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Abstract 
 
The study examines the influence of destination image of Angeles City to tourist satisfaction. 
Moreover, it assesses the correlates of strategic branding for Angeles City as a tourist 
destination. The participants of the study were local tourists who have visited Angeles City 
and they were identified using purposive sampling technique. A descriptive-correlational 
research design was employed, and Spearman’s rho and multiple linear regression were used 
to test the identified hypotheses. The results revealed that destination image – infrastructure 
and socio-economic environment, atmosphere, cultural environment, and affective image – 
positively influences tourist satisfaction. It was also found out that infrastructure and socio-
economic environment, cultural environment, and affective commitment are the predictors of 
tourist satisfaction. Based on the assessment of the respondents, Angeles City is primarily 
associated as a culinary/food/gastronomy tourism destination. Implications of the study and 
future research directions were also included in the study.  
 
Keywords: tourist satisfaction, destination image, branding, tourism, Angeles City 
 
 
1. Introduction 
 
Tourism is an essential sector that affects the performance of any economy. It does not only 
augment employment opportunities and incomes (Agaraj & Murati, 2015), but also improves 
the standard of living of the people. It is, for the most part, observed as a catalyst for economic 
growth in some nations (Li, Jin, & Shi, 2018). Being the fastest growing industry in the era of 
globalization, the tourism sector is a vital factor in improving the economies of developing 
nations (Eruotor, 2014).  
 
The tourism industry offers a variety of auxiliary services. It generates a significant level of 
revenue in both domestic and international levels. It is considered an important sector in 
augmenting the level of a nation’s economy. It helps in minimizing unemployment and 
contributes in wealth creation. In most nations, tourism is considered an integral source of 
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welfare. Furthermore, the tourism sector is a pillar in financial institutions because of the tons 
of dollars earned by many countries (Agaraj & Murati, 2015; Twining-Ward & Shiels, 2017).  
 
In the Philippines, despite the various issues in the sector, the tourism industry remains an 
important factor for the economy and the real-estate sector. In 2017, the Philippine travel and 
tourism sector generated a sum of Php 3.35 trillion to the economy which is equivalent to 
21% of the Gross Domestic Product (GDP) based on the World Travel and Tourism Council 
(WTTC) report. Moreover, it was noted by WTTC that approximately 2.3 million jobs or 
around 5.8% of employment was generated during that year. Most of the jobs created were in 
hotels, travel agencies, airlines, passenger transportation services, restaurants, and leisure 
industries (Remo, 2018).  
 
The growth of the tourism industry in the Philippines is driven by three (3) major elements: 
improved air access, new accommodation facilities, and better strategies on marketing and 
promotions (Torres, 2016). According to the Department of Tourism (DOT), foreign visitor 
arrivals achieved an all-time high of 3.7 million for mid of 2018. From January to June 2018, 
tourist arrival registered an increase of 10.4% compared to 3.3 million in the same period in 
2017. The DOT secretary explained that the department’s massive marketing promotions, 
creation of new air routes, development of new tourism products, and confidence in tourism 
investments were the reasons for the bright performance of the tourism industry (Rey, 2018).  
 
In Central Luzon, the DOT regional director is eager to boost the tourism industry not only 
in Pampanga but also in other provinces of the region. Several familiarization tourism and 
business-to-business (B2B) sessions were held to create a network of stakeholders in several 
regions. The DOT regional office also stressed the importance of tie-ups between and among 
tour operators and hotels and restaurants from both Pampanga and other provinces. Since 
Clark Freeport Zone is the gateway of visitors to explore Pampanga and nearby provinces, the 
role of tour operators and hotels is crucial especially in promoting the seven (7) provinces of 
Central Luzon (Aguinaldo, 2017). In 2017, tourist arrivals in Clark rose by 2.27% (about 42,622 
visitors) compared in 2016. In 2016, a total of 1,916,700 tourists arrived in Clark compared to 
1,874,078 in 2015. Of the total arrivals in 2015, 1,001,980 were hotel guests in Clark Freeport 
Zone while 448,766 were same-day tourists. In 2016, 1,106,535 were hotel guests while 
352,882 were same-day tourists (Sunstar, 2017).  
 
