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Abstract

In this thesis the Destination Image of Nicaragua perceived byuttundDanish Travel
Agents is investigated. Destination Image, cognitive/perceptual and affective components and
the threedimensional model of Echtner and Ritchie (1991) were used as the theoretical basis of
the thesisGiven there is scarce research in relatio the Destination Image of Nicaraguaist
thesis was conducted asialitative explortory case stdy. Outbound Danishlravel agents
were selected as the unit of analybiscause they are regarded as opinion makers and strongly
influence the decision aking process of tourist towards tourist destinatioBsven interviews

were conducted with six different Travel Agents

The findingsshown that the DI of Nicaragua has been conditioned by the war that took place
in Nicaragua during the late 70s and 80s.Bpecific target groups of the Travel Agents have
influencal the way the Bstinationimageof Nicaragua is perceived. Nicaragua is considered as
an unknowntravel destination lacking of unique selling pointsvith a weak and unpopular
Destination Imagewhich is a result of the lackf information about tourism in Nicaragua

reaching the Danish audience.
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Research Motivation
This research is conductedithin the framework of the thesis dissertatifom the Mastefs

degreein Tour i s m. It i's I mportant to mention

2013) and it would reflet specific areas of the researcher interest.

To start with, since | undertook Masg@ogramme in Tourisnm Denmark | was motivated
to conduct a researctelated to the tourism wingspan of my country, Nicaragua. When
corsidering the possibilities and depng some ideag, recalled the many timeswitnessed
surprising reactionffom manypeople when commenting on my nationality. Most of them did
not haveany idea where Nicaragua was located; ofdw people could associate Nicaragu
with a Latin America country; othersvere people in their late 40s andwardsthat knew
about Nicaragua because of the revolution in the 70s. These reagaykedmy interest on
exploring the Restinationimageof my country. | was already aware of some of the challenges
Nicaragua face related to itseBtination Image through my living, work and traveling
experience there.

Living in Denmark sparked my interest on conducting a research that connebtaniish
maket perspectives with Tourism in Nicaragua. Thusaw an opportunity and a need to
conduct a research in relation to thetboundDanish market, more specifically related to
Travel Agents in hope to provide an open winddwthe Nicaraguan stakeholdergeresedin

addressing their offer tiis particulamarket @ already working with Danishravel Agents

t he
research because selecting a specific topic ardudes om a very (Ceswsllonal

C |



1. Introduction

The tourism sector in Nicaragua has had a remarkable growth in the last 15 years, and to the

date it represents one of the mainremoic sectors in the count(Berrios 2015) According to
thetourism’s leads agency, namedlye National Institute of Tourism (INTUR, for itecronym
in Spanish\Nicaragua is casidered as an emerging tourisddinationin Central America (CA)
with promising perspectivesiowever,when comparing Nicaragua to other countrieghie
region, for exampléo Costa Ricaor to Guatemala, Nicaragudoes not standut and it’s been
acknowledged that this is related ite weak Destination Image (Dlps a travel destination

(Velasco, Laguno, et al. 2010)

Many scholarsJ. D. Hunt 1991Baloglu and Mangalogl@001;Konecnik2005; Nadeau, et
al. 2008;Alaeddinoglu and Can 2010; Mulec and Wise 20¥Rol and Zait 2014; Berrios
2015;Pike 2015} have provided evidendbat the DI of a place constitute a key element for the
success of a destination ahdsa great influence on the tourists decision making process. For
this reason, it is of great imgance for travel destinations to convey a positive DI, as tourists
are most likely tochoose between those destinations with an attractive and pdsitage
(Alaeddinoglu and Can 2010)

Related to the case of NicaraguHpds have been made in orderlietter address its DI as
way of toattractng more attention within the international tourism scope. Some of the efforts
that areintegrated to the Nation&lan for Sustainabl®evelopment offourism in Nicaragua
(2011)are to project a bettdl, increase the awareness of the latgtargeting and attracting
new marketfrom Europe hore specifically, those markets with the highest lesélisicome)

among others.

Silva, Melchior and Télle2016) argue that it idhard to promotéNicaraguawhentourists
do not haveaccess to importaimformation sourcethat project themage of Nicaragua as good
travel destination. In turn, they hold the opinion that foreign travel intermedcmigg help to
create awareness and improve the DI of Nicaragua internationally. In line with this,
Alaeddinoglu and Can (2010) posiatiiimages held by tour operato travel agenciefave

more possibility to influence crucial processestf@t our i st destinati on

choi



In this respect, itan be said that DI studies related\icaraguaare scarce(Berrios 2015)
And the onlyexistingpaper with direct connection to the DI of Nicaragua Ibesn addressed
only from the perspective of tourists that have visited the country. Arguably, the findings have
only providel insights associated with the pagsited expéence (Berrios 2015; EPYPSA,
AFLEGOS TEA CONSULTUR 2011)making it hard tdully understandhe way Nicaragua is

perceived as a travel destination outside its own barders

It's been argued thatvel intermediarieplay a very important role caributing to the DI of
a country because they are regardedfas i gni fi cant information so
channels influencing the . Qoesayestlyirnaged hetidby i si on
travel intermediaries can influence potentiahvelers vacation decisiormaking process
(Balaglu and Mangalogu 20Q1) Moreover, many others scholai@avlek 2002 Konecnik
2005 Nearchou and Pashardes 20A&eddinoglu and Can 2010;Cleridé€s; O. Vicol 2012 Ji
and Wall 2015)have regarded travel intermediaries as opinion makers, taking the lead towards
their clients to seek for destinations conveying a positiveADdlitionally, travel intermediaries
serve as advisors, and regardless if the final consumer purchase oravei aackage through
them, potential travelers will rely on the travel intermediaries preferences (Baloglu and
Mangaloglu2001; Alaeddinoglu and Can 2010; Mulec and Wise 2012; Vicol and Zait 2014;
Berrios 2015) Another important point to highlight is théhe DI travel intermediaries hold
about a destination influences the way they design their offer, considering or overlooking

destinations based on their @reaves and Skinner 2010)

Certainly, exploring the DI from travehtermediares standpoint could provide enriching
insights about the DI of a country and can help assist stakeholders to assess and address the DI
to markets of interest. In the case of Nicaragua, the exhaustive literature review showed that

there is noa research that explored its DI from traveln t e r meerspectivese s 6

It can be say that there is a need to gain better understanding of the DI of Nicaragua.
Moreover, if the perceptions of Nicaragua DI are explored from the perspectivesefwhose

job is to sell Destinationdt can provide an essential insight to assess Nicaragua's DI.




It's been argue that DI hold by Travel Agents §fAican be refl ected in
perceived by (Bdogliu and Mangaibgiumz001hdiitionally, the literature
seems to point aTAs a s  tthe ehief information sources in the selection of a tourism
d e st i n\atouladiti2@14) For this reasomhis thesis aims to explore the perceptidmet t

travel intermediaries hold regardittte DI of Nicaragua.

For Nicaragua the Danish market does not figure as a main inbound market, and currently
there is not existing information thapecifiesthe participation of the Danish market for the
inbound tourismin Nicaragua Likewise, Nicaragua is not a populaestination among the
outbound Danish tourist market. This was noticed throughout the revision | conducted of the
outbound travel intermedias offering destinations in Latin America (LA). From 50 outbound
Danish TAs, only 10 have integited Nicaragua in their offeEvidently, this suggestshat
Nicaragua is an unpopulaestination in DenmatrkOn the other han®enmark is part of the
ASmall er Western and Nthe Netherlands, Belgiung pugeambourg, o u n't r
Denmark, Norway, Sweden, Finland, Austria and Switzejlathét the Center for the
promotion of Importsifiternationally known by its Dutch acronym CBI, 2014) suggksss
one of the focus areas from tBeropean long haul tourism markaat offer opportunities for
developing countrieshecausedthough these marketare smaller in terms of voluméheir
mature travel markets ensure that their residents have refatigl spending power and are

amongst the most likely to seek tourism experiences and travel to developing countries.

Considering thisthis thesisattempts tqrovide perspectivespecifically fromthe outbound
DanishTAs offering destination irLA. TAs will therefore refer throughout this thesis to the

outbound DanisffAs.




1.1. Problem statement
With aforementioned ot consider this hesisintends to addresthe following research

question:

How do the outbound Danish favel Agents offering destinations in latin America

perceivethe Destinationl mageof Nicaragua?

By seeking answers to this question this thesis @rmdore the peeptionsTAs hold in
relation to the DI of Nicaragua, in hopedainin-depth understanding and knowledge about the
way Nicaragua is being portrayed, and to uncover those characteristics that compound the DI of

Nicaragua in theyes of this particular market.

Researches about DI have suggested that perceptions helddiyiritarmediaries, such as
Tour Operators (T€) and/or TAs regarding tourist destinations are a considerable component
influencing their decision on promoting a certain destination (Baloglu and Mang200iy
Alaeddinoglu and Can 2010; Mulec and Wisel20Vicol and Zait 2014; Berrios 201and

that understanding their perceptions batpto assess the DI of a country.

This thesisintends to contribute to the scammsearchabout Nicaragua ®I, specifically
from the outbound DanisfAs point of view, n hope that this piece of research @afiorm
Nicaraguarstakeholdershathave an interest to address their offer to this particular market.

In order to addresthe problem stamentthis thesis follows a qualitative exploratory case
study approach (for more detail read the methodology chapter). The following section outlines

the structure of the thesis, where an epigraph of the sections compiisithesis is explained.

10
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1.2. Structure of the thesis

This thesis comprises 8 chagerhe introduction is the first one. Chapteisaledicated to
the theoretical framework, andl is divided into 5 sulzhapters: Travel Agents, Destination
Image Travel Agents and Destination Imag&here the elationship between hese two
variables is eplained, Destination Image formati@nd the DI model of Echtner and Ritchie
(1991) Chapter omprises theontextual frameworkf Nicaragua’s Tourism aridicaragua’s
Destination ImageChapter 4 is dedicated to the Methodological considerations dh#sss. It
starts byexposing the paradigmatic stance addpfollowed by the Research Design, where the
methodological approach arall methodologicalchoices are explainedaind it ends with a
discussion of the Role of the researcl@&napter Spresents the analyses the data collected.
Chapter 6 assesses the Trustworthiness of the research. Chapter 7 presBrdsuiston,

where theconclusiors, recommendations, limitations and further researediscussed

11
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1.3. Abbreviations

DI: Destination Image
TA: Travel Agent
TAs: Travel Agents
TO: TourOperator
TOs: Tour Operators
LA: Latin America

CA: Central America

——

12
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2.  Theoretical framework
This chapter examiiseand discusssrelevant literature and theoriés properly address the

research questioiThe problem statement underpins DI andsTas the theoretical basis to
address the research question. For this reasofirgheection is dedicated to the examination

of theoreticalfundaments irrelation to Dland TAs. Thisis set out to assist and expand the
understanding about the problem statemigrirstly starts by outlining the concept and role of
TAs, as TAs comprises the unit of analysis for this thesis. Secondly, is discussed the importance
of DI as wellits theoretical basis about it®nceptualizationThirdly, the importance of the TA

in relation to the DI is explained. The last part of the first sectiddresses the aspects
influencing tke DI formation and the DI modef Echtner and Ritchie (1991Whichservesas a

tool during the fld work and further alysis, to gain knowledge abaitlite TAs s perceptions

in relation to Nicaragua “s DI.

The secod section is dedicated to the presentation of the tourism context in Nicaragua and a

literature review about its DI.

2.1. Travel Agents
Travel Ihtermediaries have indisputabplayed an important role inTourism, as they

function aschannels between thieurist and servicegroviders(Baloglu and Mangaloglu 2001)

In this respect, TAand TO are regarded as importaraviel Intermediaries

In relation to DI studies, whetooking at the perceptions of Travel Intermedigyie
researchers pointed out at §And TO askey players in the distribution system in Tourjsm
however,they don’t elaborate or mention any distinctimtween them, and ascribiee same
importanceto both(Baloglu and Mangaloglu 2001; Alaeddinoglu and @840). Other studies
have focused on exploring the DI from TO perspesti(cLellan and Foushee 1983;
Tomigova, Mendes and Pereira 201@nhd ahers have studiedthe impotance of TA in
marketing and Dlas well as theinfluece of TAs in the touristexpenditure (Mulec and Wise
2012; Chen and Chang 2012

In this respect is important fwoint outthe differencebetween TA and TGs. According to
Sheldon (1996) T©riis defined to be a company which negotiates with hotels, transportation
companies,andt her suppliers and combines these vaceséa

On the other hand T#\purchase holiday packages from fh@s and sell them to the tourists

13
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directly. There are many other types of definitions that ascribe different taské tcalses. For

example the definition of Eric N@2009) differs from the latter, in that he refers to JAs a

company that arrange services such as hotel rooms, meals, transportation, cruises, tours, and

other travel requirements on thew, rather than through a T@ccording to the USAID
report (2007) TA" fiprimary businesses is to resell accommodatidrensportation services,

(including airplane and train tickets, car and bus transfers) individual services including guide

and translator services, and package seevc s uch as s iBgthiAsaendTg tour

can be categorized as inbound, groondutbound travel intermediaries according to this same
report.

All'in all, it can be say thafAs and TGs are dynamic businesses, which evolves insofar the
sectors shift. Their tasksgill hence depend on many factors, and a single definition would limit
the scope oftheir capabilities. What is undeniable is that SAre an importat interface
between supply andemand(C. Pastiu, A. Muntean, et al. 2014ccording to Oppermann
(1999) TAs iemerge as one of the top threen f or mat i on sour m&eoveny s ed
he stresses out that $Are key information sources for tourists, specially seeking for overseas
and long haul destinations. The USAID report (2007) also classifiesl ar& most visible

companiesinthetrael tr adeo.

This thesis focuses specifically dhe Danish outbound T That is to say those TA
offering overseas long haul destinations, arranging holiday packages to ttiardase based on
the country the TAis locatedin this case, Denmarlandthat either purchase holiday pages
for their clients throughrOs located in the country of &tination, namely inbound@Os;
through outbound T®or arranging ththe services by themselveBo give an examplelesper
Hamibal is an outbound Danish TAdsed in AarhusDenmark. This T/Asells holiday packages
to clients from Denmark to destinat®m LA, Africa, Asia, etc, and purchases the holiday

tours throughnbound TG.
This thesis is looking at the outbound DanishsToffering destinations in LA (this will be

further argud in the methodology chapterdenceforth, this thesis refeto this particular

group as TA.

14
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2.2. Destination Image
Destination ImaggDIl) has been one of the areas of great interest for tourism sgholarl

inquiry; and its importance in relah to the overall success of adfination has been
acknowledged byektination marketingelated literaturéCosta and Bauer 2001; Stepchenkova
and Mills 2010 Vitouladiti 2014; Kim and Chen 2016)

DI is consderedas a strong element of astination to develop competitive advantages
(Baloglu & Mangaloglu, 2001)pecausge as highlighted by Gutiérrez (2005) fidestinations
mainly compete based on their perceived images relatieergpetitors in the marketplage
In addition,Baloglu and McCleary (1999) suggested thastudyingthe DI of a countryiit is
possible to better understand destination selection procesdesrists, as it is an element
i nfluencing touristsd behavior bEisopnenhadur i ng
been supported b¥Wadeu, et al (2008), who considered that the studplois of great
importance becauseinfluencesi t @ 1t s 6 -ndaekcii sg oann dLikbwesd, ®hisian r 0 .
element that contributes to the tourists loyalty of a destinéfigapito, Oom do Valle and da
Costa Mendes 2013Arguably, the perceptions of the DI potential tourlstéd of a place, is a
key player in the selection process of destinatiorthis respect, Vitouladiti pointedut that

Tourism literature:

Ain general, i ndicates that what a prospect.i
environment, climate, people, infrastructure, quality of a place, may shape perceptions or
images which will contribute, or not, to the selection of thispladehye t r avel er o (Vv
2003, noted by/itouladiti 2014).

In other words,studies have shown that destinaaonveying positive image are most
likely to be selected rathénat those with negative imagPay, Skidmore and K&dr 2001) In
sum, it can be say that exploring the DI of@untryis an imperative task every destination
should undertaké&errios 2015)

One of the most relevant discussions about DI has been relate¢dadeptualization, and
its definitions have variedrom researcher to researcher (Crompton 1976arce 1982;
Hunt1991; Jenkins 1999; Skidmore and Koller 2001; Day, Skidmore and Koller Raldtylu

15
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and Mangalogu 2001; Gallarza, Saura and Garcia 2002; diad Gartner 2007; Alaeddinoglu

and Can 2010; Stepchenkova and Mills 2010; Day, Hung, et al. 2012; Kim and Chen 2016).
The efforts to create a framework that provides an accurrate definition dates sine the late 70s,
andaccording to Jenkingl999)there are almost as many definitions of DI as atempts to

conceptualize it.

Nevertheless, to the date, there is not universal accepted defif@ailarza, Saura and
Garcia 2002; Stepchenkova and Mills 2010; Kim &iegn 2016) andone of the reasons is
because perceptioren DI are subject to a myriad of factors dealingwwi a pl ace, p e

perceptionsfeelings etc

For this reason, it results important to cover recurrent definitions in the literature that have
been valuable to the DI framework, and thus, have influenced the theoretical model choice of
the researcher for the presenésis To this point, it is important to clarify that there are two
points of view from which one can address DI, the projectednBiketers and Tourism
stakeholderdrom the destinationntend to project, and the perceived DI by the consumers
(Andreu, Bigné and Cooper 2008his thesis addresstge perceived DI hold by the TAs.

Pearce (19883tatedthatimage perceptiorf a travel destination is a term with different
approachesGnoth (1997) for examplageferred to percdns in tourism as the imag#f a
tourist destination that makeséfextive the behavior intentionsin this respect, McLella&
Fousheg1983)noted that decisions where to travel, before actually knowing the place is based
more on images, than problems actually encounteteithe destination. This statement is
supported bySteptienkova and Mills (2010), whomeiteratesthati peopl e act on
perceptions r at bkewise, tMolanis & ®nce (1987 pasibthdtd eci si on
making process depends on.Implieeowith teid stherpseholarse pt i o n
havesuggested that image perceptinrtourism is considered to a great extent, more imponent
that tangible resources because it's what triggers that interest for specific (@atlasza,
Saura and Garcia 2002andara 2008)

According to Kotler (1998)image is a set of ideas and impressions that a person holds in
relation to an object. Consequently, the actions of this person in relation to this object are
strongly conditioned by its image. Kotlet al. (2012) further elaborate@n this defiition in

16
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relation to tourism. They notethat DI refers then to thé per cepti ons of t
destination and these correspond to the perceived contribution of the different services of
touri sm to Kenkins(DO8Madd othdr schotals .the datdKim and Chen 2016)

agreel, when they mentiothat the most used definition of DI have been that one of Crompton
(1979) which is one of the first definition suggestédD e st i nat i on | bekeffje i s
ideas, impressions that a person has of a destinati@ther definitions acknowledge that

images came shared by groups of people.

