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Abstract: Based on the Structural Equation Model (SEM) method, this paper expresses how to 

examine the relationship among tourists’ behavioral intention and destination brand equity. The 

definition of customer-based destination brand equity is a combination of key factors, which are 

measured by four components: destination brand image, destination brand awareness, destination 

brand quality, and destination brand loyalty. This paper focus on introducing the measurements for 

all the constructs (destination brand image, destination brand awareness, destination brand quality, 

destination brand loyalty, tourists’ behavioral intention), and the analytical procedures used to 

check instrument reliability and validity. 
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1. Introduction
*
  

In current research in the tourism industry 

has paid attention to determinants of tourism 

destination. It has been suggested by many 

authors that tourism destination branding 

represents the most obvious means by which 

destinations can distinguish themselves from 

the large number of commodity destinations 

over the world [1]. Moreover, the need to attract 

visitors requires conscious branding strategies 

for the different target visitors [2, 3]. In fact, 

several countries have been very successful in 
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applying the country branding concept, 

particularly New Zealand [4], Spain [5]; and the 

re-imaging of former Yugoslavia [6]; and 

Guam, Vietnam [7]. To improve a destination’s 

competitiveness, many countries not only 

promote their natural attractions but also 

differentiate their destinations with branding 

strategies that establish their unique positions in 

order to attract more international visitors and 

to boost the sales of tourism services. In 

comparing the behavior of Japanese visitors 

when they have visited Guam and Vietnam, 

Thi Lan Huong Bui (2010) examined and 

justified the high spending potential of the 

Japanese market segment and suggested some 
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successful paths to a country’s branding 

strategy and tourism development-such as 

that of Vietnam-in order to increase the 

number of arrivals as well as to enhance 

customer satisfaction.  

Building a destination brand is seen to be an 

important lever in developing the local tourism 

potential. It is considered that broadening 

tourist opportunities and travel locations have 

resulted in a lack of differentiation and in 

increased substitutability amongst some 

destinations [8]. The purpose of branding 

destinations is to bring focus to create an 

appropriate, attractive image, which contains 

the most realistic content that in each style is a 

different way to express or show a destination’s 

image to tourists. Branding of a product or a 

destination not only differentiates competing 

products, but also serves as a means of creating 

additional values. A strong brand will create a 

good identity for tourism products and services 

or even for the whole tourism destination. In a 

study of the branding issue on the macro level 

conducted in Vietnam, Anh Tuan Nguyen 

(2009) suggests that effort should be spent on 

developing and promoting a strong destination 

brand in order to establish an attractive image 

of a country for tourists all over the world [9]. 

Ritchie and Ritchie (1998) defined a destination 

brand as “a name, symbol, logo, word, mark or 

other graphic that both identified and 

differentiated the destination; furthermore, it 

conveyed the promise of a memorable travel 

experience that was uniquely associated with 

the destination; it also served to consolidate 

and reinforce the recollection of pleasurable 

memories of the destination experience” [10]. 

These factors are all in a close relationship and 

reaction with each other. In recent years, some 

tourism enterprises in Vietnam have become 

interested in building and strengthening their 

brands. Pike (2008) stated that customer-based 

brand equity - CBBE is based on the value of 

the brand to the consumer, and provides a link 

between past marketing efforts and future sales 

performance [11]. However, the process of 

branding now faces some problems such as 

human resources, finance, service charges, as 

well as mechanisms, policies and administrative 

procedures. Many companies are not aware of 

the important role of their brand and the brand 

of destinations as well. Therefore, promotional 

activities as the way of building a strong and 

impressive brand image compared to that of 

other countries are necessary.  

To develop the Vietnamese tourism 

industry, it is crucial to explore both domestic 

and international tourism markets and more 

importantly to exceed the visitors’ expectations 

to attract their return. To achieve this level, the 

industry needs to understand the visitors’ needs 

in order to serve them better and satisfy their 

demands so as to attract their return. According 

to Thu (2012) [12] and Phuong Giang Quach 

(2013) [13], only 15 per cent to 20 per cent of 

international visitors are willing to visit 

Vietnam again. One of the reasons is Vietnam 

focuses on the short-term benefits of tourism 

development and there is a lack of long-term 

orientation as visitors’ feedback on tourist 

destinations and their evaluation of the services 

rendered has been overlooked. 

