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Determinants of loyalty in destination branding: perspective from 
supply side

Emmanuel Chao 

School of Business, Mzumbe University, Mzumbe-Morogororo, Tanzania

ABSTRACT
The Tourism sector has become increasingly competitive globally, and destination 
branding has emerged as one of the strategic tools for establishing a competitive edge. 
This study attempted to discover the determinants of loyalty in destination branding 
from the supply side perspective. This study was conducted in the Tanzania mainland 
using a cross-sectional survey research design and data were collected data from 302 
respondents. The results were analyzed using Structural Equation Modelling. The 
findings unveiled that local residents’ engagement has a positive influence on loyalty 
towards destination branding when mediated with destination identification. The 
findings have also shown that when local residents develop strong identification 
towards the destination, they tend to express commitment to destination branding.

Introduction

Tourism sector has become increasingly competitive globally and destination branding has emerged as 
one of the strategic tools for establishing a competitive edge (Zenker et  al., 2017). According to statistics, 
65.5% of tourism market share is owned by fewer destinations mostly from Europe and America, and 
34.5% is competed by the rest of destinations mostly from developing economies (United Nations World 
Tourism Organization (UNWTO, 2017). There is scant evidence on what constitutes destination branding 
from a supply-side perspective as the basis for achieving loyalty in destination branding (Hildreth, 2010; 
Medway et  al., 2015). The majority of tourist destinations adopt branding approaches used to brand 
physical goods or products, which do not offer a holistic view about the branding of tourist destinations 
(Jeuring & Haartsen, 2017). Unlike physical goods and products, the tourist destination is made of differ-
ent products, and services that require an integrated branding approach for forming a unified destina-
tion brand (Morrison, 2013). An integrated approach suggests that local residents are key to loyalty in 
destination branding (Zouganeli et  al., 2012). This means the process should start from within (Merrilees 
et  al., 2009). The general perception is that destination branding is an internal branding process that is 
established under conviction that, branding cannot be effective unless it well communicated first inter-
nally before going externally (Merrilees et  al., 2009).

There is little empirical evidence on loyalty in destination branding while viewing local residents 
as central to the process i.e. supply-side perspective (Zouganeli et  al., 2012). Evidence indicates that 
the focus has been on the demand-side perspective, i.e. destination brand image, with little atten-
tion to supply-side perspective, i.e. how destination brand identity is constructed in the lens of local 
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residents’ perspectives (Zenker et  al., 2017). Local residents consider the relationship which they 
have with a destination as a social relationship that offers both social and economic benefits (Marcoz 
et  al., 2016). The identity theory proposed that, when the destination offers the possibility for local 
residents to accrue benefits, they start to develop identification with the destination branding 
(Saraniemi & Komppula, 2019). Destination identification from this perspective is an outcome of 
feelings of local residents that the destination programs reflect their interests and personal goals. It 
is generally considered that the basis for achieving local residents’ commitment towards the brand 
is the identification that they develop towards the destination (Strzelecka et  al., 2017; Wassler 
et  al., 2019).

Destination marketing has become a key driver for the national strategy and it is forcing all destina-
tions to compete intensively for the opportunity to win more tourists (Konecnik, 2002) and to remain 
competitive in the international market (Omerzel, 2006). Statistically tourism destinations from developed 
economies own 65.5% of the world tourism market, and the remaining 34.5% is competed by the emerg-
ing destinations from developing economies including Tanzania (UNWTO, 2015). The national tourism 
growth plan for global tourism as opposed to domestic tourism is systematically biased in Sub 
Sahara Africa.

According to the World Travel and Tourism Council (WTTC), tourism accounted for 10.3% of the global 
Gross Domestic Product (GDP) and 10.4% of total employment in 2019 (WTTC, 2020). In Africa, the sector 
contributes to 24.3 million African jobs, or 6.7% of total employment while in Tanzania it accounts for 
11.7% of GDP (WTTC, 2020).

As more developing nations are depending on international tourism (Mora-Rivera & García-Mora, 
2021) the destination branding is of a critical relevance. Providing insights towards how to build a 
sustainable tourism destination will play a critical contribution in national as well as welfare 
improvement of the people. From the practical and managerial point of view, the understanding of 
how to build a destination branding will enable the return on investment from the activities and 
programs which are being designed and implemented. In recent years many countries with devel-
oping economies have made a significant effort in branding their destination, but most of these 
efforts tend to ignore the local tourism ecosystem. Tanzania is an interesting case for this study 
because over recent years, the country has made a significant journey in the efforts to build its 
destination brand. A recent initiative was by a current president who made into a royal tour film, 
which has been viewed in various countries as attempt for building destination brand. The country 
has also recently enjoyed spotlight from the tourism ecosystem as it has attracted good ratings 
from some of its destinations. This paper examines the determinants of loyalty towards destination 
branding.

