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ABSTRACT

The tourism sector is one of the major vehicles of cultural, social and financial development
globally. The sector’s competitive nature is forcing tourism destinations to continuously look for
new ways to attract and maintain visitors, especially international visitors to drive economic
growth. To maintain global competitiveness, countries and destinations are developing sustainable
attractiveness outlook through a more visitor-centric approach. This is being achieved through
segment-focused marketing where specific targets are being catered for uniquely. One way of
achieving tourism success is through generational theory (by defining generational
cohorts/segments) and specific destination loyalty paths. This thesis presents an elaborate
understanding of the predictors of destination attractiveness, satisfaction and attachment of
international visitors and the paths to visitors’ loyalty. It further elucidates how generational
cohorts explain tourists satisfaction, destination trust and destination attachment with South Africa

as the destination.

The study’s methodology comprised quantitative survey research, with data collected from
390 international visitors to South Africa in quarter four of 2019 (before the lockdown). The
comprehensive integrated model was tested and analysed through a two-stage method via
structural equation modelling using Mplus. The findings were that destination image does not
influence trust and loyalty, but negatively influences satisfaction. Additionally, push-pull
motivation elements had a varied effect on destination trust and satisfaction. Visitors” experience
was found to influence both satisfaction and loyalty positively. Visitors’ satisfaction influenced
trust positively but not attachment, while destination trust was positively linked with destination
attachment and destination attachment positively related with destination loyalty. Lastly, the study
found that the young and older adult visitors differ in terms of relationships such as destination
image and satisfaction, and satisfaction and attachment. In both cohorts, the study found no
difference in terms of image and trust, the push and pull factors; satisfaction and loyalty; and trust

and destination attachment.

The thesis offers a significant contribution in terms of theory by offering theoretical
understanding of the complex relationship among pull and push factors towards tourism
destination, destination trust, image, attachment, satisfaction and visitors’ experience and loyalty

in a context considered one of the top destinations in Africa. The study further offers a theoretical



and empirical understanding of how generational cohorts explain the cognitive, motivation and
affective behaviours of tourism visitors. This study shares relevant insights on the relationship
between push and pull motivation and trust, which will help the tourism destination managers and
marketers to identify what motivates different segments to develop destination attachment and
loyalty towards the destination. Lastly, the study is one of the first comprehensive researches into
various aspects of destination loyalty and attachment with a specific focus on a strong African

tourism destination.

Keywords: Push-pull motivations; cognitive knowledge; affective outcomes; destination

attractiveness; international visitors’ loyalty; generational cohort.
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CHAPTER ONE: INTRODUCTION

1.1 Introduction

Tourism globally is growing and increasingly creating intense competition among tourism
destinations (Liu, 2019). According to the United Nations World Tourism Organisation (UNWTO)
World Tourism Barometer (2020), international visitor arrivals worldwide grew by 3.8% in 2019
with an estimation of 1.5 billion international arrivals worldwide. The tourism sector has a
significant role in improving the economic growth of a country as it represents one of the prime
economic trades in the world and an important aspect in international commerce, also serving as
one of the main revenue sources for numerous countries, especially developing countries (Ferreira
& Perks, 2016). For the past decade, tourism has experienced continuous growth with 2019 serving
as the tenth consecutive year of sustained development, making it one of the fastest growing
economic sectors worldwide (World Tourism Barometer - UNWTO, 2020). According to
UNWTO (2017), the Americas, the Middle East and the Asia-Pacific region tourism contributed

US$ 1.22 billion in income including Europe and Africa towards the global tourism revenue.

Ferreira and Perks (2016) report that Africa’s tourism sector has grown since the end of
World War 1l in 1945 and commercial airlines have enabled easier and less expensive travel.
Tourists have frequented Africa to enjoy various experiences including natural wonders and
cultural landmarks. According to the South African Tourism annual report (2017/2018), South
Africa, Kenya, Zimbabwe, Morocco, Tunisia and Egypt are reported to be the most
popular countries for mass tourism (SA Tourism annual report, 2017/2018). However, during the
past decade (2009-2019), a decline has been witnessed in the volumes of tourists visiting the
African countries and South Africa is not an exception. Tourism is one of the most vibrant and
important industries of the South African economy (SA Tourism annual report, 2017). The Travel
& Tourism Competitiveness Report (2019) notes that in 2018, the tourism industry helped generate
10.4% of world gross domestic product (GDP). In Sub-Saharan Africa, the tourism index showed
that Mauritius, Seychelles and South Africa ranked above the global average on the index with
international visitor arrivals and receipt growth towards tourism (The Travel & Tourism

Competitiveness Report, 2019).



