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Abstract

Events have become increasingly important in building a positive destination
image. In addition, destinations and events are in a relationship concerning image
Issues, especially for emerging destinations. So that, event image could be also
utilized to predict potential tourists’ perception of a destination with regard to trust
in tourist destinations. The objective of the current study is to analyze the concept
of event image and its effect on destination visit intention to New Alamein as an
emerging destination through interaction between quality of life and tourist trust.
The quantitative approach was used, so a questionnaire was the best tool for
collecting data. Hypotheses were verified with SEM using Amos v.26. Based on
the analysis of 384 questionnaires, it is concluded that the event image of Almain
festival affects the visit intention for New Alamein as an emerging destination. The
results also indicated that quality of life moderates the mediating role of tourist trust
In enhancing the potential tourists’ intentions to visit New EI Alamein. The study
concluded that the event should be repeated and activities should be diversified,
especially those related to culture and heritage of the city in particular and Matrouh
governorate in general. In addition, the study adds to the literature of event image.
Keywords Event Image — Destination Visit Intention — Quality of Life — Tourist
Trust- Emerging Destinations- New Alamein — Matrouh.

Introduction

Tourism managers are trying to ensure every city that has a share of tourism
traffic and revenues. In emerging destinations, it is urgent to influence the decision-
making, especially for potential tourists. Thus, destination marketers should adopt
and develop the right strategies, competitive advantages and promote effective
enhanced destination image (Alotaibi, 2021; Osei, 2022; Wang, et.al. 2023).

Based on tourism literature, the destination image could help planners and
managers to recommend the first visit to a destination or understand tourists’
behavior. Many academics have discussed the similarity and mutual influence
between event image and destination image and both of them have a positive
influence on behavioral intention (Bennekom, 2014; Michael, James & Michael,
2016; Al-Dweik, 2020; Kuci, 2021; Yang, et.al.2022; Wang & Butkouskaya, 2022).

In the emerging destinations, local agencies and tourism marketers spend
on events and festivals for potential economic and social benefits and building a
positive destination image especially amongst the potential visitors. So that,
Alamein festival was hosted during 2023 (Arnegger and Herz, 2016; Adruce,

- 164 -



Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 7 Issue (2/2), December 2023

et.al.2021; Somsak, Kaewdang, & Tinakhat 2023). Tourist trust is considered an
important domain; it is about the perceived reliability and credibility of the vital
elements related to destinations while planning vacations especially for potential
visitors. It has also an interrelationship with destination image and it could drive
travel behaviors such as visit intention (Wanget.et.al. 2014; Liu, J.et.al, 2019; Li &
Yang., 2022; Moraga & Barra, 2023). Many studies investigated the relationship
between tourism and its positive effets. and its relationship with sustainability (Aref,
2011; Andereck & Nyaupane, 2011; Myers, Budruk & Andereck, 2011; Croes, 2012;
Dolnicar, S. Lazarevski, K. & Yanamandram, 2013; Hsu, et.al.2020). Despite, few
studies in tourism literature discussed relationship between tourist quality of life
and travel behavior (Gondos, 2014; Uysal, et.al, 2016). So that the current study
tried to fill this theoretical gap asking the following questions; how does event
image affect destination visit intention and what is the role of the interaction
between tourist trust and his quality of life in this process? Theoretically, this study
aims to develop and propose a model. It also tries to contribute to the tourism
literature through widening the knowledge of event image considering the
interrelationships with the other two constructs; tourist trust and quality of life in
an integrated model. On the practical side, the results and the conclusions are
presented, shedding light on some managerial implications.

