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Abstract  

The purpose of this study is to better understand the destination image perceptions of 

travellers and develop an optimum communication mix strategy for tourist destinations 

with negative country image. Research is both, descriptive and quantitative, consisting 

of a literature review followed by empirical investigation using online and offline survey. 

The findings of our sample show that there is a direct influence country image on 

intention to visit and it is not proven moderating effect on this relation by using social 

media. Finally, as for a practical implication, for managers that are interested in 

promoting specific tourist destinations, comprehensive management implications are 

discussed.  
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1. Introduction 
 

1.1 Theoretical relevance of the thesis 

Search for new experiences, out of curiosity, pleasure, business, education or many 

other reasons people travel. Tourism sector is one of the most growing sectors. 

Tourism industry has experienced steady growth almost every year in the past and the 

expectations are the same in the following years (Statista, 2015; UNWTO, 2015). 

According to UNWTO (2015), tourism has become one of the “key drivers for socio–

economic progress”. Its contribution for the growth of the national economy is 

significant as well as its contribution for the global economy. Total tourism contribution 

for 2014 was approximately more than 7.5 trillion U.S. dollars (Statista, 2015). 

Therefore, we can say that tourism industry is equally important sector of national and 

the global economy.  

 

 

Table 1: Why tourism matters?  

(Source: Own illustration based on UNWTO 2015, p.3) 

 

Some destinations are, on the one hand, more or less equally popular tourist 

destinations for a decades, and, on the other hand, there are less popular destinations 

(not so familiar destinations, destinations in developing countries or one with a 

negative country image). Very important element of every country competitiveness is 
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its country image. In the literature, a similar concept is known as country brand, 

measured by country brand index which indicates basically country’s image. Examples 

of countries with a high brand index are The United States of America, Spain, France, 

Germany, The United Kingdom or Switzerland, while countries with low brand index 

are Serbia, Bosnia and Herzegovina, Albania, Ukraine, etc. (Bloom Consulting, 2015; 

UNWTO, 2015). 

It is difficult to promote popular destinations constantly, but it is even harder to promote 

not so popular destinations, especially those with negative country image in order to 

attract tourists. Focus of this study will be on countries with negative images and on 

the way to promote those countries. There are relatively few studies on the promotion 

of the countries with negative images and that is the first reason why this study has 

been done. Regarding promotion of countries with negative images, in the literature 

we can find studies more focused on particular countries. There is a lack of studies 

which refer to more than one country: Marshalls (2007) conducted a study on the case 

of South Africa, its image and effect on Africa as a tourist destination; Fan and Shahani 

(2014) focused their study on Pakistan and how to change Pakistan’s image; Alvarez 

and Campo (2014) examined relationship among country image and intentions to visit 

in case of Israel. Moreover, previous research in this field was more oriented on 

affective and cognitive components of destination image, and less on conative 

component like in Alvarez’s and Campo’s study of Israel. Israel’s image has suffered 

due to political conflicts and that has damaged country’s image. In their study, results 

implied “when people have previous animosity toward a nation, the image of this 

country is formed mainly through its affective component and through its cognitive one“ 

(Alvarez & Campo, 2014). Focus of this study will be on conative image component, 

which refers to behavioural intention of potential tourist (Marchiori & Onder, 2015). 

Technology has a very important role in the process of promotion nowadays. Even 

Porters five forces model can be modified in order to describe importance and influence 

of technology on country’s competitiveness (Zhang, 2014). Having considered that, we 

can conclude that technology is affecting many aspects of tourism and travel as well, 

which means that, at the same time, technology has influence on marketing channels 

in tourism and that way on image creation which is important or in some cases crucial 

criteria for tourists when deciding to travel on specific tourist destination (Assante, 

Sukalakamala, Wen, & Knudson, 2014). 
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Figure 1: The influence of technology on the five forces identified by Porter  

(Source: as cited in Zhang, 2014, p. 11) 

 

One could say that social media gets more and more popular thanks to the new 

technologies, especially social network sites and its usage. According to latest data, 

Facebook is absolute leader with more than one billion open accounts until November 

2015 (Statista, 2015a). They also forecast 2.44 billion social network users in total 

(Facebook, Instagram, Twitter, etc.) until 2018. This number was 1.22 billion in 2011 

(Statista, 2015b). Together, social media and technologies affect the way information 

are distributed. Moreover, together they create new opportunities for contact directly 

with customers and develop deeper relationships with customers and share 

information among customers (Buckley, Gretzel, Scott, Weaver, & Becken, 2015). 

Further, Buckley et al. (2015) suggests that “this has and will have implication for the 

way tourism-related information is produced, shared and consumed, as well as the 

way tourism products and services are distributed”. Thus, the main research question 

and the focus of this thesis will be answering the question: 

 

Is the social media appropriate marketing tool to promote tourist destinations with a 

negative country image? 
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 “Unfortunately, the popular business press and academic literature offers marketing 

managers very little guidance for incorporating social media into their IMC strategies. 

Therefore, many managers lack a full appreciation for social media role in the 

companies’ promotional efforts. Even though social media is magnifying the impact 

consumer to consumer conversations have the marketplace, methods for shaping 

those conversations have not been yet articulated” (Mangold & Faulds, 2009).  

Majority of previous research on topic regarding promotion countries with negative 

images were qualitative, while the nature of this research is quantitative.  This method 

was selected because this way is possible to reach large sample of population, and 

logically it provides measures of how many people think. Using the methodology of 

online and offline questionnaire, in the study was examined a relationship between 

country image and intention to visit and the effect of social media on this relation. Main 

questions within questionnaire are closed questions. After data collection, data was 

imported into SPSS (Statistical Package for the Social Sciences), software used for 

the statistical analysis, and multiple regression analysis was applied. 

Thus, answer to the above stated research question is the primary aim of this study. 

Furthermore, this paper’s target intention is to provide contribution to previous studies, 

better understanding of country image and its importance for tourism and to give 

potential ideas for future research on this topic. The conclusion is expected to 

encourage additional perceptiveness of the occurrence of country image and social 

media as a marketing tool in promoting destinations (with negative country image) for 

tourists. 

1.2 Structure of the thesis 

This master thesis is composed of five chapters. First one is introduction to the study, 

where the importance and the relevance of the study are presented, as well as 

research question. Second chapter presents a literature review and review of concepts 

such as: county image and social media and its relevance for tourism marketing. Also, 

in this part of the thesis hypotheses are formulated and research model is presented. 

Following two chapters are methodology and results. Finally, summary and conclusion 

are presented in the last chapter of this paper.   
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2. Literature review and review of the concepts 

 

The purpose of this chapter is to outline the concept of country image and its relevance 

for tourism. Also, the importance of using social media as a marketing tool in promotion 

a tourist destination is reviewed. Finally, hypotheses are developed based of literature 

review and research model is presented.   

 

2.1 Country image concept  

The concept of image presents the visual representation and picture that one person 

imagining about products and places and can be defined as the series of beliefs, 

individual impressions and opinions (Gibson, Qi, & Zhang, 2008). Country image, 

destination image, country of origin image and product image are some of main 

concepts regarding image from the marketing perspective and those concepts are 

connected, closely related and they affected each other, directly and/or indirectly. 

Therefore it comes to disarray in the literature between those concepts and their 

definitions and very often they are mixed up (Jenes & Malota, 2009).  

Very early, since 1960s, country image become interesting topic to researches. 

Majority of those studies were focused on understanding country of origin image and 

its effects on product quality perception, as well as on purchase intention. But, when it 

comes to tourist destination as a “product” to be “purchased” within this concept there 

is lot of confusion and limited research is done (Zhang, Xu, Leung, & Cai, 2015). 

Country’s image influence not only the image of products from that country which refer 

to country of origin effect, but also image of tourist destinations within that country 

(Giraldi, Ikeda, & Campomar, 2011). Firstly, there is confusion regarding definition. 

According to Roth and Romeo (1992), country image and country of origin image are 

two same concepts, and they define country image as “the overall perception 

consumers from of products from a particular country based on their prior perceptions 

of the country’s production and marketing strengths and weaknesses” (as cited in 

Jenes & Malota, 2009, p. 3). The same idea is behind Balabanis et al. (1996, p. 1398) 

definition, where country of origin concept is defined as “a marketing concept that 

captures consumer’s difference attitudes towards different nations” (as cited in Jenes 

& Malota, 2009, p. 3).  
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For the first time, concept country image was defined 45 years ago by Nagashima 

(1970) who said that country image is the “the picture, the reputation, the stereotype 

that businessmen and consumer attach to the products of a specific country; this image 

is created by such variables as representative products, national characteristics, 

economic and political background, history and traditions” and in the same time, scale 

developed by Nagashima’s was used for both, measuring the image of products and 

image of a country (as cited in Martin and Eroglu, 1993, p. 192). According to the Martin 

and Eroglu (1993), country image is defined as “the total of all descriptive, inferential 

and informational belief one has about a particular country”. This definition of the 

concept country image is very used in the literature as well as Kotler’s et al. (1993) 

definition, according to country image is defined as “sum of all beliefs, ideas and 

impressions that people associate with a country” (as cited in Fereira Lopes, 2011). 

There is a dilemma whether the country image is the same concept as the destination 

image or not. On one side, we have some authors who investigated as two relatively 

independent concepts and set of different dimensions, and on the other side, some of 

people research country image and destination image as two same research tracks 

with no cross-references although the concepts refer to nearly the same area of the 

applied marketing so we can talk about one, unique, concept called country-destination 

image. Zhang et al. (2015) defined country-destination image as “as tourists’ 

impression of given country as a tourist destination.” Moreover, he argue that “country 

image and destination image are two different constructs but with many similarities and 

overlapping especially when a country is a destination (Zhang et al 2015)”. 

Image about country can be perceived before visiting destination, known as secondary 

image and after destination is visited, known as primary image. Different factors can 

influence on this process and Beerli and Martin (2004) try to group this factors into nine 

main dimensions: natural resources, general infrastructure, tourist infrastructure, 

tourist leisure and recreation, culture history and art, political and economic factors, 

social environment and atmosphere of the place. Each dimension is composed of 

number of attributes (Beerli & Martin, 2004). It is complicated to have realistic image 

formation before visiting destination and in those situations, image is formed based on 

tourism motivations, demographic variables and all available information about 

destination or country (Fereira Lopes, 2011). 
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Moreover, country image is multidimensional concept and include three main 

components: cognitive, affective and conative components (Figure 2).  

 

 

Figure 2: Components of country image  

(Source: Own illustration) 

  

The cognitive component “summarizes their (consumers) beliefs about country and 

destination” (Zeugner-Roth & Zabkar, 2015). This component includes beliefs on 

different elements such as economic development, political orientation or technological 

advancement (Martin & Eroglu, 1993; Maher & Carter, 2011). What makes cognitive 

component extremely important is the fact that studies have shown that beliefs towards 

one country directly influence consumers’ behavior and their beliefs on that country’s 

product and services. (Maher & Carter, 2011). 

