weaknesses of their
region, relative to competition places.

Despite the acknowledged influence of a
destination’s image on destination competi-
tiveness, and the scale of published research
on the topic, there is still no widely accepted
definition of the construct (Akgiin, Senturk,
Keskin and Onal, 2019; Pike, 2021), nor a
consensus on how the construct should be
measured (Pike, Jin and Kotsi, 2019). There-
fore, the first aim of the present study was to
examine the key methodological character-
istics of destination image publications from
2008 to 2019. We follow Pike’s (2002, 2007)
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kategorizacije pruzaju buduéim istraZivaci-
ma glavne karakteristike 418 publikacija o
destinacijama od pocetka istraZivanja 1973.
godine (vidi Matejka, 1973) do 2019. godine.
Drugi je cilj bio utvrditi ograni¢enja imidZa
destinacije do danas te ukazati buducim
istrazivacima prilike za bolje razumijevanje
ovog znacajnog konstrukta.

U vrijeme pisanja ovog ¢lanka, u veljaci
2021., Pikeova (2002) kategorizacija 142 pu-
blikacije o imidZu destinacije iz razdoblja od
1973. do 2000. godine bila je 15. najcitiraniji
rad u Casopisu Tourism Management. Ta-
koder, Pikeova (2007) sljedeca analiza 120
publikacija o imidZu destinacije u razdoblju
od 2001. do 2007. godine bila je drugi najci-
tiraniji ¢lanak u ¢asopisu Acta Turistica. Sve
to istiCe znacaj imidZa destinacije za istraZzi-
vage. Ova analiza slijedi Pikeovu kategori-
zaciju (2002, 2007) kojom se prvo sazimaju
znacajke 156 studija o imidZu destinacije
objavljenih u razdoblju od 2008. do 2019.
godine, a potom slijedi tumacenje napretka
istrazivanja o imidZu destinacije.

2. METODA

S obzirom na postojanje viSe od procije-
njenih 150 znanstvenih Casopisa koji se bave
temama turizma (vidi Goeldner, 2011), naSe
se istrazivanje ograniCilo na pet Casopisa
u kategoriji ABDC A* (Tourism Manage-
ment, Annals of Tourism Research, Journal
of Travel Research, Journal of Sustainable
Tourism, International Journal of Hospita-
lity Management), kao i na specijalizirani
Casopis Journal of Destination Marketing &
Management koji je prvi puta objavljen 2012.
godine, a rangiran je kao ADBC A. Koriste-
¢i ,,imidZ destinacije” kao termin traZenja
u naslovima, saZetcima i klju¢nim rije¢ima
Sest Casopisa od 2008. do 2019. godine, ur-
vrdena je prva skupina od 169 ¢lanaka. Pro-
cesom ruc¢nog pregleda 13 je ¢lanaka izuzeto

categorizations of 262 destination image
studies published between 1973 and 2007. In
total the three categorizations provide future
researchers the key characteristics of 418
destination publications from when the field
commenced in 1973 (see Matejka, 1973) up
to 2019. Our second aim was to identify lim-
itations of destination image research to date,
to present opportunities for future research-
ers to contribute to an enhanced understand-
ing of this important construct.

At the time of writing, in February 2021,
Pike’s (2002) categorization of 142 destina-
tion image publications from 1973-2000
was the 15" most cited paper in Tourism
Management. Also, Pike’s (2007) follow up
analysis of 120 destination image publica-
tions from 2001-2007 was the second most
cited paper in Acta Turistica. This high-
lights the importance of destination image
to destination marketing researchers. This
present study follows the categorization
used by Pike (2002, 2007) to firstly sum-
marise the characteristics of 156 destination
image studies from 2008 to 2019, and sec-
ondly to interpret the progress in destina-
tion image research.

2. METHOD

Given the existence of an estimated
150+ tourism-related academic journals (see
Goeldner, 2011), our literature search fo-
cused on the five ABDC A* journals (Tour-
ism Management, Annals of Tourism Re-
search, Journal of Travel Research, Journal
of Sustainable Tourism, International Jour-
nal of Hospitality Management) as well as
specialist Journal of Destination Marketing
& Management, which was first published in
2012 and is ranked ADBC A. Using ‘desti-
nation image’ as the search term in the titles,
abstracts, and key words, in the six journals
from 2008 to 2019, resulted in an initial iden-
tification of 169 articles. However, through a
process of manual screening, 13 of these pa-
pers were removed from the analysis due to
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iz analize zbog nedostatka izravnog fokusa
na konstrukt. Kao §to se vidi u Tablici 1, u
kona¢nom popisu od 156 ¢lanaka Tourism
Management ih je publicirao najvise, to jest
61 ili 39%.

a lack of direct focus on the construct. As
shown in Table 1, Tourism Management had
the most papers with 61 (39%) in the final list
of 156 publications.

Tablica 1: SaZetak pretraZivanja literature

2020 Pocetni
Casopis ABDC rezultati
rang N =168

Konacni
pregled Biljeska
N =156

Tourism Management A* 73

Tri konceptualna ¢lanka od kojih je jedan
uvrsten u pregled jer je izravno fokusiran
61 na imidZ destinacije. Deset ostalih ¢lana-
ka je iskljuceno jer im imidZ destinacije
nije bio u glavnom fokusu.

