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Abstract: The research was about assessing visitors’ satisfaction with a host of tangibles in Cameron
Highlands, a popular tourist destination in Malaysia. Among the tangibles were transportation, accommodation,
food and beverages and facilities. A questionnaire survey was conducted to measure visitors’ attitude toward
the tangibles. Foreign and local visitors’ responses were compared. Word of mouth was visitors’ major source
of information. Most visitors were those who rarely visited the location. They were young (16 to 25 years old)
and preferred more energetic activities such as climbing, jungle trekking and sports. More foreigners were doing
research about Cameron Highlands and explored Cameron Highlands’s hills while a larger percentage of locals
preferred sightseeing. Foreigners stayed longer than locals. They were more satisfied with their accommodation.
Most visitors (especially foreigners) were satisfied with the choice of food and beverages. Most visitors were
satisfied with their trip and would revisit the location again. There was no relationship between the quality of
the location’s product components and visitor satisfaction. Older visitors spent more money than younger
visitors. There was no relationship between satisfaction and visitors’ gender, country of origin, age and amount
of money spent. 
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INTRODUCTION and tour items in Cameron Highlands such as

Cameron Highlands is located on the north-western their attitude toward them; and their overall level of
tip of the state of Pahang, some 200 kilometers north of satisfaction with their visit. The variation in attitudes, if
Kuala Lumpur, Malaysia’s capital city. It is Malaysia’s any, between foreign and local visitors, people of different
largest tea-producing region and home to legume and ages, genders and professions, was examined using
vegetable farms, many of which altogether serve as major standard statistical methods. 
suppliers to both Malaysia and Singapore. Among
Cameron Highlands’ key attractions, apart from its cool Research Objectives and Research Questions: The
weather, are tea plantations, butterfly farm, strawberry objectives of the research were to: (1) describe Cameron
farms, rose gardens, vegetable gardens, cactus gardens, Highlands visitors’ profile; (2) investigate visitors’
Hindu temple, Buddhist temple, charming Tanah Rata attitude toward the facilities, attractions and service
town, Market Square, homestays and hotel standards at the location; and (3) determine the
accommodations and a variety of stalls selling the relationship between visitors’ satisfaction and their
region’s produces [1]. background,  gender,  age  and  amount   of   money

Cameron Highlands visitors were known to make spent.
complains concerning their tour experience such as The objectives set forth were translated into many
physical developments that had become eyesores to research questions that included the following:
nature lovers, inadequate local transportation and lack of
parking spaces [2-5]. A survey was carried out to assess Did satisfaction level vary with the quality level of
visitors’ perception on the quality of facilities, services facilities, services and tour items?

transportation, accommodation and food and beverages;
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Overall, were visitors satisfied with their visit? destination’s position and competitiveness such as its
Was there a relationship between level of satisfaction potential and actual demand, visitors’ levels of
and repeat-visit intention? satisfaction and intention to revisit and positive word-of-
Did satisfaction level differ with visitors’ mouth advertising. 
background? Pearlman said that a successful site or destination
Did the level of satisfaction vary with the amount of requires a critical mass of compatible products which have
money spent? market viability and appeals [7]. To attract visitors, it is
Was there a relationship between visitor’s age and important for destinations to compete and provide highly
the amount of money spent? diversified and value-added tourism products for tourist

The Complete Tour Experience: Zafar U. Ahmed [6] Medlik and Middleton said tourists perceive quality
emphasized that tourists perceive many images of their as satisfaction with the complete tour experience from the
destinations and the images influence their attitudes time they leave home to the time they return [24]. Tourism
toward the destinations and behaviors (decisions and organizations should not have a narrow view of tourism
actions) they display. Ashworth and Goodall, Cooper, quality such that tourists can be satisfied only with
Fletcher, Gilbert and Wanhill, Bigne, Sanchez and tourism  product   components  that  they  provide  [12].
Sanchez, Lee, Lee and Lee, Mansfeld and Chen and Tsai It should be noted that factors such as the quality of
charged that the destination image also influences a destination facilities, infrastructure, public transport and
tourist to condition to after-decision-making behaviors hospitality behavior also influence tourist satisfaction.
including participation (on-site experience), evaluation Often these factors are not taken into consideration by
(satisfaction) and future behavioral intentions (intention tour organizations. 
to revisit and willingness to recommend to others) [7]. 

