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 This paper is aimed to explore the relationships between components of customer-based 
brand equity on tourist destinations. Samples were collected from 307 domestic tourists 

in Danang City. Structural Equation Modeling (SEM) was used to test hypotheses. The 

results indicate that: (1) destination brand awareness has a significant positive effect on 
destination brand image, but not a positive effect on destination perceived quality; (2) 

destination brand image has a positive and direct influence on destination perceived 

quality; and (3) destination brand image and destination perceived quality have 
significant positive impacts on destination brand loyalty. Lastly, these findings have 

implications for decision makers. 
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INTRODUCTION 

 

Since its debut in the late 1980s, customer-based 

brand equity has been an important concept in 

marketing management and it has been considered as 

an important factor making competitive advantages 

in markets (Al-Azzam, 2013). Among several 

customer-based brand equity concepts and models in 

the literature, the one introduced by Aaker (1991) is 

the most commonly cited. According to Aaker (1991, 

p. 15) brand equity is defined as "a set of brand 

assets and liabilities linked to a brand, its name and 

symbol, that add to or subtract from the value 

provided by a product or service to a firm and/or to  

firm‟s customers”. In addition, according to Aaker 

(1991), customer-based brand equity is constituted 

by four major components, including: brand 

awareness, perceived quality, brand association and 

brand loyalty. Customer-based brand equity studying 

is not only in product (services), but also has been 

expanding to the tourism field in recent years. 

Worldwide, a lot of customer-based brand equity 

studies are applied in destinations. However, this 

topic is not yet interesting and popular enough for 

doing research for destinations in Vietnam in general 

and in Danang particularly. Studying about this topic, 

Konecnik, & Gartner (2007); Konecnik (2010); Pike 

et al. (2010); Myagmarsuren & Chen (2011), etc 

adopted the customer-based brand equity model of 

Aaker (1991), then applying it in tourism 

destinations that consists of four components: 

destination brand awareness (destination brand 

salience), destination perceived quality, destination 

brand image and destination brand loyalty. In this 

study, authors applied these components above for 

Danang as a destination. 

Danang is known as one of the ideal destinations 

in Vietnam with its famous beautiful beaches, 

abundant potential tourism, developed tourism 

infrastructure and a stable social-political 

environment. These characteristics have attracted a 

flow of visitors to this city more and more, including 

domestic tourists. During the last decade, the number 

of domestic visitors to Danang has reached large 

numbers and keeps growing. With the most recent 

statistics, of the year 2010, about 1.4 million 

domestic visitors to Danang, this figure reached more 

than 2.8 million in 2014; and the target of arrivals in 

2015 should reach 3.28 million (Hoang Han, 2015). 

Domestic tourists accounted for more than 75% 

visitors to Danang. In fact, when the foreign visitors 

market is vulnerable, the domestic visitors market 

will play a very important role for the development 

of tourism in Danang. Therefore, making Danang the 

main destination of choice for tourists has become a 

key issue not only for the tourism enterprises in the 

city but also for the State management agencies in 

the tourism sector. This leads to the greater 

significance of destination customer-based brand 

equity. Therefore, it is necessary for studying the 

relation among the main components of destination 

brand equity based on the response of the domestic 

visitors. The results are reliable references for 

tourism development planners in Danang. 
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2. Literature Review: 

2.1 Research Concepts: 

Destination Brand Awareness: 

Brand awareness is defined as “the ability of the 

potential buyer to recognize and recall that a brand is 

a member of a certain product category” (Aaker, 

1991, p. 61). Brand awareness can be divided into 

brand recall (consumers‟ ability to recall a brand 

name correctly) and brand recognition (consumers 

„ability to recognize a brand when given the brand as 

cue) (Chi et al., 2009). In the tourism sector, 

destination brand awareness is defined as the strength 

of the brand‟s presence in the customer‟s mind 

(Konecnik & Gartner, 2007; Boo et al., 2009); and in 

other studies (e.g. Pike et al., 2010; Bianchi & Pike, 

2011; Pike et al., 2013) the strength of the brand 

presence in the customer‟s mind is named as 

destination brand salience. Thus, two terms will be 

used interchangeably in this study. As a tourist 

destination needs to be successful, it must initially 

get the awareness of tourists (Milman & Pizam, 

1995). The objective of destination marketing is 

aimed at raising awareness of a destination by 

making a unique brand (Jago et al., 2003). 

