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The influence of terrorism risk perception on
purchase involvement and safety concern of
international travellers

Cláudia Seabra, Higher School of Technology and Management,
Polytechnic Institute of Viseu, Portugal

José Luı́s Abrantes, Higher School of Technology and Management,
Polytechnic Institute of Viseu, Portugal

Elisabeth Kastenholz, Department of Economics, Management and
Industrial Engineering, University of Aveiro, Portugal

Abstract Using a sample of 600 international tourists travelling in Portugal,
Spain and Italy, this study identifies key issues related with terrorism, risk
perception, involvement and safety concerns of international tourists. A
structural equation model reveals that tourists are motivated to acquire
information about terrorism in the media, revealing attention to and interest in
news regarding this topic, which in turn influences directly their risk perception.
This risk perception influences directly the tourist’s involvement in trip
planning, specifically information seeking before and during the trip. Tourists’
risk perception and involvement finally influences their safety concern.
Discussion centres on the implications of this model for both theory and
tourism management strategies. Last, recommendations are proposed to
tourism service and destination managers and promoters regarding ways to
deal with terrorism and tourists’ safety concerns.

Keywords consumer behaviour in tourism; involvement; media; safety concern;
risk perception; terrorism

Introduction

International travel has contributed to the development and industrialisation in most
countries (Göymen, 2000). The interdependence of international tourism with many
other economic activities results in a multiplier effect visible in employment, foreign
exchange and increased overall welfare (Seabra, Abrantes, & Lages, 2007).
Globalisation of tourism has led to its expansion at an international level (Levitt,
1983). Consequently, the tourism industry is nowadays also confronted with an
increased amount of global risks. The world has, in fact, become more
interdependent. Crises of minor scale in one part of the world may trigger strong
repercussions in other localities (Ritchie, 2004).
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Tourism crises are most often caused by incidents that affect the reputation of
safety, comfort and attractiveness of the destinations. As a result of crises, there may
be a drop in the local tourism industry by a reduction of tourist arrivals (Sönmez,
Apostolopoulos, & Tarlow, 1999). A terrorist incident or repeated attacks may create
a crisis in the tourism industry if the destination’s image of security is significantly
affected. The 9/11 is the best example, where the tourism industry felt severe
aftershocks, namely, in income generation and job creation (Floyd, Gibson,
Pennington-Gray, & Thapa, 2004).

Some authors predicted already in the 1980s that terrorist attacks would become
more indiscriminate. Terrorism would be institutionalised and spread geographically
as a method of armed conflict. We would witness more terrorism than at any other
time in history, partly due to the capacity and interest of the media to cover terrorist
incidents (Atkinson, Sandler, & Tschirhart, 1987). Unfortunately they were right.

The fear of terrorism may exist due to many factors: past experiences with
terrorist attacks, conflict proximity, negative tourist destination image, social
interaction, influence of travel agents and tour operators (Sönmez & Graefe,
1998a) and exposure to media information (Seabra et al., 2007).

We are faced with both a complex and multidisciplinary problem. There are
several factors that affect consumer behaviour (Oliver, 1999) and the consumption
patterns of tourism in particular (Sirakaya & Woodside, 2005), due to these products’
specific characteristics. It is essential to understand tourists’ processes of cognitive
and affective responses when they feel threatened. Travel, especially for leisure
purposes, should be a pleasurable experience. When negative elements enter in the
equation, the experience changes, pleasure is replaced by apprehension and anxiety.

Several researchers tried to understand the connections between risk perception,
safety concerns and tourists behaviours, namely, studies on the effects of terrorism in
tourism decisions (Bonham, Edmonds, & Mak, 2006; Coshall, 2003, 2005; Floyd
et al., 2004; Goodrich, 2002; Neumayer, 2004; Pizam & Fleischer, 2002; Ritchie,
2004; Sönmez & Graefe, 1998a; Sönmez et al., 1999), the impact of risk and safety
on travel behaviours (Goodrich, 1991; Hunter-Jones, Jeffs, & Smith, 2008; Irvine &
Anderson, 2006; Kozak, Crotts, & Law, 2007; Lepp & Gibson, 2008; Reisinger &
Mavondo, 2005; Roehl & Fesenmaier, 1992; Sönmez & Graefe, 1998b) and the
impact of various elements on risk and safety perception (Barker, Page, & Meyer,
2003; Lennon, Weber, & Henson, 2001; Lepp & Gibson, 2003; Reisinger & Crotts,
2009; Reisinger & Mavondo, 2006).

However, scarce research has been done on the linkages between involvement,
terrorism risk perception and contact, and safety concerns in international tourism.
Additionally, to the best of our knowledge, no study has so far been published with a
focus on the impact of the perceived risk of terrorism, depending on the levels of
involvement and consequently on the safety concern of international tourists. The
intention of this study is to help close this gap.

In this study, we try to analyse the traveller’s contact with terrorism and risk
perception as an antecedent of their involvement with product purchase, also
considering the consequences of this involvement, especially regarding the
traveller’s safety concerns.

It is necessary to create reliable tools to analyse this relationship (Sönmez, 1998). It
is important to understand consumers’ involvement, their purchase and consumption
behaviour in the tourism market. It is also important to analyse the influence that the
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perceived risk of terrorism may have on the decision to purchase travel services,
especially international travel services.

The process involves integrating several decision-making paradigms that reflect the
decision involved in the acquisition and implementation of international travel, in
view of the fear that tourists may have regarding hypothetical terrorist attacks.

Providing security for visitors before and during a trip can be a critical success
factor for the competitiveness of a particular tourism destination, organisation or
business when tourists consider multiple alternatives (Huan & Beaman, 2003). As far
as the business sector is concerned, the instruments will help marketing managers of
tourist destinations, businesses and all tourism entities, to define strategies addressing
a crisis arising from terrorist incidents. We expect to also contribute to theory
development in the domain of travel decision-making.

Literature review

Tourists are becoming increasingly demanding in their travel behaviour, which makes
its study more complex. Also, the purchasing process of tourism products has some
peculiarities (Gursoy & Gavcar, 2003). Consumers buy and consume the majority of
tourist products outside the places where they live (Sirakaya, Mclelland, & Uysal,
1996). The decision-making process used in the tourism context is longer than in that
of much of tangible products (Gursoy & Gavcar, 2003). More often the tourist does
not receive anything tangible in return for his investment (Seabra et al., 2007).
Tourists plan and save money over a long period of time to be able to travel
(Moutinho, 1987), dealing with a high level of perceived risk due to personal
investment of time, effort and money (Teare, 1990). Consequently, this leads them
to have a greater level of involvement in the decision-making, selection and purchase
process of such products (Gursoy & Gavcar, 2003).

The purchase of tourism products requires thus highly involving decision-making
due to the before-mentioned features of tourist services, generally implying multiple
phases as well as impacted by a variety of variables (Swarbrooke & Horner, 1999),
with the final decision being a result of the combined influences of personal, social
and commercial variables (Sönmez & Graefe, 1998b).

