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*f e m faciors that influence 2 destination image. Thus, the image of a destination becomes
sigmibicantly effective for the decisions of tourists (Yilmaz et al. 2009).

. hmmmy cognitive image by attribute lists, however, does not capture affective image
domaans such as fun, excitement and atmosphere (Murphy 1999; Tasci er al. 2007). Woodside & Lysonski
(lmmmmwmﬂmm,mgaﬁwwmm feelings are necessary to know
WMWWWMM,MMMOPMMIHﬂﬁWﬁDmandlhﬂtlhﬂy |
greatly mfinence dtﬂilm choice (Lin er al. 2007; Walmsley & Young 1998; Woodside & Lysonski 1989). il
whmwmmhmmhﬂﬂdgcamhﬂsnﬁhe characteristics or attributes -'
of 2 tourism destination (Boo & Busser 2006; Govers er al. 2007; Pike & Ryan 2004). Those attributes are the
clements of 2 destination that attract tourists such as attractions to be seen, environments to be perceived (e.g.
weather, public hygiene) and experiences 10 remember underlying the cognitive structure of destination image. |
The affective image, on the other hand, represents a tourist’s feelings toward a destination (Baloglu & Brinberg |
1957 Walmsley & Jenkins 1993). A common agreement among researchers seems to point out that affective i
evziuation depends on cognitive assessment while affective responses are formed as a function of cognitive ones |

il-.
|

(Gariner 1993 Ryan & Cave 2005: Vogt & Andereck 2003). It is also paramount to note that the cognitive
component of the image has 2 considerable impact on the affective component (Holdbrook 1978; Russell & Pratt
1920 Anand er al 1988; Stern & Krakover 1993: Lin er al. 2007; Ryan & Cave 2007). The distinction and
direction of the relationship between cognitive and affective components have been emphasized in a number of i
tourism decision-making models (Lin ef al. 2007). i |

2.2 Tourist Satisfaction

In the consumer behaviour literature, satisfaction is defined as consumer fulfilment responses to
antitudes that include such things as judgments following a purchase or a series of consumer product interactions
(Lovelock & Wirthz 2007). Satisfaction is “one of the objectives of marketing activity, linking the processes of
purchzsing and consumption with post-purchase phenomena™ (Kand: vy & Suharatanto 2003). It is a
pswchological outcome derived from experience (Lee er al. 2007). Product and service quality evaluations are
predomunzntly based on z cognitive processing mechanism (Vida & Reardon 2008). In the case of satisfaction
with 2 destination. tourists value the degree of pleasurable fulfilment of their needs and wishes, including the full
range of services and activities offered by the destination. Satisfaction depends on the experience of using the
services (Hernandez-Lobato et al. 2006). Satisfaction can be seen as a tourist’s post-purchase assessment of the
destination (Oliver 19%0) and it is considered a valuable concept in understanding the performance ¢
post-exposure assessment of a destination (Baker & Crompton 2000; Su ef al. 2011). Destinations
Researches in the service industry have shown satisfaction to be a direct anteced
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intentions (Cronin ef al. 2000; Petrick & Bachman 2002; Tam 2000). In tk ism literature, previous researc
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findings suggest a significant relationship between tourist satisf:
recommend destinations they have visited (o their friends B AR BNOIGNE fmmionia a0t
destination and may not recommend it 1o other tourists (Chen & Chen 2010). Even w ssatisfied tourists
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