Theoretical review and hypothesis development

Social identity theory (SIT)

Social identity theory has been used extensively in both marketing and organizational studies (Berrozpe 
et  al., 2018; Elbedweihy et  al., 2016; Lam et  al., 2013). Within the context of organizational studies, the 
identification construct has been used in developing the understanding of relationship between employ-
ees and organizations (Lam et  al., 2013). In similar vein, the identification has been extended in market-
ing in examining its influence on consumer behaviour (Elbedweihy et  al., 2016; Rather & Hollebeek, 
2019). Organizations are made up of value creating networks (Prahalad & Ramaswamy, 2000) and similar 
networks do exist in tourism destination (Stokburger-Sauer, 2011; Tsaur et  al., 2016). Building long-term 
relationships remains to be an important ingredient in sustaining the tourism sector. Social identity the-
ory has been studied in various contexts, ranging from the work environment (employee branding) (Mael 
& Ashforth, 1992), service/hospitality context (Rather & Camilleri, 2019; Rather & Hollebeek, 2019), corpo-
rate branding (Tuskej & Podnar, 2018) and several others. Stokburger-Sauer, 2011) extended the applica-
tion of social identification to tourism destination branding. In spite of these research efforts, and 
application SI in tourism, destination branding context still remains unexplored (Rather, 2020; Rather & 
Hollebeek, 2020).
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Social exchange theory

Social exchange theory is a relationship-based theory, and identity theory is a role-based theory. Social 
exchange theory by Blau (1964) suggested that in exchange behaviors have three key norms exist which 
are solidarity, role integrity, and mutual exchange. It is a shared problem domain that necessitates col-
laboration among organizations within the industry (Trist, 1983). The theory also suggests that, when a 
distinct group of individuals face a common problem, the best approach is to collaborate to share 
resources in addressing the problem (Kaufmann & Stern, 1988). It is through collaboration, a common 
solution can be obtained, and hence mutual benefits are achieved between parties who collaborate in 
solving the problem (Blau, 2017). Through a common approach in addressing the problem, solidarity, 
unification developed which creates the basis for these two parties to collaborate on other aspects in 
the future. It is believed that, through a collaborative approach to solving a common problem, the par-
ties create a sense of belonging, and hence elicit behavior such as commitment, attachment, readiness 
to share resources, etc. among parties in the relationship (Nunkoo & Ramkissoon, 2012).

Destination identification

Identity theory has been very essential in the development of various concepts in sociology, and social 
psychology (Burke & Stets, 2009). The theory was developed by Stryker (1980) who tried to theoretically 
explain how an individual attaches specific meanings to different forms of identifies which are negoti-
ated and managed in given interactions or situations. The theory is based on ‘what one does’ as opposed 
to ‘who one is’ in the construction of group identity.

Identity suggested that an individual who accepts a particular role identity is likely to act in a way 
which focuses on accomplishing the expectations of the role, negotiating and coordinating interaction 
with other role partners, and importantly manipulating the situation to control the resources given the 
responsibilities of the role (Stets & Burke, 2000, p. 226). The theory proposed that through negotiation, 
meanings, and role behavior which are different but interrelated can produce self-verification (role iden-
tity verification), which is very important in building a strong attachment to the group.

It is generally accepted that identification is behavior expressed by a person who feels happy to be 
defined with a particular thing which is his/her favorite (Alrawadieh et  al., 2019; Hultman et  al., 2015). 
From this perspective, destination identification is emotional behavior expressed by a local resident who 
has developed a strong connection with a destination (Choo et  al., 2011). It is emotional feelings 
expressed by local residents when they feel that there is congruence between their expectations and 
what the destination delivers (Campelo et  al., 2014). In the context of identity theory, destination iden-
tification is a role-based behavior expressed by a person who reciprocates to what the destination does 
to him/her (Kumar & Nayak, 2019). When local residents develop solid destination identification, they 
expected to express a strong commitment to the destination and stay active in different programs aim-
ing at ensuring the growth and development of the destination.