Literature Review
Event Image (EI) and Destination Visit Intention (DVI)

In the study by Sharma and Nayak (2019), they find that a tourist’s
destination image significantly affects intentions for visiting and recommending
to others. In other words, tourist behavior is formed through destination image
either pre- tourism or post- tourism (Chaohui, Lin & Qiaoyun, 2012;
Agapito,2013; Michael, James & Michael, 2016; Sharma & Nayak 2020; Yang,
et.al.2022; Chu, Bao & Sun, 2022). The successful event could be considered as
a positive experience for the attendees and spectators and could improve the
destination image and induce the decision of travelling (Kaplanidou & VVogt 2006;
Hsu, et.al.2020; Xu, Wong & Tan, 2022; Somsak, Kaewdang & Tinakhat 2023).
According to Hsu, et. al. (2020), the destination and the event are related to one
another in tourists ’thoughts. In other words, the positive image of the event
enhances the destination image (Kaplanidou & Vogt 2006; Li, et.al, 2020). Event
image is defined by Valle et al. (2012) as “the search for unforgettable experiences
in unforgettable places and participation in events during their stay that can
contribute to feelings and the process of forming imagination”. It is also has the
same components of destination image; the cognitive, the affective and conative.
Both of them influences the intentions to visit the destination and re-hosting the
event (Kaplanidou & Vogt 2006; Lita, 2015; Yang, et.al. 2022). Media influences
potential tourists’ perceptions through the event, therefore, Event image is
considered as the core content of the event evaluation and tourist attitudes towards
destination. In other words, event image is influential for tourists to choose their
destinations. Consequently, planned events change tourists’ perceptions of a
destination because of the strong link between destination image and event image
that results in a common image with great impacts on Destination Visit Intention
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(Arnegger, Herz, 2016; Jensen, 2016; Li,et. al.,2020). In addition, in the event—
destination image transfer model, the event image has a positive effect on
behavioral intention toward the destination pre and post visit and their local
products (Marques, Silva & Antova, 2021).

H1- Event Image (EI) has a positive impact on Destination Visit Intention (DVI)

Tourist Trust (TT)

Most definitions of trust refer to one's willing to have positive beliefs and
expectations about any interest relying on adequate reasons at a certain time about
the benevolence of the trustee (Williams & Ballaz, 2021). In tourist destinations,
Trust is a multidimensional concept amongst three parties; local inhabitants and
tourist public and private institutions. It is about honesty, benevolence, and
competence of the core factors linked to the tourist destinations in terms of
meeting tourist needs ( Marinao, Chasco & Torres, 2012; Artigas et al., 2017;
Primananda, et.al., 2022). According to trust transfer theory, positive image and
positive attitude towards events have a positive impact on trusting destinations
and behavioral intentions. So that, successful events could be effective in
destination trust (Soteriades & Dimou 2011; Chen & Phou, 2013; Lee et.al. 2014,
Avrtigas, et.al, 2017). For example, positive E-Word of Mouth (E-WOM) on social
media and Online Travel Reviews (OTR) about event or destination have an
Impact on destination image and consequently potential tourist trust and visit
intention (Lujun & Chen, 2021; Shang,2021; Anubha, Narang & Jain, 2023).
H2- Event Image (EI) has a positive impact on Tourist Trust (TT).

H3- Tourist Trust (TT) has a positive impact on Destination Visit Intention (DVI).

Quiality of Life (QOL)

