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Abstract: Travel destinations have become more dependent on repeat commercial 
activities and at the center of all this trade are airports that have evolved into full service 
centres. Therefore, to investigate the influence that airport experience would have on 
travellers’ intention to revisit a destination a conceptual framework was developed. The 
study was quantitative in nature in which data was collected through intercepts at the 
OR Tambo International Airport in South Africa. 503 willing international travellers 
participated and the collected surveys were processed in order to generate insights. To 
analyse the data, structural equation modelling was adopted. The main finding of the 
study established that conative destination image was the most influential factor in 
determining travellers’ intention to revisit a destination. Implications emerging from 
the findings were presented and suggestions for further research were proposed. 
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*  *  *  *  *  *  
 

INTRODUCTION 
As many destinations become more and more reliant on repeat commercial 

activities, the intention to revisit a destination has emerged as a paramount research 
area (Assaker et al., 2011). It is therefore imperative for destinations to be unique and 
distinguished from the competition (Sharifsamet et al., 2020). The present research 
focuses on destination marketing. Destination marketing is considered a phenomenon 
(Matlovičová & Husárová, 2017). Marketing of a destination gradually evolves into its 
branding which is generally influenced by the need to attract tourists, professionals, 
new residents and business (Matlovičová & Kormaníková, 2014).  

According to Pike and Page (2014), destination marketing is a field that 
commenced in 1973. Halpern and Graham (2015) suggest that airports represent a 
crucial element of the transport system, as they provide travellers with essential 
infrastructure and facilities to transfer them from surface to air modes of transport, and 
                                                           
* Corresponding author 

http://gtg.webhost.uoradea.ro/
https://doi.org/10.30892/gtg.29203-478


The Impact of Airport Experience on International Tourists’ Revisit Intention: A South African Case 
 

 415 

facilitate airlines’ arrivals and departures. Airports have recently been transformed 
from merely being a point of transit for visitors into extravagant attractions that provide 
many facilities and services (Du Plessis et al., 2014). Destination marketing cobmines 
business and leisure which inturn projects a positive image of (Chung et al., 2020). The 
aviation industry is expected to transport 16 billion passengers in 2050, and therefore 
airports have to develop in order to meet this growing demand for services (Suárez-
Alemán & Jiménez, 2016). The traveller’s satisfaction at airports has become a central 
issue in airport services (Suárez-Alemán & Jiménez, 2016).  

Florida et al. (2015) emphasise that airports connect places to the global economy 
and that airports are much more than facilities for travellers to get flights, attend in-
transit business meetings, or conduct duty-free shopping. Airports are a vital 
component of regional economic development (Florida et al., 2015). Mason (2015) 
postulates that tourism has become a global industry involving millions of individuals 
in both domestic and international travel. Destination marketing has become a highly 
specialised business that is constantly evolving considering that its digital component 
accounted for about 25% of destination marketing budgets in 2015, but in five years’ 
time that figure is estimated to rise to 75% (South Africa Tourism Review, 2015).  

This study was grounded in destination marketing with special focus on how 
tourists’ experiences at the OR Tambo International Airport in Johannesburg, South 
Africa would influence their intention to want to revisit South Africa as a travel 
destination. The service scape model was partially adapted for purposes of this study. 
This is because customers are considered are part of the service (Eiglier & Langeard, 
1987). Previous studies on destination marketing have been conducted in various 
contexts. Minoli et al. (2015) researched golf tourism’s sustainability, while Pike and 
Page (2014) conducted a review of the first 40 years of destination marketing research, 
in order to identify themes that have emerged from this field.  

In addition, Dwyer et al. (2014) explored the return on investment of destination 
marketing in Australia. Furthermore, Avraham (2015) analysed the relationship 
between positive image and continued tourism growth, while Vogt, Jordan, et al. (2015) 
and Moscardo and Murphy (2016) explored small island tourism destinations.  