Pampanga is known to be the culinary capital of the Philippines. But aside from food, one of 
its cities, Angeles City, is a haven for several cultural and historic landmarks. For instance, the 
141-year-old Holy Rosary Parish Church was declared by the National Museum as one of the 
most important cultural properties of the country. Another important historical landmark in 
Angeles City is the Pamintuan Mansion. This heritage house is known to be the “Museo ng 
Kasaysayan ng Panlipunan ng Pilipinas” and used to be the headquarters of Gen. Antonio 
Luna and Gen. Arthur MacArthur in 1899 (Adell, 2018). In 2015, the ancestral houses of Angel 
Pantaleon de Miranda and Jose Narciso, Camalig of Juan Nepomuceno, Deposito of Jose 
Pedro Henson and the Holy Rosary Parish Church were named as important cultural 
properties by the National Museum of the Philippines (SunStar Philippines, 2015). These 
efforts by the local government of Angeles City are proofs of their way of not only 
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safeguarding the heritage treasures of the city but also of promoting Angeles City as a heritage 
destination.  
 
Aside from heritage treasures, Angeles City boasts itself as a culinary destination. The city is 
known for the world renowned “sisig,” a pork hash made with pork face, ears, cheeks and 
snout. According to the late renowned chef, Anthony Bourdain, “sisig” could be the next big 
trend (Thomson, 2017). Because of the popularity of “sisig,” Angeles City celebrates Sisig 
Fiesta annually to celebrate this Kapampangan dish. The Sisig Fiesta is celebrated to preserve 
and commemorate the significance of “sisig” not only in Pampanga but in the entire 
Philippines. With the fame of “sisig,” Angeles City bidded to be included in the United Nations 
Educational, Scientific and Cultural Organization (UNESCO) Creative Cities Network, 
Gastronomy category (Magalog-De Veyra, 2018).  
 
As an emerging tourist destination, Angeles City is considered a melting pot of cultures, 
entertainment, heritage, history, and tourism attractions. It is also known for its various 
festivals. “Panata at Panalangin” is Angeles City’s way of commemorating the symbols of Lent 
among Filipino Catholics. This festival is a glimpse of “Pasyon” (chant), “Pangadi” (prayer), 
“Palaspas” (Palm Sunday), flagellants, crown of thorns, Good Friday and Crucifixion, the 
silence of Black Saturday, and Easter Feast (Resurrection). This festival is staged during Holy 
Week (SunStar Philippines, 2019). Moreover, “Fiesta de los Santos Angeles Custodios” (every 
2nd of October), Feast of Our Lady of the Most Holy Rosary of La Naval (every 2nd Sunday of 
October), and Fiesta ning Apung Mamacalulu or the Feast of Our Lord of Mercy (every last 
Friday of October) are also celebrated (Manabat, 2017; Punto Central Luzon, 2018). October 
is also the month for the “Tigtigan Terakan King Dalan (TTKD)”.  The TTKD is the biggest 
street party in Angeles City which is held on the last Friday and Saturday of October as a 
celebration of the resiliency of the people of Angeles City after the tragedy brought about by 
the eruption of Mt. Pinatubo in 1991. And lastly, December would not be complete without 
the “Lubenas Ning Pascu,” a Christmas lantern procession which started in the early 1800s 
(SunStar Philippines, 2018a; SunStar Philippines, 2018b).  
 
Aside from gastronomy, heritage, and festivals, Angeles City is also a home for shopping malls, 
private and public colleges and universities, and public and private hospitals. Thus, it is 
imperative to explore and assess Angeles City as a tourist destination and, in particular, to 
investigate how tourist satisfaction affects Angeles City’s image and how strategic branding 
can be the source of competitive advantage of the city. Given that there are more 7,100 islands 
in the Philippines offering myriad tourist products and services, it is vital to examine the tourist 
satisfaction and destination image as correlates of strategic branding for Angeles City.  
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2. Research Framework and Hypotheses 
 
2.1. Tourist Satisfaction 
According to Tribe and Snaith (1998), as cited in Sukiman, et al. (2013), tourist satisfaction 
refers to the assessment of a tourist in a destination in terms of its attributes. When the 
destination attributes meet or exceed the tourist’s expectations, then satisfaction arises. When 
tourists are satisfied, they share their positive experience to other through word-of-mouth and 
they have the tendency to do repeat purchase (Barsky, 1992; Beeho & Prentice, 1997; 
Hallowell, 1996; Kozak & Rimmington, 2000; Pizam, 1994; Ross, 1993).  
 
