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ABSTRACT
Self-congruity theory proposes that part of consumer behaviour is determined by an
individual’s comparison of the image of themselves to the image of a product/brand, or to the
stereotype of a typical user of the brand (Sirgy, 1986). Self-congruity models have been used in
a variety of product branding applications; however, limited research has been conducted
within the service industries. Services are intangible making them difficult to evaluate until the
moment of consumption. Hence, decision making is often based on cues such as the image of
the service or users of the service (Kleijnen, de Ruyter, & Andreassen, 2005). As a result, selfcongruity theory is very applicable to services due to the unique characteristics of services and
its experiential nature. In particular, there is a lack of evidence within the tourism literature on
the effect of self-congruity on tourists’ intentions or motivations to visit a destination
(Boksberger, Dolnicar, Laesser, & Randle, in press; Bosnjak, Sirgy, Hellriegal, & Maurer, in
press; Litvin & Goh, 2002; Sirgy & Su, 2000). This thesis focuses on a niche market, wine
tourism.
The number of wineries with cellar doors open to the public over the last 5 years has increased
by 37.3 % to 1,647 wineries in 2010 within Australia (Winebiz, 2010a). The majority of these
wineries are reliant on wine tourists for their wine sales. Actual wine visitors during this same
period had minimal growth. In fact, there was no growth for domestic overnight wine visitors,
whilst domestic day visitors had an average growth of 3%, and international visitors an average
of 3% growth (Tourism Research Australia, 2010). Purchase and visitation behaviour relevant
in tourism has often centred on finding answers to what, where and how tourists buy rather
than why (Beerli, Meneses, & Gil, 2007). As a result, a lot of tourism research focuses on
functional attributes with little attention to value expressive attributes of a destination, such as
the image of a destination (Chon & Olsen, 1991) or destination visitor image. Within the
tourism context, Sirgy and Su (2000) hypothesised that the greater the match between the
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destination visitor image and the tourists self-image, the more likely that the tourist would
have a favourable attitude toward that destination, and the more likely that the tourist would
visit the destination.
As wine tourism is in its early stages of research, there is minimal information on the image of
wine tourism regions or of a stereotypical visitor to a wine region. The research reported in this
thesis addresses the impact of self-congruity on wine tourism behaviour, that is, wine region
visitation. More specifically, a model is developed which postulates the relationships between
a tourist’s self-image and the image of a typical wine tourist (self-congruity), the functional and
affective destination image attributes of a wine region, attitudes toward wine tourism, and
future wine tourism behaviour. The moderating effects of high and low wine involvement are
tested on the constructs within the model.
A sequential transformative mixed methods design is used in this study, incorporating both
qualitative and quantitative approaches. The qualitative study involved 22 personal in-depth
interviews which revealed the complexities of the self-congruity construct and the nature of
wine tourism. Respondents described a typical wine tourist through common demographic
descriptors. The interviews highlighted the difficulties in expressing self-image, and the
importance of measurement to capture the construct adequately. Respondent expectations of
wine regions included good wine and food orientated facilities, while the affective image
attributes highlighted the experiential nature of wine tourism.
The main study method involved the distribution of 3,000 email/internet surveys and 2,000
direct mail surveys to wine consumers in Australia, resulting in a final sample of 696
respondents. The main data analysis techniques used included exploratory factor analysis
(EFA), confirmatory factory analysis (CFA), structural equation modelling (SEM) and analysis
of variance (ANOVA). Following an exploratory factor analysis phase, a two step approach
was used for model testing as recommended by Anderson and Gerbing (1988). Step one
entailed a confirmatory measurement model that provided evidence that the self-congruity
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construct was unidimensional, comprising items which included actual self-image, ideal selfimage and social self-image. Similarly, an affective destination image attribute was a
unidimensional construct, with items including relaxation, a sense of escapism, pleasant, fun
and a sense of discovery. A higher order factor labelled ‘functional destination image’
comprised three factors: the wine experience, the food experience and the wine region.
The structural model revealed significant relationships between the constructs, and had a good
fit to the data. Within this study, self-congruity is measured through a direct approach
involving the comparison of self-image to one’s perceptions of a typical wine tourist, not a
generalised profile. When respondents had a high self-congruity with the typical wine tourist
they also had a positive attitude toward wine tourism. There was no direct link, however,
between self-congruity and intentions to visit a wine region. The affective destination image
construct provided a stronger significant relationship with attitude toward wine tourism than
self-congruity or functional destination image construct. Attitude toward wine tourism was
found to have a strong positive relationship with respondents’ intentions to visit a wine region.
In testing the moderating role of wine involvement it was found that the relationship between
the constructs within the model varied. For high wine involvement consumers, both selfcongruity and affective destination image had a significant positive relationship with attitude
toward wine tourism. The affective destination image had a much stronger relationship with
attitude toward wine tourism than self-congruity, suggesting the strength of affect or emotive
feelings with the wine tourism experience. For low wine involvement consumers, functional
destination image and affective destination image were approximately equal in their effect on
attitudes toward wine tourism. Self-congruity was not significant on attitude or intentions to
visit a wine region for the low wine involvement group.
Some theoretical and practical contributions of this research study include: the use of SEM
within self-congruity and tourism research providing sound modelling; the development of the
self-congruity construct using the direct measure approach; the impact of wine involvement on
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future visitation; the determination of the functional and affective destination image attributes
attached to wine tourism; and providing a profile of the image of a wine tourist.
Key words:

Self-congruity, destination image, wine tourism, wine tourism image, wine
involvement, structural equation modelling
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CHAPTER 1.
1.1

OVERVIEW OF STUDY

Introduction

Understanding consumer behaviour has been an area of discovery for many theorists,
practitioners and businesses. Psychologists, sociologists, economists, anthropologists, through
to marketers have taken different approaches to study this complex behaviour. Consumer
behaviour can be described as the behaviour that consumers display in seeking, purchasing,
using, and evaluating products and services that they expect will satisfy their needs (Schiffman,
Bednall, O'Cass, Paladino, & Kanuk, 2005).
Early consumer behaviour literature and traditional consumer decision making models tended
to focus on the notion that the consumer decision making process is based on rational
evaluation of alternatives prior to making a decision (for example, see Hirschman & Holbrook,
1982; Quester, Neal et al., 2007). Consumer decisions, however, are complex and involve not
only rational and utilitarian attributes, but also value and symbolic attributes of a product or
service. The importance of symbols and image attached to products and services is recognised
as a motivator, and a form of consumer image and identity creation.
Many traditional consumer behaviour models only include utilitarian attributes (Hauser &
Urban, 1986; Ratchford, 1979; Ryans, 1974) and do not measure the symbolic attributes of
products and services. This short-coming is addressed through self-image congruence models
(Sirgy, 1982), which endeavour to incorporate both symbolic attributes and functional
attributes of a product or service. The objective of this thesis is to develop and test an
integrated model based on self-congruity within a leisure service industry context, specifically
wine tourism. The current study has developed a model which incorporates the dimensionality
of self-congruity construct, together with the impact of both functional and affective
destination image attributes on consumer decision making.
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Dimanche and Samdahl (1994) suggest that leisure is motivated by self expression (the need to
affirm the personal identity) as well as sign value (the need to affirm the social identity), where
both pathways provide meaningful contributions to the realisation of self. This notion has been
concurrently developed by Sirgy and Su (2000) through the impact of self-image in
consumption practices, using a self-congruity model. Self-congruity theory has been tested in
many product categories; however, it has been applied to very few service organisations and
only in a limited form. The service contexts tested to-date include hotels (Back, 2005; Han &
Back, 2008; Wilkins, Merrilees, & Herington, 2006), restaurants (Ekinci & Riley, 2003), sport
(Kwak & Kang, 2009) and a few studies in tourism destination choice (Beerli et al., 2007; Chon
& Olsen, 1991; Goh & Litvin, 2000; Kastenholz, 2004). Much of the research has found differing
dimensions of self-image impacting behaviour in different contexts with little explanatory
understanding.
The context for exploring self-congruity theory in this thesis is wine tourism. The tourism
industry worldwide has experienced tremendous growth in travel numbers and industry
investment. One niche market within tourism is wine tourism, which has successfully
increased tourism in many regions such as Napa Valley in the US, with estimated wine visitor
numbers reaching five million per annum (MKF Research, 2005). Within Australia, wine
tourism has shown a slight increase in wine tourism visitors; however, not in proportion to the
increase of wine consumers within Australia. Wine tourism although in its early stages of
research is developing rapidly. The majority of research is applied applications, but it is
developing in areas such as wine tourism conceptualisation, wine tourist profiling, and wine
tourism destinations (Carlsen, 2004). Research is limited within consumption behaviour and
there is negligible information on the symbolic image of wine tourism destinations and wine
tourists.
This research will develop a model of self-congruity using Sirgy and Su’s (2000) previous work
on conceptualisation as a foundation. It will investigate the impact of self-congruity on wine
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tourism behaviour, specifically winery/cellar door visitation, with the inclusion of functional
and affective destination image constructs of wine tourism, attitude toward wine tourism and
level of wine involvement. It is further argued that self-congruity, functional and affective
destination image attributes are not static but will vary based on key moderating variables,
such as wine involvement. Involvement has been an important construct in consumer
behaviour literature. Strong links were found between wine involvement and wine
consumption (Barber, Almanza, & Dodd, 2008; Lockshin, Jarvis, d'Hauteville, & Perrouty,
2006; Lockshin, Quester, & Spawton, 2001; Lockshin, Spawton, & Macintosh, 1997; Lockshin
& Spawton, 2001; Quester & Smart, 1998; Rasmussen & Lockshin, 1999), which will be further
explored in regard to its influence on wine tourism behaviour. This research will contribute to
the disciplines of consumer behaviour, marketing, and the emerging discipline of tourism as a
body of knowledge.
Practical implications of the research include providing wineries and wine producers with an
understanding of the impact of self-congruity in decision making. Furthermore, it will provide
a working knowledge of market segments where self-congruity versus functional and affective
destination image attributes impact on wine tourists’ behaviour. Through the understanding of
images visitors attach to wine tourism, wineries would be able to maintain or change their
product image to appeal to particular target markets, and attach appropriate image metaphors
to their advertising. It is felt that more consumer based research into wine tourism is needed
(Charters & Ali-Knight, 2000; Hall et al., 2000), and it is vital to understand the image of wine
tourism and wine tourists to ensure future growth of the wine tourism industry.

1.2

Research purpose

This research will develop and empirically test an integrated model of self-congruity to measure
behavioural intentions within a tourism context, as research to-date has had selected elements
tested but not in a holistic manner. In doing so, the model will integrate literature from selfimage and self-congruity theory, tourism destination image research, involvement and
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attitudinal theory.
Research on self-congruity theory has had mixed results due to varying definitions and
methodological issues of measuring self-congruity. Self-congruity has been used as a term to
encompass only actual self-image (Chebat, Sirgy, & St-James, 2006; Jamal & Goode, 2001; B. T.
Parker, 2009), to represent an overall self-image construct (Chon & Olsen, 1991), and a
combined self-image congruity of actual self-image and ideal self-image (Kleijnen et al., 2005;
Kwak & Kang, 2009).
Self-congruity has often been measured using personality measures which have been deemed
inappropriate with many product and service contexts with mixed findings, as found in
Helgeson and Supphellen (2004). There have also been problems with analysis using the gap
score formula, leading to questionable construct validity and irrelevant images (Peter,
Churchill, & Brown, 1993).
It has been recognised that there is a lack of evidence within the tourism literature of the effect
of self-congruity on the intentions or motivations to visit a destination (Boksberger et al., in
press; Chon, 1992; Litvin & Goh, 2002; Sirgy & Su, 2000). Recently, research has focused on
the congruity model within the context of destination loyalty (Bosnjak et al., in press). No
research, known to the author at this time, measures self-congruity, and both functional and
affective destination image attributes in an integrated model to predict behavioural visitation
intent.
Wine tourism has not increased in proportion to the increase of wine consumption within
Australia and the increase in wineries. Wineries have increased by 37.3% from 1,200 cellar
doors in 2000 (Australian Wine and Brandy Corporation, 2006) to 1,647 in 2009 (Winebiz,
2010a). However in comparison, winery visitation has only increased by an average of 0.3% in
this same time period (Tourism Research Australia, 2009). The majority of the 1,647 wineries
with a cellar door are small wineries that are reliant on domestic travellers for not only wine
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sales, but also the viability of their cellar doors. The importance of tourism is vital to sustain
smaller regional wineries. Research into wine tourism has identified a dependence on a single,
ageing group of visitors which is not a good basis for a sound, long-term marketing strategy
(Carlsen, 2004). There are concerns that younger wine consumers are less inclined to visit
wineries when holidaying, which indicates a need to further explore not only this market
segment, but the image of wine tourism in general.
Limited research has been conducted on wine tourism destination image, and what has been
conducted has been limited to the attributes of wine tourism destinations. This research will
fill the gap of understanding the impact of self-congruity on wine tourism destination visitation
intentions. The proposed empirical model integrates measures of actual, ideal and social selfcongruity, and the functional and affective destination image factors on wine tourism
behaviour. More specifically, this study will test three main objectives:
1.

To investigate the dimensionality of self-congruity, and the strength of self-congruity as
a predictor of attitudes toward wine tourism and intentions to visit a wine region.

2. To identify the functional and affective destination image attributes of a wine tourism
destination, and their impact on attitudes and intentions to visit a wine region.
3.

To test whether the model holds for high wine involvement and low wine involvement
consumers.

1.3

Methodology

In order to test the proposed model it was deemed appropriate to use a postpositivism
paradigm. Postpositivism is based on the assumption that any piece of research is influenced
by a number of well-developed theories, apart from the one being tested (N. MacKenzie &
Knipe, 2006). Postpositivist research is most commonly aligned with quantitative methods of
data collection and analysis, where the research will use reconstructed logic through a highly
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organised and linear research process. This study used a postpositivist research paradigm as it
was concerned with testing the hypotheses of a model through the measurement of
quantitative variables (Neuman, 2006).
This research uses a mixed methods research design, as it allows the author to integrate the
findings and inferences using both qualitative and quantitative approaches. Following a review
of various mixed method research strategies (H. T. Chen, 2006; Creswell, 2003; Creswell, Plano
Clark, Gutmann, & Hanson, 2003; Greene, 2007; Tashakkori & Teddlie, 2003; Teddlie &
Tashakkori, 2006) a sequential transformative mixed methods design is used in this study.
Through analysis of qualitative data, it is possible to gather more comprehensive information
rather than obtaining predetermined information from the literature, which is based on other
researchers’ data collection skills. The model within this research study is presented as a
holistic approach; therefore, it is important to ensure all relevant elements of consumer
attitudes and image attached to wine tourism are captured prior to quantitatively testing the
model. It was determined that qualitative research would have a supportive function to the
quantitative model, which is recognised as one approach of integrating quantitative and
qualitative research (Bryman, 1992a).
The qualitative research method involved conducting in-depth personal interviews to further
increase our knowledge through an inductive interview approach. This study utilised in-depth
interviews of Australian residents to identify and better understand the images attached to
wine tourism, general wine consumption patterns, and the connection of wine tourists’ profiles
to a respondent’s self-image.
The quantitative research study involved a sample survey taking a representative sample from a
population of interest, which are wine consumers within Australia. To test the proposed
model, the questionnaire sought responses on a range of items which were derived from the
qualitative interviews and the literature. Structural equation modelling (SEM) was used for its
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ability to compare complex theoretical models involving whole systems of conceptual
relationships simultaneously (S. B. MacKenzie, 2001).

1.4

Definitions

Terms which have been used in this thesis are not always consistent across disciplines and
authors. As a result, a list of terminology has been included in Table 1.
Table 1: Definition of terms and constructs
Terms and constructs

Description

Cellar door

The area of the winery where wine tasting and point of sales occur. The wineries
‘shop front’.

Method

The techniques or procedures used to gather and analyse data related to some
research questions or hypothesis (Crotty, 1998).

Methodology

The strategy, plan of action, process or design lying behind the choice and use of
particular methods and linking the choice and use of methods to the desired outcomes
(Crotty, 1998).

Self-concept and selfimage

Self-concept is ones self-identity, a schema consisting of an organised collection of
beliefs and feelings about ones self, as ones sense of identity (Bailey, 2003).

Self-congruity

An individuals comparison of the image of themselves and the image of a product or
brand, as reflected in a stereotype of a typical user of the brand (Sirgy, 1986). Within
the context of this thesis, self-congruity is the comparison of the image of themselves
with that of a typical wine tourist at the respondent’s favourite wine region.

Wine tourism

Visitation to wineries or wine regions to experience the unique qualities of Australian
lifestyle associated with enjoyment of wine at its source, including wine and food,
landscape and cultural activities (Carlsen & Charters, 2006).

Wine tourist

Visiting a wine region, including day trippers and overnight stay tourists.

1.5

Thesis structure

The next chapter discusses relevant theories applicable to consumer behaviour, including a
discussion on self-identity, self-image and self-concept, followed by relevant literature on
tourism destination image. The construct of attitudes and involvement have been incorporated
in many consumer behaviour models, and will be discussed in the context of the proposed
model. Chapter three provides an overview of the wine tourism industry within Australia
which is the foundation for the identified research questions. Chapter four outlines the
research design for this thesis, which is followed by the first study in Chapter five. Based on
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the analysis of the qualitative study and the literature review, a proposed model was developed,
outlining the relationships and the hypotheses to be tested.
Chapter six and seven outline the methodology of the major quantitative study, followed by the
results. Chapter 8 provides a discussion of the results as they pertain to the theoretical model
tested as part of the research, together with managerial implications, limitations and future
research. References and appendices follow the final chapter.

1.6

Chapter Summary

This chapter has provided an overview of this thesis, outlining a brief background of the
research problem with specific research objectives. This was followed by the methodology to
be used in this research study and a brief overview of definitions pertinent to this report. Based
on the thesis structure, the next chapter provides a detailed discussion of literature relevant to
the research objectives and the proposed model.
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CHAPTER 2.

LITERATURE REVIEW

This chapter outlines the theoretical development of the literature relevant to consumer
decision making and in particular self-identity theory, upon which self-congruity theory is
based. The proposed model encompasses destination image factors which will be discussed,
with a focus on wine tourism. This will be followed by other constructs which are
incorporated into the proposed model: a measure of attitude, involvement and product
knowledge. Finally, the model is concerned with consumers’ intentions to purchase, or in this
context the model is interested in future intentions to visit wine regions.

2.1

Consumption and consumer culture

Consumption and consumer culture is a descriptively complex field to discuss, as a vast array of
terminology has emerged, with lifestyles increasingly represented by consumption. In the
traditional sense, culture is viewed as a complex whole that includes knowledge, beliefs, art,
morals, law, custom and habits acquired by a person as a member of society (Quester, Neal et
al., 2007). As a result, consumer behaviour is a product of a person’s particular culture.
However, it is important to note that society is based on internal cultural differences, not just a
cultural totality (MacCannell, 1999). Changes in our economic, socio-cultural and
psychological transformations have produced mass consumer culture which is characterised by
credit facilities and overwhelming consumer choice (Dittmar, 2008). A general notion of
consumer culture described by Chaney (1996) is the idea that consumption has become both a
central focus of social life and underlies our cultural values. Slater (1997) described ‘consumer
culture’ as a ‘culture of consumption’ which is unique and was developed in the west over the
course of modernity. Consumption is central to the meaningful practice to our everyday lives,
and we employ consumption not only to create and sustain the self, but also to locate us in
society (Elliott, 1997), through our creation of self-image.
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Three perspectives on consumer culture have been identified (Featherstone, 1990, 1991),
including a sociological approach, an emotional and aesthetic perspective, and finally, a
capitalist production perspective. The sociological approach finds the satisfaction from goods
relates to consumers’ status and how it is used to create social bonds or distinctions. People
seek the realisation of self and the exercise of identity through lifestyles grounded in
consumption practices, or cultures of consumption that characterise social groupings
(Gottdiener, 2000). This is created through symbolism, which is not only evident in the design
and image of the production and marketing processes, but also in the symbolic associations of
goods utilized and renegotiated to emphasize differences in lifestyle which demarcate social
relationships. Veblen (1973) proposed that individuals acquire an inventory of products to
communicate their social standing, which is further discussed by Bourdieu (1984), who
highlights class differences based on consumption.
Pierre Bourdieu, a French social scientist, argued that social classes struggle to distinguish
themselves from each other through education, occupation, and consumption of commodities
(Bourdieu, 1984), The accumulation of social, educational and cultural capital makes up a
distinctive “habitus” or class culture. Collins (1979) argued that society comprises a number of
‘status groups’ that are distinguished by patterns of cultural consumption and features of
lifestyle, such as the use of language, manners, values, opinions, fine food and wine, clothing,
and place of residence. Selective consumption of ‘highbrow’ cultural activities include going to
the theatre and attending concerts, art exhibitions, classical music and opera, and attending
museums (Lamb, 1989; Peterson & Kern, 1996; Peterson & Simkus, 1992) and also tourism
(Munt, 1994). Chaney (1996) argued that lifestyles are a form of status grouping and a
distinctively modern form of status groupings.
A second perspective by Featherstone (1990; 1991) is the emotional and aesthetic pleasures,
desires and dreams of consumption. This perspective encompasses those who have the
capacity to broaden and question the prevalent notions of consumption to include images of
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consumption for pleasure and alternative desires (other than orientations of production). In a
third perspective, he discusses a consumer culture based upon the expansion of capitalist
production which has created the desire to accumulate material culture through consuming
products and services, and where satisfaction is derived from purchases of an ever expanding
range of goods (Featherstone, 1991).
These three consumer perspectives have been extended by Dittmar (2008) who describes
consumer culture as the sociocultural, ideological, experiential, and symbolic aspects of
consumption. As a result, consumer culture addresses dimensions of consumption that
traditionally work on behavioural consumer decision making and micro-economics neglect. A
traditional approach to consumer decision making is viewed as a step-wise problem solving
process which involves becoming aware of, or interested in a problem; recalling and gathering
information about possible solutions; evaluating alternatives; deciding on the appropriate
solution, and finally evaluating the decision (Quester, McGuiggan, Perreault, & McCarthy,
2007). This consumer behaviour process assumes that consumers are rational decision-makers
who go through this cognitive sequential process. These cognitive elements include attitudes,
perceptions and attributions (Isen & Hastorf, 1982). Common to all multi-attribute models is
the fact that they usually only include utilitarian or functional attributes and not symbolic
image attributes.
Alternative models of consumer behaviour have been developed through the influences of
psychology, anthropology and sociology, which recognise the impact of social, cultural and
inter-personal phenomena on consumer behaviour. Two meaningful areas which have been
addressed over many years are self-theory and symbolism, where the psychological construct of
an individual’s self-concept interacts with the symbolic value of goods purchased (Grubb &
Grathwohl, 1967). Self-theory encompasses the notion that the self develops through a process
of social interaction, and where individuals will strive to direct their behaviour to obtain a
positive reaction from significant others. This has led to the development of identity theories
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which have been influential in shaping sociological approaches, which include product
symbolism (Grubb & Grathwohl, 1967; Solomon & Buchanan, 1991), social identity theory
(Tajfel & Turner, 1986), symbolic interactionism (Solomon, 1983), symbolic consumption
(Hirschman & Holbrook, 1982) and self-congruity theory (Sirgy, 1982).
Contemporary analysts see consumption as the central focal interest of people in advanced
industrial societies and the cornerstone for the construction of identity (Gottdiener, 2000;
Ritzer, 2005). Identity is created through products people consume and says something about
the social world of those who consume them, hence the symbolic nature of consumption
(Dittmar, 2008; Elliott, 1997; Levy, 1981). This consumer behaviour process of anticipation,
choice, purchase and possession, are an important source of meanings with which individuals
construct their lives (McCracken, 2005).
This relationship between possessions and sense of self was brought to the forefront of
consumer behaviour research by Belk (1988). This was further extended by Mittal (2006) with
the notion of the composition of self, and that this ‘self’ extended through material objects. This
‘self’ is visualised as comprising six components: our bodies and body image, values and
character, our success and competence, our social roles, our perceived personality traits and our
possessions. Consumption has come to play a psychological role in our identity development,
where it regulates emotions and the gaining of social status, and as a way of acquiring or
expressing identity and aspiring to an “ideal self” (Dittmar, 2008).
As a result of various research streams, consumer buying motives can be broadly grouped into
two categories: utilitarian/functional and image/symbolic/emotional. The utilitarian motives
relate to a consumer’s need to manage their environment. Mittal (1990) defines utilitarian
benefits (or attributes) as the interaction of the product with some elements of the physical
world. This relates to the traditional economic view of products as objects for which the
consumer desires to maximise utility, where utility typically is measured as some function of
the products tangible attributes (Hirschman & Holbrook, 1982). Whilst the image motives
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relate to a need to manage one’s social and psychological environments, the image benefits are
artefacts of cultural symbols associated with the possession or consumption of an object
(Mittal, 1990). These image benefits arise from social communication and learned meaning of
objects and through advertising and marketing messages. These motives assist consumers to
‘live out’ self-concept and identity.
In summary, consumer behaviour research has suggested a linkage between people,
consumption and identity. Next, these concepts of self-identity will be discussed further.

2.2

Self-identity, Self-concept, Self-image

There has been a proliferation of research into identity issues related to individual, social and
cultural identity. Within the identity literature there are many specialities and subspecialties, primarily from sociology and psychology perspectives, creating a multidimensional
and interdisciplinary perspective. As the philosopher Taylor (1989) claimed:
To know who you are is to be oriented in moral space, a space in which questions arise
about what is good or bad, what is worth doing and what is not, what has meaning and
importance for you, and what is trivial and secondary. (p. 28)
However, Côté and Levine (2002) highlight that due to cultural changes, forming and
sustaining a sense of identify had become more problematic, and the process of identity
formation and maintenance has become challenging. Fundamental to leisure research is the
notion that people’s recreation is a medium for personal enhancement and self development,
and that self-identity is a developmental process of psychological growth (J. R. Kelly, 1983;
Kuentzel, 2000). This research will focus on an individual’s identity and image within their role
as a consumer of leisure experiences from a social psychology perspective.
Self-identify and self-concept, however, are defined as quite distinct concepts by Campbell et
al. (1996). Self-concept clarity is defined as the “extent to which the contents of an individual’s
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self-concept (e.g. perceived persona attributes) are clearly and confidently defined, internally
consistent, and temporally stable” (Campbell et al., 1996, p. 141). This is considered distinct
from aspects of self-identity (i.e. achievement, status, self-esteem). Furthermore, identity can
be defined as the myriad of labels that people use to express who they are, which include for
example, being a colleague, a partner, a father, and a son (Reed & Bolton, 2005). Consumers
categorise themselves on the basis of demographic characteristics, social roles and shared
consumption patterns or preferences. These identities are numerous and vary throughout one’s
life, and consumers make decisions based on satisfying the needs of their various identities.
In very broad terms, self-concept has been described by Shavelson, Hubner, and Stanton (1976)
as a person’s perception of himself [sic], where these perceptions are formed through
experiences with their environment and are influenced by environmental reinforcements and
significant others. Self-concept is the term used by Hewitt (1979) when he speaks of identity,
self-image and self-esteem combined. Rosenberg (1979) defines the self-concept construct as
the total set of beliefs about and attitudes toward the self, and self-esteem as a component of
self-concept, which is the assessment of self-worth or self-respect. Hewitt further describes
self-conceptions as how individuals acquire their identities, self-images and levels of selfesteem. It has long been recognised, however, that the definition of self-concept and selfesteem lack distinctiveness and are often used interchangeably (B. M. Byrne, 2002).
Four different views of self-concept have been highlighted by Sirgy (1982): a psychoanalytic
theory (as a self system inflicted with conflict), a behavioural theory (as a bundle of
conditioned responses), cognitive theory (as a conceptual system processing information about
the self), and as a symbolic theory (as a function of interpersonal interactions). In addition,
Sirgy (1982) has developed a self-image congruity theory, where product images activate a self
schema involving the same images, and is connected to the self-concept. The self-image beliefs
are characterised by the constructs of self-image: the degree of value attached to a specific selfconcept and self-image, and the degree of belief association with a self-image.
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The dimensionality of self-concept has changed over time. Earlier studies, for example by
Grubb and Hupp (1968), used self-concept (referred to as self-theory) as a unidimensional
variable, and was regarded by various researchers as a single construct and viewed as the
totality of the individual (Govers & Schoormans, 2005). Earlier work focused on the
unidimensional nature of self-concept, however, extensive discussion on its
multidimensionality has developed from varying perspectives. Bryne (2002), Shavelson, Hubner
and Stanton (1976) and Wylie (1989) generally split self-concept into two branches: academic
and non-academic. The academic self-concept comprises subsets of knowledge such as English,
history, math and sciences, while the non-academic self-concept comprises three facets:
physical self-concept, social self-concept and emotional self-concept. Torelli (2006) highlights
two self-concepts: the independent self-concept, which includes mental representations of
one’s own traits, attitudes and preferences and the interdependent self-concept, which includes
mental representations of social norms, groups memberships and other opinions.
The dimensionality of self-concept has also been described as encompassing a variety of selfconceptions – the good selves, the bad selves, the hoped for selves, the feared selves, the not-me
selves, the ideal selves, the possible selves, and the sought selves (Markus & Wurf, 1987). More
recently the universal multi-dimensions of self-concept which include actual self-concept, ideal
self-concept, social self-concept, and ideal social self (Mehta, 1999; Sirgy, 1982) appear to have
more support (Bjerke & Polegato, 2006; B. M. Byrne, 2002; Malhotra, 1988; P. D. Parker, Martin,
& Marsh, 2008). These are described as:
 How an individual sees himself/herself (actual self)
 How an individual would like to see himself/herself (ideal self)
 How an individual feels others see himself/herself (social self)
 How an individual would like others to see himself/herself (ideal social self)

One of the early theories of self-concept behaviour according to Grubb and Grathwohl (1967)
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is that an individual does have a self-concept of himself [sic] which is formed through the
interaction process with parents, peers and significant others. Goods serve as social symbols,
and the use of these symbols communicates meaning to the individual and others around.
Therefore through consumer behaviour, an individual will be directed toward the enhancement
of their self-concept through the consumption of goods as symbols. Graeff (1996) specified that
self-concept is of value to the individual, and behaviour will be directed toward the protection
and enhancement of self-concept. Todd (2001) extends the description of self-concept to
incorporate both identity and consumption. As the perception an individual has of him/herself
is not based only on the physical self, but includes products and services consumed and the
people with whom that individual associates. The relationship between behaviour and selfconcept appears to be most strongly supported when some form of symbolic or conspicuous
consumption is involved (Todd, 2001).
The implication of self-concept in consumer behaviour is important since self-concept is seen as
a dynamic and powerful construct. It can be described as “active, forceful and capable of
change. It interprets and organises self-relevant actions and experiences; it has motivational
consequences, providing the incentives, standards, plans, rules and scripts for behaviour; and it
adjusts in response to challenges from the social environment” (Markus & Wurf, 1987, p. 299).
Self-concept is not behaviour, but may be derived from behaviour and may guide, mediate and
regulate behaviour (Hattie, 1992). Unlike other attitudes, which are perceptual products of an
external object, self-concept is an image shaped by the very person holding the image (Hong &
Zinkhan, 1995). Self-concept has also been described to be self-image, which is a set of
attributes used by people to describe what they are like (Sirgy et al., 1997). This thesis will be
using self-concept within this context, and using the term self-concept and self-image
interchangeably.
As briefly described earlier, according to the traditional decision-making process, consumers
develop attitudes through various processes, and evaluate attributes of products to make
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product choice decisions. However, research suggests that identity driven thinking is more
powerful than this traditional approach (Reed & Bolton, 2005), which is termed as identity
marketing. Identity marketing recognises that consumers are more powerfully attracted to
products and brands linked to their multiple identities/images. As a result, product purchase
may link consumers’ actual identity or embody their aspirational identity. Research supports
the notion of symbolism and image, which are deemed more important than any attribute or
objective fact (Quester, McGuiggan et al., 2007).
It has been theorised and empirically tested that people purchase and use products to maintain,
protect and enhance their self-concept (Graeff, 1996; Ross, 1971; Zinkhan & Hong, 1991).
Consumer psychology literature also strongly supports the notion that individuals make
decisions to enhance self-image. This notion of self-signalling is people making choices, to a
large extent, to signal the type of person they are (Dunning, 2007). Economists have also
identified similar concepts, where people derive utility from having a self-image they favour
(Akerlof & Kranton, 2000).
Research linking self-concept and product image derives from the interpersonal attraction
literature in social psychology (Ross, 1971). Consumer’s recognition and learning of product
symbolism and their self-image moderate the relationship between product use and selfperception (Wright, Claiborne, & Sirgy, 1992). The symbolic meaning of a product relies on
the association between the product image and the consumer’s self-image. Self-identity and
self-concept are important to marketers in understanding the image that individuals associate
with themselves. These images are often powerful indicators of purchasing behaviour due to
the linkage between the symbolism of purchases and self-identity.
Images consumers hold which include images of themselves, images of products and of the
types of consumers who purchase and use certain products are extensive. Biel (1993) identifies
the image of a brand or product as comprising three components: the image of the provider of
the product or service; the image of the users; and the image of the product or service itself. Biel
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recognises that one of the most important ways to develop product image is through the
depiction of product users. The social visibility of the product facilitates learning and helps
establish consensual beliefs regarding the stereotypic image of the product user (Belk, 1988).
Symbolic product images give meaning to the product by personifying it, so the product is
extended to demonstrate the kind of person who would use it. This relationship between selfimage and product image or product user image has significant effects on consumer behaviours.
The notion that consumers prefer brands and/or products that have images similar to their own
self-image is referred to as the self-image congruence hypothesis (Graeff, 1996; Onkvisit &
Shaw, 1987; Sirgy, 1982; Sirgy & Su, 2000; Slater, 1997). As a result, it can be argued that
products are purchased for their symbolic image as well as their functional value. This product
symbolism is referred to as strength of product user image. As a result, the strength of the
produce user image and the congruity with the consumer’s self-image, determines the purchase
of the product or service (or visitation).
Dolich (1969) and Grubb and Grathwohl (1967) were some of the first researchers whose
findings support the notion that respondents showed greater similarity of self-concept with
products they preferred. This link between self-image and product image congruity was
developed by Sirgy (1981, 1982) where self-image beliefs are characterised by (1) the degree of
belief strength connecting the self-concept with a particular self-image level, and (2) the value
intensity associated with the self-image level. Research has found self-concept linked to
consumer behaviour where the product image aims to match the consumer’s actual self-concept
or ideal self-concept (Belch & Landon, 1977; Sirgy, 1982, 1985).
Increasingly, research is focusing on this link between product image and perceived self-image,
where consumers are making lifestyle statements with their product and service purchases
(King, 2002; Morgan, Pritchard, & Piggott, 2002). A number of researchers have focused on
using personality traits to determine purchasing behaviour, or matching personality traits with
personality traits of products (Aaker, 1997; Ekinci & Riley, 2003; Ibrahim & Najjar, 2007;
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Kressmann et al., 2006). Using personality measures is an approach taken by some researchers
who apply the traditional approach of measuring self-image congruency. A common
personality measure used is Malhotra’s (1981) scale of 15 bipolar adjective pairs which include
items such as rugged/delicate, excitable/calm, and orthodox/liberal. These were developed
from self-concept scales which are generally based on psychology personality measure, the
process being the measurement of the respondent’s self-image, ideal and social self-image,
followed by the measurement of the product image using the same bipolar pairs of items.
Another form of measurement of product images is through brand personality. Brand
personality construct is referred to as the set of human characteristics associated with a brand
(Aaker, 1997). These personality traits are based on the ‘Big Five’ human personality traits
made up of sincerity, excitement, competence, sophistication and ruggedness (Goldberg, 1990).
Aaker (1999) examined the relationship between the personality of a consumer and the
personality traits of a brand. This approach, however, has had mixed results where a weak
relationship between human personality traits and brand image was found (Shank &
Langmeyer, 1994). Furthermore, Murphy et al. (2007) and Beerli et al. (2007) both found a large
number of respondents unable to answer the self-congruity association using personality
attributes with a tourism destination. Yuksel, Bilim, Menderes, and Kemal (2009) found that
the more similar the destination personality to the individual’s needs and self-image, the more
favourable the evaluation of the destination would be. However, they could not associate the
motivation with a single personality, suggesting that consumers found it difficult to describe a
destination as having a particular personality.
Consumer preference for different brands and products also differ by consumption situations
(Stayman & Deshpande, 1989) in order to present different self-images (Schenk & Holman,
1980; Schmitt & Shultz, 1995). This notion is reflected in consumers taking on various social
roles that have associated sets of appropriate behaviours leading to the projection of the desired
self-image (Graeff, 1997). Graeff (1997) recognised the limitation of self-concept research,
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which has been conceptualised and measured as a static cognitive state, without consideration
of the social role individuals have in various situations.
When brand image and self-image are congruent, it was found that individuals had more
favourable brand attitudes and purchase intentions, in both public or private situations (Graeff,
1996, 1997). The results also found that attitudes of individuals with low congruence were
more favourable in conspicuous consumption situations, suggesting the need to fit into or be
perceived to be part of a particular group or situation.
In a culture that is heavily reliant on consumer ideology, individuals are concerned about their
role as consumers, which is a core aspect of their self-concept (P. L. Murphy & Miller, 1997).
Through the cognitive dissonance paradigm, Murphy and Miller (1997) found that individuals
with a high commodified self-concept experienced more dissonance when choosing between
different image magazines, inferring the importance of self-concept in choice decisions. It has
been recognised, however, that the attributes of a product image can be very extensive and
different from the attributes of self-concept (Ekinci & Riley, 2003). As a result, self-congruity,
not self-concept per se, may have a greater influence on consumer preferences and purchase
intentions (Quester, Karunaratna, & Goh, 2000). This theory will be discussed further in detail
in the next section. An overview of the key researchers within consumer culture and self
identity literature is presented in Table 2.
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Table 2: Consumption and self-image theory research
Context

Consumption and
consumer culture

Symbolism and
status
Identity theories

Self-identity, Selfconcept, Self-image

Self-congruity theory

References *

Chaney, 1996; Dittmar, 2008; Elliott, 1997; Featherstone, 1990; 1991;
Gottdiener, 2000; Isen & Hastorf, 1982; Levy, 1981; MacCannell, 1999;
McCracken, 2005; Quester, McGuiggan, Perreault, & McCarthy, 2007;
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2.2.1

Self-congruity theory

Self-congruity models are based on the notion of the cognitive matching between value
expressive attributes of a given product or brand and the consumer’s self-concept (Sirgy &
Johar, 1985).
Sirgy (1986) has brought the self-image congruence theory into the forefront of consumer
behaviour, broadly describing his new research paradigm in the social/behavioural sciences as a
unifying theory. The self-image congruence model specifically integrates the actual self-image,
ideal self-image and social self-image components of the self-concept with product image to
explain consumer behaviour (Sirgy, 1982, 1985). The self-image congruence models include the
use of self-congruity model (congruity between the actual self-image and the product image),
the ideal-congruity model (between the ideal self-image and the product image), the social
congruity model (between the social self-image and the product image), and the ideal socialcongruity model (between the ideal social self-image and the product image). Wiedmann,
Hennigs, and Siebels (2009) confirmed the significant impact of self-congruity on luxury brand
purchases, where consumers use luxury items to integrate symbolic meaning into their own
identity (Holt, 1998).
Self-congruity models have been used in a variety of product branding applications; however, it
is generally more applicable to services because of the experiential component as well as the
participatory aspect of services. As experience qualities dominate in the area of service,
evaluation can be difficult, which forces consumers to rely on different cues and processes
(Ekinci & Riley, 2003). Services are also recognised as being intangible, making them difficult
to evaluate until the moment of consumption. As a result, decision-making is based on other
cues, or the image of the services (Kleijnen et al., 2005).
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Self-congruity has been theorised in two forms, either focusing on the parallels between
consumer self-concept and brand personality or self-concept and the user image. Self-congruity
theory proposes that part of consumer behaviour is determined by an individual’s comparison
of the image of themselves and the image of a product or brand, as reflected in a stereotype of a
typical user of the brand (Sirgy, 1986). Self-congruence is an important factor in product
choice, where consumers prefer products and brands with a symbolic meaning that is
consistent with their self-concept. Onkvisit and Shaw (1987) describe image-congruence as the
process a consumer uses to evaluate the images of the product, brand or retailer in terms of
symbolic meaning. When a product or service is viewed as being highly credible and desirable,
it provides an incentive to attain them. Therefore to increase self-satisfaction, consumers will
purchase products and services with ‘personalities’ that are congruent with their self-images
and shun products whose perceived image is discrepant with what they desire (Chang, 2002).
Aaker (1999) refers to self-congruity as individuals who are schematic on a particular
personality dimension should have a greater preference for brands that are highly descriptive on
that personality dimension. These schematic traits refers to the defined set of personality traits
held to be extremely descriptive of and important to the person.
Self-congruity theory is used to predict a variety of consumer behaviours, such as purchase
intention, attitude, satisfaction, donation behaviour, loyalty and post purchase behaviour.
Purchase intention was found by Mehta (1999) to be influenced significantly by selfimage/brand image convergence. This also was found with store image transfer, where
shoppers in upscale malls are likely to experience higher levels of self-congruity, and the higher
the self-congruity the higher the store image (Chebat et al., 2006). An earlier study by Sirgy
(1985) also found that ideal self-congruity and actual self-congruity significantly influences
purchase motivation.
The impact of self-congruity and attitudes has been supported by a number of researchers.
Ibrahim and Najjar (2008) found self-congruity had a substantial effect on consumer overall
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attitude, where the degree of match between the shopper’s ideal image and the store image
positively influenced their attitudes toward the retail store. Ideal self-concept was found to be
an antecedent of overall attitude and customer satisfaction (Ekinci & Riley, 2003) using both
the direct and gap approach (which will be discussed further in 2.2.4).
A strong relationship was also found between self-image congruency and satisfaction, where
self-congruity is a strong predictor of satisfaction (Jamal & Goode, 2001). Tourists’ level of
satisfaction with a destination was found to be greater with those who perceived a low
discrepancy between a destination user’s image and their actual self-image or their ideal selfimage (Chon & Olsen, 1991). Another tourism study found consumer satisfaction with a travel
destination (Sirgy et al., 1997). They found the predictive validity of self-image congruence
measure in relation to consumer satisfaction showed a high and significant beta weight. Back
(2005) found that a hotel’s customer satisfaction was a positive function of the match between
the customer’s own social and ideal social image and the hotel brand; as a result, it can be stated
that both social and ideal image congruity explains and predicts consumer satisfaction in the
hotel industry. This was further supported by Wilkins et al. (2006) who found the variance
explained in hotel customer satisfaction increased through the inclusion of product congruity
in the model. He and Mukherjee (2007) found that both actual self-congruity and social selfcongruity (but not ideal self-congruity) are significantly related to customer satisfaction,
perceived value and store loyalty. A study assessing consumer value as a function of timeshare
ownership, also found self-image congruency as a predictor of consumer evaluations (B. Sparks,
Bradley, & Jennings, in press).
Self-congruity has predicted brand loyalty positively and significantly within the motor vehicle
industry (Kressmann et al., 2006), using Aaker's (1997) 15 brand personality facets measure.
Loyalty was also explored by Bosnjak, Sirgy, Hellriegal and Maurer (in press) who were
interested in the power of the predictive power of seven congruity constructs on post visit
loyalty. These included self-congruity, functional, hedonic, economic, safety, moral, and leisure
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congruity. The constructs which had the highest standardised path coefficients were selfcongruity (.28), functional congruity (.29) and hedonic congruity (.24).
Within the context of the adoption of service innovation, both actual and ideal self-image had
an influence on the adoption of a service innovation, and had a significant impact on attitudes
and intentions to adopt (Kleijnen et al., 2005). This research used personality image items
tailored to technology in an experimental design, using students as a sample. Cowart, Fox, and
Wilson (2008), however, did not find a significant direct effect from self-congruity to
behavioural intentions (using only a three item measure of actual self-congruity). Other
consumer behaviours which self-congruity theory is applied to, include: the identity
congruency effect on donation behaviour (Shang, Reed II, & Croson, 2008) which focused on
identity esteem and social esteem within an experimental design framework using students as a
sample; post purchase behaviour in particular evaluation of services (Back, 2005; Ekinci &
Riley, 2003); and gift giving (Liu, Lu, Liang, & Wei, 2010).
Research within self-congruity has found a number of constructs to moderate the effect of selfcongruity on various consumer behaviours. These include the moderating effects of product
conspicuousness, product ownership, cultural differences, and socially desirable responding.
Different levels of product conspicuousness have been explored and the impact of selfcongruence on brand attitude (Graeff, 1997). He found that subjects who had high image
congruence did not differ in their brand attitude in private or public situations, whilst low
image congruence subjects had had a significantly higher brand attitude in a public situation.
Further to this research Graeff (1996) found that self-monitoring moderates the image
congruence relationship for public brands, but not for private brands. He found both actual and
ideal congruence are significantly related to high self-monitors and their brand evaluations.
Product ownership was tested as a moderator of self-congruity effects rather than the outcome
of such effects. Barone, Shimp and Sprott (1999) found that consumers possessing positive self-
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concepts evaluated the high image product more favourably than corresponding low image
products which they owned. Both brand personality and self-congruity were found to have
equal, independent and strong positive effects on retail brand attitudes.
Socially desirable responding (SDR) is an issue which impacts consumer marketing research.
Helgeson and Supphellen (2004) were interested in the effect of SDR on measures of selfcongruity and brand personality. They found that SDR was found to negatively moderate the
effect of actual self-congruity on brand attitudes, which was in the opposite direction to their
initial hypothesis.
It is evident that self-congruity theory has substantial impact on consumer behaviour, with
varying approaches used in measuring self-congruity. Sirgy and Su’s (2000) framework will be
used as a foundation to this study, which will be discussed in further detail.

2.2.2

Sirgy and Su’s Theoretical Framework

A theoretical holistic framework has been proposed by Sirgy and Su (2000), Sirgy et al., (2000)
and Sirgy, Grzeskowiak and Su (2005), but has not yet been empirically tested. The model has
been conceptualised in a tourism context (Sirgy & Su, 2000), a retail environment (Sirgy et al.,
2000) and with housing preferences (Sirgy et al., 2005). Within the tourism context, Sirgy and
Su (2000) hypothesised that the greater the match between the destination visitor image and
the tourists self-concept the more likely that the tourist would have a favourable attitude
toward that destination, and the more likely that the tourist would visit the destination, as
shown in Figure 1. This model will now be discussed in further detail.
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Figure 1: An integrated model of self-congruity and functional congruity travel behaviour
(Sirgy & Su, 2000)

As self-concept is multidimensional, so too is self-image congruence. Actual self-congruity
within a tourism context refers to the degree of match between the tourists actual self-image
and the destination visitor image, or the fit between how tourists actually see themselves in
relation to the image of the kind of tourists that visit that destination (Sirgy & Su, 2000, p.
343).
Similarly the ideal self-image refers to the degree of match between a tourist’s ideal self-image
(how they like to see themselves) and a destination visitor image, that is, if the destination
visitor image is something that the tourist would like to be.
Finally the social self-congruity refers to the degree of match between a tourist’s social selfimage and a destination visitor image, or the fit between how tourists believe they are seen by
others in relation to the destination visitor image, as shown in Figure 2.
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Figure 2: The mediating effects of self-concept motives on the relationship between selfcongruity and travel behaviour
Self-image
Congruity:

Self-concept
motives:

Actual self-congruity

Self-consistency motive

Ideal self-congruity

Self-esteem motive

Social self-congruity

Social consistency motive
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Social approval motive

Intentions
to
visit

Many studies use aggregate scores that do not truly identify the relationship between selfconcept since different dimensions of self-concept become accessible in varying situations and
levels of involvement (Hattie, 1992). The self-concept at a given moment is considered to be the
working self-concept which is a subset of this universe of self-conceptions (Markus & Kunda,
1986). This is further supported by Malhotra (1988), where he argued the self-concept which
dominates can vary, as the goal of an individual could be to maintain (actual self-concept),
enhance (ideal self-concept), or project a certain self-concept to significant others (social selfconcept). Hattie (1992), however, raises concerns over being able to meaningfully distinguish
the ideal from the actual self-concept, as the actual self-concept already includes expectations
of oneself. Each of these motives will now be discussed in further detail.
2.2.2.1

Self-consistency motive

Sirgy (1985) argued that actual self-congruity affects purchase motivation through the
activation and operation of a self-consistency motive. Self-consistency motive can be defined as
“the motive to act in accordance with the self-concept and to maintain it intact in the face of
potentially challenging evidence” (M. Rosenberg, 1979, p. 57). The self consistency motive refers
to an individual’s need to act consistently with their own self perception. Some consumers may
feel uncomfortable purchasing goods, or participating in activities that do not reflect their
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identity (Sirgy et al., 2005).
A ‘positive self-congruity’ occurs when there is a low discrepancy between one’s actual selfimage and the product image; as a result, actual self-congruity refers to the degree of match
between the consumer’s actual self-image and for example, the image of the tourist visitor.
2.2.2.2

Self-esteem motive

Ideal self-congruity affects purchase motivation through the mediation of the self-esteem
motive, in order to raise oneself to an aspired state or standard (Sirgy, 1982) or in an effort to
realise one’s ideal self-image (Johar & Sirgy, 1991). Ideal self-congruity refers to the degree of
match between the consumer’s ideal self-image and the image of the visitors to tourism
destination. In this condition, an individual may be motivated to purchase the product to
enhance their self-esteem, however, conflict may arise with his or her self-consistency motive
(Chon, 1992) when there is discrepancy between actual self-image and ideal self-image.
2.2.2.3

Social consistency and social approval motive

Social comparison theory developed by Festinger (1954) suggests that an individual’s
evaluation of themselves is often satisfied through comparison with others, and this drive to
compare will affect a range of social processes. The most recent research on self enhancement
theories has been guided by social identity theory and its successors (Banaji & Prentice, 1994).
The original formulation of social identity theory (Tajfel & Turner, 1986) stated that
individuals strive to maintain or enhance their self-esteem by their membership in social
groups. Social identity is defined as “that part of the individual’s self-concept which derives
from their knowledge of their membership of a social group (or groups) together with the value
and emotional significance of that membership” (Tajfel, 1981, p. 255).
More recently, self-categorisation theory has incorporated this assumption into a more explicit
account of the self. Self-categorisation theory (Turner, Hogg, Oakes, Reicher, & Wetherell,
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1987) is a theory of the functioning of the social self-concept, where the concept of self is based
on comparison with other people and relevant to social interaction. This theory is a cognitive
elaboration of the nature of social identity as a higher order level of abstraction in the
perception of self and others (Oldmeadow, Platow, Foddy, & Anderson, 2003).
The psychology literature of social identity theory has been applied to consumer research.
Consumers use products and the image attached to them in order to express their social
identities (Ericksen, 1996). Sheth, Newman, and Gross (1991) state that consumers decide to
purchase or not purchase products/services based on the social value of products as either
congruent or incongruent with the norms of their reference group, and avoid products
associated with dissociative reference groups (K. White & Dahl, 2007).
With self-image congruence theory, interaction with others is required, as only with the
presence of others does delivery of meaning to products or brands result (Belk, 1988). The social
interaction and expressive meaning attached to symbols lead to individuals using symbols to
express themselves. Baudrillard (1998) states that a person consumes a product for its sign
value in order to belong to their own group or to differentiate themselves from their group by
reference to a group of superior status. Self-concept is enhanced when positive responses are
obtained from significant others that reinforce behaviour (Hogg, Cox, & Keeling, 2000).
Sirgy (1985) has focused on the relationship between the consumer and the imagined user of a
product or service. The social self-image influences behaviour through the social consistency
motive (Johar & Sirgy, 1991), to maintain an image others have of them. This also applies where
tourists’ reference groups influence destination choice (Pearce, 2005). Kastenholz (2004)
suggests that ideal social self-congruity judgments would be more relevant in destination
choice, since this behaviour should be affected by tourists’ perceptions of how they would like
to be seen by others. Pearce (2005), for example, found that travellers can be very selective
about whom they tell their travel stories, which suggests that extrinsic motivation factors are
dominant. Holiday travel destinations may be trendy, and going to a particular destination will
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say something about the traveller to friends and relatives (Havitz & Dimanche, 1990).
Ideal social self-congruity refers to the degree of match between a consumer’s ideal social selfimage and the image of the visitors to wineries, or the fit between how the consumer would like
to be seen by others in relation to the image of visitors to wineries. This social self-image
affects people’s behaviour through the social approval motive (Johar & Sirgy, 1991).
2.2.2.4

Dimensions of self-concept/self-image

Numerous research studies support the relationship between differing dimensions of self-image
and consumer behaviours. Malhotra (1988) found that the majority of respondents in his study
preferred houses which were more congruent with their ideal self-concept. Both actual selfconcept and social self-concept were also found significant, where similar proportions of
respondents preferred houses more similar to their actual self-concept and social self (with
correlations between 0.55 and 0.6). Higgins (1987) suggests that both self-congruity and selfincongruity have emotional consequences, resulting in discrepancy between actual self-concept
and ideal self-concept. Chang (2002) has shown that self-congruent advertising messages can
generate more positive emotional responses than self-incongruent messages. Hong and
Zinkhan (1995) also found that purchase intent was influenced by self-congruency of the
advertisement, where ideal-self congruency had more influence on brand preferences than
actual self congruency. This was further supported by Chang (2005) who found that
participants exhibited a higher level of cognitive self-referencing and positive attitudes when
the ad image was congruent with their ideal self-schemata than when it was not.
All elements of self-image congruence may not be important for all product purchases.
Products of a conspicuous nature, however, tend to be moderated by social and ideal social selfimages (Back, 2005).
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2.2.2.5

Functional congruity

The final element of Sirgy and Su’s (2000) theoretical framework is functional congruity.
Functional congruity as defined by Sirgy and Johar (1985) is based on the perceived utilitarian
aspect of a product or service with some ideal aspects. Within a tourism context this would be
the perceived destination attributes and the perceived ideal attributes of the destination. The
image of the destination is likely to influence the formation and change of the destination
visitor image (Sirgy & Su, 2000); as a result, it is important to understand functional elements
of destination image in the tourist’s mind.
Previous research has found that the weight of the functional aspects or the symbolic aspects
will vary based on tourist motivation and destination travel. Chon and Olsen (1991) found
functional congruity explained tourist’s satisfaction with a destination more than symbolic
attributes, which were measured through actual self-image and ideal self-image. Functional
congruity and travel intentions on cruise liners were also found significant by Hung and Petrick
(in press). They found that people with higher congruity between their image of cruising
attributes and cognitive image of cruising were more likely to travel.
Since functional congruity is likely to require greater cognitive processing than that selfcongruity, utilitarian cues are likely to be centrally processed (Sirgy & Su, 2000), which may
impact the effect of self-congruity on tourist’s behaviour. Destination image research, however,
involves not only functional attributes of a destination, as described by Sirgy and Su (2000),
but also affective attributes of a destination. As a result, both of these constructs will be
discussed in depth in section 2.3, following a discussion of self-congruity and its application
with the tourism industry.
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2.2.3

Self-congruity and tourism

Self-congruity theory within tourism destination applications has been limited to date, even
though it is a theory which is very applicable to this service industry, as discussed earlier. Selfidentity can accrue from leisure activity where people strive to be known ‘as’ or for one leisure
activity, with which they are hoping to be identified (Kernan & Domzal, 2000). Purchase
behaviour relevant in tourism has often centred on finding answers to what, where and how
tourists buy rather than why (Beerli et al., 2007). As a result, a lot of tourism research focuses
on functional attributes with little attention to value expressive attributes of a destination,
such as the personality or image of a destination (Chon & Olsen, 1991).
Chon and Olsen (1991) and Chon (1992) were the first in tourism to apply self-image to
destination satisfaction. Chon found that tourists who perceived a low discrepancy between a
destination user image and their actual self-image or ideal self-image were more satisfied with
the destination. A strong relationship has been found between self-image congruency and
satisfaction with the destination (Jamal & Goode, 2001; Sirgy et al., 1997). Johar and Sirgy
(1995) attempted to analyse segment congruence to determine the utilitarian versus value
expressive basis for tourist destination choice. Their constructs, however, lacked validity in
their study, with no empirical foundation for their utilitarian and value expressive constructs.
Further research work to explore the relationship of self and ideal congruity with pre-trip
visitation interest and purchase of a tourist destination was conducted by Goh and Litvin
(2000) who extended Chon’s (1992) research. They found that tourists whose self-image and
ideal self-images are consistent with the destination image show more interest in the
destination and have a higher likelihood of visitation. This study evaluated self-congruity only
with a particular destination, and used respondents who had not previously visited the
destination. They did not attempt to measure the image of the destination nor the image of
visitors to the destination.
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Research within tourism has also incorporated the cross-cultural dimension of
individualism/collectivism as a moderating variable within the concept of self-congruity in
tourism (Litvin & Goh, 2002, 2003). Litvin and Goh (2002) found that travellers who felt that
Singapore as a destination reflects both their own self-image and ideal self-image had a higher
degree of satisfaction with the destination. Furthermore, those travellers, who were
individualists, had a significantly higher level of satisfaction, than those travellers who were
collectivist. Other cultural differences in self-congruity were found in research conducted by
Quester et al. (2000) who developed ten product image items and used the same scale items to
measure actual and ideal self-images. They found the Malaysian sample’s actual self-image, not
their ideal self-image, correlated with the functional product, whilst the Australian sample was
the reverse. A problem with this research, however, was that many respondents were
undecided about the images which were being studied. This highlights problems with some
research measuring of self-congruity, and together with the notion of irrelevant images will be
discussed further in section 2.2.4.
The affective dimension of destination image was measured by Kastenholz (2004) who
evaluated destination self-congruity using affective dimension and personality attributes to
measure dimensions of self-image. Comparisons were then made between the scales; however,
the results were weak, even though they were significant, between the holistic destination selfcongruity and behavioural intentions.
Further research focused on personality attributes to measure self-congruity with a tourism
destination (Beerli et al., 2007; L. Murphy, Benckendorff, & Moscardo, 2007), however, these
studies found a large number of respondents unable to link the association of a personality
attribute to a tourism destination.
It is evident that some research has been attempted; however, limitations and problems of the
research within tourism are apparent. These will be discussed further in section 2.2.4 where
methodological issues are addressed in more detail.