These previous studies on destination marketing aided in identifying the gap 
where not much research on destination marketing had been conducted to establish 
whether or not traveller experiences at an airport would shape travellers’ perceptions 
and influence their decision to revisit a destination. This research was conducted at the 
OR Tambo International Airport, in Johannesburg. According to Maziriri et al. (2016) 
Cape Town and Johannesburg are two of the most visited destinations in South Africa.  

This therefore provided justification for conducting the research at the OR Tambo 

International Airport in Johannesburg. 
Problem statement  

A clearly defined research problem and a specific goal that can be achieved are 
the hallmarks of a good research strategy (Denscombe, 2014). This research seeks to 
investigate and address the challenges faced by a South African airport in attracting 
international tourists and retaining them based on their experiences at that airport. 
Motivation for investigating this problem is based on past literature that cited 
destination image as a challenge to modern tourism (Nicoletta & Servidio, 2012). The 
study’s conceptual model is provided in the following section.   

Conceptual model  
The study’s conceptual model presented in Figure 1.  
The conceptual model comprised of the predictor variables are servicescape and 

traveller perceived value. The mediator variables are destination image variables 
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comprising of cognitive destination image, affective destination image and conative 
destination image. The abovementioned terms are defined in section that follows.  

 

 
 

Figure 1. Conceptual model (Source: author’s own work, 2020) 

 
Table 1. Definition of variables 

 

VARIABLE DEFINITION SOURCE 

Servicescape 
Servicescape is commonly described as the physical 
environment of a service company 

Balakrishnan et al., 
(2016) 

Travellers’ 
perceived value 

The ratio of benefits received from providers 
relative to the costs sacrificed by travellers 

Adeola & Adebiyi 
(2014) 

Cognitive 
destination image 

What potential tourists know about a destination Chen et al., (2016) 

Affective 
destination image 

Feelings that potential tourists hold about a 
destination 

Chen et al.(2016) 

Conative 
destination image 

The manner in which an individual with any degree 
of motivation goes about acting on that motivation 

Gerdes & Stromwall 
(2008) 

Traveller intention 
to revisit 

An individual's willingness to make a repeat visit to 
the same destination 

Stylos et al., (2016) 

 
SOUTH AFRICAN TOURISM, DESTINATION IMAGE AND AIRPORT 

EXPERIENCE 
Tourism has shown significant growth progress and is estimated to reach 1.8 

billion international travellers by 2030 (World Tourism Organisation, 2011; Law et al., 
2016). The tourism industry and organisations within it seek to understand the needs of 
tourists because they depend on such information to make strategic decisions, such as 
where their businesses should be situated (Josiassen et al., 2015). It is a service sector, 
with most parts of the tourism value chain comprising an experience, not the purchase 
of a physical product or item (South Africa Tourism Review, 2015). According to Lopes 
(2011), tourism has grown to become one of the foremost sectors of the world economy. 
Tourism makes a makes significant contribution to the global domestic product, jobs, 
and foreign exchange earnings (South Africa Tourism Review, 2015). It is not a typical 
economic sector, and challenges conventional conceptions of how production and 
consumption take place (South Africa Tourism Review, 2015).  
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The growth and impact of tourism has provided destinations around the world 
with numerous advantages, such as employment for residents and an increase in 
GDP/economic development (VisitBritain, 2014; Deloitte, 2013; Pyke et al., 2016). 
Within the context of the present research, destination image is made up of cognitive 
destination image, affective destination image and cognitive destination image. 
According to Matos et al. (2012) destination image is the product of the knowledge the 
tourist acquired about the destination (cognitive component), the feelings or 
attachment the tourist develops towards a destination (affective) and his or her 
intention or actions in the future (conative). Destination image as a construct is 
influenced by servicescape (Lin, 2004) and traveller perceived value (Chen & Tsai, 2007). 

