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Abstract: This study contributes to the area of tourism research by investigating the process by
which the air disaster of a national airline affects tourists’ attitude and intention to fly the airline
as well as attitude and intention to visit the country. A survey with potential Chinese tourists on
visiting Malaysia and flying Malaysia Airlines was conducted. Results show that intention to visit
Malaysia is positively affected by attitude toward visiting Malaysia and intention to fly Malaysia
Airlines. Attitude toward visiting Malaysia is positively affected by attitude toward flying Malaysia
Airlines and negatively by perceived risk of visiting Malaysia. Perceived risk of visiting Malaysia
is, in turn, negatively affected by subjective knowledge about Malaysia and attitude toward flying
Malaysia Airlines, and positively by perceived risk of flying Malaysia Airlines. Intention to fly
Malaysia Airlines, on the other hand, is positively affected by attitude toward flying Malaysia
Airlines. Attitude toward flying Malaysia Airlines is negatively affected by perceived risk of flying
Malaysia Airlines, which is, in turn, positively affected by usefulness of (negative) public opinion.
The theoretical contribution, managerial implications, limitations, and future research direction are
also discussed.

Keywords: air disaster; subjective knowledge; usefulness of public opinion; perceived risk; attitude;
purchase intention; Malaysia Airlines; Malaysia

1. Introduction

According to Aviation Benefits beyond Borders [1], tourism makes a significant contribution to
the global economy. According to the article, tourism contributed almost 10% to the world GDP (US$
2.2 trillion) in 2015 and provided over 108 million jobs globally. It is estimated that by 2024, the direct
employment in the tourism industry will reach more than 126 million globally. In Malaysia, tourism
has become the country’s 6th largest economic pillar, and attracting tourists from the Chinese market
is one of the country’s key focus [2].

Air travel plays a critical role in supporting tourism. It has become an integral part of international
tourism. The connectivity provided by international air transport facilitates the fast-growing global
tourism industry. Aviation Benefits beyond Borders [1] estimates that over half of international tourists
travel to their destination by air.

When visiting a foreign tourist destination, consumers are likely to consider the national airline of
the country of destination because of the likely shorter travel time and more convenience in connecting
flights. An important issue is whether or not problems with the national airline, especially airline
disasters, negatively affect the foreign tourists’ intention to use the airline as well as intention to visit
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the country. Although this kind of incident is rare, the tremendous negative impact of such an incident
on the airline and the country [3] warrants an investigation of this type of incident.

Malaysia Airlines is such a national airline that experienced air disasters. The mysterious
disappearance of Malaysia Airlines Flight MH370 (from Kuala Lumpur to Beijing on March 8, 2014)
and the crash of Malaysia Airlines Flight MH317 (from Amsterdam to Kuala Lumpur on July 17,
2014) significantly affected the perceived risks in flying the airline among Chinese passengers as well
as many other passengers making bookings in Europe, and as such significantly affected Malaysia
Airlines’ business [4]. Malaysia, which was ranked the 9th most-visited country in the world in 2010,
slid to 12th in 2016 [3].

It has been four years since the two Malaysian Airlines’ disasters in 2014. The effect of Malaysia
Airlines Flight MH370 still seems to linger in Chinse people’s mind. An interesting question is whether
or not this air disaster still affects Chinese tourists’ willingness to visit Malaysia by Malaysia Airlines,
and if yes, how visiting Malaysia and flying Malaysia Airlines relate to each other.

The objective of this study is to investigated the process by which the air disaster of a national
airline (i.e., Malaysia Airlines) affects tourists’ attitude and intention to fly the airline as well as attitude
and intention to visit the country (i.e., Malaysia). Specifically, this study proposed and empirically
tested factors affecting the attitude and intention toward flying Malaysia Airlines, and factors affecting
attitude and intention toward visiting Malaysia. To achieve this objective, a qualitative research with
potential Chinese passengers augmented by literature review was conducted to come up with the
conceptual model for this study.

The next section discussed the conceptualization of the conceptual model and hypothesis.
This is followed by research methodology. Section 4 discusses the results of the study. The final
conclusion section discusses theoretical contribution, managerial implications, limitations, and future
research direction.

2. Conceptual Model and Hypotheses

Review of literature reveals that, surprisingly, there is no study that directly addresses the issue
of air disasters and their impacts on the willing to fly the airlines and visiting the countries of origin
of the airlines. As such, a model conceptualization approach used by Zeithaml [5] was adopted to
conceptualize the conceptual model for this study. The steps in the model conceptualization process
are discussed in the next section.

2.1. Model Conceptualization Process

As suggested Zeithaml [5], insights from an exploratory study with potential Chinese tourists
and review of relevant literature were combined into a conceptual model that conceptualizes the
perceptions, attitudes, and intentions toward flying Malaysia Airlines and toward visiting Malaysia.
Specifically, a focus group interview was conducted to generate qualitative data that served as the
basis for model conceptualization and research hypothesis formulation. Based on the concepts and
their relationships identified in the qualitative research, literature review was conducted to identify
appropriate conceptual frameworks to conceptualize the phenomenon, and then to find literature to
support the relationships among the constructs. The model conceptualization process is discussed in
detail below.

2.1.1. The Exploratory Study

The focus group interview was based on an interview guideline, and the questions were
semi-structured to allow additional insights. To guarantee the validity of the interview, the selection of
interviewees was concentrated on candidates who have certain knowledge about aviation disaster,
for example know or at least heard about the MH370 accident, fly often for business or vacation,
and have the possibility to fly international airlines. In addition, the participants should be able to
clearly and fluently express their opinions. Thus, a focus group interview of eight Chinese tourists
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with an education level of undergraduates and above who plan to visit foreign tourist destinations
was conducted. The participants included four males and four females between the age of 25 and
55 and all had visited foreign tourist destination on individual visas. To control the process of the
focus group interview, the location was situated in a place with minimum distraction (the office of
the moderator or participant) to secure the continuity and fluency of the focus group interview. The
discussion centered on Malaysia as the tourist destination and then Malaysia Airlines as the airline
for visiting Malaysia. The moderator first expressed his gratitude for the interviewers to take part
in the focus group interview, and then presented a brief introduction of the MH370 air disaster and
the purpose of the interview. Questions covering such topics as the advantages and disadvantages
of visiting Malaysia and flying Malaysia Airlines, the perceived risked of choosing airplanes as the
transportation for business or vacation, and factors affecting the interviewers’ choice of transportation
and vacation destination were then discussed along the process.

