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Abstract: The current study was undertaken to study the perceptual differences across factors 
affecting value for money and satisfaction across three main clusters of foreign tourists visiting 
Goa i.e. USA, UK and Europe. Data was collected from 300 foreign tourists in Goa. The 
results of the study indicate that the traditional model of perception of experience and ease as 
two significant variables which influence the value for money perception and satisfaction, was 
valid for the UK and Europe cluster samples. However, the traditional model was not valid 
in the case of US respondents. The results suggest that experience had a significant impact on 
perception of ease; which had an effect on value for money perception and in turn, satisfaction. 
The model when tested for UK and Europe indicate that the relationship of the variables 
improved by changing the causal paths in the model. The validity of the model is further 
supported by removing the experience dimension from the proposed model which decreased 
the effect of ease on value for money and satisfaction. The study highlights the need for the 
Goa government to consider changing its positioning strategy to better fit the changing mix of 
foreign tourists visiting Goa.
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Introduction

Marketing literature, over the past decade, has concentrated on understanding the 
consumer purchase decision-making process. One of the aspects of this process 
highlighted in recent literature is brand personality congruence. This concept states 
that a customer purchases a product when the image portrayed by the product/ 
service matches that of the image the customer wants to portray i.e. there is self and 
brand congruity (Govers & Schoormans, 2005; Kressmann et al., 2006). 

In tourism, brand congruity is referred to as two variables i.e. self-image and 
destination image. Destination is a combination of both individual product and 
experience that combine to form the total experience of the area visited by the tourist 
(Murphy, Pritchard, & Smith, 2000).  Destination image is also similar to brand 
image and is referred to as a cluster of attributes and associations that consumers 
connect to the destination (Biel, 1993). In other words, it is the positioning strategy 
adopted by the marketer. These attributes are based on personal experience, word 
of mouth or accumulation of communications from various sources. Therefore, 
tourism purchase only happens when the destination image portrayed in the media 
matches that of the customer’s. 

Extending the argument, it can also be argued that marketers need to be cautious 
about the positioning and personality strategies that they adopt for a destination. It 
is possible that inadequate research might lead to a destination positioning strategy 
which stresses on dimensions which are not sufficient to convince the tourist or 
achieve marketing goals. When this happens, the destination would experience 
decreased sales. 

Statistical analysis shows that Goa as a destination has seen a steady increase in the 
inflow of foreign tourist arrival from 1995 to 2015; however, the rate of increase has 
been steadily decreasing since 2010. Although the state government has been taking 
action to renew the tourism industry, it has not been able to attract foreign tourists. 
The rate for domestic tourists has gone up but not for foreign tourists. Therefore, 
researchers felt that there was a need to test the destination image perception among 
foreign tourists visiting Goa across their country of origin to understand if there was 
a gap in the personality congruence. In order to test this, marketing literature states 
that it is important to study perceptual differences across specific group(s) (Payne, 
1993). Based on these lines to help the government and find the reasons for the 
decline, the current study was undertaken to study the perceptual difference across 
different clusters of foreign tourists visiting Goa. More specifically, the study aimed 
to explore the perceptual differences across factors affecting value for money and 
satisfaction across clusters of foreign tourists visiting Goa.

The study will help practitioners develop an understanding about the perceptual 
differences across country of origin of the foreign tourists and how to increase their 
perceptions of value for money and satisfaction. It will facilitate the state and national 
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governments in formulating and implementing strategies to better position and sell 
Goa as a destination. Also, it will add to the limited literature on value for money 
in tourism and hopefully help academicians understand the critical factors affecting 
value for money. The paper is divided into a few sections. It starts by discussing 
model development for research, followed by research methodology and in the end, 
the paper discusses the implications of the study. 

Foreign Tourism in Goa: Countries of Origin

Goa has traditionally taken full advantage of its cultural heritage (Portuguese and 
Indian influences) and positioned itself as a destination which offers a unique 
hippie experience to globetrotters, artists and musicians. This personality acted as 
an attraction for adventurous tourists who like day-long dolphin-watching, bird-
watching and backwater cruises.