On the other hand, affective component “captures consumers’ emotional reactions to 

another country” (Maher & Carter, 2011). According to Maher and Carter “the French 

might not view the Portuguese as highly competent (cognition) but might express their 

affinity (affect) for Portugal because of the kindness of its people (cognitive attitude)”. 

It is obvious that both cognitive and affective component are extremely important when 

it comes to country image and purchasing products and services of that country. 

Despite the importance of these component, there is lack of research that distinguish 

cognitive and affective elements. As Maher and Carter have pointed out research so 
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far has showed that “the affective component tends to have a more mediate effect on 

purchase intentions” (Maher & Carter, 2011). 

Finally, the third component is conative component and researchers have not paid that 

many attention to it so far. Researches were focused more on understanding of 

affective and cognitive components. We cannot say the reason for this is because one 

component is more important than other, it depends on person and vary from country 

to country (i.e. one country’s image can be based more on affective component, while 

image of other country can be based more on cognitive component) (Laroche, 

Papadopoulos, Heslop, & Bergeron, 2003). However, based on research done so far 

“the conative image component is defined as visit intention and incorporates the 

probability of potential tourists to visit or revisit the destination in the future that 

emerges from cognitive and affective images” (Marchiori & Onder, 2015). 

As mentioned above there is a research gap in the area of promoting countries with 

negative images. The following table presents the short summary of relevant research 

on the topic.  

 

 

Author Research Topic Methodology Results 

 

Marshalls 
(2007) 

 

Country Image and 
Its Effects in 
Promoting a Tourist 
Destination Case 
Study: South Africa 

 

Qualitative 
study (Interview 
and Literature 
reassessed) 

 

Relevant (and 
recommended) marketing 
strategy in this case could 
be promotion through 
events and deeds (i.e. 
sports events) and some 
element can be influenced 
(in terms of trade, 
investment or tourism). 
However, some elements 
such as history or 
geography dispensation 
could not be influenced 
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Fan & 
Shahani 
(2014) 

 

Country Image of 
Pakistan: A 
Preliminary Study 

 

Exploratory 
research with 
qualitative 
assessment; 
Four focus 
groups; 29 
respondents; 
Watching slide 
show of 
Pakistan 

 

Study indicates that media 
play important role in 
forming people’s 
perceptions regarding 
country, as well as 
government and people 
(“the least expensive, but 
most powerful”). This was 
proven by watching slide 
show of Pakistan which, 
consequently, made 
people reconsider their 
opinion on the country and 
intention to visit 

 

Jalilvand, 
Samiei, 
Dini & 

Manzari 
(2012) 

 

Examining the 
structural 
relationship of 
electronic word of 
mouth, destination 
image, tourist 
attitude toward 
destination and 
travel intention: An 
integrated approach 

 

Empirical study 
conducted in an 
attractive 
destination in 
Iran (Isfahan); 
Quantitative 
research; 310 
respondents 
(264 valid 
respondents): 
target 
population was 
international 
visitors 

 

Results showed four 
things: it is proven positive 
impact of electronic word 
of mouth on destination 
image, tourist attitude and 
travel intention; destination 
image positively affects 
tourist attitude and 
together destination image 
and tourist attitude have a 
significant relationship with 
intention to visit; socio-
demographic factors are 
very important and have 
influence on destination 
image, tourist attitude and 
electronic word of mouth 

 

Campo & 
Alvarez 
(2014) 

 

Can tourism 
promotions 
influence a country’s 
negative image? An 
experimental study 
on Israel’s image 

 

2 x 2 quasi-
experimental 
design is 
applied 

 

This study showed that 
tourism promotional 
brochures may influence 
image formation of a 
country and image 
formation of a destination 
Furthermore, it showed the 
importance of the culture 
on which depends level of 
influence of this promotion 
technique 
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Same & 
Solarte-
Vasquez 

(2014) 

 

Country Branding 
and Country Image: 
Insights, Challenges 
and Prospects. The 
Case of Estonia 

 

Qualitative 
research; 24 
interviews; 
secondary data 
was also used 
(marketing 
strategies, the 
brand manual 
and publications 
on previous 
research) 

 

Rebranding by realistic 
brand identity and 
promotion based on 
accurate, unique and 
applying ideas, supporting 
customer-based approach 

 

Auruskevic
iene, 

Pundziene, 
Skudiene, 
Gripsrud, 

Nes & 
Olsson 
(2010) 

 

Change of Attitudes 
and Country Image 
after Hosting Major 
Sport Events 

 

Quantitative 
research among 
students in two 
major 
Lithuanian 
universities was 
conducted; 
sample of 297 
respondents  
before the 
event, and 
sample of 346 
after the event 

 

This study confirmed 
previous research 
regarding impact of mega 
sport events such as 
Olympics: events can have 
positive or no effect on the 
county image, which 
means respondents’ 
attitude toward one country 
can change positively or 
do not change after 
hosting sports events 

 

Tse & Lee 
(1993) 

 

Removing Negative 
Country Images: 
Effects of 
Decomposition, 
Branding, and 
Product Experience 

 

 

Two applied 
studies and 
compared after 

 

Study showed that creation 
of “strong positive brand 
override negative 
assembly origin effect” 

Table 2: Country image studies 

 (Source: Own illustration) 

 

Thus, we can conclude that country image is very complex and important concept for 

the tourism, the international marketing or international relations of that country. That 

importance we can find, explain and prove in many cases and examples. The country 

may be observed as a tourist destination and the visitor’s opinion about that country 
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depends of the tourism offer (Di Marino, 2008). Image of a country has one of the 

imperative measures in selecting process for many tourist and because of that the 

country image presents one of the crucial fields of tourism studies (Assante et al., 

2014). Considering the fact that everyone has different expectations from travel, it is 

very complicated to study this area. The importance of image for one country to be 

selected of tourist undoubtedly depends on her positive image. One country with 

positive image has more chance to be considered in destination selection process than 

a country with negative image. Taking this fact in consideration all countries run the 

intense battle in competition with one another. They have to find way how to make their 

destinations (including services, products, attractions) more attractive than others for 

investors and tourists. To achieve this, it is very important to create effective 

promotional strategy.  

2.2 Promotion  

Promotion can be defined as the “function of informing, persuading, and influencing a 

consumer decision” equally important for non-profit and profit organizations, and 

equally important for products or services. Promotion can be used in order to increase 

sales, attract new customers, create awareness, change attitude or create an image, 

through advertising, personal selling, public relations, publicity, direct marketing and 

sales promotion and interactive/internet marketing (Dhunna, Chakrabarti, Katiyar, 

Mallick, & Harish, 2012; Esu & Ebitu, 2010).  The important task of promotion is that “it 

fills the perceptual and informational gaps that exist between suppliers of tourism 

(industry) and the tourists (market)” (Esu & Ebitu, 2010). Furthermore, the promotion 

has a certain influence on the decision to purchase products and services, or in the 

case of destination marketing - to choose specific destination (Esu & Ebitu, 2010). 

According to Esu and Ebitu (2010), the importance of the promotion lays in the fact 

that it has high potential to produce different benefits: increase the interest in the 

destination, shows the benefits of a certain destination, differentiate the destination, it 

can create the image of the destination and it can also motivate tourists to stay longer 

in destination. 

Advertising is a well-known technique of informing and influencing consumers via 

different media such as television, newspapers, radio etc. According to British Institute 

of Public Opinion (2015), public relations are defined as “the deliberate planned and 

sustained effort to establish and maintain mutual understanding between an 
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organization and the public”. Belch and Belch (2001) define sales promotion are “those 

marketing activities that provide extra value or incentives to the sales force, 

distributors, or the ultimate consumer and can stimulate short-term sales” (as cited in 

Esu & Ebitu, 2010). Sales promotion were one of the variables tested in this research 

study and its moderating effect on the relation between country image and the intention 

to visit is explained later. Finally, one of the most important tools nowadays is Internet 

Marketing. It is a product of information technology and its development and it 

represents field for various research. 

When using promotion as a strategy for influencing tourists’ decision it is important to 

choose a good promotion tool. “Promotion tools are devices, activities, or methods 

used by marketing managers to convey the desired message to the market in order to 

achieve any desired promotion objectives” (Esu & Ebitu, 2010). Above mentioned tools 

are usually used in combination, taking into account that every promotion tool has its 

own strengths and weaknesses. Depending on the focus group for the promotion, 

effective promotion strategies that will include the best combination of promotion tools 

have to be created. One of the newest addition to the promotion strategies are social 

media sites. Mangold and Faulds (2009) named social media as “the new hybrid 

element of the promotional mix”. The following section will define concept of the social 

media and the important role of social media in tourism. 

 

2.3 Social media as a tool for tourism marketing  

Social media, also known as consumer – generated media, has brought many changes 

in communication with customers, in the tools and strategies for communicating, to be 

more precise (Mangold & Faulds, 2009; Kumar, Kumar, & Mishra, 2015). There are 

many different definitions in order to define social media. It is a relatively new term in 

marketing and there is no general opinion to refer to its exact meaning. One of the 

reasons must be everyday changing and evolving nature of social media. Mangold and 

Faulds (2009) summarized in one table examples of social media existing today. This 

table presents social media as concept composed of different online, word of mouth 

forums, as blogs, chat rooms, emails, company websites, photos, videos, social 

network sites, and other online platforms (Mangold & Faulds, 2009). Social media can 

be interpreted as a way to experiment with new opportunities that can help improve 

and create new forms of customer value which is very significant when it comes to 
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attracting new customers (tourists is in case of tourism) and building strong 

relationships with them, as well (Constantinides, 2014; Mangold & Faulds, 2009). 

Internet has changed from world of information to world of influence in the same time 

and its elements such as social media “start to revolutionize the state of marketing, 

advertising and promotions” (Hanna, Rohm, & Crittenden, 2011). Because of this, 

companies start to consider a social media an important element of marketing strategy. 

 

 

 Social networking sites (Facebook, Twitter, LinkedIn, Instagram) 

 News delivery sites (Current TV) 

 Virtual worlds (Second Life) 

 User-sponsored blogs (The Unofficial Apple Weblog) 

 Company-sponsored websites/blogs (Apple.com) 

 Invitation-only social networks (ASmallWorld) 

 Business networking sites (LinkedIn) 

 Education materials sharing (OpenCourseWare, Busuu, ClusterFlunk) 

 Commerce communities (eBay, Amazon) 

 Travel social networking sites (Exploroo) 

 Open Source Software communities (Mozilla’s) 

 Social bookmarking sites allowing users to recommend online news stories, 

music, videos, etc. (Mixx it, Reddit, Newsvine, Flixter ) 

 Creative works sharing sites (YouTube, Flickr) 

 Collaborative websites (Wikipedia) 

 News delivery sites (Current TV) 

Table 3:  Examples of social media  

(Source: adopted from Mangold and Faulds, 2009) 

 

What makes social media so attractive and useful tool in every area of our lives, 

including tourism? Firstly, according to Rashtchy, Kessler, Bieber, Shindler and Tzeng 

(2007) “the internet has become a mass media vehicle for consumer-sponsored 

communications. It now represents the number one source of media for consumers at 

work and the number two source of media at home. The internet reaches more than 
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60% of all United States consumers for an average weekly usage rate of more than 

100 minutes”, for example (as cited in Mangold & Faulds, 2009). Secondly, nowadays, 

consumers persistently require more control over media content they need, including 

instant access to information, and placing the conventional types of advertising behind, 

such as radio, magazines, etc. Thirdly, numerous types of social media provide 

consumers with unlimited possibility for their information searches and it can influence 

on making a decision to purchase. Fourthly, social media is recognized by consumers 

as more truthfully source of information about products or services than old way trade 

communications based on classical elements of promotion mix (Mangold & Faulds, 

2009). 