Tourist satisfaction is an important factor in crafting effective marketing tools in order to 
attract customers and create marketing plans on what products or services must be provided 
in tourism market (Tan & Khatijah, 2014; Yooshik & Muzaffer, 2003). Since tourist 
satisfaction level is assessed by comparing the current destination with other alternative 
destinations visited in the past, measuring tourist satisfaction is a vital factor in destination 
marketing (Tse & Wilton, 1988; Yooshik & Muzaffer, 2003).  
 
2.2 Destination Image 
One of the vital predictors of tourist’s pre- and post-purchase decisions and travel behaviors 
is destination image (Baloglu & McCleary, 1999; Beerli & Martín, 2004; Tasci & Gartner, 
2007). Destination image is fundamentally the tourist’s overall perception of a place or 
destination (Baloglu & McCleary, 1999). Zhang et al. (2014) defined destination image as the 
overall beliefs and impressions of a tourist based on information, attributes, benefits, and 
influence he or she gained in a place or destination.  
 
Lai and Li (2016) examined various research studies and argued that most literature defines 
destination image as tourist’s mental perceptions or overall impressions. Moreover, Beerli and 
Martin (2004) argued that information sources (primary and secondary), pre and post 
perceptions and evaluations, motivation, total experiences, and socio-demographic factors 
influence destination image. Zhang et al. (2014) summarized the various studies on destination 
image and how they are classified. Destination image is composed of cognitive, affective, and 
conative factors. The cognitive aspect of destination image entails the tourist’s beliefs and 
knowledge about destination’s attributes. Affective aspect, on the other hand, refers to 
tourist’s feelings or emotions towards the destination’s features. The conative aspect is the 
tourist’s behavioral actions through consumption behaviors on destination’s products and 
services (Chen & Phou, 2013; Gartner, 1993; Zhang et al., 2014).  
 
Bui and Le (2016) examined the tourists’ assessment (both domestic and international visitors) 
on destination image of Halong Bay, Vietnam and their level of satisfaction. The findings 
showed that domestic and international tourists’ satisfaction is affected by the destination 
image. In particular, basic and augment services were found to be factors in international 
tourists’ satisfaction. Chiu et al. (2016) also investigated how cognitive and affective 
destination images affect tourist satisfaction and loyalty. The results revealed that both 
cognitive and affective destination images impact the level of satisfaction of tourists, which, 
in turn, affects tourist loyalty.  
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Blazeska et al. (2018) argued that infrastructure plays a huge impact in tourist satisfaction. 
Moreover, Haneef (2017) stressed out that destination infrastructure can attract more tourists 
and can be a factor for tourism sustainability. The author further confirmed that tourism 
infrastructure affects destination image. Masarrat (2012) also argued that tourism 
infrastructure enhances the level of satisfaction of tourists.  
 
Puh (2014) examined how destination image affects tourist satisfaction. The findings showed 
that atmosphere of the place influences destination image, which, in turn, affects tourist 
satisfaction. On the other hand, Zeng (2017) found out that perceptions on cultural centers 
augment tourists’ experiences and satisfaction. 
 
Chiu (2016) examined the factors affecting tourist satisfaction. The findings revealed that 
affective images positively affect tourist satisfaction. Mohammed et al. (2014) also found out 
that affective image has a significant moderating effect on tourist satisfaction and behavioral 
intention relationship. Moreover, Hernández-Lobato et al. (2006) identified that affective 
image is the primary predictor of tourist loyalty. 
 
2.3 Strategic Branding of Destinations 
Destination branding is a big challenge because of the diversity of tourists (customers) and the 
delivery of tourism products and services is often highly customizable (Balakrishnan, 2009). 
Like corporate brand, destination brands are umbrella brands for a portfolio of leisure, 
investment and business tourism, stakeholder and citizen (Balakrishnan, 2009; Truman, et al., 
2004). The destination branding process includes five (5) factors, namely: vision and 
stakeholder management, target customer and product portfolio matching, positioning and 
differentiation strategies using branding components, communication strategies, and feedback 
and response management strategies (Balakrishnan, 2009).  
 