In fact, there has been a lot of criticism 

from researchers who build up a destination’s 

reputation. Kotler and Gertner (2002) argued 

that a destination brand is the result of 

customers’ association with the destination. 

Per half in strict marketing terms, 

destinations cannot be branded, which is why 

some authors talk about reputation 

management instead of brand management 
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[14]. Some researchers considered reputation 

reflects the reality that it is delivered by the 

host destination or DMOs (Destination 

Management Organizations).  

2. Measuring customer-based brand equity 

and behavioral intention 

Scale development was performed 

following suggestions for the research process. 

The main method to help gain the study’s aim is 

quantitative so as to have a better understanding 

of the destination brand equity and its 

relationship with tourists’ behavioral intention. 

All of these steps in the development of the 

measurement instrument are important 

because no previous research on a destination 

area includes the expected four dimensions of 

the concept. 

A combination of three methods was used 

for generating the variables needed to be used. 

First, for each dimension, relevant variables 

from previous studies were employed. In line 

with researchers’ suggestions, special care was 

taken when defining the variables of brand 

image, brand awareness, brand quality, brand 

loyalty and its related dimensions. These 

variables are specific, and measures were 

customized for the unique characteristics of 

specific brand categories.  

The study instrument can be divided into 

two main parts. In the first, questions about 

proposed customer-based brand equity for a 

destination tourism dimensions. A priority was 

to obtain the opinions of respondents who had 

at least some knowledge of the investigated 

capital, and then to find their behavioral 

intention in the future, including their intent to 

repurchase and recommend about the 

destination to other people. This study 

instrument only employed closed-ended 

questions. For each proposed dimension, a 

related set of variables was utilized. The 

variables were measured on a bipolar 7-point 

semantic differential Likert-type scale where 1 

= strongly disagree and 7 = strongly agree. All 

scales included a neutral point of no agreement 

or disagreement with the statement. The use of 

semantic type scales is a common procedure in 

the social sciences to allow the use of nominal 

data (or ordinal-level data to be treated as 

interval-level data), which can then be 

subjected to higher order analytical techniques. 

There are five main constructs in the 

theoretical model. These are: (1) destination 

image; (2) destination awareness, (3) 

destination perceived-value; (4) destination 

loyalty; (5) behavioral intentions. The 

following section reviews the measurement of 

these constructs in previous studies and 

proposes the instrument for this study. 

Destination Brand Image (DI) 

The Destination brand image has been 

developed over several studies. It has been 

addressed in a cognitive perspective and, more 

recently, from the late 1990s, in a cognitive-

affective approach. Although most studies agree 

that the image is a multidimensional global 

impression, there is no agreement on the 

dimensions that make up this same holistic 

impression [15]. Several studies have also 

linked a behavioral component [16, 17]. Brand 

image represents the perceptions attached to the 

destination. A destination brand represents a 

potential node to which a number of 

associations with other node concepts are 

linked. Based on the study of Boo et al. (2009), 

this study limits destination image to social and 

self image [18]. Tourism marketing experts 

consider that destination image is a concept 

including two components, tangible and 
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intangible [19, 20]. On the other hand, brand 

image can be defined as consumer perceptions 

of a brand as reflected by the brand associations 

held in consumer’s memory [21]. Moreover, a 

lack of homogeneity, reliability and validity in 

the scales used for measuring the destination 

image is observed, since most of them are the 

result of exploratory studies on the 

identification of important and determined 

attributes for the destination image formation 

(Beerli and Martín, 2004). 

Destination Brand Awareness (DA) 

Destination Brand awareness is the ability 

to recognize and recall a brand [22, 23, 24]. It 

reflects the salience of the brand in the 

customer’s mind (Aaker, 1991), and it is a main 

element of a brand’s effect on tourism as well 

[25]. The authors measured destination brand 

awareness - the accessibility of the brand in 

memory. It includes two main parts such as 

brand recall and brand recognition. Brand recall 

reflects the ability of consumers to recover the 

use of a product or service category. Brand 

recognition reflects the ability of consumers to 

confirm prior exposure to the brand of a 

destination. There are three levels of 

recognition, recall of mind and dominance that 

reflect it’s real components, not forming this 

concept to the same degree. 