35

2.2.4

Self-congruity – conceptual and methodological issues

Self-congruity models have developed overtime and the constructs involved have been refined
together with the measurement of the model and the constructs within the model. Through the
analysis of the literature, it is evident various approaches have been used to determine the
congruency between the self-concept and the product image or user-image. A number of
limitations have been identified within self-congruity research, which includes construct
measurement, analysis, and sampling.
First, diverse definitions and measurement tools have been found with the self-image construct
analysis. This leads to mixed findings in some of the self-congruity research, in particular due to
the asymmetric relationship in the structure of brand versus human personality traits
(Helgeson & Supphellen, 2004). Personality dimensions have been used to measure the
personality of the product and the personality of the respondent to determine a similarity
(congruity) between the product image and the respondent. This traditional approach of
measuring congruency often uses Malhotra’s (1981) scale of 15 bipolar adjective pairs which
include items such as rugged/delicate, excitable/calm, and orthodox/liberal. These were
developed from self-concept scales which are generally based on psychology personality
measures. Aaker’s (1997) 15 item brand personality measure is also commonly used (Kressmann
et al., 2006), which includes items such as wholesome, cheerful and reliable. There have also
been concerns regarding the validity of Malhotra’s 15 items semantic differential self-concept
scale which is commonly used (Beerli et al., 2007; Litvin & Goh, 2002). The process of
measurement includes the respondent’s self-image, ideal and social self-image rating, followed
by the measurement of the product image using the same bipolar pairs.
The use of predetermined personality dimensions have led to problems, as these are often based
on traits which are not relevant to products, or not specific to a tourism destination (Beerli et
al., 2007). Murphy et al. (2007) and Beerli et al. (2007) both found a large number of
respondents unable to answer the self-congruity association with a tourism destination using
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personality attributes. By forcing a subject to indicate congruity or incongruity with images
that they may not associate with the product, these scores may constitute random error in
measurement (Peter et al., 1993; Sirgy et al., 1997), and may have descriptive image items which
are irrelevant to the product being evaluated.
The analysis used focused on the gap score formula to measure self-congruence, which is
referred to as the gap score or traditional approach. The first step in this approach is to
measure the respondent’s self-concept and then measure the product image on a predetermined
set of image attributes or personality scale, and determine the degree of match/mismatch
between the product image and self-concept. Different mathematical indexes have been used
to estimate the discrepancies, such as the Euclidean distance index and the absolute difference
index (Malhotra, 1988; Sirgy, 1985). This two step process usually uses the absolute difference
model to obtain a self-congruence measure (Ericksen & Sirgy, 1992). Limitations have been
identified using this approach by Peter et al. (1993) and Sirgy et al. (1997), where the use of
discrepancy scores have been questioned due to systematic correlations with their components,
leading to questionable construct validity (Peter et al., 1993). Another important issue which
also needs to be recognised is that this type of analysis leads to a bimodal distribution through
the cross product of two variables which is an artefact of the original intent (Holmes-Smith,
2008). Furthermore, this bi-modal distribution is obviously no longer a normal distribution
and therefore, inappropriate for use as an indicator variable in structural question modelling.
A new measure of self-image congruity was developed to overcome these limitations referred to
as a direct measure approach (Chon, 1992; Sirgy et al., 1997; Sirgy & Su, 2000). This direct
approach measures the self-image congruence experience directly rather than indirectly
through the combination of product user image and self-image. The direct measure also
overcomes the issue of irrelevant images by using a methodological procedure where subjects
conjure up relevant product user images, to which subjects respond through the use of a
scenario type directive and statement (Ekinci & Riley, 2003). When respondents have
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identified salient and typical user characteristics, these ‘top of mind’ characteristics are then
used to rate their similarity or otherwise to various self-image statements. These include
measuring actual self-image, ideal self-image, social self-image, and/or ideal social self-image.
The direct score approach measure of self-congruity focuses explicitly on the similarity
between the consumer’s self-image and typical brand users. The use of written salient
characteristics of the users, and the comparison to self-concept ensures a greater level of selfdisclosure (Helgeson & Supphellen, 2004). As self-concept is explicitly addressed in the
wording, a greater level of self-awareness should be present than in personality style responses
of products. This approach also requires neither self-ratings nor product ratings since subjects
focus on the product user image and rate their self-congruence in a holistic manner (Ekinci &
Riley, 2003; Luhtanen & Crocker, 1992; Sirgy et al., 1997; Sirgy & Su, 2000). It has been
recognised that the direct score approach, which will be used in this current study, is a superior
approach to measure self-congruity than the traditional approach (Boksberger et al., in press).
Discrepancies arise in the results of self-congruity due to the definition of self-congruity itself.
The construct, ‘self-congruity’ has been found to signify varying elements of self-image
congruity, ranging from actual self-image, social self-image to an overall self-image construct. It
has often been used to represent the measurement of actual self-image congruity, with research
only measuring this one element of self-image (Chebat et al., 2006; Cowart et al., 2008; Jamal &
Goode, 2001; O'Cass & Grace, 2008; B. T. Parker, 2009; Sirgy, Lee, Johar, & Tidwell, 2008).
Self-congruity was the term used by Barone et al. (1999); however, reviewing the three items,
they appeared to represent only social self-image congruity, whilst other researchers use it to
represent the overall self-image construct (Chon & Olsen, 1991). The overall self-image
construct also resulted due to the creation of a second order factor called overall self-image
congruity encompassing actual and ideal self-image (Kwak & Kang, 2009). Similarly Kleijnen
et al. (2005) measured actual and ideal congruence separately; however, due to high correlation
between the two constructs they examined the joint effect, which they labelled image-
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congruence.
Much of the research on self-image congruity did not report on analysing the multidimensional
or unidimensional nature of their self-congruity measures. Analysis was often conducted on
separate self-image constructs (e.g. actual self-image, ideal self-image, social self-image)
without further testing on the association amongst the self-congruity measures (Ibrahim &
Najjar, 2007; Liu et al., 2010; Quester et al., 2000), or simply an acknowledgement that a high
correlation exists (Helgeson & Supphellen, 2004; Kressmann et al., 2006). Instances where a
CFA was conducted only one measure of self-image was used, for example, social image (Han &
Back, 2008). Only one recent study by Bosnjak el al. (in press) has been found to include the
various elements of self-image into one unidimensional construct through statistical analysis.
Limited research has been conducted using Sirgy and Su’s (2000) approach to functional
congruity. In particular, this direct measure has not been used to date in the literature to
measure functional congruity. Hung and Petrick (in press) have used the absolute difference
between the two concepts of functional congruity which leads to the same problems as
identified previously. As a result, this research will not be applying the absolute arithmetic
difference, but will modify the functional congruity construct. This will be discussed further in
section 2.3.
There are other issues with research using self-congruity which have been found to create
problems with the interpretation of the construct. Many research studies have used students
as a sample to test self-congruity (Kleijnen et al., 2005; Quester et al., 2000; Shang et al., 2008),
which often does not allow representation to the broader consumer population . Experimental
design framework is often used (Kleijnen et al., 2005; Shang et al., 2008) or research has focused
on only one component of self-image (Shang et al., 2008; Sirgy et al., 2008). Many studies have
integrated this theoretical framework of self-congruity; however, researchers generally have
used self-congruity as a supplementary component to other theories and constructs. As a
result, self-congruity construct tends to be measured using only one to three items, as used by
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Cowart et al. (2008), Sirgy et al. (2008), Ibrahim and Najjar (2007) to name a few. This would
not allow the researcher to fully explore the dimensionality of self-image construct.
In order to elaborate the functional congruity component of Sirgy and Su’s (2000) selfcongruity model, it is essential to appraise the research within tourism destination image
literature. Two key components of destination literature are the functional and affective
components of destination image.

2.3

Destination image

Understanding destination image is vital, as it underlies decision making behaviour of potential
tourists since the choice of destination is based on perceived favourable images of the
destination (C.-F. Chen & Tsai, 2007; del Bosque & San Martin, 2008; Um & Crompton, 1990;
Woodside & Lyonski, 1989). Determining these favourable images are important, as they are
not only based on its attributes, but also on a potential tourist’s needs and motivations
(Crompton, 1979; Lubbe, 1998).
Destination image research has had immense interest across a range of fields and with varying
terminology, adding to the discrepancy in definitions. Destination image is also a complex field
to measure, as many components are integrated into image. A reason for this complexity is that
some studies investigate different concepts of image while utilizing operationalisation similar
to those of image studies, which include areas such as travel motivation, push and pull factors,
and competitive destination analysis (Tasci, Gartner, & Cavusgil, 2007). As this field of
research is broad, this thesis won’t discuss destination image from related areas such as
environmental psychology, environmental response, or environmental preference.
The concept of “image” can be defined as the total impression an entity makes on the minds of
other people, regardless of whether this entity is a political candidate, a product or a country
(Dichter, 1985). A substantial effort has been made researching image formation theory, as a
basis for understanding consumer preferences (MacKay & Fesenmaier, 1997). Some
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researchers view destination image in a more holistic fashion, such as MacKay and Fesenmaier
(1997) who view destination image as a composite of various products (attractions) and
attributes woven into a total impression. Similarly, Baloglu and McCleary (1999) defined
destination image as an individual’s mental representation of knowledge, feelings and global
impressions about a destination. Hosany and Ekinci (2003) argue that overall destination
image is made up of brand personality, affective image and what is referred to as the cognitive
image. Echtner and Ritchie’s (1991) view of destination image incorporates three continua:
attributes/holistic, functional/psychological and common/unique. They define image as:
Destination image consists of functional characteristics, concerning the more tangible
aspects of the destination, and psychological characteristics concerning the more
intangible aspects. Furthermore, destination images can be arranged on a continuum
ranging from traits which can be commonly used to compare all destinations to those
which are unique to very few destinations. (p. 8)
A meta-analysis evaluated research conducted on destination image up to 1997 (Jenkins, 1999).
Most of this research focused on functional attributes, such as natural attractions, climate,
nightlife, shopping, with limited research on psychological attributes. However, a few studies
began to emerge tapping into affective characteristics of destination image. Two studies were
identified that introduced new attributes of a psychological nature which included ‘appealing’,
‘interesting/not boring’ and ‘trendy/in vogue’ (Walmsley & Jenkins, 1993; Young, 1995). Other
influencing factors on tourists’ perceptions include service elements, pricing and promotion of
the destination, and the geographic location of the destination. These factors contribute
toward the perception of a destination, and the image of visitors who would most likely visit
that destination.
This recognition of the influence of the affective image began to increase in research as a
component of destination image. Destination image attributes differ in terms of the level of
affective consumption and are driven by different needs of tourists (Strahilevitz & Myers,
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1998). Hedonic pleasure-orientated consumption is motivated mainly by the desire for sensual
pleasure, fantasy and fun, whilst utilitarian, goal-orientated consumptions are motivated
mainly by the desire to fill a basic need or accomplish a functional task. Functional
considerations relate to needs, fundamentals, necessities, essentials and problem solving (Mano
& Oliver, 1993), whilst hedonic considerations relate to fantasises, feelings, fun and enjoyment
(Holbrook & Hirschman, 1982). Many researchers have defined products and services as either
functional or hedonic; however, as described earlier, products generally have both a functional
and hedonic component.
Similarly, Biel (1993) describes factors as hard and soft attributes which comprise the image of
a product or service, where hard attributes include specific perceptions of tangible elements
and soft attributes are emotional elements. Beerli and Martin’s (2004) research focused on
factors influencing destination image, which was made up of cognitive image, affective image
and overall image. Cognitive evaluation refers to knowledge and beliefs about the object
(perceived attributes) and affective appraisals are the emotional attributes.
Knowledge of the destination is used as a measure of destination image by Genereux, Ward,
and Russell (1983). They describe destination image as the representation of place through
three types of knowledge: knowledge about the place’s objective attributes, knowledge about
its affective quality, and knowledge about the behaviours that occur there. This description of
destination image incorporates the functional attributes, which is the knowledge about the
place’s objective attributes, the affective attributes which is the knowledge about its affective
quality, but also the image of the behaviours that occur at a destination.
A review of 142 destination image papers published in the literature during the period 19732000, was conducted to produce a synthesis of key characteristics (Pike, 2002). In Pike’s
review, there was a recurring criticism of the use of attribute lists; however, there is not yet a
theory to replace multi-attribute models. A review of the destination image literature
conducted by Gallarza, Gil, and Calderon (2002) regrouped the literature into seven areas:
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conceptualisation and dimensions, destination image formation process, assessment and
measurement of destination image, influence of distance on destination image, destination
image change over time, active and passive role of residents in image studies, and finally,
destination image management policies.
There appears to be different approaches to destination image research due to the failure of
many destination image researchers to define destination image and the theoretical approach
used (Tasci et al., 2007). For example, Um and Crompton (1990) describe destination image as
a gestalt or holistic construct, which is derived from attitudes toward the destination perceived
tourism attributes. Gartner (1993), however, views destination image on the basis of attributes
and activities, which are formed by three distinctly different but hierarchically interrelated
components: cognitive, affective and conative. The description of cognitive elements comprises
what we know of the destination, the affective component is what we feel, and how we act on
this information is conative. These destination image definitions vary in some cases due to
researchers focusing on a particular aspect of destination image (Tasci et al., 2007), which
results in all destination image components being given the same weight. Destination image
should be studied as an interactive system of thoughts, opinions, feelings, visualisation and
intentions toward a destination.
A model of destination image was developed by Tasci and Gartner (2007), which outlines their
notion of ‘image capital’, image formation factors, and destination image types and components,
that impact consumer behaviour. The destination image components they outline include the
holistic (overall) image and attributes (cognitive and affective). This holistic image attribute is
said to summarise what some authors refer to as the consumer’s overall brand attitude (Keller,
2003). A scale measuring destination image was formed by Byon and Zhang (2010), which
found destination image consisted of infrastructure, attractions, value for money and enjoyment
(which was the affective dimension).
An overview of the literature of both functional destination image attributes and affective
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destination image attributes will now be discussed in further detail.

2.3.1

Functional destination image attributes

Terminology has varied amongst researchers on functional attributes of the destination image,
which have also included the ‘cognitive’ elements of the destination image or the ‘utilitarian’
image of a destination. Beerli and Martin (2004) define cognitive evaluation as knowledge and
beliefs about the object (perceived attributes) and affective appraisals as feelings toward the
object. Hosany and Ekinci (2003) define rational benefits (cognitive images) to include
attributes such as friendliness of its people, accessibility and liveliness, whilst the emotional
benefits (affective images) attached to a destination include pleasant, and relaxing atmosphere.
The focus of functional destination image factors vary amongst researchers, and various
destination image attributes can be viewed in many papers (Beerli & Martin, 2004; Echtner &
Ritchie, 1993; Walmsley & Jenkins, 1993). In conceptualising functional destination image for
the current research, attributes were gathered from destination image researchers (Baloglu &
McCleary, 1999; Beerli & Martin, 2004; del Bosque & San Martin, 2008; Jang & Cai, 2002) who
either separated function/cognitive attributes from affective attributes, or focused on
functional attributes (Leisen, 2001).
Another description of cognitive image, however, was developed by Alcaniz, Garcia and Blas
(2009) who refer to the functional-psychological continuum of cognitive image. They found
that the psychological component had more influence on destination choice; however, the
cognitive image only explained 27% of variance of the overall image. As a result, they
recognised the need to include affective destination image in future studies.
Reviewing destination image research focusing on wine tourism destinations, various authors
have integrated the functional attributes of the destination together with minimal
consideration of the wine tourism experience. Getz and Brown (2006) describe the three core
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dimensions of wine tourism as encompassing: the core wine product, the core destination
appeal and features, and the cultural experience. Their description of the wine product
includes visitor-friendly wineries, knowledgeable staff, wine festivals and familiar wineries.
Their core destination appeal included attractive scenery, pleasant climate, moderately priced
accommodation, information and wine trails, whilst the third factor, cultural product, included
unique accommodation, regional character, fine dining and gourmet restaurants and traditional
wine villages. All of these attributes can be considered functional destination attributes. A list
of destination image attributes specific to wine regions has been developed by Williams
(2001a), which included both functional attributes such as landscape, production facilities,
wine and food production emphasis, and affective attributes such as social, learning, solitude,
and relaxation. Specific attributes of wine regions were also developed by Galloway, Mitchell,
Getz, Crouch, and Ong (2008) which also included both functional and affective attributes.
Other research which has focused on wine tourism has been conducted by Sparks (2007b) who
found three dimensions: destination experience, personal development, and core wine
experience. This research incorporated affect using emotional attitude, but failed to predict
intent to take a tourism trip. This however can be explained through the use of their construct
of emotional elements which will be discussed further in the next section.

2.3.2

Affective destination image attributes

Affective images and attitudes have been found to be more critical than attribute based images
to the decision making stage of destination choice (Cai, Wu, & Bai, 2004). It is being
recognised that the practice of focusing on functional attributes or physical properties does not
fully capture the meaning of place (Baloglu & Brinberg, 1997), as the affective component of
destination image reflects the individual’s feelings or emotional response towards the
destination.
Environmental psychology supports the notion that environments and places have both
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cognitive and affective images (Baloglu & Brinberg, 1997), and that there is an emotional
relationship between a person and places people visit (Russell & Snodgrass, 1991). Russell and
Pratt (1980) recognise that the affective component is the first level of response to the
environment (or the emotional quality of the environment), and should be separated from the
cognitive component to better understand how people assess environments, or in this context,
destination images. An affective appraisal is an attribution to some object, event or place of an
affective quality. There are hundreds of words used to describe the affective qualities of place,
such as exciting, boring, disgusting, stressful and relaxing (Russell & Snodgrass, 1991).
Affect, in general has been defined as an evaluation of an object, person or event as good or bad,
favourable or unfavourable, desirable or undesirable (Ortony, Clore, & Collins, 1988); however,
this has led to conceptual problems with the influence of attitudes on affect and vice versa. The
concept of attitudinal affect was introduced by Rosenberg (1986), which resulted in the
affective component of attitudes being separated from its cognitive and behavioural
counterparts. This tri-component attitude model has found the affective component to be a
better predictor of consumers’ behavioural intentions than cognitive components (Morris,
Woo, Geason, & Kim, 2002; C. White & Scandale, 2005; Yu & Dean, 2001).
Modern attitude theory uses a narrower definition that is consistent with the definition of
affect in the emotion literature, as a momentary pleasant or unpleasant state. Emotional states
are typically seen as types of feelings which are cognitively based, but not always a conscious
experience (Ortony et al., 1988). A stream of research which has focused on consumption
emotions can be defined as a set of emotional components of consumption experiences
(Havlena & Holbrook, 1986). Havlena and Holbrook (1986) recognise an important aspect of
experiential consumption is the emotional components. This research uses the definition of
affect to encompass emotions and sensory affects.
Within the destination image literature there is little research focusing on the role of affective
perceptions (Pike & Ryan, 2004). Pike and Ryan (2004) used Baloglu and Brinbergs (1997)
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approach to measuring affect through four semantic differential scales: pleasant/unpleasant,
relaxing/distressing, arousing/sleepy and exciting/gloomy. This approach has been used by a
number of researchers (Baloglu, 2001; Baloglu & Brinberg, 1997; Son, 2005); however, it does
not capture all of the affect associated with tourism destinations. Dann (1996) conducted
qualitative research and found that the affective dimension of destinations include a vocabulary
of motives, such as relax and unwind. Within the context of wine tourism, motivation to visit a
wine region will vary. For example, some tourists visit for the experience of visiting any wine
region, whilst other ‘tourists’ visit a wine region in order to experience the place of origin of a
particular wine. Orth, McGarry Wolf, and Dodd (2005), however, highlight that consumers
may not visit particular wine regions for the quality of the wine in that region, but may be
grounded in other dimensions, such as emotional associations.
There appears to be an overlap in affective destination image attributes, including emotions and
motivation, within the tourism literature. Travel motivations have been categorised to include
push and pull factors (Jang & Cai, 2002). The pull factors include: natural and historic
environment, cleanliness and safety, ease of access, outdoor activities, and sunny and exotic
atmosphere. Push factors include: novel experience, escape, knowledge-seeking, fun and
excitement, rest and relaxation, and family and friend togetherness. Again the pull factors
represent the cognitive image components, whilst the push factors are motivation, but also
overlap with affective image components. This research, however, will focus on the affective
component of the travel benefits that people seek. Motives and emotions are inextricably
linked (Leary, 2007), where fulfilled and unfilled motives usually evoke emotional reactions.
The operationalisation of the affect construct has had differing approaches, but many
researchers follow Russell (1980) and Russell and Pratt (1980) in measuring affective
destination image. This approach tends to use three independent bipolar dimensions, pleasure,
arousal and dominance. This approach was modified, as the dominance dimension was not
found to be significant with consumer behaviour by Baloglu and Brinberg (1997) using two
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bipolar dimensions, exciting-gloomy and relaxing-distressing. This bipolar scale was further
altered and used as a seven point scale measuring separately each emotion, including gloomy,
unpleasant, sleepy, distressing, exciting, arousing, pleasant and relaxing (C. White & Scandale,
2005).
Although some researchers claim to use affective and cognitive components to measure
destination image, the definitions of the constructs are not always based on sound theory. For
example, a study conducted by Kim and Yoon (2003) listed affective attributes such as exotic
atmosphere, scenic beauty, good climate, recommendations and availability of travel
information. Another study by Echtner and Ritchie (1993) used an affective scale which
included most destination image attributes, including service and facilities. These attributes do
not seem to be inclusive of the notion of emotion or feelings regarding a tourism destination. It
is evident that symbolic/intangible attributes have some measurement discrepancy as
researchers tend to incorporate intangible, symbolic, emotions, and motivations into the
affective attributes of destination image, which leads to contradictory results due to differing
definitions of constructs.
Research has also extended to developing models of tourist behaviour encompassing
destination image. A structural model was developed by Lee (2009) to measure future tourist
behaviour, including destination image, attitude and motivation. His measure of destination
image, however, comprised only functional attributes, which affected future behaviour
indirectly through satisfaction.
In summary, destination image research cannot simply include functional congruity as defined
by Sirgy and Su (2000). According to Sirgy and Su (2000), functional congruity denotes a
summative attitudinal disposition toward the perceived functional images of a product, or in
their particular research, the functional image of a tourism destination (Sirgy & Su, 2000).
Through the review of the literature, it is apparent that the affective element of destination
image is also an important aspect of destination image, in addition to the symbolic aspect of
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self-concept. Furthermore, the self-congruity theory is referenced with respect to the symbolic
attributes of decision-making, without reference to the affective components of a destination
image. As a result, destination image will be measured through the functional and affective
destination image attributes. In addition, due to the issues raised in section 2.2.4 regarding the
use of discrepancy scores leading to questionable construct validity and bi-modal distributions,
functional congruity will be measured using only perceived destination image attributes.
See Table 3 for an overview of key literature used in destination image research. As discussed
previously, the greater the match between the destination visitors image and the potential
visitor’s self-image, the greater the likelihood of the tourist having a favourable attitude toward
the destination (Sirgy & Su, 2000). The next component within the model that mediates
intention and behaviour is attitudes toward the behaviour.
Table 3: Destination image research
Context

Destination image

Functional
destination image
Affective destination
image

References *

Baloglu & McCleary, 1999; Beerli & Martin, 2004; Biel, 1993; Byon & Zhang,
2010; Chen & Tsai, 2007; Crompton, 1979; del Bosque & San Martin, 2008;
Echtner & Ritchie, 1991, 1993; Echtner & Ritchie, 1993; Gallarza, Gil, &
Calderon, 2002; Galloway, Mitchell, Getz, Crouch, & Ong, 2008; 1993;
Genereux, Ward, & Russell, 1983; Getz & Brown, 2006; 2004; Hosany &
Ekinci, 2003; Jang & Cai, 2002; Jenkins, 1999; Kastenholz, 2010; Keller,
2003; Kim & Yoon, 2003; Lee, 2009; Leary, 2007; Lubbe, 1998; MacKay &
Fesenmaier, 1997; Mano & Oliver, 1993; Orth, McGarry Wolf, & Dodd,
2005; Pearce, 2005; Pike, 2002; Prayag, 2009; B. Sparks, 2007b; 1998; Tasci,
Gartner, & Cavusgil, 2007; Um & Crompton, 1990; Walmsley & Jenkins,
1993; White & Scandale, 2005; Williams, 2001; Woodside & Lyonski, 1989;
Young, 1995.
Alcaniz, Garcia & Blas, 2009; Beerli & Martin, 2004; Echtner & Ritchie,
1993; Leisen, 2001; Walmsley & Jenkins, 1993;
Baloglu, 2001; Baloglu & Brinberg, 1997; Cai, Wu, & Bai, 2004; Dann, 1996;
Havlena & Holbrook, 1986; Holbrook & Hirschman, 1982; Ortony, Clore, &
Collins, 1988; Pike & Ryan, 2004; Rosenberg, 1986; Russell, 1980; Russell &
Pratt, 1980; Russell & Snodgrass, 1991; Son, 2005;

Note: This list is not intended to be an exhaustive list of all published literature on the context, however to provide
an overview of the topic.
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2.4

Attitudes

Sirgy and Su (2000) highlight the importance of self-image congruity on attitude, and
consequently leading to intentions to visit a destination. Attitudes are often said to be an
indication of why consumers behave the way they do and have been used as a basis for
predicting consumer choice behaviour. A consumer’s attitude toward a product has also been
found to be influenced by the matching of the product-user image and the consumer’s selfimage (Sirgy & Su, 2000). As a result, the greater the match between the tourism destination
visitor’s image and the tourist’s self-image, the more likely it is that the tourist will have a
favourable attitude toward a tourism destination. This section will provide an overview of the
attitude construct which will be incorporated into this current study.
A generally accepted definition of attitude exists, where attitude is defined as global and
relatively enduring evaluations of objects, issues or persons (Ajzen, 1985; Fazio, 1986), or a
summary evaluation of an object captured by attribute dimensions (Ajzen, 2001). Earlier work
by Thurstone (1928) describes attitudes as “the sum total of a mans inclinations and feelings,
prejudice or bias, preconceived notions, ideas, fears, threats and convictions about any specified
topic” (p. 531). A more specific description is “a learned predisposition to respond (behave) in a
consistently favourable or unfavourable way with respect to a given object” (Schiffman et al.,
2005, p. 222). Zanna and Rempel (1988) define attitudes as items of social knowledge, built
from experiences, beliefs and feelings generated by the attitude objects. Eagly and Chaiken
(1993) define attitude as a psychological tendency that is expressed by evaluating a particular
entity with some degree of favour or disfavour. Furthermore, they describe the psychological
tendency as a state that is internal to the person, and evaluating refers to all classes of
evaluative responding, that is, overt or covert, cognitive, affective or behavioural. Hence, it has
been recognised that self-identity labelling is a generative force behind behaviour, as are
attitudes and norms (P. Sparks & Guthrie, 1998). Attitude is an important construct since
attitudes has been found to lead to intentions, and intentions lead to actual behaviour
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(Fishbein & Ajzen, 1975).
An assumption of many theories that attempts to understand consumer behaviour is that
people make decisions based to a large degree, on their overall attitudes toward the entities in
question (Ajzen & Fishbein, 1980; Bettman, 1986; Petty & Cacioppo, 1983). These are to a large
extent, developed from balance theory and cognitive theory (Eagly & Chaiken, 1993) which are
centred around the notion that individuals make an extensive effort not to make contradictory
decisions; as a result, changes in beliefs and attitudes may occur in order to support decisions
made. Due to the importance given to attitudes as causes of individual phenomena such as
attitude-behaviour consistency, the concept of attitude has become a fundamental construct for
many social scientists (Eagly & Chaiken, 1993).
Three major functions of attitudes addressed by theorists is instrumental function, symbolic
function of social identification, and value expressive (Herek, 1986; Katz, 1960). Of the
symbolic functions, the first defines the social group anchorage of the individual and the second
is the nature of individuals’ values or self-expressive beliefs. Self expressive beliefs incorporate:
value centrality, where the belief expresses deeper more fundamental beliefs; emotional force,
where the belief evokes strong feelings within the individual; and self-enhancement, which is
the extent to which the belief makes the individual look good to self and others (Abelson and
Prentice, 1989).
Attitude has been viewed as either a unidimensional or multidimensional construct. Fishbein
and Ajzen (1975) support the one component view which proposes that affective responses are
based upon cognition. The essential characteristic of an attitude is its evaluation component
stored in memory. This evaluative cue influences conceptual cognitive processes such as
reasoning, decision-making, interpretation, inference, attribution and in some cases recall of
past events (Pratkanis, 1989). Um and Crompton (1990) also support the view that attitudes
are the effective outcome from aggregated or a combination of beliefs.
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Consumer attitudes have also been described as bi-dimensional, since consumers purchase
goods and service to perform affective (hedonic) gratifications and for utilitarian reasons (Batra
& Ahtola, 1990). Utilitarian cues refer to product features, whilst affective cues explain how
pleasant and agreeable the feelings associated with the product or service are. This can also be
paralleled with destination image research.
The tripartite view of attitudes is composed of a person’s attitude toward an object based on a
cognitive, affective and a conative or behavioural component. The definition of the cognitive
component is often described as the individuals’ beliefs and knowledge about a particular
object, the affective component is defined as an individuals feelings of like or dislike for a
particular object or place, and the behavioural component reflects the action taken or the
expressed intent to act (Breckler, 1984; McDougall & Munro, 1987; Petty & Cacioppo, 1986;
Ragheb & Beard, 1982).
Several multi-attribute models have been developed which measure attitudes and attempt to
relate attitudes to behaviour, such as the Theory of Planned Behaviour (Fishbein & Ajzen,
1975), expectancy-value approach (Feather, 1982), and Rosenberg’s model. According to the
theory of planned behaviour (Ajzen, 1991) a person’s intention to perform a behaviour is a
function of three determinants: personal factors, social factors, and the perceived ease or
difficulty of performing the behaviour. The personal factors are the individual’s positive or
negative evaluations of performing the behaviour, that is, the attitude toward the behaviour.
The social factor is the perception of social pressures put on the individual to perform the
behaviour, that is, subjective norms. Finally, the perceived ease or difficulty in performing the
behaviour is the perceived behavioural control. Ajzen and Driver (1992) tested the use of
planned behaviour on leisure activities and found attitudes, subjective norms, and perceived
behavioural control predicted leisure intentions. They explored two additional issues: the role
of involvement and the role of mood and affect. They found involvement strongly correlated
with the other components, however, it failed to make a significant contribution with attitudes
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or intentions. Nikolich (1995) used the Theory of Reasoned Action (TRA) and found that
perceived behavioural control had the strongest relationships with intentions to take a holiday
away from home, with past behaviour also demonstrating a strong relationship with intentions.
Sparks (2007a; B. Sparks, 2007b) used the Theory of Planned Behaviour (TPB) by Ajzen (1991)
to measure behavioural intentions, emotional attitudes, attitudes toward food and wine related
activities, and perceived control of their actions. Some of the hypotheses were supported;
however, the need for further research was recognised to develop the multifaceted nature of
consumer choice for wine tourism.
Problems which have been recognised with the TPB and TRA are the requirement to elicit
salient beliefs and values and to understand the nature of the cognitive beliefs (Mazis, Ahtola,
& Klippel, 1975). Sparks and Guthrie (1998) also discuss the notion that the TRA model is not
descriptively accurate of the psychological process of how people actually go about making
decisions. There has been strong recognition of the need to do further research into selfidentity construct in attitude construction (Thorbjornsen, Pedersen, & Nysveen, 2007).
Measurement of the attitude construct developed by Fishbein and Ajzen (1975), have used both
a single-item measure and a multiple-item measure of attitude. Fishbein and Ajzen (1975) use
affective valence bipolar items, i.e., positive/negative, which results in a unidimensional scale.
Attitude toward a behaviour is defined as a person’s overall evaluation of performing the
behaviour in question. However, empirical research has shown that overall evaluation often
contains two separable components. One component is instrumental in nature, represented by
such adjective pairs as valuable — worthless, and harmful — beneficial. The second
component has a more experiential quality and is reflected in such scales as pleasant —
unpleasant and enjoyable — unenjoyable. It is recommended that the initial set of scales
selected include adjective pairs of both types, as well as the good — bad scale which tends to
capture overall evaluation very well. However, a key differentiating factor between the two
views of attitudes is the relationship between affect and evaluation. Ajzen (1984) and Zajonc
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and Marcus (1982) regard the evaluative character of an attitude as isomorphic with the
affective component, whereas other researchers see the attitude and its affective component as
distinct entities (Abelson & Levi, 1985). Zanna and Rempel (1988) highlight the confusion and
imprecise use of affect and its definition. They propose the use of affect to be restricted to those
cases where emotions or feelings are present in an experiential sense, and that these be
distinguished from the cognitive categorisation of an object along an evaluative dimension.
Dabholkar and Bagozzi (2002) measured attitudes using a four item scale Bad-Good,
Unfavourable-Favourable, Unpleasant-Pleasant, Harmful-Beneficial based on Fishbein and
Ajzen (1975). These items have been recognised as measuring the overall attitude, but they
have been recognised to sometimes load on the hedonic factor (Batra & Ahtola, 1990).
Consumers make judgements about choices based on utilitarian and affective considerations.
Kempf (1999) found that various levels of affective dimensions and cognitive dimensions impact
brand attitude. The destination image creates an overall attitude towards the destination,
which in turn is connected to satisfaction and behavioural intentions (King, 2002). This can be
expanded to include the functional and affective destination image toward wine tourism
destinations that are connected to behavioural intentions. A problem with some research is
that destination image is used to equate with destination attitude, which is not the case, as is
evidenced with previous definitions and discussion.
Generally there is very limited information on attitudes toward wine tourism. Past studies have
typically focused on either user-image based cues or utilitarian cues, even through both cues are
likely to impact product evaluation and attitude (Mangleburg et al., 1998). Ideal self-image has
been found to be relevant in estimating attitude (Ekinci, Dawes, & Massey, 2008; Ekinci &
Riley, 2003), and similarly respondents who had high congruence with the brand, had more
favourable brand attitudes (Graeff, 1997). In summary, self-congruity has a substantial effect on
consumer overall attitudes (Ibrahim & Najjar, 2008).
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As a result, the proposed model (to be discussed in detail in Chapter 4) will integrate user
image based cues (self-congruity), together with functional and affective elements of
destination image (in place of functional congruity), in order to capture attitudes toward wine
tourism and intention to visit a wine region.
The next construct to be discussed is involvement, which has been found to have both a
mediating and moderating effect on consumer behaviour.

2.5

Involvement

Consumer involvement has long been a focus of many consumer behaviour researchers and also
the focus of many tourist and leisure studies. The moderating effects of involvement have been
shown to influence a range of consumer behaviours, such as customer satisfaction, loyalty and
purchase intentions (Mantel & Kardes, 1999; Suh & Yi, 2006). This thesis is interested in the
potential moderating effect of wine involvement on the proposed model of wine tourism
behaviour and will draw upon the uses and definitions of involvement followed by its
application to wine and wine tourism.
Involvement has been defined as an internal state variable that indicates the amount of arousal,
interest, or drive evoked by a particular stimulus or situation (C. W. Park & Mittal, 1985) and
has been described as the key motivating factor for understanding consumer choices.
Involvement is described as the extent of personal relevance of the decision to the individual in
terms of their basic values, goals and self-concept (Engel & Blackwell, 1982), or a motivational
state of mind of a person with regard to an object or activity, which reveals itself in the level of
interest in the object or activity. This powerful conceptualisation of the involvement construct
elevates the status of the construct to that of motivation (C. W. Park & Mittal, 1985).
Park and Mittal (1985) describe involvement as a construct which ultimately influences
purchasing behaviour, and influences the response to persuasive communication (Petty &
Cacioppo, 1983). The predominant view of persuasive communication is that involvement
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impacts learning about a brand, the development of a favourable attitude toward the brand, and
the purchase action.
A broad view of involvement was adopted by Houston and Rothschild (1978) who described
three types of involvement: situational (which is the degree of involvement provoked by a
particular situation), enduring (ongoing concern or attraction with the product) and response
(extensiveness of decision making) involvement. Other types of involvement have been
proposed, including instrumental, communicative, affective, cognitive, brand, purchase,
product and ego involvement (Mittal & Lee, 1989).
However, researchers recognise the different contexts which involvement construct is used in.
O'Cass (2000) developed a higher order involvement construct, where he states a consumer can
be involved with the product itself, the purchase of the product, involvement with the
advertising and the consumption of the product. He suggests that these different types of
involvement can form an overall profile of consumer involvement. Researchers have identified
and focused on a type of involvement of interest, namely product or enduring involvement,
brand decision involvement and purchasing involvement (Lockshin et al., 1997).
Involvement has been operationalised by various researchers; however, Laurent and Kapferer’s
(1985) consumer involvement profile (CIP) is the most widely used measurement instrument
together with Zaichkowsky’s (1985) personal involvement inventory (PII). Zaichkowsky’s
(1985) involvement measure is a single index ‘personal involvement inventory’; however,
increasingly involvement has been viewed as a multidimensional construct. Laurent and
Kapferer (1985) developed a four faceted profile and identified antecedents of involvement,
which include perceived risk associated with product purchase; perceived importance of the
product; symbolic value attributed by the consumer to the product, its purchase or
consumption; hedonic value of the product. Bauer, Sauer, & Becker (2006) operationalised
involvement as importance, pleasure and sign value, a modified measure based on Laurent and
Kapferer (1985). Another component of involvement considered is ego involvement (Selin &
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Howard, 1988; Zimbardo, 1960), defined as "the state of identification existing between an
individual and a recreational activity, at one point in time, characterised by some level of
enjoyment and self-expression being achieved through the activity" (Selin & Howard, 1988, p.
237).
Mittal and Lee (1989) identified two forms of involvement, that is the sources of involvement
and the effects of involvement. The ‘sources’ include utilitarian, sign and hedonic values, which
have been identified by other researchers as antecedents of involvement. The other form is
‘effects’ of involvement which include: extensiveness of decision making, interest in advertising,
social observations, brand commitment and product usage.
The distinction between high and low involvement within consumer behaviour has been
viewed as an important moderator and mediator of behaviour for many decades (Michaelidou
& Dibb, 2008; C. W. Park & Mittal, 1985). Highly involved consumers relate to a product
category as part of their lifestyle and it holds an important place in their daily existence
(Lockshin & Spawton, 2001). Park and Young (1986) recognize the effects of involvement as
the identification of appropriate motives. As a result, involvement is important because of its
potential effect on consumers’ self-congruity and attitudes toward an activity or product and
their behaviour with respect to the activity or product (Havitz & Dimanche, 1990).

2.5.1

Involvement and wine

Much of the early research in involvement has been based on branding and products. However,
recently research in services has increased, including tourism and recreation. Holbrook and
Hirschman (1982) were integral in recognising the experiential aspects of consumption
including the affective components of involvement, such as fun, amusement, pleasure and
arousal. Wine as a product category is unique in so much as the product has affective elements
such as pleasure and relaxation and has been shown to influence wine tourism behaviour
(Brown, Havitz, & Getz, 2006).
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The involvement construct is now well established in wine purchasing behaviour and retail
choice (Barber et al., 2008; Lockshin et al., 2006; Lockshin et al., 2001; Lockshin et al., 1997;
Lockshin & Spawton, 2001; Quester & Smart, 1998; Rasmussen & Lockshin, 1999). Wine has
been classified as a fast-moving consumer good (FMCG) and yet the nature of purchase
decision making may vary considerably to other FMCGs (Hollebeek & Brodie, 2009). Indeed,
Laurent and Kapferer (1985) and Kapferer and Laurent (1985) developed involvement profiles
using a number of culinary products in the range of products they tested, including champagne.
They found it to have high risk importance, risk probability, pleasure value, sign value, and low
on extensive decision making and interest. Zaichkowsky (1985) also used red wine and found
that it was a differentiating product where consumers were extremely interested or relatively
ambivalent.
The involvement construct has also been used as a segmentation instrument of wine
consumers, that included attitudinal and behavioural measures (Lockshin et al., 2001; Lockshin
et al., 1997). High involved wine consumers buy wine more often and at higher prices than low
involved wine consumers, subscribe to specialty magazines, visit websites, linger in the retail
shop, talk to sales people, and discuss their interest with friends (Lockshin & Spawton, 2001).
Whilst low involved buyers still enjoy the product category, they are more influenced by point
of sale, do not talk to sales people, nor do they linger over their purchase. High involved wine
consumers use complex cues to make purchase decisions such as region, style, wine maker,
vintage and vineyard. Low involvement buyers tend to use price (Barber et al., 2008), brand
and label (Rasmussen & Lockshin, 1999) as cues to which wine to buy. Quester and Smart
(1996), however, found high involved wine consumers considered wine region more important
and wine style higher than low involved. Low involved wine consumers, however, rated grape
variety more important than high involved wine consumers, whilst price was found not to be
significantly different. Research by Lockshin, Jarvis, d'Hauteville, and Perrouty (2006) further
supports the notion of differences between high and low involvement consumers in their wine
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choice behaviour, where brand, region, award, and price impact decisions. High involvement
consumers discount the effect of a gold medal, especially with large well known wine brands,
whilst low involvement consumers are most affected by gold medals and big brands. In
summary, higher involved consumers utilise more information and are interested in learning
more, while low involvement consumers tend to simplify and use risk reduction strategies.
Two wine involved groups have been identified as connoisseurs and aspirational wine
consumers (Lockshin, Rasmussen & Cleary cited in Beverland, 2004). The connoisseur group
feels a sense of accomplishment and views wine as a form of self-expression of the individual’s
interests and as a sign of their self-image. They also like to share wine with others for the
personal enjoyment and pleasure that it creates. The aspirational group buys wine to enhance
social status and self-image. They also want to gain social approval by projecting the right
image, which helps them to feel that they belong to a particular group.
Santos, Blanco and Fernandez (2006) researched involvement with wine region or more
specifically appellation of origin (AO) and their influence on wine purchases. Using cluster
analysis, they identified three clusters ranging from low involved through to high involved wine
consumers, where low involved wine consumers did not have a great understanding of wine
regions, whilst the high involved wine consumers had extensive knowledge and interest in
wine regions. They did not, however, research visitation to wine regions. There is very limited
empirical research regarding the relationship between wine involvement and wine tourism
behaviour, which will be discussed further in the next section. See Table 4 for an overview of
the key literature sourced.
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Table 4: Involvement theory research
Context

References *

Involvement

e.g. Bauer, Sauer, & Becker, 2006; Beverland, 2004; Bloch & Richins, 1983; Claeys,
Swinnen, & Abeele, 1995; Ekinci & Riley, 2003; Engel & Blackwell, 1982; Flynn &
Goldsmith, 1993; Havitz & Dimanche, 1990; Hollebeek & Brodie, 2009; Houston &
Rothschild, 1978; Kapferer & Laurent, 1985; Krugman, 1966; Laurent & Kapferer, 1985;
Michaelidou & Dibb, 2006, 2008; Mittal & Lee, 1989; C.-W. Park & Moon, 2003; C. W. Park
& Mittal, 1985; C. W. Park & Young, 1986; Petty & Cacioppo, 1983; O’Cass, 2000; Selin &
Howard, 1988; Sirgy & Johar, 1985; Sirgy & Su, 2000; Zaichkowsky, 1985; Zimbardo,
1960.

Involvement and wine

e.g. Barber, Almanza, & Dodd, 2008; Brown, Havitz, & Getz, 2006; Holbrook & Hirschman,
1982; Lockshin, Jarvis, d'Hauteville, & Perrouty, 2006; Lockshin, Quester, & Spawton,
2001; Lockshin, Spawton, & Macintosh, 1997; Lockshin & Spawton, 2001; Quester &
Smart, 1996; Quester & Smart, 1998; Rasmussen & Lockshin, 1999; Santos, Blanco, &
Fernandez, 2006; Stebbins, 1992;

Involvement and wine
tourism

e.g. Brown, Havitz, & Getz, 2006

Involvement and selfcongruity

e.g. Claeys, Swinnen, & Abeele, 1995; Ekinci & Riley, 2003; O’Cass, 2000; Sirgy & Johar,
1985; Sirgy & Su, 2000

Note: This list is not intended to be an exhaustive list of all published literature on the context, but to provide an overview
of the topic.

2.5.2

Involvement and wine tourism

Involvement for different products is affected by different factors, and yet researchers have
persistently tried to capture involvement across multiple product classes using generalised
measures, contradicting the product- and situation-specific character of involvement.
Involvement research focusing on a single product category can be justified on theoretical and
empirical grounds because it enables these specific facets of involvement to be determined
(Michaelidou & Dibb, 2006).
The link between wine involvement and wine tourism activity has only recently been explored
by Brown, Havitz and Getz (2006). They were interested to test if an interest in wine would
lead a consumer to travel to the place where the product was produced. They developed a wine
involvement scale (WIS), based on Laurent and Kapferer's (1985) involvement scale. They
found three factors in their WIS: expertise, enjoyment and symbolic centrality. Based on the
mean factor scores, through cluster analysis they found four segments of wine involved
consumers which they labelled: hedonic aficionados, cautious enthusiasts, fastidious
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epicureans and functional differentiators. Previous visitation were also evaluated and found
that two segments, hedonic aficionados (93%) and fastidious epicureans (91%) visited a wine
region in the last five years, compared to functional differentiators (75%) and cautious
enthusiasts (less than 50%). However, the cautious enthusiasts and functional differentiators
showed a higher interest in visiting a wine region in the next 3 years.
The influence of the destination image on consumer behaviour is also different for low involved
wine tourists versus medium/high wine tourists. For example, the choice of wine route for a
high/medium involved tourist may be based on visiting a particular winery. This however, may
not apply for those consumers who are low involved wine consumers, where destination image
strongly effects the decision or intention to visit a winery or wine region. Individuals that are
considered high involved wine consumers as defined by Stebbins (1992) are typified by
acquiring knowledge, searching for durable benefits or self-actualisation, enhancement of selfimage and self-gratification.

2.5.3

Involvement and self-congruity

O’Cass (2000) states that high involvement implies a positive and relatively complete
engagement of core aspects of the self in the focal object, whereas no or very low involvement
implies a separation of the self from the focal object. Research has found that actual selfcongruity and social self-congruity are classified as positioning models under high value
expressiveness and low involvement conditions, whereas ideal congruity and ideal social
congruity models are classified under high value expressiveness and high involvement
conditions (Claeys, Swinnen, & Abeele, 1995; Sirgy & Johar, 1985; Sirgy & Su, 2000).
Only recently has the psychological construct of involvement been linked to wine consumption
and wine tourism. Given that wine has many attributes that can be associated with personal
characteristics, involvement is seen by many as a significant construct for understanding wine
related consumer behaviour (Lockshin & Spawton, 2001; Quester & Smart, 1998). The effect of
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involvement has been found to moderate the effect of congruity where the greater the
involvement with travelling, the more important congruity is (Beerli et al., 2007). Ekinci and
Riley (2003) recognize the need for further research into the role of involvement within selfcongruity research. As a result, this construct will be included as a moderating variable of
interest in wine tourism behaviour.

2.6

Wine Knowledge

Wine knowledge has been linked to consumer wine purchase behaviour and wine tourism
visitation. Wine knowledge has been found to increase with wine involvement (Famularo,
Bruwer, & Li, 2010) which in turn impacts purchasing behaviour. Park and Moon (2003) also
recognise the nature of the relationship between product involvement as a major driver of
consumer information processing, and product knowledge as a proxy of consumer information
processing ability.
It has been found that higher levels of wine knowledge is an indicator of wine tourism activity
(Mitchell & Hall, 2003). To a limited extent, Famularo et al. (2010) researched the impact of
wine knowledge on wine tourism. Their focus, however, was on the impact of visiting a wine
region on future purchase intentions and respondents’ level of knowledge.
Wine knowledge has two elements, subjective wine knowledge and objective wine knowledge.
The subjective wine knowledge scale which measures the level of wine knowledge that
respondents think they have was developed by Perrouty, d'Hauteville, & Lockshin (2006). An
objective wine scale which measures the level of wine knowledge that respondents actually
have was developed by Forbes, Cohen and Dean (2008). As wine knowledge impacts wine
tourist behaviour, it will be included in the current research.
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2.7

Satisfaction

Consumer satisfaction is a well established component within consumer behaviour literature
due to its close association with behavioural intentions and loyalty. Satisfaction has been
defined as a consumers’ judgement that a product or service provided a pleasurable level of
consumption related fulfilment (Oliver, 1997).
Research has found that satisfaction with previous travel experiences is more likely to lead to
future intentions to visit the destination (Baker & Crompton, 2000; Furr & Bonn, 2006).
Similarly, previous wine related travel and past experience has been found to be linked to
satisfaction and future intentions to visit a wine region (Brown & Getz, 2005; Yuan, Morrison,
Cai, & Linton, 2008). Satisfaction with respondents’ last trip has been used as a mediating
variable to attitude and future visitor intentions (Akhter, 2010; Ekinci et al., 2008). Similarly,
Prayag (2009) evaluated tourists’ image of the destination and satisfaction on future intentions
to visit. He found that there was a positive direct relationship between destination image and
future behavioural intentions and overall satisfaction.
Furthermore, Jamal and Goode (2001) found consumers who were self-congruent were also
more satisfied overall. Previous wine tourism experience is deemed important to provide
further understanding of consumer behaviour and intentions.

2.8

Intention to visit a wine region

Behavioural intent is one of the main concepts studied in marketing literature as it directly ties
into buying behaviour (Ibrahim & Najjar, 2008; B. Sparks, 2007b). It is recognised that
behavioural data is seldom collected by researchers, and so intentions are often used as a proxy
for behaviour (Söderlund & Öhman, 2003). Intentions are viewed as “basic units in a network
of propositions that emerge when individuals engage in future orientated cognitive activities
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such as mental simulation, planning, imagination and ruminations” (Söderlund & Öhman,
2003, p. 54).
The main objective of this research is to determine future intentions of consumers to visit a
wine region based upon their level of self-congruity, destination image attributes, and attitudes
toward wine tourism.