Potential tourists in their decision-making processes form complex perceptions of
the destination’s attributes, which may be divided into two major groups (Um &
Crompton, 1990, 1992):

● Facilitators: destination attributes that tourists think will help them meet their
specific motivations.

● Inhibitors: attributes that are not congruent with their motivations and that may
adversely influence tourists’ decision-making.

Tourists evaluate destinations measuring the impacts of those factors, with
facilitators influencing more the early stages of decision-making, while inhibitors
have more impact in the final stages when the process becomes more serious (Um &
Crompton, 1992).

When the consequences of travel decisions are uncertain, this process is perceived
as containing risk. Decision-makers compare costs and benefits and choose the less
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risky alternative. The inputs of the perception of risk and ways to respond to it vary
depending on many factors, such as situational, tourists’ characteristics and the way
consumers relate to the product (Sirakaya & Woodside, 2005).

We now present the model suggesting the effects of contact with, interest in and
attention to terrorism and crime on risk perception and its impact on purchase
involvement and finally on the importance attached by international tourists to
safety (Figure 1).

In the conceptual model, there are three major groups of factors related to each
other in explaining the importance attributed to safety for international travel:

● Antecedents of risk perception: contact terrorism, interest and attention to
terrorism in the media, contact with crime in daily life.

● Perceptions of risk in international travel: risk perception and safety perceptions.

● Purchase involvement, analysed in the four stages of the buying decision of
tourism products: involvement with pre-purchase of the product, with the
decision to purchase, consumption and the post-purchase.

Antecedents of risk perception

There is a clear differentiation in the tourism studies literature between the concepts
of risk, fear and insecurity. Literature on criminology attempts to separate these
concepts, given that fear is in most cases considered irrational, while the term risk
is referred to as rationally induced (Hough & Mayhew, 1983, in Brunt, Mawby, &
Hambly, 2000; Garofalo, 1979).

Figure 1 Conceptual model.

Antecedents of Risk
Perception

Terrorism

Contact with terrorism

Interest in and Attention
to terrorism in the media

Contact with crime in
daily life

Unsafety perceptions

Risk perceptions

Perceptions of Risk in

Involvement

Pre-purchase
(Product)

Buying Decisions
(Information search)

Product consumption

Post-purchase
(Evaluation and intention

behaviour)

Safety Concern

SafetyH6(+) H4(+)

H1c(+)

H3(+)

H2(+)

H1a(+)

H5(+)

H1b(+)

International Travel
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The concepts of fear and risk perception are difficult to measure since the
respective measuring instruments can be used by the respondents to express other
types of fear, vulnerability, powerlessness (Garofalo, 1979) or feelings of unsafety or
uncertainty about the forms of life in contemporary urban society (Giddens, 1990).
Thus, some authors argue that direct and indirect experiences with various types of
crime may contribute to the existence of structures of psychological disorder that
underlie individuals’ perceptions of risk. These experiences interact with the physical
and social vulnerability of people and their tendency to generate high levels of fear
and anxiety (Hough, 1995, in Brunt et al., 2000).

Given the fundamental goals of this study, two concepts were defined as
antecedents of perceived risk in international travel: contact with terrorism directly
or through the interest in and attention to the media reporting on terrorism and
contact with crime in daily life.

Terrorism

The danger threat associated with terrorism or political instability deters more
tourists than any other natural or human disaster (Sönmez, 1998). The
psychological impact of terror may have less to do with its destructive power than
with its ability to evoke fear and anxiety (Spilerman & Stecklov, 2009).

Random terrorist activity intimidates tourists and redefines the tourist lines until
the public forgets those incidents. The tourism industry suffers from terrorist attacks
since it affects the perceptions of the destination’s safety (Sönmez, 1998).

Most studies in the terrorism area conclude that terrorist activity in a particular
destination increases the level of perceived risk and thus has negative effects on
tourism demand, reflecting a decline in visitation patterns (Bar-On, 1996; Blake &
Sinclair, 2003; Enders & Sandler, 1991; Mansfeld, 1996; Roehl & Fesenmaier,
1992; Sönmez, 1998; Sönmez & Graefe, 1998a, 1998b).

Fear of terrorism is irrational and the probability of a tourist being involved in a
terrorist incident is minimal (Sönmez et al., 1999). However, physical threats, real or
perceived, are enough to influence the individual’s decisions.

The physical proximity of traumatic events, such as terrorist attacks, is related with
the probability of symptoms of trauma (Schlenger et al., 2002; Schuster et al., 2001).
Nevertheless, individuals who have not directly experienced these events may reveal
the same symptoms (Pfefferbaum et al., 1999; Schlenger et al., 2002; Schuster et al.,
2001). In the real-world context, the contact with terrorism is part of the daily life of
individuals in two manners (Somer, Ruvio, Soref, & Sever, 2005): directly, by being
present when an attack occurs, becoming injured due to a terrorist incident or by
participating in rescue operations; indirectly, by feeling to have escaped a terrorist
attack due to luck, by having been at the site shortly before the incident occurred, by
having provided any kind of aid or by knowing people who have experienced
terrorist incidents in the past.

Mass media assume a fundamental role in terrorist activities. Terrorists use the
mass communication means to transmit their message to the largest possible audience
since media base their information activity on real-time transmission in times of crisis
(O'Connor, Stafford, & Gallagher, 2008).

Media transmit news to their public during the periods of crisis and it is a fact,
reflected in the respective media’s market success, that the majority of the audience
consider negative, even dramatic reports much more interesting than positive news.
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Media do understand this phenomenon and consequently tend to explore the
negative aspects of reality (Cavlek, 2002). As a whole, media ensure that any
terrorist act enters immediately in a global domain (Sönmez, 1998).

As a consequence for tourism, the media exploration of terrorist attacks potentiates
the creation and transformation of public images held on tourism, particularly in
international traveling (Sönmez, 1998) and in specific destinations or entire
destination regions. The power of media may even change pre-existing images and
attitudes. This power is due to the fact that, in many cases, the mass communication
means are the only source of information available to the audience, or at least they are
considered the most important for interpreting facts, terrorist motives and the
implications of their actions (Weimann & Winn, 1994). The tourists, in turn, reveal a
high level of interest and dedicate considerable attention to news regarding terrorism,
retaining in their memory information about this type of events (Jin, 2003).

In short, the perceived risk that tourists associate with destinations and
international travel is based on a variety of factors ranging from their experiences,
the context in which incidents occur, to how the media spread those events and kept
them alive in people’s minds (Fletcher & Morakabati, 2008). Therefore, the role of
terrorism in tourists’ risk perception was analysed from two different perspectives:
the direct or indirect contact with terrorist attacks and the interest that tourists have
in the news about it. Thus, we propose the following hypotheses:

H1a: More intense direct and indirect contact of tourists with terrorist attacks
increases their risk perception in international travel.