Destination Brand Quality (DQ) 

In reviewing previous studies dealing with 

destination development, only a few were found 

covering the topic of perceived quality and 

were a good predictor of repurchase intentions 

[26, 27, 28, 29, 30, 31]. This is interesting 

because the tourist’s overall evaluation of a 

destination is a combination of products, 

services, and experiences. In all these 

examples, quality is a vital element affecting 

consumer behavior. 

Destination Brand Loyalty (DL) 

Although the loyalty concept has been 

extensively investigated in the marketing 

literature, destination loyalty has rarely been 

studied. Oppermann (2000) argued that loyalty 

should not be neglected when examining 

destination brands and some studies partly 

introduce it [32]. However, these incorporate 

only a few measures that indirectly illuminate 

loyalty. It has been suggested that repeat 

visitation and intention to return are indicators 

of place loyalty. Behavioral loyalty implies that 

previous experiential familiarity influences 

today’s and tomorrow’s tourism decisions, 

especially destination choice, or many 

destinations rely heavily on repeat tourists. 

Oppermann (2000) suggested that destination 

loyalty should be investigated longitudinally, 

looking at lifelong visitation behavior. In this 

way behavioral loyalty can be used as a 

reasonable or good predictor of future 

destination choice. Based on the literature 

review of previous researches, many 

researchers have studied the concept of 

consumer loyalty in the last two decades in the 

area tourism and leisure/recreation activities 

(Baloglu, 2001; Oppermann, 2000). 

Tourist’s Behavioral Intention (BI) 

Travel behavior is a term of synthesis, 

which includes the decision before the trip (pre-

purchase), the purchase and post-purchase 

(evaluation and intention of tourist). In travel 

behavior, intended trip includes repeat purchase 

and positive word-of-mouth recommendation in 

the post consumption phase [33].  

The following questions in Table 1 were 

designed to measure the dimensions of 

customer-based brand equity for tourism 

destination and behavioral intentions.  
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Table 1. Proposed constructs: used scale indicators 

Concept/ 

Dimension 

Indicator Author 

Destination image (DI)  

The destination offers historic charms 

The destination offers a number of cultural and festival events  

The destination has good museums and art galleries  

 The destination has outstanding scenery 

 The destination has good state parks and forests  

 In and around the destination, there are great places for outdoor activities  

 It is a great family vacation destination 

Ferns B.H and 

Walls A. 

(2012) [34] 

 Good opportunities for recreation activities  

 Good shopping facilities 

 High quality of accommodation 

 High quality of infrastructure 

 Low prices of tourism services 

 Good value for money 

 Relaxing atmosphere/peaceful place 

 Interesting cultural attractions 

 Unusual ways of life and customs 

 Interesting cultural attractions 

 Fascinating architecture 

 Beautiful landscapes 

 The image that I have of this destination is as good or even better than other similar 

destinations 

 Unpolluted environment 

 High level of cleanliness 

 High level of personal safety 

 Place to rest 

 It is slightly crowded 

 Overall destination image is very positive 

Baloglu and 

McCleary 

(1999), Beerli 

and Martín 

(2004) 

 This destination fits my personality  

 My friends would think highly of me if I visited this destination  

 The image of this destination is consistent with my own self image  

 Visiting this destination reflects who I am 

Bianchi and 

Pike (2009) 

[35] 

Destination Brand Awareness (DA)  

 The brand … is the only one that comes to my mind when I think of a tourist 

destination 

 The brand … is the first that comes to my mind when I think of a tourist destination.  

 The brand … is easy to recognize among the other destination brands 

Aaker (1991), 

Berry (2000), 

Keller (1993) 

[36] 

 I can picture what the destination looks like in my mind  

 I am aware of the place as a travel destination  

 I can recognize the destination among other similar travel destinations  

 Some characteristics of the destination come to my mind quickly  

 I can quickly recall the marketing about the destination 

Ferns B.H and 

Walls A. 