Journal of Destination

Hospitality Management

Marketing & Management A 4 4

Annals of Tourism Research A* 18 18
U pregled je ukljucen jedan konceptual-

Journal of Travel Research A* 19 19 ni ¢lanak zbog izravnog fokusa na imidz
destinacije.

Journal of “

Sustainable Tourism A 7 7

International Journal of A 4 4

Table 1: Summary of literature search

2020 Initial
Journal ABDC results
rank N =168

Final
review Note
N=156

Tourism Management A* 73

Three conceptual papers of which one is
included in the review as it directly focus-
61 es on destination image. Ten other papers
were excluded from the review as destina-
tion image is not a main focus

Journal of Destination

Hospitality Management

Marketing & Management A 4 47

Annals of Tourism Research A* 18 18
One conceptual paper is included in the

Journal of Travel Research A* 19 19 review as it directly focuses on destina-
tion image

Journal of «

Sustainable Tourism A 7 7

International Journal of A% 4 4
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Nakon uzeg izbora ¢lanaka odabranih za
pregled prema Pikeu, ru¢no su kodirani ¢lan-
ci po prethodno utvrdenim kriterijima situa-
cije/konteksta putovanja (tj., podrucje foku-
sa, vrsta destinacije i broj destinacija uzetih
u obzir), metodoloSkog pristupa (tj., metoda
istrazivanja, obiljeZja i tehnika analize poda-
taka) i vrste sudionika u istrazivanju (2002,
2007). U Tablici 2 kronoloski je prikazana
naSa kategorizacija ovih 156 publikacija. U
skladu s Pikeovim analizama (2002, 2007),
prvi stupac naslovljen ,.kontekst putovanja“
naznacuje gdje se specifi¢na situacija putova-
nja dogodila. Drugi stupac isti¢e geografsko
mjesto destinacije(a) od interesa. Stupac A
popisuje broj destinacija od interesa, a stupac
B oznacuje analizirani konkurentski set de-
stinacija. Stupac C daje broj obiljeZja uzetih
u obzir u studiji. Novi element kategorizaci-
je uveden je u stupcu D u kojem se utvrduje
jesu li koriStene mjere ,,vaznosti obiljezja“.
U stupcu E oznakom ,,U* navedeno je da su
koriStene nestrukturirane metode za mjere-
nje imidza destinacije ili za izbor popisa obi-
ljeZja. Stupac F daje popis glavnih koristenih
tehnika analize podataka i njihove Sifre: ana-
liza srednjih vrijednosti i analiza varijance
(A), rangiranje/preferencije (K), repertoar-
ni test/reSetka (G), mapiranje/druge reSetke
(M), analiza vaZnosti-izvedbe (I), konstan-
tna suma (S), faktorska analiza/modeliranje
strukturalne jednadzbe (F), t-testovi (T),
perceptualno mapiranje/multi-dimenzional-
no skaliranje (P), klasterska/ diskriminantna
analiza (C), tematska analiza/kodiranje (H),
analiza frekvencije (R), indeksi/bodovi (X),
regresija (N), analiza u oblaku (L), analiza
sentimenta/semiotike/emocija (SA) i drugi
(0). Stupac G prikazuje je li uz stavke na
ljestvici dana opcija ,,ne znam* za sudionike
koji mozda ne bi imali nikakve percepcije o
odredenim obiljeZjima destinacije. Stupac H
oznacava je li studija koristila longitudinalni
pristup, a stupac I daje vrste sudionika. U
stupcu J vidi se veliCina uzorka. Zadnji stu-
pac popisuje ostale zanimljivosti uocene u
studiji.

Following the shortlisting of the papers to
be reviewed, manual coding was done for the
pre-identified criteria of travel situation/con-
text (i.e., region of focus, destination type, and
number of destinations considered), method-
ological approach (i.e., research method, attri-
butes, and data analysis technique), and type
of research participants based on Pike (2002,
2007). Our categorization of these 156 publi-
cations is presented in date order in Table 2.
In keeping with Pike’s (2002, 2007) analyses,
the first column is labelled ‘travel context’
and denotes where a specific travel situation
has been identified. The second column high-
lights the geographical setting of the destina-
tion(s) of interest. Column A lists the number
of destinations of interest. Column B identi-
fies whether a competitive set of destinations
were analysed. Column C lists the number of
attributes considered in the study. We intro-
duced a new categorization element in Col-
umn D, which identifies whether measures of
‘attribute importance’ were used. Column E
uses ‘U’ to denote that unstructured methods
were used, either to measure destination im-
age or in the selection of an attribute list. Col-
umn F lists the main data analysis techniques
used which are coded as: analysis of means
and analysis of variance (A), ranking/prefer-
ences (K), repertory test/grid (G), mapping/
other grids (M), importance-performance
analysis (I), constant sum (S), factor analy-
sis/structural equation modelling (F), t-tests
(T), perceptual mapping/ multi-dimensional
scaling (P), cluster/discriminant analysis (C),
thematic analysis/coding (H), frequency anal-
ysis (R), indices/scores (X), regression (N),
cloud analysis (L), sentiment/semiotic/emo-
tions analysis (SA), and other (O). Column G
identifies whether a ‘don’t know’ option was
provided alongside scale items, for partici-
pants who might not have any perceptions of
a destination’s performance on certain attri-
butes. Column H identifies whether the study
used a longitudinal-type approach. Column
I indicates the type of research participants.
Column J lists the sample size. The final col-
umn lists other interests stated in the study.
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3. GLAVNI REZULTATI I
ZAKLJUCAK

