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Abstract. This research aims to propose the most suitable destination image measurement for Saudi tourism by
replicating Tsiotsou et al. (2010) SDI scale, which would enhance tourism experts’ abilities to better manage
the Saudi tourism ecosystem. This study explores the correlations among the hypothesised framework with
constructs of DBI, BL, WoM, and LOY by employing the most proper data analysing approaches, which are
the sequenced two types of factor analysis EFA and CFA plus SEM to evaluate the theoretical relationships
within the framework. Subsequently, to the best of the author’s knowledge, this study is the first to re-examine
Tsiotsou et al. (2010) SDI scale in an Arabic-native context. This paper reveals a practical scale with statistically
convenient dimensionality that built from14 sub-items. The outcomes of the present paper consist of some
findings and facts regarding destination image, destination love, destination WoM, as well as tourist loyalty.
Also, the results confirmed that destination love can justify the collected emotions tied by vacationers to their
selected destination. Lastly, our analysis pointed out that inspired visitors’ feelings of destination love strongly
motivate a positive WoM, and both enhance tourists’ loyalty for a tourism destination. This study’s conclusions
were attained from N=381 satisfactory forms that were gathered electronically from Saudi residents and visitors
due to limited expenses and time. The data was analysed with the Partial Least Square SEM (PLS-SEM). The
formed hypothetical assumptions were all statistically supported. Academic and administrative contributions
are presented alongside the acknowledged limitation.
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Introduction

Saudi 2030 vision underlined the exceptionally vital Saudi tourism sector's potential benefit to
diversifying the economy and reducing dependence on oil. Consequently, the ministry of
tourism, the Saudi tourism authority and the tourism development fund were established to
enhance the growth of this substantial sector. The kingdom of Saudi Arabia was blessed by its
creative and enthusiastic leadership that emphasises its location as a historical trade centre, and
its entitlement of being the birthplace of Islam. Saudi has 5 listed properties inscribed on the
World Heritage and 11 sites on the Tentative lists (UNESCO, 2021), distinctive art and culture,
and landscape and climate diversity. Alula is an extraordinary example of such a unique
heritage which holds 200,000 years of largely unexplored human history. Marketing academics’
and practitioners’ interest has grown in destination branding. Destination branding is
increasingly been acknowledged as a vital tool for cities or countries to be employed to their
advantage in obtaining competitive strength in a very competitive market of tourism (Baloglu
and McCleary, 1999). The potent power of destination marketing has generated excessive
research on the subject, with the objective of better understanding branding from different
perspectives, forming good knowledge of the field via the foundation of destination’s branding
related concepts such as brand image, brand identity and brand personality (Ekinci and Hosany,
2006). These branding concepts are seen to enhance marketing experts' ability to design a
distinctive destination brand, which can result in increasing visitors to a particular destination
(Caprara et al., 2001, Hosany et al., 2006). Thus, a unique destination branding enhances
establishing distinctively positive connections within consumer memory, which support
strengthen brand emotional linkage and loyalty (Aaker, 1996b, Hoeffler and Keller, 2002,
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Valette-Florence et al., 2011, Nam et al., 2011). The tourism literature reasonably underpinned
destination’s brand image with many studies (e.g. Hosany et al., 2006, Ping, 2010, Prayag,
2007), however concerning Middle Eastern destinations’ brand image empirical assessment the
literature remain suffers a dearth of knowledge. However, previous studies concerning
destination branding have concluded that emotionally encouraging destinations image found to
impact the place image and guide tourist destination selection (e.g.Morgan et al., 2002,
Hankinson, 2004, Hosany et al., 2006, Ping, 2010). Consequently, many studies were
conducted based on cognitive image variables that are connected to visitors’ perceptions keep
related to a particular destination (Baloglu and McCleary, 1999, Hankinson, 2004, Hosany et
al., 2006, Ping, 2010, Prayag, 2007). For example, previous studies such as Li et al. (2021)
stated that destination image has a positive influence on tourists’ intention to be loyal to a
particular place. Marine-Roig (2021) based on Barcelona e-branding, found that destination
image positively impacts tourists’ satisfaction and loyalty. Woosnam et al. (2020) studied the
existence of a destination's emotional ties and their correlations to brand image, satisfaction,
and loyalty, and confirmed it to be positive. Thus, this study participates in shortening the gap
of knowledge about tourism marketing via exploring the correlations among destination brand
image (SDI), brand love\destination love, word of mouth, and loyalty.

