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Dear Readers and Contributors,

It gives me immense pleasure to place the December 2015 issue of the Journal of 
Tourism (JoT); an International Research Journal on Travel and Tourism (ISSN: 
0972-7310). We have taken all necessary actions with more valued and relevant 
features to make this issue of JoT more educative and informative to our readers, 
researchers, practitioners and policy makers.
“A crisis is any unexpected event that affects traveler confidence in a destination and 
interferes with the ability to continue operating normally.” Crisis events have 
undermined the viability and marketability of tourism regions and have been a fact 
of life for many years. Wars, natural disasters, terrorist incidents, crime waves, 
epidemics, economic and business collapses have all impacted on the propensity of 
people to travel and their choice of destination since the beginning of mass tourism 
in the 1960s. Security threats to the tourists encompass every aspect of the tourism 
cycle and tourists are frequently chosen as soft and newsworthy targets for politically 
and criminally motivated attacks. 
We received several research papers and book reviews for this issue of JoT from across 
the globe. After thorough review, a collection of seven quality research papers and 
one book review were selected for publication in this issue of JoT. The research 
papers in this issue provide in depth study on contemporary issues in the field of 
tourism. 
The first paper entitled “Factors Affecting Undergraduates in Career Decision 
Making: A Study based on Taylor's University Hospitality Undergraduates” co-
authored by Lisa Yong Yeu Moy and Jenifer Lee Sher Feng. It focuses on the 
identification of the factors affecting Taylor's University hospitality undergraduate 
students in their career decision-making for their future. Factors that are affecting 
new graduates from the hospitality universities in their career decision-making are 
constantly changing. This study is to aid hotels in Malaysia to acknowledge the 
findings and refer the results as guidelines for its recruitment planning to attract new 
hospitality graduates to work in their hotels. 
The second paper entitled “Destination Perception and Loyalty: Exploring the 
Difference between Local and Foreign Tourists” co-authored by Kashif Hussain and 
Jeetesh Kumar reviews that the Destination image has shown to be an important 
factor that influences tourist perception while selecting a destination for their 
vacations. A rigor understanding of tourist perception would enable tourism 
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destination planner to better fulfill tourist needs and wants, activities and 
experiences, satisfaction and loyalty to the destination accordingly. This study tests a 
model for destination image formation suggested by previous studies and further 
highlight differences between local and foreign tourists visiting Malaysia. 
The third paper entitled “Brand Positioning of Violence Prone Destinations: 
Importance Performance Analysis” co authored by Prof. Parikshat Singh Manhas 
and Dr. Ramjit offers a practical solution to the challenges faced by destination 
marketers. Destination Marketers are faced with the challenges of indentifying one 
or few features or attributes from their diverse and multi attributed product and 
services that could be developed by the DMO's to differentiate their violence prone 
destinations in meaning full way to the tourists.
The fourth paper entitled “Corporate Governance and Corporate Social 
Responsibility Practices- a study of Selected Listed Hotels in India” co-authored by 
Manjula Chaudhary and Deepa Shrivastava considers that the Corporate 
Governance (CG) and Corporate Social Responsibility (CSR) have emerged as 
important dimensions of the long term sustainability of the firms as these regulate 
commitment and adoption of ethical practices by the firms in their businesses. This 
study explores CG and CSR in hospitality industry in India as this is an emerging 
sector likely to see balanced growth by adoption of sustainable business practices. 
The fifth paper entitled “Terrorism, Tourism and Hospitality: understanding the 
spirit of West” authored by Maximiliano Korstanje discusses that tourism represents 
nowadays a growing force that connect diverse cultures and peoples worldwide, no 
less true is that hospitality is dying. As never before, Europe is being interpolated by 
its lack of tolerance and hospitality respecting to Middle East's migration. The war 
on terror initiated by Washington, Islamic State, the civil war in Syria are some of the 
problems that whip peoples and force them to look for another better places. 
However, at the time Europe accepts these migrants, terrorism instills the germen of 
fear which prompts a closure of borders.
The Sixth paper entitled “Travel Risk and Preparedness of Disaster Management 
Task Force at Shri Mata Vaishno Devi Shrine: A Pilgrim's Perspective” co-authored 
by Dr. Suvidha Khanna and Sandeva Khajuria explore and assess that disasters are 
more likely to occur at sensitive sites possessing characteristics like dangerous 
geographical locations, over crowdedness, popularity, political or social instability 
etc. The study area chosen for this research work is the one having all of these 
characteristics. Shri Mata Vaishno Devi shrine is located at the lower, North Indian 
Himalyas and is prone to various natural as well as man-made disasters.  The 
research in hand tends to know what kind of risks and disaster situations are likely to 
be perceived by the pilgrims, their safety awareness, safety perception and their 
perception about the preparedness of the Disaster Management  Task Force 
operating at the shrine.
The seventh paper entitled “Clean Slates, Disaster Capitalism or Strategic Drift? A 
case study of post-disaster vulnerability” authored by Dr. Faye Taylor explores that 
despite claims of a 'clean slate' being offered by the tsunami in developmental terms, 



