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Abstract 

The principal aim of this study was to verify which destination images 
of the ten most visited countries in the world in 2014 were rated by 
Brazilians who have never been to another country. A survey was 
applied to 263 respondents with the following variables: safety, the 
price of accommodation, the cost of transport, the duration of the trip, 
the economic stability of the destination, the political and social 
stability, the singular tourist attractions, the weather, the local 
infrastructure, and the friendliness of the local community. Using 
Partial Least Squares Path Modelling and ANOVA, six hypotheses were 
tested. The results obtained showed that those countries which are the 
nearest to Brazil were better evaluated (except for England and France). 
Safety, followed by the price of accommodation, and the cost of 
transportation, were the most important attributes of the images in the 
countries that were best evaluated by potential Brazilian tourists. 

Keywords: Destination image, countries, Brazilians, tourists. 

Resumo 

O principal objetivo deste estudo foi verificar quais imagens de destino 
dos dez países mais visitados do mundo em 2014 foram avaliadas por 
brasileiros que nunca estiveram em outro país. Foi aplicada uma 
pesquisa a 263 entrevistados com as seguintes variáveis: segurança, 
preço da acomodação, custo do transporte, duração da viagem, 
estabilidade econômica do destino, estabilidade política e social, 
atrações turísticas singulares, o clima, a infraestrutura local e a simpatia 
da comunidade local. Utilizando Partial Least Squares Path Modelling e 
ANOVA, seis hipóteses foram testadas. Os resultados obtidos 
mostraram que os países mais próximos do Brasil foram melhor 
avaliados (com exceção da Inglaterra e da França). A segurança, seguida 
pelo preço da acomodação e o custo do transporte, foram os atributos 
mais importantes das imagens nos países que foram melhor avaliados 
por potenciais turistas brasileiros. 

Palavras-chave: Imagem de destino, países, brasileiros, turistas.

 

 

1. Introduction 

The literature, when discussing ‘image information’, has 

focused very much on its main determinants, without 

considering the possible impact that the cultural essence of a 

country exerts on this process. In practice, this means that 

individual factors that influence the image formation of a 

tourist destination may have a significance in one country, or 

on one continent, but not in another.  

However, this does not seem to be the main gap in the 

literature when related to this theme, but rather, it is the 

limited number of studies investigating the image that tourists 

have of destinations that they have never visited (Henkel, 

Agrusa, Agrusa, & Tanner, 2006). Indeed, the vast part of 

existing studies on this topic has carried out research with 

tourists that were actually present in a particular destination 

and not with potential tourists, who possibly may have never 

visited this researched destination.  

Brazil, in particular, is among the ten largest economies in the 

world (IBGE, 2017). Its population of 207 million inhabitants is 

a target audience that is very much desired by touristic regions 

around the world. This importance can easily be reflected in the 

numbers. In 2016, the State of Florida (USA) received more than 

1 million Brazilian tourists (Visit Florida, 2016). However, in 

Brazil, 44% of the population never travelled in their own 

country (MTur, 2017). In a survey that was conducted in Brazil 

by a British consulting firm, 96% of Brazilians travelled within 

the country in 2017 (Exame, 2017). The remaining percentage 

(only 4%) becomes even more prominent when it was verified 

that the same survey pointed to percentages of 14% and 30% 

for Chile and Argentina, respectively. 

Therefore, the purpose of this study was to verify the 

“judgment or the evaluation” about the ten most visited 

countries in the world in 2014 (France, United States, Spain, 

China, Italy, Turkey, Germany, United Kingdom, Russia, and 

Mexico) by Brazilians who had never embarked on a visit to a 

foreign country in their life (UNWTO, 2015).  

