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ABSTRACT 

This paper examines the shopping destination image 

model incorporating three image dimensions, cognitive, 

affective, and conative, with regards to shoppers and 

frontline retail employees. The results verify the relevance 

of the shopping destination image model to shopper and 

retail employee sample. The cognitive image and affective 

image components are important drivers of conative with 

respect to both shoppers and retail employees. 

Furthermore, this study shows that the differences between 

shoppers and retail employees on the associations among 

the image dimensions are insignificant. The conceptual and 

managerial implications of these findings are reviewed.  
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INTRODUCTION 

The importance of having a unique and favorable image for a destination 

is well documented in the literature (Correia et al., 2017; Tosun et al., 

2007). The image of a destination is important due to its effects on 

consumer behavior in their selection of destination, in their comparison of 

expectations with experience related to the destination, and when they 

revisit and recommend the destination (Pike, 2002; Suhartanto, 2017; 

Zhang et al., 2014). As a result, the destination image is thoroughly 

explored in the field of marketing (Fu et al., 2016; Stylidis et al., 2017). 

Although the need for having a unique image is important for a 

destination, most studies focus on tourism destinations, while studies that 

focus on shopping destinations are quite rare (Choi et al., 1999; Makkonen, 

2016; Suhartanto et al., 2016). Although a shopping destination could also 

be a tourist destination, a shopper’s purpose (both tourist and resident) in 

visiting a destination is different from that of a tourist’s, who may be 

interested in beaches or museums. Accordingly, the results of a tourism 

destination study cannot be generalized in the shopping destination 

context. For this reason, the need to explore the shopping destination 

image is apparent.  

Literature shows that most studies on destination image focus 

mainly on the customers (i.e. tourists and residents) and pay little 

attention to other stakeholders (Agapito et al., 2010; Byrd et al., 2009; Fu et 

al., 2016). Because of the image effect on a person’s behavior, the image 

that the stakeholders have on the destination needs to be considered as 

they can shape the image of the destination and influence their behavior 

toward the destination (Byrd et al., 2009). Furthermore, how an image 

affects stakeholder behavior and the strength of its effect differs amongst 

stakeholders (Agapito et al., 2010; Stylidis et al., 2015). Thus, scholars 

(Puczkó & Rátz, 2000; Stylidis et al., 2017) suggest the necessity to further 

assess destination image by integrating stakeholders other than customers. 

In a tourism destination context, besides customers, frontline employees 

who have a dyadic relationship with the customer are important 

stakeholders because of their role in providing service to the customer and 

recommending the destination (Kubín, 2015). Although frontline retail 

employees have an important role in the shopping destination 

(Suhartanto, 2017), past studies have neglected to examine this issue. 

Thus, examining the configuration of shopping destination image from the 

perspective of both retail customers and frontline retail employees is 

important.  
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Driven by these research gaps, this paper assesses the formation of 

a shopping destination image mindful of shoppers and frontline retail 

employees. Specifically, this study seeks to not only inspect the model of 

shopping destination image incorporating cognitive, affective, and 

conative image dimensions, but also to compare the shopping destination 

model as it relates to shoppers and frontline retail employees. Testing a 

shopping destination image model affecting shoppers and frontline retail 

employees will deepen our understanding of shopping destination 

marketing by offering first-hand evidence on the differences and 

similarities that these stakeholders have on a shopping destination image. 

Practically, the study could deliver valuable information to local 

authorities and retail managers in their attempt to improve their shopping 

destination image. 

 

THEORETICAL BACKGROUND AND HYPOTHESES 

The Concept of Destination Image 

Literature indicates that a destination image is a multifaceted concept, 

defined differently among scholars. Earlier scholars have suggested that 

image refers to a person’s traits or qualities and the overall impression of 

an object on a person’s mind (Echtner & Ritchie, 1991). Gartner (1994) 

maintains that a destination image is the manifestation of all 

preconceptions, impressions, imaginations, and ideas an individual might 

possess of a certain destination. Recent studies specify destination image 

as a sum of viewpoints, impressions, and thoughts an individual has of 

the destination (Agapito et al., 2010; Stylidis et al., 2017). These definitions 

indicate the complexity of a destination image and the necessity to believe 

that the concept is multi-dimensional, as opposed to being one-

dimensional. 