Relationship between destination identity and governance
When local residents are involved by local authorities in making decisions regarding tourism programs, 
it provides an atmosphere that influences local residents to feel ownership of the programs and strate-
gies (Sebele, 2010). Recent evidence shows that, if local residents feel that local authorities do not 
engage them in deciding the future of the destination, they can share information through the social 
community (e.g. Online and offline social community) purposely for sabotaging local authorities initia-
tives or efforts in ensuring destination development.

Destination identification is portrayed in the form of a sense of belonging to a certain group (desti-
nation) and being able or willing to remain or to stay physically active (Freire, 2009). Empirical evidence 
indicates that loyalty in destination branding is a product of strong self-identification, which local resi-
dents develop with the destination. It is widely accepted that to achieve any form of loyalty there must 
be a strong connection between two parties who exchange things of value (Zouganeli et  al., 2012). Local 
residents are expected to express commitment towards the destination branding as indicators of loyalty 
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when the probability for them to benefit from the program is assured. Based on the above arguments 
it is hypothesized that;

H1: Ability of Involvement by Local Authorities has a positive influence on destination identification

Relationship between destination identify and brand loyalty
The term destination brand is defined as the sum of perceptions that a person has concerning a certain 
tourism destination (whether based on experience, hearsay or prejudice), which influences his attitude 
towards that destination at an emotional level; exists in the eyes of the beholder (Cretu, 2011). A desti-
nation brand generates sets of expectations or experiences of a destination prior to a visit (Qu et  al., 
2011). The primary role of the destination brand is to help prospective tourists to build expectations, or 
promise of a memorable travel experience that is matchlessly associated with a certain destination (Blain 
et  al., 2005; Ritchie & Crouch, 2003). A destination brand plays a significant role in influencing tourists’ 
choices over which destination to visit (Reisinger & Turner, 2003; Chiappa and Bregoli 2012). In this study, 
destination brand is defined as a unified expression of a destination that combines the way stakeholders 
would prefer the destination to be perceived (the identity of a place) and the way tourists define the 
destination (an image of a place). There have been different perspectives on destination branding, how-
ever, there is a general principal that, destination branding is a collaborative coordinating process. 
Destination branding can be described as a dynamic and complex process that aims at establishing and 
communicating the unique identity of a destination through integrating efforts, interests, resources and 
the public at large (Kaplanidou & Vogt, 2003; Kwortnik & Hawkes, 2011).

Loyalty in destination branding can be well conceptualized by looking at the phenomena as an inter-
nal branding process. Destination branding from a supply-side perspective is viewed as a social, political, 
and cultural process (Ooi, 2004). It is believed that the basis for branding a destination is the supply-side 
perspective as opposed to a demand-side perspective which has been commonly used in branding phys-
ical goods or products (Merrilees et  al., 2009). Destination branding from this perspective considers the 
branding process as an internal process that requires the combined efforts of all potential players includ-
ing local residents (Zouganeli et  al., 2012). Destination branding cannot achieve its intended objectives 
if local residents are not fully engaged in designing and implementation of the destination branding 
programs.

Loyalty in destination branding requires the full engagement of local residents. Local residents’ 
engagement means involving local residents in decisions making and active involvement in strategic 
areas for the advancement of the destination (Lee et  al., 2012; Molinillo et  al., 2019). These strategic areas 
include the willingness and readiness of local authorities such as in involving local residents in making 
decisions regarding destination advancement, and local residents’ propensity to invest in various areas 
for the destination development (Medina-Muñoz et  al., 2016). Local residents’ engagement can be 
explained as circumstances in which local residents including service providers, indigenous, etc. are 
empowered to engage or participate in various strategic tourism operations and programs in a tourism 
destination (Vollero et  al., 2018). In the view of Zouganeli et  al. (2012) one aspect of sustainability in 
destination branding is the involvement of local residents in the branding process.

Lee et  al. (2012) pointed out that local residents’ engagement aims at ensuring local residents 
become the source of sustainable tourism advancement. Local resident engagement is an important 
dimension in realizing destination growth and development (Diedrich & García-Buades, 2009). Local res-
ident engagement does not only ensure sustainable tourism development, rather it is very helpful in 
ensuring Destination Marketing organizations (DMOs) realizing their goals and objectives (Canavan, 
2015). Evidence indicates that local residents who are not engaged in destination management may 
develop brutal behavior towards the destination including sabotaging various destination programs 
including branding programs (Postma & Schmuecker, 2017).