This research used a questionnaire that considered 10 of the 

main variables that are accounted for in the literature, namely: 

1) safety (Troung & King, 2009); 2) the price of accommodation 

(Moreira & Iao, 2014); 3) the cost of transport (Chi, Qing, & Qu, 

2008); 4) the duration of the trip; 5) the economic stability of 

the destination (Beerli & Martin, 2004); 6) the political and 

social stability (Beerli & Martin, 2004); 7) the singular tourist 

attractions (Quintal & Phau, 2008); 8) the weather (Sonmez & 

Sriakaya, 2002); 9) the local infrastructure (Wang & Hsu, 2010); 

and 10) the friendliness of the local community (Rajesh, 2013) 

in the touristic destination.  
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Based upon these literature components and by using Structural 

Equation Modelling (SEM), which includes what is known as Partial 

Least Squares Path Modelling (PLS-PM), as well as by employing 

ANOVA (Analysis of Variation), six hypotheses were tested, which 

will be discussed and mentioned in the next section.  

The main contributions of this research are to add to the 

literature with further empirical evidence on the destination 

image for potential Brazilian tourists about the world’s most 

visited countries, as well as to investigate the destination 

images in Brazil - a country that has received little attention by 

international researchers, despite its enormous tourism 

potential (Souza, Ferreira, & Souza, 2007).  

2. Literature review 

The construction of a tourism destination image is primarily 

important because “it is impossible for tourists to experience 

the desired holiday prior to a visitation, leading the way for 

imagery to become an essential element to inspire and to 

influence them during the decision-making process”, stated 

Matos, Mendes, & Pinto (2015, p.135). In fact, the destination 

image positively influences the intention to visit it (Chaulagain, 

Wiitala, & Xiaoxiao, 2019; Marine-Roig, 2019). 

As “potential tourists with a limited knowledge of destinations 

depend on their perceived image of a destination when it 

comes to making choices” (Blazquez-Resino, Rodriguez, & 

Jimenez, 2016, p.2), it is important for destination marketers to 

know not only why people travel there, but also what comes 

into their mind – in terms of attributes – when a specific 

destination is mentioned. 

A significant part of this discussion will be on how this image 

would be formed among potential tourists. For example, Bruwer 

and Joy (2017, p.367), in a study about the Canadian regional 

winescape, showed that “the first-time and the repeated visit 

dynamics impact differently on the visitors’ perception of the 

region’s destination winescape”. Tuohino (2002) noted that the 

mental image of a destination for the potential tourist was an 

important aspect of the decision-making process when choosing 

whether to travel to a destination.  

It is possible that a Latin American tourist would have a 

different image than that of a European tourist when 

considering the same destination. More specifically, one must 

obtain different assessments between people from the same 

country about their recollections of the same destination, given 

their experiences and the information that each one of them 

has collected. Thus, this article will test Hypothesis 1, 

henceforth named: H1. The perceived image of the ten 

destinations that were most visited in 2014 was significantly 

viewed differently among Brazilian citizens. 

Nations, cities, states, regions, and so forth have brand 

associations, the same as firms and companies. Brands are the 

perceptions that potential tourists have of a region — in other 

words, an anticipation of what they can expect from the 

country or the destination. Countries like France, USA, and 

Spain - the three most visited countries in 2014 - received their 

tourists from around the world, as a result of their brand logos 

displaying their main characteristics. In this case, the most 

visited countries should be less indifferent to potential tourists, 

even though they have never ventured out from their own 

country, which implies a testing of the second Hypothesis: H2. 

Those countries that received more visitors in 2014, in 

decreasing order, should receive the top association values. 

In the image formation process, researchers have also found 

that images differ in accuracy, depending on the proximity or 

the distance to the destination (Stepchenkova, Mills, & Mills, 

2010). In practice, the greater the distance, the more inaccurate 

the image becomes. As a result, this study will now test the 

following Hypothesis: H3. Countries that are near to Brazil are 

better evaluated.  