H1b: Higher interest in and attention to terrorism in the media by tourists
increases their risk perception in international travel.

Contact with crime

Crime has been defined as an ‘an act committed or omitted in violation of a law
forbidding or commanding it’ (Black, 1979, p. 334, in Pizam, 1999) and violence as
‘an unjust or unwarranted exercise of force, usually with the accompaniment of
vehemence, outrage or fury’ (Black, 1979, p. 1408, in Pizam, 1999). Both concepts
must be considered since in many cases violent acts are viewed as crime, such as an
assault, aggression, violation, murder, among others. In other cases, violent acts like
international wars, civil wars, upheaval, tumults, political protest and terrorism are
considered by some as criminal acts, by others as ‘glorified acts of struggle for
freedom or liberation’ (Pizam, 1999, p. 5).

In tourism research, the relationship between tourism and crime is explained
partly by the fact that tourists are victims of crime numerous times (Chesney-Lind
& Lind, 1986) and that tourist areas are, disproportionately, localities of crime (Fujii
& Mak, 1979; Prideaux, 1996).

Researchers have studied and tested the effects of violence and crime against
tourists on travellers’ behaviours (Bloom, 1996; Chesney-Lind & Lind, 1986;
Cohen, 1987; Lankford, 1996; Pizam & Mansfeld, 1996; Prideaux, 1996).

In the risk context, criminologists agree that the fear of crime is, in most cases,
disproportionate to the actual risk (Brunt et al., 2000). However, previous exposure to
crime influences the general sense of security and safety of travellers, more specifically,
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tourists who are exposed to crime before their trips have higher risk perceptions
(Milman & Bach, 1999). In line with the above, the following hypothesis is proposed:

H1c: More intense/frequent contact of tourists with crime in their daily life
increases their risk perception in international travel.

Risk perception

Most consumer behaviour models in tourism present the tourist as a consumer who
makes rational choices between several destination alternatives and will choose the
most useful one, both from an individual and social perspective. The selection
process presents itself in a funnel format, where consumers make choices between
alternatives, being influenced by psychological and non-psychological factors while
advancing in the decision-making process (Sirakaya & Woodside, 2005). Tourists
compare costs and benefits when choosing a tourist destination (Sönmez, 1998) and
generally do not travel to seek risk. This factor is rather perceived as negative, a
threat or possible disaster to be avoided when on holidays (Law, 2006).

Most researchers have focused on perceived rather than on objective or real risk
(Bauer, 1967) since individuals are generally concerned with just one part of possible
consequences (Budescu & Wallsten, 1985). Individuals respond and react to risk that
they perceive subjectively, even if not existing in reality. It is this perception that will
influence actions and behaviours (Bauer, 1967).

Risk perception in this study was defined as the amount and types of risk associated
with travel by tourists and international tourism. This perception was measured with
two subscales: generic types of perceived risk and unsafety perceptions.

Risk perception is explained by a multiplicity of factors. The first studies on risk
perception in the field of leisure adopted the five risk dimensions suggested by Jacoby
and Kaplan (1972): Financial, performance, physical, social and psychological risk
(see Cheron & Ritchie, 1982; Mitra, Reiss, & Capella, 1999; Stone & Gronhaug,
1993). To these five previous factors risk of time was added (Roselius, 1971). These
six dimensions were used in studies in the field of tourism by Stone and Gronhaug
(1993). Cheron and Ritchie (1982) suggested the risk of satisfaction dimension in
studies in the leisure field. The thereby resulting seven dimensions were used in Roehl
and Fesenmaier’s study (1992). More recent approaches further considered risk
dimensions associated to political instability/unrest (Seddighi, Nuttal, &
Theocharous, 2001; Sönmez & Graefe, 1998b), health and terrorism (Sönmez &
Graefe, 1998a, 1998b).

In this study, we considered all 10 dimensions of risk in an aggregated form. A
separate measure would add unnecessary complexity as it was intended only to
evaluate the effects of certain independent variables on risk perception, as in other
studies (Laroche, Bergeron, & Goutaland, 2003).

The perceptions of insecurity in general domestic or international travel are also
part of risk perceptions that individuals associate with tourist experiences (Floyd &
Pennington-Gray, 2004; Floyd et al., 2004).

Involvement

Involvement is the degree of commitment in which consumers are committed in
different aspects of the process of consumption: product, demand for information,
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decision-making and the purchase (Broderick & Mueller, 1999; Zaichkowsky,
1985). It is the basis of the decision to purchase (Zaichkowsky, 1986a) and affects
profoundly the perceived value of products and their evaluation (Bolton &
Drew, 1991).

Tourist products are by nature highly engaging, especially regarding destination
choice, since high-involvement processes are required due to this ‘product’s’
intangibility and inseparability (Swarbrooke & Horner, 1999). The decision
structure is cognitive and sequential (Stewart & Stynes, 1995). When consumers
are involved, they give attention, perceive the importance and behave in a different
way than when they are not (Zaichkowsky, 1986a). Involvement is related to all
stages of purchase since the pre-purchase standards to the subsequent evaluations
(Shaffer & Sherrell, 1997).

In this study, the concept of involvement is considered in all stages of the tourist
buying process, following the Theory of Information Processing (Bettman, Payne, &
Staelin, 1986; Gabbott & Hogg, 1994), where the process is understood as an
optimal alternative individual choice by a series of rational steps (Chen, 1997).

● Involvement in pre-purchase or with the generic product

● Involvement with the decision to purchase the product

● Involvement with the product’s consumption

● Involvement in product evaluation or post-purchase

Involvement occurs at the individual level and in a result of his interaction with
products (Chaudhuri, 2000; Zaichkowsky, 1985), so the way how consumers relate
to them always appears as a fundamental dimension used by researchers to
understand and analyse involvement (Zaichkowsky, 1985). In fact, some
researchers use the involvement concept to define a relationship between individual
and products (Engel & Blackwell, 1982). The focus in this research area is on the
relevance or importance that a product has for consumers (Howard & Sheth, 1969;
Hupfer & Gardner, 1971). More specifically, the relevance that products have to the
consumer’s needs and values (Engel & Blackwell, 1982; Zaichkowsky, 1986a).

One important area of research in involvement is the commitment to the decisions
regarding the purchase or simply with the buying act. Involving decisions are
considered as relevant and therefore consumers will be motivated to make a
decision in a cautious and thoughtful way (Clarke & Belk, 1978). Information
search has always been related with the concept of involvement (Bloch, Sherrel, &
Ridgway, 1986; Zaichkowsky, 1985). Involvement with the buying decision is
conceptualised as the behaviour that occurs when the consumer faces the situation
of acquisition or consuming as personally relevant or important (Clarke & Belk,
1978; Howard & Sheth, 1969). When the purchase is considered important,
consumers will spend more efforts to obtain information in order to reduce
uncertainty (Howard & Sheth, 1969; Zaichkowsky, 1986b). A tourist’s information
search involves both information contents and channels. Fodness and Murray (1998)
conceptualised information search as the dynamic process whereby individual use
various amounts and types of information sources in response to internal and
external contingencies to facilitate trip planning decisions for primary and
secondary decisions.