From the marketing perspective Jenkins (1999) noted that it is important to understand those
aspects oDl that are held in common with other members of a particular ghoupis respect,
Lawson ad Baud Bovy (1977, quoted hilenkins 1999¥tated that Denconpasses both the
personal images and the steypaid images shared by groups; they defined Dlias h e
impressions, prejudice, imaginations, and emotional thoughts an individual or group might

have of a particular placeo

From all the above definitorabout DI, one can tethe complexity DI studies cargut, as it
deals with peoples feelings, impressions, emotions, behaviour, decisionstt etm be
understood from an individual perspective to a group perspeéisvé isthe aim of this thesis
to explore perceptions of the DI the $RAold, it is important to follow a concept that allows this
thesis to address Nicaragua's DI from this group perspective, and that at the same time allows a

better understanding of Nicaragua’s DI from its paritutderio a holistic sense.

Echtner and Ritchi€1l991), created a conceptual framework, whereirythggued that Dis
based in two mainlimensions attribute based and holistic bdséhereinEchtner and Ritchie
defnreDRhas not onl y indivieualmestinatienpattribuwdes but absb the holistic
impressioso At the same time, they argued thhése componentre formed byfunctional
and psychological characteristidheir approach to the conceptualization of DI has been well
accepted by the scholars, and has been used and incorporated in many studies assessing the DI
of different countries to the da(€osta and Bauer 2001; Baloglu and Mangaloglu 2001; Hung,
et al. 2A2; Alaeddinoglu and Can 2010; Konecnik 2006migova, Mendes and Pereira 2016)

The reason whyechtner and Ritchie€onceptualization (1991) has been broadly accepted is

17
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because theypresented a simple way of understanding and unifying the complexityl of D
(Gallarza, Saura and Garcia 2008gnce their conceptualization allows unifying many of the
elements the aforementioned definitidnighlight For this reason in this thesis DI will response

to Echtner and Ritchie approach | wi | | t h dhe @éraeptiens of entlivedoal h
destination attributes bthat TAsahbldregarding ¢he Dioot i st i ¢
Nicaragua.

2.3. Destination Image and Travel Agents
Studies &ploring the peceivedDI from travelintermediariespoint of viewhavenot keen

as recurrent as the studies exploring percept
a plethora of studies focusing on tbé from the traveles point of view (Beerli and Martin

2004; Hsu, Wolfe, and Kang 2004; Chen and Tsai 2007; \Gaugi®07;Stepchenkova and

Morrison 2008;Ji and Wall 2015) and although there is a growing interest travel
intermediaries’ images toward tourist destinations, the research is still lifMttetllan and

Foushee 1983; Fakeye and Crompton 1984rtner & Tasci Bachri, 1994Costa and Bauer
2001;Balaglu and Mangalogu 2001; Cavlek 2002; Mulec and Wise 2012; Vicol and Zait 2014;
Mbiyu 2014; Tomigova, Mendes and Pereira 2016).

In this light, it’s relevant to acknowledge the imm@ante of the TA regarding DDn one
hand, DI influences thetravellers decision making procesd itisian i mportant f a
determining its popularity with visitods(Hsu et al., 2004 noted by Greaves and Skinner 2010)
On the other hand, according icol and Zait (2014 travel intermediariesare considered
opinion leaders and the images they have about tourist destinations influences decision making
processon tourisb .In this respeciTAs haveincreasingly emerge @&t he mo st power f
influential bodies pursuing a fuct i on or organi zi Bapgluppadc k a g e
Mangalogu2001).

Likewise, n the words ofAlaeddinoglu and Ca(010) travel intermediaries, such as A
address demand towards destinations they include in their offer, and by this, they stimulate a
need of tourism, and prale the means of satisfying ithis mean that as distribution channel
they collectreliable information of destinations they consitiehave a positive and attractive
DI, and make it available to the publiat the same timehey provic ratings base on their
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customer experiensand their own assessmeflerides, Nearchou and Pashardes 2088

therefore they act as image builders and opinion makers of destinations.

Therefore,hei r i mages and knowledge about destinatf
processand the way the design their offer as w@artner, 1993; Lawton and Page, 1997,
Baloglu and Mangaloglu, 200Jlaeddinoglu and Can 201Mlartin 2011; Vicol and Zait
2014,).For this reason, it can be say thatsl#fave a big influence in the induced image of a
touristdestinationduring the active search process. Induced image reféne image delivered
by comnercial sources of informatiosuch asTAs, brochures, travel guidebogketc. (Echtner
and Ritchie 1991more detail about induce image in the following sectiohpyralsorepresent
secondary sources of information for travel@Baloglu and Mangaloglu, Tourism destination
images of Turkey, Egypt, Greece, and ltaly as perceived bigdd8d tour operators and travel
agents. 2001)Therefore, according talaeddinoglu and Can (201@)nderstandingAsimage

can assistlestinations in assessing their. DI

For example, Gartner and Bachri (1994, notedBhjoglu and Maloglu 2001) emphasized
that the DI held by travel intermediaries in the tourism distribuigstem for developing

countrieshas a greanfluence on theipackage development decisions.

These sameauthors investigated the perceptions of the Indonesi@l held by Tour
Operators from the United States. Thedings indicated that the DI of Indonesia was
considered to be strong in termkaitractions, but the images of its service efficiency were
considered to be poor. Hentavel intermediariesvere giving priority to other destinations
they were including in other tour packages. Other examgplé¢he research conducted by
Tomigova, Medes and Pereira (2016) iialation to Portugal’s DI perceivdyy Czech travel
intermediaries, in the specficcase of TOThe findings showed that Portugal wasewed as
an expensive and geographically distant destinationhe findings also l®wed thatthe
majority of the Travel ntermediaries qualified the level of promotion of Portugal as poor,
which was reflected on the low popularity of Portugal within Czech touHssce, about two
thirds of the T@ fido not take any further steps to strengthea plosition of Portugal as a

destination in their-r of fero
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Another example is the case of Ecuadorstady conducted abolts DI revealed that
Ecuador is relatively unknown destination for the Spanish market, both, for tourists and travel
intermediaries. e findings showed that the knowledge about Ecuador as a destination was
superficial, and it was based on general observations that could be easily related to any other
destinations in the Latin American region, such as natural resources, tropical weiathat,
etc. In relation to this, for many destinations, like Ecuador, DI perceptions can be derived from
general impressions of a larger region, when the awareness of a destination(T®1®@s
2010) In sum,some placestruggle to develop a strong DI due to the lack of awareness by
tourist To this Mulec and Wise (2012) suggésh at fAknowl edge must be
experts, T@or TAsO They added that for a tourist destination to become successful they must
A s tegiapromote specific location endowments that distinguish one place from a@&nother
Contrary to this, other destinations have succeeded in developing a strong image recognized
internationally(Mulec and Wise 2012}o illustrae an example there is Paris (France) and the
immediateassociation with iconic Eiffel Tower, ¢teruand the iconic Machu Pichu. Arguably,
the extent how a destination is perceivadterms of its individual attributes and holistic
impressionsplays a vital role in the wayts DI would be assess by tourist or travel
intermediaries Echtner and Ritchie 1991) (Mulec and Wise 2012) (Balaglu and Mangalogu
2001)

In the case of Nicaraguaere is not research thptovides insights about its DI fromhis
type of perspective3he mere fact of the lack &@fl studies about Nicaragua entails that there is
a needo explore this topicnot only from the travelers perspecti{gerrios 2015)but alsg to
researclew marketsfrom bodies that have the power to influence the final consumer such as
TAs (Inte-American Development Ban 2010for these reasondjis thesisfocuses on the
perspective of the T#\ by exploringtheir perceived DI of Nicaragué would be mssible
provide a contributioto thedearth ofresearchregardingo its DI.

The following sectiorelaborates on thBl formation agents and DI components, which will

guide the fieldwork, in order to gairedper understanding on the perceptions af. TA
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2.4. Destination Image formation
It has been highlightethe importance of the DI forestinations and fothe tourist travel

choice. Foremost the importance of Il the formation of a DI in the travelers minds, and
therefore in the destination choice, as well as the importanitee ®1 perceived by these TA
when considering a destination withhretr offering. In other wordsimage is thereforenethe
most impotant concept for interpreting the choices made by tauSbvers and Go, 2003
quoted byFerrerira 2011)and the literature seems to point thatsTéonstitute a relevant
information source for tourist®/itouladiti 2014) It is therefore necessary to explain where

throughout the comgments of DI formation TAfit.

Garnet and Tasci (2007) explained the functional relatiprisbtween three elements of a
Destination:The Destination originated information, which refers to th supply side or the
Destination (marketing and promotions material from DMOs, inbound &1 TAs). The
autonomous agentghat are not necessarily link to tourism, but tbammunicatemessages
about the countrye(g: news, documentaries, moviestc) and thereceivers or demand side
(foreign TAs, TOs.Touristsetc). Thereby, the outbouridanishTAs in this thesis are regarded

as the receers or the demand side of the destinatinithis case, Nicaragua.

In line with this, TAs adopt perceptions froitihe messages send by thestinations supply
side and autonomous agents, and those perceptions influence their attitudes towards a certain
place.At the same time the TRerceptions will influence the travel choice of their clients and
potential travelers,because as it has been explained befores €énstitute important
information sources. Consequentlyegativeperception about the DI of a country held by TA
would reduce the chances of promoting certain destinatidsis et al., 2004 noted by Greaves
and Skinner 201P According to the above explanatidhis thesiss looking at the TA as the
receivers in relation to Nicaragua’s DI. Nevertheless, ickh@vledgedthat a duality exist
when looking at importance of exploring the §%4oerceptions, becaaeshroughout the thesis,

their influenceas opnion makers andhformation sourceare alsaconsideed.

Furthermore, rany scholars(Holbrook 1978, Moutinho, 1987, Anand, Holbrook and
Stephens 1988; Gartner, 1993; Balogld &minberg, 1997; Walmsley araling, 1998; Baloglu
and McClary, 1999 Dobni and Zinkhan, 1990; Lin, Duarte, Kerstetter and Hou, 2007;

Ferrerira 2011)have pointed out that Dk a result of a combination of threemponents:
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Cogntive/perceptual, affective and conative evaluations,ciwvhare based on consumer’s
rationality and emotionality. The following section elaborates on these components and its
relevance to exploring the perceptions of thesTA

2.4.1. Cognitive/ perceptual , affective and conative evaluations

Cognitive/perceptual evaluaton: There is a general agreement (Anand, Holbrook and
Stephens 1988; Holbrook 1978; Russel and Pratt 1980; Stern and Krakover 1993, noted in
Ferreira 2011; Beerli and Martin 2004) that the cognitive component is an antecedent of the
affective component irthe process of acquiring the overathage of the destinatiornlhe
cognitivdperceptual evaktion comprises the knowledge or beliefs abowteatination(Beerli
and Martin 2004pnd is acquired before the visitation of the pJeared furnishedluring and
after visitation. In addition, Genereux, Ward and Russel (1983) relate the cognitive/perceptual
component to the knowledge about the places attributzsiyu (2016) suggest that
Afperceptual / cognitive quality refers to the
Therefore, the agnitive/perceptual evaluaticaccording to Michie and Sullivafi990)can be
indicated byit h&war eness of a itisramevesshry areitiotviplace tnithe n 0
mind of tourists the travel alternativi@. other words, the cognitive/perceptual component refers
to what one recognizes about a destination in relation to the specific attributes, for example,
beaches, mountains, museunes¢. (Kim and Chen 2016)In this respect, T# develop

cognitive/perceptual evaluations about destinations.

Affective evaluation: This makesreference to the feelings and emotions in relation to a
place(Keller, 1993;Ria et al, 200Q Rial, Garciaand Varela, 2008}t is argued that affective
evaluations in tourism can have a greater effect on a person than the cognitive/perceptive
evaluations \(Valmsleyand Young 1998). Moreovehist emotional component is strongly
affected by the motivations of tourists (Beerli and Martin, 2004)brief, the affective
component refers to how one feels abodéstination(Kim and Chen 2016)n the case of TA
this effective component can be influedday previous experience visiting a destinatien
historical fact, among others, that could condition their attitudes towards specific destinations
(Greaves and Skinner 2010)
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In sum, loth type ofevaluations in relation to the DI arises from the need to comprehend the
way the individual evaluag a place, and these evaluations g limited to the tangible
elementsf a destination, butomprises a set ofhe emotional experiences.g.the excitement

,Jrelaxation happiness etc.(Gutiérrez2005)

Conative: This component responds to the behavioral attitudes tewleddestination, and
Is basically how pe behaves in relation to afamentioned two components. It is the point

where an individual decides to travel or.not

Consequently, theverall image of the destination is a combination of cognitperceptual
and affective components (Ma zursky & Jacob986, Stern & Krakover, 1993)This overall
image could drive a person to travel to a destination or revisit. Heroa be argued that the
actual experiencef visiting a destinatiorwill have an important effect on the DI from a

cognitive and emotional point of view (Beerli & Martin, 2004).

In sum, TAs are considered as receivers of the DI in relation to the Nicaragua, and as such
this thesis intends to explore their perceptions shaped by their cognitive/perceptual and affective

evaluations.

2.4.2. Factor influencing the Destination Image
The receiver charadtstics accordig to Gartner and Tasci (2007) adynamic and

uncontrollable, that is to say ever changing; and their perceptions will therefore be influenced
by many factors such as socio demographics charamgriexperience, motivationgyrior
visitation, or/and information sources. For example, in the case of tte thAir years of
experience in the travel industry, their expertise on certain regions, their gaoggls etc

could influence the way they perceive the DI of Nicaragua.

Beerli and Mati (2004) outlined the factorsifluencingthe DI in the following graphic in

connection with the cognitive/perceptual and affective evaluations.
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Information sources
Secondary
* Induced
* QOrganic
Primary Perceived Destination Image
* Previos experience
* Intensity of visit
Cognitive/perceptual

Overall

Personal Factors Affective
* Motivations
* Vacation experience
* Socio-demographic
characteristics

Figurel: Destination image formatiqBeerli and Martin 2004)

2.4.2.1Information sources
According to Tasci and Gartner (200hfdarmation sources are fundamental in presenting

introducing and exposinghe information of a @stination to thetourists The intangible
characteristic of tourism experiences makes promotiorakrial significantly important, as

wel | as any other type of information that cr
the place under visiting consideratifhasci and Gartner 2007 here is a wide spectrum of
information sources influencing the DI of aapé, the following part elaborates on secondary

and primary sources of information.

Secondary sources
According toVitouladiti (2014)secondary sourced information are vital in fornmg the

image of thedestination before visitatiorthis sourcecommunicatemessages thahape the
perceived image of aedtnation before the actual experien€auqin1972; Garne1993;Beerli

and Martin 2004)The secondargources can be categorized in two separate tyfpgsuoces:
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organic and induced sources of information, which contribute at the same time to the formation

of organicand induced image&un 1972).

- Organic image This refers to the image shaped by all of the information transmitted
by different type of communication channels at the travel destination, with no tourism
promotioral aim, namely organic sources. For example, information transmittatelwg on
television, radio,e-news, books about geography or history, newspapers, magazines, or by
peopleliving at a tourist destinatio(worth of mouth) Organic sources are equivalent to what
Tasci andGartner(2007)refers to autonomous image formategents According to him, these
types of sourcesihave a higher credi bi |l ianyourees dithabi | it
commercial ai mso.

- Induced image This image refers to the image formed by the promotion and
communications sources that have direct relation to the tourism sector of a destietienra
2011) namely indued sources.

Consequently TA are exposed to thedgpesof secondary sources, which are related the
information obtainedorevious visitation to the placéhese sources can beher organic and/or
induced.

In this respect, it's important to go backtb@ TAs role as relevant information sources in
tourism, because as such, they form part of the secondary sources used by tourists. Arguably,
TAstakeplay arelevantrole in theinduced imagdormationprocesf tourists beforevisiting
the destination. In line with thidvlansfeld (1992, noted blyerrerira 2011}ktates that there is
general agreement, although not based on empirical eviddratethe secondary sources of

information fulfill three basic functions idestination choice:
- To minimize the risk that the decision entails
- To create an image of the destinations

- To serve as a mechanism for later justification of the choice.

One can say that these functions have a direct connection to the jobsodSA’s been

stated before.

25

——
| —



Primary sources
Primary sources refer to the information gather by the actual visitatiandestination. In

this sense, some authors such as Gartner and Hunt (1987), Pearce (1982) and Phelps (1986)
have pointed out that when individealisit the place, the image they obtain after that
experience tend to be more realistidaomplex, andhereforediffers from the one formed by

secondary sources of information. This image is also influence by different factors during the

visit, for exanple the intensityof the experiencethis can be relatetb the numbers of days

spent atthe destinationthe involvement with the place and the peopgte, According to

Echtner and Ritchie (1993)t hose more familiar withard he des
more holistic, psychological, and unique, while those less familiar have images based more on

attributes, functional aspects, and common f e.

In the case of the T\ those participants that have visited Nicaragua, for different reasons,

may hotl more complex perceptions of Nicaragua’s DI.

2.4.2.2 Personal Factors
The sociedemographic factor refers to aspects such age, gender, education, social class,

occupation, household status, ine@and place of residence, dttthe case of T4, thisfactor
it can be seeras theyears of operation, business practicalitibg, size of the companyarget

groups, etc.

In relation to motivations, TAs conduct business which involves preparing holiday
packages, so motivations are gener#tech a businesperspective.

In relation to experiences it’s been argued that the actual visitatiom f@lacecan generate
flan 1 mage more realistic t haVitouladiia®014) dhesest i ng
images are supported by thegmary sources, whicls all the information and imagemthered
during the visit. In this respecMazursky(1989) stresgs that in tourism, past experiences
weight more than informationbtained through other secondary sourteghe case of the T3\
those already offering Nicaragua may convenpre complex imagg of Nicaragua, in

comparison with those T$that don’t offer Nicaragua.
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2.5. Destination Image model
Another relevant aspect about DI is the particular attention that has been paid to developing

methods for measurement of the (Bchtner & Ritchie, 1993; Driscoll, Lawson & Nivéd®94)
with the purpose of providing a framewotkat improve the understanohg about theDI
formation processeand its conceptualizatio@Jenkins 1999)It’s been argued that since the
very beginning of DI research back in the ,7tbere is still no consensus about the its concept
(Gallarza, Saura anhGarcia 2002; Stepchenkova and Mills 2060n and Chen 2016)in this
light, the literaturereview have pointed out that destinations have different dimensiots

componentsn which one’s canonstruct an image of the place.

Most of the approaches to Dbave been related tghysical or functional attributes (more
tangible elements that are directly observable or measurable) and only few studies have
attempted to focus on psychological characteristics of the destirfltssnangible components
of DI that are more diftiult-to-measurg (Echtner and Ritchie 1991This thesis is not focused
on conducting a measurement researchhef DI of Nicaragua instead it attempts to uséhe
extanttheoretical modeby Echtner and Ritchie (1991yith roots on measurement process
(further explairdin the following section) and that has over time been adjusted towards a more
qualitative approach; in order to uncover #tiibutes andholisticimages of Nicaraguahold by
the TAs. This model will serve as the theoretical guidegéan understanding and knowledge
about the perceptions BAold regarding Nicaragua as travel destination.