Moreover, in literature are defined/described advantages and disadvantages of the 

social media as a marketing tool, including tourism. In their paper, Nadaraja and 

Yazdanifard (2013), summed up five main advantages of social media marketing:  

 Reduced costs – Based on the fact that most of the social media sites are free, 

there is no cost for creating profile and sharing information. The most famous 

example would be, for sure Facebook, where it is stated that it is “free and always 

will be”. However, these sites offer possibility of targeting consumers using specific 

criteria, which costs less in comparison to other advertisement options such as 

television. 

 Social interaction – Taking into account the number of hours spent online, checking 

email, social network sites, blogs, reading newspapers, watching videos, internet 

has become influential arena. Consumer behaviour studies reveal that individuals 

give greater consideration to advice and information shared online, spending more 

time with websites that provide third-party evaluations. 

 Targeted market – Thanks to the ability to target audience and different target 

groups based on their preferences, online marketing has become very popular and 

frequently used. This means that, based on the preferences, one checks out in 

social media (such as interest in some kind of movie or travel), one will get adds 

regarding his interests, Google has gone even further by using its algorithm to offer 

adds based on your recent search. However, according to Hill, Provost and 

Volinsky (2006) “traditional marketing methods do not appeal to some segments of 

customers. Some consumers apparently value the appearance of being on the 
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cutting edge or “in the know”, end therefore derive satisfaction from promoting new, 

exciting products” (as cited in Nadaraja & Yazdanifard, 2013). 

 Customer service – Social media sites offer different types of shortcuts with the 

idea to make purchasing process easier and faster. One of the most famous 

Frequently Asked Questions (FAQs) are with quick links to different companies and 

with explanations regarding the content on the site. “A thoughtful logistics system 

that guarantees a fast delivery after the checkout process contributions to customer 

satisfaction, which in turn contributes to loyal behaviour” (Nadaraja & Yazdanifard, 

2013). 

 Interactivity – Steuer (1992) suggested that can be broadly described interactivity 

as the “extent to which users participate in modifying the form and content of a 

mediated environment in real time” (as cited in Nadaraja & Yazdanifard, 2013). This 

usually means filling in different kinds of forms and surveys, which could be useful 

tool for targeting in later part of process. 

Nadaraja and Yazdanifard (2013) have defined disadvantages of social media 

marketing as well. However, disadvantages are not so relevant for the research 

question of this thesis, taking into account that they concern different questions such 

as privacy and security online.  

 

Up until now, we have offered the answer to the question what makes social media so 

important for the supplier side, i.e. for firms that are offering different kind of products. 

However, one must ask oneself what is happening with the demand side and why 

would people take into consideration online content for purchasing some product or 

service, or in our case for changing the previous negative country image we had about 

one country. As explained by Buhalis and Law (2008), information technology and 

improvements in this area have changed the profile of consumers (in our case tourists) 

and put them in the middle of the purchasing process. Nowadays, using different social 

media tools such as social network sites, blogs or websites, consumers are enabled 

to reach information quickly and in a great detail. Various forums offer an option for 

starting a discussion regarding concrete precise question that helps one make a 

decision on the purchasing service or product. Finally, “the development of ICTs and 

particularly the Internet empowered the “new” tourist who is becoming knowledgeable 

and is seeking exceptional values for money and time. They are less interested in 

following the crowds in packaged tours and much more keen on pursuing their own 
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preferences and schedules” (Buhalis & Law, 2008). Process of changing behaviour of 

the tourists, their preferences and demand undergoes the process of increasing 

importance of social media as a marketing tool, therefore, becoming an important 

variable in our research. 

 

 

Table 4: Why social network sites matter?  

(Source: Own illustration based on Singh, 2014) 

 

To conclude, internet has influenced and changed the way how people search and buy 

not only products, but also it refers to services as well. Internet influences people’s 

travel planning: where to go, when is the best time to go, what to see, where to eat, 

what other say about destination and a number of other information about destination 

are available online. According to Tunnard and Haines (1995) “information is used to 

position, market and sell destinations” (as cited in Esu & Ebitu, 2010). Because of this, 

internet is also one of the best places to advertise and in this study focus is on social 

media as one “part” of world named internet. According to Singh (2014), “social media 

is playing an imperative role in a digital marketing world”. He also suggest that social 

media is appropriate tool in order to increase brand awareness and that availability of 
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media networks are very important factor. Social media is “a powerful source for travel 

planning” according to Amaro and Duarte (2014) and several other studies agree 

regarding important role of social media and its impact on travel decision (Marchiori & 

Onder, 2015).  There are a large number of possibilities to market and brand services 

(and products) through social media. Awareness, proper networking, analysis of your 

competitors, addressing all issues, brand value, more online visibility and reputation 

management are some of aspects to deal on social network sites (Singh, 2015). Just 

one look on numbers in picture below is enough to recognize potential of social network 

sites in order to target potential customers/tourists. And every day increasing number 

of network users is one more reason to pay more attention to potential of social network 

sites for marketing (Table 4).  

 

2.4 Generation of hypotheses 

The following section will give insights into hypotheses development based on the 

literature review and the main research question of this study: is the social media 

appropriate marketing tool for promoting tourist destinations with a negative country 

image?  

 

There are different motivations for traveling as it is already mention in first chapter of 

the thesis and the selection of specific tourist destination is choice by the free will of 

travellers. They made their decision based on gathered information. Number of internet 

users increases every day and at the same time travellers who attempt to find 

information about a certain destination on the internet. In a tourism market, where 

countries with positive image or high brand index are most visited destinations, it is 

understandable to test if country image or country brand could be improved by usage 

of internet. Today, internet play an important role in the process of promotion and it is 

reasonable to examine the effect of social media, as one segment of the internet in this 

context especially given the fact that recent marketing studies are paying more and 

more attention on social media role in marketing, as described in previous section of 

the paper. Moreover, some authors suggest that nowadays is not possible to have 

good marketing strategy without social media (Bashar, Ahmad, & Wasiq, 2012). In our 

study, only one element of social media is going to be examined – social network sites. 

This element was chosen since its every day increasing popularity and availability. 

Photo and video sharing, writing comments and posts regarding sales promotions are 
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some of everyday activities on social network sites. Because of that, it was particularly 

interesting to test does those social network activities have influence on traveller’s 

behaviour (travellers’ decisions and their selection of next tourist destination to visit).  

 

Firstly, should be mention the basic relation of the model, relation between country 

image and intention to visit. This was interesting topic for a many researches in the 

past who agreed that country image has direct influence on intention to visit (Carlos, 

Da Silva & Salguerio, 2014; Nghiem-Phu, 2014; Zhang et al., 2015). Even though this 

relation was examined several times in the past, here will be done the same test in 

order to increase the external validity of later presented moderating hypotheses. Thus, 

the first hypothesis if formulated as: 

 

H1: Country image has a direct effect on intention to visit 

 

Photo and video sharing is very popular activity on the internet. This activity can be 

performed on blogs, social network sites, on special created platforms for this purpose, 

by email, etc. According to the latest data, more than 50 % of adults actively post 

photos and videos online (Duggan, 2013). This percentage would be higher for sure if 

we include reposting other’s people photos and videos as one type of the sharing 

activity. New media and usage of mobile technologies are getting more and more 

popular every day so as the possibility of real time experience encouraging synchronic 

communication types. Fan and Shahani (2014) provide study with an experiment which 

consists on short slide show of pictures of landscapes, cities and people of Pakistan. 

Results show that many people were surprised in a positive way about what they saw 

on those pictures and majority were ready to experience it personally (Fan & Shahani, 

2014). This study will test if sharing photos and videos on social network sites will have 

the same effect. Can it influence on someone’s intention to visit country with a negative 

image in the same way as the slide show did in the case of Pakistan? Majority of 

studies in the past were more oriented on the reasons why people share content online 

from holidays rather than on its effect. By this activity, large number of potential tourists 

can be targeted on social network sites, thus it could be interesting to test if there is 

influence on intention to visit specific tourist destination. 
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Further, there is an increasing interest on effects of electronic word of mouth. Word of 

mouth play a significant role in the image formation. Its positive influence has been 

proven by many studies until now in case of purchase intention. “Research has proven 

that interpersonal influence arising from opinion exchange between consumers in an 

important factor influencing a consumer’s purchase decision” (Assante et al., 2014). 

The speed of increasing internet usage, smartphone usage and other tablets, laptops 

etc. influences on development of electronic word of mouth and the ways how people 

communicate. While looking for tourism destination, there are external and internal 

inputs as influencing factors on destination selection. “Online information search can 

be considered part of the external inputs – social stimuli. In this study we will test social 

media word of mouth as one of external inputs, which may affect the information 

processing in passive (which turns on awareness) and/or in an active information 

search (which turns on selection of place to be visited) (Marchiori & Onder, 2015). In 

our case, both passive and affective information processing are equally important.  

 

 

 

Figure 3: A typology of social media word of mouth  

(Source: Litvin, Goldsmith & Pan, 2008) 
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In destination image formation, recommendations from friends, recommendations from 

family or any other form of word of mouth may play important role (Marchiori & Onder, 

2015). The typology of different social media channels where can be exchanged 

opinion is presented by Figure 3. It is proven a positive impact of electronic word of 

mouth on destination image and traveller intentions on case of Iran (Jalilvand et al., 

2012). Some of authors suggest that the future of customer relationship management 

lies on internet (Eisingerich, Chun, Liu, Jia, & Bell, 2015) Thus, it seems to be 

reasonable to test does social media photo and video sharing and social media word 

of mouth can moderate country image effect and does it influence intention to visit this 

destination. Based on what has been presented above, the following hypothesis is 

developed: 

 

H2: Social media photo-video sharing and social media word of mouth positively 

moderates the relationship between country image and intention to visit 

 

Social media sales promotion has the same objectives as any other form of sales 

promotion; to increase sales, to attract new custmoers, to stimulate consumer to make 

purchuse and other objectives. Forms of sales promtion are disounts, coupons, 

contests, etc and the it is supposed to stimulate quick response of an individual 

(Nayem, 2013). Research has showed that sales promotion has influence on purchase 

intention. Ye and Zhang (2014) examined this relation and results show there is a 

positive effect of online sales promotion on purchase intention. Also, the importance of 

attracting new customers and increasing purchase intention by this promotional tool is 

suggested by Faryabi, Fesaghandis and Saed (2014). In the empirical study they have 

proved the positive effect of sales promotion. As some of the objectives of sales 

promotion in tourism are to create interest in destination and visit intention it is decided 

to be tested if the same effect social media sales promotion would have on intention 

to visit. Therefore, it is hypothesized that: 

 

H3: Social media sales promotion positively moderates the relationship between 

country image and intention to visit 
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2.5 Research model  

Based on the literature review and previous studies, three above-presented 

hypotheses are examined. Basic idea of presented hypothesises is to test how social 

media (social media word of mouth, social media photo and video sharing and social 

media sales promotions) will impact the relationship between country image and 

intention to visit. Figure 4 presents the developed research model on which is based 

empirical research for the thesis. 