Tijekom 2020. godine odabrali smo
uzorak od 156 studija o imidZu destinacije
objavljenih od 2008. do 2019. godine i ana-
lizirali njihove metodoloske znacajke prema
karakterizaciji koriStenoj u Pikeovim pre-
glednim c¢lancima (2002, 2007) o imidZu
destinacije od 1973. do 2007. godine. Sveu-
kupno, ove znacajke buducim istraziva¢ima
pruzaju reference o 418 publikacija o imidZu
destinacije od samog osnutka ove istraZivac-
ke teme 1973. godine. U ovom dijelu saZet
¢emo glavne znacajke Clanaka iz razdoblja
od 2008. do 2019. godine u usporedbi s pri-
je objavljenima (Pike, 2002, 2007). Pregled
literature iz ovoga podruc¢ja ima nekoliko
ogranicenja koja mogu posluziti kao prilike
za buduca istraZivanja.

Utjecaj konteksta putovanja na
privlacnost destinacije

Uocen je znacajan porast omjera studija
koje izricito savjetuju sudionike istraZivanja
o posebnim situacijama putovanja - cak 40%
u razdoblju od 2008. do 2019. godine za ra-
zliku od 12% u razdoblju od 2001. do 2007.
i 16% u razdoblju od 1973. do 2000. godine.
Dakako, jo§ je uvijek relevantno ogranicenje
¢injenica da vedina studija nije izrazila inte-
res za kontekst putovanja s obzirom na davnu
tvrdnju da privlacnost neke destinacije moze
varirati prema situaciji putovanja (Barich i
Kotler, 1991; Crompton, 1992). To znaci da
sklonosti nekog pojedinca prema destinaciji
mogu varirati izmedu razli€itih situacija puto-
vanja kao Sto su kratki odmor, medudestina-
cija, medeni mjesec ili obiteljski ljetni odmor.
Na$ poziv na daljnja istraZivanja o utjecaju
konteksta putovanja nije novost. To su pita-
nje prvo postavili Snepenger i Milner (1990),
dok je Ritchiejev pregled (1996) ustanovio
da je glavni nedostatak najnovije literature
turistickog marketinga oskudica interesa za
kontekst putovanja. Tvrdimo da buduée stu-

3. KEY FINDINGS AND
CONCLUSION

During 2020, we selected a sample of
156 destination image studies from 2008
to 2019 and analysed their methodological
characteristics by following the characterisa-
tion used in Pike’s (2002, 2007) reviews of
destination image studies from 1973 to 2007.
Combined, these characterisations provide
future researchers with the references to 418
destination image publications dating back
to when the field commenced in 1973. In this
section we summarise the key characteris-
tics of the 2008-2019 publications, compared
to those of Pike (2002, 2007), and from an
overview of the literature in this field to date
we propose several limitations that present
opportunities for future research.

The influence of travel context on
destination attractiveness

There was a marked increase in the ra-
tio of studies that explicitly advised research
participants of a specific travel situation, up
to 40% of studies in 2008—2019 compared to
12% in 2001-2007 and 16% in 1973-2000.
However, that a majority of studies still did
not state an interest in a travel context is
an important limitation given the long-held
proposition that the attractiveness of a des-
tination might vary according to the travel
situation (Barich and Kotler, 1991; Cromp-
ton, 1992). That is to say that an individual’s
destination preferences might vary between
different travel situations, such as a short
break, stopover, honeymoon, or family sum-
mer vacation. Our call for more research into
the influence of travel context is not new.
The issue was first raised by Snepenger and
Milner (1990), while Ritchie’s (1996) review
of the state-of-the-art of the tourism mar-
keting literature found the lack of interest in
travel context was a major shortcoming. We
argue that since destination marketers need
to understand market perceptions across dif-



Thilini Alahakoon, Steven Pike, Amanda Beatson: ImidZ destinacije: implikacije kategorizacije...

113

dije o imidZu destinacija moraju izri¢ito na-
glasiti sudionicima istrazivanja one situacije
putovanja koje ih zanimaju, jer promotori de-
stinacija trebaju razumjeti percepcije trzista u
razli¢itim kontekstima. Takoder prihvacamo
da je potrebno viSe istraZivanja koja posebno
propituju tezu da se imidZ destinacije moZze
razlikovati u razli¢itim situacijama putovanja
kao, na primjer, u istraZivanju Mussalama i
Tajeddinija (2016). Primjeri situacija putova-
nja koje su relativno nove u literaturi imidza
destinacije ukljucuju transformativno putova-
nje (vidi npr. Bandyopadhyay i Nair, 2019),
medunarodne medudestinacije (vidi npr. Kot-
si, Pike i Gottlieb, 2018) i halal turizam (vidi
npr. Han, Al-Ansi, Olya i Kim, 2019).