Tourism is considered key to South Africa’s economy (Statistics South Africa, 
2016).The tourism industry in Africa receives a considerable amount of attention from 
policy makers and South Africa is Africa's leading tourism destination (Visser & 
Hoogendoom, 2011). Tourism marketing strategies can have substantial implications in 
terms of the social development of tourist destinations, and the opportunities and 
limitations for stakeholders to engage in tourism (Jeuring, 2015). Tourism marketing as a 
policy tool, aims to influence representations of tourism destinations (Cousin, 2008; 
Kavaratzis, 2012; Jeuring, 2015). Domestic tourists contributed 57% (R124,7 billion) of 
total tourism spend in 2013, while international tourists contributed 43% (R94,2 billion) 
(South Africa Tourism Review, 2015). Airports have developed over the past decades from 
being merely basic terminals that function as points of transit, into complicated market 
facilities providing multiple services (Jarach, 2001; Martin-Cejas, 2006; Du Plessis, 
Saayman & Potgieter, 2014). Due to the subsequent commercialisation and privatisation 
of many airports in recent years, airport management organisations have invested 
immensely in the marketing and branding of airports (Castro & Lohmann, 2014).  

 
HYPOTHESES DEVELOPMENT 
Servicescape and traveller perceived value 
This hypothesis is derived from the concept of services. Rajesh (2013) suggested 

that servicescape, more specifically shopping, dining environment and attractions had an 
impact on the intention to revisit a destination. However Rajesh (2013) further argued 
that shopping environment had no directly influence on revisit on intention to revisit a 
destination but it was through satisfaction of the tourist. Siu et al. (2012) suggest that 
servicescape is linked to customer perceived value through positive affective customer 
responses and satisfaction. Bogicevic et al. (2013) found that in the airport environment 
servicescape features such as scent and design positively influence the traveller enjoyment 
in that airport. Product quality and service quality service are antecedents customer 
perceived value (Davidson et al. 2015). Therefore, inferring from the literature and the 
empirical evidence mentioned above, the study therefore hypothesised that: 

 

H1: Servicescape is directly and positively related to traveller perceived value. 
 

Servicescape and cognitive destination image  
Similar to hypothesis 1 (H1), this hypothesis is also developed from the concept of 

services. Past studies have shown that physical environment, also referred to as 
servicescape plays a crucial role both positive and negative, in customers’ impression 
formation (Bitner, 1992; Lin, 2004). According to Lin (2004) servicescape is related to 
cognitive images however this relationship is moderated by the micro-perspective 
(personality traits, expectations, goal behaviours and cognitive-style involvement) and 
the macro-perspective (socio-cultural, individualism vs collectivism and demographics). 
Lin (2004) stated that servicescape positively influences cognitive processing (organize 
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perceptual image) while affective processing (emotions) are directly and positively 
related to cognitive processing and in-turn cognitive processing affects behaviour.  

According to Bitner (1992) services scape is indirectly associated with cognitive 
beliefs through customer and employee actions. However a later source (Ryu et al., 
2012) postulated that a firm’s servicescape has a direct relationship with cognitive 
responses, such as customer beliefs and perceptions.  

 

H2: Servicescape is directly and positively related to cognitive destination image. 
 

Traveller perceived value and cognitive destination image 
According to Sylos et al. (2016) destination images, holistic images and personal 

normative beliefs are predictors of intention to revisit a destination. Destination image 
theory is the theory that provided a basis for the relationship that existed between 
traveller perceived value and cognitive destination image was. Authors such as Assaker 
(2014) explored destination image in great detail. According to Assaker (2014) 
destination image is a multi-construct theory that comprises of cognitive, affective and 
conative elements. In addition Castellanos-Verdugo et al. (2016) pointed out that 
comprehension of the drivers of the perceived value of a destination is imperative.  

Customer perceived value is viewed as a cognitive construct since it is determined 
through a cognitive exchange between quality and sacrifice (Ryu et al., 2012). According 
to Pike and Bianchi (2016) perceived value is positively related to satisfaction and loyalty. 
Therefore, inferring from the literature and the empirical evidence mentioned above, the 
study hypothesised the following statements: 

 

H3: Traveller perceived value is directly and positively related to cognitive 
destination image. 