 

 

 

      Figure 4: Research model of the master thesis  

      (Source: Own illustration) 
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3. Methodology  

 

The following chapter of this paper will be dedicated to the empirical part of the study. 

In the first place, the research methods for sample selection and data collection will be 

discussed. Afterwards, the section will provide with the insight into questionnaire 

design, variables and techniques which were applied in order to test and analyse the 

hypotheses.  

3.1 Sample selection  

For the empirical part of the study, a minimum of 120 participants were needed. At the 

end, 161 participants took part in this research, which was sufficient in order to start 

analysis. There were not special requests to focus on specific gender group or specific 

age group. What was expected from respondents was their familiarity and usage of 

social network sites. Thus, we can say target population for this study were “social 

network users”.  

3.2 Data collection 

Data were collected online and offline. Mainly data were gathered through an online 

questionnaire but also a printed version of questionnaire was distributed at the 

University of Basel and the University of Fribourg. Visitors of the Universities were 

asked to spare few minutes to take part in the survey. Respondents who were not 

social network users were observed as unfit for analysis and excluded from the 

analysis, as well as people coming from Serbia (because in the questionnaire there 

were a couple of questions about intention to visit Serbia). In order to collect data 

online, the link to the questionnaire was distributed via emails, social network sites 

(Facebook, Instagram) and mobile application WhatsApp. Due to the limited financial 

resources and practical reasons, this method provides with low cost since it is launch 

online and it does not increases costs. Other reasons why online collection took 

majority part during data colleting are easiness to reach people online; they are flexible 

to fill in the questionnaire at the time convenient for them, further, the anonymity is very 

important for participants (Evans & Mathur, 2005; libweb, 2015). The data collection 

took part from 17th of December and lasted until 30th of December of 2015.  

Before the main test, a pre-test has been carried out. Sample of the pre-test consists 

of 20 respondents in order to test how long the questionnaire will take to fill in and to 
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test the clarity of the questions. Results have showed that there is no need for 

corrections.  

3.3 Questionnaire design 

Questionnaire was created on a website Survey Monkey (www.surveymonkey.com). 

The questionnaire was in English language only and it contained 12 questions (in 

Appendix 7.12 is presented a full version of the questionnaire). Some of the questions 

were used in similar studies before and many of the questions were developed by the 

author of the thesis. The reason for own development of questions is the limited 

research have been done on this topic. 

 

Questionnaire begins with short introduction in order to explain the purpose of the study 

and what is expected from the participants. The first question of the survey is “have 

you ever used social network sites” and as it is mentioned before, focus is on social 

network users in this study, therefore that question was proposed in order to generate 

relevant sample. 

 

Second question is related to the country image and for this question were used 14 

scaled items developed by Martin and Eroglu (1993). They created country image 

scale that contains 14 items, in order to find out what respondents think about a 

particular country. In our case it was Serbia. Serbia was selected as an example of 

country with no good reputation (Serbia’s reputation suffered a lot in the past mainly 

due to political reasons and regional conflicts).  Measured scaled items were: 

economically developed, democratic system, mass produced products, civilian 

government, predominantly industrialized, high labour costs, high literary rates, free 

market system, existence of welfare system, stable economic environment, exporter 

of agricultural products, production of high quality products, high standard of living and 

high level of technological research. Respondents were asked to indicate the level of 

agreement for each scale item. Five point Likert scale was used for this question with 

following categories: “strongly disagree”, “disagree”, “do not agree nor disagree”, 

“agree” and “strongly agree”. This question is related to H1. 

 

Questions three, four and five, contain particular described scenario and respondents 

were asked to indicate their level of agreement with the statements regarding 
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described scenarios. Five point scale has the same categories as in the previous 

question and seven point Likert scale is with categories: “do not agree at all”, “strongly 

disagree”, “disagree”, “do not agree nor disagree”, “agree”, “strongly agree”, and 

“totally agree”.  In this section, five point and seven point Likert scale were used. This 

part of the questionnaire is related to hypotheses: H1, H2 and H3. Question number 

five, as well as the question number two is related to the same hypothesis (H1) and in 

order to avoid the hallo effect, this question is at the end of the questionnaire. Relevant 

sources for statements used in questions are given in Table 5. The majority of 

displayed statements from another sources are adopted for the purpose of this study 

(i.e. instead of Israel, Serbia is destination in question).  

 

Likert scale is one of the possible measurement techniques used in survey research 

and one which is one most commonly used. Losby and Wetmore (2012) defined this 

scale as “ordered scale from which respondents choose one opinion that best aligns 

with their view”. We can use this scale when we want to measure the level of 

agreement or disagreement, to ensure high validity, and more precise answers 

regarding attitude, belief or behaviour items, to get an overall measurement. Level of 

agreement can vary from three to nine and there is no general opinion about which 

one is the best. In this study were used five and seven point Likert scale. The mix of 

five and seven points Likert scale was applied in order to avoid or, at least minimize 

default responses (Pikic, 2011, own translation; Vanek, 2012; Losby & Wetmore 2012).  

 

The last part of the questionnaire contains demographic data such as age, nationality, 

and professional occupation. While in this case, professional occupation will not be 

examined, age, gender and nationality will be taken into consideration. Also, questions 

about how often respondents travel in a year, how many friends they have on social 

network sites and approximately how much they spend on travel per year were asked 

in order to understand better their behaviour. 
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Scale Items  Source 

I enjoy watching photos and videos from all around the world shared on social 
network sites because it can give me an idea for my next tourist destination 
to visit 

Own source 

I consider comments on social network sites to be a relevant source of 
information about destination  

Own source 

Shared photos and videos on social network sites make me think about 
destination I have not thought about before 

Own source 

I have already changed my opinion about destination after reading comments 
on social network sites 

Own source 

Shared photos and videos on social network sites, make me want to visit the 
attraction I have already seen in those photos and videos 

Chen & Lin, 2012 

I consider comments my friends and relatives made on social network sites 
to be more relevant than from people I do not know 

Own source 

Positive comments on social network sites influence on my desire to visit 
destinations I have not thought about before 

Own source 

Shared photos and videos make me want to find out more information about 
destination in the question 

Chen & Lin, 2012 

I am not interested in photos and videos shared on social network sites Own source 

I do not pay attention on other people’s comments on social network sites Jalilvand et al. 2012 

I am attracted to special offers regarding travel to different destinations  

Price is an important factor that influences on my desire to go on a destination 
I have not thought about before 

Jaafar, Lalp & Naba, 
2011 

This special offer made me want to find out more information about the 
country 

Own source 

I do not pay attention to posts like these on social network sites Own source 

This special offer makes me want to check out the tour web site Chen & Lin, 2012 

This special offer increases my willingness to purchase the tour Chen & Lin, 2012 

I would visit Serbia, rather than any other tourist destination Jalilvand et al. 2012 

I predict I will visit Serbia in the future Jalilvand et al., 2012 

I would rank Serbia as my first choice for next destination to visit Own source 

I have positive image of Serbia as a tourist destination Own source 

I have intention to visit Serbia within next 12 months Own source 

I think most people have a positive opinion about Serbia Leonidio, Montezano 
& Carvalho, 2011 

I think Serbia is a popular tourist destination Jalilvand et al., 2012 

Table 5: Scale items for variable measurement  

(Source: Own illustration) 
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3.4. Factor Analysis 

All four constructs analysed in the empirical part of the study are measured by multi-

item scale, thus factor analysis need to be perform. Those constructs are country 

image, intention to visit, social media photo-video sharing and social media word of 

mouth, and social media sales promotion. Therefore, it has to be checked whether all 

items selected for construct measurement load into the same factor and thus may be 

associated with this construct. The initial solution is obtained by factor analysis using 

principal components and oblimin rotation is applied. Number of factors is fixed at four 

based on four measured constructs. After this part of the analysis, items which do not 

load to the proper factor, are deleted and at the end remained 30 items (see Appendix 

7.1 and 7.2). 

The degree of correlation of variables, or sampling rate adequacy (MSA) are located 

on the diagonal of Anti-image matrix (see Appendix 7.2). Since all values on the 

diagonal are more than 0.5, it means that all variables can enter into the analysis.  

Further, global MSA, known as Kaiser-Meyer-Olkin measure of sampling adequacy, is 

also greater than 0.5 and indicates acceptable level of correlation between variables.  

Results of Bartlett’s test of Sphericity has significance value lower than 0.01 and thus 

indicating that a factor analysis is meaningful to be performed. This also leads to 

conclusion that null-hypothesis has been rejected (see Appendix 7.3) 

  

Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy 

.820 

Bartlett’s Test of Sphericity .000 

Table 6: KMO and Bartlett’s test values  

(Source: SPSS output) 

 

Analysing “Scree plot” (see Appendix 7.5) the number of suggested constructs remain 

four as from the beginning of the analysis. Further step is testing if items load in the 

correct factor and Pattern Matrix table (see Appendix 7.6) indicates the following: the 

ten scaled items for country image load into the component 1, the five statements from 

the social media sales promotion scale load into the component 2, the six statements 

from the intention to visit scale load into the component 3 and nine statements from 

the social media photo-video sharing and word of mouth scale load into the component 
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4. For the purpose of the master thesis, an average of the items has been selected to 

be computed for the four constructs (equations are presented later in this chapter, 

section 3.5) 

Finally, because of the multi-item scale, the Cronbach’s Alpha values were calculated 

in order to check reliability of the scales. Depending on the nature and purpose of the 

scale, different levels of reliability are required. Nunnaly (1978) recommends you not 

to accept the reliability of less than 0.7 (as cited in Panayides, 2013, p. 689). Also, 

some authors suggest that alpha “should not be too high” (not higher than 0.9), 

“because in that case it may reflect unnecessary duplication of content across items 

and point more to redundancy than to homogeneity” (Streiner, 2003). In the Table 6 

are given values of Cronbach’s Alpha for the four measurement scales and all four are 

higher than 0.7 as well as lower than 0.9 (Table 7). In conclusion, we can say based 

on calculated Cronbach’s Alpha coefficients and their values, it is not needed to 

remove any of scaled items in order to increase or reduce Cronbach’s Alpha’s values, 

because all are great enough for the reliable construction of scale.  