Geografsko usmjerenje

Tijekom vremena dogodio se veliki po-
mak geografskog usmjerenja zanimanja za
destinacije od Sjeverne Amerike i Europe
koje su ukupno bile u fokusu 73% studija u
razdoblju od 1973. do 2000. godine, na Aziju
(41% u vremenu od 2008. do 2019.). Medu-
tim, od 64 studije o azijskim destinacijama
od 2008. do 2019. godine, veéina ih je bila
usmjerena na Daleki Istok, dok ih je samo
tri obradivalo podrugje JuZne Azije (npr. Sri
Lanka). Ostala podrucja koja su bila izvan
fokusa istrazivaca su Afrika, Bliski Istok,
JuZna Amerika i JuZni Pacifik. Zanimljivo je
takoder primijetiti znaCajan manjak istraZi-
vanja mnogih destinacija na juZnoj hemisfe-
ri. S obzirom da se 10 najc¢e$¢e posjecenih
destinacija nalazi na sjevernoj hemisferi (vidi
Pike 2021:27), potrebno je viSe istraZivanja
koja bi pomogla promotorima destinacija na
juznoj hemisferi ojacati konkurentnost tih
destinacija.

Vrsta destinacije

U istraZivanjima iz razdoblja od 1973. do
2000. godine drZzave i gradovi bili su u fo-
kusu 57% analiza, a u razdobljima od 2001.

ferent travel contexts, future destination im-
age studies must make it explicit to research
participants the travel situation of interest.
However, we also acknowledge that more re-
search that specifically interrogates the prop-
osition that a destination’s image might vary
across different travel situations, such as that
by Mussalam and Tajeddini (2016), is need-
ed. Examples of travel situations that have
emerged relatively recently in the destina-
tion image literature include transformative
travel (see for example Bandyopadhyay and
Nair, 2019), international stopovers (see for
example Kotsi, Pike and Gottlieb, 2018), and
halal tourism (see for example Han, Al-Ansi,
Olya and Kim, 2019).

Geographic focus

There has been a major shift over time in
the geographic focus of the destinations of in-
terest, from North America and Europe, which
collectively accounted for 73% of studies in
1973-2000, towards Asian destinations (41%
in 2008-2019). However, of the 64 studies fo-
cusing on Asian destinations in 2008-2019, the
majority were interested in destinations in Far
East Asia, with only three studies focusing on
the South Asia region (e.g. Sri Lanka). Other
regions where there continues to be a paucity of
destination image research include Africa, the
Middle East, South America and the South Pa-
cific. It is also interesting to note the major gap
relating to many destinations in the southern
hemisphere. Given the top 10 most visited des-
tinations have traditionally been in the northern
hemisphere (see Pike, 2021:27), more research
is needed to aid development of strategies for
destinations marketers in the southern hemi-
sphere to enhance destination competitiveness.

Type of destination

Countries and cities have consistently
been the main unit of analysis, accounting
for 57% of studies in 1973-200, 73% in 2001-
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do 2007. i od 2008. do 2019. godine Cinili
su 73% odnosno 61%. Uocen je relativan pad
broja studija koje su se bavile ,,drZavama“
(npr. u zemljama koje imaju federalno poli-
ti¢ko uredenje kao SAD) s 19% u razdoblju
od 1973. do 2000. na 4% u razdoblju od
2008. do 2019. godine. S druge strane, fokus
na podrucja i otoke malo se povecao. Ipak,
te su destinacije Cinile samo 13% studija u
razdoblju od 2008. do 2019. godine. Takoder
postoji jaz u istraZivanjima razliitih vrsta
destinacija kao $to su sela, kontinenti i gra-
di¢i u ruralnim sredinama koji su takoder u
konkurenciji za privlacenje posjetitelja.

Mjerenje percepcija o jednoj izoliranoj
destinaciji

Veéina istraZivanja nastavlja analize
percepcija o jednoj izoliranoj destinaciji,
a porast je zabiljeZen s 53% u razdoblju od
1973. do 2000. na 61% u razdoblju od 2001.
do 2007. i na 83% u razdoblju od 2008. do
2019. godine. Glavno prakti¢no ogranicenje
ovog pristupa jest Cinjenica da bez usporedbi
s konkurentskim destinacijama u odredenoj
putnoj situaciji ovi podaci nisu dovoljni za
utvrdivanje relativnih snaga i slabosti. Svje-
sni smo da uvrStavanje nekoliko destinacija
u upitnik povecava vremensko opterecenje
istrazivacima, §to opet moZe oteZati nala-
Zenje kandidata. Medutim, rezultati kompa-
rativne analize viSe destinacija olakSavaju
utvrdivanje jedinstvenog pozicioniranja i
promotivne strategije za povecanje konku-
rentnosti na ciljnim trZi§tima koja su pretrpa-
na porukama imitacija onih iz drugih desti-
nacija koje nude sli¢ne mogucénosti i koristi.