this research provides evidence and explanation of why this did not and would not 
exist on Phi Phi, a finding that may be of relevance to other destinations facing a 
post-disaster context.  Furthermore, vulnerability is often reconstructed following a 
disaster and may create the conditions for a future disaster; this work extended 
discussions of disaster vulnerability through an adapted application of Vulnerability 
Framework, presenting a post-disaster situation that remains highly vulnerable and 
non-conducive to sustainability.
At the end, a book review entitled “Tourism Research Frontiers: beyond the 
boundaries of Knowledge” co-authored by Maximiliano Korstanje assesses a vast 
range of interests for students, social scientist and tourism practitioners. It opts for 
proposing new original themes of investigations, reshaping the current boundaries 
but without questioning to what extent the conceptual background of tourism 
remains on firm foundations.
I would like to gratefully acknowledge time and support of the Referees and 
Editorial Board members in all the endeavors, which inspired to bring out this issue 
of JoT. 

With best regards,
Parikshat Singh Manhas  Ph.D, Guest Editor
Journal of Tourism, Vol - XVI, (2), December, 2015
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Destination Perception and Loyalty: Exploring the 
Difference between Local and Foreign Tourists

KASHIF HUSSAIN

JEETESH KUMAR
School of Hospitality and Tourism

Help University, Malaysia

Abstract
Destination image has shown to be an important factor that influences 
tourist perception while selecting a destination for their vacations. A 
rigor understanding of tourist perception would enable tourism 
destination planner to better fulfill tourist needs and wants, activities 
and experiences, satisfaction and loyalty to the destination accordingly. 
This study tests a model for destination image formation suggested by 
previous studies and further highlight differences between local and 
foreign tourists visiting Malaysia. About 270 survey questionnaires were 
collected data for analysis to test the model along with socio-demographic 
characteristics, information sources, destination image, satisfaction, 
word-of-mouth and re-visit intention. The application of this study is 
necessary and relevant for destination planners and related authorities 
as it provides valuable information to identify differences among local 
and foreign tourists about destination perception and loyalty which 
eventually may support greater understanding for improving local 
tourism products and related facilities and services. 

Keywords: Tourist, destination image, satisfaction, loyalty, Malaysia.   

INTRODUCTION
Destination image is typically defined as a tourist's overall perception of a specific 
location (Fakeye& Crompton, 1991), or as a tourist's mental picture of the area 
(Gallarza, Saura& Garcia, 2002). Previous researchers have made several attempts to 
explore the impact of destination image. With strategic leveraging of images that are 
shown to the world, the level of awareness of a particular city and/or country can be 
raised, which may in turn provide the impetus loyalty to a destination by re-visits in 
the future, or at the very least be used to educate the world about a particular locale, 
and enhance positive word-of-mouth toward that destination. Significant 
relationship has been reported between a destination image, tourist satisfaction, re-
visit intention and word-of-mouth toward a destination (Fornell, 1992). However, 
past studies conducted on destination image mainly focused on an event rather than 
a destination and differences may be present among local and foreign tourists.