 

 

 

Construct 

Reliability Statistics 

Cronbach’s 

Alpha 

Number of Items 

Country image 0.870 10 

Social media photo-video sharing and social 

media word of mouth 

0.827 9 

Social media sales promotion 0.854 5 

Intention to visit 0.859 6 

 

Table 7: Cronbach Alpha  

 (Source: SPSS output) 
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3.5 Variables of the study 

This study relies on four types of variables: dependent, independent, moderating and 

control. Independent variable may cause changes (has impact on) in dependent one, 

but the opposite affect (independent on dependent) is not possible. Moderating 

variable influences, or moderates, the relation among those two variables. Control 

variables are included in the study “in order to clarify the relationship between other 

variables” (Business Dictionary, 2016; SSRIC, 2016). Moreover, section explains the 

way variables were computed. 

 

3.5.1 Dependent variable 

Following the main research question of the thesis “is the social media appropriate 

marketing tool in order to promote tourist destinations with negative country image”, 

“intention to visit” is selected as a dependent variable. Intention to visit can be defined 

as a plan to visit a particular destination in the future.  Intention to visit is very important 

to analyse in order to find out how potential tourist evaluate specific destination and to 

measure its willingness to visit specific destination. Seven point Likert scale was used 

for the measurement of the variable (1= “Do not agree at all” to 7 = “Totally agree”). 

The measures indicate how likely it is for the participant to choose to visit Serbia. After 

factor analysis has been done, one item (Q46) is excluded from the analysis and 

applied equation for this variable would be: 

 

 

𝐼𝑡𝑉𝑖 =
𝑄41𝑖 + 𝑄42𝑖 + 𝑄43𝑖 + 𝑄44𝑖 + 𝑄45𝑖 + 𝑄47𝑖

6
. 

 

3.5.2 Independent variable 

Based on the same research question, selected independent variable is country image. 

Country image has been already defined in the first chapter of the thesis. The 14 scaled 

items were used in order to test (measure) respondent’s opinion about Serbia. The 

participants were asked to grade each of the scaled items. Those items were measured 

using 5-point Likert scale (1=”Strongly disagree” to 5=”Strongly agree”). After factor 
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analysis has been done, four items are excluded from the scale measurement and 

overall country image is computed by the following equation: 

 

𝐶𝐼𝑖 =
𝑄11𝑖 + 𝑄12𝑖 + 𝑄14𝑖 + 𝑄15𝑖 + 𝑄17𝑖 + 𝑄18𝑖+ 𝑄19𝑖 + 𝑄110𝑖 + 𝑄113𝑖+ 𝑄114𝑖

10
 

 

Whereby, CI is “country image”, Q11 is “economically developed”, Q12 is “democratic 

system”, etc. and 10 presents number of items used to compute variable.  

3.5.3 Moderator variable 

Social media photo-video sharing and social media word of mouth and social media 

sales promotion are selected as two moderator variables of the study. It has been 

tested if those variables have influence on, or moderate, relation between country 

image and intention to visit as well as intensity of their influence. All were measured 

with five point Likert scale (1=”Strongly disagree” to 5=”Strongly agree”). 

Posting and sharing different photos and videos from all around the world is very 

popular activity today and because of that was selected in order to test in what way, if 

it does, this activity affects relation between country image and intention to visit. The 

effect of this activity was measured with statements “I am not interested in shared 

photos and videos shared on social network sites” or “Shared photos and videos make 

me want to find out more information about destination”.  

Social media word of mouth can be defined as informal, person-to-person, or 

communication between more persons in online environemnt and in that manner, 

differs from traditional word od mouth communication. Moreover, online 

communication alows more exchange of infomattion between individuals who do not 

know each other personally (Eisingerich et al., 2015). For the purpose of this study one 

type out of many of electronic word of mouth is selected to be tested– social media 

word of mouth within social network sites (Litvin et al., 2008). Its effect was measured 

with statements like: “Positive comments on social network sites influence on my 

desire to visit destination I have not though about before“. After factor analysis has 

been performed, item (Q26) has been excluded from the analysis and equation for this 

varibale is calculated as average of nine items: 
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𝑆𝑀𝑃𝑉𝑆𝑎𝑛𝑑𝑊𝑀𝑖 =
𝑄21𝑖 + 𝑄22𝑖 + 𝑄23𝑖 + 𝑄24𝑖+ 𝑄25𝑖 + 𝑄27𝑖 + 𝑄28𝑖+ 𝑄29𝑖 + 𝑄210𝑖

9
. 

 

Today consumers have more access to information online due to the new  technologies 

and they can become more price sensitvie. According to Lichtenstein, Ridgway and 

Netemeyer (1993) price is “unquestionably one of the most importnat marketplace 

cues“. This could be one possible way for destination managers to attract people. With 

statemets like “price is an importan factor that influences on my desire to go on a 

destination I have not though about before“ this varibale was measured. After factor 

analysis has been performed, one item is excluded from the analysis (Q34) and 

eqauation for this variable state as follows:  

 

𝑆𝑀𝑆𝑃𝑖 =
𝑄31𝑖 + 𝑄32𝑖 + 𝑄33𝑖 + 𝑄35𝑖 + 𝑄36𝑖

5
. 

 

3.5.4 Control variable 

Demographic factors are recognized as important in a case of country image effect 

(Jalilvand et al., 2012). Demographic characteristis such as age, gender and natinality 

are selected as control variables in the study.  Questions regarding age and nationality 

were opened questions: “How old are you“ and “What is your nationalliy“, while gender 

question was closed with two options: femail and male. Age is numeric, while gender 

and nationality are two nominal variables. Control variable gender has two categories:  

 

𝐺𝑒𝑛𝑑𝑒𝑟𝑖 = {
0,       𝑓𝑒𝑚𝑎𝑙𝑒 𝑟𝑒𝑠𝑝𝑜𝑛𝑑𝑒𝑛𝑡
1,            𝑚𝑎𝑙𝑒 𝑟𝑒𝑠𝑝𝑜𝑛𝑑𝑒𝑛𝑡

} 

 

Control variable natinality has also two categories:  

 

𝑁𝑎𝑡𝑖𝑜𝑛𝑎𝑙𝑖𝑡𝑦𝑖 = {
0,       𝑛𝑜 𝑆𝑤𝑖𝑠𝑠
1,             𝑆𝑤𝑖𝑠𝑠

} 
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3.6 Multiple regression analysis  

Data were analysed in order to test if moderator variables influence on the relation 

between independent and dependent variables. In order to test developed hypotheses 

for the purpose of this thesis, we can use multiple regression analysis. This method 

was selected because, in addition to testing the impact of independent and moderator 

variables on the dependent variable, can be carried out for testing the significance of 

the interaction between the independent and moderator variables (Statistics Solutions, 

2015). In general, the equation for multiple regression analysis states as follows: 

 

Yi = β0 + β1X1i + β2X2i + ⋯ + βkXki + εi 

 

Whereby: 

𝑌𝑖 = dependent variable 

𝑋𝑠𝑖 = independet variable, 

𝛽𝑖  = egression model coefficient 

𝜀𝑖 =  random error 

When in the basic model are include interactions (moderator) members, model is 

stated as follows:  

 

𝑌𝑖 = 𝛽0 + 𝛽1𝑋1𝑖 + 𝛽2𝑋2𝑖 + ⋯ + 𝛽𝑘𝑋𝑘𝑖 + 𝛽12𝑋1𝑖𝑋2𝑖 + 𝜀𝑖. 

 

In our case, appling this model on developed hypotheses, model can be calculated by 

following equation: 

 

𝐼𝑡𝑉𝑖 = 𝛽0 + 𝛽1𝐶𝐼 + 𝛽2𝑆𝑀𝑃𝑉𝑆𝑎𝑛𝑑𝑊𝑀𝑖 + 𝛽3𝑆𝑀𝑆𝑃𝑖 + 𝛽12𝑆𝑀𝑃𝑉𝑆𝑎𝑛𝑑𝑊𝑀𝑖x𝐶𝐼 + 

+𝛽13𝑆𝑀𝑆𝑃𝑖x𝐶𝐼14 + 𝛽4𝐴𝑔𝑒𝑖 + 𝛽5𝐺𝑒𝑛𝑑𝑒𝑟𝑖 + 𝛽6𝑁𝑎𝑡𝑖𝑜𝑛𝑎𝑙𝑖𝑡𝑦𝑖 + 𝜀𝑖. 
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4. Results  

 

In this chapter will be presented the results of the empirical study and analysis collected 

from the primary data will be presented. The results are divided into two major sections. 

The first section includes the sample with demographic characteristics and provides 

information about respondents’ travel behaviour. The second section presents results 

of applied multiply regression analysis. 

4.1 Travel behaviour and demographic characteristics of respondents 

Through an online and offline version of the survey, 144 were valid responses out of 

161 collected (17 were not useful, because 5 were not correctly filled in, 5 respondents 

were Serbian nationality and 7 were incomplete). Sample was composed of 69 female 

respondents and 75 male respondents from 39 nationalities (Figure 5 and Figure 6). 

The most represented nationality is the Swiss with 53 respondents which refers to 36.8 

% of the sample. After the Swiss, the most respondents are Macedonian (14 

respondents, 9.7%), followed by Italian (12 respondents, 8.3%), German (10 

respondents, 6.9 %), Bosnian (7 respondents, 4.9 %) and other nationalities that took 

part into survey with no more than 6 respondents.  

Respondents’ age varies from 15 to 72 years but the most representative age category 

is from 22 to 31 years old (Figure 7). The average age is 28.93 (“Mean” in Table 8). 

 

 

 

Figure 5: Respondents‘ gender (Source: SPSS output) 

47.9

52.1
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Male

45 46 47 48 49 50 51 52 53

What is your gender?
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Figure 6: Respondents‘ nationality (Source: SPSS output) 

 

 

Figure 7: Respondents‘ age (Source: SPSS output) 

 

Mean 28.93 

Median 28.00 

Mode 30 

Std. Deviation 7.859 

Variance 61.757 

Range 57 

Minimum 15 

Maximum 72 

Table 8: Parameters of descriptive statistics for age  

(Source: SPSS output) 
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Due to the occupation of the respondents, the significant number is grouped in the 

category “employee”. More than a half of sample, 58.3 %, to be more precise are from 

this occupation group. The output indicates next major group “students” (25% of the 

sample). Those two groups in total presented more than 80% of the sample (Figure 8). 

 

 

 

Figure 8: Pie chart “What is your professional occupation?”  

(Source: SPSS output) 

 

Following two pie charts present behavioural characteristic of participants regarding 

traveling: how much they spend on travel and how often they travel. Those question 

were open ended questions in the questionnaire. Due to the simplicity reasons, during 

the analysis, answers were grouped into three main categories in the case of both 

questions. Categories for the first question (how often they travel) are “0 to 2” times, “3 

to 5” times and “6 and more” times. First two groups together present little below 90% 

of the sample. The most frequently given answer is “3 to 5” times.  

