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Tourist Motives and Destination Image Perception: The Case of Sri 

Lanka as a Tourist Destination 

Wijethunga Mudiyanselage Heshani Uthpala Wijethunga 

ABSTRACT 

Tourism as a growing industry constitutes a major contributor to the Gross Domestic 

Product in Sri Lanka and draws high priority status in the government's policy 

initiatives. However, the emergence of new destinations worldwide has opened new 

avenues for potential tourists to choose a destination to match with their interests and 

motivation. The image held by travelers on a specific tourist destination is of high 

influencer to select alternative tourist destinations. Majority of past researches have 

integrated image perception with external stimuli, by ignoring the influence of internal 

factors such as psychological motives and tourist's country of the origin. The objectives 

of the present study are to identify salient motives of tourists; to assess the extent of 

image perception of tourists to Sri Lanka; to test the association between tourist 

motives and destination image perception of the tourists who select Sri Lanka as a 

tourist destination and finally to study whether the association between tourist's 

motives and image perception is moderated by the tourists' country of the origin. 

Single cross sectional research design was employed to collect data through a self 

administered questionnaire. The unit of analysis and the proxies are the international 

tourists to Sri Lanka. A sample of 290 international tourists, who came to Sri Lanka 

during January to August, 2014 was selected. First, an exploratory factor analysis with 

xiv 



Varimax rotation was performed to examine whether the originally developed indicators 

are converged on the respective dimensions of each construct. Next, paired sample t-test 

and one sample t-test were carried out to measure the first two hypotheses while 

regression analysis and regression analysis with dummy variables have been performed 

to test the last two hypotheses respectively. The analysis shows that the destination 

image perception on Sri Lanka is not a favorable one, rather neutral and further novelty, 

knowledge, escape and relationship strengthening are the salient motives of the tourists 

to Sri Lanka. Moreover, it is found that there is a weak positive relationship between 

Tourist's Motives and Image Perception; and there is a moderating impact by the 

country of origin to the relationship between Tourist's Motives and Image Perception. 

The implication of this research can be used to develop the tourist marketing mix to suit 

the image perception of tourists and to segment the destination market basing on tourist 

motives. 

Key words: Country of the Origin, Destination, Image perception, International 

Tourists, Tourist Motives 
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