 

Traveller perceived value and affective destination image 
Hsu (2008) suggests that value perceptions are influenced by expectations and 

perceived quality. Hsu (2008) further added that those value perceptions in turn 
influence satisfaction. Additionally, Mohammed et al. (2014) posited that affective 
destination image directly and positively influences tourist behavioural intention.  

Similar to the previously stated hypothesis (traveller perceived value and 
cognitive destination image) the theory that also forms the basis for the relationship 
between traveller perceived value and affective destination image is the destination 
image theory (Sylos et al., 2016). According to Xie and Lee (2013) affective image refers 
to the traveller’s evaluation of the emotional quality of feeling regarding features of the 
surrounding environment. Furthermore Xie and Lee (2013) implied that traveller 
perceived value was therefore related to affective destination image.  

Therefore, deducing from the literature and the empirical evidence mentioned 
above, the study hypothesises the following statements: 

 

H4: Traveller perceived value is directly and positively related to affective 
destination image. 

 

Servicescape and conative destination image  
Shopping environment, accessibility to facilities and relaxation all have an influence 

on the destination image as well as destination loyalty (Rajesh, 2013). Han et al. (2011) 
argued that service quality and satisfaction have an influence on conative image. Sylos et al. 
(2016) suggested that the destination image theory is associated to the relationship that 
exists between conative destination image and servicescape. Wang et al. (2011) established 
that conative outcomes can be significantly triggered by stimuli from a pleasant 
environment. Sung et al. (2011) suggested that conative destination image is closely 
associated with the services that travellers receive as far as tourism research is concerned.  
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This therefore makes this relationship important and relevant for the study. 
Therefore, inferring from the literature and the empirical evidence mentioned above, the 
study hypothesised the following statement: 

 

H5: Servicescape is directly and positively related to conative destination image. 
 

Traveller perceived value and conative destination image  
Hyun and O'Keefe (2012) provide the rational for the hypothesis in question as 

they posited that the destination image theory is a well-established research area among 
both tourism marketers and travellers. The destination concept is the theory that is 
most closely associated with the relationship that exists between traveller perceived 
value and conative destination image. Destination image is a shared system of thoughts, 
opinions, feelings, conceptions, and intentions toward a destination” which not only 
identifies the multiplicity of elements (cognitive, affective, and conative) but also their 
influence on the purchase decision process (Prayag & Ryan, 2012). Rajesh (2013) stated 
that traveller influence has an impact on destination image. The success of destinations 
primarily relies on experiential qualities of their offerings (Hosany & Gilbert, 2010). 
Customer perceived value is positively associated service quality attributes with was a 
notion (e.g., tangibles, empathy, reliability, and responsiveness) (Eggert & Ulaga, 2002; 
Ryu et al., 2012). Therefore, deducing from the literature and the empirical evidence 
mentioned above, the study hypothesised the statement below:  

 

H6: Traveller perceived value is directly and positively related to conative 
destination image. 

 

Cognitive destination image and traveller intention to revisit 
The justification for this hypothesis is founded on the destination image theory 

(Hyun & O'Keefe, 2012). The cognitive or perceptual components are concerned with 
the beliefs or knowledge about a destination's features evaluations (Stepchenkova & 
Mills, 2010). The present study hypothesised that cognitive destination image was 
directly and positively associated with traveller intention to revisit a destination.  

Additionally Park et al. (2016) also observed that there was an alternate option in 
which destination image and traveller intention were mediated by traveller constraints 
in which this became a negative linkage. The likelihood of tourists to make future visits 
then ultimately leads to the likelihood of recommendation for that destination (Eusébio 
& Vieira, 2013). Therefore, inferring from the literature and the empirical evidence 
mentioned above, the study hypothesised the following statements: 

 

H7: Cognitive destination image is directly and positively related to traveller 
intention to revisit. 