With its attractive personality that can attract foreign tourists, Goa saw a steady 
increase in the inflow of foreign tourist arrivals from 1995 to 2010 (Figure 1). An 
in-depth analysis indicates that the country of origin of these foreign tourists are 
Russia and UK. The statistical analysis also indicates, that in addition to UK, in the 
past few years, two more countries have become a source of foreign tourists for Goa 
i.e. USA and Europe (Figure 2). 
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Figure 1. Inflow of foreign tourist arrival in Goa

Based on a secondary statistical analysis, the three groups chosen for the study are 
USA, UK and Europe. 
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Figure 2. Inflow of foreign tourists based on nationality

Theory Building: Review of Literature

Value for Money & Customer Satisfaction

Our literature review showed that the focus of empirical studies has been on 
customer satisfaction. In studies on customer satisfaction as a dependent variable, the 
researchers collected data for their study by imposing a sampling restriction in terms 
of either satisfied customers or very dissatisfied customers (Peterson & Wilson, 1992; 
Söderlund, 1998). Research conducted on such skewed data can lead to somewhat 
biased results. Understanding the nuances of the customer satisfaction construct, 
many researchers have suggested the use of alternate constructs like value of money 
to better understand consumer behavior especially in the service industry (Davis, 
1993; Kansal, 2016). 

Our literature review showed that in the context of the service industry, value 
proposition was most important for the consumer (Oliva & Kallenberg, 2003).  Value 
for money refers to consumers’ perception of utility of the product or services vis-a-vis 
the opportunity and acquisition cost of the product or service (Anderson & Srinivasan, 
2003; Turel, Serenko, & Bontis, 2007). Therefore, it was decided to study effect of 
ease and experience on value for money.  However, keeping in mind the past trend 
of customer satisfaction and acceptance of the construct in the practical industry, the 
literature review for relationship between value for money and customer satisfaction 
showed that in the context of service marketing, perceived value for money has a 
significant influence on customer satisfaction and their behavioral intentions (Hu, 
Kandampully & Juwaheer, 2009; Sweeney, Soutar, & Johnson, 1999). Therefore, in 
order to increase the practical implications of the present study, it was proposed that 
foreign tourists’ perceived value for money from Goa will have a significant effect on 
their satisfaction making value for money as the mediating variable.  
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Proposition 1: foreign tourist’s perceived value for money from Goa will have a 
significant effect on their satisfaction. 

Ease & Experience

Literature review also showed that factors which influence consumer satisfaction were 
mainly infrastructure (Khadaroo & Seetanah, 2007; Provenzano, 2015), culture (Singh, 
Naya, & Bala, 2014; Weiermair, 2000), the experience being offered (Haahti, 1986; 
Selby, 2004) and hygienic conditions (Barber & Scarcelli, 2010; Kozak, 2001). The 
infrastructure of a country for tourism refers to the essential economic and organizational 
foundations of a country (Buhr, 2003). Culture refers to the richness and uniqueness 
of the destination’s culture (Bruinsma, Kourtit, & Nijkamp, 2011). It is one the most 
inimitable resource a destination can have and therefore, is a good resource to base its 
image on. The experience offered by a destination refers to the positioning strategy adopted 
by the destination i.e. the selling proposition/personality of the destination extended by 
its marketers. Some destinations position themselves as an adventure sport destination 
like Dehradun, while others support religious and spiritual activities like Varanasi. Lastly, 
hygienic factors as defined by tourism literature refer to cleanliness, water, sanitation etc. 
The importance of this factor is such that it has been added as a dimension to the service 
quality construct in tourism (Narayan, Rajendran, & Sai, 2008). 

In their paper, Kansal and his colleagues applied factor analysis on these variables 
and gave a two factor solution i.e. ease and experience which influenced value for 
money in perception of tourists (Kansal, Walia, & Goel, 2015). These researchers used 
factor analysis to refine the dimensions of factors influencing customer perception 
in terms of value for money in Goa. Similar supporting works of other researchers 
showed the experience could also originate from cultural or  adventure activities, 
souvenir, safety, standard of living, nature or lively nightlife, etc. (Cohen, 1972).  
Researchers have explicitly researched the kind of experience offered by a destination 
like Dubai and value for money perceptions (Peter & Anandkumar, 2011).  