2.9

Chapter Summary

This chapter has outlined the foundations of Sirgy and Su’s (2000) self-congruity model. A
discussion on consumer behaviour theory was followed by definitions and theories of selfidentity, self-concept and self-image. Self-congruity theory is particularly applicable to services
because of the experiential component as well as the participatory aspect of services (Ekinci &
Riley, 2003). Within a tourism context, a theoretical holistic framework was proposed by
Sirgy and Su (2000) and Sirgy et al. (2000), incorporating the multidimensionality of selfimage. This framework suggests the greater the match between the destination visitor image
and the tourist’s self-concept, the more likely it would be that the tourist would have a
favourable attitude toward that destination, and the more likely it would be that the tourist
would visit the destination, as a result, attitude theory was briefly discussed.
The second component of the self-congruity model included functional congruity of a tourist
destination. Destination image research was discussed, which highlighted the need to
incorporate not just the functional attributes of a destination but also the affective attributes of
a destination. Affective attributes have been recognised by the author as offering unique
imagery elements to consumer choice, apart from the symbolic image of self-congruity.
The additional construct to be considered as a moderating effect is that of consumers’ level of
involvement with wine on their attitudes and their intentions to visit a wine region.
The following chapter will provide the reader with an understanding of a variety of issues
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relevant to the context in which this theory will be tested. These include an overview of the
wine industry, the tourism industry and the wine tourism industry within Australia. This will
provide a greater understanding of the relevance of this theory in this contextual framework.
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CHAPTER 3.

WINE AND THE WINE TOURISM
INDUSTRY

3.1

Introduction

The research issues raised in this thesis have arisen due to identified gaps in the literature, as
well as an appreciation and understanding of issues within the wine tourism industry. The
purpose of this chapter is to outline the wine industry and the wine tourism industry, in order
to put into perspective issues which will be further researched. Australian domestic wine sales
was $2.12 billion and export wine sales was $2.17 billion, resulting in total wine sales for
2009/2010 of $4.29 billion (Australian Bureau of Statistics, 2010). The total spend of
international wine visitors on their trip to Australia in 2009 was $4.9 billion and domestic
overnight winery visitor spend was $2.2 billion (Tourism Research Australia, 2010). These
particulars demonstrate the size and economic impact of the wine industry.
This section will examine the context within which the research questions were raised, as it
relates to identifying current issues within the wine tourism industry within Australia. A brief
outline of the tourism industry will be followed by a discussion on the wine tourism industry
and its linkage to wine consumption within Australia.

3.2

Tourism

Worldwide, tourism is the largest economic sector and in 2008 international tourism generated
US$946 billion in export earnings (World Tourism Organisation, 2010). International tourists
reached 808 million people travelling in 2009, with an expected increase of 3-4% in 2010
(World Tourism Organisation, 2010), due to an expected recovery from the global financial
crisis.
The Australian tourism industry has been negatively affected by the global financial crisis in

66

late 2008 and through 2009. The Tourism Forecasting Committee (TFC) estimate that total
tourist consumption contracted 3.5% in real terms in 2009, which is the largest fall since the
3.9% fall in 2003, and resulted in 5.6 million inbound travellers in 2009 (Tourism Australia,
2010). This decline was driven largely by the continued poor performance of domestic tourism,
a modest downturn in international visitation, and a solid increase in Australian outbound
travel. Furthermore, “due to international economic problems which are slowly improving, the
residual overhang of high unemployment, losses in wealth, cautious lending and potentially
fragile consumer sentiment will continue to constrain the pace of recovery” (Tourism
Forecasting Committee, 2009, p. 4). As a result, demand for travel to and within Australia is
forecast to increase only moderately in 2010. The Australian tourism industry is forecast to
improve across all key segments in 2010, with inbound travel up 4.3% and domestic visitor
nights up 2.3%, which generally reflects an assumed modest economic recovery (Tourism
Forecasting Committee, 2009).
Domestic tourism demand, however, is expected to continue to decline, with domestic tourism
consumption (as measured by Domestic Tourism Economic value) now forecasted to fall 5.4%
in 2009. Australian’s propensity to travel domestically has been declining since the beginning of
the decade. The annual average number of trips per person (aged 15 years and over) was 3.1 trips
in 2009. Growth, however, in tourism demand is expected to be strongest in the ‘active seniors’
(persons aged 55–69 years) group. Senior travel now represents around 27% of total visitor
nights. International business travel is estimated to have decreased 14% in 2009, while the
largest segment, holiday travel, is estimated to have declined at a lesser rate (3%). Other
purpose tourism segments are estimated to have increased moderately in 2009: visiting friends
or relatives (VFR) travel by 12% and the “other” travel purposes segment (which is the
grouping of the longer-staying education and employment segments) by 6%.
While higher economic growth and expanding aviation capacity are expected to boost
international arrivals in 2010, growth will be constrained by the negative impact on
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competitiveness of the high value of the Australian dollar and high and rising oil prices. The
TFC therefore forecasts arrivals to increase 4.3% (or 238,000) to 5.8 million in 2010. With the
global economic recovery expected to gather pace over the course of 2010, combined with the
release of pent-up travel demand and expanding aviation capacity, inbound arrivals to Australia
are forecast to rise 4.9% in 2011 and 4.7% in 2012 (Tourism Forecasting Committee, 2009).

3.3

Wine industry

Within Australia there are approximately 2,420 companies who commercially sell wine, a net
gain of 100 producers and growth of 4.3% since 2009 (Winebiz, 2010a). While the rate of
growth is slowing, in the past 10 years there has been an average net gain of 122 wine producers
per year. Currently Victoria has the greatest number of producers with 724, followed by SA
with 648 and NSW with 467 (see Table 5). The majority of wine companies (67.8%) were
established after 1990, yet several wine companies and brands have been in business for 150
years or longer.
Table 5: Number of cellar doors and wine producers in Australia, 2010
Number of
cellar doors

Number of
producers

Victoria

522

724

72.1

New South Wales/ACT

351

467

75.2

South Australia

348

648

53.7

Western Australia

264

372

71.0

Queensland

94

111

84.7

Tasmania

68

98

69.4

1,647

2,420

68.1

State

TOTAL

% of state
total

The wine industry has a large component of small producers, where nearly three quarters
(72.6%) of the companies who provided tonnage figures crush less than 100 tonnes per annum.
There was substantial growth (12.3%) in producers crushing less than 10 tonnes as 48 of the 100

68

new companies listed are in this category. The top five wine companies accounted for about
56% of the national crush in 2009 while the top 20 companies accounted for 77% (Winebiz,
2010a). Constellation Wines Australia and Foster's Group accounted for about 50% of the
wine produced in 2009. Foster's Group and Constellation Wines Australia alone account for
about 45% of all branded wine sales while the top 20 account for almost 90% of total sales. The
remaining 2,400 companies compete for 10% of sales.
A wineries shop front or tasting room is referred to as a cellar door. The cellar door has become
an important conduit for wine sales, for developing and maintaining relationships with clients
and reflecting the image of the winery (Hall & Mitchell, 2008). The number of wine companies
with a cellar door rose from 1,614 in 2009 to 1,647 in 2010. All states showed a gain in number of
cellar doors. Almost 70% of all wine companies have a cellar door. Victoria has the highest
number of cellar doors (N = 522) followed by NSW (N = 351) and SA (N = 348). South Australia
has the lowest percentage of wine companies with a cellar door at 53.7%, while Queensland has
the highest percentage with 84.7% of its wine companies having cellar door facilities.
Australian wine production is across a wide varietal of wines. Nearly all wine companies
produce table wine while less than 30% produce fortified wine. The number of companies
producing sparkling wine has been rising from 26.8% in 2004 to 35.2% in 2010. Shiraz is the
most common variety being made as a straight varietal wine or blended, with 80% of producers
listing it, followed by Cabernet Sauvignon with 70% and Chardonnay with 68%. Sauvignon
Blanc has increased in popularity with 38 new Sauvignon Blanc producers this year, up to 1,019.
There are 127 Australian producers (5.2%) going green, producing organic wine to certified
standards up from 66 in the 2004. The 2010 Wine Industry Directory lists 1,230 producers that
export wine, down from 1,310 in 2009 and representing 51% of all producers (Winebiz, 2010a).
Currently, Australia is the 6th largest wine producer in the world (Australian Wine and Brandy
Corporation, 2009). There were 1.2 billion litres of beverage wine produced in 2008-09, a slight
decrease of 5.9% compared to 2007-08. In contrast, 2008-09 exports of Australian produced
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wine rose 5.2% to 752 million litres as compared to the previous financial year while domestic
sales of Australian wine also increased by 0.6% to 430 million litres (Australian Bureau of
Statistics, 2009a). Imports of wine into Australia rose 16.7% to 62 million litres in 2008-09, up
from 53 million litres reported in 2007-08. The value of domestic and export wine sales has
been steadily increasing, which reached $2.12 billion and $2.17 billion respectively in 2009/2010
(Australian Bureau of Statistics, 2010)

3.4

Wine consumption

Social and cultural factors have been acknowledged by many researchers as influencing the
interaction of alcohol and human behaviour (Gefou-Madianou, 1992). Heath (2000) describes
alcohol consumption as providing a window into a culture, so when looked at closely the
linkages between class and cuisine can be observed, as well as religious beliefs, and a host of
intricate and interwoven patterns that make up culture. For example, wine in France is
considered a national treasure and holds a very complex position in French society where it
expresses a whole range of social relations that refer to a complex and dynamic set of meanings
and values (Demossier, 2005).
Australians are considered relatively heavy consumers of alcohol, ranked 22nd in the world in
terms of per capita alcohol consumption (Encyclopaedia Britannica online, 2003), the 9th beer
drinking nation, and 19th in wine consumption. In comparison, the French are the 2nd largest
consumers of wine per capita, and ranked 10th overall in alcohol consumption (Encyclopedia
Britannica online, 2003). Wine consumption within Australia has been increasing steadily. The
quantity of wine available for consumption rose from 349.7 million litres in 1996-97 (Australian
Bureau of Statistics, 2003) to 495.7 million litres in 2008–09 (Australian Bureau of Statistics,
2009b) which equates to a 41% increase in total wine available for consumption . Wine
consumption, however, rose from 24.1litres per person in 1996-1997 to 28 litres per capita
consumption in 2008/2009, which is a 17% increase in wine consumption. World wine
consumption is also expected to continue growing by 1 billion bottles between 2009 and 2013,
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as claimed by a new report commissioned by Vinexpo from The International Wine and Spirits
Record (Winebiz, 2010b).
Within Australia, the image of wine has developed into one of a lifestyle product (Winemakers
Federation of Australia, 2002), and correspondingly there is an increasing trend where wine
tourism is viewed as a personalised experience, and where travellers can experience culture,
lifestyle and territory (Hall et al., 2000). Wine in moderation has been viewed as part of a
healthy lifestyle (Robinson, 1999) and part of a luxury lifestyle (Dubois & Duquesne, 1993).
Five lifestyle themes are attached to wine consumption: relaxed lifestyle, dining ambience, fun
and entertainment, social aspiration, and travel (Thach & Olsen, 2004). This highlights the
experiential and social nature of wine consumption. Furthermore, wine culture has been
described as: sophisticated; elegant; joie de vivre (revolving around wine, art and good food);
luxury; and romance and fun (Getz, 2000). To whom this distinct wine culture applies needs
to be determined, but image amongst the baby boomers and the X and Y generation is distinctly
different. Generally this relationship between consumption and taste is central to the changes
affecting wine drinking culture (Demossier, 2004). She describes greater affluence, increased
leisure time and travel, and the changes in trade areas as having changed traditional drinking
patterns, together with changes in women’s lifestyles, the ageing population and health issues.
Wine consumption tends to increase with age (Thomas & Pickering, 2005). As a result, a
report was commissioned by the Australian Wine and Brandy Corporation to gain a better
understanding of infrequent wine drinkers in the 25-30 age group (Hudson Howells, 2005).
They found that wine was considered a sophisticated product that was consumed typically
with food, either entertaining at home or dining out. Generally wine was perceived as old,
established and sophisticated by this age group. Wine consumption has a strong relationship
to wine tourism behaviour (Alant & Bruwer, 2004), and is one of the key motivators to engage
in wine tourism (Getz, 2000; Hall, 2003).
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3.5

Wine tourism

Wine tourism is a form of special interest tourism and a significant component of both the wine
and tourism industries (Hall et al., 2000). Wine tourism is travel based on the desire to visit
wine producing regions, or in which travellers are induced to visit wine producing regions, and
wineries in particular, while travelling for other reasons (Getz, 2000). Another definition
which is more inclusive of lifestyle factors is ‘visitation to wineries and wine regions to
experience the unique qualities of contemporary Australian lifestyle associated with the
enjoyment of wine at its source – including wine & food, landscape and cultural activities’
(Winemakers Federation of Australia, 2002). A broader description of wine tourism can be
described as ‘visitation to vineyards, wineries, wine festivals and wine shows for which grape
wine tasting and/or experiencing the attributes of a grape wine region are the prime motivating
factors for visitors’ (Hall et al., 2000, p. 3). Cambourne, Macionis, Hall, and Sharples (2000)
argue that wine tourism not only includes visitation to wineries, but also occurs away from the
vineyards and wineries. They see wine tourism becoming a tourism activity influenced by
physical, social and cultural dimensions of the winescape and its components. Getz & Brown
(2006) define wine tourism as “simultaneously a form of consumer behaviour, a strategy by
which destinations develop and market wine-related attractions and imagery, and a marketing
opportunity for wineries to educate, and to sell their products, directly to consumers” (p. 147).
Development of wine tourism as part of the tourism economy has been recognised by the
federal and state governments. All states within Australia (except Northern Territory) have
developed a separate wine tourism strategy, and wine tourism is now part of the ministerial
portfolio of Tourism and Fair Trading within Queensland. The Australian wine industry’s
Strategy 2025 document developed a vision that by 2008, wine tourism alone in Australia will be
worth $1.5 billion annually (Australian Wine online, 2006); it will be a major source of profits
for the wine and tourism industries and a key driver of economic, social and identity
development in the regions, which is a key factor to improve the profitability of wineries.
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During 2009, there were just under 5 million visitors who visited a winery while travelling in
Australia (see Table 6). Of these travellers, over 4.1 million were domestic visitors and 660,000
were international visitors (Tourism Research Australia, 2010). Currently, only 5% of
international tourists to Australia specifically visit its wine regions; however, this is increasing
at a faster rate than total international visitors. In comparison with France, this proportion is
small as Australia has yet to develop a recognised wine culture (Lockshin & Spawton, 2001).
The international winery visitors spent an average of $4.9 billion on trips to Australia in 2009,
whilst domestic overnight winery visitors spent $2.2 billion on their trips during 2009
(Tourism Research Australia, 2010).
Table 6: Visits to wineries, 1999-2009 (‘000)
Wine visitors*
Year

Domestic
overnight

1999

1,939

1,647

428

4,014

2000

1,854

1,756

437

4,047

2001

1,938

1,608

480

4,026

2002

2,059

1,935

486

4,480

2003

2,283

2,051

524

4,858

2004

2,369

1,680

579

4,628

2005

2,146

1,963

666

4,775

2006

2,585

2,340

696

5,621

2007

2,782

2,453

714

5,949

2008

2,289

2,093

684

5,066

2009

2,245

1,860

660

4,765

Domestic day

International

Total

*Wine visitor defined as domestic or international visitors who visited at least one winery during a
trip in Australia (D. Collins, 2005; Tourism Research Australia, 2010).

Domestic overnight wine visitors have had an average growth for the last 5 years of 0%, whilst
domestic day visitors have had an average growth of 3%, and international visitors an average of
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3% growth (See Table 6). If comparisons are made to the number of wineries which have
emerged over the similar time frame, they have increased an average rate of 37.3% from 1,200
cellar doors in 2000 (Australian Wine and Brandy Corporation, 2006) to 1,647 in 2009
(Winebiz, 2010a).
The current environment has made it difficult for smaller independent wineries to sell their
wine at profitable levels to export markets, domestic distributors and retail channels (C. White
& Thompson, 2009). As a result, the majority of the 1,647 wineries with a cellar door are small
wineries which are reliant on domestic travellers for not only wine sales, but also the viability
of their cellar doors. The importance of domestic tourism is vital to sustain smaller regional
wineries. Regional destinations often, however, find it difficult to compete with larger tourism
destinations which have capital resources to market and promote their destination. Generally
holiday travel is not seen as a single purchase but a constellation of lifestyle holiday
destinations, as described by Lowrey, Englis, Shavitt, & Solomon (2001).

3.5.1

Wine regions within Australia

Within Australia, wine regions are labelled through a Geographical Indication (GI), an official
description of an Australian wine zone, region or sub-region designed to protect the use of the
regional name under international law. GI is similar to the Appellation naming system used in
Europe but less restrictive in terms of viticultural and winemaking practices. The only
restriction is that wine which carries the GI must include at least 85% fruit from that region
(Australian Wine and Brandy Corporation, 2010a). Australia has approximately 60 wine
regions, the most famous and diverse include: Barossa Valley, Clare Valley, Coonawarra,
Heathcote, Hunter Valley, McLaren Vale, Margaret River, Mudgee, Tasmania, and Yarra Valley
(Australian Wine and Brandy Corporation, 2010b). See Appendix 1-1 for a description of each
of these wine regions.

74

3.5.2

Profile of wine tourism visitors

Characteristics of wine tourists have been gathered by Tourism Australia, however, other
researchers feel that there is not a stereotypical wine tourist (Charters & Ali-Knight, 2002;
Mitchell & Hall, 2006). A brief profile of wine tourists as developed by Tourism Australia (D.
Collins, 2005) include:
1

Majority of domestic overnight (65%) and day (97%) wine visitors travelled within their
state of residence.

2

A higher proportion of domestic overnight and international wine visitors travelled as an
adult couple.

3

The majority of domestic overnight wine visitors who travelled as an adult couple were
aged over 45 years (61%), working full-time (54%) and had an annual household income
above $52 000 per annum (67%).

4

The majority of international wine visitors who travelled as an adult couple were aged over
45 years (66%).

Recent demographics of winery visitors supplied by Tourism Research Australia (2008) state
that domestic winery visitors were older than international visitors with 24% of domestic
overnight visitors aged between 35 and 44 years and 21% aged 55 and 64 years. Domestic day
visitors were predominantly aged 50 to 59 (24%) and 60 years and over (21%).
While demographics can provide a simple basis for segmentation, it does not provide adequate
explanation of consumers’ profiles. Psychographic data such as motives, lifestyles, interests,
attitudes and values, provide richer information for managers to make informed decisions of
consumers’ interests. Motivational factors of wine tourists include a vast array of factors that
influence tourists to visit wine regions. Motivational factors of wine tourists include: tasting
and buying wine; ambience of the winery and vineyard; restaurant; a keen interest to learn
about wine (Charters & Ali-Knight, 2000); to meet the wine maker; socialising; and
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entertainment (Bruwer, Li, & Reid, 2002). Motivational factors include an inherent element of
hedonism, as the tasting of wine involves alcohol and there are links with food, socialising and
relaxation which point to an indulgent activity (Hall et al., 2000). Thus, a wine tourist has
needs as a tourist/leisure/recreation seeker and as a wine consumer (Alant & Bruwer, 2004).
Motivational and involvement constructs of wine tourists tend to fall into three categories:
wine lover (who is an experienced winery visitor, mature with high income and education, and
will purchase wine at a winery), wine interested (likely to have visited other wine regions but
wine is not the sole purpose of the visit to the destination, moderate to high income and
university educated and will purchase wine from the winery) and the curious tourist (moderate
interest in wine, and wineries are as seen ‘just another attraction’, moderate income and
education and may purchase wine) (Hall & Mitchell, 2008).
Research into wine tourism has identified a dependence on a single, ageing group of visitors
which is not a good basis for a sound, long-term marketing strategy (Carlsen, 2004). There are
concerns that younger wine consumers are less inclined to visit wineries when holidaying,
which indicates a need to further explore not only this market segment, but the image of wine
tourism in general. Desirable tourism activities are also now more focused on lifestyle,
personal development and experiential activities. The potential for wine tourism is likely to
grow with its complete sensory experiential nature meeting the needs of experiential travellers,
the increase in short breaks, and the increase in wine consumption (Dowling, 1999).
Australian Wine Tourism Alliance (AWTA) Chairman Andrew Margan said wine was a
significant contributor to Australian tourism on many levels:
Not only do we employ thousands of people and contribute to regional development but
we also send $3 billion worth of branded product to sit on overseas dining tables every
year. Every single bottle is a great advertisement for this country and this has been an
undervalued contribution to international visitation to Australia (Winemakers
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Federation of Australia, 2009, p. 1).

3.6

Proposed research issues

This research is interested in exploring the congruity of self-image and a typical wine tourist’s
image to attitude and visitation intentions. In order to obtain a better understanding of
tourists’ intentions to visit a tourism destination, Sirgy and Su’s (2000) conceptual selfcongruity model was used as a foundation to this research. In doing so, the multidimensional
elements of self-image (actual, social and ideal self-image), and their match to a typical wine
tourist image will be evaluated in relation to their predictive power to purchase decisions.
Sirgy and Su (2000) hypothesised that the greater the match between the destination visitor
image and the tourist’s self-concept, the more likely the tourist will have a favourable attitude
toward that destination, and the more likely that the tourist would visit the destination. As a
result, the research issues include the impact of self-congruity on attitudes toward the product
[the activity of visiting a wine region] rather than a particular destination, and its impact on
future visitation.
As shown in Figure 1, Sirgy and Su’s (2000) model functional congruity is measured through
the difference between the tourist’s perceived utilitarian destination attributes and the tourist’s
ideal utilitarian destination attributes. Problems with this approach have been discussed in
section 2.2.4; as a result, it has been recommended to create a direct measure of both self-image
congruity and functional congruity (Ekinci & Riley, 2003; Peter et al., 1993; Sirgy et al., 1997).
The majority of tourism related applications of self-congruity focuses on destination choice
(Chon, 1992; Hsieh, Pan, & Setiono, 2004; Kastenholz, 2004; Litvin & Goh, 2003; Todd, 2001),
as destination image is the focus for many tourism operators in order to attract tourists. This
research will focus on the image of a tourism activity, that is visiting a wine tourism region in
general, and not a particular destination. Wine tourism destinations within Australia are
generally not clearly differentiated amongst non-wine tourists.
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The proposed research will include a measure of self-congruity together with destination image
attributes, which replaces Sirgy and Su’s (2000) notion of functional destination congruity,
where it has been suggested that self-congruity impacts the interpretation of functional
attributes (Kressmann et al., 2006; Sirgy, Johar, Samli, & Claiborne, 1991). This research,
however, will draw upon the view that self-congruity and functional congruity are
complementary (Bosnjak et al., in press; Ekinci et al., 2008; Sirgy et al., 2005) and operate
conjointly to provide an improved explanation of product choice. Destination image literature
suggests that the effects of functional attributes and affective attributes on attitudes toward
tourism and intentions to visit should be measured separately (Beerli & Martin, 2004; del
Bosque & San Martin, 2008).
As the complexity of consumer decision making unfolds, involvement is viewed as a construct
which impacts consumers and their behaviour. As a result, the moderating impact of
involvement will be examined in relation to the issues already discussed. That is, there are
differences in consumers who are highly involved with wine compared to those consumers who
are considered low involvement wine consumers with regard to their self-congruity and future
visitation intentions.
Wine tourism has been used as a context to test this model, as there is a need to determine selfcongruity and destination image attributes attached to wine tourism and wine regions by both
wine tourists and potential wine tourists. Within Australia, there has been a slow to no
growth in domestic wine tourism visitors to wine regions, which is not in line with the
increasing number of wine consumers. As discussed previously, there is a direct relationship
between wine consumption and wine tourism visitation (Getz & Brown, 2006), that is, only
wine consumers tend to be interested in visiting wine regions. Many wine producers have little
awareness of either the approaches to destination marketing or the positioning strategies
needed to attract visitors to their region (Williams, 2001b).
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3.7

Chapter Summary

This chapter has provided an overview of the Australian tourism industry with a particular
focus on wine tourism. The wine industry in Australia has grown substantially over the past 10
years, with an increase in wine production and wine consumption per capita. Wine tourism,
however, has had moderate growth with international tourists and day visitors, and no growth
with domestic overnight tourists. It is apparent that there has been an increase in wine
consumption; however, this has not translated into wine tourism visitation, particularly by
domestic overnight visitors and younger wine consumers.
Furthermore, image research is important in order to determine influences of future visitation
to wine regions, and attributes and factors various market segments value. This is important
for effective marketing and positioning of wine tourism. Given the growth of wine consumers,
it is a market which wine producers need to understand in order to create an appropriate image
attached to wine regions for visitation purposes.
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CHAPTER 4.
4.1

RESEARCH DESIGN

Introduction

Chapter 3 outlined the context within which the research issues were identified for this thesis.
The literature review in Chapter 2 highlighted areas of research which are lacking within the
symbolic imagery literature of consumer behaviour, and in particular, wine tourism consumer
behaviour. The current chapter will discuss the research paradigm and methodological
approaches used to further explore the research questions proposed. Rationale of the chosen
research design will also be discussed.

4.2

Research Paradigm

Good social research involves various approaches, or paradigms. Paradigms can be described as
a basic orientation to theory and research (Neuman, 2006) or a cluster of beliefs which will
influence what should be studied, how research should be done and how results should be
interpreted (Bryman, 1992b). A number of theoretical paradigms are discussed in the literature
such as: positivist (and postpositivist), constructivist, interpretivist, transformative,
emancipatory, critical, pragmatism and deconstructivist (Healy & Perry, 2000; N. MacKenzie
& Knipe, 2006; Neuman, 2006). Each of these approaches is associated with a different
tradition in social theory and a diverse range of research techniques. Different approaches to
knowledge development are based on paradigms which the researcher feels will solve research
problems, but also include the interpretive framework, epistemology or ontology, or even
research methodologies (N. MacKenzie & Knipe, 2006). The theoretical framework or
epistemology of this research is based on objectivism, which is the view that things exist as
meaningful entities and they have truth and meaning residing in them (Crotty, 1998).
Objectivism is the epistemology underpinning positivism.
Positivism is sometimes referred to as a scientific method which aims to test a theory through
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observation and measurement. Positivism was replaced by postpositivism just before World
War II (Mertens, 2005), and is based on the assumption that any piece of research is influenced
by a number of well developed theories apart from the one being tested (N. MacKenzie &
Knipe, 2006). Postpositivist research is most commonly aligned with quantitative methods of
data collection and analysis, where the research will use reconstructed logic through a highly
organised and linear research process. Positivism and postpositivism are interested in testing
the scientific laws of society (i.e. causal relationships) which are arrived at by testing research
hypothesis (Henn, Weinstein, & Foard, 2009). This study will be using a postpositivist
approach as it is concerned with testing the hypotheses of a model through the measurement of
quantitative variables (Neuman, 2006).
This research is focusing on testing a research model predominantly through structural
equation modelling, which has the ability to compare complex theoretical models involving
whole systems of conceptual relationships, and is generally used for theory testing and
development. This analysis is deemed appropriate in the postpositivist paradigm as it allows for
testing of complex relationships (Lincoln & Guba, 2000).

4.3

Methodology: Mixed method approach

Research methodology commonly associated with postpositivist paradigms tends to
predominantly use quantitative approaches to data collection and analysis, which include:
experiments, quasi-experiments, and survey research. However, there are researchers who
recognise the value of combined quantitative and qualitative research methods to improve
understanding of the social sciences.
Mixed methods has been broadly defined by Tashakkori & Creswell (2007) as research where
the investigator collects and analyses data, integrates the findings and draws inferences using
both qualitative and quantitative approaches or methods in a single study or program of
inquiry. Mixed methods is a useful approach as it can answer questions that other methods
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cannot, provide stronger inferences and provides the opportunity for presenting a greater
diversity of views (Tashakkori & Teddlie, 2003).
Creswell, Plano Clark, Gutmann, & Hanson (2003) further expand the definition of mixed
methods to specify the nature of data collection (that is whether gathered concurrently or
sequentially) and the priority of each research method in the report. Echtner and Ritchie
(1993) suggest the use of a combination of qualitative and quantitative methodologies in order
to operationalise the multi-component image concept fully. Considering the lack of research
within the tourism literature of the effect of self-congruity on the intentions or motivations to
visit a destination, a further exploration of the constructs prior to any quantitative research is
required.
Following a review of various mixed method research strategies (see H. T. Chen, 2006;
Creswell, 2003; Creswell et al., 2003; Greene, 2007; Tashakkori & Teddlie, 2003; Teddlie &
Tashakkori, 2006) a sequential transformative mixed methods design is used in this study.
This approach allows results from one study, in this case qualitative data to influence the
development of the second study, which is quantitative in nature. Through analysis of
qualitative data, it is possible to gather more indepth information rather than relying on
predetermined information from the literature or rely on other researchers’ data collection
skills. The model within this research study is presented as a holistic approach; therefore, it is
important to ensure all relevant elements of consumer image and attitudes attached to wine
tourism are captured prior to quantitatively testing the model. It was felt that qualitative
research would have a supportive function to the quantitative model and assist in developing
quantitative measures, which is recognised as one approach of integrating quantitative and
qualitative research (Bryman, 1992a). As a result, the priority is given to the quantitative
research element in this study.
The research methodology is outlined in Figure 3.
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Figure 3: Stages of research study

4.4

Study 1: Qualitative study

Qualitative research is exploratory in nature, and allows for in-depth exploration of
motivations and feelings of consumers, characterised by small sample sizes. Patton (2002)
described the objectives of qualitative research as to uncover knowledge, develop emergent
themes and contribute to theory. Obtaining in-depth exploratory data on the research issues is
best achieved using a qualitative approach. A deductive process on the issues have been based
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on defined constructs from the literature; however, information was gathered through personal
in-depth interviews to further increase knowledge through an inductive interview approach.
The interviews highlight salient issues of self-image constructs, image and symbolism attached
to wine tourism, and provide further clarity for the development of the model.
This study utilised in-depth interviews of Australian residents to identify any emerging themes
of image attached to wine tourism, consumption patterns, and the connection of wine tourists’
profiles to respondents’ self-image.

4.5

Study 2: Quantitative Study

Quantitative approaches are typically associated with postpositivist perspectives in social
research. A key feature of quantitative research has been the quantitative measurement of the
phenomena being studied, and the systematic control of the theoretical variables influencing
those phenomena (Henn et al., 2009). The methods employed for this type of research are
typically the sample survey and experimental research. Survey research is based on taking a
representative sample from the population and allowing descriptive and explanatory analysis
on the population of interest, which was most appropriate with the research objectives of this
study.
Structural equation modelling (SEM) was used for its ability to compare complex theoretical
models involving whole systems of conceptual relationships (S. B. MacKenzie, 2001). SEM is
also recognised as a tool for theory testing and development, and emphasises the transition
from exploratory to confirmatory analysis (J. C. Anderson & Gerbing, 1988). Further
discussion on detailed methodology for the quantitative study is discussed in Chapter 6.
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CHAPTER 5.
5.1

STUDY 1: QUALITATIVE RESEARCH

Introduction

Chapter 4 outlined the research design for this study, which is based on a postpositivist
paradigm, using a sequential mixed methods design. This chapter will discuss the research
methodology for the first study which is a qualitative study. The objective of qualitative
research to uncover knowledge and contribute to theory (Patton, 2002). Through in-depth
interviews, the researcher is able to explore issues through an inductive approach. This will be
followed by the analysis of the qualitative research. The final section of this chapter will
outline the proposed model as developed from the literature and the findings of this first study.

5.2

Method

Qualitative research is exploratory in nature, and allows for in-depth exploration of
motivations and feelings of consumers, characterised by small sample sizes. Patton (2002)
described the objectives of qualitative research as to uncover knowledge, develop emergent
themes and contribute to theory development.
The objectives of the qualitative study are as follows:
 To explore salient issues of self-image constructs and identity attached to wine tourism.
 To identify any emerging themes of destination image attached to wine tourism regions.
 To identify construct dimensions and act as a precursor for survey development in Study 2.
 To provide further clarity for the development of the model.
 To identity general wine consumption and holiday lifestyles.
Methods of qualitative research were evaluated, and in order to address the study objectives, it
was deemed appropriate to use semi-structured in-depth interviews with individuals.
Qualitative interviews provide the researcher with access to information based on what people
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actually do in their life and for understanding how individuals are engaged in ‘mean-making’
and understanding issues from their perspectives (Flick, 2007). “Qualitative interviewing is
particularly useful as a research method for accessing individuals attitudes and values – things
that cannot necessarily be observed or accommodated in a formal questionnaire” (B. Byrne,
2004, p. 182).
In-depth interviews were appropriate for this research based on the following reasons. A key
advantage of in-depth interviews is that there is flexibility and variation in capturing the
perceptions of those being interviewed without preconceptions and predetermined categories
(Patton, 2002). This flexibility assisted in probing respondents’ memory and obtaining
clarification on issues. Second, understanding the respondents’ experiences and motivations
required an in-depth exploration instead of a quantitative approach (Hannabuss, 1996).
Finally, in-depth interviews were preferred over a focus group, as it is more important to be
able to probe and clarify information and decision making with each respondent, rather than
group interactions (Veal, 2006). Face to face in-depth interviews are also considered more
advantageous than telephone interviews due to the increase in participant involvement (Knox
& Burkard, 2009) and more accurate responses owing to contextual naturalness (Shuy, 2001).
As with all methods, there are challenges in qualitative interviewing, which researchers need to
be aware. Interviewing is considered intensive and more time-consuming than other data
collection methods, and runs the risk of covering only a small and possibly unrepresentative
sample of respondents (Hannabuss, 1996). As a result, the research took these factors into
account when planning the methodology for this study. As with much qualitative research, the
samples are not designed to be a representative sample of all wine consumers, but an in-depth
insight into respondents’ experiences and motivations. Researcher bias and subjectivity are also
major challenges for interviews (Hannabuss, 1996); however, researcher bias was minimised
with only one interviewer conducting all of the in-depth interviews. Another issue is that the
in-depth interview technique can introduce problems with ‘trustworthiness’ or validity of the
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data, which will be discussed in section 5.6.

5.3

Interview Schedule

Three alternative forms of interviewing are outlined by Patton (2002): informal conversational
interview, the interview guide, and the standardised open-ended interview. The interview
guide, or otherwise known as semi-structured approach, was appropriate as lines of inquiry
and subject areas were predetermined. Through the interview guide approach, interviews
remained conversational and situational, allowing the interviewer to increase
comprehensiveness of the data during the interview.
The interview schedule included a series of questions, which were open-ended to allow
respondents to elaborate on the issues. The interview schedule was developed from the current
issues raised in the literature, as well as some preliminary informal discussions with previous
wine tourists. The interview schedule provided a guide to the interviewer and freedom to
explore, probe and ask questions to further illuminate the subject area. The benefit of the
interview schedule is to ensure that the same information is asked of each interviewee, which
also allows the interviewer to identify any patterning in the data (Barbour, 2008).
A potential weaknesses identified by Patton (2002) of this approach is that the flexibility in
sequencing and wording of questions could result in different responses, thus reducing the
comparability of responses. Within the context of the subject area, it was deemed that this
would not be a bias in the research as sequencing was not critical in responses provided by
respondents. See Appendix 2-1 for the interview schedule.

5.4

Sampling procedures

Purposive sampling was used, where the researcher defined in advance criteria such as a range
of ages across the sample, a gender balance, wine consumers and wine tourists in the sample
group. This ensured variation and variety in the phenomenon under study which can capture
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the empirical material as far as possible (Flick, 2007), and information rich cases for study in
depth (Patton, 2002), which is considered a maximum variation sampling strategy.
The sample group was deemed to be representative of the population of interest, not in the
statistical sense, but representative of the reality of the general population, that is, wine
tourists or potential wine tourists. The final sample group was gathered through various
contacts known to the researcher. These included work colleagues who were known to be
wine consumers, friends who may or may not be wine consumers, students of the researcher,
and associates known to the researcher through other sources, such as parents from a local
school and other professional associates. In order to extend the sample of wine tourists, a
snow-ball sampling method was later used to reach more wine tourists. This involved the
initial participants providing referrals of other potential wine tourists in order to provide a
representative sample. An interview schedule was developed in order to ensure a spread of
respondents across gender and age groups. All participants were interviewed by the author
reducing bias through multiple interviewers.
The main indicator of sample size in qualitative research is often the point at which redundancy
or saturation is reached (Law et al., 1998). Once all interests in the sample group were obtained,
and redundancy began to occur, it was felt that an adequate sample size was reached. This data
collection involved conducting 22 in-depth semi-structured interviews, which ranged in length
from 20 minutes through to 1 hour 18 minutes. The interviews were performed between April
2007 through to August 2007, on adults 18 years and over (of legal drinking age). Interviews
were conducted in the respondent’s place of work or their residence. The majority of the
interviews were conducted face to face; however, two respondents who lived interstate were
conducted via the telephone. All interviews were digitally recorded with informed consent
obtained from the respondent. Confidentiality was explained to the participants, where
respondents would not be identified in any stage of data collection or report writing. The data
would be stored securely and retained for 5 years after which it would be destroyed. The
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research was approved by the Office of Research Ethics committee of Griffith University. See
Appendix 2-2 for the consent form.

5.5

Interview procedure

Ethics approval was obtained from the Griffith University Human Ethics Committee.
Respondents were provided with an information sheet, which was also an informed consent
mechanism.
The interview schedule was designed in a semi-structured open ended informal format. Prior
to specific questions on the research study, rapport building conversational style questions
were used. A background of the research study was then presented together with the consent
form. The researcher then obtained permission to record the conversation through a digital
recording device.
First, questions that were covered were questions on their lifestyle, including their last holiday,
with reference to the type, destination, and how often they travel. Other issues included the
importance of food and wine in their holiday travels, and a description of their ideal weekend
away. This was followed by their wine consumption interest and patterns. A range of issues
regarding wine tourism was gathered which included: previous wine tourism behaviour;
general attitudes to wine tourism; imagery of visiting a wine region; what is important in a
wine tourism destination; differences or similarity of wine destinations; status attached to wine
or visiting wine regions; barriers to visiting a wine region.
Respondents were asked to describe the people/profile who visit wineries or wine regions.
They were also asked if they felt that this description was similar to their actual, ideal and
social self-image. Questions also captured their interest and attendance at cultural events. A
few questions were gathered on demographics which included: occupation, age, gender, family
status and place of residence.
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Once the researcher felt that all of the questions on the interview schedule were adequately
discussed, the interviewer thanked the respondent for their time and contribution to the study.

5.6

Data Analysis

All of the interviews were recorded on a digital recording device. The first stage in the data
analysis involved transcribing the verbal interviews into a word document. The transcripts
were then imported into NVivo 7 where coding was conducted. This computer assisted
analysis of the data assists to ensure rigour in the analysis process, and a more complete set of
data for interpretation (Bazeley, 2007). A template approach was used where an initial tree
code structure was developed with a coding book on each of the key issues of the research,
through a priori research (see Appendix 3-1). The rationale for the themes were based on the
objectives of the research: if they were a wine tourist, their level of wine consumption, wine
tourist experiences, wine regions, barriers to visitation, status attached to wine, self-congruity
and their demographics. This coding book included a definition of the category with an
example provided. This initial deductive template approach, however, expanded to incorporate
new information discovered through the process of coding the transcripts. NVivo coding
reports were produced for each interview and retained for later external auditing. As a step in
data validation, the codebook was then subjected to expert peer review (Creswell, 2003). Two
colleagues of the researcher who were familiar with the study, reviewed the codebook and
provided feedback.
An iterative process was followed where the transcripts were reviewed a number of times, and
additions and alterations were made to the tree structure. The reviewing process ensured all
appropriate coding was completed and alterations made when the coding tree structure
changed. The final tree structure was developed through this inductive approach. A final step
involved an auditor who reviewed the coded transcripts. High quality fieldwork and analysis,
the experience of the researchers, the analytic inductive analysis, and purposeful sampling has
resulted in what can be determined to be credible results. These results are presented in the
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following section.

5.7

Results

Analysis was conducted initially through queries to identify relationships between constructs
through matrix coding of the classified attributes. Prior to this analysis, a sample profile of the
participants will be discussed. Throughout the analysis, quotations are used from the
respondents, which will be anonymous, with only reference made to an allotted respondent
number followed by their gender and age.

5.7.1

Sample profile

The majority of respondents were living in Queensland; however, many had moved to
Queensland from interstate or from overseas. The sample consisted of almost equal gender
representation (females=45%) with ages ranging from 22 through to over 65 years. Almost half
of the respondents were considered a low wine tourist, which is defined as those who have
never visited a winery to those who have visited once or twice previously. Wine consumers
also varied from non-wine drinkers through to frequent wine consumers. Occupations ranged
from managerial, professional and paraprofessional, trade, clerical, sales and service personnel,
home duties, and students. The final sample profile is shown in Table 7 and Appendix 3-2.
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Table 7: Profile of respondents by wine tourist (N = 22)

N

Never visited or
infrequent wine
tourist

Frequent wine
tourist

Gender:
Female

10

18%

27%

Male

12

27%

27%

18-24 years

1

0%

5%

25-34

4

18%

18%

35-44

6

9%

27%

45-64

10

18%

45%

65 years +

1

0%

5%

Never visited a winery

3

14%

1-2 times previously

7

32%

3-5 times previously

4

18%

6 or more times

8

36%

Age:

Wine tourist:

Wine consumption:
Not wine drinker to low wine
drinker

5

23%

0%

Low to moderate wine drinker

10

9%

36%

Moderate to frequent wine drinker

7

14%

18%

The majority of respondents (76%) have previously visited a winery or wine region, as shown in
Table 7. This provided a wealth of information on image of wineries and attitudes toward wine
tourism. There are, however, distinct differences between respondents who have never visited
a winery/those who have visited a wine region once or twice previously, and those who have
frequented wine regions many times. Those who have frequently visited a winery are
categorised as having visited a wine region 3 or more times. These issues will be highlighted in
the following sections. Generally respondents felt that wine tourism was an activity which is
done with friends or family. Half of the respondents viewed it as a weekend activity, whilst the
other half visited wineries as part of a day trip. A few respondents mentioned visiting wineries
by bus, however the majority used private vehicles. Quality food experiences were a large
motivator for many respondents, where they went to visit a particular winery for lunch or
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dinner. A third of the respondents can be considered incidental wine tourists, since they
visited a winery as part of their holiday, and not as the sole purpose of their trip. Wine regions
visited ranged from popular regions around Australia, such as the Hunter Valley (NSW),
Barossa (SA), and New Zealand, through to local wineries in the Gold Coast Hinterland.
The following themes were discussed during the qualitative interviews, see Figure 4.
Figure 4: Qualitative discussion themes
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5.7.2

Wine tourism destination image

Understanding the relevant images that tourists hold in respect of wine tourist destinations is
important in order to influence future potential wine tourists. Image differentiates tourist
destinations from each other and is an integral and influential part in the decision making
process. As discussed earlier in the literature review, it is evident that destination image
comprise many components which include both functional attributes of a destination together
with emotional or affective connections with a destination or tourism activity. Thus, an
exploration of the types of images held of wine destinations was undertaken.
Many descriptors were evident when respondents were discussing the image they felt attached
to a wine tourism and wine regions. This discussion will be separated into cognitive or
functional attributes of winery destinations and affective image attributes. Approximately 62%
of all the descriptors provided were categorised as functional attributes, which tend to be top
of mind type of descriptors for many respondents. Functional attributes include
infrastructure/built environment and natural scenery. The affective attributes include
atmospheric and experiential attributes which were only mentioned by frequent wine tourists.
5.7.2.1

Functional Attributes

Almost half of all of the statements regarding the image of wine regions consisted of the built
environment. These elements included, for example, restaurants and food orientated
attractions, accommodation, and visitor centres. A reference to ‘food’ was made by the majority
of respondents (86%), where the need or expectation of a good restaurant or café is associated
with wine and the purpose of visiting a wine region. ‘Good food’ at the wine region was found
to be mentioned more often by respondents who were frequent visitors to wine regions, which
appears to be a major motivator.
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We used to go to Morris, All Saints, Campbells, and Brown Bros …they were all 15
minutes from where we used to live…so we were all spoilt. Whenever friends used to
come over we would take them, have lunch or dinner at great restaurants (R17, F,
35yo).
The Barossa is great for their restaurants, in the 80s it was a really drunken time but we
basically stayed in a restaurant and ate and drank (R11, F, 50yo).
The experience of visiting regions also includes visitation to regional food producers and local
artisans. Food orientated attractions, such as a cheese factory or the local chocolate
manufacturer was also found to add a unique dimension to a wine region. Country food was
mentioned together with the notion of small boutique wineries and local produce. Many
respondents enjoyed the hospitality of smaller wineries, where the owners would combine food
with the wine. An issue mentioned many times, is that wine should not be the only attraction
to a region.
In Rutherglen there could be more cellar doors, and create an area where people come
and eat, has to be a combination of both…can’t just be about the wine. Something
people have got a purpose besides buying a bottle of wine…have lunch (R17, F, 35yo).
Good wine at the cellar door and available for purchase was mentioned by almost half of the
respondents. This may be an implicit expectation by many respondents, and so some
respondents may have overlooked mentioning this as a factor. Boutique wineries were
mentioned by half of the frequent wine tourists and the appeal of large and small wineries.
Frequent wine tourists also noted other attributes they connect with wine regions which were
not mentioned by infrequent wine tourists, which include good accommodation ranging from
high quality to unique bed and breakfast accommodation. Wine festivals held at wine regions,
the enjoyment of the small town feel in the wine regions, markets and crafts of local artists, and
a good tourist bureau were also important (see Table 45 in Appendix 3-3).
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Beautiful rural settings, such as green and lush vineyards were mentioned by many
respondents. Other respondents had images of dry and barren vineyards and landscape. These
respondents generally did not have positive attitudes towards visiting wine regions. These
differences could be based on the time of year that respondents had visited wineries; however,
only one respondent made a comment regarding the seasonal nature of the regions. Regional
differences were only mentioned by frequent wine tourists who have visited a number of wine
regions.
5.7.2.2

Affective attributes

Affective attributes have been described as the value the individuals place on destinations
based on travel benefits or motives (Gartner, 1993). A major experiential element mentioned by
over a third of the respondents was the notion that wine tourism was about education and
learning about wine and wine production. A key factor which was also mentioned is the
complementary nature of food and wine, and learning how to match food and wine. Some
respondents felt that more food should be integrated into the cellar door wine tasting
experience. As mentioned earlier, many respondents felt that wine alone is not enough to visit
a wine region, but must be combined with food to create the overall experience.
It is a combination of having gourmet foods with a wine that you like, people are there
to educate you and teach you what wines go with what food…it is more like a cultural
education in wine (R20, M, 55yo).
Well I suppose it would be heavily related to my taste buds, it’s a learning experience, I
suppose whenever I am dealing with wine, food is very very close behind. I am always
trying to link up wines to food, so I will put different types of food together to be
harmonious, and then I will try to match wines to it (R16, M, 40yo).
An issue raised by frequent wine tourists is that wine tourism is not just about tasting wine,
but the whole experience. The ‘whole’ experience includes all of your senses, such as the smell
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of the wine, the taste of wine and food, and the visual aesthetics of the vineyard and cellar door.
All your senses come into play when you actually enter a winery more so than the
bigger ones where everything is new (R19, M, 35yo).
It’s their personalities is what makes it… It’s the total experience…not just the wine
tasting (R18, M, 60yo).
The atmospheric adjectives used by respondents are a powerful descriptor of wine tourism, and
again were used more often by frequent wine tourists. History and heritage attached to wine
regions was mentioned as an appealing factor for older wineries, and many of the smaller
boutique wineries. Respondents found it interesting to see the history or “smell the history”.
In terms of the wineries, there were some very nice wineries in McClaren Vale
especially some of the older ones which weren’t set and stylish as some of the big names
ones, but they had a sense of history even if the presentation isn’t perfect but it was
interesting because you could smell the history (R20, M, 55yo).
You associate different things with wineries, like from France or Italy…look like it has
heritage behind it…and atmosphere (R9, F, 56yo).
It is a relaxing environment, you drive in and relax…usually very rustic or its been there
a long time, so everything is a bit worn in the entry statement…There is history, which
you can see in the vines themselves which is thicker. Different to Stanthorpe wineries
which is younger not as matured as southern states (R19, M, 35yo).
Adelaide wineries I love because of the historical elements attached to them and the
wineries are in cottages and historical huts which add to the ambience of it (R22, F,
44yo).
With Queensland wineries, this was noted as something which is lacking and, therefore, they
were not as appealing as a wine destination.
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Queensland loses the atmosphere of a winery because they don’t have the heritage, or
families that have been making wine for generations, with the really old wine barrels
(R17, F, 35yo).
Other atmospheric descriptors mentioned by frequent wine tourists included the architecture
of the wineries, particularly the cellar doors. Descriptions include majestic and grand, through
to modern. The appeal of different designs of cellar doors is part of the attraction and
motivation of visiting wine regions.
Atmospheric image of wineries also involved the mental image of cold weather and the
enjoyment of open fireplaces, whilst ‘sipping’ wine or port. Part of the appeal, for example of
the Stanthorpe wine region, was the contrast of weather to the Gold Coast.
Based on the interview data, it appears that frequent wine tourists generally differed from those
who visited wine regions less often as their affective issues included: a higher level of
enjoyment, a greater appreciation of the heritage of wine regions, the feeling that wine tourism
was stimulating and interesting, the expense of visiting, and their perception of how busy and
‘touristy’ the regions had become.
Enjoyment is a descriptor used by many respondents explaining their affective attitudes
towards wine tourism. This includes enjoyment of visiting wineries as well as their enjoyment
of wine in general, which would explain their frequency of visitation.
Love it, enjoyable, beautiful countryside, tasting wines, stocking up on old favourites,
fun going out for dinner in the local restaurants, relaxing and unwinding experience
(R15, M, 40yo).
You really want to enjoy the experience, wine is not cheap especially if you buy at the
cellar door…so you really want to take your time and enjoy it…and spend your money
wisely (R22, F, 44yo).
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Along with enjoyment, came the sense that visiting wineries offered something different,
interesting and exciting. Many respondents want to experience more than just wine tasting in
the regions. A term frequently used was “novel” or “something different”. Being a wine tourist
is not viewed as a regular activity but something to be enjoyed from time to time, or for a
special occasion such as entertaining interstate or overseas visitors.
I would like to go to Tasmania have nice history and are a bit different, and Victoria has
different styles of wine and different atmosphere…I wouldn’t go someplace just to taste
wines, there has to be lots of other attractions. Freycinet Peninsula in Tasmania would
be nice…my partner would like me to go to Province or Tuscany, but she will go
whether I go or not (R20, M, 55yo).
The frequent wine tourists also raised some negative issues, whereby they generally felt that
wine regions are getting busy and “touristy”. Specific regions were identified as targeting
tourists, such as Margaret River (WA) and Hunter Valley (NSW), which results in negative
connotations such as “too busy” and “catering toward the bus loads”. It may be assumed that
wine tourists are referring to mass tourism versus unique boutique tourism, which would be
aimed at a typical high involvement wine tourist.
Together with the increase in visitation by tourists, is the idea that visiting wine regions is
expensive, with most commentary focusing on the price of wine at the cellar door.
You are paying for the experience in the region, that’s how they make money and they
have to make money… I don’t like the mid NSW coast, Cassagrain area I don’t like; they
are really trying to market ordinary wine at premium prices (R18, M, 60yo).
Another issue raised as a motivator for visiting wineries appeared to be to stock up on favourite
wines, or to purchase the latest releases of wine. Wine was the focus for many respondents,
however, a few felt that wine regions needed to offer more than just wine, and include other
attractions. The integration of food and wine was also an important factor, particularly for
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those respondents who liked to entertain. Food and music festivals held at wineries were only
mentioned by two respondents. As discussed earlier, it seems that the experiential nature of
wine tourism may be an important underlying motivation.

5.7.3

General attitudes to wine tourism

Attitude dimensions have been described as building blocks for consumer behaviour and
predicting future intentions, so a general attitude measure was incorporated to analyse various
relationships.
General attitudinal comments arose during much of the discussion on wine tourism with
respondents, which reflect their opinions and beliefs of wine tourism. It was found that the
more experience respondents had with wine regions, the more descriptive their explanations
and, hence, the stronger their attitudes. Overall there were positive attitudes toward wine
tourism, and their previous experiences with wine tourism. Only two respondents indicated
that they felt that wine tourism was considered a boring activity with no appeal (see Table 46
in Appendix 3-3).

5.7.4

Wine Regions

Differences between wine regions were highlighted by the majority of frequent wine tourists.
These differences included the weather/temperature, the natural environment, the positioning
of wineries (in some regions the wineries were spread, whilst other regions the wineries are
clustered), through to the differences in the soil which impacts the taste of the wine. This was
further supported by the desire of respondents to experience other wine regions which they
had not previously visited.
Yeah they are different, not a real expert, but different regions have different geology,
the ground is different where they grow the grapes, so you can taste the differences,
although some wineries buy wines from other areas…can taste the different the Mudgee
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wines are quite acidic compared to the Hunter (R15, M, 40yo).
The Margaret river region, the limestone makes the grapes really great, it is beautiful
the whole experience is just wonderful (R5, F, 58yo).
One respondent, however, made the observation that the regions seemed to operate on a similar
structure, with tour packages and festivals.
With established wine regions there is a lot of similarities, they all seem to work along
a similar structure on how they present everything. The older wineries have
accommodation, and a tour package that goes with it, and festivals that they market
each year…again a cultural experience…. Differences probably just lie with individual
wineries that people go to get their favourites. The wines are all very different from the
regions, that is unique as the climate and soil will affect the grapes (R17, F, 35yo).