Seabra et al. The influence of terrorism risk perception on purchase involvement 881
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Tourism involvement can be viewed from the perspective of affect, in so far as it
can be defined as ‘the intensity level of interest or motivation’ (Ratchford & Vaughn,
1989, p. 28) with a specific tourism product and with certain consequences (Lehto,
O'Leary, & Morrison, 2004). This perspective assumes that involvement can be
measured, directly or indirectly, by its consequences. Several variables can be used
to operationalise the concept, such as the degree of interest, the intensity of
information search, planning time, intensity and degree of participation in activities
and expenditures made. Accordingly, a tourist’s involvement with consumption can
be measured by his/her participation in activities and attractions visited and the
monetary investment made in the trip (Lehto et al., 2004).

Involvement is strongly correlated with product evaluation (Day, 1977). Several
empirical studies have confirmed the influence of involvement in the processes of
post-purchase (Richins & Bloch, 1991). It has been suggested that the greater
involvement, the more likely the occurrence of post-consumer ratings and more
extreme and meticulous they will be (Oliver & Bearden, 1983; Petty & Cacioppo,
1983; Petty, Cacioppo, & Schumann, 1983). Products are evaluated in a deeper way
if the consumer is highly involved (Richins & Bloch, 1991).

The overall involvement assessment in the post-purchase tourist experience
includes the experience of travel or stay and influences the perceived quality,
perceived value, overall satisfaction and intentions of future behaviour (Bolton &
Drew, 1991; Chen & Tsai, 2008).

A considerable number of studies examined the relationship between involvement
and risk perception (Richins, Bloch, & Mcquarrie, 1992; Venkatraman, 1988). This
interest can be explained by the important role played by these constructs as moderators
or as motivational factors in a number of consumer behaviour facets (Laurent &
Kapferer, 1985). There also commonalities in their conceptualisations, both constructs
incorporate the notion of the product’s importance to the consumer (Bloch & Richins,
1983). Risk perception reveals the purchase and product importance (Dholakia, 2001).
On the other hand, the level of involvement and the amount and nature of risk
perception during the purchasing process influences the depth, complexity and extent
of behaviours during the decision process (see Celsi&Olson, 1988; Laurent&Kapferer,
1985), pointing to the similarities between the effects of these constructs.

However, there are also significant differences between the two concepts. The
perception of risk considers only the negative consequences of buying and consuming
the product, while the level of involvement is affected by the consequences of that
acquisition and use (Dholakia, 2001). Many researchers studied the relationship
between the two concepts, sometimes analysing risk as an antecedent (Bloch, 1981), a
component (Bloch & Richins, 1983; Laurent & Kapferer, 1985) or a consequence of
involvement (Venkatraman, 1988). In this study, risk perception is perceived as an
antecedent of involvement. In line with the above, the following hypothesis is proposed:

H2: Greater perceived risk in international travel increases the level of
tourists’ involvement in the decision-making process.

Safety concern

Risks have been identified as a major concern for international tourists in their
decisions (Sönmez & Graefe, 1998b; Yavas, 1990). As a matter of fact, the need
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for security must be recognised as an innate feature of human nature (Maslow, 1954),
making the concern for security a basic factor influencing destination choice (Crotts,
2003). Nowadays international or domestic travellers’ safety is becoming a global
concern and the lack of safety is one of the factors negatively affecting international
tourism (Kozak et al., 2007; Reisinger & Mavondo, 2005).

Research in tourism confirms that one of the main travel motivations is relaxing
(Kozak, 2002). Even when relaxation is not the main motivation for travelling,
tourists do not want to be bothered with negative incidents (Kozak et al., 2007).

Risk perception determines whether the potential tourist feels safe on his trip.
Individuals who associate high levels of uncertainty to the trip feel less secure
(Reisinger & Mavondo, 2005), so the perception of risk is one of the main
predictors of sense of safety (Sönmez & Graefe, 1998b) and concerns about safety
increase the perceived risk levels (Sönmez & Graefe, 1998a).

Tourists consider safety and their personal integrity being as a major factor in their
travel behaviours, especially when they perceive that the situation may involve any
risk (Kozak et al., 2007). In line with the above, we propose the following hypothesis:

H3: A higher perception of risk in international travel increases the perception
among tourists of the importance of security in international travel.

When concerns with safety are introduced in travel decisions, it becomes a
major factor changing and conditioning the contexts of buying decision models
(Floyd et al., 2004). When the individual feels that the product is highly related to
his/her ego, self-concept and values, in other words when he/she is highly involved
with the product he/she will be motivated to ensure right decisions and actions
(Dholakia, 2001).

Moreover, the decision process regarding a tourist product marked by high level
of involvement will lead consumers to spend more effort with the cognitive elements
of risk consideration, reflecting more on the importance of safety importance (Flynn
& Goldsmith, 1993). Thus, a greater involvement with the buying decision will lead
the consumer to have a greater safety consciousness/concern, especially in
international trips:

H4: A greater involvement of tourists with the buying decision increases their
safety importance perception in international travel.

The fear of terrorism can exist in a tourist due to many factors: contact with
terrorist attacks, proximity to those conflicts and events, negative destination images,
social interaction and influence of travel agents or tour operators (Sönmez & Graefe,
1998b). Terrorist activity in a particular destination or in tourism generally increases
the level of perceived risk and hence has a negative effect on tourist decisions and
behaviours (Bar-On, 1996; Blake & Sinclair, 2003; Enders & Sandler, 1991; Roehl
& Fesenmaier, 1992; Sönmez, 1998; Sönmez & Graefe, 1998a, 1998b).

Additionally, there is a strong relationship between perceived risk and involvement
(Celsi & Olson, 1988; Chaudhuri, 2000; Dholakia, 2001), yet no study, to our
knowledge, has examined the perceptions of specific risks, such as terrorism, on
the involvement of tourists with purchasing decisions.

Several studies concluded about the existence of a chain reaction to terrorism
(Enders & Sandler, 1991), particularly in terms of buying decision behaviour and
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safety concerns (Sönmez & Graefe, 1998a, 1998b). In line with the above, we
propose the following hypotheses:

H5: An increased contact of tourists with terrorism increases their level of
involvement in tourism decision-making process.

H6: A greater contact of tourists with terrorism increases the safety impor-
tance perception in international travel.

Methodology

Sample and data collection

The research setting refers to a survey approach, applied in three European countries –
Portugal, Spain and Italy – more specifically in an international air travelling context.