Destination marketing literature has pointed out some issues and limitations related to
prior research, which were mostly linked to destination brand image scales development or
variation (Tsiotsou et al., 2010). Hsieh (2002) argued that people have a distinctive perception
of international brands' components, because of the cultural heterogeneity fact. Thus, authors
such as Lee and Xue (2020), Beerli and Martin (2004) and Hosany et al. (2006) have supported
such an argument by confirming that a destination brand image measurement’s attributes are
significantly impacted by each destination’s uniqueness and attractions. In different words, a
claim of a universal destination brand image is theoretically and empirically unreasonable.
Additionally, the oldest studies were conducted based on assessing the factorability of previous
brand image instruments via EFA (Marine-Roig, 2021, Nurbasari et al., 2021, Stylidis, 2020,
Prayag, 2007, Hosany et al., 2006, Hankinson, 2004, Beerli and Martin, 2004) and very limited
literature explored structural validity of the developed destination brand image scales such as
Tsiotsou et al. (2010). Finally, Tsiotsou et al. (2010) and Li et al. (2021) have urged future
studies to explore other theoretically related mediating variables between destination image and
tourists’ behavioural intention. Consequently, the need for proposing a suitable destination
brand image for Saudi Arabia tourism has raised to the attention of this research, plus
considering potential mediating and moderating variables between the destination brand image
and tourists’ behavioural intention. Based on the Tsiotsou et al. (2010) scale destination image
(SDI), which is formed of four dimensions: infrastructure, attraction, value for money and
enjoyment, which underpins the conceptuality and practicality of destination image
measurement generalisability. Consequently, the present study aims to overcome the dearth of
empirical knowledge regarding Saudi Arabia’s tourism image knowledge via confirming the
SDI's suitability for international tourist destinations. approaches.

Literature review
Destination brand image and loyalty

Earlier studies considered destination brand image to be formed by a few components
that all conclude views, impressions and ideas related to a destination. Accordingly, place brand
image can be described as the obtained perceptions of a place by tourists, based on whatever
they heard of or they experienced (Folgado-Fernandez et al., 2015). Previous literature mostly
reviewed destination image to be including cognitive and affective dimensions that connect
destination brand image to its’ segment. Nurbasari et al. (2021) stated that identifying the
correct segmentation is vital to designing a destination marketing\branding strategies, since
tourists are most likely to have a distinctive evaluation regarding some tourism features such as
(culture, heritage, history, nature, events, shopping, ext.). Beerli and Martin (2004) concluded
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that destination image is subjectively considered to be the perception that involved both
cognitive (belies) and affective (emotions) factors.

Nevertheless, the literature on destination marketing has been advanced by emerging
studies that have applied destination brand image to a specific place, for instance, Crockett et
al. (2002), Li et al. (2021), Lita (2020), Marine-Roig (2021), Morgan et al. (2002), Ran et al.
(2021), Trimurti and Utama (2021). These researches were mostly considering destination
cognitive image dimensions concerning a tourist place. It was concluded by Gilboa et al. (2015)
that most place image studies during the period of 2001-2013 were based on tourists’ responses
and very few of them observed residents’ views, thus they supported the claim of destination
image measurement generalisability questioning because he could not find a mutual range of
variables. Yet, Gilboa et al. (2015) managed to categories a total of 36 destination image traits
under 17 factors. Please refer to Table 1 for detailed items employed in prior studies with
reference to the destination image. Accordingly, the 17 destination image factors were divided
into two types namely: first, tourists’ and residents’ view related factors “entertainment, culture,
shopping, safety, infrastructure, services and sports facilities”. second, tourists’ view related
factors as " healthcare services and heritage” (Gilboa et al., 2015).

Table 1: Rate analysis of descriptors employed in previous studies related to destination image.

MEASUREMENT TRAITS RATE %

HISTORY AND HERITAGE 53%
CULTURE 47 %
ECONOMY 47 %
ENTERTAINMENT AND NIGHTLIFE 47 %
INFRASTRUCTURE (ROADS, COMMUNICATION, 350,
TRANSPORTATION, ETC.)

SHOPPING CENTERS 29 %
ENVIRONMENT (POLLUTION, WATER, ETC.) 29 %
RECREATIONAL ACTIVITIES 29 %
HOUSING 24 %
SAFETY 18 %
SPORT FACILITIES 18 %
PARKS 18 %
SERVICES 12 %
ACCESS TO HIGHWAYS 12 %
HEALTHCARE SERVICES 8%
RESTAURANTS 8%
GREEN SPACES 8%

Source: adapted from Gilboa et al. (2015: p 55).

It is well-recognised how destination image is crucial to explain tourists' loyalty and
emotional connection to a particular destination. Due to the diversity of Saudi nature, culture,
climate, and futuristic manmade cities such as NEOM and unexplored human history, producing a
suitable and valid destination image scale for the Saudi context, would unquestionably provide a
theoretical and practical contribution. Such a scale is most likely to enhance Saudi tourism
ecosystem experts' ability to better design Saudi destination brand position, brand image and brand
identity in the international very competitive tourism eco sector.

Thus, the current study's first aim is to identify the most suitable destination image
measurement for the Saudi context. Additionally, this research also aims to explore the influential
relationship of destination image towards destination love, world-of-mouth, and loyalty. Concerning
the destination image dimensionality and sub-items, the current study will adapt Tsiotsou et al. (2010)
SDI scale since it covers both cognitive and affective attributes in its’ four factors as follows:
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(H1): Destination image has a positive influence on destination love.
(Table 2): Adapted SDI scale 18 sub-items.