Therefore, based on literature review and the above discussion, it is proposed 
that both ease and experience will have an effect on value for money and in turn, on 
customer satisfaction. 

Proposition 2: foreign tourist’s perception about the ease of visiting Goa will 
have a significant effect on their perception of value for money.

Proposition 3: foreign tourist’s perception about the experience being offered by 
Goa will have a significant effect on their perception of value for money.

Country of Origin for Tourists and their Expectations

Our literature review showed that there has been some research, although limited, 
regarding the impact of tourists’ origin country on their expectations and perceptions. 
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In general, culture has been defined as the accumulation of shared meanings, rituals, 
norms and traditions among members of an organization or society, and the collective 
programming of the mind which distinguishes members of one group or society from 
those of another (Solomon, 1996). Therefore, logically, the expectation and consumption 
patterns of the consumers would be influenced by culture i.e. country of origin of the 
tourist. Some support for this notion has been found in tourism marketing literature. 
One of the earlier studies on differences in the expectation of hotel service quality across 
tourist origin showed that there was a significant difference in the expectations of guests 
from UK, USA, Australia and Taiwan (Mok & Armstrong, 1998). Similarly, a study 
estimating visitors’ image of Toronto against visitors’ country of origin showed that there 
were some important differences in the attributes seen as important (Joppe, Martin, & 
Waalen, 2001). Hui and his colleagues analyzed multiple factors and found that there 
was no single factor that appealed to all the groups of travellers when analyzed across 
European, Asian and North American customers visiting Singapore (Hui, Wan, & Ho, 
2007). Similar support for the relationship between nationality of a tourist and various 
factors affecting their perception was found in works of Kozak and colleagues (Kozak & 
Nield, 1998) and McCleary and colleagues (McCleary, Weaver, & Hsu, 2007). Therefore, 
based on above discussion, it was proposed that the perception of both factors i.e. ease of 
money and experience offered by the destination will have different causal relationships 
with value for money and customer satisfaction. 

Proposition 4: foreign tourist’s perception about the ease of visiting Goa will have a 
differential effect on their perception of value for money.
Proposition 5: foreign tourist’s perception about the experience offered by Goa will 
have a differential effect on their perception of value for money.

Research Model

Based on the review of literature and conceptual development, the proposed research 
model is presented in Figure 1. The research model proposed that the relationship of 
both variables i.e. ease and entertainment with customer satisfaction is mediated by value 
for money and is moderated by the country of origin of the tourist visiting Goa. The 
countries of origins studied in the present study are USA, UK and Europe.  UK is part 
of Europe, however, since a large number of respondents were from UK and identified 
themselves as being from UK rather than Europe, it was decided to treat these two as 
separate clusters for the study. The original model had four independent variables i.e. 
Infrastructure, Culture, Experience and Hygiene. However, for validation and dimension 
reduction purposes, the data was put through exploratory factor analysis. The result 
produced two factors and based on the items loading on each factor, these were named 
ease and experience. The following model was constructed after the exploratory factor 
analysis (discussed in the scale construction section of research methodology).  
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 Figure 3. Conceptual model

Research Methodology

A descriptive research design was developed to test the proposed model. To test the 
conceptual model, a survey method of data collection was used. Data was collected 
from 300 foreign tourists at Goa’s popular destinations and also by obtaining referrals 
from these foreign tourists i.e. snowball sampling. This method of sampling was used 
to ensure responses, improve quality of data and to reduce the risk of dishonest and 
socially desirable responses (Kirkman & Law, 2005). After screening, the total usable 
questionnaires totaled at 298.

Data was collected using a structured non-disguised questionnaire. The 
questionnaire had 7 sections dealing with independent and dependent variables and 
an additional section for collecting data on demographic variables. 

Scale Construction 

Infrastructure: Jochimsen, Nijkamp and Tinbergen defined the concept of 
infrastructure as material public capital (roads, rails, air and pipelines) and supra-
structure (communication, quality of guides, knowledge networks, education and 
culture) (Jochimsen, 1966). Therefore, this definition was used to construct items for 
infrastructure to measure visitor perception of Goa. 