 

Affective destination image and traveller intention to revisit  
In a recent study that that investigated the relationship between affective 

destination image and traveller intention to revisit (Stylos et al., 2016) found a link 
between these two constructs. Affective image positively influences traveller intention 
according to (Chen et al., 2016). Stylos et al. (2016) posited that affective image directly 
and positively influences a tourist's intention to revisit a destination. Affective image is 
positively related to the intention to recommend the destination to other travellers (Qu et 
al., 2011). However, this is not a direct relationship as it is mediated through the overall 
image that the traveller has of the destination. Therefore, inferring from the literature and 
the empirical evidence mentioned above, the study hypothesised that: 

 

H8: Affective destination image is directly and positively related to traveller 
intention to revisit. 
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Conative destination image and traveller intention to revisit  
According to Stylos et al. (2016) conative destination image influences traveller 

intention to revisit significantly in two ways, first directly and second indirectly through 
holistic image Stylos et al. (2016) further argued that as far as the relationship between 
conative destination image and holistic image is concerned personal normative belief is 
involved. Li et al. (2016) further argued that tourists’ overall image is significantly and 
positively related to their conative image. However Ekinci et al. (2007) suggested that 
the image of the host (destination) has a positive effect on visitor intention to return. 
Therefore, inferring from the literature and the empirical evidence mentioned above, 
the study hypothesised the following statements: 

 

H9: Conative destination image is directly and positively related to traveller 
intention to revisit. 

 
METHODOLOGY 
A positivist approach was adopted as it was imperative to obtain objective 

findings. The study was quantitative in nature where 508 surveys where administered 
to willing international tourists at the OR Tambo International Airport in South Africa.  

Of the 508 surveys, 503 were useable for data analysis purposes. The primary 
data for the research was collected in 2017. The respondents were selected using the 
convenience sampling approach due to the absence of a sampling frame of tourists that 
passed through this particular airport. After research data was collected from the 
participants it was analysed using SPSS 24 and AMOS 24 software. Reliability, validity 
and model fit checks were conducted in SPSS 24 to establish its suitability for analysis 
purposes. Structural equation modeling was carried-out in AMOS 24 adopting a two-
stage approach that involved confirmatory factor analysis followed by hypotheses 
testing in order to test proposed relationships. Descriptive statistics were conducted 
using SPSS24 in order to provide an illustration of the sample’s profile.  

 
RESEARCH ANALYSIS AND INTERPRETATION  
Measurement model assessment  
As part of assessing the reliability of the measurements, model fit was checked. 

The outcomes are presented in table 2 below.  
 

Table 2. Model fit indices  
 

CMIN/DF  GFI NFI RFI IFI TLI CFI RMSEA 

1,690 0,901 0,922 0,904 0,967 0,958 0,966 0,037 
 

 CFA Model: Confirmatory factor analysis model; CMIN/DF: Chi-square; GFI: Goodness of fit index;  
 NFI: Normed Fit index; RFI; Relative Fit Index; IFI: Incremental Fit Index; TLI: Tucker Lewis Index;  
 CFI: Comparative Fit Index. RMSEA: Root Measure Standard Error Approximation  

 
Confirmatory factor analysis and structural modeling were conducted in two stages 

where the first stage was an assessment of model fit and the second stage was the testing 
of the proposed conceptual model. As for model fit the following indices were assessed: 
chi-square (CMIN/DF), goodness of fit index (GFI), Normed Fit index (NFI), Relative Fit 
Index (RFI), Incremental Fit Index (IFI), Tucker Lewis Index (TLI), Comparative Fit 
Index (CFI) Root Measure Standard Error Approximation (RMSEA). Table 2 below 
presents the model fit indices. The Chi-square (CMIN/DF) was 1.690, falling below the 
recommended threshold of 3. The rest of the model fit indices were as follows: The 
Comparative fit index (CFI) was 0.966 exceeded the acceptable level of 0.900 suggested by 
(Hooper et al., 2008), the goodness of fit index (GFI) was 0.901 exceeding the acceptable 
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0.9 level according to (Baumgartner & Hombur, 1996). The Relative fit index (RFI) was 
0.904 also exceeding recommend value of 0.9 by (McDonald & Ho, 2002). The following 
section presents the study’s accuracy and descriptive statistics.  