5.7.5

Status

As discussed in Chapter 2, it was argued that society comprises a number of ‘status groups’ that
are distinguished by patterns of cultural consumption and features of lifestyle. It was felt that
this construct should be further explored in order to understand relevance in Australian
society.
Respondents were queried if they felt that wine was a status symbol, and if there were any
status attached to wine tourism. A third of the respondents felt that there was no status
attached to wine tourism; however, other respondents tended to mix their discussion of wine
tourism and status attached to wine. One respondent felt that when they were younger they
felt there was status attached to wine tourism; however, through the experience of visiting
wineries, they no longer felt the same. Even though it was felt that there was no status
attached to wine tourism, wine tourists were viewed as having a higher socio-economic status.
Respondents stated that wine tourism was targeted toward higher income groups, as they are
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willing to spend more money on good wine. It was often mentioned that if you want to
purchase cheap wine one would visit a bottle shop; however, by visiting a winery you are
guaranteed expensive wine.
Many respondents verbalised that they felt there was status attached to wine itself, which was
considered a motivator for visiting wine regions. It was felt that people like to have wine
knowledge, particularly in social occasions, and there were those people who felt it was
necessary to ‘keep up with the Joneses’. Wine knowledge was seen as important to those who
have higher incomes, or a combination of income and job status.
I was having dinner with a guy the other night drinking a $100 bottle of wine, and he
noticed a guy on another table who had a $100 bottle of wine. The guy walked past
him, and said great drop of wine…and he said oh you know it. As a wine drinker if you
didn’t know that type of wine and you knew the expense of the wine you wouldn’t
make that comment. Anyway they got talking and he was a wealthy client…because
someone of wealth wouldn’t be drinking a $12 bottle of wine. So I think there is status
attached to wine drinking (R19, M, 35yo).
It was also mentioned that there is snobbery with owning one’s own wine cellar, and “having a
couple of bottles of Grange hidden away” (R21, M, 60yo). One respondent stated “I guess, wine
is a more refined intelligent drink, I don’t necessarily hold that view but it’s in the back of my
mind” (R15, M, 40yo). This supports the view linking higher socio-economic status to wine
tourists and wine consumers. There appeared to be many respondents who felt that ‘other
people’ may think there is status attached to wine, but they did not necessarily think so
themselves. On the other side, however, one respondent felt there was no status due to the glut
of cheap wine on the market at present. It was felt that wineries are trying to appeal to
everyone due to their oversupply of wine.
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5.7.6

Barriers to visitation

A number of barriers to visiting wine regions were brought up by the respondents. The most
common mentioned by almost half of the respondents were personal responsibilities or
children. The respondents who had young children felt that wine tourism was not childfriendly so one would not take children to wineries. Other responsibilities, such as pets and
property, were also mentioned which made it difficult to go away to wine regions.
The cost of visiting a wine region was mentioned by a third of the respondents. The cost
included not only the cost of travel to the destination and accommodation, but the expense of
purchasing wine. The purpose of visiting a wine region is to stock up on wine, and it was
generally felt that wine is more expensive at wineries than in a bottle shop. Time pressure was
mentioned by many respondents as a barrier to visiting. This may be in the context of distance
of wine regions, or the time away from family. Wine regions did not appear to be considered a
holiday destination for the majority of respondents, but a weekend activity. As a result, it was
felt that it was difficult to fit into life with work and family responsibilities
The influence of the respondent’s partner had a large influence on five respondents. With some
respondents, a lack of interest by their partner was a barrier for visitation. Three female
respondents stated that they would go with girlfriends since their partner was not interested.
This of course would limit the amount of visitation by these respondents.
Distance was considered a barrier, considering the majority of respondents were based in
Queensland. These respondents mentioned that they required more than just a weekend to
justify a trip to a winery (these wineries referred to do not include Queensland wineries).
Another barrier to visitation was the notion of responsible drinking and driving. The two
respondents for whom this was a concern related to visiting local wineries for day trips. Two
respondents felt that visiting wineries is an activity you do with a group of friends, and this
makes it more difficult to organize.
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Some respondents were simply not interested in visiting wineries. Two respondents
mentioned that it was an activity they would do, but only if instigated by their partner or
friends. A frequent wine tourist stated that wineries needed to motivate her to visit their
wineries with interesting activities or music events, that simply visiting a cellar door was no
longer attractive enough.

5.7.7

Self-concept and Wine tourists

An important component of this research is to determine the image of wine tourists, and the
similarity between respondents’ self-concept. Respondents were asked to describe people or
provide a profile of people who visit wineries or wine regions. The most common descriptors
were: middle aged, high income earners, and a passion for wine. The descriptors can be
classified into 4 categories: life stage, socio-economic status, wine related, and tourists/broad
range of people.
Life stage which is demographic in nature included the most common descriptors, such as
middle aged/older people. Wine tourists were also described as semi-retired or retired and were
generally considered couples. Young couples were also mentioned; however, some respondents
made the point that young people would not be interested.
Generation coming into retirement, extra time since the children have left home, they
have the time and the money to go around Australia or overseas…those people who are
interested in the educational elements, not the people who want the adrenalin type of
holiday like young people (R4, M, 26yo).
… it would be the mature age, probably 32 years and up. That is what I prefer, but if
want to go and enjoy myself and I don’t want to be been involved with young kids who
gets tiddly on a glass of wine and be silly about it. Having knowledge of wine is
advantageous, a lot of gay guys like good restaurants and good wine goes together.
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That is the attraction of wine, if you like your food and you like entertaining, then
having knowledge of wine goes with the two. That is why I like it, if you are in the
industry and work with chefs (R22, F, 44yo).
Young and childless single or couples, who are working, or older mature people, who
enjoy the finer things of life, more affluent.….No, don’t see myself fitting in this group at
the moment, cause we have 2 young children, go to a winery yes, but not staying at a
winery (R6, F, 35yo).
I don’t really see 20-30 yo my age going in to do these things [visit wineries]. My
impression is that they [wineries] may think that we don’t know what we are
doing…whereas they expect that older people are expected to know. I think they judge
me because we are young, whereas they gave the older couple next to us much more
attention. It would be cool if there was a younger crowd going. I think young people
would enjoy it. I don’t feel embarrassed by it, but they probably assume that we won’t
buy the wine (R2, F, 38yo).
The second group of descriptors was wine tourists described as being in a higher socioeconomic status bracket, where they have a higher than average income, educated, being middle
to upper class, and someone who enjoys the finer things of life.
Most people who go to wineries drink wine, they have a mature palate, they have
drunk wine for many years, and go to a particular region to collect wine that appeals to
them. My idea is that most people are educated people, most people who drink wine
are educated people. I just have the idea that some people who are from the western
suburbs, don’t get past a cask of fruitialexia (R10, F, 45yo).
Middle to retiring age, business people, a bit snobby, a bit upmarket status probably
because wineries are in upmarket locations and areas I think…. Very keen to learn about
wine, maybe to even see how it is made and be educated as to the different flavours and
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grapes (R18, M, 60yo).
I think there is a fair bit of snobbery in it, from the experiences I have had… (R16, M,
40yo).
The third category was wine related, such as people who have a passion and an interest in wine,
are regular wine drinkers and people who go to buy wine to stock their cellar.
People who like wine, younger people 20-30 are drawn to the wine festivals
(Walkabout) that is when we avoid the wineries because there are so many people and
get drunk. Other people though go to buy cases of wine…2 different demographics.
People who going out for dinner a lot and appreciate good wine, will travel to regions
to get their wine. Who enjoys wine on a weekly basis (R17, F, 35yo).
I have a lot of friends who go away to wineries, couples that like their wine, they will
go away and come back with a couple of cases to stock up their cellar. These people
drink every night, not that they get drunk, but open up a bottle of wine every night…
They love the experience, they love the atmosphere of going around the wineries and
know their wines, I wouldn’t call them big drinkers but they like their wines. I would
see 30-50 age bracket would be more inclined to go away to wineries, people who like
to have a glass, whereas when you are younger than that you would rather go to a club
and get trashed (R11, F, 50yo).
The final category was where respondents described visitors as tourists or weekenders.
Respondents also made mention that wine tourism appealed to a broad spectrum of people, and
found it difficult to categorise into one segment.
…my partner and I go to experience the area I suppose, but I have seen a lot of people
come through into different wineries, want the experience of tasting different wines. I
think the demographics is across the board. I see a lot of people travelling around and
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stopping in. I have seen young people go and pick up a case. I think people are getting
more educated about wine. People are also getting more education about food, and
drinking wine with food not beer. Winebars are popping up everywhere (R16, M,
40yo).
An absolute mixed bag, from all walks of life. The more I look at people these days the
more you can’t assume… right from children. The whole wine tourism thing they are
promoting to families, they realise they have to attract parents you have to provide
facilities for children…parks to kick a ball. A whole cross section of the community
well probably if you were to categorise it would be mid socio-economic group (R19, M,
35yo).
I guess some of my friends would be novices who decide to come out with us to a place
because it is somewhere different instead of going to the footy or going to the coffee
shop…. I know some people who like to go because of the atmosphere when there is a
food and music festival…. Some people I know get on tours that are organised, and they
see a lot of wineries in a day especially if they have some people over make it a day trip.
I probably see them around the same age as myself…but generally people with more
income as it is an expensive habit (R20, M, 55yo).
Depending on when you go, weekend versus during the week. During the week you
will find older, mature category, 45 years plus, more mature taste and knowledge. On
the weekends you will find families, unless its school holidays, and younger ones as
they are working during the week (R21, M, 60yo).
Differences were apparent between those who have previously visited a wine region and those
who had not. Those who had not visited previously also viewed visitors as semi-retired or
retired, and generally couples. Those respondents who had visited wine regions more
frequently had broader descriptions of wine tourists, which included tourists, young people,
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and families.
Interestingly, respondents found it difficult to verbalise similarity between their description of
a wine tourist and their actual, ideal and social self-concept. As many descriptors that were
used were demographic in nature, it was obvious if their description matched their own profile,
such as a younger respondent who is obviously not retired. However, other descriptors such as
socio-economic status, respondents found it difficult to state. This may be due to the sensitive
nature of economic status, and verbalising actual or ideal self-concept.

5.7.8

Wine consumption

The majority of respondents were regular wine drinkers, which was defined as ranging from 1-2
glasses per week to a bottle of wine every night. The occurrence of wine consumption varied,
and generally those respondents who drank 1-2 glasses every week tended to consume wine
during the weekends or when dining out during the week. The more regular wine drinkers
consumed wine as part of their everyday lifestyle. It was evident throughout the interviews
that respondents, who were considered regular wine consumers, were not necessarily more
frequent wine tourists, nor did they all have high levels of wine involvement. However, those
respondents who did not consume wine had no interest in wine tourism.
The other measure of wine involvement was if the respondents were members of wine clubs.
Almost half of the respondents were either a member of a wine club, or on their mailing lists.
Other measures of involvement which became apparent included two respondents who had
attended wine courses and three respondents had a wine cellar/wine fridge. Some younger
respondents also mentioned the influence of their parents on their interest in wine and their
wine consumption behaviour.
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5.7.9

Holiday lifestyle

An insight was obtained on respondents’ holiday lifestyles, where respondents discussed their
last holiday. A variety of holiday destinations were mentioned from domestic holidays visiting
family and friends to overseas holidays. Respondents generally discussed their last two
holidays as they may have gone overseas recently, which they wanted to mention, followed by a
domestic trip. Descriptions of respondents’ last holidays included beach or island locations,
such as Phuket, Noosa, Hamilton Island, Cabarita Beach, Great Keppel Island, and Magnetic
Island. A variety of reasons were given for their choice of holiday destination, such as child
friendly, relaxing and experiencing other cultures.
Those respondents who were considered frequent wine tourists (6 or more previous visits)
tend to travel domestically more often than other respondents, although overseas travel tends
to be fairly evenly spread between all respondents. Food and wine is an important
consideration for wine tourists, but is not important for those respondents who have never
visited a winery previously.
An ideal weekend away includes: good food, good wine, activities and sports, visiting a
hinterland destination, near the water or beach, no children, opportunity to relax, and to a
lesser extent involves good accommodation, visitation to a wine region or a big city.
Respondents who have never visited a winery tend to describe their ideal weekend as including
activities and sports, hinterland, relaxation and good food. Wine tourists, however, seem to
have a broader spectrum of interests in their ideal weekend away.
The majority respondents enjoyed attending live theatre, dance or the opera. A few
respondents stated that they enjoyed theatre but not the opera, and two younger respondents
only enjoyed live concerts. Those respondents who did not enjoy any live productions also did
not enjoy wine tourism. A number of female respondents stated that they enjoyed live
productions; however, their partners did not, in which case they went occasionally with
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friends.

5.8

Overview of findings

The analysis of the qualitative study has shown that there are a number of issues important in
developing a consumer behaviour model regarding wine tourism behaviour. This study has
highlighted the importance of the experiential nature of wine tourism. It is felt that Sirgy and
Su’s (2000) model does not adequately capture the experiential elements of tourism activities
which are closely entwined with the image attached to wine tourism. Their model uses selfcongruity as a measure of image; however, their definition of image must be expanded to
encompass the experiential nature of wine tourism which is being captured through the
affective image attributes of the destination. In summary, the findings from Study 1, include:
Wine tourism image. The image attributes were separated by functional and affective
attributes. The functional attributes were most commonly stated, highlighting important
features and key facilities expected from a wine regions, such as food orientated facilities e.g.
cheese making and good wine. The affective image attributes highlighted the experiential
nature of wine tourism where all senses are used, and where terms such as relaxing and warm
atmosphere were often used to describe the wine tourism experience. This further highlights
the differences between wine tourism regions and other forms of tourism. There appears to be
large differences between respondents who have previous experience and those who have not
previously visited a wine region. The image of the ‘activity’ or appeal of a winery destination is
fairly restrictive for non-wine tourists. It is important to have an understanding of image
factors important to wine tourists as well as potential wine tourists.
General attitudes to wine tourism. Attitudes toward wine tourism became apparent in the
descriptors that respondents used, where those respondents with greater previous experience
had more positive and interesting descriptors. Overall there was a positive attitude, except for
two respondents who had a negative response and had no previous experience.
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Wine regions. Although this thesis will focus on attributes and image of wine regions in
general, the differences amongst wine regions were highlighted. As a result, it was felt that it
was important to capture the respondent’s favourite wine region, and the image attached to
this particular wine region. This provided an opportunity for further analysis to evaluate
differences in image amongst wine regions.
Status issues. It was generally felt that there was no status attached to wine tourism as an
activity or as a destination; however, there appears to be some status attached to the
consumption of wine. It was mentioned, however, that visitors to wine regions tend to have a
higher socio-economic status.
Barriers to visitation. Respondents mentioned a number of barriers that were seen to impede
their intentions to visit a wine region. Personal responsibilities were a barrier mentioned by
many respondents, which hindered their intentions to visit in the next 12 months. Other
barriers raised included cost of visiting and partners who were not interested. This highlighted
the notion that even if a respondent’s attitude was positive to wine tourism, they may be
hindered in visiting due to other issues impacting their life. This is an element which has been
included in models such as the Theory of Planned Behaviour (Eagly & Chaiken, 1993). This
construct was added to this research study.
Self-image and wine tourists. Common descriptors were used when profiling wine tourists,
which include middle aged, high income earners, and having an interest in wine. These
demographic characteristics tend to be easily remembered, and when comparisons are made
regarding self-image to these descriptors, it usually was fairly straightforward. That is, if a
descriptor ‘retirees’ was used and the respondent is young, then obviously they would not see
themselves as similar to a typical wine tourist. Due to difficulties, however, in respondents
expressing their self-image, it is important this concept is written in such a manner to ensure
comprehension, and capture the constructs true essence.
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Satisfaction. Satisfaction with previous visits to wine regions was found to impact future
intentions to visit a wine region. Research by Ekinci, Dawes, and Massey (2008) found selfcongruence an antecedent of satisfaction, and satisfaction had a positive impact on future
intentions. Furthermore, those tourists who perceived a low discrepancy between a
destination’s user image and their actual or ideal self-image were more satisfied with the
destination (Chon & Olsen, 1991). As a result, satisfaction was included in the study.
Intent to visit a wine region is hypothesised to be influenced significantly by self-congruity,
functional and affective destination image attributes, and is also mediated by attitudes toward
wine tourism. Self-congruity is the match between the destination visitor image and tourists’
self-concept (actual, ideal, and social self-image). The model evaluates relationships between
respondents’ self-congruity with wine tourists, functional congruity and affective congruity
with wine regions, attitudes toward wine tourism and intention to visit a winery.

5.9

Proposed Model

This section will outline in more detail the proposed model of this thesis, first discussing the
self-congruity construct used, the two elements of destination image (functional and affective
image) followed by the mediating variable of attitude, and the moderating affects of
involvement, as shown in Figure 5, together with the developed hypotheses. Additional
research questions will also be addressed in order to provide further insight into wine tourists.
These include barriers to visitation, wine knowledge, and the wine tourism experience.
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Figure 5: Proposed self-congruity model and wine tourism

5.9.1

Self-congruity

Self-congruity models are designed to predict a variety of consumer behaviours, such as
purchase intention (Ericksen, 1996; Mehta, 1999). Research has found that consumers prefer a
brand on the basis of its symbolic qualities rather than its functional qualities (Jamal & Goode,
2001), demonstrating the importance of self-congruity and its impact on purchase behaviour.
Several previous researchers have shown that consumers with high self-congruity are more
likely to state they have purchase intentions than consumers with low self-congruity (Ericksen,
1996; Ibrahim & Najjar, 2007; Kleijnen et al., 2005; Mehta, 1999). P. Sparks and Shepherd
(1992) included a measure of self-identity independently of subjective norms within their
research using the Theory of Planned Behaviour (TPB). Self-identity has also been
incorporated by other researchers (Cook, Kerr, & Moore, 2002; Fekadu & Kraft, 2001; Smith et
al., 2007; P. Sparks & Guthrie, 1998) into the TPB; however, the self-identity measure only
captures actual self-image. These studies found that self-identity had a pervasive effect on
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behavioural intentions across a range of behaviours, and that self-identity was not accounted
for in the attitude construct (Hagger & Chatzisarantis, 2006) as initially hypothesised by TPB
theorists. This further highlights the need to analyse self-image in more depth.
Consumers form positive attitudes toward products which possess images most similar to the
images they either prefer or wish of themselves (Zinkhan & Hong, 1991) or matching of the
product-user image and the consumer’s self-image (Sirgy & Su, 2000). It has also been found
that it is unlikely the causal link from a person’s self-identity to behavioural intentions is
independent of the effect of attitudinal valuations (P. Sparks & Guthrie, 1998). Lee (2004)
found that image congruence between brands and a consumer’s self-image had a positive effect
on attitudes toward brands. Other research found when consumers had high actual or ideal
congruence, their brand attitudes were enhanced (O'Cass & Grace, 2008; Sirgy et al., 1997;
Sirgy et al., 2008). Ekinci and Riley (2003) found that the ideal self-congruence measure was
statistically significant in estimating the construct of attitude toward a restaurant, customer
satisfaction and service quality.
As a result, the greater the match between the tourism destination visitor’s image and the
tourist’s self-image, the more likely the tourist will have a favourable attitude toward a wine
tourism destination, and therefore, more likely visit the destination.
The first set of hypotheses which will be part of the proposed model are:
HO1: Self-congruity will have a significant positive effect on intentions to visit.
HO2: Self-congruity will have a significant positive effect on attitudes toward wine tourism.
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5.9.2

Destination image

Destination image is critical in determining intent to visit tourism destinations (Sirgy & Su,
2000). This research focuses on tourists’ images or perceptions of the components that
comprise the images of a destination, or a tourism activity such as wine tourism. As discussed
in section 2.3, it is important to capture the three main components of destination image:
cognitive, affective and conative (Tasci et al., 2007). The cognitive attribute is measured
through the functional attributes of a tourism destination, and the affective attributes or
feelings attached to a destination. The overall holistic image of wine tourism will be captured
through consumers’ attitudes (Keller, 2003) to wine tourism. The conative component is
analogous to intentions to visit a wine region.
There has been little research on the image and appeal of wine regions, and Williams (2001a)
suggested that there is a need for more consumer research to test the images held of wine
regions. The image of wine regions in advertising has changed over the years, as shown in the
pages of Wine Spectator Magazine (Williams, 2001a, 2001b). Williams found that winery
image has shifted from production orientated advertising to more aesthetic advertising. These
findings, however, simply demonstrate the stereotypical advertising and image attached to
wine regions, which are not necessarily from a consumer perspective. It has also been
recognised that the image of wine regions will differ from region to region (Charters & AliKnight, 2000; B. Sparks, 2007a).
Destination image can be defined as an individual’s mental representation of knowledge,
feelings and global impressions about a destination (Baloglu & McCleary, 1999). As discussed
earlier on destination image, the focus has generally consisted of functional or utilitarian
attributes of a destination. Recently however, a broader approach has included both functional
attributes of a destination and also the affective elements involved with choosing a destination.
This research is extending the model developed by Sirgy and Su (2000) by incorporating not
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only functional congruity but also affective congruity of a destination image.
Existing literature on self-processes is analogous with the notion that people often sacrifice
utilitarian needs at the expense of symbolic needs, or needs that make one feel good (Sedikides,
Gregg, Cisek, & Hart, 2007). Beerli and Martin (2004) recognise the importance of including
more affective or hedonic measures when investigating destination image, which supports the
impact of affective destination image factors on attitudes and intent.
The destination image creates an overall attitude towards the destination, which in turn is
connected to satisfaction and behavioural intentions (King, 2002). The destination image
construct can be expanded to include the functional and affective destination image attributes
of wine tourism destinations, which also affect behavioural intentions. Sirgy and Johar (1999)
and Mittal (1990) found that functional congruity played a significant role in predicting brand
attitude, and as a result, attitude is a function of both functional and affective destination
image. Problems with some research is that it equates destination image with destination
attitude (L. Murphy et al., 2007), which is not the case, as is evidenced by previous definitions
and discussion. Much of the self-congruity literature refers to utilitarian or functional
attributes and self-image; however, affective attributes of a destination is an additional element
which cannot be ignored.
HO3: Functional destination image will have a significant positive effect on attitudes toward wine
tourism.
H04: Functional destination image will have a significant positive effect on intentions to visit.
H05: Affective destination image will have a significant positive effect on attitudes to wine tourism.
H06: Affective destination image will have a significant positive effect on intentions to visit.
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5.9.3

Attitudes

It is evident from the review of literature, that two key constructs are vital to consumers’
purchasing behaviour: the expanse of psychological literature which supports the notion of
self-concept and its impact on consumer behaviour; and the elements of attitude and its impact
on behaviour. Research has also shown support for self-identity and attitudes to have separate
independent effects on behavioural intentions (P. Sparks & Guthrie, 1998); as a result, the
attitude construct of wine tourism will be included in the model.
A unidimensional model of attitude is appropriate to measure a person’s location on a direction
of affect or evaluation (Dillon & Kumar, 1985), and typically applies to overall attitudes (Batra
& Ahtola, 1990). It was felt that the overall attitude was sufficient to incorporate into the
model, as the focus of this thesis is primarily evaluating the impact of self-congruity construct,
and through the integration of two dimensions of destination image, it can be argued that the
cognitive and affective components of attitude have already been captured.
HO7: Attitude toward wine tourism will have a significant positive effect on intentions to visit a wine
region.

5.9.4

Involvement

Sirgy and Su (2000) propose that self-congruity influences functional congruity, and the
predictive effects are moderated by involvement, tourists knowledge, prior experience, and
time pressure. Helgeson and Supphellen (2004) have recommended further research in selfcongruity studies to incorporate moderators such as product involvement and consumer
knowledge. The research is interested in evaluating the likely moderating influence that wine
involvement has on the model of self-congruity on wine tourism behaviour.
When researchers are interested in employing involvement as a mediator of relationships
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among other consumer behaviour variables, then it is necessary only to use a measure of overall
involvement (Mittal, 1995) in order to determine high and low involvement groups. It has been
found that actual self-congruence will be more significant when respondents are high involved
wine consumers, whereas low involved wine consumers will have higher congruence with ideal
self-image.
Involvement was also found to be a moderating factor in sponsorship of events, where people
who are brand aware and involved with the event, are more likely to have higher levels of actual
self-congruity resulting in sponsorship (Sirgy et al., 2008). Beerli et al. (2007) found that
involvement moderates the effect of self-congruity, where the greater the involvement with
travelling, the more important congruity was found to be. In this research, Beerli measured
involvement using Zaichkowsky (1985) 10 item personal involvement scale.
Consumers more involved with a product would also be expected to possess a more favourable
attitude (Mittal, 1995). However, consumers who are involved with wine may have a more
favourable attitude toward wine, but this does not necessarily translate to a more positive
attitude toward wine tourism activities. Beerli, Meneses and Gil (2007) found, however, that
the greater the involvement with travelling, the more important congruity is.
This research is interested in determining if involvement based wine consumers differ on their
self-congruity and destination image attributes on their intent to visit a wine region.
HO8a: High involved wine consumers will have a higher self-image congruency with wine tourists
than low involved wine consumers.
HO8b: High involved wine consumers will have higher levels of intent to visit a wine region than low
involved wine consumers.
HO8c: High involved wine consumers’ will have a higher actual self-image congruency than low involved
wine consumers.
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HO8d: Low involved wine consumers’ will have a higher ideal self-image congruency than high involved
wine consumers.

5.9.5

Other research questions

In order to develop a greater understanding of wine tourists, analysis will also include barriers
to visitation, wine knowledge, and the wine tourism experience.
5.9.5.1

Barriers to visitation

Barriers to visitation have been identified as a construct which may impede respondents’
intentions to visit a wine region. As a result, it is expected that those respondents who have
significant barriers will have lower levels of intention, even if they have positive attitudes
toward wine tourism.
5.9.5.2

Wine knowledge

The level of wine knowledge and interest in wine has been used as an indicator of winery
visitation (Charters & Ali-Knight, 2002). Wine knowledge is significantly higher in individuals
who visit wineries than those who do not (O'Mahony, Hall, Lockshin, Jago, & Brown, 2003).
Therefore, it is expected that individuals who have high involvement with wine will have
greater knowledge of wine and wine regions, and their self-congruity will positively impact
their intent.
5.9.5.3

Wine tourism experience

The wine tourism experience encompasses a range of issues which will be explored, such as:
previous visitation, satisfaction with previous travel, wine consumption, and the image of a
typical wine tourist.
Previous visitation is expected to impact satisfaction which in turn will influence future
intentions to visit wine regions. Wine consumption is also expected to influence attitudes
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toward wine tourism and future intentions. Finally the image of a typical wine tourist will be
evaluated, as it is the direct influence on self-image congruity of a visitor.

5.10 Chapter Summary
This thesis is using a sequential transformative, mixed methods approach, where qualitative
research is used in a supporting function to the main quantitative research study. This first
study incorporated semi-structured, in depth interviews with 22 respondents. The instrument
design incorporated a number of key issues which were discussed. These included: wine
tourism image, general attitudes to wine tourism, impression of wine regions, status issues
attached to wine and wine tourism, any barriers to visitation, self-image and descriptors of
wine tourists, satisfaction with previous wine tourism experiences, lifestyle questions, and
wine patterns of consumption.
In conclusion, the semi-structured interviews provided invaluable insight into key constructs
of interest within the self congruity model, and the addition to new items to measure each
construct. Based on these in-depth interviews and the literature review, hypotheses were
developed into the proposed model which will be tested in the second phase of data collection.

121

CHAPTER 6.

STUDY 2: RESEARCH METHOD

The previous chapter discussed Study 1, including methodology used, and analysis of results.
From these findings and the literature review, the proposed model was formed which will be
tested via Study 2, the quantitative study. This chapter will discuss the methodology used for
data collection for this quantitative research study. This chapter will also outline the survey
instrument design, and the pilot study outlining minor adjustments made to the survey
instrument. This is followed by a discussion on the sampling methodology used for the
quantitative research study and finally the data analysis techniques applied, as shown in Figure
6.
Figure 6: Stage 2 of research study
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6.1

Research Method

This study involves quantitatively testing the model shown in Figure 5. This can be achieved
through a range of survey methods all with advantages and disadvantages. These methods
include mail surveys, telephone interviews, personal interviews and internet surveys. Mail
surveys have the advantage of being able to collect detailed information; however, they tend to
have low response rates. Telephone interviews generally provide a higher response rate than
mail, and allow more probing; however, they are more costly than mail surveys. Personal
interviews are the most costly form of data collection (Mertens, 2005), but offer the
opportunity to probe more easily and allow for body language observations. Internet data
collection is the cheapest form of surveys, but can be limited by uneven access to web
technology by different populations from different social strata (Shih & Fan, 2008).
Internet usage continues to rise in Australia, where internet access has increased markedly to
an average of 72% of Australian households with home internet access and 78% of households
who had access to a computer in 2008-09 (Australian Bureau of Statistics, 2009c). Response
rates have been found to be comparable with mail surveys and shopping centre intercept
surveys (K. G. Kelly, 2003). A meta-analysis between mail and internet found that the response
rates vary based on the samples comfort in using the Internet.
The two methods that have been deemed as most appropriate for model testing is through mail
self administered surveys and internet/email self administered surveys. Due to the requirement
for a large sample size to test a number of constructs in the model, and the length of the
resulting survey, it was determined necessary to provide the flexibility to respondents in
completing the survey in their own time through sending it via direct mail (Malhotra, 1993) and
via the Internet. Due to sample size, it is also deemed to be the most efficient and cost effective
means of administering the survey, with the ability to measure and test relationships within a
model (Lukas, Hair, Bush, & Ortinau, 2004).
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As the research is interested in wine consumers, and the profile of wine consumers as described
earlier tends to be maturing consumers (Carlsen, 2004), a mail survey was administered to
ensure a fair chance of all wine consumers receiving the survey. On the other hand, the socioeconomic status of wine consumers tends to be slightly higher than average, inferring their
comfort with internet usage. Both methods were used as the use of two or more survey modes
in a single data collection effort raises the possibility of improved response rates (Dillman et al.,
2009).

6.2

Survey Instrument Design

The questionnaire consisted of items measuring the key constructs of interest within the
model. The dependent variable in this research study is ‘intention to visit a winery’. The
independent variables are self-congruity, functional destination image, affective destination
image, and attitudes toward wine tourism. Other constructs of interest include wine
involvement, wine knowledge, and demographic attributes. The measures for these constructs
were developed as reflected in the literature, together with insights gathered from the
qualitative research (Study 1). The operationalisation of these constructs will be discussed in
further detail. See Appendix 4-1 for an example of the initial pilot survey.

6.2.1

Intention to visit wine regions

The dependent variable within this research is predicting consumers’ intention to visit a wine
region. Three items were used to measure intent, adapted from Dabholkar and Bagozzi (2002),
Sparks (2007b) and Getz and Brown (2006), on the basis of the work of Ajzen and Driver
(1992) and worded in a manner to correspond to behavioural criterion in time, context, target
and action. The three items were measured on a seven-point Likert type scale, “How likely is it
that you would visit a winery within the next 12 months” anchored by 1 (very unlikely) and 7
(very likely), “How likely is it that you would visit a winery within the next 2 years ” anchored
by 1 (very unlikely) and 7 (very likely), and “How interested are you in visiting a wine region in
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the next 2 years” anchored by 1 (very uninterested) and 7 (very interested).

6.2.2

Self-congruity

Self-congruity was measured using the direct score approach focusing on the image of users,
that is, the visitors to wine regions. Using the direct score approach requires a numeric scale to
measure the level of congruence and this is facilitated by a scenario type directive and
statement (Ekinci & Riley, 2003). This was achieved through descriptive adjectives written by
respondents in order to ‘bring to the forefront’ or activate the image of a typical wine tourist. A
directive statement was made, which is illustrated below.
Please take a moment to think about the kind of person who typically visits wine
regions. Imagine this person in your mind and then describe this person using one or
more personal adjectives to describe the typical visitor to a wine region.
Once respondents had identified the image of a typical wine tourist, they were then requested
to rate their agreement or otherwise on statements measuring self-congruity, using a sevenpoint Likert type scale.
These statements measuring self-congruity comprised three dimensions of self-concept with
seven items: actual (3 items), ideal (2 items) and social (2 items). These items were based on
measures used by Sirgy et al. (2000), Chon (1992) and Goh and Litvin (2000), relating their
self-congruity with the image of a typical wine tourist to their favourite wine region. An
example of actual self-congruity is: “The typical wine tourist reflects the type of person I am…”;
ideal self-congruity: “The typical wine tourist reflects the type of person I would like to be…”;
and social self-congruity: “The typical wine tourist is very much like how people I know see
me…”.
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6.2.3

Destination image

This research is developing a model of self-congruity in order to understand intentions to visit a
wine region. As a result, it was felt that a particular destination could not be specified since
respondents may not be familiar with a specific wine destination. Respondents were asked to
think of their last visit to a wine region, or their idea of what a wine region would be. This was
felt necessary as differences in imagery have been found across wine regions (Lockshin, Tustin,
& Romaniuk, 2003; B. Sparks, 2007a), so a generic evaluation was not possible. Respondents
indicated their last destination and then evaluated both the functional and affective destination
image attributes. The list of image attributes was gathered from destination image researchers
(Leisen, 2001), and in particular, wine destination research (Getz & Brown, 2006; Williams,
2001b). Attributes found to be relevant to wine tourists that were identified in Study 1 were
also incorporated.
Many destination image researchers (Baloglu & McCleary, 1999; Beerli & Martin, 2004; del
Bosque & San Martin, 2008) have used Russell (1980) and Russell and Pratt (1980) in
measuring affective destination image. These measures are a composite score of four bipolar
scales including arousing-sleepy, exciting-gloomy, pleasant-unpleasant, relaxing-distressing.
In determining the measurement scale of affective destination image, it was felt that Russell’s
affect items did not adequately capture all the relevant affect information within wine tourism.
As a result, the four items used in Russell’s scale were included, not as a bipolar scale, however,
but using a Likert scale (also modified by Hosany & Gilbert, 2010; C. White & Scandale, 2005).
The items included arousing activities, exciting activities, pleasant experiences and chance for
relaxation. Additional items were included based on the results from Study 1 which found
issues such as discovering something new, romantic experiences, indulgent experiences and
opportunity to escape from daily life. Support for these items has also been found in Jang and
Cai (2002), Baloglu (1999), and Beerli and Martin (2004), who also used a seven-point Likert
scale.
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A total of 43 items were used to measure the functional destination image and affective
destination image attributes combined, and it was expected that 4-5 functional factors would
result, such as winery related features, infrastructure, atmosphere and service, and one affective
factor. Respondents rated their agreement with the items on a seven-point Likert scale, where
1 = strongly disagree, through to 7 = strongly agree.

6.2.4

Attitudes toward wine tourism

Attitudes toward wine tourism measure is a standard unidimensional measure of attitude used
by Ajzen (1987), Dabholkar and Bagozzi (2002), and Dubé, Cervellon and Jingyuan (2003).
Ajzen (1987) recommends the set of scales selected include adjective pairs of both types, as well
as the good — bad scale which tends to capture overall evaluation very well. Every second item
was reverse coded as recommended by Dabholkar and Bagozzi (2002) and also done by Ekinci
and Riley (2003).
The five items of attitude toward visiting a wine region was a seven-point semantic differential
scale with the following anchors: bad/good, unfavourable/favourable, dislike/like,
unpleasant/pleasant and harmful/beneficial.

6.2.5

Wine involvement

The involvement scale used was based on a wine involvement scale developed by Brown, Havitz
and Getz (2006) based on Laurent and Kapferer’s (1985) involvement scale. Brown et al. (2006)
found three factors: expertise, enjoyment and symbolic centrality. Questions developed by
Lockshin et al (2001) measuring product interest, importance, symbolic and hedonic aspects of
involvement were measured. Situation importance, consumption involvement and product
involvement were also included. The final involvement scale included 24 items on a sevenpoint Likert scale, where 1 = strongly disagree, through to 7 = strongly agree. Other elements
which were included to measure involvement were attendance at wine tastings, collecting
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wine, membership of wine clubs and previous attendance of wine appreciation, wine making or
wine tasting courses.

6.2.6

Wine knowledge

Wine knowledge has been integrated into the survey, as it was been found to impact selfcongruity and wine tourism (Mitchell & Hall, 2003). One item was included to measure wine
knowledge, based on self evaluation from none through to connoisseur.

6.2.7

Previous wine tourism experience

Previous wine related travel and past experience have been found to be linked to satisfaction
and future intentions (Brown & Getz, 2005). As a result, previous wine tourism experience
was included in the survey in order to categorise respondents as low or high wine tourists. A
profile of past wine related travel included issues regarding their last trip, previous number of
visits to wine regions, and their main reason for visitation.
Respondents’ satisfaction with their last trip was also captured in the survey, as this construct
is discussed in terms of a mediating variable to attitude and intention (Ekinci et al., 2008).
Three items were used to measure the unidimensional construct ‘satisfaction’ on a seven-point
scale, capturing satisfaction with their last trip, satisfaction with the wineries in the wine
region and satisfaction with facilities within the wine region.

6.2.8

Barriers

Barriers or inhibiting factors were developed from a variety of sources, including the results
from the qualitative study. Adapting items from the Theory of Planned Behaviour (Ajzen,
1985), and Sparks (2007b), seven items were developed using a seven-point Likert scale, where
1=strongly disagree through to 7=strongly agree. Barriers included: time, cost, friends not
interested, distance, concern over drinking and driving, issue of children/other dependents, and

128

or spouse not interested.

6.2.9

Demographics

General demographic factors incorporated into the questionnaire were: gender, age, country of
origin, education, income, employment status, current job/position, current life stage, and place
of residence. Additional items included: alcohol and wine consumption, wine purchase
behaviour.

6.3

Pilot Study

Prior to final data collection, it was necessary to pilot test the survey instrument in order to
determine both reliability and validity issues, as well as comprehension of the survey (Hair,
Bush, & Ortinau, 2003). The pilot surveys were distributed to staff who worked at Griffith
University on the Gold Coast, during the first week of July 2008. The staff included academic,
administrative and support staff. This sample group was deemed appropriate as they were
potential wine tourists, and wine tourists are generally from a broad cross sector of the
population. The self-administered surveys were delivered in a random fashion to mailboxes
across departments. A total of three hundred surveys were distributed, with a response rate of
18% (N = 54). Respondents were provided with an incentive to complete the survey, with the
opportunity to go into a draw to win a gift voucher to the value of $150 to dine at Laurleens
award winning restaurant at Sirromet Winery, in Mt Cotton Queensland. (See Appendix 4-1
for pilot study information).
Respondents were requested to provide feedback in the following areas: how long the survey
took to complete, if there were any questions that were unclear, if there were any words that
were unclear, and if they found it easy/hard to answer questions about unspecified wine
regions. Overall respondents felt that the survey was easy to follow and was completed in an
average of 17 minutes. A number of issues, however, were raised, and will be addressed in the
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following discussion.
The majority of respondents had previously visited a winery or wine region (81.5%), and the
average number of wineries visited was 7.5. There were high levels of satisfaction with their
previous wine regions visits. It would appear that the sample was biased toward wine
interested tourists, which is not representative of the Australian adult population.
Based on the feedback and results the following changes were made to the survey instrument:

6.3.1

Intention to visit wine regions

The dependent variable, intention to visit wine regions was measured with three items; however,
two time frames had been used to measure intent, which was within in the next 2 years, and
within the next 12 months. One time frame was then chosen (within the next 12 months) to
ensure consistency in the dependent variable.

6.3.2

Self-congruity - direct approach

Research dispels the myth of a ‘typical wine tourist’ as many regional differences were found in
the demographic profile of wine tourists, which was confirmed by the pilot study. The selfcongruity measure was found to be challenging for a few respondents, who tended not to be
highly involved with wine tourism. It was difficult to determine a general sense of a ‘typical’
wine tourist, as respondents felt that there were differences between wine tourists. It was also
felt that there were differences between wine tourists who visit different wine regions. As a
result, this question was reworded to be more specific to a particular wine region, which was
their favourite wine region. A directive statement was made, which is illustrated below.
Looking back at Question 20[Q20 Reflecting on the wine regions above, which is your
preferred or favourite wine region, within Australia?], recall your favourite wine region.
Now, based on your favourite wine region please take a moment to think about the
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typical person who visits this wine tourism destination. Imagine this person in your
mind. Now use adjectives to describe the person you imagined. The words I associate
with the tourist in my favourite wine region are: ___
Once respondents had identified the image of users to their ‘favourite wine region’, they were
then requested to rate their agreement or otherwise on statements measuring self-image. Nine
self-image items were used: actual self-image (3 items), ideal self-image (3 items) and social
self-image (3 items) using a seven-point Likert type scale.

6.3.3

Self-congruity - indirect approach

Results from the qualitative study and this pilot study, highlights the difficulties some
respondents experience in adequately answering self-congruity questions. This may be due to
social desirability bias which is common in personality variables and attitudes, as well as self
reported behaviours (Fisher & Katz, 2000). As self-congruity is a critical component of the
model, and there was the possibility of respondent error, an additional measure of selfcongruity was incorporated. This additional measure was developed as an indirect measure of
self-congruity. The self-image identification process involves conscious choice and
discrimination among possible identities; as a result, four wine tourism profiles were
developed, to allow respondents a choice of identities.
The four wine tourist profiles were adapted from wine tourism profiles from Mitchell, Hall and
McIntosh (2000), Charters & Ali-Knight (2002), Hall & Mitchell (2008) and Corigliano (1996,
as cited in Mitchell et al., 2000), in order to provide a fuller description of a wine tourist.
Respondents were requested to evaluate each of the four wine tourist profiles and rate their
actual self-image, ideal self-image and social self-image in relation to each of the four wine
tourist profiles. A description of each profile is listed below:
1.

Profile 1: The ‘wine lover’

The ‘wine lover’ knows wines and can discuss the finer points of wine with the wine-maker.
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Food and wine matching is important. Visits the winery for buying, tasting and learning about
wine.
2. Profile 2: The ‘wine interested’
The ‘wine interested’ tourist likes wines and has attended tastings and wineries before. Enjoys
food and exploring the countryside. Generally travels with friends to wine regions. Eager to
learn about wine.
3. Profile 3: The ‘wine curious tourist’
The ‘wine curious tourist’ has a low to moderate interest in wine, is motivated to visit the
region by non-wine reasons and wineries are seen as ‘just another attraction’. Is satisfied with
basic knowledge of wine.
4. Profile 4: The ‘disinterested wine tourist’
The ‘disinterested wine tourist’ visits wineries as part of a group, and sees it as an alternative to
a bar. Generally just concerned with drinking wine, and has no interest in learning about wine.

6.3.4

Functional destination image

From the pilot study, it appeared that it was more appropriate for respondents to choose their
favourite or preferred wine region in order to evaluate the destination image. Respondents
indicated their preferred wine region within Australia and then evaluated the destination
attributes based on this choice.
The functional and affective items were combined in the pilot study; however, the wording for
the items needed to clarify the difference between respondents’ beliefs about the functional
attributes versus their feelings about the affective attributes. As a result, the items for
functional attributes and affective attributes were separated.
Thirty seven items were used to measure respondents functional image attributes based on
their evaluation of a wine region. Some attributes were altered or removed from the pilot

132

survey due to low scores and were deemed not to be relevant to wine tourism destinations.
These included: interesting cultural activities (too vague, which was reworded), good
shopping, good nightlife, a variety of sports activities (reworded to outdoor recreation), trendy
place, exotic place, prestige and status, and unique architecture (reworded to be more specific),
and good quality of life.

6.3.5

Affective destination image

As mentioned in the previous section, the affective component of destination image was
measured separately due to the wording of affect. This required items being reworded to reflect
respondents’ feelings when visiting their favourite wine region, which included: relaxed,
indulgent, romantics, a sense of escapism, pleasant, fun, a sense of discovery, aroused, and
excited.

6.3.6

Attitudes toward wine tourism

One of the attitude items related to affective attributes was removed leaving the four items of
attitude toward visiting a wine region, using a seven-point semantic differential scale with the
following anchors: very bad/very good, really like/really dislike, very unfavourable/very
favourable and very appealing/very unappealing.

6.3.7

Wine involvement

Some of the items from the wine involvement scale were removed as the involvement construct
was felt to have become too general and the questionnaire to have become too long. These
included number of wine tastings, attending courses, and types of alcoholic beverages
consumed. The final involvement scale included 16 items using a seven-point Likert scale,
where 1 = strongly disagree, through to 7 = strongly agree.
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6.3.8

Wine knowledge

Wine knowledge was initially measured with only one item; however, it was felt that this did
not adequately capture the construct. Wine knowledge has two elements, subjective wine
knowledge, that is the level of wine knowledge that respondents think they have, and objective
wine knowledge, that is the level of wine knowledge that respondents actually have. The
subjective wine knowledge four item scale used was developed by Perrouty, d'Hauteville, &
Lockshin (2006). The objective scale developed by Forbes, Cohen and Dean (2008) contains
seven items testing actual wine knowledge. The seven statements test various aspects of wine
knowledge including varietal, regional, sensory and oenological knowledge.

6.3.9

Previous wine tourism experience

Previous wine related travel and past experience was expanded to include overseas experience.
Respondents’ satisfaction construct was also expanded with one extra item to ensure clarity.
Four items were used to measure the unidimensional construct ‘satisfaction’ on a seven-point
scale, capturing satisfaction with the winery(ies), facilities within the wine region, and
satisfaction with their overall experience. The fourth measure of satisfaction measured if the
overall experience met their expectations, as recommended by Spreng and Mackoy (1996).
Once these modifications were made to the questionnaire, it was administered to a pretest
sample. This convenience sample was obtained through the researchers’ known associates,
with a total of 10 respondents completing the survey. No further modifications were needed
from the feedback obtained. The final survey instrument is shown in Appendix 5-1.
An overview of the final list of items used to measure the constructs and where they were
derived are shown in Appendix 5-2.
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6.4

Sampling methodology

In order to test the proposed model it is considered pertinent to collect data from wine
consumers, as it has been shown that wine tourism behaviour is related to wine consumption
(Brown et al., 2006; Getz & Brown, 2006). The focus is on wine consumers, due to the notion
that reinforcing existing attitudes is more effective in increasing consumption (or visitation)
than trying to change the attitudes of ‘nonusers’ (Rink, 1998).
A sample of wine consumers was purchased from a mailing house, using the Great Australian
Survey conducted by Australia Post each year. The total number of wine consumers on this
database was 75,000, of which 5,000 was randomly selected to be representative of the
population across Australia. As a result, respondents were selected from all states, across both
genders, and all age groups over 18 years. This provided a sample with a larger proportion of
respondents from states such as New South Wales and Victoria as the population is larger in
these states. Of the 5,000 selected, 3,000 wine consumers were sent a survey via email
broadcast, and 2,000 were sent a survey via direct mail in September, 2008. The use of both
email and direct mail is recommended by Dillman et al. (2009) in order capture both markets
and improve response rates.
The survey included a privacy statement ensuring respondents that no individual information
would be released to any third party, and that the information would only be used in an
aggregate form.
An attractive incentive was deemed necessary to obtain an adequate response rate (Ryu,
Couper, & Marans, 2005). An incentive package was developed that involved a prize draw.
The first prize was a bottle of Penfolds Grange 1991 valued at approximately $380. The second
prize was a bottle of Wolf Blass Platinum 2004 valued at RRP $160. Three (3) runners up
received a Tenterfield saddler picnic blanket RRP $195 each. A full colour prize draw
competition entry form was created, which included attractive images of the bottles of wine
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with the terms and conditions on the reverse. See Appendix 5-1 for the prize draw entry form
with the terms and conditions.
A total of 3000 emails were sent, with a response of 416. Surveys which were inadequately
completed were deleted from the final analysis, resulting in 363 surveys. This represents a
response rate of 12.1%. Of the 2000 mail surveys sent, 116 were ‘returned to sender’, resulting in
1884 mail surveys being assumed to have been delivered. A total of 365 surveys were received,
with 3 incomplete and deleted from the analysis, resulting in 362 surveys. This represents a
response rate of 19.2% of the mail surveys.
Missing value analysis reduced the total from 725 surveys to 696 respondents, which will be
discussed further in section 7.6. The final sample size of 696 provides a margin of error of
approximately ± 3.7%. This was calculated based on an infinite sample size which offers the
maximum margin of error.
In order to determine if any non-response bias occurred, it is necessary to compare the profile of
respondents to the Australian wine consumer. Wine consumers tend to represent a large cross
section of the population and are often not profiled on demographic information alone but
segmented based on their lifestyle and psychographic factors. The author has not found any
one study which has been able to survey the whole Australian population of wine consumers.
Other research, however, does identify wine consumer segments. One study conducted on
Australian wine consumers found 45% of wine consumers were male, age ranging from 25-44
(45.8%), 45-64 (36.7%), and 12.9% of wine consumers are over 65 years of age (Stanford, 1999).
Bruwer et al. (2002) found 5 wine related lifestyle segments ranging in age, gender and wine
consumption. The sample profile is comparable to the broad cross section of wine consumers;
as a result, non-response bias appears to be minimal.
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6.5

Data Analysis

This section outlines the data analysis method used to test the proposed model, with a
discussion on the statistical tools used and the process of analysis involved for this research
report, providing rationale where required.

6.5.1

Structural Equation Modelling

Structural equation modelling (SEM) is an extension of other multivariate techniques such as
multiple regression, factor analysis and multivariate analysis of variance. However, SEM has
the ability to examine a series of dependence relationships simultaneously, allowing analysis of
complex theoretical models involving whole systems of conceptual relationships. Another
advantage of SEM is the ability to take random and systematic measurement error into account
(S. B. MacKenzie, 2001). Structural equation modelling is used for theory testing and
development; as a result, maximum likelihood (ML) is used as it is theory orientated and
emphasises the transition from exploratory to confirmatory analysis (J. C. Anderson &
Gerbing, 1988), using a two step approach.
This two step approach ensures that adequate processes have been taken for meaningful
inferences about the theoretical constructs and their interrelations (J. C. Anderson & Gerbing,
1988), and to ideally evaluate any misspecifications which may arise (Mueller & Hancock,
2008). The model building process involves two distinct models or steps, a confirmatory
measurement model and the structural model (B. M. Byrne, 1998; Kline, 1998).

6.5.2

Structural Equation Modelling – measurement model

The measurement model specifies how measured variables logically and systematically
represent constructs involved in the theoretical model (Hair, Black, Babin, Anderson, &
Tatham, 2006), and specifies a series of relationships that suggest how measured variables
represent a latent construct. It also provides the measurement properties of the observed
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variables through a confirmatory assessment of convergent validity and discriminant validity
through factor analysis. One of the advantages of confirmatory factor analysis is its ability to
assess the construct validity of a proposed measurement theory (Hair et al., 2006) and specify
the relationships between the observed indicators and the latent variables.
The first step of the confirmatory model is the determination of unidimensional or congeneric
latent variables within the model. As each unidimensional variable is measured by multiple
indicators it is necessary to determine unidimensionality of the latent variable, as it can
otherwise lead to measurement model misspecification (J. C. Anderson & Gerbing, 1982).
However, as not all constructs in the model were previously tested validated scales, it was
necessary to initially conduct exploratory factor analysis (EFA). Exploratory factor analysis is
necessary in reducing a large number of indicators into a more manageable set, particularly
when there is an absence of sufficiently detailed theory about the relations of the indicators to
the underlying construct (Gerbing & Anderson, 1988). As tourism literature is a developing
discipline, particularly within wine tourism, it was necessary to conduct exploratory factor
analysis on the constructs. Exploratory factor analysis (EFA) has been confirmed as useful
prior to confirmatory factors analysis (Hurley et al., 1997) in scale development and evaluation.
EFA was conducted on a calibration sample, which was drawn from the sample using a split
half random sample conducted in SPSS 16.0, as recommended by Byrne (1998) and Steenkamp
and Baumgartner (1998). The sample size of the calibration sample is N = 345 which is deemed
sufficient sample size, as 300 is a recommendation for item factor analysis (Gorsuch, 1997).
EFA, however, does not provide an explicit test of unidimensionality, therefore confirmatory
factor analysis (CFA) provides a more rigorous evaluation of unidimensionality according to
the constraints imposed by internal and external consistency (Gerbing & Anderson, 1988) and
in order to validate and confirm the scales (Chandon, Leo, & Philippe, 1997). CFA is used to
provide a confirmatory test of measurement theory. Confirmatory factor analysis was used for
hypothesis testing on latent variables using the validation sample which was the other half of
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the split half random sample (N= 351), in order to cross validate the results (Steenkamp &
Baumgartner, 1998). Reliability and discriminant validity was evaluated on the validation
sample. As Functional Destination Image was found to be a higher order construct, weighted
composite scores were created through a one factor congeneric model, where slight
adjustments were made to the construct. CFA was computed using LISREL 8.72.
The full measurement model was then analysed using CFA on the whole data set. Analysis of
reliabilities, validity, discriminant validity, and multicollinearity was conducted on the final
constructs in the model. A brief overview of structural equation modelling terms and Lisrel
notation is shown in Table 8.

6.5.3

Structural Equation Modelling – structural model

The final step of structural equation modelling follows with the analysis of the structural part
of the model, which determines the relationships between the latent variables. SEM provides
an improved analysis technique of empirically examining a theoretical model by involving both
the measurement model and the structural model in one analysis. That is, it takes information
about measurement into account in testing the structural model (Hair et al., 2006). Model fit
was determined, together with testing alternative models. Lisrel 8.72 was used to test the
structural model.
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Table 8: Notation for structural equation modelling
Lower
case
symbol

Upper
case
symbol

Name

Definition and description

Notation for latent variable model
Variables:

η

Η

Eta

Latent endogenous variable. Latent variables are unobserved variables
implied by the covariance’s among two or more indicators. Endogenous
construct or variable is the dependent or outcome variable in at least on
causal relationship.

ξ

Ξ

Xi

Latent exogenous variable. Latent variables are unobserved variables
implied by the covariance’s among two or more indicators. Exogenous
construct or variable that acts only as a predictor or ‘cause’ for other
constructs or variables in the model.

