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ABSTRACT

The Effect of Online reviews on Destination Image, Antagonism,
and Potential Tourist Behavior in Negative Incidents at Tourist
Destinations: Applying Theory of Planned Behavior Theory
-Focusing on the Moderating Effect of Relationship Quality-

Currently, many potential Chinese tourists are using the Internet to collect
information on tourist destinations and plan trips. When planning a trip, if a
potential tourist sees a review of negative events at a tourist destination on
Internet SNS, a negative image of the destination can be formed, which can
negatively affect travel decisions. However, there is a lack of research on
the effect of tourist attraction image and national hostility on travel behavior
intention perceived by potential tourists exposed to negative online reviews on
SNS.

This study aims to verify negative online reviews of tourist destinations on
SNS through tourist attitudes, perceived behavioral control, and subjective
normative tourist destinations’ parameters of potential tourists’ image and
hostility on their visit intention. In addition, we would like to see the effect
of tourism destination image and hostility on attitude through the moderating
variable of relationship quality.

In this study, SPSS 23.0 and AMOS were used to analyze the collected
samples, and the following conclusions were drawn:

First, it was confirmed that the overall image of potential tourists had a
significant positive (+) effect on destination attitude, subjective norms, and

perceived behavioral control in the influence of negative online reviews.

_84_



Second, in the influence of negative online reviews, potential tourists’
hostility was found to have a significant negative (-) effect on destination
attitudes, subjective norms, and perceived behavioral control.

Third, it was found that a good image of a tourist destination has a
positive effect on attitude, subjective norms, and perceived behavioral control,
which has a positive effect on behavioral intention. High hostility negatively
affects attitudes, subjective norms, and perceived behavioral control, which
also negatively affects behavioral intentions, verifying the results of previous
studies.

Fourth, it was found that relationship quality had a more positive effect on
attitudes by controlling the impact between overall image, hostility and
destination attitudes, and if the relationship with the tourist destination is
good, it alleviates the negative impact of hostility on attitudes.

Finally, according to the study, Interest in negative online reviews is
increasing, and there is a need to increase Show concern for in negative
reviews iIn tourist destinations. If a negative event occurs In a tourist
destination, the cause should be found and prevented from recurrence. The
tourist destination manager shall manage the image by promoting the
advantages and characteristics of the tourist destination through media
advertisements, SNS, etc. Since hostility toward the country negatively affects
attitudes and behavioral intentions toward tourist destinations, neighboring
countries and countries with many tourists to Korea should make efforts to
maintain good political and diplomatic relations. DMO officials at tourist
destinations should make efforts to maintain good relationship quality with

potential tourists.
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