The decision for local residents to invest in a given destination implies that they expect a benefit 
from different tourism operations in the destination. This idea is supported by the theory of relational 
exchange that, one part may decide to enter into an agreement with other parts if the agreement 
offers the possibility of obtaining the value. When local residents perceive that there is significant value 
when investing in tourism activities within the destination, they will be ready to invest their resources 
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to ensure the destination prosper (Ap, 1992). It has been well documented that, local residents’ ten-
dency to invest in tourism development and eventually destination development tends to develop a 
sense of place (Del Chiappa, 2012). Destination branding is not a one man activity, it is a process that 
demands support in terms of investment from all stakeholders in the destination (Simpson & 
Bretherton, 2009).

In the context of tourism, the term local residents’ or local people or local communities can imply 
any person (eg. service providers or passers-by) who has the privilege of having direct contact or 
encounter with tourists at given tourism destinations (Crick, 2003). Therefore, local communities or 
residents’ engagement has proved to be influential factors in sustainable tourism development 
(Presenza et  al., 2014), destination development (Diedrich and Buades, 2009), and DMO success 
(Pechlaner et  al., 2012).

H2: Local Residents’ Propensity to Invest in Tourism is positively influence destination identification.

From supply-side perspective loyalty in destination branding is perceived as an attempt to view des-
tination branding as a local resident centered process (Schultz & Block, 2015). Loyalty in destination 
branding is the extent to which local residents are committed to branding programs with the intention 
of ensuring that the destination continues to exist by delivering value to existing stakeholders without 
compromising the values, interests, and benefits of future stakeholders and the entire communities. To 
realize this, local residents should develop self-identification with the destination as the antecedent of 
the loyalty in destination branding from supply-side perspective. Therefore, it hypothesizes that;

H3: Destination Identification has a positive influence loyalty towards destination branding

Research methods

Research design and context

The study adopted a cross-sectional survey research design using data collected from Tanzania mainland. 
Tanzania tourism sector has generated a value of about 1.4 billion dollars from 2021 compared to 2020 
when it was severely affected by COVID pandemic. The tourism sector contribution from GDP felled from 
107% in 2019 to 5.3% in 2020. In 2021 there was 922,692 tourists, an increase of 48.6% from 620, 867 
in 2020. Tanzania is an important destination in Africa and thus relevant for being selected in this study 
because it earned a title of the leading destination in 2021 and has allocated 25% of its total area of 
four wildlife national parks and protected areas (Tanzania Investment Report, 2022).

Target population and sample size

The study involved a sum of 300 respondents who are owners, supervisors, owner-manager of services 
organizations operated in the tourism sector in Tanzania. The study population was obtained from the 
Tourism Confederation of Tanzania (TCT). TCT is the umbrella organization (apex body) which represent 
various private business sector (Sub-Sector Associations) operated in the travel and tourism industry in 
Tanzania. Final sample used in the study was 201 which was extracted from the sample frame.

Sample size

Sample size refers to selected cases which deemed necessary to represent the entire targeted population 
(Neergaard, 2007). The sample for the study was obtained from the selected associations of business 
firms dealing with tourism business or activities. The selection of these associations was done based on 
their dominance in the tourism sector and number of members as indicated in Table 1 below. The sam-
ple size was determined from the associations instead of individual firms because, it is very easy to 
obtain key informants who have plenty and relevant information about the phenomenon under the 
study from these associations rather than dealing with individual firms who are not members of the 
associations.
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The sample size for the study was determined by using Slovin’s Formula as follows:

	 n =
N

Ne1
2+( )

	

Where:
N = Total number of the population of the study
n = Sample size
E = Margin of error (0.05)
Therefore;

	 n =

553

553

1 0 05
2+ ( )



.

	

n = 232 Tourism Business Organizations
This study expanded the sample size to 280 so as to enhance the accuracy of the study findings 

(Cohen et  al., 2007). Proportionately, the following sample size was obtained from each association as 
indicated in the Table 2 below.

Sampling procedure

There are two distinctive approaches which can be used to determine the number of respondents for 
participating in a study, namely probability sampling and non-probability sampling approach (Baker, 
2003). In this study non-probability sampling was adopted, whereby the sample was selected through 
the use of purposive and snowball sampling. Purposive sampling provides a specific and unique sample 
which yield the most relevant, accurate and plentiful data about the study topic. It allows a researcher 
to select few sources or key informants which are in rich of information about the issues pertaining to 
the study. Moreover, in snowball sampling approach the first respondent who fits the respondent profile 
is selected. Thereafter, the respondent refers others with similar characteristics (Bonita, 2008). This 
approach is useful when a researcher is less knowledgeable on potential participants, or the majority of 
participants are not ready to participate in the study.