Mjerenje vaZnosti obiljeZja

Razlika izmedu sadasnje i prijaSnjih ana-
liza (Pike, 2002, 2007) jest dodatno pitanje
jesu li u studijama, koje su koristile istraZi-
vanja koja su mjerila percipiranu uspjesnost
destinacije svih elemenata skale obiljeZja,

2007 and 61% in 2008-2019. There has been
a relative decrease in the level of studies fo-
cusing on ‘states’ (e.g., in countries that have
a federal political system such as the USA),
from 19% in 1973-200 to 4% in 2008-2019.
Instead, there have been small increases in
focus on regions and islands. However, these
destinations still only accounted for 13% of
studies in 2008-2019. Research gaps also ex-
ist in relation to other types of destinations
as diverse as villages, continents, and rural
towns that also compete for visitors.

Measuring perceptions of one
destination in isolation

The majority of studies have continued
to analyse perceptions of one destination in
isolation, and have increased from 53% in
1973-2000, to 61% in 2001-2007, to 83% in
2008-2019. A key practical limitation of this
approach is that without reference to desti-
nations in the competitive set of destinations
for a given travel situation, the data cannot
satisfactorily identify relative strengths and
weaknesses. We acknowledge that incorpo-
rating several destinations in a questionnaire
increases the time burden on research partic-
ipants, which in turn can make recruitment
even more difficult. However, the findings of
multi-destination comparative analyses help
to identify unique positioning and promo-
tional strategies to enhance competitiveness
in target markets crowded with the clutter of
‘me too’ type messages from other destina-
tions that offer similar features and benefits.

Measurement of attribute importance

One distinction between this present anal-
ysis and that of Pike (2002, 2007) was the
additional characteristic of whether those
studies that used surveys measuring a destina-
tion’s perceived performance across a battery
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takoder pitali sudionike da ocijene vaznost
koju pridaju tim obiljezjima. Ovaj je aspekt
uklju¢en na preporuku u narativnoj analizi
sveobuhvatne literature o marketingu desti-
nacija autora Pikea i Pagea (2014). Citirali
su Myersovu i Alpertovu (1968:13) definiciju
determinantnosti obiljezja:

Smatra se da su odlucujuci oni stavovi

prema znacajkama koji su najuZe pove-

zani s preferencijama ili stvarnim odlu-
kama o kupovini; ostale znacajke ili sta-
vovi — bez obzira na to koliko su povoljni

— nisu odlucujuci.

Tako ¢e se vjerojatno medu mnogim
obiljezjima koja bi se mogla smatrati vazni-
ma nac¢i samo jedno ili nekoliko onih koja
ée zapravo odrediti izbor destinacije. U
tom smislu je relevantan Fishbeinov (1967)
multi-atributivan model kojim se tvrdi da
privlacnost objekta (npr. destinacije) odre-
duje vaznost njegovih obiljeZja i percipirane
uspjesnosti istih. Stoga, analize kojima se
mjere percepcije destinacije popisivanjem
obiljezja, a bez mjerenja njihove vaZnosti,
mogu dati pogreSne rezultate. Na primjer,
neka obiljeZja zbog kojih je destinacija per-
cipirana kao vrlo uspje$na mozda zapravo i
nisu vazna istim osobama, a to ima ozbiljne
prakti¢ne implikacije na, primjerice, obliko-
vanje marketinskih komunikacija.

Dok se ovo pitanje postavljalo u ranim fa-
zama razvoja ovog podrucja (vidi Goodrich
1978, Mayo i Jarvis 1981:03), ve¢ina analiza
nije ukljucivala bilo kakvo mjerenje vaznosti
obiljezja (Pike i Page, 2014). NaSa analiza
nasla je samo 20 studija imidZa destinacije
u razdoblju od 2008. do 2019. godine koje su
sadrZavale mjerenje vaZnosti obiljeZja.

Koristenje nestrukturiranih metoda

U skladu s prije navedenim, vazno pita-
nje u istraZivanjima o imidZu destinacije je
nacin na koji se razvija popis obiljeZja. Na
primjer, neki istrazivaci tvrde da su koristili
skalu koja se ranije spominjala u literaturi.

of attribute scale items also asked participants
to rate the importance they place on these
same attributes. This aspect was included
following the recommendation included in
a narrative analysis of the wider destination
marketing literature by Pike and Page (2014).
They cited Myers and Alpert’s (1968:13) defi-
nition of attribute determinance:

Attitudes toward features which are most
closely related to preference or to actual
purchase decisions are said to be deter-
minant; the remaining features or atti-
tudes — no matter how favourable — are
not determinant.

That is, there will likely be only one or
a few attributes, among the many that might
be considered important, that actually deter-
mine the choice of destination. In this regard,
Fishbein’s (1967) multi-attribute model is
relevant, which posits that an object’s (e.g. a
destination) attractiveness is determined by
the importance of its attributes and its per-
ceived performance on the same attributes.
Therefore, studies that measure the percep-
tions of a destination across a list of attributes,
without any measure of attribute importance,
might provide misleading results. For exam-
ple, some attributes for which a destination is
perceived to perform strongly might not actu-
ally be important to the same individual, and
this has serious practical implications such as
in the design of marketing communications.