In South Africa tourism contributed 1.5 million jobs and R425.8 billion to the economy in 2018.
This signifies 8.6% of all economic action in South Africa (South African Tourism, 2020). The
World Travel and Tourism Council (WTTC) (2020) stated that in 2019, there was a decrease in
the input of travel and tourism to GDP by 7.0%, which is -1.6% from 2018, and the total
contribution of global employment was 9.1%. With the global tourism sector growing, the situation
in South Africa calls for urgent attention to address any further decline and to avert the dire
consequences in terms of jobs, income and economic growth. In March 2018, at the 2018
International Travel Trade Show in Germany, the chief executive officer of South African
Tourism, Miss Sisa Ntshona, was quoted as affirming that tourism is indispensably significant to
the South African economy and that the industry should be cultivated for sustainable and
comprehensive growth (Statistics SA, 2019). Statistics SA (2019) stated that the tourism sector is
a greater contributor than agriculture, but minor in comparison to other sectors such as mining and
construction in South Africa (Statistics SA, 2019). In the Sub-Sahara Africa Pillar Performance
2019, South Africa ranked 23" globally at the cultural, resources and business travel level, with
price improvement as one of the competitiveness advantages and attractions of visitors towards

the destination (The Travel and Tourism Competitiveness Report, 2019).

For South Africa to continuously be a key player in the global tourism landscape and thrive
in the increasing competitive nature of the sector globally, there must be the development of
sustainable competitive advantage through a more visitor-centric approach going forward.

As suggested by Kresi¢ and Prebezac (2011), understanding the requirements for success
in the tourism industry has become a make or break issue for several economies, especially in
developing countries. Tourism destinations should therefore be ground-breaking and continuously
strive for new sources of relative advantages in the form of tourism motivations and resources and
through satisfactory destination marketing (DM) and management approaches. Destination
marketing is gradually becoming the pillar of the sustainability and future development of tourism
destinations in a competitive and globalised market (Pike & Page, 2014). Ashworth and Page
(2011) acknowledged that DM is the main element in creating a highly competitive advantage in
the tourism sector. Therefore, attracting international visitors to the destination and establishing
destination attachment and loyalty through increasing trust and satisfaction of the tourists (Pike &

Page, 2014) should be the core focus for destination managers. Avraham (2016) described DM as
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a visitor-centred method for the cultural and economic growth of a destination which balances and

incorporates the benefits of tourists, municipalities and service providers.

Several authors including Tessitore, Pandelaere and Van Kerckhove (2014) and Kaur,
Chauhan and Medury (2016) focused on the presence of a destination (India) in audio-visual media
as a plan to promote a tourist destination and destination image using correspondence analysis in
India. Furthermore, Ramseook-Munhurrun, Seebaluck and Naidoo (2015) suggested that DM
helps to enhance the image and experience or cognitive knowledge of visitors towards the
destination and builds affective outcomes of visitors. This in turn increases tourism sector income

and employability and increases the GDP of the countries (Ramseook-Munhurrun et al., 2015).

On the other hand, for a nation’s tourism sector to survive and become competitive, it needs
to be sustainable (Ferreira & Perks, 2016). Ferreira and Perks (2016) argue that for sustainable
tourism to occur, there should be a consideration of future and present economic, environmental
and social impacts which address the needs of visitors, the industry, local communities and the
environment. Liu (2019) further mentioned that certain factors are required for the sustenance of
a tourism destination; these include destination attractiveness factors such as images,
accommodations, infrastructures and transportation (environment) which will influence

international tourists’ decisions with regard to a destination.