The focus group interview revealed following findings:

• There was a perceived risk (i.e., physical risk) in visiting Malaysia because of news about a
Chinese tourist being kidnapped in Sabah, Malaysia. This perceived risk negatively the subjects’
affected attitude toward visiting Malaysia and intention to visit Malaysia.

• There was still a perceived risk (i.e., physical risk) in flying Malaysia Airlines because of the
MH370 incident. This perceived risk negatively affected the subjects’ attitude toward flying
Malaysia Airlines to Malaysia and intention to fly Malaysia Airlines.

• Favorable attitude toward flying Malaysia Airlines seems to reduce perceived risk in visiting
Malaysia and increase the subjects’ positive attitude toward visiting Malaysia.

• The subjects’ subjective knowledge about the aviation/airlines and subjective knowledge about
Malaysia seem to reduce perceived risk in flying Malaysia Airlines and perceived risk in visiting
Malaysia, respectively.

• Perceived usefulness of (negative) public opinions about the Malaysia Airlines seems to affect
and increase perceived risk in flying Malaysia Airlines and perceived risk in visiting Malaysia.

Based on the findings from the focus group interview, a literature review was conducted to
identify an appropriate conceptual framework as well as to find empirical support for the relationship
among the constructs.

2.1.2. The Conceptual Frameworks

Based on the findings from the focus group interview, a conceptual framework is needed to link
all the concepts/constructs identified from the focus interview together into a coherent scheme of
relationships. Since beliefs and attitudes were identified in the focus group interview, attitudinal
models were reviewed to identify the appropriate framework for conceptualizing the conceptual
model for this study. The literature review identified the dual mediation model [6] as the appropriate
conceptual framework to conceptualize the conceptual model for this study.

2.1.3. The Dual Mediation Model

MacKenzie, Lutz, and Belch [6] derived the dual mediation model from the joint cognitive
structure of communication effects [7] and the elaboration likelihood model [8] to explain the role
of attitude toward the ad as the mediator of advertising effectiveness in their empirical study [9].
The dual mediation model posits that an attitude toward an attitudinal object can affect the cognition
as well as the attitude of another attitudinal object [6,8]. Figure 1 shows the overview of the dual
mediation model.
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Figure 1. Dual mediation model.

The dual mediation hypothesis has been used as the conceptual framework in several empirical
studies. These studies mainly concern the role of attitude toward the ad as the mediator between ad
cognitions and brand cognitions and attitude toward the brand in the context of advertising. Some
of the exemplar applications of the dual mediation model include the comparison of four competing
models explaining the mediating role of attitude toward the ad [6], the replication and extension of
MacKenzie, Lutz, and Belch’s [6] four competing models [10], the reexamination and extension of
MacKenzie, Lutz, and Belch’s [6] four competing models in online advertising context [11], website
effectiveness [12], and the impact of corporate credibility and celebrity credibility on consumer reaction
to advertisements and brands [13].

2.2. Conceptual Model

Based on the findings from the focus interview and the conceptual framework (i.e., the dual
mediation model), the conceptual model for this study is shown in Figure 2. According to the
conceptual model, intention to fly Malaysia Airlines to Malaysia is positive affected by attitude toward
flying Malaysia Airlines. Attitude toward flying Malaysia Airlines is negatively affected by perceived
risk of flying Malaysia Airline, which is, in turn, negatively affected by subjective knowledge about
aviation and positively by usefulness of (negative) public opinion. Intention to visit Malaysia is
positively affected by intention to fly Malaysia Airlines and attitude toward visiting Malaysia. Attitude
toward visiting Malaysia is, in turn, negatively affected by perceived risk of visiting Malaysia and
positively by attitude toward flying Malaysia Airlines. Finally, perceived risk of visiting Malaysia
is negatively affected by subjective knowledge about Malaysia and attitude toward flying Malaysia
Airlines, and positively by perceived usefulness of (negative) public opinion about Malaysia Airlines
and perceived risk of flying Malaysia Airlines. Each of the proposed relationships is discussed below:
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2.2.1. Subjective Knowledge, Usefulness of Public Opinion, and Perceived Risk

Subjective Knowledge

Consumer knowledge is defined as the extent of consumer experiences and familiarity towards
a product before external search [14–17]. Past relevant studies stated that consumer knowledge is
not only an primary influencer of consumer behavior but also of consumer risk perception [18–20].
There are two distinct components of consumer knowledge: subjective knowledge, a person’s
perception of the amount of a specific product information storied in his or her memory [15,21,22], and
objective knowledge, which refers to the actual amount of accurate information stored in his or her
memory [15,21]. This distinction is important as it indicates that each knowledge type has different
effects on consumer information processing and subsequent consumer behaviors [18,22–24].

Past researchers have found that subjective knowledge is significantly related to decision making,
more so than objective knowledge [24]. Similarly, compared to objective knowledge, subjective
knowledge plays a more important role in purchase intentions’ prediction [22] and in purchasing
related behaviors’ motivation [25]. This is due to the fact that consumers who have higher subjective
knowledge level feel less confused about their choice, implying that subjective knowledge may lead to
less perceived risk and more self-confidence in purchase decision making [26]. Previous research also
showed that subjective knowledge as a predictor of consumer purchase satisfaction [24] and a motivator
of consumer consumption [27,28]. Subjective knowledge has been concluded from empirical testing
to play a more important role in the definition of knowledge because it may influence consumer’s
perception of their ability to process information [29]. Moreover, according to Perrouty, d’Hauteville,
and Lockshin [30], subjective knowledge is critical in shaping consumers’ behavior and is a suitable
basic factor in the determination of whether a consumer is an expert or a novice.