Faculty of Hospitality and Tourism Management
UCSI University, Malaysia



Millions of tourists travel temporarily away from home to experience hospitality and 
explore the world around them. This fact is supported by the growth in tourism 
numbers worldwide (UNWTO, 2014). The economic importance of the tourism 
industry should not be underestimated. According to research by the World Travel 
& Tourism Council (WTTC), the global travel and tourism industry generated US$ 
7.6 trillion (10% of global GDP) and 277 million jobs (1 in 11 jobs) for the global 
economy in 2014 (WTTC 2014).
Tourist arrivals to Malaysia for 2014 continued to increase, registering a hike of 
6.7%. The country received 27.4 million (27,437,315) tourists from January to 
December compared to 25.7 million (25,715,460) tourists in 2013. Consistently, 
tourist receipts rose by 10.0%, contributing RM72 billion to the country's revenue 
against RM65.4 billion in 2013 (Tourism Malaysia, 2015). Malaysia strives to be a 
high-income and developed nation in 2020, tourism industry is likely to play an 
important and major role in achieving this objective. Therefore this study is 
significant and relevant for Malaysia. 
The purpose of this study is to investigate the interrelationship of destination 
perception and loyalty by exploring the differences between local and foreign 
tourists with following objectives:
? To identify the relationship between socio-demographic characteristics and 

destination image.
? To identify the relationship between information source usage and destination 

image.
? To identify the relationship between destination image and tourist satisfaction.
? To identify the relationship between tourist satisfaction and word-of-mouth 

about the destination.
? To identify the relationship between tourist satisfaction and their intention to 

re-visit a destination.
? To investigate local and foreign tourist satisfaction level and their intention to re-

visit a destination
? To determine the most influential variables among destination image, and give 

practical suggestions to enhance local and foreign tourist satisfaction level 
respectively.

? To identify the strategies that would attract local and foreign tourist to re-visit 
Malaysia in the future. 

LITERATURE REVIEW

Tourist Industry Profile 
Considering as the largest industry in the world, tourism industry experienced 
rapidly growth after world war two. Base on the statistics done by The World Travel 
& Tourism Council, tourism industry created 214,697,000 vacancies during the 
year 2004, and accounting for 8.1% of the total working positions in the world. And 
it has grown up to 276,845,000 positions in the year 2014; experts forecast that by 

.
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the year of 2025, the number will rise toward 356,911,000, which constituted up to 
10.7% of total employment. The GDP contribution also rather significant, the 
industry genera

 
2014). As a tropical country strategy located in Southeast Asia, Malaysia 
received27.4 million international tourists and generated the revenue of 72 billion 
RM during the year 2014. (Ministry of tourism, Malaysia, 2015; UNWTO, 2015). 
Moreover, domestic tourism witness 15% growth these years, and more than half of 
bed-night which are taken by local visitors. Attract tourists especially repeated 
tourists, no matter local or foreigner, is vital for Malaysia government and tour 
operators.
For prior research, tourism researchers around the world focus mainly on 
international tourism, which consists of in-bound and out-bound tourism, measure 
their volumes, expenditures, and do the thoughtful evaluation base on that. 
Actually, statistics made by UNWTO about international tourism are consistent, 
comprehensive and up-to-date. Moreover, the scale of domestic tourism is several 
times larger. In many developing countries, most of their citizens still haven't got the 
experience of leaving their countries to travel aboard. The number of domestic 
tourists within China is more than 12 times exceeds that of all international inbound 
tourists and also shows significant growth. (National Bureau of Statistics of China 
2007).
Unfortunately, no relevant data on world-wide domestic tourism and Malaysia 
domestic tourism development trend are readily available. Actually, for tourism 
industry, domestic tourism is in predominant position, but it is rather difficult to 
track and measure. The main reason behind that is lack of commonly accepted 
and/or used definitions of domestic tourism. The information and data provided 
considering domestic tourism are mostly in the form of number of trips to 
destinations beyond a certain minimum distance from the normal place of 
residence, and involving at least one overnight stay. However, other data source 
includes same-day visitors. In case of no such data format is available, researchers 
would adopt the number of registered guests in hotels, ticket sold at the entrance of 
the park or the ratio between the number of overnight stays and the average length of 
stay, and etc. (Bigano, Hamilton, Lau, Tol, & Zhou, 2004).International tourist is a 
person who travels to a country other than that in which s/he has his/her usual 
residence but outside his/her usual environment for a period not exceeding 12 
months and whose main purpose of visit is other than the exercise of an activity 
remunerated from with the country visited, and who stay at least one night in a 
collective or private accommodation in the country visited (UNWTO, 1994).
Millions of tourists travel temporarily away from home to experience hospitality and 
explore the world around them. This fact is supported by the growth in tourism 
numbers worldwide (UNWTO, 2000). The inbound movement generates income 
as tourists participate in the purchase and consumption process of the tourism and 