According to Ritchie and Crouch [8], the true ability MATERIALS AND METHODS
of a tourism destination to become competitive is “its
ability to increase tourism expenditure, to increasingly The research design was based on a questionnaire
attract visitors while providing them with satisfying, survey of Cameron Highlands visitors on the various
memorable experiences and to do so on a profitable way, research variables. Both open-ended and close-ended
while enhancing the well-being of destination residents questions  were   designed   into  the  questionnaire.
and preserving the natural capital of the destination for Open-ended questions were exclusively used for length
future generations.’’ of stay, country of origin and family size. Closed-ended

Kozak [9] identified several factors that he considered question with one, two or three choices were used for all
to have an effect on the success of an organization or a other variables.
destination and its competitiveness in the marketplace. For  example,  the quality of facilities, services and
The factors included influences of tourist satisfaction, tour items was measured in terms of the tangible
marketing by tour operators and their perceptions of dimension of service quality such as transportation,
destinations, use of information technologies, product accommodation, sports and recreational facilities. Visitors
differentiation (positioning), adequacy and quality of rated the quality of these provisions on a three-point
tourist facilities and services and quality of environmental Likert scale. 
resources. Several research assistants were positioned at

According to Dwyer, Livaic and Meloor [10], there is suitable  spots  at  Tanah Rata where they  selected
no single or unique indicators that apply to all visitors   indifferently   to   fill   up   the  questionnaire.
destinations at all times. The previous studies by The  planned  minimum  sample  size  was  50  each  for
Goodrich [11], Haahti [12], Calantone, Bendetto, Hakam both foreign and local visitors. That was consistent with
and Bojanic [13], Gartner [14], Crompton, Fakeye and Lue the sample size range of 30 to 500 that was recommended
[15], Kim [16], Botha, Crompton and Kim [17], Kozak and by Roscoe for the type of research [25]. 
Rimmington [18] andreu, Bigne and Cooper [19], Uysal, Frequency tables, mean, mode, goodness-of-fit
Chen and Williams [20], Chen and Uysal [21], Kim and test,  test of difference, t test, multiple linear regression
Agrusa [22] and Gomezelji [23] had utilized a variety of analysis and linear correlation were used to analyze the
tangible and intangible features in determining a research data where applicable. 

to experience [7]. 
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Research Findings: The number of useful questionnaires respectively. Unfortunately, it was not possible to provide
That were collected from the respondents was 178--127 statistical evidence on whether or not the group size of
from  local  visitors   and   51   from   foreign    visitors. foreign families was larger than that of locals’ since the
The difference in number of local and foreign visitors was total number of visitors who had provided data on group
significant, (1, n = 178) = 32.449, p < 0.05. Visitors size was too small (n = 28), i.e. 9 foreigners and 19 locals.2

resorted to various sources of information about Cameron Visitors differed in terms of their choice of
Highlands prior to their visit, including word of mouth, transportation, (4, n = 177) = 75.175, p < 0.5. The most
pamphlet, information centre, newspaper, magazine and popular types of transportation were private car, public
travel agency, among others. Visitors’ choices of bus and private coach, in descending order of
information source were significantly different. The most frequencies. The statistics could not be used to show
popular source of information was word of mouth. any difference between local and foreign visitors’ on their

A larger proportion of local visitors significantly choice of transportation because several contingency
favored  newspapers (36.8%, n =37) and magazines table cells contained a very small expected count. 
(37.5%, n = 45) for travel information compared to There was a significant difference in visitors’
foreigners (15.7%; n = 8 and 21.6%,  11,  respectively), perception  on  the  comfort level their transportation,