In sum, past studies emphasized consumer subjective knowledge is a strong predictor of consumer
behavior, thus plays an important role in shaping consumer behaviors, i.e., information search and
information processing in particular [18,21,31]. As such, Chinese tourists’ subjective knowledge about
aviation should affect their information processing about flying Malaysia Airlines and consequently
affects their beliefs and attitude toward flying Malaysia Airlines. Their subjective knowledge about
Malaysia should affect their information processing about visiting Malaysia and consequently affects
their beliefs and attitude toward visiting Malaysia.

Usefulness of Public Opinion

When consumers make high-involvement purchase decisions, they are likely to conduct external
search from both marketer-controlled sources such as advertisements and non-marketer-controlled
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sources such as word of mouth and public opinion [32]. The additional information obtained from
external search generally enables consumers to make purchase decisions easier.

Public opinion is a complex but common phenomenon. With the rapid development of
information and communication technology, public opinion has become more active than ever, and
the resultant upheavals of public opinion has become acknowledged and studied in the area of
marketing [33,34]. It is reasonable to contend that consumers can find public opinions from the Internet
in any issue or topic. The extent to which the consumers evaluate online review’s helpfulness in the
purchase decision process is defined as the usefulness of online review or public opinion [35]. Herrero
et al. [36] proposed that review information generated by users is able to affect other users' behavior if
the information is considered useful and the source is credible. Past studies stated perceived usefulness
of public opinion as a key element in the use of technology, and the strength of belief in the usefulness
leads to higher frequency of online communication [37–39].

From the focus group, a decision to choose a foreign tourist destination for vacation and an airline
for the destination is likely to be a high-involvement decision making for Chinese. Chinese tourists
generally consult their friends and relatives about the destination they plan to visit. They also browse
for public opinion on the websites about the tourist destination. They tend to incorporate word of
mouth and public opinion that they deem to be credible and as such useful in their decision making.

Browsing of public websites for Malaysia Airlines showed that public opinions about Malaysia
Airlines are still mostly negative. Previous studies suggest that compared to positive online reviews
negative ones have greater influence on consumer purchase decision making [35,40], and according to
Davis et al. [37] perceived usefulness is likely to affect consumer purchase decision, potential travelers
find negative online reviews to be more useful than positive ones [41]. As such, the extent or degree to
which Chinese tourists believe that the (negative) public opinion about Malaysia Airlines is useful
should significantly shapes their attitude and purchase decisions.

Perceived Risk

Perceived risk is brought in to the consumer behavior context in the 1960s [42].
The literature defines perceived risk as a two-dimensional construct, i.e., uncertainty and negative
consequences [42,43]. In other words, due to the unknown degree of accuracy in the consequences of
use and probability of the consequences actually occurring, the concept of perceived risk in marketing
(i.e., purchasing and consumption) correlates closely with partial ignorance [18,42].

Consumers normally decide to make their purchase after seeing, touching or trying out the
product, but this is not be the case for tourism industry products due to the intangibility of the
product characteristics, as a result, perceived risk is found to significantly affect consumer purchase
decisions [44,45]. In marketing, several distinctive types of perceived risk associated with the
acquisition and use of products have been identified, including financial risk, performance risk,
physical (or safety) risk, psychological risk, and social risk [46]. Review of past literature shows that
perceived risk does not have explanatory power in low-involvement purchases [32]. However, it is
likely to be a key factor that determines consumer decisions in high-involvement purchases [18].
Since decisions to choose a tourist destination and an airline to the destination are likely to be
high-involvement decisions for Chinese tourists, it is very likely that perceived risks regarding flying
Malaysia Airlines and perceived risk regarding visiting Malaysia should affect their purchase decisions.

Results from the focus group interview indicated that subjective knowledge is likely to have
negative on perceived risks while usefulness of public opinion is likely to have positive impact on
perceived risks. Past studies supports the focus group result, Jin and Han [26] pointed out that
consumers with higher subjective knowledge level usually feel less confused about their choice of
product, which implies that higher subjective knowledge lead to less perceived risk. Casaló, et al. [41]
suggests that potential travelers find negative online reviews to be more useful, which implies negative
consumer perception may lead to doubt more about their choice. Based on the above discussion, the
following hypotheses are proposed:
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H1: Subjective knowledge about aviation negatively affects perceived risk of flying Malaysia Airlines.

H2: Usefulness of (negative) public opinion about Malaysia Airlines positively affects perceived risk of flying
Malaysia Airlines.

H3: Subjective knowledge about Malaysia negatively affects perceived risk of visiting Malaysia.

H4: Usefulness of (negative) public opinion positively affects perceived risk of visiting Malaysia.

H5: Perceived risk of flying Malaysia Airlines positively affects perceived risk of visiting Malaysia.

2.2.2. Perceived Risk, Attitude, and Purchase Intention

Attitude

Attitude is consumer’s overall evaluate of an object [47]. Attitude toward an attitudinal object
is defined as the overall evaluation, in a favorable or unfavorable way, toward the attitudinal
objective [48,49]. According to Ajzen and Fishbein [48] and Fishbein and Ajzen [49], attitude toward
an attitudinal object is a function of cognitive beliefs about the attitudinal object. Perceived risk of an
attitudinal objective is a perception or belief about the attitudinal object, and as such, should shape
attitude toward the attitudinal object.

Previous studies also suggest a positive attitude lead to consumer’s continuous preference towards
a brand, and significantly influences consumer’s purchase intention and willingness to pay a premium
price [50–52]. Based on the theory of reasoned action, Summers et al. [53] proposed attitude is one of
the dominant predictors of consumer purchase intention, and the purchase intention is high when
attitude is favorable. The above discussions show that attitude is the primary determinant of consumer
purchase intention [54].