te 9.8% of total GDP (US$ 7,580.9bn) in the world in 2014, and 
this proportion would rise to 10.5% (US$ 11,381.9bn) by the year 2025 (WTTC,
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hospitality product. On the other hand, one of the fastest growing segments in the 
tourism industry is city tourism (Pakaleva-Shapira, 2007). Tourism industry is one 
of the world's largest service industries. With the de-regulation of the airline 
industry, coupled with technological advancement, emergence of e-commerce and 
demographic changes, tourism industry continue to generate revenue. This will 
benefit not only the industry itself but also generate a spillover effect in other sectors 
such as retail, transportation and construction. However, with greater customer 
demand for service qualities, travel destinations are also fiercely competitive with 
one and another.
Likewise, in Malaysia, tourism is identified as second largest foreign exchange earner 
(Hanafiah, 2010). As a rapidly growing sector, it has galvanized economic 
development in Malaysia and had contributed an outstanding increase in the 
revenue. Consequently, Travel & Tourism Competitiveness Report 2008 (TTCR, 
2008) has named Malaysia as one of the world's highest benefit from excellent price 
competitiveness (ranked 3rd), with low comparative hotel and fuel prices, low ticket 
taxes and airport charges and a favorable tax regime. Additionally, Malaysia also has 
an excellent evaluation in terms of destination marketing campaign. Malaysia is 
ranked 32nd overall out of 130 countries on the Travel and Tourism 
Competitiveness Index (TTCI) produced by the World Economic Forum (WEF), 
Geneva, Switzerland. The Index indicated that Malaysia has good ground transport 
infrastructure and superior safety perception (TTCR, 2008). The table below shows 
the figures for Malaysia's international tourism industry development trend base on 
tourists' arrival and receipt during the past years.

Table I- Tourist Arrivals and Receipts to Malaysia 2005 to 2014
Year

 
Arrivals (million)

 
Receipts (billion, RM)

2014
 

27.4
 

72
 

2013
 

25.7
 

65.4
 

2012 25.0  60.6  
2011 24.7  58.3  
2010 24.6  56.5  
2009 23.7  53.4  2008

 
22.0

 
49.6

 2007
 

20.9
 

46.1
 2006

 
17.4

 
36.3

 2005 16.4 32.0
(Source: Ministry of Tourism, Malaysia, 2015)

Socio-Demographic Characteristics
The characteristics of tourists are important factors when we conduct research on 
tourist destination perception and loyalty. Socio-economic, demographic and 
behavioral indicators are three key tools to measure tourist characteristics. 
According to Yavuz (1994), these indicators are easy to identify and implement in 
tourism research and making marketing decisions.Socio-demographic variables 
adapted in this study include: gender, age, education, marital status, income, 
occupation and nationality. 
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Such characteristics would affect destination image for example age and education 
has been found to be most important determinants toward image formation 
(Baloglu&Mangaloglu, 2001). Master and Prideaux (2000) has also conducted a 
research on Taiwanese tourist in South East Queensland, and test the variance in age, 
gender, occupation and past oversea travel experience which produced significant 
influence.
Tourist Destination
Many researchers have focused on the relationship between satisfaction level of 
customers as well as quality of services within the destination. Services have various 
features like intangibility, inseparability, variability and perishability (Parasuraman, 
Zeithaml, & Berry, 1994). Attractiveness to a tourist destination consists of 
following characteristics: unique local features, cultural attributes, natural resources, 
infrastructure, services and others (Hong-Bumm, 1998). Tourism product can be 
analyzed in terms of attraction, facilities and accessibility (McIntosh &Goeldner, 
1990) for the purpose of finding out its attractiveness. Attractions are the major 
factors, which ensure the flow of international tourists to a specific place. 
Strategically located in the heart of South-East Asia region, Kuala Lumpur 
(Malaysia) embraced with old and new, integrated with tradition and modern. As 
the country's capital, it is the home to a multi-race population of over 1.67 million, 
and by far is the largest and most developed city in Malaysia (World Population 
Review, 2015).  The city offers different types of tourist attractions such as theme 
parks, modern shopping malls, high-rise and world-class hotels, conference facilities 
etc. Also, it is multi-racial, multi-religious and multi-cultural society, leave tourists 
with a distinctive image and identity.