Culture: Singh and his colleagues have outlined culture in their research as variables 
for engagement and curiosity (Singh, Naya & Bala, 2014). This definition was used 
to develop items to understand foreign visitor’s perception of richness and uniqueness 
of Goan culture. 

Experience: Cohen in his early research defined experience as either culture or in 
the form of adventure activities, souvenir, safety, standard of living, nature or good 
night life, etc. (Cohen, 1972). Items were phrased to understand foreign visitor’s 
perception of the kinds of experience offered by Goa. 
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Hygiene: Kozak in his study defined cleanliness at the place of stay, restaurants, tourist 
spots and food hygiene as matters of great concern for tourists (Kozak, 2001). Items 
were constructed to understand foreign visitors’ perception of hygiene factors in Goa. 

Three simple item constructs were used to measure value for money and customer 
satisfaction. There were five items for infrastructure, five items for experience, three 
items for culture and four items for hygiene constructs. As these scales were self-
formulated in the first stage, data was prepared for data analysis by conducting an 
exploratory factor analysis. Based on the results of the exploratory factor analysis, the 
independent variables were grouped into two variables i.e. ease and entertainment 
based on an earlier study (Kansal et al., 2015). 

Psychometric Properties of Scale 

Following previous research, the analysis of the psychometric properties of the 
instrument included an analysis of its content validity, face validity and reliability. 
The face validity of the questionnaire was tested through pilot testing. The survey 
instrument was written in English and was pre-tested on a small sample of 20 
respondents. The face validity and content validity of the instrument and its items 
were concluded by various researchers who are experienced in conducting surveys. 

Reliability Cronbach Aplha: The internal consistency and reliability of the scale 
was measured using Cronbach coefficient alpha. According to Nunnally, for the 
purpose of basic research, a Cronbach alpha of 0.70 or higher is sufficient (Nunnally, 
1978). The Cronbach alpha for the adopted scale met this limit and the value for 
both the constructs was higher than .70.   

The sample consisted of 298 respondents. Among them, 25.8% of the total 
respondents were under 25 years of age, 48% were in the age group of 25-40, 22.5% 
were between 40-60 years old and the rest of the respondents were in the age group 
of more than 60. Among the respondents, 54% were males and the remainder 
46% were females. The majority of the respondents were from United Kingdom 
(approximately 36%). The remainder were from around 28 different countries like 
USA, Canada, Egypt, Pakistan, Denmark etc. However, the raw data was cleaned 
and the respondents from three clusters i.e. Europe, UK and USA were retained to 
form the final 298 respondents. In terms of education qualification, the majority 
of the respondents had degrees (30.2%) and postgraduate qualification (30.2%), 
those who had completed only high school (7.4%), 10+2 (19.8%) and those with 
degrees above post grad (7.3%). The sample further indicated that majority of the 
respondents were earning in the income bracket of $4000-8000 US per month. The 
diversity and descriptive statistics of the sample allowed it to be used for the cross 
cultural study. 
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Data Analysis

To test the hypothesis, the proposed model was tested with structural equation 
modeling in AMOS 20. 

The initial structural model was defined in terms of variables as a reflective construct 
to test the convergence and model fit (model 1). The model tested the relationship of 
two independent variables i.e. ease and experience on customer satisfaction while being 
mediated by value for money. In the first step, the overall convergence of the model 
was tested before interpreting the results across the moderating variable i.e. country of 
origin (UK, USA and Europe). The overall model fit was tested because as per literature 
when moderators are introduced in a model, and comparison is made between groups 
(as is the case in the current study), the model is fit to one group’s data and posited 
to either be numerically identical or qualitatively the same with the second group 
(Iacobucci, 2010). Therefore, it was decided to test the overall model for fit indices 
before analyzing the results across cultures. 
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Figure 4. Model 1
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The model fit indices (Table 1) indicated that the normed chi square (2.313) was 
found to be within the acceptable limit of 1 to 5. Normed chi square is not sensitive 
to sample size and therefore, has been referred to as a better indice for judging model 
fitness by some (Hooper, Coughlan, & Mullen, 2008). Therefore, the model was 
acceptable as per parsimonious indices. As per absolute indices, the RMSEA was at 
(0.07) which was well within the acceptable limit while GFI was at 0.87. Therefore, 
the absolute fit indices were moderate. Incremental fit indices indicated moderate to 
good fit for the model as CFI was 0.80 and AGFI was 0.83. Standardized RMR was 
0.19 which was beyond the acceptable limit of 0.08 (Hu & Bentler, 1999). However, 
a model can be accepted if it passes at least 3 fit indices (Jaccard & Choi 1996). 
Therefore, this model was accepted to test the hypothesis. 