 

Destination Brand Image: 

Brand image has been considered as the 

reasoned or emotional perception consumers attach 

to specific brands (Boo et. al., 2009, p. 3). In the 

tourism sector, although the destination brand image 

(is also shortly called destination image) is interested 

in extensive research, there is no unique and 

commonly accepted approach to its conceptualization 

(Konecnik & Gartner, 2007). Destination image can 

be an individual's mental representation of 

knowledge (beliefs), feelings, and global impression 

about an object or destination (Myagmarsuren & 

Chen, 2011); is  an interactive  system  of  thoughts,  

opinions,  feelings,  visualizations,  and  intentions  

toward  a destination (Tasci et al., 2007); etc. 

According to Boo et al. (2009), building brand image 

is a key component in the creation of a destination 

branding model. 

 

Destination Perceived Quality: 

Perceived quality is “the consumer's judgment 

about a product's overall excellence or superiority'' 

(Zeithaml, 1988, p. 3). Individual experiences, 

special needs, and situations of consumption may 

affect subjective evaluation of the quality of the 

customer (Yoo et al., 2000). Perceived quality is not 

identical to the objective quality of the product. 

Perceived quality is based on consumers‟ recognition 

while objective quality is based on product or 

manufacturing orientation (Garvin, 1983). For the 

tourism sector, destinations perceived quality is 

concerned with consumer‟s perceptions of the quality 

of a destination‟s infrastructure, hospitality service, 

and amenities such as accommodation (Pike et al., 

2010); and it is the key dimension of customer-based 

brand equity when applied to a destination (Konecnik 

& Gartner, 2007). 

 

Destination Brand Loyalty: 

Brand loyalty has been defined as “the 

attachment that a customer has to a brand” (Aaker, 

1991, p. 39). Brand loyalty consists of behavioral 

loyalty and attitudinal loyalty. Behavioral loyalty 

refers to the frequency of repeat purchase or relative 

volume of same brand purchase (Pike & Bianchi, 

2013). Attitudinal loyalty refers to the tendency to be 

loyal to a focal brand, which is demonstrated by the 

intention to buy the brand as a primary choice (Yoo 

& Donthu, 2001). In tourism and hospitality, 

attitudinal loyalty refers to a tourist‟s intention to 

revisit the destination and recommend it to others 

(Myagmarsuren & Chen, 2011; Pike & Bianchi, 

2013) and is mentioned a result of multidimensional 

cognitive attitudes toward a specific destination 

brand (Back & Parks, 2003).  

 

2.2 Relationship Between Research Concepts: 

2.2.1 Relationship Between Destination Brand 

Awareness, Destination Brand Image And 

Destination Perceived Quality: 

In the tourism sector, destination awareness is 

one of the main perceptual indicators of tourist 

behavior (Woodside & Lysonski, 1989). Konecnik 

(2010) pointed out having the relationship between 

destination brand awareness with brand image. 

Similarly, in some studies (e.g. Pike et al., 2010; 

Myagmarsuren & Chen, 2011), they suggested a 

positive impact of destination brand awareness on 

brand image in their proposed research models. 

Moreover, although the relationship between 

destination brand awareness and destination 

perceived quality has not been considered in tourism 

literature; in marketing literature, Keller (1993) 

indicated that it is the customer's awareness and 

associations that lead their perception of the quality 

of the brand. Similarly, perceived quality for a 

destination brand are likely to be enhanced by brand 

awareness in proposed models that were suggested 

by Myagmarsuren & Chen (2011). The empirical 

results (e.g. Konecnik, 2010; Pike et al., 2010) 

confirmed that there is a positive relationship of 

brand awareness on destination perceived quality. 

Addition, Konecnik (2010), in his study found that 

the destination brand image and destination 

perceived quality was positive. Similarly, the 

empirical studies (e.g. Myagmarsuren & Chen, 2011; 

Aliman, 2014) demonstrated a positive and direct 

impact of destination brand image on destination 

perceived quality. Based on the literature review and 

empirical evidences, the following hypotheses are 

proposed:  

H1: Destination brand awareness has a 

significant positive direct effect on destination brand 

image  
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H2: Destination brand awareness has a 

significant positive direct effect on destination 

perceived quality  

H3: Destination brand image has a significant 

positive direct effect on destination perceived quality 

 

2.2.2 Relationship Between Destination Brand 

Image, Destination Perceived Quality And 

Destination Brand Loyalty: 

In the tourism sector, according to Chang & 

Shin (2004), the impact of image is not confined to 

the step of selecting destinations in particular but 

also in the tourists‟ behavior in general. In addition, 

destinations images influence positively on behavior 

variables as well as on the evaluation variables 

(Bigne et al., 2001; Myagmarsuren & Chen, 2011). 