Information Search
Beerli and Martin (2004) develop a model which includes both primary and 
secondary information sources and stimuli influencing the formation of pre-visit 
perceptions and post-visit evaluations of the destinations. In addition, the former 
researchers, indicated that information source usage refer to all of the resources from 
which prospective tourists gather impressions of destination before their visit. The 
authors stressed on three types of information source usage namely induced, 
autonomous and also organic.

Destination Image
According to Mayo and Jarvis (1981), perception can be thought of as the process by 
which we make sense of the world. People will perceive objects, events, and behavior. 
Once a mental impression is formed, it is organized  along with other mental 
impressions  into a pattern that is in some way meaningful to the individual. These 
impressions and patterns influence behavior. Throughout much of human history, it 
was believed that what people perceived was the same as what there was to be 
perceived. In other words, people assumed that their perceptions were an accurate 
reflection of the world around them.Baloglu and McCleary (1999), divided 
destination image into cognitive, affective and overall components. The researchers 
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developed a model that these three image components have a sequential causal 
relation. The results revealed that variety and type of information sources influence 
only perceptual/cognitive image, while socio-psychological motivations influence 
only affective image. Two variables combine, would significant affect overall 
components of destination image. The study by Baloglu (1996), concludes that 
variety and type of information sources used influence cognitive evaluations of 
tourism destination, then, cognitive evaluation would influences affective 
evaluation. When the cognitive and affective evaluations combine, form an overall 
image of tourism destination.

Satisfaction and Loyalty
An important outcome for a tourism provider is a satisfied customer who intends to 
return to the destination. Tourist satisfaction is the result of the interaction between 
a tourist's experience in the destination area and his or her previous expectations 
about the destination. Satisfying the tourist is critical because it has an effect on the 
expectations and intentions for thecustomer's next destination purchasing decision 
(Fuch&Weiermair, 2004). No clear definition of satisfaction currently exists, 
although most definitions would involve an evaluative, affective or emotional 
response to a consumptive experience (Spreng&Mackoy, 1996). Future visitation 
behavior has recently been shown to be a consequence of the tourist satisfaction 
model in many tourism studies. Consequently, loyalty is commonly considered as a 
causal variable of satisfaction (Lee, 2007). 
As also mentioned above, word-of-mouth is an important source of information. 
The relationship between satisfaction, word-of-mouth and re-visit intention have 
received considerable coverage in the marketing discipline for many years (Nyer, 
1997) however; it has received a limited attention in the tourism (Li & Carr, 2004) 
and hospitality literature (Matzler&Pechlaner, 2001). The positive messages 
disseminated by close friends and family members toward a particular destination 
are normally are more credible and reliable, so, it would be more powerful in 
affecting people's feelings and behavior than other types of marketing channels. 
Satisfied tourists would engage in positive word-of-mouth for the destination and 
may wish to come back for a re-visit to refresh their beautiful memories for that 
destination.    

Methodology
The sample of the study consisted of local and foreign tourists visiting Kuala 
Lumpur, Malaysia. Data was collected during November to December last year at 4 
and 5 star hotels. The items included in survey questionnaire were adapted from 
prior literature (Fodness& Murray, 1999; Beerli& Martin, 2004; Walmsley & 
Young, 1998; Hernandez-Lobato, Solis-Radilla, Moliner-Tena&Sanchez-Garcia, 
2006; Lee, 2009; Karen, Ben & Russ, 1992; Baloglu&McCleary, 1999). Self-
administered questionnaire with 5-point Likert scale in English was used to collect 
responses on the basis of a non-probability convenience sampling technique (Aaker, 
Kumar, Leone & Day, 2012). A total of 300 questionnaires were distributed to 
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tourists, however, with the response rate of 90%; 270 (135 domestic tourists 135 
international tourists) were found to be completed, returned back and found useful. 
The equal number of surveys between domestic and international tourist was made 
intentionally for required data analysis. SPSS 22.0 was employed to produce desired 
results.