Table 1.  Different tourisms associations.
# Name of associations Number of members Percent

01 Tanzania Association of Tour Operator (TATO) 256 46.3
02 Tanzania Society of Travel Agents (TASOTA) 25 4.5
03 Tanzania Air Operator Association (TAOA) 30 5.4
04 Hotel Association of Tanzania (HAT) 67 12.1
05 Intra-African Travel and Tourism Association (IATTA) 7 1.3
06 Tanzania Tours Guides Association (TPHA) 67 12.1
07 Zanzibar Association of Tourism Investors (ZATI) 100 18.1
08 Tanzania Association of Cultural Tourism Organizers (TACTO) 1 0.2
TOTAL 553 100
Sources: official websites of the associations (2016).

Table 2.  Proportional sample size from each association.
# Name of associations Proportional sample size Percent

01 Tanzania Association of Tour Operator (TATO) 130 46.4
02 Tanzania Society of Travel Agents (TASOTA) 13 4.6
03 Tanzania Air Operator Association (TAOA) 15 5.4
04 Hotel Association of Tanzania (HAT) 34 12.1
05 Intra-African Travel and Tourism Association (IATTA) 3 1.1
06 Tanzania Tours Guides Association (TPHA) 34 12.1
07 Zanzibar Association of Tourism Investors (ZATI) 51 18.2
08 Tanzania Association of Cultural Tourism Organizers (TACTO) – –
TOTAL 280 100
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Data collection instruments and procedures

This study used a semi-structured questionnaire that was self-administrated to different supervisors, man-
agers, owners, owner-managers of various business firms operates in different sub-sectors in the tourism 
industry in Tanzania. Before the data collection exercise, pilot testing was conducted to achieve the 
content validity of the instruments. Thereafter, necessary improvements were done on the instruments 
to reduce vagueness, repetition, etc. Also, prior informal and formal meetings were done with respon-
dents to establish rapport and to familiarize themselves with the sector. Thereafter, data were collected 
through the use of research assistants who were recruited based on their knowledge and experience in 
the tourism sector in Tanzania. However, frequent feedbacks were obtained from the research assistants 
to ensure the accuracy of the data collected.

Measures

The study variables were measured by adapting measurement scales from previous studies in tourism. 
All variables were captured by using 5-point Likert scales from 1-strong agree to 5 – strongly disagree. 
The construct Local Residents’ Engagement (LRE) has two variables i.e. Ability of Involvement by Local 
Authorities (AILA) and Local Residents’ Propensity to Invest in Tourism (LRPIT). Measurement scales for 
both variables were adopted from Presenza et  al. (2014). On the other hand, Destination Identification 
(DEI) was measured by measures scales from Zouganeli et  al. (2012), Bregoli (2013), and Zenker et  al. 
(2017). Finally, the construct loyalty in Destination Branding (SDB) is defined by one variable Brand 
Commitment (BC). The measurement scales for the variable was adapted from Sartori et  al. (2012); Zhong 
et  al. (2017). The table below provides a detailed overview of how the variables were measured Table 3.

Results

Structural Equation Modeling (SEM) was used to analyze data. SEM is a multivariate data analysis tech-
nique that is more powerful in testing a series of relationships that exist between study constructs 
through modeling a regression structure for latent variables (Hair et  al., 2010). It can accommodate 
unobserved or latent variables in causal models. This technique was suitable for this study because, the 
hypothetical constructs used in the study were not directly observable and hence the constructs were 
measured indirectly by employing observed scores or indicators (Kline, 2015).