The implementation of DM strategies can lead to tourism attractiveness and provide a
competitive advantage, which in turn provides long-term sustainable tourism development and
growth for the destination (Kresi¢ & Prebezac, 2011). To be successful on the international tourism
market, the overall attractiveness of the destination needs to be equal to or higher than the
attractiveness of its rivalries (Reitsamer, Brunner-Sperdin & Stockburger-Sauer, 2016). A study
conducted by Prayag, Hosany and Soscia (2014) examined the impact of destination attractiveness
such as the relationship between attachment and visitors’ motivation to travel. Reitsamer et al.
(2016) focused their study on exploring the cognitive, personified side of location attachment and
its motivating factors for destination attachment to arise towards the destination. Reitsamer et al.
(2016) found that factors for destination attractiveness take into account aspects such as access,

amenities and local communities. These factors significantly impact tourists’ perceptive



evaluations of the destination. The above suggests that there are some key features that drive

travellers to a particular destination, of which attractiveness is critically important.

The concept of loyalty is increasingly being recognised in marketing literature as one of
the crucial factors that enhance product, brand and organisational success (Do Valle, Silva,
Mendes & Guerreiro, 2016). According to Ezeudujib and Mhlongo (2019), there is a connection
between satisfaction, loyalty and profitability. Working with loyal customers minimises costs
associated with recruiting customers, customer price sensitivity and servicing costs. Rajesh (2013)
posited that overall, visitors’ loyalty is affected by the perceptions that tourist have about the
particular location image as well as their overall satisfaction with the conditions of the destination.
This study sets out to investigate the cognitive, affective and motivation factors influencing
international visitors’ loyalty to a destination from a destination-attractiveness standpoint. The
study also focuses on visitors’ attractions in creating distinctive DM, sustainability and
attractiveness to international visitors towards visiting one of the main Sub-Saharan tourism

markets, South Africa (The Travel & Tourism Competitiveness Report, 2019).

Guedes (2017) suggested that segmenting a market is an important tool in studying
consumer behaviour, as in so doing it classifies homogenous clusters of individuals who share like
physiognomies who finally respond to the same marketing methods from the sample. According
to Li et al., (2013: p.148), “one of the most common and useful ways to classify any population is
by the ages of the individuals who comprise it or, more broadly, by generational groups that are
distinct not only in terms of their ages, but by the common events that helped shape their lives”.
One of the most effective ways of DM effectiveness is to segment the tourism market into
homogenous groups for which marketing activities will be targeted, thereby assisting to provide
for the different needs of the market and facilitate the building of a loyal customer base. In this
study, generational theory is drawn upon with the assertion made that generational cohorts, that is,
different generations will have different perspectives regarding what attracts them to a destination.
According to Li et al., “Generational theory is a vibrant, socio-cultural theoretical context that
identifies forms at a cumulative level across the generational groups, rather than for individuals”
(Li et al., 2013). Li et al. (2013) further stated that generational analysis can be beneficial in
understanding international visitors® trust, satisfaction and attachment (tourism attitudes,

preferences and behaviours) with regard to their loyalty towards South Africa as a tourism
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destination. According to Guedes (2017) and generational theory (GT), participants of each cohort
are distinct in relation to their beliefs, personalities, values, benefits and expectations (Guedes,
2017; Raunio, 2014) and therefore will be attracted by different things. The way in which young
adults will look at a destination means that their trust, satisfaction and attachment to a destination
might be different to that of older adults. Destination image and visitors’ experience are different
but related concepts (Chen & Phou, 2013; Pavli¢, 2013), destination image involves subjective
knowledge of a destination such as exotic, developed, expensive or emotional thoughts a visitor
or group might have towards a destination, while visitors experience refers to the process of
evaluating the actual experience against previous expectations and revisiting the destination in the
future (Lekovi¢, Tomic, Maric & Curcic, 2020). The cognitive knowledge (image and experience)
is said to be an antecedent of the affective outcome (satisfaction, trust, and attachment) due to
visitors” evaluation responses shoot from their acquaintance with the particular tourism destination
such as loyalty, recommendation) (Lekovi¢ et al., 2020). Finally, the combination of cognitive,
motivation (push and pull) and affective can produce a general behavioural outcome related to the
positive or negative evaluation of the detention- the behavioural outcome (Pavli¢, 2013). Given
the importance of the attractiveness of South Africa as a visitor destination to visitors generally,
the current study further aims to examine the effectiveness of cognitive, affective and motivation
factors that determine international visitors’ generational cohorts’ loyalty towards South Africa as

a tourism destination to achieve better results.