All hypothetical links of the model were tested. The results indicated that while 
the model itself was significant, all the paths were not significant and there was a 
difference in the relationship between factors determining value for money across 
the three cultures. 

For the USA group, the results of the study indicate that the path coefficients 
for the ease → value for money, experience → value for money and value for money 
→ satisfaction were not significant. For the UK and EUROPE groups, the path 
coefficients for the ease → value for money, experience → value for money and value 
for money → satisfaction were significant. 

Table 1. Regression estimates for Model 1

USA UK EUROPE

P Estimate P Estimate P Estimate
val_money_1 ← Ease 0.379 0.17 0.035 0.173 0.037 0.209
val_money_1 ← Experience 0.331 0.484 *** 0.616 *** 0.532
overall_fac_1 ← Ease  0.654  0.442  0.54
true_hol_1 ← Ease 0.007 0.685 *** 0.661 *** 0.667
won_hrtge_1 ← Ease 0.006 0.7 *** 0.587 *** 0.537
tour_frndly_1 ← Ease 0.003 0.79 *** 0.778 *** 0.507
accm_fac_1 ← Ease 0.01 0.649 *** 0.562 *** 0.643
reach_easy_1 ← Ease 0.043 0.49 *** 0.487 *** 0.677
good_food_1 ← Ease 0.063 0.445 *** 0.669 *** 0.595
safe_dest_1 ← Ease 0.012 0.622 *** 0.6 *** 0.599
souvenir_1 ← Ease 0.03 0.529 *** 0.614 *** 0.667
adventure_1 ← Experience  0.189  0.561  0.578
good_beach_1 ← Experience 0.314 1.096 *** 0.629 *** 0.708
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Table 1 (con’t)

clean_dest_1 ← Experience 0.362 0.348 *** 0.599 *** 0.637
good_guide_1 ← Experience 0.314 0.698 *** 0.61 *** 0.564
night_life_1 ← Experience 0.346 0.403 *** 0.761 *** 0.777
local_info_1 ← Experience 0.335 0.462 *** 0.804 *** 0.604
overallsat ← val_money_1 0.102 0.331 0.021 0.195 0.037 0.207

Therefore, for USA, neither ease nor experience influenced the value for money 
while for UK and EUROPE, the two were significant predictors for value for money 
and satisfaction. Furthermore, the results for these two groups indicate that other 
things being constant, in the case of UK respondents, a 1 unit enhancement in 
the experience provided by a destination (GOA) led to 0.616 units increase in 
the respondent’s perception of value for money. A 1 unit increase in the value for 
money led to 0.195 units increase in customer’s satisfaction. In the case of Europe 
respondents, the relationship was found to be a little different. The results indicate 
that a 1 unit enhancement in the experience provided by a destination (GOA) led 
to 0.532 units increase in the respondent’s perception of value for money. A 1 unit 
increase in the value for money led to 0.207 units increase in customer’s satisfaction. 
Therefore, the model dictates that GOA should strategise towards being a tourist 
destination which offers great and unique experience especially when targeting 
UK and Europe tourists. It seems that this strategy worked in the past and if the 
customers from USA were neglected, the effect was not much as they only made up 
1% of the total tourists while those from UK and Europe made up more than 50%. 

Of the total visitors who visited GOA in 2012, 119,891 were from UK while 
8970 from USA. In the case of UK,  this figure increased to 145,431 in 2013 
(Tourism, 2015). A collective figure for EUROPE was not provided on the website 
but as of 2013, the statistics indicated that 162,746 were from Russia, 46,472 were 
from Germany, 20,618 were from France; this reveals that the majority of tourists to 
GOA were from UK and Europe. 