Gartner (1994) suggests that destination image is multi-dimensional 

and consists of cognitive, affective and conative images. Based on this 

contention, destination image encompasses what a person understands 

and thinks about something (cognitive element), how a person senses it 

(affective component), and how a person behaves using the information 

about it (conative element). Past studies have examined and reinforced the 

existence of the destination image dimension consisting of the cognitive, 

affective, and conative elements (Pike, 2002; Yuksel et al., 2010). However, 

recent researches suggest that destination image comprises not three but 

two dimensions, i.e. cognitive and affective only (Wang & Hsu, 2010; 
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Zhang et al., 2014). In this recent study, the destination image is shaped 

based on people’s views of the cognitive and affective attributes of the 

destination. Furthermore, this bi-dimensional image model proposes that 

the cognitive component is the determinant of the affective component 

(Lin et al., 2007) and both affect behavioral intentions. Although the terms 

are different, comparing the definition and operationalization of 

behavioral intention and conative component, they are similar. Both terms 

refer to a person’s propensity related to the future destination (Agapito et 

al., 2013; Stylidis et al., 2017). Thus, although the terms used to identify 

image dimensions differ, in essence, there is no difference between these 

two points of view. This study adopts the earlier approach because it has a 

strong theoretical background with respect to image formation and is 

commonly used (Agapito et al., 2013; Stylidis et al., 2017; Yuksel et al., 

2010). 

The cognitive dimension of an image informs one’s comprehension 

and belief about the attributes of a destination, which concurrently 

develops a mental depiction of the destination (Pike, 2002). The cognitive 

image contains knowledge and belief about a destination, primarily 

concentrating on the tangible attributes of the destination (Lin et al., 2007). 

Other scholars argue that a cognitive image consists of a set of features 

corresponding to the resources of a destination (Zhang et al., 2014). In the 

shopping destination context, those attributes cover, among others, the 

retail employees’ aspects related to the product, process, service, and 

promotion as well as the shopping environment (Choi et al., 2016; LeHew 

& Wesley, 2007; Suhartanto et al., 2016). All of these factors can induce 

shoppers (both tourist and resident) to shop at a specific destination (Choi 

et al., 2016; Suhartanto et al., 2016). 

Affective image signifies one's emotional responses to a destination 

(Baloglu & McCleary, 1999; Whang et al., 2016). According to Gartner 

(1994), an affective image occurs in the evaluation and selection of the 

destination. The view that the cognitive and affective components should 

be assessed independently is backed by a number of studies in various 

contexts, including in tourism studies (Dobni & Zinkhan, 1990; Stylidis et 

al., 2017). However, Yuksel et al. (2010) report that in the tourism context, 

both the cognitive component and the affective component need to be 

integrated. The affective image is the initial stage of response to a 

destination and this response influences the subsequent behavior toward 

the destination (Whang et al., 2016). 
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Rollero and De Piccoli (2010), in an environmental psychology 

context, confirms a positive association among levels of affection on 

cognitive evaluations of a destination's attributes. However, the majority 

of studies reveal that the evaluation of the affective response to a 

destination is the consequences of the comprehension of the destination 

(Baloglu & McCleary, 1999; Wang & Hsu, 2010). There are many different 

scales used to capture the affective image and the most commonly used 

are semantic differential scales such as distressing-relaxing, sleepy-

arousing, gloomy-exciting, and unpleasant-pleasant (Baloglu & McCleary, 

1999; Stylidis et al., 2017). 

A conative image is reflected in a customer’s propensity toward a 

product, which is commonly evidenced in the intention to revisit or re-buy 

and to be involve in word-of-mouth communication (Zhang et al., 2014). A 

conative image is a sign of a person’s intention to cement his or her 

relationship with a destination. Further, it is an important information 

source for future possible behavior (Yoon & Uysal, 2005). Wang and Hsu 

(2010) maintain that future behavior intention is a fundamental 

measurement to assess the success of a destination in the future. Literature 

has effectively presented the connection between the cognitive, affective, 

and conative components of a destination image (Stylidis et al., 2017; 

Zhang et al., 2014). However, there is no consensus regarding the direction 

of the relationships between these variables. Li and colleagues (2010) 

report that both cognitive and affective image directly impact revisiting 

intentions and word-of-mouth communication. Other scholars (Castro et 

al., 2007) reveal direct and indirect consequences of cognitive and affective 

images on travelers’ willingness to revisit and recommend the destination. 

Studies report that the cognitive component as well as affective 

component significantly affect tourists' intention to revisit, to recommend, 

and to report positively about a destination (Agapito et al., 2013; Chi, 

2011). In addition, a study conducted by Qu et al. (2011) exhibited a 

positive influence of both the cognitive component and affective 

component on the destination image in general, which, subsequently, has 

a positive impact on behavioral intention. In the context of tourism, Chew 

and Jahari (2014) reinforce the belief that both image dimensions directly 

influence the conative image. These inconsistent relationships among the 

destination image components merit further examination.  
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Hypotheses Development 

A retail employee whose store is located at a destination arguably has an 

attachment toward that destination. This attachment creates consciousness 

of being part of the destination and this subsequently sparks emotional 

and cognitive bonds with the destination, as a result of direct or indirect 

experiences with the destination (Yuksel et al., 2010). With this experience, 

the shopping destination attributes will create a cognitive image as far as 

the retail employee’s perception is concerned. As in the case of a shopper, 

a retail employee’s perception on the attributes of a shopping destination 

will create a cognitive image in his or her mind. This perception then 

influences the knowledge of the shopping destination to create an 

employee’s feeling of fondness towards the shopping destination 

(affective). While shoppers who are satisfied with their shopping 

experience will intent to revisit and re-shop, the employees who perceive 

that the shopping destination is pleasant will likely exhibit different 

behavior. 