1.2 Identification of Research Gaps and Problem Statement

According to Tourism South Africa (2018), tourism plays a vital role in placing the South
African economy on a sustainable comprehensive growth trajectory. Since 2017, the tourism sector
has experienced some turbulence such as crime rate for murder, assaults, rape, and political
instability and climate change (Climate change SA, 2019) resulting in the decrease in the number
of international visitors (Henama, 2018). The global turbulence in the tourism sector is posing a
huge risk to the South African economy (Tourism South Africa 2018). Considering the important
role it plays in terms of employment and GDP contribution, it is imperative to investigate how the
industry can keep attracting tourists and maintain a sustainable growth trajectory. With 1.5 million
persons employed by the sector and with a 9.1% GDP contribution (Richardson, 2020), the growth



of the sector is not just of academic importance but of a critical national importance as well.
Nonetheless, at the 2019 SONA, the President Cyril Ramaphosa announced that the tourism sector
is facing a challenge of growing the current tourism levels to reach the goal of 21 million tourist
arrivals by 2030 and that they require a new growth approach to achieve the 4.5 million additional
visitors arrivals to achieve the required goal (State of the Nation Address, 2019). This makes
research into the possible growth avenues even more crucial. The downward slide of the sector’s
growth is worrying considering the precarious nature of the South African economy currently
(State of the Nation Address, 2019). Since the sector has the potential of kick-starting the economic
revival of the economy, the current study is motivated by the need to understand how international
tourists’ attraction towards South Africa will be revived and grow, and for such customers to
develop an attachment and loyalty towards the South African brand as the preferred tourism
destination. The public entity, Brand South Africa, is commissioned by the South African
government to project a positive image of the country internationally and their planned strategies
were to revitalise the “We Do Tourism” and “Welcome” campaign through delivering competitive
brand and visitors experience which is yet to be revitalised (Brand South Africa Trust, 2018).
Hence, this study aims to develop an understanding of the customer dynamics, the broad segments
and the behavioural patterns of international tourists in order to inform the strategic development
of various stakeholders charged with the responsibility to ensure the growth and sustainability of
the sector. This study, therefore, is of prime national importance and empirically relevant, as the
previous studies on Sub-Saharan tourism have lacked in-depth empirical research of this nature
(Haarhoff & Klerk, 2019; Reitsamer et al., 2016; Schoeman, 2016).

The focus of tourism as a business is to continuously meet the expectations and ever-
changing needs of especially international visitors’ satisfaction, safety and security (trust) which
would, in turn, lead to visitors’ destination attachment and visitors’ loyalty. This could lead to
making tourism a dynamic and sustainable industry, which will require the ability to understand
the different generational cohorts’ behaviours in travelling. Augustine (2017) asserts that the
decline in tourism is usually a result of tourists’ dissatisfaction as destinations do not meet their

needs and expectations, which results in non-sustenance and loss of competitive advantage.

Several studies in the global framework have examined destination attractiveness in the
tourism sector (Formica & Uysal, 2006; Reitsamer et al., 2016; Truong, Lenglet, & Mothe, 2017).
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For example, Formica and Uysal (2006) in their study on destination attractiveness was based on
supply and demand indicators (neo-classical model), acknowledge that the overall tourism
attractiveness of a destination depends on the relationship between the availability of existing
attractions and the perceived importance of such attractions. They identified tourist attraction
supply variables as tourism services and facilities, such as eating and drinking places, retail sales,
souvenir firms, hotel and motel rooms, cultural/historical, historic buildings, museums, historical
districts, civil war sites, festivals, and wineries. Truong et al. (2017) conducted a research on
destination distinctiveness: concept, measurement, and impact on tourist satisfaction and their
study suggests some influence of unique and distinctive attributes on tourist satisfaction and
behaviours. Although the importance of destination attractiveness in the tourism sector had been
recognised, (Haarhoff & Klerk, 2019) on destination South Africa: analysis of destination
awareness and image by international visitors, found out that 64.8%, of the total sample indicated
that they had considered an alternative destination due to crimes and corruptions; only few
attempts are also made to categorise the attributes that are crucial to destinations and investigate
their magnitude and contribution to destination attractiveness (Ariya, Wishitemi, & Sitati., 2017),
so far there has not been sufficient investigation carried out to test the various tourist segments and
the combination strength of international tourists’ typical attributes such as cognitive values,

motivations or tourism experiences at the tourism destination hence the gap.