(1,  n = 171) = 4.235, p < 0.05 and (1, n = 171) = 4.124, (2, n = 171) = 32.456, p < 0.5. Most visitors, however,2 2

p < 0.05, respectively. There was a significant number of were uncertain on the comfort level of all types of
foreign visitors who favored “other” sources of travel transportation. A  test of difference was performed on
information (e.g. guidebook, tourist guide and internet) each  transportation  type  and  its  level   of    comfort.
compared to locals, (1, n = 171) = 4.124, p < 0.05. The The result of the test was inconclusive because there was2

number of foreign and local visitors who consulted each presence of contingency table cells with a very small
of those sources, however, was barely enough, i.e. 18 and expected count. The result was the same when a test
2, respectively, to test for any significant difference. was performed to examine the perceptual difference in

The frequency of visit, i.e. frequent, occasional, comfort level of transportation between foreign and local
hardly, or first time, was significantly different among visitors.
visitors, (3, n = 174) = 78.644, p < 0.05. Most Visitors significantly differed on their choice of2

respondents were occasional visitors. There was no accommodation,  i.e.  hotel,  lodge, camp and others.
significant difference between foreign and local visitors in (102, n = 174) = 102.000, p < 0.5. Most visitors chose to
terms of frequency of visit, (3, n = 169) = 4.812, p > 0.05. stay in a hotel or a lodge. Only a few visitors chose to2

Visitors’ length of stay ranged from 1 to 7 days with camp. There was no significant difference between foreign
an average of 2.8 days and a mode of 3 days. The mean and local visitors in their choice of accommodation, (3,
length of stay of foreigners and locals are 3.1 and 2.6 n = 169) = 0.888, p > 0.5.
days, respectively with equal ranges of 1 to 7 days. There was a significant difference in visitor’
Foreigners  stayed  longer  than  locals, t(162)  =  2.781, experience on the relative ease in finding a suitable
p  <  0.05  for  (equal-variance test) and t(71.988) = 2.481, accommodation, (2, n = 174) = 108.241, p < 0.05. Most
p < 0.05 (for unequal variance test). visitors perceived that it was easy to find accommodation.

Visitors represented almost all Malaysia’s sixteen The difference was also significant between foreign and
states except the states of Johor and Negeri Sembilan. local visitors, (2, n = 169) = 12.424, p < 0.05. A larger
Foreign visitors represented twelve countries, including percentage of foreign visitors found it easy to find
U.K, Australia, Singapore, Germany and Belgium, in accommodation----88.2% (n = 45) for foreigners compared
descending order of number of respondents. There was a to 61.0% (n = 72) for locals. A larger percentage of local
significant difference between the number of foreign and visitors were uncertain on the ease in finding
local visitors (n = 51 and 127, respectively), (1, n = 178) accommodation----30.5% (n = 36) for locals compared to2

= 32.449, p < 0.5. Local visitors represented the bulk of all 9.8% (n = 5) for foreigners.
visitors in Cameron Highlands. Visitors’  significantly  differed  in  their  perceptions

There were 62 (35%) from 174 respondents who on  how   convenient   their   accommodation   was located
travelled with their family, including 16 foreign visitors. (convenient, unsure or inconvenient), (2, n = 172) =
The number of foreign visitors’ family members ranged 169.395, p <  0.05,   but   not  by   origin   of     visitors,
from 2 to 15 people, averaged 4.6 and had a mode of 2. For (2, n = 167) = 4.748, p > 0.05. Most visitors felt that their
local visitors, the figures were 1 to 10, 4.1 and 5, accommodation was conveniently located. 
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Visitors’ perception on the variety of choice of food large number of visitors. Climbing, jungle trekking, visiting
and beverage was significantly different, (2, n = 178) = tea plantation, hiking, golfing and playing badminton were2