Dimensions Sub-items

infrastructure.

accommodations.

Infrastructure network.
safety.
cleanliness.
shopping.
nature.
Attractions scenery.

good climate.

cultural events.

historical sites

pleasing destination.

. excitement.
Enjoyment - —
enjoyable destination.
novelty.
accommodation rationally valued.
Value for money inexpensive destination.

value for money.

Source: adapted from Tsiotsou et al. (2010: p 15).
Destination love and loyalty

The concept of love was first recognised in the psychology literature, which was initially
introduced by Sternberg (1986) triangular theory of love (Little) and later Sternberg (1997) developed
his triangular love scale (TLS). Nevertheless, at the very beginning of the 19th decade, the concept of
love was considered in relation to consumer behaviour literature. Fournier (1998) and Kleine et al.
(1995) ignited marketing academics' interest in exploring the possibility of predicting the love attributes
of consumers towards a particular brand. Consequently, brand love was described as the degree of
loving emotional connection a satisfied customer has for a particular brand. Brand love was
conceptualised by Fournier (1998) as a way of satisfaction such as a reaction practised by some of the
brand’s pleased customers. Several authors distinguish brand love from satisfaction via a few elements
the two most recognised are as follows: first, the satisfaction concept is theoretically regarded as a beliefs
(cognitive) indicator, and brand love concept is regarded as feelings (affective) indicator. Second, brand
love is an outcome of a good and long connection with a brand, but satisfaction is an outcome of a
particular purchase or consumption (Carroll and Ahuvia, 2006). The brand image was argued to increase
customers’ purchase intention because brand image enhances customers’ ability to reflect their favourite
self-characteristics (Rise et al., 2010, Achouri and Bouslama, 2010, Francis, 2005, Sparks and Shepherd,
1992, Malhotra, 1981, Grubb and Harrison, 1967, Mohammadi, 2015, Malér et al., 2011). Brand love
differs from brand affect such as brand “liking or disliking” it was concluded by Lee et al. (2015),
Broadbent et al. (2011), Sternberg (1997) that brand love is both theoretically and empirically individual
factor. Due to prior studies that examined the positive influence of brand love on brand loyalty have
confirmed that they observed a strong positive correlation between the two variables, and stated that
brand love does positively mediate the relationship between brand image and brand loyalty (Lee et al.,
2015, Broadbent et al., 2011, Carroll and Ahuvia, 2006). Accordingly, it was theoretically anticipated
by the recent study that establishing a positive destination love would surely enhance tourists’ loyalty
toward a specific tourism destination such as Saudi Arabia.

(H2): destination love has a positive influence on destination loyalty.
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Destination word-of-mouth and loyalty

Word-of-mouth is defined by authors such as Ran et al. (2021), Lita (2020), Chaniotakis and
Lymperopoulos (2009) as the extent to which a consumer talks regarding a particular brand to others.
Since it was argued earlier in this paper that destination image is tourists’ beliefs, emotions, awareness
and opinion of a specific destination, destination image influences tourists’ decision-making
procedure related to destination selection and tourists’ satisfaction, experience, revisiting intention
and word-of-mouth (Ran et al., 2021, Lee et al., 2019, Muhammad Hasnain Abbas et al., 2018, Kumar
et al., 2007). Currently, we are focusing on the theoretical relationship between destination word-of-
mouth and loyalty, word-of-mouth as direct informal communication regarding destinations or brands
among consumers, is a very influential marketing tool that impacts consumers’ recommendation or
loyalty. Muhammad Hasnain Abbas et al. (2018) reflected on the role that positive word-of-mouth
from tourists plays in motivating potential visitors’ inquisitiveness. Thus, previous studies such as
Ranetal. (2021), Lita (2020), Purwanto et al. (2020) have concluded that positive word-of-mouth can
be selected as a destination’s attractive tool for attracting new visitors, because it is regarded as a
trustworthy, truthful and adherent due to its source. The competition among international tourism
destinations has increased on variance aspects such as service quality, goods, attractions and
experience, which enhances the need for additional visiting motivations such as positive word-of-
mouth (De Angelis et al., 2012). He also stated that positive word-of-mouth is 21 times more effective
than normal commercials and promoting events. Nonetheless, word-of-mouth is powerful in both
directions positive and negative, therefore, guaranteeing tourists’ positive word-of-mouth is surely
leading to an increase in tourists' loyalty and spreading positive word-of-mouth within their
communities. Although the variables of world-of-mouth\recommendation and loyalty have been
vastly investigated in marketing literature, this study aims to short the lack of empirical knowledge
related to word-of-mouth and its effect on tourists’ recommendation and loyalty towards a particular
tourism destination such as Saudi Arabia.