The authors offered proof of the role of place-based typical characteristics in determining
visitors’ destination satisfaction. Furthermore, the authors assert that exclusive and distinctive
features add to visitors’ future behaviours in their intention to return to the destination and that
cognitive-affective behaviours have not been properly ascertained, as to whether these behaviours
have any effect on visitors’ motivation, experiences and images towards and of the destination
(Truong et al., 2017). Therefore, the perceptions and values of certain groups are believed to reflect
societal trends because of shared experiences and motivations of individuals. It is therefore
believable that visitors in a certain group would develop a so-called “behavioural attachment” to
some extent. Thus, it is paramount to consider the transformation incorporating the behavioural
attachment of a set group and the effect that this would have in the long term on visitors’ loyalty
towards a destination. Thus, this study has drawn on GT combined with the measurement scale to
guarantee valid ongoing measurement of the cognitive and affective tourists’ behaviours to explain

visitors’ loyalty towards a tourism destination. Although destination trust and motivation factors

7



are essential parts of powerful tourism (Cong, 2016; Jensen & Syendsen, 2016), the relationship
between the two remains equivocal (Bianchi, 2015; Jensen & Syendsen, 2016). Additionally, more
efforts are required to fill the research gaps in the literature on the relationship between motivation
factors and destination trust with respect to a visitor tourism destination (i.e. satisfaction and
destination attachment), which plays a vital role in DM and formation of the emotional attachment

that can increase international visitors’ loyalty.

Jensen and Syendsen (2016) argued that building destination trust can improve the feeling
of safety of visitors and hence attract even more visitors to the destination. Some recent literature
(Bianchi, 2015; Jensen & Svendsen, 2016) showed that security and safety motivation are
renowned as vital factors influencing tourists’ destination choice. The reason for this is that visitors
are more concerned with what motivates them to a destination and the risk affecting them at a
destination. Ermawati and Prihandono (2018) stated that the inner drive of a tourist in the form of
travel motivation is created through satisfaction and loyalty. The push and pull factor approach
explores both internal and external motivational dimensions. In destination marketing, this
includes aspects that drive a tourist to seek out escapade activities and also provides an opportunity
to assess components that drive a visitor to travel to a specific destination for experience purposes
(Giddy, 2018). Many studies have shown that satisfaction is significantly influenced by push and
pull motivation (Khuong & Ha, 2014; Battour et al., 2012; Ermawati & Prihandono 2018).
Nevertheless, some researchers have adopted other forms of the concept of motivation in their
studies by classifying family togetherness, festival attraction, heritage, learning and culture as
motives for tourists in Brazil and Gambian nations (Rid et al., 2014; Kim et al., 2006). Among the
theories related to tourism motivation, the push and pull model (PPM) has attracted attention in
the tourism industry. While motivations factors have been extensively accepted in the tourist
motivation literature including the relationship between motivation and satisfaction (see Ermawati
& Prihandono, 2018), the extent to which motivation factors influence destination trust is yet to be
recognised, especially in developing and emerging market contexts such as South Africa.
Considering the fact that destination trust largely determines visitation and revisit intention, it is
important that empirical attention is paid to such relationship.

The present study develops and investigates a model linking push and pull motivation with

destination trust as a way of addressing the above gap. To the knowledge of this study, there has
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to date been no effort to link push and pull motivation with destination trust, especially in the Sub-
Saharan African context. This is a mystery, considering that the interdisciplinary concept of
tourism has recently received much attention in the literature (Chen & Phou, 2013; Jensen &
Svendsen, 2016; Cong, 2016; Ermawati & Prihandono, 2018). To bridge the gap in the destination
loyalty literature, the study suggests an integrated method