99.81, p < 0.05. Most visitors believed that there were among the activities.
many choices of food and beverages in Cameron Data on the sites that visitors visited are shown in
Highlands. A significantly larger percentage of locals Table 1. 
were those who were uncertain about whether or not there Except with souvenir shop, the frequencies of
was a wide choice of food and beverages and those who whether a site was visited or not were significantly
actually believed that the choice was wide, x (2, n = 171) different, (1, n = 178) = 0.22, p < 0.05. Tea plantations,2

= 11.746, p < 0.05. strawberry farms and flower gardens were among the most
Visitors’ significantly differed on their attitude with popularly visited sites. A higher percentage of foreigners

respect to the suitability of food and beverages at (56.9%, n =29)  visited  the  hills compared to locals
Cameron Highlands, (2, n = 175) = 126.251, p < 0.05. (33.3%, 40), (1, n = 171) = 6.640, p < 0.05.2

Most visitors believed that the food and beverages at Table 2 shows data of visitors’ perception on the
Cameron Highlands were suitable for them. The frequency quality of various facilities, services and tour items in
difference among foreign and local visitors could not be Cameron Highlands. 
ascertained because of the presence of a contingency On the basis of goodness-of-fit tests, visitors’
table cell with a very small expected count. rating on the quality of each facility, service or tour item

Visitors’ activities significantly differed on the basis was significantly different. It can be verified from the table
of goodness-of-fit tests. The most popular activities that a large number of visitors gave a favorable rating to2

were sightseeing and shopping. The responses of the quality of transportation to Cameron Highlands,
foreigners and locals were significantly different with accommodation, sightseeing and nature park.
respect  to    sightseeing    and    research     activities, Transportation, campsite, shopping, banking, medical,

(1, n = 171) = 5.094, p < 0.05 and (1, n = 171) = 10.963, information centre and dining in Cameron Highlands were2 2

p < 0.05, respectively. Sightseeing activities were more given a moderate rating by most. On the basis of tests,
common among locals (41.7%, n = 50) than foreigners there was no difference in perception between foreigners’
(23%, n = 12). On the other hand, a larger percentage of and locals’ on the quality of each facility, service and tour
foreigners (92.2%, n = 47) were involved in research item.
compared to locals (68.3%, n = 82). Table 3 provides visitors’ feedback on what features

Visitors perception  on  the  availability of they really liked about Cameron Highlands. 
activities that match with age was significantly different, 2 goodness-of-fit test results showed that the

(2, n = 175) = 84.834, p < 0.05. Most visitors believed frequency of whether a feature was liked or not was2

that activities that match with age were available. Foreign significantly   different.   Weather   and   scenery   were
and local visitors’ perceptions on the match between the  most  liked  features.  There  was  a  significant
activities and age were consistent, (2, n= 175) = 84.834, difference  between  foreigners  and  locals in terms of2

p > 0.05----most believed there was a good match while their attitude toward accommodation, (1, n = 171) =
some felt uncertain about it. 4.485, p < 0.05 and food and beverages, 2(1, n = 171) =

The researchers analyzed the data on visitors’ 9.520, p < 0.05. A larger percentage of foreigners were
preference for other activities that were not yet available pleased   with    their   choice   of   accommodation
or are uncommon at Cameron Highlands such as horse (37.3%, n =19) compared to locals (21.7%, n = 26).
riding, hang gliding, water sports, mountain biking and Similarly, a larger percentage of foreigners (47.1%, n = 24)
experiential exercise. On the basis of goodness-of-fit liked their choice of food and beverages compared to2

tests, the preferences for each of those activities were locals (23.3%, n = 28). 
significantly different. Foreign and local visitors’ Visitors significantly differed on the extent to which
preferences for activities other than experiential exercise they were satisfied with their trip, (2, n = 175), 165.611,
were significantly different. There were consistently larger p < 0.05. Most visitors were satisfied and hardly any of
proportions of local visitors than foreign visitors who them  was  unsatisfied. There was no significant
preferred those activities. In particular, the proportion of difference in satisfaction level between foreigners and
locals who preferred mountain biking were much larger locals, (2, n = 169), 2.643, p > 0.05. There was no
compared  to  foreigners  (i.e.  40%,  n = 48 versus 19.6%, relationship between the quality of the product
n = 10), (1, n= 171) = 6.640, p < 0.05. There were several components and visitors’ satisfaction, F(1, 117) = 0.845,2