ζ

Ζ

Zeta

Latent errors in equations

β

Β

Beta

Coefficient matrix for latent endogenous variables

γ

Γ

Gamma

Coefficient matrix for latent exogenous variables

Coefficients:

Covariance matrices:

φ

Φ

Phi

E(ξξ’)(covariance matrix of ξ)

ϕ

Ψ

Psi

E(ζζ’)(covariance matrix of ζ)

Notation for measurement model
Variables:

y

-

Observed indicators of η

x

-

Observed indicators of ξ

ε

Ε

Epsilon

Measurement errors for y

δ

Δ

Delta

Measurement errors for x

λy

Λy

lambda
y

Coefficients relating y to η

λx

Λx

lambda
x

Coefficients relating x to ξ

Coefficients:

Covariance matrices:

θε

Θε

thetaepsilon

E(εε’)(covariance matrix of ε)

θδ

Θδ

thetadelta

E(δδ’)(covariance matrix of δ)

Notation for latent means structure

κ

kappa

The latent mean of a the exogenous construct, or ξ



alpha

The latent mean of a endogenous construct, or η



ν

Intercepts for x items associated with construct ξ

Source: Adapted from Bollen (1989b), and further definitions provided by Hair, Anderson, Tatham, and
Black (1998)
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6.5.4

Structural Equation Modelling – multigroup analysis

Finally the hypothesised effect that wine involvement is a moderating influence on
respondents’ intentions to visit a wine region was tested using multigroup analysis. A
moderating effect occurs when a third construct changes the relationship between two or more
related variables or constructs (Hair et al., 2006). A moderator means that the relationship
between two variables changes with the level of another variable/construct or in this case
between groups.
The first stage in multigroup analysis is the determination of groups. In this instance, it was
necessary to conduct exploratory factor analysis on the construct, wine involvement.
Confirmatory factor analysis is required to test the measurement component of the model for
both groups. The first stage in testing the structural component of the model is the
establishment of measurement invariance across groups before conducting substantive crossgroup comparisons (e.g. invariance of structural parameter estimates or tests of group mean
differences). This process of measurement invariance is increasingly recognised as important to
determine the validity of further quantitative comparisons (Garson, 2008b; Vandenberg &
Lance, 2000).
Comparability or invariance in models represent a continuum; however, Bollen (1989b)
describes the comparability into two overlapping dimensions: one is model form and the other
is similarity in parameter values. Two models are considered to have the same form if the model
for each group has the same parameter matrices with the same dimensions and the same
location of fixed, free and constrained parameters. Steenkamp and Baumgartner (1998)
highlight when models are considered invariant, then only partial measurement invariance is
achieved, as full measurement invariance rarely occurs.
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6.5.5

Structural Equation Modelling – mean structures

The final stage of determining the differences in the constructs through multigroup analysis is
to analyse the means of both the observed and the latent constructs. SEM uses the covariance
matrix which does not convey information about the means, and assumes the means in the
observed and latent factors are zero (Kline, 1998). The SEM approach to the analysis of means is
distinguished by the capability to test hypothesis about the means of latent variables. In
contrast, other statistical methods, such as the t-test, analysis of variance (ANOVA) or
multivariate analysis of variance (MANOVA) are concerned mainly with means of observed
variables. A scale score can be calculated through the sum, mean or weighted mean of items
responses. The use of t-tests or ANOVA is considered an inadequate approach of testing
subgroup differences as it is only evaluating the observed ratings and runs the risk of
misattributing difference due to a failure to consider the impact of measurement error (N.
Anderson, Lievens, van Dam, & Born, 2006). This is the principle advantage of SEM, as
estimating the error terms improves the estimate of the mean by partialing out variance
attributable to measurement error (Cheung & Rensvold, 2000).
Testing the structural model fit between groups is an extension of the multigroup CFA which
focused on testing the measurement invariance in the model. Using multigroup structural
equation modelling (MSEM) is an advantageous method of testing model invariance as it
involves simultaneous estimation of two groups through the use of a structural equation
modelling programs such as LISREL and AMOS. This simultaneous estimation allows some of
the effect coefficients to be constrained to be equal between the groups while other coefficients
vary between the groups (Hayduk, 1987). This will allow the use of between group constraints
to provide sufficient degrees of freedom to estimate the differences between groups. As
invariance of factor loadings, measurement error variances and factor variances and covariances
were already tested, this section will focus on the structural model.
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The first stage is to test whether the two groups have the same form without restricting any of
the nonfixed parameters, where a poor fit means that it makes little sense to move to the more
restrictive testing of parameter or hypotheses (Bollen, 1989b). This unconstrained multiple
group model serves as a baseline against which to judge more restricted models, where equality
constraints will be imposed on both the factor loadings and the structural paths (three γs and
one β) for the two wine involvement groups. The entire measurement model is hypothesised to
be equivalent across the groups. The testing hierarchy for a full structural equation model with
latent variables as suggested by Bollen (1989b) is shown in Table 9 (refer back to Table 8 for
notation if required).
Table 9: Multigroup structural testing model
Hform:

same dimensions and same patterns of fixed, free and constrained elements

HΒΓ:

Β(1) = Β(2)

Γ (1) = Γ (2)

HΒΓΛ:

Β(1) = Β(2)

Γ (1) = Γ (2)

Λ (1) = Λ (2)

HΒΓΛΘ:

Β(1) = Β(2)

Γ (1) = Γ (2)

Λ (1) = Λ (2)

Θ (1) = Θ (2)

HΒΓΛΘΨ:

Β(1) = Β(2)

Γ (1) = Γ (2)

Λ (1) = Λ (2)

Θ (1) = Θ (2)

Ψ (1) = Ψ (2)

HΒΓΛΘΨΦ:

Β(1) = Β(2)

Γ (1) = Γ (2)

Λ (1) = Λ (2)

Θ (1) = Θ (2)

Ψ (1) = Ψ (2)

Φ(1) = Φ (2)
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6.5.6

Validity and Reliability

Validity comes in many forms, however, it is generally agreed that construct validity is the
central concern in measurement (John & Benet-Martinez, 2000), where validity refers to the
accuracy of the measure , that is, the extent to which a set of measured items actually reflects
the theoretical latent variable. Construct validity has six forms: content, substantive,
structural, generalisability, consequential and external validity (John & Benet-Martinez, 2000).
The focus is on external construct validity which is made up of convergent validity and
discriminant validity. When items share a high proportion of variance this is known as
convergent validity. Discriminant validity is the extent to which a construct is distinct from
other constructs, which provides evidence that a construct is unique and captures some
phenomena other measures do not (Hair et al., 2006).
Reliability refers to the consistency of measurement. Reliability can be conceptualised as that
part of a measure that is free of purely random error, whilst validity exists when the measure is
a perfect representation of the variable the researchers intends to measure (Holmes-Smith,
2008). To test the reliability of factors, Cronbach’s alpha is commonly used; however, it has
been noted that Cronbach’s alpha may over or under estimate scale reliability (Raykov, 1997).
Cronbach’s alpha assumes the set of measures to be either parallel or tau-equivalent, and
ignores the impact of congeneric measures (Holmes-Smith, 2008). The formula used to measure
the composite reliability (CR) of a construct according to Hair et al. (2006) is computed from
the squared sum of factor loadings (λi) for each construct and the sum of error variances for a
construct (δi).
The average percentage of variance extracted (VE) measures the amount of variance that is
captured by the construct in relation to the amount of variance due to measurement error,
which is an indicator of convergence (Fornell & Larcker, 1981). Fornell and Larker (1981)
suggest that if VE is less than 0.50, the variance due to measurement error is larger than the
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variance captured by the construct, and the validity of the individual indicators, and the
construct is questionable. VE is calculated as the total of all squared standardised factor
loadings (λ), divided by the number of items (Hair et al., 2006):
Discriminant validity is the extent to which a construct is distinct from other constructs,
which provides evidence that a construct is unique and captures some phenomena other
measures do not (Hair et al., 2006). A test to measure discriminant validity (DV) is to compare
the variance-extracted percentages for any two constructs with the square of the correlation
estimate between the constructs. The variance-extracted estimates should be greater than the
squared correlation estimate (Fornell & Larcker, 1981). This method criterion is associated
with model parameters and recognises that measurement error can vary in magnitude across
indicators of a construct.

6.5.7

Fit Statistics

All overall fit measures in covariance structure models are based on the discrepancy between
the observed or sample covariance matrix and the model implied covariance matrix (Bollen,
1990; Coote, 2007). As the population parameter values are seldom known, the difference
between an observed, sample based covariance matrix and the implied by parameter estimates
are used to approximate the population discrepancy (Mueller & Hancock, 2008). Researchers
typically report from three classes of model fit: absolute fit statistics, residuals, incremental fit
and model parsimony.
Fit statistics evaluate the overall discrepancy between observed and implied covariance
matrices (Mueller & Hancock, 2008), in other words how well an a priori model reproduces
the sample data. The chi-square goodness-of-fit statistic (χ2) is traditionally viewed as the
most popular way of evaluating model fit, with other fit indices supplementing χ2. However,
problems evaluating models with χ2 have been recognised with sample size and the importance
of other indices has been accepted. Ideally the chi-square statistic is non-significant; however,
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it is well known that as sample size increases it significantly impacts chi-square test for model
fit (J. C. Anderson & Gerbing, 1988; Hayduk, 1996).
Other measures include: normed chi-square, root mean square error of approximation
(RMSEA) and goodness-of-fit index (GFI, use for multigroup analysis). The normed chi-square
or relative chi-square (CMIN) is computed by the chi-square divided by its degrees of freedom
(χ2/df), which has been suggested as an additional indicator of fit. Arbuckle and Wothke
(1999) suggest an acceptable value of the CMIN ranges from 5:1 to 2:1. However, Holmes-Smith
(2010) has stated acceptable levels to be between 1 and 2, where values less than 1 indicated
overfit. The RMSEA of 0.05 or less indicates a close fit suggesting that the model is tenable
(Browne & Cudeck, 1993). They also recommend a test of the hypothesis that RMSEA ≤ 0.05
(called PCLOSE). That is, PCLOSE is a p-value for testing the hypothesis that RMSEA ≤ 0.05
(indicating close fit) as opposed to the χ2 p-value that is testing the hypothesis that RMSEA = 0
(Holmes-Smith, 2010). The rule of thumb for RMSEA is that values of .05 or less indicate a
close fit, .06-.08 a reasonable fit, and values of .10 is the upper limit of acceptable fit according
to Byrne (1998). Also reported is the 90% confidence interval for this statistic (LO90 – HI90).
Narrower confidence intervals are indicative of good precision of the RMSEA value (Baldwin &
Caldwell, 2003). Mueller and Hancock (2008) also include the goodness-of-fit index (GFI) as
an absolute fit index. The GFI is generally not recommended for large models, as there is a
severe downward bias (J. C. Anderson & Gerbing, 1988); however, it performs consistently
with sample sizes of 250 or greater (Hu & Bentler, 1995). Values of 0.9 for GFI considered
marginally adequate (B. M. Byrne, 1998).
Model re-specification is often required in order to ensure a good fit, or to reproduce the
observed covariance matrix. Researchers generally consider T-values, the fitted and
standardised residuals, standardised root mean square residual (SRMR) and the root meansquare residual (RMR) and modification indices. T-values are used to determine the strength
and significance of each parameter estimate. Standardised residuals are the most useful source
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of information about model fit and model mis-specification (Coote, 2007). Large standardised
residuals indicate problematic variables or opportunities for model respecification. The RMR
is the square root of the mean of the square residuals, which if large, indicates that the average
residual is large. The standardised RMR should be assessed rather than the raw RMS when the
scales may have a high order of magnitudes. The suggested value of SRMR is less than 0.06 (Hu
& Bentler, 1999). Modification indices measure the expected reduction in the chi-square
statistic if a single constraint is relaxed and the model re-estimated (Jöreskog & Sörbom,
2004). Generally, any model respecification must be supported by theoretical rationale; as a
result, some model respecifications were not made.
Incremental indices assess absolute or parsimonious fit relative to a baseline model.
Incremental fit indexes are also called comparative fit indexes. Comparative fit is a form testing
for nested models, where comparative fit indexes evaluate the adequacy of a particular model
Mk in relations to the endpoint models, Mi and Ms on the continuum of models (Bentler, 1990).
Mi is typically the baseline model corresponding to uncorrelated measured variables, and Ms is
the least restricted or saturated model. Comparative fit indexes include Bentler and Bonett
(1980) normed fit index (NFI or Δ1) and the non-normed fit index (NNFI). The NFI has
problems with sample size, which is resolved by the NNFI. Other incremental fit measures
include incremental fit index (IFI or Δ2) by Bollen (1989a) which adjusts the NFI for sample
size and for the degrees of freedom. The comparative fit index (CFI) is preferred by Bentler
(1990) as it has the best index from IFI, NFI and NNFI. The normed fit index greater than 0.9 is
generally used as a rule of thumb; however, Hu and Bentler (1999) argue that 0.95 be replaced
as the general standard for minimum fit.
Measures of model parsimony evaluate the overall discrepancy between observed and implied
covariance matrices while taking into account a models complexity, and attempt to control for
over-fitting. The adjusted goodness-of-fit index (AGFI) adjusts for the bias of fit indexes
resulting from model complexity, and the Akaike information criterion (AIC) adjusts the
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statistical goodness of fit for the number of parameters estimated in the model (Hu & Bentler,
1995).
There are three major problems involved in using fit indexes for evaluating goodness of fit: small
sample bias, estimation effects, and effects of violation of normality and independence (Hu &
Bentler, 1999). As a number of indices are available to determine model fit, McDonald and
Marsh (1990) have recognised the conflict between sample size and model complexity, and as a
result, the indices used should be reflective of theoretical considerations. Marsh, Hau and Wen
(2004) warn against the general “rules of thumb” recommended cut-off values for assessing
model fit, and use measures taking into account sample size and complexity, as these impact
the overall levels of model misspecification. The key model fit indices to be used in this thesis
for both theoretical and historical reasons, include: chi-square, normed chi-square, RMSEA,
SRMR and CFI based on recommendations by Cheung and Rensvold (2002), and Mueller and
Hancock (2008). Generally, it is recommended to report a number of statistics, both normed
(means related to N) and non-normed (means not related to N), in order to give a more
complete evaluation of fit, as there is no general consensus on the best indices to use (Bollen,
1990). In summary, the key fit statistics which will be used in the model analysis are presented
in Table 10.
Table 10: Fit statistics
Classes of model fit

Fit statistic

Name

Abbrev.
2

Acceptable level

chi-square goodness-of-fit statistic

χ (df, p)

p > 0.05 greatly
effected by sample size

root mean square error of approximation

RMSEA

≤ 0.05

normed chi-square

χ /df

1.0 < χ2/df < 2.0

Residual

standardised root mean square residual

SRMR

< 0.06

Incremental fit

adjusted goodness-of-fit index

AGFI

> 0.95

comparative fit index

CFI

> 0.95

Akaike information criterion

AIC

Model parsimony

2
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6.5.8

Sample size

As will be shown in Chapter 7, the final model contains 19 indicator variables, and 45
parameters. Ullman (2001) estimates 10 subjects per estimated parameter as an adequate rule
of thumb, if the estimated size of effect is large and the data is normally distributed. This was
achieved within all the group analysis completed together with the final sample of 696.

6.5.9

Missing values

Missing values is an area of concern for a number of researchers, who have highlighted the lack
of attention to the analysis of missing values and the lack of reporting of missing values (Kline,
1998), which can lead to biased, inefficient (lacking in power) and unreliable results (Schafer &
Graham, 2002). With incomplete sample data, inferential procedures must also account for
uncertainty due to the unknown missing data values (Bodner, 2008). Missing value analysis is
necessary in order to identify incomplete data which may be missing systematically, and hence,
impact statistical procedures.
As a result, the first step of analysis involved cleaning the data to ensure there were no errors in
data entry, followed by missing value analysis. Cases were deleted where all key variables were
missing, that is, all self-congruity variables, all destination image variables, all intent variables,
or all attitude variables, reducing the dataset from 735 to 696. These may have occurred due to
fatigue, overlooked pages (in 7 cases) or lack of interest leaving particular sections unanswered.
However, due to the importance of these key constructs it was felt that these cases could not be
imputed as they are considered to have a non-random pattern.
Maximum likelihood (ML) estimation implemented by the Expectation Maximisation (EM)
algorithm in SPSS is the most common method of imputation, where one alternatively
estimates (expectation step) and maximizes (maximisation step) (Little & Rubin, 2002). This
method is considered superior to imputation by multiple regression (Garson, 2008b; Schafer &
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Graham, 2002), and other older methods such as listwise or pairwise deletion, substitution of
means, and other forms of single imputation (L. Collins, Schafer, & Kam, 2001). Muthen,
Kaplan, and Hollis (1987) have identified that ML estimation may be biased, but suggested that
the bias is less than that resulting from listwise deletion or pairwise deletion. Some recent
missing data studies have argued in favour of an “inclusive analytic strategy” that attempts to
recover some of the missing information by incorporating auxiliary variables into the
estimation routine (L. Collins et al., 2001; Enders, 2008), which is generally referred to as full
information maximum likelihood (FIML), and is known to reduce the potential for bias (L.
Collins et al., 2001; Muthen et al., 1987). This method is only useful if the Missing at Random
assumption is met, and if the cause of missingness is included in the analysis model. It was felt
that the cause of missingness was not able to be included in the model.
It has been argued by Rubin (1976) that missing data can be replaced with unbiased estimates
when data is missing at random (MAR). On the remaining 696 cases, Little’s missing
completely at random (MCAR) test was conducted, where Little’s MCAR chi-square=1172.88
(1052) and p value=0.005 is significant; therefore, it can be determined that the data are missing
at random (Garson, 2008b). There was no one case having no more than 23 missing variables
(from a total of 263). This is less than 1% of the full sample, which is considered unlikely to
impact the results (J. Cohen, Cohen, West, & Aiken, 2003). Listwise deletion would have
resulted in a remaining sample of 500 cases, which is considered a waste of a great deal of
complete data (Enders & Bandalos, 2001).
Missing value analysis was, therefore, performed using the EM estimation procedure within
SPSS to impute missing values. No values were imputed for demographic data. Missing values
were imputed for multi-item measures such as destination image, where up to 4 missing
variables were considered acceptable (from a total of 46 variables). There were no cases that
had more than two items missing for a composite variable such as the self-congruity measures,
attitudes or intention measures. This method assumes that the missing information does not
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convey any new information, that is, the data are missing at random, which provides the best
possible estimates of the population values through the maximum likelihood estimates (J.
Cohen et al., 2003). When data are missing in a small and apparently random fashion, in a study
in which the number of uses and users of the variables will be limited, the EM solution is seen
to the best (J. Cohen et al., 2003).

6.5.10

Data normality

Many multivariate procedures and statistical tests hold the assumption that the data is
normally distributed. Multivariate normality is the assumption that each variable and all linear
combinations of the variables are normally distributed (Tabachnick & Fidell, 2007). Normality
is assessed through skewness and kurtosis. Skewness has to do with the symmetry of the
distribution, where a skewed variable is a variable whose mean is not in the centre of the
distribution. Kurtosis refers to the distribution’s peakedness, where the distribution may be
too peaked (with short tails) or too flat (with long tails). A simple test is a rule of thumb based
on the skewness value. If the calculated z value exceeds a critical value, then the distribution is
nonnormal (Hair, Anderson, Tatham, & Black, 1995). A calculated value exceeding ±2.58
indicates that the assumption about normality of the distribution at the 0.1 probability level has
not been met.
Maximum likelihood (ML) estimation has generally been used in multivariate normally
distributed data; however, this is generally not applicable in practice. ML estimates have been
found to be quite robust to the violation of normality, generating reliable statistical results
(Amemiya & Anderson, 1990; Chou & Bentler, 1995).

6.5.11

Multicollinearity

It is also important to test the degree of multicollinearity which may be present in the data. If
multicollinearity is high in the data, it makes it more complicated to interpret the relationships
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because it is difficult to ascertain the effect of any single construct (Hair et al., 2006). The first
test of multicollinearity is the correlation matrix, where any correlations above 0.9 are an
indication of substantial collinearity between factors.

6.6

Chapter Summary

This study is using a postpositivist approach as it is concerned with testing the hypotheses of
the model through the measurement of quantitative variables (Neuman, 2006). The mode of
distribution of the questionnaire was through self-administered mail survey and selfadministered email survey. These two approaches were deemed the most appropriate in a cross
sectional survey of the target population.
The questionnaire consisted of items measuring the key constructs of interest within the
model. The dependent variable in this research study is “intention to visit a winery”. The
independent variables are self-congruity, functional destination image, affective destination
image, and attitudes toward wine tourism. Other constructs of interest include wine
involvement, wine knowledge, and demographic attributes.
The pilot study was conducted prior to final data collection, in order to determine both
reliability and validity construct issues, as well as comprehension of the survey (Hair et al.,
2003), with minor modifications made to the final survey instrument.
In order to test the proposed model it was considered pertinent to collect data from wine
consumers, as it has been shown that wine tourism behaviour is related to wine consumption
(Brown et al., 2006; Getz & Brown, 2006). A database of 75,000 wine consumers was used,
with a random sample of 5,000 selected to be representative of the population across Australia.
The final sample size of 696 provides a margin of error of approximately ± 3.7%.
The data analysis section outlines the process of data analysis, statistical tools used and the
steps involved, providing rationale where required.
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Structural equation modelling is used to analyse the proposed model. Advantages of SEM
include simultaneous evaluation of conceptual latent variables and the ability to take random
and systematic measurement error into account. The two step approach involves measuring
the confirmatory measurement model and then the structural model. The first step of the
confirmatory model is the determination of unidimensional or congeneric latent variables
within the model. Exploratory factor analysis was conducted using SPSS 16.0, whilst CFA was
computed using LISREL 8.72. The composite reliability was calculated for each construct, as
well as convergent validity, and discriminant validity.
The key model fit indices to be used in this thesis for both theoretical and historical reasons,
include: chi-square goodness-of-fit statistic, root mean square error of approximation, normed
chi-square, standardised root mean square residual, adjusted goodness-of-fit index, nonnormed fit index or Tucker-Lewis Index, comparative fit index and Akaike information
criterion. Other issues discussed include sample size determination, missing value analysis,
data normality and multicollinearity.

153

CHAPTER 7.

STUDY 2: RESULTS

This chapter presents the results from the quantitative study outlined in Chapter 6. The focus
of the analysis is twofold; first, the proposed model is tested to determine simultaneous
relationships between the latent variables and the overall fit of the model to the data as shown
previously in Figure 5. In effect, to determine the effect of self-congruity and the effect of
functional destination image attributes and affective destination image attributes of a wine
region, on attitudes to wine tourism, and on intentions to visit a wine region. The first stage of
data analysis is to evaluate the measurement model through the use of exploratory factor
analysis and confirmatory factor analysis, followed by the analysis of the structural model.
Second, the results will address the moderating impact of wine involvement through
multigroup analysis on the model relationships. Other research questions evaluated include
wine knowledge and wine tourism experiences of respondents, and its impact on future
visitation intentions. In order to fully understand the self-image congruity construct, an
analysis of the image of a wine tourist will be conducted from the perspective of high and low
wine involved consumers, as well as self-congruent and non self-congruent wine tourists.

7.1

Summary of the analysis process

The analysis process of Study 2 incorporates a number of stages in testing the proposed model,
as discussed in detail in Chapter 6. These stages are shown diagrammatically in Figure 7, as a
brief overview.

154

Figure 7: Stages of Analysis of the Main Structural Model

7.2

Exploratory factor analysis – calibration sample

Before testing any hypotheses, exploratory factor analysis was conducted on all items within
the expected model, in order to reduce the 62 variables into a small number of factors. The first
step required is to test the suitability of factor analysis through the Barlett’s Test of Sphericity
which is 6703.6 (df=465) with a significance level of 0.000, suggesting there are large
correlations amongst the items. The adequacy of the relationship between statements can be
tested using the Kaiser-Meyer-Olkin (KMO) statistic measures to determine whether the
correlations between pairs of variables can be explained by other variables. The KMO of 0.88
suggests that there is a factor structure underlying the data (Holmes-Smith, 2008).
Correlations between each pair of items were first examined to detect items that were
unrelated to all other image items, as factor analysis would be questionable if no correlation
exceeded .30 (Tabachnick & Fidell, 2007). This, however, did not yield any deletions of items.
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A calibration was drawn from the main data set in order to test the initial exploratory factor
analysis, which will then be tested again on a calibration sample. The calibration sample was
randomly selected (N = 345) from the full data set, on which exploratory factor analysis was
conducted. Principal-axis factoring (PAF) was used as the extraction method, as it is
recommended for the purposes of structural equation modelling (Garson, 2008a) using oblique
rotation where correlation between factors are expected (B. M. Byrne, 1993). Taking into
account sample size and the case/variable ratio, a minimum of 0.4 was used as the criterion for
judging the saliency of factory loadings (Gorsuch, 1974). No item was retained if it loaded at
more than 0.3 on any other factor, as it is an indication that there is communality with other
variables. An iterative process was undertaken, removing one item at a time that did not meet
these decision criteria, until a clean solution was obtained. The final solution retained 31 of the
62 initial items, resulting in seven factors. These factors were labelled Self-congruity, Wine
experience, Food experience, Wine regions, Affective Destination image, Attitude and Intent. All of the
constructs were found to be unidimensional except for Functional Destination image, which
was found to be made up of three factors: Wine experience (F1), Food experience (F2), and Wine regions
(F3). The total variance explained by the seven factors was 64%. See Table 11 for items and
factor loadings.
The results of the EFA were satisfactory and met the desired requirement of multiple indicator
measurement models, which is preferred because it allows the most unambiguous assignment
of meaning to the estimated constructs. Each estimated construct is defined by at least two
measures, and each measure is an estimate of only one construct (J. C. Anderson & Gerbing,
1988). Each construct will be discussed further below.
Self-congruity initially contained nine items, which was hypothesised to comprise a
multidimensional construct containing actual self-image (3 items), ideal self-image (3 items)
and social self-image (3 items). However, after exploratory factor analysis, it appears to be a
unidimensional construct within the context of this sample of wine tourists. A correlation

156

matrix identified items which were correlated; however, no correlations were above 0.9, and
therefore, they were not deleted from the initial analysis. However, due to cross loadings, the
final construct of self-congruity comprised 6 items, which were a combination of all three
dimensions of self-image, that is actual self-image, ideal self-image and social self-image. These
six items included: Self1 (actual), Self2 (ideal), Self3 (social), Self4 (ideal), Self5 (ideal), and
Self6 (social).

157

Table 11: Exploratory Factor Loadings for Wine tourism model (N = 345)
Factor loadings
Item

Item Description

Selfcongruity

F1 – Wine
experience

F2 – Food
experience

F3 – Wine
regions

Self4

The image of a wine tourist to my favourite wine region is how I
like to see myself

-0.94

Self6

The image of a wine tourist to my favourite wine region is
consistent with how I think others would see me

-0.90

Self3

Visiting my favourite wine region is consistent with how I think
others would see me

-0.87

Self5

A wine tourist to my favourite wine region reflects the type of
person I would like to be

-0.85

Self2

Visiting my favourite wine region is consistent with how I would
like to see myself

-0.84

Self1

The image of a wine tourist to my favourite wine region is
consistent with how I see myself

-0.76

Image37

Purchasing good wine

0.76

Image13

Wineries are visitor friendly

0.68

Image26

Opportunity to taste lots of wine

0.66

Image7

Premium quality wine

0.65

Image23

Winery staff knowledgeable about wine

0.64

Image34

A good opportunity to learn about wine

0.58

Image5

Lots of restaurants

0.95

Image6

Excellent restaurants

0.74

Image4

Art galleries and antique shops

0.56

Image31

Vibrant atmosphere

0.43

Image27

Large wine companies

0.83

Image28

The regions wines are famous

0.79

Image18

Modern wineries

0.47

Affect

Attitude

Intent
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Factor loadings
Item

Item Description

Selfcongruity

F1 – Wine
experience

F2 – Food
experience

F3 – Wine
regions

Affect

Attitude

Intent

Feel6

Fun

-0.82

Feel5

Pleasant

-0.78

Feel4

A sense of escapism

-0.66

Feel7

A sense of discovery

-0.62

Feel1

Relaxed

-0.56

Att2r

For me to visit a wine region, I would...really like/really dislike
(reversed)

-0.88

Att1

For me to visit a wine region would be…very bad/very good

-0.78

Att3

For me to visit a wine region, it would be…very unfavourable/very
favourable

-0.76

Att4r

For me to visit a wine region, it would be…very appealing/very
unappealing (reversed)

-0.68

Intent3

I intend to visit a winery within the next 12 months

-0.97

Intent2

I plan to visit a winery within the next 12 months

-0.93

Intent1

How interested are you in visiting a winery/wine region within the
next 12 months

-0.54

Eigenvalues

5.85

5.37

3.37

2.84

5.62

5.06

3.75

% of variance

10.59

28.54

4.00

3.43

5.33

2.75

9.38

Extraction Method: Principal Axis Factoring. Rotation Method: Oblimin with Kaiser Normalization.
Kaiser-Meyer-Olkin Measure of Sampling Adequacy = 0.88. Bartlett's Test of Sphericity: χ2 = 6703.6, df = 465, p< 0.000.
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The results suggest that Functional destination image is a higher order construct, as three factors
were found, which will be discussed further in section 7.4. Three initial factor structures
identified seven factors; however, there were many cross loadings between items.
The final factor structure was obtained through an iterative process, deleting statements with
the highest cross loadings with other factors, one at a time. These included items regarding the
environment: beautiful landscape, a clean environment, relaxed rural atmosphere, and an
appealing climate. Infrastructure items included: a range of outdoor recreation activities, a
range of accommodation, wine festivals and events, entertainment, and convenient to a major
city. Service related items included: an affordable place to visit, rich cultural heritage, good
service, wine trails are well posted, group tours of wineries, sustainable tourism, good transport
in the region, and information about the region is easy to obtain. Wine related items included:
boutique wineries, rustic traditional wineries, opportunity to meet the wine maker, and food
produce unique to the region. And finally social items which were deleted included: a day out,
opportunity to socialise, and cooking classes, also due to cross loadings.
The final factor structure of three factors resulted, labelled Wine experience (F1), Food experience
(F2), and Wine regions (F3). Wine experience (F1) comprises premium quality wine, wineries are
visitor friendly, winery staff knowledgeable about wine, opportunity to taste lots of wine, a
good opportunity to learn about wine, and purchasing good wine. All of these items reflect the
wine experience element of the wine tourism activity, that is, tasting premium quality wine,
where staff are friendly and knowledgeable. Together with providing an opportunity to learn
about wine and purchasing wine. The final items included: lots of restaurants, excellent
restaurants, art galleries and antique shops, and a vibrant atmosphere. These items represent
the food and cultural element of visiting a wine region, where a variety of restaurants are
wanted, with a vibrant atmosphere and boutique shopping. The final factor Wine regions (F3)
comprised modern wineries, large wine companies, and the regions’ wines are famous. As many
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of the wine regions visited are considered to be large wine regions within Australia, the link
between regions and the wineries within them is understandable. These three factors
contribute to a higher order construct of Functional destination image where the focus is on wine,
food and the region.
Affective destination image was a unidimensional construct as expected. To measure Affect nine
items were included in the survey. Based on the EFA results, there was evidence that several of
the Affect items cross loaded with other factors. Using an iterative process of item deletion
(starting with the largest cross loadings) the EFA was recalculated and a final Affect scale
comprised five items: relaxed, a sense of escapism, pleasant, fun and a sense of discovery.
Wine tourism attitude was measured using a four item semantic differential scale. All four items
were retained for further analysis as shown in Table 11.
Intentions to visit a wine region were measured with three items, how interested are you in visiting a
winery/wine region within the next 12 months, I plan to visit a winery within the next 12
months, and I intend to visit a winery within the next 12 months. The first intent item was
worded slightly differently to Intent2 and Intent3 items, which was apparent through
exploratory factor analysis, as the loading was somewhat lower than the other two items. All
three items were retained for further analysis in the CFA.
Exploratory factor analysis was determined to be a useful preliminary technique in scale
construction; however, to ensure unidimensionality as defined by Gerbing and Anderson
(1988), a subsequent confirmatory analysis was needed to evaluate and refine the resulting
scales.
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7.3

Initial confirmatory factor analysis – validation sample

The initial confirmatory factor analysis was conducted on the validation sample in order to
confirm the structure found in the exploratory factor analysis using principal-axis factoring
(PAF) extraction method. The validation sample (N = 351) was obtained from the whole sample,
which was the other half obtained for the calibration sample. Missing value analysis was first
performed using the EM estimation procedure within SPSS to impute missing values on the
validation sample. A matrix of 31 items was imported into Lisrel, where a covariance matrix
was generated. The assumption was made that the variables are continuous for the purposes of
SEM, as recommended by Holmes-Smith (2008).
The scale items were forced to load on the factors identified in the exploratory factor analysis.
All latent factors were permitted to correlate with other factors; however, no error terms were
allowed to covary. The analyses generated loadings of the latent variable on the scale items,
standard errors and t-values associated with these loadings, and various goodness-of-fit
statistics of the total model.
The CFA model with all the scale items from EFA resulted in an adequate fit to the data, χ2 =
907.46 (df = 413, p <.000), CMIN or χ2/df = 2.2, Satorra-Bentler χ2 = 743.75, CFI = 0.98, RMSEA =
0.05 (0.04, 0.05) and SRMR = 0.05. As discussed previously, the χ2 is significant; however, this
is expected due to sample size. The normed chi-square is just slightly above the ideal cut off of
2.0 at 2.2 considered a good ratio of χ2 to degrees of freedom. CFI is greater than .95, RMSEA
and SRMR is acceptable at 0.5. All factor loadings were significant with the lowest loading
being for the item in the Wine experience construct, image7 (premium quality wine) (loading =
0.56, standard error = 0.08, t = 7.3, p <0.001). Twenty three items had a squared multiple
correlations above 0.5, with only eight items below 0.5, intent1, att4r, image4, image31, image18,
feel1, feel4 and feel7 indicating that less than 50% of their variance is explained by its latent
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factor.
The fit indicators suggest a good fit; however, it is necessary to check standardised residuals
and modification indices in order to determine any necessary model respecification. A number
of standardised residuals were greater than 2.58 which is the critical value for statistically
significant differences between the predicted and observed models (B. M. Byrne, 1998). Three
items had standardised residuals greater than 4.0 which is an indication of problems or misfit
(Hair et al., 2006). Analysing these standardised residuals, a measure of self-image ‘a wine
tourist to my favourite wine region reflects the type of person I would like to be’ (self5) was a
problem with two other items. The second item was another measure of self-image ‘visiting my
favourite wine region is consistent with how I think others would see me’ (self3) which had the
second largest standardised residual of 6.5.
Evaluating the modification indices, the highest modification index indicated that freely
estimating the covariance between the error terms associated with Self3 and another self-image
measure ‘the image of a wine tourist to my favourite wine regions is consistent with how I
think others would see me’ (Self6) would improve the overall chi-square. The second highest
modification index was with Self5 and ‘the image of a wine tourist to my favourite wine regions
is consistent with how I see myself’ (Self1). Both of these items were part of the self-image
construct. As determined earlier, the self-image construct had originally been hypothesised to
be multi-dimensional; however, EFA determined the unidimensional nature of the construct.
Six items were being used to measure self-congruity, Self1 (actual), Self2 (ideal), Self3 (social),
Self4 (ideal), Self5 (ideal), and Self6 (social). It was felt that the two items of concern, Self 5
and Self3, could be deleted from the model, as they did not represent unique attributes to the
self-image construct.
Accordingly, the revised CFA model excluding the two deleted items resulted in an adequate fit
to the data, χ2 = 697.49 (df = 356, p <.000), Satorra-Bentler χ2 = 757.62, χ2/df = 1.96, CFI = 0.98,
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RMSEA = 0.04 (0.04, 0.05) and SRMR = 0.06. No standardised residuals greater than 4
remained. These results need to be taken together, as the model fit is good; however, the
residuals are slightly higher than 2.58 cut-off proposed by Joreskog and Sorbom (1988). Byrne
(1998) argues that if the model fits, it is not always necessary to keep modifying a model
because of the residuals, as this could lead to overfitting a model. Furthermore, MacCullum,
Roznowski and Necowitz (1992) states that it may be unwise to modify a model to achieve an
even better fit because modifications may simply be fitting small idiosyncratic characteristics of
the sample. See Table 12 for model fit comparisons.
Table 12: Initial confirmatory model fit indices
χ

2

df

p

χ2/df

CFI

RMSEA

SRMR

Initial
confirmation
CFA Model

907.46

413

.000

2.2

0.98

0.05

0.05

Revised CFA
model

697.49

356

.000

1.96

0.98

0.04

0.06

The construct reliability was high for the majority of constructs, with the lowest construct
reliability for Wine Regions (F3) of 0.79. This is considered adequate where the rule of thumb
suggests reliability greater than 0.7 (Garson, 2008a). The variance extracted (VE) of 0.5 or
higher is a good rule of thumb suggesting adequate convergence (Fornell & Larcker, 1981; Hair
et al., 2006). A VE of less than 0.5 suggests that on average, more error remains in the items
than variance explained by the latent factor structure imposed on the measure. Each latent
construct had a VE of greater than 0.5. See Table 13 for further details.
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Table 13: Factor loadings for wine tourism model revised CFA

Constructs

Items

Factor
loadingsa

Construct
reliabilityb

Average
variance
extractedc

0.91

77%

0.88

65%

0.93

76%

0.87

54%

0.82

54%

0.79

56%

0.85

54%

Intent
Intent1

How interested are you in visiting a winery/wine region
within the next 12 months

0.69

Intent2

I plan to visit a winery within the next 12 months

0.94

Intent3

I intend to visit a winery within the next 12 months

0.97

Attitude toward wine tourism
Att1

For me to visit a wine region, would be very bad/very
good

0.85

Att2r

For me to visit a wine region, I would really dislike/really
like

0.88

Att3

For me to visit a wine region, it would be very
unfavourable/very favourable

0.78

Att4r

For me to visit a wine region, it would be very
unappealing/very appealing

0.70

Self-congruity
Self1

The image of a wine tourist to my favourite wine region is
consistent with how I see myself

0.83

Self2

Visiting my favourite wine region is consistent with how I
would like to see myself

0.85

Self4

The image of a wine tourist to my favourite wine region is
how I like to see myself

0.95

Self6

The image of a wine tourist to my favourite wine region is
consistent with how I think others would see me

0.83

Wine Experience (F1)
Image37

Purchasing good wine

0.77

Image7

Premium quality wine

0.71

Image23

Winery staff knowledgeable about wine

0.68

Image26

Opportunity to taste lots of wine

0.78

Image13

Wineries are visitor friendly

0.75

Image34

A good opportunity to learn about wine

0.70

Food Experience (F2)
Image4

Art galleries and antique shops

0.60

Image5

Lots of restaurants

0.88

Image6

Excellent restaurants

0.81

Image31

Vibrant atmosphere

0.62

Wine region (F3)
Image18

Modern wineries

0.61

Image27

Large wine companies

0.80

Image28

The regions wines are famous

0.81

Affective destination image
Feel1

Relaxed

0.68

Feel4

A sense of escapism

0.68

Feel5

Pleasant

0.87

Feel6

Fun

0.80

Feel7

A sense of discovery

0.63

a

Based on the completely standardised loadings from Lisrel.

b

Construct validity was computed for each factor (Hair et al., 2006).

c

The average variance extracted was computed as an indicator of convergent validity (Hair et al., 2006).
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Discriminant validity is the measure that supports the notion that constructs are distinct from
one another. High validity then would represent a construct that is unique and captures some
phenomena that other measures do not (Hair et al., 2006). The measure of discriminant validity
is to compare the variance-extracted percentages for any two constructs with the square of the
correlation estimate between the constructs. The variance-extracted estimates should be
greater than the squared correlation estimate of the constructs (Fornell & Larcker, 1981).
As shown in the correlation matrix Table 14, the squared correlation estimate is less than the
variance extracted for each of the constructs. As a result, each construct can be considered
distinct from each other construct within the model, and represents an acceptable level of
discriminant validity.
Table 14: Correlation Matrix

Intent

Attitude

Selfcongruity

Wine exp

Food exp

F1

F2

Wine
region

Intent

1.00

Attitude

0.56

1.00

Self-congruity

0.22

0.32

1.00

Wine exp (F1)

0.26

0.43

0.28

1.00

Food exp (F2)

0.13

0.16

0.18

0.48

1.00

Wine region (F3)

0.14

0.13

0.20

0.46

0.36

1.00

Affect

0.27

0.53

0.43

0.56

0.30

0.20

7.4

Affect

F3

1.00

One factor congeneric analysis

Functional Destination Image was found to constitute a multidimensional construct, where the
initial confirmatory factor analysis results in the validation sample supported three factors,
titled Wine Experience, Food Experience and Wine Regions. This relationship within the context of
the whole model is considered a second-order or higher-order model. In order to reduce the
total number of items in the model, it is necessary to convert the second order factor analysis
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into composite scores in order to reduce the total number of items in the model, as suggested by
Holmes-Smith and Rowe (1994) and Butcher, Sparks, and O'Callaghan (2001). This is also
consistent with Anderson and Gerbing’s (1988) methodology. This approach is taken when the
model contains a large number of indicator variables, and a higher order factor structure is in
the model. Due to the number of elements which need to be measured in the final structural
model, it was deemed necessary to create composite scores for this one construct, Functional
Destination Image. The use of the composite scales reduced the total items in Functional Destination
Image from thirteen items to three items based on the composite scores. This data reduction
technique forms weighted composite variables rather than using unit weighted addition of the
indicator variables (Holmes-Smith, 2010). Note that the use of factor scores provides a
weighted estimate of the items; however, does not remove the problems with measurement
error present in the unadjusted variables (Bollen, 1989b). The one factor congeneric models
were conducted on the total sample (N = 696). Missing value analysis was first performed using
the EM estimation procedure within SPSS to impute missing values on the total sample (N =
696). A matrix of 29 items was imported into Lisrel, where a covariance matrix was generated.
The first stage of creating composite scores is to analyse each factor separately through
confirmatory factor analysis. As expected, the results below appear similar to the initial
confirmatory factor analysis; however, minor adjustments were made to one factor, Wine
experience.

7.4.1

Wine Experience (F1)

The initial model fit provided the following results: χ2 =48.29 (df = 9, p <.000), CMIN or χ2/df =
5.4, CFI = 0.99, RMSEA = 0.08 (0.06, 0.10) and SRMR = 0.03. This is not considered adequate,
with the CMIN just outside the acceptable range, and RMSEA is considered to be just
acceptable. Evaluating the standardised residuals, two items were greater than 4, ‘Premium
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quality wine’ (image7) and ‘Purchasing good wine’ (image37). Theoretically, it is apparent that
they both are measuring a similar concept of quality wine. After deleting image37, the model
provided an excellent result χ2 = 1.82 (df = 5, p <.87), CMIN or χ2/df = 0.4, CFI = 1.0, RMSEA = 0.0
(0.0, 0.02) and SRMR = 0.006. The construct reliability and average variance is shown in Table
15.
Table 15: Wine experience (F1)
Factor loadings

Items

Wine experience

Factor
loadingsa

Construct
reliabilityb

Average
variance
extractedc

Factor
scores
regressions

image7

Premium quality wine

0.64

0.84

52%

.21

image23

Winery staff knowledgeable about wine

0.75

.28

image26

Opportunity to taste lots of wine

0.78

.34

image13

Wineries are visitor friendly

0.72

.26

image34

A good opportunity to learn about wine

0.69

.20

a

Based on the completely standardised loadings from Lisrel.

b

Construct validity was computed for each factor (Hair et al., 2006).

c

The average variance extracted was computed as an indicator of convergent validity (Hair et al., 2006).

The composite score was calculated based on the factor score regressions provided by the one
factor congeneric model. The final weighted score for Wine experience was based on the weighted
factor scores equalling one.

7.4.2

Food Experience (F2)

The model fit was adequate with χ2 =9.88 (df = 2, p <.007), CMIN or χ2/df = 4.9, CFI = 0.99,
RMSEA = 0.07 and SRMR = 0.02. No standardised residuals were greater than 3. As shown in
Table 16, the construct reliability and average variance is satisfactory. The composite score was
calculated based on the factor score regressions provided by the one factor congeneric model.
The final weighted score for Food experience was based on the weighted factor scores equalling
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one.
Table 16: Food experience (F2)
Factor loadings
Factor
loadingsa

Construct
reliabilityb

Average
variance
extractedc

Factor
scores
regressions

Art galleries and antique shops

0.61

0.81

53%

.08

image5

Lots of restaurants

0.92

.54

image6

Excellent restaurants

0.77

.18

image31

Vibrant atmosphere

0.51

.07

Items

Food experience

image4

a

Based on the completely standardised loadings from Lisrel.

b

Construct validity was computed for each factor (Hair et al., 2006).

c

The average variance extracted was computed as an indicator of convergent validity (Hair et al., 2006).

7.4.3

Wine Region (F3)

The results for the third factor, Wine Region, obtained a perfect fit, also known as a saturated
model. This is a fully explanatory model in which there are as many parameter estimates as
degrees of freedom (Garson, 2008b) . This occurs when the model has all possible path arrows.
As show in Table 17, the construct reliability and average variance is satisfactory. The
composite score was calculated based on the factor score regressions provided by the one factor
congeneric model. The final weighted score for Wine experience was based on the weighted factor
scores equalling one.
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Table 17: Wine region (F3)
Factor loadings
Factor
loadingsa

Construct
reliabilityb

Average
variance
extractedc

Factor
scores
regressions

Modern wineries

0.58

0.77

54%

.13

image27

Large wine companies

0.88

.48

image28

The regions wines are famous

0.7

.18

Items

Wine region

image18

a

Based on the completely standardised loadings from Lisrel.

b

Construct validity was computed for each factor (Hair et al., 2006).

c

The average variance extracted was computed as an indicator of convergent validity (Hair et al., 2006).

Thus, the one factor congeneric analysis resulted in composite scores for the three dimensions
of functional destination image. These three composite scores are treated as indicators of the
latent variable, functional destination image.

7.5

Final Confirmatory Factor Analysis

The final confirmatory factor analysis (CFA) was conducted on all of the latent variables,
including the higher order construct, using Lisrel 8.72 (Jöreskog & Sörbom, 2004) with
maximum likelihood estimation. Missing value analysis was performed using the EM
estimation procedure within SPSS to impute missing values on the total sample (N = 696). A
matrix of 19 items was imported into Lisrel, where a covariance matrix was generated. This
data file comprised the items for Self-congruity (4 items), the composite scores for Functional
Destination image (3 items), Affective Destination image (5 items), Attitudes (4 items), and
Intentions (3 items). This is shown in Figure 8.
The scale items were forced to all load on the factors identified in the CFA validation sample.
All latent factors were permitted to correlate with other factors; however, no error terms were
allowed to covary. The analyses generated loadings of the latent variable on the scale items,
standard errors and t-values associated with these loadings, and various goodness-of-fit
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statistics of the total model.
The model resulted in an adequate fitting model to the data χ2 = 385.27 (df = 142, p <.000), CMIN
or χ2/df = 2.7, CFI = 0.98, RMSEA = 0.05, SRMR = 0.05. All factor loadings were significant with
the lowest loading being for the item ‘Wine Region’ in the Functional Destination Image
construct (loading = 0.44, standard error = 0.05, t = 9.2, p <0.001). Of the 19 items, only five items
had squared multiple correlations below 0.5, ‘Food Experience’ (Food_exp), ‘Wine Region’
(Region), ‘Relaxed’ (feel1), ‘A sense of escapism’ (feel4) and ‘A sense of discovery’ (feel7). This
indicates that less than 50% of its variance is explained by its latent factor. Eleven standardised
residuals were greater than 4, with Intent1 involved with 7 of the standardised residuals greater
than the recommended threshold of 4.0. Intent1 also had high modification indices. Viewing
the items which comprised the construct Intent, ‘Intent1’ was written in a different context to
‘Intent2’ and ‘Intent3’, which may have resulted in the discrepancy. This has been found in
other research where minor changes in wording impact the results. Therefore, it was decided to
delete ‘Intent1’ from further analysis. Two item measures have been supported in the literature
(Ajzen & Driver, 1992; Fache, 1994; Hagger & Chatzisarantis, 2006; Ibrahim & Najjar, 2008;
Netemeyer, Brashear-Alejandro, & Boles, 2004; Sonmez & Sirakaya, 2002) . Hong and Zinkhan
(1995) measured a similar construct of intent using 2 items, where their scores were combined
to provide an overall measure of intent. Two item measures are considered acceptable by key
theorists such as Anderson and Gerbing (1988) and Dabholkar and Bagozzi (2002).
It has been noted by Anderson and Gerbing (1988) that initially specified measurement models
almost invariably fail to provide an acceptable fit and some respecification and re-estimation is
necessary; however, the analysis is not strictly considered exclusively confirmatory. In order for
the model to remain confirmatory, it was acceptable to delete only one item from the final
model.
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Figure 8: Final Confirmatory Factor Analysis Model
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The final CFA resulted in a good fitting model to the data, χ2 = 262.26 (df = 125, p <.000), CMIN
or χ2/df = 2.1, CFI = 0.99, RMSEA = 0.04 (0.03, 0.05), SRMR = 0.03. There were three
standardised residuals which were greater than 4, with the largest of 5.1 between ‘Relaxed’
(feel1) and ‘Wine experience’ (wine_exp). This is not an unexpected finding as the wine
experience is generally described as relaxing, and this is a major motivation to wine tourism
(Alant & Bruwer, 2010). Hu and Bentler (1995) also recognise that the descriptive information
may be required to accompany the presented model fit, as some results can be misleading.
Hence, it was decided that this result would be accepted and no further modifications would
be made.
The construct reliability for all but one factor is above 0.8 which suggests good reliability, with
some factors achieving a construct reliability above 0.9 indicating that these measures
consistently represent the same latent construct (Hair et al., 2006). The only factor to achieve a
reliability of 0.60 is Functional destination image, as shown in Table 18. Each latent construct has a
variance extracted of greater than 0.5, except for Functional Destination image. Cross cultural
literature often cites variance extracted above 0.4 as acceptable (Dubé et al., 2003). The three
factors of the functional destination image construct have been included in the model as it was
felt that it was supported through the qualitative research results, where respondents would
consistently allude to the wine experience, the food experience and wine regions. The
literature also supports the separate affective and functional components of destination within
the model (Galloway et al., 2008; Getz & Brown, 2006; Orth et al., 2005). The low reliability
may also be a function of the power of the construct, which becomes more evident when
multigroup analysis is conducted on high wine and low wine involvement groups, where
functional construct is not significant for the high involvement group.
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Table 18: Final Confirmatory Factor Analysis Factor loadings for wine tourism model
Factor loadings

Constructs and items

Factor
loadingsa

Construct
reliabilityb

Average
variance
extractedc

0.96

92%

0.89

66%

0.93

78%

0.60

36%

0.84

51%

Intent
Intent2

I plan to visit a winery within the next 12 months

0.94

Intent3

I intend to visit a winery within the next 12 months

0.98

Attitude
Att1

For me to visit a wine region, would be very bad/very good

0.86

Att2r

For me to visit a wine region, I would really dislike/really like

0.87

Att3

For me to visit a wine region, it would be very
unfavourable/very favourable

0.81

Att4r

For me to visit a wine region, it would be very
unappealing/very appealing

0.71

Self-congruity
Self1

The image of a wine tourist to my favourite wine region is
consistent with how I see myself

0.86

Self2

Visiting my favourite wine region is consistent with how I
would like to see myself

0.87

Self4

The image of a wine tourist to my favourite wine region is
how I like to see myself

0.94

Self6

The image of a wine tourist to my favourite wine region is
consistent with how I think others would see me

0.84

Functional destination image
Wine_exp

Wine experience

0.85

Food_exp

Food experience

0.42

Region

Wine region

0.39

Affective destination image
Feel1

Relaxed

0.69

Feel4

A sense of escapism

0.63

Feel5

Pleasant

0.84

Feel6

Fun

0.77

Feel7

A sense of discovery

0.62

a

Based on the completely standardised loadings from Lisrel.

b

Construct validity was computed for each factor (Hair et al., 2006).

c

The average variance extracted was computed as an indicator of convergent validity (Hair et al., 2006).
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Discriminant validity is the measure that supports the notion that constructs are distinct from
one another. High validity then would represent a construct that is unique and captures some
phenomena that other measures do not (Hair et al., 2006). The measure of discriminant validity
is to compare the variance-extracted percentages for any two constructs with the square of the
correlation estimate between the constructs. The variance-extracted estimates should be
greater than the squared correlation estimate of the constructs (Fornell & Larcker, 1981).
The correlation estimates are shown in Table 19. The squared correlation estimate for each
construct is less than the variance extracted as previously shown in Table 18. As a result, each
construct can be considered distinct from each other construct within the model and
represents an acceptable level of discriminant validity.
Table 19: Correlation estimates between constructs
Intent to
visit