FINDINGS
Demographics
Among respondents, it was found that female tourists were more actively in the 
participation of the surveys, 52% of local tourists and 57% of foreign tourists were 
females. As for the distribution of age, 21-40 age group was the main dominate 
group, which accounts up to 60% of the total number for both local and foreign 
tourists. In the case of education level, major differences exist among both local and 
foreign tourists. More than one third (37%) of local tourists were having university 
degree qualifications, however, among foreign tourists, this group was less than one 
in five (19%). For the proportion among local tourists, fewer respondents (22%) 
had master degree qualifications however; foreign tourists were nearly one time 
higher (44%) than the local group. This indicate that, foreign tourists were found to 
be well educated than local tourists. Marital status of respondents was higher than 
single group, especially for the local tourists (78%) than foreign tourists (56%). In 
the case of monthly income, more than 60% local tourists had monthly income less 
than RM 5,001-10,000 per month; however, foreign tourists had much higher 
income level (78%), greater in group RM 10,001-15,000 per month. In the case of 
occupation level, more than one third of local tourists were self-employed (36%), 
and among foreign tourists, most of them (43%) were either professionals (doctors, 
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 Information Source Usage
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Re-visit

 Amount of Information
Type of Information Sources

 Satisfaction

 Cognitive Image
Affective Image

 Gender
Age

Education Level
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Income Level
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Nationality
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engineers, lawyers etc,) or retired people (17%). In the case of nationality, foreign 
tourists mainly came from Asia (77%; from: India, China, Indonesia, Thailand, 
Taiwan, Korea, Hong Kong, Japan etc.), Middle East (13%; from: UAE, Qatar, 
Oman, Saudi Arbia etc.), Europe (11%; from: UK, Germany, Norway, Austria, 
Scotland, Italy etc.) and remaining (9%) were Pacific countries and America. 

Amount of Information Sources
As shown in table below, the general frequency of tourism information browsing for 
international tourists is significant higher than local visitors. More than 70% of 
international tourists have a habit of expose to travel information once a month or 
even more. However, in the local tourists group, nearly half of respondents browse 
travel information less than one time per month.

Table II-  Frequency of Travel Information 
Domestic Tourist (%)

 
Foreign Tourist (%)

Less than 5 times per year              26.6%  8.89%  
5 to 12 times per year               20.7%  18.52%  
1 to 3 times per month                           22.2%  27.41%  
3 to 6 times per month     17.0%  25.19%  
6 times or above per month       13.3%  20.0%  
Total 100% 100%

Type of Information Sources
Actually, no matter domestic and international tourist, Internet and brochures are 
two useful tools. Compare to local, international tourists shows higher enthusiastic 
on them. Considering other channels, since local tourists have much more friends 
and relatives network, so they relied more on them than brochures. From the 
customer consuming behavior psychology, Asia consumer more prefer to trust the 
friends and family members surround them, while westerners would prefer to the 
analysis based on fact and figure. Also, commercial magazines and newspapers as a 
traditional way of information dissemination media, has shown a significant decline 
in its effect, tourists shows relatively low interest in the paper medias versus Digital 
Medias.

Table III- Type of Information Sources 
Source
 

Mean (Average)
 

Domestic Tourists 
 

Foreign Tourists
Internet                                                 

 
4.13

 
4.44      

Brochures                                  
 

3.81
 

3.95     
 

Travel agents                               3.39  3.77      
Prior experience                            3.48  3.69      
Friends or relatives                         3.95  3.62      
Institutional magazines and newspapers     3.14  2.80      
Commercial magazines and newspapers    3.03  3.17      
Other sources                              2.16 1.95      
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Reliability Test
Table 4 shows that all the study variables had Cronbach Alpha value of greater than 
0.70, deemed acceptable level (Nunnaly, 1978) except word-of-mouth which is 
found to be at moderate level.  