Tourists spend a large part of their travel budget on 

accommodation. Disegna and Osti (2016, p.12) found that the 

more they were satisfied with the friendly local community 

(friendly local community), as well as the internal 

transportation and the local shopping, the more they were 

prepared to spend on accommodation (hotel, an apartment for 

rent, campsite, and so on). Conversely, the more the tourists 

had already visited a destination, the less they would spend on 

accommodation. However, there are not many studies that 

seek to relate the uniqueness of the tourist attractions of a 

destination, to the expenses that are incurred with 

accommodation. Thus, due to “destination attractiveness” that 

has been defined as: “the perceived ability of the destination to 

deliver individual benefits” (Lee, Huang, & Hueryren, 2010, 

p.811), this article has used as its main proxy, “destination 

attractiveness is built upon the uniqueness of the tourist 

attractions”. Therefore, this study will test a possible 

relationship between the existence of singular tourist 

attractions and destination hospitality with accommodation 

spending through the fourth Hypothesis: H4. The uniqueness of 

tourist attractions and destination hospitality are two of the 

most important influencing factors of the destination’s image 

for tourists so that spending a significant part of their budget on 

‘accommodation’ becomes a reality. 

Most studies show that the length of stay is an important 

determinant for tourist expenditures. The length of stay may vary 

according to the tourist’s income, their repeated visit behaviour, 

as well as the physical distance between their place of origin and 

the destination, in addition to the destination’s hospitality 

(Menezes, Moniz, & Vieira, 2008; Tavares & Leitão, 2015). 

Besides, these specific variables also influence the destination’s 

image. Therefore, this research will test the following Hypothesis: 

H5. Income, safety, the physical distance between their place of 

origin, together with the destination’s hospitality, would be the 

four most influencing factors of the destination’s image for 

tourists to decide upon their length of stay (Menezes et al., 2008). 

Empirical evidence has shown that returning tourists are more 

price-sensitive and that they are more interested in looking for 

https://www.ncbi.nlm.nih.gov/pubmed/?term=Blazquez-Resino%20JJ%5BAuthor%5D&cauthor=true&cauthor_uid=27933027
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lower prices than first-time tourists (Li, Wu, & Cai, 2008). 

According to Freytag (2010), on their first visit, tourists feel the 

need to be physically present at the main sights. This could 

mean that first-time tourists are not concerned so much with 

the amount of money that they spend on transportation, both 

between their origin and the destination, as well as in the 

destination itself. From this possibility, the article will test the 

relationship between “having already been in the tourist 

destination” and the price of transportation, Hypothesis: H6. A 

returning tourist would be most interested in transportation 

prices among all of the destination’s image factors. 

3. Methodology  

The Questionnaire 

The questionnaire was divided into three main sections: 

a) Individual socio-demographic profiles (birth date, gender, 

and the household’s monthly income);  

b) Identification of the importance attributed to a set of 10 

variables that are known as the most important in determining 

a tourist´s choice of a particular destination, based upon several 

studies of research measuring a destination’s image (Beerli & 

Martin, 2004), such as: safety, the cost of transport, the price of 

accommodation, the economic stability of the destination, the 

political and social stability, the singular tourist attractions, a 

pleasant climate, a good infrastructure, and the hospitality of 

the local people. These questions were defined on a 5-point 

Likert scale (1 = not important, up to 5 = totally important), in 

order to determine the degree of importance of these 10 

attributes, when deciding to travel to a specific destination.  

c) As the importance of an attribute was not the same as to how 

it was perceived, the third part of the questionnaire was related 

to the association between the ten variables, as mentioned 

above, to the ten countries that were the most visited in the 

world in 2014 (France, United States, Spain, China, Italy, Turkey, 

Germany, United Kingdom, Russia, and Mexico, respectively). 

This question also used a Likert scale (1 = no association with 

the country, 5 = total association with the country). 

Data Collection 

The data was collected by using a self-administered 

questionnaire that was developed by the researchers and it was 

based upon a literature review. Destinations have certain 

features, which can be called destination attributes (Madden, 

Rashid, & Zainol, 2016, p.248). According to Pike (2017, p.6), 

“the most common method of destination image measurement 

is by a structured questionnaire using rating scales on a battery 

of cognitive destination attributes. This method is based on the 

concept of discursive processing, which is the cognitive 

elaboration of individual attributes (Echtner & Ritchie, 1991)”.  