Many theories have been developed to examine employee behavior. 

Among others, the Social Exchange Theory, arguably, is a suitable theory 

that can be used as a basis to assess the linkage between the cognitive, 

affective and conative components of a destination image. This theory is 

concerned with the resource exchanges between people and groups in an 

interrelationship situation. The Social Exchange Theory postulates that a 

person assesses or exchanges based on the benefit and costs acquired from 

the exchange (Byrd et al., 2009). In the employee retail context, when a 

shopping destination presents a favorable image, it will attract a large 

number of shoppers and will eventually improve the retail business 

performance at the destination. This favorable business performance will 

impact employees, in terms of enhanced rewards and this will motivate 

them to work harder. As a result of the benefits they receive, the retail 

employee, in return, will work harder for the destination. Consider the 

frontline retail employees as retail service providers, there are two things 

which can be expected from frontline employees who favorably perceive 

their destination. First, they will serve the customer better, and second, 

relating to the image effect on a person’s behavioral intentions, the 

positive image of the shopping destination will encourage frontline 

employees to recommend the destination (Li et al., 2010; Zhang et al., 

2014).  

Agrusa et al. (2012) study a similar perception between long-haul 

travelers and local service providers towards Tahiti as a tourist 
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destination. Their study reveals there is a substantial perception similarity 

between travelers and employees. They suggest that the similarity inclines 

to influence the travelers’ satisfaction toward the destination as well as 

with the employees of their tourism service providers. Using the reference 

on the association between the three destination image dimensions 

(Agapito et al., 2013; Yuksel et al., 2010) and the study of Agrusa et al. 

(2012), it is reasonable to assume that customers (shoppers) and service 

providers (frontline retail employees) are equal in their perception of the 

shopping destination. Thus, it is expected that the shopping image 

formation between shoppers and retail employees will not be significantly 

different. Therefore, the following hypotheses on the relationships 

between image components (cognitive, affective, and conative) on both 

shoppers and retail employees are formulated as follows: 

H1: The cognitive image has a positive and significant influence on the 

affective image for both shopper and retail employee. 

H2: The cognitive image has a positive and significant influence on the 

conative image for both shopper and retail employee. 

H3: The affective image has a positive and significant influence on the 

conative image for both shopper and retail employee. 

To summarize, the cognitive image affects the affective image, and 

both cognitive and affective images are determinants of the conative 

image for the shoppers and retail employees sample (Fig. 1). 

 

 
 
 

 
 
 
 
 
 
 
 

 

 

 

Figure 1: The Cognitive-Affective-Conative Model of Shopping Destination 
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RESEARCH METHOD 

The literature has examined the constructs used in this study, thus, the 

measurement scale of the variables used relates to the existing literature. 

The measurement of the cognitive dimension of the shopping destination 

image was established based on the attributes recognized in the shopping 

literature. 

 

Table 1. Cognitive Shopping Image Measurement Scale 

Attributes Sources 

Offering competitive price (Suhartanto et al., 2016; Tosun et al., 2007; Yeung et al., 

2004) 

Interesting store display (Choi et al., 1999; LeHew & Wesley, 2007; Yeung et al., 

2004) 

Attractive sale (Suhartanto et al., 2016; Yeung et al., 2004) 

Excellent staff services (Choi et al., 1999; Suhartanto et al., 2016; Wong & Wan, 

2013) 

Excellent shopping location  (Choi et al., 2016; Choi et al., 1999; Tosun et al., 2007) 

Convenience shopping centers (LeHew & Wesley, 2007; Yeung et al., 2004) 

Offering good quality product (Tosun et al., 2007; Yeung et al., 2004) 

Offering vary brand (Suhartanto et al., 2016; Wong & Wan, 2013) 

Interesting packaging (Choi et al., 1999; Tosun et al., 2007) 

Traffic (Choi et al., 1999; Yeung et al., 2004) 

 

As the cognitive attributes of a shopping destination image were 

developed for a different purpose of study and applied in another study 

setting, an adjustment of the attributes to make it suitable for this study is 

necessary. For this purpose, interviews with some shoppers and frontline 

retail employees were performed to evaluate the suitability of the 

attributes. Additionally, the few experts on shopping academics were 

asked about their opinions on the identified scales. Based on this process, 

nine items (see Table 3), reflecting shopping destination elements were 

used as measurement scales of the cognitive dimension of the shopping 

destination image. The conative image was assessed by three items: the 

intention to purchase (for shoppers), service (for employees), and 

recommend (for shoppers and employees) (Agapito et al., 2013; Agrusa et 

al., 2012; Zhang et al., 2014). All indicators of the cognitive image and 

conative image were anchored with a 5-point Likert scale, 5 (strongly 

agree) and 1 (strongly disagree). The affective component of the image 

was evaluated with: boring-exciting, distressing-relaxing, sleepy-lively, 
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and unpleasant-pleasant (San Martín & Rodríguez del Bosque, 2008), and 

anchored with a 5-point.  