The final data were collected from January 2009 to March 2009. Tourists were
randomly selected in loco across three international airports: Madrid/Barajas, Lisbon/
Portela and Milan/Malpensa, from those agreeing to participate in the study. These
three countries were chosen because they have different levels of terrorism risk
associated (GTD, 2014): (a) Spain – high level due to attacks from Islamic
extremists (trains in Madrid in March 2004) and several attacks from ETA since
the 1990s; (b) Italy – medium level, derived from the various terrorist attempts in the
Mediterranean in the 1980s and beginning of the 1990s; and (c) Portugal – low level
of risk since there are no records of terrorism attempts in this country.

For the sample definition, we used the cluster sampling in space and time. A total
of 200 questionnaires were administered in each of the three airports with a distance
of approximately 1 month on the same days of the week – Fridays, Saturdays and
Sundays – in the same time intervals – from 06:00 to 17:00. At each airport, it took
about 3 days to apply 200 questionnaires. Barajas Airport in Madrid in January 2009,
Malpensa, Milan, in February 2009 and Portela, Lisbon, in March 2009. Tourists
were approached at random after having carried out their check-in.

Only tourists who had undertaken an international trip were interviewed. Most of
them were returning from an international trip in those countries or were in transit to
arrive from an international trip in other countries. Two of the authors of this study
administered the questionnaires explaining the aim of the study to the tourists at the
moment after proceeding with the check-in of their return trip. The questionnaires
were self-administrated, which allowed us to ensure that the data were not biased. We
obtained a final sample of 613 questionnaires and a total of 600 valid ones, equally
divided among the three international airports. The final sample allowed us to have a
proportion of five observations for each indicator, 120 variables (see Bentler, 1989,
in Westland, 2010). The final model represents a 22:1 proportion, 27 observable
indicators integrated in the model. The missing responses in the questionnaires were
replaced by the average of each variable obtained from the other responses.

Measures

We sourced measures from the literature and adapted them to the current research
context (see Churchill, 1979). Constructs were first order, and we measured them
with multi-item scales.
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Antecedents of risk perception

We developed scales to capture the antecedents of risk perception of international
tourists using scales previously established in the literature, namely, contact with
terrorism (Somer et al., 2005), interest in and attention to terrorism on the media
(Jin, 2003) and contact with crime (Brunt et al., 2000).

Direct and indirect contact with terrorism. We adapted the scale developed by
Sommer and colleagues (2005) to measure the types of contact with terrorism that
international tourists may experience. Respondents rated their level of contact
(1 = never; 7 = many times) with several situations associated with terrorism:
directly, by being present when an attack occurs, becoming injured due to a terrorist
incident or by participating in rescue operations; and indirectly, by feeling to have
escaped a terrorist attack due to luck, by having been at the site shortly before the
incident occurred, by having provided any kind of aid or by knowing people who
have experienced terrorist incidents in the past.

Contact with crime in daily life. We used the scale of Brunt and his colleagues (2000)
to measure the types of contact with crime that international tourists may experience
in their daily lives. Respondents rated their level of contact (1 = never; 7 = many
times) with several situations of crime, like burglary, attempt of burglary, kidnapping,
attempt of kidnapping, physical or psychological violence, attempt of physical or
psychological violence.

Attention to/interest in terrorism. To measure this constructs a scale developed by Jin
(2003) was used. Respondents rated their level of agreement with statements regard-
ing their level of interest in and attention to (1 = strongly disagree; 7 = strongly
agree) information about terrorism in the media.

Risk perception

To measure the risk perception of international tourists, we used the scales suggested
by Mitra and colleagues (1999) and Sönmez and Graefe (1998b). Respondents rated
their level of risk felt when travelling internationally with a scale ranging from 1, very
low risk, to 7, extremely high risk. The risks presented were financial, performance,
physical, social and psychological risk, risk of time, risk of satisfaction, political
instability/unrest, health and terrorism.

Involvement

This construct, as explained before, was considered in four different facets:

● Involvement in pre-purchase or with the generic product

● Involvement with the decision to purchase the product

● Involvement with the product’s consumption

● Involvement in product evaluation or post-purchase
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Involvement in pre-purchase or with the generic product. To measure the
involvement of international tourists with tourism products, we adapted scales
developed by Park, Mothersbaugh, and Feick (1994) and Gursoy and Gavcar
(2003). Respondents rated their level of agreement with statements regarding
their knowledge, pleasure/interest, risk probability and importance attributed to
and prestige related with tourism products, namely, travelling.

Involvement with the decision to purchase the product. We considered involvement
with the decision to purchase the product in terms of information that tourists
sought for preparing the trip. So, the respondents had to classify the importance of
several information sources to take the primary and secondary trip decisions
(1 = not important at all; 5 = very important). This scale is composed of items
regarding personal sources, marketing communication sources, neutral and experi-
ence information sources and were adapted from Assael (1998), Fodness and
Murray (1998) and Seabra et al. (2007).

Involvement with the product’s consumption. As far as tourism product consumption
is concerned, we considered the money tourists spent with many items during their
trip. Also, the activities that tourists engaged in during their trip were considered
(Lehto et al., 2004).

Involvement in product evaluation or post-purchase. To measure involvement with
evaluation, respondents had to rate their quality perception (1 = very unsatisfied;
7 = extremely satisfied) regarding four specific items of their trip, namely, hospitality,
attractions, transportation and infrastructures (Chen & Tsai, 2008). The perceived
value was the other scale used to measure involvement with evaluation (Bolton &
Drew, 1991)

Safety concern

For measuring safety concern/importance, we adapted a scale developed by Floyd
and Pennington-Gray (2004), where tourists rated their level of agreement
(1 = strongly disagree; 7 = strongly agree) with statements regarding safety in
travelling.

Survey instrument development

After selecting the scales from the literature, they were discussed with experts. We
then translated the initial scales into three languages – Portuguese, Spanish and
German – and then the instrument was back-translated to English. After revision,
we used a pre-test sample of 30 international travellers in order to test the scales’
reliability (through Cronbach’s alpha). The pre-test results were used to further refine
the questionnaire.

Data profile

Tourists in this study sample were from 41 countries, from all over the world. The
sample was mainly composed of men (56%), with ages mostly under 35 years (56%).
Approximately 74% had university education, 22% were middle and senior
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management, 20% were businessmen, about 19% were freelancers/self-employed and
15% students. The average income ranged from 2000 to 3000 Euros per month. The
sample was mainly composed of frequent travellers, who had undertaken, on an
average, seven international trips in the last three years, lasting 9 days each. There
was a relatively high degree of familiarity with the destination visited since tourists
had in average visited the destination 3.5 times before. Each tourist used, on the
average, 15 days to plan the trip, and referred to reservations planning with a period
of 25 days in advance.

Data analysis

In order to assess the validity of the measures, the items were subjected to a
confirmatory factor analysis using full-information maximum likelihood (FIML)
estimation procedures in LISREL 8.54 (Jöreskog & Sorbom, 1996).