Confirmatory factor analysis (CFA)

Value of goodness of fit indicators as presented in Table 4 below and falls within the threshold indicating 
a perfect fit of the hypothesized model. The value of GFI, AGFI, NFI, IFI, TLI, and CFI should be > 0.9, the 
value for x2/df should be < 3 and the cutoff point for RMSEA is < 0.1 (Hooper et  al., 2008). The measure-
ment items were confirmed to be a good measure of the Local Residents’ Engagement (LRE) construct. 
On the other hand loadings for all items were > 0.3 indicating good convergent validity (Tableachnick & 
Fidell, 2012). The value of Cronbach Alpha Coefficient was > 0.7 for all variables, implying a good internal 
reliability and consistency of the constructs of the study (Pallant, 2000; Tableachnick & Fidell, 2012). All 
variables had the value of Composite Reliability > 0.6 and Maximal Reliability(MaxR(H) > 0.7 indicating 
that the instruments were reliable (Santos & Reynaldo, 2013; Tavakol & Dennick, 2011). Average Variance 
Extracted (AVE) was > 0.5 for both variables indicating a convergent validity of the data (Bagozzi & 
Yi, 1988).

Discriminant validity was examined by comparing the value of the square root of AVE and correlations 
between the variable and other variables and by comparing the value of AVE of each specific variable 
and its respective Maximum Shared Variance (MSV). The rule of thumb is that the square root of AVE 
should greater than the value of correlations between the variable and other variables. As indicated in 
Table 4 the discriminant validity of the data was achieved because, the square root of AVE was greater 
than the value of correlations between the variable and other variables (Said et  al., 2011), and the value 
of each AVE is greater than their respective MSV (Fornell & Larcker, 1981) Table 5.
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Structural model

Local Residents’ Engagement (LRE), Destination Identification (DEI), and the Loyalty are three constructs 
used for modeling the Destination Branding (LDB). The findings indicate that the goodness of fit index 
for the structural model falls within the recommended ranges as indicated in Table 6, which provided 
the way for regression analysis to establish the relationship between variables under the study Figure 1.

Regression analysis

The regression analysis indicates that Local Residents’ Propensity to Invest in Tourism (LRPIT) influences 
positively the Loyalty in Destination Branding (LDB) (β = 0.500; p < 0.05). Further, there is a positive 

Table 3. O perationalization of variables.
# Variable categories Constructed statements for the measurement of variables References

1 Destination Identification (DI) This destination I owned it, when someone criticizes it I 
always feel embarrassed

Zouganeli et  al. (2012), Bregoli 
(2012), Zenker et  al. (2017)

2 Local Residents’ Propensity to Invest in 
tourism (LRPIT)

I hope that my destination can be developed further for 
tourism

Presenza et  al. (2014)

I am willing to support the development of tourism in 
the region with a financial contribution to tourism 
promotion

I am willing to support further development of the 
destination personally by investing in tourism activity

Ability of Involvement by Local 
Authorities (AILA)

Overall, local authorities should promote and encourage 
community participation in tourism planning

Presenza et  al. (2014)

Overall I feel involved and listened in the process of 
tourism programming for the destination

Local authorities are able to strike a fair balance between 
protecting the needs and interests of the residents 
with the need to increase tourist visitation

3 Brand Commitment (BC) This destination deserves my pledge I have been always 
bond to it and not others.

Zouganeli et  al. (2012), Bregoli 
(2012), Zenker et  al. (2017)

This destination has been inspiring me to put in a great 
deal of effort and resource to ensure its success

This destination has been encouraging me to be ready 
and happy to put my interests aside for its 
betterment.

Table 4.  Discriminant validity.
AVE MSV MaxR(H) LRPIT AILA

LRPIT 0.54 0.003 0.790 0.732
AILA 0.50 0.003 0.750 0.056 0.706
Note: the bolded diagonal parameters are the square root of AVE.

Table 5. S tandardized regression weight, cronbach alpha coefficient (α), composite reliability (CR), average variance 
extracted (AVE), and goodness of it indexes for LRE construct.

Variables
Standardized regression 

weight Cronbach alpha coefficient (α) Composite reliability (CR)
Average variance 
extracted (AVE)

lrpit1 <--- LRPIT 0.667 0.773 0.775 0.54
lrpit2 <--- LRPIT 0.811
lrpit3 <--- LRPIT 0.712
aila1 <--- AILA 0.714 0.749 0.750 0.50
aila2 <--- AILA 0.719
aila3 <--- AILA 0.687

Model fit Indicators: GFI = 0.983, AGFI = 0.955, NFI = 0.965 IFI = 0.982, TLI = 0.966, CFI = 0.982, x2/df = 2.019, RMSEA = 0.058.