The proposed model of shopping destination image was tested on 

shoppers and frontline retail employees in the Indonesian city of Bandung, 

which was chosen for several reasons. First, the study on shopping 

destinations in a developing country is limited, and Bandung is an 

important shopping destination in the region. Second, Bandung 

experiences frequent repeat visits from travelers. Thus, an understanding 

of shoppers’ images as well as those of retail employees on Bandung as a 

shopping destination, was imperative to maintain a high frequency of 

visits. Finally, as a shopping tourism destination, the city confronts tough 

competitors such as Jakarta, Kuala Lumpur, and Surabaya. Therefore, 

scrutinizing how the consumers and retail employees’ images is shaped 

and planned, is significant in developing the competitive position of the 

shopping destination. 

This study focuses on an analysis of two key shopping destination 

stakeholders, namely shoppers and frontline retail employees. The 

questionnaires were distributed to the shoppers (both tourists and 

residents) who had just finished shopping and to frontline retail staff from 

various shopping areas in Bandung. The data was collected during the 

period of April-May in 2017. In collecting the data, the selected shoppers 

and retail employees were invited to respond to the questionnaire. Of 670 

distributed questionnaires, 600 were deemed useful for analysis. With this 

sample size, the minimum sample requirements for using multivariate 

analysis (e.g. 10 times the number of survey indicator) as suggested by 

Hair et al (2017) is satisfied.  

To investigate the construct validity and reliability we applied 

Partial Least Squares (PLS)-based SEM. This technique was also used to 

verify the proposed shopping destination image model. The arguments of 

using PLS was that this technique enabled a researcher to assess the latent 

constructs using a small and medium sample and non-normality 

distributed data (Chin et al., 2008). Additionally, SEM-PLS is a well 

acknowledged technique to estimate the coefficient path in structural 

models (Hair et al., 2017). 
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RESULTS 

Of 600 respondents collected, 400 were shoppers and 200 frontline retail 

employees. Table 2 depicts the description of the respondents’ 

characteristics. 

 

Table 2. The Respondent Demographic Characteristics 

Variable Description 
Retail employee Shopper 

Frequency % Frequency % 

Gender Male 86 43% 166 42% 

Female 114 57% 234 59% 

Age 17-25 years 3 2% 4 1% 

26-35 years 28 14% 49 12% 

36-45 years 77 39% 160 40% 

>45 years 90 45% 178 45% 

Highest 

education 

level 

<high School 25 13% 49 12% 

High School 79 40% 165 41% 

Bachelor/Diploma 93 47% 181 45% 

Post Graduate 2 1% 3 1% 

Shopper 

type 
Tourist - - 200 50% 

Resident - - 200 50% 

Job 

Position  
Staff 146 73% - - 

Supervisor  54 27% - - 

 

Measurement Model 

To assess the proposed model, this study used two stages of examination. 

The first stage examined the measurement model by evaluating the 

average variance extracted (AVE), the outer loading, and the composite 

reliability (CR) to examine both the discriminant and convergent validity 

and the construct reliability. The convergent validity test (Table 3) 

revealed that the prerequisite for validity is fulfilled as the AVE is greater 

than 0.5 and factor loadings exceed 0.6 (Hair et al., 2010). Furthermore, the 

loading value of each item on its variable construct was bigger than the 

loading factor to other variable constructs. This result satisfied the 

requirement of discriminant validity of the construct variables. 
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Table 3. Measurement Model Indicators 

  
Shopper  Retail employee 

Loading1 α CR AVE Loading1 α CR AVE 

Cognitive Image   0.843 0.876 0.536  0.823 0.862 0.511 

- Competitive price 0.664    0.657    

- Interesting store display 0.588    0.612    

- Attractive sale 0.671    0.683    

- Excellent staff services 0.758    0.735    

- Excellent shopping 

location  

0.649    0.589    

- Convenience shopping 

centers 

0.617    0.621    

- Offering good quality 

product 

0.638    0.679    

- Offering vary brand 0.656    0.573    

- Good traffic 0.688    0.606    

Affective Image   0.837 0.891 0.673  0.824 0.883 0.655 

- Distressing-relaxing 0.767    0.748    

- Unpleasant-pleasant 0.805    0.822    

- Boring-exciting  0.858    0.793    

- Sleepy-lively  0.847    0.869    

Conative image   0.842 0.905 0.76  0.824 0.895 0.739 

- Intention to 

purchase/serve 

0.864    0.826    

- Intention to recommend 0.891    0.899    

- Intention to inform a 

good thing 

0.86    0.853    

 1Significant at p<0.01 

 