(H3): destination love has a positive influence on destination WoM.
(H4): destination WoM has a positive influence on destination loyalty.
Destination loyalty

Loyalty is widely defined as the strong ties between consumer and a particular brand which leads
to consistent repurchasing in the future and recommendations to others, regardless of circumstantial
effects and competitors’ marketing activities that aim to make consumers switch brands (Li et al., 2021,
Lee and Xue, 2020, Purwanto et al., 2020, Moreo et al., 2019). Both marketing academics and
practitioners refer to loyalty as one vital variable which mostly used to evaluate a marketing plan's
outcomes (Li et al., 2021). Relatively, loyal tourists are likely to revisit or at least recommend a specific
tourism destination to other travellers. Therefore, in the recent years, authors such as Trimurti and Utama
(2021), Muhammad Hasnain Abbas et al. (2018), Broadbent et al. (2011) have examined loyalty in the
context of tourism, and they have evaluated destination loyalty via three main measures as follows: first
measure, behavioural loyalty which is related to tourists’ purchasing and repurchasing behaviour. Thus,
it was argued that the behavioural loyalty variable needs theoretical background and mainly depends on
static findings obtained by active procedure (Knox and Walker, 2001). The second measure was
attitudinal loyalty, which is reflected by loyal tourists in the form of emotional commitment or
continuance favouring a particular destination. Attitudinal loyalty does underpin some evaluate
differences that behavioural tactics do not assess (Luarn and Lin, 2003). The third measure was
composite loyalty, which is a mixed method that includes both attitudinal and behavioural loyalty
tactics. Yet, this method has restrictions regarding the measured grades can employ equally to the
behavioural and attitudinal influences, and they could produce inconsistent dimensions. This study will
evaluate tourist loyalty from international and local tourists’ prospective toward Saudi Arabia’s
destination image. Thus, this paper investigates the concepts of Saudi destination image, destination
love towards word-of-mouth and destination loyalty.
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(Figure 1): a conceptual framework of the study.
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This paper employed the positivist approach, which is commonly used to generalise this
research findings to the examined context of Saudi Arabia specifically for its' destination branding
strategy. Additionally, the positivist approach allows researchers to decrease possible bias by ensuring
a neutral statistics (Bryman and Bell, 2007, Sekaran, 2000). Next, in the persuasion of the present
study to examine the relationship between destination image, destination love, word-of-mouth and
tourist loyalty, this study has employed an integrated theoretical framework as presented in Figure 1.
The current study has adapted the SDI scale proposed by Tsiotsou et al. (2010) that focuses on
measuring destination image. The SDI scale includes two constructs that reflect affective and
cognitive image perceptions.

Tsiotsou et al. (2010) first, presented the construct of the cognitive image to be consisting
of infrastructure, social and political environment, nature, attraction, and value for money.
Second, the construct of affective

destination image consisted of pleasant and arousal.

However, the SDI scale was finalised to be formed by 4 factors with 18 items namely as
follows: enjoyment factor with 4 items, value for money factor with 3 factors, attraction factor
with 6 items, and infrastructure with 5 items. The proposed integrated research framework by
the present study combined the SDI as "destination image" with the other hypothesised
constructs namely: first, the construct of "destination love" that was formed by 7 sub-items,
which were adapted from prior brand love literature such as (Lee et al., 2015, Roy et al., 2013,
Broadbent et al., 2011). Second, the construct of "word-of-mouth" which formed by 3 sub-items
that were adapted from earlier studies such as (Ran et al., 2021, Lee et al., 2019, Muhammad
Hasnain Abbas et al., 2018, Choudhury, 2014, Kumar et al., 2007). Third, the construct of
"loyalty" included 4 sub-items, and it was adapted from well-recognised destination loyalty
literature such as (Li et al., 2021, Trimurti and Utama, 2021, Lee and Xue, 2020, Lee et al.,
2015). Please refer to Table 2 for detailed SDI scale sub-items.

The questionnaire has been implemented to gather the required data for the present research. The
logic behind selecting a questionnaire was its ability to enhance a border geographical assessment, online
compatibility due to COVID-19 precautions, and data collection required time shortening, The selected
sampling method is regarded as selective sampling due to its ability in forming a more representative
sampling frame via delimiting participation to those who can provide accurate and more related data in
regards to the study concern, here “Saudi destination image” (Saunders et al., 2009, Sekaran, 2000). The
questionnaire’s content-validity was obtained since all constructs’ items employed were adapted from
prior studies to fit this study context, namely the Saudi tourism market. This study's justification of the
survey's items adaption is that the present research is among the very earliest to explore the Saudi
destination image especially through employing the SDI scale and brand love factor. Accordingly, the
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questionnaire’s pre-testing phase was conducted via an online hyperlink that was distributed through
popular social media apps in the Saudi context such as wattsup. Pilot-study conducted by including a total
of 12 participants who were as follows: 4 academics, 3 practitioners and 5 university students both locals
and foreigners. The pre-testing sample was asked to assess the proposed survey in light of three measures
as follows: one, the extent degree to which an item's wording is appropriate and clear for local and foreign
tourists. Two, the extent degree to which an item is a measurability relevant to the adapted meaning of
each construct included in the theoretical framework. Finally, the items’ reflectivity extent of tourists’
perceptions regarding Saudi tourism. Subsequently, and due to the limitation of this research aims to
particularly assess Saudi Arabia’s destination branding, a non-probable sample frame approach was used
to ensure collecting the accurate response from potential local and foreign tourists who are aware of Saudi
tourism activities and programs (Podsakoft et al., 2003).