However, this would seem to be not enough. Mayo and Jarvis 

(1981) remarked that these attributes are not assessed in terms 

of their importance to the tourist. Therefore, a destination’s 

attractiveness consists not only of the beliefs about the place 

but also about the importance of these beliefs (Pike, 2017).  

This research survey had 263 Brazilian respondents. The 

questionnaire was available online in the period from 

November 2016 to March 2017. The survey was conducted in 

the Portuguese language and was processed by performing 

online at the link http://questionpro.com/t/ALgR3ZSqDo. This 

study, first of all, reviewed a destination image with those 

practices that are used in the tourism industry, in order to pre-

select a set of primary attributes, so as to evaluate the 

destination’s image and to find an appropriate attribute with 

which to measure its attractiveness.  

In order to maximize the reliability and the validity of the 

questionnaire, a pilot test was conducted; some questions were 

subsequently modified based on this pilot test survey, in order 

to reduce the response time. 

The principal technique used in this research, in order to assess 

the 6 stated Hypotheses and to take account of the 10 named 

components, was Partial Least Squares Path Modelling (PLS-

PM). PLS-PM is a technique for incorporating formative 

conceptions into a structural model. 

This study was based on the model as presented by Boo, Busser, 

& Baloglu (2009), with the dependent variable brand values of 

the price of lodging, transport, and the duration of the stay, 

together with the independent variables of brand awareness, 

brand quality, and brand image, which were the other seven 

variables in this study. The latent second-order variable was 

ignored due to the reliable model from Boo et al., (2009).  

The second technique that was used in this article was ANOVA 

(Analysis of Variance) for testing the Hypotheses. The main 

purpose of ANOVA was to identify if there were any differences 

between the groups (first-time tourists and returning tourists, 

for example) on some of the variables (destination image, price 

of lodging, for example). A null hypothesis from ANOVA would 

indicate that there were no significant differences among the 

groups.  A valid and alternative hypothesis from ANOVA would 

assume that there was at least one significant difference 

between the groups. The ANOVA results followed the 

procedure below (Table 1).

 
Table 1 - ANOVA procedure 

Step  Actions 

I     It calculated the mean for each of the groups - the Group Mean. 

II     It calculated the mean for all of the groups combined - the Overall Mean. 

III It then calculated the total deviation of each individual's score from the Group Mean - (Within Group Variation). 

IV It then calculated the deviation of each Group Mean concerning the Overall Mean.  

V      ANOVA produced the F statistic, which was the ratio of the Between Group Variation and the Within Group Variation. 

http://questionpro.com/t/ALgR3ZSqDo
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Source: Adapted from Markham (2008). 

If the Between Group Variation was significantly greater than 

the Within Group Variation, then it was likely that there was a 

statistically significant difference between the groups. In fact, if 

the p-value that was associated with F was smaller than 0.05, 

then the null hypothesis would be rejected and the alternative 

hypothesis would be supported. However, the ANOVA F test 

had the following assumptions: a) normality of the sampling 

distribution (Shapiro-Wilk Test or the Kolmogorov-Smirnov 

Test); b) homogeneity of variance (Levene’s Test); and c) 

independence of observations in the Between Group and the 

Within Group. 

4. Results and Discussion 

The sample profile showed that 43.39% of the respondents were 

over 25 years of age, while 26.44% were between 18 and 20 years 

old. Of this total, 58.98% were female, and 39.6% had a household 

income of less than or equal to U$ 1,000 a month, while 31% had a 

household income of more than U$ 2,000 a month.  

Table 2 shows the important means for the 10 attributes in 

ranked order, with the most important item being safety (4.14), 

followed by the price of accommodation (4.13), and the cost of 

transportation (3.96). The attributes that were less important 

were “a good social and political situation” (3.54) and “a good 

economic situation” (3.54). 

