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관광객의 만족도와 여행지 충성도와의 관계:
메타분석
정 상 욱*

Relationship of Tourist Satisfaction on Destination
Loyalty: A Meta-Analysis
Abstract
Based on the results of 19 published and 3 working papers, this study used meta-analysis to examine the relationship between tourists’ satisfaction and destination loyalty.
Generalizable relationships were found that tourists’ satisfaction has a positive impact
on the level of loyalty on destination. Surprisingly, the moderator analyses show that
relationship between tourists’ satisfaction and destination loyalty does not vary depending
on different types of satisfaction measure. One implication of this study is that marketing
managers should consider that the tourists’ satisfaction plays a direct role of developing
destination loyalty.

Ⅰ. Introduction1)
Customer satisfaction has been widely
believed to be the best predictor of customer’s future loyalty (Anderson et al.,
1994) and has been considered as an essential business goal. Numerous studies
have shown that higher levels of cus* 한국외국어대학교 경영대학 조교수

tomer satisfaction lead to a greater customer loyalty (Anderson and Sullivan,
1993; Oliver, 1999; Chaudhuri and Holbrook, 2001). This is also true for the
tourist satisfaction and loyalty. Chi and
Qu (2008) and McDowall (2010), for
example, note a strong correlation between
tourist satisfaction and destination loyalty.
Similarly, Oppermann (2000) shows that
the tourist’s loyalty to the destination has
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strong positive relationships with their

studies. Findings from our meta-analysis

intentions to revisit the destination and

of 22 empirical studies reporting 25 cor-

their willingness to recommend it to oth-

relations are presented and discussed. We

er people. While the relationship between

conclude with the limitations of the study,

tourist’s satisfaction and loyalty has been

suggestions and directions for the future

widely investigated empirically in the

research.

marketing and tourism areas, there are
large variations in these findings in the
statistical significance, magnitude or di-

Ⅱ. Theoretical Background

rections. Consequently, a meta-analysis of
the evidence allows us to advance understanding the average effects of the significance, magnitude and directions. By the

1. Relationships of Tourists’
Loyalty on Destination with
Satisfaction

meta-analysis, we can also check if the
variance in effect sizes and moderating

Many studies have been conducted

variables have some effects on the var-

on relationships between tourists’ satis-

iance in the satisfaction and loyalty rela-

faction and loyalty (Oliver, 1997; Oliver,

tionships.

1999; Yi, 1990) and have suggested that

The objective in this study is to ad-

customer satisfaction influences loyalty.

vance understanding the relationship bet-

Current study used Yoon and Uysal (2005)’s

ween tourist’s satisfaction and loyalty by

conceptual model of tourists’ satisfaction

conducting a meta-analysis and discussing

and loyalty as a baseline framework

the results. First, the rationale of the re-

which empirically investigate the magni-

lationship between tourist’s satisfaction

tude and direction of relationships be-

and loyalty and potential moderators of

tween tourists’ satisfaction and loyalty.

customer satisfaction are overviewed. Se-

Customer satisfaction has received

cond, the methodology is described to

considerable attention from researchers

identify the population of empirical stud-

and practitioners in marketing and rele-

ies on tourist’s satisfaction and loyalty.

vant areas (Oliver, 1997; Yi, 1991; An-

Then the meta-analysis is conducted to

derson et al., 1994). Satisfaction is com-

cumulate the empirical results across the

monly defined as a post-purchase evalu-
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ation dependent upon perceived quality

be loyal to that brand or destination. In

or value, expectations, confirmation or

other words, we can infer brand loyalty

discomfirmation which is the degree of

by actual behaviors of repeat purchasing.

discrepancy between actual and expected

Customer satisfaction is a key driver

product quality (Kotler, 1991; Oliver,

to the customer loyalty. Numerous stud-

1980). Confirmation or disconfirmation

ies have shown that there is the positive

is mostly widely used measure of satis-

relationship between customer’s satisfac-

faction, common to studies of customer

tion and repeat purchasing (Zeithaml et

satisfaction (Yi, 1991). Any perceived

al., 1996; Mittal and Kamakura, 2001).

discrepancy between pre-purchase expec-

Satisfied customers are more likely to

tation and post-purchase evaluation leads

repurchase a product or service and rec-

to the increased or decreased satisfaction

ommend it to other people. As a con-

(Oliver, 1980).