The survey was sorted into two sections as follows: the first section refers to participants’
individual info questions (annually travel frequency for tourism, age group, annual income,
level of education, nationality, and gender). The following section considered this study's
theoretical framework’s constructs, these constructs as argued in section 2 of this paper were
obtained from earlier studies and revised following this study's context and purpose. The
constructs of the theoretical framework were assessed by a 7-point Likert-scale, because it was
suggested by some methodology authors such as (Hair et al., 2012, Arora and Stoner, 2009,
Saunders et al., 2009, Sekaran, 2000), which should produce more accurate outcomes in
comparison to a 5 or 10-point Likert-scale (Yang, 2005, Park and Srinivasan, 1994, Bagozzi
and Yi, 1990). Accordingly, the final form of the questionnaire was completed and distributed
through social media apps targeting a sample frame of 500 respondents who already developed
a curiosity in Saudi tourism both local and international and are aware of the Saudi tourism
campaign “Saudia welcome to Arabia”.

Data analysis and results
Descriptive statistics

The present study has managed to collect 398 completed responses, which is regarded to
be adequate if the cleaning assumptions such as normality, outliers and missing data are
satisfied (Hair et al., 2012). Relatively the response rate for this study was 79.6%. During the
screening stage, 17 responses were excluded due to inappropriate completion or incompletion.
Subsequently, this paper's conclusions were formed based on 381 acceptable responses. A
sample frame ranging between 100-150 is satisfactory to use PLS-SEM in evaluating the
framework of a study, as argued by Sarstedt et al. (2014) and Hair et al. (2011). However, the
current study assembled 381 acceptable questionnaires. The respondents’ profile was as
follows: 36.3 % were female and 63.7% were male, and 74% were found to be from 24 years
to 55 years. Participants’ annual travel for tourism rate varied between 2 to 5 times either
internationally or locally. Participants were 75.6% locals and 25.4% foreigners. The majority
of the respondents 58.7% reported an annual income of over SR 136.000 which is equal to
$36.266. A large percentage 62.4% of the respondents were found to be holding well education
levels ranging from Bachelor's to PhD degrees. Please refer to Table 3 for respondents’ profiles.
Thus, it can be argued that the respondents’ demographical features yield dissimilar
circumstances of Saudi’s tourism prospective customers.
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(Table 3): participants' frequency distributions for the sociodemographic variables N=381.

VARIABLE type frequency percentage
18-23 63 16.5%
24-30 145 38%
31-40 89 23.4%
age
41 -55 46 12%
50-65 22 5.8%
66 + 16 4.2%
Female 138 36.2%
gender
Male 243 63.8%
. Foreigners 93 25.4%
origin
Locals 288 75.6%
Less than 24,000 61 16%
25,000-39,000 131 34.2%
40,000-54,000 112 28.7%
total income USD 55,000-69,000 38 10.1%
70,000-84,000 12 3.1%
85,000-99,000 19 5%
100,000 + 8 2%
High school or below 57 15%
Bachelor 161 41%
education level
Master 114 29%
Doctorate 49 13%

Source: developed by the author.
Structural equation modelling

Due to the fact that this study has adapted an existing scale (SDI) in order to assess the
Saudi tourism brand image, it was decided to only apply the CFA. Thus, the collected data
based on the adapted SDI scale which was formed from 4 factors with 18 sub-items, was
projected to data analysis by employing Structural Equation Modelling (SEM) using SMART-
PLS 3.3. The SEM analysis employed to assess SDI predictability, brand love, and WoM
toward a specific destination loyalty was obtained. Goodness-of-fit for the SDI scale as follows:

X2 =20.59, p < 0.05, X2/df = 1.34 and SRMR= 0.047. The SDI scale fit statistical
analysis was found to be significantly correlated at p<0.001 with as follows: first, the attraction
(ATT) factor relationship to destination brand image (DBI) has produced a significant
correlation with t = 25.71 at p<0.001. Second, the enjoyment (ENJ) factor relationship to
destination brand image (DBI) has yielded a significant correlation with t = 24.04 at p<0.001.
Third, the Infrastructure (INF) factor relationship to destination brand image (DBI) has shown
a significant correlation with t = 34.11 at p<<0.001. Finally, the value for money (VAL) factor
relationship to destination brand image (DBI) has produced a significant correlation with t =
32.38 at p<0.001. Additionally, as for the overall model testing, it was observed that the
relationship between DBI towards BL was significant with t = 2.53 at p<0.05. Furthermore, the
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hypothesised relationships from BL towards both WoM and LOY, and from WoM towards
LOY, it was all found to be strongly significant prospectively with t = 10.17 at p<0.001, t =
7.27 at p<0.001 and t = 6.24 at p<0.001. Nevertheless, not all of SDI four factors’ sub-items
loadings were acceptable according to (Hair et al., 2011) recommended standard value of 0.70
or greater, which caused the removal of a few items from each factor of ENJ, ATT and DL
since they resulted in loadings below 0.70. Thus, the finalised theoretical framework was
bootstrapped via PLS based on a total set of 23 items. Consequently, composite reliability
ranged from 0.85 — 0.94, convergent validity ranged from 0.53 - 0.74 and Cronbach’s alpha
ranged from 0.70 to 0.87.