Almost the same is to the second question regarding spending on travels. Three 

defined groups are “0 to 2000”, “2001 to 5000” and “5001 and more” (in CHF). The 

most common answer here is “0 to 2000” CHF. Explanation for this can be the 

following: the high percentage of respondents who are traveling up to 2 times in a year 

and spending up to 2000CHF can be explained by relatively high number of 

25%

58.3%

4.9%

0.7%

11.1%
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Self-employed

Retired
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respondents from Macedonia, Bosnia, Italia and Croatia. On the other hand, there is a 

high percentage of respondents who are traveling more than two times in a year and 

spending more than 2000CHF or more than 5000CHF that can be explained by high 

rate of respondents from Switzerland, who are known as travellers who travel a lot and 

spend a lot on traveling, not only for pleasure but also for business purposes, and also 

Switzerland is known as country with high living standard. 

 

 

 

Figure 9: Pie chart “How often do you travel outside the country (in a year)?”  

(Source: SPSS output) 

 

 

 

 

 

 

 

 

 

 

 

43%

44%

13%

0 to 2 3 to 5 6 and more

45%

29%

26%

0 to 2000 2001 to 5000 5001 and more

Figure 10: Pie chart „How much do you spend on travel per year (approx.)?” 

(Source: SPSS output) 
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Figure 11: Respondents’ number of friends on social network sites pie chart  

(Source: SPSS output) 

 

Finally, I was interested in the number of friends respondents have on their social 

network sites. Generally, the results showed that the majority that took part in the 

survey has more than 301 friends. More precisely, 51% of the sample (Figure 11). 

 

4.2 Interpreting and reporting the output of multiple regression analysis 

The hypotheses of the research model are tested by the multiple regression analysis 

as it has been already explained. Defined equation used for our model is presented in 

the third chapter of the thesis (3.6) along with an explanation why this method is 

selected for the analysis. After importing data into SPSS, necessary commands have 

been performed and the SPSS output is presented in this section.  

 

Before testing developed hypotheses, it should be checked first if there is 

multicollinearity of data. In Table 9 we can see that correlation coefficient has value 

lower than 0.7. Thus, we can say there is no multicollinearity and all variables can stay 

in model.  

 

 

13%

12%

24%

51%

Less than 100 101 - 200 201 - 300 301 and more



37 

 

 

Table 9: Multicollinearity check (Source: SPSS output) 

 

Table 9 shows values of R square, R (square root of R square) and adjusted R square. 

R square shows the proportion of variation in the dependent variable that is explained 

by the influence of independent variables, and of all variables included in the model. It 

is calculated as “sum of squares regression” divided by “sum of squares residual” from 

Table 10. Adjusted R square usually is used when there are a lot of independent 

variables in the model and when sample is small, what here is not a case (Zwitch, 

2013). For our analysis R is relevant, and it is 0.259, which means that 25.9% of 

variation of intention to visit is explained by the model set.  

 

 

Table 10: Model summary (Source: SPSS output) 

 

The “Analysis of Variance” for multiple regression is presented in Table 11. The strong 

evidence against the null hypothesis (“null hypothesis essential part of any research 

design”) is the p-value of 0.000 – at least some of members of the model have 
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statistical significance (Yale Universtiy, 2016). Which members are important can be 

seen in Table 12. 

 

 

 

Table 11: ANOVA in linear regression (Source: SPSS output) 

 

 

Table 12: Linear regression coefficients with interaction effects (Source: SPSS output) 

 

While deciding on to accept or reject hypothesis we are compering p-vale with level of 

significance. The majority of authors suggest level of significance of 0.05 and this is 

the reason why this level is chosen in this study. When the level of significance is lower 

than p-value, hypothesis will be rejected and in a case if p-value is lower than level of 

significance, hypothesis will be accepted (StatiDirect, 2016). Moreover, in our case we 



39 

 

have used mix of five and seven point Likert scale, thus, the “standardized coefficient” 

(Beta) is value we use for the analysis. 

 

After running a regression analysis we have gotten regression coefficient for the 

country image of 0.401 (Beta). This means that a change in one standard deviation of 

country image would lead to a change in the intention to visit in average for 0.401 

standard deviation, in a case where all other unites remain the same. The p-value is 

statistically significant. Consequently, we can accept our hypothesis. The country 

image has a significant positive influence on intention to visit (t=5.040; p-value < 0.01). 

The relationship is positively correlated. A positive change in country image will cause 

positive change in intention to visit – that is showed with the regression coefficient, 

which is positive number. Corresponding values are displayed in Table 12. 

Regression coefficient for the social media photo-video sharing and word of mouth has 

Beta value of 0.018. Based on the regression analysis, the second hypothesis is not 

significant (t = 0.189; p – value > 0.05). Therefore, social media photo-video sharing 

and word of mouth do not have a significant moderating effect on the relationship 

between country image and intention to visit. Corresponding values are displayed in 

Table 12. 

Regression coefficient for the social media sales promotion has Beta value of - 0.095. 

Based on the regression analysis, the fourth hypothesis is not significant (t = - 1.096; 

p – value > 0.05). Therefore, social media sales promotion do not have a significant 

moderating effect on the relationship between country image and intention to visit. 

Corresponding values are displayed in Table 12. 

 

Social media sales promotion has regression coefficient of Beta= 0.183. This means if 

social media sales promotion increase for one standard deviation, this will lead to 

change in intention to visit in average for 0.183 standard deviation and it statistically 

significant (t= 2.180; p –value < 0.05), but do not have moderating effect on country 

image.  

Control variable age has regression coefficient of 0.030, and this means that for each 

one year increase in age, intention to visit increase in average for 0.030 (t=2.722; p- 

value < 0.05) in a case where all other unites remain unchanged. Further, regression 

coefficient for gender is B= 0.017. Average score on intention to visit is 0.017 higher 

for male respondents, but this difference is not statistically significant (t= 0.098; p – 
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value > 0.05). And finally, control variable nationality has regression coefficient B= -

0.302. This means average change (score) on intention to visit is 0.302 units lower for 

“Swiss” respondents compering with “no Swiss” respondents, in a case where all other 

unites remain unchanged, but this difference is not statistically significant (t= -1.748; p 

– value > 0.05). To sum up, country image, social media sales promotion and age are 

statistically significant. Their p- values are 0.000, 0.031 and 0.007 respectively. 

4.3 Results summary 

To summarised, after multiple regression analysis were applied, one hypothesis is 

accepted and two are rejected. Results show that country image has direct influence 

on intention to visit, but it is not proven moderating effect any of two moderating 

variables. This does not mean that moderating effect does not exist, but in this case it 

is not proven. More detailed interpretation of results is given in next chapter of the 

thesis. The following table presents overview into the hypotheses acceptance or 

rejection: 

 

 

Hypotheses  

H1:   Country image has a direct effect on intention to visit Accepted 

H2: Social media photo-video sharing and word of mouth 

moderate the relationship between country image and intention 

to visit 

Rejected 

H3: Social media sales promotion moderate the relationship 

between country image and intention to visit 

Rejected 

Table 13: Hypotheses acceptance/rejection 

 (Source: Own development) 
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5. Conclusion and discussion  

 

The main objective of this paper was to answer the question of the social media being 

an appropriate marketing tool to promote tourist destination. To give an answer on this 

question a study research was conducted. Using the methodology of online and offline 

questionnaire the study has examined a relationship between country image and 

intention to visit. Moreover, the study took into account social media photo and video 

sharing, social media word of mouth and social media sales promotion as moderator 

variables. The study was based on the answers of 144 randomly selected participants. 

After collecting all necessary data, the multiple regression analysis was applied. This 

has showed us statistical significance of the data and has helped us to reject or accept 

previously stated hypotheses. The main result of the research is existence of the 

positive relationship between country image and intention to visit particular country. 

This means that the better the county image, the bigger is the intention to visit that 

county and vice versa. However, our research showed that the influence of moderator 

variables on this relationship is not significant. More precisely, we had to reject all 

hypothesis regarding moderating role of social media. 

5.1 Main findings and discussion 

Due to the fact that first hypothesis is accepted, this study one more time confirmed 

importance of country image in case of tourism by proving that country image has direct 

effect on intention to visit.  

When it comes to moderation effect of social media on the relationship among country 

image and intention to visit, hypotheses are not proven, even though our findings show 

that people generally are very interested in photos and videos shared online, as well 

on comments and especially sales promotion. In general, most respondents have said 

that they enjoy watching photos and videos from all around the world shared on social 

network sites because it can give them an idea for their next tourist destination to visit 

as well as that shared photos and videos on social network sites make them think 

about destinations I have not thought about before. Mean values for those two items 

are 3.89 and 3.90 respectively, measured by five point Likert scale (from 1 to 5). Going 

further, the high level of interest is showed for posted comments online. ”Positive 

comments on social network sites influence on my desire to visit destination I have not 
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thought about before” and “I consider comments my friends and relatives made on 

social network sites to be more relevant than from people I do not know” are the high 

grated mean values, 3.64 and 3.49 respectively. Based on that, we can notice that this 

variable is not maybe statistical significant in our case, but has influence on 

respondents’ opinion. And finally, it is confirmed respondents are price sensitive. Items 

“price is an important factor that influence on my desire to go on destination I have not 

though about going before” and “this special offer made  me want to find out more 

information about the country” have the mean values of 3.73 and 3.63 respectively 

(see Appendix 7.10 and Appendix 7.11). 

However, applied regression analysis did not prove moderating effect any of moderator 

variables mention above. This does not mean the effect does not exist at all, but in our 

case it is not proven and it is very difficult to compare those finding with previous 

research because it is not so much done until not. This study in a way could be starting 

point for future research on social media as tool for tourism marketing for countries 

with negative images. What is proven one more time by this study (analysing means 

of single items) it is price sensitivity and high interest in electronic word of mouth. In 

his paper, Litvin et al. (2008) examined influence of electronic word of mouth and 

ranked it as “the most important source when a consumer is making a purchase 

decision”. He also pointed out that this effect is “especially important” in tourism 

industry and hospitality. Our study does not recognize word of mouth as “the most 

important” but has proved peoples’ interest in online word and as influential source of 

information. 

Further, we have controlled the effect of age, gender and nationality. The results have 

showed, only age have influence on the relation among country image and intention to 

visit, while other two demographic characteristics, age and nationality does not appear 

as significant.  

There is a growing influence of social media and some aspects of our study indicated 

that. For instance, majority of respondents have more than 301 friends on social 

network sites and in the same time they are interested in shared content online. With 

increasing number of friends, as a one consequence there is more shared content and 

thus, more possibility to attract potential tourists. As Lopez, Tano, Bulchand-Gidumal 

and Armas (2011) stated in their study, there are so many external factors that can be 
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incentives of social media usage. The incentives mentioned in the study are: 

“availability of the technology, altruism, the environment, individual predisposition and 

trust on the user’s information exchanged and written online”. Based on this study 

authors have recommended to focus on the benefits for the users: “better knowledge 

of destinations, cost savings, belonging to groups with similar interests, and fun using 

the tools”. Moreover, that have pointed out on the importance of the tourist’s voice and 

“to listen constantly to the tourists’ contributions in the social media in order to 

participate and respond immediately to suggestions, needs and queries, thus 

increasing the perception of the functional utility”. The last recommendation shows that 

the influence of the social media has been growing, but it also depends on the tourists 

and their perception of the concrete case. It is a two-way street, and from the usage of 

the social media both demand and supply side can benefit.  