One of the main challenges in adssing DI is the complexity afestinations, due to the
intangible nature of the tourism services and experiences, alongside with many otherselement
that a @stination comprisesReynolds and Guttma(l984 quoted byGallarza, Saura and
Garcia 2002) refers to a destiantion as the product, and the numerous variables as the
components of the holistic imagde. this respectJenkins (1999) considersatone of the basic
problems of tourist destination image research is that destination infegesholistic
represent at iandtbat imdttemptingptd measu@ them, researchers have focused
mostly at the parts or attributes singulari@allarza, Saura and Garcfa002) for example,
presented a review of empirical DI studies focused on measaftitfputes. They elaborated a

summary of the common attributes considered in DI research, gathered in a vertical axe that
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goes from functional to the psychological characteristics. This approach is at the same time
based on Etchner and Ritchie (1991 )deicof DI. See figure 2.

Functional 4 _ o
- Various activities

- Landscape, surroundings
- Nature

- Cultural attractions

- Nightlife and entertainment
- Shopping facilities

- Information available

- Transport

- Accommodation

- Gastronomy

- Price, value, cost

- Climate

- Relaxationvs massific

- Safety

- Social interaction

- Residents’receptiveness
- Originality

- Service quality

Psychological

<€

Figure2: Common attributes in DI resear@allarza, Saura and Garcia 2002)

Jenkins (1999prgues thasomeaspects othe DI are not able to be broken down on an
attribute based modehd opined that Echtner and Ritchie (1991) address this problem with
their DI model In their study about DI conceptual framewoBallarza, Saura and Garcia
(2002)pointed out that many tha¢searcher@Gallarza, Saura and Garcia 2002ye agreed

that Echtner and Ritchie (1991) have contributed to the development of a DI framework,
which indicates that DI consists of function&lacacteristics (more tangible and observable
features) and psychological characteristics (intangible features). In other words Echtner and
Ritchie (1991) model seels integrateattribute & holistic dimensions of the DI as way of
capturing thosdeatures, that artunctional and psychologicalcharacteristicsand that can
serve as a tool to identify the hoicsimpressions of a destination. This goes in line with
their definition of DIfas no't onl y tindivedualpdestinatomp dttiiotes ksut o f
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also the holistic impressian Arguably, Echtner and Ritchie (1991) ease the understanding

of DI framework in their study AThe Meaning
model where they unite two axes based on attabutes/holistic componerg and its
psychological/functional characteristics of a destination, into a@lithensional model, and

this altogether formed the four components of a DI that offer a guide to its assessment and

understating.See figure 3.

It is important to note thathey based their findings from observatgof product image
research (Mclnnis & Price, 1987chtner and Ritchig(1991) highlightedMclnnis & Pric€s
argumentthati pr oducts are perceived both in terms
i mpr e s $heyatss rvted Martineau (1958) work, where they make a distinction between
the functional and psychological components of a retail store. Functional characteristics in this
sense wouldbe defined as directly observable or measurable (for example,spaicé store
layout) whereas psychological characteristics cannot be directly radagtriendliness,
atmosphere)They argued that from a DI perspective it has been recognized the importance of
the holistic component. In line with this, according to Um @&rdmpton (1990 quoted by
Echtner and Ritchie 199DI is a gestalt or holistic construct. TherefpEtchner and Ritchie
statedthat DI could be consided in terns of an attributebased comonent and a holistic
componentand conclude that functional ard psychological characteristics, asggested by
Martineau (1958), could be appliedd.

The following figure showthe DI model by Echtner and Ritchiedadisplays the example
of Nepal sDI.
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Functional characteristics~5

A
* Cool climate ¢ Mental picture of
* Low prices physical
* Poorroads characteristics
*  Poor nightlife (mountains,
villages)
< >
Attrinutes Holistic
* Friendly people * General feeling
* General safe or atmosphere
* (mystic)
v

Psychologicatharacteristics

Figure 3: Components of DI. Example of Nép&ll. (Echtner and Ritchie 1991)

Hence, it can be say that DI is comprised by 4 components when uniting the 2 axes in a 2

dimensional model:

- Functionalholistic image €gg a ment al picture of t he
characteristics)

- Psychologicaholistic image €gg the general feeling an individual has about the
atmosphere at the destination)

- Functionalattribute imagedgg high prices, warm climate)

- Psyclologicalattribute imagedgg general safety, friendly local people

Etchner and Ritchie consider that this model enables capturiray broader sensthe
elementscomprising the image of a destinati@nd they stated thdti n t hi s scenar i«
would consist of perceptions of individual product attributes, as well as, total, holistic
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i mp r e s Ehis madsl & hence a tool to captattribute andolistic perspectives regarding
Nicaragua’'s DI from TA" point of view. The TA perceptions wiltherefae give an indication
about the way Nicaragua is portrayed from this particular maKeaterthelessit is important

to point out that the dividing linattributes and holistic perspective can overlap

In addition,there is one more dimension that Etcher and Ritchie (1&$dgd to the model
that has been overlookewl DI studies. This dimensioresponds tdhe common and unique
traits of the DI. In other words, it makes reference totthigs of a destination whiiccanbe
Acommonly wused to compare al/l the destinatic
d e st i n(&dhtheo and Ritchie 1991)All in all, it is important that a Destination conveys a
positive imagebut what is even more desirable accordinfriichie and Crouch (2003) is that
it conweypsosatiive that i nipke® thei desimptBon stand out from its
competitors.

This thesis useshis model in order togain understanmhg of the perceptios about
Nicaragia’s DI held by the Tain Denmark. By identifying théeatures of Nicaragua base on
attribute/ holistic, functional/psychological and common/unique dimensions, it is possible to
explore their perceptions and gain knowledge on the how thegeiged the images of
Nicaragua as a travel destination

Echtner and Ritchie suggest the use of three main questions to capture the holistic aspect to
the DI, and the commeuanique aspect. The question: What image or characteristics come to
you mind wheny ou t hi n k e a lv mas ta trairey destinati@nThis question aims to
capture the Functionddolistic aspect of the DI; the question: How would you describe the
atmosphere or environment you think it's to find at the destination? Is related to the
psychological Holistic aspects, and the questidvihat attributes or characteristics do you
consider are unique fromt h e d e s Intendsad capture th@ uniqguene$s place Many
other scholar§Gutiérrez 2005; Garcia, Mufioz and José 2013; Pike)2tiMe used these three
guestions to capture only the holistic components of the DI assaugture methad

In this thesis theequestions are used to capture both, attribute and holistic images from the

TAs. As the methods will provide free leewayth® participants to build on their impressions

form both perspectives. This will be further argahin the methodology section.
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The modelat the same time allows unveiling the cognitive/perceptmal affective
evaluations the T# ascribe to Nicaragua In this respect, itcan be said that the
cognitive/perceptual evaluationsveea direct relation to Functiondiolistic image, Functional

attribute image and Psychologiestribute imge components of a destination.

The literature sggest thatcognitive/perceptuakvaluationsare created beforeisitation,
which means thaheseevaluations can take form of organic and induced images, influenced by
the secondarysources of information. In this sense, ST&kat already offer destination in
Nicaragia may have a more complex DI, influenced by the primary sources, that is teesay t
actual experience. Therefortbeir perceptiongnay show a deeper meaning that thdgethat

don’t offer Nicaragua.

In other words, by using this model of Echtner andtré (1991) | intend ease the fieldwork
in order to gain deeper understanding of the DI perceptions hold by thelma simplicity of
this model will make possible to explore the perceptions not only from the individual traits, but
also from a holistic sipe, taking into account the factors that influence the DI. What is more,
this model does not impose a set of attributes already selected from whichgparfi¢ipants
will have to choose from, instead it can be apply to qualitative studies such dkegiss
wherein there is leeway to the participants to express and describe their pr@asions with

their own words.
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3.  Contextual framework
This section presents a briefing about Nicaraggaography and demographygnd

introduces the Tourism context dofie ountry. This is done with the support pfliblic
documents, reports and statistbout Tourism in Nicaragu@his isfollowedby a discussion of
the current DI situatiom Nicaragua anautlineswhat has been researched about its DI. This

last partalso supports the foregoing arguments for the need of this research.

3.1. Fast facts about Nicaragua

Nicaragua is a cotry located in Central America,obdering with Honduras to the North,
Costa Rica to the Soutthe Pacific Ocean to the West and the Caribbean Sea to the East. It
comprises an area df30,668 sq. km, being the largest country in Central Americae T
national language is Spanidbnglish and indigenous languages are used along the Caribbean
coast ad insomeparts of the Atlantic coastal plainss population in 2015 was of 6.7 million
people according to National Institute of Information and Development (INIDE by its acronym
in Spanish)ProNicaragua 2015nd its capital is Managublicaragua is known in the Region
as the land of lakes and volcanobgcause of its manlagoons, lakes and volcanoes. It
comprisesthe biggest lake in Central America, namely Cocibdéta@ or also known as the
Lake of Nicaraga(INTUR 2016)
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Figure 4 Map of Nicaragua(Tropical discovery 2016)



3.2. Tourism in Nicaragua
Tourism in Nicaragua was not considered iaterest area for the national economy

development until the ear§0s. In fact, during the 80shen there was a real restructuring of

tourism worldwide, Nicaragua fourtself immersedn the Sandinist&®evolution (Lépez and

Obiol 2004) in which the countryiendured over a decade of armed conflict from 198290

which brought the already | ight vand tourissmt i on t
rema n evidtualiy none x i s {Hant 2001)

In the beginning of the 90s, with the end of the conflict, the tourism outlook took a big step.

In 1996 Nicaragua tookpart in the XVIII Central American summit,comprised by
Guatemala, Belice, Honduras, El Salvador, Nicaragua, Costa Rica and Panama, where they
agreed to impulse the tourism development by integrating their resoumdes the brand:
AiCentroamericda an peque Y ad¢Geannt rgarl a nAdneedr | ¢ a é(Isbpez andha |l | € s ©
Obiol 2004)

To the date, e tourism sector in Nicaragua has definitely become an important motor of
development for the national economy. In 2014 it was the second most important source of
foreign exchange earnings, it generated 445 million US dollars, about 5% of the country's GDP,
it grew 8.2% in comparison with 2013 and 1.3 million tourists visited the co@iNfyUR
2015) In 2015 these numbkgincreased to 450 million US dollars, and had 1.4 million tourists
visiting the country. For this reason this sector has become a priority for country’s economic

development

The National Plan of Tourism Develmgntset out for the period 20120015 defired the
tourist conceptualization of Nicaragua as a set of intangible aspects the country offers:
tranquility, security, the hospitality of the people, colonial past and history. As tangible element
the well preserve nature, biodiversity, proximity betwdlee resources and attractions and

exceptional landscapes were highlighted.

Following this line, the strategy proposed that Nicaragua should be promoted taking
advantage oits linkage with Central Americdyut at the same timéo differentiate itself fom
the rest of theegion as a travel destinatioiiccording to Lopez and Obiol (2004) this this has



been oneof the main challenges Nicaragua has fadedsell the country as an individual

destination, and not only as a periphe@intry to the tourisrm Costa Rica.

Relatedly, n termstourism competitiveness, Nicaragua has always been outpaced by its
neighboring countries. Last year, 2015, according to the Travel & Tourism Competitiveness
Index (2015) Nicaragua ranked number 92 out 141 countries, it was the numbelL A3 and
was in the last position in the Central American Region, ranking number 6, out the 6 countries

included, where Panam@, Costa Rica and Guatemala held the first 3 places edgpectiv

According to the National Tourism Program presented in 2Q0d€lasco, Laguno, et al.
2010)the main weaknesses Nicaragua has to address in order to improve the tourisareector
related to theunderdevelopedourism offerings For examplethe lack proper infrastructure,

quality of lodging, restaurants and services, flight connectigityong others.

Another aspect in relation to the tourism sector in Nicaragua that need to be edlikdhe
lack of iconc sitessuchasiLa Antiguaodo and ATikal o in Guatem
Ri c a, or t htehdCmeae¢ 0T mad e ifyZThese ecognined Braimaakmma ¢
have helped these countries to project tidirAnd according taRitchie and Crouch (2003)

i ¢cons help to reinforce the uniquenesshef dest i nati ons they symbol i:

In other words, Guatemala, Costa Rica, and Panama have succeeded in standing out from
one another with thereation of such globally recognized icansd lave been able to develop
an association between the needs of the market in terms of tourism and thelin tfieicasef
Nicaragua accordingto the National Tousm Program previously citedNicaraguadoes not

count witha tourist producthat standsut as a unique selling point.

Tomigova, Mendes and Pere{016)among others (Goodrich 1978, citedMgLellan and
Foushee 1983gonsiders thatlestinations with positive, strong, and a more favorable image
have a greater chance to peeferred by tourists. In this respect,n order to stand out
Nicaragua wuld need to focuon what makes it different from its neighbgiSchwab, et al.
2015) In general the aforementioned issbhase hindered the projection Nfcaragua’smage
as a suitable and attractive destinatitmfact, a study about Image and
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Positioning of Central America as a destination in Europeducted in 201qVargas,
Navarro and Guillén 2010yontended that ElI Salvador and Nicaragua's edidenced

stagnation, contrary to the case of Panama, Costa Rica and Guaddhala

In relation to this in 2013 Silvia Levy, president at that time of CANATUR (National
chamber of Tourism, for itacronyms) expressed that it has not been possible to consolidate the
DI of Nicaragua, and she emphasized the need to promote an image with the concepts such of

kindness, peace and tranquilftiyasquez 2013)

Conversely, ecording the Competitive Index (2015) Nicaradisted Nicaraguas one of
the safest countries in Central America. The country occupied place number 3, after Costa Rica
and Panama, and in terms of price competiveness it was number 2, after Guatemala in Central
America. These certainly are advantages for the DI ofriigeaa. And this can certainly be an
asset for the improvement of its DI.

3.3. Destination Image research in Nicaragua
Most of thepapersthat can be found related to Tourism in Nicaragua are in the form of

National tourism statisticsthat serves mostly fathe internal usage of toigm authorities, to

keep track of the tourism behavior, and that assist at the same time marketers to develop
policies, marketing and strategy plarand tools for the sectofCiudadania 2012; EPYPSA,
AFILEGOS TEA CONSULTUR 2011;NTUR 2015; Sanchez and Moreno 1997; BAC, Banco
Central de Nicaragua 2014)n the other hand, there are academic researches that touch upon
topics such as sustainable development of tourism in Nicaragua, studies about rural
tourims,marketing strategies for companies or case studies from specific tourist products in
certain regbns of the country (Burney 2007; Barrera 20B@rrera 2015)

However, here isscarce research about the DI image of NicardBearios 2015and most
of the information related to its image comes from sources such as haowaical articles
(Trejos 2014; CANATUR 2015YVidaurre 2013) interviews to tourism agents on television
(Silva, Melchior and Matinez 2016inagazine or international reviews, travel chronicle from
magazines, blogs andependent journalistd ¢onardi 2003; Cockburn 2011; Felsenthal 2012;
McClure 2014; Kontis 2014; River 2014&trutner 2015
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The only academic research about Nicaragua that addresses bt @e conducted by
Berrios (2015), who explores the peramvCountry Image and DI of Nicaragua from the
perpectives of toursits. This research was conducted from a quantitative apporach, where 270
questionaires were haadout to tourists that were visiting the city of Leon (one of the most
populars destinations the country). The study concluded that the image that the country
denotates was negative; on the other hand, the DI resulted to be perceived as more positive ,
espacially from tourists coming from Canada and Europe, in comparison with those coming
from the the USA. The weather, leisure activities, services, gastronomy were elements
positively evaluated. In this respect, it is important to stress out that these insights about the DI
of Nicaragua are a result of perceptions that had been already slyajhedidurists experience
in the country. Apart from this research, no other academic study related to Nicaragwass DI

found

Velasco, Laguno, et. al (2010) expressed that the lack of reseageinding Nicaragua's DI
from travel intermediaries perspectivlas resutled in limited accasthe market information.
In relation to DI studies, there has been an argument that most of tourist destinaitons §eems to
gauge the reactions of consumer i nst ead of gJoHueti99%)Huht oginedavel er ¢
that this is one of the mistakes in generating marketing plans, and it's one of the reasons why

some destiantions lack of understanding of the value of DI heldteynteal markets.

In this light, getting insighfrom Travel Intermeidaries such as $4ecome important. A
study focused on the role of BAn tourism in developing countries revealed thatshave a
great power to influence and direct consumer denf@néPastiu, A. Muntean, et al. 2014)is
added by different scholars that peopleds vVvis
touristDI (Echtner and Ritchie, 199Beerli and Martin, 2004; Tasci et al., 2007; Alcaniz et al.,
2009), and that in this sens@,i nt er medi ari es influence the vi
tourists, being abl e to faboumhepladé@artmem 5993a nd s h
Lawton aml Page, 1997; Baloglu and Mangaloglu, 20@icol and Zait 2014).For the case of
Nicaragua, experts in promotion and tourist services coincided that there is a éackrehess
in the international tourism scope about the couii8iva, Melchior and Mtinez 2016).
Arguably, there is need to uncover other perspectives to understand the way Nicaragua’'s DI is
perceived.
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4. Methodology
This section is dedicated to the methodological choices that made pagsibieg the

knowledge to answer the research quesstatedat the beginning of the thesas:How do the
outbound Danish Tavel Agents offering destination in Llatin America perceived the
Destination Image of Nicaragua? This chapter firstly starts by explaining the paradigmatic
stance of the thesishere the epistemological, ontological and methodological considerations
are exposed. Secondly the Research design is outlined, where the study approaata the d
collectionmethods data processing amthta analysisnethods are explaineBinally, the roé of

the researcher is presentéddqualitative exploratorycase study approadias been chosen as
the most suitable approach to answer the research question. Thidedly the constructivist

paradigm.

4.1.Philosophy of sciences

This thesis is aiming to gain understandenyd explore theperceptionsheld by the TA
regardingNicaraguéas DI. In order to achieve this, it is important to identifiyich paradigmat
stance will best guide the researcher to answer the research quastdrelp the reader to

understand the nature of the processes followed throughout the whole thesis.

For this reason, constructivism in this thesis is the paradigm that will best serve as a lens to
gainthe best insights and knowledgbout the perceptis of the TA. Paradigms shoulthen
be understood as set of belief of ontologicalepistemological and methodological
presuppositioa(Guba 1990)These presuppositions are important because they give answers to
guestions sutas: what is the nature of reality? Or what is there that can be known? What is the
relationship between the knower and the known? and Hovetleaurcher goes about findiagt
the knowledge in relation to theubject of study?Guba 199Q) The following section
elaborates on the aforementioned considerations from the constructivist approach, as well as its

relevance to this thesis.