sequence, firms can attenuate the vola-

Diverse research on loyalty in market-

tility of revenues by reducing the acquis-

ing and tourism has been conducted. The

ition costs of new customers (Srivastava

importance of customer loyalty has been

et al., 1999).

a top priority of most practitioners as

The direct effect of consumer satisfac-

well as academic researchers. The con-

tion on loyalty is consistent with the ex-

ceptual definition of loyalty commonly

isting literature on attitude-behavior con-

adopted in the relevant areas is a delib-

sistency. Evaluations based on direct ex-

erate prior tendency to purchase a brand,

perience are strong predictors of behav-

often coming from positive past experien-

ior (Fazio and Zanna, 1981). Because

ces (Brown, 1952; Kahn, 1989). Perhaps

satisfaction is based on direct past expe-

because it’s relatively easy to collect be-

rience, it is likely to affect behavioral in-

havioral data, most brand loyalty meas-

tentions independent of other considera-

ures used in marketing and tourism areas

tions.

are behavioral (Jacoby and Chestnut,

Concepts and relationships of satisfac-

1978). What they basically assume is, if

tion with loyalty are also true for the

a consumer keeps buying a particular

tourism that success of destinations stro-

brand repeatedly or revisiting a certain

ngly depend on a thorough analysis of

destination, she or he is more likely to

tourist satisfaction and loyalty (Yoon and
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Uysal, 2005). Travel destinations can be

and attribute satisfaction are distinct, tho-

considered as products, and tourists may

ugh related, constructs (Oliver, 1993).

revisit or recommend travel destinations

While overall satisfaction is measured by

to other potential tourists such as friends

a single item about a tourist’s overall or

or relatives. In the last decade, a variety

global satisfaction with product or serv-

of studies in tourism or leisure resear-

ice, attribute level of measurement is

chers have incorporated the concept of

conducted by multiple items about tou-

consumer loyalty into tourism products,

rist’s satisfaction toward a specific as-

destinations and have shown that tourist

pect of the product or service. Because

satisfaction is one of key determinant of

the particular characteristics of destina-

tourist loyalty which play an important

tions have a notable effect on tourist sat-

role in destination success (Backman and

isfaction, it is important in tourism to

Crompton, 1991; Kozak, 2000; Baloglu,

distinguish overall satisfaction from in-

2001; Selin et al., 1988).

dividual attributes satisfaction (Seaton and
Benett, 1996).

2. Potential Moderators of the
Satisfaction-Loyalty Relationship

Ⅲ. Methods

Although it’s generally accepted that
the tourists’ satisfaction have a positive

1. Meta-Analytic Procedure

impact on repeat visit on destinations,
there often is wide variation in the mag-

Meta-analytic procedures of Hunter and

nitude of the correlation reported for the

Schmidt (2004) were used to correct ob-

relationships of satisfaction with loyalty.

served correlations between tourists’ sat-

Because customers’ or tourists’ satisfac-

isfaction and loyalty for sampling error

tion could be measured by an overall

and unreliability in measures of satisfac-

(global) or attribute level evaluations,

tion and loyalty. The Hunter-Schmidt

this study investigated whether the rela-

Meta-analysis Programs V1.1 was then

tionships varied by the different types of

used to run the meta-analysis which pro-

satisfaction measure. Overall satisfaction

vides the meta-analytic estimates of the
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2. Rules for Inclusion in the
Meta-Analysis

Correlations were corrected for sampling
error and unreliability in both variables
using alpha coefficients

To identify all possible studies (published articles, dissertations, and unpub-

The variability in the corrected corre-

lished working paper) of the relationship

lations across studies was also investiga-

between the tourists’ satisfaction and

ted. 80% credibility intervals and 90%

loyalty, electronic databases in ABI/Inform,

confidence intervals around the estima-

WILS, UMI, among others are used for

ted population correlations are reported.

key words searches using tourist’s sat-

It’s important to report both because

isfaction and destination loyalty. Also

confidence intervals estimate variability

manual searches are used in the leading

in the mean correlation, whereas credi-

academic journals in which research on

bility intervals estimate variability in the

the relationships between tourists’ sat-

individual correlations across the studies

isfaction and destination loyalty would

(Judge, Heller, and Mount, 2002).