Table IV- Reliability Test

Variables 
 

Cromba Alpha
 

No. of Items
 

Type of Information Sources 0.745 1  
Cognitive Image 0.716 10  
Affective Image 0.704 12  
Tourist Satisfaction 0.821 8  
Intention to re-visit 0.831 4  
Word of Mouth 0.665 2  

Tourists' Satisfaction, Loyalty and Re-visit Intention 
In general, the attitude of tourists toward their satisfaction level of journey 
experience in Kuala Lumpur is positive, however, it is not absolute best. Majority of 
the respondents rated 3-4 on 5-points Likert scale. Results regarding tourist's 
satisfaction are shown in table 5, various activities and entertainments would bring 
lots of fun, enjoyment and pleasure however, considering beneficial, it is relatively 
low, since fun, enjoy and pleasure can be efflux very soon, but mental experience and 
professional wisdom would last for long time. Nowadays, educational tourism, 
medical tourism, food tourism, heritage tourism and so on are new trends in tourism 
industry for most of developed countries, however, low proportion of tourists are 
able to participate in this type of journey when you visit Kuala Lumpur, the reason is 
rather significant, since lack of professional tour guides expertise in the field, and 
new concepts are not being well promoted within the city tours. With regards to re-
visit intention, the result is also positive. Tourists are likely to re-visit the 
city/country in the near future. However, tourists are not willing to pay higher rates 
to visit the city, it shows that, price is the prime factor to attract tourist, this is rather 
disadvantage to Malaysia, since the country is stepping into being a developed 
country. So, emphasis on high-quality tourism product research and development is 
necessary in order to make the transformation of the country smoothly.

Table V- Tourists' Satisfaction   

Items Mean (Average)
Domestic 
Tourists 

 Foreign 
Tourists

It is enjoyable to visit Kuala Lumpur       
 

3.88
 

4.19
 

It is fun to visit Kuala Lumpur              
 

3.53
 

3.87
 

It is pleasure to visit Kuala Lumpur    
     

3.60
 

3.57
 

It is beneficial to visit Kuala Lumpur        
 
3.11

 
3.64

 

It is favorable to visit Kuala Lumpur         3.66  3.52  
The service quality I received met every 
aspect of my personal expectation       3.11 3.48
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   Kuala Lumpur is the finest travel 
destination among the choice in the area                  3.32

 
2.90

 I am satisfied with my decision to select 
Kuala Lumpur as my travel destination         3.35 3.66

Table VI- Tourists' Re-visit Intention 
 

Items Mean (Average)
Domestic 
Tourists 

 Foreign 
Tourists

 

I am willing to pay higher rates to visit 
Kuala Lumpur                               

 
2.43                 

 
2.59            

I am intent to select Kuala Lumpur as 
my travel destination in future                   3.53                

 
3.72            

I am willing to revisit Kuala Lumpur 
in the future 3.50                 3.62            
I will revisit Kuala Lumpur in the 
future           3.98           3.44        

 
Tourists' Word of Mouth 
The reputation of the city is positive as shown in table below, with continuous 
improvement, it is possible to reach 4 marks out of 5 in the near future, and strive to 
become the tourist-hub within the region.

Table VII- Tourists' Word of Mouth
Items Mean (Average)

 

Domestic Tourists  Foreign Tourists
I will say positive things to others for visiting 
Kuala Lumpur as travel destination               3.86  3.65  
I will recommend Kuala Lumpur to others       3.96  3.52  

Independent Sample T-Test
As we can see in the table below there is no significant difference in the cognitive 
image between male and female.There is a significant difference in the cognitive 
image between single and married. There is no significant difference in the affective 
image between male and female.There is a significant difference in the affective 
image between single and married.

Table VIII- Independent Sample T-Test

  
Mean  

Standard 
Deviation  

 
F-Value  P-Value

Gender VS Cognitive Image  
Male (122)

 
3.81

 
0.79

 0.895
 

0.345
Female (148)

 
3.82

 
0.79

 Marital Status VS Cognitive Image
 Single (117)

 
3.87

 
0.66

 8.278 0.013
Married (153) 3.79 0.75
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Gender VS Affective Image  
Male (122)  3.77  0.76  

1.278  0.259
Female (148)  3.79  0.71  
Marital Status VS Affective Image  
Single (117)  3.63  0.78  

11.172  0.000
Married (153)  3.81  0.86  

One-way ANOVA
Table 9 shows the results of One-Way ANOVA, where some of the socio-
demographics characteristics have significant relationship toward cognitive image 
and affective image. Type and amount of the information can significant effect 
tourists' destination image formation and destination image have tight relationship 
toward tourist satisfaction, the relationship between tourist satisfaction and 
intention to re-visit, tourists satisfaction and destination word-of -mouth also 
completely fulfill the objectives.