While this issue was raised in the early
stages of the field’s development (see Go-
odrich 1978, Mayo and Jarvis 1981:203), it
has been suggested that most studies have
not included any measure of attribute im-
portance (Pike and Page, 2014). Our analysis
found only 20 destination image studies in
2008-2019 that included the measurement of
attribute importance.

Use of unstructured methods

Following the previous point, an import-
ant consideration in destination image sur-
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Tako se takva skala moZda pokazala pouz-
danom i valjanom u odredenim okolnosti-
ma, mora se propitati koliko ona vrijedi
za znacajke nove studije. Na primjer, jesu
li situacija putovanja i ciljna skupina isto?
Ako nisu, ne bi se trebalo podrazumijevati
da ¢e popis obiljeZja za mjerenje percepcija
Singapura kao medunarodne medudestina-
cije kod australskih putnika biti isto tako
valjan za segment Kanadana koji razmis-
ljaju o destinacijama u koje mogu oti¢i na
kratak odmor. Stoga, postoji vaZan razlog
za uvodenje ciljnog potroSaca u proces iz-
bora obiljezja uporabom kvalitativne faze
u kojoj se pita koja su obiljeZja destinacije
njima vazna. U razdoblju od 2008. do 2019.
godine samo je preko polovice (53%) studi-
ja koristilo kvalitativnu fazu, ali je to ipak
bio porast u usporedi s razdobljima od 2001.
do 2007. (38%) i od 1973. do 2000. godine
(44%). Dakako, mi tvrdimo da je nedosta-
tak nestrukturirane faze u razvoju upitnika
i dalje ograni¢enje mnogih studija o imidZu
destinacije.

Rizik uniformirane pristranosti
odgovora

Samo je 5% c¢lanaka publiciranih od
2008. do 2019. godine i 3% od 2001. do 2007.
godine uklju¢ilo u analizu odgovor ,ne
znam* u skale ocjenjivanja obiljeZja. Stoga,
ako neki sudionik u anketi nema saznanja o
bilo kojem obiljezju percipirane uspjeSnosti
destinacije, svaki odgovor na skali, pa tako i
srednja tocka, predstavlja iskrivljen podatak.
Kada se ne nudi odgovor ,,ne znam* zasebno
na ljestvici ocjenjivanja, neki ¢e se sudionici
izjasniti o stvarima o kojima nemaju spozna-
je niti misljenje (Hawkins, Coney i Jackson,
1988). Ovdje je potrebno paziti da uporaba
opcije ,,ne znam® moze utjecati na analizu
podataka u istrazivanju. Na primjer, studija
percepcija juznoamerickih destinacija autora
Bianchi et al. (2014) navodi da su australski
sudionici u anketi uvelike koristili odgovor
,he znam* za veéinu obiljeZja. Ovo je poka-

veys is the means by which a list of attributes
is developed. For example, some researchers
state they used a scale that had previously
been reported in the literature. While such a
scale might have been shown to be reliable
and valid in a particular setting, questions
must be asked about the extent to which this
applies to the characteristics of the new study.
For example, is the travel situation and tar-
get audience the same? If not, it shouldn’t
be assumed that a valid list of attributes to
measure the perceptions of Singapore for an
international stopover in the minds of Austra-
lian travellers will be valid for a segment of
Canadians considering domestic short break
drive holiday destinations. Therefore, there is
an argument for bringing the target consumer
into the attribute selection process by using a
qualitative stage that asks them which attri-
butes of a destination are important to them.
In 2008-2019, just over half (53%) of studies
used a qualitative stage, which represented
an increase over 20012007 (38%) and 1973-
2000 (44%). Nevertheless, we argue the lack
of an unstructured stage in questionnaire de-
velopment remains a limitation of many des-
tination image studies.

Risk of uniformed response bias

Only 5% of publications in 2008-2019
and 3% in 2001-2007 trialled the use of a
‘don’t know’ option alongside attribute rat-
ing scales. Therefore, if a survey participant
has no cognition of a destination’s perceived
performance on any attributes, any response
they give along the scale continuum, includ-
ing the scale mid-point, represents biased
data. When there is no don’t know option
that is separate to the rating scale, some
participants will express an opinion about
things they have no knowledge or opinion
(Hawkins, Coney and Jackson, 1988). A cau-
tionary note here is that use of a don’t know
option can have implications on the proposed
data analysis. For example, a study of per-
ceptions of South American destinations by
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zalo vrlo nisku svijest o znacajkama novih
juznoameriCkih destinacija na australskom
trziStu, a taj rezultat dao je jake praktine
implikacije za promotore destinacija u smislu
pracenja bolje informiranosti s vremenom.
Bez opcije ,,ne znam* u ovom slucaju, kako
bi australski sudionici odgovorili na svako
pitanje na ljestvici? Medutim u toj analizi,
u kojoj je 80% odgovora bilo ,ne znam®,
istrazivaci su bili prisiljeni koristiti analizu
metoda parcijalnih najmanjih kvadrata s ma-
lim brojem korisnih ocjena stupnjeva, a ne
planiranu tehniku modeliranja strukturalne
jednadzbe.