Table 6. T he goodness of fit index for the structural model.
Categories of model fit The goodness of fit index Recommended value Actual value Comment

Absolute GFI Close to 1 0.929 Good
AGFI Close to 1 0.891 Satisfactory
NFI Close to 1 0.875 Satisfactory

Relative IFI Close to 1 0.913 Good
TLI Close to 1 0.887 Satisfactory
CFI Close to 1 0.912 Good

Parsimony x2/df 1 ≤ x2/df ≤ 3 2.974 Good
RMSEA 0 ≤ RMSEA ≤ 0.1 0.099 Good
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relationship between the Ability of Involvement by Local Authorities (AILA) and Loyalty in Destination 
Branding (LDB) (β = 0.373; p < 0.05). Destination Identification (DEI) has also been found to be the medi-
ator of the relationship between Local Residents’ Engagement (LRE) and Loyalty in Destination Branding 
(SDB). These findings suggest that, the Ability of Involvement by Local Authorities (AILA) have a positive 
influence on Destination Identification (DEI) (β = 0.469; p < 0.05). Local Residents’ Propensity to Invest in 
Tourism (LRPIT) had also a positive influence on Destination Identification (DEI) (β = 0.728; p < 0.05). The 
relationship between Destination Identification (DEI) and Loyalty in Destination Branding (LDB) (β = 0.829; 
p < 0.05) were also found to be positive Table 7.

Testing the strength of mediator variable

The strength of the mediator variable was tested by SOBEL test and the results were interpreted as sug-
gested by Baron and Kenny (1986). The findings indicate that Destination Identification (DEI) is a partial 
mediator between Local Residents’ Engagement (LRE) and Loyalty in Destination Branding (LDB) Table 8.

Discussion of findings

The study focused on understanding the determinants of loyalty in the destination branding with the 
focus on the supply side in response to the increasing relevance from the economical point of view 
(Mora-Rivera & García-Mora, 2021) and the research gap which has not been well explored (Rather, 2020; 
Rather & Hollebeek, 2020). The three hypotheses developed in this study aimed at understanding how 
the destination identification is influence of local authorities’ involvement and propensity of local resi-
dents to invest. Further, the hypothesis also examined the relationship between destination identification 
and destination branding. All these hypotheses were supported at different degrees.

Figure 1. S tructural equation model.

Table 7.  Regression analysis output.
Hypotheses Variables Estimate S.E C.R P

H1 DEI <--- AILA .469 .074 6.345 ***
H2 DEI <--- LRPIT .728 .092 7.882 ***
H3 BRC <--- DEI .829 .091 9.140 ***

***implies p-value is < 0.001.

Table 8. SO BEL test output.
Variables Coeff s.e T Sig(two)

LRE→SDB .4584 .0504 9.0913 .0000
LRE→DEI .3915 .0209 8.7371 .0000
DEI→SDB .9515 .1283 7.4182 .0000
LRE→DEI→LDB .0859 .0684 1.2566 .0032

.0000 implies p-value is < 0.001.
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The ability of involvement by local authorities and local residents’ propensity to invest in tourism were 
found to influence positively destination identification. It was also found that, destination identification 
as a mediator variable influences loyalty in destination branding confirming all three proposed hypoth-
eses of the study.

When local authorities have the power to involve local residents in the management of the destina-
tion it has a direct effect on the willingness of local residents to be identified or defined themselves with 
the destination. Local authorities’ willingness and abilities to engage local residents should focus on 
ensuring that, local residents benefit by being engaged in different tourism programs, and the destina-
tion benefits from engaging local residents in its development programs. Each part should be identified 
with a specific role that plays in the whole process of designing and executing various tourism programs 
including destination branding. This creates a role-based identity between the parties which is very cru-
cial in building destination identification.

It is believed that, when local residents invest in the sector, they become co-investors with Government 
and its agencies i.e. DMOs, and hence it is likely that they will be ready to define themselves with the 
destination. They are ready to defend the interest of the destination by subduing their interests, partic-
ularly when there is a likelihood of benefiting from the destination. Local residents as co-investors expect 
mutual benefits with other parties or investors who operate mutually in the sector. Identification towards 
the destination by local residents depends on whether there are possibilities of accruing benefits due to 
their decision to invest in the sector.

On the other side, DMO expects local residents’ supports to various programs such as destination 
branding which empirical evidence confirms that they require a bottom-up approach as opposed to a 
top-down approach. Therefore, in any destination program in this case destination branding, local resi-
dents are recognized by their role that they play in the development of the destination identity. It is this 
role as co-investors that prompt local residents’ behavior to identify themselves with the destination and 
its programs.