most likely be published such as Tou-

Hunter and Schmidt (2004) emphasize

rism Management, Annals of Tourism

that when more than 25 percent of the

Research, Journal of Marketing, Journal

variance remains after accounting for va-

of the Academy of Marketing Science,

riance due to sampling error and unreli-

Journal of Travel Research, the Journal

able scales, a search for moderator varia-

of Tourism Studies and Asia Pacific Jo-

ble is justified. In the beginning of desig-

urnal of Tourism Research. The search

ning this study, potential moderator ef-

process ends up with 31 published ar-

fects were expected that the magnitude

ticles and 11 working papers. After I re-

of the correlations between tourists’ sat-

moved the papers which didn’t report

isfaction and destination loyalty varies

the reliability measure or sometimes cor-

dependent on the types of satisfaction

relations, 19 published articles and 3

measures. In addition, moderator analy-

working papers are identified which re-

ses were carried out to see whether dif-

port 33 correlations involving the tou-

ferent types of satisfaction measures lead

rist’s satisfaction and destination loyalty.

to the different results.

For each study, the correlation between
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tourist’s satisfaction and loyalty was

sample size are likely to dominate the

coded. In addition, whether satisfaction

meta-analysis results. To avoid this pro-

was measured by overall level or attrib-

blem, this study followed the Huffcutt et

ute level was coded for use as modera-

al. (1996)’s method as Judge, Heller and

tors. Sang Uk independently coded all

Mount did: weight of 1 is assigned to

studies and double-checked it.

the studies with sample size less than 75,
weight of 2 with sample size between 75
and 200 and weight of 3 if the sample

Ⅳ. Results

size is larger than 200. This alternative
weighting scheme lead to the slightly higher correlation (ρ = 0.74) which in-

1. Meta-Analysis

dicates that the variations of the sample
<Table 1> below indicates the results

size were not an issue in our analysis.

of meta-analysis of tourists’ satisfaction
to destinations loyalty. Tourists’ satisfaction is strongly correlated with destinations loyalty (ρ = 0.72). Both the credi-

2. Moderators of the Tourists’
Satisfaction and Loyalty
Relationships

ble intervals and confidence intervals exclude zero which implies that these pos-

The meta-analysis results with moder-

itive correlations could be generalized

ators by tourists’ satisfaction measures are

across studies.

shown in <Table 2>. Hunter and Schmidt

In our datasets, variation of sample

(2004) suggested that if more than 25%

sizes is large from 24 to 6172. One con-

of variance in correlations across studies

cern of this is that studies with a large

remains after accounting for variance due

<Table 1> Meta-Analysis of the Relationships of Tourists’ Satisfaction to Destinations Loyalty

Satisfaction

k
28

N
29040

Average
r
0.62

ρ
0.72

SDρ
0.16

80% CV
Lower
Upper
0.52
0.92

90% CI
Lower
Upper
0.68
0.73

Note) k = number of correlations; N = combined sample size; ρ = estimated true score correlations;
SDρ = standard deviation of true score correlation; CV = credibility intervals; CI = confidence
interval.
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<Table 2> Methodological Moderators of

itive impact on the destination loyalty (ρ

the Tourists’ Satisfaction and

= 0.72). Despite the common belief in

Loyalty Relationships

marketing that customer’s satisfaction is

Measures
Satisfaction

a key determinant of loyalty, there have

Overall

Attributes

been some doubts on their relationships

0.69

0.72

and magnitudes in the tourism area. In
this sense, this study is very meaningful

to sampling error and unreliable scales,

to generalize the current knowledge and

the use of moderator variables is justi-

quantify the magnitude of their relation-

fied. Standard deviation of true score cor-

ships.

relation (SDρ = 0.16) in <Table 1> im-

The moderator analyses did not show

plies that the moderator effect is not ne-

that there is a significant difference in

cessarily considered in our study. <Table

the effect of satisfaction measures on the

2> provides the results of the moderator.

loyalty. While the different impacts of

Even though tourists’ satisfaction with

overall and attribute satisfaction on cus-

attributes measure has slightly higher cor-

tomers’ loyalty has not been made much

relation with destination loyalty, relation-

in the marketing area, researchers in the

ship between satisfaction and loyalty did

tourism have thought that the attributes

not differ much in overall and attributes

satisfaction plays more important roles

measure of tourists’ satisfaction. It is a

in the destination loyalty than the overall

somewhat surprising result when we con-

satisfaction. In this sense, results of this

sider that the different effect of types of

study are somewhat surprising to the tou-

satisfaction measures on destination loy-

rism researchers. In other words, this rai-

alty have been widely discussed in tour-

ses the question of whether we need to

ism areas for the last decades.