(Figure 2): a conceptual framework of study with hypotheses test results.
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Source: developed by the author.
Discussion

Authors such as (Marine-Roig, 2021, Woosnam et al., 2020, Lee and Xue, 2020, Lee et
al., 2019) argued that the brand image of destinations has been observed to be a vital interpreter
factor of tourists’ behaviour during the selection process of a tourism destination. However, the
scientific understanding of destination brand image still requires more attention to develop the
most general and accurate measurement scale. Previous destination brand image scales mostly
produced away from the fact that each destination got its’ own unique characteristics (Tsiotsou
et al., 2010). Relatively, forming a destination brand image measuring scale that can assess
tourism destinations’ is a must to advance destinations’ marketing. In accordance, this study
proposes a theoretical and practical framework to manage a destination’s brand image and its
possible consequential factors namely “destination love, destination WoM and destination
loyalty”.

Tsiotsou et al. (2010) proposed the SDI based on their review of literature, academicians'
and practitioners' contribution and previous scales that were produced according to the
attitudinal theory of cognition and affection (Dandis and Wright, 2020, Bandyopadhyay and
Martell, 2007, Bennett and Rundle-Thiele, 2002). Due to the low arithmetical values of his
initial SDI seven-factor model, Tsiotsou et al. (2010) respecified the SDI model according to
most recommended arithmetical benchmarks, and this revealed the final four-factor-model SDI
including 18 items. Thus this study analysis was conducted via two stages: the first stage (factor
analysis), re-examining the SDI scale (Tsiotsou et al., 2010) by applying it to a new unique
context such as Saudi Arabia and more specifically ALULA.
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(Figure 3): Framework algorithm outcomes extracted via PLS-SEM.
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Consequently, in accordance with Hair et al. (2011) recommendation regarding a cut-off
value of less than 0.70, the SDI four factors’ sub-items have been reduced due to producing
loadings’ value below 0.70, and that resulted in excluding 2 items from ENJ and they are “enj1:
the city is a pleasing travel destination and enj2: the city is an enjoyable travel destination".
This removal of sub-items can be justified as that AIULA’s brand image is strongly linked to
excitement via offering novel historical sites and related uncommon activities such as desert
mountaineering, camel riding, vintage hegra tour and stargazing at gharameel. Additionally, 2
items were excluded from ATT and they are attl: the city has shopping facilities and att3: the
city has a beautiful scenery". The two ATT items 1 and 3 revealed low loadings due to
participants’ lower interest in shopping facilities and modern scenery and more interest in the
destination’s nature, unique climate, cultural events, and historical attractions. Therefore, the
final formed destination image scale by the present study included only 14 sub-items. However,
this study considered Tsiotsou et al. (2010) assumption regarding Fakeye and Crompton (1991)
conclusions that the destination image dimensionality is contextual-specific since tourists’
perceptions differ from one destination to another. Consequently, the present study assumptions
aligned with Tsiotsou et al. (2010) findings and confirmed that dimensions of natural
environment and attraction are not distinctive, and they were statistically accepted to form the
unique dimensions of “Attractions”. Thus, marketing professionals are required to bear in mind
the importance of including the SDI dimensions (value for money, infrastructure, attractions,
and enjoyment) in their future marketing strategy specifically marketing promotions.
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(Table 4): framework’s constructs’ loadings, reliabilities, validities, and t-tests.

CRONBACH'S

DIMENSIONS FL ALPHA CR AVE T-TEST
Attl 0.80
. Att2 0.77 Att=>DBI
Attractions Att3 0.79 0.79 0.84 0.51 2571
Att4 0.77
Inf1 0.72
Inf2 0.80 Inf=>DBI
DESTINATION IMAGE Infrastructures Inf3 0.79 0.82 0.88 0.61 34.11 DBI=>BL
(DBI) Inf4 0.73 2.53
Inf5 0.79
Vall 0.71 .
Value for - van .8 0.76 08 071 YLoPB!
Y Val3 0.87 :
. Enj10.86 Enj=>DBI
Enjoyment Enj2 0.86 0.70 0.78  0.51 24.04
BRAND B2073 27
ngE\DESTINATION - BI3 0.86 0.84 0.894 0.678
BL) Bl4 0.84 BL=>Wom
(BL BI50.84 10.17
Woml 0.77
WORD OF MOUTH Wom=>Loy
- Woml 0.85 0.80 0.872  0.632
YoM Woml 0.87 6.24
Loyl 0.89
LOYALTY Loy2 0.75
LOY - Loy3 0.79 0.69 0.831 0.622
Loy3 0.87

Source: developed by the author.