4.1.1.0ntology

Ontology deals with the questi®auch asvhat is the nature of reality(Guba 1990; Gurdian
2007; Denzin and Lincoln 2005; Lincoln, Yvonna and Guba 2Gdr3phat is there that can be
know?(Gurdian 2007)In the context of this thesis, the ontological beliefs are situated among
the different pergations or different realities) that Té&have constructed regarding the DI of
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NicaraguaConstructivists clamthdéi k nowl edge i s a human construc

ul t i mat gGuydiant200r)d 10 wor d s theré is @t dna realityi only multiple

realitte s t hat e xi st Fornthispreasop, Iredafivism im tHeEasicoontological
presuppositiorfLincoln, Yvonna and Guba 2013) To t hi s Galabvesmistideckesy t ha't
t o ope(@®uba $990) This means that researchers adopting a constructivist approach
acknowledge the diversity of mental constructs there can exist within the participants
contributing with their views to this research. ldenwhen adopting a relativism standpoint,

each opinion will matter in this research, because there is not an ultimate truth.

Thus, theontological presuppositi@of constructivism throughout this thesis acknowledge
that there are multiple versions ialitiesor multiple perceptions about the DI of Nicaragua
from the TAs perspectivahese perceptions are subject to the knowledge and expealeoct
the business, tourism sector, business practicalitiednetan, Traverso (2007 notdxy Garcia,
Mufioz and José 2013) emphizighat the DI is not homogenous for everybody or static in,time

and therefore is comprise by many relativisngents.

Arguably, this ontological presupposition is what makes this approach enriching, because it
will enable theresearcher to deepen into different points of views about the DI of Nicaragua and
to identify the variety of images they may hold. Likewisas ithe flexibility of constructivism
that enableghe researcher to explore the perceionits pure natureand it does not take for

granted thaall participants havgeneralized meanings abdlicaragua’s DI in their minds.

4.1.2 .Epistemology

As mentioned abovehé ontological presupposition of constructivism proposes a relativist
world (Lincoln, Yvonna and Guba 2013)where multiple realities exist. Then, the
epistemologicapresuppositions of constructivism reterthe way the researcher will relate to
what is being study, in order to gaindepth understanding about these multiple realities and

answer the research quest{@uba 1990)

This is called subjectivepistemology.The ontdogical presuppositions in this thesis point
out at different perceptions of the $Aegarding Nicaragua’s DI; in this sense, subjective
epistemology suggests that engaging in meaningful interactions with the participants is an
essential element to bestfald and understand the meanings thesTascribe to the DI of
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Nicaragua.Constructivistshenbelieve that knowledgereatedin social inquiry $ a result of
the interaction betweetheresearcheand theparticipantGuba 1990)In words ofRitchie and
Lewis (2003)this means thatther el at i onshi p between the resear

i nteractiveo

Consequently, epistemology dealingwi t h g u e st Howds researchdrs kaos
what they kno® @Klotz & Lynch, 2007)o r What is the relationship between the inquirer and
t he k n(@enzin&daincoln, 201) and togive answeto the aforementioned questions, the
subjective epistemology of the constructiypsiradigm guiding this thes@lows theresearcher
to engagein theinterpretatiorand dig deeper into the perceptiaighe TAs (Klotz and Lynch
2007)

In line with this, it can be argued thagntrary to objectivism, where the facts are measure
by the researcher, and the researcher does not have any influence on the flddmgags
2009); subjective epistemology claims the researchecannot escape fromer beliefs, and
therefore the research cannot be value {@eba 1990;Lincoln, Yvonnana Guba 20183
Hence, it is important to acknoledge tha the results of the research are influenced by the
researcher’s interpreation of the partipgesceptionsand suchinterpretationswill at the same
time be influenced by the methodolofical choiceade by researcheo tanswer the research
question Kurphy 1997;Lincoln, Yvonna and Guba 2013for this reason, it is important to
clarify thatsubjective epistemologgdopted in this thesis, does not imply that the rigor of the
researchs lost, but thait will responds totie researcher managing the subjectivity, iasoln,
Yvonna and Guba (2013)atedias t enac i o u sMhigh means recogsizndat] e o .
this thesis is not value free, but at the same time, that the researcher makes their assumptions as
transparent as possibléSaunders, Lewis and Thornhill 2009)o this end, the role of the

researcher will be discussetdthelast section of the Methodology chapter.

Additionally, each partipant may carry different perceptions about Nicaragua's DI, that are
contextual and produced by their previous understanding and/or experiences in the tourism. To
this point it is important to recall that that the perceptions of the DI will merely correspond to
those oneds of t doffering destimatianidatibamerica h T A
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Moreover, the knowledge that is being-aeated by the researcher and the participants
happens within an interactive interpretative process, and is continuously furnished, where
overarching question guiding the reseaichonstantly revised. This dynami& known as the

hermeneutic circle, and it will be further explained in the Research Design section.

4.1.3.Methodology

Methodology deals with questions likEHow s houl d ga dbeut findng aut r e r
knowledge? his thesis intends to gain knowledgeoabthe perceptions T#hold regarding the
DI of Nicaragua. With the purpose of achieving this, the thesis follows a qualitative exploratory
case study approach. This approach has been selected as the mostpaihatoleexplorghe
perceptions of the T&in relation to the DI of Nicaragua and thereforaingng the knowledge

to answer the research question.

During this research process, the researcher identifies and selects the data collection
methods that will bedtelp toobtain the informatiomeeded to answer the research question. In
order to do so, it is necessary to explore thes pArceptions regarding Nicaragua’s DI. A
Qualitative study seems to be the most appropriate approach, because this type of study aims to
capture the worldviews d@hose who construct and experiencerdadity the researcher is trying
to understad (Gurdian 2007) Likewise, anexploratory case studgpproach ariseBom the
need to gain idepth understanding ofiac o mp | e x s e o H&Kanl2009)that in thim
thesiscorresponds to thgerceptions about Nicaragua's DI. The following section elaborates on
the research design of this qualitative exploratory case study research, where the choice of this

approach and the methods selecteduatber explained and argument.

4.2. Research Design
Res ear ch desipdrmani & of ¢ on d(@reswell 2914) it lowlines t udy o

methodological choices made in order to answer the research quashimh is the central
i nt ent (Créswdl 20a4driyus, the research design comprisegdisearch approach, the
methods selected toollect process and analyze thiata neededo answer the research

guestion
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In this line, the research question has been defindd@s:do the outband Danish Travel
Agentsoffering destination in Latin Americaperceived the Bstinationlmageof Nicaragua?
Thus, his thesis intends to explore the perceptions regarding the DI of Nicasgli@, gain
understandingn particular of those perceptionkold by the outboundDanish TAs offering
destination in LA (this will be further explained in the sampling section). In order to do, this

thesis is conducted as qualitative exploratory case sas#arch.

It is important to stress out that there issngle accepted way of doing qualitative research,
and the way a social research is carry out, depends on the ontological and epistemological
considerations that would best assist the researcher to answer the research(Ritestierand
Lewis 2003) In this thesis, these considerations are rootecconstructivist setting, previously

staked (see philosophy of science).

To this point, it is important to point out two relevgparticularities of the qualitative
methodological desigthat are embedded throughout the whalgearch process of the thesis:
hermeneutic and dialecticisnThese twoare in the basic methodological presupposition of

constructivism(Lincoln, Yvonna and Guba 2013)

The hermeneutical process, or also called the hermeneutic circle (Dilthey1900, cited in
Gurdian 200y is regarded as a reflexive movement that goes back and forth throughout the
individual parts of the research. In this respect, constructibistisve that knowledge is rooted
in previous understandings atocial phenomengmnd thatthis knowledgeas thenshapedand

furnishedinsofar the researcher getseger into theesearch process.

To mention an examplehis back and forth movement can be explained as the constant
revision of the research question and each one of the individual parts of the thesis at every stage
of the research. This dynamic enables the researcher to seek fovemgnt, and ensure that
the theoretical framework and the methodological choices are the best to assist the research
process to answer the research question. Many changes are made through the research process,

and these changes are a reflection of thesgse understanding of the topic.
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Moreover, as Guba (1990) explained, the role of hermeneutics is also to interpret
constructions as accurate as possible. In line with this Lincoln, Yvonna and Giba (2013) posit
that an interpretative explorative methdchermeneutics seems most appropriate. fioisonly
about interpreting, butying to find the real meaning behind the impressions of the participants
The researcher, carefully and actively listeito the participantsluring the interviews, and

committo truly understand what they really mean and feel towards the DI of Nicaragua.

Dialectics isas well an important part of th research. It makes reference to different
constructionsn relation to the DI of Nicaraguand the process of comparing and tcasting
different points of viewgLincoln, Yvonna and Guba 2013)he interpretation and the analysis
are not only to provide descriptions of the data, but to deconstruct the meanings and reflect
upon them Recognizing the flaws of the data is part of the dialectical protessiks to this
dialectical elementhe data will provide different points ofew of the different TA. Hence,
analyzing similarities and difference between the perceptions holdeby Ak results to be an
essential process of the analysis. Thus, dialectics encourage the reflection about the different

constructions.

The forthcoming section agues on the research approach choice within this research design

and the methods to collect jpess and analyze the data.

4.2.1. Qualitative exploratory case study research
The aim of this thesis is to gain knowledge and understanding abopénteptions of the

TAs regarding the DI of Nicaraguan lorder to do so, it is necessary to explgag accessot
the TAs describe Nicaragua’s DArguably, aqualitative exploratorystudy seems to be the
most suitableapproachfor this thesis becausét allows the researcher to create knowledge

through the interaiins with the participants and obtalaepeinsights from the TA opinions.

In line with this, galitative approach, according to Alonso (1998), gives importemtee
way members of a determinedmmunitysocially constructheir own world, and where the
data is expresthrough their points of views and their descriptiopsstitute the main meaof
analysis. ©ntrary to the quantitative approacWwhere the data has mumeric meaning
gualitative research conducts an extensive study of small gr@mysan 2012) and by
unpacking their meanirsgt is possible to develop rigxplanations andf what is being study
(Ritchie and Lewis 2003)
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In tourism, there has beenecognition of the need for more qualitative research
methodologiegChon 1992;Choi, Chan and Wu 1999ohns and Gyimothy 2@; Phillimore
and Goodson 20045reaves and Skinner 201@hillimore and Godson (2004) pointed out that
these methodologieshould focusi upon t he i ndividual s role in
reconstruction of realitytof évlaramnd st haes mmeed rsi nog
this respect, qualitative methods enable to take into accientindividual perceptions.
Creswell (2@ 4 ) p o s netosthetclmed treasan®for conducting a qualitative study is that
the study is exploratody In this respectqualitative exploratoryesearch is conducted where
there has been not much written or known alychat is being studied. It nabe said thathere
is a lack ofstudiesaddressing the DI of Nicaragua; likewiieere is no single study that
indicatessheper cept i ons f r o mpetspeatives.|Forithrs reasonnthigresaarch e s 6
approacharises from the need to know maeout the DI of Nicaragua, especially from those
that have the power to influence tourjstich as the T& Furthermore, this qualitative
exploratory approacts embedded in a case study. The reason for this is because a case study
allows building in-dept understanding abowt specific settingfrom a group of people’s
perspectivgRitchie and Lewis 2003; Creswell 2014hat is to say the perceptions of I

relation to the case of Nicaragua’s.DI

Additionally, this qualitative exploratory case study approach will provide the direct
opportunity to describe holistic impressions regarding Nicaragua’'s DI as well as unique features
and feelings associated to this country (Choi et al (2R072009) In other wordsa case study
approach attemptto draw an analysis based on the overall meartimgg emergéom the data
and createiich knowledge of what if being studyHiowever, ather that drawing definitive
conclusions, it pays attention to the single constructiand, from there it attempts tauitd
Apat t(emr 20890noted byCreswell 2013;Bryman 2012) Thus,it will be possible to
identify patternsand unique standpoints regarding the DI of Nicaragua thaparticular point
of view of TAs.

4.2.2. Data collection method
The data collection method in this thesisnsiss on qualitative semisemi structure

interviews conducted outbounddanish TAs offering destinations to Latin America were
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purposefully selectedThe methods and sampling choice will be furttkegument in the

following sections

4.2.2.1Qualitative Semt structure Interviews
To start with, it is important to stress the qualitative interviews are regarded as one of the

most accurate methods for qualitative exploratory case study approach where the understanding
of the subject is limited@Creswell 2013)

This piece of research is aiming to explore the perceptions of tkaeparding the DI of
Nicaragua, where little researblas been done. In order to get access to those perceptions and
gain indepth understanding, the constructivist paradsgiggests that knowledge is-areated
and unfolds through meaningful interactions with the participants contributing to the research
(Ritchie and Lewis 2003¥or this reason, qualitatisemistructured interview result taetihe
most suitablequalitative methodor this thesisbecause it enables to stablish interactions with
the TAs as way of gaining access to their perceptions, and give the participants the chance to
express theiopinions in their own word#t the samdime, this data collection method enables
to use the theoretical framework of DI as lens to better understand those elements related to the

DI of Nicaragua.

To better understanduch choicemany scholargKvale 1996; Ritchie and.ewis 2003),
explain thatinterviews are a way of engaging in a conversation. Sidney and Béateiok
(1932, noted byRitchie and Lewis 2003) describéde method of the interview as being
A' conver sat i @nmhisonvehsatian pvidespapmréunityfor the researchig¢o
engage with the participanits a meaningful dialogue. In qualitative interviewing, according to
Bryman (202)it here i s much greater i nt er easdtthei n t he
researcher seeks for rich and detail answinsrefore, this dat collectionmethod will enable
the in-depth exploration and of the BApoints of view in respect to the DI of Nicaragomg
talking to the participants.

Seven semstructured interviews wem@nductedria face to face, Skype and telephone. The
argument for th use of each type of intervias/elaborated in the following section, asll as

the sampling technique and the participantso6
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Face to face, Skype and Telephone interviews
In total £ven interviews were conducted. Four wkxree to face interviews with the BA

representativeg-ace to face interviews according to Bryman (2@t2)the most natural choice

in qualitative researchnd allowgathering the data in theatural setting of # participants.

Three face to face interviews were conducted in Copenhagen and Bagsweerdthree of
themtook place athe main office of the company, atige latter took was conducted at the
house of the participant. This type of interview allowi@ researcher to have a better
connection with the participantand enabled the dialogue to flow in a more spontaneous way.

At the same time, the researcher noticed that the time to perform the interview was less
restricted, as the participants felt atieg level of engagement with the interview. It has to be
mentioned though, that some background noise issues hindered certain parts of the interview
recording in the case of interview that took place at the house of the participant. But this is

somethinghatthe researcher cannot control.

Two other interviews were conducted via skype, and one via telephone. In this respect
Bryman (2012) commented that this type of interviews enable the researcher to solve situations
where theparticipantsare hard to redwcor for other type of constraing. In the case of this
thesis, the reason was because thesawigke located far awaydm where the researcher lives.

In respect, ne ofthe TAs was located in, Aarhughe other inRy. The last TA is located in
Randers and the interview with this participant wasducted over the phon€hese two types

of interviews have pros and cons. They are cheaper and faster choice than travelling to the
participants settingBryman, 2012). On the other harghme factors can affect the dialogue,
such as bad internet connection, failures with the computer, bad phone sigradr etcample,

with the interview conducted over telephone, technical isaitbsthe computer hindered the
accurate recording of tHast 7 minutes of the interviewHowever, and as it recommended by
Bryman (2012)field noteswere takenwhich enabld the researcheto document important
information of those 7 minutes. The rest of the interview elapsed withouto#rer

inconvenient.
On the date of the interview, thparticipantswere remindedaboutthe aim of the research
and the importance of their contribution. There were also asked if they would tpregenain

confidential. In this respecal the participants granteétieir congnt to indicate their names and
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the names of the company irglthesis The consent was granted previously to the start of the
interview and reminded at the end, as suggesteRlitchie and Lewig2003) The participants

did not have any inconvenient withe interview being recordedMoreover, the participants
were ask they will be willing to further answer some oveaignthat may arise during traata
processing. To which all of them agreed. On average each interview 4&steithutes, for a

total of 301 minutes of recording.

Sampling

Purposive sampling was selected as the sampling technique in this thesis. With this technique
theunit of analysisare chosefi because they have particul ar f e:
will enable the detailed explation and understanding of the central themes the researcher
wi s hes t(Ritchis and tewid 2003)This means that the Tsampledwere chosen
because they are regarded as key informants to provide data that wilpossiiele to answer
the research questipnonsequently interviewing experts, such as the project managers for the
LA regions of the TAs sampled resulted approprigBeyman 2012)rather than sampling them
on a random bas{€reswell 2013)

Purposive sample can be further explained as one of the methods-mfobability sample
(Bryman 2012; Ritchie and Lewis 2008)qualitative research ngorobability sample is used
to select the population for the study. Nmmobability sample refers to selection the units of
analysis deliberately. In additionjn qualitative research the sample does not have to be
statisticallyrepresentative, and smaller sizes are used on the basis of their characteristics
with the aim to have an4idepth approacfRitchie and Lewis 2003)

The aim of this thesis is to gain understanding of the perceptions thee@arding the DI.
Therefore, outbound Danish BAoffering destinations in LA were selected as the units of
analysis. The underlying argument for this selection is that (1) this thesis attempts to explore the
perceptions of the DI of Nicaragua from thegpective of the Danish market. (2) Additionally
those TA that already offer destination in LA were selected, because they possess more
knowledge and expertise about the countries in that region, contrary to those ones with no
destinations at all in LA. Bhce, selecting this particular group was the most logical decision.
(3) Foremost, TAwere selected, as it has been stated before, atieegpinion makers and have
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a great impact on the travel choice of the final traveler, thderstanding the images those
whose job is to sell destinations could provide a deeper insight in a more strategic way to
understand the DI of a country.

According to The Danske Rejse Bureauerwebsite (an independent Danish website) in
Demark there ar&807 outbound Danish T$\registered From which50 offer Destinations in
LA. From these TA only 10 have Nicaragua in their Catalogues. It was decided to explore the
perceptions of TA offering destinations in LA in general and not only those ones that have
already integratedllicaraguan order to ensure that within the units of inteselierewere as
many perspective as possiplas purposive sample suggest. AccordRigchie and Lewis
(2003),it optimizesit he chances of identifying talee f ul |
associated wi tlinthisacasptlmeeereptioasrobtimedl from the TAwill vary
based the characteristics of thes] And other influencing facto(Ritchie and Lewis 2003)he
hermeneutic/dialectic process this research will allow contrasting and comparing those
perceptions and deepenarthe issues the DI may convey.

22 TAs were contacted via email during the first 2 weeks of February, with a request of
collaboration with the research. The aim of the research was stated, as well as the average
length of minutes the interview could take, the ways in which the interview bewalinducted
the right of confidentiality the participants are entitleand their right to withdraw from the
research atny time. Arguably this process followed tleghical principles highlighted by
Creswell(2013)

During the second week of March another email was sent as a reminder of the request,
getting 9 refusals in that same month.slsdated lack of time. Three TA confirmed via email,
and the date of the interview was set up. | proceeded to call the TAatlthinh6t answer ed,
able to arrange an interview with anotlBefThe remaining 6 did not provide any answers over
email. It was impossible to contact the project managers over telephone. In total six TA agreed

to contribute to this thesis, for a totdils®ven interviews.