Table IX- One-way ANOVA

 F-Value P-Value
Age Vs Cognitive Image             1.640  0.150
Educational Level Vs Cognitive Image       7.417  0.000
Monthly Income Vs Cognitive Image       9.871  0.000
Occupation Vs Cognitive Image            1.718  0.117
Age Vs Affective Image             1.867  0.101
Educational Level Vs Affective Image        9.707  0.000
Monthly Income Vs Affective Image        6.524  0.000
Occupation Vs Affective Image        1.552  0.162
Cognitive Image Vs Amount of Information  11.540  0.000
Cognitive Image Vs Type of Information Sources  5.936  0.000
Affective Image Vs Amount of Information  23.775  0.000
Affective Image Vs Type of Information Sources  4.308  0.000
Cognitive Image Vs Tourist Satisfaction   7.843  0.000
Affective Image Vs Tourist Satisfaction   11.691  0.000
Tourist Satisfaction Vs Intention To Re -visit    23.885  0.000
Tourist Satisfaction Vs Word of Mouth    35.799  0.000

Conclusion and Recommendations
The purpose of current research was to identify various dimensions which would 
affect tourists destination perception forming, and to investigate that how 
destination image work toward tourists satisfaction even their sequence behavior, 
whether they tend to re-visit or not, and word-of-mouth around about the particular 
destination. Findings of the study shows that most of the local tourists use to get 
travel information form their personal network rather than proper sources of 
information. With regards to destination image, local tourists found Kuala Lumpur 
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as a shopping paradise where as foreign tourists were more into enjoying the diversity 
and culture in the city. Public transportation was the one of the major issue 
highlighted by both categories of tourists, which creates also negative impact to the 
destination and further foreign tourists judge Kuala Lumpur as one of the best travel 
destinations within the South-East Asia. Results also reveal that tourists are willing 
to re-visit in future. 
For image formation, type of information and amount of information are two of 
most important elements; therefore, ministry of tourism should focus to 
disseminate appropriate information viaall sorts of media and channels. Along with 
spreading the information, tourism sector should take care of tourists travel 
experience because of word of mouth, as most of tourists would share their 
experience to their surrounding friend, this information would support or deny the 
information that capture from Medias. 
In order to promote the destination accurately, industry and public sectors should 
design activities and itinerary that suitable for single, married without children, 
family involvement package, and old couples. Since, the educational level would 
affect the destination image. As English is common language, so government should 
focus in this matter to minimize the language barrier. 
Intention to revisit connects with tourists' belief and attitude toward Malaysia with 
behavior choice. It acts as a rather important indicator for the destination's long-
term tourism development. From marketing perspective, it will encourage a tourist 
to revisit a particular destination rather than attract acting a new tourist to visit the 
destination. 
After experience a long period of hard work, we have gained some valuable insights 
into studies on destination perception and revisit intention for Kuala Lumpur, 
Malaysia. However, like other similar studies, this study also exposed several 
limitations that need to be acknowledged. 
The survey questionnaire were distributed only in Kuala Lumpur during the period 
of August, 2015 to September 2015. The respondents' views were taken only from 
these sample tourists based on convenience sampling, which could not be used to 
represent the whole visitors 'opinion. 
Another limitation of this study is the geographical boundary issue, this survey was 
targeted toward tourists both local and from abroad. The research sample in this 
study consisted of 270 travelers, which consist of 135 local tourists and 135 
international tourists in Kuala Lumpur. It is possible to generalize the research 
results to the total population; however, it noted that this study only focused on 
tourists in some places of interest. The sample is not equal geographically 
distributed, due to the limited time and budget constraints.
Methodological limitation in this study is also existed. Since the survey was based on 
respondents' subjective perceptions to identify the level of their overall satisfaction 
level toward their travel experience. To some extent, the subjective perception of 
tourists does not fully reflect the actual situation every time; conducting a integrate 
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research which consist of questionnaire and interview may provide more insights 
into this subject.
A future study can be conducted to examine this research in different segment of 
tourists, especially the segments which comprise of large proportion of international 
tourists. Which shows diverse characterizes. 
The research model can be replicated in other city/ state or country to get larger 
sample and further generalize the research model for the destination image, tourists' 
satisfaction and behavior in an international context.
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