The results from the studies (e.g. Boo et al., 2009; 

Pike et al., 2010; Bianchi et al., 2011; Aliman, 2014) 

confirm that destination brand image has a positive 

impact on brand loyalty destination. On the other 

hand, the literature review has shown that perceived 

quality represent the antecedent step leading to brand 

loyalty (Keller and Lehmann, 2003). In the tourism 

sector, the empirical evidences in many studies (e.g. 

Boo et al., 2009; Pike et al., 2010) have shown that 

there is positive and direct impact of destinations 

perceived quality on destination brand loyalty. Thus, 

the following hypotheses are postulated: 

H4: Destination brand image has a significant 

positive direct effect on destination brand loyalty 

H5: Destination perceived quality has a 

significant positive direct effect on destination brand 

loyalty 

 

2.3 Conceptual Framework And Research 

Hypotheses: 

Based on relationships above, a conceptual 

framework and hypotheses are illustrated in Figure 1. 

This figure shows the relationships between 

destination brand awareness, destination brand image 

and destination perceived quality; the relationships 

between destination brand image, destination 

perceived quality and destination brand loyalty

  

 
 

Fig. 1: Conceptual framework 

 

3. Methodology: 

3.1 Sample and procedure: 

In order to explore the relationships between 

concepts, we conducted a survey in Danang city. The 

targeted respondents are domestic tourists who spend 

their holidays in Danang. The data was collected 

from 5 April 2015 to 25 April 2015. In total, 350 

questionnaires were dispatched and the number of 

collected questionnaires was 323. Excluding 16 

invalid questionnaires, the effective questionnaires 

are 307 copies (Table 1). The resulting questionnaire 

was originally drafted in English, translated into 

Vietnamese, and then back-translated into English to 

ensure that the items were original. 

   
Table 1: Demographic profile of the respondents 

Gender Age Income ($1.000/year) Number of times visiting Danang  

Male Female  ≤ 30 > 30 <  2 2 5 ≥ 5 First time More than 1 

188 119 195 112 57 178 72 110 197 

 

3.2 Measurement Model: 

The measurement constructs include destination 

brand awareness (DBA), destination brand image 

(DBI), destination perceived quality (DPQ) and 

destination brand loyalty (DBL). The observed 

variables (items) of mentioned scales are taken and 

adopted Boo et al. (2009). The measurement uses a 

five-point Likert scale from 1 to 5 to present strongly 

disagree, disagree, no opinion, agree and strongly 

agree. 

Exploratory factor analysis (EFA), Cronbach‟s 

reliability, and Confirmatory factor analysis (CFA) 

are three techniques that were used to evaluate the 

final items that would be utilized for proposed model 

and hypothesis testing. Finally, proposed model and 

hypotheses were tested through analysis of structure 

equation modeling (SEM) with AMOS software 21. 

 

4. Research Analysis and Result: 

4.1 Exploratory Factor Analysis and Cronbach's 

Alpha Analysis: 

In exploratory factor analysis, principal 

component analysis with varimax rotation was 

applied to extracted main factors with results drawn 

from 4 factors which were extracted with a total 

cumulative explained variance of 63.483% (> 50%). 

H3 

H4 

H5 H2 

H1 

Destination 

brand loyalty (DBL) 

Destination  

perceived quality (DPQ) 

 

Destination  

brand image (DBI) 

Destination 

 brand awareness (DBA) 
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Except item DBI3 had factor loadings less than 0.5 

and to be rejected; conversely, the remaining 

indicators had factor loadings higher than 0.5 and 

will be retained for next step (Table 2). 

 
Table 2: Exploratory factor analysis 

 
Component 

1 2 3 4 

DBL1   .757  

DBL2   .781  

DBL3   .791  

DBL4   .758  

DPQ1  .775   

DPQ2  .739   

DPQ3  .826   

DPQ4  .807   

DBI1    .741 

DBI2    .830 

DBI3    .421 

DBI4    .874 

DBA1 .787    

DBA2 .769    

DBA3 .870    

DBA4 .847    

Eigen-value 4.073 2.450 1.924 1.711 

Extraction Sums of Squared Loadings 25.455 40.768 52.790 63.483 

 

Next, the  study  uses  Cronbach‟s  α  to  

measure  the  internal  reliability  of  the  scales. As 

shown in Table 3, Cronbach‟s α of destination brand 

awareness, destination brand image, destination 

perceived quality and destination brand loyalty are 

0.848; 0.804; 0.803 and 0.800 respectively. In other 

words, Cronbach‟s alpha for all the constructs are 

above 0.60 (Nunnally & Burnstein, 1994) and the 

item-to-total correlations were all above 0.30. 