Note: Hypothesised model with standardised parameter estimated based on the full sample
(N=381). (p=.00), root mean square error of approximation (RMSEA) = .10, factor loading
(FL). AVE average variance extracted, CR composite reliability.

The second stage (SEM-analysis): this study took the initiative to explore and evaluate the direct and
indirect influence of destination brand image on destination brand love, destination WoM and destination
loyalty, which is an exceptional method in the current literature of tourism marketing. The existing body of
literature has stated that the destination image anticipated tourists’ destination loyalty via intentions to revisit
and positive word-of-mouth (Marine-Roig, 2021, Trimurti and Utama, 2021, Lee and Xue, 2020, Lita,
2020). Thus, in accordance with this study, the predictability of the proposed framework that assessed the
SDI impact on three constructs (destination love, destination loyalty and destination WoM) was assessed
via conducting PLS-SEM by designing the sample frame to cover ALULA visitors who obtained a
reasonable knowledge of ALULA’s events and festivals. This study is among the earliest to explore the
impact of the brand love dimension on tourists’ loyalty and WoM, which prior studies such as Lee et al.
(2015), Broadbent et al. (2011), Sternberg (1997) confirmed the positive impact of consumers’ brand love
on brand loyalty (Lee etal., 2015, Roy et al., 2013). Accordingly, to this, the destination brand love construct
lost the 1st and 6th items because they revealed loadings below 0.70. Next, the finalised two-level
theoretical framework was bootstrapped via PLS-SEM based on a total set of 26 sub-items. Consequently,
composite reliability ranged from 0.85 to 0.94, convergent validity ranged from 0.53 to 0.74 and Cronbach’s
alpha ranged from 0.70 to 0.87, which suggested a strong correlation among the framework constructs as
consequences of ALULA brand image.
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Table 5: Discriminant validity. (Fornell-larcker Criterion).

Factor |ATT BL DBI ENJ INF LOY VAL WOM
ATT 0.78
BL 0.15 0.81
DBI 0.90 0.14 0.73
ENJ 0.74 0.13 0.86 0.86
INF 0.77 0.14 0.95 0.76 0.77
LOY 0.17 0.61 0.15 0.13 0.14 0.83
VAL 0.74 0.09 0.91 0.72 0.85 0.08 0.82
WOM 0.14 0.52 0.16 0.15 0.17 0.58 0.11 0.83

The findings of the first hypothesis "destination image has a positive influence on destination
love", supported that destination image is positively and significantly influencing destination love with
a t value of 2.15. thus, it can be claimed that destination image positively and significantly leads to
increase positive emotional ties between tourists and a particular tourism destination. In different words,
the more positive consumers’ perception regarding utilities and services pricing, joyful activities, very
good infrastructures and a wide range of unique attractions, the more loving emotions ties develop
within the relationship between consumers and a destination. The findings of this study related to
destination love contribute to shortening the gap in brand\destination love literature. This study provides
an important practical and theoretical understanding of possible antecedents and consequences of the
brand love concept, which was called by some marketing scholars such (Lee et al., 2015, Roy et al.,
2013, Carroll and Ahuvia, 2006). The second hypothesis findings “destination love has a positive
influence on destination loyalty”, also support the Purwanto et al. (2020) findings aligned with Fournier
(1998) as one of the earliest studies considered love within consumer behaviour contexts. Fournier
(1998) stated that consumer love is an intense type of consumer satisfaction. Accordingly, based on
prior research, this paper conceptually and practically examines the feelings of love towards a selected
tourist destination, which supports a better manipulation of desirable tourist behaviour.

Subsequently, The results of the third hypothesis “destination love have a positive influence on
destination WoM?”, have further contributed to the literature on brand love by examining possible
antecedents of brand love as recommended further look at by scholars such as Purwanto et al. (2020)
and Fournier (1998). Nevertheless, Yoon and Uysal (2005) concluded that satisfied tourists help in
developing destination loving feeling via spreading a positive WoM among potential tourists since
WoM is recognised by them as the most wanted kind of info source for potential tourists. Also, Yoon
and Uysal (2005) argued that push motivation factors are likely generated from emotional features,
we believe in this study that destination love variables are a strong originator. Relatively Yoon and
Uysal (2005:p 47) argued that destination characteristics such as the four components of the Saudi
SDI scale (value for money, infrastructure, attractions and enjoyment) could encourage and strengthen
essential tourists’ desire to visit certain destinations. Finally, the findings of this paper's fourth
hypothesis “destination WoM has a positive influence on destination loyalty”. Loyalty has been
always viewed as the most critical indicator employed to evaluate marketing plans (Li et al., 2021,
Trimurti and Utama, 2021, Nurbasari et al., 2021, Lita, 2020). It was concluded by prior research that
destination competitiveness can be enhanced via successfully building positive emotional ties and
satisfaction as part of their marketing pushing strategy, which is likely to strengthen visitors’ loyalty
to the assigned destination. Thus, such a conclusion was backed up by this study’s findings since the
destination loyalty concept was observed to be positively and significantly directly impacted by
destination love and destination WoM as illustrated in Figures 2 and 3.