According to Schaar (2013), destination branding must give importance to emotional and 
inspirational appeals in terms of brand messages and destination image is the foremost factor 
in the success of a destination brand. Additionally, working closely with tourism suppliers, 
considering the values of the stakeholders, and extensive research are the relevant 
considerations of a successful rebranding efforts. Campelo et al. (2014) argued that the success 
of destination branding lies on the understanding of sense of place and people of the 
destination must be the focus of a branding strategy. When destination branding is properly 
implemented, destination competitiveness becomes evident (Miličević, et al., 2017).  
 
Based on extant literature review and research objectives, the hypotheses of the study are as 
follows: 

H1. There is no significant relationship between infrastructure and socio-economic 
environment and tourist satisfaction. 
H2. There is no significant relationship between atmosphere and tourist satisfaction. 
H3. There is no significant relationship between cultural environment and tourist 
satisfaction. 
H4. There is no significant relationship between affective image and tourist satisfaction. 
H5. Destination image factors do not predict the level of tourist satisfaction. 
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Figure 1. Framework of the Study 
 
Figure 1 illustrates the framework of the present study. The research framework shows how 
the identified variables were measured. Research hypotheses 1 to 4 gauge whether the 
dimensions of destination image – infrastructure and socio-economic environment, 
atmosphere, cultural environment, and affective commitment –  have significant relationship 
with tourist satisfaction. Research hypothesis 5, on the other hand, measures the destination 
image dimensions which predict tourist satisfaction. Moreover, both tourist satisfaction and 
destination image were analyzed in order to identify the strategic branding model for Angeles 
City focusing on culinary/food/gastronomy, heritage, cultural/festival, shopping, education, 
and medical tourism.  
 
3. Methods 
 
3.1 Research Design 
A descriptive-correlative research design was employed in the present study. In the study, each 
dimension of destination image – infrastructure and socio-economic environment, 
atmosphere, cultural environment, and affective image – was correlated with tourist 
satisfaction.  
 
3.2 Participants of the Study 
The participants of the study were identified using purposive sampling technique. A purposive 
sampling technique, also called as judgment sampling, is used when the researcher relies on 
his or her own judgment in identifying the member of the population to participate in the 
undertaking (Collis & Hussey, 2012). The participants were local tourists of Angeles City. The 
distribution of questionnaire took place in September to December 2018 and enumerators 
were strategically assigned in various tourist destinations and accommodation facilities in 
Angeles City. Out of 300 survey-questionnaire distributed to the participants, 219 were 
completely and accurately retrieved, a response rate of 73%.  
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3.3 Research Instrument 
A survey instrument was used in the study. It was composed of four (4) parts. The first part 
details the demographic characteristics of the participants including sex, occupation, highest 
educational attainment, and purpose of visit. The second part details the items for each 
dimension of destination image and tourist satisfaction. There were four (4) items for 
infrastructure and socio-economic environment, three (3) items for atmosphere, three (3) 
items for cultural environment, three (3) items for affective image, and another three (3) items 
for tourist satisfaction. All items were measured using 5-point Likert scale where 5 means 
strongly agree and 1 means strongly disagree and they were taken from the study of San Martín 
and Del Bosque (2008). As for the third part of the instrument, respondents were asked to 
rank the six (6) possible description regarding Angeles City as a tourist destination. The choices 
include (1) Culinary/ Food/ Gastronomy tourism destination, (2) Heritage tourism 
destination, (3) Cultural/ Festival tourism destination, (4) Shopping destination, (5) Education 
tourism destination, and (6) Medical tourism destination. These descriptions were ranked from 
1 to 6 where 1 as the best and 6 as the least. The last part is an open-ended question where 
respondents were asked to write words/concepts/imagery which are associated with Angeles 
City as a tourist destination. The third and the fourth part of the instrument were the bases 
for the strategic branding for Angeles City.  
 