It has been articulated in this study that, loyalty of destination branding is an expression of loyalty by 
local residents. This strong connection is outward behavior expressed by a person who prefers to be 
defined in connection with the destination and its programs. The findings are consistent with Jeuring 
and Haartsen (2017) who found that local residents engage actively if they were involved in the process 
of building the brand. They argue that the specific role that they play in realizing the brand induces the 
sense of ownership, and hence they feel to have a stake in the brand and its outcomes. Vollero et  al. 
(2018) also discovered that minimal level of local residents’ involvement is the most critical challenge 
that hampers the destination branding process. The sustainability of destination branding is a role-based 
process that should be initiated by adopting a bottom-up approach (Zouganeli et  al., 2012). The 
bottom-up approach considers destination branding as a process that should start from within and 
ensures the results of destination branding carry values, norms, culture, etc. of local residents. The results 
share the opinion from Kalandides et  al. (2012) who suggested the investment in destination branding 
should consider local residents and other stakeholders as central to the process to achieve significant 
results.

Conclusion and implications

Conclusion

The study has found the important role that the local authorities play in facilitating destination branding. 
Sustainability of destination branding to a large extent is driven by how the local communities are 
actively engaged in the destination branding programs. These program involve their active participation 
in various activities as well as becoming co-investors. For the local residents to become the active players 
of destination branding, it is not something that happens automatically but it has to be established by 
developing enabling environment. Proper environment which is cultivated by government will ensure a 
sense of ownership among the local residents, but also it will lower the cost of building the destination 
branding over time. As local residents perceive the benefits accrued from the engagements in various 
programs, the role of government will also decrease and become supervisory. Lack of adequate 
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engagement of local residents is a channel for creating hindrances in the process of building a destina-
tion branding (Vollero et  al., 2018), thus this should be avoided. Any destination branding building pro-
gram which is owned by local residents will stimulate the both business and welfare of the communities. 
This bottom up approach for building destination branding (Zouganeli et  al., 2012) should be adopted 
for sustaining the destination branding because it provides a proper foundation which consists of the 
key players in the process (Kalandides et  al., 2012).

Policy implications

We recommended the Government should involve local residents in the decision regarding the manage-
ment of the destination. The decisions around destination should focus on ensuring sustainability by 
conserving the attractions as well as providing stimulating programs for the locals to be fully engaged. 
Government should also encourage, support, and empower local residents to invest in the tourism sector 
and its sub-sectors.

It is important to ensure enabling environments in terms of policies, laws, and regulations for local 
residents to participate in the sector through local investment.

The empirical findings confirm that this decision may boost local resident identification towards the 
destination and its programs. Furthermore, empowerment programs should focus to ensure local people 
in the grassroots participate in the conservation and promotion of natural tourist attractions found in 
the locality.

Practical implications

The study provides a practical guide on how to build a destination branding from the bottom up. From 
the perspective of this study, a successful destination branding needs to be developed through engaging 
the local communities.

The study has also provided a proper way to engage the local communities. These local communities 
can be properly engaged by making them involve in tourism activities and by ensuring that they are 
benefiting from such engagements. To sustain such engagement the local communities can be 
co-investors of the tourism related activities.

Local authorities need to play a central role in facilitating the active engagement of local communities 
in various programs related to destination branding. Combining co-investment, the active role of local 
authorities and benefits accrued for participation in local tourism, a successful destination branding can 
be built.

Limitation and future studies

This study employed a quantitative approach that does not provide an opportunity to explore a natural-
istic picture of the subject under the study. Future studies can be done to explore the study topic by 
adopting a qualitative approach or a mixed approach. Future studies can be done by extending the 
participation of other stakeholders who do not have direct contact with tourists.

The study has found a significant role which can be played by local authorities in influencing desti-
nation branding, however the mechanism through which these authorities can use has not well been 
studied. Future research work can explore for example the various engagement methods and how they 
can ensure the local communities’ active participation. Co-investment has also been found to influence 
the local residents’ engagement in destination branding, however the various mechanisms and chal-
lenges for such investment is not yet understood.

There is implied relationship between local residents’ loyalty and destination branding (Jeuring & 
Haartsen, 2017) but such a relationship is not clear, thus future studies can explore further. Concepts 
such as loyalty of a destination, destination branding seems to be interelleted, but a nature of that 
relationship is not clear. Future studies can explore the programs and process involved in these 
concepts.
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