However, there are problems in Goa’s positioning strategy as the market share 
from both UK and Europe is declining (Sequiera, 2015) and GOA needs to target 
new markets and countries like USA. However, the government of Goa can still 
increase its market share by continually promoting safety and cleanliness in the 
state, offering attractive offers during the monsoon season and marketing Goa as a 
destination with multiple holiday options. The confusion in marketing terms means 
that Goa as a destination is moving away from UK and European customers but is 
unable to appeal to the other groups of customers. Customers have simply moved 
away from GOA to much cheaper and cleaner destinations (Bundhun, 2015; “Over 
8500..”, 2015). 
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Destination image is a positioning strategy adopted by marketers of a 
destination to attract customers. It is a term which is used to portray the attributes of 
a destination. The attributes which are listed in the marketing campaign should be 
such that it appeals to a wide and varied customer base. This is one asset for which 
huge investments in terms of resources and time is required and hence planning for 
this strategy is of utmost importance. For this specific reason, the respondents and 
model for USA were analyzed. 
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Figure 5. Model 2

The model fit indices and modification indices proposed an additional path 
between the experience and ease dimensions. However, the path between experience 
and value for money was not significant. Therefore, it was decided to add a path 
between the experiences and ease dimensions and delete the path between experience 
and value for money. Marketing literature showed that in searching for information, 
one evaluates the experience or benefits being offered by a product or service to 
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shortlist the possible choices of the product or service (Newman & Staelin, 1972; 
Shim, Eastlick, Lotz, & Warrington, 2001). Some findings in tourism literature also 
agree with this. Researchers indicate that the purpose of searching for information 
itself depends on the purpose of the visit and the perception of the experience 
(formed on the basis of information search) further influences purchase behavior 
and satisfaction; however, there are intervening variables (Fodness & Murray, 1999). 
Therefore, it was decided to test the refined model across the three groups (Model 2). 

The model fit indices indicate that the normed chi square improved and was 
reduced to 1.5.  As for absolute indices, the RMSEA was reduced to 0.055 and GFI 
was at 0.88. Incremental fit indices indicate moderate to good fit for the model as 
CFI was 0.80 and AGFI was 0.83. The standardized RMR again dropped to 0.07. 
Therefore, the overall model fit indices improved on making the change in the model 
for all three groups. 

Table 2. Regression estimates for Model 2

USA UK EUROPE

P Estimate P Estimate P Estimate
Ease ← Experience 0.047 0.78 *** 0.70 *** 0.84
val_money_1 ← Ease 0.018 0.555 *** 0.646 *** 0.618
overall_fac_1 ← Ease 0.675 0.429 0.503
true_hol_1 ← Ease 0.009 0.613 *** 0.565 *** 0.7
won_hrtge_1 ← Ease 0.003 0.721 *** 0.512 *** 0.541
tour_frndly_1 ← Ease 0.005 0.673 *** 0.697 *** 0.452
accm_fac_1 ← Ease 0.007 0.645 *** 0.503 *** 0.621
reach_easy_1 ← Ease 0.047 0.459 *** 0.475 *** 0.627
good_food_1 ← Ease 0.076 0.409 *** 0.612 *** 0.546
safe_dest_1 ← Ease 0.019 0.55 *** 0.633 *** 0.642
souvenir_1 ← Ease 0.008 0.625 *** 0.696 *** 0.649
adventure_1 ← Experience 0.46 0.627 0.611
good_beach_1 ← Experience 0.47 0.659 *** 0.676 *** 0.655
clean_dest_1 ← Experience 0.044 0.701 *** 0.515 *** 0.644
good_guide_1 ← Experience 0.172 0.36 *** 0.599 *** 0.617
night_life_1 ← Experience 0.164 0.369 *** 0.665 *** 0.678
local_info_1 ← Experience 0.048 0.619 *** 0.74 *** 0.612
overallsat ← val_money_1 0.09 0.341 0.014 0.206 0.026 0.27
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A comparison of the regression path coefficients indicate that for the USA group, 
experience → ease, ease → value for money, value for money → satisfaction were 
significant. For the UK and EUROPE groups, the path coefficients of experience 
→ ease, ease → value for money, value for money → satisfaction were significant 
as well; indicating that the model was a better fit when compared across the three 
groups. Interestingly, the impact of value for money on satisfaction also improved 
in all three cases. Implications of these results are discussed in the following section. 