The participantsd positions at the TA are re

packages at different destinations, and all of them with expertise in the countries belonging to
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LA. However, one participant is travel guitte one of the TA. The following table provides
the information of the TA and the participants in detail. It shows the chronological order in

whichthe interviews were conductdduring the analysis the opinions will refers respond to the

name of the TAs.
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Travel Agency

Location

Destinations in LA

Clients

Name of theparticipants

Role inthe
mpany

Years in the
mpany

Nationality

Type of
erview

Jesper Hanibal

Aarhus

Mexico
Guatemala
Belice
Honduras
Nicaragua
Costa Rica
Panama
Brasil
Argentina
Pert
Chile
Colombia
Ecuador (Galapagc
ands)
Bolivia
Guyana

FIT andgroups
(tourists in their
late 40sand up)

1.

Jesper Hannibal

Owner, Director
And project
manager for LA.

11 years

Danish

Skype interview

Inter Travel

Copenhagen

México
Guatemala
Belice
Costa Rica
Cuba
Argentina
Bolivia
Ecuador(Galapago
ands)
Peru
Venezuela

FIT and goups
(tourists in their
late 40sand up)

Brian

Co-owner

25 years

Danish

Face to face

Svaner Rejser

Bagsveerd

Mexico

Cuba

Peru
TheCaribbean

FIT and goups
(tourists in their
late 40sand up)

Peter David Jensen

Project manager

3 years

Danish

Face to face

Tikva Travel &
iel Tours

Randers

Nicaragua

Brasil

Ecuador (Galapagc
ands)

FIT& farmers

Mette Hvid Hansen

Director

Danish

Telephone

Albatros

Copenhagen

Mexico
Belice
Guatemala
Honduras

El Salvador
Nicaragua
CostaRica
Panama

Argentina

Groups
(late 40s)

Inge Beyer

JuanRamirez

-Product nanager
For LA

-Travelguide

5 years

6 years

Danish

Uruguay

Face To face

Face to face

—
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Bolivia

Brasil

Chile

Colombia

Ecuador Galapago:
ands)

Peru

Topas Travel

Ry

Argentina
Costa Rica
Cuba
Ecuador

Peru

Group (betweer
s and 70s)

Camilla Hvalsge

Operations manag

9 years

Danish

Skype interview

Table 1Travel AgentsandParticipants informatiorOwn source




It is important to clarify the reason why two interviews were conducted with the staff
of the same company, in the particular case of interview held with a travel guide from
Albatros.This opportunity arose wheroduct managementioned that one of the travel
guides from Albatros, which area of expertise is LA was available for an interview as
well, and that she considered he could provide deeper insight because he is a tour leader
for LA, and consequently knows a lot about destinations in this region. For this reason,
the researcher took this opportunity, hoping to enrich the fieldwork. This kind of
sampl i ng c¢an obpertueistigsangpling Ehid enserge when the researcher
take advantage ofiunf or eseen opportunities as t hey
f i el d(@udiak 2007)This type of sampling allows adopting flexibility within the
type of sample already selected. In this respaantticipant number 6 is thenly travel

guide interviewed.

4.3. Interview guide
The interview in this thesis wadaborated on the basis of the theoretical framework.

And interview guide in sermstructure interviews assestthe researcher to perform the
interview in a logical way; drawing upno questions relevant to the topiKvale
1996)The interviewwaselaboratedvith operended questions, wrder toencourage full
and meaningfuanswers from the participaniBhe interviewguidewasdivided intothree
parts. The first part comprisguestions regarding thgeneral characteristiay the TA

and heparticipants in relation to their role in the company

The second padf the interview guide corresponded to questions related tovirall
DI of NicaraguaFirstly, the participants weigsked to describe images or characteristics
that come to their miredwhen thinking about Nicaragua. In this respect cpeded
questios gaveleeway to theparticipantsto elaborate on their perceptiongthout
leading them to focus on specific aspects of the DI of Nicaragua.fartirecoming
guestions in this second pavere elaborated taking intionsideratiorthe 4 componest
of DI acording to Etcher and Ritchie (1994)ich as: Enctionatholistic image €égg a
ment al picture of the de,Psycholaitahaistiddimageo hy si c all
(egg the general feeling an individual has about the atmosphere at the destination)
Functionalattribute image €gg high prices, warm climateggnd Psychologicahttribute

image €gg general safety, friendly local peopldy elaborating questions related to
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these aspects, it was possible to identify the cognitive and affective asipieDI. The
third part is related to the information sources.

Arguably, the interview was designed thematically, with questions related to the topic,
following certain logic, but at the same time dynamically, enabling a spontaneous
interaction, and gwmg freedom during the process to raise new questitwnale 1996)

As suggested by Bryman, the questions were elaborated in comprehensive and simple

language to avoid miss interpretations. See the interview epibendix.

4.2.3. Data processing and data analysis
Thematic analysis has been chosen as the besbivaryalyzingthe data. Thematic

analysishenceenables to unveil the perceptions of the TA regarding the DI of Nicaragua

The following section elaborates on steps followed to process and analyze the data.

42.3.1. Thematic analysis
Thematic analysis used because it enables to identify and analyze patterns within the

data. This seems to be the most appropriate method in order to unveil the perceptions of
the TA regarding the DI of NicaragudVith this method the analysis seeks identify
patterns and wunique standpoints regarding th:
perspectives.

Thematic analysis is widely usednd given that quahtive approacheare diverse,
complex and nuanced (Hollowand Todres, 2008oted by Braun and Clarke, 2006
Braun and Clarke (2006¢ontend thatthematic analysisiishould be seen as a
foundational methodor qualitative analysig. In this thesis,it is argue thathis method
offers an accessible atigeoreticallyflexible approach t@analyzingqualitative dataThis
can be explained in that thematic analysis is not necessarily embedded with a theoretical
framework, but it can be thecdriven. Braun and Clarke (26pargued thabne of the
benefits of thematic analysis is its flexibilitfhematic analysis camork both to reflect
reality and unrasl it. It recognizes the activimterpretative role of the researcher in

identifying ard selecting patterns and themes

Additionally, this method is suitable for this research bec#@usearguedthat it is

suitable with undeunderresearched are&raun and Clarke 2006), such as the case of
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DI of Nicaragua and the perceptions otitism stakeholders such as T@n the other
hand it is important to acknowledge that one ofwleaknessesf this method s t hat At
does not show the researcher how to find themes from @ (&xtman 2008). For this

reason a series of steps are suggested by Braun and Clarkew289&llowed:

Transcription:According to Bryman (2012)ranscriptionenables to transfer the oral
statemerg of the interviewees into text, get familiar with the dataJ ease managing the
data for theanalysis. This step plays a crucial role in the@rpretative act of the analysis,
as theresearcher insofar transcrib@sforms the early stages of tlamalysis It is been
notedby Clarke and Braun (2006) thtitere is no one set of guidelines to follow when
producing a transcripfor thisreasoniir equi res at a mini mum a rigo
@rt hogr ap h b additohatlyditnis importapttthat the transcript retains the
i nformation you need i n a wayThetranscdptsofi s o6t r ued
the interviews weréoyal to thep a r t i oralgtatemergsidowever,some phrases that
exisied for the purpose of maintaining the dialog were omitted, as well as irrelevant

comments to the topic.

Coding: This consiston codng features othe data is interesting to theayst, and
that gives meaning to the raw mateiimlrelation to the research questi(Braun and
Clarke 2006) Coding can be performed manually, and Braun and Clarke subgeést
one of the ways isising highlighters toindicate potential patterngithin the data This
has been adapted toetlsoding process of the findings, amasbeendone carefully and
reflectivdy, as repetition in the data does not necessariply its relevance for the
research questio(Bryman 2012) Different colors were selected for differenttigans
identified The following example was taking from an extract of one of thesd¢rgptions

used in this thesis.
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R: What are the images that come to your mind when you think about Nicaragua?

1: We already have Nicaragua in our catalogue. In this moment | wouldn’t do a trip oW 2 M
Nicaragua. It is a country that is integrated in a package along with other countries. Which means

a9)
@(09“0‘ ‘Cﬁ 23

1 can sell Panama, Costa Rica and Nicaragua, but | always going to connect Nicaragua with other ' / ‘d s
— @gga (m\ U"l‘ &

‘What | would also like to highlight, are some of the comments of the clients that have been to
Nicaragua. What is interested is that the expectations they have in relation to Nicaragua are very
low. Which means that when they visit Nicaragua they love it. [ii@ISlRglithe small towns The

BB, Granada, [REBRHIEEIURENN s very positive. For example one client mentioned in the

review: “The trip to Nicaragua was 5 stars”. So, they don’t expect much, but the experience are

Figure5: Example of coding

Creating themedOnce allthe data set has been coded, the next step consstet)

all the coded data extracts within thetentialthemes In this phase, a miAchap was
usedas a visual toolo ease¢he combinationsof the coded datato potentialthemes, as
suggested b¢larke and Braun (2006). Figure 6 andligplaystwo of the examples, of
the thematic mingninds used duringthis process;it shows theinitial and revised

thematic map

As mentioned before, the flexibility of thematic analysis enables the process the
theoretical frameworks a guide tareating themeeelevant to the research questiand
at the same timegenerateshemes from the data. Both approaches were used in the
analysis. The main themes were guided by theoretical consideradimhsukthemes

emerged from the data.
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Figure 6 Initial thematic mind map. Own source.
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Reviewing and defining theme$his step is about revising the selected theares

subthemes emerged from the datad critically assess how well they are supported by
the data setin words of Braun and Clarké dta within themes should coheiegether
meaningfully, while there shoulik clear and identifiable distinctions betweterh e me s 0
which is what is called ternal homogeneity and external heterogendihe coded data
extract belonging to specific themasd subthemewere carefully revised, to ensure they
capture the essence of the perceptions of the TA, and that at the sarfoertirneherent
pattens. Thethematic mind maghelped the researcher to highlight those themes and

subthemes that were persistent in the data extracts avdmeto the research question.

The themes were grouped in the following categories using the model of Etcher and
Richie (1991)and the DI formation factors @&eerli and Martin( 2004)

- Cognitive/perceptual and affective evaluations

- Functional Characteristic

- Psychological Characteristics

- Information Sources

And subthemesemergedaccordinglyfrom the datg for example Safety, Warrpeople,
etc, as subthemes of the Psychological characteristics of the DI of Nicaragua perceived by
the TA

Producinghe reportOnce themes were defined, a detailed analysis of thes@daitad.

It is important to provide sufficientvidence of thehemeswithin the data. Choosing
extracts that provide vivid examples of the ST Aerceptions about the DI of Nicaragua
reflects the hermeneutic and dialectical process of this analyss;not only about

describing, but arguing the relation betweenfihgings and the research question.
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4.2.4. The role of the Researcher
In qualitative research the role of the researcher has a great infinetheeway the

research is carriedut. For this reason it isnportant to tarify the role ofthe researcher
in thisthesis.

In qualitative studies the researcher ieegarded as the primary instrumentdafta
collection (Denzin and Lincoln 2005)hence the all the research process and the final
outcome will be influence on how thresearcher position herself in this process. With
this in mind, Creswell (2013) stated that the researcher have to be tranfiranagitout
all the research process in respect of the choices (Gadswell 2013) As it wasnoted
by Lincoln, Yvonna and Guba (20},3t’s all about managing subjectivity and making

the researcher assumptions clear.

Considering that the research question of this thesis calls for a constructivist paradigm,
which pleads to qualitativmethodologies, that enableihe pt h access to the pa
insights, the researcher as the primary instrument of data collection has a great power to
influence the outcome with her methodological choices, that she cangitlldoest assist
to answethe research question. More specifically, my understanding of the needs of this
study guided me to address the DI of Nicaragua from the particulgpeptives of
outbound Danish TA.

Another example is that during the interviews, | committed to carefiglign to the
participants, to respect and accept their standpoints in relation to the topic, to give
freedom to the participant of expressing their thoughts. But also, it is my responsibility as
the researcher to get deeper into their perceptions by drawlavant questions that
guided the interview in a certain direction. Moreover it wasethycal responsibility to
el aborate a transparent and an honest interpr
draw anaccurate reflection of what they saidUndoubtedly this is subject to my
interpretation and reflection skill§or this reason, reflexivity, as suggestedGslant
Moutafi (2000; quoted byPhillimore and Goodson 2004), is an aspect | embrace
throughout this thesis.
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5. Findings and Analysis
This section is dedicated to the results of the empirical stage of the research, which has

been guided by the theoretical framework .The analysis has been dividethriggo
sections. The first section elaborates on the cognitive/perceptual and affeatiegions

of the participants about the Nicaragtiis first part introduces the overall evaluations

of the DI, coming from broad perspectives given by the participants. It accounts as the
background to go in detail about the §Aperception in thesecom section of the

analysis.

The second section comprises the c®ore
about t he DIThiedectiodioffers a mayeudatadiled perspective about the DI
of Nicaragua from the T& angle. By usingtite model of Ehtner and Ritchie (1991)is
possible to answer the overarching research questiom: do the outbound Danish
Travel Agentsoffering destinations in latin Americaperceive the Bstinationl mageof
Nicaragua? The modelenablescapturing those grceptions froman attributes and
holistic perspective.

The third address thiactors influencing the percephis such as information sources.
This factor together with personal fadcsre also meldedn through the first two
sections, however, the thigkctions further elaborates on it, as the findings showed a

important reflection from the T&In this respect.

5.1. Cognitive/perceptual and Affective Evaluation
It's bea pointed outin the theoretical frameworthat DI is a result of a combination

of different componentsthe cognitive/perceptual, affective amdnative evaluations,
which are based on consumer’s rationalitg emotionality.

The first two, cognitive/ perceptual and affective evaluatimewvebeen chosen as the
point ofdeparture of theralysis, because in the order address the perceptions of the TA
regarding the DI of Nicaragua, it is important to first know the origins of the perceptions
acquired by the TA In other words, being knowledgeable about thes T&ional and
emotional evalations will allow the reader to have a richer understanding of the TA
constructions(Baloglu and McCleary 1999)This section is hence foces on the

prevailing e/aluations throughout the data.

60

——
| —

of

t



Let’s recall that thecognitive/perceptual evaluations comprise the knowledge or
beliefs about a destination and the affective evaluations make reference to feeling and
emotions in relation to a place, these evaluations are influenced by different $actiors
as personal factand information source8oth types of evaluations are interrelated and

it’s argue that former is an antecedent of the lgBererli and Martin 2004)

Thefindingsshowed that the cognitive/perceptual and affective evaluations of the TA
regarding the DI of Nicaragua adeeplyrooteda historical episode occurred during the
70s and 80s, namel y fantte whkh thedparticipants anostRre vol ut i o
refereed as thé c i v i Moreseenthe findings show that the
Demographic characteristic of the $Aarget grougesulted to have a great influence
in the cognitive and affective evaluatiooisthe participantsespecially when associating
the DI of Nicaragua to the aforementioned episode. Moreover, the cognitive/perceptual
evaluation related to the DI of Nicaragua was persistent with the opinion that Nicaragua
is an unknown destination within timearkettargetedby theTAs, consequently the TA

! The Sandinista Revolution encompassed the rising opposition to the Somoza dictatorship in
the 1960s and 1970s. Nicaragua was gowkimethe Somocista dictatorship from 1936 to
1979. The development of the Somocista regimen crisis at the end of the 70s was a result of
the economic depression, the marked differences between the social classes, the detriment of
the quality of life of thepopulation, among others. However the constitutions the FSLN (
Frente Sandinista de Liberacion Nacional (Sandinista National Libeation front, by its
acronym in Spanish ) and other opposition groups have their roots since the beginning of the
60s, but It vas until 1978 thathe insurrectionary revolutiophase started against the
Somocista dictatorship, presided at that time by the president Anastasio Somoza de Debayle.
This year was a critical year for the dictatorship; the assassination of the Nicaraguan
journalist Pedro Joaquin Chamorro by the regime was followed by a business national strike,
the rise of popular manifestations and the arm insurrection. Since then Nicaragua entered in
an arm conflict unt il t he t riy119‘?1|a979.?6hbshifthe AfSandi n
of government presided by the FSLN, with Daniel Ortega as the president received a country

plunged into an economic and social cr{§®nzalez 2009)
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considered that Nicaragualy be sold in combination with other destinaticas part of

something bigger.

5.1.1. Nicaragua and the civil war
The majority of the participants when talking about their impressions of §itass

a travel destinatiomecalled thefiSandinistaR e v o | wt Nicaragaa that took place
between late 70s and 80s. this way, it can be sayhat the historical and political
wingspan of Nicaragua during this period had a great impact in ¢bgmitive and

affective evaluatios

One of the impressi@nthat best captures the cognitive/ perceptvaluation is that
one of the TAJespeHannibal:
iFi rst, you canEt fight historyée
mind they tmk is an Island | d o n 6 fjust thersoume of it, E s
sounds more pleasaniicaragua,you immediately think about the
Civil Waro (JH)

| t Es

The following example captures a cognitive/perceptual evaluation regarding this same

episode, but also denotes affective implmasi,the TA Inter Travel expressed:

Aét he history s pe adudriesfcountries ihs el f
Central Americag I f yofar asll knowCosta Rica has been
safe andquietfor quite some decades now, and when | grew up in the
70s, in Nicaragua, they were still struggling with the revolution. So |
grew up in a time where it was different, and it was definitely not safe

to go there, and there was a lot of political problem, and there no

democracy é | tht he coumntakegst odi met ffloe

(Inter Trave)

n

The aboe description shows that this episode in Nicaragua has had a remarkable

influence in thamageof the country and in the cognitive/perceptual evaluation; cgjearl

the image of war has prevailed in time. Additionally, it connotes affective evaluations of

insecurity and political instability. This goes in line with proposition that the

cognitive/perceptual evaluation of a place affects its affective assessmeniséddbe
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latter is a response to the cognitive images formed in the mind of a Bedoglu and
McCleary 1999)

In addition another important aspect needs to be mentioned, and itfisahgfactor.
According toBaloglu and McCleary &1999) age can be explained as an antetedeat
cognitive and affective processéhis statement is supported by others schdBeerli
and Martin 2004; Tasci and Gartner 2007; Ferrerira ROvho explain that personal
factors sich as demographic characterticBuences images perceptiomn other words,
people over certain age will associate Nicaragua with the arm conflict.

Relatedly Topas Travel opined:

fil also think of Nicaragua as a country with a recent pudit
i nstabil ity duddreneinber what happened ie fhe
1 9 8 0 6(Fopas dravel

What the above example implies is that as mentioned before, peopleeotan age
will most likely associate Nicaragua with what hapgpetween the late 70s and .80is
can be related to the demographic characteristics of the target groups ofstivbitiAis
mostly peoplein their late 40s and onwards. Aguably, theTAS cognitive/perceptual
evaluations pay attention to the war image of Nicaragua &s #énechances their clients
will remember this, and it wilhegatively affecthe way they perceived Nicaragua as a

destination.