Henseler et al. (2015) recommend the Heterotrait-Monotrait Ratio 

(HTMT) to check construct discriminant validity. HTMT result indicated 

that the requirement of discriminant validity among the constructs are 

satisfied as none of the values of HTMT was greater than 0.9 (Henseler et 

al., 2015). The reliability test specified that the constructs were consistent 

with the values of the composite reliability and the Cronbach Alpha were 

over the advocated level of 0.7 (Hair et al., 2010). 

 

Structural Model 

The hypotheses stated were examined by using SmartPLS 3.0. In testing 

the structural model this study used the procedure of bootstrapping with 

5000 repetitions to assess the significance of indicators and the coefficient 

of the path (Chin et al., 2008). The R2, as well as the average geometric 

mean, were applied to assess the model fit. Table 4 shows that the 
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goodness of fit (GoF) index of the model has a value of 0.409 (shopper) 

and 0.472 (retail employee) indicating that the model for shoppers and 

retail employees are satisfactory, being above the suggested level of 0.36 

(Tenenhaus et al., 2005). Further, to check the approximate fit indices, a 

standardized root mean square residual (SRMR) and normal fit index 

(NFI) were applied. The result show that SRMR has value of 0.069 (lower 

than the recommended value of 0.8) and NFI has value of 0.901 (larger 

that the recommended cut off level of 0.9) indicating that the model has a 

satisfactory fit (Hair et al., 2017). 

 

Table 4. Goodness of Fit (GoF) index 

Variable 
Shopper  Retailer employee 

AVE R² Q² AVE R² Q² 

Cognitive Image 0.536     0.511     

Affective Image 0.673 0.232 0.137 0.655 0.259 0.156 

Conative image  0.760 0.277 0.307 0.739 0.442 0.298 

Average score 0.656 0.255   0.635 0.351   

AVE x R²   0.167     0.223   

GoF = √(AVE x R²)   0.409     0.472   

 

R² indicates the explanatory power of the exogenous variables on 

the endogenous variable. The cognitive explains the affective as 23% 

(shopper) and 26% (retail employee). Both cognitive and affective 

components of the image explain 28% (shopper) and 44% (retail 

employee) of conative image. With reference to Chin et al.’s (2008) 

classification, it can be concluded that the R² of shopper and retailer was 

relatively moderate. Q² indicates whether or not the data can be 

empirically restructured by means of the model and the parameters of 

PLS. Table 5 specifies that the Q² of all variables assessed were over the 

recommended level and had a positive value (Chin et al., 2008). Thus, all 

of the constructs have an acceptable predictive relevance. The result of the 

hypothesis being tested is depicted in Table 5. 
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Table 5. Structural Estimates and Multi-Group Analysis 

Hypothesis/Path 

Shopper  
Retail 

employee 

Multi-Group 

Analysis 

β 
t-

values 
β 

t-

values 

β 

Differences 

p-

value 

H1: Cognitive image => Affective 

image 
0.469 10.993* 0.509 9.799* 0.040 0.713 

H2: Cognitive => Conative image 0.461 10.815* 0.343 5.629* 0.118 0.056 

H3: Affective => Conative image 0.224 6.387* 0.323 4.623* 0.099 0.865 
*Significant at p<0.01 

 

Table 5 exhibits the relationships between the tested variables 

performing as hypothesized. The results show that among the 

relationships tested, all of the relationships between the variables tested 

are significant at p<0.01 for both shopper and retailer employee. These 

findings suggest that there is support for the positive association of the 

cognitive, affective, and conative components of an image for shoppers 

and retail employees. Thus, there is support for H1, H2, and H3. To assess 

the differences between the path of the relationships between the construct 

of the two samples, a multi-group analysis test was conducted following 

the recommendation of Henseler et al. (2015). The results (Table 5) showed 

that β differences between the path across samples were too small and not 

significant (p>0.05). The result demonstrated no significant variations in 

the relationships tested across shoppers and retail employees. 