Nedostatak longitudinalnih
istraZivanja

Razlika izmedu ove kategorizacije i Pi-
keovih analiza (2002, 2007) bila je u tomu
Sto smo mi htjeli identificirati koliko je stu-
dija obradenih u razdoblju od 2008. do 2019.
godine koristilo longitudinalni dizajn. Velika
vedina ispitivanja o imidZu destinacija pro-
vodila se kao jednokratna snimka stanja, a
samo je mali broj njih (7% u razdoblju od
2008. do 2019. godine) bilo longitudinalno.
Dvije vrste pristupa imaju prakti¢nu vrijed-
nost u tom smislu. Prvo, ispitivanja pret-
hodno testiraju stavove sudionika o putnim
preferencijama, a zatim analiziraju njihova
realizirana putovanja (vidi npr. Pike, 2006).
Longitudinalna ispitivanja tih odgovora
pruzaju uvid u stupanj podudarnosti izme-
du onoga Sto sudionici izjave u anketama i
njihovog stvarnog ponaSanja. Drugo, istrazi-
vanja koja prate imidZ destinacije s obzirom
na odredenu putnu situaciju kroz vrijeme
(vidi Gartner i Hunt, 1987; Pike, Jin i Kotsi,
2019). Rezultati se mogu koristiti za prace-
nje ucinkovitosti promjena u promotivnim
inicijativama tijekom vremena. Dati pristup
sudionicima u longitudinalno postavljenom
istraZivanju vjerojatno ¢e biti sporno pa mi
predlazemo da koriStenje reprezentativnih
uzoraka iz iste ciljne populacije mozZe biti
ucinkovito.

Bianchi et al. (2014) reported a very large
use of the don’t know option for most attri-
butes by Australian survey participants. This
highlighted the very low awareness of the
characteristics of the emerging South Amer-
ican destinations in the Australian market.
This finding had a strong practical implica-
tion for the destination marketers in terms
of tracking improvement in awareness over
time. Without a don’t know option in this
case, how would the Australian participants
have answered each scale item? In the data
analysis however, with 80% of the sample
using the don’t know option meant the re-
searchers were forced to use Partial Least
Squares analysis with the small number of
useable scale ratings, rather than the intend-
ed Structural Equation Modelling technique.

Lack of longitudinal-type studies

A point of difference between this pres-
ent categorization and the analyses of Pike
(2002, 2007) was that we sought to identify
how many studies in the 2008-2019 sample
used a longitudinal-type design. The vast
majority of destination image studies have
been undertaken as a snapshot at one point in
time. Only a small number of studies (7%) in
2008-2019 featured a longitudinal-type. Two
type of approach have practical value in this
regard. Firstly, studies that test first survey
participants’ stated attitudes travel prefer-
ences and then later on analyse their actual
travel (see for example Pike, 2006). Longitu-
dinal studies of stated destination preferenc-
es and actual travel provide insights into the
degree of congruence between what people
say in research interviews/questionnaires
and their actual behaviour. Secondly, studies
that track a destination’s image, for a given
travel situation, over time (see Gartner and
Hunt 1987; Pike, Jin and Kotsi, 2019). Find-
ings can then be used to monitor the effec-
tiveness of changes in promotional initiatives
over time. While gaining access to the same
research participants over time, as in the true
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Vrsta sudionika u istraZivanju

NajceS¢i tipovi sudionika u istraZivanju
su obi¢no posjetitelji destinacija i oni Cine
42% studija u razdoblju od 2001. do 2007. i
47% u razdoblju od 2008. do 2019. godine.
Skupine koje su do sada privlacile pozornost
su: lokalna zajednica i poslovni subjekti,
mediji, posrednici u organizaciji putovanja,
osoblje i volonteri informativnih ureda za
posjetitelje i promotori destinacija. U budu-
¢im istraZivanjima bilo bi vrijedno testirati
razine podudarnosti izmedu percepcija de-
stinacije ovih dionika sa strane ponude s per-
cepcijama potroSaca na razli¢itim ciljnim tr-
ZiStima sa strane potraznje. Time bi se omo-
gudila analiza jaza izmedu ovih dviju strana,
Sto bi moglo imati prakti¢ne implikacije za
unutarnje i vanjske trZiSne komunikacije.

Supstitucija i mijenjanje destinacija

Konacno, u literaturi o imidZu destinacije
utvrdili smo veliki jaz izmedu istraZivanja o
supstituciji destinacija i o mijenjanju destina-
cija. To jest, do koje se granice te destinacije
u skupu odluka turista, mogu supstituirati
prilikom donoSenja konac¢ne odluke i zbog
kojeg/ih razloga? Prema teoriji skupa odluka
turisti ¢e u bilo kojoj situaciji putovanja, una-
to¢ spoznaji o mnogim destinacijama, ak-
tivno uzeti u obzir 4 +/- 2 u planiranju (vidi
Woodside i Sherrell, 1977). Rezultati nekoli-
ko longitudinalnih istraZivanja opetovano su
potvrdili ovu teoriju. Ako turisti imaju pre-
velik izbor dostupnih destinacija koje nude
sli¢ne moguénosti i koristi, onda je mogude
da ¢e im se jedna destinacija Ciniti lako za-
mjenjiva drugom. Drugim rije¢ima, mnoga
mjesta su jednostavne zamjene za konku-
rentske destinacije. Stoga turisti, ¢ini se, daju
prednost destinaciji koju imaju na umu kad
pocnu planirati putovanje, ali ju zamijene za
alternativnu destinaciju kod konac¢ne odluke
zbog, na primjer, povoljnije cijene aranZma-
na. IstraZivanje ovog potencijalnog fenome-
na moglo bi dati prakti¢na saznanja za pro-

sense of a longitudinal design, is likely to be
problematic, we propose the use of represen-
tative samples from the same target popula-
tion has potential efficacy.