Purchase intention

Purchase intention is the propensity or likelihood to buy the product. Consumer’s purchase
intention is a primary factor in forecasting consumer behavior [55]. In marketing studies, attitude and
purchase intention exhibit an inseparable relationship [56]. Shen [57] argues that a set of determinants,
for example attitudes, subjective norms, and perceived behavioral control tend to influence the
purchase intention of customer. Duart and Amaro [58] also found that intention to purchase travel
products is determined by attitude and percieved risk. According to Ajzen and Fishbein [48] and
Fishbein and Ajzen [49], behavioral intention is a function of attitude toward the behavior. In marketing
context, intention to buy a product or brand is a function of attitude toward the product or brand.

Since perceived risk is a belief held by consumers, the following hypotheses regarding the
relationship between perceived risk of flying Malaysia Airlines and attitude toward flying Malaysia
Airlines and that between perceived risk of visiting Malaysia and attitude toward visiting Malaysia
are proposed:

H6: Perceived risk of flying Malaysia Airlines negatively affects attitude toward flying Malaysia Airlines.

H7: Perceived risk of visiting Malaysia negatively affects attitude toward visiting Malaysia.

The following hypotheses are proposed for the relationship between attitude toward flying
Malaysia Airlines and intention to fly Malaysia Airlines and that between attitude toward visiting
Malaysia and intention to visit Malaysia:

H8: Attitude toward flying Malaysia Airlines positively affects intention to fly Malaysia Airlines.

H9: Attitude toward visiting Malaysia positively affects intention to visit Malaysia.

The focus group interview revealed that attitude toward flying Malaysia Airlines seems to have
impact on perceived risk of visiting Malaysia and attitude toward visiting Malaysia. Using the dual
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mediation model (i.e., an attitude toward an attitudinal object can affect the cognition as well as the
attitude of another attitudinal object) as framework, the following hypotheses are proposed:

H10: Attitude toward flying Malaysia Airlines negatively affects perceived risk of visiting Malaysia.

H11: Attitude toward flying Malaysia Airlines positively affects attitude toward visiting Malaysia.

Finally, extending on the dual mediation model, the following hypothesis regarding the
relationship between intention to fly Malaysia Airlines and intention to visit Malaysia is proposed:

H12: Intention to fly Malaysia Airlines positively affects intention to visit Malaysia.

3. Methodology

3.1. Research Design

The research design used in this study is sample survey. The rationale for choosing sample survey
as the research design, which is a correlational study, is based on the fact that all the constructs in the
conceptual model are measurable and the hypothesized relationships among these constructs are to be
tested. The study utilized a self-administered online survey to collect data. A professional internet
research website (http://www.wjx.cn) is used for the data collection, the website randomly selects
participants from its online panel to complete the questionnaire during the first two-year search for
Flight MH370.

3.2. Sample and Data Collection

Data were collected from Chinese subjects who were planning vacation overseas via
self-administered questionnaire. According to Leohlin [59], the number of survey subject for the
structural equation modeling approach should be no less than 200, thus a total of 313 useable
questionnaires were obtained. In terms of gender, there were 170 males (54.3%) are 143 females
(45.7%). In terms of age, 227 of them were 19-29 years old (72.5%), 71 were 30–39 years old (22.7%),
11 of them were 40–49 years old (3.5), and 3 of them were 50–59 years old (1.0%). In terms of marital
status, 189 of them were single (60.4%), 95 of them were married (30.4%), and 29 of them were cohabit
or other (9.3%). In terms of education, 2 of them were secondary school graduates (0.6%), 48 of them
were currently college/university students (15.3%), 76 of them were college/university graduates
(24.3%), and 187 of them were postgraduate or higher (59.7%). In terms of annual income, 131 of them
earn below RMB 20,000 (41.9%), 20 of them earn between RMB 20,000 and 39,999 (6.4%), 20 of them
earn between RMB 40,000 and 59,999 (6.4%), 34 of them earn between RMB 60,000 and 79,999 (10.9%),
29 of them earn between RMB 80,000 and 99,999 (9.3%), 79 of them earn over RMB 100,000 (25.2%).
In terms of occupation, 134 of them were college and postgraduate students (42.8%), 51 of them were
managers (16.3%), 37 of them were in education (11.8%), and the rest of them were professionals such
as engineers, physicians, information technologists (29.1%). See Table 1 for demographic profile of
the subjects.

http://www.wjx.cn
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Table 1. Demographic profile of respondents.

Demographic Categories Frequency %

Gender
Male 170 54.3
Female 143 45.7

Age
Under 18 or 18 1 0.3
19-29 227 72.5
30-39 71 22.7
40-49 11 3.5
50-59 3 1.0

Marital status
Single 189 60.4
Cohabit 25 8.0
Married 95 30.4
Other 4 1.3

Educational level
Secondary school 2 0.6
College or university 48 15.3
University graduate 76 24.3
Postgraduate and above 187 59.7

Annual income (RMB)
Under 20,000 131 41.9
20,000–39,999 20 6.4
40,000–59,999 20 6.4
60,000–79,999 34 10.9
80,000–99,999 29 9.3
100,000 or more 79 25.2

Occupation
Student 134 42.8
Engineer 19 6.1
Business 51 16.3
Education 37 11.8
Medicine 10 3.2
Information technology 17 5.4
Design 4 1.3
Scientist 8 2.6
Executive 18 5.8
Self-employed 6 1.9
Other 9 2.9

3.3. Operationalization/Measures

There were nine constructs in the conceptual model and, as such, there were nine scales in the
questionnaire: subjective knowledge about aviation, subjective knowledge about Malaysia, perceived
usefulness of (negative) public opinion about Malaysia Airlines and Malaysia, perceived risk of flying
Malaysia Airlines, perceived risk of visiting Malaysia, attitude toward flying Malaysia Airlines, attitude
toward visiting Malaysia, intention to fly Malaysia Airlines, and intention to visit Malaysia. Some of
these scales were derived from the focus group interview while others were derived from past studies.
Each of the scales is discussed below.