It is evidentthat he fAwar o i mage of Ni caragua has
related to theroposition ofAlvarez & Campo(noted by Zhang, et al. 2016)hey posit
that events happening in a destination that have a greater resonance internationally can
damage the image of country, such as political incidents and wars, ardrttages tend
to be persistent in time. Anothenid example of this was pointed out thetravelguide
of Albatros:
AéYou know Nicaragua was on the news
the civil war. Despite to the date it's not the situation, it still affects
the fact that people associate it with therwé is hs a subjective
thinking, kecause theythe client$ also kow that war times are

over... (Albatros)
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The above opiniogives similar insights tdopas Travel,howeverthis TA provided a
different perspective by refereeing that although clients know that the war time is over,
this association dIs affects the DI of Nicaraguan Ithis sense, it can be said that this
historical event has ascribed feelings of insecurity andigadlinstability to the image of
Nicaragua. In relation to this, one important element to highlight is that organic
information sources seem to have a great impact in the cognitive/perceptual assessment
of Nicaragua’s DI. The participant gives a cleamepi® by mentioning the news. This is
product of the negative press Nicaragua had for many years during and after the war
(Crotti and Misrahi 2015)and even though to the date Nicaragua is one of the safest

countries in LAjts image has been dramatically affected by the war episode.

From this same TA, the project manager provides an example on the way her

evaluations about the DI of Nicaragua have changed over time:

il have to say it(the image of Nicarag) was not posive, a
negative image of the waand | think thatit is the biggest
i mageé. now t hat I read positive comments

support the fact thadllicaragua is a goo@xperience(Albatrog

Albatros is one of the TAhat already offers Nicaragua in their packages. Both
participants acknowledged that there is still strong image of war regarding Nicaragua that
carries feelings of fear argkepticismfor their clients. Howeer, having Nicaragua in
their atalogues fomore than five years have slowly helpgthngingthe perceptions of
the clients that have experienby first-hand the country and that come back with
positive experiences, and at same time it has improved the perceptions of project
manager, who stated ththis confirms that having Nicagua in the catalogue is right.

This can be related to the conatigemponent that refero the behavioral attitudes
towards a destinatio(Beerli and Martin 2004)The conative componerig the point
where an individual decides to travel or notthe case of Tait can reflect managerial

decisions regardinthey tour packaging.
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Clearly, the above cognitive/perceptual and effective evaluationselation to
Nicaragua's Dhave been gedly influenced by the historical and political background of
Nicaragua. In this respect Echtner & Richie (1991) have mentioned that the image of the
destination can be based on historical, political, economic and social elements of a
destination which, iturnii wi | | shape the i mage othatutt hda per
alsoshows that TAs constitute a powerful channel to improve tourist perceptions, such as
the last example mentioned, by having Nicaragua as part of their catalogues and

providing firsthand experiences tdients, perceptionsan change.

5.1.2. Nicaragua, an unknown destina tion
It"s been previously stated in the theoretical framework that destinations conveying a

strong positive imagare most likely to be promoted by travel intermediafieay,

Skidmore and Koller 2001)it was also mentioned thitd e st i nat i ons mai nl vy
based on their perceived 1 mages .rlethati ve to
respect it was mentioned that Nicaragua does not possess a competitive DI, as other

countries inCA better knowm, such as Costa Rica, Panama or Guateniddatedly the

findings revealed thafTAs consideredNicaragua asan unknown and unpopular

destination withinthe Danish marketTo this point it is important to stress thatAs

opinions respondo the knowledge of their target graiwhich areFIT and groups

mostly in their late 40s and onwar@see table 1 in the methodology sectiamyd it

cannotbe generalize tall outbound TA” offering destination in LAwith other types of

segment®r to the Danish market in general.

Most of the T/As stated that if theiclients know about Nicaragua the reason would be
because of the wand not as a place where they would consider traveling. Thevinfo
guotegivesan example:

Al woul d skages dpe tnkeomw abolt Nicaragud. If
you ask them where Nicaragua is, a lot of people would say Africa.
They don’t know. If they know it, they know it because of Sandinistas.
So they domdutr i KSvendev Rajsgr f or t

Another example was given by Topas Travidtlis TA considerdNicaragua as an

anonymous place, which is more appealing for a different type of traveler, such as
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younger segmentwhereasfor the type of clients Topas Travérget, with limited
amount of timeo trave| Nicaragua does not figuis an destinationan elder segment

will choose wha visiting by the first time Central America:

Alf you are 65 years old and have never been or maybe just once or
twice in Central or South Americaor you have onehance to ga it
would take a lot for an anonymous country to pop up in peoples mind

asthe place they want to vis{fTopas Traveél

Two points canbe highlighted from the above quetéOne refers back to the age
factor. The quotereflect the relationship between tHeAs target groupsOn one hand
the findings showed that TAclients(over 403 associate Nicaragua with a violent past,
and this isalsothe onlyknowledgethey hold about the countryon the otherhand,they
don’tknow Nicaragua as a travel destination, and the war imagepbameiveddoes not

contribute to the projection of Nicaragua as a tourist destination either.

The other point is thathe type oftarget group of the Téis people that have
resources to travel, bas Topas Travel stateid will take more efforts for this people to
visit a country like Nicaraguayn the other handhe war image may not represent a
problem for youngebDanishsegmentthat may not know much about the country, but
won’t be affected byhe war imageas hey are not contemporary with Revolutizon
contect of Nicaragua, but may not have the resources to travel to a long haul destination

such as Nicaragua.

Given that Ni car aagnuoan yinsountsefayriber TAselacking of an h
sound in the mind olients, it reflects a weak cognition abothiet o u r attrébtites 6
Nicaraguacomprises. Thigan be explained as the lack of images regarding attractions,
attributes or a general idea about the country @avel destiation, which goes in line
with the statement of Xiang, James and Yuan (2008, notedudgc and Wise, 2012
when they mentioned that being aware of a destinationisnotsimpln et her consumer ¢
have heard about a destination, but the likelihood the rksbin will appear in tourists
0destination choi ce s et CondeqentlyNichragud,isélspi ng pl ac

perceived as a country that cannot be sold as a main destination, on the contrary, it can
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only be offer in combinatio with otherdestinations (this will be further elaborated in
throughout the following themah this respect when askinglbatros, why would be

reason, she explained:

fiBecausec | i edort'tskdow anything about Nicaragua, it is
important when one sells a destinatitvat you say the name and that
the clients can relate to. For example | say Brazil and you start
thinking and many things. If | say Nicaragua) i evantt betable to

say anything. (Albatrog

Albatrossis one of the few TAhat ncludes Nicaragua in their packages, and they
have noticed a positive response from the clients that comes back from Nigaragu
however, this TAs insights goin line with the pattern evidenced in the findings, when
considering Nicaragua as an unknown destindtorthe Danish marke®lbatrosadded
that it takes more efforts &ell the country with an unknown Drhis was also noted by
Ti kva Travel, another TA offering Nicaragua: 0

Al donEt think people know it so much. I
knowledge abat it, and that is a little bit sad, but | think that is one
of the reasons why | want to put more energy into Nicaragua. Because
| believe that now with the world looking different people is looking
more for places @hkvaTrave)t hey feel safero.

The above comment, gives an example of an affective evaluation about Nicdragua.
wasalso pointed out that Nicaragua is not well known within the Danish market, however

thisTAi s willing to fAput more eiltscogsydétolieo pr omot e

safe country.

All in all from, it can be said that the Bfevaluate Nicaragua as a destination that
lacks of sound in the mind of their clients, some of them can not relate Nicaragua to any
type of tourism activity or attractions, which can suggest a reduce knowledge about this
country as a destination. On théet hand the TAthat already offer Nicaragua, such as
Tikva Travel, showeda desire to promote more Nicaragua because it is considers as a

safe country. This is supported by Albatros in the former theme, when the participant
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mentioned that thperceptionshavechanged because of the positive experiences of the
clients when coming back from laoliday tour from Nicaragua. Howeverthis TA
stressedthey wo ul dndt consider selling Ni caragua as

combination with others.

These considations are in line with an aspect that vpasviouslypointed out in the
theoretical framework, and it refers to what Gartner and B#étB€4, noted byBaloglu
and Maloglu 2001) emphasizeithiat the DI held by travel intermediaries in the tourism
distribuion system for developing countries, has a great influence on their package
development decisions. This leads analysis to the following thelated to the fact that
Nicaragua does not stand out as a main destination, on the contrary, it is consioer part

something else.

5.1.3 Nicaragua, part of something bigger
It's been noted that Nicaragua is considered as an unknown destination bysthe TA

Relatedly another persistent opinion consistent with the latter is that the TA that already
offer Nicaragua shra the opinion that Nicaragua is a destination that cannot be sold as a
main destination, but in combination with other countries. The project managers of
Albatros, as well as the Travel guide from this same company mentioned in this respect
that:
It is very important that i{countries they promotdjas a good DI
at a certain level. | can sell Nicaragua because it is part of a bigger
packageBut | am sure that in this moment | couldn’t setddagua

as the only dstinatior .

ATo start \opuldndestination.ilt & nat adestiration
that clients would ask for. Besides that there is not a specialized
product for Nicaragua. Nicaragua in this sense is part of a bigger
t r i(plaatrog

They make a very clear that the countries Albatrosnpte in their packages must
count on a good DI; in the case of Nicaragua, as stated before, its DI it is not popular

within the Danish market; given this situation, it is necessary to promoted as part of a
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bigger package. To be more specific, Nicaega part of an 18 days tour package
comprising 5 countries, starting in Panama, and continuing with Costa Rieaiadle,
Honduras and Guatemalakewise, JespeHannibalconsiders that Nicaragua is part of a

Abi gger pictureo:

fiBut many people think d@entral America as a chain of small
countries. The only country people are asking specifically regarding
Central America it would probably only be Costa Ri¢ae resbof it
is like huesogbones], small bone fragments that you pass throligh.
mean you ned encouragement to go there [the other countries in
Central America]. If | look back we did not have that many that

specifically only asked for Nicaragua.

Mié itE s very rare that people only

be a piece of a bigger pictura, b i g g e (JespeHanni)l © .

What can be understood from this insight is that Nicaragua is considered in the
specific case o€CA as aperipheraldestination and that given its unpopular DI, there is

not a specific demand fdticaragua from the T# clients.

This can be related to Torres (2010) statement, he noted that DI perceptions can be
derived from general impressions of a larger region, when theeaess of a destination

is low.

This is also a reflection of what has been already statdatieiMNational Plan for
Sustainable Development of Tourism in Nicarag2@l1) it was noted that Nicaragua
ventured in the tourisrmdustry laterthan the other countries,and as a consequence it
does not count ogpecialized products that stand out from the rest of destinaliotiss
sense, TAoffering Nicaragua play a vital role in creating awareness in their clientele and
addressing the demand towards T this, Mulec and Wise (2012) suggest that
i kK n o wmestlbg mediated by tourism expertssdOTASO.
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5.1.4. Nicaragua a country of low expectations
Another interesting aspect that the Sthat offers Nicaragua noted that clients do not

have any expectations about Nicaragua. They opined that this is due to little knowledge
clients possess about Nicaragua as a travel destination. One of the pastiexpdains in
relation to this:
A édr example onelient mentioned in the reviewW The tri p to
Ni caragua was 5 starso. So, t hey donEt
experience are very positive. So what | see as a product manager is
that this confirms that having Nicaragua in the cataloguigght. And
if the DI of Nicaragua could be improved, it would be possible to

make a tip that only includes Nicaragga ( Al bat r os)

This provides a perspective of the TA from their clients after the-vpsistd
experience at travel destination with an unknown DI saagNicaragualn this respect,
Mathieson and Wall (1992) stated that the DI can be very different from the reality of the
destination. The bigger the difference is between the reality an®ltheeld by the
person or in other words, between the expereaadthe expectations, there will be a
bigger probability that satisfaction won’t be achieWethe case of Nicaragua, as the
expectations & low, and the experiences seensurpass expectationthere is a higher

level of satisfaction. Anothgrarticipant noted:

fil can see that the people | sent, people that went there on groups
are very positivavhenthey get home. And they talk a lot about on
what they saw. | don’t know more becauskd n 6 t speak that mu ¢ h
wi t h But ecanéhear that theyeg more than what they pay for.
So when they talk, | get more clien($/).

From the above, it can be understood thas @&ko build on their cognitive/perceptual
and affective evaluations based on their clie
This goes in line with what Baloglu and Mangaloglu (2001) have mentioned, thag 7 D |

hold by TA can be reflected intheimages r cei ved by their customer s
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Another aspect that can be related to #éneprimary sources. Let’s recall that primary
sources refer to the information gather by actual visitation of a destin@tid Hunt
1991) Relatedly K. Kim, Hallab, and Kim (2012) foundi t h at travel exper.i
reinforcedi ndi vi dual sé i mages of a destination and
r e v i lence, ftom the participants insight, it can be said that the positive experiences
of their clientsarereflected in planning decisiortd the TAs regarding Nicaraguauch
asthe opinion shared balbatrosthat waspointed out beforewhen shementioned that
the positive feedback of the clients suggitkit having Nicaragua in the catalogue is
r i g Ahisccan alsobe refered back toZeithaml's (1988) observatianHe notedthat
Afperceived value represents the customero6s as

on perceptionsofwhats r ecei ved and what 1is giveno.

It is interestingto note the project managers of Albatros and Tikva Traseé never
been to Nicaragua, but their cognitive/perceptual evaluations of the country they promote
builds on based othei nf or mati on sour ces s ulentsthats fAworth
return from a trip.
In the case of the TA Jesper Hannibal, the visitagxperienced triggered the interest
in this company to introduce Nicaragua. The owner and director explained that he did not
have any expectations or bigger knowledge about Nicaragua, other than the war history,

but when he visited the country he sawugibess opportunity:

AThe Danish government had -a program whe
business with the Nicaraguan company, a B2B thing [Business to
Business]and | went there in connection with that and met some Tour
Operators and this one never kicked dffit at least it started our

i nterest for Nicaragua. o0o(JH)
In the case of ikva Travel, that also offers Nicaragua, information sources, and more

specifically organic sources played a vital role in the managerial decisions of the

company, she shared her expnce of integrating Nicaragua:
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A am use to deal with countries that I
difficult in a way that the media sometimes gives you one idea on how
it is, [ €] eehmyselfll didnotédvefm tha case sf
Nicaragua] because | met Oll¢her colleagu¢ and he knows

Nicaragua very wel so | was not worried at al(Tikva Travel)

This example reflects that, what Tasci aadrtner (2007) have stated, tlatanic
sourcedi h a v e aredibility dn@ ability than sources with commercial aims

It can be said that there is a relative stronger cognitive/perceptual evaluation about
Nicaragua in comparison with affective evaluatiomhis is evidently product of the little
knowledge mosbf the TAs have about its DI and especially when they refer to the little
knowledge their clients have about the DI of the country. This can suggest that there is a
scarce of promotional information reaching the sTéoming from the destination

originatedinformation, or the supply side.

5.2. Destination Image of Nicaragua
This section is dedicated to reveal the way thes pérceived the DI of Nicaragua in

detail, from an attribute perspective to holistic perspective. The Tmsensional model

of Echtner and Rchie is used as a tool to capture the perceptions of Nicaragua’s DI from
the TA standpoint. This model is formed by three axes, based d@kttthmite -Holistic
dimensions of the DI, which can hakanctional and Psychologicakcharacteristics, and

can beCommon andUnique.

Firstly, the DI of Nicaragua perceived by the 94 displayed in thefigure 8,
considering the Attribute and Holistic dimension, and the functional and psychological
characteristics. Which are broken down into the 4 quadrants thatisechphe model:
FunctionalAttributes, Psychologicahttributes, FunctionaHolistic and Psychological
Holistic.

Secondly, the images displayed in the model are further discussed with the insights

given by the participants. It is important to mentiort thany aspects of the DI displayed
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in the figure overlap. For example in the case of the Functidtalistic elements,

Nicaragua was perceived as a country with natural resources, to which the participants

then mentioned individual functional attributegk asmountains active volcanoes, etc.

In other words, as explained by Echtner and Rit¢h@91)Ai h ol i st i c

based on combinationand interactions of aétibutes and, in turn, the perceptions of

i ndi vi du

a l attributes

may be

nf IFar ¢éhis c e d

reason the analysis on how the Sperceve the DI of Nicaragua is addressed taking as

point of reference the Functional and Psychological characteristics of thevidlicim the

attribute and holistic dimensions are further explained. Thus model, enables to capture

both, perceptions from an attribute based perspective and holistic perspective.

Thirdly, the CommorUnique dimension of Nicaragua’'s DI is addressed. Lastyy, t

influence of the information sourcesexplained

* Ledbn

Funtional

* Granada

* Ometepe

* History

* Coffee culture

* Birdlife

* Beaches

* Volcanoes

* Jungle

* Lake with sharks: Cocibolca Lake

Colonial architecture

Cheap

Cultural
Natural

small

Holistic

Attribute

Crime

Civil war

Political inestability
Poverty

Psychological

Safety issues
Image of war

Not touristy
Welcoming People

Figure8: Component®f Nicaragua’'s Dperceived by the outbound Danish Travel

Agents
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5.2.1. Functional characteristics of Nicaragua's DI
Functional characteristics refer to charactesst@t can be tangible, measurable or

directly observable features of a destinafigohtner and Ritchie 1991from figure8 it

is possible to note that the holisperceptions about Nicaragua regarding its functional
charateristic revolve around five imagedsicolonial arcliecture, natural environment,
culture; the findings also showed thBlicaragua isperceived as aheap destination in
comparisorto its neighboring countriesmoreovey giventhat it is a small country, most
of the TA arguel that it should be easy to combine it in a md#stination tour.
Additionally the findings shoed that half of the TA that don’t offer Nicaragudiad a
hard time trying to describe their images aboutakigua, and instead they took as
reference Costa Rica, arguirthat given the little knowledge thepossessabout
Nicaragua, they considerédicaraguawould have similar characteristics to its neighbor
country or in general similar to the rest of the caoted of Central America.

A functional holistic perception was given Byaner Rejser

filtEs t hd the atherecouatries im thategion, ifll be
culture, nature SpanerRegsgry and historyo (

Likewise, from Topas Travel expressed sometisingjlar:

AMy expectations of Ni caragua would be
Ri caéwhere | bedchess en theeteon €oastspnee
volcanaes, junglebi rdl i f e, ani mal séOn top of my he
know if your country was especially great for active toudgifopas
Trave)

The above insight, can be related back to the cognitive/perceptual evaluations of the
TA, that maifested that Nicaragua is seas part of something bigger, which occur

when the awareness of a destination is (darres 2010)

Meanwhile, Jesper Hanibal mentioned the colonial aspect of the country and noted that

functionality of being a small country
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fiNicaragua has a lot of colonial things and it’s very even sitting in
a very small area, so just within few kram Granada, you have some

nice volcanoes that are active(Jesper Hannibal)

Svaner Rejsereferred to Nicaragua as a chetgstinatiorand compares with Cuba,

which isthe main destination of this TA:

Al't depends on many thingisithegpricc,cone real ly ir
how expensive is to travel as a tourist there. Now is cheap | know,
especially compare to Cuba, wheteetprices are really going @p.