 
Table 2 - Importance of attributes (1 to 5) 

Rank Attributes 
Perceived destination 

performance                                       

1 safe 4.14  

2 price of lodging 4.13  

3 cost of transportation 3.96  

4 quality of infrastructure 3.92  

5 singular tourist attractions 3.76  

6 pleasant climate 3.71  

7 long duration of travel 3.61  

8 good hospitality of population 3.55  

9 good social and political situation 3.54  

10 good economic situation 3.33  

Source: Authors. 

Table 3 shows the association between the perceived 

destination’s performance for all of the attributes and the 

distance (in miles). 

 
Table 3 - Association between perceived destination performance and distance (in miles) 

Rank Countries Miles from Belo Horizonte (Brazil) Perceived destination performance for all attributes 

1 China 10.643 3,14 

2 Russian 7.039 3,18 

3 Turkey 6.285 3,12 

4 Germany 6.073 3,42 

5 England 5.606 3,56 

6 Italy 5.591 3,51 

7 France 5.583 3,48 

8 Spain 4.911 3,43 

9 Mexico 4.626 3,20 

10 United States 4.182 3,54 

Source: Authors. 

 
China, being the farthest country from the city of Belo 

Horizonte, Brazil (the sample source), was on average, the 

second less associated with the attributes that were analysed. 

The United States of America, the closest country to the city of 

Belo Horizonte regarding geography, obtained the highest 

rating in terms of perceived performance. In relation to the 

Hypotheses, it was possible to verify that all of them were 

confirmed. 

H1: The perceived image of the ten destinations that were the most 

visited in 2014 was significantly different among the Brazilian 

citizens (Beerli & Martín, 2004). The results confirmed the 1st 

Hypothesis (Table 4) because the p-value was less than 0.05

 
Table 4 - ANOVA to H1 
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Source: Authors. 

H2: The countries that received more visitors in 2014 in a 

decreasing order received the top association values (Puh, 

2014). These results confirmed the 2nd Hypothesis (Table 5) 

because the p-value was less than 0.05. 

Table 5  - Significant differences of top association values – H2 

Source: Authors. 
 

H3: The countries that were nearest to Brazil were better 

evaluated (Nicolau & Más, 2006). These results confirmed the 

3rd Hypothesis (Table 6) because the p-value was less than 

0.05.

Table 6 - Significant differences of distances from Brazil – H3 

Source: Authors. 
 

Hypothesis 4:  Singular Attractions were the second most 

influencing factor in the destination’s image, in order for the 

tourists to spend more on accommodation (the first factor was 

a constant income). Table 7 and Figure 1 confirmed this 

Hypothesis. This last Table indicates that each partial 

correlation of the dependent with the independent was very 

important for marketing suggestions to support the 

relationship (attraction & lodging price, friendliness & duration, 

and repeat & transport price).

 

Table 7 - Three Partial Least Square Regression Models of (1) Lodging Price, (2) Duration, and (3) Transportation Price, with the 
key predictors of Attraction, Hospitality, and Returning Tourists, respectively 

Parameters 

Independent Variables Dependent Variables 

 Lodging Price Duration Transport Price 

(Constant) .227 .278 0.182 

Returning Tourist .149 .127 0.209 

Never Visited Tourist .035 .090 0.035 

Singular Attraction .183 .166 0.112 

Summary     

Groups Count Sum Average Variance 

Perceived destination performance for all attributes 
10 55 5.5 9.166.666.667 

10 33.58 3.358 0.031306667 

ANOVA         

Source of Variation SS df MS F P-value F crit 

Between Groups 2.294.082 1 2.294.082 498.823.364 0.038451928 4.413.873.419 

Within Groups 8.278.176 18 4.598.986.667    

Total 10.572.258 19         

Summary     

Groups Count Sum Average Variance 

Perceived destination performance                                       10 37.65 3.765 0.072116667 