3.3.1. Subjective Knowledge about Aviation

Subjective knowledge about aviation is defined in this study as a person’s perception of the
amount of information regarding aviation stored in his or her memory. The scale is derived from
Flynn and Goldsmith’s [22] scale. Subjective knowledge about aviation is measured by a three-item,
seven-point Likert scale. The example sample items are “I know pretty much about aviation ”and” I
do not feel very knowledgeable about aviation (reverse score)”.
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3.3.2. Subjective Knowledge about Malaysia

Subjective knowledge about Malaysia is defined in this study as a person’s perception of the
amount of information regarding Malaysia stored in his or her memory. The scale is derived from
Flynn and Goldsmith’s [22] scale. Subjective knowledge about Malaysia is measured by a three-item,
seven-point Likert scale. The example sample items are “I know pretty much about Malaysia ”and” I
do not feel very knowledgeable about Malaysia (reverse score)”.

3.3.3. Usefulness of Public Opinion about Malaysia Airlines

Usefulness of public opinion about Malaysia Airlines is defined in this study as the extent that
a person perceives the public opinion about Malaysia Airlines to be useful for his or her decision.
The scale is derived from Davis’s [37] perceived usefulness scale. Usefulness of public opinion about
Malaysia Airlines is measured by a four-item, seven-point Likert scale. The example sample items
are “I think the public opinion about Malaysia Airlines is very useful” and “Public opinions about
Malaysia Airlines can help me save time effectively in finding information”.

3.3.4. Perceived Risk of Flying Malaysia Airlines

Perceived risk of flying Malaysia Airlines is defined in this study as a person’s perception of the
extent of risk incurred from flying Malaysia Airlines. The scale is derived from Forsythe and Shi’s [60]
scale. Perceived risk of flying Malaysia Airlines is measured by a two-item, seven-point Likert scale.
The example sample items are “I do not trust that Malaysia Airlines will be safe” and “I do not trust
that Malaysian airlines will provide me with a safe flight”.

3.3.5. Perceived Risk of Visiting Malaysia

Perceived risk of visiting Malaysia Airlines is defined in this study as a person’s perception of
the extent of risk incurred from visiting Malaysia. The scale is derived from Forsythe and Shi’s [60]
scale. Perceived risk of visiting Malaysia is measured by a two-item, seven-point Likert scale. The
example sample items are “I do not trust that Malaysia will be safe” and “I do not trust that Malaysia
will provide me with a safe tourism environment”.

3.3.6. Attitude toward Flying Malaysia Airlines

Attitude toward flying Malaysia Airlines is defined in this study as a person’s overall favorability
toward flying Malaysia Airlines. The scale is derived from Jang and Namkung’s [61] emotional
response scale. Attitude toward flying Malaysia Airlines is measured by a three-item, seven-point
Likert scale. The example sample items are “My emotion toward Malaysia Airline is anger” (reversed
scale) and “My overall feeling toward flying Malaysia Airlines is distress” (reversed scale).

3.3.7. Attitude toward Visiting Malaysia

Attitude toward visiting Malaysia is defined in this study as a person’s overall favorability toward
visiting Malaysia Airlines. The scale is derived from Jang and Namkung’s [61] emotional response scale.
Attitude toward visiting Malaysia is measured by a three-item, seven-point Likert scale. The example
sample items are “My emotion toward visiting Malaysia is anger” (reversed scale) and “My overall
feeling toward visiting Malaysia is distress” (reversed scale).

3.3.8. Intention to Fly Malaysia Airlines

Intention to fly Malaysia Airlines is defined in this study as a person’s propensity to fly to
Malaysia by Malaysia Airlines. The scale is derived from Jalilvand et al.’s [62] scale. Intention to fly
Malaysia Airlines is measured by a three-item, seven-point Likert scale. The example sample items are
“I predict I will fly Malaysia Airlines in the future” and “I would fly Malaysia Airlines rather than any
other airline”.
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3.3.9. Intention to Visit Malaysia

Intention to visit Malaysia is defined in this study as a person’s propensity to visit Malaysia for
vacation. The scale is derived from Jalilvand et al.’s [62] scale. Intention to visit Malaysia for vacation
is measured by a three-item, seven-point Likert scale. The example sample items are “I predict I will
visit Malaysia in the future” and “I would visit Malaysia rather than any other tourism destination”.

For the complete measures, please see Appendix A.

3.4. Data Analysis

To test the hypothesized relationships between the constructs specified in the conceptual model,
a structural equation modeling approach was employed. The data were input into PRELIS 2 [63],
which generated the covariance matrix for the structural equation analysis. The matrix was then input
into LISREL 8 [64] to examine the fitness of the model and to test the causal relationships specified in
the conceptual model [65]. The structural equation model is shown in Figure 3.Sustainability 2019, 11, x FOR PEER REVIEW 11 of 20 
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4. Results and Discussion

This section first reports the measurement model results. This is followed by the structural model
results. Finally, the findings and unsupported hypotheses are discussed.

4.1. Measurement Model Results

The measurement model specifies how the latent variables are measured in terms of the observed
variables. It also describes the measurement properties (reliabilities and validities) of the scales
used. A good measurement model should have high reliabilities, high and statistically significant
indicator coefficients (i.e., λxs and λys), and high construct validities (i.e., convergent validity and
discriminant validity). Note that the construct validities are assessed by the methods suggested
by Fornell and Larcker [66]. Table 2 shows the standardized indicator coefficients, reliabilities, and
proportion-of-variance extracted of the constructs in the conceptual model. Each of the measurement
properties is discussed in the following sections.
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Table 2. Measurement model results.