(SvanerRejser)

Regarding more individual characteristics, such as the attribhutetional aspecof
the DI, natural attributes were persistenthait responses. For example Jesper Hannibal

mentioned:

nlf y ou |l ook at Centr al Ameri ca, Cost a
attractive for families. We had few families that has ride into Granada
(Nicaragua) and crossed the border to Costa Rica, but still, the
National parks in Nicaragua are not really evolved as it iiosta

Ri c @asper Hannibal)

This pinion puts in evidence again that perceptions about Nicaragua are conditioned
by the perceptions of other destinations that are better known and more competitive. In
this caselesper Hanniballludes to a negative aspef the National parks in Nicaragua.
This is consistento what was pointed out inthe National Plan for Sustainable
Development ofTourism (2011) that one of the main weaknesses about the tourism

sector in Nicaragua is the undeveloped offerings.

On the other hantthis TA highlighteda positive aspectelated to the natural attributes:
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iYou have the worl doés fZSosnthatwat er sea | ak

respect, Nicaragsg has a | @dspeHannilaf f er € 0

Svaner Rejserefers to the same attribut@: | read something about a
s h a r Tthe participanalso mentioned:

A P r o bitahlad spme volcanogs é | some naswael. beaches

Bu I don’t know the country that wdlSvaner Rejsér

Inter Travelan also highlight natural attributes

AFor me | would think there should be na
and so on, that is more or lessh a t I know afntut Ni caraguado.
Trave)

Albatrosrefers to the cultural and architectural aspecti The cul ture, the sm

the people, Granada, the architectéaret Es very positiveo

What can be understood to this point is that the findings show that the perceptions
about Nicaragua are based very general observations that coble apply to other
destinations in LA, such as nature, culture, coloaraehitecturgCosta and Bauer 20Q1)
and only very few could relate to specific attribubéNicaragua such aspecific cities,
natural resources

On the other handAlbatros provideda more detagd opinion, this was share by the

tour guide whonis highly influenced by his experience trips to Nicaragua, he mentioned:

A N i agaarhas everything to be liked, gatisfy. To mentio an
example: Natureungle, volcanoes, mountains, lakes. Every minute is

a pleasure. Since the momteyou arrive in Pefias Blancas, the

2 The Cocibolca Lakealso known ashe Lake of Nicaragugis the biggest lake in Central America. It

has a surface of 8144km2 and it is located in the central southern part of the ¢Mamtgnegro

2003) The | ake sheltered shashkasr Kh@ath eveales &« ntolweny aswdirs v
San Juan River, from the Caribbean Sea to the Cocibolca Lake, and adapted to sweet waters. During

the 70s there was an indiscriminate shark hunting that took the specie to the point of extinction

(Miranda 2010)
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Cocibolca Lake, the volcanog®metepe Island. have never been so

close of an activeolcano likeMasaya That does not have a pr

The above perceptios are more complex, based on firginds experience at the
destination. This goes in line with Echtner and Ritchie (1991), Gartner and Hunt (1987),
Pearce (1982) and Phelps (1986) proposition, tbieyed that images obtain after
visitation are more realistic, from those formed by secondary sources. Additionally,
Echtner and Ritchie (1991) pogith a t Athose more familiar with
images that are more holistic, psychological and ueigu whi | e t hose | ess f ar
have images based on common featur&te descriptions very detailed; it denotes not
only functionafattributes, but also psychologidablistic impressions such as pleasure
and priceless. Ligwise, it is evident that goceptionsabout attributes and holistic
dimensions can overlaps well as the functional and psychologahracteristics

To continue, cultural aspects of the DI were also pointed byAhdor example:

AYou have a much bi gdfeerntienocatdi ti on of gro
You can go to the coffee region in the north, so it's kind of lots of

more culture. o (JH)

The above two quotes, are from §Ahat offerNicaragua, in this sense, there is a
relation with the attributes they identify from the countrg avhat it is offer in the TA
catalogues. For instance, the §2esper Hanibal, in their 14 day package to Nicaragua,
one of the main highlights is Matagalpa, a city in the North region, where the tour takes
the clients to a coffee plantation; arguablyrbfers to Nicaragua as country of a bigger
coffee culture because of his technical knowledge aboand his experience. Likewise
Albatros refers to very specific places such as Pefias Blancas, Cocibolca lake, Masaya

Volcano because those places@ae of the visit to Nicaragua.

On the other hand, an interesting insight fréddatros was thatthe participant
referred to the war history of Nicaragua as a positive aspect, contrary to what most of the
participants have mentioned; that instead of beingctlegys a negative image, it can be

attractive, he mentioned:
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AThe gl or iob Nisaragha. The colonjal and modern
history, eren all the problems Nicaragua have ra@ attractive,it is
a motive of inspiration for uséfor exampl
to the revolution museum, and there you are guided kbyombats.
That is an attractive thing. The experience a person that comes from

Denmarkhas to listen to an esombat to listen alb u t (Albatrog

This could be paradoxical, as the war image of Nicaragua is one of the
cognitive/perceptual evaluations that are deeply embedded in the minds of the clients.
However, as mentioned before, the theory indicates that negative imagesroandved
after visitation. Moreover, this opinion could suggest that the violent past of Nicaragua

couldbe transform into an attractive historic resource.

5.2.2. Psychological characteristics of Nicaragua’s DI
Psychological characteristic, refers to thaspect that cannot be directly observe or

measurable, for example the atmosphere, friendlinesgEetttner and Ritchie 1991)it
IS interested to note that the findings showed a more elaborated hudsaticological
image of Nicaragua than a holisfienctional image. On the other side the psychoklgic

attributes seems to be less.

Safety issues
To start with, the DI of Nicagua is very fragmented when it comes to psychological

impressions about safety. On one hand most of thealfeed that Nicaragua is a safe
country, on the other hand, they highlighted that it still have a negative image of war, as
it’'s been previously ried, and that this has resulted in images of insecurity, crime,
political instability in the minds of their clients. Hence safety issues are one of the most

persistent psychologic#lolistic perceptionsabout Ni@aragua as a travel destination

The insightof Jesper Hannibalvas previously mentioned, wheitewas commented
that when people think about Nicaragua, they immediately think about the civil war. On

the other hand]esper Hannibacknowledged that Nicaragua is a safe country:

78

——
| —



A Ni car agulaone & theg safesdh eobntries in Central

America, at least that is what the statistics say, that is safer than

Costa Rica, then | thiesgerHanhimy e i s really n
The TA Albatrosopined:
ANi caragua i s an unexpi$ stit ol country and

developed strongly, this leaspect is very positive, but the civil war is

still part oftheimage of Nicaragua, and it can be believed that there

is not enough security and that there is a lot of poverty. Istala@e

efforts to promote aestination that has a negative image in general,

because clientsd wonEt travel to a destine

be in dangero.

Perceptions of risk and safety and travel experiences are likely to influence travel
decisions, which is the case ofbatros clients, their perceptions of a negative DI of
Nicaragua hinderthe promotion of the countryn other wordsfiwh at matt er s most
the success of a destination is often the perception of risk that the tourist might face

ratherthan the actual risthat is keeping visitors awdZosta and Bauer 20G1).

Topas Traveadded:
A | probably would thithdghtalhbvet t 1 e bit t he
about Colombia, eople think is a dangerous country, but when you
get thereis very nice andhte peopl e are very welcomingo
Trave)

Again, the holistiepsychological perceptions regarding safety are conditionedeby th
negative image Nicaragua ha3n the contrary, according toThe Travel & Tourism
Competitiveness Repo2015 (Schwab, et al. 2015Nicaragua was the third safest
country in Central American after Costa Rica and Panama in 2015.

However the findings in this respect are consequent with the theory in that those
images, rather thareality can conditioned the way a destination is perceived. Even
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though most of the Téthink Nicaragua is safer from what its images connotes, the

positive side is outpacdsy a deeply rooted image of war.
The TA Inter Travekxpressed:

Aif W@ opbe i n [hew doayolk fee[ abput
Nicaragua, would you go there onwyoown, take a local bus, jump
[ é] |l think people would probably be
heard many stories about gangs, narcotics, and so on, the jails are
pretty horrible, so | think that Nicaragua would need to get away from
a bad mage before they coudpen wup at a full scal
(Inter Trave)

Very detaied psychological attributes such s Afgangso, Anarcot i

pointed out by Inteffravel. Clearlythis psychological perception about Nicaragua as a

destination lean® negativeaspects

Conversely to the negative image discussed above, tkgdieived Nicaragua as a
country with warm and welcoming peoplethé next section elaborateon this
psychological aspectThese dual perceptions that most of theshald about, that its

safe country, but with an accentuated image ofc@arbe related to Campo and Alvarez

‘s statement (2000 when a destination igeisaimilardount r vy,

c ount r y The diffegerece between country and destination image as they explained
is a fAparadoxo i ni pdeeowd leo pdinmgu | ct caunnetoruisd sy,

country image and a positive destination

Welcoming people and not a touristy countr y
Interestingly,the perceptions about the Nicaraguan people wery positive.Most

of the TAs when asking what is the mood or atmosphere they think they can find or
expect from a destination like Nicaragubey refered to the nice and welcoming
people, some pointed out at the kind interaction with the locals. This perception was also
related to the perception of Nicaragua as a destination not so tpandtyherefore, Té&

believe thainteractions with loalshappens morgatural.

One clear example is:
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Al can take from my clients what they tell me when they get back.
They say people are very friendly, and trying to do the best. People
are not so used to tourists. When clients go outside the touristy are
they experience the real Nicaragua, they feel very comforable
(Tikva Trave)

Likewise, Topas Traveexpressed a similar perception:

Al would think that Nicaragua is not a country that has a lot of
tourism. So | would think that people would ibterested in tourism
and not tired of having a lot of tourists. So | think they would be very
welcomeé (Topas Traveél

Another example related to the people of Nicaragua was perceived as follow:
AAs far of people, it was in general very ric€lespeHannibal)

Similarly, the tour guide from Albatros mentioned h@& people, warm people, helpful.
Everything to be liked(Albatros.

This psychological perception f fi we | ¢ o méounldybe pelatedptd a Ipecific
psychological attribute, however, tliescriptions suggest that $Averceivethis as a
general feeling of the atmosphere or environment they would expect or has experience
in Nicaragua. This shwes that perceptions can overJagnd some may possible to denote
not only attribute but also holigc dimensions.

Albatros highlighted the interaction with the localgis an authenticand cultural
experience, a very nideteractionwith the peoplé (Albatrog

The latter also shows that interaction with locals are part of the cultural experience one
can expect at a destination, in this sense cultural experience can be described as an

functionatholistic perceptionas shown in figur8.

This psychological holistic perception of Nicaragua is a very positive aspect to note in
a destination. In factthe NationalPlan for Sustainabldevelopment ofTourism in
Nicaragua(2011)p o s friendling@ssand hospitality oNicaraguan peopteas oneof the
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story linesto bedevelogdin ordertransmitpositive messagebkatshowsthat Nicaragua

is a destinationwith unique experiences, where tourist can feel phdulture,welcome

and safeThe perceptions of the T8xegarding Nicaraguangemto indicatethat there is
potentialto for thatstory line.In relation to thisLEE and XIE(2011)s t at elocdl h at A
people are the key communicators of destination personalities and play an important role

in attracting and retaining tourisés

5.2.3. Common - Unique dimension
This dimension make®ference to the traits of a destination which cafileeo mmo n | y

used to compare al/l the destinations to those
(Echtner and Ritchie 1991n the past two sections, the attribute aanliskic perceptions

of Nicaragua's DI regarding functional and psychological characteristics were presented

and discussed. As mentied most of the TA perceptions about Nicaragua are based on

very general observations that could be apply to other déistas in LA, such as nature,

culture, colonial architecturéCosta and Bauer 20Q1yhen askingthe participants

fiwhat attributes or characteristics do you consider are unique fiicaragua?0 the

findings showed that TAhatdon’t offer Nicaragua couldot identify any unique aspects.

On the ¢her handTA that do trips to Nicaragupointed out at specific characteristics

they consider unique. However, they stressed out that their clients those places are still

unknown.
In relation to the first poinpne TAmentioned:

A lwould say that what Nicaragua has to offer you could also find
it in Mexico, you can also find in Panama, mostly. | think fou ask
a normal client, do you want to go to Mexico o Nicaragudey will
always choose Mexico, because they know more about it, they have
heard about the . (BvareeRejsgds, t he Mayaso

Similarly, Topas Travethared:

Alf you have a destination like Costa Rica, it has some names like
Monteverdecloud Prest, things like that. There are not any names

that come to my mind when | think of Nicaragua. There is not any
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highlights, | can’t mentiom ny t hi ng, a mouhamain or a <city

missing a hightj h t(lopas Travel
Likewise,the TA Inter Travesaid:

A Idon"t know much about Nicaragua. | know someone that has
been there, | haven't been there myself, but if you don’t know it
yoursel f, you havenkEt been there, you don

points, wly would you goto Nicarag@a ( | nt e)r Tr av el

Evidently the Dlof Nicaraguds lacking ofsound,o f uniuecomponents TAs have
argued Nicaragua does not stand ioutomparisonto other destinations.g. Costa or
Mexico, and that givethatthere is not a unique selling pasntlients clearly wil feel
moreattractto destinations with stronger DIhe lack of recognize landmarksasbeen
one of the main challenge$ Nicaraguaas a travel destination that needs to be addressed
by destination markete(EPYSA, et al2011) According toRitchie and Crouch (2003)
Aficons help to reinforce the uniqgqueness of the

On the other hand;A offering Nicaragua mentioned:

Alf you take any countries in Latin Amer
common denominator, and where does it stand out? What we
emphasizes about Nicaragua would be the colonial heritage sites of
Ledn and Granada. Places like Ometepe, if they watiate some

pristine beaches the Cors Il a r{JdspeiHanniba)

iDefinitely itEs the cultural and histor
commented that they have enjoyedithet er acti on with the peop
(Albatrog

It can be said that in general Nicaragua does not ceithti uni que cgorat t ri but e
holistic images in comparisaio otherdestinationsand despite some TAhighlighted
specific aspects, for them what ithelispensablés to sell adestinatiorthat counts with a
positive and strong imageAs it's been mentioned before, an unknown @l

misunderstood image implies much higher costs for efforts to enhance the destination’s

83

——
| —



competitiveappeal and those TA offering Nicaragudhavearguedthat for that reasqrit

is not possible to sell idaragua as a main destination.

In this sense it is pertinent to take Ritchie and Crou¢R(093) staement, they
mention that while it is important that destinations convey positive imagaat is
especiallydesirableis the development of a positive unique image that distinguishes one
destination from the many competitors that are actively cuyrthe same potential

visitorso

What is contradictory is that for the FAnd for their target groups there is one aspect
aboutNi caragua that has been persistent, and
which TA has refer as the war. While it is true that this has been perceived as a negative
aspect of the DI of Nicaragu it is alsathe most known image of Nicaragua, which can
be also consider as uniquarguably It could be possibléo transform the negative
perceptionabout this historic elememito a positive an attractivenique image. This
will be further addresm the recommendations section.

5.3. Information sources
As mentioned in the theoreticklhmework,information sourcesre fundamental in

presenting, introducing and exposing ihformation of a destinatiofTasci and Gartner
2007)and according to Gartner (1993oted byBeerli and Martin 2004#jitheyare the
forces which influence the forming of perceptions and evalua@tidfsr this reason is

important to dedicate a section to the role they played in the perceptions of the TA.

In this respect As argued that the scarce knowledge they and their clients possess
about Nicaragua as a travel destination are a result of little information received from the
induced sources of informatiofthosewith tourism commercial aim coming fronhe
destinatio, on the other handperceptionswhere the TA seems to hawa stronger
argument, suclas the war image andsafety issuescorresponds to the influence of

organic sources, with no tourism promotion aims.
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Inter travelnoted:

A | w o0 urhedia, bua that is more bad stories, something like
now the USA is sending back the criminals to the Central American
countries, and now there is more crime in Honduras and
Ni c ar aagely alésee some nice tourism information from
Ni c ar aSyaner Rejsp

Inter Travelmentioned:

fiNobody is telling a good story from Nicaragua, we only hear in
the news or documentarfe® ] saw adocumentaryand there were
following a local police ad how there were working there and
sonebody got shdrteritavejt he street 0.

Both TAs refer to secondary information sources, more specifically, organic sources.
This type of sources can have positive or negative impact on the DI, depending on what
type of information is beindelivered and the destination marketdrave no control over
them. The sources named by the participhatge certily influence their perceptions in
a negative wayAccording to Tasci and Gartné2007)these types of sourcésh av e a
higher level of credibility and ability to rich crowdisanthose sourcewith commercial

ai mso.
Meanwhile Topas Travementioned:

Al think is because we have not looked at Nicaragua as a
Destination for us, so | havenoét | ooked at
be honest | sort of have this perception oén€al America of
Honduras and Guatemala, | know them because my friasdbken
there a couple of times and have talked abodtdgn’t know anyone
on top of my mind whose been to Nicaragua and that came back and
gave me information, or teéd aboutitangd how pi cthawee s . [ é]

a tendency of blocking, until you start looking miee into a section of
the world. aad you start getting more different imageg§Topas

Trave)
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This opinionshows that organic sources play a vital rioléransmitting information
about a destinatignn this case, it involves friends given information based on their own
knowledge and experiere@bout other place®n the other hand, Topas Travel has not
looked at Nicaragua as a travel destinatitrat coud potentially be included in their
offer. Arguablythereis notspecial business interest orasghing for information about
Nicaragualn this respectFerreira(2011)points out thatfipotentialtourists have a strong
or a weak organic image and/or direct or indirect experience with the tourist destination

will influence the amount of information sougimd effot s made i n this search

Thus TAswill search for information about destinations of their business interest, and
if destinations such Nicaragua, where the organic imagehoW are related to negative
aspects, and the destination originated information is basically absence is veejyunlik

that the DI of Nicaraguavould beconsideedattractive tahe TAs.

For TAsthat offers Nicaraguat he t our s | e ad Alparogaegemedt he i nt e
to be oneof the most important sources; as well as feedback of clients coming back for a
trip. In this respect, as mentioned before, the DI of Nicaragua has been ehnbyatice
experience at the destination, asslfave pointed out, their customers comes backyap
and theirexpectation have been surpagsin other wordsthe perceptiond’As hold
about Nicaragua are assessed on the basieipttustomer and tour guides experiences,
and their own managerial assessmeaatnsequentlyit will have an influencether
package development decisions

Additionally, local stakeholders, such as the inbounds B@e important sources as
well, Tikva Traveb ment i oned:

Al look in Facebook because | am friends of Camil(&avel
planner of an inbound TO in Nicaragyal know where to get my
informationf r om t he ¢ oun (Tikva@&ravel)l wor k witho

Arguably, he quest for information is therighly motivatedby business interestlt
can be said that theerceptions of Nicaragua DI have been influence mostly by organic
sources, such as news, documentaries and the broad media coverage that took place in the
70s during the Revolution in Nicarag(@rotti and Misrahi 2015)which is the strongest
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image embedded in the TA. On the other hdmedlack of induced sources has resulted on

a less accentuated induced image.