other types of preferred activities named by a relatively p > 0.05. 
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Table 1: Places visited.
Places visited Frequency %
Tea plantation 154 86.5
Flower garden 109 61.2
Hills 71 39.9
Strawberry farm 125 70.2
Vegetable market 69 38.8
Fruit stalls 67 37.6
Souvenir shop 88 49.4
Waterfall 57 32.0
Agricultural research centre 28 14.6
Orang asli  settlement 34 19.1a

Others 7 3.9
Indigenous people.a

Table 2: Visitors’ perception of the quality of facilities, services and tour items.
Adequate Moderate Inadequate

Perception on the quality of facilities, ------------------------------- ---------------------------- ------------------------------------
services and tour items Frequency % Frequency % Frequency %
Transportation to Cameron Highlands 77 52.4 65 44.2 5 3.4
Transportation in Cameron Highlands 44 31.2 89 63.1 8 5.7
Accommodation 81 55.5 64 43.8 1 7
Sports 39 28.9 82 60.7 14 10.4
Recreation 64 45.7 68 48.6 8 5.7
Sightseeing 95 67.9 43 30.7 2 1.4
Campsite 34 26.8 87 68.5 6 4.7
Shopping 55 41.0 77 57.5 2 1.5
Banking 55 41.1 74 56.2 3 2.3
Medical 29 23.0 88 62.8 9 7.1
Information centre 44 32.6 79 58.3 12 8.9
Nature park 79 56.8 51 36.7 9 6.5
Dining 52 39.4 63 47.7 17 12.9

Table 3: What visitors liked.
Features liked Frequency %
Weather 131 73.6
Scenery 128 71.9
Accommodation 46 25.8
Food and beverages 54 30.3
Shopping 47 26.4
Services 24 13.5
Activities 51 28.7
Others 7 3.9

Visitors repeat-visit intention was significantly different,
(2, n = 176), 169.648, p < 0.05. Almost every respondent2

intended to revisit  Cameron  Highlands. There was no
difference between foreigners and locals in repeat-visit
intentions, (2, n = 170), 4.355, p > 0.05. The relationship2.

between satisfaction and repeat-visit intentions could not
be established because there were several contingency
cells that had very small expected counts.

Visitors’ came from various walks of life, e.g. business
owners and managers, politicians, teachers, students and
retirees, among others. There was a significant difference

in frequency with respect the visitors’ background,  (9,2

n = 164) = 358.927, p < 0.05. Students represented more
than 50% of visitors. There was no significant difference
in satisfaction level between students and non-students,

 (2, n = 175) = 5.109, p > 0.05. The results of similar tests2

of difference with respect to visitors’ backgrounds were
inconclusive because of the presence of cells with a very
small count.

There was no difference in the number of respondents
by gender, (1, n = 165) = 0.152, p > 0.05. There was no2

significant difference between gender on the level of
satisfaction, (2, n = 162) = 0.834, p > 0.05. Visitors’ age2

differed significantly, (6, n = 177) = 257.356, p < 0.05.  It2

 ranged   from   6.5  to  63.5  years,  averaged 27 years and
its mode was of 20.5. More than half or 52% of all visitors
belonged to 16-25 age group. That coincided with the
large number of students who visited Cameron Highlands.
Very  few  were below  16  or  above   46. There was no
significant age difference between foreigners and locals,
t(168) = 0.542, p > 0.05 (equal variance was assumed) and
t(94.728)   =  0.542,  p  >  0.05  (equal  was  not  assumed).