Constructs and Indicators Standardized Factor Loadings Reliability/Item R2 Proportion of Variance Extracted

Subjective Knowledge-Aviation (ξ1) 0.815 0.6000
X1 (SUBJKNOWL-AVIATION 1) 0.71 a,b 0.51
X2 (SUBJKNOWL-AVIATION 2) 0.83 b 0.69
X3 (SUBJKNOWL-AVIATION 3) 0.77 b 0.60

Usefulness of Public Opinion (ξ2) 0.875 0.6375
X4 (USEFULNESS 1) 0.82 a,b 0.67
X5 (USEFULNESS 2) 0.81 b 0.66
X6 (USEFULNESS 3) 0.82 b 0.67
X7 (USEFULNESS 4) 0.74 b 0.55

Subjective Knowledge-Malaysia (ξ3) 0.887 0.7333
X8 (SUBJKNOWL-MALAYSIA 1) 0.80 a,b 0.64
X9 (SUBJKNOWL-MALAYSIA 2) 0.90 b 0.82
X10 (SUBJKNOWL-MALAYSIA 3) 0.86 b 0.74

Perceived Risk-Flying Malaysia Airlines (η1) 0.899 0.8200
Y1 (RISK-FLYING MS 1) 0.86 a,b 0.74
Y2 (RISK-FLYING MS 2) 0.95 b 0.90

Perceived Risk-Visiting Malaysia (η2) 0.851 0.7450
Y3 (RISK-VISTING MALAYSIA 1) 0.83 a,b 0.69
Y4 (RISK-VISTING MALAYSIA 2) 0.89 b 0.80

Attitude toward Flying Malaysia Airlines (η3) 0.774 0.5500
Y5 (ATTITUDE-FLYING MS 1) 0.67 a,b 0.45
Y6 (ATTITUDE-FLYING MS 2) 0.89 b 0.79
Y7 (ATTITUDE-FLYING MS 3) 0.64 b 0.41

Attitude toward Visiting Malaysia (η4) 0.903 0.7533
Y8 (ATTIUTDE-VIST MALAYSIA 1) 0.83 a,b 0.68
Y9 (ATTIUTDE-VIST MALAYSIA 2) 0.88 b 0.82
Y10 (ATTIUTDE-VIST MALAYSIA 3) 0.89 b 0.78

Intention-Flying Malaysia Airlines (η5) 0.896 0.7400
Y11 (INTENTION-FLYING MS 1) 0.85 a,b 0.73
Y12 (INTENTION-FLYING MS 2) 0.82 b 0.67
Y13 (INTENTION-FLYING MS 3) 0.92 b 0.85

Intention-Visiting Malaysia (η6) 0.897 0.7633
Y14 (INTENTION-VISIT MALAYSIA 1) 0.90 a,b 0.83
Y15 (INTENTION-VISIT MALAYSIA 2) 0.77 b 0.60
Y16 (INTENTION-VISIT MALAYSIA 3) 0.93 b 0.87

a Fixed at 1.00 in the non-standardized solution; b p < 0.001, 1-tailed t-test.

4.1.1. Reliability Analysis

The reliability (i.e., Cronbach Alpha) of all the constructs exceeded 0.7, which is the threshold
that was recommended by Nunnally [67] for exploratory research. Specifically, the reliabilities of
subjective knowledge about aviation, subjective knowledge about Malaysia, usefulness of public
opinion, perceived risk of flying Malaysia Airlines, perceived risk of visiting Malaysia, attitude toward
flying Malaysia Airlines, attitude toward visiting Malaysia, intention to fly Malaysia Airlines, and
intention to visit Malaysia are 0.815, 0.887, 0.875, 0.899, 0.851, 0.774, 0.903, 0.896, and 0.897, respectively.

4.1.2. Validity Analysis

All of the constructs have acceptable convergent validity as all of the standardized indicator
coefficients except two (λy1,3 = 0.67 and λy3,3= 0.64) exceeded the minimum level of 0.7, the threshold
recommended by Fornell and Lacker [66]. The more conservative proportion-of-variance-extracted
index [66], which indicated that the amount of variance that is captured by a construct in relation to
the amount of variance that is caused by the measurement error, also showed that all of the constructs
had a high convergent validity (ranging from 0.5500 to 0.8200). All of the indices exceeded the minimal
standard of 0.50 [66], which indicated that the variance captured by the construct exceeded the variance
that was caused by the measurement error.

The discriminant validity among the nine scales was assessed by comparing the
proportion-of-variance-extracted indices of the two constructs in each pair of constructs with
the square of the correlation coefficient between the two constructs [66]. The result of this
assessment supported the discriminant validity of all of the constructs in the conceptual model.
Specifically, the proportion-of-variance-extracted indices of any pair of constructs were higher
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than the square of the correlation coefficient between the two constructs for every possible pair.
The proportion-of-variance-extracted indices of the nine constructs and the correlation matrix of the
nine constructs are shown in Table 3.

Table 3. Correlation matrix of the latent variables.

Latent Variables POVEI RISK-A RISK-M A-FM A-VM BI-FM BI-VM SK-A SK-M U-PO

RISK-A 0.8200 1.00
RISK-M 0.7450 0.58 1.00
A-FM 0.5500 −0.69 −0.58 1.00
A-VM 0.7533 −0.40 −0.55 0.47 1.00
BI-FM 0.7400 −0.38 −0.32 0.55 0.25 1.00
BI-VM 0.7633 −0.30 −0.32 0.40 0.43 0.54 1.00
SK-A 0.6000 0.01 −0.09 −0.01 0.04 0.00 0.01 1.00
SK-M 0.7333 0.00 −0.14 0.00 0.06 0.00 0.02 0.67 1.00
U-PO 0.6375 0.28 0.21 −0.19 −0.13 −0.11 −0.09 0.00 −0.04 1.00

Note:

• RISK-A is Perceived Risk of Flying Malaysia Airlines
• RISK-M is Perceived Risk of Visiting Malaysia
• A-FM is Attitude towards Flying Malaysia Airlines
• A-VM is Attitude towards Visiting Malaysia
• BI-FM is Intention to Fly Malaysia Airlines
• BI-VM is Intention to Visit Malaysia
• SK-A is Subjective Knowledge about Aviation
• SK-M is Subjective Knowledge about Malaysia
• U-Op is Usefulness of Public Opinion

Based on the above results, it is reasonable to conclude that the measurement model is acceptable.
The structural model results are discussed in the next part.

4.2. Structural Model Results

The structural model specifies the causal relations among the latent variables, and describes the
causal effects and the amount of unexplained variance. The initial matter, however, is whether or not
the maximum likelihood estimates for the conceptual model provide a satisfactory fit to the data.