The mean values for the constructs presented and defined in Table 1 ranged from 
5 to 4 and since there were within close range to each other it could be assumed that the 
respondents were fairly spread. The standard deviation values ranged from -2 to +2 
thereby also revealing fair distribution of respondents. The average variance extracted 
values were generally above the acceptable threshold of 0.5 as recommended by (Fraering 
& Minor, 2006) with the exception of cognitive destination image (CGDI) which had 
0.457, however this value was kept in the study as the variable was material to the 
research considering that destination image was the mediator for the conceptual model 
and could not be removed. Further research might possibly explain why CGDI slightly fell 
short of the recommended threshold of 0.5. In terms of reliability the Cronbach’s alpha 
values were above 0.6 as recommended by literature (Dusick, 2011). The composite 
reliability values were above 0.7, meeting the threshold suggested by Hair et al. (2006) 
respectively. The highest shared value of each construct was lower than the corresponding 
average variance extracted value for the same variable therefore proving the existence of 
discriminate validity according to (Nusair & Hua, 2010). However, CNDI was the exception 
were the highest shared variance was slightly higher than the average variance extracted 
value. The sample profile is presented in Table 3 where gender, age and purpose of the trip 
were explored. Thereafter, more advanced statistics were conducted namely presentation of 
the structural model and hypotheses testing. 

  
Table 3. Tourist profile  

 

Gender Percentage 
Male 58% 
Female 39% 
Preferred not to state 3% 
Total 100% 
Age Percentage 
18-19 7% 
20-25 22% 
26-35 32% 
36+ 38% 
Total 100% 
Purpose of Trip Percentage 
Leisure 35% 
Business 33% 
Educational purpose 17% 
Medical purposes 2% 
Other 12% 
No response 1% 
Not applicable 0% 

 
The section above was a presentation of the profile of the tourists who 

participated in the study. It could be observed that males represented more than half of 
all respondents indicated by 58%, while females only accounted for 39%. The 
remainder, 3% were those that refused to state their gender. As for the age groups of the 
tourists that participated it was observed that those aged 36 and older had the highest 
representation at 38%, followed by those that were 26 to 35, at 32%, while those that 
ranged from 20 to 25 accounted for 22% of all participants. The smallest age group was 
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that of the 18 to 19 age group representing 7%. Most tourists visited South Africa for 
leisure, indicated by 35%, followed by business travellers (33%), educational purpose 
travellers (17%), medical purpose travellers (2%), other travellers (12%). The last groups 
in terms of representation were those that did not provide a response as well as those 
that that stated that it was not applicable to respond to a question on “purpose of trip.” 
The following section was provided the structural model in Figure 2 (based on proposed 
hypothesis). Later on, the findings of the hypothesis were presented in Table 4. 

 

 
Figure 2. Structural model (Source: author’s own work, 2020) 

 
Key: SS: Servicescape, TPV: Traveller perceived value, CGDI: Cognitive 

destination image, ADI: Affective Destination, CNDI: Conative destination image, TIR: 
Traveller intention to revisit 

The following section presents Table 4, which shows the testing of the proposed 
hypothesis of the study. Path coefficient values, p-values and their outcomes are 
presented followed by a series of discussions.  

Discussion of results  
It was observed after data analysis that all proposed hypotheses with the exception of 

(H7) were both significant and supported. H7 (cognitive destination image and traveller 
intention to revisit). Conative destination image and traveller intention to revisit was 
observed to have the strongest relationship. This suggested that tourists at the airport were 
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mainly influenced by pre-conceived images of the destination in terms of their willingness 
to revisit. Additionally this meant that their perception of the image presented by the 
destination on arrival (airport) did not do much in persuading them to revisit the 
destination. Cognitive destination image and traveller intention to revisit in addition to 
being the only hypothesis not supported was also the weakest of all proposed hypotheses.  