Conclusions, implications, and limitations

This research achieved its main aim by proposing the most suitable destination image
measurement for Saudi tourism, which can indeed enhance tourism experts’ ability to better manage the
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Saudi tourism ecosystem. The findings of the present paper consist of some findings and facts regarding
destination image, destination love, destination WoM, as well as tourist loyalty toward a specific tourism
destination. It was found by some prior studies such as (Li et al., 2021, Nurbasari et al., 2021, Woosnam
etal., 2020, Lita, 2020, Lee et al., 2019) that, the destination image is highly correlated to visitors’ love
for a certain destination, due to its relation to feelings that formed from intellectual qualities of tourism
events and the collected evaluation of various characters and factors of the destination image. The
tourism sector is surely formed based on a few variables, such as destination image, visitors’ satisfaction,
visitors' positive word of mouth, and visitors' loyalty. Yoon and Uysal (2005) argue that tourists’
destination selection decisions are affected by push and pull motivations, “In other words, the push
motivations are related to the tourists’ desire, while pull motivation is associated with the attributes of
the destination” (Yoon and Uysal, 2005: p 46). Since brand love is also related to desires that can be
influenced by tourism destination marketing strategists by highlighting the destination’s desirability
(e.g., cultural attractions, entertainment, unique nature, heritage) (Yoon and Uysal, 2005). Therefore,
destination love was included in this study particularly since it was also found to be an exchangeable
variable to visitors’ satisfaction but more focused on tourists’ feelings. Harmoniously, it was confirmed
by this study that brand love can explain the gathered feelings tied by tourists to a certain destination,
which leads travellers to fall in love with a tourism destination. Thus, according to Corley and Gioia
(2011) such findings indeed incrementally contribute both scientifically and practically to the literature
on tourism marketing and consumer behaviour. Nonetheless, the conclusions of the current paper
indicate that its contributions’ originality is extended to additionally explore a new distinctive context
such as ALULA in Saudi Arabia. Also provided additional reliable outcomes due to employing the most
proper data analysing approaches, which are the sequenced two types of factor analysis EFA and CFA
plus SEM to evaluate the hypothesised theoretical relationships within the framework. Subsequently, to
the best of the author’s knowledge, this study is the first to replicate the SDI scale in an Arabic-speaking
context and accordingly introduces the first and most suitable destination image scale for Arabic and
middle eastern contexts such as Saudi Arabia.

As outlined previously in section 1 Saudi 2030 vision underlined the vital Saudi tourism
sector potential as a diversifying factor of the Saudi economy, which helps in reducing its
dependence on oil. The kingdom of Saudi Arabia is blessed by its entitlement of having 5 listed
properties inscribed on the World Heritage and 11 sites on the Tentative lists (UNESCO, 2021),
distinctive art and culture, and landscape and climate diversity. Alula as an international tourism
destination is an extraordinary example of such a unique heritage which holds 200,000 years of
largely unexplored human history. Thus, the implications associated with this study’s findings
for marketing practitioners and scholars in tourism and event organising marketing, and are as
follows; first, the replicated SDI scale in the Saudi Arabian context, revealed a practical and
convenient number of dimensions that formed from14 sub-items. Relatively, context-specific
features and factors can be generated by the proposed scale. Practitioners are surely enabled by
the replicated scale to assess tourism marketing's negative consequences by improving vital
tourism antecedents such as destination image, which indeed lead to a positive travellers’
intention to visit and select a certain tourism destination such as ALULA. Second, to the best
of the author’s knowledge, this study is the first to employ the concept of brand/destination love
in the tourism context, which proposes a theoretical contribution to tourism marketing\branding
literature, as we as setting a direction for upcoming research. Third, our findings suggested that
tourism destination image inspires visitors’ feelings of destination love and positive WoM,
which both supports developing tourists’ loyalty towards tourism destination. Fourth, this study
is most likely the first to satisfy a few future study directions suggested by Tsiotsou et al. (2010)
by replicating their SDI scale in a non-western context such as Saudi and exploring new
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potential variables such as destination love. Lastly, as Saudi Arabia set highly ambitious plans
for its tourism sector, this study would positively influence the Saudi tourism economy.

This study encountered a few limitations. First, the author employed a post-experience analysis
method, in which the data were gathered from travellers who visited ALULA in Saudi Arabia or were
at least aware of ALULA’s promotional campaign. Thus, it's highly suggested for future research to
include pre-experience analysis and compare the outcomes in order to better understand the impact of
the examined variables. Second, this study was conducted in the context of Saudi Arabia, therefore,
upcoming studies should consider examining different contexts via this theoretical framework. Finally,
this framework could be employed by future researchers to assess other tourism-related activities such
as Saudi regional festivals and sports, cultural and social events (e.g., Riyadh Season, Winter at Tantora,
Jeddah Season, Taif Season, Balloon festival etc.).
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