Therefore, it shows that the reliabilities of scales are 

acceptable.

    
Table 3: Cronbach‟s Alpha, composite reliability, and average variance extracted 

Destination brand awareness (α = .848; CR = .849; AVE = .588) 

DBA1 Danang has a good reputation 

DBA2 Danang is very famous 

DBA3 The characteristics of Danang come to my mind quickly  

DBA4 When I am thinking about a tourist destination, Danang comes to my mind immediately 

Destination brand image (α = .804; CR = .812; AVE = .594) 

DBI1 Danang fits my personality  

DBI2 My friends would think highly of me if I visited Danang 

DBI4 Visiting Danang reflects who I am 

Destination perceived quality (α = .803; CR = .808; AVE = .513) 

DPQ1 Danang provides tourism offerings of consistent quality  

DPQ 2 Danang provides quality experiences 

DPQ 3 From Danang‟s offerings, I can expect superior performance  

DPQ 4 Danang performs better than other similar destinations in Vietnam 

Destination brand loyalty (α = .800; CR = 0.800; AVE = .500) 

DBL1  I enjoy visiting Danang 

DBL2 Danang would be my preferred choice for a holiday  

DBL3 Overall, I am loyal to Danang 

DBL4 I would recommend other people to visit Danang 

α = Cronbach’s alpha, CR = Composite reliability, AVE = Average variance extracted 

 

4.2 Confirmatory Factor Analysis: 
A confirmatory factor analysis (CFA) for the 

measurement model with four constructs was 

performed. Overall fit statistics of the measurement 

model (χ2 (84) = 168.452) were as follows: χ2/df = 

2.005 (< 3), p < 0.01; GFI = 0.930 & CFI = 0.951 (> 

0.9); AGFI = 0.900 (> 0.8); RMR = 0.033 & 

RMSEA = 0.057 (< 0.1).
 

All criteria met the 

recommended values in the measurement model 

(model fit criteria suggested by Hu & Bentler, 1999). 

Moreover, all factor loadings are greater 0.5 and are 

statistically significant. Furthermore, the average 

variance extracted (AVE) (varied from 0.500 to 

0.594) and composite reliability (CR) (varied from 

0.800 to 0.848) values were higher than 0.5 and 0.7 

respectively (Table 3), so the internal validity of the 

measurement model was guaranteed (Bagozzi & Yi, 

1988). The discriminant validity of the scales 

evaluated for any two scales and all χ2 differences 

were significant. Hence, the discriminant validity 

was also supported. 
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4.3 Structural model: 

Structural equation modeling (SEM) was used to 

estimate the relationships between constructs in 

Figure 2. In this study, the Chi-square value of 

173.461 with 85 degrees of freedom was found to be 

statistically significant at (p < 0.000) level. CFI = 

0.948 & GFI = 0.928 (> 0.9); AGFI = 0.898 (> 0.8); 

RMSEA = 0.058 & RMR = 0.039 (< 0.1) were all 

indicative of a good fit. Thus, the model is acceptable 

(model fit criteria suggested by Hu & Bentler, 1999).

 

 

 
 

Fig. 2: The SEM finalized model and results 

 

Although the model is acceptable, the estimated 

model results supported for only four of the five 

hypotheses. The results provided strong support for 

H1 (Table 4), which underlined the positive and 

direct role of destination brand awareness (Ses = 

0.273, p = 0.000) in affecting destination brand 

image were accepted. By contrast, the positive 

influence of destination brand awareness on 

destination perceived quality is insignificant (Ses = 

0.091, p = 0.198). This finding fails to support H2. 

Hypothesis H3 & H4 were accepted that destination 

brand image has direct significant influences on 

destination perceived quality (Ses = 0.142, p = 0.052) 

and destination brand loyalty (Ses = 0.256, p = 

0.000). Similarly, results reveal destination perceived 

quality has a significant positive impact on 

destination brand loyalty, in support of H5 (SEs = 

0.264; p = 0.000). 

 
Table 4: Results of hypotheses testing 

Research hypothesis 
Standardized 

estimate (Ses) 
SE CR P Results 

DBI <--- DBA .273 .066 3.891 .000 Supported 

DPQ <--- DBA .091 .071 1.286 .198 Unsupported 

DPQ <--- DBI .142 .078 1.945 .052 Supported 

DBL <--- DBI .256 .082 3.571 .000 Supported 

DBL <--- DPQ .264 .076 3.661 .000 Supported 

SE: Standard error; CR: Critical ratios 

 

5. Discussion and Recommendations: 

Customer-based brand equity is an academic 

topic that has become interesting in recent decades. 