Attitude
to wine
tourism

Selfcongruity

Functional
destination
image

Intent to visit

1.00

Attitude to wine
tourism

0.58

1.00

Self-congruity

0.22

0.34

1.00

Functional
destination image

0.28

0.48

0.32

1.00

Affective
destination image

0.30

0.51

0.40

0.58

Affective
destination
image

1.00
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7.6

Structural model

The final step in the analysis process is investigating the relationships among the latent
variables through the structural model. Maximum likelihood estimation (MLE) is used to
compute the final solution; however, as the sample size is greater that 500, it becomes very
sensitive and almost any difference is detected as significant (Hair et al., 1995).
Assessment of the multivariate normality distribution of the observed variables, which are
defined as continuous variables, was conducted through PRELIS 2.72. Each of the variables
was found to be significantly negatively skewed, which can also be as a result of sample size
(greater than 200). Skewness values falling outside the range of -1 to +1 indicate a substantially
skewed distribution (Hair et al., 1995). The items which are considered substantially skewed
include: Intent1, Att1, Att3, Att4, and Feel5 (-1.35, -1.14, -1.21, -1.39 and -1.02 respectively). It is
recognised that much of the social and behavioural science data are not normally distributed. It
has been suggested by researchers that values greater than 3.0 seem to be described as
extremely skewed (Chou & Bentler, 1995; Kline, 1998). Hair et al (1995) recognise that if the
technique has robustness to departures from normality, then the original variables may be
preferred for the comparability in the interpretation phase. Dealing with nonnormal data,
however, does lead to upward bias in critical values for determining coefficient significance.
MLE is known to handle non-normal data and considered robust to the violation of the
multivariate normality assumption (T. W. Anderson & Amemiya, 1988; Chou & Bentler, 1995;
Hu & Bentler, 1992). It is also noted that data imputation will make nonnormal data more
normal that the rest of the data, but the dataset is so small that it will have no impact on the
overall results (Cole, 2008).
The structural model contains three exogenous latent variables: self-congruity (ξ1), functional
destination image (ξ2) and destination affect (ξ3), and two endogenous latent variables:
attitude toward wine tourism (η2), and intentions to visit wine regions (η1). The three
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exogenous latent constructs are measured by twelve indicator variables (x1 – x12), and the two
endogenous latent variables are measured by six indicator variables (y1 – y6). Self-congruity (ξ1),
functional destination image (ξ2) and destination affect (ξ3), create an attitude toward wine
tourism (η2), which leads to intentions to visit wine regions (η1). Direct paths from each
exogenous variable (ξ1 , ξ2 and ξ3) to intentions to visit (η1) will also be tested.
This type of general model is known as the MIMIC model, where it contains observed variables
that have multiple indicators and multiple causes of a single latent variable (Bollen, 1989b).
This recursive model has no feedback loops, and the residual error for the endogenous variables
(Attitude η2 and Intent η1) is uncorrelated. Each indicator item has an error variance term, and
there are three covariance coefficients (ϕ2 1, ϕ 3 2, ϕ 3 1) represented by the two headed errors
between the exogenous constructs, as shown in Figure 9.
A total of 171 degrees of freedom are available from 18 indicators. The total number of
parameters to be estimated is 46 parameter coefficients, based on the model as described below
(using 46 degrees of freedom):
18 loading estimates (12 λx and 6 λy)
18 error variance terms (12 θδ and 6 θε)
6 exogenous-endogenous structural terms (γ)
1 endogenous-endogenous structural term (β)
3 construct covariance terms (ϕ)
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Figure 9: Self-congruity and wine tourism full model
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The proposed model was fitted to the data through MLE using Lisrel 8.72. The overall fit of the
structural model to the data resulted in acceptable statistics as follows: χ2 = 271.29 (df = 126, p
<.000), CMIN or χ2/df = 2.2, CFI = 0.99, RMSEA = 0.04 (.034, .047) and SRMR = 0.03. The
minimum fit function χ2 = 264.24. The chi-square is significant; however, this is generally
expected due to sample size (J. C. Anderson & Gerbing, 1988; Hair et al., 1995). Testing models
with large sample sizes, however, are generally desirable, so the question that needs to be
addressed is how well a model approximates the observed data rather than whether or not the
model fits the data (Hoelter, 1983). CMIN is within the range of 1 to 5. The comparative fit
index (CFI) which is not sensitive to sample size, is above the recommended 0.90 level.
RMSEA value is below 0.05 which reflects a good fit, and SRMR is well below the marginal
acceptance level of 0.08. It should be noted when comparing the CFA fit and the structural
model fit, comparable results provide support for the validity of the structural theory of the
model (Hair et al., 2006), which can be seen in this study. These fit statistics suggest the model
provides a good overall fit. However, it is necessary to review model diagnostics in order to
determine if any model respecification is required.
Examination of path estimates from the factors to the variables, found significant parameter
estimates. The component measures are quite good, with most of the ML estimates at least
twice their standard errors, except for three paths which were found not significant (γ1 1, γ1 2 and
γ1 3). The first path which was found not to be significant is between self-congruity (ξ1) and
intentions to visit wine regions (η1). The second path that was not significant is between functional
destination image (ξ2) and intentions to visit a wine region (η1), and the third path was affective
destination image (ξ3) and intentions to visit a wine region (η1), as shown in Table 20. Together with
the path estimates, the standard errors and t-values are shown for each path in the model.
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Table 20: Lisrel parameter estimates

Parameter

Estimates

Standard
errors

t-value

λx1 1

1.37

0.05

28.01

λx2 1

1.29

0.05

28.65

λx3 1

1.46

0.05

32.59

λx4 1

1.28

0.05

27.18

λx5 2

0.63

0.04

17.87

λx6 2

0.46

0.05

9.89

λx7 2

0.44

0.05

9.18

λx8 3

0.55

0.03

19.58

λx9 3

0.75

0.04

17.51

λx10 3

0.70

0.03

25.53

λx11 3

0.70

0.03

22.81

λx12 3

0.63

0.04

16.90

λy1 1

1.65

0.05

34.82

λy2 1

1.73

-

-

λy3 2

0.81

-

-

λy4 2

0.85

0.03

28.51

λy5 2

0.91

0.04

25.46

λy6 2

1.05

0.05

20.95

γ1 1

0.03

0.04

0.83

γ2 1

0.14

0.04

3.43

γ2 2

0.25

0.06

4.45

γ1 2

0.07

0.05

1.42

γ2 3

0.32

0.06

5.84

γ1 3

-0.06

0.05

-1.26

β1 2

0.57

0.05

12.44

All of the squared multiple correlations (R2) for y-variables are greater than 0.5. The squared
multiple correlations for x-variables, however, had 5 variables less than 0.50. These are
Food_exp, Region, Feel1, Feel4, and Feel7, indicating that less than 50% of their variance is
explained by its latent factor.
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The R2 for the indicators of η1 (Intentions to visit a wine region) and η2 (Attitudes to wine tourism) are
moderate, at 0.34 and 0.33 respectively. The R2yi for one item ‘Intent3’, are high at 0.96
indicating 96% of the variance of this variable is accounted for by the latent variable Intention to
visit a wine region (η1). The highest indicator of Functional destination image is Wine_exp providing
77% of the variance explained; however, Food_exp and Region are not high contributors.
Affective destination image, similarly, had varying results with indicators explaining 40% to 70% of
the variance through the latent variable. The indicators for self-image congruence were fairly
good with 71% to 89% of variance explained by the latent variable self-congruity. See Table 21
for further details.
Table 21: Squared multiple correlations (R2)
x-variables

R2xi

y-variables

R2yi

Self1

0.74

Intent3

0.96

Self2

0.76

Intent2

0.88

Self4

0.89

Att1

0.74

Self6

0.71

Att2r

0.76

Wine_exp

0.77

Att3

0.65

Food_exp

0.18

Att4r

0.50

Region

0.15

Feel1

0.48

Feel4

0.40

Feel5

0.70

Feel6

0.60

Feel7

0.40

Analysis of standardised residuals for the model provides the maximum residual which was
found for the covariance between relaxed (Feel1) and Wine_experience of 5.08. This represents
a potential problem between the structural relationship of relaxed, an indicator of the Affective
destination image construct, and wine experience, an indicator of the Functional destination image
construct, as it is greater than 4.
The other standardised residual which was greater than 4 is between the covariance of Self6
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and Self4 of 4.45. These two variables are indicators of the latent variable, Self-congruity. Self6 is
‘The image of a wine tourist to my favourite wine region is consistent with how I think others
would see me’ which is a social self-image item. Self4 is ‘The image of a wine tourist to my
favourite wine region is how I like to see myself’ which is an ideal self-image item. Although
the standardised residuals for the covariance between these two items are large, they do not
necessarily imply a lack of fit of the model since they are both indicators of Self-congruity
(Ssicentral, 2010).
Evaluating the modification indices, the largest modification index is 23.68 for theta-delta
(θδ 8 5). This represents the error terms for ‘relaxed’ (Feel1) and Wine_Exp, which demonstrates
a correlation between the two error terms. This was identified in the CFA, and it was
understood that theoretically relaxation is linked to the Wine experience throughout the
literature, therefore no modifications were taken. As there is a theoretical foundation for
accepting the covariance, it is not necessary to make any further modifications (B. M. Byrne,
1998). There was also a large modification index of 19.8 for Self6 and Self4 as expected.
Comparing the structural model fit results to the final CFA model in section 7.5, we can see
that the results are comparable, and no erosion of fit occurred. Each hypothesis will be
discussed as shown in Table 22. Self-congruity was found not to have a significant positive effect
on intentions to visit (γ = 0.03); therefore, HO1 was not supported. Self-congruity, however, had a
significant positive on intentions to visit through the mediating variable attitude to wine tourism (γ =
0.14), supporting HO2.
Functional destination image and affective destination image, both were also mediated through attitude
toward wine tourism (γ = 0.25 and γ = 0.32 respectively). As a result, HO3 and HO5 were
supported. However, neither functional destination image nor affective destination image had a
significant direct effect on intentions to visit (γ = 0.07 and γ = -0.06 respectively); as a result, HO4
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and HO6 was not supported. Affective Destination Image provides a stronger significant
relationship with attitude toward wine tourism, than self-congruity or functional destination image.
As hypothesised with HO7, there is a strong positive relationship between respondents’
attitudes toward wine tourism (γ = 0.57) and their intentions to visit a wine region. Attitude toward wine
tourism was found to be the mediating variable for each of the exogenous variables on
respondents’ intentions to visit a wine region. The final results are shown in Table 22 and
Figure 10. The covariance matrix is supplied in Table 23.
Table 22: Results of hypothesis
Accept/
reject hypo
thesis

Hypo
thesis

Relationship

Para
meter

HO1

Self-congruity → intention to visit a wine region

γ1,1

0.03

0.04

0.83

Reject

HO2

Self-congruity → Attitude to wine tourism

γ2,1

0.14

0.04

3.43

Accept

HO3

Functional destination image → Attitude to wine
tourism

γ2,2

0.25

0.06

4.45

Accept

HO4

Functional destination image → intention to visit a
wine region

γ1,2

0.07

0.05

1.42

Reject

HO5

Affective destination image → Attitude to wine
tourism

γ2,3

0.32

0.05

5.84

Accept

HO6

Affective destination image → intention to visit a
wine region

γ1,3

-0.06

0.05

-1.26

Reject

HO7

Attitude to wine tourism → intention to visit a wine
region

β1,2

0.57

0.05

12.44

Accept

Estimates

Standard
errors

t-value
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Figure 10: Self-congruity and wine tourism structural model results
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Table 23: Covariance matrix
Variable

Intent3
1

Intent2
2

Att1
3

Att2r
4

Att3
5

Att4r
6

Self1
7

Self2
8

Self4
9

Self6
10

Wine_exp
11

Food_exp
12

Region
13

Feel1
14

Feel4
15

Feel5
16

Feel6
17

Intent3

3.13

Intent2

2.86

3.10

Att1

0.91

0.86

0.90

Att2r

0.78

0.74

0.69

0.95

Att3

0.88

0.87

0.75

0.77

Att4r

1.08

1.00

0.81

0.93

0.94

2.22

Self1

0.58

0.60

0.43

0.41

0.45

0.50

2.53

Self2

0.54

0.52

0.40

0.43

0.39

0.52

1.80

2.17

Self4

0.50

0.54

0.39

0.41

0.43

0.47

1.98

1.87

2.41

Self6

0.51

0.55

0.36

0.36

0.38

0.44

1.73

1.60

1.90

2.30

Wine_exp

0.35

0.31

0.24

0.27

0.27

0.33

0.30

0.30

0.27

0.22

0.51

Food_exp

0.30

0.32

0.16

0.18

0.16

0.15

0.25

0.21

0.28

0.23

0.28

1.20

Region

0.19

0.14

0.12

0.10

0.11

0.13

0.22

0.18

0.20

0.23

0.28

0.30

1.32

Feel1

0.34

0.35

0.24

0.26

0.30

0.35

0.35

0.37

0.32

0.27

0.26

0.18

0.10

0.63

Feel4

0.34

0.35

0.27

0.31

0.32

0.42

0.44

0.46

0.50

0.39

0.23

0.29

0.19

0.39

1.39

Feel5

0.29

0.28

0.26

0.29

0.32

0.41

0.39

0.37

0.34

0.26

0.25

0.18

0.12

0.40

0.53

0.70

Feel6

0.33

0.33

0.29

0.31

0.34

0.42

0.41

0.39

0.38

0.30

0.24

0.23

0.12

0.35

0.51

0.50

0.81

Feel7

0.42

0.39

0.29

0.31

0.29

0.42

0.46

0.43

0.47

0.35

0.23

0.16

0.13

0.32

0.54

0.40

0.48

Feel7
18

1.26

1.06

185

7.6.1

Alternate nested models

In order to ascertain that the model is the best fit amongst other a priori models, analysis of
alternate models is recommended (Mueller & Hancock, 2008). As discussed earlier, a chisquare value will be inflated for a larger sample size, leading to a statistically significant result,
thus erroneously implying a poor data fit to the model. A more appropriate use of the chisquare statistic in this situation would be to compare alterative models with the same sample
data, referred to as nested models (Schumacker & Lomax, 2010), to ensure the best fitting
model is found.
The first series of three alternate models tested the mediating variable of attitude on intent.
One method of comparing among nested models fit statistics, according to Mueller and
Hancock (2008), is with a formal chi-square difference test. That is, if Model 1 (with df1) is
nested within Model 2 (with df2), their chi-square fits statistics may be statistically compared
by Δχ2(df1 – df2) = χ2(df1) - χ2(df2). These two models will be compared to the model results discussed
above. The results are shown in Table 24, where all three models have a good fit with a
marginal difference between model 1, 2 and 3 (see Figure 21 in Appendix 6-1). The direct paths
for the exogenous variables, self-congruity (γ1 1), functional destination image (γ1 2), and affective
destination image (γ1 3), however, have no significant impact on intent, but are all mediated
through attitude. As a result, the final model for further analysis will be model 1, which is wholly
mediated by attitude, as expected from the earlier results.
In order to ensure that self-congruity significantly contributed toward consumers’ intentions,
self-congruity was removed from the model and re-run. This resulted in a poor fit: χ2 = 1164.72
(df = 72, p <.000), CMIN or χ2/df = 16.18, CFI = 0.90, RMSEA = 0.15 (.0.14, 0.16) and SRMR = 0.13.
See Figure 22 in Appendix 6-1. As a result, self-congruity is deemed to be a significant
contributor to wine tourism behaviour.
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Table 24: Data model fit and chi-square difference tests for alternate models
χ

2

df

p

χ2/df

CFI

RMSEA

SRMR

Model 1

273.24

128

.000

2.1

0.99

0.04

0.03

Model 2

272.16

127

.000

2.1

0.99

0.04

0.04

Model 3

271.29

126

.000

2.1

0.99

0.04

0.03

1.08

1

.000

1.95

2

.000

0.87

1

.000

Difference between
model 1 & 2
Δχ

2
(2)

=χ

2
(M1)

-χ

2
(M2)

Difference between
model 1 & 3
Δχ

2
(2)

=χ

2
(M1)

-χ

2
(M3)

Difference between
model 2 & 3
Δχ

2
(1)

=χ

2
(M2)

-χ

2
(M3)

* Note: model 1 is nested within models 2 and 3. Model 2: Path γ1 1 not significant, Model 3: Paths γ1 1 and γ1 3 not
significant
2

χ = chi-square, SRMR = standardised root mean square residual, RMSEA = root mean square error of
approximation, CFI = comparative fit index.

7.7

Moderating effects of wine involvement

To test the hypothesised effects of wine involvement as stated in section 5.9.4, it is first
necessary to test the different kind of invariances among the model for different groups (S.-Y.
Lee, 2007) through multigroup analysis. This is required in order to first determine if the same
model can be used to investigate differences among high involved wine consumers versus those
who are low involved wine consumers. The stages of multigroup analysis are shown in Figure
11 as a brief overview (see Chapter 6 for a detailed discussion).
Figure 11: Stages of multigroup analysis
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7.7.1

Wine involvement

It is argued in this thesis that wine involvement is likely to moderate the relationships
suggested in the proposed model. The extant literature suggests that wine involvement is a
multidimensional construct. An adapted 16 item scale was used to investigate wine
involvement. A similar approach to that described earlier was applied with an EFA being
conducted followed by multigroup confirmatory factor analysis.
A calibration sample was randomly selected (N = 347) from the full data set. Exploratory factor
analysis was conducted using principal-axis factoring (PAF) extraction method. Taking into
account sample size and the case/variable ratio, a minimum of 0.4 was used as the criterion for
judging the saliency of factory loadings (Gorsuch, 1974). No item was retained if it loaded at
more than 0.3 on any other factor, as it is an indication that there is communality with other
variables. An iterative process was undertaken, removing one item at a time that did not meet
these decision criteria, until a clean solution was obtained. The final solution retained 7 items
resulting in 2 factors: ‘Interest’ (F1) and ‘Enjoyment’ (F2). Items and factor loadings are shown
in Table 25. Barletts’s Test of Sphericity is 2132.63 (df=21) with a significance level of 0.000,
suggesting there are large correlations amongst the items. The adequacy of the relationship
between statements can be tested using the Kaiser-Meyer-Olkin (KMO) statistic measures
whether the correlations between pairs of variables can be explained by other variables. The
KMO of 0.84 suggests that there is a factor structure underlying the data (Holmes-Smith,
2008).
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Table 25: Wine involvement EFA

Factor loadings
Item

Item Description

F1 –
Interest

F2 –
Enjoyment

Wine14

I am very interested in wine

.885

Wine13

I find conversations about wine very enjoyable

.866

Wine11

I wish to learn more about wine

.760

Wine16

Deciding which wine to buy is an important decision

.637

Wine2

I consider wine to be a central part of my lifestyle

.505

Wine9

For me, drinking wine is a pleasurable experience

.915

Wine12

Wine is enjoyable to drink socially

.728

Eigenvalues

3.77

1.07

% of variance

48.52

10.40

Extraction Method: Principal Axis Factoring. Rotation Method: Oblimin with Kaiser Normalization. KaiserMeyer-Olkin Measure of Sampling Adequacy = 0.84. Bartlett's Test of Sphericity: χ2 = 2132.63 df = 21, p<
0.000.

The objective of multigroup analysis is to estimate if the model parameters vary across the two
groups. This is accomplished through the imposition of cross group equality constraints to
determine invariance between the groups. In order to determine invariance or otherwise
between high and low wine involvement consumers, it was necessary to create two groups
(high and low involvement groups), using only one factor. F1 ‘Interest’ was chosen as a
high/low involvement differentiator as it explained the greatest amount of variance (48.52%) of
the involvement construct. The scale used for the items, was a seven point scale, where
1=strongly disagree, 2=disagree, 3=somewhat disagree, 4=neutral, 5=somewhat agree, 6=agree, and
7=strongly agree. It was determined that for a respondent to have an interest in wine, they
would need a score of 5 or more to be considered ‘interested’ (on the 7 point scale, where 1 =
strongly disagree, 2 = disagree, 3 = somewhat disagree, 4 = neutral, 5 = somewhat agree, 6 = agree,
and 7 = strongly agree). Two groups were formed, based on their mean scores for Factor 1 only.
The low involvement group had a mean less than five (N = 358), and the high involvement group
had a mean of five or higher (N = 322). This approach was similar to the median split approach
used by Flynn and Goldsmith (1993), Galloway et al. (2008) and Lockshin et al. (2001) who
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split the distribution at the median distribution of responses. This, however, is not applicable
in this context since the median point may not represent the logical point of involvement which
in this case would be 5 or greater (on the 7 point scale).
For high and low involvement groups, similar results were obtained where the factor loadings
for each individual item on its respective construct were statistically significant (p<.001) in
support of the dimensionality of the construct. This measure of invariance is configural
invariance, where the principle of simple structure implies that the items comprising the
measurement instrument should exhibit the same confirmation of salient and nonsalient factor
loadings across groups (Steenkamp & Baumgartner, 1998). This determination of measurement
invariance is necessary in order to ensure the conclusions based on the scale are not ambiguous
or erroneous (Steenkamp & Baumgartner, 1998).

7.7.2

Wine involvement: Multigroup Confirmatory Factor Analysis (MCFA)

Multigroup analysis is used to test the moderating effects of wine involvement. In order to
make valid comparisons between relationships in the structural model, metric equivalence
must first be established by testing the measurement model using multigroup confirmatory
factor analysis (MCFA) (Hair et al., 2006). Several steps need to be evaluated prior to making
conclusions regarding the high and low wine involvement groups. The first step is loose crossvalidation, which involves attempting to reproduce the results using the same CFA model. The
CFA model was tested for each group separately, where the fit was found to be similar in both
groups. The fit statistics were also found to be acceptable; therefore, it was possible to proceed
to the next step. Results are shown in Table 26.
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Table 26: CFA cross validation

χ2
df
P
CFI
SRMR
RMSEA

High wine involvement

Low wine involvement

173.58

228.16

125

125

0.003

.000

0.987

0.984

0.039

0.036

0.035

0.048

2

χ = chi-square, SRMR = standardised root mean square residual, RMSEA =
root mean square error of approximation, CFI = comparative fit index.

The next step was to determine factor structure equivalence. This involves simultaneously
estimating the CFA model using data from both groups. This model is referred to as totally free
multiple group model (TF) or sometimes referred to as unconstrained model (Holmes-Smith,
2010),where all parameter estimates are freely estimated for both groups. This test is also
known as configural invariance (Hair et al., 2006). These fit indices now refer to how
accurately the measurement model reproduces the covariance matrix for both high and low
wine involvement groups. The two group CFA has χ2 (250) = 401.74, p <.001. The RMSEA is
0.042, CFI is 0.99. These results support the measurement model; thus, the same factor
structure is appropriate for either group, as shown in Table 27.
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Table 27: Tests of invariance between high and low wine involvement groups
χ2/df

Model

χ2

df

Factor structure equivalence

401.74

250

1.61

0.99

0.036

0.042

Partial measurement
invariance

411.84

256

1.61

0.98

0.053

0.042

Factor loading equivalence

467.74

268

1.75

0.98

0.091

0.047

Interfactor covariance
equivalence

427.16

266

1.61

0.98

0.051

0.042

U χ = 25.45
insignificant

Error variance equivalence

561.82

284

2.0

0.97

0.054

0.062

U χ = 160.34
insignificant

CFI

SRMR

RMSEA

Comments
Reasonably good fit
2

U χ = 10.1 insignificant
2

U χ = 66 significant
2

2

Factor loadings equivalence is a test that constrains the loading estimates to be equal in each
group (also known as metric or measurement invariance). When all factor loadings are held to
be equal (lambda coefficients), the change in the model results had significantly worsened the
χ2 statistic, with χ2 (268) = 467.74, p <.001. By constraining the loading estimates, it has
worsened the model fit. As a result, the model lacks factor loadings equivalence and that cross
validation of the groups only extends to equivalent factor structures.
Measurement invariance is interested in evaluating meaningful comparisons about the strength
of relations between constructs from one group to another. Full measurement invariance
cannot be supported unless factor loadings equivalency is also supported since it suggests that
the loadings vary significantly between the two groups. However, in practice partial metric
invariance is considered sufficient to enable comparisons of relationships between groups (B.
M. Byrne, Shavelson, & Muthen, 1989; Hair et al., 2006). One to two items per factor were
tested and found to not worsen the fit of the model. The effect of the number of invariant items
is not clear in the literature, which ranges from the majority of items on a given latent variable
(Reise, Widaman, & Pugh, 1993), 2 items per factor are tested to be invariant (Hair et al.,
2006), to at least one item which is invariant (Cheung & Rensvold, 1998; Steenkamp &
Baumgartner, 1998). The parameters which were tested to be invariant in the partial
measurement model include: λx1 1, λx6 2, λx10 3, λx13 4, λx14 5, λx18 5.
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Interfactor covariance was tested and the chi-square difference was found to be insignificant,
suggesting that the covariance between factors for both models is invariant. Error variance and
co-variance amongst the error terms was also constrained to be equal for both groups, which
resulted in a drop in all fit statistics. As a result, error variances differ between groups for each
item.
Intercept invariance was tested which is establishing scalar invariance before group means for
the latent constructs can be measured. After parametering the measured variable zero intercept
and constraining the intercept terms to be equal, this resulted in the Uχ2 (18) = 17.4 which is
not significant. As a result, full scalar invariance is established since the added constraint does
not significantly harm fit.
See Table 28 for the covariance matrices for both high and low involvement groups.
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Table 28: Covariance matrices for high and low wine involvement groups
Intent3
1

Intent2
2

Att1
3

Att2r
4

Att3
5

Att4r
6

Self1
7

Self2
8

Self4
9

Self6
10

Wine_
exp
11

Food_
exp
12

Region
13

Feel1
14

Feel4
15

Feel5
16

Feel6
17

Feel7
18

Intent3

3.52
1.90

3.21

1.83

0.96

0.74

0.84

1.01

0.44

0.38

0.34

0.45

0.21

0.23

0.26

0.19

0.16

0.18

0.24

Intent2

1.72

3.33
2.11

1.73

0.94

0.70

0.82

0.91

0.44

0.38

0.35

0.44

0.16

0.27

0.16

0.24

0.21

0.18

0.25

Att1

1.00

0.99

2.08
1.30

0.87

0.79

0.83

0.93

0.30

0.38

0.35

0.31

0.28

0.17

0.22

0.23

0.25

0.29

0.29

Att2r

0.39

0.35

0.33

1.08
0.44

0.76

0.86

0.84

0.38

0.33

0.36

0.34

0.23

0.12

0.17

0.16

0.23

0.25

0.27

Att3

0.32

0.30

0.28

0.31

1.02
0.54

0.82

0.97

0.26

0.31

0.29

0.28

0.21

0.10

0.10

0.16

0.27

0.29

0.29

Att4r

0.48

0.49

0.34

0.36

0.41

1.32
0.91

0.95

0.29

0.24

0.29

0.27

0.25

0.10

0.16

0.25

0.31

0.32

0.34

Self1

0.61

0.58

0.56

0.46

0.54

0.60

2.34
1.73

0.47

0.46

0.40

0.47

0.27

0.07

0.17

0.25

0.33

0.42

0.40

Self2

0.26

0.34

0.19

0.22

0.28

0.37

0.25

2.42
2.38

1.71

1.88

1.69

0.21

0.20

0.31

0.29

0.47

0.37

0.43

Self4

0.24

0.22

0.26

0.21

0.25

0.27

0.29

1.63

2.12
1.87

1.79

1.61

0.22

0.15

0.14

0.31

0.44

0.36

0.39

Self6

0.24

0.33

0.22

0.17

0.28

0.33

0.28

1.86

1.62

2.33
2.21

1.87

0.16

0.27

0.26

0.24

0.51

0.34

0.40

Wine_ exp

0.21

0.32

0.17

0.15

0.19

0.27

0.14

1.57

1.28

1.68

2.24
2.10

0.16

0.22

0.19

0.27

0.49

0.28

0.34

Food_ exp

0.14

0.12

0.13

0.10

0.14

0.12

0.19

0.18

0.19

0.20

0.12

0.52
0.30

0.22

0.32

0.25

0.19

0.25

0.21

Region

0.09

0.09

0.12

0.08

0.10

0.07

0.08

0.18

0.15

0.20

0.12

0.18

1.04
1.24

0.29

0.14

0.24

0.15

0.19

Feel1

0.00

-0.01

0.16

0.01

0.02

-0.02

0.00

0.07

0.10

0.03

0.19

0.14

0.24

1.22
1.33

0.12

0.17

0.16

0.20

Feel4

0.22

0.19

0.20

0.15

0.17

0.18

0.26

0.27

0.29

0.26

0.12

0.18

0.13

0.04

0.7
0.46

0.40

0.44

0.34

Feel5

0.23

0.20

0.24

0.15

0.16

0.16

0.32

0.27

0.30

0.34

0.13

0.17

0.26

0.13

0.28

1.33
1.37

0.63

0.63

Feel6

0.16

0.16

0.20

0.13

0.16

0.20

0.28

0.29

0.25

0.24

0.10

0.16

0.10

0.06

0.28

0.35

Feel7

0.18

0.18

0.18

0.16

0.17

0.21

0.29

0.24

0.25

0.24

0.14

0.17

0.19

-0.01

0.27

0.32

Variable

0.74
0.53
0.35

0.56
0.88
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Variable

Intent3
1

Intent2
2

Att1
3

Att2r
4

Att3
5

Att4r
6

Self1
7

Self2
8

Self4
9

Self6
10

Wine_
exp
11

Food_
exp
12

Region
13

Feel1
14

Feel4
15

Feel5
16

Feel6
17

Feel7
18
0.67

Note: Top half is low wine involvement covariance matrix, and the bottom half is high wine involvement covariance matrix.
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7.7.3

Wine involvement: Multigroup Structural Equation Model (MSEM)

Testing the structural model fit between groups is an extension of the multigroup CFA which
focused on testing the measurement invariance in the model. As outlined earlier, the
hypothesis of interest is to test if the same model is valid for both high and low involvement
groups. In addition, it is to test if the same relationship exists between latent indicators, that
is, to determine differences between attitudes to wine tourism and intentions to visit between
high and low involvement groups. The first stage is to test whether the two groups have the
same form. This unconstrained multiple group model serves as a baseline against which to
judge more restricted models, where equality constraints will be imposed on both the factor
loadings and the structural paths (three γs and one β) for the two wine involvement groups.
The entire measurement model is hypothesised to be equivalent across the groups. Parameters
are free and the specification of the start value is set for all, as recommended by Byrne (1998).
This will constrain the parameters between self-congruity, functional destination image, and
affective destination image to attitude and intent, which will determine the degree of
invariance that best matches the data through testing each model.
In order to set the scale for the latent variable, it is necessary to either set the coefficients
relating to the latent variable to 1, or the variance of the latent variable to 1. In this case, the
latent errors (ζ) of the latent endogenous variables η1 and η2, and latent exogenous variables ξ1,
ξ2, and ξ3 were set to 1. Start values were supplied in order to assist LISREL with the iterations.
The first model tested was Hform, the unconstrained model or baseline model. The model fitted
both the high involvement group and the low involvement group sample data well, with χ2 =
416.55 (df = 256, p <.000), CFI = 0.98, RMSEA = 0.04. The GFI for high wine involvement group
is 0.94, whilst the low wine involvement group is 0.93. All the fit indices provide support that
the same model form holds for both groups. See Table 29 for full results.
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Table 29: Tests of invariance for high and low wine involvement groups
Hypothesis

χ2

df

Prob

NNFI

RMSEA

CFI

416.55

256

0.000

0.98

0.043

0.98

418.71

259

0.000

0.98

0.043

0.98

2.16

3

0.539

419.18

260

0.000

0.98

0.042

0.98

2.63

4

0.621

517.14

278

0.000

0.97

0.050

0.98

100.59

22

< 0.001

635.10

296

0.000

0.96

0.058

0.97

218.55

40

< 0.001

634.98

295

0.000

0.96

0.058

0.97

218.43

39

< 0.001

650.21

298

0.000

0.96

0.059

0.96

233.66

42

< 0.001

Hform

Δχ2

-

Δdf

-

Prob

-

HΒΓ(only ϒ21)
HΒΓ
HΒΓΛ
HΒΓΛΘ
HΒΓΛΘΨ
HΒΓΛΘΨΦ

Tests for metric invariance may only be undertaken if configural invariance is supported
(Vandenberg & Lance, 2000). As a result, the next model constrained beta and gamma and
since the relationship between self-congruity and attitude is of interest, ϒ21 is constrained to be
equal in both groups, where ϒ21 (1) = ϒ21(2). The CFI and RMSEA both remain unchanged. The
chi-square difference (Δχ2) of Hform and HΒΓ is 2.16 with 3 df , which is not significantly different
from the baseline model. Constraining all of the gammas in the model (HΒΓ) also provided very
similar results (see Table 29). This suggests that constraining these parameters does not
produce a worse fit; therefore, the model parameters of beta and gamma are the same for both
groups, which implies that the model applies across group.
With the high wine involvement group, both self-congruity and affective destination image had
a significant positive relationship to attitude toward wine tourism. The path between affective
destination image had a stronger relationship with attitude toward wine tourism (γ1 3(1) = 0.47)
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than self-congruity (γ1 1(1) = 0.15). High wine involvement respondents have a non significant
path between the functional destination image and their attitude toward wine tourism, as
shown in Figure 12.
This differed with low wine involvement respondents, where their self-congruity was not
significant to their attitude toward wine tourism (γ1 1(2) = 0.12), whilst functional destination
image (γ13(2) = 0.28) and affective destination image (γ1 3(2) = 0.29) both were approximately equal
in their effect on attitudes toward wine tourism. As shown in Figure 13.
The relationship between attitude to wine tourism and its impact on intentions to visit a
winery were positively significant for both high (β1 2(1) = 0.47) and low (β1 2(2) = 0.53) involvement
groups.
Adding the next restriction on the lambda coefficients, however, provides a significant chisquare difference suggesting a worse fit of the model if the parameters are constrained. The
lambda coefficients are significantly different for the high and low involvement groups, as
expected from the results of MCFA; therefore, partial invariance was estimated (as discussed
earlier when conducting MCFA).
As the chi-square values of the baseline and constrained models are not significantly different,
one can conclude that there is a moderating effect on the relationships in the model and that
their effect differs by group (Reisinger & Mavondo, 2006).
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Figure 12: High involvement group unconstrained
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Figure 13: Low involvement group unconstrained

7.7.4

Wine involvement: Testing for invariant latent mean structures

In order to determine if there are mean differences between the constructs in the model for high
and low wine involvement groups, it is necessary to test the invariant latent mean structure of
the model. This will determine if differences are found between the level of self-congruity,
functional and affective destination image variables on the attitude toward wine tourism and
intentions for future visitation.
Means and standard deviations of the observed variables were added to the input file for both
groups, as shown in Table 30. The model line in Lisrel was expanded to include four new
specifications, the intercept term in the relationships and the mean values of the latent
variables. These were freely estimated in the high involvement group, whilst they were
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invariant in the low involvement wine group (B. M. Byrne, 1998). This specifies that the latent
mean values are constrained to be zero for the low involvement wine group in order to estimate
latent mean differences between the two groups (Jöreskog & Sörbom, 1996).
Despite equality constraints imposed on both the factor loadings and the variable intercepts
across the two groups, the model fitted the data well (GFI = 0.92, CFI = 0.97) and demonstrated
an adequate approximation to the two wine involvement groups (RMSEA = 0.05). Given the
findings, the latent mean results are able to be further examined. In order to determine if the
latent factor mean scores are significantly different for the high and low involvement wine
groups, it is necessary to evaluate the kappa estimates (exogenous latent variable) and the
alpha estimates (endogenous latent variable). The latent unobserved mean estimates are the
difference between the two groups, which are shown in Table 30, and the latent observed
means are shown in Table 31. Self-congruity, destination functional and affective means,
attitude toward wine tourism and intentions to visit were all found to be significantly higher
for the high wine involvement group than the low wine involvement group.
Table 30: Latent means differences
Mean diff
estimate

SE

CR

p

Self-congruity

0.35

0.08

4.38

.000

Destination image functional

1.25

0.11

10.97

.000

Destination image affective

0.76

0.09

8.76

.000

Attitude

0.67

0.26

7.37

.000

Intent

1.25

0.15

4.25

.000

Note: Maximum likelihood estimates, latent mean parameters were fixed to 0 for the low wine
involvement group and 1 for the high involvement group.
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Table 31: Observed means and standard deviations

Item

Construct

Low wine involvement

Mean

Standard
deviation

High wine involvement

Mean

Standard
deviation

Intent
Intent3

I intend to visit a winery within the next 12
months

4.82

1.88

6.07

1.38

Intent2

I plan to visit a winery within the next 12
months

4.77

1.83

5.98

1.45

Attitude
Att1

For me to visit a wine region, would be
very bad/very good

5.79

1.04

6.51

0.66

Att2r

For me to visit a wine region, I would really
dislike/really like

5.70

1.01

6.47

0.73

Att3

For me to visit a wine region, it would be
very unfavourable/very favourable

5.60

1.15

6.31

0.96

Att4r

For me to visit a wine region, it would be
very unappealing/very appealing

5.42

1.53

6.24

1.32

Self-congruity
The image of a wine tourist to my favourite
wine region is consistent with how I see
myself

4.42

1.56

5.08

1.54

Self1

Visiting my favourite wine region is
consistent with how I would like to see
myself

4.53

1.46

5.29

1.37

Self2

Self4

The image of a wine tourist to my favourite
wine region is how I like to see myself

4.31

1.53

5.00

1.49

The image of a wine tourist to my favourite
wine region is consistent with how I think
others would see me

4.07

1.50

4.72

1.45

Self6

Functional destination image
Wine_exp

Wine experience

5.79

0.72

6.27

0.55

Food_exp

Food experience

4.93

1.02

5.34

1.12

Wine region

5.04

1.11

5.21

1.15

Relaxed

5.85

0.83

6.32

0.68

Feel4

A sense of escapism

5.20

1.16

5.64

1.17

Feel5

Pleasant

5.82

0.86

6.20

0.73

Feel6

Fun

5.64

0.94

6.03

0.82

Feel7

A sense of discovery

5.38

1.02

5.91

0.96

Region

Affective destination image
Feel1
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In addition a t-test was conducted to confirm the relationships between self-congruity and the
two involvement groups. The high wine involvement respondents had significantly higher
rating on all five constructs, that is for self-congruity (M = 5.1, t (668)=-8.46, p<.000), functional
(M = 5.6, t (643)=-6.66, p<.000) and affective (M = 6.0, t (665)=-7.48, p<.000) destination image,
attitude toward wine tourism (M = 6.4, t (677)=-10.45, p<.000) and future intent (M = 6.1, t (673)=10.12, p<.000) than low wine involvement respondents (M = 4.3, M = 5.3, M = 5.6, M= 5.7, and M =
4.8 respectively).
In summary, high involved wine consumers have higher self-congruity and higher levels of
intent to visit a wine region than low wine involved wine consumers, as shown in Table 32.
Since self-congruity was found to be unidimensional, H08c and H08d were not applicable.
Table 32: Results of wine involvement hypothesis

Hypo
thesis

Relationship

Accept/ reject
hypo thesis

HO8a

High involved wine consumers will have a higher self-image congruency
with wine tourists than low involved wine consumers.

Accept

HO8b

High involved wine consumers will have higher levels of intent to visit a
wine region than low involved wine consumers.

Accept

HO8c

High involved wine consumers’ will have a higher actual self-image
congruency than low involved wine consumers.

N/A

HO8d

Low involved wine consumers’ will have a higher ideal self-image
congruency than high involved wine consumers.

N/A
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7.8

Self-congruity, an indirect approach

A second measure of self-image congruity has been included in this current study. As described
earlier, for model testing, self-congruity was measured using Sirgy and Su’s (2000) approach
measuring self-congruity directly. This direct measure was achieved through descriptive
profiles written by respondents in order to ‘bring to the forefront’ or activate the image of a
typical wine tourist. This was followed by respondents’ evaluations with how consistent these
descriptors were to their actual, ideal and social self-image. The self-congruity construct was
found to be unidimensional when applied to wine tourism, and not multidimensional as
initially hypothesised. This direct measure of self-congruity was analysed in the model of wine
tourism behaviour. A second approach was also included in this research study where an
indirect measure of self-congruity was developed, as there have been varying results using Sirgy
and Su’s self-congruity approach. This second measure was also considered necessary to ensure
that respondents interpreted the direct self-congruity measure correctly, as some respondents
found the concept challenging in both the qualitative study and the pilot study.
Four wine tourist profiles were developed for use in this approach. Respondents were
requested to evaluate each of the four wine tourist profiles and rate their actual self-image, ideal
self-image and social self-image in relation to each of the four wine tourist profiles (see Table 33
for profile descriptions). Exploratory factor analysis was used to analyse the data for all twelve
items (three items per profile). Four factors were found which related directly to the 4 profiles,
which explained 82% of the variance. Barlett’s Test of Sphericity was 7678.5 (df=66) with a
significance level of 0.000, suggesting there are large correlations amongst the items. The KMO
of 0.78 suggests that there is a factor structure underlying the data (Holmes-Smith, 2008). The
mean scores for the three self-image items (actual, ideal and social) were added to create an
overall self-congruity score for each profile.
The self-congruity score for Profile 1 ‘The wine lover’ is 3.8 (SD = 1.7) on a 7 point scale where 1 =
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strongly disagree through to 7= strongly agree, Profile 2 ‘The wine interested’ (M = 4.8, SD = 1.6),
Profile 3 ‘The wine curious tourist’ (M = 3.2, SD = 1.7), and Profile 4 ‘The disinterested wine
tourist’ (M = 1.7, SD = 1.2). The ‘wine interested’ appears to be more congruent with the
respondents whereas the ‘disinterested wine tourist’ is the least congruent with the
respondents.
Table 33: Four wine tourist profiles
Profiles

Self-image

N

Mean

SD

Profile 1: The ‘wine lover’

The 'wine lover' is how I see myself

692

3.7

1.7

The ‘wine lover’ knows wines and can discuss the
finer points of wine with the wine-maker. Food and
wine matching is important. Visits the winery for
buying, tasting and learning about wine.

The 'wine lover' is how I would like to see
myself

692

4.2

1.7

The 'wine lover' is how I think others would see
me

691

3.6

1.7

Profile 2: The ‘wine interested’

The 'wine interested' is how I see myself

692

5.0

1.6

The ‘wine interested’ tourist likes wines and has
attended tastings and wineries before. Enjoys
food and exploring the countryside. Generally
travels with friends to wine regions. Eager to learn
about wine.

The 'wine interested' is how I would like to see
myself

692

4.9

1.6

The 'wine interested' is how I think others would
see me

691

4.6

1.6

Profile 3: The ‘wine curious tourist’

The 'wine curious tourist' is how I see myself

692

3.3

1.8

The ‘wine curious tourist’ has a low to moderate
interest in wine, is motivated to visit the region by
non-wine reasons and wineries are seen as ‘just
another attraction’. Is satisfied with basic
knowledge of wine.

The 'wine curious tourist' is how I would like to
see myself

691

3.1

1.7

The 'wine curious tourist' is how I think others
would see me

692

3.2

1.7

The 'disinterested wine tourist' is how I see
myself

693

1.7

1.2

The 'disinterested wine tourist' is how I would
like to see myself

691

1.6

1.2

The 'disinterested wine tourist' is how I think
others would see me

691

1.7

1.3

Profile 4: The ‘disinterested wine tourist’
The ‘disinterested wine tourist’ visits wineries as
part of a group, and sees it as an alternative to a
bar. Generally just concerned in drinking wine,
and has no interest in learning about wine.

Self-image was measured on a 7 point scale where 1 = strongly disagree through to 7= strongly agree.
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Finally respondents were requested to indicate which profile they associate with most wine
tourists. Profile 2 ‘the wine interested’ is the most common profile with 63.5% of respondents
selecting this profile, followed by ‘the wine curious’ 23.4% (see Figure 14).
Figure 14: Profile associate with most wine tourists
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In order to determine those respondents who were congruent with the profile they chose ‘as the
most associated with wine tourists’, an analysis of variance (ANOVA) was conducted on the
self-image score for each of the four wine tourist profiles (dependent variables) and the profile
they most associate with wine tourists (independent variable).
For those respondents who chose ‘the wine lover’ as the image they most associated with wine
tourists, the average self-image score was highest for profile 2 (M = 5.0, SD = 1.4), and profile 1 (M
= 4.5, SD = 1.6), which was significantly different from those respondents who selected the other
profiles, F(3,683 ) = 7.9, p =.000. Similarly, for respondents who chose profile 2 ‘the wine
interested’ as the image they most associated with wine tourists, the highest mean score for
profile 2 (M = 5.1, SD = 1.4) which was significantly higher than those respondents who selected
‘wine curious tourist’ (M = 4.3, SD = 1.5) or ‘disinterested wine tourist’ (M = 3.7, SD = 2), but not
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significantly different from profile 1. Significant differences were also found for those
respondents who had the highest average self-image rating for profile 3. These respondents felt
that profile 3 ‘the wine curious tourist’ was more associated with wine tourists than the other
profiles. As a result, it appears that the majority of respondents were congruent with the image
they most associated with wine tourists, as shown in Figure 15.
Figure 15: Profile most associated with wine tourists by self-image profile
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In order to establish if the indirect measure of self-congruity results in difference in attitude
toward wine tourism and future intention to visit a wine region, it was necessary to determine
self-congruity with wine tourists. Two groups were created based on their self-congruity with
‘most associated wine tourists’. First, the profile respondents chose as the one they associate
most with wine tourists was selected and compared to their self-image rating of that particular

6.0
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profile. For example, for those respondents who chose ‘the wine lover’ as the most associated
wine tourist, if their mean score for their rating for Profile 1 was greater than 4 (on a 7 point
scale), then that respondent was congruent with the profile they chose as the one they most
associate with wine tourists. Similarly, for those who chose ‘the wine interested’, if their mean
score for Profile 2 was greater than 4, then that respondent was deemed congruent with most
wine tourists. This process continued for those who selected ‘the wine curious tourist’ and the
‘disinterested wine tourist’. This created two groups, those respondents who were considered
congruent (52%), and those who were not congruent (48%) with the wine tourist profile they
most associated with wine tourists.
Significant differences were found between the two groups and their attitude towards visiting
a wine region, their intent to visit a wine region in the future, and their direct measure of selfimage. Congruent respondents had a significantly more positive attitude toward wine tourism
(M = 6.2, SD = .87) than those who were not congruent with the profile most associated with
wine tourists (M = 5.7, SD = 1, t (655) = -6.264, p = .000). Similarly, those respondents who were
congruent with the profile they most associate with wine tourists had a significantly higher
level of intent to visit a wine region (M = 5.6, SD = 1.6) than those who were not congruent (M =
5.1, SD = 1.8, t (667) = -3.723, p = .000), as shown in Figure 16.
In order to determine if the indirect measure of self-congruity is supportive of the direct
measure of self-congruity, a t-test was conducted. Those respondents who were considered
congruent had a significantly higher rating of their wine tourist self-image (M = 5.1, SD = 1.3)
than those who did not (M = 4.2, SD = 1.3, t (691)=-8.848, p<.000). As a result, the researcher is
confident that Sirgy and Su’s (2000) approach provided reliable results in the model testing
wine tourism behaviour.
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Figure 16: Congruent with most wine tourists
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7.9

Sample Profile

The demographic sample profile is discussed below. The final sample resulted in 696
respondents from across Australia, with 32.3% from NSW and 22.1% from Victoria. The
sample is fairly evenly split between genders (Female, 52.4%, Male 47.3%). A large proportion
of respondents were born in Australia (71.8%). Of those not born in Australia, the average
number of years living in Australia is 24.2 (SD=15.3). Over half of the respondents (51.9%) have
an undergraduate or postgraduate degree. The majority are employed, with only 13.4% not
employed or retired. The average age of the respondents is 46 years old, with the life stage of
the respondents varying. A third of the respondents are a mature couple (with no children at
home) (33.8%), and 31.8% are a family with children under 15 living at home. The top three
groups of occupations are associate professionals (23.3%), managers (21.8%), or professionals
(21.4%). Household income also varied, with 45.3% earning between $100,001-180,000. See
Table 34 for further details.
Table 34: Profile of respondents (N = 696)
Profile of Respondents

N

%

NSW

225

32.3

VIC

154

22.1

QLD

123

17.7

WA

89

12.8

SA

45

6.5

ACT

31

4.5

TAS

16

2.3

NT

5

.7

Female

362

52.0

Male

329

47.3

18-24

5

.7

25-34

125

18.0

35-44

176

25.3

45-64

351

50.4

65+

29

4.2

State (N=688)

Gender (N=691):

Age (N=686):

Country born (N=681):
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Profile of Respondents

N

%

Australia

500

71.8

UK

83

11.9

New Zealand

23

3.3

Other

75

10.9

Year 10 or less

37

5.3

Year 11 or 12

102

14.7

College certificate or diploma

128

18.4

Education (N=687):

Technical or trade qualification

59

8.5

Undergraduate degree

184

26.4

Postgraduate degree

177

25.4

23

3.3

Lifestage (N=687):
Young person living alone or sharing (<35)
Young person living with parents (<35)

4

.6

Young couple (<35) no children

52

7.5

Family, children living at home, average age 15 and under

221

31.8

Family, children living at home, average age over 15 yrs

89

12.8

Mature person (35+) single

63

9.1

Mature couple (35+) children have left home or no children

235

33.8

Full time

429

61.6

Self employed

85

12.2

Part time/casual

82

11.8

Not employed/retired

93

13.4

Managers and administrators

152

21.8

Professionals

149

21.4

Associate professionals

162

23.3

Tradespersons and related workers

38

5.5

Advanced clerical and service workers

43

6.2

Intermediate clerical, sales and service workers

56

8.0

Intermediate production and transport workers

7

1.0

Elementary clerical, sales and service workers

11

1.6

Labourers and related workers

7

1.0

Employment status (N=689):

Occupation (N=625):

Household gross income (N=683):
$40,000 or less

6

.8

$40,001-$60,000

18

2.6

$60,001-$80,000

55

7.9

$80,001-$100,000

182

26.1

$100,001-$180,000

315

45.3

$180,001-$260,000

74

10.6

$260,001 or more

33

4.7

N varies due to missing data on specific items
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A one way analysis of variance (ANOVA) was conducted and there was a significant difference
between the profile variables in Table 34 and the constructs of interest, that is self-image, wine
experience, food experience, region, affect, attitude and intentions to visit a wine region.
Younger respondents (25-34 years) had significantly higher levels of affect than all other age
groups (M = 6.1, F(4,676) = 6.35, p = .000); however, the oldest age group (65+) had the highest
level of intentions to visit a wine region (M = 6.2, F(4,683) = 3.16, p = .014).
A t-test was conducted and significant differences with gender arose with attitude toward
wine tourism and affective destination image. Females’ attitude toward wine tourism (M = 6.1)
was rated higher than males (M = 5.8, t(687) = -2.87, p = .000). Similarly, females’ level of affect
(M = 5.9) with wine regions was rated higher than males (M = 5.6, t(686) = -3.87, p = .000).
Life stage had significant differences on intentions to visit a wine region, where a family with
children at home under the age of 15 years had the lowest level of intention to visit a wine
region (M = 5.1), compared to young couples (M = 6.0) or mature couples (M = 5.7, F(4,683) = 3.16,
p = .014). Young couples had the highest attitude toward wine tourism (M = 6.4), than those
who had children, either families with children under 15 at home (M = 5.9), or families with
children over 15 at home (M = 5.8, F(4,683) = 3.16, p = .014).
Place of residence impacted respondents’ intentions to visit a wine region, where Queensland
respondents rated their intentions significantly lower (M = 4.6) than NSW (M = 5.6), SA (M =
5.9), VIC (M = 5.7), and WA (M = 5.8, F(7,685) = 6.54, p = .000), which are all major wine growing
regions.

7.9.1

Barriers to visitation

A number of barriers were rated in the survey, which includes: time to visit, expense of visiting
a wine region, friends not interested, distance of travel to a wine region, concern over drinking
and driving, difficult with children, and partner not interested. Factor analysis was conducted
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and all 7 items were unidimensional creating one factor. ANOVA was conducted on this factor,
and found that there were significant differences for life stage of respondents. Those
respondents who were a family with children at home under 15 rated their barriers as greater
(M = 3.9) than family with children at home over 15 (M = 3.4), mature couple (M = 3.1) and a
mature single person (M = 3.2, F(6,620) = 10.38, p = .000).

7.9.2

Wine knowledge

As discussed earlier, there has been shown to be a link between wine knowledge and wine
tourism. Wine knowledge was measured through respondent subjective knowledge (their
perceptions of their understanding of their knowledge of wine) and their objective wine
knowledge (their actual wine knowledge). An overall score was obtained for respondents’
subjective knowledge (M=4.1) as shown in Table 35.
Table 35: Subjective wine knowledge
N

M

SD

Min

Max

Among my friends, I am the wine expert

687

3.4

1.5

1

7

I don't understand much about wine - reversed

688

4.5

1.5

1

7

I am confident in my knowledge of wine

683

4.4

1.3

1

7

I know less about wine than others do - reversed

690

4.1

1.5

1

7

Overall score

678

4.1

1.2

1

7

Subjective wine knowledge

Subjective wine knowledge was measured on a 7 point scale where 1 = strongly disagree through to 7= strongly agree.

The objective scale then measured actual wine knowledge through seven questions regarding
their actual knowledge of wine. The seven statements test various aspects of wine knowledge
including varietal, regional, sensory and oenological knowledge (Forbes et al., 2008). An overall
score was calculated for respondents’ overall objective knowledge, based on their correct
answers (M=4.3, SD=1.7). The level of objective wine knowledge appeared to be quite high, with
the highest correct answer for Q1 (94.85 correct) through to the lowest correct answered
questions (Q3 at 21.6% correct). See Table 36 for a list of questions with the correct answers.