consider the different effects of satisfaction measures on loyalty in the tourism

Ⅴ. Conclusions

research.
Managerial implication of this study is
that marketing managers should consider

Results of this study make it apparent

that the tourists’ satisfaction plays a di-

that the tourists’ satisfaction has a pos-

rect role of developing destination loyalty.
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That is, if tourists are satisfied with their

measures should be examined to ad-

travel experiences, they are more likely

vance understanding. Another avenue for

to revisit a destination which reduces the

the future research is to do the meta-

overall customer acquisition cost of firms.

analysis about the drivers of tourists’

This study provided that cumulative

satisfactions. While the drivers of cus-

knowledge shows the strong empirical

tomer’s satisfactions have been widely

evidence that satisfaction has a direct

discussed in the marketing area, there

positive impact on destination loyalty.

are few empirical studies in the tourism

Therefore, tourists’ satisfaction manage-

research. This future direction of this re-

ment should be the focus of marketing

search is important for the practitioners

managers as to create tourists’ revisit on

and researchers in the tourism in the

destination and finally financial benefits.

sense that this approach allows us to un-

There are several limitations of this

derstand why tourists are satisfied or

study. Even though some of empirical

dissatisfied and what level of these sat-

studies didn’t report the correlations or

isfaction means to the success of the

reliability measure of variables, I didn’t

business.

request the authors of the studies about
the correlations and reliability due to the
limitation of time. The inclusion of these

References

data would strengthen the reliability of
findings of this study. Second, different

[1] Ajzen, I. and M. Fishbein, Unders-

measures of loyalty should be considered.

tanding attitudes and predicting so-

For example, the differentiation of repeat

cial behavior, Englewood Cliffs, NJ:

purchase intention and behavior may re-

Prentice-Hall, 1980.

sult in more detailed results than ours

[2] Anderson, E.W., C. Fornell, and D.R.

which allow us to advance understand-

Lehman, “Customer satisfaction,

ing the procedure.

market share, and profitability: Fin-

For the future research, many issues

dings from Sweden,” Journal of

need to be examined in more details. The

Marketing, Vol.58(1994), pp.53-66.

relationships between different satisfact-

[3] Anderson, E.W. and M. Sullivan,

ion measures and also different loyalty

“The antecedents and consequences

글로벌경영연구

관광객의 만족도와 여행지 충성도와의 관계

27

of customer satisfaction for firms,”

social psychology, Vol.14(1981),

Marketing Science, Vol.12, No.2

pp.161-202.

(1993), pp.125-143.

[10] Huffcutt, A.I., P.L. Roth, and M.A.

[4] Backman, S.J. and J.L. Crompton,

McDaniel, “A meta-analytic inves-

“The usefulness of selected varia-

tigation of cognitive ability in em-

bles for predicting activity loyalty,”

ployment interview evaluations: mo-

Leisure Science, Vol.13(1991), pp.

derating characteristics and implica-

205-220.

tions for incremental validity,” Jo-

[5] Baloglu, S., “An investigation of a
loyalty typology and the multide-

urnal of Applied Psychology, Vol.
81(1996), pp.459-473.

stination loyalty of international tra-

[11] Hunter, J.E. and F.L. Schidt, Me-

velers,” Tourism Analysis, Vol.6,

thods of meta-analysis: correcting

No.1(2001), pp.41-52.

errors and bias in research findings,

[6] Brown, G.H., “Brand loyalty-fact
or fiction?,” Advertising Age, Vol.23,
No.9(1952), pp.53-55.