The research instrument used in the study was tested for reliability. Table 1 presents the 
reliability test result using Cronbach’s alpha.  
 

Table 1. Reliability Test Result 

Constructs No. of Items Cronbach’s Alpha 

Infrastructure & Socio-Economic 
Environment 

4 .815 

Atmosphere 3 .908 
Cultural Environment 3 .915 
Affective Image 3 .888 
Tourist Satisfaction 3 .900 

 
Cronbach’s alpha is used in testing construct reliability (Roldan & Sanchez-Franco, 2012; 
Kock, 2015). In assessing the Cronbach’s alpha, the value must be equal to or higher than 0.7 
to magnify good reliability (Fornell & Larcker, 1981; Nunnally & Bernstein, 1994). Table 1 
shows that the variables destination image (infrastructure and socio-economic environment, 
atmosphere, cultural environment, affective image) and tourist satisfaction satisfied the 
criterion for reliability test. 
 
3.4 Statistical Treatment 
To measure the research hypotheses, Spearman’s rho and multiple linear regression were used. 
Spearman’s rho is the nonparametric equivalent of Pearson that measures significant 
relationship between two (2) variables. Since the sample size is relatively small, Spearman’s rho 
is an appropriate measure. On the other hand, multiple linear regression was used to gauge 
research hypothesis 5. This statistical test is suitable for hypotheses to identify the predictors 
of a dependent variable.  
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4. Results 
 
4.1 Relationship of Destination Image and Tourist Satisfaction 
To test the relationship of destination image and the level of tourist satisfaction, a correlation 
analysis using Spearman’s rho was performed. Since the sample size is relatively small, a 
nonparametric statistical test for testing correlation is appropriate. 
 
Table 2 manifests the correlation data between destination image and tourist satisfaction using 
Spearman’s rho tests. Analysis of the data showed that infrastructure and socio-economic 
environment in Angeles City is correlated with tourist satisfaction (r = .774, p < .05). 
Moreover, Angeles City’s atmosphere (r = .550, p < .05), cultural environment (r = .646, p < 
.05), and affective image (r = .728, p < .05) are also correlated with tourist satisfaction. All 
correlation coefficients were positive indicating that destination image positively affects tourist 
satisfaction. 
 
Table 2. Relationship of Destination Image and Tourist Satisfaction 

 
Infrastructure & 
Socio-Economic 

Environment 
Atmosphere 

Cultural 
Environment 

Affective Image 

Tourist 
Satisfaction 

.774** .550** .646** .728** 

**Correlation is significant at the 0.01 level (2-tailed) 

 
4.2 Factors Affecting Tourist Satisfaction 
Table 3 presents the results of the linear regression to gauge the aspects of destination image 
which predict tourist satisfaction. Analysis of the data revealed that infrastructure and socio-
economic environment (β = .320, p < .05), cultural environment (β = .225, p <.05), and 
affective commitment (β = .377, p <.05) are the predictors of tourist satisfaction. The r-square 
= .697 signifies that about 70% of the variability of tourist satisfaction can be explained by 
infrastructure and socio-economic environment, cultural environment, and affective image. 
The remaining 30% can be explained by other variables.  
 

Table 3. Results of Linear Regression 

Model 
Unstandardized 
B Coefficients 

Standardized 
Beta Coefficients 

p-value R-Square 

1 (Constant) .160   

.697 

Infrastructure & Socio-
Economic Environment 

.343 .320 .000 

Atmosphere .015 .018 .722 
Cultural Environment .218 .225 .000 
Affective Image .388 .377 .000 

Tourist satisfaction is the dependent variable. 
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4.3 Correlates of Strategic Branding for Angeles City 
One aspect of the present study is to identify the correlates of strategic branding for Angeles 
City. The respondents were asked to rank the various descriptions of Angeles City as a tourist 
destination. These descriptions include Angeles City as:  

• Culinary/Food/Gastronomy tourism destination, 

• Heritage tourism destination, 

• Cultural/Festival tourism destination, 

• Shopping destination, 

• Education tourism destination, and 

• Medical tourism destination. 
 