Type of research participants

The most common types of research par-
ticipants have consistently been visitors at
destinations, accounting for 42% of studies
in 1973-2000, 52% in 2001-2007, and 47% in
2008-2019. Groups that have attracted little
attention do date include: the host communi-
ty, local businesses, media, travel trade inter-
mediaries, visitor information staff and vol-
unteers, and destination marketers. Of value
in future would be studies that investigate
levels of congruence between perceptions of
a destination held by these stakeholders the
supply side, with the demand-side percep-
tions of consumers in different target mar-
kets. This would enable gap analysis, which
could have practical implications for internal
and external marketing communications.

Destination substitutability and
destination switching

Our final observation is that a major gap
in the destination image literature is research
into destination substitutability and desti-
nation switching. That is, to what extent are
those destinations in a traveller’s decision
set, substitutable in final decision making,
and for what reason(s)? Decision set theory
posits that for any travel situation, travellers
will be aware of many destinations but will
only actively consider 4 +/- 2 in their plan-
ning (see Woodside and Sherrell, 1977). The
findings of several studies over time have
consistently supported this proposition. If
travellers are spoilt for choice of available
destinations offering similar features and
benefits, then it is possible that one destina-
tion will be easily substitutable for another
in the minds of travellers. In other words,
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motore i produbiti naSe razumijevanje teorije
skupa odluka.

4. OGRANICENJA

Iako ovdje dajemo kategorizaciju 156
istraZivanja o imidZu destinacija od 2008. do
2019. godine, svjesni smo da to nije potpuno
sveobuhvatan popis. Zbog opsega literature
o imidZu destinacije, ograniCili smo pretra-
Zivanje na pet Casopisa rangiranih ABDC A*
i jo§ jedan specijalizirani ¢asopis za marke-
ting destinacija koji je rangiran kao ABDC
A. Nase pretraZivanje tako nije ukljucilo ve-
¢inu turisti¢kih ¢asopisa koji su u rasponu od
150+ prema Goeldneru (2011). Dakako, na$
popis 156 istraZivanja iz Sest Casopisa veéi
je od onog kod Pikea (2002 i 2007) i govori
u prilog sve vedeg zanimanja o imidZu de-
stinacije s obzirom na ranije analize koje su
pokrivale viSe Casopisa. Jo§ jedno ogranice-
nje naSe analize jest u tome da smo slijedili
kategorizaciju koju je koristio Pike (2002,
2007) zbog dosljednosti analize metodolos-
kih znacajki imidZa destinacije od 1973. to
2019. godine. Svjesni smo i drugih znacajki
ovih istrazivanja koje bi mogle biti zanimlji-
ve istrazivaCima, ali koje nismo razmatrali.
Na primjer, jedan aspekt koji bi se mogao
proucavati u buduc¢im pregledima literature
u ovom podrucju jest analiza teorija koje su
rabili istraZivaci u obradivanju specifi¢nih
menadZerskih odluka uprava, a koje su se
odnosile na imidZ destinacije.

many places are close substitutes for rival
destinations. Therefore, it might be that trav-
elers have a preferred destination in mind
when they begin travel planning but switch
to one of the alternative destinations in their
decision set, due to a better package deal for
example. Research into this potential phe-
nomenon could provide practical insights for
marketers and enhance our understanding of
decision set theory.

4. LIMITATIONS

While we have provided a categorization
of 156 destination image studies from 2008
to 2019, we acknowledge this does not rep-
resent a fully comprehensive listing. Due to
the scale of the destination image literature,
we limited our search to the five ABDC A*
ranked tourism journals, plus the special-
ist destination marketing journal, which is
ranked ABDC A. Our search therefore did
not include the majority of tourism-related
journals, estimated by Goeldner (2011) to be
in the range of 150+. However, that our list of
156 studies from six journals is greater than
those cited by Pike (2002) and those cited by
Pike (2007) speaks to the increasing interest
in destination image given both those earli-
er analyses covered a more comprehensive
number of journals. A further limitation of
our analysis is that we followed the cate-
gorization used by Pike (2002, 2007). This
was to enable consistency of analysis of the
methodological characteristics of destination
image studies from 1973 to 2019. We do ac-
knowledge there are other characteristics of
these studies, which might be of interest to
researchers, but which we did not address.
For example, one aspect that might be con-
sidered in future reviews of the literature in
this field is the analysis of which theories
have been used by researchers to address
specific management decisions relating to
destination image.
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