Quality of Life (QOL) is difficult to be defined because it depends on one’s
perceptions about their life. It also refers to a person’s sense of well-being, or
dissatisfaction with life, and positive tourist experiences influences one’s sense of
well-being (Gondos, 2014). In tourist destinations, it is important to mention that
one's satisfaction about life motivates him to travel a lot in order to get more
positive experiences. Therefore, the quality of life of tourist and residents’ is
interconnected. Local people’s quality of life would increase because of
economical enhancement related to tourist travel and their activities (Dolnicar,
Lazarevski & Yanamandram, 2013; Geng, (2023). In addition, Tourism Quality
of Life (TQOL) indicators index contains indicators that could be beneficial in
measuring the relationship between quality of life and attitudes towards travelling
visitors (Andereck & Nyaupane, 2011; Puckzko & Smith, 2011). In this sense, the
quality of life indicators could be summarized into the wellbeing of some
dimensions; economic, social, environmental and political (Janior, et.al, 2020;
Das, 2021). The economic indicators include Income, employment , cost of living
and taxes. Health and safety wellbeing are about environmental dimension, for
example, air and water quality and rate of crimes. For the social wellbeing, it is
important to shed light on facilities and services such as infrastructure and
transportation. Finally the political awareness, political stability and political
participation is about the political dimension (Aref, 2011; Andereck & Nyaupane,
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2011; Choi & Turk, 2011).According to Geng, (2023 a) the previous measures are
the objective measures. He also stated that tourist quality of life could affect their
choices. Although, these indicators were studied in relation to community
residents in most of tourist studies, the current study will investigate the role
played by quality of life in the relationship between Tourist trust and destination
visit intention hypothesizing as follows:

H4- Quality of Life QOL moderates the relationship between TT and DVI

New Alamin as an emerging destination and the festival

The emerging destination is a developing rural, coastal or peripheral area
in the earlier growth stages in tourist traffic market, implementing tourism strategy
and local community involvement in tourism management. Therefore, the official
tourist organizations play a major role in the formation of its unclear image
especially for the potential visitors (Zmyslony, 2014; Arnegger and Herz, 2016;
Alhugbani, 2021; Yang, et.al.2022). According to the geopolitical point of view,
media is demonstrating New Alamein characteristics. In addition, New Alamein
City distinctive location’s was chosen to take advantage of its distinguished
location on the Mediterranean Sea coast to achieve integrated regional urban
development and Egypt Vision 2030. New Alamein facilitates the transfer of
population and labor amongst the Burj Al Arab, Marsa Matrouh and Sidi Barrani
and facilitates and diversifies the economic activities on the North Coast. The city
Is located east of EI Alamein Airport, about 35 km away, on an area of 48 thousand
acres. The first phase of the city is currently being completed on an area of 14
thousand acres, consisting of eighteen beach towers with 6,032 units and 10
towers whose implementation is underway.

There are also downtown buildings with 2640 units and The Latin Quarter,
on an area of 404 acres, with 11,655 units, the commercial area and the plaza. In
addition, there are beach entertainment area and the tourist walkway which is 7
km long. The city has a 700-acre compound with 10,800 units of chalets and villas.
There is also a distinctive housing with 1,920 units and 4,096 housing units in
Misr Housing project and the heritage city covers as an area of 260 acres. It
contains a mosque, a church, an amphitheater, cinema buildings, yards and
buildings for Exhibitions. Above all, there are two educational entities; Arab
Academy for Science, Technology and Maritime Transport and EI Alamein
International University of Science and Technology. According to Egyptian Hotel
Association (EHA) There are two 5-star hotels, two 4 - star hotels, one five star
hotel and two 2 star hotels. (New Urban Communities Authority; Egyptian Hotel
Association).

Alamein city has become famous during the Second World War (1939-1945). It
witnessed the battle between Allies and the Axis that changed the destiny of war
in which the victory was for Allies and has become one of the main tourist
destinations of the successors of all forces of the fierce battles of The Second
World War. The Cemeteries of Alamein attracts Italian, German, Greek,
Australian and the Commonwealth visitors. Alamein Military Museum is also an

- 167 -



Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 7 Issue (2/2), December 2023

iconic destination and it attracts thousands of visitors yearly. Marina Monumental
Area has potentials for cultural tourism in New Alamein but it has not been open
for visiting yet. It contains a lot of tombs and villas dated back to the Graeco-
Roman era (Matrouh Governorate 2005; Matrouh Governorate 2017; New Urban
Communities Authority; Egyptian State Information Service, 2023).