Researching on customer-based brand is not only 

useful for products (or services) but also applied to 

tourist destinations. For Danang, this is one of the 

most famous destinations in Vietnam, gaining the 

tourists‟ preference, especially domestic tourists. 

Therefore, this study aims to evaluate the 

relationship between components of customer-based 

brand equity for Danang destination. Based on the 

theory and previous researches, the authors have 

proposed research models and tested hypotheses with 

307 domestic tourists in Danang. The results have 

shown that the model had a better fit with the sample. 

The study also finds that: (1) although destination 

brand awareness has no significant positive impact 

on destination perceived quality, destination brand 

awareness has a positive effect on destination brand 

image; (2) destination perceived quality is 

significantly and positively influenced by destination 

brand image; and (3) destination brand image and 

destination perceived quality have positive effects on 

destination brand loyalty. These results of this study 

can be considered as primary basis for policy-makers 

in Danang tourism during the period of building and 

developing Danang‟s destination branding. 

 

5.1 Managerial Implications: 
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The research result shows destination brand 

awareness has a positive impact on destination brand 

image (.273). This result confirms research finding 

by Pike et al. (2010); Myagmarsuren & Chen (2011). 

This reflects the important role of building 

destination brand awareness. The more successful 

Danang is in building a brand identity system, the 

more of positive impression domestic tourists will 

have about this destination band image. Therefore, 

Danang should consider resources to have a longer 

strategy for marketing campaigns. Marketing 

campaigns can be done through channels such as TV 

channels, travel magazines, organizing events, etc. In 

contrast, the results do not reflect the positive and 

direct role of destination brand awareness on 

destination perceived quality (p = 0.198 > 0.1). This 

can be explained that Danang is a domestic 

destination, hence most travelers know, understand 

and even they have come to Danang many times 

before. Therefore, the awareness about this 

destination might not affect their perceptions of the 

quality of products and services that Danang has 

offered them. Therefore, Danang should not be 

subjective; conversely, Danang has to constantly 

improve the quality of products and services it offers 

in order to meet tourist‟s expectations. However, this 

finding does not mean that the destination brand 

awareness does not positively affect destination 

perceived quality; it only reflects that this is not 

reliable enough to confirm this effect. Moreover, 

destination brand awareness can influence 

destination perceived quality by influencing 

destination brand image.   

The results also found out the positive and direct 

influences of destination brand image on destination 

perceived quality (0.142), in line with previous 

studies (Myagmarsuren & Chen, 2011). In addition, 

destination brand image also has a significant impact 

on destination brand loyalty (0.256). This result is 

consistent with the results of the previous research 

(e.g. Boo et al., 2009; Pike et al., 2010; Bianchi & 

Pike, 2011). These results imply that for a 

destination, in addition to building brand awareness 

must also build an image which is impressive, unique 

and that expresses the characteristics of the target 

customers. Therefore, Danang must carefully study 

domestic tourist‟s styles, personality, needs, etc. 

Then in all stages such as marketing and providing 

product (service) should be suitable to their specific 

characteristics. 

The results also show that the destination 

perceived quality positively and directly influence 

destination brand loyalty (.264.). This result is 

similar to previous studies of Boo et al. (2009); Pike 

et al. (2010). It implies in terms of increasingly 

severe competition with other destinations have some 

similarities and is at higher levels in regions such as 

Bali, Phuket… or other destinations in Vietnam like 

Nha Trang, Phan Thiet. The key factor of the brand 

development process is improving the product 

(service) quality as well as other experiences of the 

destination. This is important cause decides tourists‟ 

perceived quality to Danang destination. Improving 

the quality of products (services) greatly depends on 

the destination management capabilities as well as 

the professional qualifications and career skills of the 

direct or indirectly concerned parties who are tourism 

services-providers such as government, businesses, 

and citizens. Therefore, the closely cooperation 

between them is very essential in the process of 

policy planning for developing destination branding 

of Danang. 

 

5.2. Limitations and Future Research: 

The study consists of some limitations. Firstly, 

the model is only tested by a small sample with size 

of 307 domestic tourists. Therefore, the results may 

not generally represent for the complete domestic 

market. Therefore, it is necessary to test the model 

with a larger sample to get more generalized results. 

Secondly, this study only discovers the relationship 

among components without any review of the overall 

customer-based brand equity, as well as the 

influences of these components on the overall 

customer-based brand equity. Therefore, further 

studies should measure overall customer-based brand 

equity and impacts of the components on overall 

customer-based brand equity for Danang with the 

case of domestic tourists. 
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