Measurement model

To assess the adequacy of the measurement model, we examined initially the
Cronbach’s alphas from each construct of the conceptual model. In result, several
factors were eliminated and were not included in the measurement because they
presented alphas less than 0.65 and/or for revealing no significant values when tested
to incorporate the final model.

We also examined individual item reliabilities, convergent validity and
discriminant validity (see Appendix). We assessed item reliabilities by examining the
loadings of the individual items in the respective constructs.

In this model, each item is restricted to load on its pre-specified factor, with the
factors allowed to correlate freely. The chi-square for this model is significant
(2 = 1924.84). We also assessed additional fit indices: the comparative fit index
(CFI), the incremental fit index (IFI) and the Tucker–Lewis fit index (TLI). The CFI,
IFI and TLI of this model are 0.92, 0.92 and 0.90, respectively. The GFI, AGFI and
PGFI of the measurement model are 0.81, 0.77 and 0.68, respectively. Since fit
indices can be improved by allowing more terms to be freely estimated, we also
assessed the root mean square error of approximation (RMSEA), which assesses fit
and incorporates a penalty for lack of parsimony. An RMSEA of 0.05 or less indicates
a close fit to the population, while 0.08 to 0.10 indicates a satisfactory fit, with any
score over 0.10 indicating an unacceptable fit. The RMSEA of this measurement
model is 0.092.

Internal consistency was evidenced by composite validity (ρ) (Bagozzi, 1980). All
the constructs passed the minimal acceptable values of 0.7 (Nunnally, 1978) and are
valid presenting internal consistency above 0.81 and Cronbach’s alphas of 0.808.
Convergent validity is evidenced by the large and significant standardised loadings of
each item on its intended construct (average loading size was 0.72). Discriminant
validity among the constructs is stringently assessed using the Fornell and Larcker
(1981) test; all possible pairs of constructs passed this test. Appendix presents all the
constructs, scale items and reliabilities.

To assess convergent validity, we measured the average variance extracted (ρvc(n)
(AVE) (Fornell & Larcker, 1981) for all constructs. It is recommended that the AVE
should be greater than 0.5, meaning that 50% or more variance of the indicators
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should be taken into account. All AVE values are greater than 0.5, indicating
convergent validity. Evidence of discriminant validity was also revealed by the fact
that the shared variance between any two constructs (i.e. the square of their inter-
correlations) was less than the average variance extracted for each construct (Fornell
& Larcker, 1981; Mackenzie, Podsakoff, & Rich, 2001).

We assessed discriminant validity by comparing the correlation between each pair
of constructs with the root of AVE among those constructs (Fornell & Larcker, 1981)
and by analysing cross-loadings between items and constructs. By analysing the values
in Table 1, we confirmed that the square root of AVE between any two constructs
(diagonal) is greater than the correlation between those constructs (off-diagonal),
thus indicating discriminant validity. The results show that items load higher on the
respective construct than on any other construct. Hence, none of the correlations in
the final model was sufficiently high to jeopardise the construct’s discriminant
validity (Anderson & Gerbing, 1988).

Structural equation model

The conceptual framework was simultaneously estimated in a structural equation model
using FIML estimation procedures in LISREL 8.54. Specifically, this model contains four
constructs, 27 observable indicators, measurement and latent variable errors, and inter-
correlations between the latent constructs. The estimation results for the significant
structural paths are exhibited in Figure 2. This model has a chi-square of 1925.78; the
fit indices suggest a good fit of the model to the data (CFI = 0.92, IFI = 0.92,
TLI = 0.91, RMSEA = 0.92, GFI = 0.81, AGFI = 0.77 and PGFI = 0.68).

The hypotheses defined in the conceptual model that linked those eliminated
constructs presenting low Cronbach’s alphas and not included in the measurement
model were not tested (H1a, H1c; H3). The hypotheses relating the constructs fixed
in the CFA model were tested. The following are the results (see Figure 2) through
measures of standardised coefficients and t-values.

The hypothesis H1b that related positively interest in and attention to terrorism in
the media by tourists and their perception of risk in international travel has been
proven. The results show the existence of a significant and positive relationship
between those constructs (γ11 = 0.26, p < 0.05, t = 5.59). The proposed
relationship between perceived risk in international travel and the level of
involvement of tourists with the decision process (H2) was confirmed in the
analysis: β21 = 0.27 p < 0.05 (t = 5.38). The hypothesis that the involvement of
tourists with the buying decision could have a positive impact on their perception of
the importance of security in international travel (H5) was confirmed with a
significant and positive relationship between constructs (β32 = 0.15, p < 0.05,

Table 1 Means, standard deviation and correlation among constructs.

M SD 1 2 3 4

1. IATERROR 4.4 2.4 0.87

2. RISKP 2.8 1.7 0.26 0.71

3. SAFETYIMPPECEPTION 4.7 1.8 0.38 0.17 0.77

4. BUYINGDECINVOLVEMENT 2 1.3 0.18 0.29 0.21 0.71

Note: The diagonal (in bold) shows the square roots of the AVE.
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t = 3.23). Support was also found for the relationship between the contact of tourists
with terrorism and their level of involvement with the tourist decision process, as
proposed in hypothesis H6. The results show that this relationship is significant and
positive (γ12 = 0.11, p < 0.05, t = 2.47). The hypothesis that tourists’ contact with
terrorism further increases safety concern in international travel was also supported
by the results (H7) (γ31 = 0.36, p < 0.05, t = 7.56).

One of the advantages of using a model of causal relations is the possibility of
estimating not only the direct effects, but also the indirect and total effects among
latent constructs (Lages & Lages, 2004; Lages & Montgomery, 2005). Table 2 shows
that all indirect effects are statistically significant, which reinforces in a more
sustained way the final model.

Thus, the interest and attention to terrorism on media has significant and positive
direct effects (0.11, p < 0.05, t = 2.47) and indirect (0.07, p < 0.05, t = 4.04) in
buying decision involvement. Consequently, the indirect relationship strengthens the
total effect (0.18, p < 0.05, t = 4.03). The interest and attention to terrorism on
media also has significant and positive direct effects (0.36, p < 0.05, t = 7.56) and
indirect (0.03, p < 0.05, t = 2.58) in the safety importance perception in
international travel reinforcing the total effect (0.39, p < 0.01, t = 8.06). The risk
perception in international travel revealed also to have significant and positive
indirect effects in the safety importance perception (0.04, p < 0.01, t = 2.82).

Making a comparison between the standardised coefficients and t-values of effects
between the constructs allows us to draw more results. With regard to major
determinants of involvement with the buying decision, we can conclude that the
most relevant is the risk perception in international travel (β21 = 0.27, p < 0.06,
t = 5.38) in detriment of interest and attention to terrorism on media (γ12 = 0.11,
p < 0.05, t = 2.47). In determining the safety importance perception in international
travel, interest and attention to terrorism on media showed to have a greater effect
(γ31 = 0.36, p < 0.05, t = 7.56) compared to the direct influence of involvement in
buying decision (β32 = 0.15, p < 0.05, t = 3.23).