Hosting events can provide New Alamein as an emerging destination with diverse
economic benefits and a well-established image. Then, the actual visit will be
influential for the future of the destination in terms of Word Of Mouth (WOM).
This could be implemented through putting the city on the tourist map and
increasing the potential visitor number (Marques, Silva and Antova,2021;
Alotaibi,2021). According to Jensen (2016) the current studied case about New
Alamein festival could be a leisure event. The activities of the New Alamein
Festival were launched under the title “The World is Alamein,” On July 13, 2023
for a period of 45 days. The festival included artistic, entertaining and sporting
tournaments. For example, the international padel tournament, Alamein Air Show,
an international beach soccer tournament, car racing and Jet Ski Challenge.

There was also the Arab Judo Championship, triathlon race covering 3 sports:
swimming, cycling, and running. The Golden Generation Challenge was also
organized with the participation of a large number of Egyptian football players,
most notably Hazem Emam, Essam El-Hadary, Bebo and others. On the artistic
side, there was a fashion show for Michael Cinco, singing concerts for a large
group of prominent stars from the entire Arab world and honoring many of the
best artists. The aim was to enhance the destination image, varying its tourist
products and promoting various investment opportunities in the city (Egyptian
State Information Service, 2023).

Tourist Trust R/ H4 /@uality Of Life
H2

/ H3
\ \
Event Image ) 11 —/_ Destination Visit
k Intention

Fig (1): Conceptual framework of the study
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Methodology
Population, Sample and design

The current research adopted a descriptive analytical methodology.
Egyptian passive spectators of the event through social media or T.V were the
focus of this study. This study tests the proposed hypotheses and a quantitative
research approach was used in order to understand the phenomenon and its related
variables. An Arabic conducted online questionnaire was created using Google
Forms in order to collect reliable data, and all questions were closed. The
questionnaire included six parts; first, the warm-up part that explained the study
objectives and the second was for respondents' profile. The third part was about
the independent variable; Event Image (El), and it included four items. They were
adapted from an earlier published studies (Kaplanidou, K & Vogt, 2006; Koo,
2013; Jensen, 2016; Hsu, et.al.2020). The fourth part was for Tourist Trust (TT)
that was containing 9 items and they were taken from (Marinao, Chasco & Torres
2012). The fifth part was about Quality Of Life (QOL). It was comprised of four
questions quoted from (Aref, 2011; Andereck & Nyaupane, 2011; Choi &Turk,
2011; Dolnicar, Lazarevski, & Yanamandram, 2013; Al-Dweik, 2020).Finally, the
last part was asking for Destination Visit Intention (DVI) ,as the dependent
variable, and it was about 3 parts. They were taken from (Hennessey, Yun &Mc
Donald, 2016). The researcher affirmed the confidentiality of the responses and
using them only for scientific purposes. The structured questionnaire was
designed with a 5-point Likert scale ranging from strongly disagree (1) to strongly
agree (5). Questionnaire was answered between Sep. and Oct. 2023. The
researcher distributed 400 questionnaires, and valid questionnaires for data
analysis were 384 giving a response rate of 0.96 percent.
Data analysis
First, descriptive statistics; frequency, percentage, and mean values were
calculated for the respondents' demographics using IBM SPSS Statistics 28. The
results indicated that 81 % of the respondents knew about the festival from T.V
and social media. 54% of them classified the festival as it is multi activities festival
it is sportive, recreation and musical. In addition, 31 % of them classified it as
recreation festival. 72% of the respondents stated that the festival is enjoyable and
78% of them consider that the organization of the festival is good. 81% of them
prefer to visit Alamein in the future. 72% describe their standard of living with
“good”. 76% of the respondents indicated that they trust in the capability of tourist
and hospitality institutions to provide with required services. 71% of them trust
the credibility of the host community and also stated that the public tourist
organizations will facilitate their visit and provide accurate information with

percentages of 72% and 78% respectively.