Based on the assessment of the respondents, local tourists describe Angeles City as a 
culinary/food/gastronomy tourism destination (mean rank = 1.84). It was followed by 
heritage tourism destination (mean rank = 2.95), shopping tourism destination (mean rank = 
3.27), and cultural/festival tourism destination (mean rank = 3.28). Among the descriptions, 
Angeles City was least described as education tourism destination (mean rank = 4.88) and 
medical tourism destination (mean rank = 5.05). 
 

Table 4. Descriptions of Angeles City as a Tourist Destination 
Description of the Angeles City as a Destination Mean Rank Rank 

Culinary / Food / Gastronomy 1.84 1 
Heritage 2.95 2 
Cultural / Festival 3.28 4 
Shopping 3.27 3 
Education 4.88 5 
Medical 5.05 6 

 
Finally, respondents were also asked to answer an open-ended question by identifying 
words/concepts/imagery that would best describe Angeles City as a tourist destination. 
Analysis of the responses of the participants substantiates that, indeed, Angeles City is 
associated with culinary/food/gastronomy, heritage, cultural/festival, and shopping tourism 
destination. Therefore, strategic branding for Angeles City must revolve on the identified 
descriptions. 
 
5. Discussion, Conclusion, and Recommendations 
 
The correlation test performed between destination image and tourist satisfaction signifies that 
the image of Angeles City as a tourist destination positively affects tourist satisfaction. This 
means that destination image is an integral and important factor in measuring the level of 
satisfaction of tourists. When the image of the destination is positive, the level of tourist 
satisfaction increases. Various research undertakings identified that one of the vital predictors 
of tourist’s pre- and post-purchase decisions and travel behaviors is destination image (Baloglu 
& McCleary, 1999; Beerli & Martín, 2004; Tasci & Gartner, 2007). Moreover, Bui and Le 
(2016) also found that destination image affects tourist satisfaction.  
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The results of linear regression showed that infrastructure and socio-economic environment, 
cultural environment, and affective image are the predictors of tourist satisfaction. This 
indicates that when local tourists evaluate their level of satisfaction in a destination, they 
consider the destination’s shopping facilities, accommodation, value for money for goods and 
services, safety, cultural attractions and activities, local customs and traditions. Moreover, local 
tourists also consider whether the destination affects their emotions, and whether the 
destination is a pleasant and an exciting one. Previous studies such as that of Blazeska et. al. 
(2018) also found out that destination infrastructure affects destination image which is 
consistent with Masarrat (2012) who argued that infrastructure augments tourist satisfaction. 
Furthermore, Puh (2014) found out that atmosphere of the place influences destination image 
which, in turn, affects tourist satisfaction. 
 
In terms of strategic branding for Angeles City, local tourists describe the destination as a 
culinary/food/gastronomy destination. It was ranked first among the descriptions provided 
to participants. This indicates that Angeles City is indeed known for its local food and food 
establishments. Aside from culinary/food/gastronomy, respondents rated Angeles City as a 
destination for heritage; this was ranked second. This ranking was succeeded by shopping (3rd), 
cultural/festival (4th), education (5th) and medical (6th).  
 
According to Schaar (2013), destination branding must give importance to emotional and 
inspirational appeals in terms of brand messages and destination image because it is the 
foremost factor in the success of a destination brand. Additionally, working closely with 
tourism suppliers, considering the values of the stakeholders, and extensive research are the 
relevant considerations of a successful rebranding efforts. Therefore, in order to reach the 
target market of Angeles City as a tourist destination, tourism planners and officers must 
include the predictors of tourist satisfaction and the correlates of Angeles City as a tourist 
destination. 
 
Therefore, in order to capture the target market of Angeles City as a destination, tourism 
officers and planners must create a strategic brand for Angeles City that centers on 
food/culinary/gastronomy. Secondary attributes such as Angeles City being a heritage, 
shopping, and cultural/festival tourism destination must also be included in the strategic 
branding of the destination. 
 
Since the predictors of tourist satisfaction include infrastructure and socio-economic 
environment, cultural environment, and affective image, these aspects must always be 
emphasized in all tourism products and services of Angeles City. Subsequently, since the r-
square is at around 70%, other researchers may find interest in looking for other variables that 
may affect tourist satisfaction of Angeles City’s local tourists.   
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