Figure 2 Final model.

RISK PERECEPTION IN
INTERNATIONAL TRIPS

η1

H6 γ12 = 0.11 (2.47)

H5 β3
2 = 0.15 (3

.23)H7 γ31 = 0.36 (7.56)

H2 β21 = 0.27 (5.38)H1b γ11 = 0.26 (5.59)

SAFETY CONCERN
η3

TERRORISM
ξ1

INVOLVEMENT
η2

Information search
for primary
decisions

Information search
for secondary

decisions

Attention

Interest
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Conclusions

The present study aimed at analysing the consumer’s behaviour in tourism market.
Taking into account the effect that terrorism might have on the decision to undertake
international travel, we tried to show how the contact of tourists with such events
will influence their international travelling behaviour.

Our results show that terrorism influences the perceptions of risk that tourists
associate with international travel. However, and surprisingly, we could not confirm
that the direct or indirect contact has a significant impact on risk perceptions. It has
been demonstrated that the interest in and attention to terrorism as reported in the
media is a significant antecedent of risk perception in international travel. This
relationship confirms the important effect of mass media on tourists’ perceptions
(Baral, Baral, & Morgan, 2004; Sönmez, 1998; Taylor, 2006).

The existence of a significant and positive relationship between risk perception and
involvement in international travel was demonstrated, but only in information search
at the level of the buying decision-making. The perceived risk is usually higher in the
tourist buying decision-making process, which suggests that tourists are more involved
in seeking information to reduce the uncertainty involved in this purchase (Wahab,
Crampon, & Rothfield, 1976). The greater the perceived risk felt by tourists, the more
they seek information and become more rational in their decision-making process
(Maser & Weiermair, 1998). On the other hand, tourists have a tendency to seek
information, when they consider the product or its category as important or with a
symbolic value (Laurent & Kapferer, 1985), which is the case for travel.

It was likewise established the hypothesis that the involvement in tourists purchase
decision could have a positive impact on safety concern in international travel. The results
confirmed the significant relationship between these two constructs reinforcing other
studies that considered the importance of safety in travel decisions (see Dholakia, 2001).

Finally, we suggested several hypotheses of direct links between terrorism, risk
perceptions in international travel and involvement with the safety concern. The
results revealed that the interest in and attention to terrorism in the media and
involvement in the purchase decision has a significant and positive impact on the
safety concern by international tourists. This relationship demonstrates again the
critical importance of the indirect contact with terrorism through the media, from
the perspective of international tourists (Kozak et al., 2007; Reisinger & Mavondo,
2005).

A relationship that was not substantiated in this study was the contact with crime
in daily life and the perception of risk in international travel, maybe because tourists
face travelling as a stop in their daily lives.

We were unable to demonstrate the existence of a relationship between risk
perception in international travel, involvement in pre-purchase, consumption and
post-purchase. This result was probably due to the fact that most tourists in the
sample have revealed low levels of perceived risk associated with international travel,
high travel experience and high contact with the destination visited.

In summary, we conclude that the interest in and attention given to terrorism in
the media by tourists increases the risk perception in international travel, their
involvement in seeking information for travel and the consequent safety concern.
Moreover, this effect of attention to and interest in the contents of mass media about
terrorism raises the risk perception of individuals in their international travel, which
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in turn contributes to a greater involvement of tourists with the buying decision,
namely, regarding their information search.

Implications

Tourists are increasingly demanding in their travel behaviour, making their study
more complex. The travel decision process is the result of an intersection of some
personal (sociodemographic and psychographic), social and commercial variables
(Sönmez & Graefe, 1998a). Tourists are rational consumers that pass through
various stages in their decision-making, weighing the benefits and costs in their
choices (Sönmez, 1998).

Tourists’ decisions and behaviours might change, especially in the pre-purchase,
due to many factors. The perceived risk of travel can alter their travel decisions
(Boshoff, 2002). Given the already high complexity of the tourist decision-making
process, a high-risk perception associated to an event that should be pleasant is, in
fact, problematic (Taylor, 2006), also is clear that risk perceptions are highly
subjective in nature and frequently do not reflect real risk. Mainly risk perceptions
are linked with safety images that individuals hold from destinations (Sönmez &
Graefe, 1998b). Different levels of safety concerns may influence the destination
choice process and subsequent decisions. One of the phenomena that has most
contributed to the deterioration of security image of tourist destination is the
occurrence of terrorist attacks, which have recently broken out all over the world,
even in destinations once supposedly very safe.

This work had as main objective to analyse the consumer’s behaviour in tourism
market, taking into account the effect that terrorism might have on the decision to
undertake international travel. It was intended to understand how the contact of
tourists with such events could influence the international travelling behaviour and
their safety concerns.

Terrorism has unfortunately become a constant part of our lives and will not
simply disappear. It is thus fundamental to accept its presence and inevitability for
effectively coping with the phenomenon from a managerial point of view. This is
imperative not only for countries that directly suffer terrorist attacks, but also for
countries that may be indirectly affected and for the tourism industry as a whole.
Terrorism has serious negative effects on the demand of tourist destinations, which
are further boosted by media coverage of corresponding incident. Through negative
publicity, a tourism destination that suffers a terrorist attack may be confronted with
a severely damaged reputation and dramatic consequences for its tourism industry.
Inclusively, a negative image of one destination resulting from terrorism may be
generalised over a range of other countries in proximity or affect entire regions for
large periods in time (Taylor, 2006).

It is therefore necessary to better analyse this issue and create more effective crisis
management tools, based on cooperative solutions among members of the industry,
government entities linked to tourism as well as academia (Sönmez, 1998). Crisis
management in face of terrorism is an area of particular importance to managers. The
selection of a marketing strategy for tourism organisations and destinations depends
on how tourists perceive the risk of being affected by terrorism, which is in turn a
result of their exposure mainly to media information regarding this type of risk.
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We consider that the here presented model may help tourism firms and destinations
better understand the type of contact tourists have with terrorism and what its impact on
tourists’ decision-making, by learning from the here identified results and by eventually
applying the model in the context of their own market studies, analysing similar data.
They may as a consequence use a framework to develop and implement strategies that
might reduce perceived risk and increase the value associated with destinations and their
services. Our model gives an extended and integrated vision of the tourist’s risk
perception of terrorism in tourist involvement and safety concern. When marketers
understand how consumers react to risk perception regarding terrorism, they can create
more effective campaigns to influence consumers’ expectations and decisions.

Derived from the results of this study, we can draw some practical implications for
tourism organisations’ and destinations’ managers:

● It is important to understand that tourists have a real interest; they are curious
and give attention to news and reports related with terrorism. This has influence
on risk perception in international trips, specifically physical, psychological,
social and satisfaction risk, and they feel the menace of being involved in
political turmoil or terrorist attacks in the visited destination.