In order to test the research hypotheses, Amos 26 was used. Structural Equation
modeling (SEM) allows multiple regression analyses of factors including multiple
regression, correlation and analysis of variance (Ullman & Bentler, 2013). The
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model's validity and reliability were verified followed by a test of hypothesis
through path analysis.

Table (1) Constructs validity and reliability

Scale
) Factor Square Sq. root of Comp.
construct | Ttem | oding o? FL. at qAVE Rel.p
coding
ot Ell 0.802 | 0.643204
EI2 0.798 | 0.636804
Image 513 0745 oceoags | 0606639 | 0778870336 |  0.8604
El4 0772 | 0.595984
Destination | DVIL | 0842 | 0.708964 0.8951
Visit DVI2 | 0849 |0.720801 | 0.74002867 | 0.860249189
Intention DVI3 0.889 0.790321
. QLFL| 0708 |0.501264
Quality Of
! QLF2| 0.73 0.5329
Life OLFs 0877 Toassazg] 627264 0.792 0.8180
QLF4| 0792 |0.627264
TT1 | 0682 |0.465124
TT2 | 0769 | 0591361
TT3 | 0.759 | 0576081
_ TT4 | 0697 |0.485809
TT‘_’;*JS'? TT5 | 0.764 | 0.583696 | 0.52360956 | 0.723608703 | °-2980
TT6 0.71 0.5041
TT7 | 0667 |0.444889
TT8 | 0.755 | 0570025
TT9 | 0701 | 0.491401

Table (1) clarified the convergent validity of the measurement model. For items
loadings of the construct, AVE was calculated for all latent variables and all of
them were statistically significant (above 0.5) ranging from 0.74 for (DVI) to 0.52
for (TT). In other words, all items in the model are consent with its construct.
Items with low loadings (less than 0.5) were dropped in order to strengthen the
analysis' results. Second, the discriminant validity, the square root of AVE was
calculated for all latent variables and all of them were statistically significant. The
values were ranging from 0.72 for (TT) to 0.86 for (VI) as shown in table. 2.
(Wang, French & Clay, 2015). Composite reliability (CR) was also calculated to
confirm the measures' reliability. The composite reliability of all latent constructs
must exceed 0.70. The calculated values were ranging from .91 for (TT) to .82 for
(QLF) indicating the internal consistency of the model. (Bacon, Sauer & Young,
1995; Hamid, Sami & Sidek, 2017).

Table (2) Analysis of discriminant validity
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Constructs (1) (2) (3) (4)
Event Image 0.77887
Destination Visit 0.67 0.86025
Intention
Quality Of Life 0.504 0.409 0.792
Tourist Trust 0.685 0.60.3 0.578 |0.723609
Results, Discussion and implications
Table (3) Path analysis and Hypothesis Testing
Hypotheses Path Estimate | S. E. C.R. P Decision
H1 El --> DVI 434 .066 6.588 *** | Supported
H2 EI-->TT 511 047 | 10.772 | *** | Supported
H3 TT --> DVI 470 .087 5.425 *** | Supported
QLF-->DVI 204 .084 2.439 015
H4 (QLFI):)(JIT) --> | -.043 .016 2719 | 007 Supported

Table 3 clarified the following results

There is a positive and direct impact of Event Image (EI) on Destination Visit
Intention (DVI) which supports H1 (p < 0.001).

There is an indirect impact of Event Image (EI) on Destination Visit Intention
(DVI) through Tourist Trust (TT) as a mediator, as mentioned above in table
2 , the effect of El on TT has a significant effect and the effect of TT on DVI
iIs also significant which supports H2 and H3 ( p < 0.001).