(2012) 
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Destination Quality (DQ) 

 The destination has good hotel accommodation  

 The destination offers good shopping venues  

 The destination has good night life and entertainment (bars, clubs, dancing…) 

Ferns B.H and 

Walls A. 

(2012) 

 The quality of this destination is outstanding 

 The quality of this destination is very reliable 

 The quality of this destination is very dependable 

 The quality of this destination is very consistent  

 The quality of this destination is very favorable 

 The quality of this destination is of a high standard 

Huh J. (2006) 

[37] 

 High quality of infrastructure  

 High quality of services  

 Appealing local food (cuisine)  

 High level of personal safety  

 High level of cleanliness  

Konecnik and 

C. Gartner 

(2007) 

Destination Loyalty (DL) 

 Number of previous visitations  

 Visit TD in the future  

 Recommend TD to friends 

 TD provides more benefits  

 One of preferred TDs to visit  

 Time of last visitation  

Konecnik and 

C. Gartner 

(2007) 

 I consider myself a loyal traveler to this destination  

 If there is another travel destination as good as this one, I prefer to visit this 

destination  

 The destination would be my first choice of a travel destination  

 I will visit this destination instead of other travel destinations if they are similar  

Ferns B.H and 

Walls A. 

(2012) 

 I encourage my friends/relatives to visit the destination 

 I am willing to pay a higher price than for other destinations 

Huh J. (2006) 

Tourist’s Behavioral Intention 

 How likely is it that you will visit the destination in the next month?  

 How likely is it that you will visit the destination in the next six months? 

 How likely is it that you will visit the destination in the next 12 months? 

H. Ferns and 

Walls (2012) 

 I’m willing to revisit the destination in the future 

 I will recommend positively about destination after the trip 

Kim et al. 

(2009) [38], 

Chen and Tsai 

(2007) 
L 

The final questionnaire depends on the 

items of each construct that were supported by 

the authors, the results of the qualitative method 

(participant observation, in-depth interviews 

with some tourism experts, focus groups), and 

results of factor loading of pre-test. 

 

3. Research methods  

To obtain an understanding, explanation 

and to make a prediction, or to control some 

phenomena [39], the research design outlines 

the procedures necessary for obtaining the 

information needed to structure or solve 

business research problems [40]. The research 
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design controls for variance and gives a 

framework or blueprint for the study by 

suggesting the types of observations to make 

and how to analyze them, and the possible 

conclusions that can be drawn from the 

analysis. Business research methods can be 

classified on the basis of either function or 

technique [41]. 

Based on function, there are three types of 

research including exploratory, descriptive and 

causal studies. These methods help researchers 

to answer the research questions of their study. 

Constructs of the interest were measured based 

on a review of previous studies and a pre-test 

for face validity and reliability, and then were 

integral to the final questionnaire sent out in the 

sample. The collected-data was analyzed using 

structural equation modeling in which the 

issues of research were empirically answered. 

In general, the research includes three parts: 

(1) item generation, (2) pre-test, and (3) main 

survey or final test.  

This study used AMOs as the software 

package for the structural equation modeling 

solution. Besides, SPSS was utilized for 

descriptive statistics and reliability analysis 

with Cronbach’s alpha. Structural equation 

modeling is a powerful alternative to other 

multivariate techniques that are limited to 

representing only a single relationship between 

dependent and independent variables. As 

recognized by numerous studies, structural 

equation modeling has some advantages over 

other statistical techniques. Based on the studies 

of Koufteros (1999) and Koufteros et al. (2001), 

the research steps and methods included 

instrument development, an exploratory 

analysis, a confirmatory factor analysis, and a 

test of a structural model [42, 43]. Item 

generation began with theory development and 

a literature review. Items were evaluated 

through interviews with practitioners. 

Furthermore, the methods employed for the 

development and exploratory evaluation of the 

measurement scales for the latent variables in 

this study included corrected item-total 

correlations (CITC), exploratory factor analysis 

on the entire set, and reliability estimation using 

Cronbach’s Alpha. 

Exploratory factor analysis (EFA) was used 

to determine how many latent variables underlie 

the complete set of items. Cronbach’s alpha is 

one of the most widely used metrics for 

reliability evaluation (Koufteros et al., 2001). 