4.2.1. Model Fit

The chi-square value (χ2284 = 723.55, p = 0.0) indicated that the conceptual model did not
adequately account for the relationship between the observed sample covariance and the hypothetical
population covariance. Since it is generally agreed that χ2 should be used as a guide rather than an
absolute index of fit [66,68,69], other diagnostics are examined. Bentler and Bonett’s [70] normed fit
index (NFI), Bentler’s [71] comparative fit index (CFI), and Bollen’s [72] incremental fit index (IFI),
which are fit indices measuring how much better the model fits compared to a baseline model, were
used to assess the model fit.

According to Bentler and Bonett’s [70] normed fit index, Bentler’s [71] comparative fit index, and
Bollen’s [49] incremental fit index, the model had marginally acceptable fit. Specifically, the NFI, CFI,
and IFI were 0.92, 0.95, and 0.95, respectively. Since the model fit can be considered as marginally
adequate, the structural parameter estimates are discussed next.

4.2.2. Hypothesis Testing

The following hypotheses were proposed in this study: intention to visit Malaysia is positively
affected by intention to fly Malaysia Airlines (H12) and attitude toward visiting Malaysia (H9), which
is, in turn, negatively affected by perceived risk of visiting Malaysia (H7) and positively affected by
attitude toward flying Malaysia Airlines (H11). Intention to fly Malaysia Airlines is positively affected
by attitude toward flying Malaysia Airlines (H8), which is in turn, negatively affected by perceived
risk of flying Malaysia Airlines (H6). Perceived risk of flying Malaysia Airlines is negatively affected
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by subjective knowledge about aviation (H1) and positively affected by usefulness of public opinion
(H2). Finally, perceived risk of visiting Malaysia is negatively affected by subjective knowledge about
Malaysia (H3) and attitude toward flying Malaysia Airlines (H10), and positively by usefulness of
public opinion (H4) and perceived risk of flying Malaysia Airlines (H5).

Results show that all of the hypotheses except H1 (γ1,1 = 0.015, p > 0.10) and H4 (γ2,3 = 0.038,
p > 0.10) were supported. Specifically, it is found that Intention to visit Malaysia is positively affected
by intention to fly Malaysia Airlines (β6,5 = 0.48, p = 0.00) and attitude toward visiting Malaysia
(β6,4 = 0.43, p = 0.00), which is, in turn, negatively affected by perceived risk of visiting Malaysia
(β4,2 = -0.41, p = 0.00) and positively affected by attitude toward flying Malaysia Airlines (β4,3 = 0.25,
p = 0.00). Perceived risk of visiting Malaysia is negatively affected by subjective knowledge about
Malaysia (γ2,2 = -0.12, p < 0.05) and attitude toward flying Malaysia Airlines (β2,3 = -0.43, p = 0.00),
and positively by perceived risk of flying Malaysia Airlines (β2,1 = 0.28, p = 0.00). Intention to fly
Malaysia Airlines, on the other hand, is positively affected by attitude toward flying Malaysia Airlines
(β5,3 = 0.85, p = 0.00), which is in turn, negatively affected by perceived risk of flying Malaysia Airlines
(β3,1 = -0.49, p = 0.00). Finally, perceived risk of flying Malaysia Airlines is positively affected by
usefulness of public opinion (γ1,3 = 0.34, p = 0.0). Table 4 shows the structural model results.

Table 4. Structural model results.

Independent Construct Dependent Construct

Perceived Risk of
Flying Malaysia

Airlines

Perceived Risk of
Visiting Malaysia

Attitude toward
Flying Malaysia

Airlines

Attitude toward
Visiting Malaysia

Intention to Fly
Malaysia
Airlines

Intention to
Visit Malaysia

Subjective Knowledge about Aviation 0.015n.s. - - - - -
Subjective Knowledge about Malaysia - −0.12b - - - -

Usefulness of Public Opinion 0.34a 0.052n.s. - - - -
Perceived Risk of Flying Malaysia Airlines - 0.28a −0.49a - - -

Perceived Risk of Visiting Malaysia - - - −0.41a - -
Attitude toward Flying Malaysia Airlines - −0.43a - 0.25b 0.85a -

Attitude toward Visiting Malaysia - - - - - 0.43a

Intention to Fly Malaysia Airlines - - - - - 0.48a

R2 0.079 0.42 0.48 0.34 0.3 0.38

Chi-square 723.55
Degree of freedom 284

p-value 0
NFI 0.92
CFI 0.95
IFI 0.95

a p = 0.0, one-tailed t-test; b p < 0.01, one tailed t-test.

5. Conclusions and Implications

This study is an attempt to investigate the process by which the air disaster of a national airline
affects tourists’ attitude and intention to fly the airline as well as attitude and intention to visit the
country by proposing and empirically testing factors affecting the attitude and intention toward flying
the national airline that experienced air disaster as well as attitude and intention to visit the country
of origin for vacation. The theoretical contribution and managerial implications, limitations, and
concluding summary are discussed below.

5.1. Theoretical Contribution and Managerial Implications

This study contributes to the body of knowledge by demonstrating the process by which
consumers use to determine if they would fly the airline in question to the country of origin. Specifically,
intention to visit the country is positively affect by intention to fly the airline and attitude toward
visiting the country. The effect of perceived risk of flying the airline on attitude toward visiting the
country is mediated by perceived risk of visiting the country and attitude toward visiting the country.
Subjective knowledge about the country significantly reduces perceived risk about visiting the country.
Finally, usefulness of public opinion significantly reduces perceived risk of flying the airline.

Although the empirical findings in this study might be or might not be able to generalize to
explain the effect of other types of disaster (e.g., earthquake, kidnapping of tourists) on tourists’
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willingness to visit a country, the conceptual framework used in this study (i.e., dual mediation model)
might be useful in conceptualizing the effect of the disaster on tourists’ willingness to visit country
in question.