Discussion

The results of the study indicate that, other things being constant, with one unit 
investment in increasing the tourist or consumer’s perception of value for money, 
the overall satisfaction could improve by 0.341 for USA; 0.206 for UK and 0.27 
for Europe. The results further indicate that, other things being constant, one unit 
investment in enhancing the experience perception of the tourist would lead to 0.78 
units enhancement in the  perception of ease for USA; 0.70 for UK and 0.84 for 
Europe. Further to relate experience and value for money, ease was the mediating 
variable and therefore, other things being constant, one unit increase in ease could 
increase value for money perception by 0.555 for USA; 0.646 for UK and 0.618 for 
Europe (Table 2). Therefore, the results of the study indicate that the relationship 
between experience and overall satisfaction was mediated by ease and then value for 
money. These results contradict previous results which imply that experience and 
ease are variables which affect the value for money and satisfaction of customers from 
Goa; which was the base of Model 1, tested in the study.  The implication of model 2 
is that it supports a strategy concentrating on experience to influence ease and value 
of money and in turn, satisfaction. 

To further test the need for experience dimension in the model, the path from 
experience to ease was removed. The results of the study suggest that the impact 
of ease on value for money and of value for money on satisfaction decreased in all 
three clusters. This implies that practitioners and policymakers need ease for money 
and experience. Policymakers in Goa need to focus on experience in their strategy 
and then ease in order to increase the perception of foreign tourists for Goa as a 
destination worth the value. 

Conclusion & Managerial Implications

The results of the present study were slightly different from previous similar studies. 
Traditionally, models indicate that perception of experience and ease were two 
significant variables which influence the value for money perception and satisfaction 
in terms of foreign tourists. This model was found to be valid for the UK and Europe 
cluster samples. The results indicate that the Goan government strategy to attract 
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tourists by concentrating on friendly destination, with good food and true holiday 
experience works for these two clusters. 

However, the results of the study also highlight that the mix of foreign tourists to Goa 
is changing and one of the rising clusters is from USA. The results of the current study 
indicate that the traditional model was not valid in case of its US respondents. The results 
show that experience has a significant impact on the perception of ease; which in return, 
had an effect on the value for money perception and in turn, satisfaction. The model 
when tested for UK and Europe suggests that the relationship of the variables improved 
by changing the causal paths in the model. Furthermore, the removal of the experience 
variable reduced the validity of the model. Therefore, the results of the study suggest 
that policymakers need to target experience in their strategy and then ease in order to 
increase the perception of the foreign tourist for Goa as a destination worth their money. 
Furthermore, within the dimension of experience, the government of Goa should stress 
on only three variables i.e. ease of availability of information about Goa, Goa being a 
clean destination and having clean beaches, Therefore, the current study recommends 
that Goa’s policymakers should consider changing the positioning strategy of GOA for 
sustained tourism. The results of the study also indicate that the refined model can help 
government of Goa develop a strategy which would help better position itself not only for 
the UK and European tourists but also for its USA and other targeted segments. 

Future Areas of Research

The current study is based on foreign tourists visiting Goa and the study sample was 
limited to USA, UK, and European tourists. The generalization of the results is affected 
by the absence of tourists from other countries. Therefore, we recommend that similar 
studies be conducted with a more diversified base of country of origin for foreign tourists. 

Furthermore, based on the percentage of sample respondents self-identifying 
themselves as belonging to UK or Europe and for more in-depth analysis, UK and 
Europe were treated as separate clusters. UK is a part of European Union and as 
such, this separation might be perceived as a limitation for the study. 

Open Access: This article is distributed under the terms of the Creative Commons Attribution 
License (CC-BY 4.0) which permits any use, distribution and reproduction in any medium, 
provided the original author(s) and the source are credited.
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