 
Table 4. Hypotheses results  

 

Hypothesis Path Coefficient P-Value Outcome 
Servicescape (SS) and Traveller perceived 
value (TPV)  

0.357 *** 
Supported and 

Significant 
Servicescape (SS) and cognitive 
destination Image (CGDI)  

0.186 *** 
Supported and 

Significant 
Traveller perceived value (TPV) and 
cognitive destination image (CGDI) 

0.310 *** 
Supported and 

Significant 
Traveller perceived value (TPV) and 
Affective Destination Image (ADI) 

0.245 *** 
Supported and 

Significant 
Servicescape (SS) and Conative 
Destination Image (CNDI)  

0.204 
 

*** 
Supported and 

Significant 
Traveller perceived value (TPV) and 
Conative Destination Image (CNDI) 

0.289 
 

*** 
Supported and 

Significant 
Cognitive Destination Image (CGDI) and 
Traveller Intention to Revisit (TIR) 

0.105 0.208 
Supported but 
not Significant 

Affective Destination Image (ADI) and 
Traveller Intention to Revisit (TIR) 

0.292 
 

*** 
Supported and 

Significant 
Conative Destination Image (CNDI) and 
Traveller Intention to Revisit (TIR) 

0.700 *** 
Supported and 

Significant 
 

Servicescape and Traveller perceived value have a path coefficient of 0.357. This 
relationship was both supported and significant at (p value < 0.001) similar to the 
proposed hypothesis. This outcome suggested airport servicescape positively and directly 
influenced traveller perceived value. Travellers perceived the airport’s physically 
environment as positively enhancing the experience at the airport and providing the 
impression that the services brought value for their money. Servicescape and Traveller 
perceived value a path coefficient of 0.186. This relationship was both supported and 
significant at (p value < 0.001). This result was in line with the proposed hypothesis. This 
outcome suggested airport servicescape positively and directly cognitive destination 
image. This result implied that what traveller thought about the destination’s image 
(CGDI) was positively influenced by the airport’s physical environment servicescape. 

Traveller perceived value was found to have a positive and direct impact on 
cognitive image in line with the hypothesis. This relationship was both supported and 
significant at (p value < 0.001) having a path coefficient of 0.310. This coutcome is 
supported by Chuchu (2019), who established that cognitive destination image was 
influenced by the traveller’s perception of value. In addition the finding suggested the 
perceived value of services and products at the airport matched travellers’ thoughts and 
expectations. This was closely associated with what those travellers thought about the 
destination at which these services were being provided. Traveller perceived value and 
affective destination image were both positively and directly associated as proposed in the 
hypothesis. This relationship was both supported and significant at (p value < 0.001) level 
of significance. Travellers’ view of receiving value for the money matched the emotions 
associated with their airport experience (affective destination image). This relationship 
had a path coefficient of 0.204. Airport servicescape had a positive influence on the 
information that travellers had regarding the image of a destination. This posited that the 
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airport’s surroundings had a positive contribution to what travellers already knew about a 
destination as proposed in the hypothesis. This relationship was both supported and 
significant at (p value < 0.001) level of significance. The relationship had a path 
coefficient of 0.204. Travellers’ perception of value was seen to have a directly positive 
contribution to the knowledge of the image that those travellers already possessed. This 
relationship was consistent with the hypothesis stated in this study concerning this 
relationship. Furthermore, this relationship was both supported and significant at (p 
value < 0.001) level of significance. This relationship had a path coefficient of 0.289.  