From this study, there are insights for managerial implications for both the airline with air
disaster(s) and the country of origin. For the airline, attitude toward flying the airline is negatively
affected by perceived risk of flying the airline, which is, in turn, positively affected by perceived
usefulness of public opinion. Since most published public opinions on Malaysia Airline after the
air disaster are negative, perceived usefulness of public opinion increases perceived risk of flying
Malaysia Airlines. As such, the airline should try to create positive public opinions about the airlines,
for example, by releasing public relations regarding the improved safety and other aspects of the
airline to the public on a regular basis.

For the country, perceived risk of flying the airline indirectly affects attitude toward visiting the
country via attitude toward flying the airline. In other words, higher perceived risk of flying the airline
reduce attitude toward flying the airline, which in turn, reduce attitude toward visiting the country. As
such, the tourism authority of the company may try to disengage itself from the airline. For example,
Malaysia’s Tourism Authority may form strategic partnership with Chinese airlines such as Southern
Airlines for trips to Malaysia. Furthermore, subjective knowledge about the country significantly
reduces perceived risk of visiting the country. As such, the tourism authority of the county may focus
on improving the target customers’ knowledge about the country. For example, Malaysia’s Tourism
Authority may produce and launch TV programs and publications in both traditional and social media
about Malaysia country and culture.

5.2. Limitations

The contributions of this study must be viewed with light of its limitations. There are a few
limitations in this study. First of all, the research design of this study is sample survey, which is a
correlational study. Although this research design can establish if there are significant relationships
among the constructs, it cannot actually establish the causal relationship among them. The directions
in the hypotheses are presumed causes and presumed effects.

Second, perceived risks were the only determinant of attitudes in this study. There can be,
however, several other potential determinants of attitude toward the airline (e.g., benefits of the airline,
air travel experience) and attitude toward the country (e.g., benefits of visiting the country, tourist
experience, country’s frequency of natural disasters) that should be added into the model in the
future research.

Third, although the subjects in this study seemed to fit the profile of the target customer for
vacation overseas, the sampling method was essentially judgmental sampling (i.e., the exploratory
study data were collected from subjects in a city in China, and survey data were collected from subjects
in China). It is likely that the findings may not be able to generalize to the whole population of potential
customers. As such, the findings from this study should be applied with care. Future research may use
more representative subjects (i.e., from more cities in China or from different countries where tourists
did not go through such a serious air disaster as MH370).

Finally, this study is a cross-sectional study. Purchase intention was used as the surrogate variable
for future behavior. Purchase intention may or may not become purchase behavior. Future research
should consider the use of longitudinal study to test if purchase intention is a good predictor of
purchase behavior.

5.3. Summary

Results show that all except two hypotheses were supported. The lack of significant negative
effect of subjective knowledge about aviation on perceived risk of flying Malaysia Airlines may be
due to the fact that most Chinese consumers do not perceive themselves to have any knowledge about
aviation. The lack of significant positive impact of usefulness of (negative) public opinion on perceived
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risk of visiting Malaysia may be due to the fact that most published public opinions are about Malaysia
Airlines rather than Malaysia.

This study is an attempt to understand a rare but significant phenomenon of air disasters by
investing the process by which the air disaster of a national airline affects foreign tourists’ attitude
and intention to fly the airline as well as their attitude and intention to visit the country. Data from
Chinese potential tourists were used to empirically test a conceptual model derived from a qualitative
research and literature review. Malaysia Airlines and Malaysia were used as the case for studying
the phenomenon. Although there are limitations, this study offers some theoretical contribution and
managerial implications to the area of the impact of air disasters on tourism.
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Appendix A

Table A1. Adapted scale of construct.

Construct Adapted Scale Scale Reference

Subjective knowledge about aviation

1. I know pretty much about aviation knowledge.
2. I do not feel very knowledgeable about aviation. *
3. Among my circle of friends, I’m one of the

“experts” on aviation knowledge.

Flynn and Goldsmith (1999)

Subjective knowledge about Malaysia

1. I know pretty much about Malaysia.
2. I do not feel very knowledgeable about Malaysia. *
3. Among my circle of friends, I’m one of the

“experts” on Malaysia.

Flynn and Goldsmith (1999)

Usefulness of public opinion

1. I think public opinion about Malaysia Airlines
is useful.

2. Public opinions about Malaysia Airlines can help
me save time effectively in finding information.

3. Public opinions about Malaysia Airlines can help
me get useful information.

4. Public opinions about Malaysia Airlines can help
me get information quickly.

Davis (1989)

Perceived risk of flying Malaysian airlines

1. I do not trust that Malaysian airlines will be secure.
2. I do not trust that Malaysian airlines will provide

me with a safe flight.
Forsythe and Shi (2003)

Perceived risk of visiting Malaysia

1. I do not trust that Malaysia will be secure.
2. I do not trust that Malaysia will provide me with a

safe tourism environment.
Forsythe and Shi (2003)

Attitude toward flying Malaysian Airlines

1. My overall feeling toward flying Malaysia Airlines
is anger.*

2. My overall feeling toward flying Malaysia Airlines
is distress.*

3. My overall feeling toward flying Malaysia Airlines
is fear.*

Jang and Namkung (2009)

Attitude toward visiting Malaysia

1. My overall feeling toward visiting Malaysia is
anger.*

2. My overall feeling toward visiting Malaysia is
distress.*

3. My overall feeling toward visiting Malaysia is
fear.*

Jang and Namkung (2009)
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Table A1. Cont.

Construct Adapted Scale Scale Reference

Intention to fly Malaysian Airlines

1. I predict I will fly Malaysia Airlines in the future.
2. I would fly Malaysia Airlines rather than any

other airline.
3. If everything goes as I think, I will plan to fly

Malaysia Airlines in the future.

Jalilvand et al. (2012)

Intention to visit Malaysia

1. I predict I will visit Malaysia in the future.
2. I would visit Malaysia rather than any other

tourism destination.
3. If everything goes as I think, I will plan to visit

Malaysia in the future.

Jalilvand et al. (2012)

Note: * is reversed score.
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