World Appl. Sci. J., 23 (2): 272-278, 2013

277

The p  value  associated  with Levene’s test was 0.802 difference in perception between foreigners and locals on
(i.e. greater than 0.05). Hence, the results of the t tests the quality of facilities, services and tour items. There was
were reliable. There was no significant difference in the no relationship between the quality of the location’s
satisfaction  level  of  visitors   of  all  ages, (12, n = 174) product components and visitor satisfaction. Visitors2

= 10.113, p > 0.05. were significantly divided concerning their satisfaction
On the basis of  tests, the ranges of amount of level with their trip. Most visitors were satisfied and2

money  spent  by  visitors  were significantly different. hardly any of them was unsatisfied. Foreign and local
The amount of money spent ranged from RM50.50 to visitors’ satisfaction level did not significantly differ.
15,001.50 (overall), averaged RM981.10 and its mode was There was a significant difference in visitors’ repeat-visit
RM351.5. There were very few visitors who spent over intention. The majority of respondents intended to revisit
RM5,001. The range and mode of money spent were the Cameron Highlands and hardly any visitor thought
same with both foreigners and locals. Given that Levene’s otherwise. There was no difference among foreigners and
test had a probability greater than 0.05, the t test was used locals in their repeat-visit intention. The satisfaction level
to prove the difference between means of amount of of students and non-students were not significantly
money spent by foreigners and locals. It was found that different. There was no significant difference in the level
there was no significant difference between the amount of of satisfaction among visitors of different ages. There was
money  spent  by  foreigners  and  locals,  t(161) = 0.918, no significant difference between the amount of money
p >  0.05  (equal variance was assumed) and t(56.559) = spent by foreigners and locals. There was no significant
0.707, p > 0.05 (equal variance was not assumed). In difference in visitors’ level of satisfaction vis-à-vis the
addition, there was also no relationship between the amount of money spent. The length of stay on its own
amount  of money  spent  and  level  of  satisfaction, was a significant predictor of the amount of money spent.

(10, n = 166) = 11.449, p > 0.05. Visitors’ age had a significantly moderate and positive2

Only length of stay on its own was a significant relationship with the amount of money spent. In other
predictor of the amount of money spent, F(1, 159) = words, older visitors were spending more money than
25.182,   p   < 0.05.   The   coefficient  of  determination, younger visitors. 
R , equaled 13.7%, which meant that length of stay2
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money spent. The t value was also significant at p < 0.05.
The regression equation was: 1. Wikipedia. 2012. Retrieved 15 June, 2012 from the

y = -798.738 + 638.901x ylt=AtjKtprTMBsmrbu.P29uF4CevZx4?p=wikipedia

Where 701.
y = Amount of money spent 2. New Straits Times. 2009. January 26. RM1.6 million car
x = Length of stay park “a waste of funds.” New Straits Times. Retreived

A significantly moderate and positive relationship 3. Mimi Syed Yusof, John, E. and Shahrum Sayuthi,
existed between visitors age and the amount of money 2005, April 15. Some Camerons forest reserve to go.
spent (r = 0.535, p < 0.05). That meant visitors' spending New Straits Times. Retreived from http://archives.
increased with age. emedia. com.my/bin/main.

CONCLUSIONS so highlands stay green. New Straits Times. Retreived

Visitors’ ratings on the quality of facilities, services or 5. Singh, J., 2009. January 9. Rape of Camerons
tour items were significantly different. A large number of continues. New Straits Times. Retrieved from
visitors believed that the quality of transportation to http://archives.emedia.com.my/bin/main.
Cameron Highlands, accommodation, sightseeing and 6. Zafar  U.  Ahmed.  1996. The need for the
nature park were adequate. Most respondents gave a identification of the constitutes of a destination’s
moderate rating to the quality of transportation in tourist image:  A promotion segmentation
Cameron Highlands, campsite, shopping, banking, perspective. Journal of Professional Services
medical, information centre and dining. There was no Marketing, 14(1): 37-60.