● Both interest in and attention to terrorism news and risk perception impacts
positively the involvement of tourists in the search for information to plan
international trips. Based on this, managers should develop promotion
strategies based on four main areas:

● advertising in radio, TV, press and brochures

● tourist-specific information such as travel agents, travel clubs/books/
magazines and welcome centres

● Public relations to get reports in TV, radio and press

● virtual visits

● Managers and governments should know that safety is a major attribute that a
destination can offer and is seriously taken into consideration when choosing a
destination and could be improved by creating additional security measures at
airports for instance.

● But managers should also consider that in a direct or indirect way, safety
concern is impacted positively by interest in and attention to in terrorism on
media, risk perception and involvement in information search when international
tourists buy and plan their trips.

● The image that tourists have about destinations can be influenced by incidents in
other regions. The impact of media must be recognised as an important indicator
of their own image.

● Safety is a major concern for tourists, especially in a context of increasing terrorism
also affecting and sometimes even targeting tourists. Organisations and
destinations must therefore be concerned about minimising the risk of terrorism
as well as about the impact of terrorist activities on their image, requiring a careful
and credible communication strategy whenever terrorism is associated to a
destination/service. Organisations must invest in good communication materials
that are credible in reducing the perception of risk.
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From a theoretical perspective, to our knowledge, no study exists with a focus on the
impact of the perceived risk of terrorism on involvement and the consequent safety
concern of international tourists. The intention of this study is to help close this gap.
Also, this study revealed the relevance of risk perception acquired via media exposure
to terrorism, a topic that has been neglected in literature so far.

In sum, at a time when marketing researchers are challenged to provide research with
practical implications, it is believed that this theoretical frameworkmay be used as a basis
to pursue sensitive customer-oriented destination and business strategies, recognising the
role of tourists’ risk perception regarding terrorism, frequently acquired via media
exposure and impacting on their pre-purchase involvement and general safety concern.

Limitations and directions for future research

There are some limitations to the presented research approach to be considered. The
first limitation is that the final instrument (i.e. the questionnaire) may have created
common method variance that could have inflated construct relationships. This could
be particularly threatening if the respondents were aware of the conceptual framework
of the study. However, they were not informed about the specific purpose of the study,
and all of the construct items were separated and mixed so that no respondent should
have been able to detect which items were affecting which factors.

Additionally, while the reported research project investigates contact of tourists
travelling by plane regarding terrorism risk perceptions, care should be taken in
extending the study beyond this specific research framework. Hence, although the
fit indices suggest a good fit of the model to the data, future research is encouraged to
test our instrument across other tourism settings and types of travelling with larger
samples. To do so, researchers may add new items and factors applicable to the
specific research setting. It should furthermore be interesting to analyse the
antecedents of interest in terrorism in the media and consequences of safety
concern. Thus, we suggest to investigate how contact with terrorism and risk
perception is associated with other variables, such as tourists’ lifestyles, culture
background, country of origin, social, demographic and personality features and to
also look at travel behavioural preferences (e.g. travel mode, type of accommodation,
trip organisation, destination type and familiarity) as a function of safety concern.
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Appendix. Scale items and reliabilities

Standardised

Constructs, scale items and reliabilities coefficients T-values

ATTENTION TO AND INTEREST IN TO TERRORISM IN MEDIA

(scale 1 = strongly disagree/ 7 = strongly agree)

AITERROR – Attention to and interest in to terrorism in
media1

� ¼ 0:946; rvc nð Þ ¼ 0:75; r ¼ 0:95
� �

V1 I am really interested about terrorist attacks reports on
news

0.86 26.22

V2 When I have the opportunity I watch/read/ear reports
about terrorist attacks on news

0.92 29.14

V3 I am very curious about terrorist attacks reports on
news

0.92 29.36

V4 I do not want to miss terrorist attacks reports on news 0.86 26.02

V5 I never want to change the channel during a report of
terrorist attack on news

0.75 21.33

V6 I pay much attention on reports about terrorist attacks
on news

0.87 26.84

1 Adapted from Jin (2003)

RISK PERCEPTION

(scale 1 = very low risk; 7 = extremely high risk)

PRISK – risk perception2

� ¼ 0:854; rvc nð Þ ¼ 0:50; r ¼ 0:86
� �

V7 Possibility of physical danger or injury detrimental to
health (accidents)

0.65 16.72

V8 Possibility of becoming involved in the political turmoil
of the country being visited

0.73 19.49

V9 Possibility that travel experience will not reflect the
individual’s personality or self-image

0.76 20.72

V10 Possibility that travel experience will not provide
personal satisfaction

0.73 19.51

V11 Possibility that travel choice/experience will affect
other’s opinion of individual

0.71 18.91

(Continued )
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Appendix (Continued).

Standardised

Constructs, scale items and reliabilities coefficients T-values

V12 Possibility of being involved in a terrorist act 0.65 16.77
2 Adapted from Mitra et al. (1999), Sönmez and Graefe
(1998a, 1998b)

INVOLVEMENT

(scale 1 = not important at all/ 5 = very important)

BUYINVOLVEMENT – involvement with the buying decision:
sources for primary and secondary decisions3

� ¼ 0:921; rvc nð Þ ¼ 0:50; r ¼ 0:92
� �

V13 Advertising in TV, radio or press (primary decisions) 0.66 17.71

V14 Brochures (primary decisions) 0.63 16.61

V15 Virtual visits (primary decisions) 0.73 20.36

V16 Travel Agents (primary decisions) 0.68 18.45

V17 Travel clubs/books/magazines (primary decisions) 0.64 17.06

V18 Reports in TV, radio, press (primary decisions) 0.77 22.02

V19 Welcome centres (primary decisions) 0.69 18.80

V20 Advertising in TV, radio or press (secondary decisions) 0.66 17.75

V21 Internet forums (secondary decisions) 0.68 18.47

V22 Virtual visits (secondary decisions) 0.78 22.26

V23 Travel agents (secondary decisions) 0.72 19.80

V24

Reports/news on TV, radio and press (secondary decisions) 0.80 22.97
3 Adapted from Assael (1998); Fodness and Murray (1998);
Seabra et al. (2007)

SAFETY IMPORTANCE

(scale 1 = strongly disagree/7 = strongly agree)

SAFETYIMP – safety importance4

� ¼ 0:808; rvc nð Þ ¼ 0:60; r ¼ 0:81
� �

V25 Additional security measures at airports make
traveling safer

0.69 17.54

V26 Safety is the most important attribute a destination can
offer

0.86 22.85

V27 Safety is a serious consideration when I am choosing a
destination

0.76 19.53

4 Adapted from Floyd and Pennington-Gray (2004)

Notes: � = Internal reliability (Cronbach, 1951)

rvc nð Þ = (Fornell & Larcker, 1981)

r = Composit Reliability (Bagozzi, 1980)
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