There is an impact of Quality Of Life (QOL) on the relationship between
Tourist Trust (TT) and Destination Visit Intention (DVI) which can be
analyzed through two steps. The first is the effect of QLF on DVI and the
second is the effect of interaction between QLF and TT on DVI which both
supports H4 (p <0.05) .This indicates that (QLF). According to can moderate
the relationship between (TT) and (DVI) as shown in figure 2. He also stated
that tourist quality of life could affect their choices.
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Fig (2): The moderated mediation model
It was understood that Destination Visit intention was affected positively by event
image .In addition, the mediation effect of tourist trust about tourism official
authorities, tourist service providers and host community has an impact on the
destination visit intention. This result is consistent with the study of Jebbouri, et.al,
2022; as tourists are more inclined to visit the reputable and low risk- destinations,
in the long run, tourists may be loyal. Despite, quality of life plays a moderation
role reshaping this relationship by shifting the situation for tourism activities in
New Alamein because tourist behavior can be changed according to his quality of
life concerning his economic conditions and social status (H4). Hence, Based on
the above result, New Alamein which is thought to be trustworthy destination,
should provide varied options of accommodation facilities; it is vital for driving
tourists’ visit intentions for New Alamein as an emerging destination. In many
cases, trust is based on the accessibility to the local services and competence of
their benefit. For example, transportation development should be also upgraded
such as local airlines that could propose standardized pricing for New Alamein
tickets at an affordable prices. Therefore, if the effect of quality of life were not
taken into account, tourists will have not enough trust for visiting the destination.
Finally, it is concluded that event image has the ability to create trust in New
Alamein as an emerging destination, so that a good and diversified portfolio with
events is also needed. For example, choosing September for enriching the festival
with events related to the 2nd international war which took place in September,
1939. This will attract more international visitors for the event and for New
Alamein. Hence, the event should be extended to September. Moreover, the results
indicated that event image is powerful in predicting the likelihood that visitors
will take part in future events, and their attitudes toward event attendance. This is
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an opportunity for event organizers to influence tourist satisfaction through the
provision of services that meet their expectations. Finally, managers should
consider that building positive destination image and event image are both needed
and related to each other in influencing behavioral intention.

Conclusions, Limitations and future studies

New Alamein organized its first edition of Alamein festival in July 2023;
trying to shed light on its tourist attractions especially for potential visitors.
Although Alamein festival was the sole job of the tourist managers during the high
season, the Ministry of Tourism and Antiquities should perform its role in order
to fully exploit the city’s tourism potential. The present study develops an
exploration model addressing the lack of literature on the event image hosted by
the community. The purpose of the study was to explore the influence of event
image on potential visitor intentions using tourist trust as a mediator with the
moderation effect of quality of life. The results indicated that quality of life could
moderate the effect of tourist trust as a mediator. Considering the importance of
event image, some managerial implications should be considered in the case of
New Alamein. For example, Travel agents, hotels, beaches and restaurants should
customize their services according to varied and changing market segments. The
authorities should also improve strategies to increase the awareness of all
attractions and facilities, such as the free beach and 3 star hotels, for image
formation of New Alamein and launch many other events especially political
events with sponsors from Matrouh local community. It is noted that all printed
promotional materials is about the old Alamein, so that collaboration amongst
Egyptian Tourism Authority, Egyptian Hotel Association should improve the
accessibility of on - desk information and also on social media channels about
New Alamein and its festival. It is urgent to put the event on Egyptian agenda of
events and reassess the effectiveness of the event media strategy and consider
making adjustments and diversification of content and traditional/social media
channel selection. Despite many significant results, this study also has some
limitations. First, it only focused on spectators’ image of the festival without
examining the participants’. It was also implemented on Egyptian potential
visitors. It is also important to design a promotion platform for Alamein festival
before, during and after the event to allow an interactive network and an
innovative marketing channels. For future research studies, exploration of foreign
tourists” motives to visit and revisit is needed. There is also a pressing need to
study the direct and indirect effects of Alamein Festival on residents’ quality of
life. Finally, more studies are required to examine the effects of additional
variables such as sense of place, perceived value and service quality so as to have
a better comprehension of the dynamics that drives tourist behavior through event
image and Tourist Trust.
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