213

There was found to be a moderately positive correlation between objective and subjective wine
knowledge (r = 0.46, p = <0.01).
It appears that respondents had varying levels of knowledge in relation to local knowledge
versus international knowledge. Evaluating the questions on objective knowledge, three
questions can be viewed as being reliant on international wine knowledge (Q3, 4, and 5), whilst
four questions are based on general or local wine knowledge (Q1, 2, 6 and 7). The total mean
score for local knowledge was 2.9 out of 4 questions correct (72.5%) compared to 1.7 out of 3
questions correct (56.6%) for international wine knowledge.
ANOVA was conducted and there was a significant difference between levels of subjective
wine knowledge and intentions to visit a wine region, F(6,669) = 11.37, p = .000. Higher levels of
wine knowledge were found to increase the respondent’s intentions to visit a wine region.
Respondents whose subjective knowledge rating was 4 or lower, have a significantly lower
intention to visit a wine region compared to respondents who rated their subjective knowledge
5 or above (on a 7 point scale). The median and mode were four; therefore, a median split was
conducted to create two groups. A t-test was conducted, and there was a higher level of
intentions to visit a winery for those respondents who had rated their subjective knowledge
five or more (M = 5.9, SD = 1.5), t(674) = -6.1, p = .000. Those respondents who had rated their
wine knowledge of 4 or less had a mean of 5.1, with a standard deviation of 1.7.
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Table 36: Objective wine knowledge
Objective wine knowledge questions
Chardonnay
*Merlot
Q1 Which of the following is a
red wine

Q2 A peppery character is
most associated with which
wine

Q3 Burgundy is the French
term for which wine

Q4 Which grape variety is
never used to make
Champagne

Q5 Which is not a famous
French wine region

Q6 What is the name of New
Zealands famed Sauvignon
Blanc region

Q7 Which state in Australia is
the icon wine, Penfolds
Grange produced

* Correct answer

N

%

Valid %

4

.6

.6

660

94.8

96.1

Riesling

2

.3

.3

Sauvignon Blanc

14

2.0

2.0

Don't know

7

1.0

1.0

Total

687

98.7

100.0

Merlot

48

6.9

7.0

Pinot noir

56

8.0

8.1

Semillon

7

1.0

1.0

*Shiraz

431

61.9

62.5

Don't know

148

21.3

21.4

Total

690

99.1

100.0

Shiraz

200

28.7

29.2

Muscat

44

6.3

6.4

Merlot

89

12.8

13.0

*Pinot noir

150

21.6

21.9

Don't know

201

28.9

29.4

Total

684

98.3

100.0

Riesling

62

8.9

9.1

Chardonnay

12

1.7

1.8

Pinot noir

50

7.2

7.3

*Muscat

391

56.2

57.1

Don't know

170

24.4

24.8

Total

685

98.4

100.0

Bordeaux

7

1.0

1.0

Champagne

19

2.7

2.8

Alsace

106

15.2

15.4

*Rheingau

395

56.8

57.3

Don't know

162

23.3

23.5

Total

689

99.0

100.0

Kapiti

6

.9

.9

Hawkes Bay

88

12.6

12.7

*Marlborough

364

52.3

52.7

Waipara

22

3.2

3.2

Don't know
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30.3

30.5

Total

691

99.3

100.0

*SA

536

77.0

77.8

WA

10

1.4

1.5

NSW

50

7.2

7.3

VIC

25

3.6

3.6

Don't know

68

9.8

9.9

Total

689

99.0

100.0
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Similarly, there was also a significant difference in respondents’ intentions to visit a wine region
and their level of objective knowledge. The median and mode were also four; therefore, a
median split was conducted to create two groups. A t-test was conducted, and there was a
higher level of intention to visit a winery for those respondents whose actual wine knowledge
was five or more (M = 5.9, SD = 1.5), t(692) = -6.1, p = .000. Those respondents who achieved a
score of 4 or less had a mean of 5.1, with a standard deviation of 1.8.
As shown in Figure 17, subjective wine knowledge was in fact more extreme than objective
wine knowledge at both ends of the knowledge spectrum, meaning that respondents felt they
had less wine knowledge than they actually did, or felt that they had more wine knowledge
than they actually did.
Figure 17: Wine knowledge by intent
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ANOVA was conducted to determine if a higher level of wine knowledge would impact
respondents’ level of self-congruity with wine tourists. A higher level of actual wine knowledge
(objective), did not have a significant effect on the level self-congruity with wine tourists,
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F(6,675) = 2.66, p = .015. However, it was found that a higher level of perceived wine knowledge
(subjective) has a significant affect on the level self-congruity with wine tourists F(6,668) =
7.45, p = .000. This difference only occurred with those respondents who had the lowest level of
subjective wine knowledge with all other respondents.
As expected, significant differences were found in the level of both subjective and objective
wine knowledge for low wine involvement respondents and high wine involvement
respondents. Low involvement respondents had a significantly lower level of objective wine
knowledge (M = 3.8, SD = 1.5) than high involvement respondents (M = 5.0, SD = 1.5), t(673) = 9.508, p = .000. Similarly, low involvement respondents had a significantly lower level of
subjective wine knowledge (M = 3.6, SD = 1.0) than high involvement respondents (M = 4.7, SD =
1.0), t(667) = -13.502, p = .000.
In summary, it was found consumers with higher levels of wine knowledge, did not have a
significantly higher level of self-congruity with wine tourists, than consumers with lower levels
of wine knowledge. Those consumers with higher wine knowledge, however, had higher
intentions to visit a wine region within the next 12 months compared to those who had lower
levels of wine knowledge.
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7.9.3

Wine Tourism Experiences

Additional research questions were interested in understanding the impact of previous
visitation, satisfaction with their last trip and wine consumption, on respondents’ attitudes
toward wine tourism and future visitation intentions. This section will provide an overview of
the respondents with regard to their wine tourism behaviour and their wine activities.

Previous Visitation
The vast majority of respondents have previously visited a wine region (94%). The average
number of visits to wineries within Australia is 16.9 (SD = 37.7, N = 630). Due to the large
standard deviation, a stem and leaf plot indicated that there were a number of outliers, which
were identified as greater than 39 visits to a wine region. Once these outliers were removed, the
average visitation was 8.75 (SD = 7, N = 568) within Australia. Just over one third of respondents
(35.9%) have not previously visited a winery or wine region overseas. Of those who have, 64%
have visited either once or twice previously.
Respondents listed wine regions that they have previously visited. The wine region most
visited was the Hunter Valley in NSW (14.6%) followed by the Barossa Valley in SA (11.3%).
The top 20 wine regions cited made up 83% of all visitation. The remaining 17% was spread
amongst more than 60 other wine regions. The 20 most visited wine regions in Australia and
overseas are shown in Table 37, and for a full listing of wine regions see Table 47 in Appendix 62.
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Table 37: Top 20 wine regions
N

%

Hunter (Lower and Upper), Hunter Valley, NSW

513

14.6%

Barossa Valley, Barossa, SA

395

11.3%

Margaret River, South West Australia, WA

303

8.6%

Yarra Valley, Port Phillip, VIC

247

7.1%

McLaren Vale, Fleurieu, SA

151

4.3%

Rutherglen, North East Victoria, VIC

137

3.9%

Clare Valley, Mounty Lofty Ranges, SA

136

3.9%

France

123

3.5%

Swan Valley, Greater Perth, WA

108

3.1%

Tasmania

100

2.9%

Mornington Peninsula, Port Phillip, VIC

100

2.9%

Mudgee (Nest in the Hills), Central Ranges, NSW

94

2.7%

Coonawarra, Limestone Coast, SA

86

2.5%

New Zealand

79

2.3%

Qld other

78

2.2%

Granite Belt, QLD

65

1.9%

Canberra District, Southern New South Wales

51

1.5%

North America

49

1.4%

King Valley, North East Victoria

48

1.4%

Adelaide Hills, Mount Lofty Ranges, SA

42

1.2%

Other

598

17%

Total responses

3503

Wine regions visited previously

Note: up to 10 regions were recorded per respondent. Visitations to overseas regions were
combined into their respective country of origin.

The last wine region respondents had visited closely represents the most frequented wine
regions within Australia. Hunter Valley was the most visited region with 20.9% of respondents
having last visited, followed by Margaret River (12.5%) and the Yarra Valley (9.6%).
Respondents last visit to a winery was on average 18 months ago (SD = 35), with 2.4% (N = 17) of
respondents last visiting over 10 years ago. A stem and leaf plot indicated that there were a
number of outliers, which were identified as greater than 5 years ago. Once these outliers were
removed, the time since respondents last visited averaged 10.8 months ago (SD = 11.6, N = 598).
See Table 38, and for a full listing of wine regions see Table 48 in Appendix 6-2.
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Table 38: Top 5 wine regions last visited
N

%

Hunter (Lower and Upper), Hunter Valley

135

20.9

Margaret River, South West Australia

81

12.5

Yarra Valley, Port Phillip

62

9.6

Barossa Valley, Barossa

47

7.3

Qld other

28

4.3

Wine regions visited previously

Each of the wine regions listed has the majority of visitors from its own state, as shown in Table
39. Barossa Valley was the only region that had a larger spread of visitors to its wine region.
Table 39: Place of origin by wine region last visited

Top five wine regions last visited (%)

Respondents
Place of origin
ACT (N = 30)
NSW (N = 214)

Hunter
Valley,
NSW

Margaret
River, WA

Yarra Valley,
VIC

Barossa
Valley, SA

Qld other

Total
Sample
%

3.0

1.3

1.6

2.1

3.6

4.7

77.6

15.0

11.5

23.4

10.7

33.4

3.6

0.8

78.6

16.7

NT (N = 5)
QLD (N = 107)

2.5
12.7

11.3

SA (N = 45)

6.6

21.3

1.6

38.3

7.0

TAS (N = 13)

2.0

VIC (N = 141)

3.7

6.3

WA (N = 86)

3.0

63.8

Total (N = 641)

100

100

100

100

100

100

N

134

80

61

47

28

641

78.7

8.5

3.6

6.4

22.0
13.4

The reasons for their last visit to a wine region varied; however, wine specific reasons were the
most common (37.8%), followed by generally touring through the region (31%). Other reasons
included attending an event (10.5%) or visiting friend or relatives (9.2%). Another 5% stated
they visit wine regions to entertain friends or visiting family for day trips.
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Satisfaction with last visit
Overall respondents were satisfied (M = 5.6), with their last visit to a wine region (on a 7 point
scale where 1 = very unsatisfied through to 7= very satisfied). The overall experience to the wine
region was rated the highest (M = 5.8). Respondents were satisfied with the wineries in the
region (M = 5.7). The facilities at the wine regions had the lowest rating of 5.5, although still on
the positive end of the scale, as shown in Table 40.
Table 40: Satisfaction with last visit to a wine region
N

M

SD

Min

Max

Satisfied with wineries in the region

652

5.7

1.2

1

7

Satisfied with facilities in the region

652

5.5

1.2

1

7

Satisfied with overall experience to the wine region

654

5.8

1.1

1

7

Overall experience meet expectations

654

5.6

1.0

1

7

Satisfaction with last visit

Satisfaction items was measured on a 7 point scale where 1 = very unsatisfied through to 7= very satisfied.
Overall experience was measured on a 7 point scale where 1 = worse than my expectations through to 7= better than
my expectations.

In addition, a t-test was conducted to explore if there is any relationship between selfcongruity, functional and affective destination image attributes, attitude, and intent with
respondents’ satisfaction with their last visit to a wine regions. Respondents were split into
two groups based on their level of satisfaction, where 5 or greater is considered to be satisfied
with their last visit. Those respondents who were considered satisfied with their last visit to a
wine region had a significantly higher rating of their wine tourist self-image (M = 4.9, SD = 1.3)
than those who were not (M = 3.9, SD = 1.4, t (260) = -3.46, p<.000). Satisfied respondents also
had a more positive attitude toward wine tourism (M = 6.1, SD = 1.0) than those who were not (M
= 5.6, SD = 0.7, t (263)= -2.11, p<.05).
Significant differences were also found between respondents’ satisfaction and their level of
wine involvement. Those respondents who had a high involvement with wine were
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significantly more satisfied with their last visit to a wine region (M = 5.8, SD = 0.9) than those
who had low wine involvement (M = 5.5, SD = 0.9, t (634)= -3.69, p<.000).

Wine consumption and wine behaviour
The majority of respondents are considered regular wine consumers, where 43.2% of
respondents consume wine most days or every day, and 37.3% of respondents consume wine
weekly. Only 10.3% of respondents consume wine once a month or less as shown in Figure 18.
Figure 18: Wine consumption
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Wine purchasing behaviour indicates that purchasing wine monthly appears most common
(34.3%), followed by weekly purchasing by 20.6% of respondents (see Figure 19).
The dollar amount spent on a bottle of wine when friends come over for dinner varied
substantially, with the average spend on a bottle of wine of $23 (SD = 11.7, N = 685). The wine
spend per month also varied extensively, with an average spend per month on wine of $122 (SD
= 110.8, N = 674), and an average spend of $60 per person (SD = 57.2, N = 664).
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Figure 19: Wine purchasing frequency
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Other wine activities include wine club membership and collecting or cellaring wine. Almost
half of all respondents (48%) were members of a wine club or a wineries mailing list, with the
average number of 2.3 memberships (SD = 2.5, N = 334). The number of bottles of wine that
respondents collect or cellar varied enormously, with almost a half of respondents collecting
wine (44.7%). The average number of bottles of wine is 174.3 (SD = 659.7, N = 299). Due to the
large standard deviation, a stem and leaf plot was analysed which indicated that there were a
number of outliers (≥350). Once these outliers were removed, the average number of bottles of
wine collected or cellared was 84.5 (SD = 80, N = 275).
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Favourite wine region
Margaret River was rated by 27.4% of respondents as their favourite wine region. This was
followed by Barossa Valley (20.3%), the Hunter Valley (17%), Coonawarra (8.1%) and Yarra
Valley (5.8%). ANOVA was conducted on the top five regions (which made up 78% of all
regions listed) to determine if there were significant differences amongst the regions on the
basis of the respondents’ self-congruity, the functional image attributes, affective image
attributes and their attitudes toward wine tourism and their intention to visit. The only
significant difference found was for the functional image attribute of the food experience
F(4,516) = 7.25, p = .000, where Coonawarra was rated significantly lower (M = 4.1) than the
other four wine regions (Margaret River M = 5.1, Barossa Valley M = 5.2, Hunter Valley M = 5.0,
and Yarra Valley M = 4.9).
It also appears that the more frequent the wine visitor, the more extensive the list of favourite
wine regions. For those respondents who have visited wine regions up to 25 times previously,
all listed Margaret River, Barossa Valley and Hunter Valley as their favourite (74.2%, 71.2% and
66.4%, 76.4% respectively). Whilst respondents who have visited 26 or more times, their
favourite wine regions were spread out across more wine regions, including Coonawarra and
McLaren Vale in their top 5 (70.1%). Table 41 for a full list of wine regions.
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Table 41: Favourite wine region

How many times previously within Australia

Favourite wine region

1-2

3-5

6-10

11-25

26+

Total

N

Margaret River

31.2%

35.4%

27.0%

23.6%

18.1%

27.4%

166

Barossa Valley

22.6%

18.0%

21.7%

36.4%

13.9%

20.3%

123

Hunter Valley

20.4%

18.0%

17.8%

16.4%

13.2%

17.0%

103

Coonawarra

4.3%

5.6%

7.9%

7.3%

14.6%

8.3%

50

Yarra Valley

5.4%

3.7%

6.6%

3.6%

5.6%

5.1%

31

Rutherglen

3.2%

3.7%

3.3%

1.8%

6.9%

4.1%

25

McLaren Vale

2.2%

1.2%

1.3%

10.4%

3.5%

21

Tasmania

4.3%

3.7%

3.3%

4.2%

3.5%

21

Clare Valley

1.1%

3.1%

.7%

1.8%

3.5%

2.1%

13

1.2%

1.3%

3.6%

1.4%

1.3%

8

1.2%

7

Mudgee
Granite Belt

4.3%

1.9%

Swan Valley
South Australia

1.1%

.6%

Mornington Peninsula

2.0%

1.8%

1.4%

1.0%

6

1.3%

1.8%

.7%

1.0%

6

1.3%

1.8%

1.4%

.8%

5

Victoria

.6%

1.3%

.5%

3

West Australia

1.2%

.7%

.5%

3

1.4%

.3%

2

Pyrenees
Southern Highlands

.7%

.7%

.3%

2

Heathcote

.7%

.7%

.3%

2

.3%

2

West Australian

.6%

.7%

South Burnett

.7%

.2%

1

Adelaide Hills

.7%

.2%

1

Italy

.7%

.2%

1

.2%

1

Great Southern Mount Barker

.7%

Riverina

.6%

.2%

1

Grampians

.6%

.2%

1

Total
N

100%

100%

100%

100%

100%

93

161

152

55

144

605
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The survey listed eight wine regions, where respondents were requested to state the level of
appeal of visiting the eight wine regions. Five of these eight regions were chosen as they were
the most popular wine regions throughout Australia (D. Collins, 2005b), with the rest of the
wine regions added to the list being the most popular in each state. This ensured that each
state was represented by at least one wine region. The most appealing region to visit is
Margaret River (M = 6.0), followed by Barossa Valley (M = 5.7) and Coonawarra (M = 5.5). The
Granite Belt in Queensland was rated the lowest at a mean of 3.7 (on a 7 point scale where 1 =
not appealing through to 7= very appealing), as shown in Table 42.
Respondents were also given the opportunity to list two other wine regions which they would
find appealing to visit. The top 80% of other regions listed (N = 171) includes: Clare Valley,
McLaren Vale, Mornington Peninsula, Mudgee, New Zealand, Swan Valley, Orange, Canberra
District, France, Heathcote, Pyrenees, Pemberton, Grampians, and the Southern Highlands.
The average rating for these wine regions is 6.1.
Table 42: Most appealing wine region
Wine region appeal to visit

N

M

SD

Min

Max

Margaret River, WA

683

6.0

1.3

1

7

Barossa Valley, SA

684

5.7

1.2

1

7

Coonawarra, SA

681

5.5

1.3

1

7

Hunter Valley, NSW

689

5.2

1.6

1

7

Tasmania

684

5.1

1.5

1

7

Yarra Valley, Vic

679

5.1

1.5

1

7

Rutherglen, Vic

681

4.9

1.5

1

7

Granite Belt, Qld

681

3.7

1.7

1

7

Wine region appeal was measured on a 7 point scale where 1 = not appealing through to 7= very appealing.
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Evaluating the wine tourism profile for high and low self congruent respondents, significant
differences were found in four areas. A Pearson chi-square test showed that respondents who
were not congruent with wine tourists visited wine regions significantly less that those who
had a high level of self-congruency χ2 (1, N = 693) = 7.83, p = .005, based on identifying the largest
standardised residuals. Wine consumption was also found to be significantly higher for
respondents who had self-congruency with wine tourists χ2 (6, N = 688) = 15.16, p = .01. More
self-congruent respondents consumed wine weekly or most days compared to low selfcongruent respondents. Similarly, self-congruent respondents were significantly more likely to
be members of wine clubs compared to low self congruent respondents χ2 (1, N = 685) = 5.07, p =
.02, and collect wine χ2 (1, N = 686) = 4.85, p = .02. No significant differences were found with
regard to last wine region visited or their preferred wine region. There were also no significant
differences between those respondents who were self-congruent and those who had low levels
of self-congruency and their main reason for visiting a wine region.
Evaluating the wine tourism profile of low and high wine involvement respondents, a few
differences were found. A Pearson chi-square test showed that high wine involvement
respondents have previously visited a wine region more often than low involvement
respondents χ2 (1, N=681) = 8.4, p = .004. The reason for visitation also varied, where low wine
involvement consumers travelled more for general touring, whilst high wine involvement
consumers travelled more for wine specific reasons χ2 (4, N=639) = 15.4, p = .004. High
involvement wine consumers were significantly more satisfied with their last wine visit (M =
5.8, SD = 0.9) than low involvement wine consumers (M = 5.5, SD = 0.9, t (634)= -3.69, p<.000).
Wine consumption was also found to be significantly different, where high wine involved
consumers consumed wine more often than low wine involved consumers χ2 (6, N=681) = 65.9, p
= .000. No differences were found in wine region just visited or respondent’s favourite wine
region.
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7.9.4

Typical wine tourist image

This last section is interested in how the typical wine tourist is viewed by respondents, in order
to fully appreciate the self-image congruity construct. This is important, in order to determine
the actual image of a typical wine tourist that respondents may be congruent with, or likewise,
the image that they are not congruent with.
Respondents were requested to imagine the typical wine tourists who visit their favourite wine
region. Over 1900 descriptors were provided by respondents to describe a typical wine tourist,
ranging from motivational attributes, such as relaxing, through to appearance, such as
sophisticated. All of the descriptors were then categorised into seven groups: motivation and
personality traits, life stage, socio-economic status, wine related, tourists, appearance and
general. Motivation and personality traits were the most common with 49% of all adjectives
used fitting into this category.
The most common single descriptors/adjectives used are
 Interest, knowledge and passion for wine, wine lover (22.7%)
 Relaxed, relaxing (22.2%)
 Sociable, likes socialising, friendly (20.3%)
 Higher income earners/financially secure (16.4%)
 Fun (15.7%)
 Middle age mature people (13.8%)
 Educated intelligent (13.1%)
 Adventurous experience seeker (12.5%)
 Tourists (12.3%)
 Foodie, enjoy good food (9.6%)
Just over eighty percent (80.2%) of all comments were based on 24 descriptors from a total of
61 categories mentioned. These are shown in Table 43 in bold.
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Table 43: Typical wine tourists
N

Percent

Percent
of Cases

Relaxed, relaxing

137

7.2%

22.2%

Sociable, likes socialising, friendly

125

6.6%

20.3%

Fun

97

5.1%

15.7%

Adventurous experience seeker

77

4.0%

12.5%

Description of typical wine tourists by categories

Motivational and personality

Foodie, enjoy good food

59

3.1%

9.6%

Expand knowledge, inquisitive, explorer, learning, curious

58

3.0%

9.4%

Excited, enthusiastic, vibrant

51

2.7%

8.3%

Knowledgeable

50

2.6%

8.1%

Happy

45

2.4%

7.3%

Interesting

31

1.6%

5.0%

Indulgent

25

1.3%

4.1%

Cosmopolitan, worldly, well travelled

22

1.2%

3.6%

Discerning

20

1.1%

3.2%

Enjoy life

20

1.1%

3.2%

Connoisseur

17

0.9%

2.8%

Pretentious, snobby

14

0.7%

2.3%

Other personality

11

0.6%

1.8%

Confident

8

0.4%

1.3%

Romantic

8

0.4%

1.3%

Independent

7

0.4%

1.1%

Little knowledge, novice

7

0.4%

1.1%

Alternative

6

0.3%

1.0%

Arty, creative

6

0.3%

1.0%

Escape

6

0.3%

1.0%

Conservative, traditional

5

0.3%

0.8%

Dependable, well adjusted

5

0.3%

0.8%

Funky, modern

5

0.3%

0.8%

Sense of humour

5

0.3%

0.8%

Unpretentious

5

0.3%

0.8%

Middle age mature people

85

4.5%

13.8%

All, average

37

1.9%

6.0%

Semi retired retired/time to spare

29

1.5%

4.7%

Couples

28

1.5%

4.5%

Young people

28

1.5%

4.5%

No children

23

1.2%

3.7%

Professionals/business people

21

1.1%

3.4%

Families

12

0.6%

1.9%

Friends, groups of friends

7

0.4%

1.1%

Life stage
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N

Percent

Percent
of Cases

Higher income earners/financially secure

101

5.3%

16.4%

Educated intelligent

81

4.3%

13.1%

Cultural/cultured

38

2.0%

6.2%

Middle to upper class

31

1.6%

5.0%

Interest, knowledge and passion for wine, wine lover

140

7.4%

22.7%

Enjoy drinking good/premium wine

51

2.7%

8.3%

Wine drinker, wine tasting

35

1.8%

5.7%

Drinker, boozer, drinks too much

7

0.4%

1.1%

Wine buyers

6

0.3%

1.0%

Wine collectors

4

0.2%

0.6%

Alcohol abuse

1

0.1%

0.2%

Tourists

76

4.0%

12.3%

Day trippers/locals

23

1.2%

3.7%

Weekenders

10

0.5%

1.6%

Tour groups

7

0.4%

1.1%

With friends

7

0.4%

1.1%

Sophisticated, elegant

37

1.9%

6.0%

Well dressed appearance

7

0.4%

1.1%

Casual, casually dressed

5

0.3%

0.8%

Interested in outdoor activities, region, weather

17

0.9%

2.8%

Environmentally aware

11

0.6%

1.8%

Other attractions

6

0.3%

1.0%

Health conscious

1

0.1%

0.2%

Description of typical wine tourists by categories

Socio-economic status

Wine related

Tourists/travelling

Appearance

General

Respondents were able to enter more than one description, and up to six descriptions were
captured in SPSS. These six variables were restructured in SPSS in order to obtain one variable.
Pearson chi-square analysis was used to determine if there were significant differences in
typical wine tourist descriptions based on the frequency of past visitation. The chi-square
analysis found that there were no significant differences between the number of previous visits
and the adjectives (χ2 (244, N = 1762) = 262, p = .205).
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Analysis was also conducted on self-congruity to determine if there were significant differences
in typical wine tourist descriptions. The chi-square analysis found that there were significant
differences between low and high self-congruity respondents and the adjectives used to
describe the typical wine tourist (χ2 (61, N = 1904)= 123, p = .000).
Through the analysis of standardised residuals, the number of adjectives were found to differ
for the two groups. Respondents who had high levels of self-congruity described typical wine
tourists as ‘relaxed, relaxing’, ‘sociable, likes socialising, friendly’, ‘fun’, ‘excited, enthusiastic,
vibrant’, ‘happy’, and ‘interesting’. Respondents who had low level of self-congruity described
the typical wine tourist as ‘higher income earners/financially secure’, ‘middle age mature
people’, ‘tourists’, ‘all, average’, ‘semi retired retired/time to spare’ and ‘professionals/business
people’.
The final chi-square test was to determine if there were significant differences in descriptors
used by high involved wine consumers and low involved wine consumers. A significant chisquare was found χ2 (61, N = 1870) = 110.6, p =.000 between low and high wine involvement
groups and their description of wine tourists. The largest standardised residuals identified the
principal difference between the two groups. Descriptors used by high involvement
respondents include: ‘interest, knowledge and passion for wine, wine lover’, ‘educated
intelligent’, ‘adventurous experience seeker’, ‘foodie, enjoy good food’, ‘expand knowledge,
inquisitive, explorer, learning, curious’, and ‘knowledgeable’. Low wine involvement
respondents tended to describe wine tourists as: ‘fun’, ‘all, average’, ‘semi retired retired/time to
spare’, ‘interesting’, and ‘professionals/business people’.
See Figure 20, for a visual comparison and overlap between the different descriptors used by
high and low self-congruity respondents, as well as high and low wine involvement
respondents, which is not mutually exclusive. See Table 44 for a full list of descriptors by
groups.
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Figure 20: Differences between groups, high and low self-congruity, high and low involvement
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high self-congruity
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Table 44: Description of typical wine tourists by groups
Low
wine
involve

High
wine
involve

Low selfcongruity

High selfcongruity

Relaxed, relaxing

74

62

45

91

Interest, passion for wine

57

79

61

77

Sociable, likes socialising, friendly

62

59

47

77

Fun

59

37

35

62

Higher income earner

53

48

54

47

Educated intelligent

33

46

34

47

Adventurous experience seeker

32

43

31

45

Middle age mature people

45

38

46

39

Expand knowledge, curious

20

37

23

35

Excited, enthusiastic, vibrant

27

23

16

35

Happy

26

18

10

35

Foodie, enjoy good food

17

39

26

33

Enjoy drinking good/premium wine

21

29

20

31

Tourists

41

31

46

30

Knowledgeable

18

30

20

30

Sophisticated, elegant

19

18

14

22

Interesting

19

11

10

21

Cultural/cultured

16

22

18

20

Middle to upper class

14

17

15

16

Wine drinker, wine tasting

21

13

19

16

Indulgent

10

15

10

15

Couples

19

8

13

15

Young people

12

14

14

14

Cosmopolitan, worldly, well travelled

10

12

9

13

Discerning

11

9

7

13

Day trippers/locals

7

16

12

11

All, average

26

8

27

10

No children

16

7

14

9

Interested in outdoor activities

10

7

8

9

Enjoy life

8

11

12

8

Families

2

9

4

8

Connoisseur

5

11

10

7

Semi retired retired/time to spare

21

8

22

7

Environmentally aware

5

6

4

6

Description of typical wine tourists

Open minded

2

7

4

5

Professionals/business people

16

5

16

5

Weekenders

4

5

5

5

Other personality

7

4

6

5

Confident

4

4

3

5

Romantic

4

4

3

5

Friends, groups of friends

3

4

2

5

Well dressed appearance

4

3

2

5

Independent

2

5

3

4

With friends

3

4

3

4

Unpretentious

3

2

1

4
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Low
wine
involve

High
wine
involve

Funky, modern

4

1

1

4

Pretentious, snobby

9

5

11

3

Tour groups

1

5

4

3

Other attractions

1

4

3

3

Escape

3

3

3

3

Casual, casually dressed

2

3

1

3

Dependable, well adjusted

3

2

2

3

Alternative

3

3

4

2

Conservative, traditional

4

1

3

2

Sense of humour

4

1

3

2

Wine collectors

3

1

2

2

Arty, creative

6

0

4

2

Little knowledge, novice

5

2

5

1

Health conscious

0

1

0

1

Drinker, boozer, drinks too much

4

3

7

0

Wine buyers

4

2

6

0

Description of typical wine tourists

Alcohol abuse
Total responses

Low selfcongruity

High selfcongruity

1

0

1

0

945

925

864

1040

7.10 Chapter Summary
This chapter has analysed the proposed model using structural equation modelling (SEM) to
evaluate the measurement component and the structural component of the model. Initial
stages involved exploratory factor analysis (EFA) and confirmatory factor analysis (CFA).
The final model comprised three latent exogenous factors: Self-congruity, Functional destination
image and Affective Destination image, and two latent endogenous factors: Wine tourism attitude and
Intentions to visit a wine regions.
Self-congruity was initially hypothesised to comprise a multidimensional construct containing
actual self-image, ideal self-image and social self-image. However, after exploratory factor
analysis, it was found to be a unidimensional construct within the context of wine tourism
behaviour. The final construct of self-congruity comprised 6 items, which were a combination of
all three dimensions of self-image, that is actual self-image, ideal self-image and social selfimage. All of the constructs were found to be unidimensional except for Functional
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Destination image, which was found to be made up of three factors: Wine experience (F1), Food
experience (F2), and Wine regions (F3). The third endogenous variable is Affective destination image,
which was found to be a unidimensional construct. Wine tourism attitude and Intentions to visit a
wine region were both unidimensional constructs as expected.
The analysis of the model found that self-congruity did not have a significant direct positive
effect on intentions to visit a wine region. Self-congruity, however, had a significant positive affect on
intentions to visit through the mediating variable attitude to wine tourism.
Neither functional destination image nor affective destination image had a significant direct effect on
intentions to visit. Functional destination image and affective destination image were both also mediated
through attitude toward wine tourism. Affective Destination Image provides a stronger significant
relationship with attitude toward wine tourism than self-congruity or functional destination image.
There is a strong positive relationship between respondent’s attitudes toward wine tourism and
their intentions to visit a wine region. Attitude toward wine tourism was found to be the mediating
variable for each of the exogenous variables on respondent’s intentions to visit a wine region.
The moderating effect of wine involvement was tested on the model, and it was found that the
model relationships hold for both high and low involvement groups. It was found that with the
high wine involvement group, both self-congruity and affective destination image had a significant
positive relationship to attitude toward wine tourism. The path between affective destination
image had a stronger relationship with attitude toward wine tourism than self-congruity. High
wine involvement respondents have a non significant path between the functional destination
image and their attitude toward wine tourism. This differed with low wine involvement
respondents, where their self-congruity was not significant to their attitude toward wine tourism,
whilst functional destination image and affective destination image were both approximately equal in
their effect on attitudes toward wine tourism. The relationship between attitude to wine
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tourism and its impact on intentions to visit a winery were positively significant for both high
and low wine involvement groups.
There were also significant differences in the latent mean factors scores between the two
groups, where high wine involvement group scores were higher for each latent variable than the
low involvement group.
Wine knowledge was measured through respondent subjective knowledge and their objective
wine knowledge. An overall score was obtained for respondents’ subjective knowledge (M=4.1),
that is, their perceptions of their understanding of their knowledge of wine. The objective scale
measured actual wine knowledge. There was found to be a moderately positive correlation
between objective and subjective wine knowledge. Subjective wine knowledge was in fact
more extreme than objective wine knowledge at both ends of the knowledge spectrum,
meaning that respondents felt they had less wine knowledge than they actually did, or felt that
they had more wine knowledge than they actually did. Overall, respondents with higher levels
of wine knowledge did not have a significantly higher level of self-congruity with wine tourists
than consumers with lower levels of wine knowledge. Those consumers with higher wine
knowledge, however, had higher intentions to visit a wine region within the next 12 months
compared to those who had lower levels of wine knowledge.
Further discussion of these results will be covered in the next chapter.
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CHAPTER 8.
8.1

DISCUSSION

Introduction

This final chapter will provide a discussion and reflection of the current research findings from
both the qualitative study and quantitative study, which were provided in Chapters 4 and 7.
This is followed by the considered theoretical and practical implications of this research. The
final section of this chapter will review limitations of this study and suggested areas for future
research.

8.2

Review of main findings

It has been acknowledged that tourism decisions are a complex process to unravel and there is
not one unifying consumer behaviour theory or model which has been recognised to date. One
area which deserves more attention and where a lack of research is identified within tourism
literature is the effect of self-congruity on tourists’ intentions or motivations to visit a
destination (Chon, 1992; Litvin & Goh, 2002; Sirgy & Su, 2000). The present research
developed and empirically tested an integrated model of self-congruity to measure behavioural
intentions within a wine tourism context and provided insight into wine tourism visitation
behaviour. In doing so, this study incorporated research from the fields of self-congruity and
self-concept, destination image, wine involvement and attitude theory. The model developed in
this thesis postulates the relationships between a tourist’s self-image with the image of a
typical wine tourist at the respondents favourite wine region (self-congruity), functional and
affective image of a wine region, attitudes toward wine tourism, and future wine tourism
behaviour.
Overall, this research found self-congruity did impact respondents’ attitudes toward wine
tourism, and indeed, intentions to visit a wine region. Similarly, the two destination image
constructs, functional destination image (incorporating wine and food experiences) and
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affective destination image, both had explanatory power on attitudes toward wine tourism and
future intentions to visit a wine region.
Furthermore, it was hypothesised that wine involvement would moderate the effect of selfcongruity, functional and affective destination image congruity on attitudes, and intentions to
visit a wine region. Although the relationships in the model were found to be valid predictors
of consumer attitudes toward wine tourism and intentions to visit, further analysis revealed
differences in tourist segments. High wine involved respondents were found to report high
levels of self-congruity with wine tourism. The affective destination image attached to wine
tourism also had a strong influence on high wine involved respondent’s attitudes and intentions
to visit a wine region. Low wine involved consumers, however, did not feel that their self-image
matched that of a typical wine tourist. The functional and affective destination image
attributes equally impacted their attitudes and intent. The moderator of wine involvement
highlights the complexity of modelling consumer behaviour. This section will discuss the
findings based on the main constructs examined: self-congruity, destination image and
attitudes toward wine tourism in relation to the existing literature.

8.2.1

Self-congruity

Self-congruity theory was brought into the forefront of consumer behaviour by Sirgy (1986),
broadly describing his new research paradigm in the social/behavioural sciences as a unifying
theory. Self-congruity theory proposes that part of consumer behaviour is determined by an
individual’s comparison of the image of themselves to the image of a product or brand, or as
reflected in a stereotype of a typical user of the brand (Sirgy, 1986). This comparison then
results in either purchase or rejection of the product or brand. This current study evaluated the
impact of self-congruity on attitudes toward wine tourism and its impact on future wine
tourism behaviour.
Self-congruity was measured using Sirgy and Su’s (2000) direct approach. Respondents were
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asked in an open ended question to describe a typical wine tourist to their favourite wine
region. This process activated their image and/or profile of a typical wine tourist by bringing to
the forefront their impressions of a typical wine tourist to that particular wine region. The selfcongruity measure was then developed through respondents’ comparison of the description of a
typical wine tourist and their own their actual self-image, ideal self-image, and their social selfimage.
Many studies have shown that self-image is multidimensional (incorporating actual self-image,
ideal self-image, social self-image and ideal social self-image) and these dimensions of selfimage become accessible in varying situations and levels of involvement. This research,
however, has found self-image to be a unidimensional construct. The notion of
unidimensionality was raised by Hattie (1992) who argued that it may be difficult to
meaningfully distinguish the ideal from the actual self-concept, as the actual self-concept
already includes expectations of oneself. Other researchers found only one or two of the selfimage elements to significantly impact behaviour (He & Mukherjee, 2007; Kleijnen et al., 2005);
however, they did not report on the discriminant validity or dimensionality of the construct.
The final direct measure of self-congruity construct, within this research, comprised four selfimage items, which was a combination of self-image dimensions. The construct contained one
item measuring actual self-image, two items measuring ideal self-image, and one item
measuring social self-image.
Self-congruity within the model had a reasonable effect on respondents’ attitudes toward wine
tourism. Hence respondents, who felt their self-image was similar to visitors to their favourite
wine regions, had a positive attitude toward wine tourism. This finding is supported by other
researchers who found self-congruity impacting attitudes (Ekinci et al., 2008; Graeff, 1997;
Ibrahim & Najjar, 2008). Overall, there was no direct relationship from self-congruity to
intentions to visit a wine region. This result infers that respondents whose self-image was
congruent with visitors to wine regions did not translate directly to future purchasing
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behaviour. Previous research has had mixed results regarding this relationship. Cowart et al.
(2008) and Ibrahim and Najjar (2008) also found no direct relationship between self-congruity
and intentions.
Explanations for not finding a direct relationship between self-congruity and behaviour are
varied. Individuals may under-report the level of congruity for a variety of reasons which may
include their need to conceal congruity as a reason for desiring a product (Helgeson &
Supphellen, 2004) as self-congruity measures and user image are explicitly compared.
Furthermore, self-concept is integrated into self-congruity measures, so impression
management is likely to impact respondents’ ratings of self (Fisher & Katz, 2000) as people
generally hesitate to disclose information about the self and one’s self-image. Respondents may
also actually seek incongruity because they are motivated by the desire to be different (or
unique), adopt new aspiration or alleviate boredom (Hughes & Guerrero, 1971), which may be
even more applicable when information is relevant to one’s self-image.
As there have been varying results using self-congruity and consumer behaviour in the
literature, a second approach was developed within this current study, which has been labelled
an indirect measure of self-congruity. This approach was developed by the researcher for this
study in the expectation of providing a secondary measure of self-congruity, due to
inconsistencies in findings. This indirect approach was developed on the basis of existing wine
tourist segments, and the belief that respondents would be able to relate to one of these
existing segments. Previous research into wine tourism has found three to four wine tourist
segments (Charters & Ali-Knight, 2002; Hall & Mitchell, 2008; Mitchell et al., 2000). These
wine tourism profiles were adapted to create four tourist profiles for respondents to evaluate.
Each profile was labelled and a brief description provided, which included: the wine lover, the
wine interested, the wine curious tourist, and the disinterested wine tourist. For example, the
wine interested profile included the following description:
The ‘wine interested’ tourist likes wines and has attended tastings and wineries before.

241

Enjoys food and exploring the countryside. Generally travels with friends to wine
regions. Eager to learn about wine.
Respondents were requested to evaluate each of the four wine tourist profiles and rate their
actual self-image, ideal self-image and social self-image in relation to each of the four wine
tourist profiles. Finally, respondents were requested to indicate which wine tourist profile
they associate most with a typical wine tourist. Analysis found that the majority of
respondents were congruent with the profile/image they had selected that represented a typical
wine tourist, that is, respondents were able to identify profiles that they felt matched their selfimage. Differences were found between those respondents who were congruent and those who
were not congruent with a typical wine tourist. Congruent respondents had a more positive
attitude toward wine tourism and higher level of intent to visit a wine region than those who
were not congruent. As a result, this indirect measure provides support for the notion of selfcongruity and its impact on attitude toward wine tourism and future behavioural intentions to
visit a wine region. Moreover, these results support the findings of the direct measure of selfcongruity; however, as this indirect measure is a new approach it cannot be compared to
previous research.
Respondents who had high levels of self-congruity (referred to as being self-congruent)
described typical wine tourists positively, using affective terms. These terms included: ‘relaxed,
relaxing’, ‘sociable, likes socialising, friendly’, ‘fun’, ‘excited, enthusiastic, vibrant’, ‘happy’, and
‘interesting’. Respondents who were not self-congruent described the typical wine tourist in
more simple demographic terms, such as ‘higher income earners/financially secure’, ‘middle age
mature people’, ‘tourists’, ‘all, average’, ‘semi retired retired/time to spare’ and
‘professionals/business people’. Those who felt they were not congruent with a wine tourist
generally compared themselves in terms of their demographic position without using any other
descriptors. For example, if the respondent is a young student, and their impression of a typical
wine tourist is a retired person, or business professional, they would not feel congruency with a
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typical wine tourist. This reflects no comparison of self-image other than the obvious
demographic descriptors which require low levels of cognitive processing. However,
respondents who were congruent with wine tourists had a positive reinforcement of their selfimage and self-esteem through the positive self-image portrayed of a typical wine tourist.
It is evident that measuring the impact of self-congruity on consumer behaviour is a complex
task. The challenges include developing measures that adequately tap into this construct
through to the psychological challenge of respondents providing forthright answers to selfimage issues, which resulted in two measure of self-image congruity: the direct measure and
indirect measure. Further insight into the interrelationship of self-congruity within the
context of the model will be further explored in the following sections.
8.2.1.1

Self-congruity & Involvement

Involvement is a psychological state of motivation at one point in time which is characterized
by the perception of self-relevance and the emotional benefits of stimuli (Goossens, 2000).
High involvement implies a positive and relatively complete engagement of core aspects of the
self in the focal object whereas low involvement implies a separation of the self from the focal
object (O'Cass, 2000). As a result, involvement can be viewed as an integral component of selfimage and consumer behaviour. Only recently has the psychological construct of involvement
been linked to self-congruity (Beerli et al., 2007; O'Cass, 2000) and wine tourism behaviour
(Brown et al., 2006).
The current research has found the involvement construct useful in providing greater
understanding of the relationships within the model. The level of involvement with the
product, that is wine, was found to have a strong moderating influence on behavioural
intentions. Within the present study, wine involvement was found to moderate the effect of
self-congruity, destination image attributes, and attitudes toward wine tourism on intentions
for visitation to a wine region. Overall, respondents who were high wine involved consumers
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had high levels of self-congruity with a typical wine tourist, whilst low wine involved
consumers did not. Similarly, other research found involvement moderating the effect of
congruity where the greater the involvement with travelling, the more strongly congruity was
expressed (e.g. Beerli et al., 2007).
Complexity within this research arises due to the nature of study, where the involvement
construct is based on the measurement of involvement with wine, and its moderating effect on
the model (not intentions to purchase wine per se). That is, analysing the effect of involvement
with the wine product on attitudes toward wine tourism activity, and future behavioural
intentions. Involvement with wine tourism was felt not to be a predictor of visitation, whilst
wine involvement is more relevant to wine tourism behaviour.
As outlined in section 8.2.1, self-congruity was measured through descriptors provided by
respondents of their image or impression of a typical wine tourist to their favourite wine region.
An analysis of these descriptors revealed differences amongst those who were involved wine
consumers compared to those who were not. Descriptors of a typical wine tourist used by high
involvement respondents were very expansive in nature, from wine orientated descriptors such
as wine lover through to knowledge building. These descriptors included: ‘interest, knowledge
and passion for wine, wine lover’, ‘educated intelligent’, ‘adventurous experience seeker’,
‘foodie, enjoy good food’, ‘expand knowledge, inquisitive, explorer, learning, curious’, and
‘knowledgeable’. An analysis of these descriptors can be viewed from a psychological point of
view, where these descriptors can be viewed as self relevant, and respondents meeting their
self-esteem needs and motivation needs. These motivational needs are reflected in research in
leisure which describes the three dimensions of affect to include pleasure (feelings of happiness,
fulfilment, pleasure and enjoyment), arousal (feelings of excitement, exhilaration, and
enjoyment) and dominance (refers to feelings of mastery, competence, power or skill) (Floyd,
1997; Russell, Ward, & Pratt, 1981). The affective destination image construct will be discussed
further in the next section. The present study findings are also supported with the findings
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from Lockshin, Rasmussen and Cleary (cited in Beverland, 2004) who identified an involved
group of wine consumers, the connoisseur group, who feels a sense of accomplishment and
views wine as a form of self-expression of the individual’s interests and as a sign of their selfimage.
Low wine involvement respondents tended to describe wine tourists as:, ‘all, average’, ‘semi
retired retired/time to spare’, ‘professionals/business people’, ‘interesting’, and ‘fun’. These
descriptors are similar in nature to descriptions used by low self congruent respondents, using
demographic descriptors, however, two extra affective descriptors were captured. Selfcongruity was not important as a predictor of attitude toward wine tourism or intentions to
visit a wine region, which is in contrast to Sirgy and Su (2000) who espouse that low involved
tourists use self-congruity as a simplifying tactic in their decision making rather than
evaluating the functional elements of a destination. Interestingly, after evaluating the
descriptors used by low wine involved respondents it becomes apparent that simple
demographic traits are used; consequently, these respondents do not relate their self-image
with that of a typical wine tourist.
On the surface it would appear that these positive descriptors of a wine tourist would in fact
emphasise the predictive strength of self-congruity on intentions to visit a wine region, for both
high wine involved respondents and self-congruent respondents. However, the model did not
find a direct relationship between self congruity and respondents’ intentions to visit a wine
region, as was also found by Cowart et al. (2008) and Ibrahim and Najjar (2008). This
outcome may be viewed as an unrecognized motivation (Dann, 1981), as attitude was found to
mediate intentions to visit a wine region.
Similarities between respondents who are self-congruent and those who are high wine involved
consumers have become evident; however, differences are also found in their demographic and
wine tourism profile. Evaluating the wine tourism profile for high and low self-congruent
respondents, differences were found. Visitation levels to wine regions are lower for
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respondents with low self-congruity. Wine consumption was also found to be higher for
respondents who were self-congruent with wine tourists.
Satisfaction with respondents’ previous visit to a wine region also was found to significantly
differ with regard to self-congruity, attitudes toward wine tourism and wine involvement.
Within this study, respondents who were satisfied with their last visit to a wine region had a
significantly higher rating of their wine tourist self-image than those who were not, which is
supported through other research (Chon & Olsen, 1991; Jamal & Goode, 2001; Sirgy et al.,
1997). Satisfied respondents also had a more positive attitude toward wine tourism than those
who were not satisfied with their last visit to a wine region.
Many similarities are apparent for the level of involvement. High wine involved respondents
were significantly more satisfied with their last visit to a wine region than those who had low
wine involvement. Wine consumption was also found to be significantly different, where high
wine involved consumers consumed wine more often than low wine involved consumers.
However, the reason for visitation varied, where low wine involvement consumers travelled
more for general touring, whilst high wine involvement consumers travelled more for wine
specific reasons. Further discussion on these segments will be continued in the next section,
evaluating destination image attributes.

8.2.2

Destination image

Traditional destination image literature highlights the functional or attribute based nature of
destinations (e.g. Beerli & Martin, 2004; Pike, 2002; Tasci & Gartner, 2007). Affective
destination image attributes are slowly being recognised by more researchers as important to
measuring a destination image (Baloglu & Brinberg, 1997; Pike & Ryan, 2004). Reference has
also been made to the symbolic nature of a destination (measured through self-image).
Complexity arises due to a variety of definitions and measurement of destination image.
Previous research has also found the impact of functional, affective and symbolic aspects of a
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destination vary based on tourist motivation, satisfaction, involvement, and destination travel
patterns. To-date, no research has measured functional, affective and symbolic aspects of a
destination simultaneously on destination choice behaviour or intentions to travel.
Within this research, destination image was measured using both functional destination image
and affective destination image constructs, having already separately captured symbolic aspects
through the self-congruity measure. The functional destination image construct within this
study comprised three factors surrounding wine tourism: the wine experience, the food
experience and the wine region. The wine experience encapsulated the essence of the wine
tourism experience which is unique to wine tourism, as a tourism destination attribute. The
wine experience included: purchasing premium quality wine, winery staff who are
knowledgeable about wine, opportunity to taste lots of wine, wineries are visitor friendly, and
it’s a good opportunity to learn about wine. The wine experience factor was found to be the
most important element of the functional destination image construct.
The second factor of functional destination image was the food experience, which is being
quickly recognised as a very important part of wine tourism (Alant & Bruwer, 2004). The food
experience attribute is common in tourism destination image research which includes items
such as: lots of restaurants, excellent restaurants, art galleries and shops, and a vibrant
atmosphere. This attribute highlights the importance of the cultural element of the wine
tourism experience. Finally, the third factor, the wine region, was also unique to wine tourism
destination image research, which includes items such as modern wineries, large wine
companies and that the region’s wines were famous. This measure of functional destination
image is similar with other wine tourism researchers (Galloway et al., 2008; Getz & Brown,
2006; B. Sparks, 2007b). Getz and Brown (2006) found three factors of a wine tourism
destination: the core wine product, the cultural product, and the core destination appeal. Two
of their factors were comparable to the current research: the core wine product and the cultural
product. Similarly, Sparks (2007b) found 3 factors: destination experience, core wine
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experience and personal development. Galloway et al. (2008) found three factors:
infrastructure, aesthetics and accessibility. Within Galloway et al. research, however, the wine
related features were measured separately. It has been recognised that differences in factors
appear with most destination image research due to differences in destinations that are
researched, the measures used, each destination’s unique properties, and of course, the
researcher’s objectives and definitions of the construct may vary.
The second, yet unique, component of destination image, the affective destination image,
comprise feelings regarding the wine tourism experience such as relaxation, a sense of
escapism, pleasant, fun and a sense of discovery. The challenge with measuring the affect
construct is the nature of feelings or emotions.
The emotions and feeling attached to wine tourism are also attached to the functional
destination image attributes of wine tourism regions. The emotions connected to the wine
tourism experience were also found connected to the food experience. For instance, some
affective items such as relaxing and indulgence cross loaded with the wine tourism experience
and the food experience factors. The wine tourism experience is often described as relaxing,
whilst the food experience can be viewed as indulgent, both of which are affective items used
within the functional wine and food experience context. This highlights the experiential
element of the wine tourism experience which integrates the affective experience of relaxation
with the consumption of food and wine.
This current study found both functional destination image and affective destination image
constructs influenced attitude toward wine tourism. The affective destination image construct
was more important in predicting respondent attitude toward wine tourism than the
functional destination image construct. This suggests that respondents have a positive
affective connection to wine tourism experiences and also hold positive attitudes to the
functional attributes of a wine region. Neither functional nor affective destination image
construct had a direct influence on tourists’ intention to visit a wine region, but these were
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indirectly significant through a positive attitude toward wine tourism. This will be further
elaborated in the next section.
8.2.2.1

Destination image and Involvement

Within the present study, affective destination image was found to be a stronger predictor of
attitude toward wine tourism than self-congruity or functional destination image. However,
both functional destination image and affective destination image had different effects on
attitudes toward wine tourism based on the level of wine involvement of the respondents.
Wine involvement provided further understanding of the relationships within the model,
which was used to separate respondents into two groups: high wine involved and low wine
involved. With the high wine involvement group, the affective destination image had a positive
relationship to attitude toward wine tourism. The results suggest that the enjoyment and
emotions attached to visiting a wine region overrides the other functional aspects. The
affective destination image construct in this study included items such as: relaxed, a sense of
escapism, pleasant, fun, and a sense of discovery. Leisure experiences are considered to be more
affective based as they pertain to immediate experience of entertainment and the pleasure of
exploration (Dubé et al., 2003). The emotion elicited during a consumption experience has
been found to leave strong traces of affect such that these affective ‘markers’ are highly
accessible to cognitive processes (J. B. Cohen & Areni, 1991). Within this study, the notion of
exploration is a highly used descriptor used by high wine involved consumers of wine tourists.
This is reinforced through the present study, where affective image of the wine region is the
strongest predictor of future intentions to visit.
The functional construct was found not to be a predictor of wine tourism attitudes for high
wine involved respondents. This may be a result of the familiarity due to previous experience,
as they have previously visited wine regions a greater number of times than low wine involved
respondents. This would also lead to a greater understanding of the functional elements across
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wine regions, leading to the result that the functional attributes are not deemed important in
decision making. Although the functional construct was not significant in the model for high
wine involved consumers, interestingly, one of the main factors of the functional image
construct is the wine experience. Conversely, the main reason for visiting a wine region for
high wine involved respondents was for wine specific reasons. As a result, it can be surmised
that the wine experience is a basic expectation for high wine involved tourists when visiting a
wine region.
The relationships within the model were different for low wine involved respondents. Both the
functional destination image attributes and affective destination image attributes were
approximately equal in their predictive effect on attitudes toward wine tourism. For this
group, the importance of the functional and affective destination image elements of a wine
region were found important in future decision making.
In addition to the discussion previously, further insight and understanding of wine tourists will
be discussed with regard to their demographic and wine tourism experience. It was found that
younger respondents (25-34 years) had significantly higher levels of affect than all other age
groups. Similarly, females’ level of affect with wine region visitation was rated higher than
males. For respondents who had high levels of previous visitation to a wine region, the affective
destination image construct had a greater positive impact on future travel intentions than those
respondents with low previous experience. Consequently, high involved wine consumers had
more previous experience with visiting wine regions, and this supports the notion that the
affective destination image attribute was more important for this group.
Sirgy and Su (2000) hypothesised that functional congruity is likely to require greater cognitive
processing than self-congruity. As a result, Sirgy and Su felt experienced travellers will use
their functional attributes in decision making, whilst inexperience travellers use self-congruity
as their basis for decision making. Conversely, within this present study, functional congruity
was not an important contributor to attitudes or intent for experienced travellers. Affect was
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more important to the experienced traveller which provides support for the notion of
experiential travel elements of wine tourism encompassing the affective nature of leisure.
No previous research to-date has been conducted evaluating destination image attributes and
wine involvement. Stebbins (1992), however, found individuals that are considered highly
involved wine consumers are typified by acquiring knowledge, searching for durable benefits or
self-actualisation, enhancement of self-image and self-gratification. Similarly, the current
research supports the notion of the affective destination image and self-congruity constructs as
predictive of attitudes toward wine tourism.

8.2.3

Attitudes toward wine tourism and future behavioural intentions

Attitudes have been recognised as a powerful construct in consumer behaviour research since
attitudes have been found to lead to intentions, and intentions are deemed to lead to actual
behaviour (Dubé et al., 2003; Fishbein & Ajzen, 1975). Attitude toward a behaviour is defined
as a person’s overall evaluation of performing the behaviour in question. This study evaluated
the predictive power of the impact of self-congruity (with that of a typical wine tourist), and
functional and affective elements of destination image, on individuals’ attitudes toward wine
tourism. Attitudes toward wine tourism in turn were found to be a strong predictor of
intentions to visit a wine region.
As hypothesised, this present study found a strong positive relationship between respondents’
attitudes toward wine tourism and their intentions to visit a wine region. Attitude toward
wine tourism was found to be the mediating construct between self-congruity and functional
and affective destination image attributes on respondents’ intentions to visit a wine region.
The relationship between attitude to wine tourism and its impact on intentions to visit a
winery were positively significant and strong for both high and low wine involvement groups.
Although the relationship is as strong, the average rating of attitude toward wine tourism and
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intentions to visit a wine region were much higher for high involved wine consumers than low
involved wine consumers. Evaluating the profile of wine tourists, demographic differences
were found for age and gender. Overall, young couples and females had the highest positive
attitude toward wine tourism.