 

DISCUSSION 

The purpose of this study was to scrutinize the shopping destination 

image (cognitive, affective, and conative image) across shoppers and 

frontline retail employees. The findings of this study offer a new 

understanding because only a few studies have explored shopping 

destination image. This is particularly true in terms of the perspective of 

both shoppers as well as retail employees. Importantly, the result of this 

study revealed that the proposed model of shopping destination image 

can be used for the shopper as consumers as well as for the retail 

employee samples. The cognitive and affective images are imperative 

drivers of the conative image of both shopper and employee. Furthermore, 

this study shows that the differences between shoppers and retail 

employees with regards to the destination image model are insignificant. 
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First, this study revealed that the shopping destination image 

model is a fit across the sample of shopper and retail employee. The 

association between the variable constructs of the shopping destination is 

consistent across shopper as well as across retail employee. This finding 

suggests that the shopping destination image model contains of cognitive, 

affective, and conative component that can be utilized not only for the 

customer (shopper) but also for the frontline retail employee. The results 

of this study are consistent with past studies on destination image from a 

customer perspective (Agapito et al., 2013; Pike, 2002; Yuksel et al., 2010). 

The proposed model extends our understanding of the process of how 

cognitive and affective components predict future behavior (conative 

component) not only of customers but also of frontline retail employees. 

This finding is important to the retail industry since frontline employees 

play a significant strategic role in satisfying shoppers and increasing the 

competitiveness of the shopping destination (Suhartanto, 2017). 

Second, the positive impact of the cognitive dimension on the 

affective and conative dimension for both shoppers and retail employees 

is noteworthy. In terms of the shopper sample, these findings corroborate 

with past studies, identifying a positive association between the cognitive, 

affective, and conative images (Li et al., 2010; Qu et al., 2011; Wang & Hsu, 

2010). These results corroborate past studies on tourists reporting a 

significant influence of affective and conative image on conative image 

(Baloglu & McCleary, 1999; Qu et al., 2011). From a frontline retail 

employee perspective, this study offers a new understanding as no 

previous study has assessed this issue. Since cognitive image relates to the 

physical aspect of a destination, this finding suggests that the 

development of the physical aspect of a shopping destination is important 

not only for customers but also for frontline retail employees. The 

attractiveness of the shopping destination will cause the frontline retail 

employees to enjoy the destination more, and in turn, sway them to 

improve customer service and spread the destination’s popularity.  

Third, the multi-group analysis suggests that, besides the direction 

and significance of the relationships between the customers and 

employees sample, the similarities and differences in the association 

between the variable constructs are also not substantial. This finding 

assists researchers in their recognition of how comprehensive image on 

shopping destination and future conative image are formed across 

consumer and frontline retail employees. The similarity of the model 

between these two samples provides support for the buyer-seller 

perception similarity between destination visitors and destination service 
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providers (Agrusa et al., 2012). This finding implies that a shopping 

destination, which is perceived as an excellent destination, will affect 

customer satisfaction and future behavior related to the shopping 

destination. A similar effect occurs with frontline retail employees whose 

perception of the shopping destination will impact their admiration for the 

destination and their future behavioral intention relating to the 

destination. As a result, retail managers should seriously consider 

investing in marketing programs to educate their shoppers as well as their 

frontline retail employees about the strengths of their shopping 

destination.  

Last, by validating the proposed shopping destination image model 

as a result of the shopper and frontline retail employee sample, this study 

strengthens our understanding on image formation by providing 

empirical evidence of the three dimensions of the image in shopping 

destination context, something which has not been addressed in previous 

studies. For both shopper and frontline retail employee, this study 

confirms the importance of cognitive and affective images as determinants 

of the conative image. These findings provide support for the existence of 

the cognitive-affective-conative destination model (Agapito et al., 2013; 

Zhang et al., 2014) and for the postulation of Echtner and Ritchie (1991), 

where the cognitive and affective images should be taken into 

consideration when capturing destination images and determining future 

intentions. Additionally, this study also confirms that the Social Exchange 

Theory is a suitable theory that can be used as a basis to assess the linkage 

between cognitive, affective and conative images for the frontline retail 

employee. 

 

Managerial Implications 

This study reveals that both cognitive and affective components are 

pivotal in determining the future intentions of shoppers and frontline 

employees. However, further analysis shows that the most important 

antecedent of future shopper and retail employee behavior is the cognitive 

component. This finding suggests that managers of shopping destination 

organizations and retail businesses should focus on the cognitive 

components when developing their shopping destinations. To develop the 

cognitive component of the shopping destination, they need to focus on 

the tangible elements. Specifically, they should allocate their main 

attention to providing excellent shopping facilities, excellent value of 

products and services, and an attractive and safe shopping environment. 
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Besides developing the tangible aspects of the destination, 

providing information about the destination should not only be targeted 

at the shoppers but also at the frontline retail employees. While 

information to shoppers is generally well dispersed, the information of the 

destination for employees tends to be overlooked. This study provides 

venue that retail managers need to pay special attention in dispersing 

information on the destination to their employees. The provision of 

information and promotional materials is not only important for shoppers 

but also for the frontline retail employees. The employee who has a good 

understanding of the shopping destination will be better equipped to 

effectively persuade customers to shop, visit, and most importantly 

provide better service. 