These techniques are useful in the early stages 

of empirical analysis, where theoretical models 

do not exist and the basic purpose is 

exploration. However, these traditional 

techniques do not assess uni-dimensionality 

[44], nor can uni-dimensionality be 

demonstrated by either mathematical or 

practical examinations (Koufteros, 1999).  

Several researchers have suggested the use 

of confirmatory factor analysis (CFA) with a 

multiple-indicator measurement model to assess 

uni-dimensionality [45]. Exploratory techniques 

can help us develop hypothesized measurement 

models that can subsequently be tested using 

confirmatory factor analysis (Koufteros, 1999). 

Confirmatory factor analysis is performed on 

the entire set of items simultaneously. Anderson 

et al. (1987) suggested that assessment of uni-

dimensionality for sets of measurement items 

be made in the same model as the one that the 

researcher is interested in making statements 

about the uni-dimensionality of those 

measurement items [46].   
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Structural equation modeling (SEM) 

evaluates how well a conceptual model that 

includes observed variables and hypothetical 

constructs fits the obtained data [47]. A 

hypothetical construct accounts for the inter-

correlations of the observed variables that 

define that construct [48]. The overall fit of a 

hypothesized model can be tested by using the 

maximum likelihood Chi-square statistic 

provided in the Amos (a software package for 

SEM, version 21) output and their fit indices 

such as the ratio of Chi-square to degrees of 

freedom, goodness-of-fit index (GFI), the root 

mean square error of approximation (RMSEA), 

comparative fit index (CFI), normed fit index 

(NFI). Discriminant validity was assessed by 

comparing the average variance extracted 

(AVE) to the squared correlation between 

constructs. The AVE estimate is a 

complimentary measure to the measure of 

composite reliability (Koufteros et al., 2001). 

The significance and the meaningful of each 

indicate are followed Table 2. 

Table 2. Key Goodness-of-fit Indicates 

Type of fit (a) Key index (b) Levels of acceptable fit (c) 

Chi-square (χ
2
) p > 0.05 significance, p = be exceeded 0.2 before non-

significance is confirmed 

Root mean square error of 

approximation (RMSEA) 

Used to correct the impact of sample size on χ
2
 RMSEA 

between 0.05 and 0.08 still indicate satisfactory fit RMSEA 

between 0.09 and 0.095 still indicate considerate satisfactory 

fit. Value over 0.1 indicate poor-fit 
Goodness of 

fit index (GFI) 

0 = poor fit 

1 = perfect fit 

>= 0.9: good fit 

Absolute fit 

Root mean squared residual 

(RMR) 

RMR < 0.05: good fit 

Normed fit index (NFI) 0 = poor fit 

1 = perfect fit 

> 0.9: good fit 

Relative fit 

Index (RFI) 

 

0 = poor fit 

1 = perfect fit 

> 0.9: good fit 

Incremental 

fit index (IFI) 

 

0 = poor fit 

1 = perfect fit 

> 0.9: good fit 

Comparative fit 

Comparative 

fit index (CFI) 

 

0 = poor fit 

1 = perfect fit 

> 0.9: good fit 

Parsimonious normed fit 

index (PNFI) 

PNFI > 0.5 

Parsimonious goodness-of-fit 

index (PGFI) 

PGFI > 0.5 

Parsimonious fit 

Parsimonious comparative fit 

index (PCFI) 

PCFI > 0.5 

Source: Adapted from Kelloway (1998) [49], Byrne (2001) [50],  

Kline (2005) [51] and Hair et al. (1995) [52]. 



 H.T.T. Hương et al / VNU Journal of Science: Economics and Business, Vol. 31, No. 2 (2015) 15-25 

 

24 

4. Conclusion  

This paper introduces the measurements for 

all the constructs, and t he analytical procedures 

used to check instrument reliability and validity 

of each construct, item and the significance of 

the research hypotheses as well. On the other 

hand, the study discusses the sample selection 

and data collection, and the administration of 

the questionnaires. The measurement methods 

used in the study are presented to contribute to 

the analysis of the theoretical model. The 

methodology will help researchers test and 

develop a stable model in order to generate a 

more solid relationship among destination 

branding and tourist behavior.  
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