Perceived destination performance for all attributes 10 33.58 3.358 0.031306667 

ANOVA         

Source of Variation SS df MS F P-value F crit 

Between Groups 0.828245 1 0.828245 1.601.659 0.000835958 4.413.873 

Within Groups 0.93081 18 0.051711667       

Summary     

Groups Count Sum Average Variance 

Miles from Belo Horizonte (Brazil) 10 60.539 60.539 3.285.533.211 

Perceived destination performance for all attributes 10 33.58 3.358 0.031306667 

ANOVA         

Source of Variation SS df MS F P-value F crit 

Between Groups 3.633.938.405 1 3.633.938.405 2.191.205.207 0.000186026 4.413.873.419 

Within Groups 298.515.589 18 1.658.419.939    

Total 6.619.094.295 19     
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Security Transition .172 .150 .143 

Pleasant Climate .056 .089 .088 

Economic Situation .076 .046 .075 

Political Situation .030 .033 .053 

Infrastructure .084 .066 .077 

Destination Hospitality .160 .169 .163 

  
 
 
 

Figure 1 - Distance of Correlation between the Singular Attraction and the Lodging Price 

 
   Source: Authors. 

 

Hypothesis 5: Destination hospitality was the second most 

influencing factor in the destination’s image for tourists when 

deciding upon their length of stay (the first factor was a 

constant income). This Hypothesis was confirmed in Figure 2 

and Table 8. 

 
Figure 2 - Distance of Correlation between the Duration of the Stay and the Destination’s Hospitality 

 
   Source: Authors. 

 

Hypothesis 6: A returning tourist would be most interested 

in the transportation prices among all of the destination 

image factors. Figure 3 and Table 8 confirmed this 

Hypothesis. 

 
Figure 3 - Distance of Correlation between Transportation and Returning Tourists 
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   Source: Authors. 

5. Conclusion 

The aim of this article was to investigate a destination’s image 

in relation to the world’s 10 most visited countries in 2014 

among those Brazilians who have never ventured out to a 

foreign country. For these individuals, it was not usually 

possible to analyse their regional stereotype preferences, 

which could be crucial to their travel decisions in the future, 

because “a likely way of gaining a competitive advantage can 

result from evaluating the tourists’ perceptions of the main 

characteristics and attributes of a destination”, (Matos, 

Mendes, & Pinto, 2015, p.135). 

The results obtained have shown that those countries which are 

the nearest to Brazil were better evaluated (except for England 

and France). Therefore, the public and the private sectors of 

these countries - which are closer - may have more return on 

investments aimed at promoting tourism if they are directed to 

Brazil. The results have also shown that safety, followed by the 

price of accommodation, and the cost of transportation, were 

the most important attributes, according to the questionnaire's 

respondents - these results are similar to those that are found 

in the literature (Nicolau & Más, 2006 ). Not surprisingly, a 

sense of security was paramount for the attraction of tourists 

(Santana-Gallego, Fourie, & Rossellóa, 2019) and should 

certainly be a permanent target for public authorities, as it 

would benefit the population. The importance of the variables 

of the price of accommodation and the cost of transportation 

was considered very important by the interviewees, which is 

confirmed by the literature on the subject (Chi, Qing, & Qu, 

2008; Moreira & Iao, 2014). The cost of transportation was 

especially critical for Brazilians because of the distance from the 

country to the main tourist destinations in the world, which 

tends to make tourist expenses more expensive. Thus, the 

destinations best evaluated by Brazilians should encourage 

airlines that operate in the low-cost segment, as a way of 

contributing to the reduction of spending by tourists. Finally, 

the price of accommodation was an essential item in shaping a 

destination's image. Consequently, it was an influencer in 

tourists’ intention to visit, although this could be reduced 

through AirBnB and other online platforms (Guttentag, 2015) in 

the countries best evaluated by Brazilians. 

As a suggestion for future work, it would be interesting to verify 

if these countries can "unify" the perceptions of people from 

such a different culture. Finally, the limitations of this study 

might affect the obtained results, directly or indirectly, without 

validating its consequences or insights. These limitations would 

include two observations: a) the total number of respondents 

(N = 263) was only a small number when compared to the total 

number of potential Brazilian tourists; b) the questionnaire was 

still relatively long.  
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