 

Limitations and Future Research 

First, this study suffers limitations related to the Bandung sample used in 

the study. Both shoppers and frontline retail employees’ behavior is 

largely influenced by culture. Therefore, the result of this study has the 

limitation regarding its generalizability. Thus, a further study can re-

examine the proposed shopping destination image model across shoppers 

and frontline retail employees at other shopping destinations, regions, or 

countries. Second, the literature indicates that there are many 

determinants and consequences of destination image. To obtain a better 

comprehension of the shopping destination image, future studies should 

incorporate these variables into the model. The inclusion of these variables 

can assist in understanding the drivers and effects of destination image for 

both shoppers and employees. Last, this study focuses on two shopping 

destination stakeholders, consumers and retail employees. Besides these 

stakeholders, there are numerous other stakeholders, such as 

entrepreneurs and local authorities who have interests in the shopping 

destination. To acquire an inclusive comprehension of shopping 

destination image, the testing of a comprehensive model including all of 

these destination stakeholders is recommended. Understanding the model 

across these stakeholders will help the consolidation of a comprehensive 

strategy that includes all stakeholders, thus, strengthening the 

development of the shopping destination. 

 

 



Advances in Hospitality and Tourism Research, 6 (2) 

185 

REFERENCES 

Agapito, D., Mendes, J., & Valle, P. O. D. (2010). Destination image: Perspectives of 

tourists vs. residents. Tourism Development and Management: Challenges and 

Opportunities for Algarve, Portugal, 117-140.  

Agapito, D., Oom do Valle, P., & da Costa Mendes, J. (2013). The cognitive-affective-

conative model of destination image: A confirmatory analysis. Journal of Travel & 

Tourism Marketing, 30(5), 471-481.  

Agrusa, J., Sizoo, S., & Lema, J. D. (2012). Exploring the importance of similarity in the 

perceptions of foreign visitors and local service providers: The case of long-haul 

pleasure travelers. Managing Leisure, 17(4), 311-332.  

Baloglu, S., & McCleary, K. W. (1999). U.S. international pleasure travelers’ images of 

four mediterranean destinations: A comparison of visitors and nonvisitors. 

Journal of Travel Research, 38(2), 144-152.  

Byrd, E. T., Bosley, H. E., & Dronberger, M. G. (2009). Comparisons of stakeholder 

perceptions of tourism impacts in rural eastern North Carolina. Tourism 

Management, 30(5), 693-703.  

Castro, C. B., Martín Armario, E., & Martín Ruiz, D. (2007). The influence of market 

heterogeneity on the relationship between a destination's image and tourists’ 

future behaviour. Tourism Management, 28(1), 175-187.  

Chew, E. Y. T., & Jahari, S. A. (2014). Destination image as a mediator between perceived 

risks and revisit intention: A case of post-disaster Japan. Tourism Management, 40, 

382-393.  

Chi, C. G. (2011). Destination loyalty formation and travellers' demographic 

characteristics: A multiple group analysis approach. Journal of Hospitality & 

Tourism Research, 35(2), 191-212.  

Chin, W. W., Peterson, R. A., & Brown, S. P. (2008). Structural Equation Modeling in 

Marketing: Some Practical Reminders. Journal of Marketing Theory and Practice, 

16(4), 287-298.  

Choi, M., Law, R., & Heo, C. Y. (2016). Shopping destinations and trust - Tourist 

attitudes: Scale development and validation. Tourism Management, 54, 490-501.  

Choi, W. M., Chan, A., & Wu, J. (1999). A qualitative and quantitative assessment of 

Hong Kong’s image as a tourist destination. Tourism Management, 20(3), 361-365.  

Correia, A., Kozak, M., & Kim, S. (2017). Luxury shopping orientations of mainland 

Chinese tourists in Hong Kong: Their shopping destination. Tourism Economics, 

24(1),92-108 

Dobni, D., & Zinkhan, G. M. (1990). In search of brand image: A foundation analysis. 

Advances in Consumer Research, 17( 9),110-119 

Echtner, C. M., & Ritchie, J. R. (1991). The meaning and measurement of destination 

image. Journal of Tourism Studies, 2(2), 2-12.  

Fu, H., Ye, B. H., & Xiang, J. (2016). Reality TV, audience travel intentions, and 

destination image. Tourism Management, 55, 37-48.  

Gartner, W. C. (1994). Image Formation Process. Journal of Travel & Tourism Marketing, 

2(2-3), 191-216.  

Hair, J. E., Hult, G. T., Ringle, C. M., & Sarstedt, M. (2017). A Primer on Partial Least 

Squares Structural Equation Modeling (PLS-SEM) (2 ed.). Thousand Oaks: Sage. 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate data analysis: A 

global perspective (7th ed.). Upper Saddle River: Pearson Education. 