Wikipedia:  http://search. yahoo. com/ search; _

andtoggle=1andcop=mssandei=UTF-8andfr=yfp-t-

from http://archives. emedia. com. my/bin/main.

4. Ram, S., 2008. August 5. Move to limit development

from http://archives. emedia. com. my/bin /main.



World Appl. Sci. J., 23 (2): 272-278, 2013

278

7. Badaruddin Mohamed, Shida Irwana Omar, Masitah 16. Kim,  H.,   1998.   Perceived   attractiveness of
Muhibudin, and Nurashikin Shamsudin. (2009, 9-12 Korean  destinations. Annals of Tourism Research.
July). Measuring the competitiveness of Malaysian 25: 340-361.
tourism cities through the application of multi 17. Botha, C., J. Crompton and  S.  Kim,  1999. Developing
dimensional scaling analysis. Paper presented at Asia a revised    competitive   position   for   Sun/Lost
Pacific Tourism Association, Incheon, Korea. Pulau City,  South  Africa.  Journal of Travel Research,
Pinang, Malaysia: USM Retrieved July 6, 2011, from 37(4): 341-352.
ePrints@USM. 18. Kozak, M. and M. Rimmington, 1999. Measuring

8. Ritchie, J.R.B. and G.I. Crouch, 2003. The competitive destination competitiveness: conceptual
destination: A sustainable tourism perspective. UK: considerations and empirical findings. International
CABI Publishing. Journal of Hospitality Management, 18: 273-283.

9. Kozak, M., 1999. April 25. Destination 19. Andreu, L.,  J.  Bigne  and  C.  Cooper,  2000.
competitiveness measurement: Analysis of effective Projected and perceived image of Spain as a tourist
factors and indicators. Retrieved from http:www. ersa. destination for British travelers. Journal of Travel and
org/ersaconfs/ersa99/Papers/a289.pdf. Tourism Marketing, 9(4): 47-67.

10. Dwyer, L., Z. Livaic and R. Meloor, 2003. 20. Uysal,  M.,  J.  Chen  and  D.  Williams,  2000.
Competitiveness of Australia as a tourist destination. Increasing state market share through a regional
Journal of  Hospitality  and  Tourism  Management. positioning. Tourism Management, 21: 89-96.
10(1): 60-78. 21. Chen, J. and M. Uysal, 2002. Market positioning

11. Goodrich, J., 1978. A new approach to image analysis analysis: A hybrid approach. Annals of Tourism
through multidimensional scaling. Journal of Travel Research, 29: 987-1003.
Research, 16(3): 3-7. 22. Kim, S.S. and J. Agrusa, 2005. Positioning of overseas

12. Haahti, A., 1986. Finland’s competitive position as a honeymoon destinations. Annals of Tourism
destination. Annals of Tourism Research, 13: 11-35. Research, 30(4): 887-904.

13. Calantone,    R.,   C.D.   Bendetto,   A.   Hakam    and 23. Gomezelji, D.O., 2006. Competitiveness of Slovenia as
D. Bojanic, 1989. Multiple multinational tourism a tourist destination. Managing Global Transitions,
positioning using correspondence analysis. Journal 4(2): 167-189.
of Travel Research, 28(2): 25-35. 24. Augustyn, M.M., 1998. The road to quality

14. Gartner, W., 1989. Tourism image: Attribute enhancement  in   tourism.    International     Journal
measurement of state tourism products using of     Contemporary    Hospitality   Management,
multidimensional scaling technique. Journal of Travel 10(4): 145-158
Research, 28(2): 16-20. 25. Sekaran,  U.,  1984.  Research  method  for managers:

15. Crompton, J., P. Fakeye and C.C. Lue, 1992. A skill-building approach, New York: John Wiley and
Positioning: The example of the Lower Rio Grande Sons.
Valley in the Winter Long Stay destination market.
Journal of Travel Research, 31(2): 20-26.