5.2 Implications 

Even though our moderator variables failed to be accepted, we have to be careful when 

talking about implications of the study. The reasoning between these arguments is the 

importance of the social media role in tourism in general, what is explained in the 

second chapter of the thesis by presenting the previous research and explaining the 

social media role in tourism. Moreover, analysing descriptive statistics it is obvious 

peoples’ interest in this kind of content shared online. Based on descriptive statistic 

and main values for items, it is clear that people are interested in content shared online, 

in comments and sales promotion and this cannot be put on a side. Tourism marketers 

have to find a way to exploit it. Moreover, the results of our study found sales promotion 

to be the most interesting for social network users and this finding shows price 

sensitivity of respondents. Special offers for traveling to destinations in countries with 

negative images may be one of the most useful promotional tools for attracting 

potential tourists. Price appears to be a very important factor while selecting the 

destination and using special offers like discounts on weekend trips or wining the free 

trip, it is possible to increase number of new visitors.  

Researches need to keep examining the best way how to use social media for tourism 

promotion, not only for popular destinations but move step forward and use it for not 

so popular destinations, which is main idea behind this study  
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5.3 Limitations and future research 

Due to the limited resources (both financial and time resources) this study has several 

limitations and these will be discussed in the following section in order to help future 

researches to fill the existing research gap while using some of the findings of this 

research.  

Firstly, this research study and its results are based on the participation of relatively 

small number of respondents. Taking into account the sample size the external validity 

of the study can be limited. Larger sample means more accurate results, due to the 

fact that data in larger samples are normally distributed and hence reflect the opinion 

of the population and not only the sample. Therefore, future researchers should 

increase the sample size which will help them gather more accurate data and 

consequently, it will help generalizing findings of the research study on the topic.  

Secondly, even though the sample should be randomly selected, it would be useful to 

focus more on the participants’ nationality. In this research study the majority of 

respondents were from Switzerland due to the fact that that study was conducted in 

this country. However, if the same research was carried out in some other country it 

might have given different results. Including more non-Swiss participants will improve 

external validity of the study. Furthermore, this study used age and gender as control 

variables. To improve the relevance of findings some other variables such as education 

or marital status could be used in a regression analysis. The model could also be 

improved by adding new moderating variables, such as impact travel groups creation 

on social network sites, then price of the service and willingness to pay for it. 

Another recommendation would be to test separately moderating effect of the shared 

photos, shared videos or posted comments online. For instance, photo sharing can 

have moderating effect while video sharing does not have any effect or vice versa. 

Testing moderating effect of these variables separately would show the influence of 

each variable. 

Finally, future research should consider further development of the questionnaire. The 

majority of questions/statements were developed by the author of the thesis, and it 

might be possible to improve future studies and their findings by expanding the existing 

questionnaire and thus collecting and processing more data. 
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Taking into account availability of the new technology, as well as the increasing number 

of social media users, future studies should pay more attention on the influence of 

social media on tourism, with special focus on countries with negative images. There 

are a number of opportunities for marketers to extend the knowledge about social 

media influence on tourism. Consequently, it would be possible to find the right way 

for the tourism marketers to approach tourists more efficiently.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



46 

 

6. Bibliography 

Alvarez, M. D., & Campo, S. (2014). The influence of political conflicts on country 

image and intention to visit: A study of Israel's image. Tourism Management, 

40, 70-78. 

Amaro, S., & Duarte, P. (2015). An integrative model of consumers' intentions to 

purchase travel online. Tourism Management, 46, 64-79. 

Assante, L. M., Sukalakamala, S., Wen, H. I., & Knudson, D. A. (2014). Identifying 

optimal communication mix for strategic destination image formation: A case 

study of Austria. Journal of Management and Marketing Research, -, 1-15. 

Auruskeviciene, V., Pundziene, A., Skudiene, V., Gripsrud, G., Nes, E. B., & Olsson, 

U. H. (2010). Change of attitudes and country image after hosting major sport 

events. Inzinerine Ekonomika-Engineering Economics, -, 53-59. 

Bangkok University International College. (2015). What is public relations. Retrieved 

from Principles of Public Relations and Advertising: 

http://elearning.bu.ac.th/mua/course/ica112/pr/definition.html 

Bashar, A., Ahmad, I., & Wasiq, M. (2012). Effectiveness of social media as a 

marketing tool: An empirical study. International Journal of Marketing, Financial 

Services & Management Research, 1 , 89-99. 

Beerli, A., & Martin, J. D. (2004). Factors influencing destination image. Annals of 

Tourism Research, 31, 657-681. 

Bloom Consulting. (2015). Country brand ranking. Retrieved from http://www.bloom-

consulting.com/pdf/rankings/Bloom_Consulting_Country_Brand_Ranking_Tou

rism.pdf 

Buckley, R., Gretzel, U., Scott, D., Weaver, D., & Becken, S. (2015). Tourism 

megatrends. Toursim Recreation Research, 40, 59-70. 

Buhalis, D., & Law, R. (2008). Progress in information technology and tourism 

management: 20 years on and 10 years after the Internet - The state of 

eTourism research. Tourism Management, 29, 609-623. 



47 

 

Business Dictionary. (2016). Control variable. Retrieved from Busines Dictionary: 

http://www.businessdictionary.com/definition/control-variable.html 

Campo, S., & Alvarez, M. D. (2014). Can torusim promotions influence a country's 

negative image? An experimetnal study on Israel's image. Current Issues in 

Tourism, -, 201-219. 

Carlos, B., Da Silva, R., & Salgueiro, F. (2014). The direct and indirect impact of 

country personality on behavioral intentions for traveling: the full mediation 

effect of the affective country image. International Journal of Business and 

Economic Development (IJBED), 2 , 1-12. 

Chen, H.-T., & Lin, T.-W. (2012). How a 3D itinerary promotion affect consumers' 

intention to purchase a tour product? Information Technology Journal, 11, 1357-

1368. 

Constantinides, E. (2014). Foundations of social media marketing. Procedia - Social 

and Behavioral Sciences, 148, 40-57. 

Dhunna, M., Chakrabarti, P., Katiyar, R., Mallick, S., & Harish, V. (2012, December 

12). Marketing promotion: Concept, objectives and tools. Retrieved from 

SlideShare: http://de.slideshare.net/vdotharish/promotion-concept-objectives-

and-tools 

Di Marino, E. (2008). Thw strategic dimension of destination image. An analysis of the 

French riviera image from the Italian toursts' perceptions. (Tesi di dottorato). 

Unpublished, 1-129. 

Duggan, M. (2013, October 28). Photo and video sharing grow online. Retrieved from 

Pew Research Center: http://www.pewinternet.org/2013/10/28/photo-and-

video-sharing-grow-online/ 

Eisingerich, A. B., Chun, H. H., Liu, Y., Jia, H. M., & Bell, S. J. (2015). Why recommend 

a brand face-to-face but not on Facebook? How word-of-mouth on online social 

sites differs from traditional word-of-mouth. Journal of Consumer Psychology, 

25, 120-128. 



48 

 

Esu, B. B., & Ebitu, E. (2010). Promoting an emerging tourism destination. Global 

Journal of Management and Business Research, 21, 21-27. 

Evans, J. R., & Mathur, A. (2005). The value of online surveys. Internet Reserach, 15, 

195-219. 

Fan, Y., & Shahani, A. (2014). Country image of Pakistan: A preliminary study. 

International Journal of Tourism Research, -, 1-8. 

Faryabi, M., Fesaghandis, K. S., & Saed, M. (2015). Brand name, sales promotion and 

consumers' online purchase intention for cell-phone brands. International 

Journal of Marketing Studies, 7, 167-179. 

Fereira Lopes, S. D. (2011). Destination image: Origins, developements and 

implications. Revista de Turismo y Patrimonio Cultural, 9, 305-315. 

Gibson, H. J., Qi, C. X., & Zhang, J. J. (2008). Destination image and intention to visit 

China and the 2008 Beijing Olympic Games. Journal of Sport Management, 22, 

427-450. 

Giraldi, J. E., Ikeda, A. A., & Campomar, M. C. (2011). Reasons for country image 

evaluation: A study on China image from a Brazilian perspective. Journal of 

Database Marketing & Customer Strategy Management, 18, 97-107. 

Hanna, R., Rohm, A., & Crittenden, V. L. (2011). We're all connected: The power of 

the social media ecosystem. Business Horizons, 54, 265-273. 

Jaafar, S. N., Lalp, P. E., & Naba, M. M. (2012). Consumers' perceptions, attitudes and 

purchase intention towards private label food products in Malaysia. Asian 

Journal of Business and Management Sciences, 2, 73-90. 

Jalilvand, M. R., Samiei, N., Dini, B., & Monzari, P. Y. (2012). Examining the structural 

relationships of electornic word of mouth, destination image, tourist attitude 

toward destination and travel intention: An integrated approach. Journal of 

Destination Marketing and Management, 1, 134-143. 

Jenes, B., & Malota, E. (2009). Measuring Country Image - Theory and Practice. 8th 

International Marketing Trends Congress, (pp. 16-17). Paris. 



49 

 

Kumar, P., Kumar, V., & Mishra, J. M. (2015). Social media: A tool for toursim 

marketing. International Research Journal of Business and Management - 

IRJBM, 3, 1-6. 

Laroche, M., Papadopoulos, N., Heslop, L., & Bergeron, J. (2003). Effects of 

subcultural differences on country and product evaluations. Journal of 

Consumer behaviour, 2, 232-247. 

Leonidio, U. d., Montezano, R. M., & Carvalho, F. A. (2011). Evaluation of perceived 

quality of the website of an online bookstore: An empirical application of the 

barnes and vidgen model. Journal of Information Systems and Technology 

Management, -, 109-130. 

libweb. (2015). Module 9: Introduction to research. Retrieved from 

http://libweb.surrey.ac.uk/library/skills/Introduction%20to%20Research%20an

d%20Managing%20Information%20Leicester/page_51.htm 

Lichtenstein, D. R., Ridgway, N. M., & Netemeyer, R. G. (1993). Price perceptions and 

consumer shopping behaviour: A field study. Journal of Marketing Research, 

30, 234-245. 

Litvin, S. W., Goldsmith, R. E., & Pan, B. (2008). Electronic word-of-mouth in hospitality 

and tourism management. Tourism Management, 29, 458-468. 

Lopez, E. P., Tano, D. G., Bulchand-Gidumal, J., & Armas, R. J. (2011). Intentions to 

use social media in organizing and taking vacation trips. Computers in Human 

Behavior, 27, 1-36. 

Losby, J., & Wetmore, A. (2012, February 14). Using Likert scales in evaluation survey 

work. Retrieved from 

http://www.cdc.gov/dhdsp/pubs/docs/cb_february_14_2012.pdf 

Maher, A. A., & Carter, L. L. (2011). The affective and cognitive components of country 

image. Perceptions of American products in Kuwait. International Marketing 

Review, 559-580. 