In this respect, TA highlighted two important pointdNicaragua needs to enhance
their marleting strategies in order to create a higher level of knowledge about its DI
within the Danish market, and also to communicate stronger positive messages, rather
than negative ones coming from organic sources. Additionally thegdaitbet is it
necessaryo impulse cooperation with more FAs way of enhancing the negative image
the Danish market has of Nicaragua.

One of theTA mentioned:

filt's about making the infomat i on available to the pub
Inviter Dani sh TA t o \casskiffordiaoperfaugua [ €] b
TA start promotion irtheir catalogues a 14 days trip to Nicaragua, at
some point people will noticdt is responsibility of the country to
spread the word about what they have, aviten it is attractivehen

the agencies will selldt (Albatros)

TAs consider that destinatismeeds to work on their DI in order to attractsAand
that by attracting TAit is also possild to reach the final consumés it's beenrstated,
DI is very important in determining the popularity of a counBreaves and Skinner
2010) likewise TAs addressilemandtowards destinations they include in their offer,

which are those destination with strong positivgBdloglu and McCleary 1999)

TAs need to receive positive messages from the destinatidmpes Travekaid: il
think probably the most important things of hearingeamhi ng good about a cou

Regarding the cooperation with local sthklders of the destinatiothe TA Inter
Travelmentioned:
AThey would also need strong cooperation with strong TA, because
they would be the one doing the most marketing, they would do more
to sell the country because they can make money out of it. So you need

not only to do strong promotion of the country but styoTA
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cooperation within Denmark to makectaally people go to

Nicaragua, lecause the more agencies focusing on one country the

more people are going there bythe el ves of together with th
(Inter Trave)

This opinionreinforcesthe importance of TA as opinion leaders.The more TA
focusing on a destination indicates that such destination is a reliable place to visit, and
moreover an attractive place. Many scholgiBaloglu and Mangaloglu2001;
Alaeddinoglu and Can 2010; Mulec and Wise 2012; Vaal Zait 2014; Berrios 2015)
regarded TA as travel advisors, and regardless if the final consumer purchase or not a

travel package, they will heavily rely on the TA preferences.

In sum the perceptions of the $Mdicatesthat the DI of Nicaragua is nottetctive
for the outbound Danish T8Aand this is a result of negative associations with its DI. TAs
argued that the lack of promotional material regarding the Nicaragua as a tourist
destination has influenced the fact that the negatives messages rdoamearganic
sources have been more constant pacsistent Consequently TAs won't put further
effort on promoting Nicaragua if its DI is not improves, because a country with a

negative image is not attractive to potential tourists.
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6.  Qiteria for assess ing qualitative research

This section elaborageon the trustworthiness of this thesis. This is done in order to
assess the accuracy of the findings and data collection methods(Gsea 1990;
Lincoln, Yvonna and Guba 2013; Bryman 201Zyusworthiness will therefore be
assessed according the four criteri@sedibility, transferability, dependability and
confirmability.

6.1. Credibility

In order to achieve credibility, according to Bryman (201R2¢ researcher needs to
ersure that th findings are carriedut fiaccordingt o t he canons of good
Moreover that the methods selected are the most accurate to answer the research

guestion.

In respect to the first point, all the interviewees were informed about the purpose of
the research, and how and fanat the data collected from the interviewees were going to
be used. Moreover ethical considerations such as confidentiality and comsent

informed, and their right to withdraw from the interview.

In respectto the second point, triangulation is recommended to ensure that the
researcher gain as much insights as possible to enrich the red&aralan 2012) This
thesis only used one method of datdestion, such as the interviewsith the experts
because the research questiorderpinsTAs as the unit of analysi®y talking to the
representatives of the TA the researcher ephidetail information regarding their
perceptions about the DI of Nicaraginam TAs perspectivesAnd this was the principal

aim of this research.

In addition, the researcher clarified some points of the interviews that were not clear
enough at the time othe transcriptions and analysishi§ process consisted on
elaborating short and asserted questions in relation to specific aspects relevant of the
interviews that needed further clarification. An email with the questions was sent to the

participants, tavhich the participants agreed to collaborate.
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6.2. Transferability
Transferability refers to the way the research can be extent to other s@bamngsn

and Lincoln 2005)According to Bryman (2012) no study regardless the metlisedisi
universally transferableln this thesis, theresearcher provided detailadformation
regarding the setting the stuagethodological procedures and information of shaple
(seemethodology sectionin order to enable the reader to consider if fihndings can
move beyond the setting of shithesis.It would be up to the reader to assess the
transferability(Denzin and Lincoln 2005)

6.3. Dependability
Dependability entailsiensur i ng that compl etesofftecor ds ar e

resear ch (Bymanm Q@&L2) $noother words it is about giving access to the
examiners that would assedbe researchror this reason, all the material relevant to this
thesisis available.The transcript®f the interviews can be found in the appendix of this
thesis and recordindgsve been gathered in a CD attacth&thesis.

6.4. Confirmability
Confirmabiltyii s concerned with ensuring that, wh i

objectivity is impossible in sodieesearch, the researcher can be shown to have acted in
good (Beran BOA2)In other words, the researcher throughout the whrmeess

of the research was hondstthe reader regardirtge information being displayedhe
researcher manifesd a reflective position in all thehases of theesearchMoreover, the

ethical practices were followed during all the process and the role of the researcher and

her influence in the outcome watiscussd
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7. Discussion

In this chapter, the conclusionmplications and suggestions for Nicaraguans
stakeholders limitations of the researctand suggestions for further research are

discussed.

7.2. Conclusion s
This section presents the answers to régearch questiortiow do the outbound

Danish Travel Agentsoffering destinationsin Latin America perceivethe Destination
Imageof Nicaragua? In order to achieve this, a qualitative exploratory case study design
was chosen as the most suitable methodological approachkinoagcess the TA
perceptions regarding the DI of NicaragQaualitative semstructured interviews were
conducted with six outbound Danish Travajents;sevene x p ememisets of these

TAs wereinterviewed

Cognitive/perceptual and affective components enabled to uncover the overall
evaluationsfrom the TAs regarding Nicaragua. His accounted as the backgnal to
better understand the TAgerceptions.Furthermore, he tri-dimensional model of
Echtner and Rahie (1991) was used as a tool to unveil the ey TAs perceivedthe
Destination Image of Nicaragua.

The first section of the analysis focused on the cognitive/perceptual and affective
evaluations of the TA regarding Nicaragua’s IDlthis respect htefindingsrevealedhat
the cognitive/perceptual and affectiesaluationsof the TAs are strongly rooted in a
political andmilitary episode that took place in Nicaragua between the latarf@she
80s,namgl A The Sandi nitwas aotedhathie ¢pisade imthedhistory of
Nicaragua ascribed an image of war to the country, and consequently a set of negatives
images in relation to safety, political instability darpoverty; these evaluations
demonstratedo havea remarkable influence in theay Nicaragua is perceived as a
desthation by the TA. In this respect the findings revedlthat when TAs think about
Nicaragua there is a bigap between the@mages theTAs associatewith country in

generaland what they know about Nicaragua strigtlyelationto the tourism industry.
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Moreover, the findings showed that there is a strong relationship between these
evaluations and the demographic characteristics of Agetarget groupslt can be said
that the cognitive/perceptual and affective evaluations of threrégarding tis specific
fiwaro episode responded alevel, to theirc u s t odemagraphic characteristissich
as t heThd BAg pricnary targetgroup is people mostlyin their late 40s and
onwards. Thigyivesan indication thapeople overcertain agewill be familiar with the
ASandi ni st a NRaaguatonsequemthitteywdlfremember the violent past
of the country andwill therefore associate Nicaragwith negative imageof war, rather
than being familiar with Nicaragua as a travel destinattoguably, for TAs that were
part of this researclhe image of Nicaragua as travel destinatias beeronditioned by
this perceptive/cagtive andaffectiveevaluation, and the findings revealed in this sense

that TAs won't sell holidays destinations with risky images.

However, thisis also anndicationthat for TAs targeting younger segmerttseefi wa r
i ma glae® not necessarily represent an issue that will negatively affect the perceptions
of Nicaragua’s DI, as younger segmeraty not befamiliar with this episode, hence they
won’t create any associations with a war when thinking aN@#ragua.On the other
hand, it was pointed ouhe specifictarget group of the TAswould be people with
enoughresources to travel to long haul destinatisnch as Nicaragua, however the
negative image of the country discourage potential t@umgtich represent a drawback

for the tourism in Nicaragua in relation to the this market.

Moreover,contrary to the familiarity TAs antheir target grouphave with the war
imageof Nicaraguathe findings showed that Nicaragua is considered as an unknown
travel destinationkor this same reasothe TAs that already offer Nicaragua argued that
it wouldn’t be possible to conceive it@sin detination in their offer, ratheit is sold in
combindion with othercountries that hold a more attractive. Dl addition, TAs argued
that due to its unknown DI, customers don’t have high expectatibesever they are
going to embark on a multlestination holiday in Central America, where Nicaragua is
part of. However, the low expectations according to the fidve resulted imewardng

experiencebecauseustomers havactually gaten more from what they expesd TAs
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considerthat this is an indication that Nicaragua has potential to be deveblyped
destination This shows that primary sourc® such as firshand experienceat the
destination can improve the Of a place, and in this respe®is have a great power to
address their offer to destinations which good images. In the case of Nicaraguasthe TA
argued that if the DI of Nicaragua would ingproved they are surenere would benore

demand from their clients, and consequently more efforts to sell the country.

The second part of the findings uncovers the perceptions of teeefarding the DI
of NicaraguaThe functional and psychological characteristic whesedas the point of
departure.The findings indicated that perceptions of the sT#&garding the DI of
Nicaragua in relation to the functioAablistic aspects arelerivativesfrom general
observatios that couldeasily refer to other destinations in LA, for exampielistic
perceptionssuch ascultural and natural resourcea perception of a small and cheap
country,that dont point out at any uniqueharacteristicef Nicaragua in comparison to
other destinationsThis is related to the fact the Nicaragua is considered as an unknown
and unpopular destination within the TA, therefore, the TA evidenced certain difficulty
when elaborating on their perceptions about Nicaragua’ €dn be argued for the BA
offering Nicaraguaeven though there is a bigger knowledge about the country, it is not a
main destination, therefore the attention and efforts put into their promotion is limited,
which can result in a better knowledge of countries with s strongeubh as CostRica

or Panama.

When it comes to the functionattribute basegerceptionsonly the TAs that offers
Nicaragua could point out apecificattributes from Nicaragua, such e citiesLedn,
Granada, Ometepksland andCocibolca Lake. The rest gferceptions regarding this
same aspect were persistent to general observations as welhssbeaches, birdlife, and
jungle. In this respect the findings showed that most of ihArder to elaborate on their
perceptions took as reference other counthey know more about such as a Costa Rica
, arguing that they would expect to find similarities in Nicaragua. Arguaisy DI of

Nicaraguan relation to its funcbnalattribute is perceived as weak.
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Moreover, the ihdings indicatd that the attributeand holistiepsychological
dimensionof the DI perceived by the T3hhave a stronger sourttat allthe functional
one,because¢hey have beeoonditioned by thevar image, whiclwasthe most persistent
image for the TA. Hence Nicaragua is erceived as aountry dealing with safety issues.
While TAs that offer Nicaragua argued that they are awhe¢ Nicaragua is a safe
country,they alsoacknowledge that its DI istill affected by the negative image of war,
thus Nicaraguas unsde in the mind of their client<Consequently the T&\argued that
this has hindered the promotion of Nicaragua as a travel destinbfisragreed that the
Dl in this sense does not seem to be attractive to the Danish ntamnketagain, this may
be the cae of the groups belonging to certain #ugg arefamiliar with the wat history of
Nicaragua between the late70s and 80ss T#getinga younger segment may not

experience this same issue.

Furthermore the findings showed that information sources pdayital role in the
formation process of the DI of Nicaragua. éonsidered that there is an absendes o
information related to tourist offeringf Nicaraguathis can be also explain as the lack of
induced sources from Nicaraguwaachingthe TAs and thei target groups. @ the
contrary, most of the information that have reached Eamish public has been
information related to negatiaspects of Nicaragua; news, documentaries, and the strong
media coverage during the 70s are the most persistent organies of information that

have influenced the T#yerceptions.

Last, but not leasthe findings have shown the DI of a country greatly influence the
way a country is perceived, be it as an ideal and attractive destination or on the contrary,
as an urettractive destination. In the case of Nicaragua, the persistent negativeanthge
the lack of knowledge about tourist attributes and holistic imag#isated the DI of
Nicaragua does not have sound withinsTRelatedly,the findings have showthat
perceptions hold by TAs have an impacttheir business procedureend destination
choice In this respect TAs offering Nicaragua have received positive feedback from
clientscoming back from a holiday trgzhatincludesNicaragua, thisuggest that fst-

hand experience at the destination enhance the image hold by their clients regarding
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Nicaragua. Likewisethesepositive experiencehaveimproved the imagdeld by the
TAs regarding Nicaragua as travel destination; which indicatesittigtight to offer
Nicaragua. n this sense, Té&arguedthat if the DI of Nicaraguawould be improvd,
there would be bigger efforts to promote the country as a primary a&stirand not
only as an adan, however the current case if that it is a challenge to pmmabuntry

with an unknown DI, what it is more, a country that is associate with safety issues.

Consequentlythe fact tkat Nicaraguais consideed as an unknown and unpopular
destinationreduce the possibilitiedo put the country in the choice set of the sSTand
consequentlyin the choice set of their clients. In sutinis gives evidencethat TAs can
address their offer to destinations of intersti hence aa@s opinion makers, important

information sources arak channel between destinations and potential teurist

7.3. Implications for Nicaraguan stakeholders
The literature about DI indicates that explorangd gaining understanding abdit of

a countrycan assistlestinationmarketers and tourism stakeholders @ngra) to assess
the DI of a country andto better address their offer to specific target groups
(Alaeddinoglu and Can 2010Jhis sectionintends to draw on recommendatiadaging

the insights from théndings regarding the DI dflicaragua.

The findings of this Thesis revealed a set of implications in relatidinetgpromotion
Nicaragua’'s DIThe lack of cognitive/perceptuahd affective evaluationia relation to
Nicaragua as a travel destination, rajowith the little knowledge on attributes and
holistic images of the DI of Nicaragwall for the improvement of the communication
strategies from the destination marketerselation to theDanish segment. As argued
that what itis known about Nicaraguis mostly related to negative ages coming from
organic sources, anth order to reach the Danish market with positive messages

Nicaragua stakeholders shoutaplement:

Story telling

Story telling was considered to be communication stratéiggt TA suggested

Nicaragian marketers should implememn this respect, storytelling is considereal
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marketing toolthat focuses on experiencing. More specifically marketingoriented

storytelling would be pertinent, which is meant for external stddems(Elise 2014)

In this respectin relation to the specific case of thiewar i availpe to
Nicaragua, icould be transform in to an attractifieu n i higtarieal resourathat could
capture the attention of the TA| a positive way. Considering that TAs argued
Nicaragua does not stand out from any other destinatios fitvar imag® could be
telling a different story, and sending a different message to the target ¢natipsve
shown according to the TAs insight, are already familiar with this. Taking into account
that to the date Nicaragua is one of the safest countries in Central Aménea
ABvol utionary phesaluesthat movéithic historec gpisde, the story

of the people that witnessé&dhendl|l parobusi hasseé o

Nicaragua as Albatros pointed out coufpppeal to different senses of potential tourists
and trigger that desire of visiting cauntry that far fom being dangerous aptlingedin

a war, is one of theafest countries in CA

Cooperation with the Danish Travel Agents

It's been argued thatAs areregarded agpinion leaders and that images they hold

about destinatiaminfluence potential touristsAdditionally, It's been acknowledge that

TAs are influential bodiesi pur sui ng the function or organi

(Baloglu and Mangaloglu 200Bnd thereforéhey can address their offer to destinations
they consider to be attractive and beneficial for their busindss.this light, TA
considered that cooperation between the tourism stakeholders from Nicateuas
Inbound TOsand Danish TAis a step that nesdo be followed. First there is a need to
introduce the tourist offering of Nicaragtmthe Danish market, as it is unknoviFAM

trips offered tothe Danish TA to Nicaragua could be the best wagrtwide firsthand
experiences, as t been noted that primary sources could enhance the DI of a place.
Then as Inter Travel mentidifor a destination to std up, they would also need strong
cooperation with TA, because they would heet one doing the mo s t
Arguably, the TA could contribute to enhance ¢hDI of Nicaragua within the Danish
market, to what MNiaragua wouldcheedto create strategic alliances with Danish TAs,

especially those present in the region.
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Participation in Travel faira/shere Danish TAs go would also be appropriate.

7.4. Contribution
This thesis was design as a qualitative exploratory case study aw#s@&@ previous

studying exploring the DI of Nicaragdar om t r av e | i nt erhepcd,i ari esod r
it can be said that this piece of research has contributgditounderstanding of the

specfic case of the DNicaraguaand how T4 perceiveit.

This Thesis can alsserve tanform Nicaraguans stakeholders that have an interest
addresmg their offer tothe Danish markeandto comprehend howhis particular market
understand Nicaragua as a travel destination.

It also shed |Iights on the resonance that th
point that this episode still affect theage of the country in people over certain ages, and

can assist tourism stakeholdersaokie the problematiwhen addressing their offer.

As it's been mentioned, there is only one research addressing the perceptions of
Nicaragua's DI from the tourist peective that was conducted with tourist already
visiting Nicaragua. Thereforehis thesis shows the importance of engaging on DI
researctabout Nicaragua frora different angleand the relevance it has for amerging

destinatiorto comprehend the current situation of the perceived DI ofdhatry

7.5. Limitations
One of the main limitations of ik research is that by conductiagjualitative study,

which seeks for iwdepth analysis, the findings of this thels&sed on the perspads of

six TA and seven participantsannot be generalide and may not resemble the
perspectives of all theutboundDanish Travel Agents offering destinations Liatin
America;instead the findings should be conceived as a representation of parttukthe
sector.If DanishoutboundTA offering destination in LAwith other type of target groups
would have participated, findings may have revealed other types of perceptions about the
DI of Nicaragua.In addition, this thesis has limitation given thatwss conducted
regarding the specific case of the DI of Nicaragua; it is not generalize to wider context.
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7.6. Further Research
This thesis focuses only on the perceived DI of Nicaragua from the TAs perspectives.

As the findings demonstratee current targetrgups of the TAs that participated in this

research were people over 40s, which influence to a great extent the perceptions of the

TAs and the affections the fAwar |imageo carrie
extend the scope of this researaduld be addressing the DI of Nicaragua from TAs

addressing their offer to younger segments

In addition, it would be pertinent to research on the about the Danish outbound
tourism, their motivations and expectations when traveling to long haul destinatnahs
the researclthe point of view of Nicaraguan stakeholders in relation to the potential of

the Danish market and to what extend Nicaragua could meet their needs and expectations.

Moreover, it could be enlightened to research on push and pull fa¢tdis in their
destination choice set for countries in LA or the Central America Region and explore

their opinion regarding thosepets in relation to Nicaragua.
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