Cognitive destination image had an influence on traveller intention to revisit a 
destination. This relationship was also supported but not significant. Travellers’ thoughts 
regarding a destination directly influenced their intention to revisit the destination. This 
relationship had a path coefficient of 0.105. It is important to note that of all the 
relationships this was the only not significant. Affective destination image traveller 
intention to revisit were both positively as well as directly associated as proposed in the 
hypothesis. This relationship was also both supported and significant at (p value < 0.001) 
level of significance. The emotions that traveller’s associated with the destination 
positively contributed to their intention to revisit that destination. This relationship had a 
path coefficient of 0.292. Lastly, conative destination image had a direct and positive 
influence on traveller intention to revisit. This relationship was both supported and 
significant at (p value < 0.001) level of significance. This relationship had a path 
coefficient of 0.700. This finding suggested travellers were willing to revisit a destination 
based on the information they already had regarding that destination. Conative 
destination image was observed as having the strongest influence on travellers’ intention 
to re-visit a destination. This finding is supported by Chung et al. (2020) who suggested 
that, destination marketing, if conducted properly would influence business and lesuire 
travellers to return to a destination with addional tourists from their home countries.  
 

CONCLUSION 
The overall implication of the study was that key players that can affect tourist 

experience in South Africa such as the government, tourism organisations as well airport 
management organisations should focus their efforts in ensuring that South Africa as a 
destination is portrayed positively as this was established through empirical research to 
as a driver of Tourism related visits to South Africa. Tourist existing knowledge of South 
Africa (conative destination image) became the strongest influence on their intention to 
revisit the country as a travel destination. This implied that it is not only necessary to 
ensure that tourists are afforded the best treatment at the airport and within the nation’s 
borders but more importantly images of South Africa abroad should be positive as this 
helps create preconceived ideas of the country in the minds of the travellers before they 
even visit South Africa. The main factual conclusion was that international tourists’ 
perceptions were based on their perceptions of what they already knew about the 
destination. This was because in their responses the strongest influencer of their intention 

to revisit the destination was conative destination image (H9). 
Managerial implications  
The key players that can affect tourist experience in South Africa such as the 

government, tourism organisations as well airport management organisations should 
increase efforts on ensuring that South Africa as a destination is portrayed positively in 
the home countries of those international visitors. The implication is that more active 
marketing is needed by the government and airports to marketing themselves abroad 
rather than within South Africa as proven by the relationship between conative 
destination image and traveller intention to revisit (H9).  
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Limitations  
The study faced certain limitations that could have led to possible bias in the 

findings. For instance only one airport was used therefore the participants might have 
not provided much diversity in responses as they were all exposed to the same 
environment. Another possible limitation is the academic nature of the questionnaire as 
this could have been a barrier to none English language native speakers.  

Finally, the last potential limitation was that due to time constraints of the 
travellers and other external factors associated with being on a foreign country might 
have caused the participants to provide rushed responses.  

Recommendations and suggestions for future research 
Based on the findings of the study it that future researchers consider other 

locations other than the airport environment for instance at tourist attractions or 
facilities such as holiday resorts in order to establish if the results of similar results 
would be obtained as of this study. The reason being that it was highly plausible that the 
international tourists surveyed in this study also had a stay at South African holiday 
resorts and surveying them before they return to the airport on their way back might 
not have any potential biases that could be caused by anxiety or frustration at the 
airports. It could also be recommended that potential relationships from the conceptual 
model that were not analysed for purposes of this study be analysed. 

 For example analysing direct effects of servicescape and traveller perceived value 
on traveller intention to revisit a destination. In conclusion it could also be 
recommended for future researchers to test the exact same conceptual model and 
establish whether similar or different results can be obtained in comparison to those 
achieved in this study. Additional variables such as reputation of country/ destination 
or reputation of airport could be proposed in addition to the conceptual model for this 
research as this could potentially produce interesting findings. Possible avenues for 
future research are that international tourists could be approached after they have 
stayed in the country or destination. This would probably provide different perspectives 
of the research topic in question as the current research might have led to bias as the 
respondents were only exposed to one element of the destination being the airport.  
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