 Suhartanto et al. 

186 

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal of 

the Academy of Marketing Science, 43(1), 115-135.  

Kubín, E. M. (2015). Attractiveness of Poland as a tourist destination in the eyes of 

employees of travel agencies located in Prague. AUC GEOGRAPHICA, (1), 41-49 

LeHew, M. L., & Wesley, S. C. (2007). Tourist shoppers' satisfaction with regional 

shopping mall experiences. International Journal of Culture, Tourism, and Hospitality 

Research, 1(1), 82-96.  

Li, M., Cai, L. A., Lehto, X. Y., & Huang, J. (2010). A missing link in understanding revisit 

intention—The role of motivation and image. Journal of Travel & Tourism 

Marketing, 27(4), 335-348.  

Lin, C., Morais, D. B., Kerstetter, D. L., & Hou, J.. (2007). Examining the role of cognitive 

and affective image in predicting choice across natural, developed, and theme-

park destinations. Journal of Travel Research, 46(2), 183-194.  

Makkonen, T. (2016). Cross-border shopping and tourism destination marketing: The 

case of Southern Jutland, Denmark. Scandinavian Journal of Hospitality and 

Tourism, 16(1), 36-50. 

Pike, S. (2002). Destination image analysis review of 142 papers from 1973 to 2000. 

Tourism Management, 23(5), 541-549.  

Puczkó, L., & Rátz, T. (2000). Tourist and resident perceptions of the physical impacts of 

tourism at Lake Balaton, Hungary: Issues for sustainable tourism management. 

Journal of Sustainable Tourism, 8(6), 458-478. 

Qu, H. L., Kim, L. H., & Im, H. H. (2011). A model of destination branding: integrating 

the concepts of the branding and destination image. Tourism Management, 32(3), 

465-476.  

Rollero, C., & De Piccoli, N. (2010). Place attachment, identification and environment 

perception: An empirical study. Journal of Environmental Psychology, 30(2), 198-

205.  

San Martín, H., & Rodríguez del Bosque, I. A. (2008). Exploring the cognitive–affective 

nature of destination image and the role of psychological factors in its formation. 

Tourism Management, 29(2), 263-277. 

Stylidis, D., Belhassen, Y., & Shani, A. (2015). Three tales of a city: Stakeholders’ images of 

Eilat as a tourist destination. Journal of Travel Research, 54(6), 702-716.  

Stylidis, D., Shani, A., & Belhassen, Y. (2017). Testing an integrated destination image 

model across residents and tourists. Tourism Management, 58, 184-195.  

Suhartanto, D. (2017). The role of store coopetition and attractiveness on the performance 

of tourism destination and its retail stores. International Journal of Tourism Policy, 

7(2), 151-165. doi: 10.1504/IJTP.2017.10006051 

Suhartanto, D., Ruhadi, & Triyuni, N. (2016). Tourist loyalty towards shopping 

destination: The role of shopping satisfaction and destination image. European 

Journal of Tourism Research, 13, 84-102.  

Tenenhaus, S. M., Esposito, V., Chatelin, Y.-M., & Laura, C. (2005). PLS path modeling. 

Computational Statistics & Data Analysis, 48(1), 159-205.  

Tosun, C., Temizkan, P., Timothy, D., & Fyall, A. (2007). Tourist shopping experience and 

satisfaction. International Journal of Tourism Research, 9, 87-102.  

Wang, C., & Hsu, M. K. (2010). The relationships of destination image, satisfaction, and 

behavioral intentions: An integrated model. Journal of Travel & Tourism Marketing, 

27(8), 829-843.  



Advances in Hospitality and Tourism Research, 6 (2) 

187 

Whang, H., Yong, S., & Ko, E. (2016). Pop culture, destination images, and visit 

intentions: Theory and research on travel motivations of Chinese and Russian 

tourists. Journal of Business Research, 69(2), 631-641. 

Wong, I. A., & Wan, Y. (2013). A systematic approach to scale development in tourist 

shopping satisfaction: Linking destination attributes and shopping experience. 

Journal of Travel Research, 52(1), 29-41.  

Yeung, S., Wong, J., & Ko, E. (2004). Preffered shopping destination: Hongkong versus 

Singapore. International Journal of Tourism Research, 6, 85-96.  

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction 

on destination loyalty: A structural model. Tourism Management, 26, 45-56.  

Yuksel, A., Yuksel, F., & Bilim, Y. (2010). Destination attachment: Effects on customer 

satisfaction and cognitive, affective and conative loyalty. Tourism Management, 

31(2), 274-284.  

Zhang, H., Fu, X., Cai, L. A., & Lu, L. (2014). Destination image and tourist loyalty: A 

meta-analysis. Tourism Management, 40, 213-223. 

 