8.2.4

Wine knowledge

The link between the level of wine knowledge and wine tourism visitation is evident in the
literature (Mitchell & Hall, 2003; Perrouty et al., 2006). This current study was also interested
in the effect of wine knowledge on respondent’s intentions to visit a wine region and self-image
congruity. Wine knowledge was measured through respondents’ subjective knowledge, which
is a measure of their ‘perceptions’ of their wine knowledge. Respondents’ objective wine
knowledge was also measured by asking respondents questions regarding wine in order to
measure their actual wine knowledge. Both of these measures were included in order to obtain
a more accurate representation of wine knowledge.
Differences were apparent for respondent’s levels of subjective and objective wine knowledge.
Consequently, respondents felt they had less wine knowledge (subjective) than they actually
did (objective), or felt that they had more wine knowledge than they actually did. The current
study found higher levels of wine knowledge increased the respondent’s intentions to visit a
wine region within the next 12 months. High wine involved respondents had higher levels of
both subjective and objective wine knowledge, resulting in higher intentions to visit a wine
region.
The level of wine knowledge, however, did not impact the self-image congruity of respondents.
That is, respondents with higher levels of wine knowledge did not have a significantly higher
level of self-congruity with wine tourists than consumers with lower levels of wine knowledge.
The perception of knowledge was found to impact respondents’ self-congruity with wine
tourists, as respondents with low subjective wine knowledge had a low level of self-congruity
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(even when their actual wine knowledge was average). Evaluating definitions of self-image as
outlined in section 2.2 is a person’s perception of himself, where these perceptions are formed
through experiences with their environment and are influenced by environmental
reinforcements and significant others (Shavelson et al., 1976). This relationship between an
individuals perceptions of knowledge and actually knowledge, demonstrates the power of the
individual’s perceptions on their self-image and the impact this has on their attitudes and
behaviours.

8.2.5

Barriers to future intentions

Through the analysis of the qualitative research in Chapter 3, it is apparent that barriers are an
important and contributing factor to hinder respondents’ visitation intentions to wine regions,
even though they had positive attitudes toward wine tourism. Respondents mentioned a
number of issues that were seen to impede their intentions to visit a wine region. These
included: personal responsibilities, cost of visiting, and partners who were not interested in
visiting a wine region. This highlighted the notion that even if a respondent’s attitude was
positive to wine tourism, they may be hindered in visiting due to other issues impacting their
life. This is an element which has been included in models such as the Theory of Planned
Behaviour (Eagly & Chaiken, 1993).
The results from the current study found that the life stage of the respondent had an impact on
intentions to visit a wine region, where a family with children at home under the age of 15 years
had the lowest level of intention to visit a wine region. This group overall rated their barriers as
greater than a family with children at home over 15, mature couples and a mature single person.
The oldest age group (65+) had the highest level of intention to visit a wine region.

253

8.3

Theoretical implications

There are several theoretical implications which have arisen from this research study, including:
the use of structural equation modelling (SEM) within self-congruity and tourism research;
further development of the self-congruity construct; further development of the wine
involvement construct; and image attributes attached to wine tourism and typical wine
tourists.

8.3.1

Application of SEM to self-congruity theory

It is recognised that consumer research has improved through the use of latent variable
structural equation modelling techniques (S. B. MacKenzie, 2001). Structural equation
modelling (SEM) has the ability to examine a series of dependent relationships simultaneously,
allowing analysis of complex theoretical models involving whole systems of conceptual
relationships. Another advantage of SEM is the ability to take random and systematic
measurement error into account (S. B. MacKenzie, 2001) in model development.
The majority of research into self-congruity prior to 2005 did not apply SEM but has used
regression, correlation, t-tests, ANOVA, ANCOVA, MANCOVA and cluster analysis (with the
exception of Spreng & Mackoy, 1996). Only recently has self-congruity research started to take
advantage of SEM, with less than a dozen publications using SEM. Within self-congruity
research in tourism, there is extremely limited use of SEM, with the notable exception of Han
and Back (2008), and two uses of CFA (Beerli et al., 2007; Todd, 2001) at the time of writing
this thesis. This thesis contributes to the development of knowledge within self-congruity
theory and tourism destination theory through the use of SEM. Furthermore, this study also
used SEM to evaluate latent mean differences between groups, which have not been previously
used in self-congruity research.
Through the process of analysing these constructs simultaneously, it allows a holistic approach
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to evaluate the relationships between self-congruity and respondents’ attitudes and intentions
to wine tourism together with the functional and affective destination elements and their
impact on respondents’ attitude and intentions, overcoming the limitations discussed earlier.

8.3.2

Contribution to self-congruity theory

This research has contributed to the theory of self-congruity, which has been described as a
unifying theory, but which has not been applied as such (Sirgy, 1986). As a unifying theory, this
current study has incorporated components of tourist destination image, including self-image
congruity, functional destination image and affective destination image in one integrated
model. There is limited research using self-congruity in tourism with very few applications
(including Beerli et al., 2007; Chon, 1992; Chon & Olsen, 1991; Goh & Litvin, 2000; Jamal &
Goode, 2001; Kernan & Domzal, 2000; Litvin & Goh, 2002, 2003; L. Murphy et al., 2007;
Quester et al., 2000; Sirgy et al., 1997). These research studies have generally used self-congruity
as the only measure of the symbolic nature of tourism, with limited inclusion of functional
attributes of the destination (Johar & Sirgy, 1995), or used affective attributes as part of the
self-congruity measure (Kastenholz, 2004). Self-congruity, however, is a separate construct to
the functional and affective nature of a tourism destination image, which should be measured
separately. No other research within tourism literature to date has measured self-congruity
concurrently with both the functional destination image and affective destination image
constructs in determining intentions to visit a destination.
The measurement of the self-image congruity construct within this current study is also
unique, in that a unidimensional construct was obtained through EFA and CFA analysis. Much
of the research on self-image congruity did not report on the analysis of the dimensionality of
their self-congruity measures. Analysis was often conducted on separate self-image constructs
(e.g. actual self-image, ideal self-image, social self-image) without further testing on the
association amongst the self-congruity measures, for example, as in Ibrahim and Najjar (2007),

255

Liu et al. (2010), and Quester et al. (2000), or simply an acknowledgement that a high
correlation exists, as for example, in research carried out by Helgeson and Supphellen (2004)
and Kressmann et al. (2006). In instances where a CFA was conducted, only one measure of
self-image was used, for example, social image as reported by Han and Back (2008). A rigorous
approach to measuring self-congruity was conducted through the initial EFA analysis of nine
self-image items, with the final CFA analysis resulting in four self-image items. The final selfimage construct, as discussed previously, comprised actual self-image, ideal self-image and
social self-image items. This research found self-congruity to be unidimensional, suggesting
that ‘self-congruity’ cannot be assumed to be multidimensional, as has been done by much
previous research. Only one recent study by Bosnjak el al. (in press) has been found to include
the various elements of self-image into one unidimensional construct.
The construct, ‘self-congruity’ has been found to signify varying elements of self-image
congruity, ranging from actual self-image, social self-image to an overall self-image construct. It
has often been used to represent the measurement of actual self-image congruity, with some
research only measuring this one element of self-image, as reported by Chebat et al. (2006),
Cowart et al. (2008), Jamal and Goode (2001), O’Cass and Grace (2008), Parker (2009), and
Sirgy et al. (2008). The self-congruity construct used by Barone et al. (1999) appeared to
represent social self-image congruity not actual self-congruity. Other researchers use selfcongruity to represent the overall self-image construct, such as Chon and Olsen (1991), or
create a second order factor called overall self-image congruity encompassing actual and ideal
self-image, as done by Kwak and Kang (2009). Similarly, Kleijnen et al. (2005) measured
actual and ideal congruence separately; however, due to high correlation between the two
constructs they examined the joint effect, which they labelled image-congruence.
Self-congruity research has had inconsistent findings due to different methods of measurement.
Many studies using the traditional approach with personality measures, for example, as in
Beerli et al. (2007), Boksberger et al. (in press), Ibrahim and Najjar (2007), and Kastenholz

256

(2004) have had shortcomings in their analysis, as discussed in section 2.2.4. Using a direct
approach developed by Chon (1992) and Sirgy et al. (1997), provides a more rigorous method to
measuring self-congruity than the traditional gap approach which was discussed in section
2.2.4. This current study used the direct measure, providing strong support for the predictive
affect of self-image congruity on consumer behaviour. This provides further reinforcement and
support for the direct method of measuring self-image congruity.
In instances where a direct approach was used to measure self congruity, results also varied
based on the use of personality dimensions or extent of analysis. A study when CFA was
conducted reported to have found self-image congruity to represent a multidimensional
construct of four self-image constructs: actual, ideal, social and ideal social self-congruity (He
& Mukherjee, 2007). In this instance, a direct approach was used but incorporated a
personality dimension to measure each self-image construct. A direct approach was used to
measure actual self-congruity and ideal congruity, however the authors recognised the
constructs were correlated, as stated by Ekinci et al. (2008) and Goh and Litvin (2000).
It is apparent that assumptions cannot be made with regard to the impact of self-congruity on
consumer behaviour. Differences in the results of self-congruity research may appear due to
lack of in-depth analysis or where moderating variables, such as the impact of involvement,
affects the predictive power of self-congruity within the model.
This research has also contributed to self-congruity theory through the development of an
alternative approach to the measurement of self-congruity. This was accomplished by creating
four profiles analogous to market segment profiles, which respondents compared to their selfimage. These profiles provided support to the findings of the model, as respondents’ self-image
reflected their idea of a typical wine tourist. In order to determine if this alternative measure of
self-congruity is supportive of the direct measure of self-congruity, a t-test was conducted.
Those respondents who were considered congruent had a significantly higher rating of their
wine tourist self-image than those who did not. As a result, the researcher is confident that the
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direct self-congruity measure provided reliable results in the model testing of wine tourism
behaviour.

8.3.3

Contribution to destination image theory

Through earlier discussions on destination image, it is apparent that it includes not only the
functional attributes of a tourism destination, but also the affective connection to a destination.
This research has clearly defined the functional image attributes (which included both tangible
and intangible elements) and the affective attributes (as feelings toward the destination or
activity). These were defined as separate constructs to the symbolic imagery of self-concept
through the application of self-congruity theory. There are very few researchers who have
separately measured functional and affective wine destinations attributes (such as Beerli &
Martin, 2004; del Bosque & San Martin, 2008; Tasci & Gartner, 2007). Evaluating the
functional destination image construct, this research found three key factors associated with
wine tourism: the wine experience, the food experience, and wine region issues. Two of these
factors are uniquely focused on the wine tourism market, that is, the wine experience and the
wine region, whilst, the food experience is a complimentary activity. The wine experience
factor weighted heavily on to the overall functional destination image construct, which
represents the essence of the wine tourism experience. The wine experience included:
purchasing premium quality wine, winery staff who are knowledgeable about wine,
opportunity to taste lots of wine, wineries are visitor friendly, and it’s a good opportunity to
learn about wine.
As discussed earlier, leisure experience is generally considered to be more affective based as it
relates to the immediate experience of entertainment and the pleasure of exploration (Dubé et
al., 2003). Consequently, affect is a vital construct to be included in tourism destination image
research. Recently, affect has been included in destination image research, and recognised that
destination choices are influences by perceptions of the destination cognitive and affective
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attributes (Lin, Morais, Kerstetter, & Hou, in press; Phillips & Jang, 2008). Clear definitions of
‘affect’ have not always been used, and a very loose labelling has appeared, with items such as:
good climate, local attractions, availability of travel information and services, as for example in
research carried out by Echtner and Ritchie (1993), Kim and Yoon (2003), and Sonmez and
Sirakaya (2002) labelled ‘affect’. Although there appears to be an overlap in affective attributes
including emotions, moods, and motivations, it is important to define the construct of interest.
The wine involvement construct has provided further understanding of the relationships
presented in the model, highlighting the importance of affect in leisure behaviour, particularly
for the high wine involvement group.

8.4

Practical implications

The research reported in this thesis contributes to expanding our understanding and
knowledge of wine tourism through its focus on wine tourists and their impressions of a wine
region and of a typical wine tourist. Minimal growth in wine tourism visitor numbers has not
reflected the growth in cellar doors throughout all states of Australia (except Northern
Territory), where the number of cellar doors over the last 5 years has dramatically increased by
37.3 %. Therefore, understanding the image and attitudes attached to this leisure activity are
important to increasing visitation to wine regions. Practical implications are relevant for
tourism state and regional authorities, associations and wine producers with cellar doors. The
implications include recognising the importance of image attached to wine regions, and the
image of wine tourists themselves.

8.4.1

Self-congruity and image of wine tourists

Self-congruity theory is based on the notion of preferring to purchase products/services or visit
destinations where the visitors have images similar to one’s own self-image or desired selfimage. Wine-related organisations need to understand the importance of the relationship
between consumers’ comparisons of their self-image and with that of a typical wine tourist. If
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consumers feel congruent with the image of a wine tourist, they will have a more positive
attitude toward wine tourism and this will increase their intentions to visit a wine region.
Attitudes are deemed to be one of the major sources for explaining and predicting tourism
behaviour (Gnoth, 1997). Furthermore, many attitudes are formed in order to satisfy the self
and not social norms.
Wine tourists are not a homogenous market segment, but have distinct characteristics which
comprise various wine tourist market segments. The image portrayed of wine tourists can be
used in marketing materials to appeal to each target market: those who have higher levels of
self-congruity with wine tourism activities; those who are high wine involved tourists; and low
wine involved tourists.
The image of a typical wine tourist was portrayed through descriptors self-generated by
respondents, in answer to the open-ended question. The description of a typical wine tourist
will be discussed based on four segments: high and low congruent tourists, and high and low
wine involved tourists. The first segment is those tourists who were congruent with a typical
wine tourist (high self-congruity), used positive affective descriptors of wine tourists, and
experiential descriptors such as:
 relaxed
 likes socialising and friendly
 fun
 excited, enthusiastic, and vibrant
 happy
 interesting
This highlights the positive affective descriptors used to describe wine tourists as relaxed
people, who are fun, happy, vibrant and enthusiastic. The experiential descriptors used were
that a typical wine tourist likes socialising and are interesting people.
To continue to attract congruent wine tourists the experiential element is important.
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Promotions should reflect these characteristics that wine tourists relate to. This could include
a group of young-middle aged people who are socialising and obviously enjoying each others
company. The atmosphere would be relaxed and interesting within the cellar door or
restaurant in a wine region. This image would also appeal to other target markets such as
young couples.
The second segment is those tourists who felt they were not congruent with a typical wine
tourist. The imagery they used to portray and describe wine tourists was narrow, using only
demographics descriptors such as: older retired people, financially secure, and business people.
These stereotypes which are still prevalent in some established wineries would not attract
either the congruent or non congruent segments. The promotional imagery developed for the
self-congruent segment would slowly change attitudes toward wine tourism for this segment.
By changing the imagery of wine tourism, a more accurate depiction of a typical wine tourist
would emerge which would be closer to a positive image of a wine tourist.
The third segment is high wine involved tourists who described the profile and image of a
typical wine tourist as follows:
 interest, knowledge and passion for wine, a wine lover
 educated and intelligent
 adventurous experience seeker
 enjoy good food
 expand knowledge, inquisitive, explorer, learning, and curious
 knowledgeable
This segment used a broader context of descriptors incorporating motivational and affective
descriptors. Their profile or description of a typical wine tourist reflects their interest in wine
by describing a typical wine tourist as a wine lover who has an interest, knowledge and passion
for wine. This resonates with the wine experience attribute of the functional destination
image. The other descriptor of a typical wine tourist used is foodies and someone who enjoys
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quality food, which relates to the food experience attribute of the functional destination image.
Motivation type descriptors were also used to describe a typical wine tourist, someone who is
adventurous in nature and someone who would like to expand their knowledge, an explorer.
Demographic traits were also mentioned, where they described a typical wine tourist as
educated and intelligent.
Self-image in promotions should purposefully reflect the target market, so for high wine
involved consumers image should entail the notions of gathering new knowledge, perhaps by
using images with a wine maker or through structured educational wine tasting events.
Promotional material could also include good food and wine in a new unknown wine region to
capture the explorer or adventurous nature of wine tourism.
The fourth segment are low wine involved respondents, who tend to describe the typical wine
tourist in a similar manner to those respondents who were not self-congruent with a typical
wine tourist. However, two additional traits were included of a typical wine tourist, that is,
fun and interesting. If the objective was to increase patronage of low wine involved market
segment, then fun and affective elements should be included in promotions. The increase in
events held in wineries, such as ‘a Day on the Green’ featuring Jimmy Barnes at Sirromet
Winery in Queensland, would also increase the patronage of this market segment.

8.4.2

Destination image attributes of wine regions

The image attached to wine regions’ promotions is important in the destination
communications strategy, where the advertised attributes need to match tourists’ needs and
motivations as much as possible. The challenge for wine tourism related organisations and
wineries is to determine the destination attributes that should feature in their promotion
campaigns, be it the functional destination image attributes or affective destination image
attributes, together with the symbolic image of self-congruity. The destination image
attributes within this study include the wine experience, the food experience and regional
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reputation, as well as the emotions and feelings attached to a visiting a wine region.
The affective attributes or feelings attached to a wine region were the most powerful predictor
of attitudes toward wine tourism and behavioural intentions for high wine involved consumers.
These include affective elements such as: relaxing, a sense of escapism, pleasant, fun, and a
sense of discovery. Holiday tourism is a hedonic activity which is particularly prone to
emotional influence. This essentially constitutes a shift in paradigm and opposes the widely
used traditional attitude construct by Ajzen and Fisbein, which assumes the existence of affect
only as a variable which depends on cognitions (Gnoth, 1997). It has been recognised that
models such as the theory of planned behaviour, do not adequately account for the role of affect
in decision making (Lawton, Conner, & Parker, 2007; Zanna & Rempel, 1988). However,
recently Ajzen and Fishbein (2005) acknowledged the need to include both instrumental and
affective components when measuring attitudes.
Conversely, the functional destination image attributes of the destination were not found to be
predictive in their decision to visit a wine region in the future for high wine involved tourists.
Functional destination image construct was made up of three factors: the wine experience, the
food experience, and the wine region reputation. The wine experience explained the most
variance in this construct, and is hence deemed to be the most important. Evaluation of the
wine experience factor, included items, such as purchasing premium quality wine and an
opportunity to taste lots of wine. These elements may be a basic expectation of high wine
involved consumers. Other items which were part of the wine experience included wineries
that are visitor friendly, staff who are knowledgeable about wine, and the opportunity to learn
about wine. Each of these may be described as motivating issues for a wine tourist; however,
they were not critical in predicting respondents’ attitudes toward wine tourism.
However, it is important to be cognisant of the finding that high involved wine consumers are
visiting wine regions for wine specific reasons as opposed to others who visit for general
touring purposes. This may appear to be a contradiction; however, high wine involved tourists
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have basic expectations of wine regions they visit, such as tasting premium wine and an
opportunity to learn. As a result, it appears not as important in their attitudes and behavioural
intentions but should not be ignored.
Another issue to consider is that the majority of wine tourists/visitors live locally, so they may
not consider themselves to be tourists as such and would view visiting a wine region as a
leisure activity. As a result, the functional destination image attributes (for example, quality
wine, good restaurants’ or the reputation of the region) did not impact their intentions as
strongly as affect or feelings toward visiting a wine region. This supports the notion that wine
tourists are interested in the experience and how they feel whilst visiting a wine region.
Wineries cannot simply focus on wine tasting to encompass the wine experience, as this is
already an expectation of visiting a wine region, and visitors have greater emotional and
experiential expectations from visiting a wine region. The affect, emotions or feelings attached
to wine tourism were very strong with wine tourists and this could be a result of its
experiential nature. As a food and wine writer recently stated “…but my response to all things
that bring me pleasure – like good food and good wine – is always going to be emotional”
(Durack, 2010).
There were no differences between the image attributes of the five most preferred wine regions
(75% of wine regions mentioned), which are all well developed wine regions around Australia.
We then can surmise that the image of wine regions is dependent upon the experiential
elements and emotions tied to the activity of visiting a wine region. Although it has been
identified that the emotions connected to visiting wine regions are high, the experiential
activity is important. It is important for wine regions to maintain their unique destination
image attributes and rural identity or wine country experience as they compete with other
leisure activities and tourism destinations.
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8.4.3

Other implications

Other research areas of interest include barriers to visitation, wine knowledge and
demographic factors of the respondents.
Reasons that inhibit respondents from visiting a wine region in the future included issues such
as: time to visit, expense of visiting a wine region, friends or partner not interested in visiting,
the distance of travel to a wine region, concern over drinking and driving, and difficult with
children. Families with children under 15 years of age living at home reported the highest level
of barriers to visiting a wine region. This was also reflected in their lower rating of attitude
toward wine tourism and lower level of intention to visit in the next 12 months. Many of these
barriers were issues which were raised in the qualitative study, and as a result, incorporated
into the major quantitative study. One major issue mentioned in the qualitative study was the
impression that wine tourism was an activity that was not child-friendly, and this is evident
from this market segment’s results.
Wineries that are interested in reaching this market would need to emphasise the family
friendly features of their wineries to minimise this perception, and hence overcome the barrier
for visitation. One example of a winery that has been successful with this market segment is
Cape Mentelle in Margaret River, Western Australia. They encourage their visitors to relax in
their gardens or play a game of Pétanque (a version of boules) with family and friends on their
purpose built court, and children are able to play in a secure playground.
Wine knowledge was found to be highest with respondents who were high wine involved
tourists. The current study found that respondents with higher levels of wine knowledge had a
more positive attitude toward wine tourism and a higher level of intent to visit a wine region.
The challenge for wine producers would be to aim to increase wine knowledge in a nonthreatening environment, which may increase wine consumers’ level of involvement with wine.
This can be done through bottle shop tastings and wine events, such as that described at
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Sirromet Winery.
Demographic factors also need to be taken into account. The younger market segment tends to
rate the affective attributes or feelings attached to visiting a wine region as more important,
leading to the experiential nature of the generation X and Y. Surprisingly, their positive
attitudes toward wine tourism and intentions to visit were the highest of all age groups.
In summary, it is apparent there are complexities with high involved wine consumers and the
destination image attributes they associate with visiting a wine region. The reliance on
promoting wine regions with imagery of the industrial components of wine making is no longer
relevant to this market. They are interested in the experiential elements of both the wine
experience of tasting good wine, intertwined with relaxation, a sense of escapism, relaxation,
and the notion fun and discovery.

8.5

Limitations

Limitations with this present research are noted within areas such as sampling, response bias,
and model development. First, the sample comprises wine consumers who were selected from
a mailing list purchased from a marketing company. Since it was not a random sample of all
wine consumers within Australia, the results cannot be generalised to the whole wine
consuming population within Australia. This research study provided an incentive which was
an iconic high profile Australian wine which is internationally renowned. As a result, this prize
may have biased the sample to those who are more involved with wine rather than other
consumers.
Response bias can take many forms; however, it is important to be aware that social desirability
bias has been found to affect measures such as personality variables and attitudes, where
upward and downward adjustments may occur (Fisher & Katz, 2000). The difficulty of
measuring social desirability bias has been recognised, due to bias raised with measures taping
into the bias itself (De Jong, Pieters, & Fox, 2010; Ryder, Alden, & Paulhus, 2000). This may be
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particularly relevant with self-image and self-identity issues, which may be confronting to
respondents. In addition, it has been recognised that individuals may separate themselves from
other people in order to be viewed as an autonomous individual (Kitzinger, 1992), or to
differentiate oneself. In other words, some individuals may not want to be viewed as congruent
with a wine tourist. Another view by social identity theorists have found consumers purchased
products with images consistent with the image of their ingroup (Escalas & Bettman, 2005).
Structural equation modelling provides many advantages to model development and testing
over traditional statistical analysis methods. Although structural equation models are referred
to as causal models, it does not establish causality between the constructs (Hair et al., 2006).
Thus the results represent a conceptual relationship between the constructs, and not causal
inferences. Finally, a split half sample procedure was used for model development. However, a
single-method bias restricts the inferences that can be drawn from the study (Podsakoff,
MacKenzie, Lee, & Podsakoff, 2003), although it is a common approach used in the social
sciences. It is also suggested that many duplications of the study are warranted in order to
demonstrate statistical results are durable (Rosenthal & Rosnow, 1984), which is applicable to
most studies.

8.6

Future research

One of the challenges in self-image research is the measurement of the self-congruity construct.
This research found self-congruity to be unidimensional; however, other products and service
have found it to be multidimensional. The dimensionality of self-image appears to be linked to
product or service types, where further exploration is required for experiential leisure activities.
The challenge, perhaps, is the experiential nature of a leisure tourism activity such as wine
tourism, and the identification of typical visitors. A duplication study would provide support
for the unidimensional nature of self-congruity within this context; however, an additional
construct could be incorporated. In order for a comprehensive investigation of symbolic effects,
both brand personality and self-congruity constructs could be included. Many of the
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descriptors used by respondents in this study for a typical wine tourist are similar to
personality attributes, such as excitement and sophistication. This would provide further cross
validation of the self-congruity construct.
In this research, the final self-congruity measure was captured through four items
encompassing actual, ideal and social self-image items. Further understanding of the selfcongruity construct can be enhanced through exploration of values. Gnothe (1997) discusses
the satisfaction of emotional values which is inner-directed and results in self-fulfilment and
excitement, whilst outer directed and cognitive values enhances self esteem. Both selffulfilment and self-esteem were motivating factors of self-image, identified by Srigy and Su
(2000), which would be further explored.
Finally, tourism involvement can be further explored to determine if there are linkages between
involved leisure travellers and their choice of a wine tourism destination. This may also relate
to the notion of separating the leisure travel experience from tourist travel experience (Mannell
& Iso-Ahola, 1987).

8.7

Concluding comments

In order to gain a better understanding of consumer behaviour, this research has contributed to
knowledge within the tourism sector and the theory of self-congruity. This has been
accomplished through the analysis of the image components attached to wine region visitation
decision making.
This research has developed a self-image congruity model on wine tourism decision making.
The current research has empirically tested the relationships of self-congruity, destination
image attributes on tourists’ attitudes, and their destination choices. Statistical analysis
demonstrated the complexity of tourists’ choices, particularly when self-image is attached to
intentions or purchase behaviour.
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APPENDIX 1-1: MOST FAMOUS AND DIVERSE WINE
REGIONS WITHIN AUSTRALIA
South Australia: Renowned for its Shiraz production, the Barossa Valley is home to some of the
country’s iconic wines. Just one-hour north east of Adelaide, the region consists of gentle
rolling hills and fertile valleys that combine with South Australia’s Mediterranean climate to
produce full-bodied red wines and delicate whites. They include Cabernet Sauvignon,
Grenache, Mourvèdre and Merlot, while major whites include Riesling, Semillon and
Chardonnay. The Barossa was originally settled by Silesian Lutheran farmers in the 1830s and
there are now more than 50 wineries and cellar doors in the region, ranging from small family
enterprises to international companies.
Clare Valley: The Clare Valley is considered to be among South Australia’s most picturesque
regions. It is also known as the home of Australian Riesling and with good reason – Clare’s
consistency in making Rieslings of exceptional quality and style has won loyal consumers
internationally. Clare is not only famous for Riesling; it also produces award-winning Cabernet
Sauvignon and Shiraz that vary dramatically in style throughout the region depending on
vineyard location, soils and elevation. Settlers from England, Ireland and Poland arrived in the
region in the 1840s and wasted no time planting vines. Today visitors to the region can enjoy
the popular Riesling Trail, a 27 km long sealed track that links the many small towns along the
valley.
Coonawarra: The hidden treasure of the Coonawarra wine region is its precious layer of
limestone beneath rich terra rossa soil. The two combine to produce Cabernet Sauvignon
grapes that are the envy of wine regions all over the world. Founded by Scottish settler John
Riddoch more than a 150 years ago, Coonawarra offers wines of intense and classic fruit
flavours that have won the hearts of consumers the world over. Most Coonawarra Cabernets
will effortlessly cellar for at least 10 years, but that’s not the only variety the region is famous
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for. Other award winning varietals are Shiraz, Merlot and Chardonnay.
Heathcote: Rapidly raising the bar in terms of elegance and complexity, particularly with
Shiraz, Heathcote’s climate and soils of this Victorian region are strongly influenced by the Mt
Camel Range which creates a cooler weather pattern in the grape growing period from October
to March resulting in wines of finesse and longevity. More recently, Heathcote winemakers
have planted Viognier, small proportions of which are blended with Shiraz to provide an extra
dimension to the flavour spectrum. Heathcote Cabernet Sauvignon is another signature style of
the region. Italian varieties Sangiovese and Nebbiolo are also taking to their new home and
provide added treasures to the region’s reputation. Aromatic white wine varieties such as
Riesling, Viognier and Pinot Grigio display the underlining elegance and fine fruit structure
that is characteristic of the region.
Hunter Valley: The Hunter Valley is Australia’s oldest wine region, with the earliest vines
planted in 1825. Since those pioneering days, the Hunter’s wine industry has flourished and
now more than 80 wineries and cellar doors are open to tourist traffic en route from Sydney.
Winemakers in the Hunter have found success with varieties such as Shiraz, Verdelho and
Chardonnay, but no other region has developed such an affinity with Semillon. Semillons from
the Hunter Valley have great capacity for graceful ageing, particularly in the years when the
region defies its sub-tropical climate and turns on summer weather to bring on lime and citrus
flavours.
McLaren Vale: A battle over the title of Australia’s best Shiraz maker is fought each year
between the Barossa Valley and McLaren Vale. Set among pastures and orchards and located to
the south of Adelaide, McLaren Vale’s rich soils and proximity to the gulf waters of St Vincent
provide the perfect ingredients for intensely flavoured red wines and powerful but wellbalanced white. There are now more than 50 wineries and cellar doors in the region. McLaren
Vale’s leading reds are Shiraz, Cabernet Sauvignon, Grenache and Merlot, while whites include
Chardonnay, Sauvignon Blanc and Riesling.
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Margaret River: Margaret River has quietly built a reputation for wines of outstanding quality
in the past decade. While the region covers all the classic varietals, Margaret River winemakers
have worked hard to develop a signature style of Cabernet Sauvignons. The region has the
added tourism drawcards of breathtaking coastal scenery and culinary delights to match its
extensive range of wine styles, including Shiraz, Verdelho and the wonderfully herbaceous
Sauvignon Blanc.
Mudgee: Nestled deep in the western slopes of New South Wales’ Blue Mountains, Mudgee is
another historical player in Australia’s wine industry. Commercial planting occurred in the
1860s led by German immigrants, but the modern era of grape production really began in the
1970s. A number of large national wine companies have set up shop in the region,
complimenting the array of boutique wineries that offer a diverse range of wine styles. Powerful
Cabernet Sauvignon, with complex flavours and ageing potential, is a regional highlight.
Chardonnay is the Mudgee’s most popular and highly regarded white.
Tasmania: The history of viticulture in Tasmania is quite recent when compared with the rest
of Australia. While some planting occurred in the 19th century, it wasn’t until the 1970s that
true winegrape planting began with the establishment of Pipers Brook. Tasmania, known for its
spectacular beauty, now has more than 60 vineyards and wineries, many of them just a few
hectares in size. Tasmania’s cool maritime climate produces elegant wines with excellent
natural acid. Specialist varieties include Pinot Noir for sparkling and still wine, Chardonnay,
Riesling, Pinot Grigio, Cabernet Sauvignon and Cabernet Franc.
Yarra Valley: Victoria’s oldest wine region, the Yarra Valley is considered one of the world’s
finest cool climate wine producers. Specialising in Pinot Noir and Chardonnay, the key varieties
for sparkling wines, the Yarra also impresses wine judges with its more subtle Shiraz and
Cabernet Sauvignon styles. Chardonnay is the Yarra Valley's most widely planted white grape
variety due to its flexibility of style – from complex, oaked wines to elegant restrained styles,
Chardonnay is often made using traditional winemaking techniques. Other white wines
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produced in the Yarra include Gewürztraminer, Marsanne and Sauvignon Blanc, which is often
blended with Semillon.
Source: Australian Wine and Brandy Corporation. (2010b). Wine Regions - Australia’s famous
wine regions. Retrieved 18 March, 2010, from
http://www.wineaustralia.com/australia/Default.aspx?tabid=235
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APPENDIX 2-1: INTERVIEW SCHEDULE
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APPENDIX 2-2: CONSENT FORM
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APPENDIX 3-1: CODING BOOK

Name

Sources

References

Leisure
holidays

Name

Sources

References

Ideal
weekend
Beach and water

7

Activities sports

6

Big cities

5

Big city

2

Camping

2

Good accommodation

3

Child friendly

3

Good food

7

Domestic

14

Good wine

7

Experience different
cultures
Food and wine important

2

Hinterland

6

5

Near the water or beach

6

Food and wine secondary

4

No children

5

Overseas

12

Relax

4

Sports

5

Wine region

3

Visit family and friends

8

Wine
consumption

Wine status
Attitude

3

None

7

Dinner

8

6

Friends

6

Snobbery with wine
knowledge
Some people think so

Health benefits

4

Occasionally

9

Partner does not drink
wine
Regularly

3
10

Weekend

3

Upper socio-economic
status
Wine is expensive

4
6
6
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Name

Sources

References

Name

Sources

References

Wine
involvement
Cellaring

3

Parents influence

5

Wine club member

9

wine course

1

Wine region
image and
experience

Motives
Atmosphere

Buy lots of wine

4

Cold weather

4

Integrate wine and food

2

History and heritage

10

Novelty

1

Log fires

3

Promotions

4
3

7

13

Built environment

Architecture

3

Something unique other
than wine
Stocking up on favourite
wines
Wine Food Music festivals

Boutique wineries

7

Wine is the focus

5

Commercial wineries

3

Majestic grand

5
3

Accommodation

1

Wine tourism
attitudes

Small town

4

Boring

Too many wineries

1

Busy

2

Tourist bureau

1

Educational

2

Trendy modern

4

Enjoyable

9

Expensive

4

Learn about wine
and wine making
Novelty something
different
Relaxing

8

Friendly and personal

5

3

Heritage

4

4

Party and drunkenness

7

Service

3

Relaxing

0

Whole experience

5

Social activity

6

Experiential
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Name

Sources

References

Wine focus

2

Name

Natural scenery
Beautiful rural setting

7

Dry

4

Vineyards

2

References
8

Touristy

4

Understated

1

Unexpected

3

Cost

7

Barriers to
visiting a
winery

Regional attractions
Cellar doors

2

Distance

4

Country food

5

Drinking and driving

2

Good food
restaurants
Good wine

10

Lack of interest

7

9

Make it more appealing

1

Markets crafts

3

Partner

5

Other activities

9

10

7

Regions are different

8

Responsibilities and
children
Social group

Regions are similar

2

Time

Wine festivals

5

Wine maker

1

Bus tour

4

Wineries clustered
dispersed

1

Day trip

10

Driving by

4

Lunch or dinner

8

2

Winery
visitation
occasion

Wine tourists
High socio-economic
status

Life stage

Sources
Stimulating interesting

Educated

3

Part of a holiday

7

Enjoy finer things in
life cultural
Higher income
earners
Middle to upper class

2

Weekend

9

9

Went with friends family

19

3

Winery
destination
New South Wales
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Name

Sources

References

Name

Sources

References

Couples

6

Hunter Valley

Families

2

7

Middle age and older
people
No children

11

Gold Coast hinterland

8

5

Queensland not really a wine
region

3

Semi-retired retired

6

Working

4

Barossa

5

Young people

5

Clare Valley

2

Young people, not
for

7

Coonawarra

1

McClaren Vale

2

Queensland

South Australia

Tourists
Bus groups

6

Tasmania

1

Tourists in general

6

Victoria

6

Weekenders

3

Western Australia

Wine related

0
Margaret River

2

Perth

1
4

Buying wine

4

Collectors of wine

1

Entertaining

2

New Zealand

Passion for wine

7

Other

3

Regular wine drinker

5

South Africa

2

Theatre, dance,
opera
All of them

11

Concerts

2

No

3

Theatre

6

Overseas
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APPENDIX 3-2: INDEPTH INTERVIEW PROFILES

Interview
Gender
No:

Age

Wine
tourist

Wine
drinker

Wine
interest

Occupation

Lifestage

Income

Education

1

Female

32

No

No

None

retail

Couple no children

Middle

Technical

2

Female

38

No

Yes

Low

Business owner

Family, young children

Middle-high

University

3

Male

22

Yes

Yes

High

Student

Couple no children

Low

University

4

Male

26

No

Yes

Moderate

Student

Single

Low

University

5

Female

58

No

Yes

Moderate

Administration

Single, children left home

Middle

Technical

6

Female

35

No

Yes

Moderate

Teacher

Family, young children

Middle

University

7

Male

39

No

No

None

Service

Single

Middle

Technical

8

Male

45

No

Yes

None

Business owner

Single, children left home

Middle

University

9

Female

56

Yes

Yes

Moderate

Administration

Couple, children left
home

Middle

University

10

Female

45

No

Yes

Moderate

Artist

Single, with children

Low-middle

Technical

11

Female

50

No

Yes

Moderate

Service

Family, young children

Middle

Technical

12

Male

40

No

Yes

Low

Technical trade

Single

Low-middle

Technical

13

Female

26

No

Yes

Low

Student

Couple, no children

Low

University
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Interview
Gender
No:

Age

Wine
tourist

Wine
drinker

Wine
interest

Occupation

Lifestage

Income

Education

14

Male

56

No

Yes

Low

Technical trade

Single

Low

Technical

15

Male

40

Yes

Yes

High

Banking

Family, young children

High

University

16

Male

40

Yes

Yes

Moderate

Chef

Couple, no children

Middle

University

17

Female

35

Yes

Yes

High

Artist

Family, young children

Middle-high

University

18

Male

60

Yes

Yes

Moderate

Finance

Couple, children left
home

Middle

University

19

Male

35

Yes

Yes

Moderate

Property
development

Family, young children

Middle-high

University

20

Male

55

Yes

Yes

High

Academic

Middle

University

21

Male

60

Yes

Yes

Low

Finance

Middle

University

22

Female

44

Yes

Yes

Moderate

Trainer

Middle

University

Couple, children left
home
Couple, children left
home
Family, young children
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APPENDIX 3-3: QUALITATIVE ANALYSIS

Table 45: Image of wine tourism by wine tourist
Never/1-2 times
previously

3-5 times/More
than 6 times

% of
respondents

Good food restaurants

3

7

45.5%

Good wine

4

5

40.9%

Other activities

2

7

40.9%

Accommodation

3

4

31.8%

Boutique wineries

1

6

31.8%

Country food

1

4

22.7%

Wine festivals

0

5

22.7%

Small town

1

3

18.2%

Commercial wineries

1

2

13.6%

Markets crafts

0

3

13.6%

Cellar doors

0

2

9.1%

Tourist bureau

0

1

4.5%

Wine maker

0

1

4.5%

Regions are different

0

8

36.4%

Beautiful rural setting

4

3

31.8%

Dry

1

3

18.2%

Regions are similar

1

1

9.1%

Wineries clustered dispersed

0

1

4.5%

Vineyards

2

0

Too many wineries

1

0

4.5%

Learn about wine and wine making

4

4

36.4%

Whole experience

0

5

22.7%

Relaxing

1

3

18.2%

Service

1

2

13.6%

Novelty something different

0

3

13.6%

Wine focus

1

1

9.1%

Understated

0

1

4.5%

History and heritage

2

8

45.5%

Majestic grand

1

4

22.7%

Image by wine tourist

Functional Attributes
Built environment

Natural environment

Value expressive (image) attributes
Experiential

Atmosphere
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Never/1-2 times
previously

3-5 times/More
than 6 times

% of
respondents

Trendy modern

1

3

18.2%

Cold weather

2

2

18.2%

Architecture

1

2

13.6%

Log fires

0

3

13.6%

Total number of descriptors

39

107

Number of respondents

10

12

Image by wine tourist

Table 46: Wine tourists visitation by attitudes
Wine tourists who
have visited 6 or
more times

Wine tourist less
than 6 times
previously

Wine tourism attitudes

0

0

Boring

1

1

Busy

2

0

Educational

1

1

Enjoyable

5

2

Expensive

3

0

Friendly and personal

2

3

Heritage

3

0

Party and drinking

2

3

Relaxing

0

0

Social activity

2

4

Stimulating interesting

3

0

Touristy

3

1

Unexpected

1

1
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APPENDIX 4-1: PILOT SURVEY
The following appendix contains the cover letter, pilot survey and the participant’s consent
form for Study 2. An incentive was provided for participation, which also follows with the
terms and conditions of the prize draw.
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312

313

314

315

316

317

318
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APPENDIX 5-1: FINAL SURVEY
The following appendix contains the cover letter, the final survey and the participant’s consent
form for Study 2 direct mail survey. An incentive was provided for participation, which also
follows with the terms and conditions of the prize draw.
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324

325

326

327

328

329

330
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APPENDIX 5-2: SURVEY INSTRUMENT CONSTRUCTS AND ITEMS

Construct

Items

Scale

Source

Intention to visit wine regions

How interested are you in visiting a winery/wine region within the next 12 months

anchored by 1 (very uninterested)
and 7 (very interested),

Adapted from Sparks
(2007b) and Getz and
Brown (2006), on the basis
of work of (Ajzen & Driver,
1992)

I plan to visit a winery/wine region within the next 12 months
I intend to visit a winery/wine region within the next 12 months

anchored by 1 (strongly disagree)
and 7 (strongly agree)
anchored by 1(very unlikely) and 7
(very likely)

Self-congruity: direct approach.
Part 1: wine tourist description:

Part 2: Self-image dimensions
Actual self-image

Looking back at Question 20 recall your favourite wine region. Now, based on your
favourite wine region please take a moment to think about the typical person who
visits this wine tourism destination. Imagine this person in your mind. Now use
adjectives to describe the person you imagined. The words I associate with the
tourist in my favourite wine region are:

Open ended

Ekinci and Riley (2003)

The image of a wine tourist to my favourite wine region is consistent with how I see
myself…

seven-point Likert type scale,
where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Sirgy et al. (2000), Chon
(1992), and Goh and Litvin
(2000)

I am quite similar to people who visit my favourite wine region …
Visiting my favourite wine region is consistent with how I see myself…
Ideal self-image

Visiting my favourite wine region is consistent with how I would like to see myself…
The image of a wine tourist to my favourite wine region is how I like to see myself…
A wine tourist to my favourite wine region reflects the type of person I would like to
be…

Social self-image

Visiting my favourite wine region is consistent with how I think others would see
me…
The image of a wine tourist to my favourite wine region is consistent with how I think
others would see me…
People who know me think I am similar to wine tourists who visit my favourite wine
region…

Self-congruity: indirect approach.
Profile 1: The ‘wine lover’.

The [‘wine lover’] is how I see myself …

Profile 2: The ‘wine interested’

The [‘wine lover’] is how I would like to see myself…

Profile 3: The ‘wine curious tourist’

The [‘wine lover’] is how I think others would see me…

Profile 4: The ‘disinterested wine tourist’

seven-point Likert type scale,
where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.
seven-point Likert type scale,
where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

anchored by 1 (strongly disagree)
and 7 (strongly agree)

Adapted from Mitchell, Hall
and McIntosh (2000),
Charters & Ali-Knight (2002),
Hall & Mitchell (2008) and
Corigliano (1996, cited in
Mitchell et al., 2000),
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Construct

Items

Scale

Source

Functional destination image

Beautiful landscape, Rich cultural heritage, Convenient to a major city, Art galleries
and antique shops, Lots of restaurants, Excellent restaurants, Premium quality wine,
Good transport in the region, Opportunity to meet the wine maker, Information about
the region is easy to obtain, A range of outdoor recreation activities, A clean
environment, Wineries are visitor friendly, A range of accommodation, An appealing
climate, Wine festivals and events, Modern wineries, An affordable place to visit,
Good service, Food produce unique to the region, Boutique wineries, Winery staff
knowledgeable about wine, Wine trails are well posted, Rustic traditional wineries,
Opportunity to taste lots of wine, Large wine companies, The regions wines are
famous, Entertainment, Group tours of wineries, Cooking classes, Purchasing good
wine, Relaxed rural atmosphere, Vibrant atmosphere, Sustainable tourism, A day
out, A good opportunity to learn about wine, Opportunity to socialise.

using a seven-point Likert type
scale, where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Leisen (2001), Getz and
Brown (2006), Williams
(2001b), Study 1

Affective destination image

Aroused, Excited, pleasant, relaxed, indulgent, romantic, a sense of escapism, fun, a
sense of discovery

using a seven-point Likert type
scale, where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Russell’s (1980) scale
modified by White and
Scandale (2005)
Study 1, supported by Jang
and Cai (2002), Baloglu
(1999), and Beerli and
Martin (2004)

Attitudes toward wine tourism

bad/very good, really like/really dislike, very unfavourable/very favourable, very
appealing/very unappealing

Bipolar scales on 7 points

Ajzen (1987) and Dabholkar
and Bagozzi (2002)

Wine involvement

Much of my leisure time is devoted to wine related activities

using a seven-point Likert type
scale, where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Brown, Havitz and Getz
(2006), and Lockshin et al
(2001)

I consider wine to be a central part of my lifestyle
My interest in wine makes me want to visit wine regions
My interest in wine says a lot about the type of person I am
Many of my friends share my interest in wine
My interest in wine has been very rewarding
For me, drinking wine is a pleasurable experience
I find wine exciting
I wish to learn more about wine
Wine is enjoyable to drink socially
I find conversations about wine very enjoyable
I am very interested in wine
I like to purchase wine to match the occasion
Deciding which wine to buy is an important decision
I like to gain the health benefits associated with drinking wine
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Construct

Items

Scale

Source

using a seven-point Likert type
scale, where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Perrouty, d'Hauteville, &
Lockshin (2006)

It’s very irritating to buy wine which isn’t what I expected
Wine knowledge: subjective

Among my friends, I am the wine expert
I don’t understand much about wine [reverse]
I am confident in my knowledge of wine
I know less about wine than others do [reverse]

Wine knowledge: objective

Adapted from Forbes,
Cohen and Dean (2008)

Which of the following is a red wine?
A peppery character is most associated with which wine?
Burgundy is the French term for which wine?
Which grape variety is never used to make Champagne?
Which is not a famous French wine region?
What is the name of New Zealand’s famed Sauvignon Blanc region?
Which state in Australia is the icon wine, Penfolds Grange produced?

Satisfaction with previous visits

Barriers

How satisfied were you with the winery (ies) on your last visit?

anchored by 1 (very unsatisfied)
and 7 (very satisfied)

How satisfied were you with the facilities within the wine region (e.g. Tourist
information office, public amenities, accommodation, food outlets etc)?

anchored by 1 (very unsatisfied)
and 7 (very satisfied)

How satisfied were you with your overall experience to the wine region?

anchored by 1 (very unsatisfied)
and 7 (very satisfied)

Did your overall experience to the wine region meet your expectations?

anchored by 1 (worse than my
expectations) and 7 (better than
my expectations)

I don’t have enough time, It is too expensive, My friends are not interested, Wineries
too far from home, I am concerned about drinking and driving, My partner or spouse
is not interested, It is difficult with children/other dependents

using a seven-point Likert type
scale, where 1= strongly disagree,
2=disagree, 3=somewhat
disagree, 4=neutral, 5=somewhat
agree, 6=agree, 7=strongly agree.

Ekinci, Dawes and Massey
(2008), Spreng and Mackoy
(1996)

Ajzen (1985), and Sparks
(2007b), Study 1
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APPENDIX 6-1: ALTERNATE NESTED MODELS

Figure 21: Models testing for mediation
Model 1 (full mediating model)

Model 2 (partial mediating model)
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Model 3 (full model)

Figure 22: Models testing for mediation without self-congruity
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APPENDIX 6-2: WINE SAMPLE PROFILE
Table 47: Wine region last visited

Wine Region

N

%

Hunter (Lower and Upper), Hunter Valley

142

19.6

Margaret River, South West Australia

83

11.4

Yarra Valley, Port Phillip

65

9.0

Barossa Valley, Barossa

54

7.4

Qld other

28

3.9

Mudgee (Nest in the Hills), Central Ranges

22

3.0

Granite Belt

21

2.9

McLaren Vale, Fleurieu

20

2.8

Tasmania

20

2.8

Mornington Peninsula, Port Phillip

19

2.6

France

17

2.3

Rutherglen, North East Victoria

16

2.2

Canberra District, Southern New South Wales

14

1.9

Clare Valley, Mounty Lofty Ranges

13

1.8

New Zealand

13

1.8

Swan Valley, Greater Perth

13

1.8

King Valley, North East Victoria

11

1.5

Southern Highlands, South Coast

8

1.1

Pyrenees, Western Victoria

7

1.0

Adelaide Hills, Mounty Lofty Ranges

5

0.7

Coonawarra, Limestone Coast

5

0.7

Geelong, Port Phillip

5

0.7

Orange, Central Ranges

5

0.7

Upper Goulburn (Victoria's High County), Central Victoria

5

0.7

Grampians, Western Victoria

4

0.6

Heathcote, Central Victoria

4

0.6

Macedon Ranges, Port Phillip

4

0.6

North America

4

0.6

Riverina, Big Rivers Zone

4

0.6

South Burnett

4

0.6

Bendigo, Central Victoria

3

0.4

Italy

3

0.4

Murray Darling (NSW & Vic), Big Rivers Zone

3

0.4

South Africa

3

0.4
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Sunbury, Port Phillip

3

0.4

Beechworth, North East Victoria

2

0.3

Canada

2

0.3

Cowra, Central Ranges

2

0.3

Gippsland

2

0.3

Glenrowan, North East Victoria

2

0.3

Other

2

0.3

Pemberton (Karri Country), South West Australia

2

0.3

Goulburn Valley, Central Victoria

1

0.1

Great Southern Albany, South West Australia

1

0.1

Great Southern Frankland River, South West Australia

1

0.1

Great Southern Mount Barker, South West Australia

1

0.1

Great Southern Porongurup, South West Australia

1

0.1

Murray Darling (Vic & NSW), North West Victoria

1

0.1

New England, Northern Slopes

1

0.1

Peel, Greater Perth

1

0.1

Shoalhaven Coast, South Coast

1

0.1

Location

N

NSW

386

Barossa Valley, Barossa

SA

359

Margaret River, South West Australia

WA

228

Yarra Valley, Port Phillip

VIC

192

McLaren Vale, Fleurieu

SA

132

Clare Valley, Mounty Lofty Ranges

SA

127

Rutherglen, North East Victoria

VIC

119

Overseas

111

Swan Valley, Greater Perth

WA

97

Coonawarra, Limestone Coast

SA

87

Tasmania

TAS

87

Mornington Peninsula, Port Phillip

VIC

83

NSW

76

Overseas

71

Qld other

QLD

52

Granite Belt

QLD

50

North America

Overseas

47

Other

Overseas

41

Table 48: Wine regions visited

Wine regions

Hunter (Lower and Upper), Hunter Valley

France

Mudgee (Nest in the Hills), Central Ranges
New Zealand
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Canberra District, Southern New South Wales

NSW

39

Adelaide Hills, Mounty Lofty Ranges

SA

38

King Valley, North East Victoria

VIC

37

Italy

Overseas

27

South Africa

Overseas

24

VIC

23

Orange, Central Ranges

NSW

22

Riverina, Big Rivers Zone

NSW

21

Bendigo, Central Victoria

VIC

21

Heathcote, Central Victoria

VIC

20

Grampians, Western Victoria

VIC

18

Pyrenees, Western Victoria

VIC

18

Murray Darling (NSW & Vic), Big Rivers Zone

NSW

16

Southern Highlands, South Coast

NSW

16

Overseas

16

South Australia

SA

16

Goulburn Valley, Central Victoria

VIC

13

Cowra, Central Ranges

NSW

12

South Burnett

QLD

12

Gippsland

VIC

12

Geelong, Port Phillip

Germany

Upper Goulburn (Victoria's High County), Central Victoria

VIC

12

NSW

11

Great Southern Mount Barker, South West Australia

WA

11

Pemberton (Karri Country), South West Australia

WA

11

Riverland, Lower Murray

SA

10

Macedon Ranges, Port Phillip

VIC

9

Victoria

VIC

9

Langhorne Creek, Fleurieu

SA

7

Padthaway, Limestone Coast

SA

7

Great Southern Frankland River, South West Australia

WA

7

New England, Northern Slopes

NSW

6

Glenrowan, North East Victoria

VIC

6

Murray Darling (Vic & NSW), North West Victoria

VIC

6

West Australia

WA

6

Overseas

5

Eden Valley, Barossa

SA

5

West Australian

WA

5

Overseas

4

Beechworth, North East Victoria

VIC

4

Great Southern Albany, South West Australia

WA

4

NSW

3

SA

3

Hastings River, Northern Rivers

Canada

Spain

Shoalhaven Coast, South Coast
The Peninsulas Zone
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Sunbury, Port Phillip

VIC

3

Adelaide Plains, Mounty Lofty Ranges

SA

2

Southern Flinders Ranges, Far North

SA

2

Alpine Valleys, North East Victoria,

VIC

2

Perricoota, Big Rivers Zone

NSW

1

Tumbarumba, Southern New South Wales

NSW

1

Mount Benson, Limestone Coast

SA

1

Penola (ID), Limestone Coast

SA

1

Robe, Limestone Coast

SA

1

Southern Fleurieu, Fleurieu

SA

1

Henty, Western Victoria

VIC

1

Strathbogie Ranges, Central Victoria

VIC

1

Swan Hill (Vic & NSW), North West Victoria

VIC

1

Blackwood Valley, South West Australia

WA

1

Great Southern Denmark, South West Australia

WA

1

Great Southern Porongurup, South West Australia

WA

1

Peel, Greater Perth

WA

1

Perth Hills, Greater Perth

WA

1

South East Coastal

WA

1