Mangold, G. W., & Faulds, D. J. (2009). Social media: The new hybrid element of the 

promotion mix. Business Horizons, 52, 357-365. 



50 

 

Marchiori, E., & Onder, I. (2015). Reframing the image of a destination: A pre-post 

study on social media exposure. In I. Tussyadiah, & A. Inversini, Information 

and communication technologies in tourism 2015 (pp. 335-347). Springer 

International Publishing. 

Marshalls, M. N. (2007). Country image and its effects in promoting a tourist destinaton: 

Case study South Africa. (Master's Thesis). Blekinge Institute of Technology 

(BTH). 

Martin, I. M., & Eroglu, S. (1993). Measuring a multi-dimensional construct: Country 

image. Journal of Business Research, 28, 191-210. 

Nadaraja, R., & Yazdanifard, R. (2013). Social media marketing: Advantages and 

disadvantages. Research Gate, 1-10. 

Nayem, N. H. (2013, Juli 10). The promotion MIX. Retrieved from SlideShare: 

http://de.slideshare.net/nayemulhasannayem/the-promotion-

mix?next_slideshow=3 

Nghiem-Phu, B. (2014). A comparative study on the images of Malaysia and Thailand 

as perceived by Japanese undergraduate students. International Research 

Journal, 1, 147-167. 

Panayides, P. (2013). Coefficient Alpha: Interpret with caution. Europe's Journal of 

Psychology, 9, 687-696. 

Pikic, A. (2011, October 24). Metodologija anketnog istrazivanja. Retrieved from 

Academia: 

https://www.academia.edu/1194241/Metodologija_anketnog_istra%C5%A3iva

nja 

Same, S., & Solarte-Vasquez, M. C. (2014). Country branding and country image: 

Insights, challenges and prospects. The case of Estonia. Baltic Journal of 

European Studies, 4, 137-165. 

Singh, J. (2015, December 15). How social media helps in establishing your brand in 

the virtual world? Retrieved from EBRIKS: http://www.ebriks.com/blog/how-

social-media-helps-in-establishing-your-brand-in-the-virtual-world/ 



51 

 

Social Science Research & Instructional Center. (2016). Chapter 3 -- Introducing a 

control variable (multivariate analysis). Retrieved from SSRIC: 

http://www.ssric.org/trd/modules/siss/chapter3 

StatiDirect. (2016, January). P values. Retrieved from Statistical Help: 

http://www.statsdirect.com/help/default.htm#basics/p_values.htm 

Statista. (2015, September 19). Statistics and facts on the global tourism industry. 

Retrieved from http://www.statista.com/topics/962/global-tourism/ 

Statista. (2015a, December 15). Leading social networks worldwide as of November 

2015, renked by number of active users. Retrieved from 

http://www.statista.com/statistics/272014/global-social-networks-ranked-by-

number-of-users/ 

Statista. (2015b, December 21). Number of social network users worldwide from 2010-

2018. Retrieved from http://www.statista.com/statistics/278414/number-of-

worldwide-social-network-users/ 

Statistics Solutions. (2015). What is multiple linear regression? Retrieved from 

Statistics Solutions: http://www.statisticssolutions.com/what-is-multiple-linear-

regression/ 

Streiner, D. L. (2003). Starting at the begining: An introduction to Coefficient Alpha and 

internal consistency. Journal of Personality Assessment, 80, 99-103. 

Tse, D. K., & Lee, W.-n. (1993). Removing negative country images: Effects of 

decomposition, branding, and product experience. Journal of International 

Marketing, 1, 25-48. 

Vanek, C. (2012, April 24). Likert scale - what is it? When to usi it? How to analyze it? 

Retrieved from Survey Gizmo: https://www.surveygizmo.com/survey-blog/likert-

scale-what-is-it-how-to-analyze-it-and-when-to-use-it/ 

World Tourism Organization. (2015). UNWTO Tourism Highlights. UNWTO. Retrieved 

from http://www.e-unwto.org/doi/pdf/10.18111/9789284416899 

Yale Universtiy. (2016). ANOVA for regression. Retrieved from Yale University: 

http://www.stat.yale.edu/Courses/1997-98/101/anovareg.htm 



52 

 

Ye, L. R., & Zhang, H.-h. (2014). Sales promotion and purchasing intention: Applying 

the technology acceptance model in consumer-to-consumer marketplaces. 

International Journal of Business, Humanities and Technology, 4, 1-5. 

Zeugner-Roth, K., & Zabkar, V. (2015). Bridging the gap between country and 

destination image: Assessing common factes and their predictive validity. 

Journal of Business Research, 68, 1844-1853. 

Zhang, D. (2014). Challenges in marketing strategy of online travel booking industry in 

China: A case study of Ctrip.com and Qunar.com. (Master's Thesis). Halmstad 

University. 

Zhang, H., Xu, F., Leung, H. H., & Cai, L. A. (2015). The influence of destination-

country image on prospective tourists' visit intention: Testing three competing 

models. Asia Pacific Journal of Tourism Research, -, 1-25. 

Zwitch, R. (2013, Jun 29). What is the difference between R-squared and Adjusted R- 

Squared? Retrieved from Quora: https://www.quora.com/What-is-the-

difference-between-R-squared-and-Adjusted-R-squared 

 

 

 

 

 

 

 

 

 

 



53 

 

7. Appendices 

 

Appendix 7.1 - Correlation matrix for items (Source: SPSS output) 
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Appendix 7.2 -  Anti-image correlation matrix (Source: SPSS output) 
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Appendix 7.3 – KMO and Bartlett’s test (Source: SPSS output) 

 

 

Appendix 7.4 – Explained variance (Source: SPSS output) 

 

 



56 

 

Appendix 7.5 – Scree plot (Source: SPSS output) 

 

 

Appendix 7.6 – Pattern matrix (Source: SPSS output) 
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Appendix 7.7 – Respondents‘ gender (Source: SPSS output) 

 

 

 

Appendix 7.8 – How often respondents‘ travel  (Source: SPSS output) 

 

 

 

Appendix 7.9 – Respondents‘ spending on travelling (Source: SPSS output) 
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Appendix 7.10 - Descriptive statistic for social media sales promotion (Source: SPSS output) 

No Items Mean SD N 

dim1 I am attracted to special offers regarding travel to different 
destinations 

3.47 1.017 144 

dim2 Price is an important factor that influence on my desire to go 
on a destination I have not thought about going before 

3.73 .984 144 

dim3 This special offer made me want to find out more information 
about the country 

3.63 .981 144 

dim4 This special offer makes me want to check out the tour web 
site 

3.36 .980 144 

dim5 This special offer increases my willingness to purchase the 
tour 

3.24 .939 144 

 

 

Appendix 7.11 - Descriptive statistics for social media photo-video sharing and social media 

word of mouth (Source: SPSS output) 

No Items Mean SD N 

dim1 I enjoy watching photos and videos from all around the world 
shared on social network sites because it can give me an 
idea for my next tourist destination to visit 
 

3.89 0.940 144 

dim2 I consider comments on social network sites to be a relevant 
source of information about destination 
 

3.36 0.943 144 

dim3 Shared photos and videos on social network sites make me 
think about destinations I have not thought about before 
 

3.90 0.906 144 

dim4 I have already changed my opinion about destination after 
reading comments on social network sites 
 

3.08 1.038 144 

dim5 Shared photos and videos on social network sites, make me 
want to visit attractions I have already seen in these photos 
and videos 
 

3.67 0.922 144 

dim6 Positive comments on social network sites influence on my 
desire to visit destination I have not thought about before 
 

3.64 0.921 144 

dim7 Shared photos and videos make me want to find out more 
information about destination in question 
 

3.78 0.812 144 

dim8 I am not interested in photos and videos shared on social 
network sites 
 

2.08 1.048 144 

dim9 I do not pay attention on the other people's positive 
comments on social network sites 
 

2.33 1.010 144 
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Appendix 7.12 – Questionnaire (Source: Own development) 
 
 
 
Dear participants, 
 
The following survey is a part of my master studies at the University of Fribourg. I am conducting a 
study in the area of Marketing. In order to complete this study, I would like to invite you to fill in the 
questionnaire below. There are no right or wrong answers, you just need to give your sincere 
responses. This questionnaire will take you approximately 7 minutes to fill in and all of your answers 
will be treated anonymously.  
 
Thank you for your cooperation! 
 
 
1. Have you ever used social network sites (i.e. Facebook, Instagram, Twitter, LinkedIn etc.)?    

 YES        Please go to question 2 

 NO         Please do not complete this questionnaire, because it is focused on social  
network users 
 
 

2. Here we would like to find out what do you think about Serbia. Please indicate your agreement 
with the following statements. 
 
 

 
Strongly 
disagree 

Disagree 
Do not 

agree nor 
disagree 

Agree 
Strongly 

agree 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 

 1 2 3 4 5 
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3. Imagine the following situation:  

 
You are online on one of the social network sites (i.e. Facebook, Instagram, LinkedIn, Twitter, etc.). 
While scrolling down the page, you have noticed beautiful photos or videos of nature, cities, 
festivals, you have read many positive comments about food, people and history from others who 
have visited country on this videos/photos. Nevertheless, this is opposite to from what you have 
known about this country before. Please, indicate your agreement with the following statements 
considering described situation. 
 
 

 
Strongly 
disagree 

Disagree 
Do not 

agree nor 
disagree 

Agree 
Strongly 

agree 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 
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4. Imagine the following situation:  
 
You are online on one of the social networks sites (i.e. Facebook, Instagram, LinkedIn, Twitter, 
etc.). While scrolling down the page, you have noticed a post about 50% discount on a weekend 
trip to country you have not thought about before.  Please, indicate your agreement with the 
following statements considering the described situation. 
  
 

 
Strongly 
disagree 

Disagree 
Do not 

agree nor 
disagree 

Agree 
Strongly 

agree 

 

1 2 3 4 5 

 

1 2 3 4 5 

 

1 2 3 4 5 

 
1 2 3 4 5 

 
1 2 3 4 5 

 
1 2 3 4 5 
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5. Below are listed some statements which refer to intention to visit Serbia as tourist destination. Please 
indicate your agreement with the following statements. 

 
 

 

Do 
not 

agree 
at all 

Strongly 
disagree 

Disagree 

Do not 
agree 
nor 

disagree 

Agree 
Strongly 

agree 
Totally 
agree 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 

1 2 3 4 5 6 7 

 
6. To finish, we would be very grateful if you could answer a few personal questions: 

1. What is your gender? 

 Female 

 Male 
2. How old are you?  ______________ 
3. What is your nationality? _________________ 
4. What is your professional occupation? Please circle one answer. 

 Student 

 Employee 

 Self-employed 

 Retried 

 Other 
5. How often do you travel outside the country (in a year)? __________________ 
6. How much do you spend on travel per year (approx.)? __________________________ 
7. Approximately, how many friends do you have on your social network sites? Please circle one answer. 

 Less than 100        

 101 – 200   

 201 – 300  

 301 and more   
 
Thank you for completing this questionnaire and for participating in this study! 
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