Newbury Park, CA: Sage Publications, 2004.
[12] Jacoby, J. and R.W. Chestnut, Brand

[7] Chaudhuri, A. and M.B. Holbrook,

loyalty: measurement and manage-

“The chain of effects from brand

ment, New York: John Wiley and

trust and brand affect to brand per-

Sons, Inc, 1978.

formance: The role of brand loyal,”

[13] Jacoby, J. and D.B. Kyner, “Brand

Journal of Marketing, Vol.65(2001),

loyalty vs. repeat purchasing beha-

pp.81-93.

vior,” Journal of Marketing Rese-

[8] Chi, C.G. and H. Qu, “Examining

arch, Vol.5(1973), pp.1-9.

the structural relationships of des-

[14] Judge, T.A., D. Heller, and M.K.

tination image, tourist satisfaction

Mount, “Five-factor model of perso-

and destination loyalty: An integra-

nality and job satisfaction: A meta-

ted approach,” Tourism Management,

analysis,” Journal of Applied Psy-

Vol.29(2008), pp.624-636.

chology, Vol.87(2002), pp.530-541.

[9] Fazio, R.H. and M.P. Zanna, “Direct

[15] Kahn, B.E., “Dynamic relationships

experience and attitude-behavior con-

with customers: high variety strate-

sistency,” Advances in experimental

gies,” Journal of the Academy of

28

정 상 욱

Marketing Science, Vol.26(1998),
pp.45-53.

글로벌경영연구

pp.460-469.
[22] Oliver, R.L., “Cognitive, affective,

[16] Kotler, P., Marketing Management

and attribute bases of the satisfac-

-Analysis, Planning, Implementation

tion response,” Journal of Consumer

and Control, Englewood Cliffs, NJ:

Research, Vol.20(1993), pp.418-430.

Prentice-Hill, Inc, 1991.
[17] Kozak, M., “Repeaters’ behaviour at
two distinct destinations,” Annals
of Tourism Research, Vol.28(2001),
pp.784-807.
[18] McDowall, S., “International tourist

[23] Oliver, R.L., Satisfaction: A behavioral perspective on the consumer,
New York: McGraw Hill, 1997.
[24] Oliver, R.L., “Whence Consumer
Loyalty?,” Journal of Marketing,
Vol.58(1999), pp.33-44.

satisfaction and destination loyalty:

[25] Oppermann, M., “Tourism destina-

Bangkok, Thailand,” Asia Pacific

tion loyalty,” Journal of Travel Re-

Journal of Tourism Research, Vol.

search, Vol.39, No.1(2000), pp.78-

15, No.1(2010), pp.21-42.

84.

[19] Mittal, V. and W. Kamakura, “Sa-

[26] Seaton, A.V. and M.M. Benett, Mar-

tisfaction, repurchase intent and re-

keting tourism products: Concepts,

purchase behavior: Investigating the

issues, cases, London: International

moderating effect of customer cha-

Thomson Business Press, 1996.

racteristics,” Journal of Marketing

[27] Selin, S.D.R., E.U. Howard, and T.

Research, Vol.38(2001), pp.131-142.

Cable, “An analysis of consumer

[20] Mittal, V., P. Kumar, and M. Tsiros,

loyalty to municipal recreation pro-

“Attribute performance, satisfaction,

grams,” Leisure Science, Vol.10(1988),

and behavioral intentions over time:

pp.210-223.

A consumption system approach,”

[28] Srivastava, R., T.A. Shervani, and

Journal of Marketing, Vol.63(1999),

L. Fahey, “Marketing, business pro-

pp.88-101.

cesses, and shareholder value: an

[21] Oliver, R.L., “A cognitive model of

organizationally embedded view of

the antecedents and consequences

marketing activities and the discip-

of satisfaction decisions,” Journal

line of marketing,” Journal of Mar-

of Marketing Research, Vol.17(1980),

keting, Vol.63(1999), pp.168-179.

글로벌경영연구

관광객의 만족도와 여행지 충성도와의 관계

29

[29] Yi, Y., “A Critical review of con-

[31] Yoon, Y. and M. Uysal, “An exa-

sumer satisfaction: In Valarie A.

mination of the effects of motiva-

Zeithaml (Ed.),” Review of Marke-

tion and satisfaction on destination

ting 1989, Chicago: American Mar-

loyalty: a structural model,” Tourism

keting Association, (1991), pp.68-

Management, Vol.26, No.1(2005),

123.

pp.45-56.

[30] Yi, Y., “The antecedents of consu-

[32] Zeithaml, V.A., L.L. Berry, and Pa-

mer satisfaction: The moderating

rasuraman, “The behavioral conse-

role of ambiguity,” Advances in

quences of service quality,” Jour-

Consumer Research, Vol.20(1993),

nal of Marketing, Vol.60, No.2(1996),

pp.502-506.

pp.31-46.

